




INTRODUCING ••• 

QUANVERT FOR 
WINDOWS 

CLICK 
TO PICKYOUR 
VARIABLES 

TABLES AS QUICK 
AS YOU CLICK 

Contact Joe Marinelli at 
Quantime Ce>rporation 
11 East 26th Street, 
New York, NY 10010 
Telephone (212) 447 5300 

QUANTIME Fax (212) 447 9097 

Contact Rudy Bublitz at 
Quantime Corporation 
4010 Executive Park Drive, 
Cincinnati, Ohio 45241 
Telephone (513) 563 8800 
Fax (513) 563 8807 

CLICK 
TO SELECT 
THE SURVEY 

CLICK 
TO RUN 
THE TABLE 

Cicte No. 151 on Readlr C.d 



4 

Volume IX, Number 3 , March 1995 
Cover 
Respondent collages 
helped develop the 
advertising for Pontiac's 
new Sunfire. Photo 
courtesy of DMB&B, 
Inc. 

6 Igniting the Sunfire 
Respondent collages help agency develop 
ads for new Pontiac 

8 Teeing off with new technology 
Florida golf school uses neural networks 
to analyze advertising brochure 

10 Sharing inside information 

12 Some thoughts on packaged goods advertising 

16 The exploratory open-ended question: 
A potential bonanza that's typically a waste 

28 War stories: True life tales in 
market research 

. . 

.0 .. E P A R. T M E N -T S 

Publisher 
Tom Quirk 

Editor 
Joseph Rydholm 

Assistant Editor 
Michael Welch 

Advertising Sales Manager 
Evan Tweed 

Production Manager 
James Quirk 

Directory Editor 
Stephen Quirk 

Art Consu~ant 
Dave Hahn 

Business Manager 
Marlene Flohr 

Quirk's Marketing Research Review, (ISSN 08937451) is 

issued 10 times per year- Jan., Feb., Mar., Apr., May, JunJJul, 

AugJSep., Oct, Nov., Dec. - by Quirk Enterprises, Inc., 6607 18th 

Ave. So., Minneapolis, MN 55423. Mailing address: P.O. Box 23536, 

Minneapolis, MN 55423. Tel.: 612-861-8051 ; Fax: 612-861-1836. 

Second class postage paid at Minneapolis, MN and additional 

mailing offices. 

Subscription Information: U.S. annual rate (10 issues) $50; two 

years (20 issues) $92; three years (30 issues) $132. U.S. single 

copy price $10. Change of address notices should be sent promptly; 

provide old mailing label as well as new address; include ZIP code 

or postal code. Allow Hi weeks for change. POSTMASTER: Please 

send change of address to QMRR, P.O. Box 23536, Minneapolis, 

14 Data Use 26 Product & Service - In-Depth MN 55423. 

18 Survey Monitor 

22 Names of Note 

58 Qualitative Research 
Moderator Directory 

23 Research Company News 64 Classified Ads/Listing Additions 

24 Product & Service Update 66 Trade Talk 

Quirk's Marketing Research Review is not responsible for claims 

made in advertisements. 

Editorial policy: We invite submission of manuscripts from outside 

sources. Write or call for guidelines. Address press releases and 

other editorial material to Joseph Rydholm, editor. We reserve the 

right to edit any manuscript 

Copyright 1995 by Quirk's Marketing Research Review 

Quirk's Marketing Research Review 



Moderators -
Slash The Time It Takes You To 
Create Reports By 50% or More! 

If you hold focus groups you know how time consuming 
and difficult it is to analyze the results and prepare 
meaningful reports. 

Now Windows® based FocusReports™ software helps 
you solve these problems and allows you to: 

• Produce time-stamped, professionally formatted 
session reports with speaker identification, and 
summarized highlights. 

• View and analyze the results of multiple sessions 
using the powerful built-in multi-document word 
processor and analysis tools. 

• Search for all comments using key words and phrases. 

• Easily group, categorize,and code verbatim comments. 

• Automatically merge highlights from multiple 
sessions to a single top-line report. 

• Capture and store audio highlights for playback 
or embedding in your report. 

• And much more! 

We're so sure that you 'll be delighted with 
FocusReports™ software, we'll let you try it RISK FREE 
for a full 60 days. If you're not satisfied we'll cheerfully 
return your money. ONLY $295.00 

To Order Calll-800 276-5594 
Bernett 

mJ PEBSfUS 
OEUELO'"EKT CORPORATION 

Research 

FREE BONUS! 
Order now and rece ive a copy of Richard Krueger's Focus Groups, 

A Practical Guide for Applied Research. A $20.00 Value ... Absolutely Free. 

Focus Groups In Boston~ 
Think Bernett. 

Smart Boston Location 
Located steps off Harvard University's campus at the 
junction of Cambridge and Boston, our 8500 square foot 
facility has four big suites, and two mini suites. 

Free Parking- A No-Drainer 
Research proves that respondents prefer sites with free 
parking . We offer plenty of free and secured parking! 

Real Time Notes- Knowledge To Go 
At Bernett, moderators can leave our facility with 
detailed notes I an abridged transcript) of the session on 
floppy disk! We'll save you time and energy by preparing 
abridged transcripts with participant comments attrib
uted to the respondent and time-stamped for easy refer
ence to the FREE session video tape you'll receive. 

The Focus Lab - Think About It 
After your groups are completed, use our FocusReports™ 
lab to quickly prepare topline reports using FocusReports 
software. Search and retrieve all comments using cer
tain key words and come up with new insights into your 
data. A great way to update your client or boss! 

Bernett 

Research 

For more information, please call Andrew Hayes at 

617-254 -1314lextension 333) 

Cide No. 144 on Reader Ccvd 



Advertising Research 

lgnitin th 

6 Quirk's Marketing Research Review 



he whole idea behind qualita
tive research is to get respon
dents to express themselves, 
right? But who says they have to 

use words? As we all know - and as 
one ad agency has found- pictures can 
say a lot. 

For the past two years, D' arcy Masi us 
Benton & Bowles, Inc. (DMB&B), 
Bloomfield Hills, Mich., has been put
ting a twist on the standard technique of 
the respondent collage. Instead of hav
ing focus group subjects assemble col
lages at the facility, using magazines 
and construction paper, the agency asks 
respondents to create the collages at 
home on a pre-assigned topic before 
they show up for the groups. 

"Having consumers create collages is 
not new," says Charles Stannard, direc
tor of research and marketing, D MB&B. 
"What we've done is figure out how to 
make collages better and more useful 
than they have been in the past. They're 
one of the tools we use to understand 
consumers and their relationships to the 
brands we advertise. 

"In the focus groups, our interest is 
not just in talking about products or 
people per se. We're really interested in 
looking at the relationship between the 
two, how that product fits into their 
lives and what they think and feel about 
it. So we wanted to create a methodol
ogy that would capture that relationship 
visually as well as verbally. Pictures 
and images are not merely worth a thou
sand words, they elicit and evoke a 
thousand words and that's what we 
want." 

March 1995 

Respondents are typically given a 
week before the group to create a col
lage- usually in the 20"x20" range so 
it's large enough for everyone in the 
group to see - that describes their 
relationship with the product in ques
tion. They're free to use any materials 
they wish (one woman included a slip
per on her collage), including family 
photographs, photos from magazines, 
map sections, ticket stubs, or original 
artwork. 

In most cases, the collages are the 
starting point of the group. When the 
respondents arrive at the facility, the 

By Joseph Rydholm 
QMRR editor 

collages are collected and put in the 
focus group room. After the group be
gins, the moderator picks up a collage 
and asks the respondents to talk about 
the makerofthecollage, how they would 
describe the person based on the image 
in it and how he or she seems to feel 
about the product in question. The col
lage maker then identifies himself or 
herself and talks about the things they 
chose to put in the collage. 

Time and energy 
The agency has found that it hasn't 

continued on p. 51 
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Advertising Research 

Florida golf school uses 
neural networks to analyze 

advertising brochure 
8 

For golf schools, the advertising 
brochure is a critical marketing 
tool. Selection of a school is 

largely based on the text contained 

in these brochures (which are 

mailed to prospective students who 

respond to ads in major golf maga

zines) since students rarely visit a 

school in advance and word-of

mouth advertising is not prevalent. 

Sales are gained or lost depending 

on the messages conveyed in the 

brochures. 

The Ben Sutton Golf School, Sun 

City Center, Fla., has a unique ad

vantage over its competitors: all 
instruction is conducted under ac

tual playing conditions on a real 

golf course- not a driving range 

or practice green. 

The task of communicating this 

major competitive advantage in the 

text of the school's new brochure 

fell to The Becker Group, a Canton, 

Ohio, ad agency. To do this, Glen 

Becker, president of the Becker 

Group, needed an objective critique 

of the new advertising copy. He 

turned to artificial neural network 

analysis. 

Complex patterns 
Artificial neural networks iden

tify complex patterns of informa

tion in text data and then determine 

the a sociation among the different 

patterns. Thus, the technique is 

well-suited to analyzing several 

copy alternatives to determine 

which options best convey the in

tended message. Using neural net

work analysis, subtleties and po

tential trouble spots in advertising 

Quirk's Marketing Research Review 



copy a re de tec ted ea rl y in th e 

c reati ve process. 

Al a n Dutk a, pres ide nt of 

the N ati o na l Survey Resea rc h 

Ce nter, a Cl eve la nd f irm th a t 

pe rfo rm s c us to me r sat isfac

tion a nd o th e r researc h fo r 

th e Be n Sutton G o lf Sc hoo l, 

says th a t " ne ura l netwo rk s 

a re appropri a te w he n the re
sea rc h obj ec ti ves a re to de

te rmin e th e maj o r ideas ex

pressed in a tex t a nd to s tud y 
th e re la ti o ns hips a mo ng th e 

wo rd s a nd phrases." 

An a rti f ic ia l ne u ra l n e t wo rk 

ana lys is ge ne ra tes q ua ntita ti ve in 

fo rm ati o n in three di st in c t ph a es: 

• wo rd co unts ide nt ify th e mos t 
f requ e ntl y used wo rds; 

• c lu s te r a na lys is dete rmin es how 

wo rd s a re g ro uped toge th e r to fo rm 
m aj o r th e mes o r ideas; 

• co nn ec ti o n s treng th s a m o ng 
wo rd s revea l th e interre la ti o ns hips 

am o ng a ll th e wo rd s. 

Th e e three ph ases we re used to 

eva lu a te ex is tin g a nd new ad ve rti s

in g broc hures fo r th e S utto n G o lf 

Sc hoo l a nd a lso th e broc hures fo r 

Figure 1 

Most frequently used words in advertising brochures 
Ben Sutton Original Professional 
Golf School Golf School Golf School 

Frequency Frequency Frequency 
~ ~ ~ 

School 36 Golf 52 Golf 16 
Golf 30 School 45 Valley 10 
Instruction 23 You'll 29 Mountain 10 
Day 17 Game 19 Room 7 
Fees 14 Golfer 15 Course 6 
Course 12 Program 14 Maggie 5 
Ben 10 Time 13 Resort 
Sutton 10 Learn 13 Tennis 
Game 9 Course 13 Nine 
Green 9 Student 12 Full 

e ig ht m aj o r com pe ti to rs. Fi g ure 

March 1995 

.. ~ · 

conta in s th e word s m ost f requ e ntl y 
used in th e Sutto n sc hoo l 's c urre nt 

broc hure a nd th e brochures of two 

co mpe t ito rs w ith dra ma ti ca ll y d if 

fe re nt ad ve rti s in g messages. 

The contras ts among the schoo ls 

a re a pp a re nt: Th e Ori g in a l G o lf 

Sc hoo l prese nt s a ve ry pe rso na l

ized message e mph as iz in g word s 

in c ludin g "yo u ' ll ," "go lfe r" a nd 

"s tud e nt. " The Profess io na l G o lf 
Sc hoo l ta rge ts th e reso rt aspec ts of 

the lea rnin g e nv iro nm e nt. A mo ng 

th e f req ue ntl y appea rin g wo rd s a re 

" Mo untain Va ll ey," " resort" 

and " te nni s." The message 

of th e ex is tin g Sutto n bro

c hur e is l ess ob v io u s. 

" Green" and " fees" re la te to 

th e fac t that g reen fees are 

included in th e tuition cos t. 

" Day" is used f requ e ntl y to 

pro m o te th e fl ex ibility of 

three-, fi ve- and e ig ht-d ay 

c lasses. 

A cluster is worth a 
thousand words 

Th o ug h th ey pro v ide va luabl e in 
s ight , wo rd co unts don ' t show ho w 

th e wo rd s a re g ro uped togeth e r to 

deve lo p co nce pts. Th e nex t a na ly
s is ph ase qu a nti fies th e re la ti o n

ship s a m o ng th e w ord s. Th ese 

a na lyses a re s imil a r to s ta ti s ti cal 
procedures used to examin e num e ri 

ca l da ta. 

Th e m a th e m a ti ca l co nn ec ti o ns 

amo ng wo rd s a re stre ngth e ned w he n 
th ey a ppear c lose to each o th e r in 

continued on p. 53 



Spending a little time getting to know 
respondents can improve your qualitative learning 

Editor's note: Tim Huberty is vice 
president, account planner , at the 
Campbell Mithun Esty advertising 
agency, Minneapolis. He is also an ad
junct professor in the Graduate School 
of Business at the University of St. Tho

mas, St. Paul. 

H
ow many times at a party do 
you go up to people and imme

diately ask them to tell you 
about their innermost thoughts and 
feelings? Usually, you begin the con

versation with small talk and "work 
up" to matters of consequence. 

It's the same thing when seeing a 
therapist for the first time. People just 
don't walk in the door and instantly 

open up. Instead, it takes time (often 

several sessions) for both parties to 
get to know each other, to build trust, 

to break down barriers. 

And yet, day after day, in research 

facilities and shopping malls through
out the land, people are brought in 

10 

By Tim Huberty 
"cold," shown a poorly sketched con
cept or an idea for a commercial, 

asked to put their imaginations in 

overdrive and then brusquely paid for 
their contributions. 

How many relationships could sur

vive that sort of trauma? 

"Getting to know you" 
For years, marketing research ex

perts have been harping upon the 

importance of the data collection pro
cess. Many times I have told associ

ates and students that the best de
signed questionnaire isn't worth any

thing without the best possible means 

of data collection. 
And so, we write screeners that 

eliminate any possibility of talking to 
the wrong people. Yet, when these 
"experts" come in, it ' s "business, 

business and only business" because 

our time is so valuable. We have to 
get them in and out as soon as pos

sible. We treat them like lab rats, 

poking into their opinions, making 

fun of them when they can't come up 

with the breakthroughs or insights 
that we can't come up with ourselves. 

A few more minutes of respondents' 

time can be time well invested. In

stead of immediately launching into a 

questionnaire, interviewers should 

take some time to get to know the 
respondent as an individual, a savvy 

shopper with prejudices and philoso
phies, quirks and concerns. Take an 

extra five to 10 minutes up front to 
find out where " they're coming from." 
And also have the interviewer share a 
bit of herself. It's a two-way street. 

But more about that later. 

Small ta lk isn't so small 
Time taken to get to know the re

spondent is a very wise investment. 

For conversation starters, you can use 

the "old reliables"- or interviewers 

can certainly ad lib: 

continued on p. 30 
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Advertising Research 

Editor's note: Jerry Thomas is president of Decision 
Analyst, Inc., Arlington, Texas. 

The rise of scanner data (with its ability to measure the 
short-term effects of promotions), the growing A meri
can corporate interest in profits this quarter (never 

mind the future after that), and the rapidly increasing 

media alternatives to tv, radio and print all are working in 

concert to diminish the perceived value of traditional 

advertising in the packaged goods categories. 

Companies with a longer-term perspective, however, 

will win the marketing wars through the effective use of 

advertising in the major media. This is not to say that 

other media (trade shows, sports marketing, the Internet, 

fax networks, telemarketing, etc.) cannot play an impor

tant supplemental role. Here are some thoughts about how 

best to use advertising in the packaged goods categories: 

• Advertising is primarily a strategic weapon. Its total 

effects must be evaluated in the context of years, not 

weeks or months. Advertising cannot compete with sales 

promotion and direct marketing activities in generating 

short-term (less than one year) sales effects. But in the 

long-term, the cumulative force of good advertising can 

achieve results which cannot be equaled by sales promo

tion or direct marketing activities. 

• Print advertising tends to work more slowly than 

television or radio. Therefore, an especially long period 

12 

By Jerry W. Thomas 

of time (or an especially heavy media schedule) is re

quired to fully evaluate the total effects of print advertis

ing. 
• Advertising for new products is more effective than 

advertising for established products. In other words, it's 

easier to create effective advertising for new products 

than it is for established products. The inherent "news 

value" of new products is the principal reason new prod

uct advertising is more effective. Given the greater effec

tiveness of new product advertising, one of the most 

common marketing mistakes is failure to take advantage 

of this inherent advantage (i.e., to underspend on intro

ductory advertising for new products). 

• Perhaps up to half of all advertising for established 

products is not effective, or only minimally effective, 

based on Decision Analyst's research. Perhaps no other 

industry has a failure rate as high as the advertising 

industry (with the exception of the promotion, direct 

marketing, and telemarketing industries, and other alter

natives to traditional advertising). The persistently high 

advertising failure rate results primarily from lack of an 

accurate feedback mechanism, a lack of testing and evalu

ation. If an agency doesn't know when its advertising is 

bad or why it's bad, how can the agency possibly improve 

its advertising? Marketing research can provide this feed

back, but it's too expensive for the typical advertisement 

continued on p. 46 
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Just because you can't fly to the 
focus group, doesn't mean you 

can't attend. 

Now, key people can attend a focus group and never leave town. 

While the need for qualitative consumer 
information grows, demands on your time and 
resources also grow. 

To solve this problem the VideoConferencing 
Alliance Network, a group of independently
owned, highly respected focus group facilities in 
major markets throughout the U.S., introduces 
GroupNetl'1 VideoConferencing. 

GroupNet uses state-of-the-art 
PictureTel equipment, along with AT&T's 
technologically advanced network. 

Introducing 
Group Net™ 

\rtdeoCoriferencbtg 
GroupNet's wide bandwidth transmissions allow 
for a high resolution picture and crystal clear 
sound. All sites provide fully interactive trans
mission, allowing observers in both transmitting 
and receiving sites to communicate with each 
other before, during, and after the groups. 

[[] 

There are no up-front investments, 
long-term contracts, or volume commit
ments to make - you pay only for what 
you use. All VideoConferencing Alliance 
Network members are capable of transmitting 
and receiving focus groups. So view from our 
sites or, if your company has compatible equip
ment, view from your own offices. 

For a brochure or more information about 
GroupNet, call the VideoConferencing Alliance 
Network at 1-800-288-8226. 

VIDEOCONFERENCING ALLIANCE NETWORK 
1-800-288-8226 
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Comments on Mullet's 
regression article 

Editor's note: The focus of this month's Data Use is a 
response to Gary Mullet's article "Regression regression, " 
which appeared in the October 1994 issue of QMRR. The 
response, written hy Albert Madansky,professor of Business 
Administration, and director, Centerfor International Busi
ness Education and Research at the University of Chicago, 
takes issue with some points made in Mullet's article. Fol
lowing Madansky 's comments is Mullet's response. 
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I
n his article, "Regression, regress ion" (October 1994 
QMRR), Gary Mullet offers an explanation as to why an 
F-test in a regression shows that the regression is signifi

cant, yet no t-test associated with the individual regres

sion coefficients shows up as s ignificant. He points out 

that thi s is caused by the existence of correlation between 

the independent variable. Thi s is the most commonly 

given explanation for the occurrence of this phenomenon 

(see, for example, pages 146-7 of Chatterjee and Price's 

"Regression Analysis By Example," 1977, John Wi ley & 
Sons) . 

Unfortunately, the examp le that Mullet cites, in which 

there are two independent variabl es, temperature in Fahr

enheit and temperature in Cel s ius, is a misleading, indeed 

incorrect, example of such a phenomenon. [f temperature 

in Fahrenheit (x 
1

) and temperature in Celsius (x) are both 

measured correctly, then x
1
= 1.8 x

2 
+32, are multicollinear, 

and no regress ion package worth its salt would accept 

both these variables as independe nt variables in a regres

s ion. (In Mullet's words, the computer would give us 

nasty messages.) 

It is also true that if x 
1 
and x

2 
are measured with error

the situation envisaged by Mullet - and the errors are 

uncorrelated with the true values or each other and have 

0 as their expected values, then the se lf-same nasty mes

sages will be forthcoming from the computer. The ob

se rved variables may not bear the precise relationship we 

all learned in high school , but their correlation will s till be 

I. We will s till have multicollinea rity and thus an invalid 

regress ion , not one which produces a s ignificant F and 

insignificant t's as output. 

Unfortunately, multicollinearity is not the only expla

nation of the s ignificant F/ins ignificant t 's phenomenon. 

To see thi s, let me first cite a mathematical relationship 

between the t-tests and the F-test. Suppose we have k 

independent variables in a regress ion , and assume for 

s implicity that each of the variables (the dependent as 

Quirk's Marketing Research Review 



we ll as th e inde pe nd e nt va ri a bl es) is meas ured f ro m its 

sam pl e m ean , so th at the reg ress io n inte rce pt w ill be 0. 

Ass um e a lso th at the ind e pe nd e nt va ri a bl es a re o r

thogona l, i. e., to ta ll y un co rre la te d w ith eac h o th e r , so 

th a t th e re isn ' t th e fa intes t hint of multi co llin ea ri ty. 

U nd e r these c irc um sta nces 

F= -.....:.i_= .:....l_ 

k 

th at is, th e F-tes t s tat ist ic (w hi ch tes ts whe the r the regres

s ion as a whole is s igni fica nt) is equ a l to the ave rage of the 

squares of each of the t s tati sti cs (w hi ch tes t whe the r a 

parti c ul a r reg ress ion coeffic ie nt is s igni fica ntl y di ffe re nt 

f rom 0). 

Now suppose the t-tes t degrees of f reedom is 12 and we 

have two independe nt va ri ables ( i. e ., k=2) . S uppose a lso 

th a t a ll o ur tes ts a re co ndu c ted a t the 5 pe rcent leve l of 

s igni f icance . The n the c utoff va lue fo r the F-tes t is th e 95 

pe rcent po int of th e F d istributi o n w ith 2 and 12 deg rees 

of freedom , name ly 3.89. Meanwhil e, th e c utoff va lue fo r 

each of the t-tes ts is the two- ta il ed 95 pe rcent po int of the 

t di stribution with 12 degrees of f reedom , name ly 2 .1 79. 

If each of o ur observed t va lues we re 1.98, we would 

conc lude that ne ithe r coeffic ie nt was s igni f icant. Ye t the 

res ultin g va lue of th e F sta ti sti c wo uld be 3 .92, and so we 

wo uld conc lude tha t we had a s igni f icant regress ion. 

What 's reall y going o n he re? Simpl y stated , the F-tes t 

addresses whe the r a ll the regress ion coeffic ients a re 0 ; 

the t-tests address indi v idua ll y whe the r each regress ion 

coeffic ie nt is 0. Each of k reg ress ion coeffic ients may not 

be di scernibl y di ffe rent f rom 0 , but en to to the reg ress ion 

does s igni f icantl y ex pl a in some of the vari ati on in the 

depe ndent va ri abl e. 

We ca n a lso as k the f lip s ide of the ques ti on as ked by 
Mull e t, name ly can one have a reg ress ion w ith a s igni f i

cant t-tes t but an in s igni f icant F- tes t? The answer is ye , 

fo r a di ffe re nt reason. The F-tes t and t-tes ts are se t at a 

s igni f icance level of 5 pe rcent , so tha t the probability is 

.05 th at we rejec t the null hypothes is when it is true . What 

is th e null hypothesis? Fo r the F-tes t it is th at a ll th e 

reg ress ion coeffi c ients a re 0 ; fo r each t-tes t it is tha t a 

pa rti c ul ar regress ion coeffic ient is 0. Thus the null hy

pothes is fo r the F- tes t is the uni on of the null hypo theses 

of the indi v idua l t-tes ts . The probability assoc ia ted w ith 

each t-tes t of accepting the null hypo thes is when it is true 

is .95. If eac h of the t-tes ts is indepe ndent of the others, 

th en the pro bability of accepting the hypothes is th at a ll 

the reg ress io n coeffic ients are 0 v ia t-tes ts whe n tha t is in 

fact the case is .9Y, no t .95. Wh en k=2, .95 2 = .9025, so 
th at the impli ed level of s igni f ica nce based on us ing the 

t- tes ts to tes t whethe r a ll the regress ion coeffic ie nts a re 

equ a l to 0 is .0975 , no t .05 . 

If k=20 we w ill on ave rage reject a null hypo thes is once 

continued on p. 63 

HISPANIC & ASI~" 
MARKETING CONIMUNICAJ?I0N .. RESE~~ij; JNe! 

Full Service Research in Spanish, Portuguese, 
and Most Major Asian Languages 

Proudly introducing our multicultural research team: 

Rebecca Gradolph, Ph.D. 
Suzanne Irizarry Gonzalez 
Betty Ann Korzenny, Ph.D. 
Felipe Korzenny, Ph.D. 
Adrien Lanusse Lopez 

Representing 
more than 

twelve 
cultures 

Renato A. Linsangan, Ph.D. 
Jennifer S. Mitchell 
Sylvia Steiner 
Sandra M.J. Wong, Ph.D. 
Jennifer Yuen 

At your service to meet your QUANTITATIVE and QUALITATIVE research 
needs in the United States, Mexico, and most of Latin America and Asia 

FOCUS GROUP FACILITY AND CA TI IN THE SAN FRANCISCO-SAN JOSE BAY AREA 

Phone: (415) 595 5028 FAX: (415) 595 5407 
1301 Shoreway Road, Suite 100 • Belmont, California 94002 

March 1995 Circle No. 102 on Reader Card 15 



The exploratory open-ended 
survey question: 
A potential bonanza that's typically a waste 
By Jonathan E. Brill 

Editor's note: Jonathan E. Brill, Ph .D., is principal, Next 
Generation Research, Solon , Ohio. 

Applied marketing or social survey questionnaires typi
cally feature several open-ended questions. The open
ended question represents but one of two fundamental 

forms that survey items may take. It requires respondents to 
compose their answers individually without suggestion from 

--------------------------------~------------~ 
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the researcher or interviewer. The other fundamental form is 
the closed-ended question, where the respondent is required 
to se lect his or her answer from a specified and limited set of 
response choices. In any survey, an open-ended question can 
be designed for any one of four purposes: 

I. Creating simplicity and economy in the interview de
sign. 

2. Providing improved validity and reliability in the data 
relative to that which could be collected through use of an 
alternative closed-ended approach. Open-ended questions of 
this type typically are used to measure awareness, knowledge 
or sa lience. 

3. Stimulating respondent interest, thereby increasing in
volvement and propensity to cooperate in the interview 
among those in the sample. 

4. Exploring and/or describing an issue or phenomenon 
about which little is known. Answers that are difficult, if not 
impossible, to anticipate or otherwise extraordinary in con
tent are solicited. Typically, the hope is to collect data that not 
only is largely free of a priori assumptions, but also so rich in 
detail and semiotic or associative meaning(s) that it has great 
potential to result in new or expanded insights which other
wise could not have been achieved through survey research . 

Today, many applied research surveys make appropriate 
use of open-ended questions in achieving one or both of the 
first two purposes. Unfortunately , the third purpose, to gen
erate interest in the survey topic , is often overlooked. But 
most seriously, the last one- collecting detailed and ex
traordinary information that will lead to new or expanded 
insight- is rarely achieved in practice. In fact, nearly all 
exploratory open-ended survey questions accomplish little 
other than to waste time and research dollars. Given this, the 
remainder of thi s article will focus solely on exploratory 
open-ended questions, di scussing the underlying causes that 
lead to poor results in their use and offering guidelines for 
collecting more useful information from them. 

Problems, problems and more problems 
There are many reasons why data gathered by exploratory 
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open-ended ques tions frequentl y is di sappointing. Still , these 
reasons may be broadl y grouped into two general categories : 
( l ) overuse by researchers; and (2) poor or improper tech
nique in interviewing admini stration. 

Overuse that's often abuse 
Numerous ex periences ofhav ingc lientorgani zations share 

questionnaires and corresponding results of surveys they 
have sponsored have led me to conclude that exploratory 
open-ended ques tions are greatl y overused. Thi s overuse 
seems likely to be due to the combined operation of at least 
three fac tors: ( I ) fa ilure to apprec iate the enormous cost of 
using open-ended questi ons re lati ve to using c losed-ended 
questions; (2) poor foc us on the research iss ues invol ved in 
the study; and (3) laz iness in questionnaire development and 
data analys is pl anning. 

Many managers and research analysts overuse open-ended 
questions because of a fa ilure to recogni ze the truly as tro
nomical cost of the ex ploratory open-ended question re lati ve 
to that of a c losed-ended questionnaire item. The open-ended 
question 's greater ex pense is a consequence of the hi gher 
inte rviewing costs, greater number of required analyst hours, 
and higher data entry costs it entail s. With open-ended 
questions, several minutes are typica ll y needed to admini ste r 
the question and record the answer the respondent provides; 
an analyst must develop codes for the data afte r interviewing 
has been completed (or large ly completed); and these codes 
must be ass igned to respondent answers before data entry 
may be completed. In contrast, with c losed-ended questions, 
seconds- not minutes- are typica ll y required to admini s
ter and record the respondent 's answer; there is no need to 
develop codes afte r or during data collection ; and the data 
entry task can be effected immediate ly after or concurrently 
with data collection. And , in cases where computer-ass isted 
interviewing methods are used, e lectronic entry of c losed
ended data items can be complete ly automated, rendering the 
data entry function virtua lly instantaneous and cost-free. 

Even greater than the costs of including open-ended ques
tions in inte rviewer-admini stered surveys are the costs of 
including them in surveys conducted by mail or other self
admini stered methods. While it is true that interviewer costs 
fo r admini stration of open-ended (and c losed-ended) ques
tions are absent in mail surveys, several studies have shown 
that the inclusion of open-ended ques ti ons on mail survey 
questionnaires has a tendency to reduce survey partic ipation 
rates, often dramatically. From a cost accounting perspec
ti ve, because the ex penditures assoc iated with mail surveys 
are large ly independent of the parti c ipati on rate, thi s has the 
effect of inf lating the survey's cos t per completed interview. 
It also reduces the stati stical re li ability of all the data col
lected by the study, rendering management decisions based 
on the data ri skier - which is yet another, albeit hidden, cost. 
Furthermore, as with a ll self-admini ste red survey methods, 
item nonresponse rates tend to be considerabl y higher fo r 
open-ended questions than fo r c losed-ended questions, and 
responses f requentl y are short , lack spec ific ity, and/or seem 
incomplete or otherwise unc lear. Thi s makes the data less 
va lid , less re liable and less useful than it mi ght have been 

continued on p. 55 
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Now the world's most 

powerful CATI system is 

also the most affordable 

Bellview is widely recognized 
throughout the world as the single 
most flexible and powerful CA TI 
system around. Just some of its 
many advantages include: 

• Automatic call management 
which handles appointments 
and time zones with ease. 

• Powerful sample management 
and administration gives your 
supervisors time to supervise. 

• Unlimited number of quota 
cells. 

• Runs on a PC network or as a 
standalone system. 

• Easy for interviewers to learn 
and use. 

• Unique real-time tabulation 
gives up-to-the-minute reports 
to supervisors and clients . 

And now it's available on a 
powerful machine that can 
economically support as few as 4 
stations or as many as 100 for as 
little as $9950. Integrate this 
with your existing PC network or 
add terminals for $400 per 
station, plus a low monthly rental 
for software, and it all adds up to 
the CATI system you really want 
- at a price you can afford. 

Choose from other modules of 
The Research Machine and you 
have an integrated tailor-made 
solution to all your telephone 
survey research needs. 

For a demonstration diskette 
and a custom quotation, contact 
Pulse Train today. There has 
never been a better time to 
switch to Bellview. 

0 THE RESEARCH MACHINE 

from Pulse Train 

6232 North Pulaski Road 

Chicago IL 60646 

(312) 794-8900 
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Watch out for fallout 
from the online and 
PC explosions 

Based on its discovery that four of 

I 0 Americans are aware of at least 

one online service, New York-based 

COB Research & Consulting Inc. is 

forecasting a surge of new subscrib

ers in 1995. Though I I percent of the 

356 individuals surveyed indicated 

that they had used Prodigy and 8 per

cent had tried CompuServe at home, 

work or school, only 3 percent of the 

group is currently connected into the 

Internet. No more than 2 percent uses 

any one of the commercia l online 

services- Prodigy, CompuServe and 

America Online are the best known; 

Delphi/BIX and GEnie less so. Still, 

58 percent had either heard of or been 

on the Internet, and 73 percent had 

hooked into or heard tell of Prodigy. 

COB Research & Consulting, the re

search arm of pub I ic relations firm 

Creamer Dickson Basford, translates 

the low current subscription rates and 

relatively high awareness into per

haps a doubling in the former this 

year. Curious ly, the survey did not 

measure respondents' interest in or 

plan for getting hooked into an on line 

service. Cambridge, Mass.-based 

Forrester Research Inc. has more good 
news for the computer industry . Ac

cording to the company, on ly 20 per

cent of American families now have a 

PC. Forrester analysts believe this 

means that growth in the PC market 

will skyrocket in coming years; by 

1997, there wi ll be 42 million PCs in 

U.S. homes. (There are 23 million 

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

We focus on the details so 
you can focus in L.A. 

Marketing Matrix is dedicated to provide you with the highest quality focus 
group support. Our facility has been designed with your needs in mind. Located 
conveniently. Fashioned for comfort. Maintaining the highest quality recruit
ing and client services. 

With many years of experience in qualifying the types of respondents you're interested 
in, such as: Consumers, Teens and Children • Executives • Specialized professionals 
and managers • Hi-Tech experts • and Health care professionals. 

Whatever amenities you desire: special foods, hotel reservations, tape transcriptions, 
qualified moderators, or any other needs -- we'U provide you with 

MARKETING top-quality service. 
M AT R I X Ask us for a bid. In addition to being professional, we're cost

competitive. Just call Batya Rawlinson or Marcia Selz. We ' ll 
focus on the details and help you focus in L.A. 

2566 Overland, Suite 716 
Los Angeles, CA 90064 
(310) 842-8310 • FAX (310) 842-7212 

18 
Circle No. 105 on Reader Card 

PCs out there today.) Lower prices , 

easier-to-use software and the intro

duction of new interactive services 

will make PCs more desirable than 

ever, according to the company . Still, 

Forrester ' s report predicts that in 

1997, PC makers will encounter prob

lems extending their market into low

income homes , and that a revolution 

in PC compatibi lity and affordability 

will be driven by marketplace needs. 

For more information on the COB 

study, ca ll Ed Stevens at 212-887-

8033 . To learn more about Forrester ' s 

ana lysis of the PC market, cal l Katie 

Kelley at 617-497-7090. 

The limited lure of 
frequent flying 

In the go-go ' 80s, frequent flyer 

miles could be worn as some kind of 

badge of honor in business circles. 

And while massive amounts of travel 

stil l qualifies people as hard-core 

worker bees, the mile meter has lost 

its appeal as a travel incentive. In a 

recent Chilton poll in which the 

Radnor, Penn.-based research orga

nization interviewed I ,000 people 

nationwide, 56 percent of travelers 

deemed frequent flyer mi Ies least im

portant among five factors to be con

sidered when choosing a flight. First 

and foremost, folks who will fly in 

the next 12 months ( 463 of those 

surveyed) are looking for the cheap

est flight - 46 percent said the deal 

was their primary criterion. Ameri

can Eagle may be dismayed to learn 

that 32 percent of the travelers' most 

critica l determinant was an airline ' s 

safety record. On-time arrivals and 

Quirk's Marketing Research Review 



Tha 

Use common sense. A quality random digit sample from Scientific Telephone Samples 
costs only 5 cents a number. That's right, only one nickel. That includes superior service 
and responsiveness, like standard 24 hour service, free business purging, and 10% extra 
sample free. Large RDD volumes command even better rates! Return this card today for 

more information on how STS can save you money, or call (800)944-4-STS . 



Scientific Telephone Samples 
is ROD Sampling That 

Makes "Cents" 

Yes, I'm ready to start paying only a nickel 
per number for our random digit samples! 

Name: ___________ _ 

Firm: ____________ _ 

Address: ___________ _ 

City: ____________ _ 

State: __ _ Z~: ______ _ 

Phone: ___________ _ 

Place 
Stamp 
Here 

Scientific Telephone Samples 
Griffin Towers 
6 Hutton Centre Dr. #1245 
Santa Ana, CA 92707 



departures were mo t important to 14 
percent, and only 4 percent labeled 
frequent flyer mile of primary con
cern. Three percent ranked the size 
and type of the aircraft used for the 
flight most important. For more in
formation, call Barbara Nuessle at 
610-964-4694. 

Failing off the child 
safety mark 

Americans like to think of them
selves as paragon of safety, and we 
believe we're especially zealous when 
it comes to the well-being of our kids. 
But a survey of 424 adults with chil
dren, completed by Princeton Survey 
Research Associate for a tudy spon
sored by Prevention magazine, 
Emmaus, Penn., indicates that not 
only are our children not as healthy 
and safe as we'd like them to be, but 
in general, our effort in this regard 
are falling off. The tudy helped the 
magazine compile it late t 
"Children's Health Index," a mea
sure of American kids ' status based 

on urvey findings in 14 health and 
afety categories , such as exercise, 

diet, home safety, gun safety, weight 
control and medical care. The maga
zine concluded that only 35 percent 
of American children fall into the 
"good" health and safety range on the 
index (above 60 percent on the com
posite index); a mere 5 percent were 
deemed to be excellent health and 
safety shape (scoring above 75 per
cent on the index). Some 38 percent 
of urvey respondents ' kids scored 
between 50 percent and 59 percent on 
the index, and 27 percent fell below 
50 percent. The numbers translate into 
a tendency on parents' part to put 
forth a le s than ideal effort to keep 
their kids afe and healthy. Lack of 
dietary diligence was deemed to be 
the primary culprit for the overall 
poor performance. Parents are dili
gent about making sure kids 6 to 12 to 
have a well-balanced, healthy diet. 
But folks tend to slack off on kids 13 
to 17. What's more telling, only 50 
percent of parents are trying "a lot" to 

help their children avoid eating too 
much fat. In the 1992 Children's 
Health Index, 64 percent of those sur
veyed said fat was a primary concern. 
Likewise, in this survey, 63 percent 
reported concerted efforts to make 
sure their kids ingested an appropri
ate quantity of vitamins and miner
als. Last time out, 83 percent said as 
much. Furthermore, efforts to limit 
sugar in children's diets dropped from 
72 percent in 1991 to 49 percent in the 
next index. Folks weren't watching 
the salt or cholesterol as closely ei
ther: 60 percent in 1992 to 51 percent 
this time on the sodium scale; from 
60 percent down to 46 percent when it 
came to cholesterol. The survey also 
discovered a jump from 1984 to 1993 
in the number of children who are 
overweight: from 24 percent to 3 1 
percent. In '84, 67 percent of kids 
were of normal weight; nine years 
later, 58 percent are. Eight percent 
were underweight in '84, 11 percent 
in '91. The study revealed another 
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HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

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

SAMPLES 

remember little niceties. Like a 1 00% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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David Bell is the new client services 
director at Marketing Evaluations Inc., 
Port Washington, N.Y. Bell will handle 
business development and serve clients 
for the company. 

Jill W. Polymeropoulos has joined 
Response Analysis Corp., Princeton, 
N.J., as a vice president in the firm's 
telecommunications group. She will 
direct re earch projects and develop new 
business for Response Analysis, spe
cializing in telecommunications and 
advertising research. 

OBJECTIVE: 

David Kalmus has moved into the 
Gardena, Calif., Automotive Research 
Group office of St. Louis-based Maritz 
Marketing Research. Kalmus is a 
founder of Auto Quest Services, a fi
nancial education service for consumer 
purchasing, and Marketscan Interna
tional Inc., and automotive marketing 
research and planning organization. 

Lisa Hammer has been promoted to 
vice president-research at Marketing 
& Research Resources Inc., Frederick, 
Md. She is responsible for the daily 
operations of the company's MIS and 

Define random digit samples for newspapers that 
circulate by zones, which are defined by ZIP Codes. 

- 551 SOLUTION: 

22 

~ Bill Truett (project director at KPC Research, a subsidiary of 
.__. Knight Publishing Company in Charlotte, C) - "We u e SSI's ... 
E 

I -
"' 

ZIP/Exchange Analysis to define random digit samples for targeted 
study areas. The ZIP report tells us what we can expect for cov
erage and hit rate, and that's typically what we do find . I have 

compared other companies to SI and 
found the other companies' samples 

are not as proportional or efficient. 
With SSI samples, areas are repre
sented very well - one of the 
selling point that we use with our 
clients. And I believe our clients can 

make accurate decisions ba ed on 
SSI's samples." 

Call SSI for sampling solutions at 
(203)255-4200. 
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Partners with survey 
researchers since 1977 

research divisions, including a 32-sta
tion , CATI-equipped telephone center. 

Allan Vivian has taken the position of 
vice presidentatNordhaus Researchinc., 
Southfield, Mich. , while R. Scott Snow 
has signed on as a enior project director. 
Vivian comes from Brand Consulting 
Group. Snow comes from J.D. Power 
and Associates. 

Vivian Tatham 

Ronald L. Tatham, the chairman and 
CEO of Burke Marketing Research Inc ., 
Cincinnati, is latest appointee to the Uni
versity of Texas at Arlington's burgeon
ing advisory board for its master of sci
ence in marketing research program . 

Bridget 0. Armstrong has been pro-

Armstrong 

moted vice president - marketing at 
NFO Research Inc., Greenwich, Conn. 
She runs the company's Chicago Mar
keting Group and will oversee business 

continued on p. 45 
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The Hollis Research Centre has 
opened in Hollis, N.H. Set in a rural 
location, the facility is designed to make 
respondents and clients feel comfort
able. It features a kitchen, bakery and a 
5,000-square-foot retail store. For an 
information package call603-465-3034, 
fax 603-924-2009 or write to Route 
130, P.O. Box 922, Hollis, N.H., 03049-
0922. 

Conway Milliken & Associates, Chi
cago, has opened Super Group offices 
in Los Angeles and San Francisco. 
CMA' s Super Group division focuses 
on consumer-based ideation and con
cept development. 

The WorldBankofWashington,D.C. 
and Central European University have 
retained the Pentor Research Insti
tute, Warsaw, Poland, to conduct an in
depth survey of companies in Poland. 

The Marketing Research Associa
tion, Rocky Hill, Conn., ha entered 
into an agreement with the University 
of Georgia Center for Continuing Edu
cation to ponsor an independent study 
program for marketing research profes
sionals . The program will include a 
diagno tic test, ten learning modules, 
and knowledge tests. 

Information Resources, Inc. has 
been awarded a multi-year contract by 
Anheuser-Busch, Inc. IRI will become 
the brewer's primary provider of syndi
cated retail sales information. 

Claritas, an Arlington, Va., provider 
of precision marketing services, has 
formed its Newspaper Preci ion Mar
keting Group. Using newspaper-spe
cific training, consulting and analysis, 
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data, software, and other special ser
vices, the group is designed to help 
newspapers increase ad revenue, boost 
circulation, develop new editorial seg
ments and more. 

Alan Newman Research, Richmond, 
Va., has been purchased by the firm's 
principals, Alan Newman, president and 
CEO, and Cassandra Wright, executive 
vice president. The company was for
merly a wholly-owned subsidiary of 
The Martin Group Agency, which is 
part of the Interpublic Group. 

Consumer Pulse, Inc., now has a 
third location in Denver with the acqui
sition of the Bernett Research facility in 
the Aurora Mall. The staff remains in 
place and has completed Consumer 
Pulse's management and interviewer 
training. 

Market Segment Research, Coral 
Gables, Fla., is now Market Segment 
Research & Consulting. 

Centrac, Inc., has moved its head-

continued on p. 42 

We've 
moved 

to San Jose 
Actually we're still headquartered in Seattle 
but we do have a new facility in the Great Mall 
of the Bay Area in Milpitas, near San Jose. 
This means we can now offer you complete data" 
collection services from the west coast to the Rocky 
Mountains. 

Call us for more information 

Consumer Opinion Services 
.............. .--. ... vveanswertoyou 
12825 1st Ave . South Seattle , Washington 98168 

Call 206-241-6050 to book this facility ... 
ask for Jerry or Greg Carter 
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Enhancements, upgrades, 
seminars from Sawtooth 

Version 1.1 of the Ci3 System for 
Computer Interviewing is now available 
from Sawtooth Software. The Ci3 Sys
tem is used to administer questionnaires 
in a wide variety of research settings: 
central locations, such as malls or trade 
shows; door-to-door research; telephone 
research; and even disk-by-mail inter
viewing. Ci3 Version 1.1 starts at $500. 
Larger systems, ranging in price up to 
$5,000, are also available. 

Sawtooth has also released Version 1.2 

• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

of its CBC System for choice-ba ed con
joint. Choice-based modeling is used to 
assess how the features of a product (in
cluding price) affect the demand for that 
product. For more information on both 
products, call 708-866-0870. 

Sawtooth has three eminars sched
uled for late March for researchers inter
ested in perceptual mapping and conjoint 
analysis but who have had little or no 
practical exposure to the techniques. 

Dates and topics are: March 27 -
perceptual mapping; March 28 - con
joint analysis; March 29- introduction 
to ACA system. 

• Instrument Translation 
into Familiar, Readily 
Understandable Language 

• Careful and Insightful 
Analysis and Interpretation 

• Highly Experienced 
Research Staff 

Transcultural Consultants 
Contact: Andrew Erlich, Ph.D. 

Phone {818) 226-1333 FAX: {818) 226-1338 
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The company stresses that the semi
nars are not training classes for Sawtooth 
products. The focus is on the theory and 
practice of the techniques. Topics cov
ered include: study design, sampling, 
analysis and presentation of results . Case 
studies are also presented. A third ses
sion, "Introduction to the ACA System," 
is for those who want to learn more about 
Sawtooth's ACA System for Adaptive 
Conjoint Analysis. 

The seminars will be held in Evanston, 
Ill., near the company's main office. For 
fee and regi tration information, call 
Melissa Bray at 708-866-0870. 

Program simplifies word 
searches 

CommTech PowerSearch version 3.0 
is now available. The software gives 
Microsoft Word for Windows users ad
vanced search capabilities, allowing them 
to organize vast amounts of unstructured 
information from databases, e-mail, CD
ROM disks and other sources. When 
doing a word search, for example, the 
program uses a thesaurus to suggest all 
relevant synonyms. PowerSearch also 
allows u ers to specify how close the 
search terms must be to one another (for 
example, within five characters, words, 
sentences, lines, paragraphs or pages). 
Until May 31 , PowerSearch i available 
at a special price of $99.95 for a one-user 
license. The regular price is $499.95. For 
more information call ComrnTech, New 
Haven, Conn., at 203-495-1960 or fax 
203-498-7842. 

Claritas combines data 
retrieval, desktop 
mapping 

Claritas Inc., has launched Catalyst 

continued on p. 43 
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Just because it has ten digits 
doesn't mean it's a phone number. 

(If you tried to find out where your telephone sample came from, would you be left empty handed?) 

No Black Boxes 

Sample development should not be a black box 
process. GENESYS is for researchers who want to 
know exactly where the ten digits come from. We 
are the company to call if you need to know your 
sampling options and the impact each will have. 
You can count on us to provide a detailed method
ological definition for every sample we create. 
G ENESYS has no black boxes, just explicit sam
piing processes. 

Full Service 

One simple phone call gives you complete access to 
a wealth of experience and a collection of sampling 
resources that can handle any sampling problem. 
We have a full array ofRDD sample methodologies 
(including the industry's only single 
stage epsem telephone probability sam
ple) as well as listed household and 
business samples. Demographic tar
geting, with exchange-level demo
graphic estimates, is available for all 
RDD and listed samples. GENESYS 
does it all, from sample design through 
generation. 

Economical 

G ENESYS Sampling Systems has the experience 
and technology to help you hold down the high cost 
of data collection. Our G ENESYS Plus and GENE
SYS ID systems economically purge business and 
non-working numbers from your RDD sample so 
you don't have to pay interviewers to find them. We 
also offer significant, automatic, volume discounts 
on both a job and an annual basis. 

Quality 

Quality research begins with a quality sample and 
you can count on G ENESYS to be the most statis
tically accurate available. Whether you need a 
fully customized sample for a specific project, or 

you want to set up an in-house, stand
alone system using your own comput
ers, G ENESYS gives you the best of 
both worlds. The best way to find out 
what GENESYS Sampling Systems 
can do for you is to see us in action. Call 
today for a personal demonstration at 
your location. 

GENESYS Sampling Systems • 565 Virginia Drive • Fort Washington, PA 19034 • (215) 653-7100 
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Product and Service - In-Depth 

Celestial Seasonings turns to research to make 
sure its advertising works 

Editor's note: This article is a synop
sis of a speech presented on November 
1, 1994, by Mike Mondello, then vice 
president of marketing for Celestial 
Seasonings, Inc., at the Conference 
Board 42nd Annual Marketing Confer
ence. Transcripts of the original speech 
can be obtained through research sys
tems corporation, Evansville, Ind. 

I n the fast-moving consumer goods 
industry there are three primary mar
keting activities used to increase 

sales and profitability: trade promotions 
(which account for nearly half of mar
keting expenditures), consumer promo
tions, and advertising (both accounting 
for about one-fourth of marketing ex
penditures) (Exhibit 1). 

Exh1b1t 1 
Allocation of Marketing Expenditures 

by Type of Activity 

Trade Promotion 
46.9% 

Source: Donnelley Mari<el!ng Inc. (1904). 

Weekly scanner data has shown that 
trade and consumer promotions almost 
certainly provide a quick boost in sales. 
However, studies have shown that they 
seldom do so profitably. One such study 
found that only 11 percent of coupon 
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promotions and 16 percent of trade pro
motions are profitable (Baldinger, 
1989). Another study conducted by In
formation Resources, Inc. (IRI) con
cluded that for many trade promotions, 
"The cost of selling an incremental dol
lar of sales was greater than one dollar!" 
(Abraham and Lodish, 1989). In a re
lated IRI study, advertising was found 
to be more likely to pay off in the short 
term than either consumer or trade pro
motion, and nearly half of all advertis
ing paid out in the longer term (Fulgoni, 
1990; Exhibit 2). 

Exhtbit 2 
Marketing Activities: 

Percent Profitable 46% 

20% 
16% 

Coupon Trade Advertising Advertising 
Promotion Promotion (Short Term) (long Term) 

Source Baldtnger, A. L (1989j. 
Fu'gont. G ( 1990). 

Applying this learning in the deci
sion-making process, Celestial Season
ings, Inc., chose advertising (over trade 
and consumer promotion) as the pri
mary tool for launching a new product 
in the herbal tea category. Celestial then 
needed to find a means of ensuring that 
its advertising would fall within the half 
of all advertising that pays off. 

Decades ago, advertising sage John 

Wanamaker stated, "Half the money I 
spend on advertising is wasted. The 
problem is I don't know which half." 
Wanamaker's statement turned out to 
be more than a hypothesis in 1989 when 
Abraham and Lodish of IRI found that 
only 49 percent of their advertising ex
periments had a measurable impact on 
sales. 

Perhaps the reason that half of all 
advertising dollars are wasted is that the 
research tools many advertisers use to 
develop and qualify ads for airing don't 
do a very good job of identifying which 
ones will have an impact on sales. Ce
lestial examined the empirical evidence 
available and found that traditional 
measures such as commercial liking, 
brand-name recall, and related recall 
accurately predict an ad's sales poten
tial only about half the time. With these 
statistics, it's no wonder that half of all 
advertising has no measurable effect on 
sales. 

Maximize productivity 
While many advertisers have fallen 

victim to Wana.maker's dilemma, Ce
lestial Seasonings found that using the 
right statistical measurement can make 
television adverti ing one of the most 
cost-effective ways to affect today's 
fickle consumers. Not willing to settle 
for a 50/50 shot at achieving advertising 
effectiveness, Celestial opted to use re-

continued on p. 40 
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QCS fills your need for Focus Groups 
in major markets across America. 

With 34 facilities offering unsurpassed professional services, 
Quality Controlled Services is clearly the right choice for your 
next focus groups. You'll find us in these major markets: 

Atlanta • Chicago • Columbus (OH) • Dallas/Ft. Worth 
Houston • Kansas City • Los Angeles • Minneapolis 
Nashville • Neenah (WI) • Philadelphia • Phoenix 
St. Louis • Tucson 

QCS is the nation's largest provider of focus group research com
bining up-to-date facilities with excellent recruiting. We bring a 
lot of experience to each job. In fact, we conduct more than 
5,000 groups per year serving clients and moderators in a broad 
range of industries - yours is probably among them. 

We feature large, modern conference rooms, comfortable 
viewing areas and lounges, excellent food and amenities, private 

~ FocusYI SIONN ETWORK . M EMBER 

~ Equipped for videotransmission of live focus groups 
, in selected markets 
~ 

telephones, quality audio and video taping, and convenient fax 
services. Over the years we've developed an extensive com
puterized database of consumer, executive, professional, and 
technical respondents. In most cases, locating your respondents 
is faster and more economical using the QCS system. 

At QCS we're committed to excellence. We've developed a 
national reputation for projects with demanding specifications. 
Quality, consistency; and personal service are part of our success 
plan for every group. Plus, we follow the tightest screening proce
dures in the business. 

All of which should put your choice in clear focus. There's 
no one easier to do business with. Call us today for pricing, 

~~~~~~.ng, and project 1-800-325-3338 

@ 
Quality Controlled Services· 
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True life tales in marketing research 

Editor's note: "War stories" is a 
regular feature in which Art Shulman, 
president of Shulman Research, Van 
Nuys, Calif.,presents humorous stories 
of life in the research trenches. Readers 
are invited to call or write Shulman with 
stories of their own. 

I once worked on a mail survey of 
dog owners where an elderly panel
ist included a note with her com

pleted questionnaire, confessing, "Rover 
died six months ago but I'm filling in 
this questionnaire as he would have if 
he were still alive." 

Cathy Casteneda, head of research 
for Talbot's, a firm that sells women's 
clothes through catalogs and retail 
outlets, tells of a mail survey her firm 
conducted. After giving Talbot's the 
highest possible ratings on all char
acteristics, one woman wrote in the 
space for additional comments, "My 
dog, Talbot, is named for my favorite 
place to shop! Keep up the good 
work!" Casteneda did not proceed to 
recommend the correspondent to 
Talbot's management as a spokes
woman. 

Speaking of dog owner surveys, AI 
Popelka of Pacific Marketing Re
search recalls a product test where 
dog owners were recruited to evalu
ate a series of new dog foods, one per 
week over a period of five weeks. 
After the fifth week one respondent 
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By Art Shulman 

reported, "I like this product the best 
because it didn't make my dog nearly 
as sick as the previous four products 
did!" 

Popelka also remembers the time 
his company was shipping product 
around the country for a peanut butter 
taste test, and the test product for one 
city disappeared. In the midst of the 
sweat and tears of vexation, one of 
his project directors came up with the 
only logical solution, "It must be tuck 
to the roof of the truck!" 

Harry Heller, often at the cutting 
edge of research, cites a focus group 
on razors he conducted early in his 
career, in the days when some felt 
the quality of information would be 
enhanced by loosening up re pon
derits with cocktails. Midway 
through the session respondents 
were led to a bathroom where they 
were asked to try a prototype razor. 
One particularly relaxed respondent 
returned to the discussion room, his 
face flecked with small pieces of 
toilet paper, and reported, "That 
wass the greatesht have I evver 
had in my whole life. " 

Alan Fine reports the time the re
search firm he then worked for was 
conducting a test of electric razors. Fine 
was Jess than two feet away from a 
respondent shaving on the other side of 
a one-way mirror. Fine was carefully 
perusing how the man shaved -

which parts of his face he shaved first, 
which parts he had the most difficulty 
with and so on. When the man was done 
shaving he smiled and waved to Fine, 
who he could see through the somehow 
inadequate mirror. 

Ron Gore of Facts in Focus reports 
a survey his interviewing service con
ducted for legal purpose on anti
embolism stockings. When visiting 
nurses and doctors who had previ
ously agreed to be interviewed at their 
place of business, interviewers were 
supposed to show the two wooden 
legs they had been given, which were 
cloaked in the competitor's and the 
client's stockings. When Gore vali
dated interviews, he found that one 
interviewer raised her skirt to display 
the products , one on each leg. It made 
much more sense to her for respon
dent to see the tockings on an actual 
person than on some artificial leg. 

In future installments of this col
umn, we'll report on more quirky , 
loopy and strange happenings in the 
world of market research. Whether 
you're a resean::: h provider or a client, 
if you'd like your story to be told
anything related to marketing research 
is u able, from spilling soup on your 
client' new suit to cute answers re
spondents provide on questionnaires 
-please call me (818-782-4252) or, 
better yet, write it up and fax it to me 
(818-782-3014). 0 
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Behind the mirror at the 
AHF Conference Center. 

Maximum comfort for our clients ••• 
An idea l environment for behind-the-mirror research sessions. 

Luxurious and spacious surroundings . 

Delicious food from SoHo's finest kitchens. 

State-of-the-art facilities for every research need ••• 
Choice of conference rooms to accommodate focus groups, one-on-one interviewing, taste 

testing, training , presentations. 

The most modern video and audio equipment available in the industry. 

Complete kitchen for food preparation, taste-testing, refreshment service. 

Experienced moderators in all areas of expertise. 

We service one client at a time-private and confidential. 

l 00 CATI WATS stations for recruiting and full-service quantitative research . 

For a free color brochure, contact AHF VP Mindy Rhindress at 
800-825-3243. 

CONFERENCE CENTER 
100 Avenue of the Americas · New York, New York 10013 • 212-941-5555 or 800-TAKE AHF 
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Inside info 
continued from p. 1 0 

• Friends and family. ("/see you're 
name is Hepburn . Do you know any 
Hepburns in Minneapolis?" or "So 
what are the kids doing today?") 

• Common neighborhood/city links. 
("This is my first visit here. What 
should I see to really experience the 
town?") 

• The journey to the facility. ("Did 
you have any trouble getting here?") 

How the day has gone. ("So 
how's it gone so far?") 

• What 's planned for the rest of 
day. ("What are you going to do after 
you're through here ?" ) 

Media/product usage. ("What 
newscast should I watch?" "What's 
your favorite commercial?") 

• The weather - the old standby. 
("God, it's cold. Do you think it will 
ever warm up ?") 

I've been using this technique for a 
few years now. However, it was ex
tremely informal and totally undisci-

plined. Then, a few weeks ago, I was 
doing some one-on-one interviewing 
for a client about a storyboard intro
ducing a new product. More out of 
boredom than anything else (plus the 
fact that the interviews were supposed 
to last 30 minutes, but were going 
under 20), I just started chatting with 
respondents. First it was the "I'm 
from out of town and this is my first 
trip to Phoenix" stuff and then I went 
into "What's so great about Phoe
nix?", "How long have you lived 
here?", "What's the 'hot story' in the 
papers?", "Where should I go to eat 
tonight?", etc. Within 10 short min
utes, I had made a group of friends. 
So much so, that I often found myself 
saying, "Hey, we're here to talk about 
advertising, so let's earn our money , 
OK?" 

Better data from three
dimensional people 

So what's the pay off for all this? 
QUALITY information. Information 
that has the added impact of con
sumer involvement, consumer empa-

thy. Consumer are more likely to 
open up, to offer unsolicited insights, 
to someone who has earned their trust. 
Instead of mumbled, plain vanilla 
answers, we get the involvement of a 
person, a consumer. In listening to 
the Phoenix tapes a few days later, I 
was amazed at how much more infor
mation I had collected from my 
"friends" vs. the earlier respondents. 

Here's a sample reply from one of 
the first respondents I talked to, whom 
I asked for thoughts about the product 
featured on the storyboard: 

"/twas okay." (Probe) "Youknow, 
I might buy one." 

From one of the later respondents: 
"It was pretty interesting. It's like 

we were talking about before. /' ve 
always thought to myself that it would 
be neat if they had a product like this. 
It's something there's definitely a 
need for. I would have to talk with my 
husband about it. /' d have to see how 
much it cost. /' d like to sample it for 
awhile first." 

Both respondents had essentially 
the same reaction to the product. How-

PeoQle come to Baltimore to sample the city's 
world-famous seafood. 

• TeleiJhone interviewing is completely super 
visea at all times. 
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But you can sample more than seafood in 
Baltimore. You can tap into the city's fresh and 
rich demographic diversity in your next focus 
group. Chesapeake Surveys can help. Here's 
some of what we have to offer: 
• Centralized location - Baltimore is close to 
Washin~on D.C. , New Jersey, Philadelphia 
and New.York. 

• Executive, Medical & Consumer recruiting 
which also includes the 2% incidence proJects. 

• Accurate and proper recruiting done in-house. 
Computerized database of more than 4,000 
households and growing all the time. 

• All specs are met to your qualifications and re
screened prior to the group. 

• 25 line phone center complete with on & off 
premise telephone monitorin_g capabilities. 

• 45 full & pait time trained inferviewers using 
the MRA Video taped training pro,gram. 

• Executive & extensive medical inc:fepth inter 
viewing with 30,000 doctors & complete 
hospital database on com.Puter. 

• Convention interviewing, m-store interviewing, 
store audits and mystery ~ . 
shopping. 
For more information 

on your next focus group 
or telephone survey, call 

HESAPEAKE 

Elizabeth Beirne (41 0) 
356-3566. 

SURVEYS 

Chesapeake Surveys • 4 Park Center Court • Suite 100 • Owings Mills, MD 21117• (410) 356-3566 
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DENVER 

550 S.Wadsworth Blvd. 
Suite 101 

Denver, Colorado 80226 

(303) 935-1750 
Fax : 935-4390 

Facilities 
The Focus Group Suite is a contemporary, tastefully 
decorated, private fadlity centrallY located with easy 
accessibility. 
• Conference Room includes washable writing 

surfaces, movable easel, oak rails, 20" monitor & 1/2" 
video players. Conference table seats 13. Wired to 
provide audio & video feeds to Focus Group . 

• Viewin~ Room 2 tiered, seating 15 people comfort-
ably. Wnting surface, muted lighting & state-of-the-art 

sound system. Snack & beverage bar also in 
room. Catering service provides Denver's 
best cuisine. 

• Central Location Facility 500 sq. ft provides 
multiple configurations of seating, holding 
40-50 respondents. Can be used for multi pur
poses, including client work area, de-briefing 
f~cility, ~or mock jury tests, store 
s1mufat1ons, or taste tests. 

• Secured Storage Room Adjacent to central 
location facility for product materials. 
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ever, note the lack of probing during 
the second interview. Also, note that 
the second respondent introduced sev
eral issues (e.g., another decision 
maker, the issue of price) which 
weren't raised during the first inter
view. But friends often offer that sort 
of unsolicited advice . 

The first five to 10 minutes of any 
interview are undoubtedly the most 
important. With this "getting to know 
you" time, the interviewer has a 
chance to understand the respondent 

as a person. Somebody you could 
describe to other people. Somebody 
you'd like to have lunch with. 

The people watching behind the 
glass (if there are any), gain a new 
perspective on their customers and non
customers. Respondents suddenly be
come three-dimensional. Thinking. 
Caring. With personality quirks. Just 
like those people behind the glass. 

Interviewers are the key 
The importance of hiring good in-

terviewers is crucial. (I'm assuming 
you're not doing all of this yourself.) 
The interviewers collecting the infor
mation have to truly like people and 
be interested in them. They have to be 
people who can easily win the trust of 
others. 

In fact, "How much do you like 
people?" should be the first question 
asked of any interviewer applicant. 
Interviewers shouldn't look intimi
dating, shouldn't be more concerned 
about collecting the information than 
making a friend. They should be in 

~~~~~~~~~~~~~~~~~~~~~~~~~~ themodeofmakingfriendsfirst,and 
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Sorkin-Enenstein 
Research Service, Inc. 

500 North Dearborn Street, 
Chicago, Illinois 60610 
Telephone {312) 828-0702 

Dear Marketing Professional: 

DOES ADVERTISING CHANGE BEHAVIOR 
AND/OR IMAGE? 

SHOULD YOU BE SATISFIED WITH HIGH RECALL? 
DO CERTAIN ADS ACTUALLY TURN THE PUBLIC OFF 
OR ON? WHY? 

WE CAN ANSWER THESE QUESTIONS FOR YOU! 

We have a powerful and unique research and analytic 
system to answer the most basic advertising questions: 

• To what extent do the ads change purchase behavior? 
• Does ad recall increase usage or decrease it? 

- Or does the same ad turn some people 
"on" and some people "off"? 

• Why do some ads have greater recall than others? 
• What components of your advertising are 

most effective? 
• How do different media compare - e.g. TV, radio 

and newspaper? 
• What is the unique combination of ads that has the 

maximum effect on behavioral and/or image change? 

SEAS can answer these and other questions about 
advertising effectiveness. Call us if you're interested 
in hearing more about our advertising evaluation and 
analytic systems. Or send us the coupon below. 

Please send me information : 

Name (Mr., Ms.) ________ Title _____ _ 

Company _________________ _ 

Address _________________ _ 

City ________ State ____ Zip ____ _ 

Telephone ( ___ _ 

0395 
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then "Oh , by the way I have to ask 
you some other stuff now." 

Works for focus groups, too 
This "quality time" before the in-

So what's the pay off for all 
this? QUALITY information. 
Information that has the 
added impact of consumer 
involvement, consumer 
empathy. Consumers are 
more likely to open up, to 
offer unsolicited insights, 
to someone who has earned 
their trust. Instead of 
mumbled, plain vanilla 
answers, we get the 
involvement of a person, a 
consumer. 

terview can be introduced prior to 
any interview or even a focus group. 
In fact, it's probably more valuable in 
a focus group, a setting in which eight 
to 10 strangers are expected to bare 
their souls with consumers they have 
never seen before and probably will 
never see again. In this case, using the 
first 15 minutes of a focus group to 
chat will probably produce informa-
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tion worth more than conducting 
countless additional groups. 

Recently, I was doing a series of 
focus groups for a local grocery chain. 
People weren 'tj ust opening up. They 
sat back, arms folded, their bodies 
demonstrating how much they weren't 
into participating. So, after a few 
groups, I tried the old approach of, 
"Mary, you and Carol introduce each 
other and Susan and Julie, you intro
duce each other." This was somewhat 
successful until I dropped the "and 
tell us where you shop for groceries 
most often and why" in favor of "tell 
us about two things you enjoy doing" 
and "where you see yourself in five 
years." 

These items had nothing to do with 
the subject at hand. And yet, talking 
about what they enjoyed doing and 
their long-term aspirations put a spe
cial spin on everything we discusse'd 
after that. Plus, the participants were 
finding out "little secrets" about each 
other and establishing a bond. 

"Do as I do" 
Another key ingredient to success: 

The interviewer or moderator should 
be expected to participate in these 
rituals, thereby in uring acceptance 
by the individual or the group. Tell 
respondents or participants a little bit 
about your own aspirations, dreams, 
etc. Let them get to know you. During 
focus groups, I make it a point to 
introduce and tell the others about a 
participant in the group. And he or 
she tells the others about me. It 
forms a bond and gives the modera
tor a chance to share secrets, to 
become a friend rather than a snooty 
outsider. 

The key is that you are spending 
quality time to get to really get know 
your customers. So what if the inter
view takes an extra five minutes? 
Believe me, you won't notice the time. 
But you will notice how much more 
insightful and creative your consum
ers become. They won't wait for you 
to ask the questions. They'll volun
teer the information - information 
that will have the credibility of a 
personality behind it. 0 
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DATA 

COLLECTION 

EXPERTS 

FOR 

THE 

NY 

TRI

STATE 

AREA. 

WE 

FOCUS 

ON 

QUALITY 

SCHLESINGER 
ASSOCIATES 

We offer total data collection services encompassing all 

aspects of quantitative and qualitative research. 

• 
Complete focus groups facilities 

One-on-one· s 

Central location interviewing 

Mall intercepts 

Door-to-door interviewing 

· Executive/Medicalln-depth interviewing 

Central location taste tests 

Telephone interviewing 

Mystery shoppers 

In-store merchandising and distribution 

Product testing 

Store audits 

Couponing and demonstrations 

CALL 
OR WRITE FOR 

OUR 
BROCHURE 

Levinson Plaza, Suite 302, 2 Lincoln Hwy.,Edison, NJ 08820 
908·906·1122 FAX 908·906·8792 
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• Survey Methods Group 

MULTI -CULTURAL 
POPULATIONS AND 
BI-LINGUAL 
INTERVIEWING 

FIELD &TAB 

For all your data collection and focus group recruiting needs 

Specializing in: 

• Multi-language & bi-lingual 

• Healthcare 

• Social research 

• Business to business 

• Difficult to interview 
populations 
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Survey Monitor 
continued from p, 21 

disturbing fact Households with an 
annual income of$25,000 or less were 
much more likely to score poorly on 
the Children's Health Index. Not sur
prisingly, kids from poorer homes 
visit the doctor more often, too. One 
particularly sore pot surrounded 
guns. In the survey, 47 percent of 
households had both a gun and a child, 
and in 41 percent of those , the weapon 
is hidden but not locked. There were 
up notes to be heard. The urvey found 
that 96 percent of survey respondents ' 
kid had received all of the proper 
immunizations, 89 percent of kids 4 
to 17 see a dentist once a year, and 91 
percent of kids know how to make an 
emergency call. Still, despite the find
ing , half ofthe parents surveyed said 
their kids are in excellent health, and 
32 percent said their kids are in very 
good health. Either the crusty old 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ sayings about kids ' resilience are 

5 /if7 more true than mo t ancient adages, 
] or parents are frighteningly deluded. 

~ For more information, call Patrick 

ONLY IOc PER NUMBER 
Maritz Sampling offers quality samples- random, listed, or 
targeted - for 1 0¢ per number; no extra charges. Choose 
from our frequently updated and extensive national database 
containing over 70 million households. Our flexible system 
can define geographic descriptions, code telephone records, 
suppress duplicate numbers within any sample, and provide 
a choice of output. 

1 oc per number includes these FREE seruices: 
• Job set-up 
• Cell/quota definitions 
• Custom area definitions 
• ZIP-based samples 
• Appending FIP, ZIP or other codes onto the output of 

telephone records 
• Use of high-density telephone blocks 
• Magnetic tapes/diskettes/modem 
• Printing of call dialing sheets 
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CALL MARITZ TODAY AND TAKE ADVANTAGE 
OF A TOP QUALITY SAMPLE 

1-800-446-1690 
illiJ ll MARITZ MARKETING RESEARCH INC 
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Taylor at 610-967-8621. 

Faxed ads deemed 
nuisances 

Technology brings many wonder
ful things into our world, but faxed 
adverti ements are not one of them. 
In a Penton Re earch Services sur
vey, purchase-decision makers in 
business and government cited faxed 
ads as both most annoying and least 
informative - a devastating duo of 
downers for fax advertisers. Cleve
land-based Penton says TV ads pulled 
up a close second on the annoying 
scale, and while direct mail wasn't 
far behind on the nuisance meter, it 
ranked higher than either for infor
mativeness. Intere tingly , radio ads 
are considered more useful and less 
irritating than TV ads. When buying 
the goods and ervices they need to 
get their jobs done, purchase-deci
sion makers find ads in specialized 
business publications both most help
ful and least bother orne. Almost half of 
the survey respondents ( 4 7.1 percent) 
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said specialized busines publications 
were their first choice when seeking 
information on suppliers. (Sure it's good 
news forQMRR , but check with Penton, 
we ' re not making thi s one up.) Next 
most helpful are ads in business directo
ries, followed by those in general busi
nes magazines. Penton ' re earch also 
showed that in general , people do 
respond to adverti sing. A remarkable 
97 percent of those surveyed said an 
advertisement had provoked some 
kind of action. The most frequent 
response was to contact the advertiser 
for more information, which 85 percent 
of respondents reported. The least 
common response was to call for a 
visit from a salesperson ; still , though , 
48 percent of respondents did exactly 
that. The bottom line is that 56 per
cent of the purchasers surveyed had 
specified, recommended or outright 
bought something because of an ad. 
For more information, call Ken Long 
at 216-696-7000, Ext. 2283. 

Lifestyles of the rich 
and richer 

Town & Country magazine recently 
sponsored a study, conducted by Roper 
Starch Worldwide, New York, of the 
wealthiest Americans, and while the 
results confirm that these folks have a 
lot of money, that 's about the only thing 
the richest 5 percent of Americans have 
in common. Roper Starch interviewed, 
by telephone, 1 ,003 adults in house
holds with an income of $100,000 or 
more per year and 100 people with 
household incomes of$250,000 or more. 
Based on what the survey discovered, 
Roper Starch divides wealthy consum
ers into four profile groups: "stylish," 
who love luxury and are brand loyal (27 
percent); "adventurous," who love 
luxury and aren ' t brand loyal (another 
27 percent); "conservative," who care 
most about quality and are brand loyal 
(29 percent); and "utilitarian ," who are 
least interested in luxury and are also 
brand loyal (16 percent). The demo
graphic differences between these 
groups are not striking- median in
comes range from $139,000 a year for 
utilitarians to $157,000 for the stylish. 
Rather, the groups attitudes define them. 
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Stylish consumers value luxury and pres
tige and are ready to pay for it. They 're 
not particular! y interested in experiment
ing, and they put a great deal of faith in 
brand names. The adventurous are a bit 
younger and more interested in flash. 
Conservatives don ' t much care about 
looking hip- they want stuff that works, 
which i al o true of utilitarians, who 
have the least interest in having the best 
or most stuff; they want value above all 
else. The Town & Country survey also 

discovered that most wealthy Ameri
cans (86 percent) didn ' t inherit their 
riches, they earned them. The average 
moneyed individual earned 83 percent 
of his or her net worth. The richest of the 
rich - those with household incomes 
of $400,000 a year or more- are even 
more likely to have earned the bulk of 
their dough (95 percent). The survey 
didn ' t get personal with respondents 
Roper Starch didn't ask them how they 
did all that earning. When it comes to 

Fair 

Survey Software for the professional researcher 125 133 
25% 28% * Questionnaire Design * Questionnaire Printing t----+---+----t 
55 87 * CAT/ and CAP/ * Questionnaire Analysis 16 

No matter what your requirements: 
crosstabulations, frequency tables, 

descriptive statistics or 3-D graphics, 

22% 35% 

51 
20% 

SNAP Professional is your 
"all in one" solution! 

Call or fax Mercator Corporation 
centre or for your free evaluation diskette 

Tel: (508) 463-4093 St 
First Fax: (508) 463-9375 . TM 
Visited within the year ....... . 0 
Visited before that.. ........... ... 0 
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"They didn't just tell me how my 
customers felt about our service, they 

showed me how to improve it." 

"I see." 

"No ... ICR." 

Asatisfied customer is a repeat customer. lCR's Customer Satisfaction research gives 
you the information you need to improve the quality of your products and services 

in ways that are truly meaningful to your target market. 

I C R We do more than excel. 

AUS Consultants • ICR Survey Research Group • 605 West State St. • Media, PA 19063 
ICR Philadelphia (610) 565-9280 • ICR Chicago (708) 706-3783 
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expressions of wealth, Richie Riches 
don't point to fabulous cars, furs or 
diamonds. Among the 20 signs of wealth 
survey respondents had to choose from, 
the largest percentage (62 percent) 
thought being a trustee of a cultural or 
educational institution was an exhibi
tion of true affluence. The next three 
choices were similar: serving as a top 
executive of a large corporation (61 
percent), owning a business (61 per
cent), and sitting on a corporate board of 
directors (57 percent). More ostenta-

tious displays - owning a boat (17 
percent) , frequently hosting schmancy 
parties (22 percent), shopping at presti
gious shops (24 percent), and owning a 
luxury car (28 percent)- seemed to be 
dismissed by the affluent as status sym
bols. It 's easy for them to say, but the 
wealthy do say that having a good sense 
of self-esteem (94 percent), being a 
good parent (93 percent) and having a 
happy marriage (92 percent) are the 
most important aspects of a successful 
life. Apparently the Beatles were right 

We've Put All The Pieces 
Together-So 

You Don't Have To! 

THE PLAZA AT THE MEADOWS • SECAUCUS, NEW JERSEY 

New Address: 100 Plaza Drive 

Call Janis M. Wagman at 201-865-4900 NJ 
800-998-4 777 Outside NJ 
201-865-0408 Fax 

Conveniently located to Newark and LaGuardia Airports and Mid-town Manhattan 
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about that "can't buy me love" thing. 
For more information, call Sarah Dutton 
at 212-599-0700. 

Hot and cold in Cali 
The Sacramento-based California 

Retail Survey recently published the 
1995 edition of its publication of the 
same name and while some markets 
show growth, others seem to have sunk 
into a malaise. The publication reveals 
the markets that generated the highest 
increases in retail sales from 1988 to 
1993 are those that swerved farthest 
from fast lane. According to the survey, 
28 markets expanded at annual rates of 
greater than 10 percent, and all of the 
markets in the survey's top 50 had 
growth rates of above 7.6 percent. The 
rates are especially impressive in light 
of the relatively flat inflation rates of the 
period. Only three of the 88 communi
ties in Los Angeles Country made the 
top 50, while nine from the San Fran
cisco Bay area made it. The largest 
portion number of the big growers (11) 
came from the central part of the state. 
In further bad news for L.A. , 21 of the 
bottom 50 markets are in L.A. County, 
and 38 of the bottom 50 are in Southern 
California. Ripon , near Modesto , 
clocked in with the highest growth rate 
(23.1 percent), while the market in El 
Segundo, immediately south of LAX, 
shrunk most, by 6.6 percent. For more 
information, call James Vaughn at 916-
486-9403. 

Time off 
If you're not getting at least two weeks 

of vacation a year from your job, it's 
time to start bellyaching. If feeling par
ticularly petulant, you may want tore
sort to such a childish comments as, 
"But everybody else doe !" St. Louis
based Maritz Marketing Research 's 
AmeriPoll service queried 401 U.S. 
workers and discovered that 86 percent 
received two weeks' paid vacation per 
year minimum; almost 53 percent took 
off three or more weeks without denting 
their incomes. Some 15 percent get four 
big weeks off, but the number drops to 
4.4 percent when it comes to five weeks 
off. Not too terribly surprisingly, those 
making the most money (more than 
$55,000 a year) and folks in their kid-
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rearing years (35 to44) were most likely 
to get more than two weeks off. Also as 
expected, tasks that the vacationing 
worker would normally do are handled 
by co-workers (63 percent). The second 
choice is, of course, no one (25 percent), 
a strategy that always makes returning 
from vacation a real treat. 

Violence - it's 
everywhere 

Traditional stigmas and media depic
tions tend to make people think vio
lence among teens is most common in 
urban areas, but anew report from Roper 
Starch Worldwide, New York, indicates 
that kids violence is prevalent in towns 
of all sizes and locations. The telephone 
survey of 502 kids between 12 and 17, 
conducted in consultation with the 
Harvard School of Public Health for the 
syndicated talk show Rolanda, discov
ered that 31 percent of high school and 
junior high students think violence is a 
serious problem in their own schools, 
and 45 percent believe violence has 
made their schools more dangerous in 
the last five years. At the same time, 
almost 7 5 percent of the kids in schools 
that have made efforts to reduce vio
lence believe that those efforts have 
been effective to some degree. Not 
surprisingly female students are less 
violent than male : 11 percent of the 
girls who responded and 34 percent of 
the boys said they had been in a fight in 
the previous year. On the other hand, 
the survey did find a surprising regional 
discrepancy: Violence is typically most 
prevalent in the West and least preva
lent in the Northeast, regardless of popu
lation and demographics. Some 30 per
cent of students in the West had been in 
a fight; the number was 23 percent in the 
South; 18 percent in the Northeast; and 
17 percent in Midwest. Violence is 
often most problematic in small cities. 
Seventeen percent of students in small 
cities carry a weapon, compared to 12 
percent in suburbs and rural areas and 
just 9 percent in large cities. For more 
information, call Deborah Johnson at 
914-698- 0800. 

What, businesspeople 
worry? 

Folks in busines tend to worry- it 
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seems to come with the territory. Given 
that, New York-based FIND/SVP re
viewed its records from the past year in 
an attempt to come up with a list of it 
clients' most frequently asked-about 
topics. It may not be terribly exciting, 
but flexible packaging was of interest to 
the largest group of business folks. They 
also were especially curious about who 
exactly can be described as a Genera
tion Xer and the content of employee 
handbooks - another one for the not-

exactly-scintillating pile. In a bit of a 
slap in the face for technology junkies, 
innovations in the greeting card field 
attracted more queries than the Internet. 
Rounding out the top 10 list of fre
quently asked-about topics are electronic 
media and publishing, doing business 
with China, vitamins and supplements, 
homeopathic medicine and home con- · 
struction. FIND/SVP has also completed 
a study designed to determine what the 
job market will be like for those enter-

It takes Time N Talent ... /!':\ 
~ 

to get the job done right! 
You know the value of time and talent 
in your business - so do we. 
For over 25 years our clients have benefitted from 
con s is tent per onali zed qu a lit y se rvic e. 
Our Commitment: To ge t the fact s to you 
accurately, efficiently and timely in areas such as: 

• Consumer, Business and 
~~~!:~~b.. Medical interviews 

•One-On-One qualitative 
interviewing 

• In-house computerized 
data base recruiting 

• ational Wats Studies 

• Kids Count Too 
our specialized 
childrens' divi sion 

When scheduling your next project, contact 
Time Talent first. 

Visit our new, spac ious focus group facility at: 

Edens Office Plaza 
4801 W. Peterson Ave. 
Suite 608 
Chicago. Illinois 60646 
3 12-202-3500 
FAX 3 12-202-35 11 

Carbondale. Illinois 
Route I. Box 158 AA 
Carterville, Illinois 629 18. 
6 18-985-2666. 

Scottsdale Place. 
5725 N. Scottsdale Road. 
Suite C- 105 
Scottsdale. Ari zona 85250 
602-423-0200 
FAX 602-423- 1548 

Membrr: Amem' ;IO Marl.er • n~ A''oc1:111Uil 

Marlc 1 1n~ Re-.e:m:h A.,-.oc iauon 

Time N Talent, Inc. @ 
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"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

Today's marketing strategies can't be formulated with yesterday's methods. ICR's 
Advanced Research Technologies Group provides state-of-the-art Multivariate 

Analytic techniques, to help you get the most from your research data. 

I C R We do more than excel. 

AUS Consultants • ICR Survey Research Group • 605 West State St. • Media, PA 19063 
ICR Philadelphia (610) 565-9280 • ICR Chicago (708) 706-3783 
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ing the workforce in the year 2000. The 
company queried, by mail, human re
sources executives at both Fortune 1000 
companies and smaller growth firms 
represented by the Inc. 500, along with 
some executive recruiting firms. FIND/ 
SVP found that information skills are of 
primary importance. Basic literacy and 
the ability to obtain and use information 
ranked highest, while among general 
attributes, flexibility ( 41 percent) and 
an aptitude for teamwork (24 percent) 
were seen as key. In terms of ex peri
ence, employers are most looking for a 
general understanding of how business 
works when hiring a salaried employee. 
When searching for an hourly worker, 
employers are looking for task-specific 
knowledge and experience in a similar 
position. Employers feel that qualified 
employees are harder to find these days. 
Over half (56 percent) of companies 
find it harder to recruit qualified sala
ried entry-level employees, 72 percent 
are having a tough time locating folks 
with position-specific skills and experi
ence. Education continues to grow in 
importance: Five years ago, 67 percent 
of the jobs out there required a high 
school diploma; now 75 percent do. 
Five years ago, 43 percent of all jobs 
required college degrees; now 53 per
cent do. Employers expect both per
centages to continue to rise. Foreign
language skills are not as important 
now as they may be in the near future. A 
working knowledge of Spanish is most 
helpful, followed by German and Japa
nese. 

As if incoming workers need more to 
worry about, FIND/SVP also reports 
that its survey indicates downsizing will 
continues. Almost all of the survey re
spondents (98 percent) believe that 
workforce reductions will continue in 
corporate America. For more informa
tion, call 212-645-4500. 

Too b right in here for 
you? 

Sensible types who've always thought 
most sunglasses wearers were more 
concerned about their looks than their 
retinae now have some ammunition to 
back up their supposition. Based on its 
telephone poll of 897 people over 18, 
Maritz Marketing Research, St. Louis, 
reports that 92 percent of Americans 
have at least one pair of shades, and half 
have two or more. More often than any 
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other single consideration, respondents 
said style (32.7 percent) guided their 
choices of spectacles with dark lenses. 
Protection from UV rays was next most 
important (14 percent), followed by 
price (9.9 percent) and "other" (8.9 per
cent)- an unusually large showing for 
"other," with implications that are not 
altogether clear. Only 1.4percentbought 
primarily on brand, which falls well 
short of even "don't know" as a pur
chase motivation. For more informa
tion, call Phil Wiseman 314-827-1610. 

lla1ne l1uest ® 
The Science of Name Creation 

For Information Contact: 
John Hoeppner 

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

Name Creation: 
Name Testing. 
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We Specialize In Specialists! 
At Medical Marketing Research, health care in
terviewing is our s~ ciality. e recruit, interview 
and survey man~~({ ~~are_: ~c tives, thought 
leaders, hospital ad~ttators, and all manner 
of physicians, pharmacists, and nurses for all 
types of market research projects involving health 
care professionals. 

If health care experience 'is important to you, don't 
trust your project to a generalist. Call the spe
cialists- Medical Marketing Research, Inc. 

MEDICAL MARKETING RESEARCH, INC. 

1-800-866-6550 
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"Very creative ... they combined EXCEL 
omnibus and full custom capabilities 

to save me big dollars!" 

"I see." 

"No ... ICR." 

I CD is uniquely positioned to provide you with the best of both custom and 
1\..omnibus worlds. The cost-efficiency of an omnibus study, the overall precision 

and reliability of a full custom survey: our services are tailored to your specific needs. 

I C R We do more than excel. 

AUS Consultants • ICR Survey Research Group • 605 West State St. • Media, PA 19063 
ICR Philadelphia (610) 565-9280 • ICR Chicago (708) 706-3783 
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Focus Group Research: 
- in English 
- same moderator 
- multiple countries 

Multiple Countries: 
- Belgium 
- Germany 
- Luxembourg 
- Netherlands 
- Scandinavia 
- United Kingdom 
- United States 

Multiple Subjects: 
- Business to business 
- Telecommunications 
- Healthcare 
- Medical instrumentation 
- International finance 
- Computers 

Multiple Purposes: 
- Product development 
- Service satisfaction 
- Communication check 

Multiple Moderators: 
-Jim Heiman 
- Linda Lynch 
- Jack Reynolds 

One point of contact: 
First Market Research 
Begin with us. 

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

First 
Market 

= Research 
121 Beach Street, Boston, MA 02111 

(617) 482-9080 
2301 Hancock Drive, Austin, TX 75756 

(512) 451-4000 
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Celestial Seasonings 
continued from p. 26 

search systems corporation's Total 
Quality Approach to maximize adver
tising productivity. RSC is an Evans
ville, Ind., research firm. 

This approach allows marketers to 
take an empirical (or statistical) ap
proach to achieving continuous im
provement in their advertising. The ap
proach starts with the ARS Persuasion 
measure, an advertising-effectiveness 
measurement proven to consistently 
relate to share, trial, sales, and category 
volume in over 750 validity observa
tions. The ARS Persuasion measure 
surpasses the 50/50 predictability rate 
of other measures by far, with a success
ful 90/10 track record (Exhibit 3). 

Exhibit 3 

most important step in developing 
advertising that sells. Previous re
search by rsc found that ads which 
start with a strong selling proposi
tion result in superior advertising 
almost three-fourths of the time. 
On the other hand, ads which start 
with an average or inferior selling 
proposition usually achieve only 
average or inferior persuasiveness. 
Using the sales-predictive measure
ment tool at this critical stage in the 
advertising process is the most im
portant step towards continually im
proving advertising's track record. 

Celestial Seasonings began the 
advertising process by spending a 
lot of time listening to customers. 
Using this insight, Celestial cre
ated five different selling proposi-

Advertising Copytesting Measures: Track Records 

Liking 
Brand-name recall 
Recall 
Advertising weight 

Spend Test 
r-Source~ 
I rsc IRI I 

9/19 NA 
10/20 NA 
12120 27/41 
12120 NA 

I ARS Persuasion measure 20/20 13/17 

Copy Test 
r--- Source ------, 
I rsc lBl ARF I 

0/5 
217 
217 
NA 

7/7 

NA 
NA 

6/16 
NA 

? 

3/5 
215 
1/5 
NA 

NAl 

Track Record 

12129 = 41% 
14/32 = 44% 
48/89 =54% 
12120 = 60% 

40/44=91% I 

' The ARF study did not include the ARS Persuasion measurement. 
Source: Blair, M. H. and K. E. Rosenberg. (1994) . 

However, having the right measure
ment tool is only one part of the process. 
Knowing when and where to apply 
measurement is also important. 

Exhibit 4 

tions and tested the persuasive 
power of each. Celestial's proposi
tions varied widely in persuasive
ness, but one clear winner (Propo
sition A) emerged (Exhibit 4). In 

Celestial Seasonings: Selling Propositions 
Exhibit 5 Ads Based on 

Proposition "A" 

10.0 
9 .0 

a; 9.0 
> eo ~ 
t:: 7.0 
.Q 

7.0 
<I) 6.0 
'1:1 
:;:, 5.0 
~ 

~ 4.0 

(/) 3.0 
a: 20 <( 

1.0 

0.0 

A B C D 
Selling Proposition 

The selling proposition 
Through rsc, Celestial learned that 

an effective basic selling proposition 
(upon which an ad is based) is the 

140 
12.8 

E Ad Proposition Ad 
"A 1" '·A" "A2" 

addition to being significantly 
above the norm, the winner also 
had a persuasiveness level which, 
if duplicated in an ad, would be 
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expected to result in measurable 
sales and market share impact. 

Development and testing of 
executions 

Based on the results of these sell
ing proposition tes ts, Celestial chal
lenged two different ad age ncies to 
develop televi sion adve rti s ing that 
enhanced the inhe rent per uasive
ness of the stronges t selling idea. 
To evaluate their effort , Celesti al 
again used the ARS Pe rsuasion 
measure, thi s time to tes t the re sult
in g commercial s . Ad A 1 ac hi eved a 
score of 12 .8 , enhanc ing the per
sua iv eness of the se lling proposi
tion. The other commerc ial, Ad A2, 
scored a 3 . 7 , detracting from the 
basic seJJ in g proposition 's effec
tiveness (Exhibit 5) . 

Celesti al aired the stronge r ad , 
experimentin g with three different 
me dia we ight leve ls . Sal e re 
sponded immedi ate ly. In markets 
where Ce les ti al u ed low media 
wei ght on cable telev ision , share 

increased about a third of a point. 
In its key markets, Celestial supple
mented cable with spot televi sion , 
and share increased more than two 
points. When Celestial boosted the 
spot televi sion weight, it netted an 
increase of almost nine share points 
(Exhibit 6) . 

Exhibit 6 
Celestial Seasonings: 

Market Share 606% 

Base Advertised Base AdvertiSed Base Advertised 
Penod Period Penod Penod Penod Period 

Source: SCANTRACK" 
SCANTKACK IS a reg <;tpr~ tf-1dR<na~ of the A C Nelsen Company 

It is important to note that 
Celes tial 's adverti sing didn't just 
steal share from competitors; it grew 
the he rbal tea category. Whi le ton
nage for most other hot beverages 
declined during thi s time period, 
he rbal tea sales were up , with in
creases as high as 12 percent in one 

of the spot television markets (Ex
hibit 7) . 

Exhibit 7 

Hot-Beverage Volume Trends 

Ground Coffee 
Instant Coffee 
Regular Tea Bags 

Herbal Tea Bags 

Source SCANTRACK 

Volume Trend 

If the goal is to make adverti sing 
sell more con s istently, then the so
lution is to use a research tool that 
is predictive of in-market effects at 
critical stages in the advertising 
process . More specifically the ad
verti ser should use research to: 

• te s t for a pers uasive sell ing 
proposition before spend ing hu n
dreds of thousands of dollars on 
production , and 

• test the persuasiveness of each 
execution to qualify for airing be
fore spending millions of dollars 
on media. 

SURVEY SJ.\ID™ fORWtNDOWS 
5W 

0 
~· 

.0}1 

5W art<!ting 
:Masters 

?Jie most compreliensive Survey Software 

avai{a6{e for persona{ computers! 

-
Question Librarian Survey Manager Survey Respondent Survey Said Help 

Our customers are using Survey Saitf_for: 
Custo:ane .. I E:anployee Satisfaction 

T .. aining Cou .. se Evaluation 
Ma .. keting Su.-veys 

T .. ade Show Su.-veys 
Gove:I'Dzae:nt. Resea .. ch 

P .. oduc::t Testing Su.-veys 
Touch Sc:: .. een/Kiosk Su.-veys 

Mail Disk Su.-veys (DOS &Wiado'Ws) 
and now- lnte:rnet Su.-veys <New>!! 

V isit us on tlie Internet and down{oad a P~P, 

(])P,:M_O copy of Survey Said for Windows o/4.5 

I nternet jtddress (using ::Mosaic) 
http://Su..veySaid.ostec::h.c::oza:BOBO 

SUlV£Y RESPONDUH fUQU£NCY "fAR!.£ 

l ei\r.S IEJ 
ru-. 1 T~ •tt IM're 

J - 1 (71) 
1- 1 l Z'!) sn: .., I

.............. ..... .......... . .... . 
,._lll,..• YM~ 

M a, .. th s p• olellyelt:h••ot.,_.o .,.,.._•drout•this tt.splt•ll 

Jk;., 3. ho;; t U• 
1-1 (7) U>.: lv~or l-t. l-...t 
J-Z (1) J U. Iydoet.nt~I'KI ,_J < J, •x nn.. ~ r.r o- Df'' , ,.., 
1-4 ( I D) ~llc ,._~•1 - 1-c-11- by -

~=; ~ :u d~ t::;:r;;E~?--~~::1·' 
Duc tua•~••ltv 
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Example Hospital Survey - Gender » How Select Us 

100 

80 

60 

40 

20 

I My doctor insisted 
I Mydo>olor 

rc:commc:ndcd 

fi~ Doctor eave options 

I P ersonal selection 
by me 

I I insisted, doctor 
agreed 

Insurance mandated 
hosp ita1 

I Emergency broughl 
me here 

Survey Said for all Your Survey Needs! 
Networked version starting at $395. Harness the power 
of Windows with Survey Said! Phone (414} 788-1675 
Marketing Masters, PO. Box 545, Neenah WI. 54957-0545 
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Managing advertising on-air 
rsc has found that as an ad airs, its 

persuasiveness or selling power de
clines or is "used up." Since this 
rate of wearout has been found to 
be consistent and predictable, the 
outlook® model was developed as 
a tool for optimizing the effective
ness of media spending. 

Using Celestial 's commercial 
with an ARS Persuasion score of 12.8 
as an example, after spending 1,000 
GRPs behind it, the effective persua-

Nordhaus Research Inc. 

Southfield Office 
20300 W. Twelve Mile Rd. • Suite 102 

Southfield, MI 48076 
Tel: 810 • 827 • 2400 I Fax: 810 • 827 • 1380 

Minneapolis Office 
Three Paramount Plaza 

7831 Glenroy Road • Suite 100-N 
Minneapolis, MN 55439 

Tel: 612 • 820 • 4640 I Fax: 612 • 820 • 8101 

sive power would be "worn down" to 
a level of about 6, or about half of the 
persuasive power it had before air
ing. At this point, the ad could con
tinue airing since it still has some 
persuasive power left. However, for 
even greater sales impact from the 
same media investment, the ad should 
be replaced with fresh persuasive ad
vertising. Without refreshment, the 
first ad would eventually wear down 
to such a low level of persuasiveness 
that no further sales effect would be 

Chicago Office 
2300 N. Barrington Road • Suite 400 

Hoffman Estates, IL 60195 
Tel: 708 • 490 • 5363 I Fax: 708 • 884 • 2878 

Grand Rapids Office 
2449 Camelot Court 

Grand Rapids, MI 49546 
Tel: 616 • 942 • 9700 I Fax: 616 • 942 • 1325 

Atlanta Office 
3405 Piedmont Road, N.E. • Suite 175 

Atlanta, GA 30305 
Tel: 404 • 848 • 8188 I Fax: 404 • 848 • 8199 
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expected, thus "wasting" the media 
dollars spent behind it. 

Sales feedback 
rsc's Total Quality Approach for 

Maximizing Advertising Productiv
ity applies sales-related measurement 
feedback at appropriate tages in the 
advertising development and manage-

ment process (Exhibit 8). The ap
proach seeks to: 

• Test the persuasiveness of the 
basic selling proposition to provide 
an early indicator of advertising po
tential. 

• Determine the number of execu
tions needed to achieve maximum 
effectiveness for a given media plan. 

• Test the persuasiveness of each 
creative execution, then select the 
strongest executions for airing. 

• Plan pool rotations and creative 
refreshment schedules to maintain 
sales momentum. 

By applying this disciplined ap
proach to the advertising process, 
Celestial Seasonings produced sig
nificant revenue gains with persua
sive advertising. 0 

Research Company News 
continued from p. 23 

quarters to 389 Passaic Ave., Fairfield, 
NJ, 07004-2415. The phone number is 
201-575-3200; fax, 201-575-0520. The 
research firm was previously headquar
tered in Clifton, N.J. Its operations of
fice remains in Bricktown, N.J. 

The marketing, advertising and pub
lic relations firm ofRawle Murdy Asso
ciates, Inc., Charlotte, N.C., has formed 
a new division, RMA Research. Cindy 
Glenn has been named its director. 

Lee Slurzberg Research, Inc., has 
moved to: 379 Windsor Rd. , Englewood, 
NJ, 07631. Phone 201-567-2265. 
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Product & Service Update 
continued from p. 24 

GIS+, the first Windows-based software 
to combine data retrieval and desktop 
mapping. The software incorporates 
Claritas' CD-ROM/on-line data retrieval 
and integration product, Catalyst Con
nect, with Catalyst Mapping, a practical 
desktop mapping system developed 
jointly with Map Info specifically for use 
in Claritas ' line of Catalyst products. 
Users can access, integrate, display and 
analyze Claritas data as well as their own 
corporate data geographically -from 
national statistics to street-level detail. 
Database offerings include: annually up
dateddemographics,PRIZMlifestyleseg
mentation, business databases, consumer 
product demand, financial data, health 
care patient demand and more. For more 
information, write Claritas, 1525 Wilson 
Blvd., Ste. 1000, Arlington, Va., 22209. 

Predictive dialing add
on for Telescript 

Digisoft Computers Inc. , New York 
City, has released predictive dialing soft
ware as an add-on module to its Telescript 
call center software. Predictive dialing 
can now be used with Telescript to boost 
productivity in marketing re earch appli
cations. For more information, call212-
490-7980. 

New CD-ROM products 
from Equifax 

Equifax National Decision Systems, 
San Diego, has launched a new CD
ROM product line, called On-CD, de
signed to provide census demographics 
and business data for geographies as large 
as the U.S. and as small as a census tract. 
Two compact discs called Pop-Facts On
CD and Business-Facts On-CD are the 
first of five stand-alone CDs that will 
include demographic, business, fman
cial, restaurant and retail data. Pop-Facts 
On-CD will provide 1990 census data, 
current-year updates and five-year pro
jections of demographic variables such 
as population, housing, age, occupation 
and eight other major categories. Busi
ness-Facts On-CD will provide business 
counts for primary or secondary SIC 
codes, sales volume ranges, employment 
size ranges, as well as daytime popula
tion counts. For more information, call 
800-866-6520. 
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SAl.FS EXEClJTIVE 
• Have you prepared yourself to lead and thrive in a dynamic growth 

environment? 
• Do you have a passion to make a difference? 
• Are you an activator? Do you make things happen? 
• Are you a proven top ten percent achiever? 
• Do you have a burmng desire to be the best at what you do? 

If so, we would like to talk to you. National Research Corporation, healthcare's 
leading provider of market research is in search of several highly talented 
individuals with proven sales track records. Due to dramatic growth, NRC has 
openings in the following areas: 

• R¥onal Sale• Executl~ 
• Sale• Profe .. lonabl for Federal and State GoDernneent contrac,. 
• VIce Pre•ldent, Bu•lne .. De~lopneent 

All positions will be based in their corporate offices in Uncoln, Nebraska. 
National Research Corporation offers: 
A Excellent base salary plus unlimited performance incentives 
A The opportunity to join an extremely talented sales team 
A A chance to grow with a customer-driven organization 

MATIONAL .ESEARCH CORPQRATJQN 

For more information call: Dee Johnson, Selection Consultant 
1-&0G-305-JOBS (5627), 8 am to 5pm CST 

T•r~t«< d•te for completion Is JA.y 15, 1995 unless we find the right lndl
vldu•l Hrller. Person./, profess/otWI •nd fln•ncl•l references .,. required. 
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OBJECTIVE: 
Random digit samples with consistent high quality 
that result in increased productivity. 

551 SOLUTION: 
Clint Brown (president of Alliance Research in Crestview 
Hills, KY) - "SSI's RDD samples yield a 10% higher working 
phones rate, resulting in increased productivity - plus we 
need to buy less sample. We've tested the competition and 

the consistency's just not there. The SSI 
product is just better, it's a more efficient 

sample and more representative. For 
those of us researchers who have the 
ability to measure the quality of the 
sample, it' a fairly easy decision to go 
with SSI's RDD sample." 

Call SSI for sampling solutions at 
(203)255-4200. 
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...,....-: Survey 
~ ~ Sampling, 
=......Inc~ 

Partners with survey 
researchers since 1977 
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Introducing ... 
A 

Brand New 
Focus Group 

Facili 

Designed 
Just For You. 

Sioux Falls' Premier 
Facility Offers: 

• Convenient Location 
• Separate Entrance 

for Participants 
• Two-Tier Viewing 

Room 
• Professional Audio 

System 
• Rear Projection Screen 
• Floor-to-Ceiling 

Mirrors 
• Participant Recruiting 
• Professional 

Facilitation Services 
• Catering and Hosting 

Services 

Phoenix Systems, Inc. 
2701 So. Minnesota Ave. 
Sioux Falls, SD 57105 

(605) 339-3221 
Toll Free 1-800-657-4388 
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Scholastic polls U.S. 
students 

The Scholastic Online Poll of Ameri
can Youth, a large monthly on-line mar
keting survey, has been launched by the 
Education Marketing Group of Scholas
tic. Grey 18 & Under, a unit of New 
York's Grey Advertising that specializes 
in marketing to children, is a charter 
sponsor of the poll. The poll will query up 
to 2,000 students (grades K -12) in schools 
nationwide. The results will be tabbed in 
two weeks. The polling is conducted via 
the Scholastic Network, an on-line net
work for teachers and students which 
connects an estimated 250,000 students. 
For more information, call George H. 
Simpson at 212-759-2191. 

StatPac upgrade 
StatPac Inc. , Minneapolis, has up

graded its survey analysis package StatPac 
Gold IV. Version 4.5 offers a number of 
major and minor changes requested by 
users, ranging from improvements to the 
ability to capture and report open-ended 
responses to a new breakdown program 
for printing banner tables of means. Many 
commands in StatPac ' programming 
language have been enhanced to offer 
more flexibility in designing and labeling 
reports. The new open-ended response 
coding feature lets researchers create 
unlimited nets and subnets for summariz
ing verbatim comment . A new merge 
command makes it easier to work with 
multiple sets of data. Version 4.5 was 
shipped as a free update to users who 
purchasedStatPacafterOctober 15, 1994. 
For technical or pricing information, call 
612-925-0159. 

New source for data on 
privately-owned . companies 

Hard-to-find executive data, estimated 
sales, news and recent developments on 
more than 12,000 privately-owned com
panies and corporate subsidiaries are now 
available online and by fax and mail , 
from Avenue Technologies. The San 
Francisco company has teamed with For
tune magazine to launch Private Com
pany Profile reports. Each report aver
ages 3 to 10 pages and is priced from 
$9.95 to $34.95, based on content. 

Using proprietary software, Avenue 
Technologies scans major newswires, 
financial databases and more than 5,000 

newspapers, journals and trade publica
tions to create each profile. Information 
includes ownership data, competitive 
analysis, performance results, recent 
M&A developments and current news. 
For more information, call Rich Kreisman 
at 415-705-8404. 

PC program for 
educators 

Market Data Retrieval, Shelton, Conn., 
Envisions Knowledge Products have 
teamed to form a knowledge base for the 
decision making process of educational 
marketers. Designed to address publish
ing, marketing, sales and research issues, 
Access: Education puts statistical and 
text data in a Windows-based PC format. 
It covers public school funding, enroll
ments, demographics, technology, cur
riculum, teachers and state adoptions with 
detail about these and other topics. For 
more information, call Mac Buhler at 
203-926-4800 or Ro emarie McElwee at 
610-565-1832. 

New studies focus on 
mutual funds, pensions 

PSI andPhoenjx-Hechtnow offer syn
dicated research on mutual funds and 
retirement/pension products. The Mu
tual Fund Research Program will survey 
consumers regarding their ownersrup and 
use of mutual funds, track market share 
by major competitors and products, mea-
ure customer satisfaction with these prod

ucts and providers and determine con
sumer preferences for delivery alterna
tives related to mutual funds. Program 
members are expected to include the top 
discount and full-service brokerage 
companies as well as major bank mu
tual fund providers. 

The Retirement/Pension Research 
Program will track corporations' use 
and preferences for retirement and pen
sion services, provider market share for 
these products and corporate prefer
ences for product and delivery alterna
tives. The project also intends to track 
consumer satisfaction with products 
provided by employers. Tampa-based 
PSI is a division of NFO Research. 
Phoenix-Hecht is based in Research 
Triangle Park, N.C. For more informa
tion call Patricia Jordan at 813-287-
2774 or fax 813-286-7377. 
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Names of Note 
continued from p. 22 

conducted in a Midwest territory that 
includes Illinois and Wiscon in. 

Deborah Allen and Fran Firth have 
joined STAT Resources Inc., Boston, 

Allen Firth 

while Shaun Illingworth, Ph.D., has 
been promoted by the company. Allen 
is serving as director of marketing and 
sales. Firth has been installed in the 
newly created position of manager of 
client services. Illingworth has been 
moved up from manager to director of 
research services. 

Kathleen Henderson has been pro
moted to vice president- product de
velopment at Healthcare Communica
tions Inc., Princeton, N.J. 

Henderson Clark 

Jeffrey D. Clark has joined Re
sponse Analysis Corp. , Princeton, 
N.J., as account executive with the 
firm's Organizational Performance 
Division. 

Kris Nelson has joined Miller 
Meester Advertising, Minneapolis, as 
senior vice president for planning and 
research. In addition, Eric Peterson 
has joined the firm as research man
ager. 

Cindy Glenn has been named di
rector of RMA Research, a new divi
sion ofRawle Murdy Associates, Inc. , 
a Charlotte, N.C., marketing, adver
tising and public relations firm. 

director ofthe Super Group San Fran
cisco office. Super Group, a division 
of Conway Milliken & Associates, 
focuses on consumer-based ideation 
and concept development. In addi
tion, Erika Callahan was named di
rector of the Super Group Los Ange
les office. 

Sheila Smith has joined Consumer 
Pulse, Inc., as director of the firm's 
Detroit field office and Universal Mall 

Waldbillig & Besteman, a Madi- location. 
son, Wis., ad agency, has added Ann 
Coates to its staff as marketing re-
search coordinator. 

Barbara Caplan and Jon Berry 
have joined the staff of Roper Starch 
Worldwide. Caplan will serve as se
nior vice president, director of client 
services . Berry will be the director of 
editorial services for the Roper syn
dicated services group. 

ICT Group, Inc., Langhorne, PA, 
has appointed Carl E. Smith as its 
senior vice president of finance and 
administration and chief financial 
officer. 

Scott Barnett has been promoted 
to account executive in client ser
vices at Phone Base Research, Fort 
Collins, Colo. 

Roger Bedessie has joined 
Higginbotham Associates Inc., a 
Scottsdale, Ariz., research firm, as 
general manager. The company also 
announced that Kirsten Bech has 
chosen to pursue her career elsewhere. 

The Matrix Group, a Lexington, 
Ky., research firm, has added Laura 
Pikel to its staff as research analyst. 

Forrester Research, Inc ., Cam
bridge, Ma., has promoted several 
top analysts. Stuart D. Woodring 
has been named director, Global2,000 
Research Services. John C. 
McCarthy has been named director 
of research, New Customer Connec
tion. Bobby Cameron will succeed 
Woodring as director of the Software 
Strategy Service. Paul D. Callahan 
is now director of Network Strategy 

* FOCUS ON 

EL PA~O 
HOT MARKET 

OF THE 90'S 
Specially designed 3,200 square feet, 

freestandingfocu group facility. Large 
20' X 20' conference room, two level 
viewing room (seats 15), full kitchen, 
audio, video, expert recruiting. One on 
ones, executive, professional, medical, 
Hispanic recruiting a specia lty . 
"Se habla Espanol". 

Twenty-five line phone center, Na
tional Hispanic market coverage, bilin
gual interviewers and computer assisted 
interviewing. 

Pennanent mall faci lity also 
available in the regions largest mall. 

Call Linda Adams 
Owner and Director 

(915) 591-4777 
FAX (915) 595-6305 

Elizabeth Riegel has been named Service. 
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Packaged goods advertising 
continued from p. 12 

or commercial. 
• Among commercials that are effective , the degree 

of sales effectiveness can vary greatly. One com mer-
cial might be several times 
more effective than an-

• Recall of pecific messages from adverti ing is not 
a very good indicator of advertising effectiveness; 
some very effective commercials produce little mea
surable message recall. Message recall is a positive 
factor but its importance should not be overstated. 

• Brand registration, however, is always important 
(as opposed to message/ 
element recall). If con

other. This indicates that 
the quality of advertising 
tends to be more impor
tant than the quantity of 
advertising. Nevertheless, 
the quantity of advertis
ing (i.e., the media 
weight) must achieve a 
threshold level for the ad
vertising to have any posi
tive effects. Limited tele
phone tracking research 
(which can be done with 
small budgets) can moni
tor the cumulative effects 
of advertising on aware
ness, brand image and 

Advertising works in the arms of 
sound strategy. What role does 
advertising play in the brand's 
marketing plan? What messages must 
the advertising communicate? What 
zmages should the advertising 
project? These are strategy issues, 
and they bring us to this conclusion: 
without sound strategy, the chances 
of advertising success are very low. 

sumers don't remember 
the brand name, the ef
fectiveness of the adver
tising is correspondingly 
reduced. Failure to regis
ter the brand name is one 
of the most common 
weaknesses of commer
cials. When next you re
view your advertising, 
just make sure that the 
brand name is clearly 
stated and clearly shown 
in the commercial. 

• Ultimate truth is elu
sive. Advertising effec
tiveness cannot be deter
mined by any one mea-consumer attitudes, and is 

one of the simplest and most effective ways to make 
sure that your advertising is doing its job. 

sure, such as persuasion or recalL Recall is a good 
measure for some commercials but not for others. 

focusVision ~etwork brings your customers 
Into your offtce, ready to raiK. Focus Facility Network 
How it Works: 
·Focus Vision Network provides 
video transmission of live 
nationwide focus groups. 

• "Attend" your nationwide groups from 
your office or convenient Focus Vision 
Viewing Center. 

• More key personnel can participate, while 
saving travel time, inconvenience, and cost. 

·Turnkey End-To-End Service, with a 
Focus Vision Facilitator at the client site, 
ensures the quality and comfort of 
every project. 

• Highest quality picture and sound with 
state-of-the-art CU equipment and AT&T 
network systems. 

• Two zoom lens cameras are controlled 
from client location; see what you want to see. 

• Communicate with your moderator and 
behind-the-mirror colleagues at any time. 
Conduct two-way video debriefings. 

~ FocusVISION 
Stamford.Connecticut06902 ~,, NE1WORK, INC. 1266 East Main Street 
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Atlanta-Fieldwork, Inc. 
Atlanta-Quick Test Opinion Center 
Boston-Fieldwork, Inc. 
Chicago Suburban-Smith Research 
Chicago Downtown-Smith Research 
Cincinnati-The Answer Group 
Dallas-Quality Controlled Services 
Denver-Information Research, Inc. 
Kansas City-Quality Controlled Services 
Los Angeles-Trotta Associates 
Minneapolis-Orman Guidance Research 
New York City-Murray Hill Center 
Philadelphia-Philadelphia Focus 
Phoenix-Fieldwork, Inc. 

Raleigh-L&E Research 
San Francisco-Ecker & Associates 
Seattle-Gilmore Research Group 
St. Louis-Quality Controlled 

(203) 961 -1715 

Services 
Tampa-Suburban Associates 
Westchester, NY -Fieldwork, Inc. 

FAX (203) 961-0193 
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Persuasion scores don ' t work very well for brands 
with hi gh market hares and cannot be relied upon for 
brands in poorly defined product categories. Purchase 
intent works rea onably well for new products but 
poorly for established products . A large number of 
important variables mu st be examined to judge the 
potential effectiveness of adverti s ing. 

• Radio commercials can be as effective or more 
effective than tel ev is ion commercials on the bas is of 
sa les return per doll a r of medi a . However, radio com
mercial s se ldom achieve their true potential because 
they tend to be inferior to television commercials in 
content and production. Typically , radio production 
budgets are much le ss than televi s ion and radio com
mercial s are rarely submitted to the ri gor of market
in g resea rch evaluation. 

• Adverti s in g that offend the viewer or is in poor 
taste is almost always ineffective. The only exception 
to thi s rule i the commercial which presents a lot of 
relevant news, where the message is so important that 
how it is sa id doesn ' t matter much. 

• If viewers like a comm e rcial it s chances of being 
effective are improved. Likability, however, i not 

ufficient ( in and of itse lf) to insure adverti ing suc
ce s . 

From the resea rcher ' per pective, what are the se 
crets to achieving every company's goal: advertising 
that really works? Th e re is no s imple formula for 
success, unfortunatel y, but here are some thoughts 
that might be of some value: 

• Adverti s ing works in the arms of ound strategy. 
What role does adverti ing play in the brand 's market
ing plan ? What me sages mu st the adverti ing com
municate? What images should the advertising project? 
These are strategy iss ues, and they bring us to thi s 
cone! us ion: without so und strategy , the chances of 
advertising success are very low. Several research 
techniques are available to identify and re solve strat
egy iss ues, before creative development begin s . 

• Homework and ha rd work are more likely to yield 
effective advertising th an creative brilliance and flashes 
of creative genius. Great advertising evolves from 
trial and error, tinkering and tweaking. Pretesting each 
commercial is a laboratory experiment, an opportunity 
to learn how to make the next commercial even better. 

• Big egos (c reative ego , client egos, re sea rch egos 
and agency egos) are barriers to the creation of effec
tive advertising , beca use they tend to substitute wish 
and emotion for thinkin g, reasoning and objectivity.lf 
your agency (or your client) is unwilling to make 
creative adjustments - based upon objective con
s umer feedback - to improve the creative product, 
then you have the wrong agency (or the wrong client). 

• Te t your adverti ing. Show it to member of your 
targe t audience and ee how they react. No one -
client, age ncy or the re earcher- is smart enough to 
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ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

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

Our experienced staff has 
served the qualitative and 
quantitative research needs 
of many Fortu~e 500 clients. 

Let us put that experience 
to work for you. 

Multivariate analyses, 
including conjoint 
analysis and perceptual 
mapping 
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BI ,i. 
BRAND INSTITUTE, inc. 

YOUR POINT OF 
DIFFERENCE FOR.' 

BRAND NAMING • D ESIGN • MARKET R ESEARCH 
TRADEMARKS CREENING 

EXPERIENCE I CLUDES: 
AT&T, AMERICAN H OME PRODUCT, COLGATE-PALMOLIVE, D UPONT, 

FRUIT OF THE LOOM, GLAXO, LEVER BROTHERS, MERCK, PROCTER & G AMBLE, RALSTO 
P URl A, SMITHKLINE B EECHAM, SPRINT, US WEST 

300 Park Avenue • 17th Floor · New York NY 10022 
TEL (212) 572-6311 FAX (212) 572-6411 
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• COMMITMENT 
• TO QUALITY 
• 

• . .. THE STANDARD OF 
• MarhetVision: 
• 

• 
Full service research and 

• consulting firm, utilizing 

• quantitative and qualitative 

• 
methods. Special 
expertise in ... 

• 

• Conjoint/Trade-off Analysis • 
• Customer Satisfaction Research 

• • Concept Testing 
• • Economic Impact Analysis 

• • Segmentation Research 

• Customer Profiling 
• • Image and Attitude Studies 
• • 

• • • 
• • 
• 
• 
• ·a Marketvision Research 

The MarketVision Building 
• 4500 Cooper Road 

Cincinnati , Ohio 45242 
(513) 791-3100 

v • 
• ~ Fax: (513) 791-3103 • 
• 

Cincinnati Charlotte Orlando 
Dallas Atlanta 

• 

48 
Circle No. 132 on Reader Card 

know how con umers will perceive and react to a given 

commercia l. If you can't afford one of the advertising 

testing services, test it yourself. Show the new commer

cial and a coup le of old ones, and ask orne consumers 

which one would most influence their intere tin buying 

the brand. If you can't afford that , then ask your spouse 

what he/she thinks of your advertising. The method is 

urpri si ngly accurate, but often lead to a bloody divorce. 

• Once you have cho en a testing sys tem , tick with it, 

so that you (the agency, the creative , the brand managers 

and the re earchers) a ll learn how to u e and how to 

interpret the test results for your product category and 

your brand. Sticking with and learning a testing system is 

more important than which sys tem you e lect. No 

tes ting sys tem i perfect. No testing system can be 

lfbudgets permit, test at the rough, 
as well as the finished, stages of 
creative development. Once 
you've spent $300,000 producing 
finished commercials, you will not 
be very open to any research which 
questions the effectiveness of those 
commercials . 

used blindly. A large do e of intelligent human judg

ment mu s t alway be incorporated into the advertis in g 

evaluation process. 

• If budgets permit, test at the rough, as well as the 

finished, stages of creative development. Once you've 

pent $300,000 producing finished commercials, you will 

not be very open to any re earch which que tion the 

effectivene s of those commercials. Testing at the rough 

stage can help you refine the creative before spending the 

big dollar on production. The more rough executions you 

evaluate, the greater the probability the winning execu

tion will be effective . 

Testing at the finished stage can he lp guide final editing 

or re-editing of commercia l or pool-out , help determine 

how much weight hould be put behind the creative, and 

provide understanding to help guide campaign evolution 

and the creation of sub equent commercial . 

A couple of final uggestions. Be ure your advertis ing 

puts enough emphasis upon your brand name so that 

con umers w ill remember it. And, don't forget to give 

con umer orne pos itive information about your product 

(i.e. , a reason to buy it). Good luck at the supermarket. 0 
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Pontiac 
continued from p. 7 

been difficult to get respondents to do the 
collages. In general, people seem to put a 
lot of time and energy into them. As you 
might expect, they receive a higher than 
normal incentive for their efforts. 

The biggest initial stumbling block was 
fmding focus group facilities to do the 
recruiting. Most were skeptical that re
spondents would take the time. "It was 
justa situation where some facilities were 
less adventuresome than others," Stannard 
says. 

When the agency fmally found opera
tions to work with, it did everything it 
couldtomaketherecruitinggosmoothly. 
"The facilities were given very specific 
instructions to follow," Stannard says. 
"We did the homework for them, they 
just had to get on the phone and read the 
instructions." 

Sunfire advertising 
The agency used collages to help de

velop advertising that began running last 
month for Pontiac's new Sunfrre, an en
try-level vehicle aimed at younger driv
ers who want a sporty car but can't quite 
afford one. 

"The Sunfrre i targeted at a consumer 
that Pontiac hasn't talked to in quite a 
while," says Mason Franklin, account 
supervisor, DMB&B. "Pontiac wanted 
to learn as much as possible about these 
people and they looked to us to help them 
do that." 

Respondents for the Sunfrre groups 
were men and women between the ages 
of21-34 who were intending to buy a car 
in the Sunfrre's competitive class. They 
had household incomes of $25,000+ and 
some college education. 

For the Pontiac groups, respondents 
were asked to do collages about their 
relationship with their car. "The research 
provided us with a very good starting 
point to understand how we could begin 
to talk to these people, what kinds of 
things are important to them, who they 
are and how they feel about themselves 
and their car," says Beth Stobbs, 
DMB&B 's Pontiac Group research su
pervisor. 

Group dynamics 
One of the many benefits of the collage 

approach, Stobbs says, is its effect on the 
group dynamics. "There's a sense of ca
maraderie, a shared frame of reference. 
They feel free to talk about their feelings 
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and personal stories. The visual refer
ences prompt questions from the other 
respondents, so there's a lot of group 
interaction and sharing. People are will
ing to talk very personally." 

Stannard: "You don't get the hangers
back that you get in normal groups. People 
get involved and animated." 

The collages were just one of many 
tools used during the Sunfrre groups, 
Stobbs says. After respondents talked 
about their relationship with their own 
vehicles they were shown photos of the 
Sunfrre and asked to talk about the car 
and their impressions of it. 

A number of interesting and ultimately 
helpful themes came out of the ideas 
expressed in the collages. "The research 
helped us identify a number of areas that 
we could focus on for developing posi
tioning ideas," Stobbs says. 

• For this age group, the car was clearly 
a vehicle for discovery and adventure. 
"These are active, experiential type of 
people. Travel by car is important to these 
people because of their limited resources. 
They have a desire to escape, not from 
their lives necessarily, but to adventure. 
The car really helps them do that," Stobbs 
says. 

BRUZZONE RESEARCH COMPANY 

Advertising Research 

• Exploratory Research 

• Concept Testing • Tracking 

• Pretesting • Post Testing 

Creating new standards in measuring 
the effectiveness of advertising. 

2515 Santa Clara Avenue, Alameda, CA 94501 
Phone: (510) 523-5505 I Fax: (510) 523-5507 
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• Personal relationships were impor
tant to them, as was romance in their lives 
and with their cars. "Their car is kind of 
a partner in their adventures and a means 
of bringing people together for activi
ties." 

• Even though they have limitations in 
terms of time and money, they're very 
positive in their outlook about life. 

Creatives encouraged 
The agency creatives were encouraged 

to watch the groups when possible. Those 
who couldn't were given presentations 

on the groups, including quotes from the 
participants. All were encouraged to ex
amine the collages. 

"One respondent said, 'My car is mo
tion, we go and go. We take advantage of 
what the city has to offer becau ewe have 
a car.' We were able to read quotes like 
that which support each of the themes 
that we identified as important to the 
target audience. So the creatives ended 
up feeling like they knew these people 
and could write to them. They had visual 
cues they could use to inspire insights and 
ideas," Stobbs says. 

Escape to adventure 
The TV spots that grew out of the 

research, titled Sunfrre Adventures, fea
ture shots of the S unfire visiting far-flung 
destinations like the Leaning Tower of 
Pi sa, Easter Island, the Great Wall of 
China and the planet Jupiter. 

The research learning also led to tie-ins 
such as Pontiac Sunfire's sponsorship of 
"Live from the House ofBlues," a weekly 
music show on the TBS network, and 
ESPN's Extreme Games competitions 
this summer. The car is al o being mar
keted on the College Television Network 
and in health club displays in conjunction 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ w~hAmericanHe~~magarin~ 
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S A N F R A N C 

ALL THE AMENITIES ... 
• Luxurious full-size focus group suites. 

• Mini-priced mini-group/one-on-one room. 

• Floor to ceiling mirrors; pr0fessional 
audio system. 

• Silent, 24-hour air conditioning. 

• Fully-equipped client1S office. 

• Sumptuous client meals catered by 
fine San Francisco restaurants. 

• Convenient downtown location; 
close to major hotels, shopping, 
theaters and nightlife. 

• Completely reliable recruiting. 

s c 0 

OBSERVATION ROOM 
WITH TIERED SEATING 
FOR 15 PEOPLE 

• Consistently rated tops in Bay Area by Impulse suNeys. 

• 
Consumer Research 
Associates 
111 Pine St., 17th Floor, San Francisco, CA 94111 
TOLL-FREE: 800/800-5055 
415/392-6000 • FAX: 415/392-7141 
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"We knew we had to do something 
different," says Gary Martin, DMB&B 
senior vice president and group media 
director on the Pontiac account. "The 
typical Sunfire prospects watch televi
sion, but quite selectively; they read but 
not the broader circulation publications. 
They are into fitness and music and spend 
a lot of time in their cars. Many are still in 
college and are impossible to reach with 
direct mail." 

Clients learn, too 
Agency researchers and creati ves aren't 

the only one who learn from the col
lages. They also help clients understand 
the target audience as well, especially 
when they aren't in the age group being 
re earched, Franklin says. "Bringing the 
collages into meetings and having the 
clients see the point for themselves that 
we ' re trying to bring forward is very 
helpful. They reference the collages 
throughout the process, so that when we 
get to the point of presenting the creative 
they'll ay, 'I ee how that fits because I 
remember those themes from the col
lages.'" 

Beth Stobbs: "It increases the shared 
understanding between all of us, the cli
ent, the creatives and the agency, because 
everyone ha the arne reference, the 
same picture of the target audience. Cli
ents have also asked us to share the col
lage information with groups outside of 
advertising because it brings the target 
audience alive." 

The agency plans to continue refining 
the collage technique, Stannard says. "I 
think it humanizes the respondent. It 
doesn't matter who it is or how old they 
are. There is something intriguing and 
engaging about all of the e folks. The 
client and everyone at the agency gets a 
real appreciation and under tanding and 
fondness for the people." 0 
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Golf 
continued from p. 9 

the text and are weakened when 
they are far apart. Consequently, 
connections that are frequently re
inforced will grow strong while in
frequently reinforced connections 
generate weaker (and poss ibly even 
negative) connections. 

Negatively connected words in
hibit each other, so that activating 

one word actually deactivates the 
other, Dutka says. Negatively con
nected words may signify an im
pending disaster. For example, an 
advertising strategy based on at
tributes not commonly associated 
with a product might work in re
verse and stimulate the sales of a 
competing product. 

These mathematical connections 
are used as input to a statistical 

Figure 2 

Major clusters associated with the advertising brochures 

Ben Sutton Golf School 
1. Ben Sutton Golf School 
2. Green fees 
3. Three-five-eight day 

Original Golf Scool 
1. Golf school 
2. You'll learn 
3. Two-three-five day program 

Proffesional Golf School 
1. Golf course 
2. Maggie Valley Resort 
3. Great Smoky Mountains 

cluster analysis. Figure 2 summa
rizes the three most significant clus
ters in the Ben Sutton, Original and 
Professional golf schools' adver
tisements. Both the Sutton and 
Original Golf School brochures 
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generate clusters associated with 
choices in class length. One of the 
major clusters for the Original Golf 
School is very direct: "You' 11 
learn." The resort aspects form the 
major clusters for the Professional 
Golf School. 

Applying cluster analysis to text 
data provides valuable information 
regarding how strongly words are 
related to each other. But artificial 
neural networks don't stop there. 

Words activate 
words 

One facet of neu
ral network analysis 
is investigating how 
combinations of 
words activate other 
words in the text. 
Using an interactive 
neural net computer 
program, an analyst 
can select words or 
phrases from the 

text and determine what other words 
in the text are activated. Words are 
analyzed, not as they exist in one 
arbitrarily selected cluster, but as 
connections to all other words in 
the text. Knowledge and experience 
are reg uired to properly interpret 
this research phase , just as exper
tise is required to properly inter
pret focus group transcripts or a 
multiple regression analysis. The 

Figure 3 

Messages most associated with the golf school name 

Original Golf School 

You'll learn (the) game 

Professional Golf Scool 

Course 
Mountain Valley 

Day instruction 
Green fees 

Ben Sutton Golf School 

results can be very revealing. 
Figure 3 summarizes the words 

activated by the names of the re
spective golf schools. Once again, 
the Original Golf School's message 
is very clear: " You ' 11 learn the 
game." Ben Sutton 's name activates 
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words relating to free greens fees 
and days of instruction . The critical 
message of learning under actual 
playing conditions is not evident. 

Though the neural network analy
sis indicated that the advertising 
copy needed improving, Becker's 
strategy was to fine-tune the origi
nal message rather than initiate radi
cal changes. "The brochure had a 
strong track record of attracting 
business over a long period of time," 
says Becker. "We knew it was good 

but we wanted to 
make it excellent." 

As Becker revised 
the copy, Dutka per
formed the neural 
network analyses. 
The goal was to group 
words more effec
tively while using es
sentially the same 

Figure 4 

Major clusters for the original and revised Ben Sutton Golf School brochures 

Original brochure Revised brochure 

1 . Ben Sutton Golf School 1 . Ben Sutton Golf School 
2. Green fees 2. Under actual playing conditions 
3. Three-, five-, eight-day 3. Eight-day 
4. Personalized instruction 4. Driving range 
5. Sun City Center 5. Green fees 
6. Under playing 6. Real instruction 
7. Video analysis 7. Stop action video 
8. Teaching facility 8. Personalized lesson 
9. Check swing 9. Graph check 

words in about the same frequen
cies. This would ensure an improve
ment while not drastically chang-

ing the message. 
Figure 4 presents a summary of 

the major clusters in the original 

-------------------------------------------------------------, andrevisedbrochures.Theintended 
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message "under actual playing con-
ditions" is the second most signifi
cant cluster. "Real instruction" and 
"personalized lessons" highlight the 
quality of the school. "Stop action 
video" is more dramatic than a 
former cluster composed of "video 
analysis." "Graph check" refers to 
a unique and creative video meth
odology used to analyze a student's 
swing while a grid is superimposed 
over an image of the student. 

The "net" result 
Becker views the artificial neural 

network analysis as a valuable 
safety-check in the agency's copy 
design efforts. "The computer 
analysis removes the biases that are 
always present when we analyze 
our own work. In the case of the Ben 
Sutton Golf School, the artificial neu
ral network analysis indicated that 
the major intended messages are ef
fectively communicated in an excit
ing manner." 

Dutka predicts growing acceptance 
of using artificial neural networks in 
advertising research. "When neural 
networks are properly analyzed, later 
research is improved," he says. For 
example, diagnostic testing in an early 
preproduction state will enhance the 
effectiveness of second stage focus 
group or mall intercept research. 

"Many problems will be rectified 
by the initial neural network analy
ses. This will allow more time for in
depth research with a greater oppor
tunity to investigate the subtleties that 
contribute to effective advertising," 
Dutka says. 0 
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Open-ended 
continued from p. 17 

which, in turn, calls into question the advisability of 
consuming valuable questionnaire space with the open
end question in the first place. Considering the range and 
severity of problems presented by the inclusion of explor
atory open-ended questions in self-administered ques
tionnaires, one must wonder if their use in mail survey 
research is ever justified. 

Poor focus on the survey objectives also frequently 
results in the inclusion and overuse of exploratory open
ended questions. Typically, such questions take the form 
of asking respondents to explain why they feel or behave 
as they do. There are several potential problems with 
including this type of question. For one, such questions 
assume that the respondent is aware of the underlying 
reasons for his or her feelings or behaviors, an assumption 
of dubious merit. Second, given that the respondent be
lieves he or she is aware of these underlying reasons, it 
further assumes that the respondent is sufficiently articu
late to clearly communicate and fully explain these rea
sons without preparation and in the short time window 
imposed. But, perhaps even more importantly, the open
ended information is rarely sought because it is useful for 
testing some hypothesis relevant to managerial action 
(i.e., consistent with the focu of the research) , but rather 
because it is "nice to know" or, even worse, "nice to 

confirm what we think we already know." In the case of 
the latter motivation, and in view of the enormous cost of 
open-ended questions relative to closed-ended questions, 
this confirmation almost certainly could have been ac
quired more economically through the use of a battery of 
items measuring the perceived importance of each known 
reason. In addition, and not at all incidentally, the relative 
importance of each reason could have been estimated 
more precisely and with greater validity by use of this 
kind of battery of questions. 

Certainly, the failures to realize these economies as 
well as higher levels of measurement validity and preci
sion may be the consequence of poor knowledge and/or 
skills on the part of the researcher; but all too often they 
are due to researcher laziness with respect to the question
naire development and analytical planning processes. 
Every survey question should be included for an analyti
cal purpose that is identified in advance. Planning of this 
type requires substantial effort because it requires the 
researcher to specify all relevant hypotheses and to en
sure that the survey items will allow each and every 
hypothesis to be tested. Yet, too often, it appears as if 
open-ended questions are included to avoid this impor
tant step. Not only is this bad science, but it is also bad 
business. It is bad science because open-ended questions 
are plagued by the need to code them based on subjective 
judgments regarding meaning. (Computerized code de
velopment programs greatly lessen, but do not eliminate, 
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this problem.) And, it is bad business because the use of to be summarized with codes labeled simply as "tastes 
open-ended data produces greater uncertainty. As dis- good," "low price," and "appealing odor." 
cussed, an alternative battery of closed-ended questions The problem is that one must be concerned that such 
generally provides greater statistical reliability, improved codes lack validity and statistical reliability because so 
measurement validity, and increased control in testing few interviewers demonstrate the care and tenacity evi

hypotheses , all of which re- ~~~~~~~~~~~~~~~~~~~~~ denced in the example. Inter-
duce the risks inherent in EXHIBIT 1 viewers typically are not 

making decisions based on Proper Administration of an Open-Ended Question trained adequately and, as a 
survey findings. For these consequence, they fail to 
reasons, much of the overuse QUESTION: probe and clarify the re-
of the exploratory open- Why do you buy Brand X dog food? sponses that interviewees 
ended question is truly abuse. provide (i.e., solicit specific 

Inadequate interviewer 
training and supervision 

Poor technique or improper 
administration on the part of 
interviewers and ignorance or 
neglect by their supervisors 
are common reasons that re
sults from open-ended ques
tions prove disappointing. 

The (fictitious) example of 

RESPONSE: 
It looks good. <Meaning?> It has lots of meaty chunks. 
<Why else?> Because of how it smells. <What about 
smell?> It smells good. <In what way?> Well, it smells like 
chicken if it's chicken and like beef if it's beef. <Why else?> 
Because of the price. <What about price?> It costs more 
than other brands. <More?> It's good food and my dog 
really likes it. I love my dog. I want him to be healthy and 
happy. <Why else?> (nothing) <Think.> (nothing) 

information and/or ascer
tain intended meaning of 
given answers). Sadly, 
some supervisors are igno
rant of proper administra
tion technique, while oth
ers (who generally are 
evaluated on production 
rates rather than the quality 

1..:;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;;:.1 of what is produced) n e gl ec t 

an irreproachably administered open-ended question, 
which appears in Exhibit 1, provides a basis for explica
tion of this charge. 

to insist upon these proce
dures. Consequently, when- as in the present example 
-a respondent answers "Because of the price," most 
interviewers would not ask for clarification, failing to 
recognize the ambiguity in the response and/or pre
suming the respondent had meant that the price is a 

Most research users and analysts have seen findings 
typically gathered by questions of this genre: results tend 
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low one. 
However, as the present example demonstrates the 

answer given regarding price is ambiguous and, had the 
interviewer not asked the appropriate clarification fol
low-up, the counterintuitive finding would not have been 
possible. The result shown- that the owner is motivated 
to spend more for a food he or she believes is superior in 
nutrition and appealing to his or her dog- represents the 
kind of insight that may form the basis of an innova
tive and effective marketing communications program, 
the kind of bonanza that is hoped for from the use of 
exploratory open-ended questions. But without qual
ity interviewing, such insights rarely are realized. 
Clearly, without firm knowledge that interviewers are 
well-trained and tenacious in administering open-ended 
questions, one must consider how valid, reliable, and 
helpful the data can be. 

Guidelines for using exploratory open-ended 
questions 

The me sage here is not to condemn the use of explor
atory open-ended questions , but rather to encourage their 
proper use. Their erroneously high cost and the research 
problems inherent in their administration and analysis 
argue that they should be used sparingly and with consid
erable thought. In this spirit, issues that hould be raised 
before including exploratory open-ended questions in a 
survey and some advice follow. 

1. How will the data be analyzed and used? If the 
answer to this is not clear, eliminate the exploratory open
ended question. 

2. Can the information sought be obtained by using one 
or more closed-ended questions? If yes, make the substi
tution. 

3. Would data from an alternative set of approximately 
10 closed-ended questions be of greater or equal value to 
management than the data from the open-ended question 
being considered? If the answer is yes, lose the open
ended question and choose the closed-ended questions 
instead. Even if it is a close call, the closed-ended data are 
preferable in that fewer threats to data validity and reli
ability are involved than with the open-ended item. 

4. Are your interviewers sufficiently well-trained and 
supervised to deliver high quality, valid open-ended data? 
If there are doubts about this, it may be advisable to toss 
the question. If the question is important, do two things: 
(1) Look for interviewers who have completed a formal 
training program such as that developed by and offered 
through the Marketing Research Association; and (2) 
Verify that the interviewers are well-trained by monitor
ing interviewers during pretest interviews of your survey 
questionnaire. 

By following these simple guidelines, you will be 
rewarded with better survey designs, data offering en
hanced validity and reliability, highly focused analyses, 
and more actionable research findings and results. 0 
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Customer Advisory Boards, Service Leichliter Associates Monitor Research Corp. 
Improvement. J2 252 E. 61st St. , Ste. 2C-S 398 Columbus Ave ., Ste. 123 

Focused Solutions 
3904 NW 73rd Street New York, NY 10021 Boston, MA 02116 

907 Monument Park Cir., Ste. 203 Kansas City, MO 64151 Ph. 212-753-2099 Ph. 617-262-3438 

Salt Lake City, UT 84108 Ph. 816-587-5717 Contact: Betsy Leichliter Contact: Susan Earabino 
Ph. 801 -582-9917 Contact: Kavita Card Innovative Exploratory Rsch./ldea De- Immersion Foe. Grps., Adv. Bds., Online, 
Contact: Bill Sartain Consumer/Business/Black/Children/ velopment. Offices NY & Chicago. Gust. Survey/Dbase. 
30+ yrs. Exp.; 2500+ Groups with U.S. & Travel/Hi Tech. 
International Goods & Serv. Nancy Low & Associates, Inc. Nordhaus Research, Inc. 

lnfotech Research Studies 5454 Wisconsin Ave ., Ste. 1300 20300 W. 12 Mile Rd. 
Franklin Associates, Inc. 1600 Shattuck Ave., #225 Chevy Chase, MD 20815 Southfield, Ml48076 
Rte. 3, Box 454 Berkeley, CA 94709 Ph. 301 -951-9200 Ph. 313-827-2400 
Louisa, VA 23093 Ph. 51 0-843-9414 Contact: Stephanie Roth Contact: John King 
Ph. 703-967-3170 Contact: Susan Williams Full-Service Market Research/Health! Fuii-Svce. Qual. & Quant., Fin., Med., 
Contact: T any Franklin Medical: Doctors, HMOs, Hasp., Phar- Medical/Environment. Uti/. , 3 Discussion Rms. 25 Years Consumer/New Product Posi- macy, Patients. tioning Research. 

James A. Lumpp Outsmart Marketing 
Freeman, Sullivan & Co. lntersearch Corporation 6822 B Glenridge Dr. 2840 Xenwood Ave. 
131 Steuart St., Ste. 500 132 Welsh Rd. Atlanta, GA 30328 Minneapolis, MN 55416 
San Francisco, CA 94105 Horsham, PA 19044 Ph. 404-395-7512 Ph. 612-924-0053 
Ph. 415-777-0707 Ph. 215-657-6400 Contact: Dr. Jim Lumpp Contact: Paul Tuchman 
Contact: Martha Wilson Contact: Robert S. Cosgrove Consumer, Bus.-To-Bus., Ag., Gust. Helping You "Outsmart" Your Competi-
Research Design, Recruitment, Facili- Pharm. -Med./High-Tech/Bus. -to-Bus.! Satis., Travel Ind. 

tion. 
tation and Reporting. Consumer IT elecomm. 
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PACE, Inc. Rhoda Schild Focus Group Strategic Research Three Cedars Research 
31700 Middlebelt Rd ., Ste. 200 Recruiting/Marketing 4600 Devonshire Common 533 N. 86th Street 
Farmington Hills, Ml 48334 330 Third Ave. Fremont, CA 94536 Omaha, NE 68114 
Ph. 313-553-41 00 New York, NY 10010 Ph. 510-797-5561 Ph. 402-393-0959 
Contact: Peter J. Swetish Ph. 212-505-5123 Contact: Sylvia Wessel Contact: Sara Hemenway 
Full Service Vehicle Specialist-GEM & Contact: Rhoda Schild 400 Groups, Hi-T ech/Medica/1 Finan- Executive Appointed Facility, Qua/ita-
Aftermarket Experience. Excellent Medical, Consumer, Business ciai/Transportation Svces. tive and Quantitative Research. 

Recruiting. 
Jack Paxton & Associates Strategy Research Corporation TMP Milestone 
4 Jefferson Court James Spanier Associates 100 N.W. 37 Avenue 532 Adams St. , Ste. 182 
Princeton, NJ 08540 120 East 75th St. Miami, FL 33125 Milton, MA 02186 

Ph. 908-329-2268 New York, NY 10021 Ph. 305-649-5400 Ph. 617-333-0913 

Contact: Jack Paxton Ph. 212-472-3766 Contact: Jim Loretta Contact: Robert T araschi 

Pkg. Gds., HBA, Fnce., Rtlg. , Hi-tech, Contact: Julie Horner Serving All U.S. Hispanic Mkts. & Latin 15 Yrs. Fadlitation Exp.;Cust. Adv. Boards; 

Bus.!Bus., Adv. Rsch. Focus Groups And One-On-Ones America. 
Unique ''Mkt. Rsch. & Innovation Co." 

In Broad Range Of Categories. Dan Wiese Marketing Research 
Phoenix Consultants Sweeney International, Ltd. 

2108 Greenwood Dr., S.E. 
5627 Arch Crest Dr. Dwight Spencer & Associates 221 Main St. 

Cedar Rapids, lA 52403 
Los Angeles, CA 90043 1290 Grandview Avenue Danbury, CT 06810 Ph. 319-364-2866 
Ph. 213-294-5648 Columbus, OH 43212 Ph. 203-7 48-1638 

Contact: Dan Wiese 
Contact: Diane Sanders Ph. 614-488-3123 Contact: Timm Sweeney 

Highly Experienced: Farmers, Consum-
Nat'/. Group Expert Moderators, Ethnic/ Contact: Betty Spencer Qualitative Research. Member: ers, Business. 
Adv./Cons. 4'x16'MirrorViewingRm. Seats 8-12. /n QRCA/AMA/Advt. Club. 

House AudioNid. Equip. 
Wolf/Aitschui/Callahan, Inc. 

Rodgers Marketing Research Technometrica 60 Madison Avenue, 5th fl. 
4575 Edwin Drive, NW Spier Research Group 85 Kinderkamack Rd. 

New York, NY 10010-1600 
Canton, OH 44718 1 Lookout Circle Emerson, NJ 07630 

Ph. 212-725-8840 
Ph. 216-492-8880 Larchmont, NY 1 0538 Ph. 201 -986-1288 

Contact: Judi Lippert 
Contact: Alice Rodgers Ph. 914-834-3749 Contact: James M. Sears 

Business-To-Business, Consumers, All 
Creative/Cost Effective: New Product! Contact: Daisy Spier Specializing In Med. , Bus.-To-Bus. & 

Specialties. 
Consumer, Etc. Advtg./Dir. Mktg./Prod. Dev./Cons./ Other Hard To Arrange Groups. 

Business/FG/'s/1 on 1's. 
Yarnell Inc. 

Rudick Research Thorne Creative Rsch. Svces. 
147 Columbia Tpke., #302 

One Gorham Island, 3rd Floor JaneL. Stegner, Inc. 65 Pondfield Rd., Ste. 3 Florham Park, NJ 07932 
Westport, CT 06880 2215 Penn Ave. So. Bronxville, NY 10708 

Ph. 201-593-0050 
Ph. 203-226-5844 Minneapolis, MN 55405 Ph. 914-337-1364 

Contact: Steven M. Yarnell 
Contact: Mindy Rudick Ph. 612-377-2490 Contact: Gina Thorne New Product Development & Position-
1 0+ yrs. Experience Utilizing Contact: Jane Stegner Ideation, Teens, New Product 

ing. HW/SW Cos. 
Innovative Techniques. Bus.-To-Bus./MedicaVFncl. Svcs./Agric., Ad Concepts, Package Goods. 

Groups/1: 1's. 

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

California Cunning his Associates Iowa MedProbe Medical Mktg. Rsch. 

Asian Marketing Kerr & Downs Research Dan Wiese Marketing Research Outsmart Marketing 

Auto Pacific Group, Inc. Strategy Research Corporation Jane L. Stegner, Inc. 

Erlich Transcultural Consultants 
Georgia Maryland Missouri Freeman, Sullivan & Co. Hammer Marketing Resources 

Grieco Research Group, Inc. Elrick and Lavidge Nancy Low & Associates, Inc. 
12 

Hispanic Market Connections James A. Lumpp 
Hispanic Marketing Michelson & Associates, Inc. 

Massachusetts Nebraska 
lnfotech Research Studies 
Lachman Research & Marketing Svces. Illinois Dolobowsky Qual. Svcs., Inc. Three Cedars Research 

Market Development, Inc. George I. Balch 
First Market Rsch. (L. Lynch) 

New Jersey Phoenix Consultants Monitor Research Corp. 
Strategic Research, Inc. 

Communications Workshop, Inc. TMP Milestone Jack Paxton & Associates 
Creative & Response Rsch. Svcs. T echnometrica 

Connecticut 
Doyle Research Associates 

Michigan Yarnell Inc. 
Anne Flanz Custom Marketing Research 

Access Research, Inc. Irvine Consulting, Inc. Brand Consulting Group 
New York The Clowes Partnership Kehr Research , Inc. KidFacts Research 

Groups Plus Leichliter Associates Nordhaus Research, Inc. Asian Perspective, Inc. 
Rudick Research Marketing Advantage Research PACE, Inc. BAI 
Sweeney International, Ltd. Ebony Marketing Research, Inc. 

Indiana Minnesota Fader, William & Associates 

Florida Focused Resources Cambridge Research, Inc. Find/SVP 

Carlson Marketing Consultants 
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Focus On Hudson 
Focus Plus 
Horowitz Associates Inc. 
KS & R Consumer Testing Center 
Leichliter Ascts. 
Market Navigation, Inc. 
Rhoda Schild Focus Group Recruiting/ 
Mktg. James Spanier Associates 
Spier Research Group 
Thorne Creative Research 
Wolf/Aitschui/Callahan, Inc. 

North Carolina 
Catherine Bryant & Associates 
The Customer Center, Inc. 
D/R/S HealthCare Consultants 
Medical Marketing Research, Inc. 

Ohio 
Pat Henry Market Research, Inc. 
Matrixx Marketing 
Rodgers Marketing Research 
Dwight Spencer & Associates 

Pennsylvania 
lntersearch Corp. 
Campos Market Research 
Michael Carraher Discovery Rsch. 
Consumer/Industrial Research (C/IR) 
Data & Management Counsel, Inc. 
Direct Feedback 

Texas 
First Market Rsch. (J. Heiman) 

Utah 
Focused Solutions 

Virginia 
Franklin Associates, Inc. 

Washington 
Consumer Opinion Services 

Wisconsin 
Gene Kroupa & Associates 

SPECIALTYCRDSSINDEXDFMDDERATDRS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING Erlich Transcultural Consultants Fader, William & Associates Strategic Research, Inc. 
Fader, William & Associates KidFacts Research Brand Consulting Group 

Matrixx Marketing-Research Div. DIRECT MARKETING Cambridge Research, Inc. 
AUTOMOTIVE Outsmart Marketing BAI The Clowes Partnership 

Spier Research Group Creative & Response Rsch. Svcs. Auto Pacific Group, Inc. 
COMMUNICATIONS The Customer Center, Inc. Creative & Response Rsch. Svcs. 

Dolobowsky Qual. Svcs. , Inc. Erlich Transcultural Consultants RESEARCH EDUCATION 
Doyle Research Associates Matrixx Marketing-Research Div. Access Research, Inc. Marketing Advantage Research 
Erlich Transcultural Consultants PACE, Inc. The Customer Center, Inc. 
Fader, William & Associates 

ENTERTAINMENT First Market Research (L. Lynch) BIO-TECH COMPUTERS/MIS Sweeney International, Ltd. Kehr Research , Inc. Focus On Hudson Michael Carraher Discovery Rsch. Gene Kroupa & Associates 
lntersearch Corporation Creative & Response Rsch. Svcs. EXECUTIVES James A. Lumpp Irvine Consulting, Inc. Fader, William & Associates 

BAI PACE, Inc. Market Navigation, Inc. Find/SVP 
Creative & Response Rsch. Svcs. Spier Research Group MedProbe Medical Mktg. Rsch. First Market Research (J. Heiman) 
Dolobowsky Qual. Svcs. , Inc. Strategy Research Corporation Medical Marketing Research, Inc. Leichliter Associates 
Fader, William & Associates Sweeney International, Ltd . 

Market Navigation, Inc. 
First Market Research (J. Heiman) Thorne Creative Research 

BUS.-TO-BUS. Marketing Advantage Research 
lntersearch Corporation Dan Wiese Marketing Research 

Access Research, Inc. Monitor Research Corp. 
Marketing Advantage Research 

AFRICAN-AMERICAN BAI James Spanier Associates 
PACE, Inc. 

Cambridge Research, Inc. Strategic Research, Inc. 
James Spanier Associates Ebony Marketing Research, Inc. Michael Carraher Discovery Rsch. Sweeney International, Ltd. 
Strategy Research Corporation 

Consumer/Industrial Research (C/IR) Yarnell Inc. 
Sweeney International, Ltd. AGRICULTURE Consumer Opinion Services 

CONSUMERS FINANCIAL SERVICES 
Cambridge Research, Inc. Creative & Response Rsch. Svcs. 
Consumer/Industrial Research (C/IR) Data & Management Counsel, Inc. Consumer Opinion Services 

Access Research, Inc. The Customer Center, Inc. Direct Feedback Creative & Response Rsch. Svcs. 
BAI Gene Kroupa & Associates Fader, William & Associates Doyle Research Associates 
Cambridge Research, Inc. James A. Lumpp First Market Research (J. Heiman) Pat Henry Market Research, Inc. 
Michael Carraher Discovery Rsch. Market Navigation, Inc. Pat Henry Market Research, Inc. lntersearch Corporation 
Creative & Response Rsch. Svcs. Dan Wiese Marketing Research lntersearch Corporation Kehr Research, Inc. 
Dolobowsky Qual. Svcs., Inc. Gene Kroupa & Associates Gene Kroupa & Associates 
Elrick and Lavidge ALCOHOLIC BEV. James A. Lumpp James A. Lumpp 
Fader, William & Associates Monitor Research Corp. Marketing Advantage Research 
lntersearch Corporation · George I. Balch 

James Spanier Associates Rodgers Marketing Research 
Matrixx Marketing-Research Div. Creative & Response Rsch. Svcs. 

Spier Research Group Thorne Creative Research 
Monitor Research Corp. Strategy Research Corporation 

Sweeney International, Ltd. Dan Wiese Marketing Research 
Nordhaus Research, Inc. 

APPAREL/FOOTWEAR Wolf/ Altschul/Gallahan, Inc. Wolf/Aitschui/Callahan, Inc. 
The Research Center Yarnell Inc. 
James Spanier Associates Brand Consulting Group 

CUSTOMER Sweeney lnt'l. Ltd. The Customer Center, Inc. CABLE SATISFACTION Creative & Response Svces. , Inc. 
BAI FOODS/NUTRITION ASIAN 

Asian Marketing CHILDREN Michael Carraher Discovery Rsch. Leichliter Associates 
Elrick and Lavidge Asian Perspective, Inc. Carlson Marketing Consultants 
Fader, William & Associates Communication Research Creative & Response Rsch. Svcs. 
James A. Lumpp Data & Management Counsel, Inc. Doyle Research Associates 
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FOOD PRODUCTS INDUSTRIAL Doyle Research Associates TEACHERS 
BAI The Customer Center, Inc. Kehr Research , Inc. Marketing Advantage Research 
Creative & Response Rsch. Svcs. First Market Research (J. Heiman) Thorne Creative Research 

Doyle Research Associates lntersearch Corporation 
PARENTS TEENAGERS 

Kehr Research, Inc. Market Navigation, Inc. Creative & Response Rsch. Svcs. 
KidFacts Research Strategic Research, Inc. Doyle Research Associates Doyle Research Associates 
Outsmart Marketing Sweeney International, Ltd. Fader, William & Associates Fader, William & Associates 
James Spanier Associates Dan Wiese Marketing Research Marketing Advantage Research KidFacts Research 
Thorne Creative Research Matrixx Marketing-Research Div. 

INSURANCE PET PRODUCTS Thorne Creative Research 
HEALTH & BEAUTY Marketing Advantage Research Cambridge Research, Inc. 

PRODUCTS The Customer Center, Inc. TELECOMMUNICATIONS 
BAI INTERACTIVE PROD./ Kehr Research, Inc. BAI 
Thorne Creative Research SERVICES/RETAILING Marketing Advantage Research Cunninghis Associates 

Thorne Creative Research Elrick and Lavidge 
HEALTH ·cARE 

Leichliter Associates 

PHARMACEUTICALS 
Find/SVP 

Access Research, Inc. MANAGEMENT First Market Research (J. Heiman) 
BAI Horowitz Associates Inc. George I. Balch James A. Lumpp Creative & Response Rsch. Svcs. lntersearch Corporation Consumer/Industrial Research (C/IR) 

Dolobowsky Qual. Svces., Inc. D/R/S HealthCare Consultants Marketing Advantage Research 

D/R/S HealthCare Consultants MEDICAL PROFESSION Focus On Hudson Strategy Research Corporation 

Elrick and Lavidge D/R/S HealthCare Consultants lnfotech Research Studies 

Erlich Transcultural Consultants Focus On Hudson lntersearch Corporation TELECONFERENCING 
Find/SVP Pat Henry Market Research, Inc. Irvine Consulting, Inc. Cambridge Research, Inc. 
First Market Research (L. Lynch) lntersearch Corporation Kehr Research , Inc. 

Freeman, Sullivan & Co. Kehr Research, Inc. Market Navigation, Inc. TELEPHONE FOCUS 
lnfotech Research Studies Nancy Low & Associates, Inc. MedProbe Medical Mktg. Rsch. 

lntersearch Corporation Matrixx Marketing-Research Div. Medical Marketing Research, Inc. GROUPS 
Irvine Consulting, Inc. MedProbe Medical Mktg. Rsch. Consumer/Industrial Research (C/IR) 
Kehr Research, Inc. Medical Marketing Research, Inc. PUBLIC POLICY RSCH. Creative & Response Rsch. Svcs. 
Market Navigation, Inc. Nordhaus Research, Inc. George I. Balch The Customer Center, Inc. 
Matrixx Marketing-Research Div. Rhoda Schild Focus Group Recruiting!Mktg. lntersearch Corporation 
MedProbe Medical Mktg. Rsch. PUBLISHING Market Navigation, Inc. 
Medical Marketing Research, Inc. MODERATOR TRAINING First Market Research (J. Heiman) 

Medical Marketing Research, Inc. 
Nordhaus Research, Inc. Cunninghis Associates Marketing Advantage Research 

MedProbe Medical Mktg. Rsch. 

James Spanier Associates 
Spier Research Group TOYS/GAMES Strategy Research Corporation MULTIMEDIA Thorne Creative Research 

Marketing Advantage Research Dan Wiese Marketing Research Carlson Marketing Consultants 

HISPANIC Fader, William & Associates 

Data & Management Counsel, Inc. NATURAL HEALTH RETAIL KidFacts Research 

Ebony Marketing Research, Inc. CARE/REMEDIES Brand Consulting Group TRANSPORTATION Erlich Transcultural Consultants 
Focused Solutions First Market Research (L. Lynch) 

Hispanic Market Connections, Inc. Pat Henry Market Research, Inc. SVCES. 
Hispanic Marketing NEW PRODUCT DEV. Sweeney International, Ltd. 

Communication Research SENIORS 
Market Development, Inc. BAI 

Strategy Research Corporation Brand Consulting Group Erlich Transcultural Consultants TRAVEL 
Carlson Marketing Consultants Marketing Advantage Research Michael Carraher Discovery Rsch. 

IDEA GENERATION The Clowes Partnership James A. Lumpp 
Creative & Response Rsch. Svcs. SERVICES James Spanier Associates 

Analysis Research Ltd. Data & Management Counsel, Inc. Spier Research Group Sweeney International, Ltd. 
BAI Dolobowsky Qual. Svcs., Inc. 
George I. Balch Elrick and Lavidge SMALL BUSINESS/ UTILITIES Brand Consulting Group Fader, William & Associates Fader, William & Associates Creative & Response Rsch. Svcs. First Market Research (J. Heiman) ENTREPRENEURS 
Dolobowsky Qual. Svcs. , Inc. First Market Resear~h (L. Lynch) Leichliter Associates 

Freeman, Sullivan & Co. 

Elrick and Lavidge lntersearch Corporation Strategy Research Corporation 
Nordhaus Research, Inc. 

Kehr Research, Inc. Kehr Research , Inc. Yarnell Inc. 
Leichliter Associates KidFacts Research WEALTHY 
Matrixx Marketing-Research Div. Leichliter Associates SOFT DRINKS, BEER, Strategy Research Corporation 
Monitor Research Corp. Marketing Advantage Research WINE Outsmart Marketing Outsmart Marketing YOUTH 
Sweeney International, Ltd. James Spanier Associates Carlson Marketing Consultants 

Doyle Research Associates Thorne Creative Research Creative & Response Rsch. Svcs. Fader, William & Associates 
PACKAGED GOODS Grieco Research Group, Inc. Outsmart Marketing 

Strategy Research Corporation 
BAI Thorne Creative Research 
Creative & Response Rsch. Svcs. 
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Data Use 
continued from p. 15 

when it is true; thus on average look
ing at 20 t-tests in a 20 independent 
variable regression you will state that 
one ofthe coefficients is significantly 
different from 0 when in fact it is not. 
The true significance level is 1-.9520 

= .64, not .05. The F-test, though , 
retains its .05 probability of rejecting 
the hypothesis that all the regression 
coefficients are 0 when that hypoth
esis is true. 

-Albert Madansky 

Gary Mullet 's response: 

Madansky points out an alternative 
explanation why an overall F -statis
tic for the entire regression model 
may be significant and yet none of the 
t-statistics ( F -statistics in some com
puter packages) for individual par
tial regression coefficients is signifi
cant at the same significance level. 
The major thrust of my original paper 
was to indicate that , yes, this can 
occur and, yes, it is frequently dis
concerting to the analyst when it does. 

The temperature example which I 
used is certainly not one which any
one would actually attempt to repli
cate. I doubt if anyone would seri
ously try to run a regression model 
using temperature measured in both 
Fahrenheit and Celsius as two sepa
rate potential explanatory variables. 
My discussion was more to generate 
an, "Ah, hal I get it!" than to suggest 
using such highly correlated vari
ables . However, and maybe this is 
more a function of my age than any
thing else, I recall running some re
gression analyses on a UNIVAC 1108 
where I had messed up the data for
mat card (yes, the term "card image 
data" alludes to the fact that data 
sets were once punched on actual 
cards and entered into the computer 
via a card reader) and all values of 
the dependent and all independent 
variables were read in as "0" . The 
regression duly ran and the output 
showed no error messages, merely 
values ofO.OO for everything, includ-

March 1995 

ing ratios of0/0, except the adjusted 
R2 was -.700. It seems like only yes
terday that that happened, but it was 
more than a few years ago. 

In Madansky' s last paragraph , the 
reader needs to be aware that the 
reference is still to 20 orthogonal 
independent variables , not just any 
20 "independent" variables , in the 
computation of the .64 significance 
level. This, too, points out the prob
lem with the term "independent vari
able" in regression analysis in gen-

Hispanics 

tend to 

preserve 

their cultural 

values, 

traditions, 

and identity. 

eral. 
Overall, I'm pleased that such is

sues are not just a worry of mine, but 
concern many others in the research 
industry as well. 

The ability to understand 

Hispanic cultural values and · 

forecast their influence on a 

purchasing decision is vital 

to successful Hispanic 

marketing programs. 

In fact, an understanding of 

Hispanic lifestyle and values, 

as well as an appreciation of 

the subtleties of their cultural 

contextualizations, can mean 

the difference between market

ing success and failure. 

Hispanic Market Connections, 

Inc. is a bilingual, bicultural 

full service market research 

firm that provides insightful 

and timely market intelligence 

about the Hispanic communi

ty's perceptions, attitudes and 

purchasing patterns. 

Hispanic MA A K ET 
CONNECTIONS, INC. 
Bilingual/Bicultural Market Research 

415/965-3859 
515 0 El Camino Real 

Suite D-11 

Los Altos, CA 94022 
Fax: 415/965-3874 

M. Isabel Valdes- President 
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Listin Additions 
Please add the following firm to the 1995 Directory of Focus Group 
Facilities: 

Hollis Research Centre 
P.O. Box 922 
Hollis, NH 03049 
Ph. 603-465-3034 
Fax 603-924-2009 
Contact: Rick Hardy or Lou Zivic 
1 ,2,4,6,7C,8 
Rm. 1) 30x43 Obs. Rm. Seats 10-12 
Rm. 2) 14x32 Obs. Rm. Seats 8-10 

Please add the following firm to the 1995 Data Processing/Statistical 
Analysis/Software Directory: 

Batch Data Processing Inc. 
7009 D Taylorsville Rd. 
Dayton, OH 45424 
Ph. 513-235-2962 
Fax 513-235-2743 
Linda Seitz, President 

Please add the following firm to the 1995 Ethnic Research Directory: 

Lee Slurzberg Research, Inc. 
379 Windsor Rd. 
Englewood, NJ 07631 
Ph. 201 -567-2265 
Lee Slurzberg, President 

Please note the correction to the following listing from the 1995 
Researcher SourceBook Supplement. 

Due to a typing error, the write-up for Information Please (QMRR, 
January, p. 55) was incorrect. The corrected listing and write-up should 
read : 

Information Please 
19 Main St. 
P.O. Box 350 
Asbury Park, NJ 07712 
Ph. 908-776-8800 
Fax 908-776-6624 
John E. Belding, Vice President 

We are telephone interviewers under the personal direction of John 
Belding, who represents over 40 years information gathering experi
ence. Our interviewing focus includes consumer attitude studies, 
business usage/attitude studies, government/political issues, delivery 
of medical care, product awareness/acceptance studies and in-depth 
interviews of professional persons. 

Corrections 
Due to an editing error, the entry "Market research report designer 
debuts" in the Product & Service Update section of the- February 1995 
QMRR contained incorrect information. The e-mail address to write 
to for information on SmartReport should read Mfassino@Delphi.com. 
QMRR regrets the error. 

Sales Offices 
Headquarters: Evan Tweed, Quirk's Marketing Research Review, 6607 
18th Ave. So., Minneapolis, MN 55423, Phone: 612-861-8051. Fax: 612-
861-1836 

West Coast: Lane Weiss, Lane Weiss & Associates, 10 Black Log Rd., 
Kentfield, CA 94904, Phone: 4 15-461-1404. Fax: 415-461-9555 
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Classified Ads 

market research 

Your future is as 
good as your ideas. 

We're doing everything we can to become a leader in the 
telecommunications industry- and ifs working. We want to take the lead, 
and we know how to do it. With a few more dynamic people, just like you. 

~anager, ~arketltesearch 
In this vital position, you will manage outside research vendors as well 

as collec~ analyze and report strategic direction to senior management 
within the business unit. 

Candidate must possess strong quantitative skills with market research 
and competitive assessment experience. Must have 10 years experience in 
marketing managemen~ preferably competitive analysis. An MBA or 
equivalent experience is required. Successful applicant will also possess 
business/marketing skills, excellent interpersonal skills and the ability to 
handle multiple tasks. 

At Sprin~ you will find a competitive salary and an extensive array of 
benefits. For consideration, please send your resume to: Sprint, Dept 
MR2/DK, Mailstop MOKCMP0107, P.O. Box 8417, Kansas City, 
MO 64114-0417. We are proud to be an EEO I M employer M/F /D /V. 
Also, we maintain a drug-free workplace and perform pre-employment 
substance abuse testing. 

• ~~Snrinte ¥ r 
Be there now. 

Attention 

Moderators 
QMRR periodically mails special materials to 
the more than 1500 moderators in our 
database. If you are a professional moderator 
and would like to be on our list, or if you 
know someone who should be on it, please 
send the information to the address below or 
fax it to 612-861-1836. Thank you! 

Moderator Program 
c/o Quirk's Marketing Research Review 

P.O. Box 23536 
Minneapolis, MN 55423 

Phone 612-861-8051 

Quirk's Marketing Research Review 



Trade Talk 
continued from p. 66 

moderator talks inserts a clo e-quote mark on my comment 
and begins theirs. 

Short cuts also let the typist quickly insert observations 
about respondent body language, tone of voice or other 
behavior at the touch of a control-key. These observations, 
which appear on the printed transcript as [Laughter] [Sarcas

also do word searches and frequency analyses. 

Transcription drudgery 
Rich Nadler, president of Perseus Development Corp., 

says the idea for the software grew out of frustration with the 
drudgery that is transcription reading. Before turning their 
attention to software development, he and his biz partners did 
a good deal of moderating. 

"We wondered, how can we streamline the process of 
capturing the information, so tic] [Hostile], can be custom

ized to indicate just aboutany
thing - as I found, much to 
thedispleasureofmyco-work
ers. 

~~~~~~··················· you have quick access to the L.IG"-orc.:._o ..:...::ro=pic=------_JI [!) jewels of learning? Once 

Moderator: "'Having reviewed both brands, what do you feel are the most important issues you 
would consider when deciding which to purchase?" 

11 ~in Jones, Insurance: "I prefer brand A over the competitive brands. Of course price is a 
ma1or concern. but we're equally concerned about the availability • of service." 

(Elapsed Time: 0:05:46) 

21 Cynthia Smith. Finance: "Service is the key issue. We are re~ant on this product and if we 
don't have fa st.. professional service it doesn't matter how much money we saved."' 

you've spent six hours reading 
transcripts you lose your en
thusiasm. You want to remain 
fresh so that you can take ad
vantage of the ideas that might 
come from the group's com
ments," Nadler says. 

Also in facilities 

Any comment can be 
marked as a highlight during 
the proceedings and com
piled for later reference. Re
ports are time-stamped, mak
ing it easy to check them 
against video or audio tapes 
of the group. The software is also avail-

The software's audio fea- able for lease by focus group 
ture also allows you to record .._ _ _ _ __________________ _. facilities. Nadler says a num-

Here is a sample screen from FocusReport's Session Processor module, 
respondent highlights through showing the view the typist sees while recording the focus group conversation . ber of facilities are leasing the 
a microphone or direct input software, in cities like Boston, 
from the audio line. The comments can be embedded into a New York, Philadelphia and Chicago. He also reports that 
report for later listening. temp agencies in Boston and New York now have workers 

After the session is done, the typist uses the Session who are trained in using the software. 
Analyst to create a report. The first section contains a sum- Hayessays thatlargercompaniesthatdoalotofqualitative 
mary of all of the highlights that the typist marked during the may find the program useful for managing the information 
session. The second is a statistical summary, showing the they get from their one-on-ones or groups. Nadler reports that 
amount of time spent on each topic, the percentage of time some companies are also using it to record meetings. 
each respondent spoke, and the percentage of overall dia- Personally, I'm waiting for Perseus to design a Mac-based 
Iogue per participant (based on word count). version of the program so I can use it to transcribe my phone 

Using the Session Analyst, you can open several group interviews. When it's ready for beta testing, you know where 
sessions and merge comments into one document. You can to find me, Rich! 0 
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By Joseph Rydholm/QMRR editor 

A reprieve from 
transcription drudgery? 
E verybody knows focus group transcripts are a drag. 

They're a drag to type and a drag to read. If you do 
qualitative, you can't avoid them- gotta have those 

verbatims - but a new PC-based software program might 
make them easier to slog through. 

With the aid of a typist using the software, called 
FocusReports, a moderator can record, real-time, a near
complete transcription or compile an accurate sketch of a 
qualitative discussion to guide later transcription and verba-

tim searches. 
FocusReports consists of two modules, the Session Pro

cessor, which is used to record the group proceedings, and the 
Session Analyst, which combines a word processor with a 
variety of text analysis functions. 

The moderator simply sets up a typist at a computer 
equipped with the software, briefs them on the topics that will 
be covered and any jargon to be aware of, and the typist takes 
it from there, recording the comments of each participant as 

-------------------------. he or she watches the group from the back room. 

EN,,~riDN y·~,J - TM 

If you're ready to start converting market research information into 
marketing knowledge, call Susan Pine at 1-800-854-0019 or by fax at 
610-566-4252 and get a demo disk of EnVision Knowledge Products' 
SmartReport. 

SmartReport an extremely easy to use computer program for creating and 
distributing interactive multimedia market research reports. The 
SmartReport allows market researchers to: 

:lO>- Access built-in tools so users can perform their own analyses, including easy to 
use cross tab and statistical analysis, from simple t-tests to powerful perceptual 
maps. 

:lO>- Completely integrate qualitative and quantitative research. 

:lO>- Extremely easy to use interface. SmartReport works with hypertext so users 
simply click their mouse over words or numbers to navigate through their market 
research knowledgebase. 

:lO>- Automatically update text and graphics in tracking studies. 

:lO>- Designed specifically for market research so the SmartReport's data handling 
and analytic capability exceed any other presentation or multimedia 
development package. 

:lO>- Provides integration of complex statistical models such as conjoint simulators so 
they are activated from within a report. 

:lO>- Designed around the Windows operating system, SmartReport requires no 
additional software or hardware so researchers can immediately access a large 
installed base. 

:lO>- SmartReport is Internet ready. Because of the authoring language underlying 
SmartReport, it is compatible with all specifications of Mosaic and Internet's 
World Wide Web. 
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The software was created by Perseus Development Corp., 
Needham, Mass., and is being marketed by Bernett Research 
Services, Boston. 

Andrew Hayes, vice president of marketing, Bernett Re
search Services, says FocusReports isn't intended to take the 
place of transcripts. "It's more an abridged transcript or 
advanced notetaking program. We think that it will be a nice 
tool for turning reports around quickly and capturing the 
highlights." 

Easy to use 
I had a chance to test-drive the program recently, typing in 

my own little imaginary focus group session featuring my co
workers and I. Sadly, none of it can be reprinted here- this 
is a family magazine, after all. I found the program easy to use 
and actually kind of fun. 

Obviously, as with any new program, typists will need 
some time to get acquainted with it, but if a Windows rookie 
like me (I'm a Mac man, through and through) can get the 
program up and running with little trouble, anyone can do it. 

The software has a number of built-in short cuts to make 
sure the typist can focus on recording respondent comments. 
For example, there's no need to type a person's name each 
time he or she speaks. Prior to the start of the group you pre
assign each respondent to one of the 12 function keys. So if 
I'm respondent three and you want to begin a quote of mine, 
hit F3 and my name is automatically typed out at the start of 
a new line, with the open-quote mark, like so, 

31 Joe Rydholm: " 
Hitting another F key when a different respondent or the 
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Experience Is The Best Teacher: 
We cordially invite you to learn marketing research methods and applications from the professionals who have done more 
customized marketing research and have taught it to more people than anyone else in the world! 

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

It is just one of the many reasons for the rave 
reviews we have received worldwide from past 
participants at more than 2,000 marketing research 
seminars conducted by us during the past 20 
years. Here are just a few verbatims from recent 
seminar evaluations: 

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

Director of Market Research, Faultless Starch/Bon Ami 

2. Fantastic - ! finally understand the stuff that good college professors 
could not explain if their lives depended on it. Great manual. Speaker 
is really great - I have learned more from him in 2 days than I did in 
2 years in grad school ! 

Market Administrator, GTE Directories 

3. If the wealth of information, knowledge and understanding I walked 
away with could be converted to money, I would be a mill ionaire from 
hereafter. I was never more impressed with an instructor and a 
seminar as I was with this. Workbook like none I have ever been 
exposed to ... somewhat similar to the Encyclopaedia Brittanica. 
Speaker dynamic, exciting, brilliant, showed tremendous interest in 
the subject as well as each participant. 

Project Coordinator, General Foods 

4. Super- best 2 day seminar I've ever had. Totally targeted. Best 
workbook I've seen in terms of walking away with a great memory 
jogger. Super speaker. 

Manager, ICI Pharmaceuticals 

5. I have listed more than 30 ideas for immediate implementation at my 
company. Outstanding speaker: expert, enthusiastic, as good a 
listener as he is a teacher. 

Manager, Consumer Research, Heinz 

6. Fantastic and on-track ! The manual will be a great addition to our 
reference library ! Priceless! So well laid out. Speaker excellent, 
interesting - on-track. 

Product Researcher, Midmark Corporation 

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

Business Research Analyst, Dow Chemical 

8. Fantastic! Even though I have an M.S. in slats I have never had such 
a clear picture of how to apply stat techniques before . Wonderful 
examples to explain the theories, ideas, philosophies-superb 
(speaker)! Helped to motivate me to expand my use of different 
techniques and explore more possibil ities. 

Marketing Research Analyst, Consumer Power Company 

9. "Intensive" is an understatement. But, I sure feel I got my money's 
worth . I got every1hing I came for, and more. Incredibly helpful and 
useful information. Terrific workbook. Unique instructor ... someone 
who can "do" and "teach". Wonderfully enthusiastic. 

Principal, CreBive Focus 

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

Marketing Research Analyst, Depuy 
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Cincinnati Corporate Headquarters 
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Covington, Kentucky 41011 
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The Burke Institute 
Partial Schedule of Burke Institute Seminars Through December 1995 

101. 

104. 

lOS. 

201. 

202. 

203. 

204. 

301. 

401. 

October-December 1994 dates precede the 1995 dates in the following list. 

Practical Marketing Research 501. Applications of Marketing Research 
Toronto ......... ............. ........ Oct. 31-Nov. 2 San Antonio ....................... Dec. 15-16 
New Orleans ... .... ... .......... .. Nov. 21 -23 Cincinnati .... ...................... Mar. 2-3 
San Antonio ............. .......... Dec. 12-14 Toronto ........ ........ ......... .. ... May 4-5 
Atlanta .......... ..................... Jan. 9- 11 Chicago ...... .... ......... ...... ..... June 15- 16 

ew York .......................... Jan. 30-Feb. I <;incinnati ..... ....... ... .... ... .... Aug. 10-11 
Cincinnati .......................... Feb. 27-Mar. I Boston .... ...... .. ......... .. ......... Sept. 14-15 
Chicago .......... .......... .......... Mar. 27-29 Detroit ................................ ov. 9-10 
Cincinnati ........ .................. Apr. 17- 19 502. Product Research 
Toronto .... ............... ........... May 1-3 New York ........ ... ... ... ..... .. .. Feb. 2 1-22 
Boston ................................ May 22-24 Cincinnati .............. ............ July 6-7 
Chicago .......................... .... June 12- 14 Cincinnati ... .............. ......... Oct. 5-6 

ewYork .......................... July 10-12 
Cincinnati .............. ............ Aug. 7-9 
Boston .............. ......... ......... Sept. 11 - 13 
Cincinnati .......................... Oct. 2-4 
Boca Raton ........................ Oct. 16- 18 
Detroit ........... ........... .......... Nov. 6-8 
Cincinnati .......................... Dec. 4-6 
Questionnaire Construction Workshop 
Boca Raton ... ........... ....... ... Nov. 14-16 
Atlan ta ...................... .. ....... Jan. 16- 18 
Cincinnati .......... ... ............. Mar. 6-8 

ew York ..... ..................... Apr. 24-26 
Boston ................... ....... ...... June 19-2 1 
Cincinnati ..... .. ................... Aug. 14-16 

ew York ...... ... ... .......... ... . Sept. 25-27 
Cincinnati .......................... Nov. 13-15 
Questionnaire Design 
Boca Raton ........................ ov . 17-18 
Atlanta ..... ... ............... ....... . Jan. 19-20 
Cincinnati .......................... Mar. 9- 10 

ew York ........................ Apr. 27-28 
Boston ............ .................... June 22-23 
Cincinnati ............... ........... Aug. 17-18 
New York .......................... Sept. 28-29 
Cincinnati ...................... .... Nov. 16- 17 
Focus Groups 
Chicago .......... ...... .......... .... Oct. 20-21 

ew York ............... ........... Mar. 14-15 
Boston ................ ...... .... ...... Sept. 19-20 
Focus Group Moderator Training 
Cincinnati .......................... Dec. 6-9 
Cincinnati .......................... Jan. 24-27 
Cincinnati ....... ............... .. .. Feb. 2 1-24 
Cincinnati .......................... Apr. 10-13 
Cincinnati ......... May 9- 12 
Cincinnati ..... .... ........ ... ... ... June 13-16 
Cincinnati .... .. ...... ...... ... .... . Aug. 29-Sepl. I 
Cincinnati .......................... Oct. 3-6 
Cincinnati .... ........ ....... .... ... Dec. 5-8 
Focus Group Applications 
Cincinnati ........ ... ............ ... Dec. 12-14 
Cincinnati .......... ... .... ......... May 15-17 
Cincinnati ..... ..... ............ ... Dec. 11 -13 
Qualitative Research Reports 
Cincinnati ..... ..... .............. .. Dec. 15-16 
Cincinnati ......... .. .... ....... .... May 18- 19 
Cincinnati ..... ................. .... Dec. 14- 15 
Communicating Marketing Research 
Boston .............................. .. ov. 7-9 
Atlanta ................. .............. Feb. 6-8 
Cincinnati ............ ..... ......... Mar. 20-22 
Boston .. .... ....... ................... May 31-J une 2 
New York ....... .. ... ......... ..... July 17- 19 
Cincinnati ... ....... ... ......... .... Aug. 28-30 
Chicago .... ............ .............. Oct. 30-Nov. I 
Managing Marketing Research 
Boston ... ..... ... ... .. ..... ... .. ...... Nov. 10- 11 
Atlanta ..... .......... ................ Jan. 12- 13 
Cincinnati .......... .............. .. Mar. 23-24 
Boston .. .. .. .... .. .. .......... ..... .. . May 25-26 
Cincinnati ............... ...... ..... Aug. 31-Sept. I 
Chicago ... ....... .. ...... ........ .... Nov. 2-3 

504. Advertising Research 
New York ........ ......... ....... .. Feb. l6-17 
Cincinnati ... ....................... May 18- 19 
Boston .... ....... ... ..... .... ......... July 27-28 
Cincinnati .......... ................ Oct. 26-27 

505. Segmentation and Positioning Research 
New York ................. .. ... .... Feb. 14- 15 
Cincinnati ........... ...... ... ...... May 16-17 
Boston .................. .............. July 25-26 
Cincinnati ................. ......... Oct. 24-25 

506. Customer Satisfaction Research 

601. 

602. 

603. 

701. 

702. 

Toronto ...................... ........ Nov. 3-4 
New York ........ ... ... ... .. ... .... Feb. 23-24 
Cincinnati .... .............. ........ Apr. 20-21 
New York ....... .... ............... July 13-14 
Boca Raton ........................ Oct. 19-20 
Translating Data into Actionable 
Information 
Cincinnati .... ... ................... Dec. 19-20 
New York .................. ........ Feb. 2-3 
Chicago .......... .................... Mar. 30-31 
Cincinnati .................. ........ June 1-2 
Chicago ........ ...................... Sept. 7-8 
Cincinnati .. .. ......... ............. Dec. 7-8 
Tools and Techniques of Data Analysis 
Chicago ............... ....... .... .... Oct. 18-2 1 
Cincinnat i ........ ... ...... ....... .. Dec. 6-9 
Boston ................................ Jan. 24-27 
Cincinnati .. ...... .... ............ .. Mar. 14-17 
New York ..................... ..... May9-12 
At lanta .......... ............... ...... July 11- 14 
Cincinnati ........... .... ....... .... Aug. 22-25 
New York .......................... Oct. 10- 13 
Cincinnati ................... ... ... . Nov. 28-Dec. I 
Practical Multivariate Analysis 
Cincinnati ........................ .. Nov. 29-Dec. 2 
New York ...... ............... .. .. . Feb. 7-10 
Cincinnati ............... .... ....... Apr. 10-13 
Atlanta ............... June 6-9 

ew York ........ ....... ....... .... Aug. 1-4 
Boston ................... ...... ... .... Sept. 19-22 
Cincinnati ........ .... .......... ... . Nov. 7 -I 0 
International Marketing Research 
Cincinnati .......................... Oct. I 0- 11 
Cincinnati ...... ...... .... ..... ..... Mar. 8-9 
Boston .......... ............. ......... June 26-27 
Cincinnati ..... ....... ....... ....... Sept. 26-27 
Business to Business Marketing Research 
Cincinnati ................ .......... Apr. 5-7 
Cincinnati .. ....................... . Nov. 20-22 

Four-Week Certificate of Achievement 
Program 
Cincinnati .......................... Feb. 27 -Mar. 24 
Cincinnati ... .. .............. ....... Aug. 7-Sepl. I 

Two-Week Certificate of Proficiency in 
Qualitative Research Program 
Cincinnati .......... ................ Dec. 6-16 
Cincinnati ... .... ....... ......... ... May 9- 19 
Cincinnati .......................... Dec. 5-15 

Please call Lisa Raffignone at 800-543-8635 (ext. 6089) or 606-655-6089 for infonnation on the 
following Burke Insti tute seminars wh ich are also currentl y offe red by the Institute: 

I 02 Introduction to Marketing Re earch 
103 Marketing Re earch for Decision Makers 
205 Qualitative Marketing Research with Children 
302 Effective In-person Presenta tion of Marketing lnfonnation 
703 Industry Specific Sem inars 
to • Health Care • Telecommunications • Publ ic Utilities 
708 • Phannaceutical • Financial Institutions 

• Automotive{fransportation 

ALL OF THE ABOVE BURKE INSTITUfE SEMINARS ARE 
A V All.ABLE FOR IN-HOUSE PRESENTATION. 

Please look over the list of our current Burke Institute seminars. 
Then call us toll-free. We will help you select the best Burke 
Institute seminar or other educational opportunity to meet your 
specific needs. Please call Lisa Raffignone, Marketing Manager, 
or Dr. Sid Venkatesh, Presiden~. at 800-543-8635 (ext. 6135) or 
606-655-6135 or fax us at 606-655-6064. 
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"We offer focus groups 
in several states." 

Your multi-market research project doesn't have to leave you in a state 
of anxiety. To get the focus groups you want, it just takes fieldwork. 

fieldwork offers complete focus group facilities in some of the most critical 
market locations in the country. Each office provides a world class research 
environment with progressive client services. Not to mention qualified, well 

screened respondents from the best database in the industry. 

For the focus group your project deserves, call us today. 

ATLANTA - 404-988-0330 

BOSTON- Metro West- 617-899-3660 

~~~BOSTON- Downtown- 617-899-3660 

CHICAGO- North- 312-282-2911 

CHICAGO- O'Hare- 312-714-8700 

DENVER - 303-825-7788 

EAST- Fort Lee- 201-585-8200 

EAST- Westchester- 914-347-2145 

~~~ LOS ANGELES -714-252-8180 

PHOENIX- Scottsdale- 602-438-2800 

~~~ CHICAGO- Schaumburg- 708-413-9040 PHOENIX- South Mountain- 602-438-2800 

Multi-location studies- 1-800-TO-FIELD 

It takes fieldwork! 
Cirde No. 1 54 on Reader Ccwd 
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