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Focus Group Software 
Slashes 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 
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Research proves that respondents prefer sites with free 
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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
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Maker of design software uses telephone 
interviews to keep in touch with customers 

around the world 
By Joseph Rydholm 

QMRR editor 
Quirk's Marketing Research Review 



s the product life cycle gets 
shorter and shorter, and the 
stakes get higher and higher, 
designers of integrated circuits 

face enormous pressure to come up 
with new and better creations. 

Electronic design au tom ati on 
(EDA) software helps them do that. 
One of the largest companies in the 
EDA field is Synopsys, Inc. It pro­
duces software and other tools used 
by designers of integrated circuits for 
a wide range of industries and appli­
cations, including computer , con­
sumer e lectronics and industrial con­
trol systems. Worldwide, more than 
5,000 designers use the company's 
products. 

Founded in 1986, Synopsys has 
grown stead ily from a $250,000 start­
up with nine employees to revenues 
last year of $196 million and a staff of 

over 1000. Headquartered in Moun­
tain View, Calif., and Beaverton, Ore., 
the company has offices around the 
world. 

Realizing that its success depends 
on a relatively small number of cus­
tomers, Synopsys began a customer 
satisfaction research program in 1993. 
"You have to understand our indus­
try," says Jeff Moller, director of op­
erations and quality for Synopsys. 
"Many companies don't surv ive be­
yond the first generation of their soft­

ware. Our goal is not to suffer from 
that tendency, and the way to do that 
is to make sure customers really like 
us. Higher cu tomer satisfaction will 
have a lot to do with the longevity of 
the technology companies." 

April1995 

Moller says the company was al­
ready getting feedback on its perfor­
mance from customers but much of it 
was anecdotal. "Every customer visit 
produces a data point. The problem 
is, it's difficult to synthesize those 

data points into something that shows 
a trend. The only way you can under­
stand your trends, whether you're 
getting better or worse or holding 
steady, is by doing something more 
pervasive." 

provide us with honest, valuable in­
formation to drive meaningful 
change." 

Search for experience 
With a firm idea of what it wanted 

to accomplish, Synopsys interviewed 
a number of research companies, look­
ing for one with international re earch 
experience and capabilities in the 
business-to-business area, specifi­
cally high-tech. Burke Customer Sat-

11Many of the designers we 
Synopsys are educated In English anti 
English but we hare learned that 
difficulty With some of the soltet ,.., .. ;;; 
you need to get Into to mea ure 
satisfaction In English, so It wa 
speak to tllem In their Of/1111 langiiBge." 

The company wanted a more sys­
tematic way of gathering information 
from its customers, Moller says. "We 
felt we didn't have a good statistical 
grasp of their needs. We knew a lot 
about them but we cou ldn 't correlate 
information from one customer to 
another. So there were two things we 
needed to do better. First, we wanted 
a more rigid methodology to collect 
data that could be turned into action­
able information. Second, we wanted 
customers to be surveyed indepen­
dently so they could speak freely and 

isfaction Associates (CSA), Cincin­
nati, filled the bill. 

During 1993 and 1994 Burke CSA 
conducted one-on-one telephone in­
terviews with integrated chip design­
ers and managers in the United States, 
Germany and Japan. The interviews, 
which lasted about 20 minutes, were 
conducted in each respondent's na­
tive language by Burke CSA repre­
sentatives in the respective countries. 

The ability to conduct the inter-

continued on p. 51 
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Does your pricing 
study make this 
common mistake? 
Advanced technology products follow Z-shaped 
przce curves 
By Albert Fitzgerald 

Editor's note: Albert Fitzgerald is 
president of Answers Research, Inc. , 
Solana Beach, Calif. 

T raditional price studies attempt 
to create a price curve so that, 
within a range of prices, we can 

determine the quantity sold (i.e., rela­
tive demand). Traditional economics 
texts have typically drawn price curves 
as either straight lines or as smooth, 
concave curves. I remember my first 
college economics class using 
Samuelson's economics book (the 
"bible" of freshman economics). All of 
the price curves had a wonderfully 
smooth shape. Many were drawn as 
straight lines showing the simple rela­
tionship that as price increases, the quan­
tity that would be sold (i.e., demand) 
falls. 

$100 

$90 

$90 
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$60 

CJ $50 

~ 
$30 
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Traditional Price Curve 
(Straight Line) 

Quantity 

But more typically, the price curves 
were drawn with a concave shape (see 
next chart) demonstrating that as price 
gets very low, demand gets dispropor­
tionately greater. Likewise, even at very 
high prices, some people (presumably 
those who are not price sensitive) will 
continue to purchase in similar quanti­
ties. 

Ill 

·~ $50 
Q. 

Traditional Price Curve 
(Concave Line) 

Quantity 

Elasticity of demand (price 
sensitivity) at differing price 
points 

A straight line or flat price curve 
indicates that for all prices tested, 
price sensitivity is constant. This 
means that as price increases , de­
mand drops at a constant rate. In eco­
nomics texts price sensitivity is gen­
erally referred to as the "demand elas-

ticity." A concave price curve shows 
that price sensitivity is less at higher 
price points and greater at lower price 
points. This can be seen in chart 2 
above. As price drops from $100 to 
$70, the quantity demanded increases 
from one to two units, showing that 
for a relatively large price drop, few 
additional people buy. However, 
when price drops from $20 to $10, the 
number of units sold increases dra­
matically from six to 10 units, dem­
onstrating that, in this price range, 
the market is highly sensitive to price. 
The logic behind this type of price 
curve is that at high prices, most of 
the price sensitive people have al­
ready stopped buying and that the 
few people left are not very price 
sensitive and are willing to pay a high 
price. 

Z-shaped price curves 
For many business-to-business and 

advanced technology product pur­
chases, the traditional flat or concave 
price curves do not seem to fit empiri­
cal evidence. We have found in many 
quantitative studies that demand ac­
tually follows a Z-shaped price 
curve. 

Quirk's Marketing Research Review 
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"Z" Shaped Price Curve 

Quantity 

In the above chart we show a hypo­
thetical Z-shaped price curve. It shows 
three distinct sections. At lower prices 
(i.e., below $30) it shows a high sensi­
tivity to price, similar to what we would 
expect to see in a flat or concave price 
curve. At middle price points (i.e., be­
tween $30 and $80) we see a very low 
sensitivity to price changes. This differs 
from traditional price curves (i.e., flat or 
concave price curves) which would in­
dicate that price sensitivity should be 
medium. At higher price points (i.e., 
above $80) we see the exact opposite of 
what traditional economic theory would 
indicate. Instead of low price sensitiv­
ity, we see instead an area of very high 
price sensitivity. 

We have both empirically derived 
this phenomenon in numerous quantita­
tive studies as well as validated these 
results in qualitative studies. These find­
ings indicate that there are, indeed, three 
distinct sections to the price curve -
high price sensitivity exists at both very 
low and very high prices while low 
price sensitivity exists over a range of 
prices we call "going prices." 

Unique purchase process explains 
Z-shaped price curves 

To understand why sensitivity to price 
varies over certain ranges of prices, it is 
first necessary to understand the pur­
chase process for advanced technology 
and many business-to-business prod­
ucts. We can use as an example the 
purchase of a laptop computer. Busi­
ness purchases, and especially advanced 

April1995 

technology pur­
chases, tend to be 
high risk pur­
chases to buyers. 
Mistakes can 
have a high cost 
in terms of dol­
lars and to one's 
career. In addi­
tion, the "true" 
cost of many high 
technology prod­
ucts can be much 
higher when in­
tangibles such as 
training costs, po­
tential down 
time, and installation costs are included. 
When all of these factors are taken into 
account, many advanced technology 
products and other business purchases 
follow a similar purchase process. In 
this purchase process, the typical buyer 

Purchase Process for 
Advanced Technology Products 

Awareness Stage 
• "Should pay" price range established 
• "Long-list" developed 

• 
Consideration Stage 

• "Should pay" ceiling used to reduce to 
short list. 

• Evaluation Stage 
• Features/benefits determine purchase, 

not price, unless price is below "floor" 

• 
Purchase 

moves through four stages. 
Stage 1 is the awareness stage. Dur­

ing this stage it is quite typical for a 
buyer to conduct a literature search (i.e., 
look at a review of notebook PCs in a 
computer magazine), or ask a reseller or 
colleague for recommendations. The 
main purpose of this stage is to become 
educated about the alternatives and fea­
tures available. 

Stage 2 is the consideration stage. 
The purpose of this stage is to reduce the 

number of products evaluated. There 
are literally hundreds of possible note­
book PCs available on the market. Dur­
ing this stage the buyer selects a small 
subset for evaluation. This process of 
reducing the alternatives is often brutal 
and quick. By now the buyer has de­
cided on the key features he requires 
and typically has a solid idea of what he 
should have to pay. We call this range of 
prices the "should-pay" prices. At this 
stage, price is often a key determinant in 
what products make the cut and the 
should-pay price range becomes ex­
tremely important. Products that ex­
ceed the should-pay ceiling often are 
automatically excluded. And several 
products which are below the should­
pay floor are often evaluated even though 
they would normally not be evaluated. 
For example, when reviewing available 
notebook PCs, the buyer may decide 
that for a given set of features he should 
pay between $2,000 and $3,000. Any 
product that exceeds the $3,000 ceiling 
never makes it to the next stage. How­
ever, products that are less than the 
$2,000 floor are quite often taken into 
the next stage even though they would 
not typically have been evaluated at 
expected prices (perhaps because they 
are from an unknown manufacturer). In 
other words, the product is evaluated 

continued on p. 30 
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llout business-to-busines 
telephone samples 

Editor's note: Amy Starer is vice 
president, GENESYS Sampling Sys­
tems, a full-service sampling com­
pany based in Fort Washington, Pa. 
This article originally appeared in 
the company's newsletter. 

T
he value and the necessity of 
business-to-business research 
has become increasingly ap­
parent to the corporate world. 

This has caused explosive growth 
in the demand for this type of re­
search. To capitalize on the new 
opportunities presented by this 
growth, many research organiza­
tions find themselves venturing into 
unfamiliar, uncharted and some­
what confusing waters. 

It's not surprising, then, that our 
company's customer service staff is 
encountering more and more research­
ers who harbor misconceptions or a 
lack of basic knowledge about the 
sampling aspects of business-to-busi­
ness research. These misconceptions 
and myths, like stories of sea mon-

10 

sters and mermaids, can seem humor­
ous to those who have already sailed 
these seas, but they can be extremely 
dangerous to the less experienced. 
We would like to take a few of these 
myths and examine the reality hiding 
underneath. 

Myth #1 - The supplier that 
provided the list also compiled 
the list. This may sound silly, but 
you would be amazed at the suppli­
ers who claim to be generating 
sample from a proprietary data 
source when they are actually just 
remarketing someone else's data­
base. For example, at this time there 
are primarily two companies that 
compile yellow page information 
for the entire United States: Data­
base America and American Busi­
ness Lists. Everyone who markets a 
yellow page list uses basic infor­
mation that most likely started with 
one of these two companies. Many 
sampling products that are misrep­
resented in this way will have glitzy 

names - be cautious. 

Myth #2- Standard Industrial 
Classification (SIC) codes are, in 
fact, standard. SIC codes classify 
companies based on their line of 
business (i.e., doctors, lawyers, res­
taurants, tool and die companies) 
and are a valuable tool for targeting 
purposes. The first four digits of 
the SIC code (called the basic four) 
are administered by the United 
States Government's Office of Man­
agement and Budget, and are stan­
dard. However, many marketing 
information companies further clas­
sify businesses and industries into 
smaller, more specific subgroups 
(i.e., medical specialty or restau­
rant type). This i accomplished by 
adding more digits onto the basic 
four-digit SIC code. For example, 
Dun & Bradstreet Information Ser­
vices has developed an enhanced 
SIC coding system by adding four 

continued on p. 32 
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10 Reasons why SPSS helps you pinpoint customers and better understand your marketplace! 

1 
Industry standard 
Used by 44 of the top 50 marketing 
research firms. The powerful SPSS line 

of statistical and presentation software and its 
wide range of services are capable of handling 
many facets of your marketing research. 

Marketing segmentation 
Using demographic and segmentation 
analysis to better understand your 

customers is one of the best assets a marketer 
can have. SPSS helps you go beyond recency, 
frequency and monetary criteria to reduce 
large demographic data into smaller, more 
meaningful and profitable market segments. 

Total survey solution 
With its large family of products, SPSS is 
your answer for handling survey data. 

SPSS can help collect data, perform a wide range 
of statistical analyses on the data and finish the 
process with presentation-quality output. 

Product research 
Packed with the analytical functions you 
need, SPSS helps measure consumer 

preferences, define products and positioning, 
set prices and beat your competition. 

Ideal reporting and tables tools 
Crosstabulation is the bread and butter 
of your trade, and SPSS offers all you 

need for data management, analysis and high­
quality output. Display your results in any 
tabular form- stub-and-banner tables, contin­
gency tables and listings of data. It's also 
perfect for stacking and nesting variables. 

rn Customer satisfaction studies 
Discover what it takes to please your 
customer with a complete toolkit for 

design, data entry and data analysis. SPSS 
offers Teleform TM to help you design survey 
forms in-house and automatically send and 
receive your forms as a broadcast fax. 

fl High-quality charts and graphs 
SPSS' powerful tools include excep­
tional graphics, mapping and reporting 

tools. Use high-quality and easily editable 
graphs, tables and charts to point out hidden 
trends or to display relationships between 
attributes. 

m Excellent data management 
SPSS products enable you to import 
70 different types of data, create 

portable files and automatically read standard 
file formats. Plus, you can work with an 
unlimited number of cases and variables, 
even missing data! 

~ 
Specialized add-on modules 
If you wish to increase your statistical 
capabilities or add presentation tools 

such as mapping, SPSS offers you the opportu­
nity to customize your system with specialized 
add-on modules. 

Call today and let an SPSS representative fit you with a suitable statistical package to meet your needs. 
Our products are available on several platforms. See for yourself why SPSS software is "Real Stats. Real Easy." 

For more information, ca11 l (800) 345-5383 or fax 1 (800) 841-0064 

Free "Survey Tips" booklet 
When you respond to this ad, we 
will send you our exclusive 

"Survey Tips" booklet. This handy reference 
is perfect as a refresher for the seasoned pro­
fessional or as a quick reference for the novice 
researcher. With tips on topics such as "How 

long should a survey be?" "How to design a 
survey" and "How to analyze data," this book­
let will help prepare you and others for all 
your survey tasks. 

MK'R()S(fl 
WIND< MIS 
COMR\11RlE 

Real Stats. Real Easy. 
Athens • Chicago • Bologna • Chertsey • Gorinchem • Herzlia • Madrid • Munich • New Delhi • Paris • Singapore • Stockholm • Sydney • Tokyo • Washington, DC • And distributors worldwide 
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The changing 
face of 
business-to-business 
qualitative research 
By Dr. Leslie M. Harris 

Editor' s note: Leslie M. Harris is chairman emeritus , 
Focus on Boston. The followin g researchers contributed 
to this article: Vicki Savala, ACG Research Solutions , St. 
Louis ; Bill Hammer , Hammer Marketing Resources, 
Severna Park , Md.; Tony Blass , Field Dynamics , Encino , 
Calif.; Daisy Spier, Spier Research Group , Larchmont, 
N.Y.; Paul Bolden , Focus on Boston; and Arnie Saltzman, 
MOR!PACE, Farmington Hills , Mich. 

C onversations with staff at a number of research firms 
reveal some changes in the use of qualitative re­
search by the business community. Those of us who 

conduct business-to-business research are depending more 
and more on technology such as teleconferencing. Tele­
conferencing gives niche and special interest marketers 
the chance to assemble groups of highly specialized 
respondents from all over the country or even the world. 
CEOs and other high level executives who might other­
wise not be in the respondent pool are given the opportu­
nity to participate. 

The obvious benefits to this technique are reduced 
travel cost and the ability to efficiently bring subject 
matter specialists together regardless of their physical 
location. A disadvantage is that these groups seldom have 
the same kind of dynamics of an in-person group discus­
sion. 

Other benefits include the ability to involve respon­
dents from different departments or divisions within the 
same company even if they are in different cities. 

There is no travel time for respondents involved with 
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telephone focus groups and scheduling can be more flex­
ible. In addition , since respondent aren ' t physically in a 
room with several other people, they may feel more open 
about sharing their opinions. On the other hand, it may be 
easier for them to "hide out" and not respond as much as 
they might in a typical focus group. 

A number of other trends in business-to-business re­
search are worthy of comment. Most arise from the never­
ending drive to save time and money. 

One trend is toward conducting a number of one-on-one 
executive interviews, sometimes several within a com­
pany. Many times the outcome of these interviews is the 
basis for a highly-tailored account plan designed for that 
particular customer. 

A second trend is to conduct large group research with 
up to 400 respondents using interactive equipment. Since 
we began using this technique, its popularity has skyrock­
eted. Results are instantaneou and , if the recruiting is 
done appropriately , they can be highly projectable. 

Two additional trends in the use of qualitative research 
are smaller projects and more pressure to push qualitative 
methodology into a quantitative realm. Both trends result 
from the persistent push for more efficiency and lower 
cost. 

The "small" in smaller projects may mean many things 
- fewer groups per project, fewer cities, fewer extra 
recruits , fewer respondents per session, more local focus 
groups with less travel. Some researchers have rational-

continued on p. 37 
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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. 
GENESYS has no black boxes, just explicit sam­
pling 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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The fine art of data reduction 
By Richard J. Vondruska 

Editor's note: Rich Vondruska, Ph.D., is founder of Re­
search Mentors, a division of Vondruska Associates, Chi­
cago. 

T he great challenge in dealing with data is to find what 
amounts to the best portrayal of the conglomeration 
of numbers at hand. In some regard, the task we face 

is much like that of Michelangelo confronting a block of 
marble -to chip away everything that is not David. If 
this implies that there is much art, as well as science, in 
dealing with data, then the point has been 
well made. Regardless of the data itself, 
there is an inner drive to make sense of it; 
to derive meaning from an array of ob­
served or experienced events. 

Although there are many sophisticated 
ways to attack a data set, the process al­
ways starts with common sense. It has been 
said that the role of science is to "cut nature 
at her joints," meaning that there are natu­
ral breaks in the data that must be re­
spected. Demographic variables such as sex, educational 
level and income are standard "joints" in marketing re­
search. Reduction and understanding of the data usually 
begins by inspecting cross-tabs of key measures by 
demography. Unfortunately, it often ends there as well. In 
many cases, the data is not "mined" to its full potential. 
Part of the true joy of doing research is to explore the data 
sets, not merely to dutifully record the outcome. When 
analyzing data, I have discovered "gems" in the data with 
major marketing implications. Those of you who have 
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had similar experiences know that cases like these make 
the whole process of data reduction worthwhile. 

Loosening the Gordian knot 
The diagram below is symbolic of the process of data 

reduction. What presents itself as a Gordian knot still 
appears inextricable when it is first reduced. Upon greater 
reduction, however, the knot eventually disappears. So it 
is in the analysis of data. What seems insurmountable at 
first becomes a non-problem when the knot disappears. 

Sometimes what appears very obvious 
to a skilled researcher is less than obvious 
to a corporate manager who must choose 
to act on the findings. Data is typically 
sampled from a larger population, and 
inferences must be made in order to make 
the leap of faith to implementation. I have 
even had a person unsophisticated in sta­
tistics accuse me of having "tainted data!" 
The truth is that as long as the sample can 
be construed by reasonable people as rep­

resentative, there will always be some uncertainty as to 
the reliability of the findings. 

Decision making criteria 
The accepted scientific criterion for what might be 

called reasonable doubt is a probability of .05 (i.e., the 
likelihood that the finding could have been obtained by 
chance alone is very small - 1 in 20). This stringent 
criterion is relaxed a good deal in marketing research. 
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Questar has the 

insight to identify 

the issues, 

tl1e tools to 

interpret the data, 
, a Research Partner that takes you beyond 

' the expected the vehicles to 

' ' 

Q SERVICE Q UALITY RESEARC: 

We Measure Quality. Inside and Out. 
2905 West Service Road 
Eagan, Minnesota 55121-2199 
(612) 688-0089 
Fax (612) 688-0546 
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In custom r satisfaction 
msasursm nt you don't 
siWBys get what you rxpsct 

By David Lavinsky 

Editor's note: David Lavinsky is a research analyst with 
the Customer Satisfaction Strategies Division of Find!SVP, 
New York City. 

As companies strive to increase their profitability, they 
are placing a greater emphasis on customer satisfaction 
measurement (CSM) studies. These-studies can do just 

that: increase a company's bottom line by showing them 
how to both retain existing customers and attract new 
ones. Unfortunately , methodological flaws prevent many 
CSM studies from achieving this goal. 

A good CSM study identifies the key issues that drive 
the customer in choosing a supplier and identifies the 
purchaser 's loyalty rationale. However, this is not the 
goal of the study. The goal is to allow a company to 
optimally allocate its resources to maximize customer 
satisfaction. Fortunately, the two go hand in hand; the 
company reallocates its resources to the areas deemed 
most critical by the study. 

Too many CSM studies are being conducted without 
this goal in sight, and with most, you can never achieve it, 
because these CSM studies measure satisfaction based on 
expectations. Expectations vary from issue to issue, so 
such studies only allow you to monitor customer satisfac­
tion. They do not allow you to act on the results to 
maximize satisfaction in the future. The following ex­
ample will help explain the downfalls in measuring satis­
faction based on expectations. 

Let's say a company determines that its customers find 
two main issues important when choosing a supplier: 
product quality and customer service. As a result , the 
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questionnaire for the company's CSM asks the following 
question , "For the following two issues, please tell us 
whether Company A ( 1) exceeds your expectations, (2) 
meets your expectations, or (3) does not meet your expec­
tations. " 

Suppose the company receives a" 1" for product quality 
and a "3" for customer service from a customer. Further­
more, suppose that the company had the same question­
naire last year and received a "3" for both issues from that 
customer. 

The only result of this survey would be a low quality 
comparison of satisfaction versus the last study. It won't 
help to optimize the allocation of resources because 
expectations are a relative measurement and thus do not 
stay constant from issue to issue. Thu s we cannot tell if 
the customer is more satisfied with one issue over an­
other. Even though the company received a higher rating 
for product quality than customer service it does not mean 
that the customer is more sat isfied with product quality. 
Maybe the cu to mer didn't care much about product 
quality and expected a horrible product only to find that 
it was fair; this would have exceeded their expectations. 
On the other hand, the company 's customer service could 
have been excellent, but s ince the customer knew this and 
expected even more , they responded "does not meet 
expectations" even though they were quite satisfied. 

Another downfall of measuring satisfaction with ex­
pectations in CSM studies is that they also fail to stay 
constant from competitor to competitor, even within the 
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Total Project Management from QCS 
expandsyourstaffsoyoucan 
concentrate on your business. 

Only one company can offer you a 
comprehensive, single-source approach 
to your research needs, freeing you to 
concentrate on your own business and 
the needs of your clients. 

OCS is the industry leader in Total 
Project Management. We make your 
job easier by becoming extensions of 
your staff. Our experienced Project 
Directors coordinate every aspect of 
your research study, from scheduling 
and pricing to fielding and tabulations. 

You receive: 
• Fast, efficient bidding 
• Complete briefings 
• On-going communications 
• Coding and data entry 
• Tabulations 
• Hassle-free scheduling 
• Expert field management 
• Consolidated field reports 
• Consolidated billing 

Quality Controlled Services" 
Circle No. 141 on Reader Card 

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

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

To learn more, call: 

1-800-325-3338 



Home PCs: the Golden 
Age is yet to come 

Don't believe the hype that more 
than 30 percent of U.S . households 
own personal computers. A recent 
People & Technology Strategies re­
port from Forrester Research con­
tends that only 20 percent of U.S. 
families now use home PCs. By ex­
plicitly accounting for retirements of 
obsolete machines and households 
that own more than one computer, 
Forrester's estimate differs from those 
that paint a more extensive pattern of 
consumer PC adoption. 

"The number of consumers who 
have opted for PCs has been over­
stated," says William B luestein , 
People & Technology Strategies se­
nior analyst and author of the report. 
"However, this is not bad news for 
the industry. We believe that it means 
that growth in this important market 
has only begun to take off (see Figure 
1). We estimate that both middle- and 

1 0 Shipment• of 
home PC• 

1989 1991 

Figure 1 

1993 1995 1997 

upper-income market segments are 
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far from saturated (see Figure 2). By 
1997, 42 million PCs will be hum-

Figure 2 

30% Percent of households 

20% 

10% 

With a PC 27% 

Upper mcome 
($50K+) 

Middle income Lower Income 
($25-SOK) (<$25K) 

ming away in American homes, up 
from 23 million today. This upsurge 
in home computing will provide a 
powerful magnet for content and ser­
vice providers that sell to consum­
ers." 

Home PCs are entering their golden 
age. Lower prices, easier-to-use soft­
ware , and the onset of new interactive 
services will fue l growth of this mar­
ket. However, after 1997 the home 
PC market will become a more diffi­
cult environment for both technical 
and economic reasons. "By 1997, 
Intel 's migration to RISC will set off 
a chain reaction throughout the in­
dustry ," adds Bluestein. "This move 
will require Microsoft and applica­
tion vendors to completely rewrite 
their software. Delays, incompatibili ­
ties, and uncertainties wi ll cast a pall 
over the market. " 

The report also predicts that in 1997 
PC makers will encounter problems 

with extending the market to low­
income households. Even though PC 
prices will be brought down to $1,000, 
thi s will not establi sh a band of 
affordability for thi s consumer seg­
ment (see Figure 3). "To reach the 

Figure 3 
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acceptance level s of VCRs, tele­
phones, and televis ion, major changes 
in the PC world will be needed," con­
cludes Bluestein. "A universal com­
puter must emerge that is intuitive, 
simple, low-cost (less than $500), and 
powerful. " 

The report, "Home PCs: The Golden 
Age," is part of People & Technology 
Strategies, a Forrester research ser­
vice that analyzes technology 's im­
pact on consumers. For more infor­
mation , call Katie Kelley 617-497-
7090. 
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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 RDD 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 



Gender equity in 
on-court action 

If you have cable TV, you know 
that you could watch basketball 24 
hours a day if you were so inclined­
there is always at least one game on. 
What you may not know is that TV 
coverage does not accurately reflect 
the level of participation in the sport 
by women. The North Palm Beach , 
Fla.-based American Basketba ll 
Council, through American Sports 
Data, does an annual survey of the 
sports' health and popularity. And 
the most recent poll discovered that 
41 percent of players 12 to 17 are 
female. (The ABC also reports that 
National Baske tball Association 
games were televi sed in 141 coun­
tries in 1992-93, so the broadcast phe­
nomenon is not isolated to the U.S.) 
In 1993, 42.1 million Americans 
played basketball at lea t once, mak­
ing it the most popular participation 
sport in the country, and some 13 
million of tho e players are women. 
People are playing more than ever, 

too. In 1987, participants hit the court 
36 times a year; the number rose to 46 
in the most recent survey. In the latest 
survey, measuring round-ball activ­
ity in 1993 , women played an average 
of 36 days a year; men played almost 
once a week on average. While 
women's professional basketball en­
joy much more success in Europe 
than it has in the U.S., activity at the 
collegiate level is impressive: 1,573 
colleges and junior colleges have 
women's ball programs, 57 percent 
of which are head-coached by a 
women. For more information , call 
Gregg Hartley at 407-842-4100. 

The downside of 
downsizing 

A usual , bigwigs ' decisions have 
proven to most affect the worker bees. 
Penton Research Services, a division 
of Penton Publishing, Cleveland, re­
ports that the flurry of staff cuts that 
took place in business and govern­
ment during the late '80s has resulted 
in increases in remaining employees' 

workloads. American indu s try , 
Penton peculates , has gone beyond a 
helpful trimming of dead wood and 
has possibly cut back (perhap be­
cause of fears generated by the poten­
tial for changes in employers' obliga­
tions with regard to workers' health 
care) to a point that will eventually 
result in a kind of mass burnout among 
the country's workforce. Almost 87 
percent of the purchase-decision mak­
ers surveyed said their workload has 
grown in the last five years. Govern­
ment workers (95 percent) reported 
longer dockets most frequently, 
though some would argue that they 
most needed more things to do. Some 
91 percent of workers in wholesale 
and retail trade noted increase . The 
number was 90 percent among those 
in processing industries. The lowest 
level of increase was found in agri­
culture, mining and construction -
all of which have strongly unionized 
workforces; still , 76 percent of work­
ers there said their job descriptions 

continued on p. 44 

HOW MUCH CAl YOU SAVE 
AT A NICKEL A NUMBER? 

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 

sTs 
SCIENTIFIC 
TELEPHONE 

SAMPLES 

April1995 
Circle No. 101 on Reader Card 

remember little niceties. Like a 100% 
guarantee. Professio~al a~vice. 24 h~ur 
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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Cari Pienta has joined C.J. Olson 
Market Research, Minneapolis, as ad­
ministrative assistant. 

ing Research, San Diego, as project 
manager. 

Research 100, Princeton, N.J., has 
appointed Mark H. Sandler as presi­
dent. Michael H. Sandler, the firm's 
founder, becomes chairman of the 
board. These changes are being made 
in conjunction with the celebration of 
the company's 25th anniversary. 

John Parsons has joined Total Re­
search Corp., Princeton, N.J., as chief 
financial officer and vice president, 
corporate development. 

Data Recognition Corp., 
Minnetonka, Minn., has promoted 
Patricia Davis to chief financial of­
ficer, from controller. 

Cheryl Hawkins has joined 
TrendQuestCustomMedical Market- The Marketing Partnership, Inc., 

22 

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 A rea 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 
-------llllllli-..-•We answer to you 
12825 1st Ave . South Seattle, Washington 98168 

Call 206-241-6050 to book this facility ... 
ask for Jerry or Greg Carter 

Circle No. 102 on Reader Card 

Stamford, Conn., announced that C. 
Alan MacDonald, former chief ex­
ecutive of Nestle Foods Corp. (U.S.), 
Stouffer Frozen Foods and Lincoln 
Snacks Company, has joined the firm 
as a general partner. 

Edward Solky has joined Chilton 
Research Services as research con­
sultant for the Consumer Products 
Division under the direction of vice 
president and group manager, Will­
iam Kramkowski. 

Solky Sears 

James M. Sears has joined 
Technometrica, Inc ., Emerson, N.J., 
as director of operations and senior 
advisor for long-term planning. 

Dennis Splawski has been named 
director of customer satisfaction in 
addition to continuing duties as di­
rector of marketing communications, 
for the Sandoz Crop Protection Busi­
ness Unit of Des Plaines, IlL-based 
Sandoz Agro, Inc. 

Marketing Metrics, Paramus, N.J., 
has appointed Jim Schwartz senior 
vice president. 

continued on p. 36 
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Opinions Unlimited, Inc., Ama­
rillo, Texas, recently opened a new 
qualitative facility in the Houston 
Galleria. Opinions Unlimited also 
offers Grou pN et, a 
videoconferencing service of The 
VideoConferencing Alliance Net­
work. For more information con­
tact Anndel Martin at Opinions 
Unlimited, Three Riverway, Ste. 
250, Houston, Texas, 77056. Phone 
713-888-0202. 

Penton Publishing , Cleveland, 
has acquired The Social Dynamics 
Group (SDG), a social and market­
ing research firm. SDG is now a 
division of Penton Research Ser­
vices. 

McNair AGB, a New Zealand re­
search firm, has purchased exclu­
sive rights for the New Zealand 
market to Creative Research Sys­
tems ' Voice Capture Interviewing 
system. CRS is a Petaluma, Calif., 
maker of software for the re earch 
industry. In addition, SMS Consult­
ants, a Honolulu research firm, has 
negotiated exclusive rights for the 
Voice Capture system in the state 
of Hawaii. 

TrendQuest Custom Medical 
Marketing Research has moved to 
16885 Via Del Campo Ct., Ste. 211, 
San Diego, Calif., 92127. The phone 
and fax numbers remain the same. 
Phone 619-674-1031, 800-83-
TREND. Fax 619-674-4973. 

Apri11995 

Irwin Research Services, Inc. 
has relocated its corporate offices 
to the Sun Bank Building, 9250 
Baymeadows Rd. , Ste. 350, Jack­
sonville, Fla., 32256. Phone 904-
731-1811. Fax 904-731-1225. 

Quick Test has opened a focus 
group facility at 15315 Magnolia 
Blvd., Ste. 120, Sherman Oaks , Ca­
lif., 91403. Phone 818-995-1400. 
Fax 818-995-1529. 

Helen Jacobs now provides field 
direction consulting and auditing 
services. For more information 
write Jacobs at 2124 Broadway, Ste. 
182, New York, N.Y., 10023. Or 
call212-362-1312 or fax 212-595-
0381. 

The VideoConferencing Alli­
ance Network has added new loca­
tions in the following cities: At­
lanta- Jackson Associates; Bos-

continued on p. 41 
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• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

• 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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New stand-alone 
survey kiosk 

Surveys International, Miami, is 
now offering the SV -9000, a stand­
alone electronic device resembling a 
cylindrical phone booth that can pro­
cess up to 2,000 questionnaires per 
day. Each respondent receives a dis­
count coupon for businesses who pay 
Surveys International for the expo­
sure. Consumers mark their answers 
on questionnaires by coloring in small 
bubbles on a 3-1/4" wide tear-off card, 
which is inserted into the device. In-

OBJECTIVE: 

structions scroll acros the device ' s 
character display in English, French, 
German, Spanish and Portuguese, 
prompting users to insert their com­
pleted card. The re ponses are read 
and stored in the system ' s memory. 
Survey results are retrieved during 
the late evening hours by a central 
computer that call s each device by 
modem. Special software then con­
solidates the data files and tabulates 
the results. For more information , call 
Gregg Chumbley 800-733-3065. 

a. 
c 
z 

A sample production system ... simple and friendly ... 
for anyone on staff to draw sample any time, any day. 
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551 SOLUTION: 
Bruce McCleary (Vice President of Bellomy Research, Inc. 
in Winston-Salem, otth Carolina) - "Unlike other sy tem 
we've tried, Survey Sampling's on-line ampling system, 
SSJ-SNAP", lets you set up specs in minutes with a simple 
point-and-dick. Sample is produced from a database that's 

truly up-to-date and provides a va riety of 
advantages that ju t aren't possible with 

typical PC-based systems - such as 
automatic dedupl ication, optional 
number protection, business number 
removal, and sample screening." 

You too can ga in cost savings and 
convenience with SSJ-SNAP"'. Call I 

for sampling solutions at (203)255-4200. 

1111"""': Survey 
~ ~ Sampling, 
=...... Inc~ 

Pet rlnei"S with su ruey 
,-esearchers since 1977 
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Claritas Conference 
scheduled for early 
May 

The 5th annual Claritas Precision 
Marketing Conference will be held 
May 7-10, 1995, at the Stouffer Or­
lando Resort in Orlando, Fla. The 
conference speakers include Steve 
Clifford , senior vice pre ident, Smith 
Barney Shearson, on database mar­
keting; Bob Garfield, Advertising Age 
columnist; and Ron Harrison , senior 
vice president, director of media tech­
nology, BBDO/San Francisco, on pre­
cision targeting in the new media 
world. Preceding the conference, The 
Burke Institute will offer a two-day 
workshop, "Using Geodemographics 
for Marketing Decision Making," on 
May 4 and 5. Registration i regularly 
$1,200 but Precision Marketing Con­
ference attendees will receive a $200 
di count. The conference will feature 
several breakout session covering 
database marketing, GIS applications, 
precision marketing tools and tech­
niques, segmentation systems, site 
evaluation and media planning. The 
conference also includes a trade show. 
The registration fee for the three-day 
conference is $675. For more infor­
mation, call 800-678-8110 and press 
"3." 

Roper conference will 
include findings on 
global consumers 

On June 15-16, Roper Starch 
Worldwide, New York City, will 
present findings from new tudies in 
regions such as Latin America, Eu-

continued on p. 49 
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550 S.Wadsworth Blvd. 
Suite 101 

Denver, Colorado 80226 
(303) 935-1750 
Fax : 935-4390 

Facilities 

guarantees 
on 00% aU qualitative 

projects and ensures a quality editing 
process on quantitative worl<. 

The Focus Group Suite is a contemporary, tastefully 
decorated, private facility 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 . 

• Viewing Room 2 tiered, seating 15 people comfort-
ably. Writing 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 

i
~~;!!!ll multiple configurations of seating, holding 40-50 respondents. Can be used for multi pur-

poses, including client work area, de-briefing 
facility, for mock jury tests, store 
simulations, or taste tests. 

• Secured Storage Room Adjacent to central 
location facility for product materials. 
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Editor's note: 
Chris Van 
Derveer is 
presidentofVan 
Derveer Indus­
trial Research. 
PhoneB00-531-
9025. 

The past few 
years have 
been one of 

rapid advance­
ment for mar­
keting research 
as it is applied 
to industrial 

I 

products. In the past, engineers would 
design products and introduce them to 
the market, rarely pre-testing users' at­
titudes about product features and per­
formance. As long as sales were not 
disastrous, management would assume 
the product was OK. What could not be 
measured was what profits were actu­
ally lost because products were not de­
signed properly or tested once they were 
in the field. 

As in most segments of business, 
customer satisfaction is the hot topic in 
industrial research. Since industrial 
product purchasing is less motivated by 
emotion, the design of a questionnaire 
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By Chris Van Derveer 

to test industrial attitudes looks rela­
tively regimented by consumer stan­
dards. These questionnaires do not ask 
about how purchasers feel personally or 
what their lifestyles are. Unlike con­
sumer buying this field is removed from 
a fully personal choice since several 
committees may also become involved 
in the purchase process. 

In the ideal, if an industrial question­
naire is to rate attitudes properly it must 
do so with a mix of both open- and 
closed-ended questions. Questionnaires 
that include only open-ends usually in­
dicate a writer who is not familiar with 
their markets and/or what responses are 

r 

to be expected. 
Also, open­
ends are more 
subjective and 
their tabulation 
can yield re­
sults which 
have a higher 
error rate. So 
where to begin? 

Usually, 
such issues are 
evaluated by 
either a rating 
or a ranking 
question. Let us 
first cover rat­

ings and then show a ranking example. 

Ratings question 
A typical ratings questionnaire be­

gins with a question like the one shown 
below and is laid out in the following 
format. 

Q.l For the companies that you are 
familiar with, please rate them per 
the following features and factors. 

After firms are read, ask" Are there 
any others?" 

continued on p. 34 
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Trust your research needs to AHF and you'll never have to worry 
about costly errors or misleading results. That's because we don't trust 
anyone but ourselves to do your work. You get the tightest possible 
controls at every stage of every project since everything we do is 
done in-house. Yes, everything. From qualitative to quantitative. 
From design to analysis. AHF does it all in-house for worry-free 
results and true peace of mind . 

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

THE IN-HOUSE RESEARCH HOUSE THAT DOES IT ALL 
AHF Marketing Research, Inc. 
100 Avenue of the Americas, New York, NY 10013 
212-941 -5555 1-800-TAKE AHF 
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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 Re­
search, Van Nuys, Calif., presents 
humorous stories of life in the re­
search trenches. Readers are in­
vited to call or write Shulman with 
stories of their own. 

W
e all know that working in 
market research can be 
sexy. We are hot! Or 

maybe we all feel hot because we're 
working too hard. 

Some years ago I was involved in a 
series of focus groups involving sex 
toys. We explained to the president of 
the client company, inexperienced in 
·research, that we'd need to have a 
lengthy warm-up period, gradually 
getting into the subject before we 
could get to the heart of the discus­
sion. After my fir t group of male 
respondents introduced themselves, I 
raised the general question, "In what 
ways have your sexual attitudes and 
behaviors changed in recent years?" 

A man immediately jumped in, 
"Well, recently I've been into mild 
bondage and masochism. " 

So much for lengthy warm-ups. 

28 

By Art Shulman 

Dave Sed lin, a senior researcher at 
Temerlin McClain , reports a tele­
phone study he once conducted on 
sauces and condiment . When in­
formed of the subject of the study an 
elderly, perhaps hard of hearing, 
woman commented that she was of­
fended that the interviewer would ask 
about such a topic, and furthermore, 
she couldn't understand what sau­
sages and condoms had to do with 
each other in the first place. 

An unnamed owner of a focus group 
facility tells about a new per on she 
hired who took the specs for a project 
where the moderator required virgin 
respondents. Wanting to seem help­
ful, she advised him that it might be 
hard to find virgins. "This is Los 
Angeles , after all," she nicely ex­
plained. 

Can you imagine what the creen­
ing questions might be when recruit­
ing virgins? Perhaps something like, 
"Hello, we're doing a brief survey 
today. Are there any virgins in your 
household?" 

Laurie Robertson of Robert on 
Communications recalls a telephone 
survey conducted by some bureau­
cratic government agency which in-

eluded the following question, "How 
many people are there in your house­
hold broken down by sex?" 

Kenneth Hollander, of Kenneth 
Hollander & Associates, reports an 
intere ting experience that his wife, 
Elise, had while working as an inter­
viewer trainee. Doing some door-to­
door interviewing, she approached a 
house and rang the doorbell. When no 
one answered, she rang again. Still no 
re pon e. Determined, she then vig­
orou ly u ed the door knocker. Fi­
nally a man appeared and she asked to 
speak with the woman of the house. 
The man looked at her, shook his 
head and said, "If you want to talk to 
her, you'll have to wait for a while 
because right now we're - no, we 
were - making love." 

One trongly uspects that this was 
not the sole historical instance of a 
market re earch interviewer interrupt­
ing the sex act. 

Of course, researchers don ' t only 
tell tale of sex. We also have drink­
ing stories. Alan Fine reports a study 
he worked on where a new board 
game was being considered for pur­
chase by a toy company. In con umer 
testing the product fared poorly and 
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the toy company turned it down. The 
game's inventor shot back a nasty 
letter, his missive reporting that the 
previous weekend a group of his 
friends had the most wonderful time 
playing his game and drinking marti­
nis. Fine shot off a return letter, ad­
vising the inventor that the next time 
he submitted the game he include in 
the rules that players are required to 
drink martinis while playing. 

In future installments of this col-

Alan Fine reports a study he 
worked on where a new 
board game was being 
considered for purchase by 
a toy company. In consumer 
testing the product fared 
poorly and the toy company 
turned it down. The game's 
inventor shot back a nasty 
letter, his missive reporting 
that the previous weekend a 
group of his friends had the 
most wonderful time playing 
his game and drinking 
martinis. Fine shot off a 
return letter, advising the 
inventor that the next time 
he submitted the game he 
include in the rules that 
players are required to drink 
martinis while playing. 

umn, we' 11 report on more quirky, 
loopy and strange happenings in the 
world of market research. Whether 
you're a research provider or a client, 
if you'd like your story to be told -
anything related to marketing research 
is usable, from spilling soup on your 
client's 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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Pricing 
continued from p. 9 

because it is such a great deal. 
In Stage 3 products are evaluated. 

Only the few products that made the 
short list are seriously evaluated. But 
once a product makes it to this stage, 
price becomes much less important and 
features/benefits are key in the final 
purchase decision. I have seen this vali­
dated not only empirically through pric­
ing studies, but also through myriad 
focus groups and one-on-one interviews. 
The bottom line is that price becomes 
disproportionately important in the con­
sideration stage and is used primarily to 
eliminate products from consideration. 
Since only those products that are either 
within the should-pay range or have an 
unexpectedly low price are seriously 
evaluated, price takes on a unique role. 
And individual price points are subordi­
nate to the should-pay prices, meaning 
that as long as the price is within an 
appropriate range, it does not matter if it 
is on the high or low end- resulting in 
low price sensitivity. 

In Stage 4 the actual purchase is made. 

Reasons for the kink 
One could argue that there really 

should not be kinks in the demand curve 
because each individual determines their 
own unique should-pay price range. 
However, in many advanced technol­
ogy product categories, we have found 
that the should-pay price range varies 
little between individuals. One of the 
main reasons is due to the dynamics of 
advanced technology markets. Ad­
vanced technology markets are often 
highly influenced by gurus - a few, 
highly knowledgeable, highly respected 
people who influence entire markets. 

We find that for most advanced tech­
nology product categories, there are 
several magazine editors who fit this 
description of a guru. Price ceilings and 
floors are often talked about in maga­
zine reviews with many publications 
excluding products that exceed ceiling 
prices. Even when they include higher 
priced products, these products rarely 
win Editor's Choice awards, and maga­
zines are clear in saying if they feel the 
price is too high. Likewise, floor prices 
are defined. Anyone familiar with the 
computer industry will certain see plenty 

of magazine covers with headlines like 
"Pentium PCs break the $2,000 price 
barrier." 

The reason gurus become very influ­
ential is because it is difficult to stay 
abreast of rapidly changing technology. 
Business buyers rely on experts to guide 
their purchases. These experts set price 
expectations for entire markets. This is 
rarely true for consumer or commodity 
products. We would rarely see a Z­
shaped demand curve if the product has 
become well understood and commod­
ity-like. For example, desktop PCs have 
become so well understood that gurus 
are much less influential in establishing 
should-pay prices. Therefore, price 
curves will often follow traditional eco­
nomic theory, with the market's "invis­
ible hand" creating more traditional price 
curves. 

Interpreting Z-shaped price curves 
Several important implications can 

be drawn from Z-shaped price curves. 
1. The profit maximizing price point 

would typically be at the high end of the 
should-pay range. But caution must be 
exercised because pricing above the 
should-pay ceiling would result in a 
dramatic drop in sales. 

2. Pricing below the "floor" has the 
effect of potentially gaining significant 
market share. Loss leaders, sales, and 
introductory prices are all pragmatic 
examples of how many companies have 
-if not theoretically at least from ex­
perience - recognized that going be­
low the floor price has the effect of 
gaining significantly increased consid­
eration, evaluation, and purchase. 
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Dangers of smoothing price curves 
Over the years, I have read numerous 

articles on market research pricing stud­
ies which automatically assume that 
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resulting data will be "fit to a curve." 
However, very few articles ever discuss 
the caveats and pitfalls of smoothing 
pricing data. Perhaps it is the desire to 
eliminate "outliers"- data that would 
look weird if a client actually saw the 
raw data- or more likely it is due to 
pragmatic considerations of current soft­
ware packages commonly used in the 
research community. Many packages 
require that results from pricing research 
be treated as continuous ratio data (as 
opposed to nominal data) in order to 
extrapolate demand at prices other than 
those explicitly measured. For example, 
SPSS 's conjoint simulation module re­
quires that utility scores for price be 
treated as continuous data (i.e., forcing 
all points to sit on a line) rather than 
discrete (data which is not forced to fit 
a line) in order to simulate prices be­
tween those actually measured. SPSS 
gives basically two options for continu­
ous pricing data: linear, which forces all 
points to fit a straight line; or ideal/anti­
ideal, which are quadratic models which 
can be used to generate a concave price 
curve. 

The chart below illustrates what might 
happen if a researcher were to smooth a 
Z-shaped price curve. 
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We can see that the inflection points 
would disappear. And it would be un­
likely that an optimal price point would 
be chosen. 

Here are some implications for pric­
ing research: 

1. The range of prices tested is very 
important. We recommend including 
prices which are higher and lower than 
the should-pay prices. Of course this 
leads to another important implication. 

2. It is critical to understand both the 
purchase process for the product under 
study and the range of should-pay prices. 

Apri11995 

Our staff typically accomplishes this 
using one-on-one interviews, focus 
groups or focused interviews (essen­
tially telephone focus groups). 

points as is practical in order to accu­
rately predict where the kinks are in the 
price curve. 

3. The number of price points tested 
is important. If too few price points are 
tested, it is unlikely that the inflection 
points (where the kinks appear) can be 
accurately predicted. We recommend 
testing a minimum of five price points. 
And those prices must also be carefully 
chosen. Therefore, test as many price 

4. Be cautious in smoothing price 
curves. A smoothed price curve could 
result in a serious miscalculation of the 
profit maximizing price point. 

5. Price points do not have to be 
equidistant, as would likely be required 
if a smoothing algorithm were being 
used. 0 
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Myths 
continued from p. 1 0 

more digits to the basic four. These 
additional digits are proprietary and 
non-standard. Other compilers start 
with the same, basic four digits but 
the additional digits they add may 
represent something very different 
than those in the Dun & Bradstreet 
scheme. 

Because this additional coding is 
not standard and varies from com­
pany to company, great caution 
should always be u ed when defin­
ing a sample based on what is being 
called an SIC code. It is very im­
portant that you ascertain exactly 

There is no easy way to 

determine, on a large scale, 
which business entity is a 
parent company or a 
corporate headquarters. 
How do you find out which 
locations are subsidiaries, 

which are branches and 
which are considered 
independent, though 
related, businesses? This 

information can only be 
gathered by contacting the 
firms directly or as a by­

product of other data 
acquisition activities which 
are typically proprietary. 

what type of SIC code is being used, 
especially when your project calls 
for a sample definition that will 
supposedly replicate an earlier 
study. 

Myth #3- Record -level data is 
a lways accurate. Much of the data 
contained in the sample record is 
accurate and up to date. However, 

some data is simply modeled using 
other available information. And 
sometimes, data that was once ac­
curate (or perhaps even exact) has 
since changed. This, of course, pre­
sents difficulties when one is tar­
geting a sample based on this data. 

For example, most business data­
bases have a field related to the 
number of employees at that loca­
tion. Often, this number does not 
represent reality and is an approxi­
mation based (or modeled) on other 
information the database compiler 
has obtained about the company. 
Further, even if the number repre­
sents what was once an exact em­
ployee count, that number usually 
changes too quickly to be relied on 
completely. How many employees 
has your company gained or lost in 
the past year? 

Myth #4 - Yellow page-based 
databases have li mited tar geting 
capabi li t ies. This myth seems to 
be perpetuated because it is assumed 
that the lack of information avail­
able in the basic yellow page list­
ings (i.e., company name, address, 
phone number and yellow page 
header) translates into a lack of 
useful targeting information in the 
resultant databases. However, many 
compilers take the basic yellow 
page information and merge other 
data with it. Often this data can be 
used successfully to target a busi­
ness sample. It's important to keep 
in mind that the accuracy of this 
data can vary depending on the sup­
plier and how the information was 
obtained (see myth #3). As always, 
the usefulness of this type of infor­
mation for targeting purposes de­
pends greatly on the particular 
specifications of the study. 

Myth #5 - Targeting samples 
base d on the h ea d q u a rt e r s/ 
b ranch designation is as sim ple 
as it sounds. It's not a trivial task 
to gather the data necessary to ac­
curately represent the relationships 
between the various business enti­
ties within all of the companies and 
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corporations in American com­
merce. There is no easy way to de­
termine, on a large scale, which 
business entity is a parent company 
or a corporate headquarters. How 
do you find out which locations are 
subsidiaries, which are branches 
and which are considered indepen­
dent, though related, businesses? 
This information can only be gath­
ered by contacting the firms directly 
or as a by-product of other data 
acquisition activities which are 
typically proprietary. 

Researchers must be aware that, 
depending on the source, this infor­
mation can be very accurate or very 
inaccurate. For example, Dun & 
Bradstreet gathers this information 

The very qualities that make 
a particular list or supplier 
the best source of sample 
for one study may spell 

disaster for another. The 
best defense against this 
happening zs to ask 
questions. 

for millions of businesses as a rou­
tine part of its credit services op­
erations. The information is highly 
reliable. However, list compilers 
who do not have access to this type 
of information, and who don't want 
to incur the expense of contacting 
all the firms on their list, may at­
tempt to approximate this informa­
tion through other, less effective 
means (such as name matches). 

It is situations like this that most 
remind us that these lists are not 
created with market researchers 
(who are most concerned with rep­
resentation) in mind. If list compil­
ers come across headquarters/ 
branch-type information, they may 
include it in their list, but they don't 
make an effort to gather this data 
for every record. This means that a 
record not marked as a headquar-

April1995 

ters location may, in fact, be one. In 
these cases, the lack of a designa­
tion is not the same as a negative 
designation, it only indicates .an 
absence of data. 

In conclusion, it cannot be em­
phasized enough that there isn't one 
ideal set of attributes that makes a 
list perfect for all studies. The very 
qualities that make a particular list 
or supplier the best source of sample 
for one study may spell disaster for 

another. The best defense against 
this happening is to ask questions. 
If your supplier is remarketing 
someone else's data, make sure they 
know enough about the product to 
be able to answer all your ques­
tions. Taking the time up front to 
effectively evaluate the various 
options available to you will lead to 
a more representative, cost effec­
tive survey and, ultimately, a hap­
pier client. 0 
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Industrial 
continued from p. 26 

The rating scale would be: a "1" is 
excellent, a "2" is very good, a "3" 
is good, a "4" is somewhat poor 
and a "5" is poor. 

The features/factors would be: 
product quality, price, product fea­
tures, service, warranty, company 
reputation and advertising. 

Below are some suggested open-ended 
questions. Remember, it is best to ask 
only one, as telephone interviewing time 
is limited to about 15 minutes. 

1. In question #1, you rated the A and 
C companies as having an excellent 
level of quality. Why do you feel this 
way? 

2. You said that you were familiar 
with companies A and B. Which of 
these firms is the best and which is the 
worst. Please describe exactly why you 
feel this way. 

3. You mentioned that you were fa-

COMPANY PRODUCT PRODUCT COMPANY 

NAME Q.UAL!IY .EB.lQf FEATURES .s..E..BY.J.Q.. WARRANTY B..E..E.. Mt:L, 

FirmA 

FirmB 

FirmC 

FirmD 

OTHER? 

In constructing the questionnaire you 
should keep in mind the following when 
instructing interviewers: 

1. After the introduction, the inter­
viewer will read the names of the com­
panies and circle the ones that the re­
spondent is familiar with. 

2. It is important that respondents be 
very familiar with the firms, otherwise 
they will deliverresponses that are mean­
ingless. 

3. For circled firms and for one firm at 
a time, the interviewer should read the 
features/factors from left to right and 
elicit a response rating before proceed­
ing to the next feature. 

4. In general, don't present more than 
eight factors, it just becomes too tedious 
for the respondent. 

When a respondent mentions a firm 
that falls in the "other" category, take 
down the name and rate it as you had the 
others. Include this category if you sell 
a product in a market that is expected to 
have new competitors. 

The completion of a closed-ended 
question such as this provides the per­
fect opportunity to ask an open-ended 
question as a follow up. The types of 
questions are only as limited as your 
imagination. Typically, I suggest that 
the client ask open-ends about issues 
that are very, very important to them. 

miliar with both the A and C companies. 
Could you describe the strengths and 
weaknesses that you attribute to both 
firms. How would you suggest these 
firms correct problems you experienced 
with them? 

4. Which one of the four companies is 
most capable of introducing new tech­
nology to the market. Could you de­
scribe what that technology would be 
and how it would benefit to you? 

Ranking question 
The other option in customer satis­

faction work is the ranking question. I 
recommend to my clients that they con­
duct a closed-ended ratings format, as 
described previously, and a rankings 
question. Developing customer satis­
faction data from both formats is a good 
cross-check and can greatly increase 
the accuracy of the final project result. 

Q.1 Could you please rank the fol­
lowing companies as to their prod­
uct quality, pricing, service (or 
whatever)? 

Which is the best, second best, third 
best or worst based upon their de-
livery of _______ _ 
(fill in from above) to your firm? 
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TO INTERVIEWER: Place a "1" be thoroughly pre-screened to make 
next to best, a "2" next to second certain that they can respond knowl­
best a "3" next to third best and a edgeably to the survey topics. 

tion too cumbersome. You will have 
up to 15 minutes to conduct your 
telephone interview. A good rule of 
thumb is that this section should con­
sume about half of your survey time. In 
the other half you can ask them about 
how they use the product, what they will 
buy in the future, what they think of 
your advertising, or whatever else you 
need to know at that point. 

"4" next to worst. Don'tmake theratings/rankings sec-

RANKING 

COMPANY NAME 
A 

PRODUCT QUALITY PRICING SERVICE 

B 

c 
D 

Note: You may again follow up a 
ranking question with an open-ended 
format. On our questionnaires, I try 
not to have open-ends after both the 
ratings and rankings sections. Usu­
ally one well structured, pertinent 
open-end is enough. 

Conclusion 
Well, there is the essence of a simple 

customer satisfaction questionnaire. 
Based upon the product and the num­
bers of surveys conducted per seg-

As in all projects, always 
pre-test the questionnaire 
with a limited number of 
respondents to assure that 
it's sequenced properly and 
that the questions are well 
understood by the resp­
ondents. All participants 
should be thoroughly pre­
screened to make certain 
that they can respond 
knowledgeably to the survey 
topics. 

ment, other statistical techniques 
such as regression, conjoint analysis 
and the like can be employed. Please 
be advised that statistics should be 
used only in a focused manner and 
can greatly increase project cost. 

As in all projects , always pre-test 
the questionnaire with a limited num­
ber of respondents to assure that it's 
sequenced properly and that the ques­
tions are well understood by the re­
spondents. All participants should 
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Names of Note 
continued from p. 22 

has been promoted to group program 
manager; Danyne Connell Sherman 
has been promoted to group manager, 
software support; and Dave 
Suedkamp is now vice president of 
systems and technology. 

QualiData Research Inc., Brook­
lyn, N.Y. , has named Merrill Carey 
as senior associate. 

Michelle Bogie and Melissa Scharf 
have joined Alliance Research, 
Crestview Hills, Ky., (greater Cin­
cinnati) as associate program manag­
ers. Missy Krall man has joined Alli­
ance as associate program manager. 
The company also announced several 
promotions: Bob Kushner has been 
promoted to account director of 
Healthcare Services; Laura Deaton 

Total Research Corporation, 
Princeton, N.J., has appointed Patti 

-----------------. Hoffman as vice president, director 
of human resources. 
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GENESYS Sampling Systems, Fort 
Washington, Pa., has promoted James 
Minieri to production coordinator and 
Janice Woodrow to account execu­
tive. In addition, Meg Ryan has joined 
the company as account manager and 
David Presloid, Trish Stafford and 
Karen Vint have joined GENESYS 
as customer service representatives. 

James Fong has joined Action Re­
search, Burlington, Vt., as director of 
marketing research and planning. 

Fong Moya 

Lizza Moya has joined Miami­
based Market Segment Research & 
Consulting as senior project director. 

RolfWulfsberg has been appointed 
president of the New York-based Cus­
tomer Research Division of Research 
International. 

The Delahaye Group, Inc., an in­
ternational marketing communica­
tions research and consulting firm, 
has added two staff members. Denise 
Boyd has joined the firm as business 
development manager, and Craig 
Mitchell has been tabbed as a senior 
communications analyst. 

The Council of American Survey 
Research Organizations (CASRO) 
has elected its new board of directors. 
The board officers are: chairman­
David F. Miller, president of Miller 

Clockwise from top left: Bruce Newman, Jim 
Fouss, David Miller, Diane Bowers, Wm. 
Wilson (past chmn.), B.J. McKenzie 

Research Group, Inc., Chair-Elect­
James H. Fouss, president/CEO, 
Response Analysis Corp. , Secretary­
B.J. McKenzie, president, Market Di­
mensions; and treasurer-Bruce A. 
Newman, CFO, Gordon Black Corp. 
Diane Bowers continues to serve as 
CASRO's executive director. 

Burke Marketing Research, Cin­
cinnati, has made several staff addi­
tions: Lori Turner and Kirsten Bech 
have joined the firm as account asso­
ciates; Todd McClain has been 
named assistant controller; the 
company's Project Services staff has 
expanded to include Sanserrae 
Frazier as senior project director, 
James Cowan and Brad Marsh as 
project directors, and Wayde Shanks 
as writing assistant. 

Gunilla Broadbent, president of 
the BAI International division of Be­
havioral Analysis Inc . (BAI), 
Tarrytown, N.Y., has been elected 
national representative in the U.S. for 
the European Society for Opinion and 
Marketing Research (ESOMAR). The 
United States representative is elected 
by 150 U.S. members of ESOMAR 
every two years. In other BAI person­
nel news, Robert G. Ferguson, vice 
president, has been named Qualita­
tive Division director. As head of the 
new division, Ferguson will super­
vise all the firm's qualitative research. 
In addition, Robert K. Adams has 
joined BAI as vice president. 
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B-t-B qualitative 
continued from p. 12 

ized that they get as much out of a five 
to seven-per on group as they do an 
eight to 10-person group. 

Clients are pushing to get more out 
of qualitative interviews- including 
definitive an wers to pricing and color 
que tions, and go/no go decisions. 

Recruiting the business 
respondent 

Companies report that participants 
who were formerly uncomfortable en­
tering a focus group room are now 
increasingly willing to participate in 
group research. Many bu inesspeople 
looked at focus groups as a way to test 
a new kind of soap with homemakers. 
They didn't see that anything they 
were doing professionally could re­
searched in the same way. 

In addition, they were suspicious 
of the methodology. After all, who 
but a direct competitor would want to 
ask questions about their thoughts 
on, techniques in and methods of con­
ducting business? 

But many companies now report 
le s resistance. Business group re­
spondents seem to understand that 
they might learn something. The ex­
pectation of gaining knowledge is 
often now combined with the prom­
ise of money as an incentive to par­
ticipate in a group. Participants also 
appear to be more at ease in the con­
ference rooms. There is not so much 
concern with the other side of the 
mirror and the attention is more en­
thusiastically directed toward the sub­
ject of discussion. 

Flexibility is key 
The con ensus among qualitative 

researchers working on business ori­
ented projects is that flexibility with 
regard to research technique i key to 
creative product development and/or 
positioning. Clients appear to be more 
willing to try new techniques and 
vary from their tried and true ways of 
using qualitative. Projects will often 
include one-on-ones as well as focus 
groups, each addressing different is­
sues, e.g., one-on-ones are used for 
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comprehension and reaction to spe­
cific copy and concepts; focus groups 
for understanding or developing im­
agery and uncovering users' connec­
tion to a brand. 

Moderators are no longer as strict 
about showing the same materials in 
each city or to each group because 
they understand that qualitative re­
search is there to help marketers bet­
ter understand their products. So if 
the copywriter wants to change a para­
graph or a few words before the next 

Hispanics 

tend to 

preserve 

their cultural 

values, 

traditions, 

and identity. 

group, why not? Or if the product 
concept seems to lack a reason for 
being, why wait until the end of the 
project to rewrite it? 

Though the goal behind business-to­
business research - obtaining usable, 
helpful information -hasn't changed, 
it's clear that researchers are changing 
their approaches to meet clients' needs 
and take advantage of technological 
advances. If clients are willing to sup­
port these efforts, the payoff should be 
better research for all. 0 

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. 

Hispank MARKET 
CONNECTIONS, INC. 
Bilingual/Bicultural Market Research 

415/965-3859 
5150 El Camino Real 

Suite D-11 

Los Altos, CA 94022 

Fax: 415/965-3874 

M. Isabel Valdes- President 
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ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

PHONE: (31 4) 726-3403 
FAX: (314) 726-2503 

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

Let us put that experience 
to work for you. 
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Multivariate analyses, 
including conjoint 
analysis and perceptual 
mapping 

STATPAC GOLD IV­
PROFESSIONAL'S 

& MARKETING 

RESEARCH 

New 
Update 
Now 
Available 
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User-fr iendly, comprehensive & 
dependable. Camera ready tables & graphics. 
Basic & advanced statistics. CRT & telephone 
interviewi ng. Easiest to learn . Guaranteed. 

StatPac Inc. 
4532 France Ave. S. · Minneapolis, MN 55410 
(612) 925-0159·Fax(612) 925-0851 

® 

#1 Choice for Survey & Marketing Research 
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Data Use 
continued from p. 14 

Observing the signals 
Companies that do not rely on marketing research 

can only take a "reaction posture" in the marketplace. 
The true innovators are willing to take the necessary 
risks . Just as when one is driving in traffic, research 
findings provide green lights , red lights and amber 
lights. Usually the light is amber in marketing re­
search. As long as one remembers that amber means 
caution, accidents will be minimized. 

An analogy from chess may shed light on the prob­
lem as well. Most people know that the object of the 
game is to checkmate the enemy king. However, since 
both sides have the same objective, the attainment of 
that goal becomes problematic. To attain the ultimate 
goal , it is necessary to attain a number of sub-goals, 
such as controlling the center of the board, before the 
opponent does. Likewise, analysis of data requires a 
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disciplined step by step procedure. 

Dealing with data doubt 
Unlike an academic test , there is often no "answer 

key" that allows us to verify the way in which we 
construe the facts. So somehow we need to assure 
ourselves, and our clients, that the data can be used to 
address real-world business situations. On this score, 
I have even heard a hierarchical cluster analysis re­
ferred to as "Astrology to five decimal places!" The 
researcher becomes the target of the doubting Thomas: 
"How do you know that the data says what you claim 
it says?" 

An example is in order here. Imagine yourself deliv­
ering a presentation of the findings from a recent 

The attitude of many corporate managers 
is what I like to call the Joe Friday attitude 
-just the facts rna' am. The plain and 
simple truth in most of these cases is 
rarely plain and never simple. One of my 
university professors used to characterize 
the difference between fact and opinion in 
this way: "Whereas paternity is sometimes 
a matter of opinion, maternity is always a 
matter of fact." Marketers will always be 
in the "maternity ward" of the research 
process. They have the accountability for 
the actions taken in light of research. 

survey. Midway through the presentation, the chair­
man of the board waltzes into the room. He glares at a 
chart that shows his company dead-last in the industry 
ratings for customer satisfaction. Then his glare passes 
from the chart to you. In a rather fierce voice, he 
demands, "Why should we believe this chart?" As­
suming that you first take a sip of water to remove the 
dry feeling in your mouth, you must then address the 
issue forthrightly. The non-obvious answer is that data 
never stands alone. There is always contact with a 
realm of reality that transcends the chart on the presen­
tation screen. 

Is the data consistent with what is already known? Is 
there any reason to question the methodology of the 
survey that obtained the information? Does the pre­
senter have a hidden agenda with regard to the infor­
mation? By casting doubt upon the constellation of 
findings, the chairman has revealed a new dimension 
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BRAND INSTITUTE, inc. 
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BRAND N AMING • D ESIGN • M ARKET R ESEARCH 
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CALL US FOR A CAPABILITIES PRESENTATION. 
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.,... 4 Focus G roup Su ites with separate 
reception and client offices 

.,... Computerized interview ing at our 
respondent's offices 

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

.,... Local/national/internationa l capabi lities; 
English, Spanish & Most Asian languages 

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

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

Call for our brochure and references­
you will be impressed! 

Eleiscltman Field Researcll 
220 Bush Street, Suite 1300 1655 North Main Street, 
San Francisco, CA 94104 Suite 320 
Phone: (415) 398-4140 t;:;/!; Walnut Creek, CA 94596 
Fax: (415) 989-4506 //i5_ Fax: (510) 942-2610 
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of the role of information in marketing research. Since 
he i the primary decision maker , he has the ultimate 
responsibility for accepting or rejecting the informa­
tion , regardles of the external validity of the informa­
tion it elf. By analogy, the captain of a ve se l may 
obtain a report of an iceberg in the path of the ship , but 
it is up to him to act upon the information. 

Heading off data problems 
It must be born in mind that any set of data, regardless 

of its reduction level , can be con trued in more than one 
way. At one point in the hi tory of a tronomy, there were 
two separate theories that explained the movement of 
heavenly bodies. There was the Ptolemaic sy tern in 
which Earth was the center of the heaven , and the 
Copernican system in which the sun was at the center. 
Obviously , there were major metaphysical implications 
to be drawn from these two perspectives, ince they had 
religious as well a sc ientific overtones. The same is true 
with data in marketing research. If a particular piece of 
information fits the chairman's overall direction for a 
company, that information will be highli ghted. If it 
does not , that information will be u pect. So, there is 
a delicate balance between the information itse lf and 
the way in which it is implemented . Unwelcome news 
still sometimes results in the messenger's head being 
chopped off. 

It is instructive to note that the level of precision in the 
data is of paramount concern in many instances. There is 
a dynamism between the amount of data that can be 
collected and the funds available to collect them. 

Oftentimes , greater preci s ion is demanded than is pos­
sible with the data at hand. In tho e cases, either decisions 
must be made us ing " incomplete" information, or more 
data must be collected. 

Statistical techniques such as factor analysis are aimed 
toward reducing an array of data into understandable 

factors or dimens ions. In work I have done in both the 
automotive and recreational marine industries, clients 
have requested " map " of the marketplace. In those in­
stances, the challenge wa to repre ent the various prod­
ucts within a N-dimensional space . The logic was that 
products that were in close proximity to each other were 
clo e competitors, whereas those that were far apart were 
not. By factor analyzing measures on attributes such as 
sty le, durability , safety, ease of handling and so forth, it 
was possible to create a two-dimens ional "competitive 
environment" in which the product could be plotted. 
The e maps were so popular that one of the clients 
requested wallet- ized ver ions for easy reference. Talk 
about data reduction! 

The point here should be clear - client do not need 
vo luminou data, except po sibly to impress those who 
are impressed by "data by the pound. " What clients truly 
want are answers, and those can only be achieved by the 
proper portrayal of the data in a form that is both useful 
and enlightening. 0 
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Research Company News 
continued from p. 23 

ton-Performance Plus; downtown 
Chicago-National Data Research; 
Detroit-M.O.R.-PACE; Minne­
apolis-Focus Market Re earch; 
San Diego- Taylor Research; 
downtown San Franci co-Nichols 
Research; Stamford, Conn.-Focus 
First America. For more informa­
tion call 800-288-8226. 

Calverton, Md.-ba ed Macro In­
ternational and AHF Marketing 
Research , New York City, have 
merged their market research and 
consultation capabilities under the 
name of Macro•AHF, a division of 
Macro International. Macro•AHF 
will concentrate on value-added 
market and survey research , inter­
national survey research and mar­
keting consulting in the areas of 
brand pos itioning , new product in­
troductions and global expansion. 

Langer Associates, Inc., New 
York , has formed a new telephone 
division headed by Vice President 
Sue Miller to provide clients with 
in -de pth qualitative research at 
lower cost than personal interviews. 

Cardiff Software, Inc., Solana 
Beach , Calif. , has formed a new 
division, called Cardiff Consulting 
Services , to serve users of its 
Teleform software. The division 
will provide consulting to value­
added resellers and corporate cli­
ents on system integration , design 
and implementation of applications. 

QualiData Research Inc. has opened 
a branch office in downtown San Fran­
cisco at 140 Second St., Ste. 400, San 
Francisco, Calif. , 94105. Phone 415-
284-0422; fax 415-284-0334. E-mail: 
QualiData@ aol.com 

Results from Fairfield, Conn.­
based Survey Sampling, Inc.'s 

most recent Research Monitor sur­
vey of research firms found that 
researchers are expecting steady 
growth in the industry in terms of 
both staffing and types of research. 
Firms of all sizes are experiencing 
increases in staff size compared to 
July 1994 and one year ago. Over­
all, the research staff size is up 3.8 
percent from a year ago, with the 
medium-sized firms (5-19 employ­
ees) showing the largest increase 
(5.9 percent). The medium-sized 
firms also reported the largest in­
crease in staff size when compared 
to July 1994 (3.6 percent). But the 
small firms (1-4 employees) are pre­
dicting the largest increase for the 
fir t quarter of 1995; a 10.2 percent 
is anticipated. Reports of steady 
growth apply to almost all types of 
research as well. Mall, focus, panel, 
mail, scan and phone research are 
expected to increase. Focus groups 
and door-to-door research will hold 
steady in the next quarter. 

focusVision ~etwork brings your customers 
Into your offtce, ready to rant 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 CLI 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 ·:::::/ NEfWORK, 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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Satisfaction 
continued from p. 16 

swers may include ( 1) Not impor­
tant, (2) Somewhat important, (3) 
Very important, or ( 4) Critical. 

same issues. Sticking with the previ­
ous example, let 's say that Company 
A also asks the customer to rate 
Company B on product quality. If 
the customer expected a higher level 
of quality from Company A than 
Company B, the expectations scale 
would once again render a com­
parison impossible. The customer 
could give a lower expectations rat­
ing to Company A, even if they 
were more satisfied with A than B. 
This would happen if they expected 
even more from Company A than 
Company B. (Another methodologi-

cal downfall of many CSMs is that 
they fail to gather insight into the 
competition. It is extremely diffi­
cult to increase your profitability 
and/or market share if your are not 
aware of your competitive situa­
tion.) 

Fortunately there is a way to achieve 
the goal of CSMs. It entails substitut­
ing questions measuring satisfaction 
of the key issues based on expecta­
tions with questions asking the 

Second , how well does Company 
A perform with regards to each is­
sue? (1) Very poor, (2) Poor, (3) 
Fair, (4) Good or (5) Excellent. 
(Note that both importance and per­
ceptions scales can vary based on 
the specific project.) 

As opposed to the expectations 
questions, the importance and per-

customer's per- ,...--------~---,~"':""'T___,~----------, 
ceptual and im-
portance ratings 
of them. Instead 
of asking if the 
customer's ex-

Very Poor 

] WEAKNESSES 
Q 'view as opportunities.· 

Communication 
• skills 

Customer 
• service 

Excellent 

STRENGTHS Q 
should be leveroS!'d, ;;· 

!!!. 

Product 
• quality 

· llaml':! (lul':!st ® 
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For Information Contact: 
John Hoeppner 
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Name Testing. 
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" pectations were ~ 

met on product 
quality and cus­
tomer service, 
ask two ques­
tions. First, how 
important is 
each issue to the 
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THE GAY AND LESBIAN MARKET- A new research report from Packaged Facts 

With Packaged 
Facts' new 
research report, 
you can •.. 

Discover new 

ways to tap into 

the significant 

and 

under-targeted, 

Gay and 

Lesbian Market 
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(( packaged facts") 

625 Ave. of the Americas 
New York, NY 10011 

• FACT • Gays and Lesbians are more likely than the "aver­
age" American to spend on non-essential items like travel, eat­
ing out, entertainment, electronics, home furnishings and 
apparel. • FACT • Now at more than $200 billion, their 
spending power is expected to grow 25% faster than the total 
market. • FACT • According to Yankelovich Monitor survey 
results published in the New York Times (6/94), gays and les­
bians are self-employed at a rate almost two-thirds higher 
than heterosexuals (18% vs. 11 %) making them likely 
prospects for high-tech products like home computers, cellu­
lar telephones and fax machines. • FACT • Market segmen­
tation is the watchword when identifying those segments of 
the gay and lesbian population most likely to purchase a par­
ticular product or respond to a particular marketing strategy. 
Generation can make a big difference in taste, style and atti­
tude. • FACT • Gays and lesbians purchase entertainment 
products -last year: 89% purchased books, 76% purchased 
CDs and 42% purchased pre-recorded audio cassette tapes 
according to an Advocate/Simmons readership survey. • FACT 
• Packaged Facts' report, THE GAY AND LESBIAN 
MARKET, is filled with facts like these that will give you an 
edge in reaching this significant market. Find out more. 

Call for a free, detailed table of contents: 
800 265-9836 ABC 56C 
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ceptions questioning provides a 
comparable measurement for each 
issue. Thus the company could de­
termine whether its customers are 
more satisfied with product quality 
or customer service. It could also 
determine which issue is more im­
portant to its customers. Further­
more, it could accurately compare 
its performance to its competitors. 

Such a questionnaire would lead 
to the goal of optimally allocating 
the company's resources to maxi­
mize customer satisfaction. (Obvi­
ously, the actual questionnaire 
would address more than just two 
issues.) This goal could be achieved 
in two ways. The first method would 
involve constructing a quadrant 
analysis (see chart). This analysis 
would map each issue on a grid 
with importance and perceptions as 
the axes. The company could deter­
mine its key strengths (issues with 
high importance and high percep­
tions) and its key weaknesses (is­
sues with high importance and low 
perceptions). The company could 
furthermore reallocate its resources 
from the overemphasized issues (is­
sues with low importance and high 
perceptions) to the areas of weak­
ness. Issues low in both importance 
and perceptions would be monitored 
over time. 

A second method to optimize the 
allocation of resources with there­
sults of the importance and satis­
faction questions is to construct a 
mathematical maximization model. 
This simply consists of multiplying 
the importance of each issue by the 
maximum satisfaction rating ("5" 
for "excellent" would be the maxi­
mum score in this scenario). The 
sum of these products would give 
you a figure representing 100 per­
cent customer satisfaction. Since 
each issue would be given a differ­
ent weight according to its impor­
tance, you could then determine (by 
plugging in estimations of increased 
perceptions if increased expendi­
tures were made in each area) how 
to best allocate your resources to 
come closest to this 100 percent 

April1995 

goal. 
Expectations measurement is only 

useful in CSM studies when it is 
solicited by focused questions that 
are mutually exclusive (not to be 
compared with other questions). 
Such questions could include "How 
often do you expect a visit from 
your sales rep?" or "How long of a 
lead time do you expect between 
ordering the product and delivery?" 
However, measuring satisfaction 
based on expectations only allows 

One Clear Choice 

With the overwhelming number 
of survey options, sometimes it's 
not a matter of choosing the right 
tools-but rather the right company. 

NCS: Your Single-Source 
Survey Solution 
NCS' automated scanning 
systems and processing services 
can quickly provide the clear, 
concise, and actionable information 
needed to give the marketplace 
your undivided attention. 

you to determine if the satisfaction 
of your core customers is increas­
ing or decreasing over time. Since 
this methodology fails to allow 
meaningful comparisons across is­
sues and competitors, it does not 
allow companies to proactively im­
prove their customer satisfaction in 
the future. By utilizing importance 
and perceptions ratings you can 
determine where your resources will 
be most useful in ensuring the sat­
isfaction of your customers. 0 

In-House or Out-Source 
To Meet Your Needs 

NCS will help you match the right 
solution to your needs from our 
complete menu of survey 
solutions, including: 

• Forms 
• Distribution services 
• Comprehensive suite of 

software 
• Scanners (OMR & image) 
• Project management 
• Research planning & analysis 
• Processing & coding 

To find the right survey solution 
callB00-347-7226 ext. 3140 

1!:> 1995 National Computer Systems, Inc. • All rights reserved. 
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Survey Monitor 
continued from p. 21 

now included more tasks that ever. 
For more information, call Ken Long 
at 216-696-7 000. 

Kids with money 
Teenage Research Unlimited says 

that teenagers spent $99 billion in 
1994, and believe it or not, all of that 
money did not go toward basketball 
shoes and game cartridges. They re­
portedly earned about $96 billion last 
year- they must all be heading into 
careers in government. Kids' earn­
ings were up a whopping 12 percent 
over '93 numbers. The Northbrook, 
Ill., firm queried 2,081 kids 12 to 18 
and found that boys spend about $68 
each week and girls spend $65. Of the 
$99 billion, $63 billion was their own 
money; the remainder came out of the 

5 

family stash. Daughters spend more 
family money than sons. Boys, on 
average, earn $18 more per week than 
girls. Kids' money sources include 
parental handouts ( 4 7 percent) , occa­
sional jobs ( 45 percent), allowances 
(32 percent), part-time jobs (28 per­
cent) and full-time jobs (11 percent). 
Right now, there are 28.5 million 
people between 12 to 19 in the U.S., 
and the growth in the number of teens 
in America that started in 1992 is 
expected to continue for another 15 
years. For more information, call Pe­
ter Zollo at 708-564-3440. 

Too much work, too 
little love 

Remember that woman? You know, 
that one who was wearing the white 
dress on the day you were sporting a 
tuxedo. Here's a hint: wife. You may 

ONLY IOc PER NUMBER 
Maritz Sampling offers quality samples- random, listed, or 
targeted - for 1 oc 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 
IIIia ll MARITZ MARKEfiNG RESEARCH INC. 
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recall this person as someone you'd 
like to spend a great deal of time with, 
but if you're like the readers of Exec 
magazine, published by Rodale Press, 
Emmaus, Penn. , you may not be very 
familiar with her anymore. In a re­
cent survey of 3,000 Exec readers , 
more than half of all respondents said 
they work a minimum of 60 hours a 
week; 29 percent say they work 70 or 
more hours per week. There 's no tell­
ing how much of that is "woe-is-me" 
whining, but it is clear that the heavy 
workload is taking its toll on Ameri­
can marriages. Some 58 percent of 
survey respondents said their work 
habits cause monthly arguments at 
home. Since 54 percent said they ' re 
u ually too tired for a little off-the­
cuff romance, it' s no wonder there's 
trouble on the home front. More 
than a quarter of the men (28 per­
cent) said their long hours at the 
shop had prompted their wive to 
accuse them of smooching some­
body at work. (Twenty- even per­
cent of re pondents admit that they 
feel they have more in common with 
female colleagues than they do with 
their wives.) When they do get to­
gether with their spouses, most men 
say they talk (35 percent). Other 
popular activities include watching 
television (30 percent) and sleep­
ing (27 percent). Sex is less popu­
lar - 10 percent cited it. Even 
though they say they ' re working 
like dogs, more than half of survey 
respondents (57 percent) said they 
spend more time with their families 
than their father ' did - a finding 
that may indicate guys are painting 
a somewhat idealized picture of 
their live . For more information , 
call Patrick Taylor at 610-967-8621. 

Taking 'em to school 
After polling, by phone, 15 ,000 

school district , Market Data Re­
trieval, Shelton, Conn. , has deter­
mined that for the 1994-95 chool 
year, there are 43.7 million kids en­
rolled in public schools. The firm 
says this is the largest number of kids 
the public schools have been charged 
with since the mid- '70 . There are 
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470,000 more kids in public schools 
this year than there were in ' 93-94. 
MDR estimates that enrollments will 
continue to increase through 1996 in 
response to the growth in the number 
of kids born in the late '80s. Middle 
schools gained the most students, 
183 ,000, while senior highs added 
174,000 and grade schools made room 
for 113,000 more kids. Twelve states 
- California, Texas, New York, 
Florida, Illinois, Ohio, Pennsylvania, 
Michigan , Georgia , New Jersey, 
North Carolina and Virginia - ac­
count for 58 percent of total public 
school enrollment; each of those 
serves more than 1 million students. 
California tops the list with 5.3 mil­
lion kids in public schools. The fast­
est growing rolls, by county, were 
found in the five boroughs of New 
York City, followed by Clark, Ne­
vada; Harris, Texas; Maricopa, Ari­
zona; and Dallas. For more informa­
tion, call Kathleen Brantley at 202-
926-4800. 

Violence among teens -
in towns both big and 
small- is widespread 

Violence among teens in towns of 
all sizes is prevalent, and many teens 
feel their schools have become more 
dangerous, according to a survey re­
cently conducted by Roper Starch 
Worldwide, New York City, for the 
nationally syndicated television talk 
show "Rolanda," with the consulta­
tion of the Harvard School of Public 
Health. The survey indicates that 31 
percent of high school and junior high 
or middle school students think teen 
violence is a serious problem in their 
own school, and 45 percent think vio­
lence in their school has become 
"more dangerous over the past five 
years." On a more positive note, the 
study found nearly three in four stu­
dents whose schools have made ef­
forts to reduce violence believe they 
have been "very" or "somewhat ef­
fective." 

A major report by Roper Starch 

presents findings from a national 
projectable telephone survey of chil­
dren, primarily between the ages of 
12 and 17, on the subject of teenage 
violence and crime. An equal number 
of boys and girls were randomly in­
terviewed for a total sample of 502 
high school and junior high or middle 
school students . The survey was con­
ducted between October 20 and Oc­
tober 26, 1994. The margin of error is 
plus or minus 4.4 percentage points 
on the total, and much larger for 
subsamples. 

The study found several differences 
-both expected and unexpected­
in levels of violence. While violence 
is typically more common among boys 
than girls and among high school ver­
sus junior high and middle schools as 
expected, the survey yielded the sur­
prising findings that violence often 
varies more by geographical region 
than by size of city. (Roper Starch 
suggests that regional differences may 
in part be explained by the greater 
presence of gangs in areas such as the 
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West. And the fact that violence is in 
many ways no more prevalent in large 
cities than small cities and suburbs/ 
rural areas may be due to greater 
security measures in many inner-city 
schools.) 

Examples of expected differences: 
Thirty-four percent of boys versus 

11 percent of girls "have been in a 
fight in the past year." More than 
twice as many high school students as 
junior high/middle school students 
currently usually carry a weapon (16 
percent versus 7 percent) . 

Examples of unexpected differences: 
Violence is typically most preva­

lent in the West and least prevalent in 
the Northeast: 30 percent of students 
in the West have been in a fight in the 
past year, compared to 23 percent in 
the South, 18 percent in the North­
east, and 17 percent in the Midwest. 

Violence is often most problematic 
in small cities: 17 percent of students 
in small cities currently carry a 
weapon, compared to 12 percent in 
suburbs and rural areas and just nine 
percent in large cities. 

Other major findings in the survey 
included the following. Violence 
among teenage students today is wide­
spread: 22 percent have been in a 
fight in the past year; 17 percent claim 
to have "ever been robbed at gun and/ 
or knife point;" 13 percent currently 
carry a weapon (a gun, knife, razor, 
or some other type of weapon). 

Violence and the threat of violence 
affects students in a variety of ways. 
Fifty-four percent "feel angry." Twenty­
five percent "have more difficulty con­
centrating in class." Twenty-one per­
cent are "less eager to speak up in class." 
Seventeen percent "want to change 
schools or consider changing schools." 
Seven percent "stay home from school 
or skip classes." 

Students commonly know people 
who are involved in violence. Fifty­
one percent know someone (whether 
it be a teenager or an adult) who 
carries a weapon to school or in their 
neighborhood. Forty-two percent 
know someone "who is involved in a 
gang." Forty-one percent know some­
one in their own home who owns a 

GROUP DYNAMICS 

gun. Thirty-four percent know some­
one "who has been shot." Seventeen 
percent know someone who "has been 
killed as result of violence." 

Most schools are taking actions to 
prevent violence. and students think 
they have been effective. Twenty-six 
percent of students say their schools 
have "had a program or class to pre­
vent violence." Twenty percent "have 
peer mediators." Twelve percent take 
both approaches. 

Students in large cities are most apt to 
say their school has had a special class 
or peer mediators. Overall, while 35 
percent of all students say their school 
has taken neither of these steps, only 24 
percent of students in large cities say 
this, compared to 37 percent of students 
in small cities, and 43 percent of stu­
dents in suburban and rural areas. 

Students believe in the efficacy of 
these efforts. Nearly three in four 
students whose schools have had anti­
violence classes and/or peer media­
tors (73 percent) say they have been 
effective, with 22 percent saying they 
have been "very effective." 
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Product & SeiVice Update 
continued from p. 24 

rope and Asia as part of the INRA 
Global Conference. The presentation, 
called "Citizens of the World, Con­
sumers of the World," is slated for 
New York City's Hotel Maclowe. It 's 
designed for executives interested in 
global marketing and lifestyle trends. 
Included in the conference will be 
celebration of the 50th anniversary of 
the company's international division, 
the International Research Associates 
(INRA) network. Forregistration fees 
and more information, call Toni 
Shields 212-599-0700. 

Digisoft offers link 
between Telescript and 
SPSS, Survey System 

Digisoft Computers, Inc., New 
York City, now offers a link between 
Telescript call center software and 
the SPSS and Survey System tabula­
tion packages. This new connection 
enables call centers to quickly gener­
ate market research tabulation and 
statistical reports. 

Previously, managers were required 
to manually enter text and labels and 
coordinate the questions for each tabu­
lation report. In addition, each man­
ager had to match his or her data file 
with the statistical package. 

Now, Telescript generates the text 
of questions and responses in a for­
mat that the tabulation software can 
easily understand. Report generation 
is simplified by making it less time 
consuming to retrieve and organize 
the text and data. For more informa­
tion, call 212-490-7980. 

Western Wats offers 
predictive dialing 
system 

Western Wats Center, Provo, Utah, 
now offers Divine Link, its predic­
tive dialing software system, for com­
mercial sale. The software is being 
sold bundled with a dialing engine of 
Dialogic cards housed in a rack- or 
wall-mount PC. The plug-and-play 
system will sell for as little as $1,795 
per agent, depending on the configu-

April1995 

ration ordered. Rental options are also 
available. Divine Link was developed 
to easily integrate into an existing 
network, thereby protecting any LAN 
investment already made. Divine Link 
will run on networked 286 PCs or 
higher, and can be acquired in stan­
dard configurations from four agent 
seats and 12 phone lines to 32 agent 
seats and 48 phone lines. Custom con­
figurations are also available. 

oped Divine Link because it was un­
happy with the cost versus value of 
other predictive dialers. For more in­
formation, call 800-7 48-4522. 

New release of 
SYSTAT 

Western W ats operates four call 
centers with 250 phones. It devel-

SYSTAT 6.0 for DOS is now avail­
able from SPSS. The product is the 
first release since SPSS acquired 
SYSTAT, Inc., in September 1994. 
The new release is a major upgrade, 
offering all new object-oriented 

Sorkin-Enenstein 500 North Dearborn Street, 
Research Service, Inc. Chicago, Illinois 60610 

Telephone (312) 828-0702 
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• How much will they buy? 

• How much will the market pay? 

• What is its competitive position in the market? Why? 
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graphics, greater statistical capabili­
ties, improved data handling and ex­
tended memory support. System re­
quirements are: 286 or better proces­
sor; DOS 3.3 or higher; 4MB RAM; 
hard disk with 6MB storage space; 
3.5" floppy drive; mouse recom­
mended but not required; math 
coprocessor recommended but notre­
quired. Existing SYST AT customers 
can purchase the upgrade at a reduced 
price until June 30, 1995. SPSS/PC+, 
SAS, Statistica and Statgraphics us­
ers can also upgrade for a special 

price until the end of June. For more 
information, call 800-543-2185. 

Online data service 
lets respondents take 
surveys anytime 

Research Connection , Inc., 
Westfield, N.J., has launched Quest 
Connect, a new online data collection 
service. Quest Connect enable re­
spondents to dial in and take a urvey 
at their convenience, 24 hours a day. 
It is designed to reach busy people 

like phy icians, MIS professionals, 
executives, teens, college students, 
and Generation Xer . Most studies 
can be completed, from questionnaire 
programming through data tabulation, 
in a week. 

Respondents use specially designed 
software that configures their mo­
dems and automatically dials a toll 
free number. They then take the sur­
vey that is waiting for them, and the 
results are tabulated instantly. Quest 
Connect is a completely private bul­
letin board run by researchers. Spe­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ci~~edquestionna~esoftwareallows 
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NO SURPRISES 
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survey to include complex branch­
ing logic, rotations , calculations, and 
open-ended questions. 

Quest Connect will be used to elec­
tronically register new customers and 
survey them at the same time. Those 
same customers will be tracked over 
time on key issues. 

Quest Connect also offers a teen 
panel of 10-19-year-olds who can be 
accessed for full surveys or queried 
by adding questions to the weekly 
omnibus study which will also ex­
plore the relationship between teens 
and technology. A TeenTech news­
letter highlighting the results of the 
omnibu studies will be published 
quarterly. Que t Connect panels of 
kids and parents are in development. 
For more information, call Amy 
Yoffie at 800-665-9724 or send e­
mail to rconnect@aol.com 

Handbook profiles 
Latin American 
markets in detail 

Strategy Research Corp. , Miami, 
now offers a new Latin American 
Market Strategic Planning Handbook. 
The book provides in-depth informa­
tion and comparative market data to 
analyze markets in Brazil, Mexico, 
Argentina , Venezuela, Colombia, 
Chile , Peru, Ecuador, Uruguay and 
Paraguay. The handbook also offers 
updated population and demographic 
figure , along with a breakdown of 
the marketing infrastructure of each 
country (i.e., media outlets and ad­
vertising/PR agencies). For more in­
formation , call 305-649-5400. 
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Synopsys 
continued from p. 7 

views in the respondent's language 
from local offices was one of 
Synopsys' requirements for its re­
search vendor. "That was a big 
differentiator between Burke and the 

with some of the softer issues that 
you need to get into to measure cus­
tomer satisfaction in English , so it 
was imperative to speak to them in 
their own language." 

Make it convenient 
A with most business-to-business 

them to fill it out. And in-person vis­
its would be far too expensive. 

"In general for business-to-busi­
ness applications, we find that tele­
phone is the way to go. Respondents 
are willing to do it in a 20-minute 
interview. It's customer-friendly and 
we do the interviews in their lan-

other companies," Moller ays. "A research situations, a key concern was guage." 
lot of research firms said 
they could do it but they 
hadn ' t ever done it before 
or had very little experi­
ence with it and that was 
one of the things that was 
mandatory for u because 
of our diverse customer 
base," Moller says. 

"You really have to do 
the interviews in their language," says 
Steve Benjamin, Burke CSA consult­
ant. "It shows consideration for the 
customers. You're asking them to help 
you so it's the least you can do. 

"Many of the designers we inter­
viewed for Synopsys are educated in 
English and work in English but we 
have learned that they have difficulty 

to make participating in the research 
convenient for the respondents. "The 
customers of Synopsys are very busy 
people," Benjamin says. "They are 
the superstars of their business, so 
they're very hard to get a hold of. 
They won't fill out a written survey; 
you won't be able to get detailed 
information from a mail survey be­
cause you have to make it brief to get 

The interviews cov­
ered product quality, 
performance, integrity, 
licensing agreements 
and pricing policies, 
customer support and 
training, and the sales 
staff. 

Earned goodwill 
Because the EDA industry didn't 

have an outstanding record of solicit­
ing customer opinions, Synopsys 
earned goodwill by making the effort 
to listen to its customers. "We found 
their customers weren't used to being 
asked what they wanted," says Ben­
jamin. "So the mere act of asking 
produced positive results. It sent the 

How To Find The Best Deal 
On WATS Interviewing. 

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

• 100 line national coverage • Certified interviewers • Project bids in one hour 
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• On time results • Low prices • State-of-the-art technology 

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

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

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

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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message that their customers' infor­
mation is driving the way Synopsys 
does business. 

"We learned that Synopsys was per­
forming well relative to its competi­
tors. But we also learned the industry 
is not known for paying attention to 
customers ' needs. We had to dig 
deeper to understand their needs and 
requirements and how Synopsys could 
address them." 

The research found that some of the 
customers who had service contracts 
did not understand the value of their 
contracts. As a result, Synopsys de­
veloped a new service that more 
clearly demonstrates its value. 

The company also found that cus­
tomers were having trouble finding 
information within its software manu­
als. Additional interviews with cus­
tomers uncovered more information 
and led Synopsys to introduce Solv­
it!, an on-line help product that gives 
customers access to all of the 
company's documentation 24 hours a 
day, seven days a week. 

In addition , research found that cus-

OBJECTIVE: 

tamers placed a lot of value on a 
predictable release schedule. So 
Synopsys refined its release proce­
dures to make sure new releases come 
out when they are scheduled to. 

Different expectations 
The research confirmed that there 

were a number of differences in the 
expectations of the German, Japa­
nese and U.S. customers. "We'd been 
hearing about these differences from 
our people in these regions, but we 
found it really helped to have an inde­
pendent consultant define the issues," 
says Moller. 

"Here is a company that is making 
a product that's being sold world­
wide and the people who are buying 
the product are all buying it for same 
reason, or so it seems," Benjamin 
says. "And yet when we measured 
these 40-odd attributes and looked at 
the importance of the attributes and 
performance, in many cases we ended 
up with differences." 

For example, the research showed 
that U.S. designers want to be the 

Manage the suroey (don 't let it manage you). 
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551 SOLUTION: 
Dr. Andrew Kulley (chief statistician at employee-owned Response 
Analysis Corporation in Princeton, ew Jersey) - "Working with 
traditional RDD sample when you are seeking 'low incidence' popu­
lations can be frustrating and expensive. By using Survey Sampling's 
Targeted Samples in conjunction with traditional RDD sampling 

approaches, we not only make things easier 
for our interviewers, but also retain our 

ability to generate fully projectable 
estimates for difficult-to-reach popu­
lations. Targeted Samples let us cut 
turnaround time substantially. That 

lets us bid on and win jobs we could 
not otherwise get - and makes for very 
happy clients." 

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

first to have the newest technology. 
They don't care that the software may 
have some bugs or the documentation 
might not be complete. They're the 
equivalent of test pilots who are will­
ing to risk a crash in order to be the 
first to try a new program that can 
take them to new heights. 

German customers, on the other 
hand, look at Synopsys products as 
productivity enhancers. Technology 
issues aren't as important to them. 
German firms want their designers to 
have tools that will help them do 
more effective, productive work. 
"They want to hear about perfor­
mance, ease of use and overall qual­
ity and reliability," Benjamin says. 

"It was clear to us that what moti­
vates the German customer, the Japa­
nese customer and the U.S. customer 
are significantly different and hence 
one cure does not solve all. If you're 
doing one thing, not all customers are 
going to buy-in," Moller says. 

"Isolating the needs of the indi­
vidual markets allows people within 
the company to tune their delivery 
programs and their customer satis­
faction efforts to the needs of those 
local areas," Benjamin says. 

"It also tends to sensitize the cor­
poration itself," Moller adds. "People 
from the overseas branches will tell 
the company, ' You can't give us a 
U.S. solution. It won't be accepted 
here.' And the company doesn't al­
ways understand what that means. If 
you can go back and support that with 
some quantifiable data, it helps sensi­
tize people to the issue. You can quote 
text until you're blue in the face. But 
it becomes much more persuasive 
when they're reading feedback from 
the customer and it's summarized in a 
fashion that they can understand and 
internalize." 

Don't compare 
Moller says that for companies that 

have overseas divisions, it's critical 
not to compare the customer satisfac­
tion scores of branches in different 
countries. "Different cultures grade 
differently. You can't sum the results 
up together when you're done. You 
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have to look at things in 
relative terms. You al­
most have to create your 
own baseline for each 
culture." 

Steve Benjamin: "We 
continually remind our 
clients when we do in­
ternational work that 
countries are like chil­
dren - you love them 
all and you treat them 
individually. 

"We generally fi nd 
that clients stay out of 
the comparison game. 
They don't use the re­
search results as a ham­
mer and ask one divi­
sion, for example, ' Why 
aren't you performing 
like the others?' That 
approach creates a lot 
of unnecessary anxiety 
and never gets you the 
behavior that you 
want," Benjamin says. 

Photo ©1994 PhotoDisc, Inc. 

Verbatims don't 
correlate 

The interviews included 
an open-ended question 
that asked the respondents 
what Synopsys could do 
to increase their overall 
level of satisfaction. Ben­
jamin says that the verba­
tim responses are always 
interesting and helpful, 
though the opinions ex­
pressed in them don't typi­
cally correlate to actual 
satisfaction drivers. 

"The verbatim com­
ments won't agree with 
analysis of what's driving 
behavior but it's really use­
ful to have them becau e 
they 're the kinds of things 
that management and the 
salespeople are hearing. 
But just because you hear 
something doesn't mean 
it's driving behavior. 

continued on p. 59 

Only Sawtooth Software offers you two different ways of conducting conjoint analysis. 
Which is your choice? 

Adaptive Conjoint Analysis 
(ACA) 

Up to 30 Attributes 
Adaptive PC Interview 

Paired-Comparison 
Rating Task 

Main Effects Only 
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OR 

Choice-Based Conjoint 
(CBC) 

Up to 6 Attributes 
PC Interview with Fixed or 

Random Design 
Choice Task with up to Nine 

Concepts 
Main Effects and Interactions 
Counting or Multinomial Log it 

With the introduction of our CBC System, we now offer a choice of conjoint methodologies: 
traditional conjoint (using our unique adaptive approach), and choice-based conjoint (also 
known as discrete choice modeling). 

Call or write for free demo disks and technical papers. 
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are also classified by state and specialty for your convenience. Contact publisher for listing 
rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. Phone 
612-861-8051 I tax 612-861-1836. 

Access Research, Inc. Campos Market Research The Customer Center, Inc. 
8 Griffin Road North 216 Blvd. of the All ies 3528 Vest Mill Rd . 
Windsor, CT 06095 Pittsburgh, PA 15222 Winston-Salem, NC 271 03 
Ph. 203-688-8821 Ph. 412-471-8484 Ph. 910-768-7368 
Contact: Gerald M. O'Connor Contact: R. Yvonne Campos Contact: Christine Davis 

Experience With Consumers and Innovative State-Of-The-Art Moderating 
Asian Marketing Communication Business-to-Business Groups. Techniques. 
Research/Div. of H&AMCR, Inc. 

Carlson Marketing Consultants 1301 Shoreway Rd., Ste. 100 Data & Management Counsel, Inc. 
Belmont, CA 94002 941 Bayberry Point Dr. P.O. Box 1609 I 608 Chadds Ford Dr. 
Ph. 415-595-5028 Ft. Lauderdale, FL 33324 Chadds Ford, PA 19317 
Contact: Dr. Sandra M.J. Wong Ph. 305-475-7181 Ph. 610-388-1500 
Qua/JQuant. Rsch. in Cantonese, Mandarin, Contact: Susan Carlson Contact: Bill lift-Levine 
Japanese, Korean, Tagalog, etc. U.S. & lnff. Fortune 500 Clients/Consumer/Busi- Extensive Experience In Domestic & 

ness-T a-Business. International Qualitative Research. 
Asian Perspective, Inc. 

Michael Carraher Discovery Research 386 Broadway, 5th fl. Direct Feedback 
New York, NY 10013 204 Dupont St. 4 Station Sq., 4th fl. 
Ph. 212-431-9366 Philadelphia, PA 19127 Pittsburgh, PA 15219 
Contact: Grace Chin Ph. 215-487-2061 Ph. 412-394-3626 
Mod. & Recruit In Cantonese, Mandarin, Contact: M. Carraher Contact: Tara Hill 
Vietnamese, Korean & Japanese. Discovering What Is & How To Create Bus.-To-Bus./Consumer/Recruit!Moder-

Desired Change. ate/Report. 
Auto Pacific Group, Inc. The Clowes Partnership 
12812 Panorama View Dolobowsky Qual. Svcs., Inc. 
Santa Ana, CA 92705-1340 

P.O. Box 791 94 Lincoln St. 
Ph. 714-838-4234 

South Norwalk, CT 06856 Waltham, MA 02154 
Contact: George Peterson 

Ph. 203-855-8751 Ph. 617-647-0872 
Auto Marketing & Product Experts. 

Contact: Rusty Clowes Contact: Reva Dolobowsky 
700+ Groups Moderate & Recruit. 

New Product/Advertising/All Ages/ Experts In Ideation & Focus 
Focus & Mini Groups. Groups. Formerly with Synectics. 

BAI Communications Workshop, Inc. 
580 White Plains Rd. 168 N. Michigan Ave. Doyle Research Associates, Inc. 
Tarrytown, NY 10591 Chicago, IL 60601 919 N. Michigan/Ste. 3208 
Ph. 914-332-5300 Ph. 312-263-7551 Chicago, IL 60611 
Contact: Kate Permut Contact: Lisa J. Hougsted Ph. 312-944-4848 
Innovative & Standard Approaches To Consumer, Executive, Technical & Chi/- Contact: Kathleen M. Doyle 
Qual. Research. dren Grps. Specialty: Children/Teenagers 

Concept & Product Evaluations. 
George I. Balch Consumer/Industrial Research 
635 S. Kenilworth Ave. Service (C/IR) D/R/S HealthCare Consultants 
Oak Park, IL 60304 P.O. Box 206 3127 Eastway Dr. , Ste. 105 
Ph. 708-383-5570 Chadds Ford, PA 19317 Charlotte, NC 28205 
Contact: George Balch Ph. 610-565-6222 Ph. 704-532-5856 
Experience With Advertisers, Agencies, Contact: Gene Rullo Contact: Dr. Murray Simon 
Government. Agriculture, Business-To-Business, Specialists in Research with Providers 

Health Care. & Patients. 
Brand Consulting Group 

Consumer Opinion Services 17117 W. Nine Mile Rd. , Ste. 1020 Ebony Marketing Research, Inc. 
Southfield, Ml48075 12825-1 stAve. South 21 00 Bartow Ave. 
Ph. 313-559-2100 Seattle, WA 98168 Bronx, NY 10475 
Contact: Jonathan Brand 

Ph. 206-241-6050 Ph. 718-217-0842 
Consumer, Advertising Strategy, 

Contact: Jerry Carter Contact: Ebony Kirkland 
Consumer, Business Groups and 

New Product Strategy Research. One-On-Ones. Spac. Cont./Viewing Rooms/Client 
Lounge/Quality Recruiting. 

Catherine Bryant & Associates Creative & Response Svces., Inc. 
6000 Market Square, Ste. 22 500 N. Michigan Ave., 12th Fl. Elrick and Lavidge 
Clemmons, NC 27012 Chicago, IL 60611 1990 Lakeside Parkway 
Ph. 910-766-8966 Ph. 312-828-9200 Tucker, GA 30084 
Contact: Kathy Kennedy Contact: Sanford Adams Ph. 404-621 -7600 
Full Service Research Marketing, State- Thirty Years of Leadership in Qualitative Contact: Carla Collis 
of-the-Art Facilities. Research. Full-Service National Capability. 

Cambridge Research, Inc. Cunninghis Associates Erlich Transcultural Consultants 
5831 Cedar Lake Rd. 6400 Flotilla Dr., #56 21241 Ventura Blvd., Ste. 193 
St. Louis Park, MN 55416 Holmes Beach, FL 34217 Woodland Hills, CA 91364 
Ph. 612-525-2011 Ph. 813-778-7050 Ph. 818-226-1333 
Contact: Dale Longfellow Contact: Burt Cunninghis Contact: Dr. Andrew Erlich 
High Tech, Executives, Bus.-To- 37 Years Exp. , Moderator & Moderator Full Service Latino and Asian Marketing 
Bus., Ag., Specifying Engineers. Training. Research. 
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Fader, William & Associates Grieco Research Group, Inc. Irvine Consulting, Inc. Market Navigation, Inc. 
372 Central Park W., Ste. 2W 850 Colorado Blvd., Ste. 203C 2207 Lakeside Drive Teleconference Network Div. 
New York, NY 10025 Los Angeles, CA 90041 Bannockburn, IL 60015 2 Prel Plaza 
Ph. 212-749-3986 Ph. 213-254-1991 Ph. 708-615-0040 Orangeburg, NY 10962 
Contact: Susan Fader Contact: Joe Grieco Contact: Ronald J. Irvine Ph. 914-365-0123 Exper./Focus Groups/1-0n-1 s/ln Broad Marketing and Advertising Pharm/Med: Custom Global Quan./Qual. Contact: George Silverman Range Of Cat. Focus Groups. Res. & Facility. Med. , Bus. -to-Bus., Hi- Tech, lndust., 
Find/SVP 

Groups Plus Kerr & Downs Research 
Ideation, New Prod. , Tel. Groups. 

625 Avenue of the Americas 
New York, NY 10011-2002 23 Hubbard Road 517 E. College Avenue Marketing Advantage Research 
Ph. 212-645-4500 x208 Wilton, CT 06897 Tallahassee, FL 32301 2349 N. Lafayette St. 
Contact: Ann Middleman Ph. 203-834-1126 Ph. 904-222-8111 Arlington Heights, IL 60004 
Mktg. Consulting & Rsch. Health Care, Contact: Thomas L. Greenbaum Contact: Phillip E. Downs, Ph.D. Ph. 708-670-9602 
Telecomm., & Technology. Groups Plus Offers Unique Approach 20 Years Conducting/Teaching Contact: Marilyn Richards 

First Market Research Corp. 
To Groups; Call to Find Out Why. About Focus Groups. New Product Development/Hi-Tech/ 

Multimedia/Insurance. 2301 Hancock Drive Hammer Marketing Resources KidFacts5M Research 
Austin , TX 78756 179 Inverness Rd. 34405 W. 12 Mile Road, Ste. 121 Ph. 800-FIRST-TX (347-7889) 

Severna Pk. (Balt./D.C.), MD 21146 Farmington Hills, Ml 48331 
Marketing Matrix, Inc. 

Contact: James R. Heiman 2566 Overland Ave. , Ste. 716 
High Tech, Publishing, Ph. 410-544-9191 Ph. 313-489-7024 Los Angeles, CA 90064 
Bus.-To-Bus. , Colleges. Contact: Bill Hammer Contact: Dana Blackwell Ph. 310-842-8310 

23 Years Experience- Consumer, Busi- Qual. & Quan: Specialty Kids/Teens. Contact: Marcia Selz 
First Market Research Corp. ness & Executive. Prod./Pkg./ Advtg. Foe. Grps., In-Depth lntvs. & Surveys 121 Beach St. 

For Financial Svce. Companies. Boston, MA 02111 Pat Henry Market Research, Inc. Gene Kroupa & Associates 
Ph. 617-482-9080 230 Huron Rd. N.W., Ste. 100.43 222 North Midvale Blvd., Ste. 29 Matrixx Marketing-Rsch. Div. Contact: Linda M. Lynch Cleveland, OH 44113 Madison, WI 53705 Cincinnati , OH New Product Development, Health Care, Ph. 216-621-3831 Ph. 608-231-2250 Ph. 800-323-8369 Advertising, Retail. Contact: Judith Hominy Contact: Dr. Gene Kroupa Contact: Michael L. Dean, Ph.D. 
Anne Flanz Custom Marketing Rsch. Luxurious Focus Group Facility. Expert Quality Recruiting. Fast Quotes. Since Cincinnati's Most Modern and Conve-
343 Maple Avenue Recruiting. 1979. nient Facilities. 
Glen Ellyn, IL 60137 

Hispanic Market Connections, Inc. KS & R Consumer Testing Center Ph. 708-469-1 092 Medical Marketing Research, Inc. 
Contact: Anne Flanz 5150 El Camino Real, Ste. D-11 Shoppingtown Mall 6608 Graymont Place 
20 Yrs. Exp., Consumer/Business/Ad- Los Altos, CA 94022 Syracuse, NY 13214 Raleigh, NC 27615 
vertising Rsch. Ph. 415-965-3859 Ph. 800-289-8028 Ph. 919-870-6550 

Focus On Hudson 
Contact: M. Isabel Valdes Contact: Lynne Van Dyke Contact: George Matijow 
Foe. Grps., Door-to-Door, Tel. Studies, Qualitative/Quantitative, Intercepts, Specialist, Medicai/Pharm. 20 yrs. 350 Hudson St. Ethnographies. CA Tl, One-on-One. Healthcare Exp. New York, NY 10014 

Ph. 212-727-7000 
Hispanic Marketing Communications Lachman Research & Mktg. Svces. MedProbe Medical Mktg. Rsch. Contact: Frank O'Biak 

New Foe. Grp. Fac. , New Video Cont. Research/Div. of H&AMCR, Inc. 29341 /2 Beverly Glen Cir., Ste. 119 600 S. Hwy. 169, Ste. 1410 
Capability, Med., Bus.-Ta-Bus., Consumers. 1301 Shoreway Rd., Ste. 100 Los Angeles, CA 90077 Minneapolis, MN 55426-1218 

Belmont, CA 94002 Ph. 310-474-7171 Ph. 612:540-0718 
Focus Plus Ph. 415-595-5028 Contact: Roberta Lachman Contact: Asta Gersovitz, Phrm.D. 
79 5th Avenue Contact: Dr. Felipe Korzenny Advg. & Mktg. Focus Groups and One- MedProbe Provides Full Service Gus-
New York, NY 10003 Hisp. Bi-Ling.!Bi-Cult. Foe Grps. Any- on-Ones. Consumer/ Business. tom Market Research. 
Ph. 212-675-0142 where In U.S./Quan. Strat. Cons. 
Contact: Elizabeth Lobrano Leichliter Associates Michelson & Associates, Inc. 
Impeccable Cons. & B-B Horowitz Associates Inc. 252 E. 61 st St. , Ste. 2C-S 1900 The Exchange, #360 Recruiting/Beautiful Facilities. 1971 Palmer Avenue New York, NY 10021 Atlanta, GA 30339 
Focused Resources Larchmont, NY 1 0538 Ph. 212-753-2099 Ph. 404-955-5400 
5863 Scott lan Ct. Ph. 914-834-5999 Contact: Betsy Leichliter Contact: Mark L. Michelson 
Indianapolis, IN 46254 Contact: Howard Horowitz Innovative Exploratory Rsch./ldea De- Insightful sessions/Useful reports. 1 0+ 
Ph. 317-291 -5416 Cable/Video Marketing-Programming- velopment. Offices NY & Chicago. year experience. 
Contact: Kristin Geipel Advertising Strategy. 
Customer Advisory Boards, Service Nancy Low & Associates, Inc. Monitor Research Corp. 
Improvement. F 5454 Wisconsin Ave ., Ste. 1300 701 5th Ave ., Ste. 5050 

Focused Solutions 
3904 NW 73rd Street Chevy Chase, MD 20815 Seattle, WA 98104 

907 Monument Park Cir., Ste. 203 Kansas City, MO 64151 Ph. 301-951-9200 Ph. 206-386-5553 

Salt Lake City, UT 84108 Ph. 816-587-5717 Contact: Stephanie Roth Contact: Michael Connor 

Ph. 801-582-9917 Contact: Kavita Card Full-Service Market Research/Health/ Immersion Foe. Grps., Adv. Bds., Online, 
Contact: Bill Sartain Consumer/Business/Black/Children/ Medical/Environment. Gust. Survey/Dbase. 
30+ yrs. Exp.; 2500+ Groups with U.S. & Travel/Hi Tech. 
International Goods & Serv. James A. Lumpp Nordhaus Research, Inc. 

lnfotech Research Studies 6822 B Glenridge Dr. 20300 W. 12 Mile Rd. 
Franklin Associates, Inc. 1600 Shattuck Ave. , #225 Atlanta, GA 30328 Southfield, Ml 48076 
Rte. 3, Box 454 Berkeley, CA 94709 Ph. 404-395-7512 Ph. 313-827-2400 
Louisa, VA 23093 Ph. 510-843-9414 Contact: Dr. Jim Lumpp Contact: John King 
Ph. 703-967-3170 Contact: Susan Williams Consumer, Bus.-Ta-Bus. , A g., Gust. Fuii-Svce. Qual. & Quant., Fin., Med. , 
Contact: Tony Franklin Medical: Doctors, HMOs, Hasp., Phar- Satis., Travel Ind. Uti/., 3 Discussion Rms. 
25 Years Consumer/New Product Posi- macy, Patients. tioning Research. 

Market Development, Inc. Outsmart Marketing 
Freeman, Sullivan & Co. lntersearch Corporation 1643 Sixth Ave. 2840 Xenwood Ave. 
131 Steuart St., Ste. 500 132 Welsh Rd. San Diego, CA 921 01 Minneapolis, MN 55416 
San Francisco, CA 941 05 Horsham, PA 19044 Ph. 619-232-5628 Ph. 612-924-0053 
Ph. 415-777-0707 Ph. 215-657-6400 Contact: Esther Soto Contact: Paul Tuchman 
Contact: Martha Wilson Contact: Robert S. Cosgrove U.S. Hisp./Latin Amer., Offices In NY, Helping You "Outsmart" Your Competi-
Research Design, Recruitment, Faci/i- Pharm. -Med./High-Tech/Bus. -to-Bus.! Mexico City. 

ti0n. 
tation and Reporting. Consumer IT elecomm. 
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Jack Paxton & Associates James Spanier Associates Strategy Research Corporation TMP Milestone 
4 Jefferson Court 120 East 75th St. 100 N.W. 37 Avenue 532 Adams St. , Ste. 182 
Princeton, NJ 08540 New York, NY 10021 Miami, FL 33125 Milton, MA 02186 
Ph. 908-329-2268 Ph. 212-472-3766 Ph. 305-649-5400 Ph. 617-333-0913 

Contact: Jack Paxton Contact: Julie Horner Contact: Jim Loretta Contact: Robert T araschi 

Pkg. Gds., HBA, Fnce., Rtlg., Hi-tech, Focus Groups And One-On-Ones Serving All U.S. Hispanic Mkts. & Latin 15 Yrs. Fadlita#on Exp. ; Gust. Adv. Boards; 

Bus./Bus. , Adv. Rsch. In Broad Range Of Categories. America. 
Unique "Mkt. Rsch. & Innovation Co." 

Phoenix Consultants Dwight Spencer & Associates Sweeney International, Ltd. 
Dan Wiese Marketing Research 
2108 Greenwood Dr. , S.E. 

5627 Arch Crest Dr. 1290 Grandview Avenue 221 Main St. 
Cedar Rapids, lA 52403 

Los Angeles, CA 90043 Columbus, OH 43212 Danbury, CT 06810 
Ph. 319-364-2866 

Ph. 213-294-5648 Ph. 614-488-3123 Ph. 203-748-1638 
Contact: Dan Wiese 

Contact: Diane Sanders Contact: Betty Spencer Contact: Timm Sweeney 
Highly Experienced: Farmers, Consum-

Nat'/. Group Expert Moderators, Ethnic/ 4'x16'MirrorViewingRm. Seats 8-12. /n Qualitative Research. Member: 
ers, Business. 

Adv./Cons. House AudioNid. Equip. QRCAJAMA/Advt. Club. 

Rodgers Marketing Research Spier Research Group Technometrica 
Wolf/ Altschui/Callahan, Inc. 
60 Madison Avenue, 5th fl. 

4575 Edwin Drive, NW 1 Lookout Circle 85 Kinderkamack Rd. 
New York, NY 10010-1600 

Canton, OH 44718 Larchmont, NY 10538 Emerson, NJ 07630 Ph. 212-725-8840 
Ph. 216-492-8880 Ph. 914-834-3749 Ph. 201-986-1288 

Contact: Judi Lippert 
Contact: Alice Rodgers Contact: Daisy Spier Contact: James M. Sears 

Business-To-Business, Consumers, All 
Creative/Cost Effective: New Product! Advtg./Dir. Mktg./Prod. Dev./Cons./ Specializing In Med. , Bus.-To-Bus. & 

Specialties. 
Consumer, Etc. Business/FGI's/1 on 1 's. Other Hard To Arrange Groups. 

Rudick Research Jane L. Stegner, Inc. Thorne Creative Rsch. Svces. 
Yarnell Inc. 

One Gorham Island, 3rd Floor 2215 Penn Ave. So. 65 Pondfield Rd., Ste. 3 
147 Columbia Tpke., #302 

Westport, CT 06880 Minneapolis, MN 55405 Bronxville, NY 10708 
Florham Park, NJ 07932 
Ph. 201-593-0050 

Ph. 203-226-5844 Ph. 612-377-2490 Ph. 914-337-1364 
Contact: Steven M. Yarnell 

Contact: Mindy Rudick Contact: Jane Stegner Contact: Gina Thorne 
New Product Development & Position-

1 0+ yrs. Experience Utilizing Bus.-To-Bus./Medicai/Fncl. Svcs./Agric., Ideation, Teens, New Product 
ing. HW/SW Cos. 

Innovative Techniques. Groups/1: 1 's. Ad Concepts, Package Goods. 

Rhoda Schild Focus Group Strategic Research Three Cedars Research 
Recruiting/Marketing 4600 Devonshire Common 533 N. 86th Street 
330 Third Ave. Fremont, CA 94536 Omaha, NE 68114 
New York, NY 10010 Ph. 510-797-5561 Ph. 402-393-0959 
Ph. 212-505-5123 Contact: Sylvia Wessel Contact: Sara Hemenway 
Contact: Rhoda Schild 400 Groups, Hi- Tech/Medical/ Finan- Executive Appointed Facility, Qua/ita-
Excellent Medical, Consumer, Business ciai/Transportation Svces. tive and Quantitative Research. 
Recruiting. 

California Florida Indiana Minnesota 
Asian Marketing Carlson Marketing Consultants Focused Resources Cambridge Research, Inc. 
Auto Pacific Group, Inc. Cunninghis Associates MedProbe Medical Mktg. Rsch. 
Erlich Transcultural Consultants Kerr & Downs Research Iowa Outsmart Marketing 
Freeman, Sullivan & Co. Strategy Research Corporation Dan Wiese Marketing Research Jane L. Stegner, Inc. 
Grieco Research Group, Inc. 
Hispanic Market Connections Georgia Maryland Missouri 
Hispanic Marketing Elrick and Lavidge !2 
lnfotech Research Studies Hammer Marketing Resources 
Lachman Research & Marketing Svces. 

James A. Lumpp Nancy Low & Associates, Inc. 
Market Development, Inc. 

Michelson & Associates, Inc. Nebraska 
Marketing Matrix, Inc. 

Illinois Massachusetts Three Cedars Research 
Phoenix Consultants Dolobowsky Qual. Svcs. , Inc. 
Strategic Research, Inc. George I. Balch First Market Rsch. (L. Lynch) New Jersey 

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

Doyle Research Associates 
Michigan Yarnell Inc. 

Anne Flanz Custom Marketing Research 
The Clowes Partnership Irvine Consulting, Inc. Brand Consulting Group 
Groups Plus Leichliter Associates KidFacts Research New York 
Rudick Research Marketing Advantage Research Nordhaus Research, Inc. Asian Perspective, Inc. 
Sweeney International, Ltd. BAI 
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Ebony Marketing Research, Inc. Wolf/Aitschui/Callahan, Inc. Dwight Spencer & Associates Utah 
Fader, William & Associates 

Focused Solutions 
Find/SVP North Carolina Pennsylvania 

Virginia 
Focus On Hudson 

Catherine Bryant & Associates lntersearch Corp. Focus Plus The Customer Center, Inc. Campos Market Research Franklin Associates, Inc. Horowitz Associates Inc. 
D/R/S HealthCare Consultants Michael Carraher Discovery Rsch. KS & R Consumer Testing Center Medical Marketing Research, Inc. Consumer/Industrial Research (C/IR) Washington Leichliter Ascts. 

Data & Management Counsel, Inc. 
Consumer Opinion Services Market Navigation, Inc. 

Ohio Direct Feedback 
Monitor Research Corp. Rhoda Schild Focus Group Recruiting/ 

Mktg. James Spanier Associates Pat Henry Market Research, Inc. 
Texas Wisconsin Matrixx Marketing Spier Research Group 

Thorne Creative Research Rodgers Marketing Research First Market Rsch. (J. Heiman) Gene Kroupa & Associates 

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

ADVERTISING AUTOMOTIVE Outsmart Marketing · DIRECT MARKETING 
BAI Brand Consulting Group Auto Pacific Group, Inc. 

COMMUNfCATIONS Spier Research Group Cambridge Research, Inc. Creative & Response Rsch. Svcs. 

RESEARCH The Clowes Partnership Erlich Transcultural Consultants 

EDUCATION Creative & Response Rsch. Svcs. Matrixx Marketing-Research Div. Access Research, Inc. 
The Customer Center, Inc. The Customer Center, Inc. Marketing Advantage Research 
Dolobowsky Qual. Svcs., Inc. BIO-TECH 

COMPUTERS/MIS ENTERTAINMENT 
Doyle Research Associates 

Focus On Hudson 
Erlich Transcultural Consultants 

lntersearch Corporation Michael Carraher Discovery Rsch. Sweeney International, Ltd. Fader, William & Associates 
Irvine Consulting, Inc. Creative & Response Rsch. Svcs. First Market Research (L. Lynch) 
Market Navigation, Inc. Fader, William & Associates EXECUTIVES Gene Kroupa & Associates 
MedProbe Medical Mktg. Rsch. Find/SVP 

BAI James A. Lumpp 
Medical Marketing Research , Inc. First Market Research (J. Heiman) 

Creative & Response Rsch. Svcs. Spier Research Group 
Leichliter Associates 

Dolobowsky Qual. Svcs., Inc. Strategy Research Corporation 
BUS.· TO-BUS. Market Navigation, Inc. 

Fader, William & Associates Sweeney International, Ltd. 
Access Research, Inc. Marketing Advantage Research 

First Market Research (J. Heiman) Thorne Creative Research 
BAI Monitor Research Corp. 

lntersearch Corporation Dan Wiese Marketing Research 
Cambridge Research, Inc. James Spanier Associates 

Marketing Advantage Research 
AFRICAN-AMERICAN Michael Carraher Discovery Rsch. Strategic Research, Inc. 

James Spanier Associates 
Consumer/Industrial Research (C/IR) Sweeney International, Ltd. 

Strategy Research Corporation Ebony Marketing Research, Inc. 
Consumer Opinion Services Yarnell Inc. 

Sweeney International, Ltd. 
Creative & Response Rsch. Svcs. 

CONSUMERS FINANCIAL SERVICES 
AGRICULTURE Data & Management Counsel, Inc. 
Cambridge Research, Inc. Direct Feedback Consumer Opinion Services 

Access Research, Inc. Consumer/Industrial Research (C/IR) Fader, William & Associates Creative & Response Rsch. Svcs. 
BAI The Customer Center, Inc. First Market Research (J. Heiman) Doyle Research Associates 
Cambridge Research, Inc. Gene Kroupa & Associates Pat Henry Market Research, Inc. Pat Henry Market Research, Inc. 
Michael Carraher Discovery Rsch. James A. Lumpp lntersearch Corporation lntersearch Corporation 
Creative & Response Rsch. Svcs. Market Navigation, Inc. Gene Kroupa & Associates Gene Kroupa & Associates 
Dolobowsky Qual. Svcs., Inc. Dan Wiese Marketing Research James A. Lumpp James A. Lumpp 
Elrick and Lavidge Monitor Research Corp. Marketing Advantage Research 
Fader, William & Associates ALCOHOLIC BEV. James Spanier Associates Rodgers Marketing Research 
lntersearch Corporation 

George I. Balch Spier Research Group Thorne Creative Research 
Marketing Matrix, Inc. Sweeney International, Ltd. Dan Wiese Marketing Research 
Matrixx Marketing-Research Div. 

Creative & Response Rsch. Svcs. 
Wolf/Aitschui/Callahan, Inc. Wolf/Aitschui/Callahan, Inc. 

Monitor Research Corp. 
Strategy Research Corporation 

Yarnell Inc. 
Nordhaus Research , Inc. 

APPAREL/FOOTWEAR CUSTOMER The Research Center CABLE SATISFACTION James Spanier Associates Brand Consulting Group 
Creative & Response Svces., Inc. 

Sweeney lnt'l. Ltd. The Customer Center, Inc. BAI 

CHILDREN Michael Carraher Discovery Rsch. 
FOODS/NUTRITION ASIAN Elrick and Lavidge 

Carlson Marketing Consultants 
Fader, William & Associates Leichliter Associates Asian Marketing Creative & Response Rsch. Svcs. 
James A. Lumpp Asian Perspective, Inc. Doyle Research Associates 
Strategic Research, Inc. FOOD PRODUCTS Communication Research Fader, William & Associates 

BAI Data & Management Counsel, Inc. KidFacts Research 
Creative & Response Rsch. Svcs. 

Erlich Transcultural Consultants Matrixx Marketing-Research Div. 
Fader, William & Associates 
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Doyle Research Associates Sweeney International, Ltd. PET PRODUCTS TELECOMMUNICATIONS 
KidFacts Research Dan Wiese Marketing Research 
Outsmart Marketing 

Cambridge Research, Inc. BAI 

James Spanier Associates INSURANCE 
The Customer Center, Inc. Cunninghis Associates 

Thorne Creative Research 
Marketing Advantage Research Elrick and Lavidge 

Marketing Advantage Research Thorne Creative Research Find/SVP 

HEALTH & BEAUTY INTERACTIVE PROD./ PHARMACEUTICALS 
First Market Research (J. Heiman) 
Horowitz Associates Inc. 

PRODUCTS SERVICES/RETAILING BAI lntersearch Corporation 

BAI Leichliter Associates Creative & Response Rsch. Svcs. Marketing Advantage Research 

Thorne Creative Research DIAlS HealthCare Consultants Strategy Research Corporation 

HEALTH CARE MANAGEMENT Focus On Hudson 
lnfotech Research Studies TELECONFERENCING 

Access Research, Inc. 
James A. Lumpp lntersearch Corporation Cambridge Research, Inc. 

George I. Balch 
MEDICAL PROFESSION 

Irvine Consulting, Inc. 

Consumer/Industrial Research (C/IR) Market Navigation, Inc. TELEPHONE FOCUS 
Dolobowsky Qual. Svces., Inc. D/R/S HealthCare Consultants MedProbe Medical Mktg. Rsch. 

GROUPS 
D/R/S HealthCare Consultants Focus On Hudson Medical Marketing Research, Inc. 

Elrick and Lavidge Pat Henry Market Research, Inc. Consumer/Industrial Research (C/IR) 

Erlich Transcultural Consultants lntersearch Corporation PUBLIC POLICY RSCH. Creative & Response Rsch. Svcs. 

Find/SVP Nancy Low & Associates, Inc. George I. Balch 
The Customer Center, Inc. 

First Market Research (L. Lynch) Matrixx Marketing-Research Div. lntersearch Corporation 

Freeman, Sullivan & Co. MedProbe Medical Mktg. Rsch. PUBLISHING 
Market Navigation, Inc. 

lnfotech Research Studies Medical Marketing Research, Inc. Medical Marketing Research, Inc. 

lntersearch Corporation Nordhaus Research, Inc. First Market Research (J. Heiman) MedProbe Medical Mktg. Rsch. 

Irvine Consulting, Inc. Rhoda Schild FoaJs Group Recruiting/Mktg. Marketing Advantage Research 

Market Navigation, Inc. 
Spier Research Group TOYS/GAMES 

Matrixx Marketing-Research Div. MODERATOR TRAINING Thorne Creative Research Carlson Marketing Consultants 

MedProbe Medical Mktg. Rsch. Cunninghis Associates 
Dan Wiese Marketing Research Fader, William & Associates 

Medical Marketing Research, Inc. 
RETAIL 

KidFacts Research 

Nordhaus Research, Inc. MULTIMEDIA 
James Spanier Associates 

Marketing Advantage Research 
Brand Consulting Group TRANSPORTATION 

Strategy Research Corporation First Market Research (L. Lynch) SVCES. 
NATURAL HEALTH 

Pat Henry Market Research, Inc. 

HISPANIC 
Sweeney International, Ltd. 

Data & Management Counsel, Inc. 
CARE/REMEDIES SENIORS 

Ebony Marketing Research, Inc. 
Focused Solutions Erlich Transcultural Consultants 

TRAVEL 

Erlich Transcultural Consultants NEW PRODUCT DEV. 
Marketing Advantage Research Michael Carraher Discovery Rsch. 

Hispanic Market Connections, Inc. 
James A. Lumpp 

Hispanic Marketing BAI SERVICES James Spanier Associates 

Communication Research Brand Consulting Group Spier Research Group 
Sweeney International, Ltd. 

Market Development, Inc. Carlson Marketing Consultants 

Strategy Research Corporation The Clowes Partnership SMALL BUSINESS/ UTILITIES 
Creative & Response Rsch. Svcs. 

ENTREPRENEURS 
Fader, William & Associates 

IDEA GENERATION Data & Management Counsel, Inc. Freeman, Sullivan & Co. 

Analysis Research Ltd. 
Dolobowsky Qual. Svcs. , Inc. Leichliter Associates Nordhaus Research, Inc. 

BAI 
Elrick and Lavidge Strategy Research Corporation 

George I. Balch 
Fader, William & Associates Yarnell Inc. WEALTHY 
First Market Research (J. Heiman) 

Brand Consulting Group First Market Research (L. Lynch) SOFT DRINKS, BEER, 
Strategy Research Corporation 

Creative & Response Rsch. Svcs. lntersearch Corporation 
Dolobowsky Qual. Svcs. , Inc. KidFacts Research WINE YOUTH 
Elrick and Lavidge Leichliter Associates Carlson Marketing Consultants Doyle Research Associates 
Leichliter Associates Marketing Advantage Research Creative & Response Rsch. Svcs. Fader, William & Associates 
Matrixx Marketing-Research Div. Outsmart Marketing Grieco Research Group, Inc. Outsmart Marketing 
Monitor Research Corp. James Spanier Associates Strategy Research Corporation 
Outsmart Marketing Thorne Creative Research 
Sweeney International, Ltd. PACKAGED GOODS Thorne Creative Research TEACHERS BAI 

INDUSTRIAL Creative & Response Rsch. Svcs. Marketing Advantage Research 

The Customer Center, Inc. 
Doyle Research Associates 

First Market Research (J. Heiman) 
Thorne Creative Research TEENAGERS 

lntersearch Corporation PARENTS 
Creative & Response Rsch. Svcs. 

Market Navigation, Inc. 
Doyle Research Associates 

Strategic Research, Inc. Doyle Research Associates Fader, William & Associates 

Fader, William & Associates KidFacts Research 

Marketing Advantage Research Matrixx Marketing-Research Div. 
Thorne Creative Research 
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Synopsys 
continued from p. 53 

When presenting this information to 
our clients we say, 'You've probably 
been hearing about price a lot- cus­
tomers say you're charging too much.' 
But when you look at key drivers, 
usually price doesn't come up. That's 
the difference between what custom­
ers say and what drives their behav­
ior." 

In addition, respondents were asked 
if there were any areas of concern or 
issues that they would like someone 
from Synopsys to contact them about, 
be it product information or some 
other need. "If the respondent said 
yes, we immediately faxed that over 
to Synopsys and they would arrange 
to follow up and get the customer 
what they need," Benjamin says. "We 
didn't get many of those, but it's a 
nice thing to do, and it's an opportu­
nity to respond to the customer im­
mediately and show them that you're 
taking this seriously." 

Key customers 
Customer satisfaction research in 

the business-to-business realm may 
be even more important than it is in 
the consumer product world. Most 
consumer product or service firms 
have many thousands or even mil­
lions of customers but an industrial 
firm may have a small number of key 
customers who are vitally important 
to the firm's survival. 

Benjamin: "You really have to un­
derstand what the big guys are think­
ing, because at the end of the day the 
primary benefit of [satisfaction] pro­
grams is customer retention. A sec­
ondary benefit is customer acquis i­
tion. If you do a higher quality job 
with your existing customers the word 
will get around and you '11 get more 
new customers. It's not the same as 
marketing for new customers . So if 
your primary objective is retention, you 
want to retain the largest customers. 

"The business-to-business relation­
ship is more complex: it's not one 
person buying from one company. 

When you do business with another 
company you interact with three or 
four different kinds of people. For 
Synopsys, the customer isn't just the 
company, it's four or five people at 
the company - the designer, the 
manager of the department, who is 
literally making career decisions on 
which software he's going to use, the 
procurement people, and the CFO. 
You've got a much more complicated 
relationship, which means you have 
to talk to a wide bandwidth of people 
to understand what different people 
are looking for." 

Benjamin says that Burke CSA's 
high-tech clients are the most inquisi­
tive about research methodology. The 
people at Synopsys were no different. 
"They wanted to know where we got 
the information, how much they could 
rely on it, etc. Once you demonstrate 
that you have done a thorough job and 
can support your recommendations, 
they take them to heart, which is re­
ally what you want because that 's 
when action happens." 0 

SUR'/EY SJ.\)f)TM fORW.NDOWS ~~ 
lJJie most compreliensi1Je Survey Software 
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Question Librarian Survey Manager 

Our customers are using Survey Saia for: 
Custo:n~.e .. I E:n~.ployee Satisfaction 

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

T .. ade Show Su..veys 
Gove..a.n~.ent. Resea .. c:h 

p.,oduc:t Testing Su..veys 
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Mail Disk Su..veys (DOS &Wiadows) 
and now- lnte..a.et Su..veys <New>!! 
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Example Hospital Survey - Gender » How Select Us 

I My doctor &ruistcd 
I My do<tor 

reconuncndcd 

GO Doctor cave options 
I P ersonal selection 

byrne 

I I insisted, do<tor 
a creed 
lnn•anc:c mandated 
hospilal 

I Emcrccncy brou&}lt 
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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Ustin Additions 
Please add the following firms to the 1995 Data Processing/Statistical 
Analysis/Software Directory: 

Datacase Inc. 
18 First St. 
Florham Park, NJ 07932-1720 
Ph . 201-377-4546 
Fax 201-377-4546 
Casey Zmuda, President 

Meta Information Services 
9806 Old Winery Place, Ste. 4 
Sacramento,. CA 95827-1736 
Ph . 916-368-9474 
Fax 916-368-0705 
Patricia Jenkinson, V.P. Opinion Research 

NCS 
4401 W. 76th St. 
Edina, MN 55435 
Ph. 800-347-7226 
Fax 612-893-8102 

QMRR Direct 
Action Index 

Debuts 
Beginning with the upcoming 

Researcher SourceBook, QMRR 
readers will have a new, faster 
way to contact advertisers for 

more information about products 
and services. The current system 

of reader service cards and 
numbers will be replaced by the 

QMRR Direct Action Index, a 
listing of advertiser phone and 

fax numbers. 
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ClassHied Ads 
MARKET RESEARCH DIRECTOR 

Springhouse Corporation, a leading publisher of jour­
nals and books for the nursing and allied health pro­
fessions, has an immediate need for a creative mar­
ket research director at its headquarters outside 
Philadelphia. 

Successful candidate will coordinate all marketing 
research activities including designing research for 
new product development, collecting and coordinat­
ing secondary research, conducting primary quali­
tative and quantitative research. 

Must have exceptional communication skills, for col­
laborating with other departments, assisting senior 
management, conducting focus sessions, and man­
aging a small research department. Strong analyti­
cal skills and previous marketing research experi­
ence required. Graduate degree in Market Research 
preferred. Experience in publishing and healthcare 
a plus. Should also be proficient in the use of SPSS, 
and database software, including use of scanning 
technology. 

We offer one of the most comprehensive benefits 
and health insurance packages in the industry as 
well as an excellent salary. Send or fax your resume 
to: 

Springhouse Corporation 
1111 Bethlehem Pike 
P.O. Box 908 
Springhouse, PA 19477 
ATTN: J. Locke, Dept. MAW 
Fax: 21 5-628-3080 

Target Market Research Group, Inc. 
FOR BROCHURE: (305) 262- 1606 • (305) 262-0372 (FAX) 

Sales Offices 
Headquarters: Evan Tweed, Quirk's Marketing Re­

search 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: 415-461-

1404.Fax:415-461-9555 
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From the Publisher 
continued from p. 62 

the last five years. There are a number of reasons for this, but 
certainly one of them is the reduction in middle-management/ 
supervisory employees, which has forced companies to make 
greater use of outside organizations to monitor employee 
performance, particularly when dealing with customers and 
prospects. 

Typical users of mystery shopping are department and 
discount stores, restaurants/fast food units and banks. Others 
include industrial firms , health care organizations, catalog 
sales and telemarketing firms, and high-tech- basically any 
industry where personal contact is made and service is an 
issue. 

Successful mystery shopping requires well-trained person­
nel who are familiar with the business being shopped, can blend 
in with the regular customers, and can do a fair, objective 
evaluation. Shopper training for a specific study can run eight 
hours or more. 

The evaluation forms the mystery shoppers use should be as 
objective as possible to insure that each contact can be com­
pared on an equal basis. There should be an opportunity for the 
shopper to provide qualitative comments but they should be 
outside of the regular questionnaire and be a separate section of 
the report. 

It has become more common to mystery shop the competi­
tion. Some of the firms providing mystery shopping services 
have become so specialized within certain industries that they 
have established industry norms. These norms let them rate 
their client's performance to industry averages. 

Index of Advertisers 

The frequency of mystery shopping varies by industry and 
client. Some fast food outlets are shopped weekly, while 
grocery stores or banks are often checked on a monthly basis. 

Increasingly, well-publicized mystery shopping programs 
are being used to deter retail store employees from promoting 
only the products that earn them the highest sales incentives. 

Other uses of mystery shopping include the testing of 
outside vendors in the medical industry. The shopper makes 
an appointment for a service and visits the health care 
provider. The individual is able to duplicate the experiences 
of a patient to determine customer service and quality issues. 

Another involves telemarketing, where shoppers are used 
to determine if phone staff are following proper procedures. 
The client can be either the telemarketing company or a firm 
which is outsourcing its telemarketing projects. Telemarketing 
mystery shops can also be used to evaluate technical support 
for high-tech items. 

Banks, brokerages and insurance firms use mystery shop­
pers to determine if employees are following rules on disclo­
sure and fairness. For example, investment program bank 
employees are checked to insure they properly disclose risks 
associated with non-insured investments and loan depart­
ment personnel are monitored to ensure that all customers are 
treated fairly and equally. 

When it comes to choosing between providers of products 
and services, consumers most often cite price, quality and 
service. When price and quality are similar, the prospective 
customer's choice will probably hinge on the quality of 
service they receive. Mystery shopping is an excellent way 
for companies interested in capturing customers to make sure 
their service is top-notch. 
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By Tom Quirk 

M · h · k · leap f d ystery s opp1ng ta es a giant orwar 

S
hortly after graduating from col­
lege I worked in Allied 
Stores' buyer training program. 

Although I didn 't complete it, it gave me 
an excellent educational/working experi­
ence. 

I was assigned to the dry goods depart­
ment. At that time, electric blankets were 
the hot item and many of the nation 's 
leading bedding manufacturers were com­
peting vigorously for market share. Each 

attempted to train and motivate our 
department 's employees to promote their 
brand because the store sales personnel 
had such enormous influence over the 
brand consumers selected. 

One brand used a very successful ap­
proach to sales clerk motivation. This 
company employed a woman who came 
into our department and told the clerk that 
she was interested in purchasing an elec­
tric blanket but wasn ' t sure which brand 

to buy. As she was being shown the 
brand available she asked questions that 
allowed the clerk to provide details re­
garding the differences among the prod­
ucts. By the end of the sales presentation, 
if the clerk had accurately (and posi­
tively) identified the features of the spon­
soring fmn 's blankets this "mystery shop­
per" would identify herself and present 
the clerk with a $5 bill, which back then 
was nearly a full day 's pay for a sales 

------------------------------------------------------------~ clerk. 

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: 

62 

};>- 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. 

};>- Completely integrate qualitative and quantitative research. 

};>- 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. 

};>- Automatically update text and graphics in tracking studies. 

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

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

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

};>- 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. 

ENVISION K NOWLEDGE PRODUCrs 

One Veterans Square, Media, PA 19063 

800-854-00 19 . 6 10-566-42 10 

FAX 6 10-566-4252 

Circle No. 133 on Reader Card 

Because the program was well publi-
cized and the reward so special, the sales 
clerk made certain that the product fea­
tures of the company using the mystery 
shoppers were fully presented. This pro­
gram was a such a strong motivator for 
the people selling electric blankets that I 
wondered why more companies didn't 
take a similar approach. 

Since my time at Allied Stores I have 
not been directly involved in mystery 
shopping. Recently, however, we have 
been receiving calls requesting more in­
formation on the subject and names of 
fmns who specialize in it. 

To bring me up to date on the subject, 
I contacted three individuals with sub­
stantial expertise in mystery shopping. 
They are: Judith Hess, Customer Per­
spectives, Hookset, N.H.; Jeffrey 
Friedlaender, Meyers Research Center, 
New York City; and Christian Doomanis 
of Commercial Service Systems, Van 
Nuys, Calif. Each is an officer of their 
respective company and has been in­
volved in mystery hoppingforanumber 
of years. 

Although each had unique observa­
tions and comments they agreed that the 
use of mystery shopping grown rapidly in 

continued on p. 61 

Quirk's Marketing Research Review 



Experience Is The Bffit 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 Am/ 

2. Fantastic - I finallY. understand the stuff that good college professors 
could not explain tf 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 millionaire 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, /CI 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 possibilities. 

Marketing Research Analyst, Consumer Power Company 

9. "Intensive" is an understatement. But, I sure feel I got my money's 
worth. I got everything I came for, and more. Incredibly helpful and 
useful information. Terrific workbook. Unique instructor . .. someone 
who can "do" and "teach". Wonderfully enthusiastic. 

Principal, Cre8/ve Focus 

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

Marketing Research Analyst, Depuy 

ur e BTheiD 
Iiist1 te 

Cincinnati Corporate Headquarters 
50 E. Rivercenter Boulevard 
Covington, Kentucky 41011 

(800-543-8635 ext. 6135) 
©1995 , The Burke institute 

The Burke Institute 
Partial Schedule of Burke Institute Seminars Through December 1995 

October-December 1994 dates precede the 199S dates in the following list. 

101. Practical Marketing Research 
Toronto ..... ......... ....... ......... Oct. 31 -Nov. 2 
New Orleans .... .................. Nov. 21 -23 
San Antonio ..... ..... ............. Dec. 12-14 
Atlanta .......... ....... ......... .. ... Jan. 9- I I 
New York ...... ... ..... ......... .. . Jan . 30-Feb. I 
Cincinnati .......................... Feb. 27-Mar. 1 
Chicago .............................. Mar. 27-29 
Cincinnati .......... .............. .. Apr. 17-19 
Toronto .............................. May 1-3 
Boston ................ ....... ....... .. May 22-24 
Chicago .............. ................ June 12-14 
New York ................... .... ... 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 

104. Questionnaire Construction Workshop 
Boca Raton ........................ Nov. 14-16 
Atlanta .............. ......... ........ Jan. 16- 18 
Cincinnati ................ ....... ... Mar. 6-8 
New York ..................... .... . Apr. 24-26 
Boston .......... ...................... June 19-21 
Cincinnati ... ........ .......... ..... Aug. 14-16 
New York .......................... Sept. 25-27 
Cincinnati .... ...................... Nov. 13- 15 

lOS. Questionnaire Design 
Boca Raton ........... .. ........... Nov. 17- 18 
Atlanta .... .................... ....... Jan . 19-20 
Cincinnati ......... ................. Mar. 9-10 
New York ......................... . Apr. 27-28 
Boston ....................... ......... June 22-23 
Cincinnati ........ .............. .... Aug. 17- 18 
New York ....... ....... ............ Sept. 28-29 
Cincinnati .......................... Nov. 16- 17 

201. Focus Groups 
Chicago ... ....... .................... Oct. 20-21 
New York .......................... Mar. 14-15 
Boston ... ....... ......... ....... ...... Sept. 19-20 

202. Focus Group Moderator Training 
Cincinnati ..................... ... .. Dec. 6-9 
Cincinnati ......... ................. Jan. 24-27 
Cincinnati ......... ............ ..... Feb. 21 -24 
Cincinnati .............. .... ... ..... Apr. 10- 13 
Cincinnati .. .............. .......... May 9-12 
Cincinnati ....... ................... June 13-16 
Cincinnati .......................... Aug. 29-Sept. 1 
Cincinnati ............ ......... ..... Oct. 3-6 
Cincinnati .......................... Dec. 5-8 

203. Focus Group Applications 
Cincinnati ..... .......... ........ .. . Dec. 12- 14 
Cincinnati ......... .... ...... ....... May 15- 17 
Cincinnati ......... ................. Dec. 11 - 13 

204. Qualitative Research Reports 
Cincinnati ................... ....... Dec. 15-16 
Cincinnati .......................... May 18-19 
Cincinnati .... .................. .... Dec. 14-15 

301. Communicating Marketing Research 
Boston ................................ Nov. 7-9 
Atlanta ................... ..... ....... Feb. 6-8 
Cincinnati .......................... Mar. 20-22 
Boston ................................ May 31 -June 2 
New York .......................... July 17-19 
Cincinnati ... ....................... Aug. 28-30 
Chicago .............. ................ Oct. 30-Nov. 1 

401. Managing Marketing Research 
Boston ......... .. ..... .... ... ..... .. .. Nov. 10-11 
Atlanta ....... ... ..... ... ....... ...... Jan. 12- 13 
Cincinnati ... ............ ........... Mar. 23-24 
Boston ...... ... ....................... May 25-26 
Cincinnati .............. ........ .. .. Aug. 31-Sept. 1 
Chicago ...... .. .. ....... .......... ... Nov. 2-3 

SOl. Applications of Marketing Research 
San Antonio ...................... . Dec. 15-16 
Cincinnati ....... ..... ............ .. Mar. 2-3 
Toronto .............................. May 4-5 
Chicago .............................. June 15- 16 
<;incinnati ............... ........... Aug. 10-11 
Boston .......................... ...... Sept. 14- 15 
Detroit ... .... ......................... Nov. 9-10 

S02. Product Research 
New York ................. ......... Feb. 21-22 
Cincinnati ....... ... .. .. ............ July 6-7 
Cincinnati ................. .. ..... .. Oct. 5-6 

S04. Advertising Research 
New York .. ............ ..... ....... Feb. 16- 17 
Cincinnati .... .. ............. ....... May 18- 19 
Boston ................................ July 27-28 
Cincinnati ..... ..................... Oct. 26-27 

SOS. Segmentation and Positioning Research 
New York ... .................. ..... Feb. 14- 15 
Cincinnati ..... ................ .. ... May 16-17 
Boston .... .................. .......... Ju ly 25-26 
Cincinnati .................... ...... Oct. 24-25 

S06. Customer Satisraction Research 
Toronto .............. ......... ....... Nov. 3-4 
New York .......................... Feb. 23-24 
Cincinnati .... .. ....... ............. Apr. 20-21 
New York ................... ....... July 13- 14 
Boca Raton ... ..... .. .... .... .... .. Oct. 19-20 

601. Translating Data into Actionable 
Information 
Cincinnati ... ....... ................ Dec. 19-20 
New York ............ ... .... .... ... Feb. 2-3 
Chicago ... ...... ... .................. Mar. 30-3 1 
Cincinnati ..... ... .... ... .... ... .... June 1-2 
Chicago .......... .................... Sept. 7-8 
Cincinnati ..... ........... ..... ..... Dec. 7-8 

602. Tools and Techniques of Data Analysis 
Chicago .... ....... ................... Oct. 18-21 
Cincinnati .......................... Dec. 6-9 
Boston ..... ..... .... ...... ....... ..... Jan. 24-27 
Cincinnati ................... ....... Mar. 14- 17 
New York ............ .............. May9-12 
Atlanta .............................. . July 11-14 
Cincinnati ..... ... ......... ......... Aug. 22-25 
New York .. .. ................... ... Oct. 10- 13 
Cincinnati ............... ....... .... Nov. 28-Dec. 1 

603. Practical Multivariate Analysis 
Cincinnati ..... .. ..... ......... ..... Nov. 29-Dec. 2 
New York .......................... Feb. 7-10 
Cincinnati ...... ... ..... ....... ..... Apr. I 0- 13 
Atlanta ......... ......... ....... ...... June 6-9 
New York ...... .................... Aug. 1-4 
Boston ... ............. ................ Sept. 19-22 
Cincinnati ...... ..... ....... ........ Nov. 7-10 

701. International Marketing Research 
Cincinnati .. ........ ... ........... .. Oct. 10-11 
Cincinnati ... ... .. ...... .. ..... ... .. Mar. 8-9 
Boston ........ ..... ................. .. June 26-27 
Cincinnati ........ .................. Sept. 26-27 

702. Business to Business Marketing Research 
Cincinnati ... ..... ................ .. Apr. 5-7 
Cincinnati ..................... ..... Nov. 20-22 

Four-Week Certificate or Achievement 
Program 
Cincinnati ...... .................... Feb. 27-Mar. 24 
Cincinnati .. ...... .. ..... ........... Aug. 7-Sept. 1 

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 information on the 
followi ng Burke Institute seminars which are also currently offered by the Institute: 

I 02 Introduction to Marketing Research 
I 03 Marketing Research for Decision Makers 
205 Q uali tative Marketing Research with Children 
302 Effective In-person Presentation of Marketing Information 
703 Industry Specific Seminars 
to • Health Care • Telecommunications • Public Uti lities 
708 • Pharmaceutical • Financial Institutions 

• Automotive(fransportation 

ALL OF THE ABOVE BURKE INSTITUTE SEMINARS ARE 
A V AlLABLE 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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Just because Y,OU can't fly to the 
focus group, doesn't mean you 

can't attend. 

NOW 
SERVING18 

MAJOR MARKErS 

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., created 
GroupNet™ VideoConferencing. 

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

Group Net™ 
VideoCoiiferencing 

puts you there. 
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 
Group Net, call the VideoConferencing Alliance 
Network at 1-800-288-8226. 

VIDEOCONFERENCING ALLIANCE NETWORK 
1-800-288-8226 

ATLANTA BOSTON CHARLOTIE CHICAGO 
Jackson Associates, Inc. Performance Plus LeibowitzMarketResean:h NationaiDala 

Boston field&Focus AsriX.,Jnc. Research, Inc. 

MINNEAPOLIS NEW YORK PHILADELPHIA SAN DIEGO 
focus Market Research WolfJAitschuiiCallahlnc. Group Dynarnks in focus, Inc. Taylor Research 

CINCINNATI DETROIT 
Qfact Marketing Resean:h, Inc. M.O.R.-PACE 

SAN FRANCISCO SEA TILE 
Nichols Research, Inc. Consumer Opinion Services 
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HOUSTON 
Opinions Unlimited, Inc. 

WASHINGTON, D.C. 
ShugoU Research, Inc. 

KANSAS CITY 
The field House, Inc. 

STAMFORD 
Focus first America 

LOSAr -ELES 
Adept Consumer Testing 

TAMPA 
Herron Associates, Inc. 
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