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a Research Pa ner that opens minds 
and expands markets. 

2905 West Service Road 
Eagan, M innesota 55121 -2199 

(612) 688-0089 
fax (612) 688-0546 

ding full-service research and consulting 
exclusive combination of insight,. technology 

lized service, Ouestar tailors our services to 
m unique needs. Our action.{)riented reporting 
delivers easily understood information, and our expertise 
in strategic planning will help lead your business into the 
21st century. 

Take the next step toward managing customer value 
and call Que star today. Because when it comes to 
maintaining and expanding your customer base, 
the key to open ing doors is opening minds. 

SERVICE QUALITY RESEARCH 

We Measure Quality. Inside and Out. 
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CLICK 
TO SELECT 
THE SURVEY 

CLIC 
TO RUN 
THE TABLE 

With Quanvert on your PC, you no longer have to depend on others to produce your survey tables. 
You can do it yourself from the original survey data, with no special skHis whatsoever. 

The process is even easier with Quanvert for Windows, a new version of Quanvert specially written for 
the friendly style of the Microsoft Windows™ environment. All commands are executed by on-screen 
buttons, menus and dialog boxes. Complicated concepts are displayed in simple pictorial form. 
We have added many new features too - all to help you do what you want to do more ~~' 
easily, in the manner that suits you best. ~ ~' 

QUANTI ME 

Con ct Rudy Bublitz at 
Quantime Corpo,ration 
4010 Executrve Park On , 
C1oonnat1, Ohio 45241 
Ti !&phone (513) 563 8800 
F (513) 563 8807 
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Just because Y,OU can't fly to the 
focus group, doesn't mean you 

can't attend. 

Now, key people can attend a focus group and never leave town. 
While the need for qualitative consumer 

information grows, demand on your time and 
re ource also grow. 

To solve this problem the VideoConferencin 
Alliance Network, a group of independently­
owned, highly respected focu group fa ilities in 
major markets throughout the U.S., created 
GroupNer" VideoConferencing. 

Group et uses state-of-the-art 
PictureTel equipment, along with AT&T's 
technologically advanced network~ 

ATUJ\TA 
.".sl u .•• 

!lOST ON 
~Jrrrm .. ~P'J 

WI ld r>.\.U 

NFWYOflK 

GroupNet' 
VideoCoiiferencing 

puts you there. 
GroupNct's wide bandwidth tran mi ion allow 
for a hiah resolution picture and crystal lear 
ound. All ite provide fully interactive trans­

mission, allowin ob erver in both transmittin 
and receiving sites to communicate with each 
other b fore, 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 jo\llian e 
Network members are capable of transmittincr 
and receiving focus groups. So view from our 
ite r. if your company has compatible equip­

ment, view rom y ur own office . 
For a br hure or more information about 

GroupNet. call the Vide Conferen in Alliance 
Ketwork at I -8 0-288-8226. 
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Fast-food fans favor 
burgers 

the ·e factor influence their re tau­
rant choice mo t. Menu election i a 

Over half (5 p ·r cnt) of Am ricans 
wh at at fa,· t-fo d r staurant · make 

three to ten trip · each 
month, a cord ~ 

More than half 57 p rcent) ar mo t 
lik l to visit a fasl-f od re, taurant 
f r lunch while I ss than ne third 0 
perc nt g f r dinn r. n average 
only pcrcentgom stoft nforbreak­
fast. Fast-f d breakfa. ts ar m r 
popular among lder pe pie. how-

urpri ing third ( 16 percent), and only 
8 p rcent f re p ndent cite rea on­
a le price a the mo t influential 
fact r in ch o ing a re taurant. or 

re inf rmati n, caJJ ri ti Pearce 
at 14- 27-1610. ev r. urt en perc nt f th e ag ing to a n w 

Marit.z 
AmeriP ll 

urvey by 
MaritzMar-

55 and over ·elect breakfa ·t a · the 
meal they m t often eat at a fa t­
oo re taurant. 

t fa t-f d eater weigh two 
factor more heavily than other when 
they decide where t eat: c nvenient 
I cation and f od quality. wenty­

Teens would rather watch 
TV than go on-line 

keting Re ­
search Inc., 
enton. Mo. A 

According to a recen urvey by 
hilton Re earch, Radnor Pa., nearly 

half of merica' teen ( 11-1 year 
old ay they u e a computer at home few ( 15 percent) are and 25 percent, re pectively, ay 

fa t-fo d junkie vi iting I l 
or more time a month. Only 
one-third (32 percent) limit 
their vi its to once or twice 
per month. 

majority of fa t-food 
cu tomer 70 percent) ay 
they mo t often vi it burger 
re taurant . The ne t large t 
group ( percent prefer to 
eat at Me ican- t lee tab­
li hment . Pizza and 
hi ken re taurant tie for 

third, each attracting 6 per­
c nt of fa t -f od fan mo t 

often. 
Men and \ men diff r 

lightly in their ta te for 
fa l-food. While men mo t 
often prefer burger r tau ­
rant 76 perc nt of men to 

5 p r ·cnt of worn n 
worn n ar " twi e as likel 
to go to hickcn rc, taurant. 
most oft n ( p r nt f 
w men t 4 percent of men . 

Lunch i the mo t p pular 
meal among fast-food fans. 

6 

and more than one in five log 

A• b t • t t onto an on-line er ic or lr ags are mos lmpor an accessory bulletin b ard through their 
Nearly one in five (18 percent merican ay they 

plan to buy a new car in th ne t y ar, a ording to an 
OmniTcl :urv y f I ,000 adu iL by Bruskin/G ldring 
Re · arch, Edi on, .J. Fcalur s merican. say ar m st 
important in a new car are air bag (29 per ent), air 
onditi ncrs (21 per nt), a sound syst m ( l7 per nt , 

and an anti-lock brak ·ystem ( 1 per nt). While m r 
w m n I p rc nt) than men 27 perc nt) . ay air ags 
are one f their mo t imp rtant new car eature , men are 
more I ikely than women to look for air conditi ning (24 
per ent), a ·ound y tern ( 19 percent) and anti-lock 
brake ( 17 percent . 

ne in three re pondent ay air bag are an important 
feature. ut other afety feature get le attention. For 
e ample. child-proof door and window lock were cited 
b only 3 per ent of re pondent , and 2 percent named 
the pa i e/automatic eat belt y tern. Built-in child 
eat , high- tr ngth door latch , and crumpl zone 

wer nam d b even fe\ r re pondent . 
The pro pect mo t likely to ign on the dotted line are 

m n (22 p rc nt. mpared t 14 p rc nt of w men , 
th scagcd I -24(40pcrcent)andr idcnt · ofth N rth-
ast and th ou th (both 20 p r nl). For mor inf rma~ 

tion, call 908-572-7300. 

home computer. For t en • 
pla ing id o gam i th 
mainattra tionofon-lin r­
vi e ,morepopularthanchat­
ting on-line. In general teen 
are much more avvy about 
high tech product than the 
general population. Half (51 
percent) ha u d a CD­
RO play r mo t lik ly at 
choo1} and 6 p rc nt have 

bought a CD-ROM titl in 
th past m nth. 

D pit th ir p nchant for 
newer high tech product , 
th y till ad r th pur en­
t rtainm nt of wat hing TV; 
twice a many of th t n 
wh have used n-lin 

sit m 

continued on p. 28 
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10 Reasons why SPSS helps you pinpoint customers and better understand your marketplace! 

of your marketing research. 

Total survey solution 
\Vith largdnnily d ~ , • ' 
} ·w for handling urvcy data. 

can help cr&:t data. perform a v.idc 

stall::ilJCall anal} 00 the data m! finish the 
. ~tyout.pu 

Call today and I t an 

or mor irW nnati n call 1 (800) 3 5-5383 

unliimlcd number of 

ven nu ·mg data: 

1 ( 1- 0 Real Stats. Real Easy. 
Ath ns • Chtcago • Bologna • Ch ns y • Gonnch m • H rzll • M dnd • Mun~eh • New 0 lht • P ns • Stng por • Stockholm • Sydney • Tokyo • W shtngton, DC • And dt tnbutors worldwtd 

A5383 



Free information on how 
to conduct research 

Financinl Pr duct Architects , Inc .. 

. hicago, 
i a1 o ffering a fee booklet, P 
Sur ey Tip , de igned to !help render 
d ign. conduct and analyze surveys. 

or a fr e c py, call 00-543-9252. 

City by city sports data 
available from N S GA 

The ational Sporting Good A o-

IRI TEST MARKETING SEMINARS 

ciation has mad· availabl " p rts Par­
ticipation in 1994: ity-by- ity," which 
proj cts spo11s participation for the total 

. . population as w II as th 4 7lar st 
metropolit·m statistical area:. h r -
port ov rs sports \ ith at I ast eight 
milli n participants in 1994, in luding 
a r bic ex rcising. ba · ball, bowling, 
calisthenics, camping, .-oftball and oth­
ers. he 26 sports arc ind cd for ach 
city. The data i. bas din a samplin of 
20,000 . . households. or more in­
formation . all70g-439-4000, t. 2~4 . 

Equifax launches new 
program for value added 
resellers 

Equifax ational D cision ·tem-, 
tar ta, ha launched n new program 

c<Jlled Mnrket P<Jrtner designed "P -
itkally for value added re eiJers. The 

program ff rs software de I pers, 
marketing consultant:, , trategic and 
bu.· in ss planning finns, dire t mail Jist 
pr id rs. magazin distributors and 
other businesses an opportunity to add 

alu to th ir produ ts or ·crvic s 
thr u h th' us f Nati nal Dcci:i n 

stems' gcodcmographi , mark t seg­
m ntation, sit sci ction and other ana­
lytical applications. For more informa­
tion, all R00-866-6520. 

Claritas debuts two new 
products 

laritas Inc., rlington, Va., has re­
I ·ascd its 1995 PDATE, which draws 
on infom1ation from more than I ,600 
data sourc s. in ·luding Lh • latest infor-
mation from the . . n.-us Bur au, t 
provid n ighborhood-1 vel (cen us 

continued on p. 47 

location is November 17, 1995, The New York Helmsley 
Hotel , New York. For more information, call Shirley Hinojosa 
at 312-474-8877. 

CALL FOR ENTRIES FOR OGILVY AWARD 
Information Resources, Inc.'s IRI University kicks off its 

second annual test marketing seminar series in Chicago, 
New York and San Francisco. The basic seminar is de­
signed for brand and market research managers with an 
emphasis on new product introductions and test market­
ing. Participants examine a variety of testing methods 
including advertising weight tests, pricing studies, brand 
repositioning and package shelf study tests . The all-day 
format provides a comprehensive discuss,ion of theoretical 
issues and offers practical examples of how to select and 
design the right test. Basic seminar dates and locations are 
October 27, 1995, Sutton Place Hotel, Chicago; November 
16, 1995, The New York Helmsley Hotel , New York; Janu­
ary 25, 1996, Stanford Court Hotel. San Francisco. The 
advanced seminar is for the experienced test marketer, 
delving into the nuts andl bolts of matching techniques, 
covariance analysis, complex test design and new product 
forecasting applications. The advanced seminar date and 

October 31, 1995 is the closing date for entries for the 
1996 ARF David Ogilvy Research Awards. Seven awards 
are given: three for the best examples of research contribu­
tions throughout the process of developing measurable 
successful advertising campaigns, and one each for the 
best examples of research contributions to strategy devel­
opment, development of an execution, pretesting, and 
guiding media exposure. Researchers from advertisers, 
agencies , media and research companies are invited to 
enter. Entrants must present case history descriptions 
summarizing the campaign backgrounds, the types of 
studies conducted, how the research was integrated into 
the process and the impact of major findings on the 
campaign or some aspect of its development. The empha­
sis is on research that makes a difference. The research 
need not be innovative or a technical breakthrough but it 

continued on p. 46 
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ind out what undreds of researchers already know ... 

ocu Suite i like no other facility you'v ev r tried. 

• i un urp d in thi ind u try . 

m uit 

m t r 1 th nth t 

all t d y f r mp titiv bid n y urn t qualitativ r ar h pr j t. 
On y u'v tri d u , y u'll n v r b ti fi with an rdinary f cility again. 



Case 

After NSP centralized its phone center operations, customers were having a hard time getting through. "The research helped us learn how many call attempts customers 
would tolerate and how much time they would spend on hold. With those targets, our phone center staff was increased to meet those targets and the research has shown 
increases in customer satisfaction," says NSP's Mike Peppin. 

10 Quirk's Marketing Research Review 



Customer satisfaction 
Macl1i11e-·readable 
surveys 1nake it easier 
for utility' customers 
to express their 
satisfaction 
By J ·eph ydl lm. QMRR it r 

mpute -readahle sur e f rm , no I ng r have t 

resem le the multiple h ice te . t that haunt 
choolchildren •. dream . he advent o ' Ophi ti ­

cared th are that an read handwritten marks. 
numb rs and letter. now allows r , care her. to send out forms 
that are mu h le . daunting to the re. p nd nt. 

They don't ne d to look like the f nns of old, \i ith their 
ro\ s f als that required precise filling in with a No.2 
pen il. ln. tead f blackening th d t., res n ent. can 

an wer with an r a he k. mark.. nd a p n will d just 
fin . thank u. Gone are th numerous ht. sh marks in the 
margins that guid ~d the ma ·hine's c ' C v r the form. 

won I , a few marks arc nee ssary, fre ~ing form dcsign­

rs to increase type si .t.e and use colors to h lp respon ­
d nts follow skip patterns . 

Three years ago. s ekin1.1 to mak il. survey~ ca. y for 
re:pond nts to complete. orth rn tat s Pow r o. ( P) 
s\vi tched to machine -readable imaE.e/ CR (optica l char­
acter rccogni ti n) forms for its ongoing customer satis­
faction mail r search. Minneapolis -h<Is d N P provides 
electricity to I . million customers in five midwestern 
stat ~and na tural gas to 00,00 cus tom ·rs in four state:. 
covering a servic=- area of appro imately 49.000 square 
m iles. 

Th 'quick turnaround tim' in processing th forms al~o 
helps the P research department h 'tter serve its inter­
nal customers, says Mike Peppin, supervi . or, market 
research. P ... It's critical that \V g ·t the results out to 

our internal customers quickly because they have sati .­
faction goa ls that the ha e to me t." 

For help\ ith designing its machine -readuhle surveys. 
N P turned to Data R cogn111 n orp. (DR ). a 
Minn ·tonka, Minn .. firm that pro ides custom ~ur ey 

October 1995 

proc ssing , ervic , . DR also maintains the master cus­
l mer data a e f r N P and maih. and processes th, 
·urv ys, using high-t ch. image/0 R scanning technol-

gy. 
"N P ant d a . urvey form that was us 'r-friend ly 
king,'' . ay . Wn n erie, vi c president of DR . 

"The didn't want their ·ustomcrs to feel l ike th y were 

compl ·ting a Lest. We 
r-----~~----------------------------~----~~ 

d signed a form tha t • 1 1 i \ 
allows the custom r to ~ ' • ·. i i 
·onccntrateon thinking \ I ~ ~ ; i 
about N P's service, ,,.d )I~,.~ 

IIG~Ut.l4 ~~ 
n t h w ugly th 1 

1 , i, f J 
i .. " 

P provide: R 
daily and w 

sample. o customers 
who have rec ntly had 

c ntact with P rep­
resentative . u tomer 

are mai ed a fou -page 
d ument (a ne-page 
c ver l tl rand a three­

' .. 
i : 

). I f a c us- o........::.....-..::.-----------"----------'----"~____;:,------------...;....,,.:---> 

nt an ther 

continued on p. 56 

Satisfaction with tree trimming service is another area NSP's research examined. 
By pre-inspecting customers' trimmmg requests. NSP was able to make better use 
of busy crews' time and meet customer expectations. 

11 



C stomer satisfaction 
Lo11 Jol11 Silv 
u in-bottnd 
to t r action 
a key 

m 
~~ 

11 t 
tor11 r 

r' 
~trv y 
from 

By J s ph R dh lm, MRR dit r 
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w 
, 

il er' _ u e how N Tel. nn in - ound 
urvey progrnm m· de by Interactive 
ommuni ation Inc .. DaJla , that run 
n an interactive voi e resp n e y -

tern. (For more information on in-bound 

enough to tnlk to 
our dine-inc J tomer it can b difficult 
to get dri -through and arr - ut cu -
tom r . lThe in -bound ur eyJ ha 

rked th b t for u in rea hing th e 
p ople. Up until we did th urvey , we 
didn't ha e a 1 t of in ormation or th e 

October 1995 

. LONG }OHN SILVERS 

ca 

Survey invilations were handed out to Long John Silver's carry-out and drive-through customers, who received a 
free meal and beverage for cQmpleting a brief in-bound phone survey. 

customers. We'v tri d mail-in survey: 
but the return rat is hist ri ally 1 w." 

ards w r distribut d t ong John 
Silv r's arry-outanddriv -throu hcus­
tomcrs in iting th m t all a t ll-fr c 
num r by midnight l participat in a 
h rt . urvey . In e chan they would 

be ai n a code at th nd f th inL r­
view which val idat d the card as a ou­
p n th y could red m f r a free meal 
nnd bev rage of their choic . 

When the respondents call din. they 
w re greeted y the . ystem: "H II and 
thank you for callin th Long John 
Silve ' urvey ine. We' r intere ·t d 
in your opini n regarding your rec nt 
vi it to our restaurant.'' nee it was 
e tabJi h d that the caller wa u ing a 
tou h-tone phon , he or he wa t ld 
h \V long the urvey would take and 

how to re eive thei in enti e. 
While oble won't elaborate on how 

the r ult were u ed. he ay that the 
inf rmat1 n glenn d from the urve 
wa aluable." he main advantag [of 
thein-b undapproa h] wasthatith lped 
u get in touch with a cu tomer egment 
that we hadn •t been able to reach hef r 

a effecti ely. Whe 1the need come up 
to talk to tho e peopl again \ e will u e 
it becau it w rked well for u . .'' 

lmm diate re pons s 
Mar ulch, national project direc -

tor, lntera ti e ommunication In .. 
a that one of the benefit of the in­

bound appr ach i the imrnedia y of the 
respon e . Fore ample, in t ad of 

continued on p. 57 
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egression analysis is a ey to 
actionable results in CSM 
B Patri k M Phillip and ·tlpa 

·ditor's note: Patrie~ McP/rillip i.\ re.\·earch manag 'r. 
and ' leonora Malpa i marl..eting coordinator. ·with Fl I I 
. \ P. cw or!... 

bring th 

14 

tm nl f lim an r . ur 

nsur 

e . . ary data 

determining th im r­
ti f 
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th r w rds the t-te ·t can h lp qual if th numeri nl 
ranking provided by the mean and fr·qu n y di. tri uti n. 

Th . imp I .· t way f d t rmining th importance f the 
ari u. i. su s i · t alcu late th mean ratin cr gi n by the 

rcsp nd nts r ach i u . If the s · lc us d i. a f llo\ . , 

Sample Scale 

Critical 
Very Important 
Important 
Somewhat Important 
(Not Important 

4 
3 
2 
1 
0) 

(There should not be any issues that are not important, although you can 
allow for the rare respondent who insists that a particular item has no 
importance to him/her.) 

the n the r ulting ran ing might l k like the f ll wing 
in de r a ing rd r f importance): 

Fictitious Data 

Product quality 3. 7 4 
On-time delivery 3.68 
Price competitiveness 3.65 
Conformance to specifications 3.42 
etc . etc. 

Th t-t st i: th n u ed to d terminc-.: heth r th differ­
tati ti all 

uld tell us that the imp nan e rating r ccived by pr -
uct quality (3.74) i gr nter than th' imporran e of pri · 

m titiven ·ss _ .65) but not m re important than n­
time d liv ry C .6 . ln thi ample. the t-t ·st sh w that 
cv n thou h pr du tqualit appears to b m re important 
than ( n-tim' d liv ry . . tati ·ti ally. it is not. 

not her meth d u ed to al ulate imp rtan k. 
at the p 2 B res for ea ·h . uppli r sele ·ti n 
' rit ·rion. his appr a h require · calculating th frequen y 
distributions for each riteri n. fr ·quency di tributi n 
simp ly shO\.v what p r cntagc of there. pondento.; rated a 
particular issue a being critical, very imp rtant, im r­
tanl or some\vhat imp rtant. The re:ult w ulcllook som -
thing like thi 

Fictitious Data 
"• Cntcal • Ve ry Top 2 Box= Cnt cal+ .... lmporLlnt •. Somewhat ~.Not 

Important "'• Very lmporlant Important lmponant 
ProduC1 ouahtv 58 2< 65 1 5 0 
Pnoe 
compeM111cness 46 28 74 18 6 2 
On-ttme Gel very 52 20 72 7 20 1 
etc. 

Th criteria arc ranked in d r a ing ord r of impor­
tan a rdingtothcir op2B or . gainthct-lest 
i. app i d t d tcrmin' whether r n t th diff·rcnce 
b tween i u in the Top _ Bo - i .. t.ti ti ally signifi­
cant. ome f 1 tha t thi . approach i. more valid than 
~imply tak.ing the mc·tn. 

continued on p. 42 
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· Li ted and D 
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or M r Information, 
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F lip rz nny Ph. . or 
Rebecca Gradolph Ph. D. 

T 1: 415 595 5028 
a : 415 595 5407 

Providing Fa tAn wer To Your Quantitative Que tion 
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True life tales 1n marketing research 
By Art Shulman 

Editor' note: "War torie " is a regularfeature in which 
Art lwlman. 1 resident of lwlman Research. Fan Nuvs, 

a/if, pre en! Jwmorow; stories l{ life in the resea1:ch 
trenches. Readers are invited to call or write hulman with 
tories of their own . 

uring the cour e of my work, cJient de rib me in 
different wny - alth ugh none ha re orted to the 
col rful languag u. ed by my e -wife. \:Vhen they 

refer to me a a "vendor," I imagine my. lf s lling p anuts at 
ball game r He ting oin fr m andy rna hine . Oth r ' all 
men'" upplier,''whi hbring tominddi turbingvi i n ofdmg 
deal or elling overall to fa ~ L ri .. P rs nally, I justlov 
ailed a "bean ounter. ' 
Re entl we omplet d a . tud on travel, wher w had th 

pleasur of ounting lots f b ans. For example. when we asked 
people wh re th~ vacation d, we . poke with lima beans 
vi ited Peru), baked bean Palm Spdngs), r fried · an (Palm 

Beach • green bean (Ireland , chili bean (where el e but 
hile), and jumping bean (Mexi o. 
Not eryone pa attention to ev ry word we market re­

earcher ay. ichelle Zwillinger t 11 of a f u group where 
he ad i ed the female parti ipanL-; that there were pc pi 

behind the ne-way mirror. bout20 minute lat r Zwillinger 
offered the parti ipant th op · rtuniry to try a n w pr duct 
de igned f r their feet. new man, anxi u. t try it, began t 
tak off h r panty hose, in full iew of the mal li nt behind 
the mirr r. 

That w man didn't remem r that th re were people behind 
the mirror. n the other hand, z~ iJLing r al o f m mber a 
gr upinwhi hthew mantoh rl ftwasverypr ud fher"new 
body," are ult of her having Jo a l to weight Thew man 
intenti nally, a c rding to Zwilling r, I t her minidr ss ride up 

er her thigh , and op n d h r blou ' , kn wing full well, a · 
willinger had e plnined, thnt there wa a gr up f client 

behind the mirror. 
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csco11ed to a meeting room and nervously lin d up his charts 
and th vcrhead. Ju ·t b fore th ~ ag n y a count team cam 
into the r m h d id d to check hi: appearance. He dete -
min d that his Lie was straight, his shirt tu ked in and th e ·t 
buttons on his n w three-pice suit weli p rf cct. nd, j u ·t a · the 
agenc f lks walked in, that his ily was open! 

Imagin how Donna Tinari- igfri d of Fundam ntal 
s arch Group felt when. whil' moderating a focu: gr up n · 

n \ produ t being t ted a a promotion by h r l le ommuni­
cation company eli nt, a re. pondent aid, "I love thi. n w 
promotion. My dad ent m a wh le bun h." 

"Your dad ent you the e?" igfried asked, omewhat pan­
i ked. as a large ontingent of agen y and client personnel 
ob 'er d through th mirror. 

"Oh, h work. in adverti ino- (or [th li nt ompanyl," 
plain d th nsum r. 
From then on, Sigfd d vowed to tL th screening question, 

''Doe any n inyourfamilyoranyofyourfriendsworkin ... ?'' 
rather than a king ju t about h u eh Jd member . 

Mike Halber tam f Interviewing ervice of meri a re­
port that an elderly~ malere p nd nt onta t din ne ftheir 
telephon urvey , a ked how he \ a elected to be called. The 
interviewer ad i "ed her that h r number came out of a om­
puler. Th indignant w man complain d, "That' ridi ulou ·! I 
ha ne er, er put my numb r into any comput r!" 

Kathle nL. DeWitt fKLD Marketing R ear h report that 
while , reening for re ~pondent on a tudy involving baki g 
product . he arne a ro , an elder]y woman who wa off nd d 
by De Witt a king to peak with the •· enile head of the hou e­
hold.'' 

On e DeWitt, ured her he a looking for the "female" 
hend of hou ehoJd, the interview ontinu d, with DeWitt a k­
ing ''When wa the Ia t time you had brownie in your home?'' 
Her resp n e: ''H n y, we live in the wood . They don't come 
around her .. , 

o much or enility, eW'tt concluded. 
In future installment of thi column we '11 report on more 

quirky, loopy and trange hnppening in the world of market 
re earch. Whether ou ' re a re earch pro ider or a client, if 
you'd like your tory to be told plea e all me (818-782-4252) 
or, better et, write it up and fa i{ to me (818-782-3014). 
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A Uniq e System for Measuring and 
C stomer oya ty Wor dwide 

LOYALTY P{(J 
8 rc ~)( 

';I 

Macro International' tool and technique wer u ed by the winner of the ir t Malcolm 
Baldridge tional Quality Award. M cro impl mented the e tool to d velop a propri-
tary proce called Cu to mer Loyalty Plus (CL+) to h lp you gain and r tain loyal cu -

tomers, en uring market growth and profitability. E tabli hed in 1966, Macro has con­
ducted cu to mer ati faction work for the U. . Governm nt, leading international in titu­
tion , not-for-profit organization and rtune 500 companie . The company operate in 
97 market , generate annual revenue in exce of 50 million, and employ over 500 
full-tim taff. 

TH BOLD LEAD ll IN DEVELOPING MARKETS 
CONTACT: SHEILA PATERSON (212) 888-4141 

Macro lnterndonl Offices: Washington, D.C.; w York, NY; Burlngton, VT; A81nta, GA; 
Warsaw, Poa.nd; Moscow, R ; &.ldapest ..t Gyor, Hunpry; Prague, Czech Republc 



Custome satisfaction 

Cable companies must listen to customers if they 
hope to survive in a rapidly changing market 

y Richard. chreuer, Polly taman and Jim Higgins 

diwr's no1c: Richard Sclireuer is 

.H' 11 ior \' if'e president. a 11 I P oily 
'taman is project manager. ·with 

Clwdl-1'icA. Marlin Bailey.lnc., a Bos­
ton. Ma .L n ' earchji'rm .Jim Higgin 
i;., l'ice pre idem cahil• markeling, 
Grealer Media Inc . , an East 
BrumwicJ..., 1 ../ •• cable company . 

or ~ar. now. the cab I · industry 
ha, be ·n bracing for ·omp ·ti­
Lion as new technologies ·reate 

alternative means for signal delivery. 
while p t ntially offering greater 

hannel s I cti n and improv·ed pi -
ture and '\Ound Jarit . long r an 
abstra tion. competition ha arrived 
in many y tem · acr s the . .. of­
ten in multiple form . able mpa­
nie . many operating with a "utility 
mentality,'' (i.e. "We'r the only gam 
in town") rnu t adopt m re pr a ti ve 
and dynamic ·trategies to compete 

uc e fully in thi incr a · ingly 
cro\i ded market. 

Thee tent of the threat to an indi ­
vidual ' tem varie according to the 
pre en e of competing technologic · 
and the lo alt r of the system' ' sub-
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scrib ·rs. But regard! ss of whether 
the thr 'at is ma11:i.v and immediat ·, 
or moderate and lono-tcrm. all sys­
tem are vulnerable to erosion of their 
market share. The companies that 

thrive ill b tho ·e that change from 
a mplacent mind et to an entrepre­

Information i • criti a! factor in 
making thi~ transition to a competi­
tive rnind:cl. able ny. tems that 
haven't y l internaliz ·d the reality of 
the competitive threat need to be jolted 
by rei.llisti proj ctions of market 
·hare t n l r venue lo. s. ystems that 

neurial one. mak- r-:--::----:---:--;:--:-:~.....----:~~--:-----.::o~~----.;-~ ......... --":"'1 

ing the trategi , 
managerial and or­
ganizational 
~ hangcs that are 
called for in this 
market environ ­
ment. 

om pan ie · that 
make thi tran i­
tion may weH 
em rg tronger 
than bef re. By 
ne es ity,they wiiJ 
incrcas cust mer lo all r b provid­
ing top-not h custom r s ·rvic , fo -
tering relationship ' with their ·ub­
scribers and offering new products. 
In short, they wi l.i become more cu. -
tomer fo us d. nimbi and inno a­
tive. 

already recognize the threat need in­
formation t a e the effe ti ene 
of . pecific offen ive and d fen ive 
strllcgies. 

able providers n( longer have 
the lu ur of taking a trial and err r 

continued on p. 36 
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Just because it has ten digi 
doesn't mean ·t's a p one nu 

s 
ber. 

(If you tried to find out where your telephon sampl cam from, would you b left empty handed?) 

un vice 

conomical 

ENE Y amplin t m ha th ex ri n 
and techn I gy to h lp you hold down th high co t 
f dat oll ction. Our N Y Plu and 

SYS ID y tern economically purg bu in 
non-working numb r from your RDD ampl 
youdon'thav topayintervi wer to find them. W 
al of£ ignificant, aut mati volume di count 

am- on b th a job and an annual ba i . 

Quality 

19034 . (215) 653-7100 



Richard teinberg ha j ined ahon will head the Promark R 
BlockbusterEntertainm nt. t.. auder- newMorri town, .J.,ofti eofMarket nio, exa , 
dal , Fla., as corporate director of mar­
keting res arch. 

Nancy Low A.~sociat s, Inc ., hevy 
Chas , Md., has added . everaJ new 
people. J ining the finn are: baron 
Rizzo a. marketing manager; athryn 
~ eymour Dor ey a . enior pr ~ectman­

ag r; ancy Klein a enior re earch 
manager; Amy Han en a writer and 
iII ustration re earcher; J e nnife r 
Zentmyer a. re earch analy t; ed 
Buffon a.-; re ·earch analy t~ haron 

immon a of ice manager; and 
ichael andler a taf accountant. 

In addition the new hire , the following 
tatTer have been promoted: u an 

Lopez Mele, to creati director; Amy 
Rakow ki to marketing a o iat ; 
Heather Manning to a iatc. 

ulee Motz ha been pr m Led to 
enior project director at TeleFocus, a 

unit of ew York-ba ed Te le essi n 
orp. 

a thy Wurth ha been nam d direc­
tor of mar eling P . arch at Blattner/ 
Brunner Inc., a Piu ·burgh advertising, 
marketing and public r lations fin11. 

hri Job ha join d NETWORK, a 
ompany r pr ·enting operator-owned 

data collection companies. ovington, 
K ., a te hn log information special­
ist. In addition, Linda Te ar. pre i­
dcnl and fN TW RK. ha been 
installed as president elect o the Mar­
ket;ng Research As ociarion. 

We Specialize In Specialists! 

Ifh 

dnur 
involving h alth ar 

MEDICAL MARKETJtG REsEARCH, INC. 
1-800-866-6550 
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taff a an a i tant 

Healthcare ornmunications, Inc., 
Prin elon, .J. , ha. made two manage­
ment hangcs: M he h Naithani ha 

Naithani Paul 

m ved fr m pre ident to chainnan; 
Mar hall Paul ha m ved from e u­
tive ice pre ident t pre. id nt. 

litu . ha b n prom ted to 
trea urer and office of Response Anal -
sis orp., Pr1n t n, .J. 

Kathlee n icolini ha joined 

continued on p. 54 
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Minneapoli - ba ed arl on 
ompanie ha igned a letter of 

intent to s II "a rl. on Re earch 
o . to otal R arch orp., 

Princeton, .J. Once the purcha e 
is c mpl t d, arlson will u e T -
tal Re arch for its marketing re-
earch, quality management and 

other · rvice . Term were not di -
clo ed. 

In ter rv e r vice orp .• an At-
Janta -ba ed mark ting s rvic s 
company, ha reached an agr e-

\.Y aterhou e' . urv y R . ar h 
enter; Duncan on Holt, a 

rein · urance manager; ack 
Bonu ce lli , a manag m nt and ad­
vi ory firm~ Multi -Fami ly Initia ­
tive orp ., a non -profit firm pro­
viding training and mpl yment for 
low in orne hou. ing r siden ts· and 
the Maryland Nur e A ociati n. 

ele e ion orp. , ew York 
i y, ha formed a market re arch 

strat gic usine " unit to handle it 

growing market re , arch bu "ine . 

Q Hou ton ha rei cated to a 
larger facility locuted 20 minute 
from Hobby Airport at 17625 I 

amino Real. St . 100. Houston , 
e a. 77058. Phone 713 -488 -

8-47. Fax 7 1 -4 6-3 _ l. he fa -
ilit featur . tw fully- quipp d 

focu uite , a central phone room 
and ate. t kitchen. 

continued on p. 34 
ment with q u if a to acquire rr===========================---, 
Elrick La idge , a wholly owned 
u b i diary. T rm w r n t d i . -

clo ed. 

awtooth oftware, In c .. ha . 
moved to 502 . tiJJ Rd., equim, 
Wa ·h., 9 3 2- 534. hone 360-
6 l-2300. ax 60- 1-240 . 

awtooth Technologie , which 
develop and market i A L 
will ontinue to b ba ·ed in 
Evan ton, 111. 

Barbara Ankersmit ha · open d 
Q ark R e earch & Poll in at Pa­
cific ower,l thtlr.,lOOIBi hop 

l., H nolulu, Hawa ' i, 9 813. 
Phon 808-52 -5 I 94. Fax 08- 24-
5 87. 

he y ha. , Md., re . arch firm 
ancy Low ociate , ha 

added ev ral new private ector 
li nt.. Th y include: Milbank, 

Tweed, Hadl y & M J y, an in-
ternational Jaw firm~ Pric 

October 1995 

Erlich 
Transcultural 

Consultants 

at· o 
Asia I} 
Africa 

American 
Re sear ch 

rvlce Qualitative 
rch lncludln : 

Bilingual/Bicultural Focus Groups 
In-depth/In-language Executive 

Interviews 
Simultaneous Translation 

Quantitative R rch Including: 
Questionnaire Translation Into 

Familiar, Readily Understandable 
Language 

Segmentation Studies 
Full Range of Multivariate 
Techniques 

In lghtful Analy I and CultUral 
lnterp atlon of Finding 

Highly Experl need R arch 
and Mark lng Con ultlng Steff 

Contact: Andrew Erlich, Ph.D. 
Phone: 818.226.1333 
Fax: 818.226.1338 
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Customer satisfaction 

Let your fingers do the talking 
In-bound telephone surveys invite respondents 

to express their satisfaction digitally 
By indy R. F rd and R y Ral. t n 

ditor· note: Dr. indy Ford i \'ice pre idem and direc­
tor of re ear It. and Roy Ral ton is a project manager. for 
. 'en·ice 'rrategie lntemarional. a Dallw. research firm . 

w many time have y u recei ed :1 cu tomer :lli -
fn tion que ti nnaire at a t r r r staur·mt? Did 

u c mpl t th fonn and r turn it? han · s ar , if 
uwer t tall ' d light dorc tr mclydisapp intedand/ 

r ups ·t about ~omcthing, you ompl ted the ·urvey 
(as:umin,. that y u w r not in a hurr · nd that u had 
a p •n or p ·neil ·tvailablc). \\'hat about all tho~e ther 
cu . tom ·rs who did not bother to fill in the form ·. How an 
a us in' . s find out what th :e customer · think · b ut it 
product: and :ervic . ? 

n r lativ ly n w t hnol gy that ma be u ed in 
many in ranee i intern ti e v i ere p n. e int r i wing 
(l VRI ). Thi all w re p ndent t ''I t th ir fing r · d 
the talking'' by alling an 00-numb rand responding to 
a prer c rd d ur y usin:::- the key pad of a tou h-ton' 
tel phon . pag · I 2 for a cas history on in-bound 

. ) 
1 ping an IVRI survc is quite similar to devel p­

ing more traditional (e.g .. telephon sur eys. Individual 
qu . ti nnaire constru tion g ·n rail in olv sa decision 
regarding the numh r of I s d-ended and open-ended 
qu :lions as \ ·II spccifi ation of th reportabl form 
su h open- ~nded stat mcnt: will take (trans -rih d. tap d, 
ct .). he interview which rna in lude per onalized 
gr ting ) can Ia t a l ng a 15 minut with r n e 
rat s pected t fall within ± 5 per ent f trnditi nal 
m thod . though r p n must vary a r , s studi :. prod-

22 

u t and rcsp nd nt.. n th I s:, re nt r ·earch ha 
f und that p r cnl of r spond nts fini . hed tw - to 
three-minute int rvicw. (99 p rc nl with inc ntiv : 90 
p r nt finished five-minut int rviews (9 percent with 
in ntiv ·): and 70 perc nt mpl ted 10-minute inter-
views ( p r nt with in enti ve). 

In further c ntra t to more tra itional approa he , pre ­
i u re ar h ind·cate that r p ndent p r iv aut -

mat d inter iew t be le 

In th nd. all is f r naught if the r . p ns . arc not 
reliable (across th sam r simihr subjects . ·ed in 
conjunction with sound m thod logi al dev I pm nt f 
th · surv . I Rl ·an pr due us r lia I re ·ult · a · many 
oth r sur e m th d while pro iding me ignt 1 ant 
ad anta<J :. In t rm . f urv y admini. tration, th pr 
lem of inter i wer "c loring" the p n-ended que tion 
whi I apturing them i a ided, a the rec rd d re-
p n e are trul ve batim. Furth r. in mor traditi n l 

tel phone ·ur ey meth d , the windo\l f r u t mer in­
terviewing i h rt (g nerally in th n ighborh d of7:00 
p.m. to I 0: 0 p.m.). However, with IVRI, automat d 
inter iew an be 
wee . 

en day a 

I RI ha . thcr ad antag s. or instance, each re-
P ndcnt h ars the ·am re ·ord d ice with n t nal 

continued on p. 45 
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Oii t 
_____ uii m 

suits. 

nt: 

Anyone can 
provide customer 
satisfaction data. 

Maritz gives you more. 
We turn data into action­

able strategies that improve 
customer satisfaction levels 

and increase your bottom line. 
l Maritz uses comprehensive 

research findings to help develop 
systems that deploy the voice of the 

customer throughout your organization. 
We can convey your customer's message 

to employees, train your people in customer 
satisfaction skills, initiate employee involvement 

activities, and design reward systems that will 
improve your people's performance. C Maritz helps 

you achieve results because we are the only company that 
takes a totally integrated approach to customer satisfaction 

research. We create a breakthrough environment supporting 
continuous improvement, long-term customer loyalty, and growth 

for your organization. ::J More than measurement•) is a commitment 
that gets to the bottom line, not just to the bottom of a report. 

To learn more, call 1-800-446-1690 for your free brochure. 

MA ITZ~ 
M RK IN, R ~ E R _II 11'\ - · 

~tluut~® 



Raising customer satisfaction 
through expert system analysis 

Edilor' note: Timoth ' R. Kula i 
direclor ofcustomer salisfactionfor the 
Gilmore Research Group, Sealfle. 

n today ' global mark tpla e, it i 
notenoughtoju tmea urecu tomer 
ati fa tion. To be ompetiti e., bu i­

ne e need to continually make im­
provement that wiiJ rai e u tomer at­
i fa tion o they can in r a e what ulti­
mat ly d t rminc, th ir financial h alth 
-profitability. 

Whil m asuring u. tomer ati. fac­
tion is th all-important fir t tep, unl ss 
mea urement i linked to impro ement , 
its ability to boLter th bouom lin i 
minimal. Thi. articl . ugg . t a n w 
te hniqu that allow you to do both 
simultan u. ly: mea, ur u, t m r sat­
i ·faction and have a p sitive impa t n 
pr fit. 

F r s m c mpanies. measuring and 
rai ·ing cu tomer ati faction i · a cen­
traliz d pr cess. ften th s companie: 
hav nly a few lo ation · that interact 
with cu tomer , in which ca e cu to mer 
sampling and centralized reporting of 
customer ·ati ·faction re ·ults makes p r­
fect en e. 

Howev r, many com pan ie. have wide 
distributi n networks (which are gen r­
ally independently owned) that internet 
with u tomer . u tomer ati faction 
data gathering for the e companie need 
to be either a omplete en u rat lea t 

a tati tically ignificant ampJ'ng at an 
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By Timothy R. Kula 

individual utlet le el. 
etailed and cu ·tomized analy i · f 

cu tomer ati faction data by individual 
outlet ha not traditionally been done 

cau e the ta k i lab r-inten ive and 
time-consuming -and ' ecau e r p rt­
ing i not ea ily understood by non­
analytic u, ers. pert y tern analy is 
overc me the problem by enabling 
rapid, detailed analy i and truly ac­
tionable reporting of cu to mer ati fac ­
tion data to be performed for every 
outlet. 

By taking an indi idual outlet data 
and running it through an expert y -
tern, a prioritized li t of targeted im­
provement area i tailored for each 
outlet. Importantly, the report i de-
igned o that it can b ea ily under­
to d and u ed by company field and 

outlet per onn l. 
Traditional reporting from u ' t mer 

ati action programs can b di id d 
int two ba i ategorie :data and graph­
ic . Unle y u're an analy t (and the 
p pie wh anactuall mak improv -
mcnt usually ar n 't), th r p rting an 
prove f ru trating. 

R p rts with I ts o data- for in-
tan e, a multi -page r port with hun­

dr d of number - an be confound­
ingt a territ ry manager, utlct wn r. 
salesp rson r customer ervice repre­
:entative. They eli it re ·ponse: like 
What do th numb rs mean . Which 
number i, most important? What do I 

need to be working on? 
Gi. em graphic , they ay at lea t I 

can under tand them. But wait, the 
graphic are o er implified and don't 
pr vide th detail that' required to iden­
tify and fi real cu tomer problem . lf 
on ly an analy t uld bee erywhere to 
explain the number , what' mo tim­
p rtant, and what need to be done to 
rai e ust mer ati. fa tion. Ju t think 
what ould happ n t al · and profit­
ability. 

With the implem ntati n of an p rt 
tern thi b a reality. 

A brief hi tory 
What i an xp rt y t m? It is a 

omput r apability that capture the 
knowl dg fad main xp rt t , lv 
a et of pro lems. Think fit thi way: 
You're an xpert at market r , ar h 
analysis; the computer is profi ient at 
high- peed data proce ing. om ine 
the two and expert analy i can be per­
fom1ed thou and · of times in a matter of 
econd . 

·pert y tern gained pr minence in 
the early 1970 and have een u ed in 
many di er e field . E pert y tern 
have diagn ed and pre cri ed cure 
fordisea e ~ c nfigured complex mini ­
compute y tern ; provided aircraft 
mechanic with ad ice on how to repair 
helicopter ; and evaluated information 

continued on p. 51 
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MO s 0 
We are MacroAHF, a ma jor new marketing research and consulting firm that offers the 

combined size, strength, expertise, and support of Macro International and AHF. 

Our merged resources include two fully staffed 100-station CATI centers 
with predictive dialing, multiple focus group facil ities, an international network of offices, 

experience in 80 markets worldwide, and analytical talent that is second to none. 
Our capab ili ties run the entire gamut-from qualitative to quantitative, from data collection 

and tabulation to analysis, strategic planning, and consulting . 

MacroAHF is ready to meet your needs right now. 
To learn more about the ways in which we con help, contact MacroAHF President 

Scotty Levitt in our New York office, or Greg Mahnke in Burl ington . 

AC 
MARKEYING RESEARCH AND CONSULTANCY 

lOO Avenue of he Americas, New York, NY 10013 212-941-5555 1-800-TAKE AHF Fox 212-941-7031 
126 CollegeS reet, Burlington, VT 05401 802-863 -9600 Fox 802-863-8974 

A Division of Macro International, Inc. 



Research trends ______ ~~ 

Reengineering the marketing 
research function 

The information management department 
in the year 2000 

Editor's note: Lan~vA. on tantineau 
is principal of Marketing iewpoint . 
Inc., a Minneapoli re earch and con­
sulting firm. 

hanged the nature fth 
I t 15 year . In fact, th 
t day appear t be one 
chang . 

How can corporate marketing re-
. ear h r pe with thi enario. b-

i u ly, the traditional manag ment 
pra tice f re tru turing, reaJigninu or 
r d ploying internal re ur e and ca­
pabiliti are n t u fi ient r t day ' 
bu ine i ue and demanding, a ti n-

ri ntcd manager . Witne the ontin­
u d "d wn izing:· ''right-. izing." 
··out our ing," and/or ·'rationalizati n" 

f th marJ..eting re earch fun tion in 
many mpanie . On might rre rly 
as rt that many of th internal re­
: ar ·h pra titioncr. ar out of t uch 
" ith th · reality f th . ituati n. M re 
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By Larry onstantin au 

dramatic acti n are need d ~ r th : tane tuff. Wh better 
II pr 
han -

ati organization 
ha e Lak n :tcp in Lh direction f 
radi ally r d . igning what they do and 
h w they d it, the gr at maj ril (if 
the ha e d n anything at all ) hav 
empl yed the more traditional m thod. 
of imply r . tru turing and/ r r align­
ing e i ting re. urces to help satis y th 
in reased d mand~ pla cd up n th ir 
functi n ·. t best, thi: ha. . rv d a. a 
band-aid approa h; m re dramati tru -
tural han es ar r quir d f r Ia. ting 
impact and enhancing the vitality f th 
internal marketing re earch capability. 

Reengin ering the marketing re ar h 
functi n i hard work. Pro e rede ign 
in thi area i a blending of art and 

i n e. and th p tential for failure i 
high. Whil there i a logical flow of 

cnt. , arriving ~ t a iabl organiza-
tional luti n i more of an iterati e 
pro of di very, learning. te ting 
and modifi ation. Whilee peri nee ha 
shown that there are about a d zen po­
tential pattern that an be te ted t: r fit. 
a fair amount f inf rmed judgment i 
r quir d to ptimiz the outcome. 

v hat sh uld u eep in mind if y u 

r aniza- continued on p. 63 
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So d Survent® 
GET T HE REAL SOUND TO GE TH R AL ID A. 

INTRODUCING DIGITIZED SOUND RECORD G 

~ 1lay n1u 'i, or 
• 

l r c )l'd 'Lnd pi y~ -- k p u n 
• 

To "1[1Ur collt nt and int .n it\' [ r -p n- s 

PC's 
MS·DOSfUNIX 

INCLUDED WITH SURVENT SOFTWARE RUNNING ON PC OR H P COMPUTER SYSTEMS 

SAN fRANCISCO: (415) 777-0470 • DENVER: (303) 860-1811 • NEW YORK: (212) 777-5120 • PARIS: (1) 40-84-84-85 



Introducing ... 

A 
Brand New 

Focus Group 
Facil. 

Designed 
Just For You. 

Sioux Falls' Premier 
acility Offers: 

• C nv ni nt cati n 
• S parat ntranc 

for articipants 
• Two-Tier Vi wing 

Room 
• Pr f i nal Audi 

Sy t m 
• R ar Pr j cti n cr en 
• I r-t -C iling 

Mirrors 
• Participant R cruiting 
• Pr f i nal 

Facilitati n rvice 
• Cat ring and H ting 

S rvic 

Phoenix Sy tern , nc. 
2701 So. innesota Ave. 

ioux Falls, D 57105 

(6 5) 339-3221 
1 II Free 1- 00-6 7-43 

28 

Survey Monito 
continued from p. 6 

program including mu i video ' . Fo 
is the mo L popular network and 
"Home Improvem nt ' i urrently the 
mo t popular how among today' 
teens. hey dev ur media in all f rm.; 
96 percent hav a R and 79 per­
cent have rented or bought a vide -
tape in the pa t few month . 

veral1, Amer·can teens have a very 
po itive view of technol gy and it 
impact on their future. o t think 
inno ation and advance in technol ­
ogy will help them gain a better li e­
tyle than their parent . An over­

whelming maj rity of teen (90 per­
ent) e pect to go on to college. 
The sour e ofthi data is teen.com, 

a quarterly yndicated urvey o teen 
attitud s and int r l in media and 
high techn logy produ t., in luding 
a ink d computer bulletin ard 
panel. or more information, nta t 

arla a ett at 10-964-492 or on-

Hispanics not charged 
by credit cards 

While mo ' t mericans con ider 
th m an indi pen able tool for daily 
life, r dit ard. hav y 1 t find their 
way int the wallets and pur. e of 
many i ·panic on sum r . Data from 
Market Dcv lopment, In : March 
199 'tudy r p rt d in MDI' Hi. ­
panic Per pective new letter, 'h w 
half of Hi panic aduJt have n v r 
u ed a major credit card. imited u -
age i pre ent de pite the fact that 
more than two-third of H. panic 
have u ed aving and checking ac­
e unt and pt d f r monthly pay­
m nt wh n pur ha ing expen i e 
it m uch as tel visi n , aut m -

ile. and furniture. 
amiliarity wither dit ard - both 

how to acquire them and what their 
benefit are - i higher am ng the 
m rea ulturat d .. - orn l ispan­
ic , who report greater u e of finan-
ial product o erall. Two of the ma­

jor factor that impact the low u age 
of r dit card among 1 accultur-

a ted Hi panic are not getting enough 
informa ion about credit card and 
not fully under tanding their advan­
tage . 

Finan ial in titution have at­
tempted to broaden the u e of credit 
card among Hi panic through di ­
r t mail in , but their effect do not 
·eem t be trans lating w II. early 
eight ut of 1 0 r sp ndents remem-

r receiving credit ard olicitati ns 
at their home. nf rtunately, the n­
gJ i h anguage olicitation. by mail 
may lo e much of their impact am ng 

pani h-dominam con umer . 
The ab ence of pani h language 

olicitation along with the fact that 
only one in fi e Hi panic have ought 
information by contacting a bank in 
per on or by phone e plain in part 
th low cr dit ard u age among Hi · 
pani . 

Wh n comparing attitude. toward · 
the u. f redil cards with th m re 
frequently u ed installm nt plan. of­
fered by retaiJer , more than half of 
Hi panic eem to be turned o f y 
the impressi n that credit card pur­
cha e may co t them more ·n the 
long run. Hi panic hopper are al o 
more likely to con ider monthly pay­
m nts ' afer and 1 complicated than 

redit ard . 
nd ubt dly, mark ters at finan­

cia.l institution can find much ro m 
t gr w among U. . Hispani but 

nly if building awarene and image 
are c n id r d as the initial . t p . For 
m reinf rmati n all619-232-5628. 

On-line, telephone 
surveys yield similar 
results 

Tote t the effectivene of on-line 
re earch, u tom Re earch Inc. , Min­
n ap li , in conjunction with a major 

n-lin er i e, conducted a urv y 
on elluJar phon u age. RI al o 
c nducted a similar surv y u in con­
ventional telephone interviewing. 
Qu ti n rang d fr m wn r hip and 
u age f celJular phone t brands of 
cellular phone owned. 

The on-line urvey am a ed ala ge 
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DENVER 

550 S.Wadsworth Blvd. 
Suite 101 

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

...... vw~ washable writing 
ble I, oak rails, 20" monitor & 1/2" 

• pia . Conference table seats 13. Wired to 
provade audio & video feeds to Focus Group . 

• R 2 tiered, seating 15 people comfort-
ably. Writing surface, muted ligtiting & state-of-the-art 

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

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

• Secured Storage Room Adjacent to central 
location facility for product materials. 



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

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

• Multivariate analysis & 
affordable conjoint designs 

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

http://www .fi rstmarket.comtfl rstmarket 

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

-

First 
Market 
Research 

121 Beach Street. Boston. MA 02111 
(6 17) 482-9080 

2301 Hancock Drive. Austin. TX 75756 
(5 12) 451 -4000 
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and rapid r :p n:e. Within 6 hour. 
a t r the urvey wa ann un d n 
the rvi e' marquee. o er 7.6 in ­
t rview were c mpleted. hi num ­
ber 1 int r i w would r quire ul ­
mo t 2,000 hour f traditional tele­
phone inter iewing. ti1l. r ult of 
both urvey are comparabl . 

B I w are ample f the qu 
a. d and th ir r ult . 

Methodoloo y 

On lin P o e 

2.9 ,' 2.9 

Base - 2525 Base= 64 

How satisf1ed are you with your ce llu ar phone? 
(four-po int expecta t ons scale) 

Methodology 

Onl ne Phone 

3.1% 30 

Bas -3952 Base= 91 

Do yo , p rsona ly, own or use a cell lar pho'le? 

Methooo loa ,• 
Onlir P~one 

94% 

6~'0 

Yes No 
Bas = 7828 

ung r,m rcaftlu nt, malcaudi'n s, 
a h wn I w. 

MethoOOIDOY 
Orl ne Prone 

84 .' 

Why do we exercise? 
nati nal ur ey on the relati n hip 

of rei e, well-beingandhealthamong 
Ameri an nged 1 and older find that 
men and women who u e a fitne cen­
t r gi e the arne top i e rea on r 

r i in , alth ugh they place them in 
diffi r nt rd r . 

h findi · w r r I a d b th 
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Central Location Testing acility 

N w, ultramod rn fully equipp d t t kitchen faciJ ity for ta te, product and imulated 

Telephone 0 erations Center 

S uth a t' larg t, up-to-date, 0- tation tel phone c nt r 1 at din Gain ville, Florida, 

home of the Uni er ity of Fl rida at r . 

S rvk , rangin fr m programming, arnpling and interviewing t c din , diting and tabulation. 

A full rvic Fo u Croup Facility i al available. 

Our "Opini n '' faciliti ar located at up cale malls with a broad cio I c nomic ba 

and e cellent traffic, re ulting in mprehen iv r p rting in an ideal test market. 

Focus Group acility 

Luxuriou facility fully quipped tom t your comfort an corp rate ne d , including private 

ntranc and lounge . 

2 focu r om , b th quipped with do ed circuit monitor and flo r-t -ceiling mirror . 

30, 0 + r p ndent data ba ; kitch n faciliti and c mpUm ntary video taping. 

in Research Services, Inc. 
9250 Baym adow Road, uite 350 Jackonville, Fl rida 2256 

(90 ) 731-18 (904) 731-1225 

M mb r: AMA MRA N TWORK 
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OBJECTIVE: 

• Twenly-thr e percent f h me/out­
d r r i er feel they are happier than 
m t ther people, compared t 22 per­

centeru e , 15 rc nt f 
ina tive . 

For more information, call regg 
Hartley at 4 7- 40-1161. 

Work - not leisure - is the 
important thing 

A one- top , ow~ e o.fferi11g a zl'ide t'ariety of quality 
sample .. . and quick ~enlice. 

551 SOLUTION: 
Hilda Maxime (Project Director ar trategi Radio R earch in 

hicago) - ··our . ..ampling need~ are diverse - thm'. whr we u 

Ul'\' ·y , ampling. For example, ccuRalittgs, our syndic red cadi 
r<~tings prrx.lu :t. r quire a rery :trier random digit methodology. \X 

fir-;t d ·m grnphi -ally proftl · 'ach g ogrdphic area u. ing C/i kU A'". 
Th n, w produ • , , 1'-; ROD .sample. u. ing !- NAP" ro en: ure 

quali1y and fa~t rumaround time. We aL o 

provide uslom re. e-.u h for radio ~tati n..'i 

and cahl • hannd u. ing a combina­

tion of random digit and targeted 
melh<x.lologie.s for age, gender, and 

·thni group. . . I is Lhe source f< r 

all our . amrling need.-~ ·· 

Call · I for sampling olutions at 
(203) 255-4200. 

urv y 
am piing, 

Inc.® 

cent . 
tud ie indicate that over the p t 

American have hifted their 

f 
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Focus Visionm Network 
brings your cus omers into 
yo office, ready to alk. 

How it Works: 

FocusVision Network provides 
video transmission of live 
nationwide focus groups. 

• "Attend" your nationwide groups 
from yqu~ offi£?e 9r . convenient 
FocusV1s1on V1ew1ng Center. 

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

Turnkey End-To-End Service, with 
a FocusVision Facilitator at the 
client site, ensures the quality 
and comfD'rt 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. 

Announcing FocusVision 
Worldwide coming soon ... 

London, Paris. Frankfurt and More. 
Call for Information. 

Ecksr & Associatss 

Gilmore Resesrch Grr:lfJ 

rbJiity Centro/led 5fnic&s I 

Subtrbsn Associst:ss 
........... I.C. 

House Market Resesrch. Inc. 
...tdlll1tll;, IY 

Fieldwork, Inc. 

Focu Vs o " 
NEIWoRK, INc. 

1266 East Main treet • tamford Connecticut 06902 • (203) 961-1715 • Fax (203) 961 -019 



Research Company ews 
continued from p. 21 

Fieldwork ha pen d n new fo-
u group acility in Orange 

unty, at if., f aturing thr e con­
f r n r om . For more in orma­
ti n ca ll 714-252- 1 0. In addi­
tion, th c mpany ha. r m deled 
it · hi ago rthfa ility.F rmore 
inf rmation on the hi ago 1 ca­
ti n call 312-- 2--91 1. 

ordon . Bla k orp .. a Roch­
. t r, N.Y., re ear h firm, wn on 

of four rec ipient o the l 
rk ov rn r' E 

n t organiza­
mrnitment to quality 

and cu t mer at i ·fa ti n . tab ­
li ·h s a :tandard f r th r firm 
and ins titution. to emulate. 

he . tat f Oreg n ha award d 
a mu lti -y ar contra t f r stat I t-
tery mark t r . car h t 
Mark tVL ion Re ear h , In c . of 
Cin innati, hio. 

Erin M ra ha opened pplied 
ark t dvantage, Inc. , "a l s 
iew Pr f ssional Park, _79 Ma k 

Rd., Fairfi ld, hi , 45 14. Ph n 

513- 42- 1 34. . 

Ricki Kruh ha~ 

op ned an ffi e in Da ie, Fla., 
whi h will provide my ·t ry ·h p-
ping rvi ·,c mp t1t1 myst r 
. hopp ing and fu ll , r i market -
ing re arch. Form rmati n 
call 407 - 26- J 22 . 

R tail De tail Inc ., a Birming­
ham, Mi ·h., firm that pro ide. m r­
handi . r · , my tery h pper and 

field r ear h w rk r ·, has redi-

MICROTAB® 
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The Service Bureau 
That Serves 

You Best 

Microtab offers full-service data 
processing for all of your cross 
tabulation projects. Our customer­
focused staff consistently provides you 
with personalized assistance at every 
level, so you get the information you 
need - when YOU need it. We also 
provide data entry (includes scanning), 
coding, statistical analysis and graphing 
services. Call us today for more 
information and a cost/timing estimate. 

• 
3~ MaJbt Plac», ' te 100 • R01ll<'ltU, Oc.cqia 3007~3943 

Teleph (no) 552-7856 • FAX (770) 5.S2-n19 

Microtl.b il • regiltere4 lladcmart of Mirnltab, lnc:\Jtl'ON.tccl 

·ultant t c mpani . with ari u. 
fi ld er hLndi ing ned. 

orth a t Da ta "' oll ectio n Inc. , 
has mov d its B ton ma ll opera­
tion to th newly ren v· t d As­
embly quare Mall, · iv minut . 

fr m downtown B . t n. Th new 
133 Middle e 

... I 5. 

Re. a r ch, Inc. , Green\: ich, 
onn., and l P . . A ., Pari ·, hav 

igned an agr m nt Lo launch c-
Europ an un -

tri s. p rati n will begin during 
1995 in ran rmany and th 

pcration .· in Ital and 
pain will mmence in l 96. th -
r will be added as the mark ·t 

p tential is sta lish d. 

Mark ·t ac t. , In c . , h ·1s pcncd 
an offic' at 6 Madi on A 

Morri . t wn. N.J. The of ic will 
be headed hy r gory J. M ah n. 

h n w 

phone numb r i~ 212-777 -5120. 
ax 212-777 -5_17. 

R e. arc h Int rnational 
ha . r l ated it ew York di t-

h Park nue trium 
ve., th flr., 

10017. Ph n 

'' ' ney Int rnational Ltd. has 

a Raton, la., ~ 4 7. 
5- 1 lO.Fa · 407 -995 -

h' com pan n w ha toll 
fr e number f r it Miami and ew 
York offi ·c~. Phone 800-626-54-1 . 

00-599-568 . 

ath rin e Bryant ociat 
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Inc., hicago, ha tab-
, n office in Ireland and 
n w di ·tribut r · in the 

ormer o i t Union, ri Lanka 
and everai atin American com­
pani . . athy M nni · will h ad 
the Ir land i , whi h ill b 
located at tifton Hou e, Lower 

itzwi II iam ubi in 2, Ir land. 
Phone 53-l -661- 7 . Fa 5 -
l- 61-52 0. 

r oup 1 ofh a r e, Lanh m. 
Md., and Maplnfo orp. Tr y 

.Y., have igned an agre ment to 
jointly mark t and di . tri ut roup 
1' addr a ura y oftwar and 
MapJnfo' addre -matching oft­
ware. 

Lei hter R 
it headquart r 
ton Ave., Dum nt, 

h mailing addre 
125, Dumont, 

remain 201-
0-7 -0707. 

Ba rne Re earch Inc., rand 
Rapid, ich.,r c ntlya quir da 
predictive dial r for it ph n n­
ter. F rm r inf rmati n call 1 -
363-764 . 

In May Pa ri a 
roup , an r . arch 

firm, olunt er d more than 70 
hour f at a I al elemen­
tary chool. The . taff r. a .. i ·t d 
teacher of K - grade tudent with 

ubject . 

T o t a l 
Prin 
than 

st: n a vari ty of 

R a r ch 
.J., ha .. i 

fr m li nts in the 

October 1995 

r p . h company Information 
hnol gi · divi i n receiv d a 

major oftware/hardware cu tomer 
' ati acti n ur ey from IBM while 
th c mpany' · Health are di i-
ion won two major proje t fr m 

Bri tol- y r quibb. In Lond n 
the company' ur pean headquar-
ter office announc d n w r ar h 
contract from Blac ' Decker for 
th . . and from M in th .K., 
G rm ny and Fr n 

u 
u 
u 

OPI 0 S UNLIMITED 
A PREMIER RESEARCH CENTER 

T tal Re ear h ha ign d a n w 
thr e-year trategi alliance with 
Total R earch rg ntina. 

Bru el -ba ed i (lnterna-
ti n I Rc . ar h In . titut . ha 
add d two new m mb r t it. world 
mar eting re earch and c n ulting 
n tw rk: B havi ur Atlitud sin 
Dublin,, Ireland, and Mori de 
Me ico in Me ico ity. 
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Cable companies 
continued from p. lB 

Table 1. Attributes and Options Used Jn Conto,nt Design 

approach to mark ting. Before 
la un hing n w pr du ts, rvice 
guarant or other innovative of­
f ring , y t m manager mu ' t un­
der tand their impact on loyalty, 
market hare and revenue. And thi 
information i needed now. The 
ooner companie re pond with a 

comprehen ive and integrated trat­
egy, the more effe ti e they wi 11 be 
in ver ming the vuln rabi liti s 
to new competitor . 

What information, then i needed? 
R qui r m nt ar many, but at the 
v ry lea t th y in Jude: 

• e timated future mark t hare for 
the cable c mpany and c mp tit r ; 

• profil and d tinati n f likely 
defector ; 

• revenue implicati n of shift ' in 
market hare; 

• root cau e of weak ub criber 
loyalty· and 

• product and ervice configura­
tion that can build loyalty and attract 

Attribute 

Method for Receiving Signals 

Monthly Fee Charged 

Flexibility of Channel Selection 

Types of Channels Available 

Interactive Television 

On-Line Services 

. . . . . . . . . .. . . . 
On Screen Programming Information 

Time Slot Specification 

new ub criber . 

. I . 
I 

' I ' 

I 

I .,. 

'I' 

I 

Options . . . . . . . . . . 
Personal Satellite Dish 
Telephone line 
Microwave Antenna 
Cable 

S20 per month 
$35 per month 
S50 per month 

Pre-selected sets of channels 
A Ia carte selection 

Both local and cable channels 
Gable channels only 

·Avaiiabie · · 
Not available 

Available 
Not available 

Available 
Not available 

Available 
Not available 

Available 
Not available 

ing information to confront th 
competition 

In the ummer of 1994, a mid- ize 
cable company l cated in an urban 

How To Find The Best Deal 
On WATS Intervieuing. 

The high t f teleph ne int rvi wing g tting y u d wn? I/H/R Re earch Gr up can h lp - with the 
highe t quality, 1 w t pric , and b t rvice avai lable anywh r . 

• 100 line national coverage • Certified interviewers • Project bids in one hour 

• 75 i3/CATI tations 

• On time re ults 

What rna e 1/H/R th b t? 
what eem t make ur eli nt 
afford t bid very aggr i vel y. 

• Highest quality • On/off premise monitoring 

• Low prices • State-of-the-art technology 

m ay its ur on-going training program or our gr at upervi ors ... But, 
v n happier are the really competitive price . Were growing, owe can 

Ifyou retiredofthe ameold onganddan ,giv 1/ /RR earchGr up a call. W 'll mak ur y urj b 
d ne right and at a o t y u an liv with. 

1/H/R esearc G o p 
Quality Marketing Research That Wor.ks. 

4440 S. Maryland Pkwy. - Suite 203 -Las Vegas, NV 89119- (702) 734-0757 
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· a t c a. t ar a wa fa ed with n w and non- ub criber wa u ed to col­
entrant in it market. ab le had ap­
proximat ly 46 perc nt f eligible 
h m . Mi r wa e had taken ab ut 2 
percent f the ca I provider ' cus­
tom r.' . Mini- at llit dish pr vid rs n-
Prime ~randDir TVw repr pa~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

ing to enter the J cal market and had 
b gun pre-laun h adverti ing and 
marketing· The l al Baby B 11, a l­
th ugh n t y t ft ring vid signal , 
wa f rging ah ad with its plan f r 
abl rvic . in th r gi n and had 

r eived wi.d pr ad pu li ity. 
The chall nge f the research was 

two-f ld: 

• pred"ct the future market hare 
revenu di tributi n in a imulated 
market with up to four competing 
technologic · and; 

• a sse the impact of different prod­
uct and ·ervice offer· ngs on cu tomer 
ret nti n and a qui iti n. 

Th r . ar h wa · ba. don a quan­
titative tudy of current ub ·criber 
and non-sub cribers living within the 
y tern' geographic boundarie . A 
elf-completed que tionnaire mailed 

to random ampling of ub cr"ber 

October 1995 

Sawtooth Technologies introduces Sensus 
TradeOff, bringing the power of multimedia 
to conjoint analysis. 

• ensus TradeOff xp nds pos ib"lities, letting you 
study attributes that were previously impossible to 
express in words. 

nsus Trad Off app als to th s ns s, engaging 
respondents through the realism of visual images 
and stereo sound . 

• en us Trad Off comman.ds att ntion, attracting 
respondents with its Windows"" -based interface. 

ensus Tr d Off uses the unique adaptive interviewing 
methodology of Sawtooth Software's ACA System 
for Adaptive Conjoint Analysis. 

or a free brochure ·oHtiH.:L Brru Jarvi :; at . 08/866-08 .0. 

~ 
Sawtooth 
Sawtooth Technologies 1007 Clnm·lt Strt>t'L Sui.tl' -+0~ - b -miHion, IL l•O~Ol 
708/86b·OR70 a~ : 70!\/8(Jh-OK?h 

A at' fied cu tamer i a rep at cu tomer. TCR' Cu tomer atisfaction research gives 
you the information you need to improve the quality of your products and services 

in ways that are truly meaningful to your target market. 

We do more than excel. 

AU 
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Table 2. Satisfaction wllh Service Providers"' 

Tota l 

~a~le. cqmpa~y . 6.5 

~o~al. te!eP.h~ne. c~mpa~y. . . . 7.8 
Long distance telephone company 7.7 .... .. .. . ...... 
~ri_m~ry. cr~d!t c_ar~ c_oll}p~n~ 7.6 

~le.ct~ic _CO!f'~a~y 7.7 

~A.P : .c~bl~ c~~p~ny_ v~ . ~ve_raQe ·0.9 

GAP: Cable company vs. best ·1 .3 
• Based on those who have ex.penence with the rated company 
A Includes former subscr bers on ly 

Cable 
Subscribers 

7.0 

7.8 

7.8 
7.9 

7.3 

·0.6 

·0.9 

Cable Non· 
Subscribersc. 

4.6 

7.8 

7.6 
7.2 

7.4 
-2.3 

-3.2 

' 

expected to influence their election 
of televi ion iewing e hnologie. , 
uch a th ir ati facti n with able 

and other ervi e pro ider , and their 
awnrene of emerging ompetitivc 
technologic . 

ompetitive di ad anta e 
Th r arch revealed that the cable 

c mpany was at a ompetitive di ad­
vantag in .it market. It had the low­

t ustomer 'atisfa tion 'COre among 

joint ana ly i enabl ~ th marketer to 
g n rat m d J t predict pur ha e 
b havi r undcrdiff r nt mar et c -

likeliho d or ubscribing t 16 dif­
fiv s rvi pr vid r t ted able 

timat fmark t share and 
price-d mand curv pr vide 

mark ter ~ w · th a ti nab I informa­
tion f r developmental de i ions. 

In thi ca e, a fairly imple c njoint 
d ign wa employed. U ing input 
rom the client and e ploratory inter­

view with ub criber we developed 
a li t of nine attribute for inclu ion 
in the model (Table 1 ). In the que -
tionnaire, re pondent indi ated their 

fer nt package • 
each of which in -

1 ud d a m th d 1oo 

f r r ceiving . ig­
nal , a m nthly 
f and a . I ti n 
of erv ice and 
pr du t pti ns. 

In addition to 
the conjoint -re ­
lated que tion, we 
a ked re pon­
dent about i ue 

50 

0 

GROUP DYNAMICS 

WHICH LOCATION IS IDEAL FOR YOUR NEXT QUALITATIVE PROJECT? 

BALA CYNWYD, PA 

Brand New Facility 
(Same Location} 

• "City" Consumers 

• Expertise in Medical/H alth Care e ruiting 

• All urpos oom With Obs rva ion 

VOORHEES, NJ 

• "Suburban" Consumers 

• On-Site hon oom ruiting 

• Commercial Test Kitchen 

• 2 Multi Level Observation Rooms Seating 
25 In Comfort 

• 20 Minutes To Downtown Philadelphia 

• Design d By Qu lilativ Consultants 
(Opened 1992) 

OWNER/ OPERATED FOR PERSONAL SERVICE • 35 MINUTES FROM PffiLADEI.PHIA AIRPORT • FREE PARKING 

CALL (800) 220-1011 FOR BROCHURES AND INFORMATION 
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2). ln fa t, on a zero to ten . ca le 
ranging from e ·trem ly di . sati sfi d 
toe tremely ati fied, the cab] com­
pany earned a 6.5 - a w ak ratin ~ 
that was 1. points c] w th tele­
phone mpany' . mod rat ly str ng 

wi II u ·t mers grav itate n a level play­
ing field? hi i where th conjoint 
pro dur is valuabl ; it predi t what 
rna happ n in the future au. e all 
re pondent~ ·1re given in onnation a ut 
all th ir options •. 

In rd r to anticipate thi · future mar-
et environment, we created two imu­

lation .. Th first a thr c-c mpctit r 
market, pitted the cable company again t 

direct broadca t atellite (DB and mi­
crowaveantenna. Inthi simulation, we 

ratingof7.8. r u ublingwa the~~~~~~~~~~~~~~~~~~~~~~~~~~ 

finding that 8 percent of the ca Je 
ompany's e ·isting . ubscribers rat d 

the t I ph ne company high r than 
the cable c mpany, whi le onl y 11 
perc nt rated the cable company 
higher. 

The e igure ound an early warn­
ing. Ba ed imply on cu tomer ' per­
ception of quality of ervice one 
would e pect the telephone company 

When market shars 
esllmaltJs art1 combined : 
wllh financial data, the 
bllllllm llntJ lmpi/CIIIIIIns Ill 
the changing Rllllkelp/ace 
become 11111dl/y apJIIIrent 
In the lour-compelllor 
market descdbed ab111111, 
the cable company's 
monfh/yiiiVIJnUIJ CIIUid dnJp 
from about $3. I million 
today Ill $2.0 million -
losing about $1.1 million In 
IIUI-of-piiCkiJI monlhl,y 
revenue 111 other 
technologies. 

to capture, at lea t initiaJly, a r a on-
able portion of the cabl mpany' 
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? 
• 

The mo t fundamental part of re earch 
i the que tion. We believe that your 
que tion are the very heart of what 
hould matter and tho e we leave in your 

capable hands. he answers however are 
' where we specialize. Call us for your next 

data collection a ignment. 

Consumer Opinion Services 
••••••••• We an wer to you 
12 25 1 t Avenue South 
Seattlet WA 9816 206/241-6050 
Ask for Jerry or Greg Carter 

"My research company applies 
multivariate analyses to give me 

information I can really use.~' 
~'I see." 

"No ... ICR." 

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

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

AU 
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created a market in which all competi­
tor charge the arne monthly fee ( 35), 
offer pre- elected et of channel (a 

I)O 

have to purcha a atellit di h ting 
ab ut $800. 

ln the econd imulation, w added 
the telephone ompany, whi 
charg d $35 per month, ftl r d pr -
elected chann Is, no add-on servi es, 

and both cabl and lo al broad a. t ' ta­
tjon . 

Under the th~ - ompetit r market 
om petit r cenari , the telephone com­

pany pre ent the greate t threat, grab-

Table 3. The Estimated EHecl on Market Share of Certain Actions 

-.,..._,.,.r.....,tJNuiiillb. af' N-· · T .... b--
Subscribers Non-Subscribers 

Su-.,~ ~ 

Preference for Cable under 4- 47% 15% 
competitor market scenario· 

Impact on Market Share: t1 % t1 % 

Adding Video on Demand • t?% t3% 

Adding On-Line Services'* t5% +17% 

Raising customer service satisfaction 
levels to those achieved by phone company1 t12% na 

oppo ed to a la carte programming , 
and offer no add-on er ice uch a 
on-line ervice , video-on-demand 
etc.). True to reality, we limited the 
channel availability on DBS to r fle t 

only cable (not local broadca t) chan­
nel , while the other competitor of­
fered the full channel array. Further­
more, re pondent w r mad aware 
thatinordertoreceiv DB , th ywould 

·Derived from market simulations based on co11jolnt ut ility scores and certain market assumptions 
t D rived !rom togisbcal regressiOn analysis 

5 

0 L 10<: PER MBER 

thes FREE ruic : 

• 

s nt th ut ut f 

ks 

L MARJTZ TOO Y AND TAKE ADVANT GE 
F TOP Q ITY SAMP E 

-800-446- 690 
MARITZ MARKETIN RESEARCH I 
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bing 25 percent of cable' ex1 tmg ub­
criber and another 24 percent of the 

new ub criber (Fig. I). The huge threat 
po ed by the telephone company should 
not be urpri ing gi en i relatively 
trong quality of ervice core . 

otably, doe notappeartopo e 
an immediate threat, at least not to the 
extent of the phone company or micro­
wave antenna. Thi i not urpri ing, 
becau e the tudy al o document d the 
importance of high quality Ji pti n f 
I al broad a t hann 1 . Equipm nt 
co t may at be a fa tor in th de i­
i n. B th c nj int and ther finding 

in th tudy h w thatexi ting ub crib­
r and, parti ularly, potential new ub-

line implications f the changi ng mar­
k tplace b c me r adily apparent. In 
th f, ur-c mpetit r mark t d . ribed 
above, the cable c mpany ' m nthly 
revenue ould dr p from about $ .1 
mmi n today to 2.0 milli n -I ing 
about 1.1 million in out-of-p cket 
m nthly revenue to other techno I gie . 
l n addition, 1.4 milli n in new mark t 

opportunity could be forfeited monthly 
a new ub c ri er enter th market y 
'e lecting th r t hn Iogie. ver cabl 
( ig. 2). 

The que tion till remain , h -w ver 
a to what can be done to stem the 
attrition and retain market hare. able 
3 how the impact o everal act" vi tie 
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on the cab ·e company' market hare. 
otice, the greate t impact on cu tomer 

retention i. achieved by increasing cu -
tomer ati faction with the cable 
company' ervice. If the cable 
provider' core i rai ed to the le el 
achie ed by the phone company, cu -
tomer retention will increa e by 12 
percentage point . 

ther action that will have a rea-
onable impact on market hare, in­

clude being the fir t company too fer 
on-line ervice , and undercutting the 
competition ' price, though the latter 
i clearly not an acceptable long-t rm 
trategy. 

e t step 
To effectively compete in the new 

market, cable companies mu l create 
organization that n t nly provid 
fir t rate cu ' tom r rvi , but ar 
inn vativ and ntrepr n urial as 
wel1. Around th untry abl . y -
tern are at diff rent stag of d v 1-
opment. For om companie im­
proving u tomer . ati facti n mu t 

be lh - t p pri rity. rtainly, m 
other air ady nj y . tr ng rating 
and must now focu on new product 

1 

and service ffering . 
Regard I . a y t m' current 

tatu , effective use of information 
can h lp drive change. he system 
who· tudy i di u -._ d her i. driv­
ing its quality improvement effort 
thr ugh a probl m detection analy i 
that rank the frequency with which 
cu tomer · report pec 'fic ervice and 
product related problem . lt i· al o 
revamping it cu tomer ati faction 
trac ing program o it pr duce highly 
pecific action prioritie for increa -

ing ustomer loyalty. 
Information on cu tomer ' reac- ' 

tion to new product and ervice o -
ferings i al o e sentiaJ. A feedbac 
I p that demon trate the market 
potential of new product and ervice 1 

offering can fuel th creative pro-
es. by allowing for continual ex­

perimentation . 
ltimately, ca le companie mu t 

create entrepreneurial, innovative, 
cu tomer-focu ed organization . 
Wh ther it erves to motivate by clari­
fying the con equence of inaction, or 
give guidance in targe ing performance 
improvement activitie and mar eting 
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trategie , effective information will be 
critical in h !ping r at th organiza­
tion of tomorrow. 

10f course these predictions are not inviolate. 
Particularly effective marketing strategies by 

one compe,titor will alter market share. But 
assuming roughly equally competent market­
ing strategies among the competitors, the pre­
dictions derived from the conjoint procedure 
tend to be quite accurate. 
2We estimate that as more techno!ogies be­
come available, about 60 percent of current 
non-subscribers will enter the market. 

Foe s GRo P So w 
Cu s Report" ng and A alysis Time in Half! 
Report Benefits Analysis Too s 
• Automatic lime Stamping • Search and Retrieval 
• Auto-Formatting • Word Frequency Analysis 
• Audio Capture of Highlights • Synonym Searching 
• One Button Speaker 10 • Boolean Searching ~and/or/with/not) 
• Summarized Highlights • Coding Analysis 
• Session Statistics • Import/Export Documents 

From or to Any Word Processor 

And it's fully compatible with Perseus Coding Analystr~ Bernett 
the complete automated solution for coding. 

FocusReports™ for Windows ONLY $295.00 
For information call: Andrew Hayes at 800.276.5594 

Risk free 60 day money back guarantee. 
Research 

Bernett Re earch: Guiding You To Informed Decisions 
FocusReports and Cod1ng Analyst are products of Perseus Development Corporation. 

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

to save me big dollars!'' 

'~I see." 

"No ... ICR." 

CD i~ uniquely po itioned to provide you with the be t of both cu Lorn and 
fumnibus world . The co t-efficiency of an omnibu tudy, the overall precision 

and reliability of a full cu tom urv y: ur en·ice ar tailored Lo your specific needs. 

AU 
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with ut pecial paper, timing mar 

mpany' *Intelligent hara t r Recognition canning 

rvice i th nc\ indu try tandard for data capture. 

D ign your un'ey ju t a ou li c. heck b e , circle 

d , write-in num er pen end . Place th an ·w rs 

anywher y ou want. u t mize it with logo , pe ial 

rn age and print it n r gular paper from -1/2 

II, 17" printed b th ide and multipl p g . 

an our urvey. m 'II give ou 

the,., suit. an way you "1-Vant. ur cr tab pac age can 

hand! ny tabulati n. able o data may bee ported 

t any pread heet oft\ are,\ ith pie chart , bar graph , 

r cu tomized graphi 

n , c lien r our for databa e tiebac Pine can 

mail your ur ey identify th r turn d qu ti nnai11 with 

th databa , remail t n n-re p nder or match with 

the databa e. all u with a project. eeing i · b lie in . 
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Data se 
continued from p. 15 

p rformance 
imp rtan ranking f the upp licr . elccti n 
be n d t rmin d, p rforman in . p cifi 
l b aluated on a competiti 

d to a e the perf rman c f ne or 

Sam ole Scale 

Excellent 6 
Very Good 5 
Good 4 
Fair 3 
Poor 2 
Very Poor 1 

imp rtance, performan r . an e calculated in 
mor than ne way. Th p r~ rman e mean can b aJ u­
lat d f reach upplier giving a r suit like the following: 

Fictitious Data 
Supplier A's Supplier B's Supplier C's 

Score Score Score 
Product quality 4.75 4.88 5.23 
Price competitiveness 4.26 5.51 4.47 
On-time delivery 5.01 3.79 4.59 
etc. 

or the T p 2 B x • r s can e calculated ba d n th 
frequen y di tribution giving a different type of re. ult: 

Fictitious Data 
Supplier A 'Yo Excellent % Very Good Top 2 BGJ • Excelentl+ Good Fair Poor Very 

%Very Good Poor 

Product quality 26 53 79 10 6 5 0 
I' riCe 
COI!1Mltitlv ness 32 49 81 12 7 0 0 

On·lim d livery 75 15 9o 10 0 0 0 

etc. 

Supplier B 'Yo Excellent o/e Very Good Top 2 Box . Excelen11+ Good Fair Poor Very 
%Very Good Poor 

Product qua6ty 31 19 50 35 10 3 2 
PriCe 
competitiveness 19 68 87 5 3 5 0 

On-001e d livery 22 59 81 19 0 0 0 
tc 

Supplier C % Excellenl % Very Good Top 2 Box • Excelentl+ Good Fair Poor Very 
%Very Good Poor 

Product quality 26 70 96 4 0 0 0 
Price 
compet11Minm 31 57 88 8 3 1 0 

On-t1me delivery 29 60 69 10 1 0 0 
etc. 

Analyzing upplier ' p rf rmanc n a comp titive 
le el i a riti al . t p in ust mer ·ati faction mea ure­
m nt. In b th analy cs f p rf rman , c mpari , n can 
b mad t w n the different c mpetitor on each up-
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ction crit rion. gain, tati. ti a l :ignificance 
uppli r B r a lly utp r orming 

a indi atcd in th 
tw t d t rmined stati tical 
signifi an e of the importan f the supplier ele tion 
crit ria, dif erent analy e. f arian can be run to 
determine tati . tical I significant di f ence betw n 
the p r rman f th diff r nt suppli r nth e ri te­
ria. 

O ver a ll a ti faction 
At thi 

the cu t 

v rail sati ·faction c re for 
r quire: an additi nal qu tion in the 

AHer the overall satisfaction 
scores have been calculate4 
regression analysis is 
instrumental in pinpointing the 
supplier selection criteria that 
have the greatest impact on 
overall satisfaction. 

fl r th 'o 
regre. ion analy ·i: i · in trumental in pinp inting the 
upplier s Iection riteria that ha th greatest impa ton 

ov rail sati . fa ti n. 

tant ariou 
and to u 
tati tkally 

ele ti n rit ria and a 
tati ti al differences e i t 
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r 

tween the p rf rman 

At Pine Company, 
marl<et researcl1 
data processing 

starts here. 

e , we u e a redundant VAX lu t r. Y< , w ha e 

pr prietary ofuvare that help y u c n w d pth in 

your data. ure w ffi r ptical canning pre entation 

graphic and multi ariat analy i . 

But fir t w li ten. And becau e we peak your 

language, " under tand what you tell u . Then we 

hand I y ur project the way you want it - with p ed 

and accuracy and e ery t chn 1 gic 1 inn vati n. 

a t year, we ga e 1500 ur cy 24 h ur tumar w1d). 

But fir ·t, we list n. 

Plr'-1 COM ~V 
0 Year. of Data Proces. ing For Marketing 

1607 I th tre t • anta Monica, alifomia 90404 

Ph 00 969-P • a : 31 ) 453-39 9 
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ow the world 's mot 
powerful CAT syste 

al o the mo t affordable 

Bellview i widely recognized 
through ut the world as the ingle 
m t flexible and powerful ATI 
y tern around. Just orne of its 

many advant ge in tude: 

• Aut matic call management 
which handle appointments 
and time zon with e e. 

• P werful ample management 
and admini tration give y ur 
upervi ors time t upervi e. 

• Unlimited number f uota 
cell . 

• Runs n a PC netw rk r a 
tandalonc ystem. 

• Easy or interviewer to learn 
and u e. 

• Unique real-time ta uJ ti n 
giv up-to-the-minute re rts 
to upervi ors and clients. 
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from Pul · 
618 

407 2- 0 0 

HIN 

Train 

40 

nm 

h w 

n. 
ati fa ti n. 

advantag 

pli r ha a c mp titi d-

uppli r ha a 

ati fa ti n and 
impa t n th b tt m lin . 
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Interactive surveys 
continued from p. 22 

vanatt n. au d by interviewer fatigue r dis ur­
ag m nt. In c ncrete fa hi n, ea h r . p nd nt hear 
each que tion pre ented in actly th . am manner. 
which minimize th ffe t. fre p nd nt- interviewer 
int raction . Further, a a h p n- nded re p n e i 
r c rded exactly a articulated by th r sp ndent, it 

an b replayed (during the oding tage) a many 
time a nece ary if n t und r t d. 

n f the mo t e iting apabiliti . f IVRI in thi 
area i it multilingual apa ity. hi capability allow 
for efficient and a urat survey admini tration a ro 
population c n. tituting ma e of con umer ) with 
greatly varying ultural rientation . Regard] f th 
language a. iated with any particular amp ling frame 
(Engli h, Spani h Vietname e, etc.), IVRI can b m­
ployed t reduc th co t of multilingual int rvi wing 
compar d t human inter iew ) whit tr am lining the 

pr 
Interviewer cheating and/ r rr r 1 virtually elimi­

nated. allowing e pand d I (by th ur ey admin-
i trat r of the entire urv y pr ss. Quota . ample can 
b r adi ly monitored with nfid nc in the automated 
data c llection and entry pr dure . h proce incor-
p rate abilitie to empl y Ia rate branching pattern . 
e plain que tion re-conta t, etc. 

he l RI proce 
IVRI may b u din any con umer market regardlc . f 

the durati n f 'ale contact. ur company, urvcy trat­
egie Internati nal I , , ha conducted ari u IVRI 
urv y a r . p pulation a di er e a 

(i.e., fa t f d, public athletic facilitie tc. , wh r 
t id ntified by a li t a well a. ther :er ice 

for wh i h nd-u er can b identifi d ia a li t i.e. 
banking/financial ervice , rtain retail p ration , pri ­
vate lu . /re ort etc. ). 

R gardle of the natur of th cu t mer a e the IVRI 
pr e typically begin aft r qu tionnaire develop­
m nt/pre-te ting with di tribution of in ntive c upon . 
Pr vi u re earch indicate that in entiv do wor , but 
that merchandi e t nd t m re ef ective than a h. 

n umer like b Jieving th yare getting omething for 
free. Though the app aran f th incentive coupon 
may vary dramati ally , th y all contain ba ic item . Th 
coupon contain a r qu st that the cu tomer call an GO­
number to parti ipat in a . urv y in which their opini n 
are important. Id ntificati n f the incenti e and th 
in truction to obtain it areal reflected on th coup 
an attempt t fully inform the con urn r pri r t th 
inter iew. 

When th u ·t mer call , they enc unl r th greeting 
indi idualized if de ired and in tructi n . ut mated 
kipping pr vid the capability to mo th r . p ndent 
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thr ugh the que tionnair d p nding on the pattern f 
re p n e. 'Hot butt n 'are available to record erbatim 
tat ment a needed. Furth r, during the cour e of th 

interview, the re p nd nt are a ked everal que ti n · 
allowing coding of urv y to diff rentiate bu ine. · ite 
product I ervice con. umed, etc . Thi pro id d tail d 
informati n n pattern of operati n in and acr the 
client ' bu in · ba e. in ally, the r p nd nt i. given a 
code which h I h r cord on the incentiv up n to 
validate the 

a e tudie 
In one TVRI tudy we condu ted n sp rt program­

ming, viewer were a ed tore p nd t a urvey on th ir 
pay-p r- iew habit . The urv y wa. nducted to deter­
min under what condition th pay-per-view program 
wa pu cha ed i. ., f r a party, one ho t v . ariou 

ntri utor toward the pri f th pr gramming, pay-
per-view cu torner r tating horne to horne, t . and 
what he iewer attitude would be toward adding m­
mercial to th programming. Prior to at half-tim , and at 
the conclu i n f the event, an 0-numb r wa di. played 
and the int nt f the urvey explain d. tx-tt m que -
tionnaire wa admini tered via IVRI. Viewer wh m­
pleted th ur y were given a $1 cr dit n th ir next 
cable bill. 

Our firm ha a l o u ed thi m thod logy f r a group of 

STATPAC GOLD IV­
PROFESSIONAL'S 

Nw 
Upd t 
Now 
AvaUabl 

tatPac Inc. 
4532 Fran Av . . • Minn apol i , MN 5541 
(612 ) 925- 1 ·Fax(612) 925-0851 

#1 hoi for Surv y M rketing R ar h 
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Re arc Calendar 
continued from p. 8 

must have influenced the outcome of the campaign. For 
more information and a call for entries brochure, call 212-
751-5656. 

MRA FALL CONFERENCE 
The Marketing Research Association will hold its fall 

conference on November 8-10, 1995 at Le Meridien Hotel 
in New Orleans. Session topics include statistics, scale 
research , the future of data collection via television and the 
impact that time of day and new telephone services have on 
respondent cooperation . Attendees will also hear results 
of the Council for Marketing and Opinion Research 's large 
scale study on respondent cooperation. For more informa­
tion , call 860-257-4008. 
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Product & Service Update 
continued from p. 8 

tract block group data on ery 
unty in the . 0 It al in lud s 

proj tions for the year 20000 It intro­
du c . nhan m nt t the pr d u t 
. et, including a new . et of procedure 
for timating and proj cti ng p r ns 
by ra I thni ity , . ex, and d tai led 
ag ~ m r re idential ZIP code ·, and 
impr v d ZI de pr je ti ns. P­
DA al off r an improved non ­
] in ear methodology of computing 
population projection ~ mall -area 
e timate of hou ing value nation­
wide u ing data from the ational 
A ociation of Realtor ; and incorpo­
rate the effect of major events like 
earthquake fir , hurri ane , and 
military ba e lo ing 0 For more in­
formati n, all 0 ~234-597 0 The 
ompany has al or l a d W rkpla e 

PRIZM, a gm ntati n y. t m that 
i d ign d t h lp mark' ter under-
tand th p t ntial for a c mpany' 

pr duct. and s rvi e a d n the 
d m graphi c fthe workpJace popu­
lation. he product give the di tri ­
bution of PRIZM life tyle egmenta­
tion clu ter carried into a neighbor­
hood by it working p pu lation. It i 
ba ed on tract-to-tract commuting 
data produced by the U. . en u 
Bureau pecifically for Clarita that 
provide the perc ntage of each re i­
dential tract populati n mmuting 
into each employm nt tra t. 11 type., 

of work r ' are cover d, in luding the 
private e t r, publi e t r and the 

rowin . se t r fpeoplewhow rkat 
hom . sers of larita ' ompa 
marketing . ftwar can add W rk­
place PRIZM at the cen u tract level 
to their y tem. It can al o be pur-
ha. d a ' a ·epa rate databa e for u e 

in I o .tware, or larita ' PRIZM 
p oject group can produce cu tom 
Workplace PRIZM pro ile and map 
of trade area . or more information, 
call 703-812-2700. 

Updated directory of 
tech information sources 

Wa hington R arch r , Ltd. , 
Wa hington. D . ., ha r leas d a new 
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diti n f " Techn gy pp rtuni-
tie : e earching merging and riti ­
cal Te hnologies." a 500-pag direc­
t ry that pr vides dire t a cess by 
phone, mail and the Internet to tech ­
n I gy-related informati n r , urce 
in federal and tate overnment , un ·._ 

Fastest -growing, 

Inc · ea ingly 
afflue t, 

and dive sified. 

S PSS now available for 
Power Mac 

he new Power Mac ver ion of 
P 6.1 for the Macinto h offer 
ignificant peed improvement 0 The 

company claim it run orne ta k 
nearly five time fa ter than the 680x0 
ver ion. or e ample, an analy i o 
variance with a data et of 10,000 

That' the Hispanic Market we know. 
With an annual rate of 3.4% compared to 

the national growth rate of .9% it's the 
fastest growing ethnic minority in the U.S. 

With purcha ing power now estimated 
at m re than $140 billion, it' an incrca -
ingly affluent market that' imply too 
big to ignore. 

nd, it i diver ified. While Hi panic 
take on traditional American values, they 
do oat different tage · through a 
omple , highly diverse process. At the 
arne time, they tend to retain their own 

re tradition - their language, cultural 
value and ethni identity. 

To kn w thi large, more affluent, and 
diver e on umer mark t i to know the 
Hi pani or of value ulture, and 
identity. Becau e knowing can mean th 
differ n e b tween marketing ucces 
and failure. 

Hi panic Market onn tion , ln . i a 
bilingual, bi ultural full ervi e market 
re ear h firm that pr vide market intelli­
gen e about the Hi pani ommunity, in 

the U .. and Latin America. W know. 

Lo Alto CA 415.965.3859 
Lo Angele A 310.914.0141 

ew York NY 212.836.4875 

47 



in ormation, call 312-329-2400. 

ew ad tracking service 
from Research 
International 

ti e pro e ing measure the depth 
and int n ity fa ampaign' effect 
on n urn r 0 r m re information, 
all Max Blackston at 2 12-973-230 

Pine Co. installs ICR 
Re earch International, New York SyStem 

ha launched TRA E it adverti ing p · C S t · me ompany, an a om a, a-
tracking ervice, in the U. . The er-

lif., ha in tall d an imag scanning 
vice i already in u e in 15 counlrie. 0 

Developed by Arthur Ju chen Y t mba d n int lligent character 
recognition (ICR that provide. the RA mea ure .. acti e proce -

·ng 'evoked by an ad campaign. Ac- capabi lity t nter and pr ce more 
~~~~~~~~~~~~~~~~~~~~~~~~~~~ than40,0 Of rm aday.I Rclimi­
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nates the limitati n on form de ign 
imp d by ptical mark reading. he 
y tern recognize check boxe and 
imi lar mar and can al o read 

handprinted haracter with near per­
fect a curacy. While a document ide­
all y h uld have a few ubtle regi -
trati n mar they aren't nece ary 
any longer. Provided an individual 
fol ow a few ba ic guideline any­
one can produce and print a an­
nable form u ing tandard 
program and equipment. r more 
information call 800-969-PI E. 

Software creates 
surveys for Windows­
based pen computers 

Pul e Train Technology, Guildford, 
ngland, now offer Bell i w Pen, 
oftware de igned to create and tabu­

late opinion urvey and market re­
earch que tionnaire on Window -

ba ed pen computer 0 Th oftwar 
run on any pen comput r that up­
port the Wind w f r P n p rating 
y tern. Th qu stionnair and f nns 

creat d by th u er can. upp rt ques­
ti n r quiring .ingle r multip le re­
p n s, r ev n grid . or more · n­

formati on, ca II the company' Ameri­
can ale ffic 4 7-842-4000. 

AmeriPoll is now on the 
Internet 

Survey data from aritz AmeriPolJ, 
th nati na c n umer opinion poll 
conducted by aritz Marketing Re­
earch, en ton, Mo., i now available 
n the Internet. y vi iting the 
meriPoll homepage at http:// 
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www.maritz.com/apoll/ r 
can get urvey data n m r 

on urn r pmt n t pic , a mplete 
I ti n f data ummari and pre 

r lea e 1 graphic r pr entati n of 
findin I and more. 

Survey on-line with the 
Opinionator 

Opini nator, a new on-lin mark t 
re ar h y tern developed by w 
Y rk- a ed T Re earch s i­
at , Inc., i ali e, ongoing int rac­
tiv c n umer dialogu and data gath -

y tern, of ering ompl t ul­
letin board and onf rencing y tern . 

he y tern i fully manag d y 
fr m beginnin t nd - the com­
pany d ign. an xclu ive p gram 
for each li nt, targ t and recruit a 
pecifi mark t run the program and 

int rpr t and deli er the r ult . 
Mark t r an c mmunicate dire tly 
with n urner and monitor their r -
pon a. ften a they wi h thr u h 

formal 

A · ciate or the eli nt r pre enta­
tive, pri ate on -on- n i cu i n 

r bulletin ard . In addition, di -
cu ion to pi and gr up · an be up­
dated and m difi d a ften a n ce -
ary through ut th pr ce . or more 

inf rmati n all 212-77 - 1990. 

CRS opens BBS for 
Survey System users 

f ver ion 5.0 of Th 

and et their modem t 8 
m re information call707-7 

Trans Union adds new 
services 

ran Union Corp., hicago, ha 
new cu tom modeling and analy i 
·ervice that indi idually and collec­
tively provide mar ting and credit-

r lated information. Th n w rvice 
are built around Tran l t and Tran 

ni n' tandard 

a t ri ·tic that are u ed to dev I p 
u. t mized re pon e mod I for di­

re t marketer bank , r dit grant-
r retailer and in urance ompa­

nie ·. he model rank on urn rs m t 
likely tore pond to an ff r ba ed on 
th client' own mail re. p n e data 
and the mo t prcdi ti f the 

ran elect charact ri tic . Tran 
nion' Standard haracteri tic con-

i t of mor than predefined 
credit hara teri tic available f r 
model d l pment, data analy i., 
e aluati n f i ting of pre r n 
ele ti n rite ria or to a i t in creat­

in pr creen election crit ria. or 
m r inf rmation, call800-899-71 2. 

Marklntel nets more 
research sources 

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 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record cod1ng and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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Marketdata Enterpri e , Inc., and Ver­
dict Re earch Limited to redi tr ' bute 
their ful -te t market re earch report 
on-line through it , Mark Intel ·ervic . 
Marklntel i available on-l'ne via the 
In e text roup' bu ine informa­
tion erv ice, 1/P Direct. Mark l nte I 
cu tomer can now acce 
tion on every major U. . , 
European con umer, retail, indu trial 
and ervice indu try. I upplie 
company and market analy i on more 
than 600 .K. market ector . 
Marketdata Enterpri e report on the 
ervi indu try, o ering topic 
u h a hild day care, temporary 

help rvi e and niche h alth care 
market . Verdict Re ear h rep rt fo­

u nth r tail rand on umer and 
cover the retail indu , try in th U.K ., 

urope , and the . . r m r infor-

mation , call 800-662-7 78. 

Measure satisfaction 
with The Opinionmeter 

Th Opinionm ter i a urvey ma­
chined ign d forplacementona tand 
adja nt t a u tom r queue or u ed a 
a de ktop unit to all w r sp nd nt to 
provide cu. t mersati . faction~ edba k 
in high traffic locati ns. u ·t m rs in­
teract with the rechargeabl -battery 
operated machine and s , lf-administ r 
their own urvey . Their r pon es g 
into the computer in ide the machine. 
The pinionmeter pr gram re n th 
an wer , tallie them and make the 
re uJt in tantly available. The re uJt 
can be delivered a ahardcopyordown­
loaded via erial cable into a or 
Macinto h. Full cro ta and time 

• create complex ques 

• set up sophisticated re~Pf'IIIJII 
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bra k ting are a ailable. For mor in­
formation, can 510-482-4317. 
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Syst m ana ys · 
continued from p. 24 

that I d t th di. ov r 
d p sit w rth hundred 
of dollars. An 
h lp d a ra 

rt 

Howcv r, des pit th ir p t ntial for 
ol ing probl ms. p rt . stems are 

stilllittl e-u ed in man areas f bu:i ­
n ss. including mark t re ear h. 

M wn pcricnc in lud d -
. igning and impl m ntinu- an c p rt 
syst m for ana l zing u t m r ati -
fac tion data a: a consultant t large-

ale internati nat ·ompani s. Re­
c ntly, a the dir c tor of us tom r 
sa ti sfaction forth ilmor Re ear h 

rr up in altl . I ha c d 1 ped 
the core e ·pert y t m apabilitics 
that an be applied a r an cu -
tomer ·atisfaction data s l. 

pert y tem h ld tremendous 
p ten tial r rapidly analyzing va. l 
'ilr ·1ms of custom r . nti fa ti n data 
and g nerating trul y actionab le r -

portin e-. B f re ltelly urn r·onthis 
ore. let's first take a I k at what 

hara teriz s an e · perl sys t m. 

xp rt sy ·tern methodolog 
Th purp se ofth e p rt :y. temi 
m d I an ·pert' . pr )b l m-:olv-

tions in a particular fi ld . hi s 
tatu. includ ·s th ability to a rri ve at 

luti ns fficicntly. h k y to an 
c pertsy temi th a 

difi ation f the 
edge. 

umulati nand 
p rt' kn wl -

he ·p n' kn wledgc is trans­
tat d into a series fif-then- l ' e tat -
m nt ' f rth comput rtopro e . To 
d 'mon. trate, a impl e weather for -

astin c:r model an b uih. et's . a 
the imp lest wa to pr di tth ather 
for tom rr w i by saying it will be 
th · :am as t da ' . ur if-th n- J:e 
. tatemcnt would he: 
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the weather i unny l da . 
it will b . unny t morrow, or 

it will be rain . 

Thu ·. w ne d t add furth r ru t :: 
• I th weather per n ay it 

wil l be unny. THE it will b sunny , 
This tat m nt alone d . not 1 ad 

ery a curate weather fore a ting. 
it will be rain . 

ummer, THE it 

Cot· r: 
James Dettore or 

Robtn Nn·cko 

BI ,i. 

CH 

Comacr: 
Frednca Rmer, DtCtCtor 

F (1'/J' u 11h 
Brirtol MJ"'r qui 

a J A !:a 

OBJECTIVE: 
Unswpa --ed clienl en·ice. 

551 SOLU ION: 
B tb Rounds Sen ior \'ic • Pr ·sicJ ·nt at u tom R arch Inc. in 
l\.1inneapoli'l) - • :Hi.~fying our ·u.~tomcr i ur highest value, the 
<..lri\'lng for ·~: h ·hint! C\'CI)'lhing we do. Which i. why \\e work :o 

clo'el~ \\ ith .'urv ·y ampling. They d n't ju t wke ur sample 
order. They're truly in lou ·h with our need •. attuned to ur 

corpora! · ·ultur · and who our lient~ are They are c n.'>l'lntly 
looking for innovari\'e. imp ved ways to 

s ·rvic · us and d 'vel ping sugge ri ~ 
that mak ~ our work ea. ier and more 

effeCli\' . urvey ·am piing ha. more 
than on e helped u meet 'impo.­
sible' client d adline .. \'\e Lh . e to 

work with ·:1 because of client 
· wi · -our drh·ing force ... and the•r-.!'' 

Call , Sl for sampling :-.olutions at 
(203 255~ ! 2 0. 

Partners with srtrvr•y 
re archer.~ since 1977 
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wi ll b sunny , or L 
rainy. 

it will e 1 and reporting in cu to mer ati - b made. ore ample, you could com-

r maybe . . . 
• I a pi ni i plann d, H it 

will b rainy , or ELSE it will be unny. 
Many other variable uch a baro­

m tri pr ·su re, wind dirccti n, 
weather in adj ining . tat . and vi ws 
from atellite could al be in rp -
rated. A more n wJ d i added 

come progre ively more accurate. 
f c urse , thi i a simplified ex­

ample fa mu h m r mplcx ta ·k. 
It d e , however, ilJu trate the ba ic 

uilding bl k f th p rt y tern: 
th if-th n-el. e , tat m nt, al kn wn 
a a deci ion rule. t their cor , e -
p rt , y ·t m, ar n thin g m re than 
an exp rt ' n wl dge f rmalized 
in a computer a a erie of deci ion 
rut 

h wan xpert ·y,­
tern an greatly impro data anal y-

In-depth 
d·scussions 
of research 
techniques 

a d methods. 

Quirk's_ 

MARKID1NG RESEARCH 
- Review 
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fa ti n pr gram ·. pare: 

pplying an e pert y tern to 
cu tom r ati faction data 

Ju t a in our weather for ca ting 
model th fir t tep in applying an 

FIGURE 1 

• an outlet t other outlet in th ir 
territ ry , region r nationally ; 

• an outl t to arne- ized outl t ; 

• outlet to a tandard of p rf r­
mance; or 

Typical Field level Analysis Expert System 
(single variables only) {single or multivariate) 

Overall Detailed Overall Detailed 
Satisfaction Satisfaction Satisfaction Satisfaction 

Analysis Type Questions Questions Questions Questions 

Comparison to 
peer group avg. Yes No Yes Yes 

Comparison to 
fixed standard No No Yes Yes 

Period to period 
change No No Yes Yes 

Trend No No Yes Yes 
Detail dan lysis for Individual outlets Is no/ typiCally done because the data is too cumbersome. The rapid analysis capabfllty of an 
expert system solves th1s probl m. 

xp rt y t m to cu t me ati fac ­
tion data i to e tabli h the deci ion 
rul - nly thi tim y u and the 
re earch pon or are the e p rt . 

What are the appropriat analyti 
compari on . Thi will dictate the 
dec i ion rule . Let' ay you are a 
large company that ell bu in -t -

• outlet to pre-d termined impr 
ment goal . 

While on th urfa thi may ap-
pear t b rdinary analy. is and r -

p rting - th mpari · n om­
po ite factor at an o eraJI ati sfa -
tion l ve l - what diff rentiate the 
e p rt y t m i it ability t al : o 

Figure 2: An expert system applied to customer satisfaction data 

~ 

Statistical 
analysis or other 

method of Prioritized 
d tenninlng the lmportanc. 

All RAW data 
__. Importance of ..... t etors by 

each Item on the - geographlc 
questionnaires aegment 

/ 
Prioritized list of 

Outlet specific .. Expert System • targeted 
data improvement 

t 
areas 

Oecl ton rules 

bu ine · product through 1, na­
ti nat uttet . There a e a numb r f 
performan mpari n that ul 

ma e th c m ari on or any m­
bination of om pari n at a detail d 
que ti n l el for ea h utl t. h sc 

Quirk's Marketing Research Review 



m r d tail d mpari n · are pecially ignificantwhen 
customer ' importance ranking of que tion are applied. 

Ther ar other analy is feature an xp rt y tern can 
empl y whi h ar typi al1y n t p rf rmed with tradi­
ti nal cust m r ati facfon analy i becau e the amount 

f data i v rwhelming . erhap it would be beneficial 
for your pon or to know change and trend . The e p rt 
y tern can ea ily per orm the e type of analy e and 

generate clear, ea y-to- u e report tailored by outlet. 
( ee ig. l ) 

Once you've e tabli hed the deci ion rule , y u 're 
ready to analyze data. Figure 2 illu trate the flow after 
the data i collected. In our example , you ve II t d 
50,00 urvey from cu tomer repre enting y ur 1, 
outlet . All have purcha ed and used vari u pr du t ' f r 

up to a year. The urvey a th ir sati fa ti n with 
product and rvi f atur . 

Stati tical analysi (r gr ssion) i appli d in order to , 
rank imp rtan e fact rs by product or ervice feature , 
ea h r lating t a pecific que tion on the urvey. The 
imp rtance factor are fed into the expert y tern, along 
with the deci ion rule and then applied to outlet- pecific 
data. he output i a prioritized li t of targeted improv -
rnent area y outlet. 

Prior itize improvements 
Remember the old report ? Too much data - hard t 

u e. Over implified graphics - don't tell n ugh. Re­
port gen rat d by th xp rt . y t m olve thi dilemma 
with one imple pag . 

The new report pri ritiz th area that n ed improve­
ment ba ed on th imp rtance fact rs e tabli hed through 
tati tical analy i f cu tomer r p ns s. l nger are 

there multipl pag s f num ri data, ju tone page with 
the prioritiz d target d impr vement area . 

In ur xample the Ji t would be by pecific product or 
rvi e f atur and w uld reference the exact que tion or 

que ti n on the urvey. Reporting can include oth r 
valua le information for the outlet uch a wheth r li ted 
item re ccur over time and what percentage of cu tom­
er w uld buy again. 

What i mo t important. What need to be work d 
n? There i no mi ta e. The expert y tern enable. 

you to rapidly analyze the cu tom r sati faction data 
of each individual outlet and generate a r p rt that 
addre e each individual outlet ' cu t m r ati fac­
tion i ue . 

Linked to improvement 
If the goal of customer sati. fa ti n pr gram i to rai e 

customer ati faction in order t in rea e profit , mea-
urement n d t b linked t driving improvement . An 

exp rt y t m an h lp y u achieve thi goal by overcom­
ing the limitation inherent in traditional method for 
analyzing rep rting and effectively u ing cu tomer ati -
fa ti n data. 
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Exceeds the norm. 
Medical, onsumer, Bu ines ~t ~Busine s, 

an c..l Publi Opinion R ar h. 
100 rth 17th t r et, 4th Floor 

Philadelph ia, Pa. 19103 
Phone: (2 15) 56 1 ~7400 Fax: (215) 561~7403 
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New for 

1996 
Jirlls __ 

MARKETING RESEARCH 
- Review 

Introduces 

Special emphasis art· cles 
and directory of firms 

that specialize in 
mystery shopping. 

Coming in January 1996 

Additional' 
information from 
advertisers can 
be found in the 

expanded index of 
advertisers 

section located 
on page 81. 

Readers 
54 

ames of ot Yankelovich Partners, Inc., 

rwnlk, nn. In additi n . m )' 
teine r , c ha fra nn ha b en named 

onH·ay!Millif...en & As.wciales. hi - h ad f th j h MO J-
cag , as dir tor of eli nt ervi es. T R gr up. 

Kevin Mack n ha j in d Northrup 

King, o., ld n Vall , Minn., as 
manager f marketing res ar h. 

u rar ha j ined Pinf' 

omJ any, anta Monica. alif.. as 

dir t r, mark t research mark t-
ina. 

Directions Data Res arch, Kn 
viii , T nn .. ha added ent a n 

to its staff as a re ear h ana-

Kim Fl er . vi pr id nt f cli-
ent , er ic ·at l eci ion na/yst Inc ., 

Arlington, Te, ali, ha.- be n appointed 
c 'cutiv vi e pre ident o memb r­
hip s ·rviccs or the Dalla -Ft. Worth 

chap£er of th American Marketing 
sso ·iation. In ther De ·ision na-

lyst nc\ s, J a n t Ba li h·1s b" n 
named an ac ·ount e e utive and 

olanda ommer has be n promot d 
project dir ·t r. 

J ohn ', ' truck has b n appoint d 
mana~ring partner and of 

Ruth . N 1 on has joined th Tay­
r. Mi h. -ba. ed Polk ompany' s 

Produ t nnagement & Marketing 
bu in· , s unit as i e pre ' id nt-mar­
keting. 

Paihfinder Re earc/r Group, Inc ., 

Acton. Ma ·.,has an noun e e eral 
p r.-onn I hange . .Jon Cr odin ha 
j ined the company a pr j t dir c­
tor; ,arol.yn Fra leigh ha been pro­
mot 'd to proje l rdinator~ rlenn 
Ba pti t and Lauren a r p nte r have 
been pr m ted t proje t dir t r -: 
and nn ttc r no, Pa m Bentley and 
' te e Ka lte r ha e b n pr motcd to 

• ko lnick ha e b en named prin i­
pals of B ha\•ioral nalvsis Inc ., 

Tarrytown. . Y. 

Ron orno ovich has rc .·i n d n 
a principal of Consumer Pulse, Inc ., 

0 tr it. Mich . Th firm will onrinu 
wn d and perated by Ri chard 

ar n a m Mill e r . 
K rn kovi ·h will ontinu th op­
eration f his lcvcland data llec­
tion firm under the new nam , 
Opinionation. 

, heri Lamb rt ha joined hilton 

Research . en ·ice , Radn r. Pa., as 
re ar h consultant f r the Bu ines.-

1 ndu try rvi<.: . roup. 
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Mary Bryant ha een pr moted 
ran h manag r of the ash i li e 

office of uality om roll d n •h·e . 

teve Jone. and La uri orehand 

f The ln sighr roup. Ph nt 

Jan ran has j in d th o 
ngcl s ffi · 'of Marir: Marketin g 

Re earch' P rf rmanc Mea. urc-

Blake a um a unting and pa -
roll fun tion . ; Mary .Jo "rev d on 
a t · a · project dire tor; haron Hall 

ec m taffing coordinator; and 
Kimberly i c.kula con tinue a 

have joined Microtah , Inc. tlanta. m ·nt r up as a senior a unt proj ct fa ilitator. 
as ace unt executive . manager. 

Re earcll In c., am- Donald Dietrich ha j ined hilton 

., ha named homa Research . enices. Radn r, Pa .. a 
Pincin a ni r analy: L in its t- vic pre id nt and group manag r 
w rk trategy rvi e. o f th compan · Bu in er-

Total Research, Princet n, .J. , 
ha · app in ted ark i enfeld as 

pre ident, managing direct r 
ofth ompan 's H alth are Divi ­
ion. 

Lorraine Kuzon ha b en pro­
m ted t vi c pr sid nt, strut gic plan­
ning and re ear hat .lack Le\'}' Asso-

vi c . rou p. 

arol edrone Brennan ha 
j ined the Momentw·n Group. Inc., 
Ea t L ngm ad w, Mas . . , a: dire tor 

f r ear h nd planning. 

KLD Markering Rc. earch, Inc., 
Va lpami o, Ind., ha added veral 
pe pie to it. operation taff: Patti 

Rockwood Re earch, t. Pau], ha 
add d "tewarl Ram ey as r search 
c n ultant in it ale department. 

J . Hru e t nl y has j ined The 
Re earch pectrmn. an Fran ·isco, 
as president. 

1\1/AIR/ Research, Dallas. exa ·. 
has pr m ted andy Brown. Juli 
Buhrow and Toni Ma on t eni r 

analy t and Di ie Boring to anal ·t. 

helly Lujan ha al o been prom ted 
to project manager. 

Juli ive oat ha joined ProJect 
Research, Min neap I i . a pr je t di ­
re tor for data li e ti n. T n additi n, 

nne Hodge and Brad Kru . e ha c 
be n pr m ted to phone cen ter uper­

is r and .. tephanie aumur and 
ony rit h have b n pr m ted 

to lead uper i or. 

ciat , a hicago ad agency. udrey 
Will . on has m ved to the firm' re­
earch departm nt from its mark tin 

:er i e de par m nt a a new r . ar h 

a c unt e ecuti e. Survey e hods Gro 
Pat abena , of, ahena Qua/ita­

rive Research eiTices. W tport, 
nn .. has be n c lc ·t d the I 5-

. earch 

cia!es, arr t wn, . ., who rved 
a · pr sid nt for the past thre y ar . 

ther newly e l 
p r ~. · ident - f 
Rodger.\ Marketin g N . earch. an­
t n. Ohio: ' ec rctary - Bonita 
P rr~· of Bonita L . Perry Associ­
ales f Wynnewood. a.; and trea -
urer - hri toph r J. H Jb rt 
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MULTI-CUt 

POPULATIO 

BI-LINGUAL 

I TERVIEWING 

FIELD & TAB 

D 

For all rour d11t1l ollectrOIItWd ocus group recruiting nerds 

pecializing in: 

• Multi -language & bi-lingual 

• Health are 

ial r ar h 

• Bu in t bu ine 

• Diffi ult t int rvi w 
population 

140 cond tr t, 
San Franci co, A 941 OS 
Telephone 415.495.6692 
Fax 415.995.8185 
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SP 
continued from p. 11 

al o an wer a few open-ended que -
tion on ways to improve NSP ' er­
vi e. "The erbatim re pon e are 
quit valuable a far a gi ing pe-

ifi dir - ti n n impr m nt, " 

P ppin says . 

Focu. roup 
he c - ntent f the mail survey is a 

pr duct f focus gr ups held with 
customers who had contacted SP 
f r help in n of the f 11 wing ser­

vice area : 
1. lectric de ign and con truction 

- Jn talJing new ervice and changing 
e i ting ervice for re idential, com­
mercial and indu trial cu tome . 

2. lectric ervice - Re ponding 
to power outage and other mainte ­
nance work. 

3. Cu tomer bu ine office/phone 
c nter - n wering billing and er­
vic inquiries and oth r questi n .. 

4. Tr trimming- Trimming, at 
cu . tomer requc ~ t tr s that po. e a 

dang r t p wer lines and cu. t mers. 
5. nderground utility lo ati ng ser-

vic - Informing cu tomers of bur­

ied utility line . 
6. Field ale rep - Vi iting cu -

tomer to di cu ervice problem 
and con ervation and load manage­
ment program . 

' We found that, from the cu tomer 
per pective, the pro e i ery imi­

lar a ro those ix tran action " 
Peppin . ay . "The objecti of the 

mail surveys i · to find out how well 
we meet cu tomer need · with those 
transaction . " 

Through the focu group , N Pwa 
able to break the u tomer interaction 
proce into four tep and identify 
the rite ria cust m r · u. e t judge 

P's p rforman during thes in­
L ractions. Ea h step rai. ed a number 
of que ·tions . An ·wering the ·e que -
tions in the urvey w uJd help N P 
tail r it · ervice t meet customer 
e pectation . 

Step one i acce ing N P. Do cu -
tomer now what phone number to 
call? Wh n th y call do they get a 
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bu y ignal? Do they spend a lot of 
time on hold? Are they able to peak 
to a repre entative when they want 

to? Do they get tran ferred around? 
Once they get acce , how are they 

treated? I the per on courteou and 
knowledgeable? Are their ca11 r -
turn d promptly? D the SP rep­
re entative show con ern f r th ir 
situati n? D they t II the u t m r 
when th w rk will b d ne and how 
1 ng it will tak ? 

ext i th verall 'ervice experi-
ence. Are N P field ervice representa­
tive courteou , knowJedgeable, etc.? 

tep four i the work it elf. Did 
P do what it aid it would do? Did 

the repre entative how up on time? 
Wa the work completed correctly 
and on-time. Did the crew clean up 

after it elf at the work ite? 

ew program 
DRC return. the re ult to NSP as 

raw data and a ummarized data r -
p rt . Th op n-ended comment are 
coded and categ rized by DR staff. 
DRC al ' qui kly pa se a long t 

P any "hot comment ' from the 
open-ended respon e in which cus­
tomer a k to be contacted by P or 
indicate there i a potentially danger­
ou ituation with the utility ervice 
in their home or bu ~nes . 

The SP re earch department is-
ue quarterly and annual internal 

report on the urvey finding . "We 
r port quart rly on th urvey r ults 

so that our internal customer g t feed-

ack thr ugh ut th year they need to 
make adju tment ," Peppin ay . If 
needed, P canal o call DR to get 
m: d-quarter update to ee how thing 
are going. 

The ur ey have helped NSP rec­
tify problem and institute n w pro­
gram t ati fy ust mer , in s rvic 

ar a that are imp rtant t them. One 
f th . e program. is a ervi e in taJ­

lation guarantee, which give cu -
tomer greater certainty about when 
work will be completed- omething 
there earch indicated was critical for 
their ati faction. "In the pa t, NSP 
couldn't tell cu tomer exactly when 
the rvi w uld b c mpl ted. Th 

customer atisfaction re earch guided 
that improvement," Peppin ays. 

The re earch al o uncovered orne 

problem after SP centralized its 
phone center. With the bu ine of­
fice now handling a wid range of 
call in addition to the typical billing­
r lat d qu ri s, u h a power ut­
age . ervi e in ta ll ation and tr trim­
ming r que t , th v lume f call ' 
increased ignificantJy. As a re ult, 
cust mer were experiencing more 

bu · y ignal , 1 nger time on h ld and 
reduced acce ibility. ' he re earch 
helped u Jearn how many call at­
tempt cu tomer would tolerate and 
how much time they would pend on 
hold. With tho e target , our phone 
center taff wa increa ed to meet 
tho e targets and the re earch ha 

hown increa e in customer ati -
faction," Peppin ay . 

When taff cutback re ulted in a 
n with the tr e trim­

ming rvi e, SP f und a way to 

k ep customer happy. By pre-in-
pecting cu tomer ' trimming re­

qu t , P made b tt r u f bu y 
crew ' time and meet cu tomer ex­

pectation . "Rather than send out the 
trimming crew right away, which we 
couldn't do becau e of cutback , we 
sent in pector out to ee what if 
anything, needed to be done. a 
re ult, sati faction number jumped 
way up. By checking the ituation 
fir t and reporting to cu tomer we 
wer ab l t bring th ir xpe tati n 

in lin with what th ompany an 

provide," Peppin ay 

Deregulation 
With deregulation of the utilitie 

indu try looming customer may one 
day have a choice for their ource of 
pow r. And once price top being a 
diff rentiator b twe n providers, 
things like . t liar cu tomer s rvic 
wi11 emerg a the riti aJ fact r. in 

attracting and keeping cu tomers. 
"Deregulation i on th horizon and 
how we meet ur cu t m r need · 
wi I determine how ucce ful we are 

ay . "Our 
ure we're 
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Long John Silver 's 
continued from p. 13 

que tion to pr 
uch a , "Plea 

the pr due o low. " 
e pondent t th p n-ended que tion aren't t ld 

how much tim th y ha e t re pond but Mulch r p rt. 
that 45 e and i typically enough tim . On c they are 
through they pr · a key on the phone. 

li nt re eiv th open-ended re pons 
form or n a ca. tte tap . The y tern al · all w client 
to call in and li t n t the erbatim re p n , ·. , or 
exam pi a st re manager or an ar a manag r can ca11 u 
and get a qui k r ad on cu tom r ati fa ti n. 

he ab ence o a human int rviewer i both a 
and a weakne of in-b und urvey . B cau 
dent are intera ting with a omputer, th ir r p n 
may e more hone t , parti ularly to th open-end d que -

October 1995 

tion , be au ' th y aren't worried ab ut ff nding th 
intervi wer. In addition, they may f ll ss hesitant about 
r v a ling en iti v data such a in me le I . 

Anoth r n fit of the omputer-a -int rvi w r i that 
e ery respondent hear ery qu ti n in th arne way. 
"In a tel ph n urvey , how the inter iewcr asks a que -
tion at th b ginn ' ng o their hift may e dif~ r nt than 
h w th y ask it at the end. But th omput r never ha a 
bad day," Mul h . ay . 

n th flip ·ide in-bound ur cy. Ia k the pe onal 
tau h f li e interviewer mo t imp rtc ntly th ir ability 
to prob f r m r informati n. But that draw ack can be 
o er me with a little qualitati re. earch. If the in­
b und ·urvey uncover probl m , th y can e more thor-

ugh] examined through f u group r ne- n-on . 

Po iti ve impre ion 
While in-bound urvey aren t li ely to upplant g d 

ld-fa hioned telephon intcrvi w , a the L ng John 
ilv r' e ample how. they offer an efficient way t 

talk to hard -to-reach cu. t mer . Their anonymity may 
al o make it ea ier t gath r en itive informati n u h a 
employee opini n . . Th y al o may how n. urn r that 
participating in re arch an be intere ting and fun. fter all, 
if are pondent go away fr man in-b und urvey cxp ri­
en e with a p itive impr s:i n of there earch pr th y 
may be more re pti ne t time are ear her alls. 
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Listed below are names of companies specializing in qualitative research moderating. Included 
are contact pe.r~onnel , addresses and .phone numbers. Companies are listed alphabetica lly and 
are also ~ta~s1f1ed by. state and spec1alty for your convenience. Contact publisher for list ing 
rates: QUirks Marketmg Research Rev iew, P. 0. Box 23536 , Minneapolis MN 55423 Phone 
612-854-5101/ fax 612-854-8191 . ' · 

Acce s Research , Inc. 
8 Gn1fm Road North 
Windsor. CT 06095 
Ph. 203-688-8821 
Contact: Gerald M. O'Connor 

Asian Marketing Communication 
Research/Div. or H&AMCR, Inc. 
1301 Shoreway Rd ., Ste. 100 
Belmont. CA 94002 
Ph. 41 5-595-5028 
Contact: Dr. Sandra M.J. Wong 
Ouai./Ouant Rsch. -cantonese. MJndarin, 
Japanese, Korean, Tagalog, etc. U.S & Inti 

Asian Perspective , Inc. 
386 Broadway, 5th fl. 
New York, NY 10013 
Ph 212-431-9366 
Contact Grace Chin 
Mod. & Recruit In Cantonese, Mandarin, 
Vietnamese, Korean & Japanese. 

Auto Pacific Group, Inc. 
1281 2 Panorama View 
Santa Ana. CA 92705-1340 
Ph. 714-838-4234 
Contact: George Peterson 
Auto Marketmg & Product Experts. 
700+ Groups Moderate & Recrwt. 

BAI 
580 White Plains Rd. 
Tarrytown. NY 10591 
Ph. 914-332-5300 
Contact: Kate Permut 
Jnnovatwe & Standard Approaches 
To Qual. Research. 

George I. Balch 
635 S. Kenilworth Ave. 
Oak Park, IL 60304 
Ph. 708-383-5570 
Contact. George Balch 
Experience With Advertisers. Agen­
cies. Government. 

Bannon Moderating Services 
206 44th St. 
Vtrginia Beach. VA 23451 
Ph. 804-425-0050 
Contact. Theresa Bannon 
Former P&G Brand Mgr. Expertise: 
New ProdJAdvJPkg. Goods. 

CB&A Market Research 
1400 Westgate Center Dr. , Ste. 200 
Wmston-Salem, NC 271 03 
Ph. 910-765-1234 
Contact Amy Anderson 
Full SeNice Research Marketing, 
State-of-the-Art Facilities. 

Cambridge Associates, Ltd. 
2315 Fairway Ln 
Greeley, CO 80634 
Ph. 800-934-8125 
Contact: Walt Kendall 
Expert In Focus & Ideation Groups, 
1-on-1s. 

Cambridge Research , Inc. 
5831 Cedar Lake Rd. 
St. Louis Park MN 55416 
Ph 612-525-2011 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus .. Ag . Specifying Engineers. 

Campos Market Research 
216 Blvd. of the Alltes 
Ptttsburgh PA 15222 
Ph. 412-471-8484 
Contact. R Yvonne Campos 
Experience With Consumers and 
Business-to-Business Groups. 

Carlson Marketing Consultants 
941 Bayberry Point Dr 
Ft. Lauderdale, FL 33324 
Ph. 305-475-7181 
Contact Susan Carlson 
Fortune 500 Clients/Consumer, Busi­
ness-To-Business. 

Michael tam her Discovery Research 
204 Dupont St. 
Philadelphia, PA 19127 
Ph . 215-487-2061 
Contact: M. Carraher 
Discovermg What Is & How To Cre­
ate Desired Change. 

CJI Research Corporation 
719 N. Pearl St. 
Columbus, OH 43215 
Ph. 800-860-7878 
Contact. Dr. Hugh M. Clark 
Recs On Pol1cy & Market Strategy. 
SuNeys Also Available. 

The Clowes Partnership 
2 Barry Ave. 
Ridgefield, CT 06877 
Ph. 203-438-2647 
Contact: Rusty Clowes 
New Product/Advertising/All Ages/ 
Focus & Mini Groups. 

Communications Workshop , Inc. 
168 N Mtchtgan Ave 
Chicago, IL 60601 
Ph. 312-263-7551 
Contact. Lisa J. Hougsted 
Consumer. Executive. Technical & 
Children Grps. 

Consumer/Industrial Research 
Service (C/IR) 
P.O. Box 206 
Chadds Ford, PA 19317 
Ph. 610-565-6222 
Contact: Gene Rullo 
Agriculture, Busmess-To-Busmess, 
Health Care. 

Consumer Opinion Services 
12825-1 st Ave. South 
Seattle, WA 98168 
Ph. 206-241-6050 
Contact. Jerry Carter 
Consumer, Busmess Groups and 
One-On-Ones. 

Creative & Response Svces., Inc. 
500 N. Mtchtgan Ave • 12th Fl 
Chicago, IL 60611 
Ph. 312-828-9200 
Contact: Sanford Adams 
Thirty Years of Leadership m Qualita­
tive Research. 

Cunningh s Associates 
6400 Flottlla Dr . 56 
Holmes Beach, FL 34217 
Ph. 813-778-7050 
Contact. Burt Cunninghis 
37YearsExp., Moderator& Modera­
tor Training. 

The Customer Center, Inc. 
3528 Vest Mtll Ad 
Wmston-Salem, NC 27103 
Ph. 910-768-7368 
Contact: Christme Dav1s 
Innovative State-Of-The-Art Moder­
atmg Techniques. 

Daniel As oclates 
49 Hill Rd Ste. 4 
Belmont. MA 02178 
Ph. 617-484-6225 
Contact: Stephen Daniel 
FOCUSI/T Understandmg Technology 
Buying Processes. 

Data & Management Counsel , Inc. 
P 0. Box 1609 / 608 Chadds Ford Dr 
Chadds Ford , PA 19317 
Ph. 610-388-1500 
Contact: Bill Ztff-Levine 
Extensive Experience In Domestic & 
International Ouafitattve Research. 

Decision Analyst , Inc. 
604 Ave. H E st 
Arlington , TX 76011-31 00 
Ph. 817-640-6166 
Contact: Jerry W. Thomas 
Depth Motivation Research. NatiOnal 
Firm. 

Delta3 Research 
5252 W 67th St. 
Prairie Village KS 66208 
Ph. 913-722-5498 
Contact: Ann Bre ver Chappel 
Get Marketing & Research Experi­
ence In One Ftrm. 

The Deutsch Consultancy 
1500 N W. 49th St . Ste 532 
Ft. Lauderdale, FL 33309 
Ph. 305-938-9125 
Contact: Barry Deutsch 
Expertise-Design/Analysts. The Rich 
Are Different. 

Direct Feedback 
4 Statton Sq. 5th fl. 
Ptttsburgh, PA 15219 
Ph . 412-394-3676 
Contact: Tara Hill Conroy 
Bus.-To-Bus./Consumer!Recruit/ 
Moderate/Report. 
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Dolobowsky Qual. Svcs., Inc. Focus On Hudson Hispanic Market Connections, Inc. Market Access Partners 
94 Lincoln St. 350 Hudson St. 5150 El Camino Real, Ste. D-11 8 Inverness Or. E .. Ste. 130 
Waltham, MA 02154 New York, NY 10014 los Altos, CA 94022 Englewood, CO 80112 
Ph . 617-647·0872 Ph. 212-727-7000 Ph. 415·965-3859 Ph . 800-313-4393 
Contact: Reva Dolobowsky Contact: Frank 0 'Bfak Contact: M. Isabel Valdes Contact: Mary Goldman Kramer 
Experts In Ideation & Focus New Foe. Grp. Fac., New Video Cont Foe. Grps., Door-to-Door. Tel. Stud- Specialists In New Prod. Devel., Medi-
Groups. Formerly with Synectics. Gapability, Med. , Bus. -To-Bus., Consumers ies, Ethnographies. cal, Hi-Tech, Exec. 

Doyle Research Associates , Inc. Focus Plus, Inc. Hispanic Marketing Communica- Market Development, Inc. 
919 N. Mich1gan/Ste. 3208 79 5th Avenue tions Research/Dfv. of H&AMCR,Inc. 1643 Sixth Ave. 
Chicago, IL 60611 New York, NY 10003 1301 Shoreway Ad., Ste. 100 San D1ego, CA 921 01 
Ph . 312·944·4848 Ph. 212-675-0142 Belmont, CA 94002 Ph. 619-232-5628 
Contact: Kathleen M. Doyle Contact: John Markham Ph. 415-595-5028 Contact: Esther Solo 
Specialty: Children/Teenagers Impeccable Cons. & B-B Contact: Dr. Felipe Korzenny U.S. Hisp./LatinAmer. , Offices In NY, 
Concept & Product Evaluations. Recruits/Beautiful New Facility. Hisp. Bi-LingJBi-Cult. Foe Grps Any- Mexico City 

DJR/S HealthCare Consultants 
where In U.SJOuan. Strat Cons. 

Market Navigation, Inc. Focused Solutions 
3127 Eastway Dr., Ste. 105 907 Monument Park Cir., Ste. 203 Horowitz Associates Inc. Teleconference Network Div. 
Charlotte, NC 28205 Salt lake City, UT 84108 1971 Palmer Avenue 2 Prel Plaza 
Ph . 704-532-5856 Ph. 801-582-9917 larchmont, NY 10538 Orangeburg, NY 10962 
Contact: Dr. Murray Simon Contact: Bill Sartain Ph. 914-834·5999 Ph. 914-365·0123 
Specialists m Research with Provid- 30+ yrs. Exp.; 2500+ Groups with Contact: Howard Horowlfz Contact. George Silverman 
ers & Patients. U.S. & International Goods & Serv. CableNideo Marketing-Program- Med., Bus. -to-Bus .. Hi· Tech, lndust., 

ming-Advertising Strategy. Ideation, New Prod., Tel. Groups. 
Ebony Marketing Research , Inc. Franklin Associates, Inc. 
21 00 Bartow Ave. Ate. 3, Box 454 F Marketing Advantage Research 
Bronx, NY 10475 Lou1sa. VA 23093 5414 N.W. 60th Terrace 

2349 N. Lafayette St. 
Ph. 718-217-0842 Ph. 703-967-3170 Kansas City, MO 64151 

Arlington Heights, IL 60004 
Contact: Ebony Kirkland Contact· Tony Franklin Ph. 816-587-5717 

Ph. 708-670-9602 
Spac. Conf.Niewing Rooms/Client 25 Years Consumer/New Product Po- Contact: Kavita Card 

Contact: Marilyn Richards 
Lounge/Quality Recruiting. New Product Development/Hi-Tech/ sitioning Research. Consumer/Business/Black/Children/ Multimedia/Insurance. 
Elrick and Lavldge Graff Works Marketing Resean:h 

Travel/Hi Tech. 

1990 Lakeside Parkway 10178 Phaeton Dr. Irvine Consulting , Inc. 
Marketing Matrix, Inc. 

Tucker. GA 30084 Eden Prairie, MN 55347 2566 Overland Ave., Ste. 716 
Ph. 404-621-7600 Ph . 612-829-5924 

2207 Lakeside Drive Los Angeles, CA 90064 
Contact: Carla Collis Contact· Carol Graff 

Bannockburn, IL 60015 Ph. 31 0-842-8310 
Fu/1-SeN/Ce National Capability. Your Customers Eagerly Share In- Ph. 708-615-0040 Contact: Marcia Selz 

sights With Us. Contact: Ronald J. Irvine Foe. Grps., In-Depth lntvs. & Sur-
Erlich Transcultural Consultants Pharm/Med: Custom Global OuanJ veys For Financial Svce. Companies. 

21241 Ventura Blvd , Ste. 193 Greenleaf Associates, Inc. Qual. Res. & Facility. 

Woodland Hills, CA 91364 800 South St., Ste. 170 MarketVision Research , Inc. 

Ph . 818-226-1333 Waltham. MA 02154 Kldfactssr111 Research MarketVision Building 

Contact: Dr. Andrew Erlich Ph. 617 ·899-0003 34405 W. 12 Mile Road, Ste. 121 4500 Cooper Rd. 

Fu/1 Service Latino and Asian Market- Contact: Dr. Marcia Nichols Trook Farmington Hills, Ml 48331 Cincinnati, OH 45242 

ing Research. Nat'/Jint'l. Clients. Specialty: New Prod- Ph. 313·489-7024 Ph. 513-791-3100 
ucts, Direct Marketing, Publishing. Contact: Dana Blackwell Contact: Tina Rucker 

Facflnd, lnc. 
Qual. & Ouan: Specialty Kids/Teens. Lux. Cons. Ctr. Dsgnd. For Comfort T~ered 

6230 Fairview Rd., Ste. 108 Grieco Research Group, Inc. Prod.!Pkg./Advtg. Suites, Lg. Kitch., Dual. Recruit In-house. 

Charlotte, NC 28210 850 Colorado Blvd ., Ste. 203C KS & R Consumer Testing Canter 
Ph. 704-365-847 4 Los Angeles, CA 90041 Shoppingtown Mall 

Matrixx Marketlng·Rsch . Dlv. 

Contact: Tracey Snead Ph 213-254·1991 Syracuse, NY 13214 
Cincinnati, OH 

Contact' Joe Grieco Ph. 800-323-8369 
Varied, Affordable Southern Gener- Marketing and Advertising 

Ph. 800-289·8028 Contact: Michael L. Dean, Ph.D. 
a lists Contact. Lynne Van Dyke 

Focus Groups. Oualitative/Ouantitative, Intercepts, Cincinnati's Most Modern and Con-

Fader & Associates CAT/, One·on-One. venient Facilities. 
Hammer Marketing Resources 

372 Central Park W., Ste 2W 179 Inverness Rd Lachman Research & Mktg. Svces. Medical Marketing Research, Inc. 
New York, NY 10025 Severna Pk. (Balt./O.C.), MD 21146 6608 Graymont Place 
Ph . 212-7 49-3986 Ph. 410-544·9191 

29341/2 Beverly Glen C1r. , Ste. 119 
Raleigh, NC 27615 

Contact: Susan Fader Contact: Bill Hammer 
Los Angeles, CA 90077 

Ph. 919-870-6550 
Exper ./Focus Groups/ 1-0n-1sl ln 23 Years Experience - Consumer, 

Ph. 310-474-7171 
Contact. George Matijow Contact: Roberta Lachman Broad Range Of Cat. Business & Executive. Advg. & Mktg. Focus Groups and Specialist, Medicai/Pharm. 20 yrs. 

First Market Research Corp. One-on-Ones. Consumer/ Business. Healthcare Exp. 
Heffernan Mar1ceting Resean:h Services 

2301 Hancock 0 rive 4201 fifth Ave. Leichliter Associates MedProbe Medical Mktg. Rsch. 
Austin, TX 78756 San Diego, CA 92103 252 E. 61st St., Ste. 2C-S 600 S. Hwy. 169, Ste. 1410 
Ph. 800-FIRST-TX (347-7889) Ph. 619-692-0100 New York, NY 10021 Minneapolis, MN 55426-1218 
Contact: James R. Heiman Contact. Stephen Heffernan Ph. 212-753-2099 Ph. 612-540-0718 
High Tech, Publishing, Spec. In Health Care/Med./Church & Contact: Betsy Leichliter Contact: Asta Gersovitz, Phrm.D. 
Bus.-To-Bus., Colleges. Religious OrgsJMember QRCA & AMA. Innovative Exploratory Rsch./ldea De- MedProbe Provides Full Service Gus-

velopment. Offices NY & Chicago. tom Market Research. 
First Market Research Corp . Pat Henry Market Research , Inc. 
121 Beach St. 230 Huron Ad. N.W .. Ste. 100.43 Nancy Low & Associates, Inc. Michelson & Associates, Inc. 
Boston, MA 02111 Cleveland, OH 44113 5454 Wisconsin Ave .• Ste. 1300 1900 The Exchange, #360 
Ph. 617-482-9080 Ph. 216-621-3831 Chevy Chase, MO 20815 Atlanta, GA 30339 
Contact: Linda M. Lynch Contact: Judith Hominy Ph. 301-951-9200 Ph. 404-955-5400 
New Product Development, Health Luxurious Focus Group Facility. Ex- Contact: Nan Russell Hannapel Contact: Mark L. Michelson 
Care, Advertising, Retail. pert Recruiting. Health!FinanciaVCustomer Satisfac- Insightful sessions/Useful re· 

tion. Upscale FG Facility. ports.1 0+ year experience. 
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Monitor Research Corp . Rockwood Research Jack M. Shapiro Healthcare Mktg . Sun belt Research Associates, Inc. 
701 5th Ave., Ste. 5050 1751 W. County Rd. B Rsch . & Mgmt. Consulting, Inc. 1001 N. U.S. One, Ste. 310 
Seattle. WA 98104 St. Paul, MN 55113 P.O. Box 900 Jupiter, FL 33477 
Ph. 206-386·5553 Ph 612-631-1977 West Nyack, NY 10994 Ph. 407-7 44-5662 
Contact Michael Connor Contact: Marilyn Rausch Ph. 914-353-0396 Contact: Barbara L. Allan 
Immersion Foe. Grps., Adv. Bds., Full Srv.!Focus Fac.: Agri-Bus., Con- Contact: Jack M. Shapiro 20+ Years Exp.; Busmess & Con-
Online. Gust. Survey/Dbase. sumer, Customer Sat. Healthcare Market Research Special- sumer Studies: Nat'f. & lnl'l. Exp. 

ists Since 1988. 
Nordhaus Research. Inc. Rodgers Marketing Research Sweeney International, ltd. 
20300 W. 12 Mile Rd. 4575 Edwin Drive, NW James Spanier Associates One Park Place 
Southfield , Ml 48076 Canton, OH 44718 120 East 75th St. 621 N .W. 53rd St.. Ste. 240 
Ph. 313-827-2400 Ph. 216-492-8880 New York, NY 10021 Boca Raton. FL 33487 
Contact: John King Contact: Alice Rodgers Ph. 212-472-3766 Ph. 800-626-5421 
Fu/1-Svce. Qual. & Quant., Fin., Med. , Creative/Cost Effective: New Prod- Contact: Julie Horner Contact: Tlmm Sweeney 
Uti!., 3 Discussion Rms. uct/Consumer, Etc. Focus Groups And One-On-Ones Qualitative Research. Member: 

In Broad Range Of Categories. QRCA!AMA!Advt. Club. 
Outsmart Marketing Pamela Rogers Research 
2840 Xenwood Ave. 2759 4th St. Dwight Spencer & Associates Target Market Research Group, lnc. 
Minneapolis, MN 55416 Boulder, CO 80304 1290 Grandview Avenue 5805 Blue lagoon Dr. , Ste. 185 
Ph . 612-924-0053 Ph. 303-443-3435 Columbus. OH 43212 Miami, FL 33126-2019 
Contact: Paul Tuchman Contact: Pamela Rogers Ph. 614-488-3123 Ph . 800-500-1492 
Helping You ·outsmart" Your Com- Consumer. Business, Youth Grps./ Contact: Betty Spencer Contact: Martin Cerda 
petition. One-One 's In Many Categories. 4'x16 ' Mirror Viewmg Rm. Seats 8- Hispanic Quai./Ouant. Research·Na-

12. In House AudioNid. Equip. tiona/ Capability. 
Phoenix Consultants Rudick Research 
5627 Arch Crest Dr. One Gorham Island, 3rd Floor Sp ier Research Group Dan Wiese Marketing Research 
Los Angeles, CA 90043 Westport, CT 06880 1 Lookout Circle 2108 Greenwood Dr. , S.E. 
Ph. 213-294-5648 Ph. 203-226-5844 larchmont. NY 10538 Cedar Rapids, JA 52403 
Contact: Diane Sanders Contact: Mindy Rudick Ph. 914-834-37 49 Ph. 319-364-2866 
Nat'/. Group Expert Moderators, Eth· 1 0+ yrs. Experience Utilizing Contact: Daisy Spier Contact: Dan Wiese 
nic/Adv./Cons. Innovative Techniques. Advtg.!Dir. Mktg./Prod. Dev./Cons./ Highly Experienced: Farmers, Con-

Business/FG/'s/1 on 1's. sumers. Business. 
POV Rhoda Schild Focus Group 
99 Citizens Dr. Recrui ting/Marketing Strategic Research Yarnell Inc. 
Glastonbury, CT 06033 330 Th1rd Ave. 4600 Devonshire Common 147 Columbia Tpke., #302 
Ph. 203-659-6616 New York, NY 10010 Fremont, CA 94536 Florham Park, NJ 07932 
Contact: Uti Rodriguez Ph. 212·505-5123 Ph. 510-797-5561 Ph . 201-593-0050 
Insights For Advtg., Positionmg & Contact: Rhoda Schild Contact: Sylvia Wessel Contact: Steven M. Yarnell 
New Prod. Development. Excellent Medical. Consumer, Busi- 400Groups, Hi- Tech/Medical! Finan- New Product Development & Posi-ness RecruJt;ng. ciai/Transportation Svces. tioning. HWISW Cos. Research Data Services, Inc. 
4830 W. Kennedy Blvd., Ste. 440 Paul Schneller - Qualitative Strategy Research Corporation 
Tampa, FL 33609 300 Bleecker St. 100 N.W. 37 Avenue 
Ph . 813-287·2975 New York, NY 10014 Miami, FL 33125 
Contact: Walter Klages, Ph.D. Ph. 212·675-1631 Ph . 305-649-5400 
Full Service Qualitative & Quantita· Contact: Paul Schneller Contact: Jrm Loretta 
tive Market Research. Full Array: Ads/Pkg Gds/Rx/8-to-81 Serving All U.S. Hispanic Mkts. & 

Ideation (14+ Years). Latin America 

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

California Connecticut Illinois Dolobowsky Qual. Svcs., Inc 

Asian Marketing Access Research, Inc. George I. Balch First Market Hsch. (L. Lynch) 

Auto Pacific Group, Inc. The Clowes Partnership Communications Workshop, Inc. Greenleaf Associates, Inc. 

Erlich Transcultural Consultants POV Creative & Response Rsch. Svcs. 
Michigan Grieco Research Group, Inc. Rudick Research Doyle Research Associates 

Heffernan Marketing Research Ser- Irvine Consulting, Inc. KldFacts Research 
vices Florida Marketing Advantage Research Nordhaus Research, Inc. 
Hispanic Market Connections Carlson Marketing Consultants 
Hispanic Marketing Cunninghis Associates Iowa Minnesota 
Lachman Research & Marketing The Deutsch Consultancy Dan Wiese Marketing Research Cambridge Research. Inc. 
Svces. Research Data Services, Inc. Graff Works Marketing Research 
Market Development, Inc. Strategy Research Corporation Kansas MedProbe Medical Mktg. Rsch. 
Marketing Matrix, Inc. Sun belt Research Associates, Inc. Delta3 Research Outsmart Marketing 
Phoenix Consultants Sweeney International, Ltd Rockwood Research 
Strategic Research, Inc. Target Market Research Group, Inc. Maryland Missouri Colorado Georgia Hammer Marketing Resources 

F Cambridge Associates, ltd. Nancy Low & Associates, Inc. 
Market Access Partners Elrick and Lavidge 

Pamela Rogers Research Michelson & Associates, Inc Massachusetts New Jersey 
Daniel Associates Yarnell Inc. 
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New York Jack M. Shapiro Healthcare Rsch. & Pat Henry Market Research, Inc. Texas 
Asian Perspective, Inc. 

Mgmt. Cnsltg. MarketVision Research, Inc. Decision Analyst, Inc. 
BAI 

James Span1er Associates Matrixx Marketing 

Ebony Marketing Research, Inc. 
Spier Research Group Rodgers Marketing Research 

First Market Rsch. {J. Heiman) 

Fader & Associates North Carolina 
Dwight Spencer & Associates Utah 

Focus On Hudson Focused Solutions 
Focus Plus, Inc. CB&A Market Research Pennsylvania 
Horowitz Associates, Inc. The Customer Center, Inc. Campos Market Research Virginia 

D/RJS HealthCare Consultants KS & R Consumer Testing Center FacFind, Inc. 
Michael Carraher Discovery Rsch. Bannon Moderating Services 

Leichliter Associates Medical Marketing Research, Inc. 
Consumer/Industrial Research (C/1 A) Franklin Associates, Inc. 

Market Navigation, Inc. Data & Management Counsel, Inc. 
Rhoda Schild FocusGrp. Recruning/Mktg. Direct Feedback Washington 
Paul Schneller- Qualltattve Ohio Consumer Opinion Services 

CJI Research Corporation Monitor Research Corp. 

COMMUNICATIONS EDUCATION 
Bannon Moderating Services Focus On Hudson RESEARCH Cambridge Associates, Ltd. 
Cambridge Associates, Ltd. Irvine Consulting , Inc. Greenleaf Associates, Inc. 
Cambridge Research, Inc. Nancy Low & Associates, Inc. Access Research, Inc. Marketing Advantage Research 
Creative & Response Rsch. Svcs. Market Navigation, Inc. Cambridge Associates, Ltd. 
The Customer Center, Inc. MedProbe Medical Mktg. Rsch. The Customer Center. Inc. ENTERTAINMENT 
Dolobowsky Qual. Svcs., Inc. Medical Marketing Research, Inc. 
Doyle Research Associates Jack M. Shapiro Healthcare Rsch. & COMPUTERS/MIS Bannon Moderating Services 
Erlich Transcultural Consultants Mgmt. Cnsltg. Cambridge Associates, Ltd. 

Sweeney International. Ltd . 
Fader & Associates 
First Market Research (l. Lynch) BUS.· TO-BUS. 

Michael Carraher Discovery Rsch. EXECUTIVES 
POV 

Creat1ve & Response Rsch. Svcs. 

Paul Schneller - Qualitattve Access Research, Inc. Daniel Associates BAI 

Spier Research Group BAI Fader & Associates Creative & Response Rsch. Svcs. 

Strategy Research Corporation Cambridge Associates, Ltd. First Market Research {J . Heiman) Dolobowsky Qual. Svcs .. Inc. 

Sweeney International , Ltd. Cambridge Research, Inc. Leichliter Associates Fader & Associates 

Dan Wiese Marketing Research Michael Carraher Discovery Rsch . Market Navigation. Inc. First Market Research (J . Heiman) 
Consumer/Industrial Research (C/IA) Marketing Advantage Research Marketing Advantage Research 

AFRICAN· AMERICAN 
Consumer Opinion Services Monitor Research Corp. Paul Schneller - Qualitative 
Creative & Response Rsch. Svcs. James Spanier Associates James Spanier Associates 

Ebony Marketing Research, Inc. Data & Management Counsel, Inc. Strategic Research, Inc. Strategy Research Corporation 
Phoenix Consultants The Deutsch Consultancy Sweeney International, Ltd. Sweeney International, ltd. 

Direct Feedback Yarnell Inc. 

AGRICULTURE Fader & Associates FINANCIAL SERVICES 
Cambridge Associates, Ltd. 

First Market Research (J. Heiman) CONSUMERS Access Research. Inc. 
Pat Henry Market Research, Inc. 

Cambridge Research , Inc. Monitor Research Corp. The Clowes Partnership BAI 
Consumer/Industrial Research (C/IR) Paul Schneller - Qualitative Consumer Opinion Services Cambridge Associates, Ltd. 
The Customer Center, Inc. James Spanier Associates Creative & Response Rsch. Svcs. Cambridge Research , Inc. 
Rockwood Research Spier Research Group Doyle Research Associates Michael Carraher Discovery Rsch. 
Market Navigation, Inc. Sun belt Research Associates, Inc. Greenleaf Associates, Inc. Creative & Response Rsch. Svcs. 

Dan W1ese Marketing Research Sweeney International, Ltd. Pat Henry Market Research, Inc. The Deutsch Consultancy 

Yarnell Inc. Marketing Advantage Research Dolobowsky Qual. Svcs., Inc. 

ALCOHOLIC BEV. Research Data Services, Inc Elrick and Lavidge 

Creative & Response Rsch. Svcs. CABLE 
Rodgers Marketing Research Fader & Associates 
Paul Schneller - Qualitative Nancy Low & Associates. Inc. 

POV Creative & Response Svces., Inc. Dan Wiese Marketing Research Marketing Matrix, Inc. 
Strategy Research Corporation Matrixx Marketing-Research Div. 

APPAREL/FOOTWEAR CHILDREN CUSTOMER Monitor Research Corp. 
Nordhaus Research, Inc. 

The Customer Center, Inc. 
Carlson Marketing Consultants SATISFACTION The Research Center 
Creative & Response Rsch. Svcs. BAI James Spanier Associates 

ASIAN 
Doyle Research Associates Michael Carraher Discovery Rsch. Sweeney lnt'l. Ltd. 
Fader & Associates 

Asian Marketing Greenleaf Associates. Inc. 
Elrick and Lavidge 

FOODS/NUTRITION 
Asian Perspective, Inc. KidFacts Research Fader & Associates 

Communication Research Matrixx Marketing-Research Div. Nancy Low & Associates, Inc. Leichliter Associates 

Data & Management Counsel , Inc. Outsmart Marketing Research Data Services, Inc. 

Erlich Transcultural Consultants Pamela Rogers Research Rockwood Research FOOD PRODUCTS 
Paul Schneller - Qualitative Strategic Research, Inc. 

Sunbelt Research Associates, Inc. SAl 

ASSOCIATIONS CHURCH & RELIGIOUS 
Creative & Response Rsch. Svcs. 

Nancy Low & Associates. Inc. DIRECT MARKETING Doyle Research Associates 

ORG. Greenleaf Associates. Inc. 
BAI Kid Facts Research 

AUTOMOTIVE Heffernan Marketing Rsch. Svcs. Greenleaf Associates, Inc. Outsmart Marketing 
Auto Pacific Group, Inc. 

Spier Research Group POV 
Creative & Response Rsch Svcs. 

DISTRIBUTION 
Paul Schneller - Qualitative 

Erlich Transcultural Consultants James Spanier Associates 
Matrixx Marketing-Research Div. Graff Works Marketing Research 
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HEALTH & BEAUTY Marketing Advantage Research Greenleaf Associates. Inc. TEENAGERS Marketing Advantage Research 
PRODUCTS Paul Schneller- Qualitative The Clowes Partnership 

INTERACTIVE PRODJ Creative & Response Rsch. Svcs. BAI 
SERVICES/RETAILING PET PRODUCTS Doyle Research Associates 

Paul Schneller · Qualitative Fader & Associates 
Jack M. Shapiro Healthcare Rsch . & Leichliter Associates Cambridge Research, Inc. Kidfacts Research Mgmt. Cnsltg. The Customer Center, Inc. Matrixx Marketmg·Research Div. 

INVESTMENTS Marketing Advantage Research 
HEALTH CARE TELECOMMUNICATIONS 
Access Research, Inc. The Deutsch Consultancy PHARMACEUTICALS BAI Consumer/Industrial Research (C/IR} 

LATIN AMERICA 
BAI Cunninghis Associates Dolobowsky Qual. Svces., Inc. Cambridge Associates, ltd. Daniel Associates D/R/S HealthCare Consultants Market Development, Inc. Creative & Response Rsch. Svcs. Delta Research Elrick and Lavidge D/RIS HealthCare Consultants Elrick and Lavidge Erlich Transcultural Consultants 

MEDICAL PROFESSION Focus On Hudson First Market Research (J. Heiman) First Market Research (L. Lynch) lrvme Consulting, Inc. Horowitz Associates Inc. Irvine Consulting, Inc. Cambridge Associates, ltd. Market Navigation, Inc. Marketing Advantage Research Nancy Low & Associates. Inc. D/R/S HealthCare Consultants MedProbe Medical Mktg . Rsch. POV Market Access Partners Focus On Hudson Medical Marketing Research, Inc. Rockwood Research Market Navigation, Inc. Pat Henry Market Research, Inc. POV Pamela Rogers Research Matrixx Marketing-Research Div. Matrixx Marketing-Research Div. Paul Schneller- Qualitative Strategy Research Corporation MedProbe Medical Mktg. Rsch. MedProbe Medical Mktg. Rsch . Jack M. Shapiro Healthcare Rsch. & 
Medical Marketing Research, Inc. Medical Marketing Research, Inc. Mgmt. Cnsltg . 

TELECONFERENCING Nordhaus Research, Inc. Nordhaus Research, Inc. 
Rockwood Research Rhoda Schild Focus Group Rec./Mktg. POLITICAL RESEARCH Cambridge Research , Inc. Paul Schneller • Qualitative Paul Schneller· Qualitative 
Jack M. Shapiro Healthcare Rsch. & Jack M. Shapiro Healthcare Rsch . & Cambridge Associates, Ltd. 

TELEPHONE FOCUS Mgmt. Cnsltg. Mgmt. Cnsltg. 
James Spanier Associates PUBLIC POLICY RSCH. GROUPS Strategy Research Corporation MODERATOR TRAINING Cambridge Associates, ltd. Cambridge Associates, Ltd. Sun belt Research Associates, Inc. 

Cambridge Associates, Ltd. CJI Research Corporation Consumer/lndustnal Research (C/IR) 
HISPANIC Cunninghis Associates Creative & Response Rsch. Svcs. 

PUBLISHING The Customer Center, Inc. Data & Management Counsel , Inc. MULTIMEDIA Market Nav1gation , Inc. Ebony Marketing Research . Inc. Cambridge Assoc1ates, ltd. Medical Marketing Research . Inc. Erlich Transcultural Consultants Marketing Advantage Research First Market Research (J. Heiman) MedProbe Medical Mktg. Rsch. Hispanic Market Connections, Inc. Greenleaf Associates, Inc. 
Hispanic Marketing NATURAL HEALTH Marketing Advantage Research TOURISM/HOSPITALITY Communication Research Spier Research Group 
Market Development, Inc. CARE/REMEDIES Dan Wiese Marketing Research Research Data Services, Inc. 
Phoenix Consultants Focused Solutions 
Strategy Research Corporation RETAIL TOYS/GAMES Target Market Research Group, Inc. NEW PRODUCT DEV. First Market Research (l. Lynch} Carlson Marketing Consultants 

HOUSEHOLD BAI Pat Henry Market Research, Inc. Fader & Associates 
Bannon Moderating Services Paul Schneller- Qualitative Greenleaf Associates, Inc. 

PRODUCTS/CHORES Cambridge Associates, Ltd. Kidfacts Research 
Paul Schneller - Qualitative Carlson Marketing Consultants SENIORS Creative & Response Rsch. Svcs. 

Erlich Transcultural Consultants TRANSPORT ATlON Daniel Associates IDEA GENERATION Data & Management Counsel , Inc. Fader & Associates SERVICES 
Analysis Research Ltd . Dolobowsky Qual. Svcs., Inc. Marketing Advantage Research 

CJI Research Corporation Paul Schneller· Qualitative BAI Elrick and Lavidge 
Sun belt Research Associates, Inc. Sweeney International, Ltd. Cambridge Associates, Ltd. Fader & Associates 

Creative & Response Rsch. Svcs. First Market Research (J. Heiman) 
SERVICES TRAVEL Dolobowsky Qual. Svcs .• Inc. First Market Research (L. Lynch) 

Elrick and Lavidge Graff Works Marketing Research Spier Research Group Cambridge Associates. Ltd. 
Leichliter Associates Greenleaf Associates. Inc. Michael Carraher Discovery Rsch. 
Matrixx Marketing-Research Div. Kidfacts Research 

SMALL BUSINESS/ Greenleaf Associates, Inc. 
Monitor Research Corp. Leichliter Associates Research Data Serv1ces, Inc. 
Outsmart Marketing Market Access Partners ENTREPRENEURS Paul Schneller- Qualitative 
POV · Marketing Advantage Research James Spanier Associates 
Rockwood Research Outsmart Marketing Leichliter Associates Sweeney International, Ltd. 
Paul Schneller • Qualitative POV Strategy Research Corporation 
Sweeney International , Ltd. Rockwood Research Yarnell Inc. UTILITIES Paul Schneller ~ Qualitative 

Cambridge Associates, Ltd. IMAGE STUDIES James Spanier Associates SOFT DRINKS, BEER, CJI Research Corporation 
Cambridge Associates. Ltd. NON-PROFIT WINE Fader & Associates 
Paul Schneller· Qualitative Nancy Low & Associates, Inc. 

Doyle Research Associates Cambridge Associates, Ltd. Nordhaus Research. Inc. 
INDUSTRIAL Carlson Marketing Consultants Rockwood Research 

The Customer Center, Inc. PACKAGED GOODS Creative & Response Rsch. Svcs. 
WEALTHY First Market Research (J. Heiman) BAl Grieco Research Group, Inc. 

Market Navigation, Inc. Bannon Moderating Services POV The Deutsch Consultancy 
Strategic Research, Inc. Creative & Response Rsch. Svcs. Strategy Research CorporatiOn Strategy Research Corporation 
Sweeney InternatiOnal , Ltd . Doyle Research Associates 
Dan Wiese Marketing Research Paul Schneller - Qualitative TEACHERS YOUTH 
INSURANCE PARENTS Greenleaf Associates, Inc. Fader & Associates 

Marketing Advantage Research Outsmart Marketing 
Nancy Low & Associates, Inc. Doyle Research Associates POV 

Fader & Associates 
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Reenginee ing 
continued from p. 26 
d id" lo embark upon thi · 
re ngineering journ y? What's it g -
ing to tak f r y u t ~u · ·cs:ful a · 
a r ear her in th corporat tting 
in the ne ·t fiv y ars? he opini n 
and iew of ver two doz ·n I ading-

dg re ear her. w r s li ited t 
de el p a top l 0 list of the fa t r 
d emed ritical for su e. : - th e 
trend that arc reshaping the in -h u e 
mark ting research functi n, and th 
re ulting impact on h w ur indu. try 
i like! to change in the ne t f ·w 

ears. Th y also pr id ample ood 
f r thought as one red ign th pro-
e of r search. Whil the apply 

primarily to the rporat mark ting 
r search n ironment.th · ~ ob iously 
have importan e and ret ~van e t the 
supp lier wh upport th se organi ­
zation .· a well. 

10. A "back to hasics" mm·ement 

- here ne d · t a refo u. ing n 
what i re ear hed and the impa t it 
will ha n d i · i n-maki ng. In the 
la t de ad , some feel we ha e 1 st 

ur way. becoming erl enamored 
f e ot ric r ar h t hniqu s that 

ha had minimal incremental im-
. . Th r must 

·aminati n fh w resear ·his 
d . igned and h w it is actually n­
du t "d, and there. ulting innu nee it 
wi ll ha e n redu ing risk in de i­

sion-making. t, th r " iII b an 
incr a ed need for clear thinking and 
planning f research, mindful r the 
r suiting a ti ns t b tak n n the 
r ·se·tr h i com pi ·ted. 

9. More emphasis on markel inll'l­

ligence - Th r n ed t be a more 
f cu ed and ·on rt d effort b r '-
earcher. to stay in t u h \ ith cus­

tomer , on. umer. and m tit rs: 
. imply t pay mor attenti n t what 
i g ing on in th marketpla ·. To 
that end. ·ustom r ati fa Li n m ·u-

urcm nt effort will continue t 
gr w, mature and impa t busin :s 
dir ction. ffecli mark l intelli ­
genc r.quire. a full -tim profes. i nal 
effort, pr a ti e in nature, and mo t 

October 1995 

importantly. provo ·ativ to the deci ­
s i n mak r \ ithin th organization. 

X. cceleralion of! here arc!J pro­

c - Fa t r is b u r: . p ed r pre­
·ent Je erag for mark ter . Thi . will 
lik I bring inl play a n \\/, more 
aggr ·iv de inition f"ju tin time" 
re ear h. Tcchn logy, pe iall in 
th areas f more ad an ed mput-

embrac th . new t chn< Iogie 
gain competiti ad antagc. 

7. More /rail' 'ic. less tactical ­
da . the typical marketing r ear h 

department spends a I t f it time 
and r ources on urgent, mall and 
in ignificant qu .·ti n . er. u. big­
ger. mor • imp rtant i ue . C ns -
queml ,it'sn . urprisethatre arch­
er ntinu • to b the f us of 
d wnsizing effort and ar 
underappreciated b · ni r manage­
ment- they ar p nding too mu h 
tim \ rking n th ·tactical market -
ing agenda, taking daily directi n 
from th a i tant product manager . 

he n ed i · to r focus on the rp -
rate strategy i ue and ag ndu. and 
1 reengineer how t·tcti al i u 
resear hed a. to fr e up the re-

ur e t tack! th strategi thing .... 
ln urn, r s arch profe i nal n cd 
t find way: to rea liz a gr at r r turn 
on th total r search in e tm nt. c­
ni r managem nt v ill continue to 
d mand innovuti \ ay · tog ·t a big­
g r ang for th buck . 

6 . Technology abounls - ew in ­
formation te hn l gi s usual! ar 
what make · innovati n po:sibl . ln 
th world f ur future. everybod 

mail will universal a. will be wire ­
! . communicati ns. :urfing the et, 
real u er-fri ndl r de ·i.-ion u rt 

y tem . . fun tional marketing work­
b n he. , int grated dutaba e , L N:. 
W , etc. Most r sear hand infor-

mation will b d li ercd via lec­
troni mean : ap r r port. \viii e 
impra tical and bsol ·t· . lectronic 
linkage b tw en eli ·nts und uppli -
ers will b ommonpluc , luid and 
seamle . l that alI of th e pre­
di ti n. will prob·thly requir a stron­
ger partn rship with the I c m1 uni­
ti : within li ent companie. , a they 

ten manag the techn I gy . R -
ear her \Vould b wi. to build . tron­

ger bridg . \ ith th ir internal I un­
terparts. 

5 . .. tralegic alliance · will! suppli­

i'rs - ln ormal and p radi working 
relationships\ ith uppli ·r.· and on­
sultan ts will give way to more · n­
tinuous "p eferred partn rship ··an 
v n f rmalized ntractual arrang -

ment . Thi wi ll b · true not only f r 
the ndicated r :earch uppliers 
(e.g., IRI and i ·Is ·n hut al o am ng 
sur ey r ear h firms and sp ializ d 

on ultant.. Thes · relation hip will 
far m r, full-service in nntur , 

in lving n-. ite r s urce for three 
r m re da sa week, operating f ·-

--------------------------------

CUSTOMER SATISFACTION STUDIES 
PHONE • FAX - MAIL - DISK 

For the riifht direction, 
at's 

Directions in Research. 

DIRECTIONS IN RESEARCH 
FULL SERVICE MARKETING 
RESEARCH & CONSULTING 

(619) 299-5883 I FAX (619) 299-5888 
CompuServe Address: 75061 ,02215 
5353 Mission Center Road, Suite 310 

San Diego, CA 92108 

(800) 676-588 
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ti ly as supplem ntal taf m mber 
and trust d con idant and ad i or . 
Th . arrangement will initially e 
n ·essary due to de rea ed perma­
n nt .staff and increa ed \ rkload , 
but in time will be due to dem n­
. trated :pecial i zed competence on the 
part f the provider . 

4 . The \'irlual department - Th 
re earch a d inf rmati n d partm nt 

f the future will be ery n n-tradi­
f nal, more o an t nd d family of 
ort . Organizati nally, it wiJI be flat, 

n n-pyramidal, non-hierar hical and a 
hybrid f b th "'ntrali z d and decen­
traliz d alignm nt ·.Importantly, it will 
b on ·tantly hanging in . iz and hape 
to a mm date the need · and priori-
tie f the c mpany. A mentioned 
ab ve. n- ·it supplier p r nnel will 
be mm n, as will staff m mb r in 
r m te, distant I cation t be in pro -
imit t th ir key in onnation cu t m-
r . . Te hnology will enabl thi on­
ept, with lapt p c mputer , -mail. 

wir les · communication , cellul r 
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No need to share 
your Researcher 

SourceBook, 
additional copies 

are available. 
See order form 

on page 13. 

phon s, v ice mail, videoconferen ing, 
pag rs, and di tributed c mputing a­
pabiliti s the tandard of p rati n. The 
nature w r wilJ change a th te h­
n I gy all w re earcher to b ff -
ti in way never before p ible. 

3. Not MR , but JMD - ln th d -
partment th future, traditi nal mar­
keting re earch wiJl but a m._ ll p r­
ti n of the w rk that i don . No longer 
will th functi n be t u ed aim t e -
clusiv 1y n the marketing p pie; 
rather, researcher wilJ upport many 

th r c n ·tituencie , perf rm many 
other functi n. , and contribute in many 
diff r nt way ·. In ormati n manage­
ment might be a more ac ur t nam 
for what th enhanced functi n pr -
vid s, implyi.ng a more integrati e 
role and a partner hip with th I 
function. What the department i 
called will have e erything t d with 
h w it will be erceiv d - after all, 
"perception i reality." 

... . The chief information offi r ­
There ear hand informati n rgani­
zation f the fu tur will idea ll.y be 
headed a TO, an ffi er-level p si ­
ti n and member of th seni r man­
agem nt gr up. he I w uld. in 

ffe t, s rv as the 'functi nal an-
g list ' for the information manage­
ment gr up throughout the mpany. 

f nece ity b th the traditi nal 
mark ting research and I fun ti ns 
w uld b merged in thi new rgani­
zati n t ne e tent r an th r, 
there yin r a ing the v rail p t n­
tialfor ynergy. imilarly,many ther 
re ear h-and inf rmation-like fun -
ti n (li rari . , c nsum r service , 
informati n desks, etc.) previ u ly 

perating independently in di er e 
ar a. w uld com in din thi new 

r anization. 

I . The information generalist -
• Perhap mo t critica l to th . u c ss­

ul information managem nt d ·part­
ment f th future will be a new posi­
tion, the information generali . t. As 
th name impli , th i. individual will 
er e a a trat gi partn r t the 

inf rmation u tom r, p sses ·ing an 
intimate knowledge of the cu lOmer· 

inf rmation nc ds and prioritie , with 
th ability and capa ility to deli er on 
any and all f them. he I will be a 
fully-equipped inf rrnation prof . -
• i nal.ideally with a minimum of even 
to 10 years of diver e e peri en e in all 
aspe ts f th mpany re earch and 
information y tern . Th y wi 11 b m­
puter pro l i nt te hn l gically inn -
vati and ea ily adaptable t any num-

r f u t mer ituation . 

he I wilJ play the rol fan inf r-
mation ynth ' izer, w aving together 
an in ightful and mp lling st ry f r 
their u t meru. ingalls rt ofrele ant 
informati n and re: arch. The I will 
effe ti ely p rat as a mem er f the 
cu tom r' . managemcntteam, upp rt­

ing th ir needs for in~ rmati n, whil 
guiding them in its appropriate u e. 
Think of the J a · the manager of th 
inf< rmation management pr ce , pri ­
maril re pon ible for ptimizing the 
applicati n f marketpla e, cu t m r 
and con urn r inf rmation in addr s:­
ing u ine i ue . Their [! us is on 
e ucating and empowering the t am t 
make intelligent, informed d cisions. 

Th re y u have them - 10 pr dic­
tion of what th rp rat r · arch 
world f th futur might requir t b 
ucce. ful. ome id as are more radical 

than th rs. s m are more likely than 
others, while some are m re pra ti ., l 
than oth rs. What i: certain i that the 
r le f and f r research ha changed 
dramatically in the pa tdecade, and will 

ntinue t change in the futur . 
reengineered re ear h and informati n 
fun tion will e requir d t succes ·­
fuJ - old m del won't uffi f r the 
added demand that wiH be placed n 
traditional mar eting r ·earch depart­
ment. 

Reengin ring th marketing re ear h 
function willlik lyre 'Ult in a radi ally 
n w pr · ss that mu t be upp rted by 
n w p siti n · and job , organizational 
·tructure ·,management y tern a w ll 
as n w valu y t m . The principl f 
r ngin ering, properly employed on 
thi . pr ·s. of er ub tantiaJ pr mi. 
a. a mean t rna imiz the benefits 
while minimizing the problem. inher­
ent in any hang f ort . ..J 
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SURVEY PRO is your 
fast, flexible, powerful 

tool for conducting surve 

Call 800-237-4565 x377 
Fax 415-69 -2904 

ftw 
Practical t ols for modem management 
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ACG 
RESEARCH 
SOLUTIONS 

ACG Research Solutions 
120 S. Central Ave., Ste. 1750 
St. Louis, MO 63105 
Ph. 31~72&-3403 
Fax 314-726-2503 
Vicki l. Savala, President 

ACG Research Solutions, a full-service market re­
search company provides clients with customer satis­
faction/loyalty studies using a proprietary model. Our 
data center includes 30 computer equipped stations 
using Ci2 and Ci3 software. Our qualitative capabilities 
include experienced moderators on staff and a state­
of- he-artfocusgroupfacility. lnaddition, we offer clients 
wireless interactive audience measurement studies. 
(See advertisement on p. 67) 

Anderson, Niebuhr & Associates, Inc. 
North Park Corp. Center 
6 Pine Tree Dr., Ste. 200 
Arden Hills, MN 55112 
Ph. 612-486-8712 
Fax 612-486-0536 
John Anderson, Ph.D., President 

Answers & Insights, Inc. 
9904 Michael Schar Ct. 
Vienna. VA 22181 
Ph. 70~319-0811 
Fax 703-319-0811 
Emil Becker, Ph.D., President 

. Apian Software 
Practical tOOls for modem management 

Apian Software, Inc. 
P.O. Box 1224 
Menlo Park, CA 94026 
Ph. 800·237-4565 ext. 375 
Fax 415-694-2904 
Sales Department 

Survey Pro for Windows is your total solution for mail 
surveys. Handles questionnaire design, data entry, 
database management and figure and report genera­
tion. Power and flexibility through multiple question­
naires, numerous pre-designed or custom scale types. 
import/export, instant point-and-click figure creation. 
Key.collect for multi-user data entry at one or several 
sites. LAN and site licenses. 
(See advertisement on p. 66) 

Applied Decision Analysis, Inc. 
2710 Sand Hill Ad. 
Menlo Park, CA 94025 
Ph. 415-854-7101 
Fax 415-854-6233 
Lynne J. Weber, Principal 

Argyle Associates, Inc. 
49 Locust Ave. 
New Canaan, CT 06840 
Ph. 203-966-7015 
Fax 203-966-7399 
Karen Langevin, Research Director 

CR, Inc. j 

Asian Marketing Communication Research 
A division of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 415-595-5028 
Fax 415-595-5407 
Sandra M.J. Wong, Ph.D .• Director 

Asian consumer satisfaction research using a Psycho­
Socio-Cultural@ approach. Full-service qualitative and 
quantitative research in most Asian languages, as­
sessing external and internal customer satisfaction 
(CS) and needs for the Asian and general markets. CS 
services include: surveys, interviews, focus groups, 
benchmarking, tracking studies, employee opinion stud­
ies, and organizational assessments. Highly qualified 
bilingual researchers. Telephone ban with CATI ca­
pability. 
(See advertisement on p. 15) 

BAI (Behavioral Analysis, Inc.) 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914·332-5300 
Fax 914·631-8300 
Kate Permut, V.P. Marketing 

Barbour Research, Inc. 
5241 Southwyck Blvd., Ste. 201 
Toledo, OH 43614 
Ph. 419-866-3475 
Fax 419-866-3478 
Emily Barbour, President 

Bay Area Research, Inc. 
9936 Uberty Ad. 
Randallstown, MD 21133 
Ph. 410-922-6600 
Fax 410-922-6675 
Tam Zwingelberg, President 

Bell Associates 
27 Grey Btrch Pl. 
The Woodlands, TX 77381 
Ph. 713·367·4224 
Darla Bell, President 

=ilJ III Gcmlon S. Black Corporation 

Gordon S. Black Corporation 
135 Corporate Woods 
Rochester, NY 14623·1457 
Ph. 716·272-8400 
Fax 716-272-8680 
Robert C. Kallstrand, V.P. Research 

Gordon S. Black Corporation, 1995 winner, NYS 
Governor's Excelsior Award for Quality in the Work­
place, is a full service market research firm supporting 
business-to-business, health care, education, insur­
ance, banking and service industry segments. Experi­
enced, professional staff help determine/prioritize ey 
factors driving customer satisfaction, loyalty and reten· 
lion using CSMpac v and other proprietary satisfac­
tion models. 
(See advertisement on p. 68) 
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The I lacksl one (; r'Oll l 

The Blackstone Group 
360 N M chrgan Ave. 
Ch1cago. IL 60601 
Ph 312-419-0400 
Fax 312-419-8419 
Ashref Hash1m, Presrdent 
Kathr L Rose. Sr Vrce Presrdent 

Full-service marketrng research frrm prov1drng custom­
IZed strategrc research w1th rn-house executron and 
advanced analytrcal capabd1hes Services and facrlr res 
rnclude 60+ CATI rnterv1ewrng statrons, three focus 
group surtes of varyrng sizes wrth dual language taping 
capabrlrty, hrgh-volume scanner for large scale studres. 
Namecraft™ name generation and testrng serv~ce . 
SCAPE v, new product research development pro­
gram, and SEQuals•st.• cus omer satrsfactionfTQM pro­
gram enhancement. Specraltres rnclude health care, 
energy, frnancral servrceslinsurance. retarllng and trans­
porta ron research, both consumer and business- o­
busrness. Expertrse rn large-scale rackrng studres. quat· 
tatrve research. ethnic research, rn ematronal research. 
(See advertisement on p. 67) 

Bleuel Assocrates, Inc. 
18034 Ventura Blvd., #292 
Encrno, CA 91316 
Ph. 805-496-8762 
Fax 805-496-8768 
Dr. Wilham Bleuel, President 

Bosma & Assocrates lnternatronal 
1111 Thrrd Ave ., Ste. 2500 
Seattle, WA 98101 
Ph 800·377-2945 
Fax 800·377·0866 
John Bosma, Presrdent 

Bnttarn Assocrates. Inc. 
3400 Peachtree Rd., Ste 1015 
Atlanta, GA 30326 
Ph. 404-365·8708 
Fax 404-261-7607 
Bruce Bnttarn. Presrdent 

lrwrn Broh & Assocrates 
1011 E. Touhy Ave. 
Des Plarnes IL 60018 
Ph 708·297·7515 
Fax 708·297·7847 
Davrd Wartz, Exec. V.P. 

Burke 
Burke Customer Satisfaction Associates 
805 Central Avenue 
Crncrnnati, OH 45202 
Ph 513·684-7659 
Fax 513-684-7717 
Rod Caber. Sr. VP. Burke CSA 

Burke CSA helps companres develop and deploy sat· 
rsfac ron measurement and busrness management sys­
tems to focus resources on customer requrrements m 
order to rmprove productiVIty, competrtrveness, and 
prof1tabilrty Burke CSA has extensrve expenence With 
busrnesses organized 1n all forms and s1zes, dealing 
with varrous rnternal and external 1ssues e ectrng suc­
cess and failure rn an ever-changrng marke place. 
(See advertisement on p. 69) 
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Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

PHONE: (314) 72~03 
FAX: (314) 726-2503 

Our~ staff has served 
tre qualita . i'd q ~titative 
res~ nee:fs of many 
Fortune 500 cients. Let us 
ptj !hate~ to 
foc you. 

ACG 
RESEARCH 
SOLUTIONS 

RAMS (Rapid Analysis 
Measurement System) 

.wlrele 1 e ctronlc lnteractfve 
audit nee measurement system 

MultlvarLite analyses, Including 
conjoint analysis and perceptual 
mapping 

Comprehensive written reports, 
including strong marketing 
.-.commendations 
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Business Dynamics, Inc. 
2600 Eagan Woods Dr., Ste. 80 
Eagan, MN 55121 

Michael Carraher Discovery Research 
204 Dupont St. 

ConsumerOuest 
11444 W. Olymp1c Blvd., 1Oth II. 
los Angeles, CA 90064 

Ph. 612-681-5651 
Fax 612-452-9820 
Gayle Kaplan, Practice Leader, Mkt. Effectiveness 

Business Information Group, Inc. 
7800 Marble N.E., Ste. 6 
Albuquerque, NM 87110 
Ph. 800-321-9244 
Fax 505-265-5062 
Spencer Gerwin, MBA, G.M. 

Cambridge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934·8125 
Fax 970-339-8313 
Walter Kendall , President 

Cambridge Research, Inc. 
5831 Cedar Lake Rd. 
St. Louis Park, MN 55416 
Ph. 612·525-2011 
Fax 612-525-2016 

Philadelphia, PA 19127 
Ph. 215-487·2061 
Fax 215-487-2359 
Michael Carraher. President 

Chadwick Martin Bailey, Inc. 
179 South St. 
Boston, MA 02111 
Ph. 617-350·8922 
Fax 617-451 -5272 
Anne Bailey Berman, Principal 

Check Metrix Inc. 
500 N. Michigan Ave., 12th fl. 
Chicago, IL 60611 
Ph. 312-828·9200 
Fax 312-537-3113 
Stephen Turner, President 

Chilton Research Services 
201 King of Prussia Rd. 
Radnor, PA 19089 
Ph. 610·964-4602 
Fax 610·964-2904 

Ph. 310-914·0130 
Fa 310-914-0138 
Cory Schwartz, President 

Creative & Response Research Services, Inc. 
500 N. Michigan Ave. 
Chicago, ll60611 
Ph. 312-828-9200 
Fax 312-527-3113 
Chris De Brauw. Sr. Vice President 

Dale longfellow, President Barbara Nuessle, Sr. Rsch. Proj. Dir. 

Creative & Response Research Services, Inc. (C&R) is 
a full-service custom research and consulting com· 
pany with 202 full -time employees including 34 project 
directors/analysts. C&R provides customer satisfac­
tion, strategic studies, new product development, brand 
imagery and positioning research, concept and adver­
tising testing, research among children (KidSpeak), 
and concept development using a panel of highly 
creative individuals (Idea Team). C&R conducts ap­
proximately 1,000 group interviews a year, 1.7 million 
mail, telephone and mall intercept interviews. 

Campos Market Research 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 

Consumer Link 
P.O. Box 948 
Douglasville, GA 30135 
Ph. 500-675-5465 (LINK) 
Fax 500-679·5465 (LINK) 

(See advertisement on the back cover) 

Rene Campos, V.P. Bus. Dev. Tom Pfeil, V.P., Dir. of Research 
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The quali~ of our market research 
is measured by your success. 
___ Gordon S. Black ,orporation provides a full array 

/~,.,- ' ,, of qualitative and quantitativ arch in 
( ' · busin -to-busin , health care, and 
\ / education markets. rvices include cu tomer 

' '~ - -/ loyalty and ret ntl n research and CSMpact'~ our 
uniqu approach to cu tomer sati action measurem nt. 

& our ~b jXlrlner, y t errjoy rnmsurable benefits. 
• clynam1 organization that inv ts in 

technology and proces1 needed to tay ahead of 
custom r requirem n~ . 

Where research standards arc 

• lnno ativ profi i nals who unde tand 
and pracU quality principle; in th ir day-to-day 
e 'ecution of your proj 

• 

Winner f U1 l 5 ~eow· Y rk tate · rn r· E 'celsior 
ward for Qutdily in the ~ rkplace, the G rd n S. Black 

Co rati n was rt:rognlz8i for having "creatro a 
culture in which th custom r i at the ver,' 
center of all the company d · 

t 

"""'J~ ~n . lack rporation Roch 
Contact: David H. Cl mm Pr ·dent Phmze: ( 00 
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Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952-4728 
Ph. 707-765-1001 
Fax 707-765-1068 
Lisa Bacon, Vice President Sales 

Cullen Research Group 
5226 Arbutus Rd. 
Rockford, IL 61107 
Ph. 815-397-8041 
Fax 815-397-8051 
Sylvia Kacheris, Vice President 

Custom Research, Inc. 
P.O. Box 26695 
10301 Wayzata Blvd. 
Mmneapolis, MN 55426 
Ph. 612-542·0800 
Fax 612·542·0864 
Beth Rounds, Sr. V.P. 

The Customer Center, Inc. 
3528 Vest Mill Rd. 
Winston-Salem, NC 27103 
Ph. 910-768-7368 
Fax 910-768-7428 
Christine S. Davis, President 

The Cutting Edge of Research, Inc. 
205 E. Washington St. 
La Grange, KY 40031 
Ph. 502·222·1263 
Fax 502·222-6693 
Rebekah L. Ashcraft, President 

Data Development Corp. 
120 Fifth Ave. 
New York, NY 10011 
Ph. 212·633-1100 
Fax 212-633·6499 
Joe Goldstein, President 

Data Recognition Corporation 
5900 Baker Rd. 
Minnetonka, MN 55345 
Ph. 612-935·5900 
Fax 612-935-1435 
Deanna L. Hudella, Dir. Nat' I. Acct. Svcs. 

Decision Resource, Inc. 
6120 S.W. 132 St. 
Miami, FL 33156 
Ph. 800.544·2115 
Fax 305-665·5168 
Howard Waddell , President 

Directions For Decisions, Inc. 
1 0 Exchange Pl. 
Jersey City, NJ 07302 
Ph. 201·413-9000 
Fax201-413-1444 
Joseph F. Bald Jr., Chairman 

Discovery Research Group 
2089 E. Fort Union Blvd. 
Salt Lake City, UT 84121 
Ph. 801-944-0326 
Fax 801-944-0550 
Tom McNiven, President 

October 1995 

ARE YOUR 
CUSTOMERS 

SECURE? 

It Pays To Know 

urke 11 tomer ati faction ociate 
has found the ave rage e ure Customer 
contributes as much as 61 °/o more 
r venue at a 20o/o higher m rgin than 
the av r g Vulner. llle Customer. 

It's not enough to me sure 
cu omer sa tis ac tion, you rn ust 
measure custom r commitment to 
your organization. Burke CSA has 
developed the ecure Cu tottter lttd ·· 

which combines th three cri · al 
compon nts of cus omer co mitmen in o 
one key measur tha can h lp you manage 
your business m or effec tively and profitably. 

Preventing your customers from de ecting 
to your amp ti ors is an important goal. 
The first s p is und rstanding how commi d 
your customer ar to you now, and what you 
need o do to crea more , ~ewre Cu t me c. 
Let the exper frmn Burk C A ssis t you. 

II U R [CUS T O M R S AT ISF A CfiON A SSOC I ATES 

CALL ON Of OUR 
IXPIRIINCID CONSULTANTS IODAY. 

oJos , CA 
i lid .,..,ININ 
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ELRICK&LAVIDGE 
Elrick & Lavidge 
1990 Lakestde Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 770·621· 7600 
Fax 770-621 ·7666 
Larry Gulledge, Sr. Vtce President 

Elnck and Lavidge 1s a nat1onal full-servtce mar et~ng 
research company prov1d1ng ··creative Market1ng Re· 
search Solutions For Tomorrow's Bus1ness Opportun1· 
ies". Prov1des qualitative and quanhtahve research 
echmques and solutions. Also provtdes a wtde range 
of customer sat1sfact1on evaluation/measurement, 
health care pat1ent satisfaction measurement and con· 
sui ing serviCes. Ab1hty to handle all or any part of your 
research needs - from problem definition hrough 
data collection. tabulations, analysts and tnterpreta· 
bon. Factht1es Include computer-asststed telephone 
~nterv1ew1ng centers and focus group rooms 
(See advertisement on p. 71) 

Edward Epstein & Assoc1ates, Inc. 
6800 Jencho Tpke. 
Syosset, NY 11791 
Ph. 516·921·7500 
Fax 516-364-4683 
Edward Epstein, President 

European Center for Econ. Rsch. & Strategy Consulting 
2516 Hast1ngs Dr. , Ste. 500 
Bel mount, CA 94002 
Ph. 41 5·802·8555 
Fax 415·802·9555 
Claudia Hess, Research Dtrector 

'm lo lng m11rkel biJr • 
My cu tom r IJre witching 

Fader & Assoc1ates 
372 Central Pa W., Ste. 2W 
New York, NY 10025 
Ph. 212-749·3986 
Fa 212-749-4087 
Susan Fader, Pres1dent 

Farrand Research Corporation 
400 Oceangate, Ste. 750 
Long Beach, CA 90802 
Ph. 310·495·0449 
Fax 310-495-0349 
Thomas Farrand, Prestdent 

Financtal/lnsurance Product Architects. Inc. 
150 N. Matn St. 
Manchester, CT 06040 
Ph. 860·647·4880 
Fax 860-647-4820 
Mark L. Trencher, Dtr. of M . Rsch. 

Rnd/SVP -
A Worldwide Consuftmg 

and ReslUirch Frrm 

FINOISVP, Inc. 
Customer Satisfaction Strategy Dtvtston 
625 Avenue of the Amencas 
New York, NY 10011 
Ph. 212·645-4500 
Fax 212·645-7681 
Stephan Sigaud. Managing Director 

FIND/SVP's Customer Sattsfactlon Measurement pro· 
grams provide Fortune 500 multt-nattonals wtth an tn· 
depth assessment of customer needs and satisfaction 
wh1ch serves as a benchmar for future performance. 
Our custom1zed studies generate candtd customer 
optntons and cnt1cal compehtlve ~nformatton . The ac· 
ttonable resul s are tools whtch he pour clients 1mple-

loytJltie • How eRn I wln them 
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u. tomer R 'ati fa ·ti n 
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Divi 1 n 

Providing Leadership in Customer Satisfaction. 
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6l"i 'enu of til · ml·n ·a~ '" \ ork. '-. \ JO()I l • htt p./1\.Y'>""\\ fmd 'p <.om 

ment long-term compe 1t1ve market strategtes to im­
prove their bottom line. 
(See advertisement on p. 70) 

FRC Research Corp. 
470 Par Ave. S. 
New York, NY 10016 
Ph. 212·696·1000 
Fax 212-889-5624 
Ronni Theeman. Chairman 

Freeman, Sullivan & Co. 
131 Steuart St.. Ste. 500 
San Franc1sco. CA 94105 
Ph. 415-n7-0707 
Fax 415-777-2420 
Ann Garbanno, Mar etmg Dtrec or 

Grapentme Company, Inc 
2302 S.W. 3rd 
Ankeny, lA 50021 
Ph. 515·964· 7378 
Fax 515-964-7246 
Terry Grapent1ne, Pnnc1pal 

Hammer Mar eting Resources 
1791nverness Rd. 
Severna Pa , MD 21146 
Ph. 410-544·9191 
Wilham Hammer, President 

Hancock Information Group 
2180 W. S.R 434, Ste. 3170 
Orlando, FL 32n9 
Ph. 407·682-1556 
Fax 407·682-0025 
Lori Sprague. V.P. Ops. 

Harte-Han s Market Research 
65 Ate. 4 E. 
River Edge, NJ 07661·1924 
Ph. 201·342-6400 
Fax 201·342·1709 
Harry Seymour. E)(ec. V.P. 

HealthCare Pertormance Measurement Systems 
530 Silas Deane Hwy. 
Wethersfield, CT 06109 
Ph. 800-235-5028 
Fax 800-448·1569 
Mark L. Trencher. Pnnc1paJ 

Pat Henry Market Research. Inc. 
230 Huron Rd. N.W., Ste. 100.43 
Cleveland, OH 44113 
Ph. 216-621-3831 
Fax 216-621-8455 
Mark K1kel, V.P. of Ops. 

CR, Inc. I 
Hispanic Marketing Communication Research 
A divis1on of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 415·595·5028 
Fax 415-595-5407 
Felipe Korzenny, Ph.D .• President 
Betty Ann Korzenny, Ph.D .. Exec. V.P. 

Hispanic consumer satisfaction research us1ng a 
Psycho-Socio-CulturaC approach. Full-service quali· 
tative and quantitative research in the U.S. and Lat1n 
America. Assessment of external and internal cus­
tomer satisfaction (CS) and needs for the Hispanic and 
general markets. CS services Include: surveys, inter­
views, focus groups, benchmarking, trac ing studies, 
employee opinion studies, and organizational assess­
ments. Highly qualified bilingual researchers. Tele­
phone ban with CATI capability. 
(See advertisement on p. 15) 
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Horowitz Associates, Inc. 
1971 Palmer Ave. 
Larchmont, NY 10538-2439 
Ph. 914-834-5999 
Fax 914-834-5998 
Howard Horowitz, President 

I R urv y R 
ICR Survey Research Group 
A division of AUS Consultants 
605 W. State St. 
Media, PA 19063 
Ph. 61 G-565-9280 

ar h Group 

Steven C. McFadden, Executive Vice President 

Full service market research firm with particular em­
phasis on customer satisfaction research. ICR offers 
the full array of consulting services for service quality 
improvement efforts through qualitative "discovery", 
quantitative measurement of your customers' needs 
and expectations, formalized analysis and presenta­
tion, implementation, and subsequent performance 
tracking. ICR's areas of expertise include consumer 
and industrial products and services, telecommunica­
tions, utility services, pharmaceutical products, and 
food services among others. 
(See advertisements on pp. 37, 39, 41) 

IIH!RR ar h ou 
Qua/it)' Mark tiug Re. earch That Works. 

1/H/R Research Group 
4440 S. Maryland Pkwy., Ste. 203 
Las Vegas, NV 89119 
Ph. 702-734·0757 
Fax 702-734-6319 
Lynn Stalone. Partner 

Looking for a great data collection source for your 
customer satisfaction research? Then lfH/R Research 
Group has the "watts" you're looking for! One hundred 
stations with 60 networked for Ci3 CATI. Fast turn­
around, highest quality data collection. competitive 
prices. MRA interviewer training program. Silent moni­
toring, and the ability to watch the actual computer 
interview as it happens from home or office. 
(See advertisement on p. 36} 

Implementation Research Associates 
P.O. Box237 
Yardley, PA 19067 
Ph. 215-295-6726 
Fax 215-295-6726 
William Strahle, Ph.D., Managing Partner 

lntersearch Corporation 
410 Horsham Rd. 
Horsham, PA 19044 
Ph. 215-442-9000 
Fax 215-442-9040 
Bruce Shandler, President 

• p.. =d. ~·-·· ' 
Irwin Research Services, Inc. 
Sun Bank Building 
9250 Baymeadows Ad., Ste. 350 
Jacksonville. FL 32256 
Ph. 904-731 -1811 
Fax 904-731-1225 
Scott Irwin. President 

Complete Florida data collection/field services. New 
state-of-the-art 2,500 sq. ft. CL T facility, seats 50, incl. 
1,000 sq. ft. with 25-station LAN; SO-station telephone 
center equipped with ACRS by M/NRJC and Ci2/Ci3 by 
Sawtooth Software; two oversized focus rooms with 
test itchen and full client amenities; mall facilities. 
(See advertisement on p. 31) 

I.S.I.S. · Integrated Strategic Information Services 
2516 Hastings Dr., Ste. 500 
Bel mount, CA 94002 
Ph. 415-802-8555 
Fax 415-802-9555 
Marc C. Limacher, Managing Director 

Issues and Answers Network, Inc. 
5151 Bonney Rd. 
Virginia Beach, VA 23462 
Ph. 804~456-1100 

Fax 804-456-0377 
Carla Lindemann, Vice President 

JAG Systems 
2331 University Ave. S.E., Ste. 130C 
Minneapolis. MN 55414 
Ph. 612-331 -6080 
Fax 612-331 -6069 
Noel Jagolino, Mgr. Marketing 

JRP Marketing Research Services. Inc. 
100 Granite Dr. 
Media, PA 19063 
Ph. 610-565·8840 
Fax 610-565-8870 
Paul Frattarol i, President 

Keller Research Associates 
2950 Metro Dr .• Ste. 313 
Minneapolis. MN 55425 
Ph. 612-854-5623 
Fax 612-854·6869 
Lynnette Bailey, Dir. Sales & Mktg. 

Kubba Consultants, Inc. 
2720 River Rd., Ste. 200 
Des Plaines, IL 60018 
Ph. 708·296-1224 
Fax 708-296-1226 
Ed Kubba, President 

I Barry Leeds & Associates. Inc. 
38 E. 29th St. 
New York. NY 10016-7911 
Ph. 212-889-5941 
Fax 212-889-6066 
Barry leeds, President 

Nancy low & Associates, Inc. 
5454 Wisconsin Ave., Ste. 1300 
Chevy Chase, MD 20815 
Ph. 301 ·951 -9200 
Fax 301-986-1641 
Nan Russell Hannapel 

MacroeAHF Marketing Research & Consultancy 
100 Avenue ol the Americas 
New York, NY 10013 
Ph. 212-941-5555 
Fax 212-941 -7031 
Beryl L. Levitt, President 

Full-service, custom-designed qualitative/quantitative 
research. Small-scale tests to fu ll-scale national stud­
ies. Consumer, executive, business-to-business re­
search; concept and copy testing, positioning, seg­
mentation and tracking studies; legal research (clatm 
substantiation or challenge/expert testimony and rep­
resentation at court/jury selection). Full multivariate 
skills; LoMACAST MODEL for new product forecast­
ing, 200 station in-house CATI telephone lacillty with 
predictive dialing or personal outside interviewing. 
Spacious on-prem1ses conference/focus group center 
with state-of-the-art audio/video capabilities in both 

l-800 774 0367 
Reach out and research us. Monitor your brand quality . And more. Our Brand Quality 

Monitoring (BQM) combine inno vative data collec tion technology with our proven anal tic kill . Li tening i 

beli eving. Call and denw BQM today. And ay hello to a better wa to survey . A THOUGHT AHEAD ~~eJ~ 
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New York and Burlington, VT. Test kitchen; in-house 
computer and graphics divisions. Brochures available. 
(See advertisement on p. 25) 

Macro International, Inc. 
805 Third Ave., 8th fl. 
New York, NY 10022 
Ph. 212·888·4141 
Fax 212-888·0140 
Sheila Paterson, Pres. fnt'l. Rsch. & Cnsltg. Grp. 

Macro International's Customer Loyalty Plus (CL ) is a 
new, unique system for measuring and building cus· 
tamer loyalty worldwide. Consisting of three phases 
(assessment, planning, improvement), Clt improves 
profitability by identifying, strengthening and building 
your loyal customer base. Focusing on loyalty results in 
significant savings since costs are 4-6 times higher to 
win a new customer than to keep a customer loyal. Our 
Web Site is: www.macroint.com 
(See advertisement on p. 17) 

A THOUGHT AHE A D 

MIA/RIC Research 
7850 N. Belt Line Rd. 
Irving, TX 75063 
Ph. 214·506-3400 
Fax 214-506·3505 
Mike Redington, President 

MIA/RIC Research provides full-service custom mar· 
keting research, consulting, analysis of client sales/ 
customer databases. Includes providing problem defi­
nition, information gathering/management and Inte­
gration into client decision-making' process. Expertise 
includes strategic research, customer satisfaction, new 
product evaluation/position, adVertising/business track­
ing and brand equity assessment. 
(See advertisement on p. 72) 
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Maritz Marketing Research, Inc. 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 800·446·1690 
Fax 314-827-8605 
Phil Wiseman. Mar eting Director 

Maritz Marketing Research Inc. specializes in custom· 
ized solutions to service quality needs. Utilizing cus­
tomer satisfaction measurement, customer-focused 
traimng, reward and recognition systems and commu· 
nications programs, Maritz supports and drives perfor· 
mance improvement strategies throughout an organi· 
zation. Whether you need measurement or a totally 
integrated solution, Maritz is the answer - nationally 
and internationally. 
(See advertisements on pp. 23, 40) 

Market Access Partners 
8 Inverness Dr. E., Ste. 130 
Englewood, CO 80112 
Ph. 800-313·4393 or 303·670.5198 
Fax 303·670·5199 
Mary Goldman Kramer, Managing Partner 
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Market ACTION 
2222 Westerland Dr., Ste. 250 
Houston, TX 77063 
Ph. 713·789·0652 
Fax 713·789·0652 
Dr. Betsy Goodnow, Owner 

MP- M.O.R.-PACE € 1 ~ 
1 Sun.q Resmrclr Rnd Markltrng Information 

Market Opinion Research 
31700 Middlebell Rd ., Ste. 200 
Farmington Hills, Ml 48334 
Ph. 810.737-5300 
Fax 81(}737·5326 
James Leiman, Ph.D., Sr. Vice President 

M.O.R., a full service research supplier, has experi-

ence conducting customer satisfaction research for 
automotive, consumer, financial, health care, industrial 
and insurance clients using QFD, CS indexing, expec­
tation/gap analysis, problem resolution, and retention 
methodologies. New analysis techniques and state-of· 
the-art software have been designed to address the 
unique needs of our clients. Contact us to talk with a 
veteran research manager who will help you develop 
and implement an actionable customer satisfaction 
program. leam how to understand the voice of your 
customers; measure the extent and importance of your 
customer's problems; and build a house of quality. 
(See advertisement on p. 73) 
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The answer is obvious: Market Opinion Research. M.O.R. has 
an extensive history of conducting customer satisfaction research, a 
history that continues to grow because we approach each client's 
situation as new and unique. Our customer satisfaction research 
programs take into consideration our client's industry, the competirve 
environment they face, and the manner in which they interact with 
their customers. Our results provide accurate, actionable information 
for use at all levels in the organization. 

In designing a customer satisfaction research program for your 
company, M.O.R. research directors work closely with you to 
determine your specific measurement needs. On the basis of this 
oveNiew, M.O.R. will recommend a research plan incorporating the 
methodologies, analysis plans and presentation formats that are most 
suited to your requirements. 

For more information on M.O.R.'s strategic approach to both domestic 
and international customer satisfaction research, please contact Pete 
Haag, James Leiman or Kim Holland at 1-SOQ-333-07 46. 

MARKET OPI 10 RESEARCH 
an M.O.R.-PAC£ company 

31700 Middl b lt Road, Farmington Hills, MI 4 3 1-BQ0-333-0746 
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Market Probe International 
114 E. 32nd St., Ste. 1603 
New York. NY 10016 

Market Trends Pac1fic. Inc. 
1136 Union Mall. Ste. 310 
Honolulu, Hl96813 

Marketing & Research Resources, Inc. 
5705 Industry Ln .• 2nd fl. 
Frederick, MD 21704 

Ph. 212-725-7676 Ph. 808-532-0733 Ph. 301-694-2800 

Fax 212-725-7521 Fax 808-532-0744 Fax 301-694-5171 

Alan Appelbaum. President Wanda Kakugawa, President Lisa Hammer, V.P. Research 
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Survey Software for the professional researcher 
* Que lionnaire De ign * Que tionnaire Printing 

~::':I:=t~ • CAT/ and 'API • Questionnair. Analysi 
N matter what your requiremen : 
crosstabulations, frequency table. , 

descriptive tatistic or 3-D graphics, 
NAP Professional i.Y your 

all in one" olution! 

Call or fax Mercator Corporation 
for y ur free evaluation di kette 
Tel: (508) 463-4093 St 
Fa \ : (50 ) 463-9375 • TM 

The Marketing Audit, Inc. 
1524 Pine St. 
Philadelphia, PA 19102·4647 
Ph. 215-545-6620 
Fax 215·545·0888 
Malcolm Finnamore, Product Manager 

Marketing Evaluations!T'VQ 
1615 Northern Blvd. 
Manhasset, NY 11030 
Ph. 516·365-7979 
Fax 516-365·9351 
Steven Levitt, President 
Henry Schafer, Exec. Vice President 
Carol Heller. Vice President 

Product 0 was established in 1988 as an ongoing 
measurement of consumer brand eqUity. An integral 
component of brand equity is customer satisfaction . 
From studies conducted twice a year. Product Q has 
recorded satisfaction scores on over 250 company and 
brand names. Questionnaires containrng brand/com­
pany Logos are mailed to a national sample of adult 
members of The People Panel, with 1,800 completed 
returns in each study. 
(See advertisement on p. 75) 

Measuring Customer Satisfaction 
is 0 ly he Beg1n 1ng .. 
Let MarkBtVIslon show you a proven, successful method to integrate customer satisfaction results into your business 
processes. Our approach is unique, actionable, and is designed to achieve increased profitability and competitiveness. We will 
help to identify the key elements for becoming a High Performance Organization and show you how to cost effectively monitor 
your progress. Finally, we will show you how to integrate customer feedback into your company's business processes so that 
information is used in a positive, productive way. 

For more Information on how to achieve high performance results call Market VIs/on CSM, the customer 
satisfaction measurements division of Market VIs/on. 

MarketVision® 
MorketVislon C9r1, o division of MorketVision Reseordl, Inc. speciollzlng In customer satlsfoctlon measurements. 

4500 Cooper Aood • Cincinnati, OH 45242-5617 • (513) 791 -3100 • Fox (513) 794-3500 

Cincinnati Charlotte Orlando Dallas Toronto 
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Marketrends, Inc. 
103 Charles River Land1ng Rd. 
Williamsburg, VA 23185 
Ph. 804·229·3065 or 800·296-4447 
Fax 804·229-1828 
Nancy Fuller. Owner 

Market Vision 
Research, Inc. 

MarketVision CSM 
Customer Satisfaction Measurements 
4500 Cooper Rd. 
Cincinnati, OH 45242·5617 
Ph. 513·791-3100 
Fax 513-794-3500 
Robert V. Miller. Ph.D .• President 

Customer satisfaction and customer retention consult· 
ing, research. and analysis. Provide umque approaches 
for integrating customer satisfaction results into busi· 
ness processes for high performance outcomes. Spe­
cialists in developing programs to improve customer 
loyalty and for achieving greater bot1om line results. 
Creative models and proven tools and techniques 
used. Trace® Customer Satisfaction Tracking System. 
Offices in Cincinnati, Charlotte, Orlando, Dallas, and 
Toronto. An Inc. 500 company. 
(See advertisement on p. 74) 

Matousek & Associates 
1270 Main St. 
Green Bay, Wl54302 
Ph. 414-436·4647 
Fax 414-436·4651 
Terri Matousek, Owner 

MATRIXX Marketing Research 
4600 Montgomery Rd. 
Cincinnati, OH 45212 
Ph. 800-323·8369 
Fax 513·841·0666 
Barry Maners, Director 

MATRIXX Marketing Research specializes in helping 
their client base understand the key aspects of the 
client's relationship w1th the customer and determining 
specific impactors of the customers value perception. 
A MATRIXX CVM (Customer Value Management) 
program is specifically designed to not just measure 
"satisfactionM, but to isolate the key elements that 
describe your customer perceived value package. A 
typical MATRIX X CVM program combines: 1) qualita· 
live and quantitative research to gather information 
from the customer in key areas developed for each 
MATRIXX client; 2) clear, concise reporting which 
focused on MATRIXX's Performance Induced Impact. 
PII develops clear analysis of the magnitude of strength 
and magnitude of weakness lor each value package 
component: 3) Development Workshop Traming dur· 
rng the quantitative port1on of the CVM program so that 
your organization is ready to act when Performance 
Induced Impact statements regarding value are deliv­
ered; 4) hands·on deployment and implementation 
guidance using your customer value assessments. 
Extens1ve experience in business-to-business and 
consumer research in health care, manufacturing, utili­
ties, automotive and consumer products. A division of 
Cincinnati Bell, Inc. 
(See advertisement on p. 48) 

October 1995 

and line charts, descriptive statistics, data import and 
export. SNAP M Data Entry and SNAP"•• Analysis 
editions are also available. 
(See advertisement on p. 74) 

Mercator Corporation 
172 State St. 
Newburyport, MA 01950 
Ph. 508·463·4093 

Meyers Research Center 
58 W. 40th St. 
New York, NY 10018 
Ph. 212-391-0166 
Fax 212·768-Q268 Fax 508 463-9375 

Donna MacDonald, Mk1g. and Media Relations Arthur Zimbalist, Sr. Vice President 

Mercator Corporation's SNAP ProfessionalrM is an 
integrated survey design and analysis software. avail· 
able in Windows™ or DOS, for creating and analyzing 
surveys. Facilities include questionnaire printing and 3 
methods of data entry. Analysis incorporates cross 
tabulations, frequency and grid tables, 2D & 3D bar, pie 

Company, Product 

MGAfThompson, Inc. 
112517th St., Ste. 1800 
Denver, CO 80202 
Ph. 303-298-1818 
Fax 303·297-3526 
Doug Magee, V.P. Research 

and Brand Appeal Ratings 

• Measure consumer equity as portrayed 
by the brand logo 

• Pin-point licensing potential and the 
compatibility of potential partners for 
joint (or cross-brand) promotions 

• Determine what the brand stands for in 
the eyes of the marketplace 

• Evaluate consumer satisfaction relative 
to 160 other brands 

For more information, call: (516) 365-7979 

Marketing Evaluations I TVQ 
1615 Northern Blvd . 

Manhasset, NY 11030 

Steven Levitt • Carol Heller • Henry Schafe r 
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Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph. 770-955·5400 
Fax 770·955-5040 
Mark Michelson, President 

Moosbrugger Marketing Research 
901 W. Hillgrove Ave. 
La Grange, IL 60525 
Ph. 708-354-5090 
Fax 708·354-6813 
Mary C. Moosbrugger, President 

Murphy Marketing Research 
5820 N. lake Dr. 
Milwaukee, Wl53217 

National Survey Systems 
15375~A Barranca Pkwy., Ste. 216 
Irvine, CA 92718 
Ph. 714-753-1077 
Fax 714-753-1145 
Robert Mirman, Pres1den! 

NCS 
4401 W. 76th St. 
Edina, MN 55435 
Ph. 800-347-7226 or 612-830-7600 
Fax 612-893-8102 

Ph. 414-964-6604 
Fax 414-964-9558 
Alison Murphy, Partner 

A full service research/consulting firm, specializing in 
large scale internaVexternal customer attitude studies. 

Evaluating 
Survey Options? 

ne lear hoice 

With th 

C : Your ingl - our e 
urvey olution 

I aut mat d nning 

~: 

mp n. 

tcm and pr ing crvic 
an quickly pro id th d ar1 

conci cl nd actionable iHformalion 
n ded to gi th mark lplac 

ur undi i d tt ntion. 

ltt-Hou e or Out- our 
o Me t Your ed 

· will help u m 

lu tion to your n d 
complct menu of u r 

lution I in luding: 
• orm 

Di tributi n • 

• R r h plannin 
• Pr ing & codin 

o find th ri ht surve11 olution 
call 00- 47-7226 e t. 142 

Cl 14'1' 1\ ,,t:Jon,•l C<•mputer '>)' l" m , In, 
U nghl n•'<'f\ t-.J 
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ur 

analy i 

Research is tailored to each client's needs to turn 
information into actionable resu lts. A technology leader, 
NCS applies the best information gathering methods to 
meet your needs. NCS' available services include; 
project management, research, survey design, print· 
ing, distribution, database management, analysis re­
porting, or in-house software and systems. 
(See advertisement on p. 76) 

NETWORK 
601 Madison Ave. 
Covington, KY 41011 
Ph. 606-431-5431 
Fax 606-431-5838 
Ellen P. Gregory, Exec. V.P. 

Next Generation Research, Inc. 
30301 Wedgewood Dr. 
Cleveland, OH 44139 
Ph. 216-498-1185 
Fax 216·498·0983 
Jonathan E. Brill, Ph.D., Principal 

Nordhaus Research, Inc. 
20300 W. 12 Mile Ad 
Southfield, Ml 48076 
Ph. 810-827-2400 
Fax 810-827-1380 
John King, President 

Novak Marketing, Inc. 
237 Park Ave., 21st fl. 
New York, NY 10017 
Ph. 212·557·1222 
Fax 212-557-1290 
Gregory Novak, President 

NSRC (National Survey Research Center) 
10107 Brecksville Rd., Ste. 340 
Brecksville, OH 44141·3205 
Ph. 216·838-7640 
Fax 216·838-7650 
Lauren Wagner, Mgr. Client Relations 

OPINIONS UNLIMITED 
A MIER 

Opinions Unlimited, Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph. 713-888-0202 
Fax713-960-1160 
Andrew S. Martin, Ph.D., Principal 

Full service custom research consulting and data col­
lection. Seventy-five station central CATI telephone 
interviewing facilities, CA Tl programming, tabulation, 
analysis and reporting. State-of-the-art focus suites in 
two Texas locations, Amarillo and Houston. Interna­
tionally known moderator one of the principals. Over 15 
years experience assessing customer satisfaction for 
electridgas utilities, financial/insurance industry, con· 
sumer goods, service industries • consumer or busi­
ness-to-business., computer software, telecommuni· 
cations, agricultural industries. 
(See advertisement on p. 35) 

Paria Group, Inc. 
390 W. 800 N., Ste. 104 
Orem, UT 84057 
Ph. 801·226-8200 
Fax 801·226-4819 
Stephen M. Zimmerman, PresidenVCEO 

Penton Research Services 
1100 Superior Ave. 
Cleveland. OH 44114-2543 
Ph. 216~696-7000 ext. 2283 
Fax 216-696-8130 
Kenneth Long, Director 
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Plog Research, Inc. 
18631 Sherman Way 
Reseda, CA 91335 
Ph. 818~345~7363 

Fax 818-345-9265 
Helen Whistler, Vice President 

Polaris Marketing Research 
550 Pharr Rd., Ste. 540 
Atlanta, GA 30305 
Ph. 40~816-0353 
Fax 4~816·0352 
Jan E. Carlson, President 

Point·of·ViewTM Survey Systems 
1380 Lawrence St., Ste. 820 
Denver, CO 80204 
Ph. 800.829-7839 
Fax 303-623-5426 
Kevin Kearney, President 

Prince Market Research, Inc. 
2323 Hillsboro Rd., #500 
Nashville, TN 37212 
Ph. 615·292~4860 

Fax 615-292-4860 
Dan Prince, President 

PROJECTIONS INC. Marketing Asch. & Counsel 
47 Marlboro St. 
P.O. Box 585 
Keene, NH 03431 
Ph. 603-352·9500 
Fax 603-357-0000 
Michael Kenyon, President 

Q~~ 
Questar Service Quality Research 
2905 W. Service Rd. 
Eagan, MN 55121 
Ph. 612-688~ 1961 
Julie Fontaine, Supv., Marketing Support 

Specializing in customized assessment of internal and 
external customer satisfaction and market perceived 
quality. Questar is a leader in helping clients develop 
and deploy effective strategies that improve t11e value 
of their products/services, leading to increased cus­
tomer satisfaction, retention and profits. 
(See advertisement on the inside front cover) 

The Question Shop, Inc. 
2860 N. Santiago Blvd., #100 
Orange, CA 92667 
Ph. 714-974-8020 
Fax 714-97~6968 
Ryan Reasor, President 

The Research Center 
825 E. Douglas 
P.O. Box 820 
Wichita, KS 67201-0820 
Ph. 316·268·6532 
Fax 316-268-6609 
Mama Jo Young, Manager 

Research Data Services, Inc. 
4830 W. Kennedy Blvd., Ste. 440 
Tampa, FL 33609 
Ph. 813-287-2975 
Walter Klages, Ph.D. 

Research Resources 
8800 N. 22nd Ave. 
Phoenix AZ 85021 
Ph. 602-371 -8800 
Fax 602·943·3554 
John Muller, Exec. V.P. 
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Response Analysis 
377 Wall St. 
Princeton, NJ 08542 
Pl1. 609·921 ·3333 
Fax 609-921 -2611 
Chris Jaworski, Vice President 

The Response Center, Inc. 
3340 Market St., 1st fl. E. 
Philadelphia, PA 19104 
Ph. 215-222·2800 
Patrick M. Baldasare, President 

Rockwood Research 
1751 W. County Rd. B 
St. Paul, MN 5511 3 
Ph. 612-631·1977 
Fax 612-631~198 
Bill Etter, V.P., Dir of Rsch. 

E. C. Runner & Associates, Inc. 
4650 N. Port Washington Rd. 
Milwaukee, WI 53212 
Ph. 414-332·8050 
Fax 414·332·7377 
Ed Runner, President 

Restaurant Research Associates 
6 Hutton Centre Dr., Ste. 1240 
Santa Ana, CA 92707 

SatisfacUon Management Systems, Inc. 
5959 Baker Rd., Ste. 300 

Ph. 71~241 ·7930 Minnetonka, MN 55345·5957 
Fax 71~241·7933 Ph. 800·966·5561 ext. 4318 
Terri Pratto de Ramirez Fax 612·935·7815 

Daniel Vinup, Mktg. Cnslt. 

r':l Sortdn-E'*'11btln 500 North Oe rborn Street, 
R....-cft s.ntic:e, Inc. Chicago. Illinois 60610 

Tel phone (312) 828-0702 

DO YOU KNOW WHAT YOUR CUSTOMERS 
WANT AND WHAT ALIENATES H M? 
Knowing your customers, according to some observers, 
can be as important as knowing or improving the products 
you make. 

We at SEAS have developed unique strategic techniques 
to determine what makes YOUR CUSTOMERS "tick:' SEAS 
measures their worth, their loyalty and their alienation. 

SEAS can help you increase their worth and loyalty by 
giving you answers to such hard-nosed questions as: 

WHO ARE YOUR CUSTOMERS? 
• What do they want? 
• How well do you fulfill their needs? 
• How loyal are they? Why? 
• Which are your best prospects? 
• How satisfied are they? And why? 
• Do they know what you offer and deliver? 

ARE YOU GETTING AS MUCH BUSINESS FROM YOUR 
CUSTOMERS AS YOU COULD? 
• How can you get more of their business? 

ARE YOU LOSING CUSTOMERS TO THE COMPETITION? 
• And, if so, why? 

SEAS has been performing customer satisfaction research 
for over 26 years. If you 'd like more information, call us or 
send the enclosed postcard. 

Please send me information: 

Name (Mr., Ms.)------- --Title - - - ----
Company ____________________________ _ 

Address ____________ ________________ ___ 

City ------------ State ------ Zip - - - --

Telephone ( ____ _ 
019 1 
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Service Research Corporation 
6201 S. 58th St., Ste. A 
Lincoln, NE 68516 
Ph. 402·434-5000 
Fax 402·434-5006 
Mike Britten, President 

Service Strategies International, Inc. 
12001 N. Central, Ste. 350 
Dallas, TX 75243 
Ph. 214·233-3010 
Fax 214·419·1555 
Andy Lilliston, Exec. V.P./G.M. 

Irwin P. Sharpe & Associates 
50 Greenwood Ave. 
West Orange. NJ 07052 
Ph. 201·731-7800 
Peter Sharpe, Vlce President 

Socratic Technologies, Inc. 
P.O. Box 460863 
San Francisco, CA 94146 
Ph. 415..S48-2802 
Fax 415~641·8205 
Bill MacEiroy, President 

Sorldn-E~ 
...._rch s.mc., Inc. 

Sorkin·Enenstein Research Service, Inc. 
500 N. Dearborn St. 
Chicago, IL 60610 
Ph. 312-828-0702 
Fax 312~828-9530 
Allen Sorkin, President 

Quantitative and qualitative consumer and business­
to-business market research. Full service capabilities. 
Specialists in market segmentation, customer satisfac­
tion, product evaluation, competitive positioning, con­
cept generation, advertising effectiveness. Creative 
custom design consultation, multivariate methods, com­
puter applications. Findings are action oriented. 
(See advertisement on p. 77) 

Southeastern Institute of Research 
2325 W. Broad St. 
Richmond, VA 23220 
Ph. 800·807-8981 
Robert M. Miller, President 

Strategic Alternatives, Inc. 
194 Main St 
Norwalk, CT 06851 
Ph. 203-849-1217 
Fax 203·849·9517 
Lynn Losen, President 

Strategic Research Inc. 
4600 Devonshire Common 
Fremont, CA 94536 
Ph. 510-797·5561 
Fax 510-797-6994 
Sylvia Wessel, President 

Strategy Research Corporation 
100 N.W. 37th Ave. 
Miami. FL 33125 
Ph. 305-649-5400 
Fax 305-649-6312 
Richard W. Tobin, President 

Sun belt Research Associates, Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 407-744·5662 
Fax 407·575-7396 
Barbara L. Allan, President 

Survey Service, Inc . 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876·6450 
Fax 716-876·0430 
Susan R. Adelman, President 

Survey Tabulation Services, Inc. 
1218 Massachusetts Ave. 
Cambridge, MA 02138 
Ph. 617-547-6475 
Fax 617·547-5176 
Arthur Spar, President 

The Sutherland Group, Ltd. 
1160 Victor-Pittsford Rd. 
Pittsford, NY 14534 
Ph. 716·586·5757 
Fax 716-586-5664 
John Stensrud, Dir. Mkt. Rsch. 

Total Research Corporation 
5 Independence Way 

NO MATIBR HOW LOW THB INCIDENCE 
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Contact: Guy Parker 
Tel: 201 726-8700 
Fax: 201 72&8787 
194 Andover Road 

Sparta, NJ 07871 

Princeton, NJ 08540 
Ph. 609·921-8100 
Fax 609-987 ·8839 

21st Century Management Consulting 
56A Charlesbank Way 
Waltham, MA 02154 
Ph. 617·899-4210 
Fax 617-899·0707 
Lynn M. Thomas, President 

USA/DIRECT, Inc. 
194 Andover Rd. 
Sparta, NJ 07871 
Ph. 201·726-8700 
Fax 201·726-8787 
Guy Parker, President 

Low-incidence CSM provides quantitative tracking of 
customer satisfaction vs. direct competition for low­
incidence categories, brands and services. All mea­
sures among designated target groups in full competi· 
tive context, providing basis for realistic evaluation of 
ongoing marketing progress. 
(See advertisement on p. 78) 

The Wagner Group, Inc. 
53 W. 21st St. 
New York, NY 10010 
Ph. 212·627-0066 
Fax 212-727-7492 
Jeffrey Wagner, President 

Walker: CSM 
3939 Priority Way, South Dr. 
Indianapolis, IN 46280 
Ph. 317-843·3939 
Fax 317-843-8897 
Connie Burking, Sr. Mktg. Ascts. 

Wiese Research Associates, Inc. 
10707 Pacific St. , Ste. 202 
Omaha, NE 68114 
Ph. 402-391-7734 
Fax 402·391.0331 
Tom Wiese, President 

Winona Research, Inc. 
8200 Humboldt Ave. S. 
Minneapolis, MN 55431·1486 
Ph. 612-881·5400 
Fax 612·881-0763 
Bruce Lervoog, Ex.ec. V.P. 

Winona's unique customer satisfaction programs are 
custom~esigned for each client, utilizing state-of-the­
art data collection, data processing, and a database­
driven automated reporting system especially suited 
forcompanieswith multiple retail locations. Witha282· 
station CAT I telephone center and a complete in-house 
mail processing department, Winona has the capacity 
to handle all types of projects. 
(See advertisement on p. 79) 

Yarnell. Inc. 
147 Columbia Tpke., Ste. 302 
Florham Park. NJ 07932 
Ph. 201 -593-0050 
Fax 201-593-0164 
Steven M. Yarnell , Ph.D., President 
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WINONA RESEARCH ~ ;--
200 HUMBOLDT AVENUE OUTH, MINNEAPOLI , MN 55431 • PHONE : (612) 881 ·5400 • FAX: (612) 81 ·0763 

00 1'lORTH 22ND AVENUE, PHOENIX, AZ 5021 -425 • PHONE: {602) 3 71 -1400 • FAX: (602) 943 -3554 



Additions 
Please note the following changes to listings from the t 995-96 Researcher SourceBook 
(corrected text shown in bold): 

On p. 52, the phone number in the display advertisement ofT ed Heiman & Associates 
should be 818·712-4920. 
On p. 81 , the address for Micromeasurements, Inc. should be 4 Forest Park Dr. 
On p. 96, the second line of the listings for the branch offices of Irwin Research 
Services, Inc. at The Avenues Mall and Regency Square Mall should read "Opin· 
ions" - The Avenues Mall and "Opinions• - Regency Square Mall respectively. 
On p. 109, the address in the display advertisement of The Marketing Workshop, Inc. 
should be 3725 OaVinci Ct. 
On p. 132, the fax number for Southern Spectrum Research should be 504-539-9228. 
On p. 146, the address for Barnes Research should be 4920 Plainfield N.E. 
On p. 153, the phone number for Rockwood Research Corp. should be 612-631·1977. 
On p. 155, the Mar1<eting Research Institute branch is located in Suite 209·8. 
On p. 184, the phone number for Focus Plus, Inc. should be 212-675·0142. 
On p. 199, the phone nu mberfor The Customer Center, Inc. should be 91 0-768· 7368 
and the fax should be 910-768-7428. 
On p. 201 , the phone number for Precision Marketing. Inc. should be 701 -232-3858. 
On p. 217, the listing for the Voorhees, NJbranch officeofGroupDynamicsin Focus, 
Inc. should read Group Dynamics/Cherry Hill. The contact name for this office 
should be Merle Holman. 
Due to an editing error, the research services cross-index categories for Horizon 
Research Services, Columbia, Mo., contained an incorrect page number. The 
company's entries in the categories of: business-to-business research; focus group 
faci lities; interviewing services- data collection field services; interviewing services 
- telephone/CRT; and marketing research - full service, should be Horizon 
Research Services (MO) p. 155. 
In some copies of the SourceBook. the full-page display advertisements for Questar 
Service Quality Research and Quanti me Corporation appeared on pages 291 and 292, 
respectively. The ads should have appeared on pages 249 and 250, respectively. 

Please add the following firms to the 1995 Directory of Syndicated/Omnibus Studies: 

MACA Information Services 
20 Summer St. 
Stamfo d. CT 06901 
Ph. 203·324-9600 
Fax 203-348·4087 
Ken Murphy 
Menu Census (S) 
Heal h-Trak (S) 
Purchase·Trak (S) 

Travel Industry Association of America 
1 00 New Yo k Ave. N.W., Ste. 450 
Washington, DC 20005-3934 
Ph. 202A08-1832 
Fax 202 08-1255 
Suzanne D. Coo 
National Travel Survey (0) 
Travel Scope (S) 
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Acauisition Wanted 

An East Coast full service market research firm is 
looking to expand their business by acquiring a small 
research company in Chicago, Atlanta, San Fran­
cisco, or LA area. The company can be full service 
or data collection only. fnterested companies, please 
respond to: Quirk's Classified, Dept. LP-IC, P.O. Box 
23536, Minneapolis, MN 55423 

MALL FACILITIES 
ASSUME EXISTING LEASE 

Florida - Data Collection/Field Services facility. 
Assume existing lease at N E Florida regional mall. 
Prime Location. High traffic. Ideal market. 

For more information write to : Quirk's Classified, Dept. 0 -IRSI, 
P.O. Box 23536, Minneapolis, MN 55423 

MENESES 
RESEARCH & 

iJ' 
ASSOCIATES 

o Hispanic moderator: 

Marketing Research 
Among Hispanics? 

CALL 818-784-2192 
Walter Meneses 

o Data Collection: Notional & International: 
o Telephone facility in Los An eles: 
o Publisher of STAT• Spanish-Long. TV Adv. Tracking 

15000 Ventura Blvd. Suite 200 Sherman Oaks, California 91403 
ax: (818) 784-21 94 

TelePromptTM 
ln eractive Telephone Cen er Software 
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David Cushman Griffis (415} 574-0178 

n 3D Software Services 
1015 E Hillsdale Blvd. Ste. 206. Foster City CA 94404 
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Ph. 810-737-5300 • Fax 810-737-5326 Ph. 612-925-0159 • Fax 612-925~0851 

NCS ...................................................................... 76 Survey Methods Group ...................................... 55 
Ph. 800-347-7226 • Fa 612-893·8102 Ph. 415·495·6692 • Fax 415·995·8185 
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Latter 
Editor's note: This is your space to comment on the articles that appear in OMRR. We hope 

it seNes as a forum for the exchange of ideas on all manner of research topics. When you 
write, please include your name, job title company or organization name, address and phone 
number. Letters may edited for clarity or space. Send letters to: Joseph Rydholm, QMRR, 
P. 0. Box 23536, Minneapolis, MN 55423. 

In his article "Regression regression" (QMRR, October 1994), Gary M. Mullet omits a 
missing data procedure which is superior to those he mentions. The procedure takes each 
independent variable which contains significant missing data, and regresses it on the 
remaining independent variables. This regression equation is used to fill missing data. 

The advantage of this procedure is the same as the advantage Mullet cites for using the 
respondent's own mean on the items he or she answered tor the missing items; i.e. "to some 
respondents there ain't no tens." However the above procedure is better because it uses the 
real relationship among the items instead of a blanket average. 

On another topic, there are ways of dealing with the "wrong sign" problem other than the 
ones Mullet mentioned. Regression on principal components and biased (ridge) regression 
are two techniques that effectively deal with the type of multicollinearity seen in Mullet's 
small data set. 

Morris Olitsky 
Vice President, Corporate Research and Development 

The Franklin Mint, Franklin Center, Pa. 
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by Joseph Rydholm 
QMRR editor 

Wha do clients want from a 
research firm? 

firm, c urte y ar et irection , 
a an a ity, M ., research firm. 

a way t t tare ear h t chn iqu 
and al t k p its nam t p of mind 
with curr nt and pro pective client 
("mark ring' aft rail, i part fmarket­
ing re earch , Market D'rection ent 
out check urvey which a ked client 
to rate the imp rtance of everal tate­
ment about re earch companie , uch 
a , HTI1e re earch company i ... 

• hone t with me 
• care about my bu ine 
• ha good marketing con ultant 
• a nationally known company 
• flexible in meeting my need . 

heck urvey are actual check 
u ually in the amount of a dollar or 

tw ) that are attached to a urvey 
form containing a hort explanation 
and a hand ul of que tion . Re pan­
dent write their an wer on the back 
of the check, detach it and ca h it like 
any other check. After the bank pro-
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s e , the check . you've got your 
·urvey f rm ba k. 

Market Dire ti n · receiv d 0 rc­
sp nses from res archers in a wide 
rang of indu tri s, resulting in th 
following top I 0 ILl. 

Mark t r · want t work with are-
. ear h firm that: 

1. Maintains eli nt · nfid ntiality 
2. I hone t 
3. I punctual 
4. Is fie ible 

. eli ver against project pecifi­
cations 

. Pr v.ides high quality utput 
7. I re ·p n ive t thee ient' need · 

. Ha high quality-control tan­
dards 

9. I cu tomer oriented in interac­
tion with client 

l 0. Keep the client informed 
throughout a project. 

lo e relation hip 
The importance of confidentiality 

will only increa e if the trend of 
out ourcing continue . A marketer 
pare or eliminate their own re earch 
d partment they are forced to enter 
into e ceedingly clo e relati n hip 
with their re earch pro ider , often to 
the point of having re earch company 
taff on- ite e eral day a week. To 

keep the relation hip healthy, re earch 
firm mu t keep integrity and onfi ­
dentiality a their byword . 

The surv y al:o show d that com­
panies want h nesty from their re­
, ·ar ·h providers, spe ifically in term 
of capabilitie: and limitation . · It' 
crucia l for resear h companie. to 

n w when th y arc n t suited for a 
pr spe tive assignment and to only 
take on what th y can readily de ­
li ver," says usan paulding, pre i­
dent and of Market irection . 
"Being hone t with the dient i im­
perative. If your company cannot be 
tle ible with a client' changing need . 
or if a dead! ine i going to be mi ed, the 
client needs to be informed quickly, 
with a re olution offered.'' 

There i no r om for "nice to know" 
re ·earch, paulding ay . " very ue -
tion in e ery tudy mu t be actionable 
today. Re earch companie mu t ag­
gre ive1y pur ueand deliver high qual­
ity. Additi nally, they mu t gather and 
proce the information at Mach peed 
without affecting it integrity." 

Learn about client ' bu ine e 
The finding how that re ear h 

companie mu t take the time to learn 
about their eli nl ' bu in . e . The 

- for marketer ~ 

pr vider . 
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At h Burke nstitute 

0 B J E c T I vI T y IS PART 
OF WHAT WE'RE INSTITUTING. 

THE BURKE I STITUTE R rci ipat in a Burk In titute 
: eminar and ou can e pec t to 
: gain a valuable point of view. 

. . ot our , but •our own. Be ause 
Q~; we pr vide a full and impartial look 

rti l h dul f min r Thr ugh J un 1996 

ICl l"trodYol Q « Muke.lihl Re-Huch 4CJ 

•• Q~' ac the be t practice utilized b · 
··- W oR\.. mark tin~ re ar her wCJrldwide. Not 

ju the proprietary technique· and vi wpoint of a 
parti ular upplier. Through more than 2,000 seminar on 25 
topi wich more than 35 000 participant in 26 countries 
our complete obje tivity ha remained constant. 

But bj t1vr t i · not the onl ben fit ou get 
when 'OU attend our . eminar . Here are a f w more: 

~ 

r h 1 r 

ru meet 
sequen 
cont nt 

You gtt r 

from ddf r nt 

EXJ ERTI.'E 
exrcrt~ who "wrote ook" on market· 

eJut:.iteJ murc pr<.~Clillun~er than 

BR A H 
from a wid ro"rams J ~igneJ 
J u ca tion . 1 I n c c J s . u r r r o g r .1m me J 

I i m i nat \ t h J up I i c a 1 i l! n ,, n J con f l1 c tin g 
~ u I t : f r o m a 1 t n J i n 11 J i s J u i n l e J s c n\1 n " r 

RE ~ GN l 
You get rangihlc profe ~1unal rccugnttl 10 nee 

through <lUr highly rl' pl'LicJ t.:l'rti it-arc~ u JLhlevemenr. 

REALI , M 
0 u r ·' c m 1 n .t ro. 1.. o m h i n e . 1 L <I J m 1 c r q~ u r w 11 h r c .d · l1 f c e x r c r • 

tt e ~ .t 1 n e J f r o m h a v 1 n g J o n e r n s u r h o us a n J ~ <l f r c e a r c h ~ r u J i c ~ . 
The con t ·n 1 1~ u able lllllll ·J1a tcly in Jay-to-J<ty wurk. 

The . e are just orne of rhe man)' reasons for th superlative 
evaluation we receive from our participant 

E~:n·ltent - hi)!hh n· ommendeJ and oj imm dtac fJTacti al value ufmn return 

cu W(}Tk, euellntt balana uf t:tample ond bockgrulHld/e.xp!anacor:y info 

~reaker rh bnr · mcHdibh lrveh, intere ting, h lt>Jul, d'lnami , genurne 

and thuruugilh ktluwl dgeahle abuut th!! ubjecr ·as well as relating the info 

fJTe t!nted w £wdien.:e need, . 
Marketln): Anal:nt. Merck 'harp & Duhm 

The 
ur 

s.rc 6 1 
l 12· 1' 

••..• h 7 

lOJ oc-YJ G ro yp Appii<Cati a• 

ludnn.au lt - 1 
In< In '' .. Apr Jl 17 

2 4 Qwl lt t •o ll 
{I n IOrtiiU 

C ulun::n11 1 

ll 

, hR.,...m 
.. 0. 14 15 

• Apt 1~· 19 

I st1tute 

5()J 

bOI 

.01 . 

1\l l. 

7 2. B• In •• ·to II lO> 1 Mukellftll\ u h 
In Inn " . ~· lO· ll 

TIN G R H 

.F 

UAliTATIVE RESI:AR C I1 
.... Apr. 9-19 

Please call nr fax L i a Ra.ffi g n o n e, Marketing Manager , or Dr . id V e nkat e h , Pre idenl 

inctnltati 

0 ~ 543~ 635 (e l. 6135) or 6 6~6 5~6135 fax: 6 6-6 5~6064 

orpo-rate Headquuner 50 E . Rivercenter Boulevard 
() JYY5 , f'hr B r~e lnSitl~rt 

o ington, entu k -y 41011 



We stay on t e ball to eep 
your b sines rolling. 

At Cr tive & R p n ar h w don't m r ly run h number . 
W run h mark ting problems. Our approach i t provid inn vati v r 

and analy i to giv y ur pr du t i gr at t a t fall ... 

With v r 30 y 
m o th 

you can 

th mp titiv dg . 

in th bu in and a li t f eli n th t include 
t known brand and bu in nam in th w rld 

unt on C&R to b y ur r arch partn r. 

RE 

. Mi hi n 

R pon 
• hi a 

H 

ar h In 
• 1--52 - 1 
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