
! ~,Measuring~ customer value • Research industry AWOL on TOM? • (Dis )satisfaction research 
I ... .0: ,_ • "' 

October 1996 



For a catalog call Kim Barnett e at 1-800-806-0183. Visit our web s1te at http://www.burke .com or e-mail us at trainlng @burke .com 

T H E TRAINING & 0 E V E L 0 P M E N T C E N T E R 

Not affiliated with The Burke Institute or BBI Marketing Services. Inc 

ANY 3-DAY 
COURSE 

JUST $975. 

INTRODUCTION TO 
MARKETING RESEARCH 

January 13-15, 1997 
San Francisco 

February 1 0-12, 1997 
Dallas 

March 17-19,1997 
Boston 

April 28-30, 1997 
Cincinnati 

July 14-1 6, 1997 
San Francisco 

SeptemberS-10, 1997 
Chicago 

October 27-29, 1997 
New York 

December 8-1 0 , 1997 
Cincinnati 

APPLIED 
MARKETING RESEARCH 

February 3-5, 1 997 
San Francisco 

June 2-4, 1997 
Cincinnati 

October 13-15, 1997 
New York 

DESIGNING EFFECTIVE 
QUESTIONNAIRES 

~ June9-11.1997 V"'" Cincinnati 

September 15-17, 1997 
San Francisco 

November 1 0-1 2 , 1997 
Chicago 

FUNDAMENTALS OF 
USING & CONDUCTING 

QUALITATIVE PROJECTS 

March 10-12, 1997 
New York 

May 19-21,1997 
Cincinnati 

October 27-29, 1997 
San Francisco 

TRAINING FOR FOCUS 
GROUP MODERATING 

(4 DAY= $149!S ) 

~ May 5-8, 1997 
V"'" Cincinnati 

August 18-21 , 1997 
Chicago 

December 8-11 , 1997 
Los Angeles 

INTRODUCTION TO 
DATA ANALYSIS 

January 27-29, 1997 
New York 

March 24-26, 1997 
Chicago 

June 23-25. 1997 
Boston 

September 8-1 0 , 1997 
San Francisco 

November 17-19,1997 
Cincinnati 

MARKETING 
APPLICATIONS OF 

MULTIVARIATE 
TECHNIQUES 

March 3-5, 1997 
Cincinnati 

June 23-25, 1997 
Chicago 

September 22-24, 1997 
New York 

December 1-3, 1 997 
San Francisco 

MEASURING & 
MANAGING CUSTOMER 

SATISFACTION & LOYALTY 

January 13-15, 1997 
Cincinnati 

April 7 -9 , 1997 
Chicago 

July 7-9, 1997 
San Francisco 

Sept. 29-0ct. 1, 1997 
New York 

November 1 0-1 2 , 1 997 
Cincinnati 





4 

10 A united effort 
Satisfaction research puts Twin Cities United Ways 
in touch with their core donors 

12 Customer value measurement 

18 Profiting from customer value analysis 

22 Measuring your competitive strength 

24 Is the market research industry failing its TOM clients? 
Researchers must meet changing management needs for 
improved customer knowledge and quality improvement goals 

62 The focus group bill of rights 

6 Survey Monitor 
8 Product & Service Update 
14 DataUse 
20 Names of Note 
21 Research Industry News 
56 Focus Group Moderator 

Directory 

67 1996 Customer Satisfaction 
Directory 

86 Classified Ads 
88 1996-97 SourceBook Listing 

Additions and Corrections 
89 Index of Advertisers 
90 From the Publisher 

Publisher 
Tom Quirk 

Editor 
Joseph Rydholm 

Assistant Editor 
Michael Welch 

Advertising Sales Manager 
Evan Tweed 

Production Manager 
James Quirk 

Directory Editor 
Stephen Quirk 

Art Consultant 
Dave Hahn 

Business Manager 
Marlene Rohr 

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

issued 10 times per year - Jan., Feb., Mar., Apr., May, Jun./ Jul., 

Aug./Sep., Oct., Nov., Dec.- by Quirk Enterprises, Inc., 8030 Cedar 

Ave., Ste. 229, Bloomington, MN 55425. Mailing address: P.O. Box 

23536, Minneapolis, MN 55423. Tel.: 612-854-5101; Fax: 

612-854-8191; E-mail: qulr1<19@skypoint.com; Web address: 

http://www.qulrl<s.com. Periodicals postage paid at Minneapolis, 

MN and additional mailing offices. 

Subscription Information: U.S. annual rate (1 0 issues) S50; two 

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

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

promptly; provide old mailing label asweH as new address; Include 

, ZIP code or postal code. Altow4-6 weeks tor change. POSTMASTER: 

Please send change of address to OMRR, P.O. Box 23536, 

Minneapolis, MN 55423. 

Quirk's Marketing Research Review is not responsible for claims 

made in advertisements. 

Ed"orial policy: We invite submission of manuscripts from 

outside sources. Write or call for guidelines. Send press releases 

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

the right to edH any manuscript 

Copyright 1996 by Quirk's Marketing Research Review 

Quirk's Marketing Research Review 





It's the character issue, 
stupid 

More than two-thirds (69.3 percent) 
of Americans participating in a national 
survey by the Research Division of St. 

Louis-based Aragon Consulting Group 
say they will be much more likely to 
vote for a presidential candidate who 
appears to be of good moral character 
and honest, making this the number one 
criterion considered when votes are cast. 

"Our study showed that this issue is 
of particular concern to Republicans," 
says Gary Miller, president of Aragon 
Consulting Group. More than 80 per­
cent of Republicans say the character 
issue is a major factor, compared to 63.2 
percent of Democrats. 

"Nearly as many people (63.2 per­
cent) also are inclined to vote for a 
candidate who favors welfare reform," 
says Miller. "Again, this factor is of 
greater importance among Republicans, 
with 75.2 percent of them saying they 
would be much more likely to vote for 
a candidate who supports welfare re­
form." 

More than half (52 percent) of those 
surveyed say they are much more likely 
to vote for a candidate who favors cut-
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ting taxes, and 63.5 percent report that 
they pay too many taxes. "Still, 55 per­
cent of Americans say they do not think 
a candidate is believable when he advo­
cates tax cuts, while 21.2 percent say 
such promises are believable," says 
Miller. 

The Aragon study found that Demo­
crats are significantly less likely than 
the rest of the population to ay that they 
pay too many taxes. "Even so, more 
than half of all Democrats (52.2 per-

cent) say taxes are too high, while 70.1 
percent of Republicans, 71.4 percent of 
Reform Party members and 75.6 per­
cent of the rest of Americans responded 
likewise," says Miller. 

If taxes were to be cut, most Ameri­
cans suggest reducing federal spend­
ing. Among the more popular sugges­
tions are: cutting foreign aid (86.4 per­
cent); reducing welfare programs (73.9 

continued on p. 44 

When do Hispanics listen to the radio? 
Hispanics have already proven to be good (radio ) li steners. 

Spanish-language tation have been dominating the ratings in the 
nation ' largest radio market (Los Angele ) for the last three years. 
Hispanics spend over 20 hours per week li tening to radio. 

A recent poll by Market Development, Inc., San Diego, as reported in 
MDI's Hispanic Perspective newsletter, asked Hi panics in the five 
major markets when they tune in to r--------------..L.., 
the radio. Data reveals that more His- Occasions for listening to radio 
panic listen to radio while in the car 
and at home than in the office or at 
social gatherings. 

72% 

While the Hispanic car listener is 
more likely to be a male, the home 
listener tends to be a female. This 
might be due to the fact that more 
Hispanic men than women tend to 
driVe a Car and USe it tO travel tO WOrk. Whl~~;;ving At home Atwork fr~~~s g~:hse~f~~s 

Data also reveals that car li tening .__ ____________ ..,....~ 

is higher among U.S.-born, English dominant and higher income 
Hispanics. On the other hand, home listeners are more likely to be 
foreign born and Spani h dominant, with an average household 
income of around $20k. 

Car listening is consistently high throughout all age groups. However, 
at-home listening peaks slightly with younger (18-34) and older (50+) 
Hispanics. Younger Hispanics are also more likely to listen to radio with 
friends and at parties and social gatherings. For more information call 
619-232-5628. 
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10 Reasons why SPSS helps you pinpoint customers and better understand your marketplace! 

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

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

Marketing segmentation 
Using demographic and segmentation 
analysis to better understand your 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

"Survey Tips" booklet. This handy reference 
is perfect as a refresher for the seasoned pro-
fessional or as a quick reference for the novice 
researcher. With tips on topics such as "How 
long should a survey be?" "How to design a 
survey" and "How to analyze data," this book­
let will help prepare you and others for all 
your survey tasks. 

R 
ltn.nswith 
NeMtn! 

Real Stats. Real Easy. 
Athens • Chicago • Bologna • Chertsey • Gorinchem • Herzlia • Madrid • Munich • New Delhi • Paris • Singapore • Stockholm • Sydney • Tokyo • Washington , DC • And distributors worldwide 
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Mercator releases 
·update of snap 

MercatorCorporation, Newburyport, 
Mass., announces the release of snap 
version 4, its survey design and analy-
i software. Version 4 offers users 

an enhanced on-screen survey design 
and layout facility. A library of op­
tions enables users to stylize their 
questionnaires to suit their individual 
needs. An extensive graphics option 
provides the ability to present data in 
a variety of forms. Users can select 
from an existing range of table and 
chart styles or create and save their 
own. For more information call 508-
463-4093. 

New geodemographic 
software 

Market Statistics, New York City, 
has released Marketlntellect Version 
1.8, which combines up-to-date de­
mographic and economic data with 
the software to make sense of them. 

MRA FALL CONFERENCE: The Mar­
keting Research Association will hold 
its fall conference on October 16-18 
at the Westin Hotel, Tabor Center, in 
Denver. The conference program, 
"MRA: Crosstraining for the Future," 
will teach researchers how to com­
bine different tools and techniques 
for success. A computer lab will allow 
participants to experiment with a va­
riety of business applications and 
learn how to "surf the Net." For more 
information call 860-257-4008. 
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Marketintellect 1.8 lets users perform 
geomarketing analysis and create their 
own maps showing geographic dis­
tribution of variables like income level 
and purchasing power. The software 
contains nine different databases, in­
cluding retail and service industry 
sales, buying power indices, consumer . 
expenditure potential, and updated 
census demographic figures. In addi­
tion, Marketintellect 1.8 will accept 
users' customized data. For more in­
formation call 212-592-6273. 

Forrester puts its 
services on-line 

Forrester Research , Cambridge, 
Mass. , has made available its line of 
technology research services and new 
value-added services via the Internet 
and corporate Intranet . Forre ter In­
ternet offers flexible purchasing op­
tions, allowing clients to select only 
those services and features that meet 
their needs. Pricing is based on the 

continued on p. 42 

INTELLIQUEST BRAND TECH FO­
RUM: On October 23-24 lntelliQuest, 
Austin, Texas, will hold its fourth annual 
Brand Tech Forum atthe Fairmont Hotel 
in San Francisco. This year's forum will 
explore the challenges involved in creat­
ing, managing and measuring brands. It 
will also examine the impact of interac­
tive branding and the requirements of a 
technology brand to succeed on-line. 
For more information call800-580-6715 
or visit the lntelliQuest home page at 
http://www.intelliquest.com. 

,, 

Home page has links to media sites 
New Paltz-N.Y.-based Gebbie Press, 

publisher ofthe AII-I n-One media direc­
tory and disks, has launched a home 
page at http://www .gebbieinc.com. In­
cluded on the home page are selected 
links to top public relations firms world­
wide, as well as a link to Kidon Media, 
which has a wealth of general media 
home pages, foreign and domestic. The 
AII-I n-One directory encompasses over 
19,000 outlets in the print and electronic 
media. It includes detailed information 
on daily newspapers (1 ,625), weekly 
newspapers (5,900), radio stations 
(7,300), TV stations (1 ,250), and trade 
and consumer magazines (3,000), as 
well as separate Black and Hispanic 
media sections, news syndicates, net­
works and more. Gebbie invites users to 
submit additional PR, marketing, adver­
tising, media and journalism links. Please 
E-mail them to gebbie@pipeline.com. 

New site focuses on Latin American 
and pan-regional media 

Audits & Surveys Worldwide, New 
York, and IBOPE International, a re­
search company with offices across Latin 
America, have launched Zona Latina, a 
Web site which contains information on 
Latin American culture, news, data, re­
ports in English and Spanish and offers 
links to broadcast, cable, publishing, 
advertising and media trade publication 
Web pages. The address is: http:// 
www.zonalatina.com/. 

DRG intros research bulletin board 
Discovery Research Group, Salt Lake 

City, Utah, has created the Market Re­
search Round Table, a bulletin board for 
discussion of issues relating to market 
research, at http://www.drgutah.com/ 
wwwboard. 
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a Research Par er that opens minds 
and expands markets. 

2905 West Service Road 
Eagan, Minnesota 55121 -2199 

(612) 688-0089 
fax (612) 688-0546 
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ding full-service research and consulting 
exclusive combination of insight, technology 

lized service, Questar tailors our services to 
m unique needs. Our action-Oriented 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 Questar today. Because when it comes to 
maintaining and expanding your customer base, 
the key to opening doors is opening minds. 



Case history 

A united effort 

Satisfaction research 

puts Twin Cities 

United Ways in touch 

with their core donors 
By Joseph Rydholm 
QMRR editor 

10 

Y 
ou might not think a charitable organization would 
have to conduct customer satisfaction research, but 
charities face the same kind of problems that beset 

for-profit operations. Competition for the charitable dollar is 
intense, so, like a consumer product or service provider, a 
non-profit has to keep its contributors happy, lest they 
take their dollars elsewhere. 

That's especially true in the Twin Cities of Minneapolis 
and St. Paul, an area known for its generous support of 
charitable organizations at both the corporate and private 
level. With so many worthwhile organizations chasing a 
(seemingly) finite number of dollars, it's more important 
than ever for charities to keep their donors satisfied. 

Though their home cities engage in a kind of civic 
sibling rivalry, the United Ways of Minneapolis and St. 

Quirk's Marketing Research Review 



Customer satisfaction research 

Paul long ago put any geographic prejudices aside and 
began working together. "We're facing the arne issues," 
says Sue Johnson, vice president, marketing, United Way 
of St. Paul Area. "Our donors live in one community and 
work in the other. They often aren't all that conscious of 
there being two United Ways in the area. And many donor 
companies have offices in both cities." 

This spirit of cooperation has extended to marketing 
research projects. While the two United Ways had con­
ducted a lot of research, until recently most of it had been 
on a short-term, need-to-know basis. "Our research had 
been reactive rather than proactive," says Pam Carlson, 
director of advertising and promotion, United Way of 
Minneapolis Area. "We felt we didn't have a good ongo­
ing sense of what our customers locally are thinking about 
United Way." 

"We had done lots of surveys where we got perceptions 
about giving and about United Way but we had never 
asked what was most important to them and how United 
Way measured up in those areas," Johnson adds. "We 
needed a new methodology to be able to make the results 
more action-oriented." 

The Marketing Research Committee of the United Way 
of Minneapolis and St. Paul recommended an ongoing 
customer satisfaction research program. "Thi was a com­
mitment to an ongoing pulse taking. Ju t as the pulse of a 
human being changes, the dynamics of a relationship with 
any organization change over time," says Beth Fischer, 
president of Twin City Interviewing, a Minneapolis research 
firm, and chair of the United Way Research Committee. 

(Other volunteer members of the United Way Research 
Committee include: Joe Brunner, senior vice president, 
Layton Marketing Group; Nancy Brown, president, Nancy 
S. Brown Marketing Research; Susan Flach, director of 
marketing information, IDS Financial Services; Susan 
Goode, assistant vice president, research services, 
Lutheran Brotherhood; Jody Hilger~, Hilgers Marketing; 
Bill Muggli, director of marketing research, Norwest 
Bank Minnesota; and Vicki Staudte, research director, 
Minnesota Public Radio.) 

The objectives of the research were to: measure cus­
tomer/ takeholder satisfaction; determine how to increase 
atisfaction and donor retention; provide systematic do-
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nor input on funding decisions; determine which prob­
lems in the community donors think United Way should 
work on; get insight into United Way's donor/market 
segments and what they value about United Way com­
pared to other charities. 

Core contributors 
For the first phase of the research program, the' United 

--

''We had done lots of surveys 
where we got perceptions 
about giving and about United 
Way but we had never asked 
what was most important to 
them and how United Way 
measured up in those areas. 
We needed a new methodology 
to be able to make the results 
more action-oriented. 11 

Way wanted to survey three core segments of their 
audience: the existing base - employees of large corpo­
rations who contribute through workplace donation pro­
grams, u ually during the fall fund-raising campaign; 
volunteers - those who donate their time through corpo­
rate or other programs; and agencies - those who work 
at agencies that receive funding from the United Way. 

continued on p. 52 
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Customer satisfaction research 

Customer value 
measurement 

By Alex Vayslep 

Editor's note: Alex Vayslep is division manager of Maritz 
Marketing Research Inc.'s Chicago office. 

B radley T. Gale's book, Managing Customer Value, 
has, at the very least, driven many of us to take 
another look at how we conduct customer satisfac­

tion research. Based on our experience in implementing 
several customer value measurement (CVM) programs, CVM 
has distinct advantages compared to traditional customer 

12 

satisfaction research. Generally, CVM: 
• Provides the ability to link customer value trends to 

market hare and therefore develop a tracking mechanism 
that is more closely aligned with meaningful business objec­
tives. 

• Measures price/value perceptions (as opposed to ju t 
satisfaction) in the market as a whole and therefore allows us 
to devise strategies to improve customer loyalty by compar­
ing our client's performance versus the competition, as 
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customers do. 
As a strategic marketing tool, CVM is a superior design. 

However, discarding traditional -or what Gale refers to as 
"conformance-oriented" - customer satisfaction research 
can be hazardous to a company's customer retention efforts. 

Before reviewing the strategic advantages and potential 
pitfalls of CVM, let's first review the basic principles of 
customer value measurement. 

CVM's appeal was born from many marketers' frustration 
with their inability to tie customer satisfaction research 
results to traditional customer loyalty and customer acquisi­
tion metrics such as retention rates and market share. CVM 
addresses the two primary problems that limit the ability of 
customer satisfaction result to link with these traditional 
performance measures. Unlike most customer satisfaction 
research, customer value research addresses: 

1. Performance perceptions of the competitions' custom­
ers as well as our client's customers. 

2. All the broader issues relating to how customers select 
a product or service. This includes a more complete investi­
gation of price perceptions as well as the less tangible buying 
influencers such as image and reputation. 

The customer value concept is based on the principal that 
customers make buying decisions based on their relative 
value perceptions of two or more providers in the market­
place. More specifically, relative value is defined as per­
ceived quality vis-a-vis price for all offerings in the market. 
The basic model is graphically displayed here. 

Highe 

Market 
perceived 
price 

Worse 
Value 

Consumer Value Map 

Competitor #1 

Competitor #2 

Better 
Value 

Inferior -----M-ark-et-·p-er-ce-ive-d-qu-al-ity----- superior 

The graphic depicts both quality and price perceptions for 
two competitors. Positions on the map are determined based 
on competitor performance ratios (overall price and quality 
scores) . The fair-value line represents points at which a given 
provider should neither gain nor lose market share based on 
the importance of quality and price to the buying decision. At 
any point along this line, a company is perceived as charging 
the appropriate price for the quality provided. 

The farther a competitor' s position is to the right (superior 
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quality) and to the bottom (lower price) of the map, the better 
overall value position it is in to compete. For a complete 
description of the techniques used to develop the map, see 
Gale's book. 

How do we identify and define value? 
Qualitative research typically provides us with the quality 

and price dimensions customers use to make purchase deci­
sions. Customer value perceptions are based upon broader 
price and quality dimensions. Issues such as customer ser­
vice, product quality, etc., make up the quality factor. Within 
both the quality and price factors, specific attributes emerge 
as the issues that drive overall perceptions for the factor. 
These attributes become the basis for performance measure­
ment in quantitative measurement. 

Breakdown 
of Factors 

Price 

Detailed Breakdown of AHributes 

CVM requires us to measure our competitors' perfor­
mance on the same dimensions that most customer satisfac­
tion programs limit to just current customers. This is the 
primary tactical difference between customer satisfaction 
and customer value approaches. Just as important, CVM 
doesn't shy away from evaluating customers' price percep­
tions of the offerings made by marketers. 

The willingness to evaluate price perceptions is a key 
differentiation for CVM when compared to the manner in 
which many customer satisfaction programs are currently 
implemented. "Quality" managers have a propensity to shy 
away from price issues in both the measurement and report­
ing of customer satisfaction surveys for fear of losing focus 
on quality improvement efforts. 

While their motivation is understandable, neglecting the 
role of price perceptions ensures the inability to link research 
results with how customers (and non customers) actually 
behave in the market. Moreover, since CVM approaches call 

continued on p. 28 
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Customer satisfaction and 
choice modeling: a marriage 

By Bill Etter 

Editor's note: Bill Etter is vice president and director of 
research at Rockwood Research, St. Paul. 

C ustomer satisfaction research comes in many forms 
and varieties. There are differences in who is measured 
and how they are measured. Most stu die measure only 

the client product or service; few measure competition. There 
are differences in the scales used to measure performance. 
Some use satisfaction scales (not satisfied to very satisfied); 
some use expectation scales (worse than expected to better 
than expected); others use requirement scales (falls short of 
requirements to exceeds requirements). There are differ­
ences in measuring attribute importance. Most don ' t measure 
it; some use rating scales; few use constant sum techniques. 
There are differences in calculating attribute importance; 
some prefer stated importance; some prefer derived impor­
tance; some look at both. This list goes on and on. 

Something is missing 
Regardless of the methodology, most practitiOners are 

bypassing an opportunity to truly extend the value of cus­
tomer satisfaction information. Providing a "satisfaction 
report card" will increasingly fail to meet management's 
need for direction. What happens if we are able to change the 
perception on an attribute of our product or service? A change 
in perception will lead to a change in level of satisfaction. 
Will the change in satisfaction lead to a change in brand 
preference, and therefore a change in market share, for our 
product or service? These and similar questions cannot be 
answered by most customer satisfaction research. In what 
follows we suggest that with some additional data, in many 
cases not too much beyond what is already being collected, 
coupled with some ideas from the area of choice modeling, 
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the management "value gap" of satisfaction research can be 
closed. 

An example 
Customer satisfaction data can be integrated into choice 

models linking satisfaction measurements to preference and, 
in turn, to e timates of market share. Even better, once this 
linkage is established, the models can be used to simulate the 
share impact of gains (or losses) in satisfaction. These changes 
can be inve tigated for any given product or service, includ­
ing a competitors', or any combination of competitive prod­
ucts or services. 

An example is provided by Bradley Gale in his book 
Managing Customer Value. Gale outlines a sophisticated 
y tern for measuring customer atisfaction, but even his 

system falls short of what it could be. He strongly recom­
mend mea uring not only the client's performance but also 
the performance of key competitors. Measurements should 
be taken among users and non-u ers of companies' products. 
Attribute importance should also be measured. Gale then 
integrates these performance and importance measures into 
a single aggregate measure for each product or ervice he 
calls market perceived satisfaction (MPS)'. 

This aggregate MPS score (or any score calculated in a 
similar fashion) is available at the individual respondent 
level. At that level it is very similar to a preference or utility 
measure as discussed in the literature on choice modeling 
(see for example, Urban and Hauser, 1980). In other words, 
we have the data to calculate a preference measure for each 
product or service in each respondent's consideration set. 

Once we recognize this score as a preference measure, it is 
relatively traightforward to convert it into a choice model , 
again at the individual respondent level. The choice model 
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EFFIE awards, the people 

who know marketing 

research - the GreenBook® 

offers an indispensable, 

one -stop sourcebook 

of the world's top 

marketing expertise. 

Order the GreenBook ® 

today. Call toll- free: 

1·800·792·9202 

http://www.greenbook.org 
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MICROTAB® 

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. 
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• 
380 Marlcet Place, Suite 100 • Roswell, Georgia 30075-3943 

Telephooe (170) SS2-18S6 • FAX (170) SS2-7119 

Microlab ia a registered trademark of Microlab, Inc.xporated 

can take the form of either a winner-take-all or probabilistic 
modeF. Once the choice model i established, a simulator can 
be applied to examine the impact on choice of changes in 
satisfaction levels on one or more attributes. These changes can 
occur for your product and/or competitive products . 

In order to accomplish this transformation from static satis­
faction scores to a dynamic choice simulator several things need 
to be done to ensure its ultimate success. 

Considerations to make it happen 
First, attributes need to be carefully selected based on the 

impact they have on choice. Affecting brand choice is the 
reason most companies strive to improve customer atisfaction. 
The image customers or prospects have of a company, product, 
or service may be nice to know, butifitisn'ttied to choice it is 
ofless value. When selecting attributes for satisfaction research 
it is important to think in the context of choice. This also means 
that care needs to be given to having a proper balance of 
attributes. That is, all attributes of choice need to be covered and 
no one area should be oversampled. 

Second, attribute scale sensitivity needs to be measured for 
each respondent. Not all scale intervals are created equal, and 
thus points on a scale should not be treated as equidistant from 
each other (see Semon, 1995). To illustrate, consider an at­
tribute dealing with automobile safety. A requirement scale for 
this attribute might appear a 

The safety of the automobile 

Exceeds my requirement by quite a lot 
Exceeds my requirement by a little 
Meets my requirement 
Falls short of my requirement by a little 
Falls short of my requirement by quite a lot 

Typical 
~ 

5 
4 
3 
2 
1 

Self­
Explicated 
~ 

100 
90 
85 
20 
0 

Typical scaling of this attribute for the purpose of computing 
average performance scores would assign an equal interval 
scale such as the one shown. Asked to scale this attribute in a 
self-explicated fashion (Srinivasan, 1988), an individual might 
assign the values or utilities shown. In this example there is little 
reward for exceeding requirements on automobile safety (maxi­
mum gain is 15 points), but there is a substantial penalty for 
falling short of requirements on automobile safety (maximum 
loss is 85 points )3

• Self-explicated values, in addition to being 
more accurate than assuming, for example, equal intervals as a 
measure of satisfaction, are diagnostic in their own right. They 
identify penalty situations and reward opportunities. 

Third, once one adopts a choice perspective for satisfaction 
research, it is clear that some attribute levels serve as choice 
thresholds in the spirit of conjunctive choice models. That is, a 
choice alternative perceived to perform at a given level of an 
attribute would preclude consideration of that alternative. For 
example, consider the automobile safety attribute above. It is 
certainly possible that if a respondent perceives that the safety 
of a given automobile falls short of his or her requirements by 
quite a lot that automobile would be dropped from con ider­
ation. It is especially important to identify these threshold levels 
because it is quite possible that improved performance 
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Affordable Video Conferencing 

An offer you can't refuse ... 

Use us for your next series of focus 
groups and we'll lend you a viewing 
unit - in your office - for the rrice of 

the air fare you save! 

*Call us for details. Sorry, no air mileage points with this offer. 

Atlanta 

We cut video 
conferencing 
costs in half 

Compass Market Research 

Boston 
National Qualitative Centers 

Chicago - Metro 
Assistance In Marketing 

Chicago - Metro 
Horne Arts Guild Research 

Chicago - Metro 
National Qualitative Centers 

Chicago - Metro 
Time N Talent Market Research 
Strictly Medical Research 

Chicago - 0 ' Hare - Rosemont 
Precision Field Services 

Cincinnati 
Assistance In Marketing 

Columbus 
Focus & Phones 

Dallas 
Wilrningtoninst. -legal. political issues 

Davenport, lA 
Personal Marketing Research 

Des Moines, lA 
Personal Marketing Research 

Avoid travel and never miss anot~er focus group again 
• We connect to your company's equipment, whatever the manufacturer 
• We'll provide a viewing unit for your office if you don't have one 
• We'll arrange for your favorite facilities to join our network 

Hartford - Wethersfield 
Hartford Research Center 

Houston 
Wilmington Inst. -legal. political issues 

Los Angeles - Encino 
Field Dynamics 

Los Angeles - Long Beach 
Assistance In Marketing 

Los Angeles - Orange 
The Question Shop 

Los Angeles- West Side 
Marketing Matrix 

Miami 
Rife Marketing Research 

Milwaukee 
Mazur/Zachow Inc 

New York 
Focus Plus. Inc. 

New York 
Manhattan Opinion Center 

New York 
New York Conference Center 

New Jersey - Hackensack 
Focus Room of New Jersey 

Phoenix 
Time N Talent Market Research 
Strictly Medical Research 

Pittsburgh 
Focus Center of Pittsburgh 

Pittsburgh 
Guide Post Research 

Sacramento 
Sacramento Research Center 

San Diego 
Fogerty Group 

San Francisco 
Consumer Research Associates 
Superoorns 

Toronto 
Decisions Marketing Research 

Video 
Focus 
Direct 

Success hinges on being there! (800) 235-5028 



Customer satisfaction research 

Profiting from customer 
value analysis 

Editor's note: Madhav Srinivasan is 
with KPMG Peat Marwick's Economic 
Value Management Consulting Prac­
tice in New York. 

I ncreasingly companies are discov­
ering that classic customer satisfac­
tion research does not provide a true 

understanding of customer behavior and 
market dynamics. Leading-edge orga­
nizations are evolving from surveying 
and reporting of customer satisfaction 
to the measurement of the generation 
and delivery of customer value. Dr. 
Bradley Gale, in his book Managing 
Customer Value, proposes a powerful 
and elegant framework for studying cus­
tomer value. The customer value analysis 
approach focuses on the value perceived 
by customers on price and quality param­
eters relative to competition. Customers 
list the factors that influence their spend­
ing behavior, and accord relative impor­
tance to, and competitive ratings along, 
each factor. These factors are then col­
lected under two headings- total qual­
ity and total price. By capturing the two 
key elements of customer value, this 
analysis provides a true comprehension 
of the customer behavior in a competitive 
marketplace. 

The results of the analysis are pre­
sented in a two-dimensional plot, the 
customer value map, with perceived qual­
ity being the X axis and perceived price 
plotted on the Y axis. A fair value line 
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By Madhav Srinivasan 

passes through points where relative price 
and relative quality match, and has a 
slope equal to the relative importance of 
total quality divided by the relative im­
portance of total price. The firm and its 
competitors are graphed on this plot based 
on theirrelativequality and price. Firms 
that land below the fair value line offer 
superior value as they provide higher 
quality at a lower price. Firms which lie 
above the fair value line offer inferior 
value as they provide lower quality at a 
higher price. The customer value analy­
sis theory predicts that firms that provide 
sup~rior value, and lie below the fair 
value line, will gain market share. Firms 
that provide inferior value, and lie above 
the fair value line, will lose market share. 
At the fair value line, market share re­
mains constant as price and quality fac­
tors match equally. 

The customer value map is a good 
graphical representation of the redistri­
bution of future market share based on 
present customer value perceptions. How­
ever, it does not provide clear indication 
of what firms need to do to improve their 
value position and gain market share. In 
addition, the plot does not directly enable 
management to optimally allocate re­
sources to achieve this objective. 

Resource allocation matrix 
The resource allocation matrix is a 

practical tool that facilitates this decision. 
It is based on the data that i collected in 

the customer value analysis, hence it ' s 
easy to generate and understand. The 
horizontal axis of the matrix is the rela­
tive importance of the factor, and the 
vertical axis is the numerical difference 
between the rating of the firm and its 
competitors along that factor. In this ap­
proach, price and quality factors are treated 
alike. The numerical difference between 
the rating of the firm and that of its 
competitors along each factor becomes a 
proxy for the firm's competitive advan­
tage. The matrix thus elegantly captures 
the factors which drive customers' be­
havior, and the firm's competitive advan­
tage. Plotting all the factors on the matrix 
leads to an efficient allocation of re­
sources for maximum impact on cus­
tomer behavior and competitors. 

The four quadrants of the matrix are 
labeled attack, protect, withdraw and hold, 
indicating the type of strategy appropri­
ate to the factors in that quadrant. 

The factors in the attack quadrant are of 
highest importance to customers, and 
where the competition has a distinct ad­
vantage. These factors have the highest 
priority in resource allocation . Invest­
ments should be large and immediate. In 
the protect quadrant are factors which are 
of high importance to customers, and 
where the company has a competitive 
advantage. Investments should be made 
to protect these from competitive in­
road . 
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ONLY BELLVIEW CAll 
KEEPS YOUR INTERVIEWERS 
THIS BUSY. 
Imagine all the people you could interview 

using Bellview CATI. 

Bellview's powerful sample management quickly 

selects and presents calls to your interviewers. 

With its unique queuing system, it ensures the 

most important sample groups, appointments 

and other callbacks are handled promptly 

and efficiently. 

Add an optional predictive dialer and our 

Bellview TCI (Telephony Computer. Interface) 

module and your productivity goes even higher. 

When one interview ends, the Bellview TCI 

module ensures another call from your sample 

is automatically connected. (Mrs Robinson won 't 

even know she's been dialed electronically.) 

With Bellview and a predictive dialer working 

together, your people won't have to dial numbers 

which are busy, not in service or unanswered. In 

fact, combining Bellview CATI with TCI and a 

dialer can raise the time spent interviewing to as 

much as 50 minutes in the hour. 

Sounds like music to your ears? To find out 

more about Bellview, and predictive dialing, call 

us for details of the world's leading CATI 

system. 

Pulse Train Technology Ltd , 

618 U.S. Hwy 1, N. Palm Beach , FL 33408 

Tel: (407) 842-4000 

Fax: ( 407) 842-7280 

Email: PTISystems@AOL.COM 

Internet: http://www.ws.pipex.com/ptt 

PULSE · TRAIN 
TECHNOLOGY · LTD 



Carol Konicki has joined Field Dy­
namics Marketing Research, Los An­
geles, as vice president. 

keting Research Inc. 

Rahn Tugend 

Carol Rahn has joined Maritz Mar­
keting Research Inc. 's Performance 
Measurement Group in Minneapolis 
as research manager. David Porozok 
has joined the Performance Measure­
ment Group office in Iselin, N.J., as 
account manager. At Maritz head­
quarters in St. Louis, Dan Lockhart 
has joined as director of the 
company's new Marketing Sciences 
Department. Jack Sorrentino has 
been named group vice president of 
information systems for Maritz Mar-

David M. Tugend, vice president of 
client services at Doane Marketing Re­
search, Inc., St. Louis, was appointed 
chair-elect for the U.S. Dept. of Agri-

20 

OBJECTIVE: 
Quality samples that are friendly to the way research 
moves nowadays. 

551 SOLUTION: 
Howard Ziment and Cynthia Schlegel (Managing Directors at 
Ziment in New York City)- "There1s so many different steps and 
details in the process of doing a custom research project. When we 
work with Survey Sampling, the sample is one step we don1t have to 
worry about. We know we1re going to get a quality product and we 
know we1re going to get it on time. 

"We1ve found SSI samples to be solid - they're reliable, study after 
study. That1s why we1ve been working with SSI since 

they've opened their doors in 1977." 

_...-: Survey 
• ~ Sampling, 
=..... Inc.® 

Partners with survey 
researchers since 1977 

culture Advisory Committee on Ag­
ricultural Statistics, which helps plan 
the Census of Agriculture. Tugend 
represents the American Feed Indus­
try Association, where he serves on 
the Economic and Market Research 
Committee. 

The Matrix Group, Lexington, Ky. , 
has promoted Molly Sweazy Burlew to 

Sweazy Burlew Leugers 

vice president and Michelle Leugers to 
field coordinator. 

Elrick and Lavidge, Atlanta, has an­
nounced a number of staff additions: in 
the New York office, David Rauch has 
been added as vice president, and Bob 
Adair and Barbara Brown have been 
named account director; in the Atlanta 
office, Marsha White has been named 
account director and Rhonda Storms 
and Jason Sherman have been named 
project manager; in the Kansas City 
office, Michael Johnson has been 
named project director and Terri Catlett 
has been named account executive; in 
the Chicago office, Pushp Kamal has 
been named manager, analytical ser­
vices, and Rosalyn Ryan has been 
named account director. The firm has 
also announced the following promo­
tions: June WestHolland to senior 
group leader and Bonnie Breslauer to 
account director in the Atlanta office; 
and Holly Drayton to site director at 
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The June/July "Research Com­
pany News" section included an 
item about BRX/Global Inc. ceas­
ing operation following the death 
of Joel Axelrod, its president and 
founder. While BRX/Global Inc. 
has shut down, former BRX/Glo­
bal staffers will continue operating 
under the new name BRX/Global 
Research Services, Inc., at the same 
location in Rochester, N.Y., with 
the same telephone numbers and 
offering the same services. 

Los Angeles-based Diagnostic Re­
search International has opened a 
new office at 8 West Third St., Ste. 
200, Winston-Salem, N.C., 27101. 
Phone 910-722-9907. 

Market Facts, Inc. , Arlington 
Heights, Ill. , has opened a new office 
in Scottsdale, Ariz. It will be headed 
by Leslie Wheeler. 

Minneapolis will serve as the U.S. 
headquarters of Canadian research 
firm the Angus Reid Group. 

Seattle-based Northwest Research 
Group, Inc. has opened an office in 
the Chicago area at 4340 Dairyman 
Circle, Naperville, Ill., 60564. Phone 
708-904-2497. Fax 708-904-2684. 

Diagnostics Plus, Inc., has moved 
to 1333 South Allen St., State Col­
lege, Pa. , 16801. Phone 814-238-
7936. Fax 814-231-7672. E-mail 
Diagplus@ aol.com. 

Schenkein/Sherman Public Rela­
tions, Denver, has formed a cyber 
research division with Cyber Dia­
logue, New York, an on-line research 

October 1996 

firm and sister company 
Y ankelovich Partners. 

of Inc., at 27 First St. , Syosset, N.Y., 
11791-2504. Phone 516-921-3311. 
Fax 516-921-3861. 

Consumer Market Analysts, Inc., 
Troy, Mich. , has changed its name to 
AFFINA. 

Dominion Focus Group, Inc., has 
opened a new facility with three fo­
cus group suites and a test kitchen at 
2809 Emerywood Parkway, Ste. 100. 
Richmond, Va., 23294. Phone 804-
672-0500. Fax 804-672-0567. For 
more information call P.A. Bana. 

Jay L. Roth has formed a new re­
search firm, The Consumer's Voice, 

etc" 
Erlich 

Transcultural 
Consultants 

Latino 
Rsian 

Rfrican 
Rmerican 
~ Natiue 

Rmerican 
Research 

The Insight Group Inc. has moved 
its offices to 2105 East Vaughn St., 
Tempe, Ariz. 

Wirthlin Worldwide, McLean, 
Va., has opened a new client service 
office in Canberra, Australia under 
the name Australasian Research Strat­
egies. Contact the company at GPO 
Box 1910, Turner, Canberra, ACT 
2601 or 17 Barry Dr. , Turner, ACT 

continued on p. 50 

Full Service Domestic and 
International Qualitative 
Research Including: 
Bilingual/Bicultural Focus Groups 
In-depth/In-language Executive 

Interviews 
Simultaneous Translation 

Quantitative Research Including: 
QuestioMaire Translation Into 

Familiar, Readily Understandable 
Language 

Segmentation Studies 
Full Range of Multivariate 
Techniques 

Insightful Analysis and Cultural 
Interpretation of Findings 

Hlgh1y EJpOrlen~ Reeeal'ch 
and •rketlng CoMultkag Staff 

Contect: Andrew Er1ich, Ph.D. 
Phone: 818.~6.1333 
Fax: 818.226.1338 
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Customer satisfaction research 

Measuring your 
competitive strength 

By Michael T. Branham 

Editor's note: Michael T. Branham is a market research 
and strategic planning consultant in The Woodlands, Texas. 

M arketers often use the concept of market share, 
customer sat-isfaction, and market penetration to 
measure the relative success of their company's 

strategic initiatives. Competitive strength is another, perhaps 
more relevant, measure of effectiveness. Understanding com­
petitive strength- the elements that comprise it and how to 
measure it- will enable you to focus on what your company 
needs to do to improves competitive position. The competitive 
strength index (CSI) provides management with a snapshot of 
their company's market position relative to the competition at a 
specific point in time. It is a useful tool for navigating the 
organization toward long -term dominance. 

Defining competitive strength 
The CSI measures a company's market potency relative to its 

competitors as reported by the market's collective customer 
base. It is a derivative of three measures: the proportion of the 
collective customer base naming a vendor as one of the best 
three vendors, one of their current vendors, and/or their primary 
vendor for the product or service of interest. 

Measuring competitive strength 
The first step in calculating the CSI involves the administra­

tion of a simple survey to a representative sample of the 
collective customer base. The survey consists of three open­
ended questions. 

1. Which vendors do you currently use? The goal of this 
question is to obtain a list of all vendors who respondents use­
under any circumstances. In addition to vendors of choice, this 
question will reveal vendors who respondents use only in 
special situations. 

2. In your opinion, who are the best three vendors in the 
market? This question will reveal vendors that respondents 
believe offer the highest levels of quality, service, and/or value. 
For industries with unusually high numbers of competitors, 
asking for the best five (instead of three) will provide a more 
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complete profile of the marketplace. 
3. Who do you consider to be your primary vendor? This 

question will reveal vendors that respondents use most often. 
The primary vendor is not always the respondent's vendor of 
choice. 

Collecting data 
The data collection process requires surveying a representa­

tive sample of the entire customer base for the service of interest 
- not just a survey of your customers . For example, a 
reprographics (photocopying services) company serving the 
legal profession should survey a random and representative 
sample of all paralegals in the geographic market of interest. 
Whereas, a sample limited only to your company's customers 
would bias the survey to favor your company. 

Telephone surveys are the most practical method of data 
collection and will yield the highest response rate. This method 
also generates the most accurate and timely results. Most 
important, telephone surveys enable the interviewer to ask 
follow-up questions about the reasons for a respondent' s 
answer. 

Calculating the CSI 
Once the survey process is complete, you are ready to 

calculate the CSI. Use the following formula to calculate the 
competitive strength of each vendor mentioned in your study. 

Competitive Strength= X+ Y +Z/N(.Ol) 
where: 
X=Percentage score in current vendors category 
Y =Percentage score in best three vendors category 
Z=Percentage score in primary vendors category 
N=Sum total (X+ Y +Z) for all vendors 

First calculate the percentage of respondents naming each 
vendor in question one (current vendor), question two (best 
three vendors - regardless of ranking), and question three 
(primary vendor) respectively. Calculations for each q ues ti on 
should be independent of one another. Second, for each 
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Web-Survent ® 
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INTRODUCING WEB-SURVENT 
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• 

Quota Control 
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Recall Previous Responses 
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Access Phonefile History 
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Customer satisfaction research 

Is the market research industry 
failing its TQM clients? 

Researchers must meet changing management needs 
for improved customer knowledge and quality 

improvement goals 

By Robert Eng 

Editor's note: Robert Eng, Ph.D., is chairman of the 
marketing department at Babson College and president 
of Feedback Marketing Services Corp., Wellesley, Mass. 

Global competitiveness gave rise to total quality man­
agement (TQM) and continuous quality improve­
ment (CQI) in the early 1980s. Many corporations 

have heeded the call to restructure operations for effi­
ciency. TQM and CQI have created substantial revenue 

opportunities for researchers ... sort of. More and more 
we hear the following from clients: 

"I need much more information than before and I need it 
more often." 

But we also hear in the same breath: 
" ... and by the way, I have less of a budget to do all of this." 
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There are indications that the market research industry is 
failing to meet clients' demands. The quality movements 
have revealed some structural inadequacies in the research 
business. The information needs of decision-makers have 
evolved at a pace and in directions that the research industry 
has not matched. 

Thi article describes the prevailing principles ofTQM and 
CQI that full-service research agencies need to understand to 
win and keep quality-driven clients. 

Client dissatisfaction with research on the rise 
An American Marketing Association-Advertising Research 

Foundation study of client satisfaction with research prod­
ucts and services described quite a bit of discontent with 
research process'. The major concerns were timeliness, data 
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Just because it has ten digits 

doesn't mean it's a phone number. 
(If you tried to find out where your telephone sample came from, would you be left empty handed?) 

No Black Boxes 

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

Full Service 

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

Economical 

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

Quality 

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

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

GENESYS Sampling Systems • 565 Virginia Drive • Fort Washington, PA 19034 • (215) 653-7100 







Value measurement 
continued from p. 13 
for us to understand relative perfor­
mance perceptions for all competitors 
in the market, we can more accurately 
predict both customer loyalty and 
market share. 

Implementation of quantitative 
measurement 

Most CVM surveys are conducted 
via telephone interviews in a "blind" 
fashion. In other words , the respon­
dent is not made aware of the survey's 
ponsor. 

A blind approach ensures that com­
petitor evaluations are comparable. 
Sponsorship of a survey leads to sig­
nificantly higher satisfaction or value 
ratings for the sponsoring firm -
particularly if the respondent is evalu­
ating a product or service they cur­
rently use. Maritz has demonstrated 
the biasing effects of sponsorship on 
satisfaction and competitor prefer­
ence through parallel tests of both 
blind and sponsored approaches. The 
research revealed the sponsoring 
organization's scores dropped by as 
much as 20 percentage points when 
the identical survey is conducted 
"blind." 

Although some CVM methodolo­
gies gather customer ratings for only 
the respondent's current or preferred 
provider, we strongly suggest obtain­
ing ratings for both the sponsoring 
company and the appropriate 
competitor(s). Reasoning for this ap­
proach is twofold: 

1. Most customers make buying 

choices based on value comparisons 
for two or more companies in the 
market. These decisions are based on 
either actual experience or percep­
tions determined by what they have 
seen or heard. 

In either scenario, the comparison 
is ba ed on the buyer's opinions. If 
we simply gather respondent satis­
faction for their current or preferred 
company, any value compari ons 
(analyses) are not reflective of how a 
given buyer actually makes a choice. 

2. The key to the most actionable 
analyses is to gather respondent-level 
data for both the current and competi­
tive provider. Much of the analyses 
described hereafter are made possible 
(or better) by respondent-level analy­
sis. 

Among calls placed to the sponsor­
ing organization 's customers, gather 
competitor ratings for only the broader 
factors (price and various quality di­
mensions) - no individual attribute 
ratings will be asked for the competi­
tor. Ratings for the sponsoring com­
pany will be based on experience, 
however ratings for the competitor 
will be determined primarily by what 
the customer has either seen or heard. 
While respondents are capable of rat­
ing broader factors without having 
experience with a company, it is dif­
ficult for them to evaluate perfor­
mance on specific attributes based 
solely on what they have seen or heard. 

Among calls placed to competi­
tors' customers, gather ratings for the 
spon oring company for only the 
broader factors in the same manner 
described above. 

CHICAGO EIOUNC? 

-Ldrge Testing Fdcility Se~ts 50 - Perfed for dudience or tdste tests. 
-Focus Groups- New, Comfort~ble & Convenien~y loc~ted. 

-L~rge Field St~ff For: • Audits 
• Intercept Interviewing 

• Executive Interviewing 
• Mystery Shopping 

- We dlso provide telephone interviewing, ddtd processing dnd field coordindtion. 

This method will provide the most 
actionable data set poss ible while 
minimizing questionnaire length and 
respondent irritation over asking ques­
tions which they are unable to an­
swer. 

Preference modeling 
Once we have perceptions for both 

the sponsoring firm and its competi­
tors on key customer value is ues, we 
can model the criteria customers use 
to select a particular provider of a 
product or service. Preference (or dif­
ference) modeling for CVM programs 
is a technique developed by Maritz to 
answer the following questions: 

1. Which criteria drive customers' 
preference for one company over an­
other? 

2. What is the relative importance 
of each of the attributes that drive the 
customer ' choice or preference? 

3. What are the likely criteria used 
by customers to defect or switch to an 
alternative supplier? 

Preference modeling is a form of 
derived importance analysis that uses 
score differences (or gaps) at the re­
spondent level to determine which 
issues drive perceived value prefer­
ence for one provider over another. 

Preference modeling techniques are 
an excellent fit with the principle of 
CVM si nce the model focuses on com­
petitively based perceptions as op­
posed to just satisfaction for one com­
pany. In addition, we have found that 
preference modeling techniques pro­
vide importance hierarchies with sig­
nificantly greater discrimination 
among attributes. In addition, these 

PRECISION FIELD SERVICES 

MEETING YOUR NEEDS, EXCEEDING YOUR EXPECTATIONS 
call or e-mail us for a complete brochure: 847 • 390 • 8666 info@pfschgo.com 
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When you're with FocusVision, 
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analyses typically provide a predic­
tive model that better predicts cus­
tomer actions (R-square, or goodness 
of fit explanation). 

Preference modeling techniques can 
help prioritize probable defection and 
acquisition areas based on the: 

• relative competitor performance 
scores on quality and price factor , 

~----------------------------------------------~ and 

I mage/Reputation 

Relationships 

Sales Reps 

Prices 

Technology 

Delivery 

Experience 

Billing 

Customer Service 

Product Quality 

Billing Process 
~-r~--~-r~--~~--~~--

-40 -30 -20 -10 0 10 20 30 40 
Potential 

Defection Issues 
Potential 

• the impor-
tance weight 
developed by 
the model. 

A such, we 
can prioritize 
strategies for 
market share 
improvement 
ba ed on rela­
tive percep­
tions of the 
competitors 
in the market. 

Like any 
strategic 
analysis of 
customer per­
ceptions, we 
mu t ensure 
that value per-

Acquisition Areas ceptions and 
~--------------------------------------------~ need areana-
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lyzed by key customer segments. While 
it is always tempting to "roll-up" results 
to a corporate level, assuming homoge­
neity in the marketplace usually results 
in improvement efforts that are inap­
propriate for some customers. If our 
clients have not conducted a formal 
egmentation study prior to mea uring 

customer value, we typically analyze 
the results by whatever demographic, 
financial, or psychographic schemes are 
available to ensure understanding of 
how different cu to mer segments view 
the market. 

Financial linkage 
CVM results have been successfully 

tied to financial results or market share 
in a number of studies. After measuring 
customer value for a number of time 
periods, we can attempt to e tabli h 
statistical relationships using one or 
more of the following data sets: 

• Customer value scores and financial 
performance over time for one or more 
market segments 

• Customer value scores and corre­
ponding financial performance for a 

large number of markets for one time 
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period. 
A correlation can be drawn between 

the two metrics in either scenario listed 
above. In addition, we can actually plot 
the two metrics as well. 

Potential pitfalls 
Appropriately, much has been made 

of some firms ' success in tying CVM 
results with actual market share trends 
and other financial performance metrics. 
While these successes are enticing to 
organizations embarking on a CVM 
program, one should remember these 
results have been obtained in mature 
markets. While CVM approaches can 
still provide superior strategic informa­
tion, growing industries can pose prob­
lems to the researcher wishing to link 
CVM results to financial metrics. Be­
fore proceeding with a CVM program, 
we suggest to our clients that they con­
sider the following: 

Source of market growth - Growth 
for companies that compete in new in­
dustries or that continue to attract new 
customers is as much or more a result of 
attracting first-time buyers as a result of 
stealing market share from current com-
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petitors. As such, surveying current 
customers for your firm and its com­
petitors will not necessarily correlate to 
market growth or share. 

For these markets, consider measur­
ing perceived or expected customer 
value performance among likely adopt­
ers of the emerging product or service. 
While somewhat expensive, this can be 
accomplished by conducting the CVM 
study among the demographic and/or 
psychographic segments that are typi­
cal of the new customers entering the 
market for the first time. 

The number of buying decision di­
mensions - For most industries, mea­
suring price and quality dimensions is 
enough to help predict how customers 
actually behave in the real world. While 
plotting two dimensions on the cus­
tomer value map makes analyses easy 
to present, in some circumstances, other 
criteria play an important role in how 
decisions are made and a method to deal 
with a third dimension must be devel­
oped. 

Think about how you might decide 
from which service station to purchase 
gasoline - you may prefer Billy Joe 

Bob's price and service offering, how­
ever, you never pass a Billy Joe Bob's 
station on your way between work and 
home. In this case, location has become 
an important third dimension which is 
clearly outside the realm of price and 
quality. Similarly, if your company 
credit card is not accepted by Billy Joe 
Bob's, goodol' Billy is not even consid­
ered for gas purchases for your com­
pany car. Finally, other buying dimen­
sions may include product or service 
awareness, or other, less tangible brand 
equity issues. 

In many instances, including the so­
called third dimension within the qual­
ity factor measurements may suffice. In 
other circumstances, we may wish to 
limit market share analyses to customer 
segments or geographic markets that 
are applicable. Regardless, the impor­
tant thing to understand is to consider 
all buying decision criteria in how you 
design both your measurement in­
struments and your analyses. 

What about customer satisfaction 
measurement? 

While we advise our clients to mea-
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sure customer value as part of a compre­
hensive performance measurement pro­
gram, we suggest they maintain tradi­
tional customer satisfaction research as 
part of their overall customer loyalty 
effort. Traditional customer satisfac­
tion research has some distinct benefits 
not always attained through a customer 
value program. These include: 

• The ability to use an individual 
customer's comments and scores to take 
customer-specific actions to improve 
customer retention. Clearly, this is im­
possible with CVM programs as they 
must be unsponsored surveys and as 
such, respondent names can not be for­
warded to our clients . 

• A focus on doing the basics. While 
an emphasis on customer perceptions in 
a competitive context is a key advan­
tage to CVM, ignoring the basics such 
as customer service, repair or service 
issues is a sure-fire way of losing mar­
ket share. Customer value research usu­
ally covers too many broader factors to 
gather scores for the operational details 
(attributes) addressed by traditional cus­
tomer satisfaction research. 

Most of our CVM clients also con­
duct customer satisfaction research pro­
grams to maintain the benefits listed 
above. Typically, this involves conduct­
ing research with customers who have 
recently completed a transaction with 
the company, such as a repair or new 
service order. 

Customer satisfaction measurement 
helps an organization focus on the is­
sues that keep customers happy. Cer­
tainly, that is the first step in any cus­
tomer loyalty effort. However, there is 
no guarantee that customers will stay 
loyal just because they are happy with 
the product/service they receive. What 
if the competition offers superior qual­
ity, or an equal level of service quality at 
a lower perceived price? 

Understanding value perceptions of 
market offerings as a whole is the only 
way we can truly understand customer 
behavior with regard to customer loy­
alty. Moreover, analyzing both quality 
and price perceptions of all the com­
petitors in the market through a com­
prehensive CVM program allows us to 
develop a big-picture view of the mar­
ket and develop superior strategies 
aimed at both keeping current custom­
ers and winning new ones. 0 
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Customer value analysis 
continued from p. 18 

The factors in the withdraw quad­
rant are considered of low impor­
tance by customers, but they perceive 
the company much higher than the 
competition. Focusing on these fac­
tors provides minimum benefit, and 
these have the lowest priority in re­
source allocation. Factors in the hold 
quadrant are regarded as low impor­
tance by customers, and they rate the 
company unfavorably versus compe­
tition. Resources presently allocated 
can continue at the present level, but 
no significant returns should be ex­
pected. 

The actual demarcation between 
these quadrants is a matter of experi­
ence and judgment, and based on the 
circumstances in each analysis. 

Since both the firm and its compe­
tition can perform customer value 
analyses, and arrive at similar results, 
the quadrants get reversed depending 
on the point of view. The firm's at­
tack quadrant becomes the 
competition's protect quadrant; and 
the competition's hold quadrant be­
comes the firm ' s withdraw quadrant. 

Using the resource allocation 
matrix 

The utility of the resource alloca­
tion matrix is best illustrated by using 
it to comment on several customer 
value analysis examples in Gale's 
book. 

Raw Data: AT&T Universal Card versus American Express 

Anrlbutes Factor AT&T Amex Difference Ratio 
Weight 

Vendor 0.30 9 1.13 
acceptance 
Phone calls 0.20 10 4 1.67 

Protect purchases 0.10 7 (2) 0.78 

Company togo 0.20 10 2 1.25 

Professional 0.20 9 1.1 3 

TotaiOualltv 1.00 

Annual fee 0.80 10 2.00 

Interest rate 0.00 9 NA NA NA 

Vendor service 0.20 9 1.5 
fee 
Total Price 1.00 

Weight on quality 90% 
Weight onprlco 10% 

AT&T's Universal Card versus 
American Express Card 

Weighted 
Ratio 
0.38 

0.33 

0.08 
0.25 
0.23 

1.27 

1.80 

NA 

0.30 

1.90 

The American Express card faced 
strong competition from the new 
AT&T Universal Visa card owing to 
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a weaker customer value proposition 
both in relative quality and relative 
price. Based on the customer value 

Customer Value Map: AT&T Universal Card versus American Express 

10 - - - ------- ---, 

2 -

American Express 

X 

0 0.1 0.2 0.3 0.4 0.5 0.6 0. 7 0.8 0.9 

Relative Quality 

analysis raw data, the Amex card falls 
above the fair value line and AT&T' s 
Visa card falls below the fair value 
line. AT&T' s Visa card would then 

Resource Allocation Matrix: AT&T Universal Card versus American Express 

Annual Fee . 
Phone Cells 

WITHDRAW . PROTECT 
• Vendor Service Fee Company Logo . . . 

Prolesslonal Vendor Accepta jce 

HOLD ATTACK 

Prot!::tPurctu es 

4 o o.os 0.1 o.15 0.2 0.25 o.3 

Factor importance 

be expected to gain market share from 
Amex. Constructing the resource al­
location matrix, the competitive situ­
ation becomes much clearer. From 
AT&T' s perspective, vendor accep­
tance is clearly a factor which is most 
important to customers and where it 
has the least competitive advantage 
- hence it's in the attack segment 
and a first priority for resource allo­
cation. Phone calls and company logo 
are important to customers, but clearly 
here AT&T has a good competitive 
advantage, and where Amex would 
attack first. Protecting these features 
is key. Annual fees and vendor ser­
vice fees are of low importance to 
customers, and here AT&T has a large 
competitive advantage, and their lo­
cation in the withdraw segment indi­
cates that there is nothing to worry 
about. Purchase protection is of low 
importance to customers and Amex 
has a competitive advantage, thus it's 
in the hold quadrant - here AT&T 
should continue with its current level 
of resource allocation. 

FIRST, 
.MARKET 

RESEARCH. 
f irst Market Research helps 
its clients "get the facts" with: 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National telephone inter­
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health care 

• Multivariate analysis & 
affordable conjoint designs 
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It turns our name into an agenda. 

http://Www.firstmarket.com 

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

First 
Market 

= Research 
121 Beach street. Boston. MA 02111 

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

(512) 451-4000 
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Parke-Davis' Lopid cholesterol 
drug versus Merck's Mevacor 
cholesterol drug 

The Lopid versus Mevacor story is 

Resource Allocation Matrix: Lopid versus Mevacor in 1989 

2 

I HDRAW t w 
~ 1 

~ 

~ 0 
8. 
8 -1 

RalseHOL . 
HOLD 

• Reduce CHD Risk 

• Lower Trig. 
PROTECT 

ATTACK . 
Lower LOL . Lower 

10 12 14 16 18 

Fac1or Importance 

interesting since there is comparable 
data for two points in time. Parke­
Davis' Lopid was in competition 
against Merck's Mevacor drug for 
cholesterol treatment. Customer value 
analysis in this case predicted that 
Lopid would increasingly gain share 
against Mevacor. In 1989, the re-
ource allocation matrix showed that 

lowering total cholesterol and lower­
ing low density lipoproteins were of 
high importance to customers. For 

these factors, Lopid was perceived to 
lag Mevacor, and being in the attack 
quadrant, it's the first priority for 
Lopid's resource allocation. Reduc-

Resource Allocation Matrix: Lopid versus Mevacor in 1!:1!:11 

-2 

-3 
0 

• LowerTrig. 
• Reduce CHD Rls 

WITHDRAW PROTECT 

• Raise HOL 

HOLD ATTACK . 
LowerLOL 

LowerTC . 
10 12 14 16 

Factor Importance 

ing CHD risk and lowering triglycer­
ide were of high importance too, but 
here Lopid had a good advantage. 
Raising high density lipoproteins is 
considered low importance by cus­
tomers and Lopid is strongly posi­
tioned against Mevacor. Being in the 
withdraw quadrant, obviously not a 
concern for Lopid at this point. 

Parke-Davis acted to change cus­
tomer perceptions about Lopid by 
mean of physician's education pro-

grams, a communications program, 
and working with blood-testing labo­
ratories. In 1991, the impact was re­
flected in a changed resource alloca­
tion matrix. The major change was 
the increa ed importance given to rais­
ing high density lipoproteins by cus­
tomer , and the marginally higher 
perception for Lopid on this factor. 
This feature jumps into the protect 
quadrant, and making it a point of 
potential attack from Mevacor. Low­
ering total cholesterol and lowering 
low density lipoproteins continued to 
be of high importance to customers, 
and Lopid still lagged Mevacor. Be­
ing in the attack quadrant, these two 
factors remained as first priority for 
Parke-Davi ' resource allocation. 
Reducing CHD risk also increased in 
importance but here Lopid maintained 
its advantage. Mevacor would cer­
tainly be targeting to improve its ad­
vantage. Lowering triglycerides has 
fallen considerably in importance and 
Lopid is perceived better than 
Mevacor. Mevacor has been unable 

Peo2le come to Baltimore to sample the city's 
world-famous seafood. 

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

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

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

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

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

• Executive & extensive medical incfepth inter 
viewing with 30,000 doctors & complete 
hospital database on computer. 

• Convention interviewing, m-store interviewing, 
store audits and mystery ,------­
shopping. 1 

I 

For more information 
on your next focus gro~p 
or telephone survey, call 
Elizabeth Beirne (ll 1 0) 
356-3566. 
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to improve its position on this factor. 

Michelin's radial tires versus U.S. 
manufacturers' bias tires 

When introduced into the U.S. mar­
ket, Michelin 's radial tires had an 

Resource Allocation Matrix: Radial versus Bias Tires 

• Durability 
WITHDRAW PROTECT • • Safety 

Handling 

ATTACK 
• • Ride Price Satisfaction 

L HOLD 

-
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0 0.1 0.2 0.3 0.4 0.5 0.6 0. 7 0.6 
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advantage again t bia tires on rela­
tive quality but a relative disadvan­
tage on relative price. When plotted 
on the customer value map, radial 
tires fell below the fair value line, and 
expected to gain market share. The 
resource allocation matrix shows that 
price satisfaction was clearly the fac­
tor that customers gave most impor­
tance, and here radial tires lagged the 
bias tires. Lying in the attack quad­
rant, reducing price hould be the 
highest priority for Michelin. Factors 
like durability, safety and handling 
were of low importance and radial 
tires had a strong advantage, thus in 
the withdraw quadrant. On these fac­
tors, Michelin may consider with­
drawing resources. The ride element 
was of low importance and the radial 
lagged the bias, placing it in the hold 
quadrant - Michelin hould continue 
allocating the same amount of re­
sources on this issue. 

Johnson and Johnson's 
endoscopic surgery for gall 
bladder versus traditional surgery 

Johnson and Johnson's usage of 
customer value analy is allowed its 
endoscopic surgery instrument sup­
ply unit to gain large market share 
from traditional gall bladder surger­
ies. The resource allocation matrix 
shows that the cost of the operation is 
by far the most important single ele­
ment for customer . And here, endo­
scopic surgery has a $3,000 cost ad­
vantage, putting thi factor in the pro-
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teet quadrant. In order to be competi­
tive, traditional surgery would first 
look at reducing the cost of the opera­
tion. In comparison to price, all qual­
ity factors have a combined impor­
tance of 50 percent. Amongst these, 
hospital stay and at home recovery 
have high customer importance, and 
traditional surgery has relatively 
lower competitive advantage, thus 
al o in the protect quadrant. These 
would be the quality factors on which 
traditional surgery would be focusing 
on, and the areas that endoscopic sur­
gery has also to guard against. Endo­
scopic surgery has the least competi-

Resource Allocation Matrix: Endoscopic Surgery - Gall Bladder 
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tive advantage on complications rate 
and post-operative scar in the hold 
quadrant. This should continue to be 
in focu . Operation time is a factor in 
the withdraw quadrant that need not 
garner resources at this time. Inter­
estingly, endoscopic surgery has such 
advantage over traditional surgery that 

no factor lies in the attack quadrant. 

Robust technique 
As these examples illustrate, cus­

tomer value analysis is a robust tech­
nique applicable in a wide variety of 
situations. Understanding customer 
value drivers and relative competi­
tive positioning along the e drivers 
lead to accurate predictions of future 
customer purchasing behaviors. 
While the customer value plot re­
mains an excellent graphical repre­
sentation, the resource allocation 
matrix makes the analysis effective 
and actionable. Firms can make effi­
cient allocation of their resource to 
impact customer buying behavior to 
their advantage, and thu achieve 
maximum marketing impact. And as 
the Lopid versus Mevacor example 
shows, customer perceptions of value 
change with time and through proac­
tive intervention by firms. Periodic 
customer research then become e -
sential to align resource allocation 
with market trends. Treating price 
and quality factors equally also en­
sures that firms make correct deci­
sions on how much to change prices 
and affect quality. In management's 
quest for higher market share, loyal 
customers and profi tabi 1i ty, the re­
source allocation matrix can become 
a powerful tool. 0 

"They didn't just tell me how my 
customers felt about our service, they 

showed me how to improve it." 

"I see." 

"No ... ICR." 

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

in ways that are truly meaningful to your target market. 

I C R We do more than excel. 

AUS Consultants • ICR Survey Research Group • 605 West State St. • Media, PA 19063 
ICR Philadelphia (610) 565-9280 • ICR Chicago (847) 330-4465 
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TOM 
continued from p. 24 
quality, cost and the relevance of find­
ings to decision-making and profits. 
The finger- pointing is aimed at in­
house as well as independent full-ser­
vice research groups. 

In-house market research departments 
have felt the impact of corpo-

more about managers' lack of confi­
dence in research than their philosophy 
about the role of research in key deci­
sions. 

Much of the intellectual effort in 
market research has been narrowly fo­
cused on tactical issues in research -
sampling methods, data collection pro­
cedures, questionnaire design issues and 

the pace at which the research industry 
was falling behind corporations' ad­
vancements in analysis and decision­
making, " ... it appears that market 
research never developed its own vi­
sion"3. It is clear that the leaders of the 
market research industry must think stra­
tegically about the relationship with their 
clients. 

rate cost-cutting and the dis- ....-------------------------, Serving the quality-driven 
client satisfaction with the quality 

of research; their numbers 
have been reduced. Of the 
companies who still have re-
search departments, almost 
one-third (30 percent) are not 
satisfied with their research 

Figure 1 
Market Research's Focus: Where It Is and Where It Should Be 

Strategy 

department and would cer- Problem Information 
tainlyconsiderclosingthem2 ! solving __ ._..;:!.........._ ~----~~,..,:;..---management 

While the industry isn't ex­
actly at a crossroads, the rela-
tionship between researchers 
and client managers who have 
profit center responsibilities 
is at a critical stage. The spec­

Tactics 

ter of companies making de- 1....------------------------' 
cisions without waiting for research says data analysis. A recent article criticized active, 

Researchers must define 
their business to be in line 
with clients' view of infor­
mation. Some have done so 
but most have not. 

We have found out that you 
win the TQM and CQI client 
by espousing four views 
spawned by the quality move­
ments. 

1. Customer knowledge is 
a strategic asset, 

2. Customer measurement 
must be continuous and pro-

' 'WHAT ARE THE BEST 
FOCUS GROUP PRACTICES?'' 

What are the rights and responsibilities of clients, moderators and facilities? Why is it 
important to protect the confidentiality of respondents' personal data? These are just a few of 
the important issues addressed by QRCA, the Qualitative Research Consultants Association, 
in our free handbook: "Code of Ethical Standards and Recommended Practices for Qualitative 
Research."* 

Founded in 1983, QRCA is the worldwide association of more than 575 independent 
focus group moderators. QRCA members have continuing opportunities to hone their skills 
and professionalism through workshops, conferences, technique demonstrations and peer 
critiques. Our free handbook is just one of the ways QRCA is working to elevate the practice 
of the profession of qualitative research. 

*For your complimentary copy, please call 212-315-0632 or call tolljree 1-888-674-7722, 
e-mail qrcapros@qrca.org or visit us on the World Wide Web at http: I /www.qrca.org. 
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3. Customer satisfaction must be drug, state-of-art robotics for Gen-
directly linked to business activities, 
and 

4. All business activities must come 
within cost targets 

Customer knowledge as a 
strategic asset 

While we in the research business 
have always argued that customer re­
search spending is an investment, it 
has only been recently that corporate 
clients have turned to research for 
something more than just tactical 
projects. Unfortunately the market re­
search industry has not responded4• 

Figure 1 explains why clients with 
quality programs are disappointed 
with market research. TQM and CQI 
customers have shifted away from 
short-term focus to long-term visions. 

Any business decision at the mo­
ment is evaluated not only for its 
immediate impact but also for its long­
term implications. Unfortunately, in 
many cases market research has not 
adapted its products to meet the chang­
ing information needs that accom­
pany the changing perspectives in 
decision making. We in the market 
research industry must understand that 
our current and future clients have 
shifted to strategic views and their 
information needs are now broader in 
scope. 

What pushed Corporate America to 
adopt strategic perspectives? Michael 
Porter from the Harvard Business 
School gave rise to the notions that 
really shape the corporate view of 
customer knowledge as a strategic 
asset. His value chain model is argu­
ably the foundation on which corpo­
rate strategy throughout the world is 
built. The singular thread that ties all 
aspects of the business together is the 
unquestioned focus on creating added 
value for the customer. 

If researchers are to have credibil­
ity with quality-driven customers we 
must understand that one of a 
company's most important strategic 
assets is knowledge about the cus­
tomer and all that affects customer 
satisfactionS. It is an asset of no less 
importance than a patent on a new 
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eral Motors or prime retail location 
for Bloomingdale's. 

There will always be tactical re­
search projects. However, any par­
ticular project should be viewed as 
merely a single tile in the mosaic 
describing and explaining the cus­
tomer. The results of any project must 

If researchers are to have 
credibility with quality­
driven customers we must 
understand that one of a 
company's most important 
strategic assets is knowledge 
about the customer and all 
that affects customer 
satisfaction. It is an asset of 
no less importance than a 
patent on a new drug, state­
of-art robotics for General 
Motors or prime retail 
location for Bloomingdale's. 

be structured to build a customer da­
tabase. 

Measurement as a continuous and 
proactive process 

The heart of any successful TQM 
or CQI program is customer focus 
and continuous improvement6 • The 
prestigious Baldrige Award is given 
to corporations that demonstrate the 
use of all possible means of listening 
to customers, proactive customer sys­
tems, measurement beyond current 
customers and high levels of cus­
tomer satisfaction. 

Companies must continually im­
prove to meet the changing customer 
needs and combat aggressive com­
petitors who promise to deliver better 
satisfaction. 

Nimble, entrepreneurial companies 
are superseding the big-budget, large­
scale annual customer survey with 
continuous monitoring with a vision 
toward the future. Ideally, customer 
measurement should take place at the 
moment of transactions. At the very 
least, it should take place at the end of 
every transaction cycle. 

The large retail chains provide a 
good example of what quality driven 
corporations would like to see in cus­
tomer measurement. A common sight 
in a regional bagel chain, a national 
chain of coffee stores, a hair-styling 
franchise or a quick -serve restaurant 

"My research company applies 
multivariate analyses to give me 

information I can really use." 

"I see." 

"No ... ICR." 

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

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

I C R We do more than excel. 

AUS Consultants • ICR Survey Research Group • 605 West State St. • Media, PA 19063 
ICR Philadelphia (610) 565-9280 • ICR Chicago (847) 330-4465 
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is the customer comment cards lo­
cated at points of purchase or exit. The 
intent is to get information continu­
ously and at all moments ofthe transac­
tions process. 

The prevailing thought is that cus­
tomers do in fact care enough to tell 
what they think but they are not going 
to expend any effort that they think is 
out of line with importance of the 
comment. 

With re pect to continuous feed­
back, the effort gets an "A" grade but 
the results deserve a disappointing 
"D." Customer comment cards are 
inexpensive and non-intrusive but the 
response rate is typically very poor 
and the depth of information very 
shallow. On the other hand, the an­
nual customer sati faction urveys 
using store intercepts or in-depth tele­
phone interviewing are similar to 
shooting a 25-year high school re­
union picture - an impressive un­
dertaking, tough to locate all the per­
sons you want, very expensive, and 
often a poor de cription of those who 
participated. 

Link marketing activities directly 
to customer satisfaction 

A recent news story about health 
care organizations in a major metro­
politan area reported that the two 
health care organizations with the 
highest quality of operations were 
rated the lowest in quality based upon 
customer perception7• It's no wonder 
that regulatory agencies have man­
dated customer measurement since 
many health care providers are either 
uninterested or untrained to under­
take such efforts. 

Most quality-driven companie 
have very good, if not excellent, track­
ing systems for their operation . Un­
fortunately, many of them do not have 
customer measurement systems of 
corresponding quality. 

Business activities must be directly 
linked to customer satisfaction mea­
sures. Otherwise, it is difficult if not 
impossible to determine how to main­
tain customer loyalty. The battle for 
customer loyalty is infinitely more 
intense today than it was a couple of 
decades ago. The pressure to act deci-

sively and react quickly to market 
share threats is intense. 

Most methodologies only provide 
"still-life" pictures of the customer 
satisfaction at the moment. Compa­
nies really need true time-series or 
"motion video" of marketplace dy­
namics to tell them how they got there 
and what they can do about it. 

What is the future of customer mea­
surement? First, the future is exciting. 
Second, it will be technology driven 
and it must be linked with a company's 
internal mea urements as never before. 

Imagine a retail store setting such as 
a quick -serve restaurant. His tori call y, 
the store has three sets of measure­
ments - operational data such as 
amount of french fries used and the 
temperatures at which they were 
cooked, data about transactions at the 
counter such as the number of orders 
with hamburgers with no french fries 

Most quality-driven 
companies have very good, 
if not excellent, tracking 
systems for their 
operations. Unfortunately, 
many of them do not have 
customer measurement 
systems of corresponding 
quality. 

and two soft drinks, and after-trans­
action data which monitors customer 
perception past the counter. 

Using technology such as smart sen-
ors and radio frequency transmission, 

data collection can be conducted on all 
a pects of the operation in real time. 
Thus, customer satisfaction that is 
expressed at the table about service 
or food quality can be linked directly 
to personnel and back-room opera­
tions. Thi information provides a 
dynamic picture of what is happen­
ing. 

Real-time customer measurement 
with linkage to activities is a chal­
lenge and an opportunity for market 
researchers. The need for real-time 
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customer measurement is being ad­
dressed but not really being solved. 

Target costing for all business 
activities 

Target costing - a phrase that 
comes from CQI - is another call for 
the research indu try to re-engineer 
the way it works with clients and 
implements market research projects. 
The underlying concept is very simple 
to understand. Take the price that a 
customer is willing to pay for your 
product or service. This is your sales 
revenue. Next, define how much profit 
you want out of that selling price. 
Then, subtract the desired profit from 
the selling price and you have the cost 
that your business activities mu t 
come in under. 

The "target co ting" principle has 
touched on all aspects of the business 
including the budget for market re­
search. The days when we simply 
passed the costs onto an unque tion­
ing client are pretty much gone. It 's 
getting tougher and tougher to get a 
client to accept a bill of $30 per hour 
for an interviewer when the client 
knows the interviewer may getting 
less than half of that. More than ever, 
it is the client who sets the cost per 
re pondent target for the research 
company to meet. 

One of the largest banks in the 
world, ABN AMRO, outsources its 
consumer research to a market re­
search firm. This deci sion to turn it 
over to outsider wa born of the need 
for more effective research at less 
cost. Outsourcing of cour e is not 
new. However the kind of working 
relation ship between ABN AMRO 
and the research agency may become 
more common. ABN AMRO sets the 
strategic information needs and di­
rects the research to agency deliver 
within the given budget. The research 
agency keeps only 40 percent of the 
budget. The rest goes to other agen­
cies who have the necessary experi­
ences and specialties. 

Writing is on the wall 
Forty top busine executives op­

erating industry giants such as Texas 
Instruments, Kodak , Campbell Soup, 
Dow Chemical , General Electric, Pru­
dential and others of the same stature 
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were po ed the question, "How impor­
tant i re-engineering to the future suc­
ce s of your company?" A resounding 
83 percent said "critical for future suc­
cess and survival"8

• 

The writing on the wall has been there 
for a long time and the market research 
industry hasn ' t read the message that it 
must re-engineer its own operations to 
meet the requirements of the quality­
driven organizations. 

How does the market re earch indus­
try go about this? 

1. Develop greater capabilities to de­
sign research projects that have true 
strategic impact for its clients. The mar­
ket research personnel mu t adapt to the 
major hift in the per pective of the 
manager . Clients' managers are being 
trained to operate cross-functionally 
now and their demands on research have 
been shaped accordingly. 

2. Develop methods and products that 
meet client demands for continuous, 
real-time information that connects 
cu tomer feedback with bu ine s ac­
tivities. Some of the solution may lie 
with technology and other with re­
search procedures. All solutions de­
pend on the ability of the market re­
search industry to think outside of the 
box while thinking as the client would 
think. 

3. Fundamentally change the opera­
tion of the research company. Data 
collection and analysis procedure have 

not changed in decades. They are still 
labor intensive, involving interviewers, 
supervi or , statisticians and technical 
writers. 

TQM and CQI are more than 
buzzwords. They are facts of life which 
every market research organization not 
only must learn to live with but also 
become part of. The following slogan is 
one that research companies need to 
adopt from their own clients: 

When it comes to our company, the 
only opinions that count are those of our 
customers! 

Who could argue with that? 0 
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Names of N·ote 
continued from p. 20 
the Atlanta data collection center. 

Linda Shea has joined Opinion Re­
search Corp., Princeton, N.J., as associ­
ate director of the Customer Satisfac­
tion & Retention Practice of ORe­
Princeton Group. 

Karen Hendricks, president and 
CEO of Baldwin Piano & Organ Com­
pany, has been appointed to the board of 
directors of ACNielsen. 

Joseph Plummer has joined Audits 
· & Surveys Worldwide, New York, as 

vice chairman. 

St. Louis-based Aragon Consulting 
Group 's research division has added 
Tiejun (Tom) Tang as senior research 
analyst. 

Bill Gramley has joined Targetbase 
Marketing, a division of The MIA/RIC 
Group, Dallas, as senior vice president. 

Eileen Wolford has been appointed 
senior vice president of the Angus Reid 
Group. 

Debra Alexander has been named 
senior associate, VP, at the new Chi­
cago office of Seattle-based Northwest 

Research Group, Inc. 

Gloria Williams-Elias and Dave 
Taber have been named vice president 
of Market Development, Inc., San Di­
ego. 

Darin Krantz has joined M arketeam/ 
Doane, St. Louis, as research analyst. In 

Krantz Golde 

addition, Mark Golde has been named 
research associate. 

Diagnostics Plus, Inc., State College, 
Pa. , has promoted Michelle Hostetler 
to director of quality and operations. 

Data & Management Counsel, Inc., 
Chadds Ford, Pa., has named Philip 
Rosenberg as vice president, business 
development. 

Todd Myers has been promoted to 
director of the telephone center at Re­
sponse Analysis Corp., Princeton, N.J. 
The firm also has appointed Steven 

ecialists! 
At Medical , ...,...,.~ .n.., ..... e research 
is our speciality. e r rview, conduct focus 
groups and swvey m executives, through 

--.-~o.~~o_..._, 

leaders, hospital ad i s, and all manner of 
physicians, pharmaci t ...,.,,...,..,.,.,...,._...,.ts and nurses for all 
types of market researc involving health care 
issues. 

If health care expert en portant to you, don't 
trust your project to a gtll)1ft~ijist. Call the specialists 
-George Matijow, Ernie e, or Steve Wilson at .... 

MEDICAL MARKET! G RESEARCH, INC. 

1-800-866-6550 
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Marks as account executive. In addi­
tion, Subhra Ghosh has joined the 
firm ' s telecommunications group as 
senior research director. 

Daniel Sammartino has joined the 
TeleSession Corp., New York, as ac­
count director in the promotional divi­
sion. 

Market Vision Research, Inc., Cincin­
nati, has named Jon Pinnell to the new 
position of vice president, marketing 
sciences. 

The Delahaye Group, Portsmouth, 
N.H., has named James Beakey head 
of its Survey Research Group. 

Market Facts, Inc. , has promoted 
Joann Schaumann to vice president in 
its Arlington Heights, Ill., headquar-

Schaumann Hodes 

ters. Jan Hodes has been promoted to 
vice president in the firm's Washing­
ton, D.C., office. Leslie Wheeler will 
head the new Market Facts office in 
Scottsdale, Ariz. 

Wheeler Craven 

Robin Craven and Nancy Massey 
have been named research associate at 
CB&A Market Research, Winston-Sa­
lem, N.C. 

PatSabena (Sabena Qualitative Re­
search Services, Westport, Conn.) has 
been reelected as 1996-97 president of 
the Qualitative Research Consultants 
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Association, Inc. ( QRCA ), New York. 
Other newly elected officers are: vice 
president Alice Rodgers (Rodgers Mar­
keting Research, Canton, Ohio); secre­
tary Linda LaScola (LaScola Qualita­
tive Research, Washington , D.C.); and 
treasurer Maryanne Pflug (MKP Re­
search, Steubenville, Ohio). Suzette de 
Vogelaere (Concepts & Strategies, Mill 
Valley, Calif.) was elected to the board 
of directors. 

Herron Associates, Inc., Indianapo­
lis, Ind. , has promoted Sue Nielsen to 

Nielsen Jorgensen 

vice president, Paul Jorgensen to di­
rector of data collection and Kelli Rouse 
to director of marketing. 

Rouse Ackerman 
Klausner 

Polaris Marketing Research, Atlanta, 
has promoted Lucy Ackermann 
Klausner to vice president. 

Sheila Walsh has joined Cramer­
Krasselt, a Chicago communications 
firm, as research manager. 

Tim Huberty has joined The Loring 
Partnership, a Minneapolis marketing 
consulting firm , as research director. 

Behavioral Analysis Inc., Tarrytown, 
N.Y., has appointed three new assistant 
vice presidents: Alison Munsch, Laura 
Piezzi and J.B. Rawlins. 

Quality Controlled Services, St. 

October 1996 

Louis, has promoted Bob Smith and 
Kim Kardenetz to senior project di­
rector. Mark Schmitz has joined the 
firm as manager, Trained Consumer 
Services. 

Dan Coates has joined Burke Mar­
keting Research, Cincinnati, as a senior 
account executive. 

Coates Obusek 

Charles Obusek, vice president of 
brand and marketing information for 
Dr Pepper/Seven Up, Inc., has been 
named to the Advisory Board of the 
University of Texas at Arlington ' s 
Master of Science in Marketing Re­
search degree program. 

David Spievack has joined Walker 
Information's Walnut Creek, Calif., 
office as vice president of business 
development. 

Donna Closterman, Betty Fraley 
and Michael Kuhn were re-elected 
to three-year terms on the board of 
directors at Burke, Inc., Cincinnati, 
Ohio. Jim Roberts, the firm ' s vice 
president of marketing services, was 
elected for the first time. 

Janice Bleyaert has joined 
ConwayiMilliken & Associates, Chi­
cago, as account group director. In 
addition, Matthew Mack has been 
named account manager. Sharon 
Swanson has been promoted to ac­
count group director. 

Daniel Murphy has been named 
vice president and general manager 
of the new Winston-Salem office of 
Diagnostic Research International, 
Los Angeles. 

"Finally 
a decent focus 
group room," 
spoke Anne 

Er. .. we mean Spokane as in Washington. Consumer Opinion 
Services is proud to announce the reopening of our Spokane 
Focus Group Facility. The new room is great, offering a 
tapered table, full audio visual services and the kind of 
environment you've come to expect from C.O.S. Give us a 
call at 206-241-6050 for your next focus group. We think 
you'll agree with Anne. 

Consumer Opinion Services 
••••••••••We answer to you 
12825 1st Avenue South Seattle Wa. 98168 
206-241-6050 FAX 206-241-5213 
Ask for Jerry or Greg Carter 

Seattle+ Portland + Spokane + B"oise + San Jose 
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Product and Service Update 
continued from p. 8 
number of users, services and fea­
tures. Available immediately to ex­
isting clients, the Web-based prod­
ucts include: three years of Forrester 
Research Reports, Briefs and Journal 
entries indexed by Forrester's cus­
tom keywords; a personalized re­
search tracking feature that highlights 
any new research in areas where the 
client has expressed interest; search­
ing capabilities including relevance 
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OPINIONS UNLIMITED 
A PREMIER RESEARCH CENTER 

FOCUS GR OU P SUITES 
TELEPHONE INTE RVIEWING 

Three RiveiWay Suite 250 
Houston, TX 77056 

713- 888-0202 

ranking, natural language querying 
and Boolean logic querying. For more 
information visit the company ' s Web 
site at http://www .forrester.com or 
call 617-497-7090. 

Service provides credit 
reports on research 
companies 

Creditview, Inc., West Haverstraw, 
N.Y., now provides a credit reporting 
service designed to meet the special 

needs of the market research indus­
try. The service enables users to evalu­
ate a new or existing client's payment 
history and credit rating(s). By using 
a multi-source method of compila­
tion , Creditview has compiled a data­
base of and for the market research 
industry. Data includes company lo­
cation, telephone, fax, E-mail and 
Internet address, principal's name(s) , 
other personnel , primary and second­
ary SJC codes, type of business, num­
ber of employees, sales volume, credit 
rating(s), years in business, and a 
detailed history of past projects and 
remittance times for each. The project 
history and remittance times are com­
piled from ongoing contributions to 
the database from field services, 
tab houses, coding services, print­
ers, sample companies, and other 
suppliers to the industry. The re­
ports are normally completed in an 
hour or less. They can be faxed or 
mailed and soon will be retrievable 
online. For more information call 
914-429-4119 . 

Raosoft issues update of 
UFill 

Raosoft, Inc. , Seattle, has released 
version 3 of its UFill data collection 
program. The collected data is stored 
in an associated database that is un­
seen by the person entering the form. 
Its DBF data format lets UFill be­
come a generic data collector that can 
feed data into organization databases. 
UFill can be distributed across net­
works, either on file servers or as an 
E-mail attachment. UFill can be put 
on Web sites for downloading and 
mailing back. It can also gather infor­
mation through: disk-by-mail, kiosk­
type display on standalone comput­
ers, and notebook computer. A Pro­
fessional Developers ' Edition is also 
available. For more information call 
206-525-4025. 

New service designed 
for testing consumer 
packaged goods 

Promotion Decisions Inc. , Cincin-
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nati, Ohio, has introduced National 
Shopper Lab, which compiles infor­
mation on consumer purchasing deci­
sions gathered directly from more than 
200,000 consumers via frequent shop­
per programs. Promotion Decisions 
Inc. developed National Shopper Lab 
through five years of cooperation 
with seven leading retailers. With 
National Shopper Lab, store-based 
or panel-based tests can be con­
ducted, or it can be used for track­
ing purposes and panel analytics. 
For more information call 800-886-
8877. 

Tablet PC suitable for 
research use 

Fujitsu Personal Systems, Inc., 

Database builder helps 
reach youth market 

Regulus Communications, Inc., Lin­
coln, Neb., the producer of the Young 
Author's Magazine Anthologies, has in­
troduced its DataSHARE initiative for 
market research programs. Through the 
33,000+ schools and home computers 
YAM now reaches, clients will have a 16 
million+ youth population from which to 
build a database for market research. 
DataSHARE allows World Wide Web 
automated responses from kids and fami­
lies to be delivered by E-mail to a clients 
desktop computer. Through its "Read 
and Write Activity Center" on the Web, 
the Young Author's program provides 
clients with electronic connections to kids 
and families via desktop computer and 
the Internet. Each DataSHARE project is 

Fujitsu 's Stylistic 1000 RF tablet PC 

available to indi­
vidual clients un­
der an exclusive li­
cense arrangement 
that fully protects 
both the data and 
theclient.Noother 
company is al­
lowed to use the 
protected re­
sponses from a 
client's project. 
For more informa­
tion call Richard 
Austin at402-435-
2111. 

Santa Clara, Calif., has introduced 
the Stylistic 1000 RF, a Windows­
compatible tablet PC featuring 
Proxim's built-in 2.4 gigahertz wire­
less LAN radio. The Stylistic mea­
sures 7.3 x 11 x 1.6 inches and weighs 
3.6 lbs, making it suitable for market 
research applications requiring a por­
table surveying unit. The Stylistic 
1000 RF can be configured with Win­
dows for Workgroups 3.11 and Pen 
Extensions 1.0 including the CIC 
Handwriting Recognition System 4.0 
or Windows 95 with Pen Services 2.0 
and the CIC HRS 5.0. For more infor­
mation call 800-831-3183 or visit the 
Fujitsu Web site at http:// 
www.fpsi.fujitsu.com. 
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Version 2 of AS K?em out 
now 

Infonetics Corp., Northboro, Mass., 
has introduced version 2 of its Win­
dows-based ASK?em software, which 
allows users to conduct CA TI or mail 
surveys. The new version offers inte­
grated graphics and a variety of graph­
ing formats, from bar charts to trend 
charts. Version 2 enables users to 
automate all phases of the survey ad­
ministration process, including sur­
vey design, contact list generation, 
conducting the survey, survey man­
agement and tabulation of the re­
sults. For more information call 
508-393-8088. 

Understanding Hispanics' 

lifestyles, values and culture 

can mean the difference 

between Hispanic marketing 

success and failure. 

Hispanic Market Connections, Inc. 

is a bilingual, bicultural full service 

market research and consulting firm 

that provides market intelligence and 

strategic analysis in qualitative (focus 

groups} and quantitative marketing 

studies with Latino consumers. 

415.965.3859 
M. Isabel Valdes, 

President 
Michele Clark, 

Director, Marketing & Sales 

www.hmc-research.com 
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Survey Monitor 
continued from p. 6 
percent); establishing fees for national 
parks, museums, etc. (68.1 percent); 
privatizing the administration of certain 
government services (50.5 perc~nt); cut­
ting agriculture subsidies ( 48.6 percent); 
cutting the defense budget (45.4 per­
cent) and cutting the Department of 
Education(l8.6percent).However, 14.9 
percent call for maintaining spending at 
current levels, thereby allowing the defi­
cit to increase. 

"While the news media reported that 
abortion was a divisive issue at the 
Republican National Convention, we 
found that, on a scale of one to five, 
about a quarter of all Americans (26.4 
percent) would be much more likely to 
vote for a candidate who opposes abor­
tion rights," says Miller. That group 
included 39.3 percent of all Republi­
cans. 

"However, it is important to note that 
respondents generally fell into three 
categories," says Miller, who reported 
that 39.2 percent of Americans are more 

likely to vote for a candidate who sup­
ports abortion rights, while 33.1 percent 
are more likely to vote for a candidate 
who opposes abortion rights, and 20.7 
percent are not swayed by this issue. 

Of those participating in the Aragon 
study, 35.6 percent identify themselves 
as Republicans, 41.3 percent are Demo­
crats; and 4.3 percent are Reform Party 
members. The rest of those surveyed 
identify with other political groups or 
declined to state their political prefer­
ence. More than 85 percent of the re­
spondents are registered voters. The 

------------------- -----------· Aragon study, conducted in August prior 

S A N F R A N C 

PANEL DISCUSSION 
ROOM (18'X20') 

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

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

• Floor to ceiling mirrors; professional 
audio system. 

• Silent. 24-hour air conditioning. 

• Fully-equipped client's office. 

• Sumptuous client meals catered by 
fine San Francisco restaurants. 

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

• Completely reliable recruiting. 

s c 0 

OBSERVATION ROOM 
WITH TIERED SEATING 
FOR 15 PEOPLE 

• Consistently rated tops in Bay Area by Impulse surveys. 
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to the Republican and Democratic na­
tional conventions, has a margin of er­
ror of ±5.4 percent. For more informa­
tion call Barbara Hohbach at 314-726-
0746. 

Nearly all U.S. adults 
save coupons 

Coupons are clipped and saved by 
nearly 90 percent of American adults , 
according to Decision Analyst, Inc. , an 
Arlington, Tex., research firm. In its 
recent national survey of over 9,600 
U.S. households , Decision Analyst 
found that 88 percent of all adults in the 
United States clip and save cents-off 
coupons. 

The survey revealed that Sunday 
newspapers are the consumer's favorite 
source of cents-off coupons. When 
asked, "Where do you typically find the 
best cents-off coupons?" approximately 
87 percent of coupon-clippers named 
the Sunday newspaper as offering the 
"best cents-off coupons." 

The lowest value coupon that con­
sumers wil1 "bother to save and re­
deem" is 26 cents, on average, across all 
product categories. "This suggests that 
coupons of 25 cents or greater value 
will have the most impact in the market­
place," says Jerry W. Thomas, presi­
dent/CEO of Decision Analyst, Inc . 
"Very low value coupons [those less 
than 15 cents] will tend to be ineffec­
tive, especial1y in attracting new users 
to a brand," Thomas says. 

The incidence of coupon usage ap­
pears to be roughly equal across all age 
groups. That is, the percentage of con­
sumers who clip and save coupons var­
ies very little by age group. However, 
younger consumers (those 18 to 44) 
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tend to redeem more coupons each week 
than older consumers ( 45 or older). The 
18 to 44 age group redeems over eight 
coupons per week, while the 45 or older 
group redeems about seven per week. 

The incidence of coupon usage tends 
to be affected by education. Among 
consumers with a high school education 
or less, 91 percent use coupons. In com­
parison, only 82 percent of consumers 
who attended graduate school use 
cents-off coupons. Similarly, consum­
ers with household incomes below 
$40,000 per year are more likely to use 
coupons than consumers with house­
hold incomes above $40,000. 

Decision Analyst, Inc. ' s national sur­
vey of coupon usage, conducted earlier 
this year, has a margin error of± 1 per­
cent. For more information call 817-
640-6166. 

Olympic advertising: 
playing the Games to win 

The 1996 Olympic Games in Atlanta 
set the world's standard for athletic ex­
cellence. The Olympics have also be-

come one of the premier an objective assessment of 
showcases for marketing how successful companies 
accomplishment. With have been in their own 
businesses paying $40 high-stakes competition. 
million for the rights to a .._ _ _______ _. The following results are 

WorldwideSponsorship, based on interviews with 
the opportunity for a company to be- 250 respondents conducted in May. 
come associated with the Olympics is a TwomonthspriortotheactualGames, 
uniquely rich marketing game with its 79 percent of people could name at least 
own set of victors and also-rans. one of the official sponsors. The aver-

Gallup & Robinson, an advertising age person knew two sponsors correctly. 
and marketing research company based Overall awareness levels were up from 
in Princeton, N.J., tracks public response 62 percent and 1.6 sponsors in January. 
to Olympics advertising efforts by peri- Men and women were similar in their 
odically surveying consumers about awareness. Eighty-one percent of men 
their awareness of the sponsors and and 77 percent of women were able to 
their attitudes towards Olympics spon- name at least one sponsor when asked. 
sorship. The study method is based on On average, both men and women were 
telephone interviews conducted as a able to name 2.1 correct sponsors. 
part of Gallup & Robinson's standard­
ized advertising research programs. At 
the conclusion of selected general audi­
ence magazine advertising studies, read­
ers are asked about their attitudes to­
wards advertising in general, Olympics 
advertising in particular," and their un­
aided awareness of which companies 
are Olympics sponsors. The data offers 

Awareness (%) 

Total 
s.am.we. Men wom.e.rr 

Named at least 
one correct 
sponsor 

79 81 77 

Coca-Cola has been the most effec­
tive company at registering its sponsor-

SERVICES 

Analytical has been serving the research community 
since 1970 with our unique combination of business 
integrity an echnological excellence. In addition to 
our interviewing and tabulation software, we offer a 
full range of tabulation and tatistical services. 

Analytical's outstanding survey center, Innovative 
Query (IQ) can help you when you are over-booked, 
und~rstaffed, or overwhelmed. IQ services can keep 
you from ever having to turn down jobs that are too 
large, too comple . IQ gives you the resources to make 
you competitive in ew areas. 

October 1996 

ANALYTICAL 
8687 East Via de Ventura Scottsdale, AZ 85258 
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hip of the Olympics with consumers. 
Forty-seven percent of people knew that 
Coca-Cola was associated with the At­
lanta Games. The second best-known 
spon or was McDonald 's, which was 
known by 34 percent of people. 

SQQnw 
Coca-Cola 
McDonald's 

Awareness(%) 

Total 
~ M.e.n Women 

47 50 45 
37 40 34 

Two out of three people (66 percent) 
agreed that Olympics sponsors were 
doing a good thing for the country. 
Additionally, six out of 10 believed that 
Olympics sponsors were the real lead­
ers in their industries. However, only 
one in three respondent felt that they 

Name Creation: Best New Product Branding 

Name Testing. 

For Information Contact: John P. Hoeppner 

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

e-ma il: na mequest @ ao l.com 

lla1nu quust ® 

liked to watch Olympics advertising 
better than regular televi ion advertis­
ing or that this year's Olympics adver­
ti ing was the best they ' d seen. 

Agreement(%) 

Total 
Statement 

Olympics sponsors 
are doing a good 
thing for the 

~ Men Women 

66 61 70 

country 

Companies that 
sponsor the 
Olympics are the 
real leaders in 
their industries 

I like to watch 
advertising about the 
Olympics more than 
regular TV advertising 

60 

36 

This year's Olympics 36 
advertising is the 
best I've seen 

64 57 

30 39 

33 38 

Importantly , companie that have 
been most uccessful at establishing 
their sponsorship with the public, like 
Coca-Cola and McDonald 's, have ac­
complished the additional goal of mini­
mizing the credit that is sometimes 

shared with competitors when uncer­
tainty or confusion exists in the public 
mind about who the official sponsors 
are. People were nearly five times as 
I ikely to correct! y think of Coca-Cola as 
the sponsor over Pepsi ( 47 percent ver­
sus I 0 percent) . T hey were three times 
as likely to think of McDonald ' a the 
sponsor over Burger King (37 percent 
ver us 12 percent). 

Awareness (0Lo) 

Total 
~ ~ Men Women 

Coca-Cola 47 50 45 
Pepsi-Cola 10 10 11 
McDonald 's 37 40 34 
Burger King 12 12 12 
Pizza Hut 6 5 7 
Wendy's 3 3 2 

The sponsorships of some companies 
were known by less than I 0 percent of 
respondents. And for several sponsors, 
the public was as likely to credit a direct 
competitor rather than the company it-
elf with being the Official Sponsor. 

Thi s may be due to a lack of a solid 
communications program by the spon­
sor or efforts to defuse the sponsor' 

The Science of Name Creation 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~position by a competitor. For example, 
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OBJECTIVE: 
Samples around specific store sites for our retail clients 
who need quick results. 

SSI SOLUTION: 
Barry Sabol (President of Strategic Consumer Research in 
Cleveland, Ohio) - "When we do surveys for retailers, we select a 
radius around a store site in a particular market. I' Site-Radius 
methodology is really outstanding. In fact, we once had to do a 
urvey to confirm the specific store closest to the re pondent's home 

and we experienced a virtual 99% match of trade 
area with d1e store! 

"Turnaround tin1e is often an issue -
a retailer will call and say 'I need to 
know what's happening at tore 1542 
by the end of the week.' I know I can 

make one call to my SSI account 
executive and have the sample the next 

day. That's one of the main things I love 
about Uivey Sampling - just unbelievable 
responsiveness." 

Call SSI for sampling solutions at 
(203) 255-4200. 

.......: Survey 
• j Sampling, 
=.. Inc.® 

Partne rs with survey 
researchers since 1977 

people were as likely to name United 
Airlines or American Ai rlines as they 
are Delta Airlines, the actua l pon or. 
And people were as likely to name Fed­
eral Express or the U.S . Postal Service 
as they were UPS, the actual sponsor. 

Awareness (0Lo) 

Total 
~ s.amru.e. Men Wrunrul 
American Airlines 8 5 9 
Delta Airlines 8 9 8 
United Airlines 8 6 9 
Federal Express 7 5 8 
Postal Service 5 3 6 
UPS 5 6 4 

According to Scott Purvis, president, 
Gallup & Robinson, Inc. , "With most 
media opportunities, there is very little 
evidence that people give advertisers 
some kind of 'extra credit' just because 
they 've run their messages in a particu­
lar context. With the Ol ympics, though, 
people view sponsorship as a good thing 
for the country and a role fo r the real 
leaders in their industries. Thus, a 
company ' succe sin becoming known 
a a sponsor brings with it the benefit 
of having its messages heard by a large 
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audience that is more favorably di s­
posed to the marketer's participation 
than is normal." For more information 
call 609-924-3400. 

New products flood 
market 

Choice is good; it 's a universal truth 
we've all been brought up to believe. 
But is there such a thing as too much 
choice? It 's a question that consum­
ers may begin to ponder as they come 
to terms with what can only be de­
scribed as an explosion of choice in 
the supermarket. According to Naples, 
N .Y.-based Marketing Intelli gence 
Service 's Product Alert publication, 
1996 i shaping up as the biggest year 
in hi story for new product introduc­
tions. 

Through the first three months of 
1996, Product Alert has reported more 
than 6,500 new food, beverage, health 
& beauty aid, household and pet prod­
ucts. Annualized, that's equivalent to 
more than 26,000 new products - a 

doubling of new products since 1986. 
The numbers are staggering because 

the average supermarket contains only 
30,000 products , according to the 
Food Marketing Institute. The point 
is rapidly being reached where an 
empty upermarket could be stocked 
with nothing more than one year's 
worth of new product introductions! 

Although product entries are up, 
upermarket aren't doubling in size 

to accommodate all of the new en­
tries. Something has to give and that 
something i the new product failure 
rate, which is likely to creep higher. 
Today's new products must produce 
immediate results, or else. Slow sell­
ers are routinely culled in a matter of 
weeks, not months, as in the past. 

The quantity of new products is up, 
but is the quality? While new brands 
like SnackWell' s and Mentadent are 
big hits, roughly eight of every 10 
new products represents an extension 
of an existing brand or line. Products 
that are truly new and different are a 
shrinkin g minority. According to 

Marketing Intelligence Service's In­
novation Ratings, just 6.6 percent of 
1996' s new entries feature innova­
tions in formulation, po itioning, 
packaging, technology or creating 
new markets. That 's down from a 
peak of 18.6 percent in 1986. "Prod­
uct innovation has really taken a back 
seat to 'bandwagon ' marketing," says 
Tom Vierhile, general manager of 
Marketing Intelligence Service. " If 
something gets hot, everyone jumps 
on the bandwagon . Alpha hydroxy 
acid took off in 1993 and now virtu­
ally every skin care maker ha a prod­
uct featuring the ingredient. Product 
Alert reported 175 new alpha hydroxy 
acid skin care products in 1995 alone. 
Salsas are the same. Product Alert 
reported 81 salsa entries in 1990 and 
we nearly topped that in the first quar­
ter of 1996 with 76 new al a prod­
ucts ." 

The explosion of choice marks the 
decline of "one size fits all" market­
ing and rise of "just my size" market­
ing. For facial tis ues, that translates 

State-of-the-Art Focus Group Facility T dephone Interviewing 

~ Located in the center of the San 
Francisco-San Jose Peninsula, the heart of 
Silicon Valley 

~ One of the top Asian and Hispanic 
DMAs 

~ Experienced recruiting of general market, 
Asian and Hispanic respondents 

~ Multilingual moderators on staff 

~ Telephone interviewing in English, 
Spanish, Portuguese, and most major 
Asian languages 

~ Multilingual Computer Assisted Telephone 
lnterviewing .... Now With More Stations!! 

~ Custom studies, tracking studies, and a 
quarterly Hispanic Omnibus 

~ On-site and remote monitoring capabilities 

Call: Felipe Korzenny, Ph. D., Betty Ann Korzenny, Ph. D., 
Sandra M.J. Wong, Ph. D., Rebecca Abravanel, Ph. D. 

Phone: (415) 595 5028 FAX: (415) 595 5407 
1301 Shoreway Road, Suite 100 • Belmont, California 9 4002 
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to 22 different package choices for 
Kimberly-Clark's Kleenex Expressions 
line. Consumers can "express them­
selves" with varieties like Thai-riffic, 
Sunflower, Quilt, and Peacock. Or for 
coffee, it means choosing among the 

New Product Introductions: 
1986-1996 

1986 ...................... 12,436 
1987 ...................... 14,254 
1988 ...................... 13,421 
1989 ...................... 13,382 
1990 ...................... 15,879 
1991 ...................... 15,401 
1992 ...................... 15,886 
1993 . . . . . . . . . . . . . . . . . . . . . . 17,363 
1994 ...................... 21,986 
1995 ...................... 20,808 
1996 ... (estimated) 26,000 

Source: Marketing Intelligence Service, Ltd. 

600 different flavor, package and size 
choices offered by San Diego-based 
Stella Bella Coffee. Rest assured, there's 
something for everyone - literally! 

So many choices, so little time. The 

You'll find 
nuts & bolts 
answers to 

your research 
questions in 

• every 1ssue .. 
~It\\\\~~~ _I_ 0 ••• •!!• 

::::;; 
~ 
iti ... 
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average wage earner today spends the 
equivalent of an extra month on the job 
each year compared with their counter­
parts of just two decades ago. Working 
mothers routinely juggle up to seven 
tasks at once. Combine these increased 
time demands with the explosion of 
choice and you begin to see why the 
average American is in a state of physi­
cal and mental overload. It's causing 
some consumers to say enough is 
enough. In the past five years, the Ameri­
can Institute of Stress reports that 28 
percent of Americans have voluntarily 
made changes that led to less income, 
but a more balanced life. This may 
signal a trend toward lifestyle simplifi­
cation that could eventually slow new 
product proliferation. For more infor­
mation call Tom Vierhile at 
800-836-5710. 

Meats make the grade 
with consumers 

years ago. Con­
sumers agreed 

by 

that all three meats also were afer and 
more convenient to prepare than in the 
past. 

A telephone survey was conducted 
among 100 people who are consumers 
of chicken, beef and pork at least once a 
month. While consumers acknowledged 
safety, health and handling improve­
ments for all three meats, chicken stood 
out for its highly recognized conve­
nience. Seven out of 10 consumers, and 
men in particular, said chicken was more 
convenient to serve today than it was 10 
years ago. 

The majority of people (80 percent) 
felt comfortable about their knowledge 
of chicken handling and preparation. 
Conventional sources of information 
such as newspapers, magazines, cook-

books and television remained the pri­
mary vehicles of information on reci­
pes. The use of the Internet was mar­
ginal but on the increase. 

However, more than half of con um­
ers (53 percent) admitted wanting more 
exciting ways to prepare chicken. Con­
sumers said they would increase their 
consumption of chicken to more than 
once or twice a week provided they had 
interesting chicken recipes. "This sur­
vey is indicative of the latest change of 
attitudes toward meat," says Larry 
Chiagouris, managing director of CDB 
Research & Consulting. "Consumers 
are regaining confidence and interest in 
chicken with implified and accessible 
preparation methods." For more infor­
mation call 212-887-8000. 

How to get the rest to 
the Internet 

In a survey of people who were aware 
of but did not use the Internet, the most 
popular reason to 
start using the In-

ternet, cited by 66 1' 
percent of re pan-
dents, was to pro­
vide access to edu­
cational material 
for their children. 
The USA Today/ 
IntelliQuest Technology Monitor sur­
vey, reported in Intelligram, a publica­
tion of IntelliQuest Inc. , an Austin, 
Texas, research firm, also found that 
videoconferencing (60 percent), access 
to information about hobbies or inter­
ests (57 percent) and access to work­
related information (54 percent) would 
get them interested in using the Net. 

All of these activities, excluding vid­
eoconferencing, are already widely ac­
cessible via the Internet. Other oft-men­
tioned activities, such as E-mail (49 
percent) and getting job information 
(47 percent), are also common on the 
Internet. This may indicate that lack of 
awareness of what the Internet can pro­
vide may be a large stumbling block 
towards mainstream adoption . 

Ironically, activities that many claim 
will bring the masses to the Internet are 
the same activities that non Internet 
users claim to be of the least interest. 
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Banking from home (32 percent) and 
shopping from home (31 percent) were 
shown to be of intere t to about one­
third of respondents. The findings were 
based on telephone interviews with ran­
domly selected individuals conducted 
by IntelliQuest in December 1995. For 
more information call 512-329-0808. 

Environmental movement 
alive and well 

Is America's concern over the envi­
ronment waning, as some people think? 

Hardly, according 
to a new nation­
wide survey con­
ducted by Ameri­
can Opinion Re­
search, Princeton, 
N.J., for the Coun­
cil on Packaging 
in the Environ­

ment (COPE). In fact, the result show 
the environment may be one of our most 
consistent national concerns. 

The staying power of environmental 
concern is one of the key findings of the 
COPE study. While never the top issue in 
consumers' minds, environmental con­
cern has remained steady over the past 
several years while concern over other 
issues, such as the economy, health care 
and education have fluctuated dramati­
cally, often in direct correlation to media 
coverage. 

Twenty percent of all adults currently 
rate the environment as a "very serious 
issue," about the same as rate the economy 
as "very serious." However, while con­
cern about the economy has fluctuated 

wildly over the past four years, public 
concern about the environment has re­
mained constant despite a dramatic 
fall-off in media coverage. 

Other findings of the survey of 1,000 
adults selected at random from all 50 
states: 

• 79 percent have taken some action 
during the past three months to help the 
environment. And, when pressed, they 
could support their claim by stating 
exactly what they did. Women and 
people in the mid-Atlantic states (New 
York, New Jersey, Pennsylvania) rated 
the highest for doing something to help 
the environment, including recycling, 
patronizing companies with good envi­
ronmental records and conservation 
activities. 

• 63 percent say they are "personally 
doing more now" to help the environ­
ment than they were doing three years 
ago; only 2 percent say they are doing 
less. Adults with children are most likely 
to say they are "doing more," to help the 
environment. This confirms previous 
research that children, learning about 
the is ue at school, are pressuring their 
parents into environmental actions. 

Recycling tops the list of steps con­
sumers are taking. However, adults are 
also li ting an increasing variety of ac­
tions, including: 

• Looking to buy from companies 
with good environmental records 

• Reducing energy and water con-
sumption 

• Buying refills and concentrates 
• Reusing plastic bags 
"This study clearly confirms a trend 

that the environment is becoming more 
personally oriented and less 

issue-oriented," says Chris Murphy, ex­
ecutive director of COPE. "People are 
taking more personal actions, more di­
rectly related to how they live their lives. 
This gets less media attention than an oil 
company boycott, so some observers be­
lieve, incorrectly, that environmental con­
cern is losing steam." 

The Environmental Protection Agency 
and the Federal Trade Commission 
worked with COPE to develop some of 
the questions asked on the survey which 
also covered a variety of issues, includ­
ing: labeling, understanding environmen­
tal terms, packaging issues and others. 

COPE is a national coalition of con­
sumer product companies, packaging 
producers, materials suppliers, retailers, 
trade associations and recyclers commit­
ted to promoting programs that integrate 
the concepts of the environment and eco­
nomic sustainability in the design, use 
and disposition of packaging. 

The COPE study, based on interviews 
with 1,000 adults selected at random from 
across the United States, has a margin of 
error of ±3 percent. For more information 
ca11202-3 31-0099. 

MRCF®CUS 
Las Vegas' Premier 

Focus Group Facility 
Focus Groups - Intercept Interviewing 

Mystery Shopping 
101 Convention Ctr. Dr., 8 .1 005 

Las Vegas, NV 891 09 

Phone(702}734-7511 
E-mail: research@MRCGroup.com 

PRECISION FIELD SERVICES 

CHICAGO's N EWEST Focus FACILITY 
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Research Industry News 
continued from p. 21 
2612, Australia. Phone 61-6-257-
5847. Fax 61-6-257-5860. For more 
information contact Mark Textor, 
managing director. 

MarketVision/Gateway Re-
search, a division of MarketVision 
Research, Inc., Cincinnati, Ohio, has 
opened a consumer research center at 
the Six Flags Over Texas theme park 
in Arlington. 

Custom Research Inc. (CRI), Min­
neapolis, has been selected to receive 
a site visit for the 1996 Malcolm 
Baldrige National Quality Award. 
CRI is one of nine companies and one 
of two small companies in the coun­
try to be selected for a site visit. 

Applied Consumer & Clinical 
Evaluations (ACCE), based in 
Mississauga, Ont. , and Buffalo, N.Y., 
has been awarded ISO 9001 registra-

tion. The firm specializes in perfor­
mance and clinical testing of con­
sumer package goods, using test 
subjects and controlled evaluation 
procedures. ACCE's registration, 
which took about a year to com­
plete, was conducted by registrar 
Quality Management Institute, a 
division of the Canadian Standards 
Association. 

Cardiff Software, Inc. ,. San 
Marcos, Calif., has signed an agree­
ment with Kofax Image Products to 
include Cardiff's Tri-CR recognition 
software in Kofax's ImageControls 
Developer's toolkit. The partnership 
provides software developers with a 
Visual Basic/Visual C++ platform for 
creating production-level document 
imaging and data collection applica­
tions for Windows 95 and Windows 
NT. 

Claritas Inc. , Arlington, Va., has 
entered into an agreement to acquire 
Strategic Mapping, Inc. (SMI), sub­
ject to SMI' s shareholder ratifica­

----------------, tion. Terms of the agreement were 
STATISTICAL ANALYSIS not disclosed. The combined com-

AND 
DATA PROCESSING SERVICES pany will provide local-area demo-

graphic updates, lifestyle segmenta-
For the right direction, 
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tion targeting products, and desktop 
marketing analysis systems. Claritas 
plans to build on the SMI product 
line, honor all SMI contracts and pro­
vide continued support and service to 
SMI clients. 

Medical Economics Company, a 
Montvale, N.J., provider of health 
care information products and ser­
vices, has formed a new database 
marketing unit, MEDEC Business 
Direct, to provide targeted health care 
information and database marketing 
strategies tailored to a variety of uses, 
including market research, direct mail 
and telemarketing. MEDEC Business 
Direct will be based in Chicago. 

Information Resources Inc. , Chi­
cago, has formed an alliance with The 
Univision Television Network, the 
nation's largest Spanish-language 
television network. As part of the 

agreement, IRI wil l provide Univision 
with a new package of data and ana­
lytical solutions to a sess the effec­
tiveness of ethnic marketing programs 
in terms of increased sales. 

CB&A Market Research , Win­
ston-Salem, N.C., has been selected 
to provide a study of local travel hab­
its in Raleigh, N.C. 

Opinion Place, a Winnipeg re­
search firm, has moved its central 
telephone facility and administration 
offices to Unit #6, 1146 Waverley 
St., Winnipeg, Man., R3T OP4. The 
phone numbers remain the same. The 
focus group and mall intercept facili­
ties wi ll remain at the Polo Park loca­
tion. 

GF Media, Inc., has acquired own­
ership of Effective Media Services 
from its partner, Active Media Ser­
vices, Inc. Effective Media Services 
is a media planning and placement 
company that uses analysis of ratings 
and lifestyle cluster data to create 
ad campaigns. Effective Media's 
new headquarters is at 50 Chestnut 
Ridge Rd., Montvale, N.J., 07645. 
Phone 201-930-1010. Fax 201-930-
1221. 

Northwest Research Group, Inc. , 
Bellevue, Wash., has opened a Web 
site at http ://www.nwrg.com. 

SIL Worldwide Marketing Ser­
vices has moved its Miami area office 
to 7601 North Federal Highway, Suite 
205-B, Boca Raton, Fla., 33487. 
Phone 561-997-7270. Fax 561-997-
5844. 

Mark Gottlieb has formed Mark 
Gottlieb Consulting to provide di­
rect marketing and research consult­
ing services. The firm's address is 
464A Liberty St., Ste. 102, Little 
Ferry, N.J. , 07643. Phone 201-807-
9091. E-mail gottlieb@styx.ios.com. 

Paria Group has opened a new 
data collection fac ility at Central Park 
East, 1815 S. State St., Ste. 4000, 
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Orem, Utah, 84058. Phone 80 l -226-
8200. Fax 801-226-4819. 

Palshaw Measurement, Inc., has 
opened an Atlantic Region client ser­
vice office in Virginia, with vice presi­
dent Aldor Peterson in charge. The 
office is located at 2034 Heather Glen 
Rd. , Charlottesville, Va., 22911. 
Phone 804-975-2016. Fax 804-975-2416. 
E-mail palshawl @ix.netcom.com. 

Market Statistics, New York, has 
announced a joint effort with Ameri­
can Business Information, Inc. As a 
result of the strategic relationship, 
Market Statistics can now augment 
its demographic and bu iness data 
with American Bu s ine 
Information's national business list­
ings. 

Data Development Corp. , New 
York, has become the exclusive U.S. 
licensee for the Stochastic Reaction 
Monitor, a marketing research track­
ing system. The Stochastic Reaction 

Monitor is currently offered in 36 
countrie . It was introduced by Sto­
chastic Consulting International in 
1981. 

Dun & Bradstreet Information 
Services has invested $2.3 million to 
acquire a minority s take in 
MarketPlace Information Corpora­
tion. In addition DBIS received war­
rants to acquire additional shares. 
Waltham, Mass.-based MarketPlace 
provides the technology and market­
ing upport for the desktop marketing 
product D&B MarketPlace , which 
enables mall businesses to find new 
cu tomers by accessing DBIS ' data­
base of approximately 10 million U.S. 
bu inesses . 

Evansville, Ind.-based RSC, The 
Quality Measurement Company, and 
Media Marketing Assessment Inc., 
Westport, Conn. , have joined forces 
to " lead the advertising industry to 
greater sales productivity" and work 
together to provide their full line of 

advertising development, planning 
and assessment tools. 

Perception Research Services 
(PRS) has signed a licensing agree­
ment with ProFakt Market Research 
of Munich, Germany, to bring PRS 
Eye-Tracking capabilities to Ger­
many . PRS already markets and 
implements these services in the 
United Kingdom through an alliance 
with Conquest Research in London. 

Mature Marketing and Research, 
Boston, has joined with Pranses Re­
search Services, Hoboken, N.J., to 
offer a quarterly omnibus on senior 
lifestyles. For more information call 
Terry Pranses at 201-659-2475 or Dr. 
Leslie Harris at 617-720-4158. 

Diagnostic Research Interna­
tional, Lo Angeles, has opened an 
office in Winston-Salem, N.C. Daniel 
Murphy has joined the firm as vice 
president and general manager of the 
new office. 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? 1/H/R Research Group can help - with the 
highest quality, lowe t prices , and best service available anywhere. 

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

• 75 Ci3/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of-the-art technology 

What makes 1/H/R the best? Some ay it ' our on-going training program or our great supervisors ... But, 
what seems to make our client even happier are the really competitive prices. We' re growing, so we can 
afford to bid very aggressively. 

If you're tired of the same old song and dance, give 1/H/R Research Group a call. We'll make sure your job's 
done right and at a cost you can live with. 

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

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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United Way 
continued from p. 11 

"We felt it was important to talk 
first to those who we already had a 
relationship with," Fischer says. "We 
wanted to come up with a list of at­
tributes, to determine what the fac­
tors are that bring someone into a 
relationship with United Way. What 
are they looking for, as a donor, as a 
volunteer, as part of an agency that 
receives support for their programs 
from United Way?" 

you help 

1,~00 I 
~e»p~ 

live in their o""" hoiTies longe r 
through 

Meals 
0111 

WI-I eels 

The satisfaction surveys were dis­
tributed (in many cases with the help 
of local corporations, which passed 
them out to employees) at the conclu­
sion of the fall 1995 United Way 
campaign. 

The six-page survey asked respon­
dents to assess the importance of state­
ments like "United Way invests my 
contributions wisely" and "United 
Way keeps administrative costs to a 
minimum," using a five-point scale 
("extremely important" to "not at all • UNITED WAY 
important") and then indicate how 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Toreassuredonorsthattheircontribu~onsdomakea 
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OBJECTIVE: 
Random digit samples with consistent high quality 
that result in increased productivity. 

551 SOLUTION: 
Clint Brown (pre ident of Alliance Research in Crestview 
Hills, KY) - "SSI's RDD samples yield a 10% higher working 

phones rate, re ulting in increased productivity - plus we 

need to buy less sample. We've tested the competition and 

the consi tency's just not there. The SI 

product is just better, it 's a more efficient 

sample and more representative. For 

those of us researchers who have the 
ability to measure the quality of the 

sample, it's a fa irly easy deci ion to go 
with SSI's RDD sample." 

Call SSI for ampling solutions at 
(203)255-4200. 

~ Survey 
~ ~ Sampling, 
=-....... Inc~ 

Pa rt ners with su rvey 
research e1· since 19 77 

difference, the Twin City United Ways began an ad 
campaign showing how many people are helped by 
various United Way programs. 

they felt United Way performed m 
that area (" strongly agree" to 
"strongly disagree"). 

Respondents were asked to divide a 
$100 contribution among several ar­
eas of need, including "providing food 
and shelter" and "nurturing children 
and youth," both as they would and as 
they felt United Way would. 

The survey also looked each 
respondent' s recent contribution be­
havior and asked how they preferred 
to receive information about the 
United Way and why they had or had 
not contributed in the past. 

Gap analysis 
After the results were tabulated , 

Fischer used gap analysis to identify 
service areas that needed attention. 
"With gap analysis , you can tell where 
you have opportunity gaps. I prefer to 
call them that because if you look at 
the gaps as a problem, someone will 
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You can buy word-of-mouth 
advertising. 

Satisfied cu tomers tell their fri nd . 
So do diss tisfied cu tomers. 

Audits & Surveys Worldwide's Customer Satisfaction Division 
is dedicated to furnishing the insight to help you provide the products 
and services that satisfy customers, keep them loyal , give you a larger share of 
their business and have them tell their friends about you. Win market share and 
increase profits by turning your existing customers into your most credible sales force. 

Our comprehensive approach begins with in-depth interviews within our clients' organizations with key 
personnel to better understand client operations and perceptions. We then conduct a qualitative investi­
gation of the drivers of customer satisfaction and loyalty. ASW Attribute Importance Studies quantify the 
qualitative findings and help establish the areas of continuous measurement, which can take the form of: 

e Customer Satisfaction Studies • Outgoing to Customers 

e Customer Satisfaction Studies • Incoming Using VRU Technology 

Employee Satisfaction Studies 

e Mystery Shopping 

ASW customized reports can be made available through secure Internet transmis­
sions, other electronic media, fax and personal presentations. Listen to the actual 
sound of your customers' voices with A&S Volce/CATI

8
, the first and most versatile 

digital voice capture system in the industry. Select and play "audio cross-tabs" of 
recorded open-end responses, by age, sex or location. 

ASW will also provide: 
Employee Training 

Employee Reward and Recognition Programs 

Profit from the professional expertise, innovative research designs 
and state-of-the-art technologies of Audits & Surveys Worldwide. 

Contact Fred Winkel at 1•800•274•3577 
AUDITS & 

====== SURVEYS 
WORLDWIDE Science for the Art of Marketing 
The Audits & Surveys Building • 650 Avenue of the Americas 
New York, NY 10011 • 212-627-9700 • Fax: 212-627-2034 



alway want to assess blame. They ' re 
opportunity gap because we know 
something that we didn't before and 
we have an opportunity to do some­

heartening to me. While they may 
have opinions about fund-raising, they 
were really starting to understand why 
we're out there." 

be able to trust us, to know that we're 
spending their money wisely, that 
we're helping a broad spectrum of 
people. In order to help reassure them 

thing to change it," he says. ·1 op pportunit~ ( .aps lln\ 111~ h l'rall Pl•rfurmann- that they are investing their 
charitable dollars wisely with Gap analysis is an excel­

lent way to make research 
findings easily understand­
able to a lay audience, which 
was e pecially valuable in 
United Way 's case. "Beth 
did a really nice job of put­
ting the findings into ev­
eryday terms ," Johnson 
says. "We present the find­
ings to such a diverse group 
of volunteers. Some of them 
are very comfortable with 
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United Way we need to come 
up with more concrete data 
on re ults." 

Thus the Twin City United 
Ways have begun asking the 
agencies they fund to dem­
onstrate that their programs 
get results. "While we know 
that the agencies have always 
done good work, in St. Paul , 
and I know Minneapoli s is 

research, others aren't. We , .... ... , ... -~ • ._.~,~ .~.. '''''""''" 
moving toward this , we're 
asking the agencies to evalu­
ate their programs and give 
us concrete information 
about how their programs are 

needed to make it palatable Members of the United Way Research Committee used illustrations of impor­
and easy to see its useful- tance/agreement gaps identified by the research to quickly communicate 

ness. " findings to a lay audience. 

"If I pre ent the results of 
research and someone in the audi­
ence isn't a number cruncher and 
they can't walk out of the presenta­
tion with a olid understanding of 
the findings then I haven ' t done my 
job," Fischer says. 

"Throwing numbers at them 
doe n ' t work. They want to know 
how they can do their job better. So 
if they ' re going to use the informa­
tion, they have to understand what 
we found out. That's what research­
ers are about: creating value in the 
information that we provide. When 
we can't do that, the research just 
sits on a shelf." 

Different perceptions 
The research showed that each seg­

ment had its own set of perceptions 
and priorities (see Fig. 1). For ex­
ample, those in the existing base 
ranked the statement "United Way is 
an organization I can trust" as most 
important, while those in the volun­
teer group gave more importance to 
United Way inve ting contribution 
wisely. 

"How the dollars are spent really 
drove their atisfaction level ," 
Johnson says. "What is really most 
important to them is that we' re help­
ing people who need help. That was 
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With the existing base, the research 
showed importance/agreement gaps 
in responses to the statements "United 
Way is an organization I can trust" 
and "United Way invests my contri­
butions wisely." 

"Just like in any category where 

((Throwing numbers at (an 

audience) doesn't work. 

They want to know how they 

can do their job better. So if 
they're going to use the 

information, they have to 

understand what we found 

out. That's what researchers 

are about: creating value in 

the information that we 

provide. When we can't do 

that, the research just sits on 

a shelf" 

they spend their money, people are 
looking for value in the charitable 
market," Carlson says . "They want to 

improving people 's lives. We 
think that' s going to help close the 
gap that the re sea rch identified, " 
Johnson says. 

The research also paved the way 
for more funds to promote United 
Way programs throughout the year, 
rather than just once a year during the 
fall fund-raising campaign. "Our cor­
porate giving base said they wanted 
to hear about United Way year­
around. I had felt that we were under-
developed in our year-around com­
munication efforts, but it's difficult 
for a staff person to make those bud­
get recommendations without some­
thing to back them up. If I can point to 
the research and show that it is some­
thing that donor want, that helps me 
build my case for a tronger year­
around program," Johnson says. 

This survey was the first time that 
the United Way had formally sought 
the opinions of people in the agencies 
it. funds. "When we've worked with 
the agencies we've never asked them 
to put on their donor hats," Johnson 
says . "We've asked them about com­
munity issues, but thi s was the first 
time that we talked with them as a 
United Way donor. The hypothesi 
going in was that they might allocate 
the $100 differently because they are 
more invol ved with the community 

Quirk's Marketing Research Review 



and community iss ues. 
They turned out to have 
rankings very similar to 
the corporate re pan ­
dents." 

Growing segments 
In the next year, the 

Twin City United Way 
plan to survey the non­
donor audience, including 
three growing egments 
- retirees, small bu si­
nesses and at-home work­
ers. This group will be 
quite different from those 
addressed in the first wave 
-many of them may have 
had little or no contact 
with the United Way. But 
the research approach will 
stay the same. 

Pillars of Performance 
Existing Base 
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Each of the three United Way donor segments had a set of performance 
criteria it expected the charity to meet. "Just like in any category where 
they spend their money, people are looking for value in the charitable 
market," says Pam Carlson of the United Way of Minneapolis. "They 
want to be able to trust us, to know that we're spending their money 
wisely, that we're helping a broad spectrum of people." 

research, people are looking 
at service dimensions, look­
ing for expectation-perfor­
mance gaps. It 's not that much 
different in United Way's situ­
ation." 

Give a voice to the donor 
An important side benefit of 

the research has been giving a 
voice to the United Way do­
nor, Johnson says. "As we've 
presented the results to our 
board and to other commit­
tees, it 's made people aware 
of how the donor is thinking 
and gotten them thinking about 
ways to use the research. Be­
fore this we really didn't have 
as much acceptance of using 
donor research as a part of 
understanding our business. 

"The methodologies are similar to 
what you might use in a for-profit 
project but it's a different environ­
ment," Fischer says. "Whereas with a 
consumer product, where you talk 

about the product and the package 
and theta te, now we're talking about 
a relationship. Any methodology we 
u e has to be tailored to the environ­
ment it's being used in. In for-profit 

This research has been taken more 
seriously because of its long-term stra­
tegic implications." 0 

GROUP DYNAMICS 

WHICH LOCATION IS IDEAL FOR YOUR NEXT QUALITATIVE PR9JECT'? 

BALA CYNWYD, PA 

Brand New Facility 
(Same Location) 

• "City" Consumers 

• Expertise in Medical/Health Care Recruiting 

• All Purpose Room With Observation 

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

• Founded In 1981 .. ,., 111\\ 
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VOORHEES, NJ 

• "Suburban" Consumers 

• On-Site Phone Room Recruiting 

• Commercial Test Kitchen 

• 2 Multi Level Observation Rooms Seating 
25 In Comfort 

• 20 Minutes To Downtown Philadelphia 

• Designed By Qualitative Consultants 
(Opened 1992) 

OWNER/OPERATED FOR PERSONAL SERVICE • 35 MINUTES FROM PI-lll.ADEIPHIA AIRPORI' • FREE PARKING 

CALL (800) 220-1011 FOR BROCHURES AND INFORMATION 1 
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Contact: Jerry W. Thomas Contact: Richard Feldon 
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Ph. 91 0-765-1234 Decision Drivers 

Asian Marketing Communication Fax 91 0-765-1234 197 Macy Rd. 
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Ph. 404-365-8708 

49 Hill Rd ., Ste. 4 Ph. 617-64 7-0872 
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Los Altos, CA 94022 Contact: Betsy Leichliter E-mail: mmatrix@primenet.com 
Focus Plus,lnc. Ph. 415-965-3859 Innovative Exploratory Rsch.!ldea De- Contact: Marcia Selz 
79 5th Avenue Fax 415-965387 4 velopment. Offices NY & Chicago. Foe. Grps., In-Depth lntvs. & Surveys 
New York, NY 10003 Contact: M. Isabel Valdes For Financial Svce. Companies. 
Ph. 212-675-0142 Foe. Grps., Door-to-Door, Tel. Stud-
Fax212-645-3171 ies, Ethnographies. 
E-mail: focusplus@earthlink.net 
Contact: John Markham 
Impeccable Cons. & B-B 
Recruits/Beautiful New Facility. 
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MarketVision Research, Inc. Outsmart Marketing Gerald Schoenfeld, Inc. Sun belt Research Associates, Inc. 
MarketVision Building 2840 Xenwood Ave. 55 S. Broadway, 2nd fl. 1001 N. U.S. One, Ste. 310 
4500 Cooper Rd. Minneapolis, MN 55416 Tarrytown, NY 10591 Jupiter, FL 33477 
Cincinnati, OH 45242 Ph. 612-924-0053 Ph. 914-631-8800 Ph. 407-7 44-5662 
Ph. 513-791-3100 Contact: Paul Tuchman Contact: Gerry Schoenfeld Contact: Barbara L. Allan 
Contact: Tina Rucker Helping You "Outsmart" YourCompe- 20 Yrs. Full Service/Consumer/Bus./ 20+ Years Exp.; Business & Consumer 
Lux. Cons. Ctr. Dsgnd. For Comfort Tiered titian. Blue Chip Clients. Studies; Nat'/. & lnt'l. Exp. 
Stes., Lg. Kitch., Qual. Rec.ln-house. 

Perception Research Services, Inc. Jack M. Shapiro Healthcare Mktg. Target Market Research Group, Inc. 
MCC Qualitative Consulting One Executive Dr. Rsch. & Mgmt. Consulting, Inc. 4990 S.W. 72 Ave., Ste. 110 
100 Plaza Dr. Ft. Lee, NJ 07024 P.O. Box900 Miami, FL 33155-5524 
Secaucus,NJ07094 Ph. 201-346-1600 West Nyack, NY 1 0994 Ph. 800-500-1492 
Ph. 201-865-4900 Fax 201-346-1616 Ph. 914-353-0396 Fax305-661-9966 
Fax 201-865-0408 E-mail: prseye@aol.com Contact: Jack M. Shapiro E-mail: TARGETmgc@aol.com 
Contact: Andrea Schrager http://www.prsresearch.com Healthcare Market Research Special- Contact: Martin Cerda 
Insightful, Innovative, lmpactful, Ac- Contact: Joe Schurtz ists Since 1988. Hispanic Quai./Quant. Research-Na-
lion-Oriented Team Approach. Expertise In Packaging & Marketing tiona/ Capability. 

Communications. SIL: Worldwide Marketing Services 
Medical Marketing Research, Inc. 7601 N. Federal Hwy., Ste. 205-B Thorne Creative Communications 
1201 Melton Ct. She IIi Reichwald Boca Raton, FL 33487 65 Pondfield Rd., Ste. 3 
Raleigh, NC 27615 184-24 Midland Parkway Ph. 800-626-5421 Bronxville, NY 1 0708 
Ph. 919-870-6550 Jamaica Estates, NY 11432 Fax 800-599-5688 Ph. 914-337-1364 
Contact: George Matijow Ph. 718-974-1610 E-mail: sil@uni.com Fax 914-337-2331 
Specialist, Medicai/Pharm. 20 yrs. Contact: Shelli Reichwald http://www.esomar.nl/esomar E-mail: gthorne@pipeline.com 
Healthcare Exp. Specializing In Children, Parents & Contact: Timm Sweeney Contact: Gina Thorne 

Teachers. Qualitative Research. Member: Sensitive Style/Actionable Results 
MedProbe, Inc. QRCA/AMA/Advt. Club. With Kids & Teens. 
600 S. Hwy. 169, Ste. 1410 Research Connections, Inc. 
Minneapolis, MN 55426-1218 414 Central Ave. Dwight Spencer & Associates, Inc. Treistman & Stark Marketing, Inc. 
Ph. 612-540-0718 Westfield, NJ 07090 1290 Grandview Avenue Two University Plaza 
Fax 612-540-0721 Ph. 908-232-2723 Columbus, OH 43212 Hackensack, NJ 07601 
Contact: Asta Gersovitz, Pharm.D. Fax 908-654-9364 Ph. 614-488-3123 Ph. 201-996-0101 
MedProbe Provides Full Service Gus- http://wwwresearchconnections.com Fax 614-421-1154 Contact: Joan Treistman 
tom Market Research. Contact: Amy J. Yoffie Contact: Betty Spencer ENVISION™, Other Approaches for 

OnlineFoc. Grps., Nat'Uint'l., Recruit 4'x16' Mirror Viewing Rm. Seats 8- Creative Insight. 
Michelson & Associates, Inc. Online or Phone. Web Site Evaluation. 12. In House AudioNid. Equip. 
1900 The Exchange, Ste. 360 Widener-Burrows & Associates, Inc. 
Atlanta, GA 30339 Research Data Services, Inc. Spier Research Group 130 Holiday Ct., Ste. 108 
Ph. 770-955-5400 600 S. Magnolia Ave., Ste. 350 1 Lookout Circle Annapolis, MD 21401 
Fax 770-955-5040 Tampa, FL 33606 Larchmont, NY 10538 Ph. 410-266-5343 
E-mail: focus@onramp.net Ph. 813-254-2975 Ph. 914-834-3749 Fax 41 0-841-6380 
http://www. michelson. com/research Fax 813-254-2986 Fax 914-834-37 49 E-mail: WBandA@aol.com 
Contact: Mark L. Michelson E-mail: KlagesMktg@aol.com Contact: Daisy Spier Contact: Dawne Widener-Burrows 
Much More Than Moderation Contact: Walter Klages, Ph. D. Excellent Track Record! Strategic Res./ Four Moderators on Staff Spec. in 
Nat'/. Fu/1-Svc. Quai./Quant. Full Service Qualitative & Quantitative Brand Image/New Prods.! AI! Age Grps. Health Care, Fin. Svcs., Adv. Rsch. 

Market Research. 
Francesca Moscatelli Spiller & Reeves Research Dan Wiese Marketing Research 
506Ft. Washington Ave., 3C CJ Robbins 950 S. Tamiami Trail, #208 2108 Greenwood Dr. , S.E. 
New York, NY 10033 P.O. Box 10274 Sarasota, FL 34236 Cedar Rapids, lA 52403 
Ph. 212-7 40-2754 Pittsburgh, PA 15232 Ph. 941-954-3367 Ph. 319-364-2866 
Fax 212-923-7949 Ph. 412-681-7975 Fax941-951-1576 Fax 319-365-9153 
E-mail: romanaaa@aol.com Contact: Carole Robbins E-mail: Killinme@aol.com E-mail: 7 4372.245@compuserve.com 
Contact: Francesca Moscatelli Creative Evocative Methods/Fast Ac- Contact: Kendall Gay Contact: Dan Wiese 
Latino Bi-Lingual/Bi-Cultural Groups; tionable Reports. Med./Parm.: Foe. Grps./1-0n-1 s/Con- Highly Experienced: Farmers, Con-
ORCA Member. vention Rsch. sumers, Business. 

Rodgers Marketing Research 
Nordhaus Research, Inc. 4575 Edwin Drive, NW Strategic Focus, Inc. Yarnell, Inc. 
20300 W. 12 Mile Rd., Ste. 102 Canton, OH 44718 6456 N. Magnolia Ave. 147 Columbia Tpke., #302 
Southfield, Ml48076 Ph. 330-492-8880 Chicago, IL 60626 Florham Park, NJ 07932 
Ph. 800-860-9996 Contact: Alice Rodgers Ph. 312-973-4 729 Ph. 201-593-0050 
Contact: John King Creative/Cost Effective: New Product/ Fax 312-973-0378 Fax 201-593-0164 
Fuii-Svce. Qual. & Quant., Fin., Med., Consumer, Etc. E-mail: DonaJ@aol.com E-mail: syarnell@attmail.com 
Uti!., 3 Discussion Rms. Contact: Dona Vitale Contact: Steven M. Yarnell 

Paul Schneller- Qualitative Creative Insights for Mktg./Advertis- New Product Development & Posi-
Olson Aycock, All Points Research 300 Bleecker St., 3rd fl. ing Strategy. tioning. HWISW Cos. 
8025 N. Point Blvd., #215E New York, NY 1 0014 
Winston-Salem, NC 27106 Ph. 212-675-1631 Strategy Research Corporation 
Ph. 91 0-768-7368 Contact: Paul Schneller 100 N.W. 37 Avenue 
Fax 91 0-768-7 428 Full Array: Ads/Pkg Gds/Rx!B-to-B/ Miami, FL 33125 
Contact: Sherrie Aycock Ideation (14+ Years). Ph. 305-649-5400 
Innovative State-Of-The-Art Mode rat- Fax 305-649-6312 
ing Techniques. E-mail: strategy@icanect.net 

http://.icanect.neVstrategy 
Contact: Jim Loretta 
Serving All U.S. Hispanic Mkts. & 
Latin America. 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Illinois Outsmart Marketing Medical Marketing Research, Inc. 

Asian Marketing George I. Balch Olson Aycock, All Points Research 

AutoPacific, Inc. Creative & Response Rsch. Svcs. New Jersey 
Ohio Erlich Transcultural Consultants Doyle Research Associates MCC Qualitative Consulting 

Grieco Research Group, Inc. Irvine Consulting, Inc. Perception Research Services, Inc. The Answer Group 
Hispanic Market Connections Leichliter Assoc. Mktg. Rsch./ldea Research Connections, Inc. Pat Henry Market Research, Inc. 
Hispanic Marketing Dev. Treistman & Stark Marketing, Inc. MarketVision Research, Inc. 
Lachman Research & Marketing Marketing Advantage Rsch. Cnslts. , Yarnell Inc. Rodgers Marketing Research 
Svces. Inc. Dwight Spencer & Associates, Inc. 
Market Development, Inc. Strategic Focus, Inc. New York 
Market Research Associates BAI (Behavioral Analysis Inc.) Pennsylvania 
Marketing Matrix, Inc. Iowa Decision Drivers Data & Management Counsel, Inc. 

Colorado 
Dan Wiese Marketing Research Fader & Associates Decker Research Associates, Inc. 

Focus On Hudson Direct Feedback 
Cambridge Associates, Ltd. Maryland Focus Plus, Inc. CJ Robbins 
Market Access Partners Hammer Marketing Resources Horowitz Associates, Inc. 

Nancy Low & Associates, Inc. JRH Marketing Services, Inc. Tennessee 
Florida Widener-Burrows & Associates, Inc. Leichliter Assoc. Mktg. Rsch./ldea Directions Data Research 
Cunning his Associates Dev. 

The Deutsch Consultancy Massachusetts 
Market Navigation, Inc. Texas 
Francesca Moscatelli Research Data Services, Inc. Daniel Associates She IIi Reichwald Cunningham Research Associates 

SIL: Worldwide Marketing Services Dolobowsky Qual. Svcs., Inc. Paul Schneller- Qualitative Decision Analyst, Inc. 
Spiller & Reeves Research Greenleaf Associates, Inc. Gerald Schoenfeld, Inc. First Market Rsch. (J. Heiman) 
Strategy Research Corporation 

Jack M. Shapiro Healthcare Rsch. & Utah Sunbelt Research Associates, Inc. 
Target Market Research Group, Inc. Michigan Mgmt. Cnsltg. 

Focused Solutions 
KidFacts Research Spier Research Group 

Georgia Nordhaus Research, Inc. Thorne Creative Communications Virginia 
Brittain Associates North Carolina Fuller Research Services, Inc. 
Elrick and Lavidge Minnesota 
Michelson & Associates, Inc. Cambridge Research, Inc. CB&A Market Research Washington 

GraffWorks Marketing Research D/R/S HealthCare Consultants Consumer Opinion Services 
MedProbe, Inc. FacFind, Inc. 

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

ADVERTISING AFRICAN-AMERICAN ASSOCIATIONS BAI (Behavioral Analysis Inc.) 

Cambridge Associates, Ltd. Erlich Transcultural Consultants Nancy Low & Associates, Inc. Brittain Associates 

Cambridge Research, Inc. JRH Marketing Services, Inc. Cambridge Associates, Ltd. 

Creative & Response Rsch. Svcs. AUTOMOTIVE Cambridge Research, Inc. 
Consumer Opinion Services Decision Drivers AGRICULTURE AutoPacific, Inc. Creative & Response Rsch. Svcs. Dolobowsky Qual. Svcs., Inc. Cambridge Associates, Ltd. Creative & Response Rsch. Svcs. Data & Management Counsel, Inc. 

Erlich Transcultural Consultants Cambridge Research, Inc. Erlich Transcultural Consultants The Deutsch Consultancy 
Fader & Associates Dan Wiese Marketing Research Matrixx Marketing-Research Div. Direct Feedback 
Market Research Associates Perceptive Research Services, Inc. Fader & Associates 
Olson Aycock, All Points Research ALCOHOLICBEV. First Market Research 
Outsmart Marketing 

Creative & Response Rsch. Svcs. BIO-TECH PatHenryMarketResearch, Inc. 
Perceptive Research Services, Inc. 

Gerald Schoenfeld, Inc. Focus On Hudson Market Research Associates 
CJRobbins 

Strategy Research Corporation MCC Qualitative Consulting 
Paul Schneller-Qualitative Irvine Consulting, Inc. 

Research Connections, Inc. 
SIL: Worldwide Marketing Services Market Navigation, Inc. 

Paul Schneller- Qualitative 
Spier Research Group ASIAN MedProbe, Inc. 

Gerald Schoenfeld, Inc. 
Strategy Research Corporation Asian Marketing Medical Marketing Research, Inc. 

SIL: Worldwide Marketing Services 
Trelstman & Stark Marketing, Inc. Asian Perspective, Inc. Jack M. Shapiro Healthcare Rsch. & 

Sun belt Research Associates, Inc. 
Widener-Burrows & Associates, Inc. Communication Research Mgmt. Cnsltg. 

Yarnell Inc. 
Dan Wiese Marketing Research Data & Management Counsel, Inc. 

BUS.-TO-BUS. Erlich Transcultural Consultants 
Access Research, Inc. 
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CABLE Nancy Low & Associates, Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. Cambridge Associates, Ltd. 

Creative & Response Svces., Inc. Research Data Services, Inc. Outsmart Marketing Creative & Response Rsch. Svcs. 
CJRobbins Paul Schneller-Qualitative DolobowskyQual. Svcs., Inc. 

CHILDREN Sun belt Research Associates, Inc. Gerald Schoenfeld, Inc. Doyle Research Associates 

Creative & Response Rsch. Svcs. 
Elrickand Lavidge 

Doyle Research Associates DIRECT MARKETING HEALTH & BEAUTY Leichliter Assoc. Mktg. Rsch./ldea Dev. 

Fader & Associates BAI (Behavioral Analysis Inc.) PRO UCTS Matrixx Marketing-Research Div. 
Greenleaf Associates, Inc. Paul Schneller- Qualitative 

Greenleaf Associates, Inc. 
Perceptive Research Services, Inc. 

The Answer Group Gerald Schoenfeld, Inc. 
Kid Facts Research 

Spier Research Group BAI (Behavioral Analysis Inc.) SIL: Worldwide Marketing Services 
Matrixx Marketing-Research Div. Paul Schneller- Qualitative 
Outsmart Marketing 

DISTRIBUTION Gerald Schoenfeld, Inc. IMAGE STUDIES Shelli Reichwald Jack M. Shapiro Healthcare Rsch. & 
Gerald Schoenfeld, Inc. GraffWorks Marketing Research Mgmt. Cnsltg. Cambridge Associates, Ltd. 

Spier Research Group Thorne Creative Communications 
Thorne Creative Communications EDUCATION INDUSTRIAL 

Cambridge Associates, Ltd. HEALTH CARE First Market Research 
COMMUNICATIONS Greenleaf Associates, Inc. Access Research, Inc. Market Navigation, Inc. 

RESEARCH Marketing Advantage Rsch. Cnslts., Inc. The Answer Group SIL: Worldwide Marketing Services 

Access Research, Inc. 
Spier Research Group Decker Research Associates, Inc. Dan Wiese Marketing Research 

Cambridge Associates, Ltd. ELECTRONICS 
Directions Data Research 

Perceptive Research Services, Inc. Dolobowsky Qual. Svces., Inc. INSURANCE 
Leichliter Assoc. Mktg. Rsch./ldea Dev. D/RJS HealthCare Consultants Brittain Associates 

COMPETITIVE Elrick and Lavidge Erlich Transcultural Consultants 

POSmONING 
EXECUTIVES Erlich Transcultural Consultants Nancy Low &Associates, Inc. 
BAI (Behavioral Analysis Inc.) Irvine Consulting, Inc. 

GraffWorks Marketing Research Brittain Associates Nancy Low & Associates, Inc. INTERACTIVE PRODJ 
Creative & Response Rsch. Svcs. Market Access Partners SERVICES/RET AILING COMPUTERS. Decision Drivers Market Navigation, Inc. 

Leichliter Assoc. Mktg. Rsch./ldea Dev. 
HARDWARE DolobowskyQuai.Svcs., Inc. Market Research Associates 

Fader & Associates MatrixxMarketing-Research Div. Perceptive Research Services, Inc. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 

First Market Research MedProbe, Inc. Research Connections, Inc. 

COMPUTERS/MIS 
Marketing Advantage Rsch. Cnslts., Inc. Medical Marketing Research, Inc. 

INTERNET Paul Schneller- Qualitative Nordhaus Research, Inc. 
Cambridge Associates, Ltd. Sl L: Worldwide Marketing Services Jack M. Shapiro Healthcare Rsch. & GraffWorks Marketing Research 
Creative & Response Rsch. Svcs. Strategy Research Corporation Mgmt. Cnsltg. 
Daniel Associates Spiller & Reeves Research INVESTMENTS 
Fader &Associates RNANCIALSERVICES Strategy Research Corporation The Deutsch Consultancy 
First Market Research Access Research, Inc. SunbeltResearchAssociates, Inc. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. BAI (Behavioral Analysis Inc.) Thorne Creative Communications KEY OPINION LEADERS Marketing Advantage Rsch. Cnslts., Inc. Brittain Associates Widener-Burrows & Associates, Inc. 
Sl L: Worldwide Marketing Services Cambridge Associates, Ltd. 

GraffWorks Marketing Research 

Yarnell Inc. Cambridge Research, Inc. HISPANIC LA TIN AMERICA 
CONSUMERS 

Creative & Response Rsch. Svcs. Data & Management Counsel, Inc. 
The Deutsch Consultancy Erlich Transcultural Consultants 

Market Development, Inc. 

The Answer Group DolobowskyQual. Svcs., Inc. Hispanic Market Connections, Inc. 
Consumer Opinion Services Elrick and Lavidge Hispanic Marketing MEDICAL PROFESSION 
Creative & Response Rsch. Svcs. Fader & Associates Communication Research The Answer Group 
Decision Drivers Nancy Low & Associates, Inc. Market Development, Inc. Cambridge Associates, Ltd. 
Greenleaf Associates, Inc. Marketing Matrix, Inc. Francesca Moscatelli Decker Research Associates, Inc. 
Pat Henry Market Research, Inc. Matrixx Marketing-Research Div. Strategy Research Corporation D/RIS Health Care Consultants 
Market Research Associates MCC Qualitative Consulting 

Target Market Research Group, Inc. Focus On Hudson 
Marketing Advantage Rsch. Cnslts., Inc. Nordhaus Research, Inc. Pat Henry Market Research, Inc. 
Research Connections, Inc. The Research Center 

HI-TECH Matrixx Marketing-Research Div. 
Research Data Services, Inc. Gerald Schoenfeld, Inc. MedProbe, Inc. 
Rodgers Marketing Research Sl L: Worldwide Marketing Services Market Navigation, Inc. Medical Marketing Research, Inc. 

Gerald Schoenfeld, Inc. Widener-Burrows &Associates, Inc. Nordhaus Research, Inc. 

Dan Wiese Marketing Research HOUSEHOLD PRODUCT~ Paul Schneller- Qualitative 

FOOD PRODUCT~ CHORES Jack M. Shapiro Healthcare Rsch. & 

CUSTOMER NUTRmON Paul Schneller- Qualitative 
Mgmt. Cnsltg. 

SATISFACTION The Answer Group MODERATOR TRAINING 
The Answer Group BAI (Behavioral Analysis Inc.) IDEA GENERATION 

Cambridge Associates, Ltd. 
BAI (Behavioral Analysis Inc.) Creative & Response Rsch. Svcs. Analysis Research Ltd. 
Elrick and Lavidge Greenleaf Associates, Inc. The Answer Group 

Cunning his Associates 

Fader & Associates Kid Facts Research BAI (Behavioral Analysis Inc.) 
Fuller Research Services, Inc. 

60 Quirk's Marketing Research Review 



MULTIMEDIA Greenleaf Associates, Inc. Creative & Response Rsch. Svcs. TOURISMIHOSPITAUTV 
Marketing Advantage Rsch. Cnslts., Inc. Grieco Research Group, Inc. Research Data Services, Inc. 

PET PRODUCTS Strategy Research Corporation 

NATIONAL ACCOUNTS Cambridge Research, Inc. 
TEACHERS TOYS/GAMES 

GraffWorks Marketing Research Fader & Associates 
PHARMACEUTICALS Greenleaf Associates, Inc. Greenleaf Associates, Inc. 

NATURALHEALTHCAR& TheAnswerGroup Kid Facts Research 

REMEDIES 
BAI (Behavioral Analysis Inc.) TEENAGERS 
Cambridge Associates, Ltd. Creative & Response Rsch. Svcs. TRANSPORTATION 

Focused Solutions Creative & Response Rsch. Svcs. Doyle Research Associates SERVICES Decker Research Associates, Inc. Fader & Associates 
NEWPRODUCTDEV. D/R/S HealthCare Consultants Kid Facts Research Nancy Low &Associates, Inc. 

The Answer Group Focus On Hudson Matrixx Marketing-Research Div. SIL: Worldwide Marketing Services 

BAI (Behavioral Analysis Inc.) Irvine Consulting, Inc. MCC Qualitative Consulting Strategic Focus, Inc. 

Brittain Associates 
Market Navigation, Inc. Thorne Creative Communications 

Cambridge Associates, Ltd. 
MCC Qualitative Consulting TRAVEL 

Creative & Response Rsch. Svcs. 
MedProbe, Inc. TELECOMMUNICATIONS Cambridge Associates, Ltd. 

Daniel Associates 
Medical Marketing Research, Inc. BAI (Behavioral Analysis Inc.) Greenleaf Associates, Inc. 

Data & Management Counsel, Inc. 
Paul Schneller- Qualitative Cunning his Associates Research Data Services, Inc. 

Dolobowsky Qual. Svcs., Inc. 
Jack M. Shapiro Healthcare Rsch. & Daniel Associates SIL: Worldwide Marketing Services 
Mgmt. Cnsltg. 

Doyle Research Associates Spiller & Reeves Research 
Elrick and Lavidge 

UTILITIES Elrick and Lavidge Erlich Transcultural Consultants 
Fader & Associates POUTICALJSOCIAL 

First Market Research Cambridge Associates, Ltd. 

First Market Research Horowitz Associates Inc. Fader & Associates 

Greenleaf Associates, Inc. RESEARCH Marketing Advantage Rsch. Cnslts., Inc. Nordhaus Research, Inc. 

Kid Facts Research Cambridge Associates, Ltd. MCC Qualitative Consulting 

Leichliter Assoc. Mktg. Rsch./ldea Dev. Francesca Moscatelli Gerald Schoenfeld, Inc. VIDEO 
Market Access Partners Strategy Research Corporation TELECONFERENCING 
Market Research Associates POSmONING RESEARCH The Answer Group 
Marketing Advantage Rsch. Cnslts., Inc. Paul Schneller- Qualitative TELECONFERENCING 
Outsmart Marketing cambridge Research, Inc. WEALTHY CJRobbins PUBLIC POLICY RSCH. Decker Research Associates, Inc. 
Paul Schneller- Qualitative Brittain Associates 

Gerald Schoenfeld, Inc. Cambridge Associates, Ltd. TELEPHONE FOCUS The Deutsch Consultancy 

Spiller & Reeves Research 
PUBUSHING GROUPS 

Strategy Research Corporation 

NON-PROFIT Cambridge Associates, Ltd. Cambridge Associates, Ltd. YOUTH 
Doyle Research Associates 

First Market Research Creative & Response Rsch. Svcs. 
Fader & Associates 

Greenleaf Associates, Inc. Doyle Research Associates 

Marketing Advantage Rsch. Cnslts., Inc. Market Navigation, Inc. Outsmart Marketing 

OBSERVATIONAL Spier Research Group Medical Marketing Research, Inc. 

Doyle Research Associates Dan Wiese Marketing Research MedProbe, Inc. 
Olson Aycock, All Points Research 

ONLINE FOCUS GROUPS RETAIL 
Research Connections, Inc. Pat Henry Market Research, Inc. 

Leichliter Assoc. Mktg. Rsch./ldea Dev. When contacting a 
PACKAGE DESIGN MCC Qualitative Consulting 

RESEARCH SENIORS moderator listed in this 
Treistman & Stark Marketing, Inc. 

Fader & Associates section, let them know you 
PACKAGED GOODS 

Sun belt Research Associates, Inc. 

The Answer Group SERVICES found them through the . 
BAI (Behavioral Analysis Inc.) Spier Research Group 
Creative & Response Rsch. Svcs. IJMRR Focus Group Doyle Research Associates SMALL BUSINESS/ Market Research Associates Moderator Directory! It's CJRobbins ENTREPRENEURS 
Gerald Schoenfeld, Inc. Brittain Associates featured in every issue of Thorne Creative Communications Leichliter Assoc. Mktg. Rsch./ldea Dev. 

Strategy Research Corporation 
PACKAGING RESEARCH Yarnell Inc. 

Quirk's Perceptive Research Services, Inc. 
SOFT DRINKS, BEER, MARKETING RESEARm PARENTS WINE Review 

Fader & Associates Cambridge Associates, Ltd. 
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Qualitative research 

\!Cbe focu!i group 
bill of rtgbt!i 

By Tom Greenbaum 

Editor 's note: Tom Greenbaum is president of Groups Plus, Wilton, Conn. 

The Client's Rights 
lti" To retain a moderator who is an experienced and competent professional in focus group research . 
lti" To know who will conduct the groups and who will be writing the report before signing the contract with the moderator. 
lti" To receive a discussion guide well in advance of the groups in order to provide inputs to the moderator relative to modifications. 
lti" To agree to all recruitment specifications and to review a copy of the recruitment screening questionnaire before participants are asked 

to come to the groups. 
lti" To be provided with a one-page summary of the participants (without last names, addresses, or phone numbers as per the QRCA Code 

of Ethics) in each session with key screening criteria identified. 
lti" To be provided with a formal, written report of the groups on or before the date agreed upon. 
lti" To be provided with information aboutthe various research Codes of Ethics (QRCA, CMOR, RIC) with respect to respondent confidentiality 

and respect. 
lti" To have full groups of qualified participants who arrive on time at the facility, understanding that at times this will not happen. 

The Moderator's Rights 
lti" To be treated as a partner in the research project rather than a vendor of goods or services or an adjunct staff member. 
lti" To be paid promptly by the client organization according to contractual agreements. 
lti" To receive feedback from the client about the moderator guide well in advance of the actual focus groups to permit sufficient time for final 

preparations. 
lti" To review any stimuli to be used in the groups (i.e. , concepts , products, advertising , etc.) at least 48 hours before the sessions to permit 
an adequate review of the materials and appropriate amendments to the guide and to understand that sometimes this will not happen. 

The Facility's Rights 
lti" To be given written, detailed instructions by the moderator relative to recruiting specifications for the groups. 
lti" To be paid the anticipated incentives in advance and the balance of the charges within a 30-day period following the completion of the last 

group. 
lti" To be advised immediately when reservations for space being held are to be canceled . 
lti" To be treated as a partner in the research project process rather than just a vendor of goods and services. 
lti" To receive the respect of the moderator before, during and after the focus group sessions. 
lti" To be respected for knowledge of the area in which they live and the situational aspects of that city. 
lti" To be given adequate time to recruit groups and not be pressured into unrealistic situations due to disorganization by clients or moderators. 

To have their facilities treated with the same respect that moderator and clients would treat their own offices or homes. 

The Respondent's Rights 
lti" To be told the general content of the discussion to preclude them participating in a subject about which they would not feel comfortable. 
lti" To be told about video or audio taping of sessions and the presence of people observing the sessions from behind the one-way mirror. 
lti" To be paid for coming to the groups in the event they are not selected for participation and they arrived at the facility within 10 minutes 

of the agreed upon starting time. 
lti" To be treated with dignity and respect by the personnel at the facility and those conducting the research in the room and behind the mirror. 
lti" To receive light food and beverages consistent with the time of day the groups are held. 
lti" To have the right to withdraw or not answer any question or sample any product at any time. 
lti" To be assured of confidentiality; that is, that their names, addresses, phone numbers of personal information will not be released to clients 

without their permission. 0 
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Need to find a research 
co111pany that does 

custo111er satisfaction 
studies for banks? 

No proble111. 

With the on-line edition of the Researcher SourceBook, you can search through a database of more than 3,500 research 
companies around the world - free of charge. The new Quirk's Web site: one more reason Quirk's Marketing Research 

Review is your ource for research indu try information. 



Data Use 
continued from p. 16 
(satisfaction) on one attribute may be achievable only at the 
expense of a lower level of performance (satisfaction) on a 
second attribute (e.g., improved acceleration at the expense of 
miles per gallon). Also, actions by one company in the market­
place may promote a loss in perceived satisfaction for a 
competitor's product or service on one or more attributes. 

Lastly is the matter of attribute importance weights. While 
the type of modeling we are advocating can be accomplished 
with rating scales for measuring attribute importance, we are 
much more comfortable using constant sum measurements. 
Constant sum eliminates the tendency of many respondents to 
use relatively high scores for all attributes versus the tendency 
of others to use relatively lower weights4

• Also, when measur­
ing importance it is a good idea to put the measurement task in 
the context of choice, e.g., "Please divide 50 points (or stickers) 
across the attributes to indicate their relative importance when 
choosing among products (services) in the category." 

The choice modeP can integrate all measures at the individual 
respondent level and be used to predict choice. With the 
simulatorin place, it is a simple matter to select different change 
scenarios and explore the impact of the selected changes on 
choice behavior. The change scenarios can involve both your 
product or service and one or more competitor . 

Thus instead of guessing about the relative impact of alterna­
tive satisfaction improvement strategies and, by inference, 
share improvement strategies, one can use the simulator to rank 

order these strategies. The link to absolute, as opposed to 
relative, market shares is more imprecise, but the model and 
simulator provide the possibility to ball-park profitability and 
ROI implications of altemati ve strategies. 

Tracking considerations 
Scale sensitivities, and perhaps attribute importance, are 

relatively stable over time. Thus, once measured, they are 
unlikely tochangeappreciablyoveraspan of several years. This 
would be especially true in a relatively stable and/or mature 
market. On the other hand, perception of product/service per­
formance on attributes driving choice are likely to be more 
variable. Thus from a tracking standpoint, measurements can be 
limited to product/service performance on an annual, or more 
frequent, basis and measurement of attribute importance and 
scale sensitivity measured every few years, depending to some 
degree on market dynamics. 

Two added benefits 
Having a choice model/simulation capability can point to 

clear direction for change on ideal point attributes6 assuming 
they are appropriately scaled. When satisfaction is measured on 
typical scales (e.g., a five- or seven-point scale from very 
unsatisfied to very satisfied) low levels of satisfaction on ideal 
point attributes are difficult to interpret. As an illustration , 
suppose 40 percent of a company's customers are dissatisfied 
on such an attribute. A real opportunity, right? But what if half 
the 40 percent want to move in one direction, for example more 
carbonation, and half in the other direction, less carbonation? A 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A NUMBER? 

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

SAMPLES 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
seNice. An aggressive discount policy. 
Free record coding and sampling reports . 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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change in one direction will make the product worse for half of 
those already dissatisfied plus affect in a negative way the 
satisfaction level of the 60 percent who are already satisfied. 
Such situations are characteristic of attributes which have ideal 
points somewhere in the middle of the possiblerangeofvalues. 
For such attributes dissatisfaction is not necessarily an oppor­
tunity. Using a requirement or expectation scale ora scale with 
units of the attribute (e.g., carbonation measured from a little to 
a lot of carbonation) along with self-explicated values will 
allow a proper interpretation of dissatisfaction. The choice 
model/simulator will allow for estimating the impact of move­
ments in either direction on preference or share. 

A second benefit oflooki ng at customer satisfaction research 
through the eyes of a choice model is the ability to incorporate 
the concept of brand equity as discussed by Park and Srinivasan 
(1994). Consideration of this topic is beyond the scope of this 
article, but the main requirement, besides some of the ideas 
introduced here, is an objective or expert measure of brand 
performance on the attributes. 

Enhance value 
Putting customer satisfaction measurement in the context of 

self-explicated choice models can enhance the value of this 
important research area by allowing management to truly 
understand the strategic implications of satisfaction improve­
ment strategies for their or competing products or services. All 
that's required is a wedding. 0 

1 Actually market perceived satisfaction is a weighted average of two 
sub-scorescalledmarketperceivedqualityandmarketperceivedprice. 

2 In a winner-take-all model the alternative with the highest preference 
score is the "winner"; in a probabili tic model preference scores are 
converted to probabilities usingeitheraconstantutility or random utility 
model (seeBen-Akivaand Lerman (1993) fora discussion). 

3 For other attribute there may be a substantial reward for exceeding 
requirements and little penalty for falling short. 

4 A two-clu tersolution on attribute importance ratings frequently results 
in one cluster with relatively high cores assigned to all attributes and the 
secondclusterwithrelatively low coresacrossallattributes. This neces­
sitates centering the data, an unnecessary step when using constant sum 
measurement. 

5 The choice model advocated here takes the form of a conjunctive­
compensatory model (Srinivasan 1988). 

6 ldeal point attribute are ones with the ideal point in the interior of the 
scale, e.g., amount of carbonation in a soft drink, in contrast to vector 
attributes, where more is always better, e.g., safety in the automobile. 
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market research 
data processing 

starts here. 
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But first we listen. And because we speak your 

language, we understand what you tell us. Then we 

handle your project the way you want it- with speed 

and accuracy and every technological innovation. 
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Competitive strength 
continued from p. 22 
individual vendor mentioned in the sur­
vey- add the percentage scores (in the 
form of whole numbers) for all three 
categories of questions to arrive at a sum 
total. Third, add the sum totals for every 
vendortogetherandmultiplyby .01. You 
are now ready to calculate the competi­
tive strength score for each individual 
vendor. Simply use the value calculated 
in step three as the denominator and 
divide it into the vendor-specific value 
calculated in step two to arrive at the 
competitive strength score for the vendor 
of interest. You should arrive at a number 
between zero and 100 for each vendor 
mentioned in the survey. By using a bar 
graph to display the results, you can dis­
play the relative strength of each of your 
competitors. 

Factors influencing competitive 
strength scores 

Several intervening factors will cause 
inconsistencies in survey responses and 
effect the CSI. For instance, a respondent 
may name a vendor as one of the best 
three vendors but not as a current vendor 
or a primary vendor. This situation might 
occur when a vendor named as "one of 
the best" is inaccessible to the respondent 
due to inconvenience, price, or a lack of 
decision-making authority. Other times, 
a respondent may name a vendor as their 

ADDITIONAL SERVICES:;; 

~ BRAND STRATEGY 

~ BRAND IDEATIOrfM Creative 

~ BRANDSEARCH5
M Trademark Screening 

primary vendor and a current vendor but 
not as one of the best three vendors. This 
usually occurs- in a business-to-busi­
ness relationship-when the respondent 
must use a particular vendor, who they do 
not consider to be one of the best three, 
due to a management directive. 

Short-term purchase incentives, such 
as special offers, will occasionally en­
hance the competitive strength of a ven­
dor. For example, a chain of gas stations 
offering a free soft drink with every fill­
up may temporarily increase the number 
of people who would name it as a current 
vendor. This situation can increase the 
gas station's competitive strength for the 
duration of the special offer. However, if 
the gas station is unsuccessful at forming 
longer term relationships with its "spe­
cial offer customers"- its competitive 
strength will be of short duration. De­
pending on the timing of the survey pro­
cess, such situations can distort the out­
come of your study. Asking respondents 
to explain the reasons for their answers 
will help you identify influences that 
temporarily enhance a vendor's competi­
tive strength score. 

Each time the surveyor encounters a 
discrepancy in responses to the three 
questions, he or she should ask the re­
spondent to explain the discrepancy and 
make a note of the reason. By eliciting 
additional information, you will be able 
to discover specific reasons for otherwise 
illogical survey results. For example, some 
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Dave Derrore TEL (305) 374-2500 
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David Floyd TEL (9 19) 572-93 11 
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companies (in the business-to-business 
arena) may win a number of "exclusive 
vendor" relationships with large corpo­
rate accounts due to price alone. When 
this situation occurs frequently, a com­
pany with inferior quality or service 
may obtain a relatively high overall 
competitive strength score. Asking re­
spondents to explain the reasons for 
their answers will provide insight re­
garding the competitive strength of com­
panies that have a poor reputation for 
quality or service. 

Detailed information about a 
respondent's reasoning is also useful 
for identifying strengths and weaknesses 
of specific competitors. Consider asking 
every respondent a series of follow-up 
questions to discover the rationale for 
their answers. For example, ask "Why is 
XYZ company your primary vendor?" 
Or "Why did you name ABC company as 
one of the best three vendors but not as 
one of your current vendors?" Remem­
ber, the reasons for a company's com­
petitive strength score are often more 
important than the score itself. 

Using the CSI as a strategic planning 
tool 

• Define the reasons for your score and 
the scores of your competitors. The sur­
vey will help you evaluate the market's 
perception of your company's practices 
relative to the competition. It also pro­
vides insight about the merits and pit­
falls of marketing strategies imple­
mented by your competitors. Use the 
survey as an opportunity to learn valu­
able lessons from the competition that 
will enable your company to make bet­
ter strategic decisions in the future. 

• Use the survey as an opportunity to 
collect competitive intelligence data. 
Respondents can enlighten you to pre­
viously unknown information useful for 
anticipating future initiatives of your 
competitors. Moreover, you might dis­
cover competitor weaknesses that your 
company can use to its advantage. The 
survey may even reveal new competi­
tors in the marketplace. 

• Use the CSI as a benchmarking 
instrument. The CSI will provide you 
with a snapshot of your competitive 
standing. Therefore, administer the sur­
vey on a regular basis, perhaps annu­
ally, to stay abreast of your position in 
the marketplace. 0 
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SURVEY PRO is your 
fast, flexible, powerful 

tool for conducting surveys 

· b · SeMCeiSupport ··--
Whether your project is 

+ cu tamer satisfaction 
• brand awareness 
• new product development 

or almost anything else, SURVEY PRo™ 

is your tool. From questionnaire design 
to data entry to analysis, SURVEY PRO 

smooth the process to cut project costs. 

To create a questionnaire, simply 
type your question text and select or 
create a scale-the automatic layout 
takes care of the details. This design sets 
up the data entry screens so there is no 
database programming. It also knows 
what analysis can be done for fast point­
and-click tables and graphs. 
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ACGJJI/t.). 
RESEARCH 
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·· ··· ···· ·· ········ 

ACG Research Solutions 
120 S. Central Ave., Ste. 1750 
St. Louis, MO 631 05 
Ph. 314-726-3403 
Fax 314-726-2503 
Vicki L. Savala, President 

ACG Research Solutions, a full-service market 
research company, provides clients with customer 
satisfaction/loyalty studies using a proprietary 
model. Our data center includes 30 computer 
equipped stations using Ci2 and Ci3 software. Our 
qualitative capabilities include experienced mod­
erators on staff and a state-of-the-art focus group 
facility. In addition, we offer clients wireless inter­
active audience measurement studies. 
(See advertisement on p. 69) 

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 
E-mail: jack@ana-inc.com 
John F. Anderson, President 

The Answer Group 
4665 Cornell Rd. , Ste. 150 
Cincinnati , OH 45241 
Ph. 513-489-9000 ext. 212 
Fax 513-489-9130 
E-mail: KathyT@answer.mhs.compuserve.com 
Kathleen Bolan Thorman, Dir. Qual. Rsch. 
Member FocusVision 

(3Apian Software 
Apian Software , Inc. 
P.O. Box 1224 
Menlo Park, CA 94026 
Ph. 800-237-4565 ext. 375 
Fax 415-694-2904 
E-mail: sales@apian.com 
http://www.apian.com 
Sales Department 

Survey Pro for Windows is your total solution for 
surveys. Handles questionnaire design, data entry, 
database management and figure and report gen­
eration. Power and flexibility through multiple ques­
tionnaires, numerous pre-designed or custom scale 
types, import/export, instant point-and-click fig­
ure creation. Key.collect for multi-user data entry 
at one or several sites. LAN and site licenses. 
(See advertisement on p. 68) 

Applied Decision Analysis, Inc. 
2710 Sand Hill Rd. 
Menlo Park, CA 94025 
Ph. 415-854-7101 
Fax 415-854-6233 
E-mail: lweber@adainc.com 
Lynne Weber, Principal 

ASECOM S.A. - Mktg. Research & Consulting 
Av. Cordoba 1345, piso 8 
Buenos Aires , 1055 
Argentina 
Ph. 54-1-815-1497 
Fax 54-1-812-1662 

Asian Marketing Communication Research 
A division of H&AMRC, Inc. 
1301 Shoreway Rd ., Ste. 100 
Belmont, CA 94002 
Ph. 415-595-5028 
Fax 415-595-5407 
E-mail : gateway@hamcr.com 
http://www.hamcr.com 
Sandra M.J. Wong, Ph.D., Research Director 

Asian consumer satisfaction research using a 
Psycho-socio-cultural© approach . Full-service 
qualitative and quantitative research in most Asian 
languages, assessing external and internal cus­
tomer satisfaction (CS) and needs for the Asian 
and general markets. CS services include: surveys, 
interviews, focus groups, benchmarking , tracking 
studies, employee opinion studies, and organiza­
tional assessments. Highly qualified bilingual re­
searchers. Telephone bank with CATI capability. 
(See advertisement on p. 47) 

AUDITS & 
SURVEYS 
WORLDWIDE 

Audits & Surveys Worldwide 
650 Avenue of the Americas 
New York, NY 10011 
Ph. 212-627-9700 ext. 766 
Fax 212-243-5468 
E-mail : fwinkel@audits.surveys.nyc.ny.us 
Fred Winkel , Sr. Vice President 

Audits & Surveys Worldwide is one of the world 's 
largest integrated market research firms, having 
worked with most of the Fortune 1000 corpora­
tions for over 43 years. Our 5,000-member field 
force serves our clients' needs through a world­
wide network of six national and four international 
offices that supervise our operations in over 60 
countries. The Customer Satisfaction Division of­
fers a full range of customer satisfaction studies; 
benchmarking and competitor comparison stud­
ies; full qualitative services. 
(See advertisement on p. 53) 

BAI (Behavioral Analysis, Inc.) 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631 -8300 
E-mail : kpermut@behavioralanalysis.com 
Kate Permut, V.P. Marketing 

Barbour Research, Inc. 
5241 Southwyck Blvd ., Ste. 201 
Toledo, OH 43614 
Ph. 419-866-3475 
Fax 419-866-3478 
E-mail: BARBOUREK@aol.com 
Emily Barbour, President 

Bardsley & Neidhart, Inc. 
1220 S.W. Morrison, Ste. 425 
Portland , OR 97205 
Ph . 503-248-9058 
Fax 503-222-3804 
E-mail : bnresearch@aol.com 
Renee Boyd , Director 
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Bay Area Research 
9936 Liberty Rd. 
Randallstown, MD 21133 
Ph . 41 0-922-6600 
Fax 410-922-6675 
Tamara Zwingelberg, President 
Member NETWORK 

Bellomy Research , Inc. 
150 S. Stratford Rd. , Ste. 500 
Winston-Salem, NC 27104 
Ph. 800-443-7344 or 910-721-1140 
Fax 910-721-1597 
E-mail : Bellomy@interpath.com 
John Sessions, President 

Better Marketing Associates, Inc. 
P.O. Box 190 
Oaks, PA 19456 
Ph. 800-355-5040 
Fax 610-933-6071 
E-mail : BMA@prodigy.com 
Peter Thorwarth, President 

~ Ill Gordon S. Black Corporatio 

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 
Workplace, is a full-service market research firm 
supporting business-to-business, health care, edu­
cation , insurance, banking and service industry 
segments. Experienced, professional staff help 
determine/prioritize key factors driving customer 
satisfaction, loyalty and retention using CSMpact5M 

and other proprietary satisfaction models. 
(See advertisement on p. 70) 

1!1 
The Blackstone Group 

The Blackstone Group 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
Ashref Hashim, President 
Kathi L. Rose, Sr. Vice President 

Full-service marketing research firm providing 
customized strategic research with in-house ex­
ecution and advanced analytical capabilities. Ser­
vices and facilities include 60+ CATI interviewing 
stations, three focus group suites of varying sizes 
with dual language taping capability, high-volume 
scanner for large scale studies, Namecraft™ name 
generation and testing service, SCAPE5M new prod­
uct research development program, and SEQuaiS5M 

customer satisfaction/TOM program enhancement. 
Specialties include health care, energy, financial 
services/insurance, retailing and transportation re­
search, both consumer and business-to-business. 
Expertise in large-scale tracking studies, qualita­
tive research , ethnic research , international re­
search . 
(See advertisement on p. 69) 

October 1996 
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The Blackstone Group 
360 North Michigan Avenue 
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ACG 
RESEARCH 
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Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

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

(312) 419-0400 

Our experienced staff has served the 
qualitative and quantitative research 
needs of many Fortune 500 clients. 
Let us p ut that experience to work 
for you. 

RAMS™, a form of 
electronic audience 
response technology. 

Quantitative data collection 
utilizing computer-aided 
phone interviews. 

Focus group facility in 
St. Louis with FREE 
videotaping. 

Experienced focus group 
moderators and one-on-one 
executive interviewers. 

Sophisticated database 
technology for analysis 
and warehousing. 

Multivariate analyses, 
including conjoint analysis 
and perceptual mapping. 
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Bosma & Associates International , Inc. 
1111 Third Ave., Ste. 2500 
Seattle, WA 98101 
Ph. 800-377-2945 
Fax 800-377-0866 
John Bosma, President 

Irwin Broh & Associates 
1011 E. Touhy Ave. 
Des Plaines, IL 60018 
Ph. 847-297-7515 
Fax 847-297-7847 
Dave Waitz, Exec. Vice President 

Burke 
Burke Customer Satisfaction Associates 
Div. of Burke, Inc. 
805 Central Avenue 
Cincinnati , OH 45202 
Ph. 800-264-9970 
Fax 513-684-7717 
http://www.burke.com 
Rod Gober, Sr. V.P./G.M. 
Gary Hren , Vice President 
Jim O'Hara, Vice President 
Branch offices: 

210 Porter Dr. , Ste. 210 
San Ramon, CA 94583 
Ph. 51 0-820-7346 
Fax 510-820-9728 
Tim Boyd, Vice President 
Mike Kuhn, Vice President 

2323 S. Bascom Ave. 
Campbell , CA 95008 
Ph. 408-559-6099 
Fax 408-559-6188 
Steve Benjamin, Sr. Consultant 

One Morningside Dr. N. 
Westport, CT 06880 
Ph. 203-454-6910 
Fax 203-454-6913 
Cary Nadel, Vice President 

100 Main St. 
Concord , MA 01742 
Ph. 508-287-0676 
Fax 508-256-3248 
Jim Jubelirer, Sr. Consultant 

11167 Knightsbridge Ln. 
Fishers, IN 46038 
Ph. 317-578-4345 
Fax 317-578-4361 
Joe Toole, Sr. Consultant 

Burke CSA works with clients to develop measure­
ment and management processes for "closing the 
loop" with customers to create long-term cus­
tomer value, loyalty and improved business per­
formance. Burke CSA allows companies to see 
their performance through their customers' per­
spective to ensure long-term productivity and prof­
itability. For more information visit our Web site at 
http://www.burke.com. 
(See advertisement on p. 71) 

Cambridge Associates, Ltd . 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
Walter Kendall , President 

Capstone Research, Inc. 
623 Ridge Rd. 
Lyndhurst, NJ 07071 
Ph . 201-939-0600 
Fax 201-939-3037 
E-mail : capstone@village.ios.com 
http://www.capstoneresearch.com 
Constance Petersen, President 

Chilton Research Services 
201 King of Prussia Rd. , 3rd fl. 
Radnor, PA 19089-0193 
Ph. 610-964-4600 
Fax 610-964-2904 
E-mail : Research@ChiltonCo.com 
http://www.chiltonco.com 
Pedro Geraldina, Sr. V.P. & G.M. 

The quali~ of our market research 
is measured by your success. 
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,~/ ', of qualitative and quantitative research in 
{ ' · business-to-business, health care, and 
\ / education markets. Services include customer 
'----~/ loyalty and retention research, and CSMpacr; our 
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k aur research partner, you errJoy measurable benefits. 

• A dynamic organization that invests in 
technology and processes needed to stay ahead of 
customer requirements. 

• Innovative professionals who understand 
and practice quality principles in their day-to-day 
execution of your projects. 

• A people-centered environment where 
quality tools are used within a team structure focused 
on customer satisfaction. 

Winner of the 1995 New York State Governor's Excelsior 
Award for Quality in the Workplace, the Gordon S. Black 
Corporation was recognizOO for having "creatffi a 
culture in which the customer is at the very 
center of all the company does." 

Where research standards are set. 

Gordon S. Black Corporation Rochester, New York 
Contact: David H. Clemm, President Phone: (800) 866-7655 Fax: (716) 272-8680 
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Common Knowledge, Inc. 
16200 Dallas Pkwy. , Ste. 240 
Dallas, TX 75248 
Ph. 800-710-9147 
Fax 214-732-1447 
E-mail: cknowledge@aol.com 
http://www.commonknowledge.com 
Steven R. Lavine, President 

The leader in Interactive Voice Response Inter­
viewing for customer satisfaction and employee 
surveys. Your customers call a 1-800 number and 
respond to an interactive interview using their 
telephone keys or spoken responses. Reach any 
number of customers or employees with great 
results at a very affordable cost. E-mail and Inter­
net surveys, virtual focus groups, more. Data col­
lection or full service. 
(See advertisement on p. 72) 

Consumer Research Corporation 
445A Butler Square 
100 N. 6th St. 
Minneapolis, MN 55403 
Ph. 612-332-8741 
Fax 612-332-8617 
David L. Frey, Ph .D., President 
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Creative & Response Research Services, Inc. 
500 N. Michigan Ave. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
Jim Flannery, Director Business Dev. 
E-mail : JimFI@CRResearch.com 

Creative & Response Research Services, Inc. is a 
full-service custom research and consulting com­
pany with 202 full-time employees including 34 
project directors/analysts. C&R provides customer 
satisfaction, strategic studies, new product devel­
opment, brand imagery and positioning research , 
concept and advertising testing , research among 
children (KidSpeak) , and concept development 
using a panel of highly creative individuals (Idea 
Team) as well as multi-media PC interviewing 
(RSD). C&R conducts approximately 1 ,000 group 
interviews a year, 1.7 million mail , telephone and 
mall intercept interviews. 
(See advertisement on back cover) 

Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952-4728 
Ph. 707-765-1001 
Fax 707-765-1 068 
E-mail : surveys@usa.net 
http:/ /currents. neVp rod ucts/c reative 
Lisa Bacon, Vice President Sales 

CTIS 
920 Town Center Dr., Ste. 1-10 
Langhorne, PA 19047 
Ph . 215-752-7266 
Fax 215-741-4893 
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Genius is just seeing a pattern 
sooner than everyone else. 

We make it easy to see patterns. 

Data Recognition. We deliver information you 
can depend on. So you can focus on identifying 
customer and employee patterns, planning 
strategies and taking action. Experienced survey 
process consultants. Give us a call today. 

Contact: 
Deanna L. Hudella 
Data Recognition Corporation 
5929 Baker Road, Suite 420 
Minneapolis, Minnesota 55345 
612 935-5900 Fax 612 935-1435 

DATA RECOGNITIOS 

DRC 
CORPORATION 

Questionnnaire design and printing Distribution/collection 
Image and OMR scanning Comment processing 
Reporting Statistical analysis Project management 

PROPEL YOUR CUSTOMER 
SATISFACTION RESEARCH INTO 
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THE 21ST CENTURY WITH 
INTERACTIVE VOICE 

RESPONSE INTERVIEWING. 

If you are using or considering comment cards, in-store interviews, out­
bound telephone or mystery shoppers, consider the superior benefits of 
inbound l-800 Interactive Voice Response Interviewing: Achieve high 
response rates with low cost per interview. • 35 interviews for about the 
cost of one mystery shop. • Hear comments and suggestions in 
customer's own words and own voice. • Data or analysis available 
almost immediately. • Generate a more representative response profile. 
• Engage your customers in a positive, rewarding, enjoyable and 

convenient manner that won't interfere with store 
operations. • Eliminate interviewer bias. 

Call the IVRI leader and learn more about how 
effective and affordable IVRI can be for the 21st 
century business. 

COMMON KNOWLEDGE RESEARCH SERVICES 
16200 DALLAS PKWY. #240 o DALLAS, TX 75248 / 

VOICE: 1.800.710.9147 o FAX: 972.732.1447 
E-MAIL: cknowledge@aol.com 

www.commonknowledge.com 

Custom Research, Inc. 
P.O. Box 26695 
10301 Wayzata Blvd. 
Minneapolis, MN 55426-0695 
Ph. 612-542-0819 
Fax 612-542-0864 
E-mail : brounds@cresearch .com 
http://www.cresearch.com 
Beth Rounds, Sr. Vice President 

Cutting Edge Research 
205 E. Washington St. 
La Grange, KY 40031 
Ph. 502-222-1263 
Fax 502-222-6693 
Rebekah L. Ashcraft, Owner 

OA TA lt ECO GNITI OS 

DRC 
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Data Data Recognition Corporation 
5929 Baker Rd ., Ste. 420 
Minnetonka, MN 55345 
Ph. 612-935-5900 
Fax 612-935-1435 
Deanna L. Hudella, Dir. Nat'l. Acct. Svcs. 

Data Recognition Corporation provides custom 
survey consulting and processing services, in­
cluding project management, questionnaire de­
sign and printing , sample selection, variable intel­
ligent printing , survey distribution/mailing and 
collection, processing using optical/IMAGE and 
OMR scanning and data entry, programming, re­
porting, comment keying/coding, and statistical 
analysis to commercial , medical , government, and 
education markets. 
(See advertisement on p. 72) 

Diagnostics Plus 
1333 S. Allen St. 
State College, PA 16801 
Ph. 800-444-6093 
Fax 814-231-7672 
E-mail : diagplus@aol.com 
http://epicom.com/diagnostics 
Paul Weener, CEO 

~ 
Elrick& Lavidge·· 

Elrick & Lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker (Atlanta) , GA 30084 
Ph. 770-938-3233 
Fax 770-621-7666 
E-mail: elavidge@mindspring.com 
http://www.elavidge.com 
Larry Gulledge, Sr. Vice President 

For over 50 years, Elrick and Lavidge, a national 
full-service marketing research firm , has dedi­
cated itself to making a powerful positive impact 
on our clients' bottom line. Elrick and Lavidge is a 
leader in customer satisfaction management stud­
ies offering a total solution approach that not only 
measures satisfaction but also loyalty, keys to 
retention, and the whole myriad of facts that make 
up customer value. Facilities include computer 
assisted telephone interviewing centers and focus 
group rooms. 
(See advertisement on p. 73) 
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She loves your brand. 
She loves it not. 

She loves your store. 
She loves it not. 

She loves your service. 
She loves it not. 

She loves your promotion. 
She loves it not. 

She loves your price. 
She loves it not. 

She loves your competitors. 
She loves them not. 

She loves your product. Too bad she'll never buy it again. 
If she bought your product yesterday, 
why won't she buy it today? 

Elrick & Lavidge has the research 
resources, products, and services to 
find out what she's thinking ... and 
why. Ours is a total-solution 
approach that not only includes 
measuring customer satisfaction but 
also loyalty, keys to retention, and 
the whole myriad of facets that make 
up customer value. We even look 
into competitive differentiation 
and vulnerability. 

What sets Elrick & Lavidge apart 
is that we understand measuring 
customer satisfaction and value is 
a beginning--not an end. It's the 
first link of a chain that ultimately 
leads to strengthening marketshare, 
profitability, and shareholder value. 
We'll help you make sure every link 
in the chain is as strong as it can be. 
So you can build the most solid 
relationships possible with 
your customers. 

To learn why she is--or isn't buying-­
call the people who measure customer 1 

satisfaction, understand customer 
value, and know that your key to 
building a profitable business is 
getting closer to what your customers 
think. Call your local Elrick & 
Lavidge representative today. 

~ 
Elrick& Lavidge·M 
lnterSerV M A R K E T I N G S 0 L U T I 0 N S 

Pointing Your Business In The Direction Of Profitable Growth 

E-mail: elavidge@mindspring.com 
Internet home page: http://www.elavidge.com 

Atlanta 770.621.7600 Chicago 708.449.5300 Cincinnati 513.671.4449 
Dallas 214.869.0484 Kansas City 816.221.8117 New York 201.599.0755 San Francisco 415.434.0536 



Epley Marketing Services, Inc. 
One Quail Creek Cir. 
North Liberty, lA 52317 
Ph. 319-626-2567 
Fax 319-626-8035 
E-mail: epley@avalon.net 
Katherine Wacker, Dir. of Bus. Dev. 

Edward Epstein & Associates, Inc. 
6800 Jericho Tpke. 
Syosset, NY 11791 
Ph. 516-921-7500 
Fax 516-364-4683 
Edward Epstein, President 

Fader & Associates 
372 Central Park W. , Ste. 7N 
New York, NY 10025 
Ph. 212-749-3986 
Fax 212-7 49-4087 
Susan Fader, President 

Customt:r A d/: Sa~isfacti~n n SVP 
Strategies 

Oivis1011 

FIND/SVP, Inc. 
Customer Satisfaction Strategies Division 
625 Avenue of the Americas 
New York, NY 10011 
Ph. 212-807-2766 
Fax 212-807-2688 
Stephan Sigaud , V.P. & Managing Dir. 

FIND/SVP's Customer Satisfaction Measurement 
programs provide Fortune 500 multi-nationals with 
an in-depth assessment of customer needs and 
satisfaction which serves as a benchmark for fu­
ture performance. Our customized studies gener­
ate candid customer opinions and critical competi­
tive information. The actionable results are tools 
which help our clients implement long-term 
competitive market strategies to improve their 
bottom line. 
(See advertisement on p. 75) 

Freeman, Sullivan & Co. 
131 Steuart St., Ste. 500 
San Francisco, CA 94105 
Ph. 415-777-0707 
Fax 415-777-2420 
E-mail : Corplnfo@fsc-research .com 
Ann Garbarino, Sr. Consultant 

Gelb Consulting Group, Inc. 
3701 Kirby Dr. , Ste. 830 
Houston, TX 77098 
Ph. 713-526-5711 
Fax 713-526-4842 
E-mail : GabeGelb@aol.com 
Gabriel M. Gelb, President 

GonQalves Marketing Consultants 
42 Temple St. 
Arlington, MA 0217 4-6343 
Ph. 617-646-0558 
Fax 617-643-5023 
E-mail: gmc@goncalves.com 
Karen P. GonQalves, President 
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The Green Group 
Formerly Howard L. Green & Assoc. , Inc. 
2690 Crooks Rd. , Ste. 105 
Troy, Ml 48084 
Ph. 810-244-9400 
Fax 810-244-9024 
JeffreyS. Green, President 

Hancock Information Group, Inc. 
2180 W. State Rd. 434, Ste. 3170 
Longwood, FL 32779 
Ph. 407-682-1556 
Fax 407-682-0025 
E-mail: john.bonsall@hancockinfo.com 
John Bonsall , Mgr. of Focus Groups 

Harte-Hanks Market Research 
10 Elizabeth St. 
River Edge, NJ 07661 
Ph. 201-342-6400 
Fax 201-342-1709 
E-mail: research@harte-hanks.com 
Harry D. Seymour, President 

HI SPAN IC & ASIAN 

MARKETING COMMUNICATION 

R ESEA RCH , INC . 

Hispanic 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 
E-mail : gateway@hamcr.com 
http://www.hamcr.com 
Felipe Korzenny, Ph.D. , President 
Betty Ann Korzenny, Ph .D., Exec. V.P. 

Hispanic consumer satisfaction research using a 
Psycho-socio-cultural© approach . Full-service 
qualitative and quantitative research in the U.S. 
and Latin America. Assessment of external and 
internal customer satisfaction (CS) and needs for 
the Hispanic and general markets. CS services 
include: surveys , interviews, focus groups, 
benchmarking, tracking studies, employee opin­
ion studies, and organizational assessments. Highly 
qualified bilingual researchers. Telephone bank 
with CATI capability. 
(See advertisement on p. 47) 

D.S. Howard & Associates 
307 N. Michigan Ave ., Ste. 1214 
Chicago, IL 60601 
Ph. 312-372-7048 
Fax 312-372-9239 
E-mail : DSHAssoc@aol.com 
Dennis S. Howard, Ph.D., President 

1/HIR Research Group 
Quality Marketing Research 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 
Carol L. West, Field Director 

Looking for a great data collection source for your 
customer satisfaction research? Then 1/H/R Re­
search Group· has the "watts" you 're looking for! 
One hundred stations with 60 networked for Ci3 
CAT I. Fast turnaround , highest quality data collec­
tion, competitive prices. MRA interviewer training 
program. Silent monitoring, and the ability to watch 
the actual computer interview as it happens from 
home or office. 
(See advertisement on p. 51) 

lnfoTek Research Group, Inc. 
4900 S.W. Griffith Dr., Ste. 274 
Beaverton , OR 97005 
Ph. 503-644-0644 
E-mail : lnfotek@teleport.com 
http://www.teleport.com/-infotek 
Steve Boespflug , Rsch. Dir./Principal 

Interactive Marketing & Research 
4617-J Colony Rd. 
Charlotte, NC 28226 
Ph. 704-643-5855 
Fax 704-643-5847 
E-mail : ORileyK@aol.com 
http://members.aol .com/orileyk 
Riley Kirby, President 

Interface Technologies 
5805 Blue Lagoon Dr. , Ste. 170 
Miami, FL 33126 
Ph. 305-264-6699 
Fax 305-267-8069 
E-mail : lnterfaceT@aol.com 
http://www.teknologica.com/lnterTech 
Gary Chin, Operations Manager 

ICR 
International Communications Research 
605 W. State St. 
Media, PA 19063 
Ph. 610-565-9280 
Fax 610-565-2369 
Steven C. McFadden, Executive Vice President 

Full-service market research firm with particular 
emphasis on customer satisfaction research . ICR 
offers the full array of consulting services for 
service quality improvement efforts through quali­
tative "discovery", quantitative measurement of 
your customers' needs and expectations, formal­
ized analysis and presentation, implementation, 
and subsequent performance tracking. ICR's areas 
of expertise include consumer and industrial prod­
ucts and services, telecommunications, utility ser­
vices, pharmaceutical products, and food services 
among others. 
(See advertisements on pp. 35, 37, 39) 
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1996 CUSTOMER SATISFACTION DIRECTORY 
lntersearch Corporation 
410 Horsham Rd. 
Horsham, PA 19044 
Ph. 215-442-9000 
Fax 215-442-9040 

I.S.I.S. -Integrated Strategic Information Services 
2516 Hastings Dr. 
Belmont, CA 94002 
Ph. 415-802-8555 
Fax 415-802-9555 

Leonard Kirsch Research 
23 High St. 
Tarrytown, NY 10591 
Ph. 914-332-0148 
Fax 914-332-1 027 

E-mail: bshandler@intersearchcorp.com 
http://www.intersearchcorp.com 

E-mail : isis@isisglobal.com 
Marc Limacher, Managing Director 

Len Kirsch, President 

Bruce Shandler, President 

lnthesis, Inc. 
2840 N.W. Boca Raton Blvd ., #1 07 
Boca Raton , FL 33431 
Ph . 407-367-7680 
Fax 407-362-8011 
E-mail: inthesys@aol.com 
Sigmund Goodwin , V.P. Marketing 

I.R.A. 
P.O. Box 237 
Yardley, PA 19067 
Ph. 215-295-6726 
Fax 215-295-6726 
E-mail : bonfield@rider.edu 

Issues and Answers Network, Inc. 
5151 Bonney Rd. 
Virginia Beach , VA 23462 
Ph. 757-456-1100 
Fax 757-456-0377 
Peter J. McGuiness, President 

Jacobson & Associates 
250 Ambassador Dr. 
Rochester, NY 14610 
Ph. 716-387-0018 
Fax 716-387-0499 
E-mail : Jasteel@gnn.com 
http://members.gnn.com/jasteel/home.htm 
Paul Cupo, Sr. Consultant 

Kubba Consultants, Inc. 
2720 River Rd. , Ste. 200 
Des Plaines, IL 60018 
Ph. 847-296-1224 
Fax 847-296-1226 
E-mail : EdKubba@aol.com 
Ed Kubba, President 

Leger & Leger Group 
60 St. Jacques Montreal 
Montreal , PQ H1 L 2Y5 
Canada 
Ph. 514-982-2464 
Fax 514-987-1960 
E-mail: demande@leger-leger.gc.ca 
http://www.leger-leger.gq.ca 

William M. Strahle, Managing Partner Jean Marc Leger, President 

Irwin Research Associates, Inc. 
Div. of Irwin Research Services, Inc. 
4112 N.W. 22nd Dr. 
Gainesville, FL 32605 
Ph. 352-371-7800 
Fax 352-371-0087 
Denise Henry, President 
Member NETWORK 
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JRP Marketing Research Services, Inc. 
100 Granite Dr. , terrace level 
Media, PA 19063 
Ph. 610-565-8840 
Fax 610-565-8870 
Paul R. Frattaroli , President 

Barry Leeds & Associates, Inc. 
38 E. 29th St. 
New York, NY 10016-7911 
Ph. 212-889-5941 
Fax 212-889-6066 
E-mail: bleedsny@aol.com 
Paul Lubin, Exec. Vice President 

I'm losing m11rkel sh11re. 
My customers 11re swllchlng 
loyt~llles. How c11n I wln lhem 
bt~ckP 

We ft~ced 11 slmll11r problem 
l11sl ye11r. FIND/SVP's 

FIND/SVP's Customer Satisfaction Measurement programs 
provide Fortune 500 multi-nationals with an in-depth 
assessment of cu tamer needs and satisfaction which 

serves as a benchmark for future performance. 
Our clients repeatedly rely on us because of our: 

• Per onalized service 
• Customized approach 
• Proprietary analytical techniques 
• Actionable results 

Customer R d/: ,a Satisfaction n SVP &§ 
Strategies SVP......-

DivislOn 
SM 

Providing Leadership in Customer Satisfaction. 
Please call : Elly Malpa (2 12) 807-2768 

625 Avenue of the Americas, ew York, NY 10011 • http://www.fmdsvp .com 
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Nancy Low & Associates, Inc. 
8805 N. 23rd Ave., Ste. 400 
Phoenix, AZ 85021-4171 
Ph. 602-678-3747 
Fax 602-906-9424 
Kati Brown, Market Research Mgr. 

Nancy Low & Associates, Inc. 
5454 Wisconsin Ave. , Ste. 1300 
Chevy Chase, MD 20815 
Ph. 301-951-9200 
Fax 301-986-1641 
E-mail: n.l.a.@clark.net 
Kate Koester, Focus Group Facility Mgr. 

MACRGI 
Macro International, Inc. 
100 Avenue of the Americas 
New York, NY 10013 
Ph. 888-MacroUS 
Fax 212-941-7031 
E-mail: levitt@macroint.com 
http://www.macroint.com 
Scotty Levitt, Pres. Mktg. Rsch. & Cnsltg. Div. 

Macro International 's Customer Loyalty Plus (CLt) 
is a new, unique system for measuring and build­
ing customer loyalty worldwide. Consisting ofthree 

WHO 
CAN READ 

THE MIND OF 
YOUR 

MARKET? 
The answer is obvious: Market Opinion Research. M.O.R. 
founded in 1941, has an extensive history of conducting custom 
research studies, a history that continues to grow because we 
approach each client's situation as new and unique. Our 
research approach takes into consideration our client's industry, 
the competitive 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 research study for your company, M.O.R. 
research directors will work closely with you to determine your 
specific needs. On the basis of this overview, M.O.R. will 
recommend a research plan which incorporates the 
methodologies, analysis plans and presentation formats that are 
best suited to your requirements. 

For more information on M.O.R.'s strategic approach to both 
domestic and international research, please contact Pete Haag, 
James Leiman or Kim Holland at 1-800-878-7223. 

F' L ~ MARKET !?!JJ~>!!?~p!ESEARCH 
'-~ ......)' 3 1700 Middlebelt Road , Farmington Hills, MI 48334 1-800-878-7223 

76 

phases (assessment, planning, improvement) , CLt 
improves profitability by identifying, strengthen­
ing and building your loyal customer base. Focus­
ing on loyalty results in significant savings since 
costs are 4-6 times higher to win a new customer 
than to keep a customer loyal. 
(See advertisement on p. 77) 

Madenberg Associates 
50 Larkin St. 
Huntington Station, NY 117 46 
Ph. 516-673-7300 
Fax 516-351-45 77 
E-mail : madenberg@msn.com 
Douglas I. Madenberg , Principal 

M/AIR/C Research 
7850 N. Belt Line Rd. 
Irving, TX 75063 
Ph. 214-506-3400 
Fax 214-506-3505 
Sharon Munger, President 

MARCON 
555 Rene-Levesque 0., 750 
Montreal , PO H2Z 1 B1 
Canada 
Ph . 514-393-1378 
Fax 514-875-7505 
E-mail : marcon@cam.org 
Pierre Ducharme, President 

MARITZ~ 
~1.\R K F.:TING RESE .'\ 1\ CI I I 'C . -Maritz Marketing Research, Inc. 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph. 800-446-1690 
Fax 314-827-8605 
http://www.maritz.com/mmri.htm 
Phil Wiseman, Vice President, Marketing 

Maritz Marketing Research Inc. specializes incus­
tomized solutions to service quality needs. Utiliz­
ing customer satisfaction measurement, customer­
focused training, reward and recognition systems 
and communications programs, Maritz supports 
and drives performance improvement strategies 
throughout an organization . Whether you need 
measurement or a totally integrated solution, Maritz 
is the answer - nationally and internationally. 
(See advertisements on pp. 26, 27, 32) 

Market Access Partners 
8200 S. Quebec St. , Ste. A3-273 
Englewood, CO 80112 
Ph. 800-313-4393 
Mary C. Goldman, Managing Partner 

Market Advantage 
4708 Main St. , Ste. 201 
Lisle, IL 60532 
Ph. 708-271-1315 
Fax 708-271-3011 
Bruce Buteyn, Dir. Sales & Mktg. 
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WELCOME TO THE WORLD 
OF THE FASTEST GROWING 

RESEARCH COMPANY 
IN THE U.S. 

INSIDE RESEARCH® reports: " ... of 53 major U.S. MRfirms 
over the past five years ( 1990-1995 ) .. . Macro International, Inc., 
with a growth rate of 202% was the fastest growing MRfirm." 

Macro International's growth occurs because we 
put our intelligence to work, combining experi­
enced people with innovative products and tech­
nologies to create unique solutions for our clients. 
Macro has more than 400 employees, with 70% of 
our professionals holding doctorates or other 
advanced degrees. We have over thirty years of 
custom and syndicated market research experience, 
including advertising, new product and legal 

research, positioning and brand equity studies, 
with more than a dozen proprietary research prod­
ucts such as Customer Loyalty Plus™ (CL+™) and 
Equity Valuation. Our 189 station CATI operation 
with predictive dialing can screen up to 10,000 
households daily. Plus, we have advanced data 
scanning systems, proprietary analysis models and 
7 focus group facilities. Put Macro's intelligence to 
work for you in the U.S. and around the world. 

Call Scotty Levitt at (800) 825-3243 
or Greg Mahnke at (800) 639-1310. 

MACRtl 
-----------------------------
1 :\ T E I~ :\ . \ T I < > :\ . \ I. I :\ C . 

INTELLIGENCE AT WORK 
Macro International offices: New York, NY; Washington, DC; Atlanta, GA; Burlington, VT; 

Frankfurt, Germany; Moscow, Russia; Warsaw, Poland; Budapest and Gyor, Hungary; Prague, Czech Republic. 



snap® survey d~sign & 
analys1s software 
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o.iN. .... . ................................. Cl 
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from survey design~data collection~analys is 
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MonlhN. .. ... . .......... 0 

(-M-) ~~~r:. .. ~~INION RESEARCH 

Market Opinion Research 
31700 Middlebelt Rd ., Ste. 200 
Farmington Hills, Ml 48334 
Ph. 810-737-5300 
Fax 810-737-5326 
James Leiman, Ph .D., Sr. Vice President 

t---How_oftl_n-,on_m_IISI-,do-you_villt_th_ilreia-U-IInt?---t to results presentation 

M.O.R., a full-service research supplier, has expe­
rience conducting customer satisfaction research 
for automotive, consumer, financial , health care, 
industrial and insurance clients using QFD, CS 
indexing, expectation/gap analysis, problem reso­
lution, and retention methopologies. 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. Learn 
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. 76) 

l1111tt ·­)lldllf 

Yt, GNl OX PHr y,, 
GHl PHr 

featuring: 
* on-screen survey design facility 
* extended codes and label text 
* fu ll data verification 
* literal responses of up to 999 characters 
*expanded graphics 
* design and save table styles 

Buo 171 1!n 141 7l 36 

.ll••oloJS211141121 
,.,.,.(ce 

Mercator Corporation 
172 State Street 

Newburyport, MA 01950 
Market Probe, Inc. 

C11oi<••f41 :115 a :115 :M Tel: 508-463-4093 Fax: 508-463-9375 
eMail: 75372.2436 @ compuserve.com 

2655 N. Mayfair Rd. 
Milwaukee, WI 53226-1310 
Ph. 414-778-6000 

, .... 
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Fax 414-778-3730 
E-mail: mprobe@execpc.com 
http://marketprobe.com 
Dr. Derek Allen, Director of Research 

Who knows how to identify the 
drivers of value and customer retention ••• 
MarketVision. 

Einstein once said , "You can't solve current 
problems with current thinking. Current thinking 
caused current problems!" 

At MarketVision Research®, we know clients want 
to understand what customers value and how to 
retain those customers. Through a strategic joint 
venture with The VALTec Group, Inc., MarketVision 
Research has formed MarketVision/VALTec for 
customer value analysis and model development. 

Through our Value Alignment System®, we 
identify the linkages between attitudes, perceptions, 
and price to determine a "value matrix." Upon 

analysis, a thorough understanding of customers that 
are at risk of selecting another brand , and attributes 
that drive value and retention are clearly identified. 

After analysis and model development, Market­
Vision/VALTec will work with your internal teams to 
integrate customer value and retention factors into all 
aspects of management decision making. 

For more information on how to link value to 
customer retention, contact the research company 
thinking differently about satisfaction 
measurement systems ... MarhetVision. 

MarketVision Research® 
MorketVision Building • 4500 Cooper Rood • Cincinnati, OH 45242-5617 • (513) 791 -3100 • Fox (513) 794-3500 

http:! lwww. morketvisionreseorch. com 

Cincinnati Charlotte Orlando Dallas Indianapolis 
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Marketing & Research Resources, Inc. 
5705 Industry Ln ., 2nd fl. 
Frederick, MD 21704 
Ph. 301-694-2800 
Fax 301-694-5171 
Lisa Hammer, V.P. Research 

Marketing Evaluations/TVa, Inc. 
1615 Northern Blvd. 
Manhasset, NY 11030 
Ph. 516-365-7979 
Fax 516-365-9351 
E-mail: qscores@soho.ios.com 
Steven Levitt, President 

Marketing Metrics, Inc. 
305 Rte. 17 
Paramus, NJ 07652 
Ph. 201-599-0790 
Fax 201-599-0791 
E-mail : TVavra@marketingmetrics.com 
Terry G. Vavra, President 

II. 
MarketVisione 
MarketVisionNALTec 
MarketVision Building 
4500 Cooper Rd . 
Cincinnati , OH 45242-5617 
Ph. 513-791-3100 
Fax 513-794-3500 
Rex L. Repass, President 

MarketVision Research®, Inc. specializes incus­
tomer value analysis and retention through 
MarketVisionNALTec, a strategic joint venture with 
The VAL Tee Group, Inc. The MarketVisionNALTec 
Value Alignment System® is a proprietary model 
owned and developed by the VAL Tee Group, Inc. 
MarketVisionNALTec is a proponent of the "value 
proposition". We are dedicated to the belief that 
perceptions of quality and customer service are 
not based solely on product or service attributes, 
but must consider price. MarketVisionNALTec 
has significant experience in communications and 
information technologies, healthcare, utilities, pack­
aged goods, and entertainment research. Offices 
in Cincinnati , Charlotte, Orlando, Dallas, and India­
napolis. An Inc. 500 company. 
(See advertisement on p. 78) 

~------· --· - --
MATRIXX Marketing Research 
4600 Montgomery Rd . 
Cincinnati , OH 45212 
Ph. 800-323-8369 
Fax 513-366-8386 
Barry Maners, Director 

MATRIXX Marketing Research specializes in help­
ing their client base understand the key aspects of 
the client's relationship with the customer and 
determining specific impactors of the customers 
value perception. A MATRIXX CVM (Customer 
Value Management) program is specifically de­
signed to not just measure "satisfaction", but to 
isolate the key elements that describe your cus­
tomer perceived value package. A typical MATRIXX 
CVM program combines: 1) qualitative and quan­
titative research to gather information from the 
customer in key areas developed to reach MATRIXX 
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client; 2) clear, concise reporting which is focused 
on MATRIXX's Performance Induced Impact. Pll 
develops clear analysis of the magnitude of strength 
and magnitude of weakness tor each value pack­
age component; 3) Development Workshop Train­
ing during the quantitative portion of the CVM 
program so that your organization is ready to act 
when Performance Induced Impact statements 
regarding value are delivered; 4) hands-on deploy­
ment and implementation guidance using your 
customer value assessments. Extensive experi­
ence in business-to-business and consumer re­
search in health care, manufacturing, utilities, au­
tomotive and consumer products. A division of 
Cincinnati Bell , Inc. 
(See advertisement on p. 79) 

McMillion Research Services 
1012 Kanawha Blvd. E. 
Charleston, WV 25301-2809 
Ph. 304-755-5889 
Fax 304-755-9889 
Gary or Sandy McMillion, Owners 
Member NETWORK 

MDI Research 
P.O. Box 902 
Cardiff, CA 92007 
Ph. 619-736-4448 
Fax 619-759-2759 
E-mail : jabmdir@aol.com 
Jacqueline Arsivaud, Principal 

MATRIXX MARKETING RESEARCH 
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The Melior Group 
316S.16thSt. 
Philadelphia, PA 19102 
Ph. 215-545-0054 
Fax 215-545-0078 
Linda J. McAleer, President 

. ~·: ... 

Mercator Corporation 
172 State St. 
Newburyport, MA 01950 
Ph . 508-463-4093 
Fax 508 463-9375 
E-mail: 75372.2436@compuserve.com 
K.E. Murphy, General Manager 

SNAP Professional® survey software is the right 
answer for your survey research , providing on­
screen questionnaire design and three data entry 
modes for applications including CATI and CAPI 

just when you 
thought everything 
was hunky-dory. 

Building a stronger 
customer relationship is a 

key factor in achieving strategic 
goals. At NCS we can help you by 

providing a single source solution to 
measure your current level of customer 

satisfaction and identifying the strengths of your 
products and services. 

Scanning & Electronic Data Collection Services, 
Systems & Software 

You decide whether to use NCS' services to design and 
implement your program, or do it yourself using an NCS 
imaging or OMR scanning system. 

Measurement Focus Service Offerings 
• Customer Surveys • Research Planning 
• Employee Surveys • Project Management 
• Product/Customer Registration • Document Printing 
• Balloting/Proxy • Distribution & Receiving 
• Inspection & Failure Analysis • Processing & Coding 
• Statistical Process Control • Analysis & Reporting 

Call NCS at 1-800-347-7226, ext. 3211 

It wasn't 

Copyright © 1996 
National Computer Systems, Inc. 
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with optional data verification on all data. Analysis 
includes crosstabulations, frequency and grid 
tables, powerful 2-D and 3-D graphics and a full 
range of descriptive statistics. Manipulate results 
via percentages, weights, scores, zero suppres­
sion , ranking and unlimited filters. Additional ca­
pabilities include literal response analysis for 
verbatims, data import/export and batch operation 
reporting . Available for Windows, Windows 95, 
Windows NT and OS/2 and Warp. 
(See advertisement on p. 78) 

Meyers Research Center 
58 W. 40th St. 
New York, NY 10018 
Ph. 212-391-0166 
Fax 212-768-0268 
Arthur Zimbalist, Sr. Vice President 

MGA Communications, Inc. 
1125 17th St. , Ste. 1800 
Denver, CO 80202 
Ph. 303-298-1818 
Fax 303-297-3526 
E-mail : mgacompr@aol.com 
Doug Magee, V.P. Research 

Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph. 770-955-5400 
Fax 770-955-5040 
E-mail : focus@onramp.net 
http://www.michelson.com/research 
Mark Michelson, President/CEO 

Moosbrugger Marketing Research 
901 W. Hillgrove Ave. 
La Grange, IL 60525 
Ph. 708-354-5090 
Fax 708-354-6813 
E-mail : mmr77@aol.com 
Mary C. Moosbrugger, President 

NCS 
4401 W. 76th St. 
Edina, MN 55435 
Ph . 800-347-7226 or 612-830-7600 
Fax 612-893-8102 
E-mail : dcs@ncs.com 
http://www.ncs.com 

A full-service-research and consulting firm , NCS 
specializes in large-scale customized assessments 
of internal and external customer/employee atti­
tudes. NCS tailors research to each client's needs 
and helps turn information into actionable results 
throughout the organization . NCS offers multiple 
data collection technologies, e.g. , Internet, E-mail , 
phone, paper-based. NCS customers may use any 
or all of NCS' available services including project 
management, research , survey design , printing , 
distribution, database management, analysis, re­
porting or in-house software and systems. 
(See advertisement on p. 80) 
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! Hf flllRf. TODI. \ 

NETWORK 
601 Madison Ave. 
Covington , KY 41011 
Ph. 606-431-5431 
Fax 606-431-5838 
E-mail : network.cen@earthlink.net 
http://www.vrcinc.com/network.htm 
Linda Tessar, PresidenVCOO 

The research industry's "Virtual Corporation". Tech­
nically oriented - Customer driven. Centralized 
project management: One contact- bidding through 
billing for design, field management, DP and analyti­
cal services. National source for telephone, central 
location and qualitative data collections through 
owner-operated affiliates. CfMC software for CA Tl/ 
CAPI/CASI and DP capabilities. Applied SOPs en­
sure quality and consistency across markets. Ex­
tensive industry knowledge and expertise. 
(See advertisement on p. 82) 

Nordhaus Research , Inc. 
20300 W. 12 Mile Rd 
Southfield , Ml 48076 
Ph. 810-827-2400 
Fax 810-827-1380 
John King, President 

Full-service national research company; quantita­
tive/qualitative research . Five experienced mod­
erators; 190 monitored central telephone stations 
utilizing Ci2, Tel-Athena and Quantime CATI and 
predictive dialing technology for unparalleled re­
sults and efficiency. Complete data processing 
capabilities, statistical analysis; focus group facili­
ties in Southfield and Grand Rapids, Ml , and At­
lanta, GA, locations. Nationwide access to mall 
locations. Specialists in advertising , health care , 
financial/banking , media and utilities. 
(See advertisement on p. 81) 

NSRC (National Survey Research Center) 
10107 Brecksville Rd ., Ste. 340 
Brecksville , OH 44141 
Ph. 216-838-7640 
Fax 216-838-7650 
Lauren Wagner, Mgr. Client Relations 

Opinionmeter, Inc. 
P.O. Box 10025 
Berkeley, CA 94709 
Ph. 510-482-4317 
Fax 510-482-4317 
E-mail : opmeter@opinionmeter.com 
http://www.opinionmeter.com 
Morgan Strickland, Director of Operations 

October 1996 

OPINIONS UNLIMITED 
A P ·~Mif:.P RESHfl•.fl t.~rl Eli 

Opinions Unlimited , Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph. 713-888-0202 
Fax 713-960-1160 
AndrewS. Martin, Ph .D. , Principal 

Full-service custom research consulting and data 
collection. Over 15 years experience assessing 
customer satisfaction for electric/gas utilities, fi­
nancial/insurance industry, consumer goods, ser­
vice industries - consumer or business-to-busi-

Nordhaus Research Inc. 

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

Southfield, MI 48076 
Tel: 800 • 860 • 9996 I Fax: 810 • 827 • 1380 

Minneapolis Office 
Three Paramount Plaza 

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

Tel: 612 • 820 • 4640 I Fax: 612• 830 • 8108 

ness, computer software, telecommunications, 
agricultural industries. Seventy-five-station cen­
tral CATI telephone interviewing facilities, CATI 
programming, tabulation, analysis and reporting. 
State-of-the-art focus suites in two Texas loca­
tions, Amarillo and Houston . lnternationally known 
moderator one of the principals. 
(See advertisement on p. 42) 

Pacesetter Surveys 
2028 Timberlane Way 
San Mateo, CA 94402 
Ph. 415-345-2580 
Fax 415-345-5332 
E-mail: Pacesurv@aol.com 
John Cole, President 

Chicago Office 
2300 N. Barrington Road • Suite 400 

Hoffman Estates, IL 60195 
Tel: 847 • 490 • 5363 I Fax.: 847 • 884 • 2878 

Grand Rapids Office 
2449 Camelot Court 

Grand Rapids, MI 49546 
Tel: 616 • 942 • 9700 I Fax: 6 16 • 942 • 9189 

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

Atlanta, GA 30305 
Tel: 404 • 848 • 8188/ Fax: 404 • 848 • 8199 
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Pattern Discovery, Inc. 
314 Fitzwater St. 
Philadelphia, PA 19147 
Ph. 215-928-1619 
Fax 215-928-1301 
E-mail: 73700.1212@compuserve.com 
Steven Hokanson, President 

Penton Research Services 
1100 Superior Ave. 
Cleveland, OH 44114-2543 
Ph. 216-931-9283 
Fax 216-696-8130 
E-mail: pentonrsch@aol.com 
http://penton.com/corp/research 
Kenneth Long, Director 

Because of The 
Company We Keep. 

We're fourteen members strong and grow­
ing! At NE'IWORK, technology and our vast 
member markets ensure leadership in field 
management and data collection services. 

NETWORK 
MEMBER MARKETS 

PERFORMANCE PLUS 
Boston, Massachusetts 

@)MARGARET YARBROUGH 
Be Assoc., INc. 
San Francisco, California 
LUTH RESEARCH, INC. 
San Diego, California 
PROBE RESEARCH, INC. 
Dallas, Texas 
BAY AREA RESEARCH, INC. 
Baltimore, Maryland 
JACKSON ASSOCIATES, INC. 
Atlanta, Georgia 
MCMILLION RESEARCH SERVICE 
Charleston, West Virginia 

~ANSWERS TO QUESTIONS/LONG 
~ISLAND GROUPS IN FOCUS 

New York, New York 
IRWIN RESEARCH SERVICES, INC. 
jacksonville, Florida 
SUPERIOR SURVEYS OF ST. LOUIS 
St. Louis, Missouri 
CONSUMER SURVEYS COMPANY 
Chicago, Illinois 
DENNIS RESEARCH SERVICE, INC. 
Ft. Wayne, Indiana 
PAT HENRY MARKET RESEARCH, INC. 
Cleveland, Ohio 
JRA (J. RECKNER ASSOCIATES, INC.) 
Philadelphia, Pennsylvania 

A Coalition of Industry Leaders Committed 
to Exceeding Expectations for 

Data Collection and Field Management. 

For IliOn' iuformttliou, fJh'tt.'it' multtfl 
Unda T~ssar or fo:ll~n (;r~goq 

606.'1 .~I. S'I.:H • FAX 60(l.'l.) I. StB~ 
or risil our tl'eiJ .'iilt• ttl: 

hUJl://\\ ""·' rcinc.com/nct\\ orldttm 
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Perdue Research Group 
2000 Glen Echo Rd. 
Nashville, TN 37215 
Ph. 615-298-5117 
Fax 615-298-5668 
Greg Fuson, Account Manager 

Performance Plus 
Boston Field & Focus, Inc. 
111 Speen St. , Ste. 105 
Framingham, MA 01701 
Ph. 508-872-1287 ext. 112 
Fax 508-879-71 08 
E-mail: NRoberts@aics.net 
Shirley Shames, President 
Member NETWORK 

Personal Touch Marketing 
617 Detroit St. , Ste. 120 
Ann Arbor, M I 48104 
Ph. 313-741-1134 or 800-324-3216 
Fax 313-741-1206 
E-mail : DebB3497@aol.com 
Deborah Babcock, President 

PINE COMPANY 
Daw Processing for Marketi11g Research 

Pine Company 
1607 16th St. 
Santa Monica, CA 90404 
Ph. 800-969-PINE (7463) 
Fax 310-453-3969 
E-mail : PineData@aol.com 
http://www.pinedata.com 
Ben Pine, Founder/Chairman 
Dan Dickson, CEO 
Debbie Harbert, COO 
Ed Sugar, Dir, Mkt. Rsch Sales & Mktg. 
Shannon McNeely, Dir. Sales & Mktg. 

Established in 1967, Pine Company is the West's 
largest provider of data processing for market 
research- the first to offer scanning with Intelligent 
Character Recognition (ICR), which recognizes 
handprint. Ideal for customer satisfaction surveys, 
ICR has the speed and accuracy of Optical Mark 
Reading and frees questionnaire design from spe­
cial printing requirements. Pine Company also 
provides coding , data entry, tabulation and pre­
sentation graphics. 
(See advertisement on p. 65) 

Psssr. 
YOUR CUSTOMERS ARE TRYING 

TO TELL You SOMETHING. 

THE QUESTION IS, 
ARE YOU READY TO LISTEN? 

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

POLARIS MARKETING RESEARCH is a full-service research 
provider. We've helped companies in the telecommunications, 
financial services, health care, insurance, textile, and hospitality 
industries listen to their clients, and respond with unparalleled 
customer service. 

POLARIS has experienced project managers and its own fully 
automated on-site phone center. We specialize in: 

* Customer Satisfaction Benchmarking & Tracking 
* Product Development 

& Positioning * Lost Customer Research 
& Employee Studies 

POLARIS. WE AREN'T SATISFIED 
UNTIL YOUR CUSTOMERS ARE. 

359 East Paces Ferry Road, Suite 300 ~~ Atlanta, Georgia 30305 
( 404) 816-0353 
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Find Them Faster and Easier. 
And Find Them For Less. 

Wim over 200 demographic and lifestyle characteristics and purchase behavior ranging from automobiles to wines, 

Polks Research Sampling delivers the most accurate and targeted samples, saving you time and money By dealing wiili Polk 

directly, you go straight to the source. No middleman, so meres no markup on the best information available. Our experienced 

account executives understand your market research objectives and will customize your order with a full array of selects, cutbacks 

and data delivery options. Faster, easier and for less. For more information on Polks Research Sampling callS00-635-5522. 

Multi-Dimensional Intelligence"' 



Polaris Marketing Research , Inc. 
359 E. Paces Ferry Rd., Ste. 300 
Atlanta, GA 30305-2351 
Ph. 888-816-8700 
Fax 404-816-0352 
E-mail: research@polarismr.com 
http://www.polarismr.com 
Jan Edward Carlson, President 

Polaris offers a full-service qualitative and quanti­
tative research design and execution. We special­
ize in customer satisfaction benchmark and track­
ing studies, employee and lost customer research. 
We are experienced in the telecommunications, 
health care, tourism and travel , financial services, 
information services and Yellow Pages advertising 
industries. Our fully automated, state-of-the-art, 
in-house telephone interviewing center can handle 
projects from small to complex. 
(See advertisement on p. 82) 

Please let us 
know how we 
can make our 

directories more 
useful to you 

Phone: 612-854-5101 
Fax: 612-854-8191 

E-mail: quirk19@skypoint.com 

iiMumnNG RESEARCH 
Review 
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IUk. 
Multi-Dimensional Intelligence~ 

The Polk Company 
26955 Northwestern Hwy. 
Southfield, Ml 48034 
Ph. 800-635-5522 
Fax 303-298-5489 
Michael Spadafore, Product Manager 

Polk's Research Profiling and its dedicated team of 
expert consultants provide the primary research 
segment with the richest and most versatile tar­
geted samples in the industry, allowing research­
ers to most effectively and efficiently conduct 
quality consumer research. 
(See advertisement on p. 83) 

Prince Market Research , Inc. 
2323 Hillsboro Rd. , #500 
Nashville, TN 37212 
Ph. 615-292-4860 
Fax 615-292-0262 
E-mail: dprince@PMResearch.com 
http://www.pmresearch.com 
Dan Prince, President 

Prognostics 
Stanford Research Park 
900 Hansen Way 
Palo Alto, CA 94304 
Ph. 415-812-3900 
Fax 415-812-3919 
E-mail: kkowaleski@prognostics.com 
http://www.prognostics.com 
Kelli Kowaleski 

PROJECTIONS INC. Marketing Rsch. & Counsel 
47 Marlboro St. 
P.O. Box 585 
Keene, NH 03431 
Ph. 603-352-9500 
Fax 603-357-0000 
E-mail: info@projections-inc.com 
http://www.projections-inc.com 
Michael Kenyon , President 

QlESii\R 
Questar 
2905 W. Service Rd. 
Eagan, MN 55121 
Ph. 612-688-1961 
Julie Fontaine, Supv., Marketing Support 

Specializes in customized assessment of customer 
satisfaction and customer value management -
helping clients compare the value they offer with 
that of their competitors. We are a leader in linking 
management practices to long-term customer sat­
isfaction, loyalty and retention. 
(See advertisement on p. 9) 

The Question Shop, Inc. 
2860 N. Santiago Blvd ., Ste. 100 
Orange, CA 92867 
Ph. 800-411-7550 or 714-97 4-8020 
Fax 714-97 4-6968 
Ryan Reasor, President 

Raosoft, Inc. 
6645 N.E. Windermere Rd. 
Seattle, WA 98115 
Ph. 206-525-4025 
Fax 206-525-4947 
E-mail : raosoft@raosoft.com 
http://www. raosoft.com/raosoft/ 
Catherine McDole Rao, Vice President 

Research Data Services, Inc. 
600 S. Magnolia Ave. , Ste. 350 
Tampa, FL 33606 
Ph . 813-254-2980 
Fax 813-254-2986 
E-mail : KlagesMktg .@aol.com 
Walter J. Klages, Ph.D. , President 

Response Analysis Corp. 
1060 State Rd. 
P.O. Box 158 
Princeton, NJ 08542 
Ph. 609-921-3333 
Fax 609-921-2611 
E-mail: diane.linck@response-analysis .com 
http://www.response-analysis.com 
Diane S. Linck, Exec. Vice President 

The Response Center, Inc. 
6809 Market St. 
Philadelphia, PA 19082 
Ph. 610-352-2800 ext. 2214 
Fax 610-352-7382 
E-mail : admin@response-center.com 
Patrick Baldasare, President 

RIVA Market Research 
7316 Wisconsin Ave. , Ste. 450 
Bethesda, MD 20814 
Ph. 301-652-3632 
Fax 301-907-0209 
E-mail : RIVAqmr@aol.com 
Naomi R. Henderson, President 

CJ Robbins 
P.O. Box 10274 
Pittsburgh, PA 15232 
Ph. 412-681 -7975 
Fax 412-681-7975 
Carole Robbins 

Robinson Research 
W. 524 Indiana 
Spokane, WA 99205 
Ph. 509-325-8080 
Fax 509-325-8068 
E-mail : Robinson@soar.com 
William D. Robinson, President 

Rockwood Research 
1751 W. County Rd. B, Ste. 210 
St. Paul , MN 55113 
Ph. 612-631-1977 
Fax 612-631-8198 
E-mail : rockwdplus@aol.com 
http://www.rockwoodrc.com 
Robert Hill , President 
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RONIN Corporation 
103 Carnegie Center 
Princeton, NJ 08540 
Ph. 800-352-2926 
Fax 609-452-0091 
E-mail: ronin@ronincorp.com 
http://www.ronincorp.com 
Harry F. Bunn , President 

E.G. Runner & Associates, Inc. 
4650 N. Port Washington Rd . 
Milwaukee, WI 53212 
Ph. 414-332-8050 
Fax 414-332-7377 
Ed Runner, President 

Sawtooth Technologies, Inc. 
1007 Church St. , Ste. 402 
Evanston , IL 60201 
Ph . 847-866-0870 
Fax 847-866-0876 
E-mail : info@sawtooth.com 
http://www.sawtooth.com 
Brett Jarvis, Dir. of Sales & Mktg. 

Scantron Service Bureau 
14661 Franklin Ave. 
Tustin, CA 92680 
Ph . 714-730-8232 
Fax 714-730-6377 
E-mail: pmmiszko%sb@scantron.com 
http://www.scantron .com 
Paul M. Miszkowicz, Director 

Service Strategies International , Inc. 
12001 N. Central , Ste. 350 
Dallas, TX 75243 
Ph . 214-233-3010 
Fax 214-419-1555 
E-mail : al@servstrat.com 
Andy Lilliston, General Manager 

Socratic Technologies, Inc. 
3850 25th St. , 2nd fl. 
San Francisco, CA 94114 
Ph. 800-5-Socratic 
Fax 415-641-8205 
E-mail: info@sotech.com 
http://www.sotech.com 
Bill MacEiroy, President 

Sorkin-Enenlltein 
Researdt Service, Inc. 

Sorkin-Enenstein Research Service, Inc. 
500 N. Dearborn St. 
Chicago, I L 60610 
Ph. 312-828-0702 
Fax 312-828-9530 
E-mail: sersinc@aol.com 
Allen Sorkin , President 

Quantitative and qualitative consumer and busi­
ness-to-business market research. Full-service 
capabil ities. Specialists in market segmentation, 
customer satisfaction, product evaluation, com­
petitive position ing , concept generation, advertis­
ing effectiveness. Creative custom design consul­
tation , multivariate methods, computer applica­
tions. Find ings are action oriented. 
(See advertisement on p. 85) 
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Sterling Research Group, Inc. 
5901 Sun Blvd ., Ste. 200 
St. Petersburg , FL 33715 
Ph. 813-866-2400 
Fax 813-867-4129 
E-mail : Act_Now@srgtampa.com 
Ronna Rowlette , Ph.D., Vice President 

Stewart International Associates 
177 E. Silver Spring Dr. 
Milwaukee, WI 53217 
Ph. 414-964-8876 
William W. Redemann, President 

Strategic Vision, Inc. 
P.O. Box 420429 
San Diego, CA 92142 
Ph. 619-576-7141 
Fax 619-576-9235 
E-mail : gorrell@vision-inc.com 
http://www. vision-inc.com 
Da,niel A. Gorrell , Vice President 

Sunbelt Research Associates, Inc. 
1001 N. U.S. Hwy. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-7 44-5662 
Fax 561 -575-7296 
E-mail: SRESEA 1359@aol.com 
Barbara Allan, President 

Sorttin-Enenstein 500 North Dearborn Street. 
R .... rch Service, Inc. Ch icago, Illinois 60610 

Telephone (312) 828-0702 

DO YOU KNOW WHAT YOUR CUSTOMERS 
WANT AND WHAT ALIENATES THEM? 
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 ( ___ _ 
0191 
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Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
Susan R. Adelman, President 

TeleSession Corporation 
355 Lexington Ave. 
New York, NY 1 0017 
Ph. 212-599-1500 
Fax 212-599-5290 
E-mail: lcvt@together.net 
Lincoln G. Clark, Executive Director 

USA/DIRECT, Inc. 
194 Andover Rd. 
Sparta, NJ 07871 
Ph. 201-726-8700 
Fax 201-726-8787 
Guy Parker, President 

The Wagner Group, Inc. 
53 W. 21st St. 
New York, NY 10010 
Ph. 212-627-0066 
Fax 212-727-7492 
Jeffrey Wagner, President 

Classified Ads 

Wolkerlnformofion • 
Walker Information 
3939 Priority Way South Dr. 
Indianapolis, IN 46240 
Ph. 317-843-3939 
Fax 317-843-8897 
E-mail: cburking@walkernet.com 
http://www.walkernet.com 
Connie Burking, Director 

Product and service lines include: customer satis­
faction measurement and management, corporate 
reputation and stakeholder assessment, organiza­
tional culture assessment, marketing research , 
data management, database marketing and clinical 
research. Walker Information's comprehensive 
measurement and management services help build 
business success in more than 75 countries 
throughout the world via our CSM Worldwide® 
Network and new subsidiaries in Mexico and 
Canada. 
(See advertisement on p. 5) 

Willard & Shullman, Inc. 
Greenwich Office Park, Bldg . 2 
Greenwich , CT 06831 
Ph. 203-629-2233 
Fax 203-861-5600 
E-mail : mark@wands.com 
Mark D. Willard, Managing Director 

wfnona 
.,. 'Customer 

Satisfaction 
Winona Customer Satisfaction 
8800 N. 22nd Ave. 
Phoenix, AZ 85021-4258 
Ph . 602-906-3254 
Fax 602-906-3270 
George Gaines, Exec. Vice President 

Winona's unique customer satisfaction programs 
are custom-designed for each client, utilizing state­
of-the-art data collection , data processing, and a 
database-driven automated reporting system es­
pecially suited for companies with multiple report­
ing levels. With a 282-station CATI telephone cen­
ter and a complete in-house mail processing de­
partment, Winona has the capacity to handle all 
types of projects. 
(See advertisement on p. 87) 

Yarnell , Inc. 
147 Columbia Tpke ., Ste. 302 
Florham Park, NJ 07932 
Ph. 201-593-0050 
Fax 201-593-0164 
E-mail : SYarnell@yarnell-research.com 
Steven M. Yarnell , Ph.D ., President 

$135 MIIllON .K4NS4S Cf'IY-BASED 
FUU-SERVICE MARKETING AND ADVERTISING AGENCY 

RESEARCH DEPARTMENT 

THE 
OUEOTION 
01-10 P, Inc. 

RYAN REASOR 
President 

Research Director 
Must have extensive experience in all facets of consumer and 

business-to-business research (customer satisfaction experience a 
plus). Excellent presentation skills are required and 
statistics background is preferred. Agency experience is helpful but 
not necessary. 

Statistician 
3-5 years experience required, consumer/customer satisfaction 

background preferred. Strong design and analysis ability a must. 
Fax resume to (816) 842-6494, Attn: KM 

Barkley& 
Evergreen 

T 

An Equal Opportunity Employer 
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A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 92667 
(714) 97 4-8020 
FAX: (714) 974-6968 

THE ASTOR RESEARCH COMPANY 
Mystery Shoppers, F.ield Data. Collection Services, Project 
Management, Executive Interviews, Customer Satisfaction, 
Store Intercepts, Special Studies. 

800-429-7772 
Green Bay, WI- San Bernardino and San Diego, CA 
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8800 NORTH 22ND A VENUE, PHOENIX, AZ 85021 -4258 • PHONE: (602) 371-1400 • FAX: (602) 906-3270 

8040 OLD CEDAR AVENUE SOUTH, MINNEAPOLIS, MN 55425-1211 • PHONE: (612) 881-5400 • FAX: (612) 853-9510 



1996-97 SourceBook Usting Additi•s and Corrections 

Please note the following corrections to the 
1996-97 QMRR Researcher SourceBook (cor­
rections shown in bold): 

The listing for Margaret Yarbrough & Associ­
ates, Alameda, Calif. , on p. 81 should include 
the designation "Member NETWORK." 

In the display ad and listing for Superior Re­
search, Atlanta, on p. 121 , the area code for the 
phone and fax numbers should be 770. 

The listing for Personal Touch Marketing, Ann 
Arbor, Mich., on p. 160 contains two typos. The 
Zl P code should read 48104 and the E-mail 
address should read Deb83497@aol.com. 

On p. 171 , Flaspohler Rose Marketing Re­
search, Inc. was misspelled. 

The listing for Answers to Questions, Bay Shore, 
N.Y., on p. 198 should include the designation 
"Member NETWORK." 

In the display ad for Friedman Marketing Ser­
vices, Mamaroneck, N.Y. , on p. 205, the area 
code for the Detroit office should be 810. 

On p. 218, KS&R Consumer Testing Center at 
the Shoppingtown Mall should be listed as 
KSR's lnsite. 

On p. 236 in the listing for A&B Interviewing, 
Inc., Guadalajara, Mexico, the phone and fax 
numbers should have "011 " before them. 

The listing for S.M. Gongaware Market Re­
search Service on p. 250 should be located 
under the Pittsburgh subheading rather than 
State College. In addition, the firm is located in 
N. Huntingdon, Pa., not N. Huntington. 

In the display ad for Research House Inc. , 
Toronto, on p. 277, the toll-free number at the 
top of the ad should read 1-888-673-0416. 
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The listing for Plaza Research-New York, 
Paramus, N.J. , was inadvertently omitted . Be­
low is the listing as it should have appeared . 

P AZA 
RESEAI{CH 

Plaza Research-New York 
120 Rte. 17 N. 
Paramus, NJ 07652 
Ph. 201-265-7500 or 800-654-8002 
Fax 201-265-7269 
http://www.plazaresearch.com 
Jill Gottesman, Director 

Plaza Research is one of the nation 's leading 
networks of focus group facilities. Qualitative 
research is our only business; we provide pre­
cise recruiting for focus groups and state-of­
the-art facilities in corporate settings. Further, 
we are a fully coordinated and integrated net­
work, sharing resources and capable of running 
multiple site studies effortlessly. Information 
on facility availability, bids/pricing, or updates 
for ongoing studies in any of the Plaza facilities 
may be obtained with one toll-free telephone 
call. Currently we operate facilities in the fol­
lowing metropolitan markets: New York, Los 
Angeles, Chicago, Atlanta, Dallas, Philadelphia, 
Denver and Houston. Locally, each facility is 
managed by a director who has both a proven 
track record and thorough understanding of the 
immediate market. Thus each study (or facet of 
a multi-city study) is treated with the utmost 
care and diligence, on-site, by an experienced 
marketing professional. 

Please add the following firms to the 1996-97 
Researcher SourceBook: 

The Arbitron Co. 
142 W. 57th St. 
New York, NY 10019 
Ph. 212-887-1300 
Fax 212-887-1401 
Shelly Gagner, Press Relations 

Austin Trends 
7101 Hwy. 71 W. , Ste. 213 
Austin , TX 78735 
Ph. 512-288-8501 
Tom Jukam, President 

Business Communications Co ., Inc. 
25 Van Zant St. , Ste. 13 
Norwalk, CT 06855 
Ph. 203-853-4266 
Fax 203-853-0348 
E-mail : buscom2@aol.com 
http://www.buscom.com 
Dr. Robert Butler, Dir. of Operations 

Data Monitor 
41 Madison Ave. , fifth fl. 
New York, NY 10010 
Ph. 212-661-2525 
Fax 212-661-5551 
E-mail: debka@i bm.net 
Debra Albert 

J. Dempsey Associates 
62 Bruni Ave. 
Ludlow, MA 01056 
Ph. 413-547-8797 
Fax 413-54 7-9090 
E-mail: DMPSYMKTNG@aol.com 
Joan Dempsey, Owner 

Focus Research & Marketing 
P.O. Box 356 
Boys Town , NE 68010 
Ph. 402-491-0408 
Fax 402-491 -0465 
John M. Lee, President 

Organizational Studies International, Inc. 
5407 Eglinton Ave. W. , Ste. 108 
Etobicoke, ON M9C 5K6 
Ph. 416-626-7343 
Fax 416-626-1292 
E-mail: osi@interlog .com 
Jim Graham, President 

Organizational Studies International, Inc. 
150 North Wacker Dr., Ste. 1950 
Chicago, IL 60606 
Ph. 312-977-9040 
Fax 312-263-8516 
E-mail : osi@usa.net 

Preston Research 
11 0 Lowry Lane 
Lexington, KY 40503 
Ph. 606-276-6114 
Fax 606-276-5024 
Leanna Hall 

Research Management Inc. 
255 Oser Ave. 
Hauppauge, NY 11788 
Ph. 516-231-3277 
Fax 516-435-3287 
E-mail : RRear93653 
http:/ /bus res lab . com/b rl/ 
Stewart Goldberg , Managing Director 
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This satisfaction 1Tesearch' left the 
customer unsatisfied 

0 ne of the goals of customer satisfaction research is to 
help companies retain their customers. But as a friend 
of mine experienced recently, it can also be used to drive 

them away. 
Like manyyoungmarriedcouples with agrowingfamily, my 

friend and his wife decided it was time to replace one of their cars 
with a brand new minivan. They visited several dealerships during 
the evaluation phase, looking at vans from four different car 
companies. When they settled on a make and model, they chose a 
nearby dealerthatactively promoted the quality of its service. 

Their salesman seemed like a nice fellow. The sales negotia­
tions went reasonably well. With no trade-in to haggle over, the 
process was pretty simple and my friend and his wife settled on 
what they felt was a fair price. The salesman promised them 
they'd be driving their new mini van in six weeks. 

After six weeks elapsed, they didn't hear from the dealership. 
Well into the seventh week my friend called for an update on the 
vehicle's status. He was told to direct inquiries to the salesman, 
who wa unavailable at the time. He left ames age. After two 
day the salesman hadn't called back. Another message. Again 
no re ponse. A third mes~age. Finally a call back. It was now 
eight weeks since the order was placed. 

The salesman said the minivan would arrive in three weeks. 
He vehement! y denied ever promising six-week deli very. But 
he as ured the couple they would be seeing their new vehicle in 
just three weeks. Naturally they weren't happy but what else 
could they do? They had to wait. 

Finally, the minivan arrived as promised. My friend and his 
wife rushed to the dealership to pick up the vehicle. The 
ale man went over the usual details, the invoice, license plates, 

the van's features, etc. And then, as the couple at in their new 
vehicle waiting to drive off, he mentioned that if they had any 
complaints he would like to hear them now because he was 
evaluated based on customer responses to survey conducted 
hartly after the vehicle was delivered. To ensure strong marks 

for himself, he wanted any complaints or criticisms to be given 
to him personally. 

Needles to say, my friend and his wife did not react posi­
tively to this confrontational approach (one which I have found 
is very common in automobile dealerships). The whole process 
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had been unpleasant, what with the delivery delays, the 
unreturned phone calls and the salesman' condescending 
attitude towards my friend's wife. They just wanted to get the 
keys and leave. Which they did, reas uring the salesman that 
everything was fine. 

A week later my friend received a call on behalf of the 
dealer hip from a representative of a company hired to survey 
new vehicle purchasers. He agreed to participate. For most of 
the question , he was able to provide high ratings for the vehicle 
and/or the dealership. But when the interviewer began to ask 
question about the salesman, my friend expressed his fru tra­
tion over the salesman's handling of the deli very delay. At the 
completion of the interview he felt better, believing he had done 
his part to notify the dealer hip that one of its salespeople wa 
not sen itive to certain customer is ues. 

Late the next morning my friend received a call from the 
salesman, who was irate. He had just returned from his sales 
manager's office where he had been handed a copy of my 
friend' responses to the telephone interview. The sale man 
could not understand why a customer would give an interviewer 
such negative information. He was angry and intimidating and 
would not let my friend off the phone for several minute . 

When my friend finally hung up, he too was angry. He 
thought his responses to the survey were confidential and would 
be used for tatistical purpo es only. He was obviously wrong. 
When he called the dealer hip's ales manager to complain 
about how the information wa u ed the sales manager de­
fended the practice and refused to apologize. 

Not surprisingly, my friend has vowed never to purchase 
another vehicle at that dealership. He also says he will never 
again participate in an automobile-related customer satisfaction 
study, no matter how legitimate. I'm sure his experience isn't an 
isolated one, which is unfortunate, because the research indus­
try desperately needs respondents. 

But if companies continue to conduct "research" of the type 
my friend experienced, invalid surveys that damage the already 
tenuou relationship between interviewer and respondent by 
violating the rules of confidentiality in the name of employee 
eva] uation, they wi II poi on the pool of wi IIi ng research respon­
dents-perhaps permanently. 0 
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EXCELLENCE 
Is Part Of What We' re Instituting. 

We cordially invite you to experience our commitment to Excellence, while learning marketing research 
methods and applications from the most experienced marketing research training organization in the world! 

Ericipate in a Burke Institute 
seminar and you will experience our 
unconditional commitment to excellence. 
From the intensive, on-target seminar 
content to the workbooks which rival the 
best reference sources. From our dedicat­
ed staff who will counsel you concerning 

the best training programs (ours or others) 
to our outstanding seminar leaders who will 

educate you in the best practices utilized by 
marketing researchers worldwide. Through nearly 

2,500 seminars on 25 topics with more than 40,000 participants in 
26 countries, we have demonstrated our single-minded dedication to 
excellence for more than 20 years. The exceptionally high rate of 
repeat participation in our seminars by past attendees is testament to 
our commitment to excellence. 
But excellence is not the only benefit you get when you attend our 
seminars. Here are a few more: 
OBJECTIVITY. You receive a full and impartial perspective on the best research 
methods used by state-of-the-art practitioners and research suppliers worldwide. Not 
just the proprietary techniques and viewpoints of a particular supplier. 

INTEGRITY. Our mission is education. Participants from our seminars are never 
contacted for anything other than follow-up related to their continuing education. 
Guaranteed unconditionally. 

EXPERTISE. You learn from the experts who "wrote the book" on marketing 
research training and have educated more practitioners than anyone else in the world. 

BREADTH. You get to select from a wide range of programs designed to meet 
your continuing educational needs. Our programmed sequence of seminars elimi­
nates the duplication and conflicting content which often results from attending dis­
jointed seminars from different sources. 

RECOGNITION. You get tangible professional recogmtwn for attendance 
through our highly respected certificates of achievement. 

REALISM. Our seminars combine academic rigor with real-life expertise gained 
fro m having done ten of thou and of re earch tudie . The content i usable imme­
diately in day-to-day work. 

These are just some of the many reasons for the superlative evaluations 
we receive from our participants: 

Fantastic- the best seminar on any subject I've been to. Right on target- will be a help 
immediately. Speaker superb. A born teacher. 

Marketing Research Analyst, Ford Motor Co. 

Excellent! Best professional seminar I've been to. Content was practically oriented. 
Speaker excellent! Presented information in an extremely "user friendly" manner. 

Energy level was phenomenal. Manager, Marketing Research, Bausch & Lomb 

This seminar has been more useful than any other coursework I've completed. This was 
worth more than the $ my company spent to send me. Very comprehensive -everything 
1 needed. Assistant Manager, Marketing Research, Riverside Methodist Hospital 

BThek ur e 
Institute 

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

(1:) / 996, The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through June 1997 
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NewYort .... . ... Jan. 13·15 
Cincinnati ................... .Mar. 10-12 
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Chicaao ....... . ............ . .. Oct. II). II 
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1996 
Cincinnati . . .... im .. . . .. Oct 28-29 

Orlando ... . .................. .May 1-2 
601. .............. Data late Adlnaoble lafonnad011: Aa ......._ 

19!16 
New Yort . . . ........ July 25-26 
Chicago ..... . ................ Sept. 12-13 
Cioconnatl . .. .. ..... .. ........ Nov. 7-8 

1997 
New Yort ... . ............ . .. Jan. 16-17 
Chicago , ................ Mar. 13-14 
Cinconnatl .. , ............... May 22·23 

60%. 10ob IIJd Todmlq- ol Data Aaalyolo 
1996 

Cincinnati . . . .. .. . .. .......... Aua. 20-23 
Baltirn<xe ...................... Oct. I-I 
Cinconnatl .................... .Nov. 12·15 
San Francisco .... ij;7 ... , ..... Dec. 10.13 

0 

• ·::: :~ -~~~~:. :::~:::: miulyJ 
603. Pntdlc8l Maid..-ADIII)"'Is 

1996 
San Fr.ut<:isco ...... . .......... July 23-26 

ewYort , .. , ................. Oct.8-ll 
Clnclnnatl ....... j;;; ......... Nov. 19-22 

~: ~: ~ ~:: :::::::::: ~: :: ii~ 
101. - M""'=R_,.,., 

Clnclnnali ..................... Sep<. 17-18 
1997 

Boston ..... . .... . .. . ... . ... Apr. 3-4 
702.11oJsm-IO~~Risearc:b 

New Yort ...... j;;.i .... . ... July 1-3 

New Yod< ......... . ........... Mar 24-26 

CEimFIOJE OF ACHIEVEMENT IN MARKETING R.llSEARCH MEIHODOLOOY &APPLICATIONS 
Cincinnati ............ . . Aug. 5-30, 1996 Cincinnati . . . . . .. . . Feb. 17-Mar. 14, 1997 

CERTIFICATE OF PROFICIENCY IN QUALITATIVE RESEARCH 
Cincinnati . . . . . . . . , .. Oc:L 15-25, 1996 Cincinnati . . . . .. , .Feb 4-14, 1997 

CERTIFICATE OF PROFICIENCY IN QUANTITATIVE ANALYSIS 
Cincinnllli .•............ Nov. 4-22. 1996 Chkag~ew York . . .... , Jan 13-31, 1997 

Please call for additional information on these and other Burke lnlllitute selllinall. 
All the above Burlce lnstiwte Setninars are available for in-boose presenWion. 

Please contact: 

MS. LISA RAFFIGNONE, Marketing Manager, or 
DR. SID VENKATESH, President 

Voice: 800-543-8635 (ext. 6135) 
606-655-6135 

Fax: 606-655-6064 
E-mail: Burkelnstitute@BASES.com 
Web Site: http://www.Burkelnstitute.com 



We stay on the ball to keep 
your business rolling. 

At Creative & Response Research, we don't merely crunch numbers. 
We crunch marketing problems. Our approach is to provide innovative research 

and analysis to give your product its greatest asset of all ... 
the competitive edge. 

With over 30 years in the business and a list of clients that includes 
some of the best known brand and business names in the world, 

you can count on C&R to be your research partner. 

RESEARCH 

Creative & Response Research Services, Inc. 
500 N. Michigan Ave. • Chicago, IL 60611 • 312-828-9200 • FAX 312-527-3113 


	Table of Contents
	A United Effort
	Customer Value Measurement
	Profiting from Customer Value Analysis
	Measuring Your Competitive Strength
	Is the Market Research Industry Failing its TQM Clients?
	The Focus Group Bill of Rights

	Departments
	Survey Monitor
	Product & Service Update
	Data Use
	Names of Note
	Research Industry News
	Focus Group Moderator Directory
	1996 Customer Satisfaction Directory
	Classified Ads
	1996-97 SourceBook Listing Additions and Corrections
	Index of Advertisers
	From the Publisher


