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Most want better ATM 
fee disclosure 

According to a national study by 
Aragon Consulting Group's research 
division in St. Louis, the majority of 

Americans (81 per­
cent) say they sup­
port legislation that 
would compel fi­
nancial institutions 
to provide consum­
ers with ATM sur­
charge information 
every time they use 
their ATM card. 

Meanwhile, 21.1 percent of Americans 
with ATM cards, who were asked, do 
not think they ever incur transaction 
fees for ATM card usage and 14.6 per­
cent do not know whether they do or 
not. The remaining 64.4 percent of ATM 
card users say they incur fees for ATM 
transactions: with every transaction (8.8 
percent); only when using another 
bank's ATM machine (51.5 percent); or 
only for out -of-state transactions ( 4.1) 
percent. (Numbers do not equal 100 
percent due to rounding.) For more in­
formation call Barbara Hohbach at 314-
726-0746. 

Shopping services woo 
car buyers 

Close to three million new vehicle 
buyers will turn to a shopping service 

for help choosing 
a vehicle this 
year, a number 
that has almost 
doubled over the 
past few years, 
according to the 
J.D. Power and 

Associates 1997 Alternative Shopping 
Services Study: From Showroom to Cy­
berspace. 

The report shows that about half of 
new vehicle buyers who use shopping 
services do so via the Internet. Auto­
By-Tel as well as manufacturer-span-
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sored Web sites are part of these Inter­
net services. This part of the market is 
expected to grow even more with the 
arrival of new entrants, like Microsoft's 
CarPoint, and increasing dealer partici­
pation and improved Internet and dealer 
service. "This is a significant finding 
because it shows consumers have 

quickly turned away from shopping 
only at dealerships as Internet sources 
have become available," says Jon 
Osborn, manager of auto sales re­
search at J.D. Power and Associates, 
Agoura Hills, Calif. "For years only 
11 percent of new vehicle buyers had 

continued on p. 52 

Americans skeptical of newer vaccinations 
Although most adults believe that traditional childhood vaccinations are 

safe and effective, a study by CDB Research & Consulting Inc., New York, 
found that their faith wavers when it comes to newer vaccinations. 

Awareness of available vaccinations does not appear to increase consum­
ers' trust in the medications. For example, while 85 
percent of adults are familiar with the influenza vac­
cine, only 62 percent of them believe the vaccination 
to be effective in preventing the onset of the flu. Simi­
larly, only 68 percent of adults feel that the vaccina­
tion is safe. 

The overall awareness of vaccinations dramatically 
decreases with more unusual illnesses. Even advertis­
ing dollars don't help. For example, only half of the 
adults surveyed know of the existence of vaccinations 
for hepatitis A, even though SmithKline Beecham, makers of Havrix, the 
hepatitis A vaccine, has spent $12.6 million advertising to consumers since 
1995, according to Competitive Media Reporting. 

The awareness level is similarly low for hepatitis B and pneumonia (53 
percent hepatitis A, 54 percent hepatitis B, 49 percent pneumonia). These 
adults are also more likely to doubt the safety and efficacy of the vaccina­
tions for these less common illnesses (hepatitis A: 52 percent believe effec­
tive, 54 percent believe safe; hepatitis B: 54 percent believe effective, 56 
percent believe safe; pneumonia: 60 percent believe effective, 64 percent 
believe safe). 

Far more faith is extended to traditional childhood vaccinations (polio: 79 
percent believe effective, 78 percent believe safe; tetanus: 82 percent be­
lieve effective, 77 percent believe safe; diphtheria: 74 percent believe effec­
tive, 73 percent believe safe; tuberculosis: 64 percent believe effective, 63 
percent believe safe). 

When questioned about the development of future vaccinations for AIDS 
or cancer, the majority of adults are skeptical about the possibility of creat­
ing a vaccine that is both safe to administer and effective in preventing ei­
ther disease (AIDS: 64 percent not effective, 61 percent not safe; cancer: 65 
percent not effective, 58 percent not safe). 

Despite this apparent disbelief in the power of vaccinations, doctors con­
tinue to recommend various vaccines, particularly to their male patients over 
the age of 55. For instance, during their last three doctor visits, more men 
than women discussed vaccinations ( 42 percent men vs. 30 percent women). 
The majority (52 percent) of these adults are 55+ and live in households 
without children (40 percent). For more information ca11212-367-6866. 
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New CATIICAPI software 
Heskes & Partners, Amsterdam, The 

Netherlands, has introduced new CAPI 
and CATI software, IT, consisting of five 
module . The new Windows version of 
the interviewer module, Dmaker for Wm­
dows, makes it possible to include mul­
timedia elements in an interview (e.g. , 
radiotrV commercials). Demo versions 
of IT and of the new module IT Dmaker 
for Windows are available at http:// 
www.xs4all.nl/-heskes/it.htrnl. For more 
information call Sjoerd Heskes at 00-31-
20-620-5859. Fax 00-31-20-625-3258. 

New benchmark measures 
competitiveness 

Competitive Benchmarking Associ­
ates, a division of Branham Marketing 
Strategies, Houston, has developed its 
own research instrument, the Competi-

tive Strength Inventory, to measure the 
levels of competitiveness, customer loy­
alty and marketing effectiveness for all 
competitors providing a product or ser­
vice to a given target market. For more 
information contact Michael Branham at 
281-364-8299 or at branham @flash.net, 
or visit the company's Web site at http:// 
www.flash.net/-branham. 

Report profiles African­
Americans 

DataDeeds, Inc., a Silver Spring, Md., 
firm specializing in the African-Ameri­
can market, has released "The Black 
Report," a detailed statistical profile of 
African-Americans and their future 
prospects. The report was written by 
Billy Tidwell, former director of research 
for the National Urban League and cur-

continued on p. 57 

Don't you wish 
you knew 

everything? 
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Fortunately, nobody does. That's why we can help. 
Our business is data collection. We've done it for 
over 30 years in the Pacific Northwest and we can do 
it for you. We don't know everything, but we can get 
you the answers .. Call us 

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 
Http://www.Cosvc.com E-mail COS-info@cosvc.com 
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SENSORY EVALUATION SEMI­
NARS: Tragon Corp ., a Redwood 
City, Calif. , research and sensory 
evaluation firm , has scheduled a 
series of seminars called "Issues in 
Sensory Evaluation. " Topics and 
dates include: Quality Control and 
Stability Testing (November 3-5) ; 
Principles of Sensory Evaluation 
(March 2-4, 1998); and Descriptive 
Analysis (May 4-6, 1998). For more 
information contact Julie Olson at 
650-365-1833 or by fax at 650-
365-3737. 

INSURANCE INDUSTRY WORK­
SHOPS: Saporito & Associates, a 
New York insurance industry re­
search and consulting firm , has 
announced its fall Insurance Indus­
try Workshop Series. Topics and 
dates include: Competitive Intelli­
gence in the Insurance Industry 
(October 16); and Secondary Mar­
ket Research on the Insurance In­
dustry (November 19). For more 
information contact Pat Saporito at 
212 -227-8575 or at saporito 
@brainlink.com. 

INSURANCE RESEARCH ANNUAL 
CONFERENCE: The Society for Insur­
ance Research annual conference on 
November 5-7 at the Embassy Suites 
Resort in Orlando, Fla., will focus on 
technology and how it is changing the 
insurance industry. The keynote 
speaker is William Hartnett, worldwide 
insurance manager for Microsoft. Ses­
sion topics include: the use of the In­
ternet in primary research; the next 
generation of search engines; and the 
virtual insurance company. Concurrent 
with the conference will be workshops 
on data warehousing/data mining and 
competitive intelligence. For more in­
formation call 770-426-9270. 
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Customer satisfaction 
hough it's still a staple of many auto industry cus­
tomer satisfaction efforts, the paper survey is slowly 
being replaced. While written surveys are usually in 
expensive, they lack immediacy (an unsatisfied cus-

tomer may stew for weeks or months before a company re­
sponds to their complaint), they typically earn low response 
rates, and they're open to misuse. Stories abound of sales­
people practically filling out survey forms for their custom­
ers to ensure they core well and avoid the punishment that 
often accompanies a poor evaluation. 

In light of these drawbacks, many car makers have turned 
to the telephone as their preferred satisfaction research ve­
hicle. Telephone interviews earn a better response rate, are 
timelier and provide dealers and manufacturers a steady diet 
of that magical elixir so prized by satisfaction gurus: the voice 
of the customer. 

Dan Girard, retail sales support manager, Mitsubishi Mo­
tor Sales of America, Cyprus, Calif., says that the company 
switched several years ago from paper surveys to telephone 
surveys conducted by Sky Alland Marketing, Columbia, Md. 
"We found out two things from the paper survey: you don't 
get the response rate that you want, and it's pretty imper­
sonal. With the telephone approach, we're able to contact 
about 75 percent of our customers. Surprisingly, we have a 
less than 1 percent refusal. And we're getting very good in­
formation directly from the customer; we know that their 
replies are not being coached in any way. It also gives us a 
chance to thank them for their purchase. The dealer already 
does that but we think it's important for us as a manufacturer 
to do it and get the relationship started on a positive note." 

Telephone research also offers greater immediacy, says Joe 
Tate, team leader for Customer Care Strategies, Volkswagen 
of America, Auburn Hills, Mich., also a Sky Alland client. 
"Mail can be effective in giving you more detail, but it doesn't 
allow you to respond quickly to customer issues. We wanted 
to have a more responsive system to hear the voice of the 
customer more clearly and at a higher volume. Once we saw 
the benefits we went to telephone and the results have been 
much more to our expectations. With Sky Alland we get a 70 
percent complete rate versus a 20-30 percent response with 
mail." 

George Cabanting, manager, customer commitment, 
Porsche Cars North America Inc., Reno, Nev., says that his 
firm also experienced low response rates with its paper sur­
veys, which is one reason Porsche now uses the services of 
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Sky Alland Marketing. "We found early on that our clientele 
were not predisposed to filling out surveys. We did a lot of 
work to make the responding process, by paper or mail, easier. 
We had a toll-free fax number, a prepaid envelope. We did 
everything to help a customer to respond, yet we still did not 
get high response rates." 

Low response rates fuel dealer perceptions that the paper 

~~car dealers are as skeptical as 

anyone in retailing. If/he mail results 
weren't to their liking they'd say that 
we used a bad sample. With the 
telephone, we have a census; we're 
not just gelling responses from the 
really angry or the really happy 
customers. With the phone research, 
we can say to the dealers, these are 
the voices of your customers telling 
you what you're doing right and what 
you're doing wrong so let's talk about 
your processes and not/he sample." 

surveys aren't representative, a belief that's voiced especially 
if the dealership scores poorly. Phone research nullifies those 
criticisms. "Car dealers are as skeptical as anyone in retail­
ing," Tate says. "If the mail results weren't to their liking 
they'd say that we used a bad sample. With the telephone, 
we have a census; we're not just getting responses from the 

continued on p. 67 
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On-line research 

Editor's note: Jim Slevin is manager 
of field quality engineering at Advanced 
Micro Devices, a supplier of integrated 
circuits based in Sunnyvale, Calif. He can 
be reached at jim.slevin@amd.com. 
John Chisholm is president of 
CustomerSat.com, a Menlo Park, Calif., 
customer satisfaction measurement and 
market research firm. He can be reached 
at jchisholm@CustomerSat.com. 

A dvanced Micro Devices 
(AMD) is a global supplier of 
integrated circuits for the per­

sonal and networked computer and 
communications markets. AMD pro­
duces processors, flash memories, pro­
grammable logic devices, and products 
for communications and networking 
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By Jim Slevin and John Chisholm 

applications. Founded in 1969 and 
based in Sunnyvale, Calif. , AMD had 
revenues of $2 billion in 1996. 

Prior to 1997, AMD had for many 
years conducted its annual customer 
satisfaction, loyalty, and value survey 
of over 200 of its largest customers 
through face-to-face and phone inter­
views and postal and fax questionnaires. 
In search of a more streamlined ap­
proach for its 1997 survey, and to make 
providing feedback more convenient for 
its customers, the company turned to 
CustomerSat.com, a Menlo Park. Ca­
lif., firm specializing in measuring cus­
tomer satisfaction and conducting mar­
ket research using E-mail and the Web. 

The result was, to the best of our 
knowledge, the first annual, worldwide 

customer satisfaction survey by a For­
tune 500 company whose using the In­
ternet as its primary medium. 

Why the Internet? 
The Internet offers many advantages 

for customer satisfaction measurement 
(CSM). Survey results are typically 
available in a few weeks, with early re­
sults available in days or even hours. 
Customers can complete questionnaires 
whenever they choose from wherever 
they choose. Keyboard, mouse, and 
computer screen make answering sur­
veys easier than handwriting responses, 
especially open-ended ones, and faster 
than being read a questionnaire over the 
phone. Additionally, human interviewer 
influences that can bias responses are 
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eliminated. Finally, the costs of Inter­
net survey deployment, response tabu­
lation, and capturing verbatim open­
ended responses are lower than conven­
tional interviews. 

For AMD, the key issue was how 
many of its customers would be able to 
respond to an Internet survey. Before 
all else, Internet-based CSM requires 
that the customers who have access to 
the Internet are representative of all of 
a business' customers. More and more 
industries are meeting this requirement. 
In software, computers, networking, 
technical publishing, semiconductors, 
and graduate education, using the In­
ternet for CSM and other survey re­
search already is, or is rapidly becom­
ing, feasible. For Internet-based busi­
nesses and services, such as securities 
trading, information retrieval, on-line 
gaming/entertainment, and other on­
line services, customer access to the 
Internet is implicit. For internal cus­
tomer surveys, where many or all of an 
organization's employees share a cor­
porate E-mail system, an Intranet sur­
vey is practical even if workers have 
no access to the external Internet. But 
Internet-based CSM is sti11 several years 
away from being practical for most 
mainstream, non-computer-oriented 
consumer products and services. 

Because AMD's customers are al­
most exclusively involved in the manu­
facture of electronic equipment, we be­
lieved that most of them had Internet 
access. Consultation with AMD's field 
sales organization confirmed that a list 
of E-mail addresses for most of AMD's 
largest customers could be assembled 
from various corporate databases. E­
mail addresses for other customers, if 
required, would have to be collected by 
phone or fax. 

E-mail or Web? 
The next major question was whether 
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to conduct the worldwide survey using 
E-mail or the Web. Each approach has 
advantages and limitations. E-mail sur­
veys use pure text (ASCII) to represent 
questionnaires, and can be received and 
responded to by anyone with an Inter­
net address, whether or not they have 
access to the Web. Respondents edit the 
messages, typing in characters at des­
ignated places to answer either closed­
ended or open-ended questions, and 
click on "reply." Respondents don't 
have to be connected to the Internet 
while completing the survey; they may 
download the message into a laptop and 
complete the survey off-line. 

E-mail surveys also have limitations. 
The limited intelligence of ASCII text 
cannot keep a respondent from, say, 
choosing both "yes" and "no" to a ques­
tion where only one response is mean­
ingful. Responses cannot be validated 
until the completed survey has been E­
mailed back and received by the sur­
veyor, which may be hours after the re­
spondent has completed the survey. 
Skipping instructions (e.g., "If no, go 
to question 34") must appear explicitly, 
just as on paper. These factors can re­
duce the quality of data from an E-mail 
survey and can require post-collection 
data cleaning. 

A final limitation is that some PC E­
mail software products (such as Lo­
tus cc:Mail) limit the length of the 
body of an E-mail message to 20,000 
bytes of text, or anywhere from 30 to 
100 questions, depending upon the 
amount of text in each question. If some 
AMD customers were using one of 
these E-mail products, they would not 
be able to receive and respond to an 
AMD E-mail survey if it exceeded the 
20,000-byte limit. 

Web advantages 
In contrast to E-mail surveys, Web 

surveys use hypertext markup language 

(HTML), the language of the Web, and 
are posted on a Web site. Web surveys 
have several advantages over E-mail 
surveys. First, radio buttons, check 
boxes, and data entry fields, which are 
possible in HTML but not in ASCll text, 
keep respondents from selecting more 
than one choice where only one is 
meaningful, and from otherwise typing 
where no response is intended by the 
surveyor. Second, skipping can be per­
formed automatically and implicitly 
based on a respondent's answers, rather 
than having to be spelled out as instruc­
tions to the respondent. Third, responses 
may be validated as they are entered. 
Finally, additional survey elements, 
such as graphics, images, animations, 
and links to other Web pages may be 
integrated into or around the survey. 
These factors make completing the sur­
vey faster and more interesting, and re­
sult in higher quality data. 

For survey research to be meaning­
ful, surveyors must be able to control 
the pool from which respondents are 
selected, and ensure that respondents do 
not respond multiple times ("stuff the 
ballot box"). These requirements are 
met by E-mail surveys, whose distribu­
tion is controlled by surveyors and 
which can be encoded, if desired, to 
associate returned responses with 
their corresponding outbound E-mail­
ings. To accomplish the same with 
Web surveys, E-mail invitations are 
used. E-mail messages containing the 
Web address (Uniform Resource Loca­
tor or URL, usually in the form http:// 
www.company.com/etc.) of the survey 
page are sent to respondents, who ei­
ther click on the URL, or copy and paste 
it into their Web browser, to view the 
survey page. When used with E-mail 
invitations, a Web survey is best posted 
in a hidden location on the Web, so that 

continued on p. 64 
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Editor's note: Betsy Charles is an account manager and 
senior research analyst at The Dieringer Research Group, 
Inc., Milwaukee, Wis. 

M 
odeling buying behavior by measuring customer sat­
isfaction brings to mind the story about the blind 
men describing an elephant. Each one made an ac-

curate assumption based on limited knowledge but drew the 
wrong conclusion. 

Based upon limited knowledge, marketing researchers 
blindly assume that customer satisfaction is necessary for 
loyalty and that loyalty is necessary for repeat purchase. This 
hierarchical assumption is inaccurate because factors may 
directly influence repeat purchase without funneling from 
customer satisfaction through loyalty to repeat purchase. In 
fact, repeat purchase is not necessarily contingent upon cus­
tomer satisfaction and loyalty. For example, do you repeat­
edly buy lunch at a nearby deli even though you are so dis­
satisfied with the deli that you refer your colleagues to other 
restaurants? In this example, convenience directly influences 
repeat purchase, rather than directly funneling through cus­
tomer satisfaction and loyalty. Thus the hierarchical assump­
tion can bias results because it ignores direct influences on 
buyer behavior. 
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The bias inherent in assumptions is avoided by using un­
constrained models - algorithms that make no assumptions 
and have no requirements about causality. In contrast to un­
constrained models, constrained models either assume cau­
sality or confirm causality only if the requirements of con­
comitant variation, a time lag, and the logical elimination of 
all other possible causal factors are met. 

Unconstrained models 
Unconstrained models include causal modeling, path 

analysis, latent structure analysis, tructural equation mod­
eling, LISREL, and AMOS. Uncon trained models assume 
that all factors could be influenced by other factors and thus 

Figure I 
All Posssible Relationships 

Convenience 

t. 
Cleanltne 

t 
Pricing 
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are endogenous. As a heuristic device, unconstrained mod­
els hypothesize nonrecursive (or reciprocal) linkages between 
all possible factors that could impact the outcome. Figure 1 
shows how unconstrained models represent both directions 
of causality using arrows and feedback loops. 

All possible relationships 
The arrows in Figure 1 convert to a system of equations in 

which each factor (X.) is measurable, each weight (P .. ) is the 
I U 

unknown path coefficient of a factor, and each error term 
(R) is the residual for the equation. Each equation in the 
system is similar to a regression equation, but without the 
intercept. 

X. = P .. X. + P .. X. + .. R 
I IJ I IJ I I 

Confirmed relationships 
The system of equations is solved through an iterative pro­

cess using multiple regression until a stable solution is ob­
tained. When the number of equations is greater than the 
number of unknowns, divergent solutions may occur. If this 
occurs, substituting extra equations into the initial system of 
equations identifies the best solution. Solving for path coef­
ficients derives the direction of each factor's impact on the 
endogenous variable. After standardizing the regression co­
efficient (beta weight), each factor's impact can be compared 
relative to the impact of other factors. If the impact of a fac­
tor is zero or negligible, the relevant arrow is deleted from 

continued on p. 62 
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True-life tales in marketing research 

Editor's note: "War Stories" is a regu­
lar feature in which Art Shulman, presi­
dent of Shulman Research, Van Nuys, 
Calif., presents humorous stories of life 
in the research trenches. He can be 
reached at 818-782-4252 or at 
artshulman@ aol. com. 

D ave McKamey of Western WATS 
recalls a political sur-vey his com­
pany conducted last year in Texas. 

Dialing randomly generated numbers, 
one of the interviewers reached a man 
who seemed very disturbed that he had 
been called. The man bellowed, "Do 
you have any idea who you have called? 
Do you realize you have called me on 
the Red Phone? The RED PHONE! 
Only the President of the United States 
calls me on the Red Phone!" 

Apparently the man was a general, 
whose number was randomly selected. 
The conscientious interviewer continued, 
"I appreciate that, sir, but do you want to 
do the survey anyway? Your opinion 
counts too." 

The man replied, "No, but I'll call the 
FBI if you ever call me again!" 

Some respondents, bless their hearts, 
are exceptionally polite, to the extent of 
being reluctant to ever interrupt the in­
terviewer. I was reminded of this when 
monitoring a recent study. The inter­
viewer asked, "Which of the following 
groups best describes your total house­
hold income?" She proceeded to read all 
the income categories- under $20,000, 
$20,000 to $29,999, $30,000 to $39,999, 
and so on. It was only after she'd fin­
ished reading the final of nine alterna­
tives- $150,000 and over- that the 
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By Art Shulman 

respondent said, "The first one you read, 
under $20,000." 

Ron Sellers of Ellison Research reports 
attending a focus group in Phoenix where 
Chinese food was served to the clients. 
The head of advertising for a major bank 
was enjoying his meal immen ely, until 
he sensed something unusual about the 
crunchiness of the fried rice, and pulled 
a cricket leg out of his mouth. Needless 
to say dinner ended prematurely. They 
didn't explore what might have happened 
to the rest of the cricket. 

Beth Mattar of Motorsearch was con­
ducting a large-scale automotive clinic 
in a distant city and hired local people to 
staff the clinic. On the first day of train­
ing, they went through a detailed orien­
tation for the 60-some people who filled 
the various clinic positions. For an hour 
and a half, Mattar presented the study 
objectives, individual job descriptions, 
rules and regulations, etc. This was fol­
lowed by a 30-minute question and an­
swer period. Next they split everyone up 
into their specific groups to provide fur­
ther detail on their individual job respon­
sibilities. 

Everyone was paired with a supervi­
sor except for one elderly man with a 
quizzical look on his face and a piece of 
paper clutched in his hand. "I think there's 
been a mistake," he said quietly, passing 
the invitation to Mattar. Glancing at the 
invitation, which bore the next day's date, 
Mattar quickly realized what had hap­
pened: the man had come at the right 
time, just a day early! 

She gave him his $50 incentive check, 
thanked him and sent him home. 

Murray Simon of D/R/S Health Care 
Consultants says that as a health care 

marketing researcher, he sometimes finds 
himself in the position of having to ex­
plain to his clients something technical 
that was said during a focus group or in­
dividual interview. This particular task 
was made rather difficult one night dur­
ing a focus group with surgeons on the 
subject of prostate cancer. 

One of the respondents was Hispanic 
and although he was very articulate, he 
spoke with a heavy accent and u ed Span­
ish colloquialisms quite freely. At one 
point he made the statement, "When you 
cut off their cojones, they are not too 
happy about it." 

During the debrief after the group, one 
of Simon's clients, a young woman, 
asked if he would explain the technical 
medical term used by one of the 
doctors ... and here she checked her 
notes ... "carrones or collonies." 

Simon reports that some technical expla­
nations are easier than others. 

Susan Meyer, whose company, Na­
tional Shopping Service, performs mys­
tery shopping, reports two more reasons 
her shoppers have given for not complet­
ing their shops: 

"There's a tornado watch right now." 
"It's 25 degrees below zero and the 

policeman told me I'd best go home." 
In future is ues, we'll report on more 

quirky, loopy and strange happenings in 
the world of market research. If you'd 
like your story to be told- anything re­
lated to research is usable, from spilling 
soup on your client's new suit to cute 
answers respondents provide on ques­
tionnaires - please call me at 818-782-
4252 or, better yet, write it up and fax it 
to me at 818-782-3014 or E-mail me at 
artshulman@ aol.com. 0 
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Editor's note: Howard Waddell is 
president of Decision Resource, Inc. , 
Miami. He can be reached at 305-
666-0476. 

A survey of an organization's cus­
tomers might reveal a number of 
individual product or service ele­

ments that are in some way deficient. If 
that is the case, then management 
must decide which of these elements 
to address first. One approach is to 
try to fix the things that customers say 
are most in need of fixing as indicated 
by low performance or rating scores. 
However, some of the weakest ele­
ments may not be among those most 
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important to the customer. 
A simple solution to this problem 

would be to ask the customers how 
important each of the various prod­
uct and service elements is. Unfortu­
nately, a too-common response is that 
everything is important. Conse­
quently, the problem isn ' t olved. 

In this article, we will explore a 
fairly straightforward way of deter­
mining the elements that have the 
greatest impact on overall customer 
satisfaction. From this it is a short 
step to setting priorities for action. 

During the spring of 1997 , our 
company, Decision Re ource, con­
ducted a mail survey of investor with 

a net worth of $1 million or more. 
One of the primary objectives of the 
survey was to determine the indi­
vidual service elements that were 
most closely correlated with overall 
customer atisfaction and, of these, 
which ones were most in need of im­
provement. 

Altogether, 225 questionnaires 
were mailed to people (mo tly men) 
in hou eholds with a net worth of at 
least $1 million. Of these question­
naires , 97 (or 43 percent) were com­
pleted and returned. The statistical in­
formation which follows is based on 
the e respon es. 

continued on p. 59 
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1 
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of statistical and presentation software and its 
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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, 
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SPSS products enable you to import 
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portable files and automatically read standard 
file formats. Plus, you can work with an 
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even missing data! 

Bl 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. 
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Walter Baric has joined InterActive 
Research Corp., Atlanta, as senior vice 
president of research services. J. Ed­
ward Brunson, Jr. , as also joined the 
firm as vice president, client services. 

Aaron Grossman, a senior vice 
president and partner at Newman-Stein, 
has been elected president of the New 
York American Marketing As ociation 
for 1997-98. 

Grossman Fuller 

H. Grace Fuller, president of Fuller 
Research Services, Inc. , has been 
elected to the Marketing Research 
Association 's 14-member board of di­
rectors. 

Decision Analyst, Inc., Arlington, 
Texas. Crouch has also been appointed 
to the company's board of directors. In 
addition, Sue Chang has been named 
vice president, director of econometrics, 
and Elisa Sylvester and Jamie Win­
ters have been named account execu­
tive. 

Interviewing Service of America, Van 
Nuys, Calif., has added Jim Nyland to 
its New York office a director of data 
processing services. In addition Lopy 
Williams has been named manager and 
Kelly Simmons as ociate manager of 
the company's new telephone facility 
in Alhambra, Calif. 

DataStar, inc., Waltham, Mass., has 
added Barbara Contardo as director 
of sales and marketing. 

versity of Missouri - St. Louis, is in­
terning at the firm. 

Walker Information, Indianapolis, has 
announced the rollowing promotions: 
Kimberly Graham Lee to group vice 
president, global marketing and sale ; 
Randy Shoemaker to group vice presi­
dent, operations; Stephanie Young­
Helou to vice pre ident, marketing sci­
ence ; Kathy McCarty to group vice 
president, busines innovation team; 
B.J. Kyzr-Sheeley to group vice presi­
dent, North American client ervice. In 
addition, Brian Kovacs has been 
named vice president, information tech­
nology, and Bill Easton has been named 
vice president, business innovation. 

The Matrix Group, Lexington, Ky., 
has added three new staff members: 
Rob Hanak has been named data ser­
vice coordinator; Tanya Johnson has 
been named human resource coordina­
tor; and Teri Willis has been named re­
search analyst. 

Nancy Deck ha been named presi­
dent of Claritas Inc., Arlington, Va. 

Robert Kaiser has been named vice 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ presiden~ client ~ analytical services, 

Chris Crouch has been named vice 
president of information systems at 

Aragon Consulting Group, St. Louis, 
has named Sharon Thompson new 
business development coordinator and 
Lynn Moore manager of new business 
development. In addition, Cynthia 
Joyner has been promoted to senior 
research analyst and Kris Dunn has 
been promoted to project manager. 
Marcela Williams, a senior at the Uni-

Plnse rateyourO¥era!lsa!lsfidio.1withtheprodua 
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at The Research Spectrum, San Fran­
cisco. 

John Cucka has joined the Chicago 
office of Atlanta-ba ed Elrick & 
Lavidge as manager, marketing sci­
ences. In addition, at the Atlanta office, 
Tom Welander has been named mar­
keting cience analyst and Mike 
Lange has been named vice president­
technology development. 

C.J. Olson Market Research, Inc. has 
named Charles Stanek data process­
ing manager. In addition, Gina Baas has 
been named data collection manager. 

Lynn Hibben has joined Quality 
Controlled Services as a branch man­
ager in the QCS Dallas office. 

continued on p. 66 
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Aspen Research, Coral Gables, Fla., 
has a new Web site at http:/ /www.aspen­
research.com. 

MaryAnn Friedlander, formerly 
with Nestle, has opened Complete Re­
search Solutions at 2579 Warrensville 
Center Road, Cleveland, Ohio, 44118. 
Phone 216-321-5078. Fax 216-321-
5078. 

Data analysis software maker SPSS 
Inc., Chicago, has agreed to purchase 
Quantime Ltd., aUK-based research 
software and services supplier. The 
transaction is expected to be completed 
as a pooling of interests in which SPSS 
will issue 900,000 shares of its common 
stock. At press time in September, the 
parties expected to conclude the trans­
action, subject to the completion of de­
finitive documentation, by September 
30. SPSS plans to continue developing 
and marketing Quantime products. 

Adapt, Inc., Minnetonka, Minn., has 
added tape transcription to the list of 
data processing services it offers. For 
more information call Dave Koch at 
888-52ADAPT. 

RDA Group, a Bloomfield Hills, 
Mich. , research firm, received Ford's 
1996 Excellence in Marketing Award 
for its contributions in the areas of de­
veloping a global quality research sys­
tem, specific quality audit projects in 
South America, its ongoing evaluation 
of U.S. and European customer assis­
tance centers, and determining con­
sumer wants and needs for vehicle se­
curity systems on four continents. 

Juanita Gore has sold her Evansville, 
Ind. , research firm, Gore Research, to 
James Knauff. The new firm will be 
known as Gore/Knauff Research & 
Associates. New phone and fax num­
bers are 812-485-2160 and 812-485-
2164, respectively. 

New York-based VNU Marketing 
Information Services has completed 
its acquisition ofEquifax National De-

October 1997 www.quirks.com 

cision Systems, Atlanta, and sealed a 
long-term strategic marketing and 
cross-licensing agreement linking VNU 
and Equifax for the next 10 years. In 
other news, VNU has organized the 
VNU Precision Marketing Group, a 
new entity comprised of VNU-owned 
Claritas Inc., Spectra Marketing, and 
National Decision Systems. 

Paradigm Technologies, a 
Westwood, N.J., research firm, has 
formed a strategic alliance with Pro tech 
India Ltd., a research firm that publishes 
reports on business and consumer seg­
ments in India. As part of the agreement, 
Paradigm will market Pro tech's re­
search reports in North America. 

Microtab, Inc., has moved to a larger 
facility at 500 Sun Valley Dr. , Unit D-
2, Roswell, Ga., 30075. Phone and fax 
numbers will remain 770-552-7856 and 

OBJECTIVE: 

770-552-7719, respectively. 

Market Perceptions, Inc., Denver, 
has been named agency of record for 
NEC Computer Systems, Sacramento, 
Calif. The company will conduct re­
search for NEC on customer satisfac­
tion tracking, new product develop­
ment, ad testing and tracking, product 
positioning, technical support satisfac­
tion and buyer behavior. 

Integrated Marketing Services, 
Inc., which includes American Opinion 
Research, Inc., Environmental Research 
Associates, Inc., and lnfocus, Inc., has 
moved to 279 Wall St., Research Park, 
Princeton, N.J. 

Research International USA, New 
York, has restructured its domestic 
operations. The firm is also opening 

continued on p. 76 
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Leslie Shifrin, President, and Lynda Manning, Vice President of 
Field Operations, at Shifrin Research, Inc. in New York City -
"When we ask important questions about sampling issues, such a 
total population representation or profiles of target segments, we get 
detailed information from SSI. With other companies, we would get 
blank stares. SSI has a lot more knowledge and experience. The 
information from SSI is useful not just in terms of implementing 
research, but in terms of custom designing projects and then creating 
better analyses for our clients." 

Call SSI for sampling solutions at 203-255-4200 or send 
e-mail to info@ssisamples.com. 
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Customer satisfaction research 

Editor's note: David Drachman is 
director, marketing research at Univer­
sity HealthSystem Consortium, Oak 
Brook, Ill. He can be reached at 
drachman@msgate.uhc.edu or at 630-
954-2432. 

T he culture of customer-focused 
service came late to the health 
care industry, and later still to 

university hospitals. The specialist and 
subspecialist physicians who predomi­
nated at these institutions were accus­
tomed to waiting for referrals from pri­
mary care doctors, and the administra­
tors of these institutions felt that the 
position of academic health centers as 
premier teaching and research facilities 
would guarantee that such referrals 
would continue unabated. 

However, rising health care costs, the 
explosive growth of managed care 
plans, the increased purchasing power 
of local business coalitions, and de­
clines in Medicare and Medicaid reim­
bursement have changed all that. Aca­
demic health centers (AHCs) found 
themselves competing head-to-head for 
referrals with nearby community hos­
pital while still trying to finance their 
teaching and research missions. In some 

22 

markets, AHCs be­
gan to lose major 
insurance con­
tracts to commu­
nity hospitals that 
are unencumbered 
by teaching andre­
search overhead. 
As a leader of one 
business coalition 
remarked at a 
meeting with staff 
at an AHC, "We 
know you have to 
train new doctors; 
we just don't want 
to have to pay for 
it." 

Administrators 
at AHCs suddenly 

Participating Institutions 
• University Hospital of Arkansas 
• Bowman Gray/Baptist Hospital Medical Center 
• Medical Center at UCSF 
• The University of Connecticut Health System, 

John Dempsey Hospital 
• University Medical Center of Eastern Carolina University 
• Froedtert Memorial Lutheran Hospital 
• Hermann Hospital at the University of Texas Health 

Science Center 
• University of Kansas Hospital 
• University of Kentucky Hospital 
• University of Massachusetts Medical Center 
• University of North Carolina Hospitals 
• University of Tennessee-Bowld Hospital 
• University of Virginia Health Sciences Center 
• University of Washington Medical Center 
• University of Wisconsin Hospital and Clinics 

realized that referrals from primary care 
physicians were a vital gateway to their 
institutions that could no longer be 
taken for granted. To protect and expand 
this gateway, these AHCs began to ag­
gressively recruit more primary care 
physicians in order to generate their 
own referrals to staff specialist . Even 
an extensive network of primary care 
physician offices does not guarantee 
success, however. To keep the waiting 

rooms filled, it is essential to sy tem­
atically monitor the office outpatients' 
perceptions of their experiences. 

This article describes one such moni­
toring system implemented by the Uni­
versity HealthSystem Consortium 
(UHC), an alliance of 78 AHCs. This 
monitoring ystem used a tandardized 
mail questionnaire to mea ure ati fac­
tion with key aspects of the outpatient 
visit, identify benchmarks for excellent 
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performance, and pinpoint patient hot 
buttons that are crucial to the overall 
office visit experience. Primary care 
physician offices at 15 UHC member 
institutions participated in the project. 

Data collection 
A random sample of patients who had 

visited primary care clinics during Janu­
ary 1997 received a questionnaire in the 
mail after their visits. The questionnaire, 
designed and pilot tested by the Picker 
Institute in Boston, asked patients to 
report on 16 key aspects of their office 
visit experience, and to rate their over­
all satisfaction with the visit. These as­
pects are listed below: 

• ease in obtaining an appointment; 
• length of waiting time in waiting 

room; 
• length of waiting time in examina­

tion room; 
• provider's attentiveness to patient; 
• clarity of provider's answers to 

patient's questions; 
• ease with which provider inspired 

confidence and trust; 
• respectful treatment of patient; 
• provider's involvement of patient in 

care decisions; 
• provider's explanation of what to 

do if symptoms continued; 
• explanation of medication's side 

effects; 
• sufficiency of information given 

patient; 
• length of time spent with provider; 
• explanation of how patient would 

learn about test results; 
• explanation of test results to patient; 
• provider's adequacy in addressing 

patient's main reason for visit; and 
• organization of the office. 
To achieve an adequate rate of re­

sponse, a three-wave mailing was con­
ducted. Ten days after the initial mail­
ing, all potential respondents received 
a reminder postcard. This post card was 
followed by a second mailing of the 
survey questionnaire to all patients who 
had not returned their surveys. A total 
of 2,455 patients responded, represent­
ing 49 percent of eligible and reachable 
respondents. Response rates at the in­
dividual institutions ranged from 37 
percent to 53 percent. 

Problems with care 
A problem score was computed for 

each patient who responded to the sur­
vey. Each aspect of care listed above 
was classified as a problem if the be­
havior in question was not performed 
or was only partially performed. For 
each patient then, a problem score rang­
ing from zero to 16 was computed. 

Across all participating institutions, 
an average of three problems per pa­
tient was reported. This represents al­
most 20 percent of the potential prob­
lem areas assessed. The most frequent 
sources of problem reports were: 

• length of waiting time in examina­
tion room; problems reported by 28 
percent of patients; 

• sufficiency of information given to 
patient; problems reported by 28 per­
cent of patients; and 

• organization of the office; problems 
reported by 27 percent of patients. 

Identifying benchmarks for patient 
satisfaction 

The participating institutions were 
coded with the numbers one through 15. 
Patient satisfaction varied substantially 
across the participating institutions for 
each of the survey items as well as for 
overall satisfaction. For example, the 
last item on the survey asked the pa­
tients if they would recommend the of­
fice to others. There were three possible 
response categories: "yes, definitely," 
"yes, probably," and "no." Across in­
stitutions, the percentage of patients re­
sponding "yes, definitely" varied from 
80 percent to 62 percent while the per­
centage of patients responding "no" 
varied from 2 percent to 13 percent. 

Percentage "Definitely Recommending" Office 
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For each item on the survey, statisti­
cal process control (SPC) analyses iden­
tified several institutions that signifi-
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cantly outperformed the averages 
(Spoeri, 1991). These benchmark insti­
tutions were targeted for follow-up site 
visits and conference calls to uncover 
the factors that appeared to explain their 
superior performance in satisfying pa­
tients. 

What really matters to office 
outpatients? 

One goal of the project was to iden­
tify the customer hot buttons that were 
crucial in forming their impressions of 
the services received during the office 
visit. A common strategy for pinpoint­
ing customer hot buttons is to relate 
satisfaction scores on individual survey 
items to a measure of overall sat­
isfaction with the service encoun-
ter. However, this relationship is 

gistic regression procedure was used 
to model the probability that a patient 
would "yes, definitely" recommend 
the office to family and friends , based 
on the patient's responses to the 16 
survey items. In order to identify 
dissatisfiers , a separate model was 
constructed for the probability that a 
patient would not recommend ("no") 
the office to family and friends. 

The results showed that the degree 
to which the provider inspired confi­
dence and trust and the organization 
of the office played a strong role in 
both satisfaction and dissatisfaction. 
On the other hand, ease in obtaining 
an appointment and the degree of re-

above-average performers in a num­
ber of areas. These institutions were 
visited to identify the factors critical 
to their success in achieving high pa­
tient satisfaction scores. The factors 
are listed below. 

Critical Success Factors 
• Support staff centrally located and 

cross- trained 
• "Urgent care provider" designated 

for patients wishing to be seen within 
one or two days 

• Expanded hours of operation 
• Central access center for patient 

appointments and information re­
quests 

• Prescription refill protocol to re­

l1l>acl on probablity of 
"definilely recoonrend- I n-pootonprobabllilyof 

•not recomnenc:r 

duce the number of call s 

Oogree towhic:hprovideri>spiredconfidenceondtrust C~~~~~===:.. 
Organization of the offk::e 

Easainobtaininganapptml.n'enl not necessarily linear, as recent 
research in patient satisfaction 
(for example, Mittal and 

Degree to which provider addressed patienrs rrei'l reason for visit 

needing physician attention 
• Use of mystery shoppers 

to improve telephone re­
sponse times 

Length of w almg ti'ra in exari'lation room 

Length of w aiti>g tine i> w aoting room 

Length of tine spent w lh provide< 
Baldasare, 1996) has shown. 

Ptovlder's explananOOn of w hat to dol syf11)ton's contilued 

On some attributes of service 
("dissatisfiers"), an unsatisfac-
tory experience is crucial to form-
ing a negative impression , 

oar~ of provider's answers to questions 

A'ovidef's invoi'Vemtnt in patient care decisions 

Reopeclful trealnllnt of patient 

A'ovider's attentiveness to patent 

Adequacy ol i>fonrelion gillen to patient 

Exptanation of test reauls to pa6ant 

Explanation of rredcalion side effeots whereas a substandard experi­
ence on the same attribute may 
have little impact on the forma-

&planation of how patientwoutt tearnabOultesltesults 

tion of a positive impression. For 
example, in the physician office set­
ting a failure to clearly explain test 
results may help foster a negative im­
pression of the visit, but a clear ex­
planation of test results may not add 
much to a positive impression. 

Conversely, on other attributes 
("satisfiers"), an above average ex­
perience leads to a positive impres­
sion but a substandard experience 
may not add much to a negative im­
pression. Finally, in some cases, the 
same attribute may be both a satis­
fier and dissatisfier, in which case the 
relationship is approximately linear. 

In order to identify satisfiers , a lo-

logistic regression coefficients as a 
percentage of largest coefficient 

100 

spectful treatment of the patient are 
primarily dissatisfiers: a problem in 
these areas increases the probability 
of not recommending the office to 
others, but a lack of problems in these 
areas does little to increase the prob­
ability of a definite recommendation. 
Finally, length of waiting time in ex­
amination room and clarity of 
provider 's answers to the patient 's 
questions were satisfiers , playing a 
greater role in satisfaction than dis­
satisfaction. 

From data to action 
By providing comparative data 

from 15 peer institutions, the survey 
------------------, results gave the participating institu-
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tions an external frame of reference 
for assessing their success in satisfy­
ing their patients. Without such an 
external yardstick, it would have been 
very difficult for office administra­
tors and staff to know what levels of 
satisfaction represent good or poor 
performance. The survey results iden­
tified institutions two and nine as 

100 

• Patient reminder calls the 
day prior to the visit to re­
duce the no-show rate 

The results of the site vis­
its were compiled in a report 
that was shared with all sur­
vey participants. Later thi s 
year participants will attend 
a meeting to discuss the re­
sults further and select part­

ners for benchmarking activities. 
For each participating institution, 

a separate analysis of key drivers of 
patient satisfaction was undertaken. 
This allows office administrators and 
staff to budget their satisfaction im­
provement efforts to those areas most 
likely to have an impact on the pa­
tient satisfaction bottom line. 

By identifying better performers 
and patient satisfaction hot buttons in 
a systematic and standardized way, 
the measurement and follow-up sys­
tem described here has boosted our 
member institutions ' efforts to im­
prove quality in the primary care 
physician 's office , an increasingly 
vital customer gateway to the aca­
demic hospital. 0 
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Customer satisfaction research 

Editor's note: Jeff Ellis is director, 
customer value assessment with Maritz 
Marketing Research, St. Louis. 

The issue of how, or even whether, 
to tie compensation to customer 
satisfaction results seems traight­

forward and simple. But in reality, thjs 
issue is quite complex with no clear so­
lution. It should be emphasized up front 
that our company strongly supports re­
ward systems whkh place positive con­
sequences into the hands (or wallets) of 
those responsible for some incremen­
tal performance. And while it's tempt-

ing to categorize reward systems as "do 
this, get that," the fact is, there are many 
complex factors which mu t be ac­
counted for in such a design. A properly 
designed and successful reward system 
will meet the following requirements: 
• it provides a clear understanding of 
the objective; 
• it effectively translates the objective 
to the performance plan; 
• it is embraced by those affected; 
• it is focused on success, rather than frul­
ure. 

Critical succe s factor #1: provide a 
clear understanding of the objective. 

Sometimes, the wrong objective is trot­
ted out, and forms the basis for com­
pensation. The danger here is that an 
organization can ucceed in paying sig­
ruficant urns of money for performance 
which meets the criteria of the plan, but 
does not addre s corporate objectives. 
Tills problem is particularly acute in the 
area of cu tamer satisfaction. 

Frequently companies state an objec­
tive like, "raise customer sati faction." 
Not only i thi a nebulous goal, it does 
not relate well to the core focus of the 
business, i.e., to make a profit. Cus­
tomer satisfaction should be viewed as 
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a variable component of financial goal 
attainment. The only reason for a com­
pany to invest in measuring and influ­
encing customer satisfaction is to 
achieve positive business (financial) 
results. While the components that com­
prise customer satisfaction will vary by 
product, service, market, consumer de­
mographics, etc., the presence or ab­
sence of customer satisfaction will 
cause consumers to exhibit positive or 
negative behaviors. And that - quite 
literally - is the bottom line. 

So the true objective is not "raise cus­
tomer satisfaction," but to "generate 
greater profits by influencing the bal­
ance between positive and negative cus­
tomer behavior." The key is in recog­
nizing that customer satisfaction is not 
the goal, but a contributor to the goal. 

Critical success factor #2: effectively 
translate the objective to the perfor­
mance plan. This is the area that requires 
the greatest thought and effort. After 
properly identifying the objective, all 
can be lost by failing to design an ef­
fective performance plan. The plan 
must: 
• provide goals which are objective and 

OBJECTIVE: 

attainable; 
• provide rewards which are commen­
surate with the effort required; 
• provide for positive, immediate, and 
certain consequences; 
• account for everyone who influences 
attainment of the objective; and 
• remove obstacles to success 

- company policies or procedures 
- conflicting goals 
- management interference. 
As it relates to customer satisfaction 

and compensation, this list of "plan 
musts" is impossible to meet unless the 
sponsoring company understands the 
difference between customer satisfac­
tion (a desired state of mind among cus­
tomers) and the numeric indicator of 
customer satisfaction (customer satis­
faction index or CSI). For this under­
standing to take place, there must be 
agreement that customer satisfaction is 
composed of dozens of "moments of 
truth." Every transaction and interaction 
a customer has with a business repre­
sents an opportunity to influence cus­
tomer satisfaction, and thus, subsequent 
behaviors. 

The good news is that individual 
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employees, work groups, and opera­
tional units can affect customer satis­
faction by managing the moments of 
truth. This is possible because the mo­
ments of truth .are within the span of 
employee control. To the extent that 
employees can manage the moments of 
truth, they can be held accountable for 
them. On the other hand, it is unreason­
able to expect ari employee- any em­
ployee- to directly influence a global 
measure such as a CSI. It is far more 
logical to measure and reward perfor­
mance over which the employee has 
some control. Therefore, it makes the 
most sense to reward for improvements 
to the moments of truth, those elements 
which drive satisfaction, which contrib­
ute to positive customer behavior. 

Fortunately, if a customer satisfaction 
study is designed appropriately, the 
moments of truth are evident in the at­
tributes measured. With very little pro­
cessing, it's possible for work groups 
to identify the specific activities they 
perform which influence the attributes 
measured in the study. Once the activi­
ties are identified, then it's a matter of 
establishing standards and measure­
ments of performance (internal 
metrics). There is a tendency to utilize 
the very visible macro-measure for the 
purposes of a reward or compensation 
system, when in fact, the most effec­
tive and efficient method is to use the 
micro-measures (internal metrics). Not 
only will this provide a more effective 
reward system, but it also matches up 
with the customer satisfaction measure­
ment process. A company is better 
served by placing the emphasis - and 
the compensation - on internal mea­
sures, rather than external measures. 

An additional pitfall in the design 
process is rewarding counterproductive 
behavior. It's not that unusual for a com­
pany to realize that the reward plan ben­
efits everyone but the company. For 
example, a company might introduce a 
sales incentive program which rewards 
employees for selling more of Product 
A. One quarter later, salespeople are 
earning maximum incentives, and sales 
of Product A are up 15 percent. The pro­
gram looks like a huge success until the 
company examines the sales for Prod­
uct B and Product C, which are off 
sharply during the quarter. The prob­
lem? Reward-based programs work; 
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sometimes too effectively. While re­
wards will drive behavior, it's up to the 
company to ensure that the behaviors 
do not produce unintended results. 

Here's a customer service example: 
Clients complain that when they call, 
the phone rings and rings before being 
answered. The solution requires the 
secretarial and clerical staff to answer 
each call by the third ring. This man­
date is supported by communications 
aimed at affected employees, with the 
intent being to emphasize the impor­
tance of each call. 
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The effort is further supported by re­
wards to the staff based on the number 
of calls answered by the third ring. The 
result: percent of calls answered by the 
third ring skyrocketed from 25 percent 
to 85 percent. 

Everyone is happy- except the cli­
ents, because now the number of call­
ers placed on hold (so that the next line 
can be answered within three rings) has 
also skyrocketed. Who could have 
known? Well, the secretaries would 
have known, which leads to the next 
critical success factor. 

Critical success factor#3: Design the 
plan so it is embraced by those affected. 
The best-designed plan will fail to 
achieve its full potential without own­
ership of those affected by it. This does 
not mean the plan must receive 100 
percent agreement among participants 
on the details. It simply means that those 
who stand to gain the most from the plan 
are the ones who will ultimately deter­
mine whether the company meets its ob­
jective. Also, there is a much greater 
likelihood that potential flaws in the de­
sign will be spotted by those closest to 
the firing line, this includes customers. 
There's a lot to be gained by including 
the voice of the customer in the design 
phase. So, by involving the key stake­
holders during the design phase, a com­
pany will arrive at a plan that is stron­
ger, and has the stamp of approval from 
the groups it seeks to involve. 

Critical success factor #4: focus on 
success rather than failure. One strength 
of basing a reward system on the mo­
ments of truth of customer satisfaction 
is the direct influence employees can 
have. That is also one of the cautions 
for such a system. Employees can opt 
to provide a less than ideal exchange 
with the customer, especially if they 
perceive the reward system as punitive 
rather than rewarding. Although some 
very high-profile companies have 
adopted a "take away" structure which 
puts a percent of salary or bonus at risk, 
(usually based on customer satisfaction 
indicators), this can lead to an unpleas­
ant association between punishment 
(take away) and the philosophy of cus­
tomer satisfaction. Common sense and 
our experience in the area of perfor­
mance improvement yields an "add to" 
structure. Under this structure, an em­
ployee starts with nothing and watches 

his bank account grow, thanks to pro­
viding uperior customer focus. 

Competition is another subset of the 
structure that places too much empha­
sis on failure. Although the business 
context will dictate the appropriate ap­
proach, as it relates to achieving cus­
tomer satisfaction and influencing cus­
tomer behavior, there is not much of an 
argument for rewarding only the top 
performing employee/group/division. 
This type of structure sets up a poten­
tial "win-lose-lose" situation. The top 
performers win, but the remainder of 
employees, customers, and the com­
pany are in a less than favorable posi­
tion. A much better approach is to base 
compensation on incremental gains 
over a baseline of performance. That 
way each employee/group/division 
competes against prior performance, 
and as the critical mass moves forward, 
everyone win . 

Using a CSI as a compensation 
determinant 

Although there are many compelling 
reasons for a company to focus on in­
ternal metrics that link to customer sat­
isfaction, there may be reasons for a 
company to tie compensation to exter­
nal indicators of customer satisfaction 
(CSI). After all, linking consequences 
to customer satisfaction data sends a 
powerful message to employees, and 
rewarding customer satisfaction im­
provements reinforces customer-fo­
cused behaviors. 

Certainly there are firms that utilize 
a CSI to trigger compensation. How­
ever, many experts advise that the CSI 
comprise just one of a blend of mea­
sures which determine the level of 
compensation. In other words, instead of 
predicating the reward solely on CSI re­
sults, a CSI is combined with other mea­
sures - such as quality and productivity 
performance - to create a composite 
index which determines how large or 
small ·the reward. Here are some of the 
problems associated with using a CSI as 
the only determinant of compensation: 
• accuracy and validity of the measure­
ment process; 
• measurement of elements beyond the 
control of plan participants; 
• influence of external forces (market 
volatility; seasonality); and 
• plan participant "tampering" with 
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measurement process. 
All four of these potential problems 

can create winners out of losers, and 
losers out of winners. In other words, 
there can be a major disconnect between 
who receives the compensation and 
who deserves the compensation. The 
degree of fallout from this injustice is 
linked to the type of reward. Honor and 
recognition awards (certificates, tro­
phies, publicity) place the emphasis on 
acknowledgment of achievement. They 
tend to be highly celebratory and social 
(work groups or teams). Financial re­
wards tend to emphasize gain-sharing, 
and individualized rewards, especially 
when linked to base pay. 

Finally, when instituting a financial­
based reward system, the company must 
address two crucial equity issues: dis­
tributive justice and procedural justice. 

Distributive justice requires that af­
fected employees must be reasonably 
satisfied with their pay before the plan 
is implemented, and that employees 
must be satisfied with the amount of 
revenue distributed by the plan. Em­
ployees will not be fully supportive of 
a reward plan if they perceive it as 
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management's effort to address a short­
fall in basic compensation. 

Procedural justice touches on issues 
previously mentioned, namely that the 
design of the plan must be based on fac­
tors that are largely controllable by 
employees. Therefore, the company has 
an obligation to identify the controllable 
and uncontrollable factors that influence 
the criteria. 

Many compensation or bonus pro­
grams target two specific groups: sales 
and senior management. Moving an 
external customer satisfaction indicator 
(CSI) is far more feasible for a sales­
person with dozens of customers than 
for a store manager with thousands of 
customers. That's why it makes more 
sense for the store manager to focus on 
the areas that: 

A. They can control, and 
B. Have an influence on customer 

satisfaction like hiring, staffing ratios, 
and human resource development. 

Even the plans for salespeople typi­
cally focus on attributes such as respon­
siveness, ability to solve problems, af­
ter-sales service, and ability to commu­
nicate, consult and advise, rather than 

on a single overall indicator of customer 
satisfaction. 

The customer-focused bonus plans 
for senior management are built on the 
reality that those individuals control the 
decisions, and the budgets. The ability 
of the salesperson or the store manager 
to delight customers might hinge on 
additional investments in personnel, 
training hours, or computer systems. 
Management has the power, and now 
the added incentive, to invest in achiev­
ing greater levels of customer satisfac­
tion. 

Reward system should be win/win 
A reward system built on movement 

of a single external metric such as a CSI 
will have difficulty meeting these criti­
cal success factors. At the very least, a 
CSI should be only one of several mea­
sures on which rewards are based. Per­
haps best of all is to translate satisfac­
tion factors into internal measures 
which employees can influence. This 
approach yields a reward system which 
employees and management can em­
brace, and which will result in positive 
customer behaviors. 0 

To learn more about bringing Scantron's survey expertise to your organization, 

call 800·722·6876 or visit our Web site at www.scantron.com 
ST79.997 
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The 
anonymity 
gradient 

Editor's note: Bill MacElroy is presi­
dent of Socratic Technologies, Inc., San 
Francisco. He can be reached at 
injo@sotech.com or at 4/5-648-2802. 

0 ver the years, the influence of in­
terviewer bias has been well 
documented. In essence, this 

phenomenon accounts for some of the 
differences found in respondent an­
swers to identically worded questions. 
One interviewer will tend to have con­
sistently more positive responses from 
certain groups of respondents; another 
may have consistently negative or un­
cooperative outcomes. Much atten­
tion has been given to how likable the 
interviewer is; whether he or she is 
good-looking, articulate, of a com pat­
ible gender, and so on. 

One area that we have begun to sus­
pect may be of even more significant 
influence is the degree to which the 
presence of any human contact af­
fects respondents' perceptions that 
their answers are confidential and 
anonymous. 

We feel that the privacy of the 
interviewee's environment may play 
a key role in the types of answers 
given because the change in the char­
acteristics of answers doesn't stop 
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By Bill MacElroy 

when no specific interviewer is 
present. Even within self-adminis­
tered interviewing situations, the de­
gree to which the respondent feels 
"secure and alone" appears to pro­
duce more candor. We have called 
this observed phenomenon the ano­
nymity gradient. 

Over the past three years, we have 
had several opportunities to run side­
by-side studies in which the same 
questions were asked using different 
modes of field methodology (e.g. , 
one-on-one interviewing, CATI tele­
phone, paper and pencil, disk-by-mail 
and Web-based interviewing). As we 
examined the answers to identically 
worded questions, a curious pattern 
began to emerge. Increased human 
presence had the distinctive effect of 
producing kinder, less frank answers. 
This difference was also noted be­
tween paper and pencil surveys con­
ducted with and without other people 
in the area. 

The most candid answers (based 
on the degree to which people re­
ported known problems, complained 
about service that was known to be a 
concern and gave in-depth responses 
when probed for areas that needed 
improvement) came from people us-

ing their own personal computers. 
Researchers have reported that when 
people use computers they tend to 
enter a "cool and immersive, womb­
like environment" in which the level 
of engagement can produce exagger­
ated levels of perceived privacy. This 
is probably analogous to how people 
feel totally alone in their cars, when 
in fact they are surrounded by hun­
dreds of other people who can clearly 
see them through the glass. Once 
again, however, the presence of oth­
ers tends to influence answers. The 
person at home working on their own 
computer gives more candid answers 
than those taking the same question­
naire on a computer in a research fa­
cility. 

The anonymity gradient can be 
thought of as a pattern of candor that 
changes with the perceived level of 
privacy. This relationship is shown in 
the chart. 

By itself, the anonymity gradient 
might be an interesting anomaly, but 
without much practical value. We 
have, however, found some distinc­
tive characteristics that may be help­
ful to people as they are planning 
conversions from certain forms of 
research to others. This is particularly 
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important if your company has 
been tracking satisfaction, per­
formance, problem resolution, 

10.----------------------.. ministered by disk-by-mail. 

.. 
and other similar topics using ~ 6 

telephone, paper and pencil, or ~ 5 

one-on-one interviewing tech­
niques. There can be an unpleas­

------; Which is right? The answer may 
lie not in ratings but in the 
analysis of open-ended re­
sponses. We often know that 
there are certain areas that frus­
trate people and/or cause prob­

ant shock to the system when, ~--------~-------.-----1 lems. When electronic data col­
after many periods of hearing 
from your customers that they are 
completely satisfied with no 
problems to report, you suddenly find 
out that they are less satisfied and have 
a whole list of demands for improve­
ment. You may encounter this when 
converting traditional methodologies to 
newer technologies. 

But this difference isn ' t necessar­
ily a bad thing. In fact, unless there 
is some type of vested interest in 
keeping responses artificially high, 
the more anonymous technologies 
may give you more accurate data. 
Several of the programs we have run 
have shown that the more candid an­
swers are not the results of some la­
tent "research rage," but rather tend 
to be more reflective of the real 
world. 
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For example, most data related to 
purchase interest tends to be over­
stated when actual purchases are tal­
lied. Although we haven't had the 
benefit of tracking actual results , we 
suspect that some data related to pur­
chase interest collected using a more 
anonymous technology may be closer 
to what will really happen when the 
product actually ships. 

The same is true for satisfaction 
figures. When people are called on 
the phone and asked to give an inter­
viewer general satisfaction ratings, 
the percentage of people reporting 
high degrees of satisfaction have been 
found to be 5 percent to 20 percent 
higher than the same questions ad-

lection methods are used, these 
areas are far more likely to be 
mentioned. In addition, the vol­

ume of typed versus spoken data re­
veals that people are willing to take 
a lot more time describing the situa­
tion, suggesting improvements, giv­
ing examples, and making competi­
tive comparisons when it's just them 
and their keyboard. 

The anonymity gradient is some­
thing that we believe exists and may 
partially explain the difference in. 
answers between certain types of 
studies. But before we can be sure of 
the degree of its influence, more stud­
ies should be done. As technology is 
used more frequently as a tool of re­
search, studies into modified behav­
ior in differing test situations will 
become increasingly important. 0 
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Use customer· 
satisfaction 
research to 
drive quality 
improvement 
By Brad Holleran 

Editor's note: Brad Holleran is a 
principal in Holleran Consulting, a 
marketing research firm based in York, 
Pa. He can be reached at 800-941-
2168. 

C ompanies that are truly customer 
focused define quality by how 
well they meet the wants, needs 

and expectations of their customers. 
Knowing and understanding what is 
important to customers and how an or­
ganization performs can lead to im­
provements in processes, production 
and service delivery and, ultimately, the 
bottom line. 

The experiences of two companies in 
different industries illustrate the value 
of integrating customer satisfaction re­
search into quality improvement initia­
tives. 

A journey, not a destination 
Senior Campus Living is a national 

developer and manager of campus style 
retirement communities designed for 
middle income affordability. Kerry 
Jones, director of management services, 

leads the company's comprehensive 
initiatives to improve the quality of its 
product, which Jones defines as "the 
service and care of our residents." Se­
nior Campus Living approaches qual­
ity improvement as an evolution, an 
ongoing process, not a program; a 
journey as opposed to a destination. 
As a jumping-off place for its qual­
ity journey, the company used the re­
sults of its recent resident satisfaction 
surveys to help delineate priority ar­
eas of focus. 

With the help of a research firm, 
which used a combination of a writ­
ten survey instrument and phone and 
personal interviews, Senior Campus 
Living gathered input from more than 
3,500 residents and guardians in two 
states. This included customers from 
across the spectrum of their facilities, 
including independent living, assisted 
living and skilled nursing settings. 

Some of the respondents' top areas 
of concern matched those of impor­
tance to Senior Campus Living, as 
well, such as prudent fiscal manage­
ment of their communities. Others 

were those that impacted respon­
dents' future personal well-being, 
such as medical services and emer­
gency responses. 

"Overall our ratings were very 
strong," Jones says. "We found that 
many of the areas of concern could 
be addressed not with extraordinary 
measures such as adding more staff, 
but simply by educating our residents 
more fully and improving communi­
cation with them." 

Jones says the Senior Campus Liv­
ing Management team prioritized ar­
eas of concern, devised action plans 
and developed specific strategies to 
make improvements. He is now fo­
cusing on defining best practices 
among the company's communities 
and standardizing some procedures 
while still allowing for creativity and 
uniqueness among the operational 
teams. 

Senior Campus Living also is using 
an employee survey to secure feedback 
from its internal customers, which Jones 
says is equally critical to the company's 
future and to residents' satisfaction with 
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the facilities. Both surveys will be re­
peated regularly, every 24 months. 

"Initial surveys give us useful bench­
marks to measure against," Jones says. 
"Repeating the surveys will help us de­
velop a history and know where we 
need to focus our efforts for change. 
We want to know at all times where 
we perform well and where we 
don't." 

The goal: A world-class rating 
Glen-Gery is a brick manufacturer 
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with 13 factories in the Northeastern 
and Midwestern regions of the U.S. 
whose customers are architects, com­
mercial and residential builders, ma­
son contractors and individual con­
sumers. The company has adopted a 
philosophy of continuous improve­
ment that recognizes the benefits of 
a customer-driven organization in in­
creased profitability and market 
share. 

Lynn Silan, Glen-Gery's director of 
continuous improvement, says the 

company had sought customer feed­
back in the past, but more recently 
has conducted comprehensive re­
search to identify and measure cus­
tomer satisfaction. "We had asked 
customers about their complaints in 
the areas of production and service 
and we would make changes to ad­
dress those complaints," Silan says. 
"Our systematic process now lets us 
examine specific aspects of service 
or production and know exactly 
where we need to improve." 

A research firm helped Glen-Gery 
first define customer satisfaction in 
its industry. The company then sur­
veyed customers representing 80 per­
cent of its sales volume, measuring 
performance against 12 different fac­
tors related to service and satisfac­
tion. Those factors included prompt­
ness in notifying customers about 
changes in the order, providing cor­
rect samples in the required time, 
honesty and openness, and response 
to complaints. 

Silan says that, from the pure ser­
vice standpoint, "going the extra 
mile" stood out as a real customer­
pleaser. "Now we train our front-line 
staff to go beyond what the customer 
expects, like offering alternatives if 
a product isn't available and finding 
solutions as promptly as possible," 
Silan says. 

On the architectural and commer­
cial building side of the business, 
Silan says one of the top satisfaction 
factors is "promptness in notifying 
customers about changes in the or­
der," because an entire construction 
schedule can be thrown off if the 
brick isn't ready when planned. 
"Brick is made from clay and shale 
and when you deal with a raw mate­
rial that's not absolutely homoge­
neous, you sometimes have unpre­
dictable outcomes," she says. "We are 
extremely diligent about informing 
our customers of delays." 

One area in which Glen-Gery has 
made significant improvement and, in 
fact, set a new industry standard, is 
in the response time to produce 
samples for customers . In the brick 
industry, an inventory of samples is 
not typically available for customers. 
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Samples are made to order and in­
volve a manufacturing process; faces 
of the requested brick are cut off and 
affixed to board with mortar. "We 
started collecting data that included 
the date the sample request came in 
and the date the sample went out, and 
were dismayed to find that in many 
cases the process was taking over 20 
days," Silan says. "So we worked 
with the sample-making teams at all 
sites to improve the process and also 
began to stockpile a small inventory 
of brick faces and samples. Now 
samples go out in two days, on aver­
age, and many go out the same day 
the request comes in." 

Measuring factors specific to its 
customers and its industry has proved 
to be invaluable for Glen-Gery and 
enabled the company to target qual­
ity improvement efforts. Silan says 
the company has repeated its cus­
tomer satisfaction survey every year 
since 1994 and developed corporate 
improvement goals and training pro­
grams each year based on the survey 
results. Each year gets better. 

"In 1994, 88 percent of surveyed 
customers were satisfied overall with 
Glen-Gery," she says. "In 1995, we 
hit 90 percent and in 1996, our over­
all rating was 93.8 percent." 

The company 's goal is a world­
class rating of 95 percent, Silan says. 
Why not 100 percent? Because there 
will always be customers who select 
product based on price. "We pride 
ourselves on providing total value of 
the product and service we provide," 
Silan says, "and that's more than just 
low price. It's quality and service and 
a lack of problems with an order ... the 
whole experience of buying from 
Glen-Gery. And that's what we want 
to be measured on." 

Listen carefully 
Customer satisfaction research can 

provide you with e se.ntial informa­
tion about not only your products and 
service, but also about what you need 
to be doing differently or better. All you 
need to do is listen <_;arefully and re­
spond accordingly. Then use this vital 
feedback to target your quality improve­
ment efforts for maximum benefit. 0 
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Is your research up to par? In golf, par is the score that, 
in theory, a perfect player would take to complete a 
hole. Two strokes under par is an eagle. In the game of 
research, all participants in the interviewing process 
want to believe their research soared like an eagle. In 
reality, the research project may be a "bogey" (one over 
par and not perfect). 

One will never know just how good their research 
game is unless it is audited. Sigma Validation has been 
helping research end users, suppliers, and field agen­
cies measure "par" for 20 years. As a knowledgeable, 
independent and objective third party, Sigma can tell 
what part of your field research is a "bogey." 
Without knowing your weaknesses, it's difficult to 
improve your game. 

CALL 1-800-733-77 48 
TO HELP IMPROVE YOUR GAME 

Nothing improves your 
golf score like witnesses. 
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Editor's note: Michael Branham is 
president of Competitive Benchmarking 
Associates in The Woodlands, Texas. He 
can be reached at branham@jlash.net 
or at 281-364-8299. 

T he idea that customer satisfaction 
is the central aspect of competi­
tiveness is often overblown. Sat­

isfied customers are undoubtedly an im­
portant ingredient in the recipe for long­
term business success, but- as many 
companies have learned the hard way 
- a high level of customer satisfac­
tion does not always translate to bot­
tom line success. 

Just look at Apple Computer. An 
overwhelming majority of the 
company's customer base would 
never consider the possibility of re­
placing their Macintosh with a PC. 
But while maintaining a level of cus­
tomer satisfaction and loyalty that 
would be envious by any standard, 
Apple has been struggling to stay 
afloat for several years. 

In an August 25th, 1995 press re-
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lease, Apple boasted that "Two recent 
independent studie rated Apple tops 
in customer loyalty and satisfaction, 
consistently surpassing every other 
brand of personal computer. Apple's 
lead in customer satisfaction is not 
just a sign of the quality of Apple's 
Macintosh computer, but also is evi­
dence of the trength of Apple' core 
business." The same press release 
went on to say "Obviously, people 
who use Apple Macintosh computers 
tend to be happy with them. Apple is 
especially pleased that Macintosh 
satisfaction ratings are high across 
the board - in homes, large busi­
nesses, and small bu inesses." This 
press release was just one of a series 
that focused on Apple's superior sat­
isfaction and loyalty ratings in com­
parison to Windows 95-based PC 
makers such as IBM, Dell, and 
Compaq. 

Just two years (and two CEOs) 
later, Apple has realized that there is 
much more to competitiveness than 
high customer satisfaction and loy-

alty ratings. The company recently 
announced its plans to partner with 
Micro oft, its long-time rival, in a 
last-ditch effort to urvive. On August 
6th, 1997 , Apple Computer co­
founder Steve Jobs and Microsoft's 
Bill Gates announced a technology 
and product development agreement 
that paves the way for the two com­
panies to work closely on technolo­
gies for the Mac platform. 

The collaboration is part of Apple's 
new trategy to appeal to a broader 
segment of the market, gain new cus­
tomer , and regain profitability. In 
short, the company finally under­
stands the three components of real 
competitivenes : acceptance in the 
marketplace, customer satisfaction 
and loyalty, and marketing effective­
ne s. Understanding the three com­
ponents of competitiveness will be an 
important first tep in Apple's come­
back. The second, and equally impor­
tant, step may be the development of 
a formal competitive benchmarking 
program to monitor the company's 
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progress over time. 

Components of competitiveness 
When marketers speak of competi­

tive benchmarking they often refer to 
quality improvement over time, com­
parative customer sati faction re­
search, or the acquisition of superior 
technologies as a means to gain com­
petitive advantage. At Apple, the fo­
cus was on comparative customer sat­
isfaction research, which obviously 
did not go far enough. Perhaps a more 
appropriate approach to competitive 
benchmarking is the measurement of 
a company's level of performance­
relative to its peers - in terms of 
acceptance in the marketplace, satis­
faction and loyalty, and marketing 
effectiveness. With this in mind, a 
formal research framework is neces­
sary for measuring competitiveness 
and developing strategies to achieve 
competitive dominance. 

A framework for measurement 
In order to measure something, one 

must have a standardized instrument 
of comparison. Therefore, the first 
step in implementing a competitive 
benchmarking program is the devel­
opment of standards by which to mea­
sure the three components of com­
petitiveness. 

Standards of measurement should 
be relevant, quantifiable, and objec­
tive. To meet the e criteria, Competi­
tive Benchmarking Associates has de­
veloped three indices that measure 
the core components of competitive­
ness: the Competitive Strength Index 
(CSI) , the Secure Bu iness Index 
(SBI) , and the Account Development 
Index (ADI). 

Competitive Strength Index: The 
Competitive Strength Index (CSI) 
measures the relative competitive 
standing of all companies providing 
a given product or service to a defined 
target market. The CSI is calculated 
from interview results derived from 
asking the target market three ques­
tions designed to determine which 
suppliers the collective customer base 
considers to be current vendors, pre­
ferred vendors , and primary vendors. 
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We use the collective responses to the 
three interview questions to calculate 
index scores for every competitor 
identified by market study partici­
pants. Each competitor receives an 
index score between zero and 100, 
representing their competitive 
strength in the marketplace. The CSI 
reveals strengths and weaknesses of 
companies serving the target market 
of interest and provides a yardstick 
for improving competitiveness over 
time. 

Secure Business Index: The Secure 
Business Index (SBI) measures the 
strength, or entrenchment, of the rela­
tionship between each competitor and 
its existing base of customers. It mea­
sures key components of the customer­
vendor relationship to indicate the over­
all level of loyalty and likelihood of 
retention. The SBI is calculated from 
the responses to several interview ques­
tions focusing on issues such as length 
of business relationship, overall level 
of satisfaction, and past and anticipated 
future purchasing behavior. Each com­
petitor receives an index score between 
zero and 10, which indicates the over­
all level of loyalty of their customer 
base. 

Determining a company's SBI score, 
and the reasons behind it, highlights 
strengths and weaknesses in its relation­
ship with the customer base and pro-

vi des a standard for measuring improve­
ment in customer loyalty. 

Account Development Index: The 
Account Development Index (ADI) 
measures a company's success at culti­
vating strong business relationships 
with its target customer base. It as­
sesses the company's overall effec­
tiveness at marketing, sales, and ac­
count management. ADI scores rep­
resent each competitor's level of suc­
cess in the relationship-building pro­
cess that is integral to the develop­
ment of accounts from the initial trial 
phase into deeper vendor-customer 
partnerships. Scores are derived from 
three marketing effectiveness ratios 
calculated for each competitor. The 
ratios reflect each competitor's suc­
cess at becoming a viable current ven­
dor, moving from current vendor sta­
tus to preferred vendor status, and 
achieving primary vendor status. 
Each competitor receives an ADI 

score between zero and one indicating 
the effectiveness of its business devel­
opment efforts and providing a gauge 
for measuring improvements in overall 
marketing effectiveness. 

Collecting objective data 
Unbiased data is critical to the accu­

rate measurement of competitiveness. 
For best results, professional telephone 
interviewers- from an outside firm-
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should collect data from a representa­
tive and random sample of the entire 
target market of interest. Objective in­
formation is unattainable when using 
one's own employees (for obvious rea­
sons) and impossible to gather solely 
from one's own customer list (because 
of skewing). Therefore, outsourcing the 
project to a prof~ssional marketing re­
search firm is the best way to ensure the 
integrity of the data collection process 
and the objectivity of the market study. 

The devil is in the details 
The most important data derived from 

a competitive market analysis, as de­
scribed here, are not index scores or 
competitor rankings. The most critical 
information consists of the reasons be­
hind the performance of each com­
petitor. Without this vital background 
information, you will get nothing 
more than an overview of the com­
petitive environment. Therefore, a 
thorough competitive market analy­
sis always involves asking follow-up 
questions to determine why 
interviewees answered each question 
as they did. 

Interviews should include direct 
open-ended questions about the 
strengths and weaknesses of your com­
pany and its competitors whenever pos­
sible. Interviewers should be competent 
to make notes of the reasoning, relevant 
comments, and explanations given by 
interviewees regarding various provid­
ers of the product or service of interest. 
Only then can accurate competitor pro­
files be developed. 

Not an isolated phenomenon 
The myopic business philosophy that 

caused problems at Apple Computer is 
not an isolated phenomenon. In fact, 
most companies overestimate the im­
portance of customer satisfaction and 
underestimate the importance of other 
factors that constitute competitive 
strength. Marketing practitioners must 
constantly remind themselves that high 
levels of satisfaction and loyalty do not 
necessarily translate into bottom line 
success. Apple's problems should be a 
valuable lesson to every corporation: 
Competitiveness goes way beyond cus­
tomer satisfaction. 0 
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Editor 's note: Vince Farace, president, and Jeri Meola, 
vice president, client services, are co-founders of Satisfac­
tion Management Systems, Inc., Minneapolis. They can be 
reached at 612-939-4317. 

M ore and more market research firms are adding cus­
tomer value measurement (CVM) to their repertoire. 
Once CVM data are accumulated, however, the real 

value of the exercise is in deriving business strategies that 
guide clients to stronger market positions. Obviously, from 
the client's perspective, it is the market insight that makes 
the investment worthwhile, not the data. This article out­
lines some of the essential lessons learned in our five years 
of specialization in customer value measurement and man­
agement. We have found that if these steps are followed in 
the CVM process, the client gets excellent value for their 
investment. We also provide some anecdotes to illustrate 
these lessons. 

1. Adopt a comprehensive customer value perspective. It 
is tempting to say "This value stuff isn't new, we've been 
asking customers about value for years." But in the customer 
value arena, only a 'few authors (see references below for 
Gale, Kordupleski, Naumann, Slywotzky, Treacy) have pre­
sented a comprehensive approach to measuring customer 
value and linking it to business performance. The most com­
pelling presentatiqn is given in Bradley Gale's 1994 book, 
Measuring Customer Value, where he defines key concepts 
and metrics, provides worked examples, and discusses how 
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an increasing number of organizations use CVM to guide 
strategic business decisions. 

What are CVM basics? 
In the framework outlined by Bradley Gale, this is how 

CVM works: 
• Within a market, customers buy on perceived value. 
• Value is based on the benefits customers are expecting to 

get. .. 
• ... compared to the costs they anticipate paying. 
• Customers evaluate their market choices against these 

benefits and costs, 
• And choose the products and services that offer the best 

overall benefit-to-cost ratio. 
Companies that routinely offer greater relative value in 

the marketplace grow their revenues and capture market 
share. These outcomes in tum lead to increased profitability 
and more loyal customers. 

CVM is applicable in both consumer and business-to-busi­
ness markets, although it is more challenging to implement 
in complex, multi-step business situations. Through Gale's 
extensive speaking and consulting efforts, plus CVM coun­
cils in the U.S. and Europe, some 50+ organizations have 
implemented this approach. There is an emerging set of stan­
dard practices and approaches that, while subject to contin­
ued development, provide a common basis for CVM practi­
tioners to share important lessons learned. As of today, imple­
menting CVM in an "all new way" runs the risk , of non-
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comparability with the results of 
other market research processes and, 
more to the point, runs counter to the 
direct experience of many senior 
managers (and potential clients). 
Nevertheless, in the CVM arena as 
well as other emerging areas of mar­
ket research, good new ideas can still 
rise to dominant positions. 

2. Understand your client's strate­
gic business objectives. The purpose 
of CVM is to provide input and guid­
ance to a client 's strategic business 
objectives. It can provide a critical 
source of strategic guidance in reach­
ing those objectives. It is imperative 
to understand where the client orga­
nization is going and how the client 
expects to get there. This requires 
exposure to the strategic thinking of 
senior management. The most useful 
vehicle for obtaining this information 
is a series of well-planned and pro­
fessionally conducted face-to-face 
management interviews. These inter­
views offer an opportunity to com­
municate CVM concepts and poten­
tials to senior management, to help 
them begin thinking in CVM terms, 

and to clarify their expectations for 
the overall process. 

Here's a conversation between in­
terviewer (I) and manager (M): 

M: So, is this all about improving 
our sales process? 

I: Well, that and more. It's about 
offering better value in the market­
place, better value than the competi­
tion. Sales plays a role, but what 
count in the end is what you deliver. 

M: So, what do I get from this pro­
cess? 

I: A detailed understanding of how 
purchase decisions are made in your 
markets ... a metric that quantifies 
where you stand vis a vis the com­
petition ... and some clear product/ 
service/ marketing/ strategies for get­
ting ahead of the competition. 

3. Begin with a clearly defined mar­
ket segment. Most discussions of 
CVM assume that the client already 
has well-defined market segments, 
and a process for tracking market 
share in each segment. This may not 
be the case. But the succes of CVM 
depends on "providing superior mar­
ket value" and "taking market share 

GROUP DYNAMICS 

from the competition," and conse­
quently CVM initiative often mu t 
begin by developing a workable defi­
nition of both the market segment and 
an appropriate sh;lre measure. Fail­
ure to accompiish these objectives 
can doom any subsequent CVM re­
sults as "meaningless." 

Market segments 
Resolving the issue of market eg­

mentation is a significant task. In the 
absence of clear market egmenta­
tion, the following questions should 
be answered: 

1. Which of your products and ser­
vice are we focusing on? 

2. What distribution channels are 
used to deliver the e products and ser­
vices? 

3. What are the characteristics of 
the consumers or businesses that pur­
chase the e items? 

4. What type of individual has the 
primary role in the purchase deci­
sion? Who influences it? 

5. What is the geographical pread 
of the market? 

6. What is the total available mar-

WHICH LOCATION IS IDEAL FOR YOUR NEXT QUALITATIVE PROJECT? 

BALA CYNWYD, PA 

Brand New Facility 
(Same Location) 
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1
/h I ...... · ~\~~ \.J)~\ : fh 

I
~~~~·~'~' ~~~c ,,~0~ Group~etrM ... ,iit~·~~ 
, ~ ~c~~ ;t~ 
li;lil:~: ..... 

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 PHilADELPHIA AIRPORf • FREE PARKING 

CALL (800) 220-1011 FOR BROCHURES AND INF ORMATION 
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ket? 
7. What portion of the market do 

you own? 
Develop a working definition of the 

market segment that will answer the 
paramount question: Who is in the 
market and who isn't? This definition 
should be approved by the client and 
referenced throughout the process. 

Establish market share 
Some clients assess their perfor­

mance based on whether their rev­
enues are up or down from a previ­
ous time. Otherwise, the client has no 
formal measure of how well they are 
performing against the competition. 
Developing and gaining consensus on 
a market share measure can also be a 
laborious process, but given that mar­
ket share is the key outcome measure 
of CVM, it must be done. 

It may be necessary to measure 
market share as part of the survey 
process . In one case, lacking a mar­
ket share measure, SMS estimated it 
five different ways in the survey, took 
the modal result and said, "Here's the 
benchmark." This triggered a year­
long program by the client to develop, 
implement and track a more formally 
defined measure of market share, in­
dependent of any survey process. 

4. Build a market database. To con­
duct a market study, you need a mar­
ket database. Most clients, although 
not all, have a reasonably accessible, 
good-quality database of their own 
customers. Seldom do they have a 
database of competitor customers, 
although there may be a "lost pros­
pect" database. Rarely do clients have 
information on first-time buyers in a 
market place. One solution is to take 
the best customer database the client 
can provide and merge it with a pur­
chased database from a third-party 
source. Then, in the front end of the 
survey, qualification questions are 
used to verify that the respondents are 
legitimately part of the market seg­
ment. (Of course, i~ is not likely that 
the database will have customer 
names, so an investigative and refer­
ral process must be implemented dur­
ing the interview process to reach the 
correct person.) · · 

5. Inventory the competition. This 
seems straightforward, doesn't it? 
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Clients know who their competition 
is, don't they? Well maybe, maybe 
not. In rapidly changing markets, new 
players may arrive on scene and take 
substantial business before they show 
up on the client's competitor radar. 
Sometimes a client will be fixed on 
just one competitor while an assort­
ment of other competitors is making 
real headway. So, be prepared to do 
your own exploration of the competi­
tive landscape. For SMS, the best 
early warning about the competitive 
landscape comes from the reports of 
competitors sent back during the fo­
cus group screening process. 

In one CVM study, the client spoke 
rather disparagingly of the "Mom and 
Pop" enterprises compet­
ing in their market, any 
one of which was a fly­
speck on their competitive 
radar. However, we dem­
onstrated that, as a group, 
these competitors ac­
counted for 60 percent of 
market share. Further, 
these competitors were 
very successful competing 
on price (lower cost struc­
ture) and service (faster, 

Value 

more attentive) against our Tertiary 

the purchase decision process in a 
market segment. (For consistency 
with Gale's formulation of CVM, we 
will typically use quality in place of 
benefits, and price in place of costs. 
Clients seem to prefer one set of 
terms or the other. "Attribute" refers 
to each price or quality decision fac­
tor.) 

For a visual portrayal of purchase 
decision attributes, see Figure 1. 
Identifying attributes in a new mar­
ket is always enlightening and some­
times surprising. SMS finds it very 
useful to simulate the attribute defi­
nition process with a client team, 
prior to actually involving client cus­
tomers, competitor customers or 

quality. As part of the attribute defi­
nition process, customers will tell you 
whether a purchase decision attribute 
is a quality or a price - a benefit or 
a cost. This assigqment is not always 
obvious. For example, we conducted 
focus groups with heating and air 
conditioning contractors about ther­
mostats. Below, "F" is the facilitator, 
"C" is the contractor: 

F: OK, one of the attributes you've 
mentioned is the features of the ther­
mostat, like displays and programma­
bility. Is that a price or a quality? 

C: Price. 
F: Price? Help me understand this. 

When you think about the features a 
'stat has, you think about price ? Not 

Attributes 

r I 
a u 

i e 
c 

quality? Why is that? 
C: Let me help you out 

here. When we see features, 
we know that the home­
owner won't understand how 
to work them. So they'll 
think the 'stat is broken. And 
that it's our fault. They'll call 
us and we ' ll have to make a 
service call. We don ' t get 
paid for that. So, features are 
a price. 

client, one of the industry Attributes a 
(standards) I 

2. Attributes are hierarchi­
cal and exclusive. Customers 
arrange purchase decision at­
tributes in a hierarchy. The giants. Since the client was ~SMIIIMIIIIIc=:.:...,.._~==,_~====~==~=====!__!,====' 

not ready to abandon 60 
percent of the market, their thinking 
about the competition and how to 
position themselves against them 
went through major change. 

6. Pay close attention to purchase 
decision attributes. The heart of a 
CVM initiative lies in well-defined 
set of benefits and costs that define 

prospects. This process provides a 
point of comparison to use once the 
process has been carried out with the 
client's customers. 

Attributes have the following prop­
erties, best arrived at through quali­
tative, customer-defined processes: 

1. Attributes are either price or 

· top-level categories - pri­
mary attributes- such as service, for 
example, or maintenance costs- are 
built on secondary attributes. 

Secondary attributes are descrip­
tors of primary attributes. In the ex­
ample (see Figure 1), service is com­
prised of accessibility, professional­
ism, accuracy, efficiency and sys-

Be in BALTIM_ORE without 
GoiNG to Baltimore. make Baltimore an ideal city for market research, 

call1-800-950-1777. Chesapeake Surveys, 4 Park 

Center Court, Owings Mills, MD 21117. 
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terns. Each of these is a secondary 
attribute under the primary attribute, 
service. 

In turn, each secondary attribute is 
comprised of tertiary attributes. At 
the tertiary or third level, standards 
for performance are defined. For ex­
ample, the percentage of customers 
who report that service reps "are will­
ing to help" can be identified and 
compared with the performance of 
the competition on this same at­
tribute. The market can define stan­
dards in this way, gaps can be identi­
fied, and corrective actions can be put 
in place. (In some cases , these third­
level attributes can be expressed in 
metrics such as time or distance.) 

Qualitative techniques - focus 
groups or one-on-one interviews -
provide an efficient way to identify 
attributes and place them in a hierar­
chical order. In particular, focus 
groups allow clients to observe the 
emergence of purchase decision at­
tributes during the focu s group pro­
cess. This experience can go a long 
way toward building credibility for 
the entire CVM process. 

CVM attributes should also be ex­
clusive, in the sense that they are 
uniquely placed in the overall at­
tribute hierarchy. If service is a pri­
mary attribute, it cannot also be a ter­
tiary attribute under some other at­
tribute. 

7. Be careful what you measure. In 
executing a CVM project, there is 
considerable pressure to measure at­
tribute performance and client/com­
petitor performance as economically 
and quickly as possible. One way to 
accomplish this is to use derived at­
tribute importance weights, rather 
than stated importance weights. To 
obtain derived weights, one can use 
satisfaction scores on individual at­
tributes to predict an aggregate mea­
sure of value, and let the regression 
weights represent relative impor­
tance. After all, isn ' t predicting what 
people do more valu_able than simply 
reporting what they say? 

There are two problems, however, 
in using a derived-weights approach 
to defining attribute importance. 
First, if the dependent measure of 
value lacks adequate variance, many 
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of the regression coefficients will 
drop to zero and the attributes will 
appear to have "no" importance in the 
purchase decision process. This out­
come will fail the face validity test 
in the client organization. Second, the 
use of regression coefficients to rep­
resent the relative importance of the 
attributes can face a tough sell on 
their own in the client organization. 
("So, what exactly is a standardized 
beta coefficient, and how do I inter­
pret these two numbers?"). This may 
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to further understand the purchase de­
cision process. At the cost of a some­
what more involved research process, 
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the client is ensured of 
having usable results that 
can be understood and 
accepted by a variety of 
individuals in the client 
organization. 

Sam/1111 CUGtllmllt ,a/UIIIBU/1 Tab/11: 
primarily do business 
with the competition. 

Cllllnl Company a CllmPIIIII/11 
Client 

Benefits Competitor Company Competitor 
(Quality Attributes) Importance Ratings Ratings Welghtx 

(What the Customer Gets) Weights (n = 200) (n = 100) Ratio Ratio 
1 2 3 4 5 = 314 6 = 5x2 

Product Quality 0.14 9.33 4.54• 2.06 0.29 
Service 0.27 6.11 7.26• 0.84 0.23 

Options 0.15 6.79 7.06 0.96 0.14 

Reliability 0.05 8.72 3.43• 2.54 0.13 

Reputation 0.23 8.43 8.54 0.99 0.23 
Performance 0.16 8.97 7.84• 1.14 0.18 

Sum of Weights 1.00*• MPQRatlo: 1.20 

Costs 
(Price Attributes) 

IWhat the Customer Pavsl 
Acquisition Cost 0.36 7.14 8.57• 0.83 0.30 

Maintenance 0.33 6.90 7.58• 0.91 0.30 

Installation 0.31 6.69 6.43 1.04 0.32 

Sum of Weights 1.00 PC Ratio: 0.92 

Overall Weight for Quality: 45% Overall Weight for Price: 55% 

Customer Value Ratio: 1.05 Advantage for Quality: 20% 
Advantage for Price: -8% 

8. Review the CVM 
table, point-by-point. A 
sample CVM summary 
chart is shown in Figure 
2. In this example, the 
results for six quality at­
tributes and three price 
attributes are presented, 
along with a comparison 
of "Client Company" and 
"Company A," the com­
petitor. 

. Competitor Is slgnlllcanlly different from Cllent Company r8tlng at the .05 level. 

This is the audience our 
c lient wants to win 
over . . It's a more chal­
lenging group than if 
we were to just use the 
client 's customers to 
provide the weights. 
Alternatively, we could 
use market weights, in 
which we use relative 
importance scores 
based on a weighted 
average of all the cus­
tomers in the market­
place. (If the client has 
40 percent market share "Weight dlstrlb<JUon Is significantly dllferent from uniform at the .05 level. 

@lllllfllt:tiMI X • - ,__ 

Column 1: Identifies 
attributes measured at the 
primary level. Customers make pur­
chase decisions based on attributes 
such as product quality or reputation 
or maintenance. 

Column 2: The relative attribute 
importance weights , summing to 1.0 
separately for price and quality. 
What 's the most important quality 
weight? (service = 0.27). Least im-

portant? (reliability = 0.05). The 
double asterisk (* *) indicates that the 
quality weights differ significantly 
from one another. For the three price 
attributes , the weights don ' t differ 
significantly. 

and six other competitors 
have 10 percent each, 

then we construct composite scores 
reflecting the distribution of market 
share.) 

Column 3: These scores are mean 
performance ratings on a 1 0-point 
scale ( 10 high) of the client company 
on each quality and price attribute. 
What do you see? Our client has great 
product quality (9.33) but mediocre 
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Note that the table heading says 
"Company A Importance Weights." 
In this example, we have used the at­
tribute weights of customers who 
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service (6.11). Service and options 
are quality attributes where the cli­
ent can improve. On price, there is 
room for performance improvement 
in all three attributes. 

Column 4: These are the 
competitor's scores. They range from 
a low for reliability (3.43) to a high 
for acquisition cost (8.57). Overall, 
not a great set of scores. Note that 
there are single asteri ks (*) next to 
some of the attributes. This indicates 
whether the performance scores are 
significantly different between the 
client and competitor. 

Column 5: This column presents 
the relative performance scores for 
the client and competitor. These re­
sults show, on an attribute-by-at­
tribute basis, the percentage that cli­
ent and competitor are better or worse 
than the other is. We obtain the per­
centage by dividing the client's rat­
ing by the competitor ' s rating. For 
reliability, the client is viewed in 
the market as 2.54 times as reliable. 
But the client performs 17 percent 
worse than the competitor on acqui­
sition cost. 

Column 6: Now we take the impor­
tance weights from Column 2 into 
consideration. We want to adjust the 
relative ratings in Column 5 by the 
attribute's weight (if we didn't take 
this step, we're assuming that all the 
weights are equal). 

We sum the values for the quality 
attributes and obtain a market-per­
ceived quality (MPQ) of 1.20. In 
other words, customers view the ben­
efits of the client's products and ser­
vices as 20 percent superior to those 
provided by the competition. For the 
price attributes, however, the client 
receives a price competitiveness ra­
tio of 0.92 or 8 percent less than the 
competition. 

There's one more piece of data to 
present. As part of the survey process, 
customers are asked a question of the 
form "all things considered, do you 
give more emphasis to the benefits 
you receive or to the cost you pay?" 
These customers are somewhat more 
price-sensitive than quality-sensitive 
-they weight price at 55 percent and 
quality at 45 percent. 

The fo~mula for calculating a cus­
tomer value ratio (CVR) is: 
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Market Perceived Quality x Overall Quality 
Weight+ Price Competitiveness x Overall Price 
Weight= CVR 

For this example, the CVR is 1.05. 
This is the summary number to focus 
on in the chart. Therefore, taking into 
account all the benefits and costs cus­
tomers anticipate in a purchase deci­
sion, the client organization is per­
ceived to offer about a 5 percent value 
advantage. 

9. Identifying business strategy. 
There are two basic approaches to de­
veloping business strategy recom-

mendations from CVM results. First, 
you can test the results against the 
client's current or existing strategy 
and identify any gaps or 
complementarities. Hopefully, the 
two are in sync, but if not, this needs 
to be clarified. Second, you can de­
velop new strategic directions and 
test them out hypothetically, using the 
CVM results as the starting point. 

What are some of the business 
strategy implications of the results 
shown in Figure 2? Here is how to 
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ICR Wedomorethanexcel. 
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Media, PA 19063 • ICR Philadelphia (610) 565-9280 • ICR Chicago (847) 330-4465 
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find them: approach. 
• Compare the overall weights for 

price and quality (here, 55 percent vs. 
45 percent). This result provides cus­
tomer data on the market's price sen­
sitivity and can make an important 
contribution to the classic dialogue 
between sales and production ("We 
could sell a lot more if we could just 
lower our prices"). We have seen 
these P/Q values range from 80:20 to 
20:80. Understanding the market's 
price sensitivity is a critical element 
in developing a comprehensive CVM 

• Review the individual importance 
weights. What's high? What's low? 
How do the client's current sales and 
marketing approaches support these 
weights? Do they work together or 
are they at odds? Consider these 
weights in light of the organization's 
culture. While not the case in this 
example, old-line companies often 
put great faith in their reputation 
("We've been in business for 7 5 -
100- 150 years and customers buy 
because of our reputation.") while the 

r-·-·-·-·-·-·-·-·-·-·-·-·-·-·-~ 
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harsh realities of business in the '90s 
often discount reputation very 
heavily. 

• Review the performance scores. 
Where are the are~s where improve­
ment is needed? Look for areas where 
the greatest amount of "headroom" 
for improvement exists. This is not 
in the 9's or perhaps even the 8's. But 
in 7's or below? They look promis­
ing. What is feasible? 

• Set CVR targets. Some companies 
are happy to achieve a positive CVR 
in selected markets. If their CVR is 
1.01 or better, they are content. But 
in the end, to gain market share and 
grow the business, more aggressive 
goals are needed. The benchmarks for 
this performance, derived from the 
PIMS (Profit Impact of Marketing 
Strategies) database, are reported in 
Gale's Managing Customer Value. 
These data suggest that a sustained 
CVR of 1.20 will yield the market 
dominance that so many organiza­
tions seek. So, the strategic goal for 
the organization? Achieving - and 
maintaining - a perceived 20 per­
cent superior value perception in the 
marketplace. 

• Explore alternative scenarios . 
Once a goal is set, the CVM table can 
provide guidance on high-payoff stra­
tegic directions. There are several av­
enues to pursue: 

--Which set of attributes offers the 
greatest multiplier to any improve­
ments the client makes? (In the ex­
ample, price is weighted higher than 
quality, so any improvement in a 
price attribute has its impact multi­
plied at a 55/45 rate.) 

-- Where can the client boost per­
formance ratings most readily? For 
example, if the client increases satis­
faction with maintenance from 6.90 
to 8.20, how much will that increase 
the client's CVR? 

-- Are there ways to change the 
market's importance weights? The 
client might choose to differentiate on 
service (not uncommon in today's 
economy). By adept combinations of 
communications and performance 
improvements, the client can elevate 
the importance of service from 0.27 
to something higher, thus increasing 
CVR. 

• Revisit the attribute descriptions. 
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The customer comments from the fo­
cus groups and/or qualitative inter­
views used initially to define the at­
tributes are a rich source of further 
insight. A careful review of the com­
ments , sorted into the primary/sec­
ondary/tertiary attributes they repre­
sent, can shed considerable light on 
their "meaning." These comments 
can enhance the client's understand­
ing of each attribute, what customers 
are looking for in that area, and how 
best to interpret it. 

• Make concrete recommendations. 
If the purpose of customer value re­
search is to provide strategic business 
guidance to the client, the time has 
come to identify what the client 
should do. The entire set of individual 
improvement possibilities identified 
in the CVM table should be taken into 
account. 

In the current example, the best ap­
proach appears to be a combined ser­
vice and maintenance strategy. In the 
short run, the service delivery system 
can become a highly visible testi­
monial to the client ' s newly invigo­
rated approach to the market. Im­
provements in service delivery can 
often be achieved with less invest­
ment and with faster results than in 
other areas. Service here has the larg­
est importance weight (0.27), but the 
worst relative performance (0.84, 16 
percent worse than the competition) , 
and thus is a good candidate. In the 
longer run , maintenance offers 
high-payoff potential. The client 
begins at a disadvantage (0.91 , 
worse by 9 percent), there is room 
for performance improvement (6.90 
on up), and maintenance's role as 
a price attribute (with an 0.33 weight) 
yields an extra kick from the rela­
tively greater importance of price 
over quality (55/45). 

Powerful technique 
Customer value measurement is a 

powerful technique for bringing mar­
ket perceived quality and price con­
siderations into the business planning 
process. We have outlined the main 
ingredients in successful implemen­
tation of CVM as we have experi­
enced it over the past five years. SMS 
is committed to further development 
of all aspects of the process, with spe-
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cial concentration on the consulting 
interventions that will help organiza­
tions gain full value from the CVM 
investment. 0 
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Survey Monitor 
continued from p. 6 
turned to sources other than dealers 
for vehicle shopping assistance. Now 
more than 20 percent are using shop­
ping services. This is just the beginning 
of vehicle shopping outside the show­
room." 

The study also found those shopping 
through alternative sources are mostly 
considering four or more makes and 
were disenchanted with their past dealer 
purchase experience. They are using 
these alternative services to help them 
narrow their list and make an educated, 
value-conscious decision. 

The profile of the shopper using these 
services is distinctive. They are younger 
than the traditional dealer shopper; have 
higher income than dealer shoppers; 
buy European nameplates 1.5 times as 
often; are less satisfied with prior pur­
chase experience at a dealership; and 
consider a larger number of nameplates. 
For more information call 818-889-
6330. 

Study finds more consumers 
choosing supermarkets 
for home meals 

Supermarkets have gained signifi­
cantly in the take-home meal market, 
according to 
the latest con­
sumer trends 
study by Food 
Marketing In­
stitute (FMI), a 
Washington, 
D.C., food in­
dustry trade 
group. This 
year, one in five consumers (22 per­
cent) said supermarkets are their main 
source for food consumed, but not 
prepared, at home - a significant 
increase over recent years and double 
the level of a decade ago. Supermar­
kets have become as popular as res­
taurants for take-home food (21 per­
cent), and while fast-food restaurants 
still lead, their share slipped signifi­
cantly ( 48 percent in 1996 to 41 per­
cent in 1997). 

The findings come from FMI's re­
port "Trends in the United States: 
Consumer Attitudes & the Supermar­
ket, 1997 ." The survey was conducted 
by Abt Associates. Inc., Cambridge, 
Mass. 

Supermarkets are offering shoppers 
meal solutions with products that 
save time and steps in preparing a 
home-cooked meal, as well as pre­
pared, ready-to-eat or -heat food 
products that make it easier to pre­
pare food at home. Their efforts are 
right on target. The FMI survey 
shows that consumers crave conve­
nience and generally eat their main 
meal of the day at home. 

Shoppers continue to give their pri­
mary supermarket high marks for 
overall performance this year. The 
average rating was unchanged at a 
healthy 8.1 on a scale where 10 means 
excellent. They shop an average of 
2.2 times a week and spend an aver­
age of $83 a week for the household, 
$33 per person. When selecting a pri­
mary supermarket, they continue to 
care most about having a clean, neat 
store; high-quality produce; 

-------------------- ------------, high -quality meats; courteous, 
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Call SSI for sampling solutions 
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Partners with survey 
researche rs si11ce 1977 

friendly employees, and use-before/ 
sell-by dates on products. 

Even with the high approval rat­
ings, there are challenges for the in­
dustry. "It seems that consumers have 
never been more demanding than they 
are today," says Michael Sansolo, 
FMI's senior vice president. "They 
are pressed for time. Money is still 
an issue for many consumers, re­
flected in their persistent concern 
about inflation, even though the facts 
fail to support this perception. Their 
tastes are increasingly diverse -
whether it 's gourmet foods, ethnic 
foods or organic offerings." 

Shoppers increasingly are using 
frequent shopper programs and credit 
cards for purchases. They also use 
some newer features when available 
in their stores: in-store restaurants (32 
percent use these at least once a 
month); child care (21 percent), and 
affinity credit cards (21 percent). 

They are searching for a wide va­
riety of products and services, espe­
cially those that offer convenience, 
quality and value. This year, more 
shoppers cite as "very important" 
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several features that can make shop­
ping easier: accepting ATM or debit 
cards and credit cards; having an 
in-store pharmacy that fills prescrip­
tions, and having pre-cut, marinated 
or pre-seasoned meats or ready-to-eat 
poultry. 

The FMI Trends report also shows 
areas where supermarkets need to im­
prove to meet consumers' expecta­
tions. The industry needs especially 
to focus on meeting shoppers ' expec­
tations for low prices, personal safety, 
fast checkouts and accurate shelf 
tags. 

This year, consumers were asked 
how long they shop and wait in the 
checkout line on an average visit to 
their primary supermarket. Nearly 
half ( 48 percent) spend 30-60 min­
utes from store entry to store exit. 
Over 25 percent spend less than 30 
minutes; 23 percent spend more than 
an hour. Over half of shoppers (59 
percent) spend at least five minutes 
in the checkout line, with 22 percent 
spending least 10 minutes. Supermar­
kets must continue to focus on speed­
ing up the checkout, especially dur-

ing busy hours, Sansolo says. 
Among other findings, the Trends 

study shows that confidence in food 
safety remains high: 83 percent are 
completely or mostly confident that 
food from their supermarket is safe. 
Their leading concerns are 
spoilage-related. Also, more than 
nine in 10 shoppers remain very or 
somewhat concerned about the nutri­
tional content of what they eat. 

Many supermarket products and 
services that shoppers perceive as 
useful are not frequently used when 
available. For example, 67 percent of 
shoppers say that they would use nu­
trition and health information at least 
once a month if it were available at 
their primary grocery store, but only 
58 percent of shoppers use this infor­
mation at the stores where it is avail­
able. Similarly, consumers frequently 
underestimate the potential use of 
many of these products and services. 

Other study highlights: 
• Half of all shoppers expect their 

personal circumstances to improve in 
1997, continuing an upward trend. 
Shoppers' optimistic outlooks point 

to a solid year ahead for retailers. 
Confident shoppers will be willing to 
try new products and services that 
offer value and convenience. 

• Increasing shoppers' ratings of 
product quality, customer service and 
employee courtesy, and product 
choice offer the greatest potential to 
increase consumer satisfaction. 

• In an average month, shoppers 
visit 2.6 different stores for grocer­
ies. Almost half of shoppers visit 
three or more different stores. 

• One in five shoppers most fre­
quently visit supermarkets to buy 
food that is eaten at home but not pre­
pared at home. This is a significant 
increase over recent years , and 
double the level of a decade ago. 

• Almost nine in 10 shoppers usu­
ally eat their main meal of the day at 
home. Almost all of these shoppers 
(96 percent) consider that meal to be 
home-cooked. 

• Over 60 percent of shoppers have 
changed products because of infor­
mation on product nutrition labels, 
down from 70 percent last year. 

• Shoppers are purchasing products 
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labeled as "low fat" (82 
percent), "low cholesterol" 
(64 percent), "natural" (63 
percent), and/or "low salt" 
(61 percent). Nearly 40 per­
cent of shoppers also seek 

Home Usage of Specific High-Tech Products 
Radnor, Pa. In the poll, 
73 percent of respon­
dents said that someone 
in their household uses 
a te~ephone answering 
machine or some sort of 

products labeled "organic." 
• Nearly one in five shop­

pers ( 18 percent) holds 
their supermarket primarily 
responsible for food safety. 
More shoppers also take re­
sponsibility themselves or 
count on manufacturers or 
the government. 

• About half of all shop­
pers say that they are doing 
something different as are­
sult of the safe-handling 
labels on meat products, an 
increase from last year. For 
example, in 1997 18 per­
cent of shoppers wash/dis­
infect counters, cooking ar­
eas or utensils after contact 
with meat, up from 11 per­
cent in 1996. More shop-

All 
Households 

Respondents 

Personal computer 

Cellular phone 
or car phone 

Bank-by-phone 
services 

Electronic home 
security system 

Fax machine 
at home 

Video game system 
at home 

Telephone answering 
machine/voice mail 

Electronic pager 
or beeper 

Unweighted Base 

Households that 
Own a Computer 

100% 

42 

34 

21 

14 

13 

35 

73 

26 

1012 

Households that 
Access the Internet 

100% 

100 

51 

29 

21 

28 

48 

89 

39 

445 

pers in 1997 report washing their 
hands , cooking properly, not leaving 
meat out to thaw, and washing meat. 

Let the machine take 
the call 

• Shoppers are very interested in 
biotechnology and food irradiation as 
ways to address food safety and prod­
uct quality issues. Six in 10 shoppers 
say that they are very likely or some­
what likely to buy products either 
modified by biotechnology to reduce 
pesticide use or treated with irradia­
tion to kill germs. For more informa­
tion call 202-452-8444. 

Whether it's because they're 
screening calls or are simply not at 
home, Americans in growing num­
bers are having telephone answering 
machines or some other kind of voice 
mail handle their incoming telephon.e 
calls. 

So says the Chilton Research Ser­
vices Express poll , a nationwide tele­
phone survey of a random sample of 
Americans ages 18 and older, con­
ducted by Chilton Research Services, 

Weighted 
Total 

100% 

100 

57 

36 

23 

43 

47 

95 

47 

202 

voice mail 
service at 
h o me . 
T -h a t ' s 
nearly a 10 
percent in­
crease over 
the April 
1996 figure. 

Over 87 percent of 
households with an an­
nual income over 
$50,000 - perhaps not 
coincidentally, prime 
targets for 
telemarketers - said 
they use such machines. 
Other groups in which 
usage is high include 
those who have at­
tended college (84 per-
cent) and the 18-to-34 

age group (82 percent). 
A whopping 89 percent of house­

holds that own a computer also own 
a telephone answering machine or 
other voice mail device. Demo­
graphic groups with low usage in­
clude those with less than a high 
school education ( 44 percent), house­
holds with an annual income below 
$15,000 (47 percent) and those ages 
65 and older (50 percent). 

One surprising finding of the Ex­
press poll is the widespread home 
usage of electronic pagers or beep­
ers. Better than one in four respon-

If the mature consumer is your target market, our 
low cost weekly survey will give you the answers. 

Mature Marketing and Research provides an in-depth understanding of the 
attitudes and needs of consumers 50-plus. Both qualitative and quantitative services. 

Areas of specialization include: financial (banking/investment), travel and 
leisure, telecommunications, retirement communities and healthcare. 

Mature Call or fax: 
Dr. Leslie M. Harris, Managing Partner 

i1 4 ,1~ • & Terrente J. Pranses, Qualitative Services 
1Y.1arKetzng Research Phone 617-720-4158. Fax 617-723-1254 
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dents said that someone in their 
household uses one of these devices 
at home. That's a greater percentage 
than those who use a fax machine at 
home (13 percent), an electronic 
home security system (14 percent) or 
bank-by-phone services (21 percent). 
Beeper/pager usage is particularly 
high among the 45-to-54 age group 
( 42 percent), and households with an 
annual income above $50,000 ( 40 
percent). 

The survey also indicates that own­
ers of any one high-tech device are 
likely to own others as well. For in­
stance, 62 percent of those who use 
electronic pagers at home also own 
computers, versus 42 percent of all 
households. Of those who own a 
home computer, 28 percent also use 
a fax machine at home. Conversely, 
91 percent of fax machine owners 
also own a computer. 

The Chilton Express telephone om­
nibus survey was conducted among 
a sample of 1,012 American men and 
women ages 18 and older, between 
April 16 and April 20, 1997. The mar­
gin of error for the survey is ±3 per-

cent. For more information call 610-
964-4600. 

Seniors spend more on 
vacations 

Americans over the age of 50 spent 
an average of almost $5,000 on va­
cation travel in 1996. This was 74 
percent more than Americans be­
tween the ages of 18-49, according 
to a national study conducted by Di­
rections for Decisions, Inc., (DFD), 
a Jersey City, N.J., research firm. 

The study on travel patterns is part 
of a quarterly omnibus survey of the 
attitudes and opinions of mature 
Americans on a wide variety of top­
ics. In addition to travel and vaca­
tion , the study also included the top­
ics of food, clothing, insurance, and 
health. Entitled the "Mature Market 
Omnibus," the study will be con­
ducted quarterly to identify trends 
among the mature market, a growing 
segment of the United States popula­
tion. 

In a telephone survey, using a na­
tional probability sample represent-

ing total U.S. households, responses 
were obtained from 506 men and 
women over the age of 50 and 301 
respondents between the ages of 18 
and 49. 

Future quarterly waves will sample 
1,000 households in the 50+ market. 

The study indicates that age is not 
an important factor in the decision to 
travel or the frequency of vacations, 
but does impact the vacation budget. 
It also indicated that: 

• Adults over 50 spent an average 
of $4,794 on vacations last year ver­
sus $2,757 for the younger segment. 

• Roughly seven in 10 respondents, 
regardless of age, took at least one 
vacation trip last year (73 percent of 
respondents ages 18-49 vs. 69 percent 
of adults 50 and older). 

• Of those who did travel, the 
younger group took an average of 3.5 
vacations last year vs. 3.7 for the 
older group. 

The study also showed that Canada 
is favored as a destination by the ma­
ture market over Europe and Mexico. 
While 28 percent of mature respon-

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

PLENTY. 
If you buy random digit samples, our 
standard price of a nickel a number can 
really add up to big savings. Like 37% to 
68% over yo.ur ·current sampling supplier. 
The best part is there's no sacrifice of 
quality or service. Ask around . We even 
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dents said they had visited Canada 
during the last five years, versus 13 
percent for Europe and 18 percent for 
Mexico, 52 percent said they planned 
to visit Canada in the future. This 
compares with 40 percent who ex­
pressed interest in visiting Europe in 
the future and 31 percent who cited 
Mexico. 

Mature adults like to take their ex­
tended families along on vacation. 
Almost half the respondents - 48 
percent - said that they had taken 
children or grandchildren on a vaca­
tion during the past five years and 61 
percent said they planned to do so in 
the future. 

Cruise ships have appeal for ma­
ture vacationers. While only 16 per­
cent said they had taken a cruise dur­
ing the last five years, 40 percent said 
they were interested in taking a cruise 
in the future. For more information 
call John Almash at 201-413-9000. 

What back-to-school 
really means to teens 

A recent study shows that what 

teens most look forward to about go­
ing back to school is neither outfitting 
themselves with the latest styles nor 
readying themselves for their classes. 
Instead, what students are most excited 
about is the social aspect of school. 

The nationwide study of2,008 12- to 
19-year olds by Teenage Research Un­
li~ted, a Northbrook, Ill., research 
firm, found that seeing friends after 
summer's end (89 percent), meeting 
new people (84 percent), and seeing 
how people have changed (81 percent) 
are the top three aspects exciting teens 
about going back to school. 

Teens are also looking forward to 
parties (78 percent), entering a new 
grade (77 percent), the social scene in 
general (71 percent), and shopping for 
new clothes (70 percent). Teachers and 
parents will undoubtedly find consola­
tion in that two-thirds of respondents 
(67 percent) said they look forward to 
learning "new things." 

Respondents were al o asked what 
they're least looking forward to about 
going back to school. There was one 
overwhel~ng response: homework. In 
fact, 83 percent of teens offered this 

answer. Ju t more than 40 percent of the 
total sample said that they're not look­
ing forward to going to a new school. 

The study al o found that teens spent 
an average of $53 '! week of their own 
money during this past summer and $27 
a week of their fa~ly's money. Boys 
outspent girls in total, $82 vs. $78. For 
more information call847-564-3440. 

Wendy's wins the taste 
war 

Just about everyone in America eats 
fast food, but their reasons for choos­
ing a restaurant 
are as diverse 
as the menus at 
the Big Three 
burger chains. 
A Tel eN ation 
survey con­
ducted by Market Facts, Arlington 
Heights, TIL, found that among the Big 
Three fast-food vendors, Wendy's is 
America's favorite, with 37 percent of 
the vote. Burger King came in second 
place, with 31 percent. and McDonald's 
was third, at 23 percent. Taste of the 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~od was the overwhel~ng deciding 

If you'te still collecting 
data by hand, 
let Ci3 CATI 
lend you a hand. 
Whether your interviews are simple or complex, 
conducted by phone or in person, 
Ci3 CATI will automate your data collection. 

Need a hand? 
Call 847/866-0870 for a free brochure and demo disk. 
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Phone: 847/866-0870 Fax: 847/866-0876 

http://www.sawtooth.com E-mail: info@sawtooth.com 

factor for most diners. The survey found 
70 percent of respondents cited taste as 
being most important; 13 percent cited 
convenience and just 9 percent men­
tioned price. 

Of the Big Three chains, McDonald's 
has the fewest taste fans. Of those who 
cited Wendy's as their favorite chain, 
82 percent said their decision was based 
on taste. Si~larly, 76 percent of Burger 
King loyalists cited taste as their decid­
ing factor. But just 45 percent of those 
who prefer McDonald's said taste was 
most important to them. 

Convenience tends to be more impor­
tant to McDonald's lovers than to fans 
of the other two chains. For example, 
29 percent of those who favor Mickey 
D's cited convenience as the deciding 
factor, compared with 11 percent of 
Burger King devotees and 5 percent of 
Wendy's fans. 

McDonald's seems to have better suc­
cess with young adults than the older 
crowd: 32 percent of those 18 to 24 said 
they favored the golden arches, com­
pared with, for example, just 12 percent 
of people aged 55 to 64. For more in­
formation call 847-590-7000. 
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Product & Service Update 
continued from p. 8 
rent president of DataDeeds. For more 
information call 301-879-1552. 

How do consumers make 
their produce choices? 

The Consumer Research Network, 
Philadelphia, is offering a report designed 
to help food marketers understand con­
sumers' views of 35 produce categories. 
Based on research with 202 shoppers on 
their current and potential use of produce 
items, the Ifffhen Produce Study covers 
10 barriers that shoppers face in trying to 
increase their consumption, and covers 
topics such as the role of convenience, 
belief in media hype and concerns about 
quality, price and safety. For more informa­
tion call Mona Doyle at 800-291-0100. 

New product, updates from 
Cardiff 

Cardiff Software, San Marcos, Calif., 
is now shipping its TELEform Internet 
Solution. Optimized for Windows 95 and 

• Where to look for publi hed market 
research online 

• How to co t-effectively search online 
databases 

• Step-by-step directiops on how 
to get straight to the vital information 
within a research report online 

• Describes, analyze , and compares 
more than 80 market research 
publishers and th tr publications 

Windows NT, the product automates the 
process of creating, distributing and read­
ing information from HTML-based 
forms. TELEform documents are con­
verted into HTML-based forms and can 
be placed on the Internetllntranet to be 
filled out by anyone with a Web browser. 
Completed forms are transmitted, using 
standard protocols such as MAPI or 
POP3, directly to the TELEform Inter­
net Server. The TELEform Reader then 
converts the information into the appro­
priate database language and transmits 
the data to the specified database. The 
company has also updated its TELEform 
Standard data processing product and 
TELEform Elite forms processing sys­
tem to version 5.3. For more information 
call760-752-5244 or visit the company's 
Web site at http://www.cardiffsw.com. 

Tracking system from 
Griggs-Anderson 

Griggs-Anderson Research, Portland, 
Ore., is now offering the Performance 
Tracking System, an electronic tool de­
signed to provide ongoing feedback on 
service and product performance. The 
service is designed to monitor technical 
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Internet search engines 

• Search strategies, commands, and 
features 

• How to find the market research you 
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Profile ... I/ Plus ... Profound ... Lexis-
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and customer service satisfaction, prod­
uct satisfaction, advertising and promo­
tion effectiveness, sales contact out­
comes, company or product awareness, 
and company image. For more informa­
tion call Deb Givens at 503-241-8036 or 
visit the company's Web site at http:// 
www.gar.com. 

Pulse Train updates Pulsar 
U.K.-based Pulse Train Technology 

has released Pulsar 2, an update of its 
Windows interactive data analysis pack­
age. Designed to be smaller and faster 
than its predecessor, the product lets us­
ers analyze larger data sets on a desktop 
PC. The program also features a new 
graphics package and can perform ad­
ditional statistical analyses such as Chi­
square and t-tests. For more informa­
tion contact James Cottrell at 44-1-483-
300100 or at james@pulsetr.co.uk or 
visit the company's Web site at http:// 
www. ws.pipex.corn/ptt. 

View credit card mailings 
on CD 

BAIGlobal Inc., Tarrytown, N.Y., 
now offers Inside Track Communications 
Finder, a CD-ROM program that allows 
users to view competitive credit card 
communications such as statement inserts 
and solo mailings sent by credit card is­
suers to encourage frequent card use and 
customer loyalty among cardholders. 
Users can search for communications by 
card issuer and/or type by clicking on the 
issuers and communication categories 
they wish to see. Copies of all communi­
cations can then be printed out. For more 
information call914-332-5300. 

Quantime enhances Web 
research capabilities 

Quancept Web from Quantime Corp., 
New York, makes available the options 
in traditional CATI and CAPI research 
for Web research. By adapting existing 
survey software for CATI and CAPI, 
Quancept Web allows researchers to use 
complex routing and randomization pro­
cedures used in non-Web surveys. It also 
allows rotation of questions and response 
lists. The product has built-in consistency 
checking and allows rewording of ques­
tions based on answers to previous ones. 
Users can display pictures and play mu­
sic or sounds. For more information call 

58 

212-447-5300. 

Software gives retailers 
store-level feedback 

ACNielsen Corp., Stamford, Conn., 
has launched SPACEMAN Viewer, a 
software application that provides retail­
ers store-level feedback on their merchan­
dising programs by letting field person­
nel directly view and act on floor and 
shelf plans. With the software, users can 
view planograms prepared by merchan­
dising analysts, make comments on them 
and return them to the analysts for fur­
ther action. If the planogram requires no 
further comment, the user can print it out 
along with charts and reports to execute 
the desired floor or shelf plan. The prod­
uct is available on CD-ROM, diskette or 
through the company's Web site at http:/ 
/acnielsen.com. For more information 
call203-961-3330. 

Sawtooth updates Sensus 
Sawtooth Technologies, Inc., 

Evanston, Ill., has released version 2.0 
of its Sensus interviewing software. The 
new release offers enhanced capabilities 
within the core module, Sensus Q&A, 
and new modules (Sensus Multimedia, 
Sensus TradeOff, Sensus Choice and 
Sensus Advanced Development Environ­
ment) that can be coupled with Sensus 
Q&A to meet specialized needs. For more 
information call 847-866-0870 or visit 
the company ' s Web site at http:// 
www.sawtooth.com. 

New SPSS product 
determines sample size 

SPSS Inc. , Chicago, has introduced 
SamplePower, a new product that enables 
researchers to determine the correct 
sample size for research before data is 
collected. An interactive guide takes us­
ers through the process, explaining terms 
and choices along the way. An interac­
tive summary describes current settings. 
For more information call312-329-2400 
or visit the company's Web site at http:// 
www.spss.com. 

Free name generation guide 
The Namestormers, a name develop­

ment firm in Lago Vista, Texas, i offer­
ing a free Naming Guide, which includes 
a do-it-yourself naming checklist, a list 

of techniques and tools for naming, and 
hot links to other Web sites containing 
naming re ources. The guide is available 
from the company's Web site at http:// 
www.namestormers~com. 

Shared-cost plant biotech 
study from Doane 

Doane Marketing Research, St. 
Louis, and Kline Company are team­
ing up to conduct a major shared cost 
study entitled "U.S. Plant Biotech Im­
pact: Bu iness Analysis: 2007 ." The 
study objectives are focused on first 
measuring and then forecasting the im­
pact of new biotechnology seed traits 
on the use of crop protection chemicals 
on corn, soybeans and cotton. Empha­
sis will be placed on projecting impacts 
by active ingredients and by company. 
For more information call Marypatt 
Corbett at 314-878-7707. 

Distribute questionnaires 
over the Internet with 
EZSurvey 

RaosoftEZSurvey, version 1.0, is now 
available from Raosoft, Inc., Seattle. The 
32-bit electronic data collection program 
lets users distribute questionnaires over 
the Internet, Intranets or any standard E­
mail sy tern. EZSurvey will also post a 
questionnaire on a Web site. The program 
is designed for use with Windows 95 or 
Windows NT and utilizes Microsoft Ex­
change, Lotus Notes or cc:Mail to dis­
tribute the questionnaires. For more in­
formation call206-525-4025 or visit the 
company's Web site at http:// 
www.raosoft.com/raosoft. 

PACE aids new product 
development 

Tragon Corp., Redwood City, Calif., 
has introduced its Product Acceptance 
and Consumer Evaluation (PACE®) Pro­
gram, which integrates sensory evalua­
tion and market research. By assessing 
consumers' perceptions of key market­
ing components such as brand, price, 
packaging and labeling, PACE is de­
signed to segment the consumer market 
by interest, identifying unmet customer 
needs and clarifying attribute differences 
that drive segmentation. For more infor­
mation ca11415-365-1833. 
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Setting priorities 
continued from p. 18 

The investors were asked to provide an overall rating 
of their stock broker or financial advisor. Their responses 
are shown in Table 1. 

Superior 
Excellent 
Good 
Fair 
Poor 

Table 1 
Overall Rating of Broker/Advisor 

19% 
19 
37 
25 
-

100% 

The rating scale used on this survey is one we use quite 
often. There are several reasons we like it. First and fore­
most is that it tends to coincide with how people judge a 
product or service in their own minds. If you gather to­
gether a group of laypeople and ask them to devise a prod­
uct or service rating scale, it's unlikely they will come 
up with the kinds of scales many market researchers like 
to us~. (How likely would it be that such a group would 
develop a 10-point scale anchored at the ends with "ex­
cellent" and "poor" ?) 

The second reason we like this scale is that it has an 
odd number of points. It's not good to force fence riders 
to jump to one side or the other, particularly when it's 
been repeatedly shown that most of these people , if 
forced, will be more generous in their evaluations than 
less generous. Third, this scale includes a "superior" cat­
egory. If people are, by nature, generous with their evalu­
ations, at least in a marketing research context, there must 
be a way to differentiate those who would rate an organi­
zation "excellent" and those who would rate it as "virtu­
ally unrivaled." "Superior" does this for us as is shown 
in Table 1. 

In addition to obtaining an overall rating of the type 
just described, the researcher can also measure overall 
customer satisfaction by asking the customer if he or she 
would recommend the product or service to a friend. In 
those surveys where we ask such a question, our choices 
are usually limited to three: "Yes, enthusiastically," 
"Yes, but with qualifications," and "No." In this par­
ticular survey we did not ask this question. In hind­
sight, we should have . The survey revealed that 44 
percent of the investors first became aware of their 
broker or financial advisor because he or she was rec­
ommended to them by someone they knew. In this seg­
ment of the investor market, the ability to get refer­
rals appears to be critical to success. 

After providing the overall rating, the investors were 
asked to indicate how much improvement was needed by 
their broker or advisor for each of several service ele­
ments. The choices were "No improvement needed," 
"Some improvement needed," and "Considerable im-
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provement needed." There are a number of reasons we 
prefer this "improvement needed" scale. Foremost among 
them is that the answer given is a message to manage­
ment that requires absolutely no translation. Contrast that 
with answers such as "Exceeded my expectations," "Met 
my expectations," and so on. These answers are mean­
ingless unless you know what the expectations are. 
Even then it's not obvious what to do with the infor­
mation. If you go to the post offic_e expecting to wait 
in line for 20 minutes, but only have to wait 15, just 
how satisfied are you? 

Table 2 shows the average ratings of 14 individual ser­
vice elements. The scores were developed by assigning a 
numerical value for each of the three answers: three for 
"No improvement needed," two for "Some improvement 
needed," and one for "Considerable improvement 
needed." (A fourth option, "Don' t know/Not applicable" 
was also available to the investors. These responses were 
not included in the calculations of average ratings.) 

Table 2 also shows the correlation (r2
) between each 

service element and the overall rating. The correlations 
were mathematically derived directly from the survey 
data. This correlation is an indicator of the degree to 
which the individual service elements influenced the over­
all rating. It is also an indicator of how important each 
service element is to the investors' overall assessment of 
their broker or advisor. 

Table 2 

Ratings of Individual Service Elements and Their 
Correlations With The Overall Rating 

R;;!ting (1-3) CQrrel!:!tiQn (Q-1) 
Explaining investment risks 2.88 0.13 

Frequency of account statements 2.87 0.06 

Willingness to correct problems quickly 2.83 0.07 

Accuracy of account statements 2.79 0.06 

Variety of investment products offered 2.76 0.16 

Following instructions 2.76 0.11 

Prompt reporting of buy/sell transactions 2.75 0.11 

Understanding your financial objectives 2.69 0.22 

Frequency of contact 2.61 0.20 

Simplicity of account statements 2.50 0.01 

Recommending what is best for you 2.50 0.26 

Quality of buy recommendations 2.22 0.35 

Quality of sell recommendations 2.10 0.28 

Commission rates 2.QQ QA4 

Average 2.59 0.18 

A quick look at the table shows that there is no strong 
relationship between the individual ratings of the various 
service elements and the correlation figures. To help sort out 
the information in Table 2, a 2x2 grid was set up to separate 
the service elements into four groups. This grid is shown as 
Table 3. 

The lower right box in the grid identifies those service 
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Table 3 

Below average correlation Above average correlation 

ing but did not have much influence on 
the overall rating. Correction of this prob­
lem does not need to be a priority. 

Explaining investment risks Understanding your objectives 
An analysis of the type described 

has one weakness that ·should be 
pointed out. If all of the major com­
petitors in the market have the same 
deficiency, say, "Simplicity of state­
ments ," then this service element will 
not differentiate one competitor from 
another. Consequently, the correla­
tion between " Simplicity of state­
ments" and the overall rating will be 
small. If this is the case, there may 

Accuracy of statements Frequency of contact 

Above average 
Frequency of statements 
Correct problems quickly 

rating Variety of investment products 
Following instructions 
Prompt buy/sell reporting 

Simplicity of statements Recommending what 's best for you 
Below average Quality of buy recommendations 

rating Qual ity of sell recommendations 
Commision rates 

elements that are the primary problem areas for this up­
scale segment of investors. These four items received 
below average ratings and had an above average degree 
of influence on the overall rating (as measured by the 
correlation coefficient). 

Service elements listed in the upper right box are the 
industry's strengths. These two items received above av­
erage ratings and had an above average degree of influ­
ence on the overall rating. 

Elements listed in the upper left box received above 
average ratings but were not highly correlated with the 
overall rating. No additional resources need be applied 
to improving industry performance in these areas. 

The one service element ("simplicity of statements") 
listed in the lower left box received a below average rat-

be an opportunity for the astute brokerage house to 
further differentiate itself from the competition by cre­
ating statements that are readily understood. A review 
of the data itself will show how much response vari­
ance there is for each of the individual service ele­
ments. 

The data used in this article show how all the upscale 
investors surveyed view their individual brokers and fi­
nancial advisors. However, the strengths and weakness 
indicated are those of the industry, not of the individual 
brokerage houses or advisors. The very same techniques 
can be employed to look at the customers of specific or­
ganizations to determine what the important strengths and 
weaknesses of those organizations are. Priorities for ac­
tion can then be set. 0 
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Data Use 
continued from p. 15 

the model to reduce the number of unknowns as shown in 
Figure 2. 

Pricing 

Interpretation 

Figure II 
Confirmed Relationships 

.30 

Unconstrained models measure the relative contribution of 
each factor to desired outcomes such as customer satisfaction, 
loyalty, and/or purchase. The impact of factors is decomposed 
into direct and indirect paths. The relative contribution of a 
factor is calculated by multiplying the beta weights of the indi­
rect paths and aggregating the result with the beta weights of 
the direct paths as shown in Table 1. In this example, the con­
tribution of Price to purchasing is three times cleanliness, two 
times convenience, and half again service. 

Table 1 
Convenience -.15 = (.40 * .60 * .20) + .10 
Cleanliness -.10 = (.80 * .60 * .20) 
Service= .20 =(.50* .60 * .20) + (.70 * .20) 
Price= .30 

Process 
The process is similar for all types of unconstrained model­

ing: 
• measure a battery of factors that may impact desired out­

comes; 
• hypothesize all possible causal relationships and diagram 

them; 
• convert the diagram into a system of equations; 
• solve the equations for the impact of each factor on one 

another; 
• standardize and test the stability of the solution; 
• reject hypothesized relationships with a negligible impact; 
• confmn the direction and impact of remaining relation­

ships with a diagram; 
• calculate the relative impact of each factor on desired out­

comes. 

Summary 
Unconstrained modeling has become a popular tech­

nique because it confirms causal relationships without 
unrealistic assumptions and requirements. Rather than as­
suming that customer satisfaction funnels through loy­
alty and repeat purchase, unconstrained modeling allows 
the data to speak for itself. 0 
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Integrated approach 
continued from p. 13 
non-invited Web surfers are unlikely to 
find it. 

Lower response rates 
A disadvantage of Web surveys rela­

tive to E-mail surveys is lower re­
sponse rates. This is due to several 
reasons. First, in some organizations, 
either because of techni-
cal constraints or corpo-

leases. As this happens, response 
rates for Web surveys will get clo er to 
those for E-mail surveys. 

(To measure the difference in re­
sponse rates between E-mail and Web 
surveys, CustomerSat.com recently 
conducted a test as part of an attendee 
satisfaction survey for an Internet tech­
nology conference. The survey mea­
sured attendee satisfaction with the con­
ference program, facilities, meals, reg-

Choose E-mail surveys for: 
• Shorter surveys (< 20,000 bytes) 
• Non-Internet-savvy respondents 

plest form of incentive to manage. That 
way, only a limited number of incen­
tives need to be awarded, rather than 
one for every respondent. We wanted 
the incentive to be.attractive to the de­
sign engineers, purchasing agents, and 
other professionals who would be com­
pleting the survey, as well as business­
oriented. We decided to award two US 
Robotics PalmPilot hand-held personal 
organizers, each a $300 value. 

Because customers 
were accustomed to con­
versing aboutAMD prod­
ucts and technology in 

rate policy, employees 
have access to Internet E­
mail, but not to the Web. 
Second, simply getting to 
a Web survey requires a 
respondent to follow sev­
eral steps: clicking on, 
copying and pasting, or 
typing in a URL, and 
waiting for a page to be 
downloaded from Web 
server to PC. These steps, 
not necessary for E-mail 
surveys, take time and 
confuse some respon-

• E-mail-based on-line services (e.g., daily news updates) 
English, we felt comfort­
able conducting the sur­
vey in English world-• Simple skip patterns and edit checking 
wide. To assure custom­

Choose Web surveys with E-mail invitations for: ers that individual re­
sponses would be kept 
confidential and that data 

• Longer surveys (> 20,000 bytes) 
• More Internet-savvy respondents 
• Web-based businesses and services (e.g. , search 

engines) 

tabulation would be per­
formed objectively, the 
survey was hosted on 

• Complex skip patterns and edit checking 

dents. Third, respondents generally 
need to be connected to the Internet 
while completing a Web survey; they 
may not be off-line, as with E-mail sur­
veys. For all of these reasons, Web sur­
veys tend to experience lower response 
rates than E-mail surveys. 

The response rate that a Web sur­
vey with E-mail invitations will en­
joy will depend in part on what per­
cent of the respondents have Web­
enabled E-mail clients. A Web-en­
abled E-mail client is PC E-mail soft­
ware that allows a user to click on a 
URL in an E-mail message to view 
that page on the Web. In contrast, a 
non-Web-enabled E-mail client re­
quires a respondent manually to copy 
and paste the URL from the E-mail 
message to their Web browser to view 
the Web page. Response rates will be 
higher for respondents whose E-mail 
clients are Web-enabled. All recent 
releases of E-mail software from 
leaders Microsoft, Netscape, and 
IBM/Lotus, as well as some 30-40 
percent of the E-mail clients currently 
installed worldwide, we estimate, are 
Web-enabled. These percentages will 
rise as users of earlier versions of E­
mail software upgrade to newer re-

istration, city location, and performance 
relative to other conference . Approxi­
mately 70 percent of the respondents, 
who were highly Internet-savvy, used 
Web-enabled E-mail clients. Half of the 
600 attendees were urveyed via E­
mail, and half via Web surveys with E­
mail invitations. The response rate to 
the 30-question survey, without benefit 
of pre-notification or reminders, was 24 
percent for the Web survey with E-mail 
invitations, 30 percent for the E-mail 
survey. We believe the Web urvey re­
sponse rate would have been lower had 
not such a high percentage of the re­
spondents had Web-enabled E-mail cli­
ents.) 

Unwieldy for some 
The AMD research u ed a Web sur­

vey with E-mail invitations. The most 
important factor in the decision was the 
length of the survey - over 90 ques­
tions - which would have made an E­
mail survey impossible for some re­
spondents and unwieldy for others. 

Being sensitive to response rate is­
sues, we decided to offer respondent 
incentives for the AMD survey. With an 
Internet survey, a random drawing for 
one or more valued items is the sim-

CustomerSat.com's Web 
site. (A copy of the sur­
vey questionnaire can be 

viewed at http:// 
www.CustomerSat.com/amd.htm.) In­
vitations were sent out, primarily byE­
mail, to the cu tomers over a two-week 
period from AMD's director of cus­
tomer quality systems. 

Questionnaire design 
To determine the key performance 

attributes that the questionnaire would 
measure, pre-survey interviews were 
conducted with a sample of AMD cus­
tomers. The survey covered six major 
AMD product lines, including micro­
processors, non-volatile memory, net­
working, communications, and pro­
grammable logic products, and embed­
ded proce sors. To make answering the 
questionnaire easier for respondents, 
performance attributes were grouped 
into five categories: 

• product quality and effectiveness 
• ease of doing business 
• support quality and effectiveness 
• sales quality and effectiveness 
• value and pricing 
For marketing purposes, we were in­

terested in what attributes customers 
believed were most important as well 
as what attributes actually drove their 
overall satisfaction and loyalty. So we 
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decided to ask the importance of each 
attribute explicitly, as well as derive the 
importance using factor and regression 
analysis, in order to compare the two. 
Demographic variables used for cross­
tabs included size of customer organi­
zation, primary market, type of cus­
tomer (manufacturer, di tributor, or 
reseller), respondent job function, 
length of time product(s) ha been used, 
and geographical location. 

Results in 30 days 
It took less than 30 day to achieve 

over 200 responses, our targeted num­
ber, to the 95-question survey. Respon­
dents included vice pre ident and di­
rectors of AMD customer companies. 
During the 30-day period, reminders 
were sent to respondents as needed by 
E-mail and voice mail. 

In the invitations to the survey, cus­
tomers were given the choice of re­
sponding by Web, E-mail, fax , or postal 
mail. Ninety-three percent responded 
via the Web; 7 percent responded by 
other means. Most of those who re­
sponded by mean other than the Web 
were outside of North America, where 
access to the Web is less widely avail­
able. Others worked for companies that 
restricted or blocked acces to the Web. 
To these customers we either faxed a 
hard copy of the que tionnaire, or E­
mailed it as an HTML attachment. 

Customers were enthusiastic about 
the Web survey. Several customers 
commented on the speed with which the 
Web survey could be completed. Face­
to-face or phone interviews would have 
required 45-55 minutes of a cu tomer's 
time; the Web survey could be com­
pleted in 12-15 minutes. One of the sur­
vey questions asked whether the cus­
tomer would be willing to be contacted 
for follow-up probing, if required. Com­
bining the Internet with selective, fol­
low-up probing by phone - pinpointed 
to the respondent and question - pro­
vides the advantages of phone inter­
views at a lower cost. 

"The Web survey process allows us 
to gather vital data from customers in 
much less time and at great savings to 
both AMD and our customers," says 
Bruce Hicks, AMD director of customer 
quality systems. "Over· time, more and 
more of our customer satisfaction mea­
surement will shift to the Internet." 0 
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Names of Note 
continued from p. 20 

Several new staff members have 
joined Gantz Wiley Research, Minne­
apolis: Carmen Barker Lemay has 
been named consultant; Doreen 
Caruth, project coordinator; Jack 
Smrekar, research technician/computer 
services; Lori Johnson, research tech­
nician; Gail Randle, production assis­
tant; Kristi Russo, office manager and 
administrative assistant to the president; 
and Curt Stang, controller. 

Wirthlin Worldwide, McLean, Va., 
has named David Richardson as ex­
ecutive vice president, U.S. Teams; Ri­
chard Kennedy executive vice presi­
dent, marketing director; and John 
Kennedy senior vice president and 
team leader of the firm 's New York 
Team. 

Karen Avery has been named senior 
vice president at icon & Landis. 

American Opinion Research, Inc. , 
Princeton, N.J. , has appointed 
Stephanie Foye as director of research. 

Stephen Elson has been named presi­
dent and chief executive officer of Pine 
Company. Santa Monica, Calif. 

Elson Sabena 

Pat Sabena was reelected to a third 
one-year term as president of the Quali­
tative Research Consultants Associa­
tion. Alice Rodgers, Suzette 
de Vogelaere and Maryanne Pflug 
were elected as vice president, secre­
tary and treasurer, respectively. Other 
newly elected or reelected board mem­
bers include Pierre Belisle, Lynn 
Greenberg, Judith Langer, Gina 
Thorne and Bill Weylock. 

John Minett has joined The 
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Quantime Corporation as a sales execu­
tive in the New York office. 

The Brady Company, Menomonee 
Falls, Wis. , has named Kathleen Wall 
vice president of its research and data­
base services group. 

Mark Perline has been named vice 
president of BAIGlobal, Tarrytown, 
N.Y. In addition, Eileen Kalminson has 
been named assistant vice president of 
quantitative research; Barbara Meyer 
was promoted to assistant vice presi­
dent, worldwide services division; and 
Roxanne Rossi was promoted to direc­
tor of the fum's syndicated services di­
vision. 

Robert N ascenzi has been named 
president of National Decision Systems, 
San Diego. 

The Cramer-Krasselt agency, Mil­
waukee, Wis. , has named David Bra­
zier associate research director. 

Diane Gamble has joined Chilton 
Research Services, Radnor, Pa., as vice 
president and group manager for its In­
formation Technology, Computers and 
Transportation Group. In addition, the 
firm has promoted Sheri Lambert, 
Sharon Williams, Richard Luker and 
Edythe Twer to the position of vice 
president. 

Market Segment Research, Miami, 
has been reorganized into a new busi­
ness model, under a new name, The 
MSR Group. As part of the reorganiza­
tion, the firm has added several new 
staff members. The MSR Group has 
named Victoria Champion director of 
client services, Elcid Choi director of 
marketing, Marilse Rojas client service 
manager. Market Segment Research has 
named Raul Gonzalez and Miguel 
Martinez project manager and Maritza 
Mendoza senior research analyst. MSR 
Consulting has named Laurence 
Velcoff vice president. And Arlene 
Wong has been promoted to executive 
assistant to the president. 

Angelina Villarreal has been named 
executive vice president and director of 
research at Hispanic Market Connec­
tions, Los Altos, Calif. 

Burke Inc. , Cincinnati, has named 
Ron Zussman account executive. In 
addition, the firm has promoted D. 
Randall Brandt to senior vice presi­
dent, director of consulting services. 

Zussman Dysart 

Karen Dysart has been appointed 
national sales manager at Focus Vision 
Network, Stamford, Conn. In addition, 
Ruth Freedman and Kimberly 

Freedman Reardon 

Reardon have been promoted to senior 
account director. 

CDB Research & Consulting, New 
York, has named Ann Middleman 
vice president, director of client ser­
vices. 

Alana Fishman has been named 
director of marketing research at 
Eastbridge Consulting Group, Inc. , 
Avon, Conn. 

John Robertson, chairman of 
Market Facts of Canada , has retired. 
Richard Bennett was named presi­
dent and CEO upon Robertson's re­
tirement. 

James Ryan has been named presi­
dent of Ruf Strategic Solutions, 
Olathe, Kan . 

Rockwood Research, St. Paul, has 
added Steve Blom as director of sales 
and Tia Karelson as project director. 
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Switching gears 
continued from p. 11 
really angry or the really happy cus­
tomers. With the phone research, we 
can say to the dealers, these are the 
voices of your customers telling you 
what you ' re doing right and what 
you're doing wrong so let's talk about 
your processes and not the sample." 

Similar goals 
While each manufacturer has its 

telephone research program tailored 
to its own needs, the customer inter­
views have similar goals, says Rich 
Hebert , president and CEO , Sky 
Alland Marketing. "All the compa­
nies view intimacy with the customer 
as central to their brand-building 
strategies and they view us as an ex­
tension of their marketing effort." 

Tate says that the personal contact 
offered by a telephone interview fits 
well into Volkswagen 's approach to 
reaching its prime market __:__ younger, 
upscale, well-educated car buyers. 
"What' s important to them is the 
whole sense of connectivity. In that 
respect, the telephone interviews 
show them that we ' re interested in 
creating a dialog around the sales and 
service experiences. That gives us a 
chance to position Volkswagen as dif­
ferent than other car makers." 

For a typical interview, which lasts 
just a few minutes , the Sky Alland 
representative identifies himself or 
herself as calling on behalf of the car 
manufacturer. Customers are thanked 
for their business , whether it's a car 
purchase or a visit to the dealer 's ser­
vice department and asked if they 
were satisfied with their interaction 
with the dealer. "We always begin 
with a question that gets top-of-mind 
responses because that' s the most 
genuine, reliable , actionable and 
quantifiable information ," Hebert 
says. 

From there, customers respond to 
rating and open-end questions on a 
variety of service and satisfaction re­
lated attributes. "In ~any cases we 
ask if the staff ex pre sed appreciation 
for the customer's business," Hebert 
says. "We 're finding that that 's a very 
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important element: Does the marketer 
demonstrate genuine appreciation for 
the customer?" 

Dealers are notified, usually within 
24 hours , of customers who have se­
rious complaints and who wish to be 
contacted to discuss the matter. For 
example, interviewers ask Mitsubishi 
customers who answer negatively on 
any question if they want to explain 
what happened, Girard says. "If they 
say yes , the interviewer will take 
down the verbatim and then we' 11 ask 

if the customer would like the infor­
mation forwarded to the dealer for 
follow up. If they say yes, we'll send 
out a fax to the dealer within 24 
hours." 

Dealership management receives 
customized monthly reports for sales 
people and service advisors , those 
who usually have the most contact 
with the customers. 

Post-warranty 
Hebert says that while it 's impor-
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tant to talk to customers after a new 
car purchase, it's even more crucial 
to talk to them during the post-war­
ranty period, when they're least 
loyal. "Service loyalty to the dealer 
is the greatest determinant of repur­
chase, so you have to stay close to 
the customers post-warranty, to 
make sure they ' re coming back to 
your dealers." 

In addition, improvements in car 
quality have lengthened service in­
tervals, giving dealers fewer 
chances to interact with customers 
who come in for scheduled main­
tenance, Tate says. "It's hard to 
measure how loyal your service 
customers are because if your cars 
are performing the way they were 
designed, you're not going to be see­
ing the customers as often." 

Though many factors influence 
satisfaction , in the auto industry, 
like any other service, it comes 
down to people, Hebert says. "The 
frontline personnel absolutely gov­
ern a consumer's overall perception 

of the client and their willingness 
to go back and do more business 
with them. A frontline person can 
ruin a good product or overcome a 
bad one." 

Positive measure 
Cabanting stresses that a key to 

dealer buy-in is to not u e the satis­
faction measurement program as a 
form of organized puni hment. "The 
biggest challenge is getting the deal­
ers to see it as a positive measure. 
Some dealers are worried that the 
manufacturer will use it as a weapon 
instead of a management tool to give 
them insight on their business prac­
tices and how their staff is treating 
customers. Once they realize that you 
are sincere in using it as a positive 
tool, then some of the apprehension 
goes away." 

For example, in addition to acting 
on customer complaints uncovered by 
the research, Porsche also cel­
ebrates success stories. When 
dealer staffers are singled out by 

customers for delivering excellent 
service, Por che present them with 
an award and feature them in the 
company new letter. 

Some dealer . can get possessive of 
their customers and worry that the 
manufacturer will use the research to 
drive a wedge between the dealership 
and the custom_er, Cabanting says. 
"You have to how the dealers that 
it's not an us-versus-them situation; 
the dealer and the manufacturer are a 
partnership. The marque itself can be 
tarnished by unsatisfactory sales or 
service experiences, just as the dealer 
can, so we have to have a strong part­
ner hip to make sure that our mutual 
customer are atisfied." 

Clear hurdle 
Another hurdle manufacturers must 

clear, says Volkswagen's Joe Tate, is 
dealer keptici m toward the value of 
satisfaction improvement efforts. 
"Too often, investments in customer 
sati faction are viewed a oft inve t­
ments; you really can't measure the 
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results of improving it. To a degree it's like advertising. 
To paraphrase the famous quote, you know about only 
half of it is effective but you don't know which half. Some 
of those same emotions surround customer satisfac­
tion. So we wanted to position it as a business result 
and show them that if they make the investment there 
are hard results." 

Once that leap of faith is made, dealers then want to 
know exactly when to expect the payoff. "As much as I 
try to stress the long-term, there are questions like, how 
long do you have to wait for loyalty to appear? Most car 
buyers are still financing for four years and they don't 
have a chance to display loyal behavior until it's time to 
buy another car," Tate says. 

"Car dealers - and the industry has created this situa­
tion, because we report sales figures so frequently- are 
not conditioned to think more than 10 days or 30 days in 
advance. We're trying to get them to think of share of 
market or share of customer, and think of the person who 
will come back and buy three or four more Volkswagens 
over his car buying life, but they're thinking about the 
next guy coming through the door. 

"We try to tell them that any return that comes from 
good customer treatment comes for free, because the deal­
ership has already made an investment in its people and 
its processes, so there's no additional investment neces­
sary. The only thing you have to be sure of is that the 
processes are performing the way they're designed to. 
That gives the dealer another way of looking at it: If I 
hire good people and my processes are sound I should 
have a good chance at fostering customer loyalty." 

Rapid improvements 
All of these satisfaction efforts are paying off, Hebert 

says. "Through the satisfaction programs we conduct for 
automotive clients, we've seen rapid improvements in the 
quality of service they're providing. The companies that 
are expending serious efforts and serious money are see­
ing tangible improvements in customer satisfaction and 
customer loyalty. 

"A lot of our work involves actively trying to generate 
loyalty. The manufacturers recognize the connection be­
tween satisfaction and loyalty. They also understand that 
top box satisfaction is the only way to build loyalty. It's 
not a guarantee but without it you have no shot." 

"Everybody wants to measure customer satisfaction," 
says Mitsubishi's Dan Girard. "But measuring it won't 
guarantee future loyalty. If you don't have customer 
satisfaction in this business you '11 never have customer 
loyalty." 

Tate says that third-party measures show that 
Volkswagen is doing significantly better as a result of 
the Sky Alland telephone process. "From a day-to-day 
monitoring of the ~~tivity that comes through our cus­
tomer relations lines and through the mail, the trends are 
positive. Some of that comes from better cars but it's also a 
much better car buying and owning experience." 0 
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Bus.-To-Bus./Consumer/Recruit/Moder- Charlotte, NC 28210 Contact: Carol Graff Contact: Howard Horowitz 
ate/Report. Ph. 704-365-8474 Custom Marketing Research & New Busi- Cab/eNideo Marketing-Programming-Ad-

Fax 704-365-8741 ness Development Consulting. vertising Strategy. 
Directions Data Research 

E-mail : facfind@aol.com In Focus Consulting 1111 Northshore Dr. Greenleaf Associates, Inc. 
Knoxville, TN 37919-4046 Contact: Tracey Snead 800 South St. , Ste. 170 2327 Blueridge Ave. 

Ph. 423-588-9280 Varied, Affordable Southern Generalists. Waltham, MA 02154 Menlo Park, CA 94025 
Ph. 415-854-8462 Fax 423-588-9280 Ph. 617-899-0003 Fax 415-854-4178 E-mail: Rbryant@directionsdata.com Fader & Associates Contact: Dr. Marcia Nichols Trook E-mail: echardon@compuserve.com 

Contact: Rebecca Bryant 372 Central Park W., Ste. 7N Nat'/.1/nt'/. Clients. Specialty: New Prod- Contact: Elena Chardon-Pietri, Ph.D. 
Full Service: Medical/Consumer/New Prod- New York, NY 10025 ucts, Direct Marketing, Publishing. Bilingual, Eng. & Spanish, Qual. & Quant. 
uct/PR/Exec. Ph. 212-749-3986 Rsch., Wide Range lndus./Mkts. 

Fax 212-749-4087 Grieco Research Group, Inc. 
DolobowskyQual. Svcs., Inc. Contact: Susan Fader 850 Colorado Blvd., Ste. 203C Irvine Consulting, Inc. 
94 Lincoln St. Focus Groups/1-0n-1 s/ln Broad Range Of Los Angeles, CA 90041 2207 Lakeside Drive 
Waltham, MA 02154 Cat. & New Prod. Ph. 213-254-1991 Bannockburn, IL 60015 
Ph. 617-647-0872 Fax 213-254-3465 Ph. 847-615-0040 
Fax 617-647-0264 First Market Research Corp. E-mail: GRGINC@aol.com Fax 847-615-0192 
E-mail: Reva Dolobowsky@worldnet .att.net 656 Beacon St., 6th floor Contact: Joe Grieco E-mail: DBSG96A@prodigy.com 
Contact: Reva Dolobowsky Boston, MA 02215 Marketing and Advertising Contact: Ronald J. Irvine 
Experts In Ideation & Focus Ph. 800-FIRST-11 (347-7811) Focus Groups. Pharm/Med: Custom Global Quan./Qua/. 
Groups. Formerly with Synectics. 

Fax 617-267-9080 
Res. & Facility. 

E-mail: mpriddy@ziplink.net 
guskey & heckman, research cnslts. 

JRH Marketing Services, Inc. Doyle Research Associates, Inc. Duquesne Univ. , School of Business 
919 N. Michigan/Ste. 3208 http://www. firstmarket.com Pittsburgh, PA 15282 29-27 41st Ave. (Penthouse) 

Chicago, IL 60611 Contact: Jack M. Reynolds Ph . 412-396-5842 New York, NY 11101 
Ph. 718-786-9640 Ph. 312-944-4848 Health Care, Physicians, Advertising, Fi- Fax 412-396-4764 Fax 718-786-9642 

Fax 312-944-4159 nancial Services. E-mail: guskey@duq3.cc.duq.edu E-mail: 72114.1500@compuserve.com 
E-mail: jodra@aol.com Contact: Dr. Audrey Guskey Contact: J. Robert Harris II 
Contact: Kathleen M. Doyle First Market Research Corp. Full Svc., University Affiliations, Mkt. Strat- Founded 1975. Check Out The Rest But 
Full Svc. Qual. Five Staff Moderators. Var- 2301 Hancock Drive egies. Use The Best! 
ied Expertise. Austin, TX 78756 

D!R/S HealthCare Consultants 
Ph. 800-FIRST-TX (347-7889) Hammer Marketing Resources Just The Facts, Inc. 
Fax 512-451-5700 179 Inverness Rd . P.O. Box 365 

3127 Eastway Dr., Ste. 105 
E-mail: jheiman@firstmarket.com Severna Pk. (Balt./D.C.), MD 21146 Mt. Prospect, IL 60056 

Charlotte, NC 28205 
http://www. fi rstmarket. com Ph. 410-544-9191 Ph. 847-506-0033 

Ph. 704-532-5856 Fax 41 0-544-9189 Fax 847-506-0018 
Fax 704-532-5859 Contact: James R. Heiman 

E-mail: bhammer@gohammer.com E-mail: JTFacts@islandnet.com 
Contact: Dr. Murray Simon High Tech, Publishing, 

Contact: Bill Hammer http://www.just-the-facts.com 
Specialists in Research with Providers & Bus.-To-Bus., Telecommunications. 

25 Years Experience - Consumer, Busi- Contact: Bruce Tincknell 
Patients. ness & Executive. We Find The Facts!™ Fu/1-Svc. , Camp. 

Linda Fitzpatrick Research Svcs. Corp. Intel., Mktg. Cnsltg. Actionable Results. 
The Eisenmann Group 102 Foxwood Rd. Pat Henry Market Research, Inc. 734 W. Willow St. West Nyack, NY 10994 Kerr & Downs Research 
Chicago, IL 60614 Ph. 914-353-4470 230 Huron Rd. N.W., Ste. 100.43 2992 Habersham Dr. 
Ph. 312-255-1225 Fax 914-353-4471 

Cleveland, OH 44113 Tallahassee, FL 32308 
Fax 312-255-1226 E-mail: Linda@fitzpatrickmarketing.com 

Ph. 216-621-3831 Ph. 850-906-3111 
Fax 216-621-8455 E-mail: EGroup@juno.com Contact: Linda Fitzpatrick 
Contact: Mark Kikel 

Fax 850-906-3112 
Contact: Audrey Eisenmann Since 1985, Expert In Marketing/Group Luxurious Focus Group Facility. Expert 

E-mail: PD@kerr-downs.com 
Productive Groups, Incisive Reports, Qual- Dynamics. http://www.kerr-downs.com 
ity Service. Recruiting. Contact: Phillip Downs 

Focus Plus, Inc. Hispanic Market Connections, Inc. Master Moderator- The Moderator Makes 
Elrick and lavidge 79 5th Avenue 5150 El Camino Real, Ste. D-11 or Breaks a Focus Group. 
1990 Lakeside Parkway New York, NY 10003 Los Altos, CA 94022 KidFacts'M Research Tucker, GA 30084 Ph. 212-675-0142 Ph. 415-965-3859 3331 W. Big Beaver Rd ., Ste. 114 Ph. 770-621-7600 Fax 212-645-3171 Fax 415-965387 4 Troy, Ml 48084 Fax 770-621-7666 E-mail: focusplus@earthlink.net Contact: M. Isabel Valdes Ph. 248-816-6772 E-mail: elavidge@atl.mindspring.com Contact: John Markham Foe. Grps., Door-to-Door, Tel. Studies, Fax 248-816-6772 
http://www.elavidge.com Impeccable Cons. & B-B Ethnographies. Contact: Dana Blackwell 
Contact: Carla Collis Recruits/Beautiful New Facility. Qual. & Quan: Specialty Kids/Teens. Prod./ 
Full-Service National Capability. Pkg./Advtg. 
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Knowledge Systems & Research, Inc. 
500 South Salina St., Ste. 900 
Syracuse, NY 13202 
Ph. 315-470-1350 
Fax 315-471-0115 
E-mail: HQ@krsinc.com 
http://www.krsinc.com 
Contact: Lynn Van Dyke 
Full Svce. All Expertise In-House. Strate­
gic Focus. Bus. to Bus. AI/ Industries. 

Bart Kramer & Associates 
440 Wood Acres Dr. 
East Amherst, NY 14051-1668 
Ph. 716-688-8653 
Fax 716-688-8697 
E-mail: kramer.associates@worldnet.att.net 
Contact: Barton J. Kramer 
Design/Execution Of New/Improved Product 
Research. 

Lachman Research & Mktg. Svces. 
29341/2 Beverly Glen Cir. , Ste. 119 
Los Angeles, CA 90077 
Ph. 310-474-7171 
Fax 310-446-4758 
E-mail: rflachman@aol.com 
Contact: Roberta Lachman 
Advg. & Mktg. Focus Groups and One-on­
Ones. Cons./ Business-to-Business. 

Leichliter Associates Mktg. Rsch./ 
Idea Development 
P.O. Box 788 FOR Station 
New York, NY 10150-0788 
Ph. 212-753-2099 
Fax 212-753-2599 
E-mail: leichliter@aol.com 
Contact: Betsy Leichliter 
Innovative Exploratory Rsch./ldea Devel­
opment. Offices NY & Chicago. 

low+ Associates, Inc. 
(Formerly Nancy Low & Assoc. , Inc.) 
5454 Wisconsin Ave ., Ste. 1300 
Chevy Chase, MD 20815 
Ph. 301 -951-9200 
Fax 301 -986-1641 
E-mail: research@lowassociates.com 
Contact: Nan Russell Hannapel 
Health/Fin./Cust. Sat. Upscale FG Facility. 
Recruit from MD, DC, No. VA. 

Macro International 
11785 Beltsville Dr. 
Calverton, MD 20705-3119 
Ph. 301 -572-0200 
Fax 301-572-0999 
E-mail: halverson@macroint.com 
Contact: Lynn Halverson 
Large Staff of Trained Moderators Avail­
able in Many Areas. 

Market Access Partners 
Genesee Center One 
602 Park Point Dr., Ste. 100 
Golden, CO 80401 
Ph. 800-313-4393 
Fax 800-420-8193 
Contact: Mary C. Goldman 
Specialists In New Prod. Deve., Medical, 
Hi-Tech, Executive. 

Market Development, Inc. 
600 B St., Ste. 1600 
San Diego, CA 92101 
Ph. 619-232-5628 
Fax 619-232-0373 
E-mail: lnfo@mktdev.com 
http://www.info@mktdev.com 
Contact: Laurie Elliot 
U.S. Hisp./Latin Amer., Offices In NY, 
Mexico City. 
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Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 10962 
Ph. 914-365-0123 
Fax 914-365-0122 
E-mail: GRS@mnav.com 
http://www.mnav.com 
Contact: George Silverman 
Med. , Bus.-to-Bus., Hi-Tech, lndust. , Ide­
ation, New Prod., Tel. Groups. 

Market Research Associates 
2082 Business Center Dr., Ste. 280 
Irvine, CA 92612 
Ph. 714-833-9337 
Fax 714-833-2110 
Contact: Barbara Fields 
Customized, Creative Research Designed 
For Actionable Findings. 

Marketing Advantage Rsch. Cnslts., Inc. 
2349 N. Lafayette St. 
Arlington Heights, IL 60004 
Ph. 847-670-9602 
Fax 847-670-9629 
E-mail: mjrichards@aol.com 
Contact: Marilyn Richards 
New Product Development/Hi-Tech/Mul­
timedia/Telecommunications. 

Marketing Matrix, Inc. 
2566 Overland Ave., Ste. 716 
Los Angeles, CA 90064 
Ph. 310-842-8310 
Fax 310-842-7212 
E-mail: mmatrix@primenet.com 
Contact: Marcia Selz 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 

Markinetics, Inc. 
P.O. Box 809 
Marietta, OH 45750 
Ph. 614-374-6615 
Fax 614-37 4-3409 
E-mail: coleman@markinetics.com 
Contact: Donna Coleman 
Custom Primary Research, All Qual. & 
Quant. Methods. 

MCC Qualitative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201 -865-4900 or 800-998-4777 
Fax 201-865-0408 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactful, Action­
Oriented Team Approach. 

Meczka Marketing/Research/Consulting 
5757 W. Century Blvd., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 310-410-0780 
Contact: Michael Meczka 
Quai./Quant. Rsch. 25 Yrs. Exp. Recruit & 
Facility. 

Medical Marketing Research, Inc. 
1201 Melton Ct. 
Raleigh, NC 27615 
Ph. 919-870-6550 
Fax 919-848-2465 
E-mail: 1 03677.1312@compuserve.com 
Contact: George Matijow 
Specialist, Medicai/Pharm. 20 yrs. 
Healthcare Exp. 

MedProbe, Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph. 612-540-0718 
Fax 612-540-0721 
Contact: Asta Gersovitz, Pharm.D. 
MedProbe Provides Full Service Custom 
Market 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 
Contact: Mark L. Michelson 
Much More Than Moderation 
Nat'/. Fu/1-Svc. Quai./Quant. 

Francesca Moscatelli 
506Ft. Washington Ave ., 3C 
New York, NY 10033 
Ph. 212-740-2754 
Fax 212-923-7949 
E-mail: romanaaa@aol.com 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups; 
QRCA Member. 

Nevada Market Research 
2050 W. Warm Springs Rd ., Ste. 424 
Henderson, NV 89014 
Ph. 702-451 -8210 
Fax 702-451-8215 
E-mail: NMResearch@aol.com 
Contact: Vivian Scott 
Consumer, Business, Seniors, Students, 
One-On-Ones. 

The New Marketing Network 
225 W. Ohio St. 
Chicago, IL 60610-4119 
Ph . 312-670-0096 
Fax 312-670-0126 
E-mail: NewMktg@aol.com 
Contact: Priscilla Wallace 
Creative, Strategic and Results Oriented 
Moderator. 

Northwest Research Group, Inc. 
400 108th Ave. , N.E., Ste. 200 
Bellevue, WA 98004 
Ph. 206-635-7481 
Fax 206-635-7 482 
E-mail: ethertn@nwrg.com 
http://www.nwrg.com 
Contact: Jeff Etherton 
Facilities, Moderating, Full-Service Mar­
ket Research. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph. 612-924-0053 
Contact: Paul Tuchman 
Helping You ·outsmart' Your Competition. 

Perception Research Services, Inc. 
One Executive Dr. 
Ft. Lee, NJ 07024 
Ph. 201 -346-1600 
Fax 201-346-1616 
E-mail: prseye@aol.com 
http://www.prsresearch.com 
Contact: Joe Schurtz 
Expertise In Packaging & Marketing Com­
munications. 
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Performance Research 
25 Mill St. 
Newport, Rl 02840 
Ph. 401-848-0111 
Fax 401 -848-011 0 
E-mail: focus@performanceresearch. com 
http://www. pe rfo rmanceresearch .com 
Contact: William Doyle 
Corporate Sponsorship Of Major Sports 
And Special Events. 

Qualitative Applied Research 
20808 Aspenwood Ln. 
Gaithersburg, MD 20879 
Ph. 301-670-9320 
Fax 301-670-0696 
E-mail: QARESEARCH@aol.com 
Contact: Suzanne M. Beck 
Cons./Bus. Focus Grps. -Adv./New Prod. 
Dev./Telecom. - QRCA/MRA. 

Research Connections, Inc. 
414 Central Ave. 
Westfield, NJ 07090 
Ph. 908-232-2723 
Fax 908-654-9364 
http://www.researchconnections.com 
Contact: Amy J. Yoffie 
Online Foe. Grps., Nat'l./lnt'l. , Rec. Online 
by Phone or Internet Panel, Web Site Eva/. 

Research Data Services, Inc. 
600 S. Magnolia Ave., Ste. 350 
Tampa, FL 33606 
Ph. 813-254-2975 
Fax 813-254-2986 
E-mail: KlagesMktg@aol.com 
Contact: Walter Klages, Ph.D. 
Full Service Qualitative & Quantitative 
Market Research. QRCA Member. 

Research Options, Inc. 
90 Rockland St. 
Hanover, MA 02339 
Ph . 617-826-7511 
Fax 617-826-7433 
E-mail: dave@researchoptions.com 
http://www.researchoptions.com 
Contact: David Hoyle 
Exp. In Health, Fitness & Sports-Related 
Industries. 

Pamela Rogers Research 
2759 Fourth St. 
Boulder, CO 80304 
Ph. 303-443-3435 
Fax 303-443-3621 
E-mail : rogela@aol.com 
Contact: Pamela Rogers 
Adver., Med., TeleCom., New Prod. Grps./ 
1-1 's Since 1985. 

Paul Schneller - Qualitative 
300 Bleecker St., 3rd fl. 
New York, NY 10014 
Ph. 212-675-1631 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx/B-to-BIIde­
ation (14+ Years). 

Sll: Worldwide Marketing Services 
7601 N. Federal Hwy., Ste. 205-B 
Boca Raton, FL 33487 
Ph. 561-997-7270 
Fax 561 -997-5844 
E-mail: sil@siltd.com 
http://www.siltd.com 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. Busi­
ness-to-Business & International. 
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James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
Ph . 212-472-3766 
Contact: Julie Horner 
Focus Groups And One-On-Ones In Broad 
Range Of Categories. 

Spiller & Reeves Research 
950 S. Tamiami Trail , #208 
Sarasota, FL 34236 
Ph. 941-954-3367 
Fax 941-951-1576 
E-mail: Killinme@aol.com 
Contact: Kendall Gay 
Medical/Pharmaceutical, Agriculture & 
Veterinary. 

Strategic Focus, Inc. 
6456 N. Magnolia Ave. 
Chicago, IL 60626 
Ph. 312-973-4729 
Fax 312-973-0378 
E-mail: DonaJ@aol.com 
Contact: Dona Vitale 
Creative Insights for Mktg./Advertising 
Strategy. 

Strategy Research Corporation 
100 N.W. 37 Avenue 
Miami, FL 33125 
Ph. 305-649-5400 
Fax 305-649-6312 
E-mail: strategy@icanect.net 
http://www. icanect. net/strategy 
Contact: Be/kist Padilla 
Serving All U.S. Hispanic Markets & Latin 
America. 

Sunbelt Research Associates, Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-744-5662 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & Consumer 
Studies; Nat'/. & tnt'/. Exp. 

Sundberg-Ferar, Inc. 
4359 Pineview Dr. 
Walled Lake, Ml48390-4129 
Ph. 248-360-5596 
Fax 248-360-6900 
E-mail: indesign@sundbergf.com 
http://www.sundbergf.com 
Contact: Ron Cieri 
Prod. Design & Development; Qual. Rsch. 
Serv. & Facility. 

Target Market Research Group, Inc. 
4990 S.W. 72 Ave ., Ste. 11 0 
Miami, FL 33155-5524 
Ph. 800-500-1492 
Fax 305-661-9966 
E-mail: martin_cerda@tmrgroup.com 
http://www.tmrgroup.com 
Contact: Martin Cerda 
Hispanic Quaf./Quant. Research-National 
Capability. 

Thorne Creative Research 
Eastview Technology Center 
350 Main St., 231 
Ph. 914-328-5859 
Fax 914-328-3729 
E-mail: ginat@compuserve.com 
Contact: Gina Thorne 
Sensitive Issues/Actionable Results With 
Kids, Teens, and Hi-Tech. 

Treistman & Stark Marketing, Inc. 
Two University Plaza 
Hackensack, NJ 07601 
Ph. 201-996-0101 
Fax 201-996-0068 
E-mail: tsmi@carroll.com 
Contact: Joan Treistman 
ENVISION™, Other Approaches For Cre­
ative Insight. 

Valley Research, Inc. 
1800 S.W. Temple, Ste. A226-1 
Salt Lake City, UT 84115-1851 
Ph. 801-467-4476 
Fax 801-487-5820 
E-mail: dennis.valley@aros.net 
http: ww.valley-research.com 
Contact: Dennis L. Guiver 
30 Yrs. Exp. Ortek Discrete/Continuous 
System. 

Widener-Burrows & Associates, Inc. 
130 Holiday Ct., Ste. 108 
Annapolis, MD 21401 
Ph. 410-266-5343 
Fax 41 0-841-6380 
E-mail: WBandA@aol.com 
Contact: Dawne Widener-Burrows 
Four Moderators on Staff Spec. in Health 
Care, Fin. Svcs. , Adv. Rsch. 

Susan M. Williams Research & 
Discovery USA 
5300 Ridgeview Circle #8 
El Sobrante, CA 94803 
Ph. 510-222-9515 
Fax 510-758-7582 
E-mail: swillims@pacbell.net 
Contact: Susan Williams 
17 Years Medical: Drs./PharmDs/RNs/Pa­
tients/Mgd. Care. 

Wolf/Aitschui/Callahan, Inc. 
60 Madison Ave. 
New York, NY 10010 
Ph. 212-725-8840 
Fax 212-213-9247 
Contact: Judi Lippert 
Senior Moderators- 25 Years Experience. 

Yarnell, Inc. 
110 Sutter St. , Ste. 811 
San Francisco, CA 94104 
Ph. 415-434-6622 
Fax 415-434-0475 
E-mail: SYarneii@Yarneii-Research.com 
Contact: Steven M. Yarnell, Ph.D. 
New Product Development & Positioning. 
HW!SW Companies. 

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

California Elrick and Lavidge GraffWorks Marketing Research Medical Marketing Research, Inc. 

Alexander + Parker 
Kenneth Hollander Associates MedProbe, Inc. 

Jeff Anderson Mktg. Rsch. Consulting 
Michelson & Associates, Inc. Outsmart Marketing Ohio 

Asian Marketing llinois Nevada 
John Fox Marketing Consulting 

AutoPacific, Inc. Pat Henry Market Research, Inc. 

David Binder Research George I. Balch Nevada Market Research Markinetics, Inc. 

Erlich Transcultural Consultants C&R Research Services, Inc. 

Grieco Research Group, Inc. Doyle Research Associates New Jersey Pennsylvania 
Hispanic Market Connections The Eisenmann Group Essential Resources Campos Market Research 
Hispanic Marketing Irvine Consulting, Inc. MCC Qualitative Consulting CJRobbins 
In Focus Consulting Just The Facts, Inc. Perception Research Services, Inc. Data & Management Counsel, Inc. 
Lachman Research & Marketing Svces. Leichliter Assoc. Mktg. Rsch./ldea Dev. Research Connections, Inc. Direct Feedback 
Market Development, Inc. Marketing Advantage Rsch. Cnslts., Inc. Treistman & Stark Marketing, Inc. guskey & heckman, research cnslts. 
Market Research Associates The New Marketing Network 

Marketing Matrix, Inc. Strategic Focus, Inc. New York Rhode Island 
Meczka Marketing/Research/Consulting Maryland BAIGioballnc. Performance Research 
Susan M. Williams Rsch. & Discovery USA Decision Drivers 
Yarnell , Inc. Hammer Marketing Resources Fader & Associates Tennessee 
Colorado 

Low+ Associates, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. Directions Data Research Macro International Focus Plus, Inc. 
Cambridge Associates, Ltd. Qualitative Applied Research Horowitz Associates, Inc. Texas 
Market Access Partners Widener-Burrows & Associates, Inc. JRH Marketing Services, Inc. 
Pamela Rogers Research Knowledge Systems & Research, Inc. Cunningham Research Associates 

Massachusetts Bart Kramer & Associates Decision Analyst, Inc. 

Florida Daniel Associates Leichliter Assoc. Mktg. Rsch./ldea Dev. First Market Research Corp. (Heiman) 

The Deutsch Consultancy Dolobowsky Qual. Svcs., Inc. Market Navigation, Inc. Utah 
Kerr & Downs Research First Market Research Corp. (Reynolds) Francesca Moscatelli 

Research Data Services, Inc. Greenleaf Associates, Inc. Paul Schneller - Qualitative Focused Solutions 
SIL: Worldwide Marketing Services Research Options, Inc. James Spanier Associates Valley Research, Inc. 
Spiller & Reeves Research Thorne Creative Research 

Strategy Research Corporation Michigan Wolf/Aitschui/Callahan, Inc. Washington 
Sunbelt Research Associates, Inc. Milton I. Brand Marketing Consultant 

North Carolina Burr Research/Reinvention Prevention 
Target Market Research Group, Inc. KidFacts5M Research Consumer Opinion Services 

Sundberg-Ferar, Inc. CB&A Market Research Northwest Research Group, Inc. 
Georgia Colburn & Associates 

Brittain Associates 
Minnesota D/R/S HealthCare Consultants 

Cambridge Research, Inc. FacFind, Inc. 
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SPECIALTYCROSSINDEXOFMODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING The Deutsch Consultancy CUSTOMER The Eisenmann Group 
Direct Feedback Fader & Associates 

Jeff Anderson Mktg. Rsch. Consulting Fader & Associates SATISFACTION First Market Research Corp. (Reynolds} 
David Binder Research First Market Research Corp. (Heiman} BAIGiobal lnc. Low+ Associates, Inc. 
Milton I. Brand Marketing Consultant Linda Fitzpatrick Rsch. Svcs. Corp. David Binder Research Marketing Matrix, Inc. 
C&R Research Services, Inc. Pat Henry Market Research, Inc. Burr Research/Reinvention Prevention Matrixx Marketing-Research Div. 
Cambridge Associates, Ltd. Just The Facts, Inc. Elrick and Lavidge MCC Qualitative Consulting 
Cambridge Research, Inc. Knowledge Systems & Research, Inc. Fader & Associates SIL: Worldwide Marketing Services 
CJRobbins Market Research Associates guskey & heckman, research consultants James Spanier Associates 
Decision Drivers 
Dolobowsky Qual. Svcs., Inc. 

Markinetics, Inc. Low + Associates, Inc. Widener-Burrows & Associates, Inc. 
MCC Qualitative Consulting Markinetics, Inc. Erlich Transcultural Consultants Paul Schneller- Qualitative Research Data Services, Inc. FOOD PRODUCTS/ Fader & Associates SIL: Worldwide Marketing Services 

First Market Research Corp. (Reynolds} Sunbelt Research Associates, Inc. 
Sunbelt Research Associates, Inc. 

NUTRITION Kenneth Hollander Associates Yarnell , Inc. 
Market Research Associates DIRECT MARKETING Alexander + Parker 
Outsmart Marketing CABLE BAIGioballnc. 

BAIGioballnc. 
Perception Research Services, Inc. Greenleaf Associates, Inc. 

C&R Research Services, Inc. 
Performance Research Creative & Response Svces., Inc. 

Perception Research Services, Inc. 
CJRobbins 

Paul Schneller- Qualitative Greenleaf Associates, Inc. 
Qualitative Applied Research CHILDREN DISCRETE CHOICE/ 

Just The Facts, Inc. 
SIL: Worldwide Marketing Services KidFacts8M Research 
Strategy Research Corporation 

C&R Research Services, Inc. 
CONJOINT Leichliter Assoc. Mktg. Rsch./ldea Dev. 

Treistman & Stark Marketing, Inc. 
Doyle Research Associates Macro International 
Fader & Associates Yarnell , Inc. The New Marketing Network Widener-Burrows & Associates, Inc. Greenleaf Associates, Inc. 

Wolf/AitschuVCallahan, Inc. Outsmart Marketing 
Just The Facts, Inc. DISTRIBUTION Paul Schneller - Qualitative 
KidFactsSM Research 

AFRICAN-AMERICAN Macro International Burr Research/Reinvention Prevention 
HEALTH & BEAUTY Erlich Transcultural Consultants Matrixx Marketing-Research Div. GraffWorks Marketing Research 

JRH Marketing Services, Inc. Outsmart Marketing PRODUCTS Thorne Creative Research EDUCATION BAIGioballnc. 
AGRICULTURE COMMUNICATIONS 

Cambridge Associates, Ltd. Qualitative Applied Research 
Cambridge Associates, Ltd. Greenleaf Associates, Inc. Paul Schneller- Qualitative 
Cambridge Research, Inc. RESEARCH Just The Facts, Inc. Thorne Creative Research 

Marketing Advantage Rsch. Cnslts., Inc. 

ALCOHOLIC BEV. 
Access Research, Inc. 

HEALTH CARE Cambridge Associates, Ltd. ELECTRONICS 
C&R Research Services. Inc. Perception Research Services, Inc. Alexander + Parker 
Strategy Research Corporation Performance Research Leichliter Assoc. Mktg. Rsch./ldea Dev. Jeff Anderson Mktg. Rsch. Consulting 

David Binder Research 

ASIAN COMPUTERS ENTERTAINMENT Colburn & Associates 
Directions Data Research 

Asian Marketing HARDWARE Performance Research Dolobowsky Qual. Svces., Inc. 
Asian Perspective, Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. ETHNOGRAPHIC 

D/R/S HealthCare Consultants 
Communication Research Elrick and Lavidge 
Data & Management Counsel, Inc. 

COMPUTERS/MIS RESEARCH Erlich Transcultural Consultants 
Erlich Transcultural Consultants The Eisenmann Group 

C&R Research Services, Inc. Alexander + Parker First Market Research Corp. (Reynolds} 

ASSOCIATIONS Cambridge Associates, Ltd. Irvine Consulting, Inc. 

Low+ Associates, Inc. 
Daniel Associates EXECUTIVES Knowledge Systems & Research, Inc. 
Fader & Associates Low +Associates, Inc. 
First Market Research Corp. (Heiman} BAIGioballnc. Macro International 

AUTOMOTIVE Greenleaf Associates, Inc. Brittain Associates Market Access Partners 
AutoPacific, Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. C&R Research Services, Inc. Market Navigation, Inc. 

Decision Drivers 
C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts., Inc. 

Dolobowsky Qual. Svcs., Inc. 
Market Research Associates 

Erlich Transcultural Consultants SIL: Worldwide Marketing Services 
Fader & Associates 

Matrixx Marketing-Research Div. 
Matrixx Marketing-Research Div. James Spanier Associates 

First Market Research Corp. (Heiman} 
MedProbe, Inc. 

Perception Research Services, Inc. Yarnell, Inc. Medical Marketing Research, Inc. 
John Fox Marketing Consulting Research Options, Inc. 

BIO-TECH CONSUMERS 
Marketing Advantage Rsch. Cnslts., Inc. Spiller & Reeves Research 
Paul Schneller- Qualitative Strategy Research Corporation 

Irvine Consulting, Inc. C&R Research Services, Inc. SIL: Worldwide Marketing Services Sunbelt Research Associates, Inc. 
Market Navigation, Inc. Consumer Opinion Services Strategy Research Corporation Widener-Burrows & Associates, Inc. 
MedProbe, Inc. Decision Drivers Susan M. Williams Rsch. & Disc. USA 
Medical Marketing Research, Inc. The Eisenmann Group FINANCIAL SERVICES 

Greenleaf Associates, Inc. 
Jeff Anderson Mktg. Rsch. Consulting HISPANIC 

BUS.-TO-BUS. Pat Henry Market Research, Inc. 
Just The Facts, Inc. BAIGioballnc. Data & Management Counsel, Inc. 

Access Research, Inc. Knowledge Systems & Research, Inc. Brittain Associates Erlich Transcultural Consultants 
BAIGioballnc. Macro International Burr Research/Reinvention Prevention Hispanic Market Connections. Inc. 
Brittain Associates Market Research Associates C&R Research Services, Inc. Hispanic Marketing 
C&R Research Services, Inc. Marketing Advantage Rsch. Cnslts., Inc. Cambridge Associates, Ltd. Communication Research 
Cambridge Associates, Ltd. Cambridge Research, Inc. In Focus Consulting 
Cambridge Research, Inc. CORPORATE 

The Deutsch Consultancy Market Development, Inc. 
Campos Market Research Dolobowsky Qual. Svcs., Inc. Francesca Moscatelli 
Consumer Opinion Services SPONSORSHIP Elrick and Lavidge Strategy Research Corporation 
Data & Management Counsel, Inc. Performance Research Target Market Research Group, Inc. 

74 www.quirks.com Quirk's Marketing Research Review 



HI-TECH NATURAL HEALTH PHARMACEUTICALS TEENAGERS 
Greenleaf Associates, Inc. CARE/REMEDIES BAIGioballnc. C&R Research Services, Inc. 
Market Navigation, Inc. 

Focused Solutions 
C&R Research Services, Inc. Doyle Research Associates 

Research Connections, Inc. Cambridge Associates, Ltd. Fader & Associates 
Thorne Creative Research Colburn & Associates KidFacts5M Research 

NEW PRODUCT DEV. D/R/S HealthCare Consultants Matrixx Marketing-Research Div. 

HOUSEHOLD Jeff Anderson Mktg. Rsch. Consulting Kenneth Hollander Associates MCC Qualitative Consulting 

BAIGioballnc. Irvine Consulting, Inc. Performance Research 
PRODUCTS/CHORES Milton I. Brand Marketing Consultant Macro International Thorne Creative Research 

Paul Schneller - Qualitative Brittain Associates Market Navigation, Inc. 

C&R Research Services, Inc. MCC Qualitative Consulting TELECOMMUNICATIONS 
IDEA GENERATION Cambridge Associates, Ltd . MedProbe, Inc. 

BAIGioballnc. 
CJRobbins Medical Marketing Research, Inc. 

Daniel Associates Analysis Research Ltd. Daniel Associates Paul Schneller - Qualitative 
BAIGioballnc. Data & Management Counsel, Inc. Spiller & Reeves Research Elrick and Lavidge 

C&R Research Services, Inc. Dolobowsky Qual. Svcs., Inc. Susan M. Williams Rsch. & Disc. USA Erlich Transcultural Consultants 

Cambridge Associates, Ltd. Doyle Research Associates 
First Market Research Corp. (Heiman} 

Dolobowsky Qual. Svcs., Inc. Elrick and Lavidge POLITICAUSOCIAL Knowledge Systems & Research, Inc. 
Linda Fitzpatrick Rsch. Svcs. Corp. Doyle Research Associates Fader & Associates RESEARCH Horowitz Associates Inc. Elrick and Lavidge First Market Research Corp. (Heiman) Marketing Advantage Rsch. Cnslts., Inc. John Fox Marketing Consulting Greenleaf Associates, Inc. Cambridge Associates, Ltd. 

Just The Facts, Inc. Kenneth Hollander Associates Francesca Moscatelli 
MCC Qualitative Consulting 

Leichliter Assoc. Mktg. Rsch./ldea Dev. Just The Facts, Inc. 
Qualitative Applied Research 

Matrixx Marketing-Research Div. KidFacts5M Research POSITIONING 
Strategy Research Corporation 

Paul Schneller- Qualitative Bart Kramer & Associates 
SIL: Worldwide Marketing Services Leichliter Assoc. Mktg. Rsch./ldea Dev. RESEARCH TELECONFERENCING 

Market Access Partners Paul Schneller - Qualitative Cambridge Research, Inc. 
IMAGE STUDIES Market Research Associates 

Cambridge Associates, Ltd. Marketing Advantage Rsch. Cnslts., Inc. PUBLIC POLICY RSCH. TELEPHONE FOCUS 
The New Marketing Network 

INDUSTRIAL Outsmart Marketing David Binder Research GROUPS 
Qualitative Applied Research Cambridge Associates, Ltd. C&R Research Services, Inc. 

First Market Research Corp. (Heiman) Paul Schneller - Qualitative Cambridge Associates, Ltd. 
Market Navigation, Inc. Spiller & Reeves Research PUBLISHING Doyle Research Associates 
SIL: Worldwide Marketing Services Sundberg-Ferar, Inc. 

Cambridge Associates, Ltd. Market Navigation, Inc. 

INSURANCE NON-PROFIT The Eisenmann Group Medical Marketing Research, Inc. 

First Market Research Corp. (Heiman) MedProbe, Inc. 

Brittain Associates David Binder Research Greenleaf Associates, Inc. 
Burr Research/Reinvention Prevention Doyle Research Associates Marketing Advantage Rsch. Cnslts ., Inc. TOURISM/HOSPITALITY 
Erlich Transcultural Consultants Performance Research Research Data Services, Inc. 
Low + Associates, Inc. RETAIL 
INTERACTIVE PROD./ 

OBSERVATIONAL Pat Henry Market Research, Inc. TOYS/GAMES 
Doyle Research Associates Knowledge Systems & Research, Inc. Fader & Associates 

SERVICES/RETAILING Leichliter Assoc. Mktg. Rsch./ldea Dev. Greenleaf Associates, Inc. 

Leichliter Assoc. Mktg. Rsch./ldea Dev. ONLINE FOCUS MCC Qualitative Consulting KidFactssM Research 

Perception Research Services, Inc. GROUPS SENIORS TRANSPORTATION Research Connections, Inc. 
Research Connections, Inc. Fader & Associates SERVICES INTERNET Thorne Creative Research Sunbelt Research Associates, Inc. 

Low+ Associates, Inc. 
Knowledge Systems & Research, Inc. PACKAGED GOODS SERVICES Markinetics, Inc. 
Research Connections, Inc. SIL: Worldwide Marketing Services BAIGioballnc. guskey & heckman, research consultants 

INVESTMENTS C&R Research Services, Inc. Strategic Focus, Inc. 

CJRobbins SMALL BUSINESS/ The Deutsch Consultancy Doyle Research Associates TRAVEL 
Just The Facts, Inc. ENTREPRENEURS Cambridge Associates, Ltd. 

LATIN AMERICA Market Research Associates 
Brittain Associates Greenleaf Associates, Inc. 

Thorne Creative Research 
Market Development, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. Performance Research 

PACKAGE DESIGN 
Leichliter Assoc. Mktg. Rsch./ldea Dev. Research Data Services, Inc. 

MEDICAL PROFESSION Strategy Research Corporation SIL: Worldwide Marketing Services 

RESEARCH Yarnell, Inc. James Spanier Associates 
Cambridge Associates, Ltd. 
Colburn & Associates Treistman & Stark Marketing, Inc. SOFT DRINKS, BEER, UTILITIES 
D/R/S HealthCare Consultants 
Pat Henry Market Research, Inc. PACKAGING WINE Cambridge Associates, Ltd. 

Matrixx Marketing-Research Div. Fader & Associates 

MedProbe, Inc. RESEARCH C&R Research Services, Inc. Knowledge Systems & Research, Inc. 

Medical Marketing Research, Inc. Perception Research Services, Inc. 
Cambridge Associates, Ltd. 

Paul Schneller - Qualitative Grieco Research Group, Inc. WEALTHY 
Susan M. Williams Rsch. & Disc. USA PARENTS 

Strategy Research Corporation 
Brittain Associates 

MODERATOR TRAINING Fader & Associates SPORTS The Deutsch Consultancy 
Strategy Research Corporation 

Cambridge Associates, Ltd. 
Greenleaf Associates, Inc. Performance Research 

Macro International PET PRODUCTS 
Research Options, Inc. YOUTH 

Fader & Associates 
MULTIMEDIA Cambridge Research, Inc. TEACHERS Macro International 

Marketing Advantage Rsch. Cnslts., Inc. Greenleaf Associates, Inc. Outsmart Marketing 
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Research Industry News 
continued from p. 21 
offices in Miami and Dallas. Jacques 
Malaguti and Laura Bright will manage 
the Miami office. Carey McMann will 
manage the Dallas office. The company 
has also expanded its San Francisco of­
fice. 

Market Facts, Inc., Arlington 
Heights, TIL, has acquired BAIGlobal, 
Inc., Tarrytown, N.Y. In other news, 
Market Facts has also opened a new of­
fice at Two Embarcadero Center in San 
Francisco. The new office is headed by 
Tim Gaughan. 

Marketing Workshop, Inc., an At­
lanta-based research firm, has received a 
certificate of excellence in the 1997 
American Marketing Association 
"AMY" awards. The award, in the cat­
egory of Best Regional Business Adver­
tising, was for the firm's Leonardo da 
Vinci print ad series. 

MRCFocus, a Las Vegas research 
firm, has added a new telephone inter­
viewing facility. For more information 
call702-734-7511. 

Markinetics Inc., a Marietta, Ohio, 
research firm, has opened a new call cen­
ter. For more information call 614-374-
6615. 

Market Access Partners, Golden, 
Colo., has opened a Web site at http:// 
www.marketaccesspartners.com. 

ACNielsen Corp., Stamford, Conn., 
has reached separate agreements with 
Eckerd Corp. and American Stores Co. 

MRCPH®NE 
Specialists in Small 
Sample Surveys and 
Focus Group Recruiting 

101 Convention Ctr. Drive, Suite1005 
Las Vegas, NV 89109 
Fax: (702) 734-7598 

Phone (702) 734-7511 
E-mail: research@ MRCGroup.com 
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to acquire each retailer's all-store, cen­
sus-level sales data and create custom­
ized trading areas for each of their stores. 

Alliance Research, Inc., Crestview 
Hills, Ky., has opened a client service 
office at 1010 Huntcliff, Ste. 1350, At­
lanta, Ga., 30350. R. Bruce Westcott, se­
nior vice president, and Joseph Ferris, 
vice president, will develop and manage 
the office. Phone 770-587-6311. Fax 770-
587-6312. 

Quality Controlled Services, St. 
Louis, has opened a branch office in Se­
attle. Donna Glosser will serve as senior 
branch manager. 

InterActive Research Corp. has 
moved to 2500 Wmdy Ridge Parkway, 
Ste. 1270, Atlanta, Ga., 30339. Phone 
770-818-0060. Fax 770-818-0069. 

SPSS Inc., Chicago, has formed a part­
nership with Luftig & Warren Interna­
tional, quality consultants headquartered 
in Southfield, Mich. 

Jeffrey Hine has established J. Hine 
& Associates, Inc., a new full-service 
research firm, at 2301 Barberry Court, 
Waukesha, Wis , 53188. Phone 414-896-
9009. Fax 414-896-9779. 

HR and Associates, a research firm 
based in Clarendon Hills, Ill., has 
opened a Web site at http://www. 
hrandassociates.com. 

Disher Strategic Research, Cincin­
nati, has opened a Web site at http:// 
www.disher.com. 

Gallup & Robinson, Inc., has moved 
to 24 N. Main St., Pennington, N.J., 
08534-2296. Phone 609-730-1550. Fax 
609-730-1566. 

Colwell and Salmon Communica­
tions, an Albany, N.Y., research and tele­
phone marketing firm, has expanded its 
headquarters. 

The Minneapolis office of Maritz 
Marketing Research Inc. has moved to 
7701 France Ave. So., Ste. 300, Minne­
apolis, Minn., 55435. Phone 612-841-
2400. Fax 612-841-2424. 

Focus VISion Network Inc., Stamford, 
Conn., has established international ser­
vice in the U.K. and Western Europe. 
European partners with focus group stu­
dios equipped ~ith.FocusVision technol­
ogy for videoconferencing focus groups 
include: Field Facts International in Lon­
don, Paris and Frankfurt; MR&S in 
Frankfurt; MV2 Counsell and NovaTest 
in Paris; CIRM in Milan; Pragma in 
Rome; and INNER in Madrid. 

Cardiff Software, Inc., San Marcos, 
Calif., a maker of automated data collec­
tion products, has announced a licensing 
agreement with Siemens ElectroCom 
L.P., a supplier of mail sorting and ad­
dress recognition systems. Cardiff Soft­
ware will include a custom version of 
Siemens ElectroCom's AEG Recognition 
engine in Tri-CR, the character identifi­
cation process that provides recognition 
in TELEform Elite and TELEform Stan­
dard forms processing software. 

Creative Data, a Van Nuys, Calif., has 
remodeled its qualitative research facil­
ity, which now features large viewing 
rooms with tiered seating with one-way 
mirrors, three large conference rooms and 
state-of-the-art audio, video and closed­
circuit TV capabilities. 

Van Nuys, Calif.-based Interviewing 
Service of America has opened a new 
telephone research facility in Alhambra, 
Calif. The facility has 60 CATI positions, 
bringing ISA's capacity to 260 telephones 
using C-SURVENT. 

Mark Jeffery and Mary 
Assirnakopoulos have left Isis Research 
to form their own company, The Re­
search Partnership, at 41 Overstone 
Rd., London W6 OAD, England. Phone 
44-181-741-1030. Fax 44-181-741-1140. 

The Green Group, a Troy, Mich., 
market analysis firm, has moved to 3250 
West Big Beaver Rd., Ste. 526, Troy, 
Mich., 48084-2902. Phone 248-637-
3199. Fax 248-637-3473. 

Walker Information, Indianapolis, 
has changed the names of subsidiaries in 
Canada and Mexico. Elliott Research is 
now Walker Information Canada and 
Grupo Walker is now Walker Informa­
tion Mexico. 
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ACA Research Pty Ltd 
Level 5, 121 Walker Street 
North Sydney, NSW 2060 
Australia 
Ph. 61-2-9955-1966 
Fax 61-2-9955-6293 
Andrew Aitken, Research Director 

ACG~ 
RESEARCH 
SOLUTIONS 

ACG Research Solutions 
Pierre Laclede Center 
7701 Forsyth, Ste. 1100 
St. Louis, MD 63105 
Ph. 314-726-3403 
Fax 314-726-2503 
http://www.AragonConsulting.com 
Vicki Savala, President 

ACG Research Solutions, a full-service market re­
search company, provides clients with customer 
satisfaction/loyalty studies using a proprietary 
model. Our data center includes 40 computer 
equipped stations using Ci3 CATI 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. 78) 

····--·········· 
ACG 
RESEARCH 
SOLUTIONS 
7701 Forsyth Blvd. 
Suite 1100 
St. Louis, Missouri 
63105 

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

Our experienced staff has served the 
qualitative and quantitative research 
needs of many Fortune 500 clients. 
Let us put that experience to work 
for you. 
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~J,~,u~e,e .. ~ru 
Since 1991, Delivering Quality Suf\ley Research Samples 

Affordable Samples, Inc. 
185 Sound Beach Ave. 
Old Greenwich, CT 06870 
Ph. 800-784-8016 or 203-637-8563 
Fax 203-637-8569 
E-mail : ASISAMPLING@compuserve.com 

The Other Sampling Company In Connecticut™­
Call for a competitive quotation. Quality samples 
since 1991: exact age, income, new mothers, eth­
nic, businesses, tract/block groups, radius, Cana­
dian, many low incidence categories (product us­
ers, etc.), radius, census tract/block groups, many 
others, standard formats, modem transfer, survey/ 
sampling expertise. 
(See advertisement on p. 80) 

Alliance Research, Inc. 
2845 Chancellor Dr. 
Crestview Hills, KY 41017 
Ph. 606-344-0077 
Fax 606-344-0078 
E-mail : clint@allianceresearch.com 
http://www.allianceresearch.com 
Clint Brown, President 

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. 

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' 

Applied Marketing Research, Inc. 
6750 West 93rd Street, Ste. 220 
Overland Park, KS 66212 
Ph. 913-381-5599 . 
Fax 913-381-9444 
E-mail: dphipps@appliedmktresearch.com 
Donald Phipps, Principal 

ASECOM S.A. - Mktg. Research & Consulting 
Av. Cordoba 1345, piso 8 
1055 Buenos Aires 
Argentina 
Ph. 54-1-815-1499 
Fax 54-1-812-1662 
E-mail: research@asecom.com.ar 
http://www.asecom.com.ar 
Jorge Garcia-Gonzalez, President 

HISPANIC&< ASIAN 

MAlu<EllNG COMMUNICATION 

RESEARCH , INC. 

Asian Marketing Communication Research 
Hispanic & Asian Marketing Comm. Research , Inc. 
1301 Shoreway Rd. , Ste. 100 
Belmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail : gateway@hamcr.com 
http://www. hamcr.com 
Sandra M.J. Wong, Ph.D., ResearchDirector 

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. 53) 

Aspen Systems Corporation 
2277 Research Blvd. 
Rockville , MD 20850 
Ph. 301-519-5000 
Fax 301-519-5885 
E-mail : pmcarthy@aspensys.com 
http://www.aspensys.com 
Patrick McCarthy, Vice President 

Attitude Measurement Corporation 
75 James Way, 2nd fl. 
Southampton, PA 18966 
Ph. 215-364-1440 
Fax 215-364-3912 
E-mail : AMC@amcglobal.com 
Raymond P. Roshkoff, President 
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You can buy word-of-mouth 
advertising. 

Satisfied customers tell their friends. 
So do dissatisfied customers. 

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: 

Customer Satisfaction Studies - Outgoing to Customers 

e Customer Satisfaction Studies - Incoming Using IVR Technology 

Employee Satisfaction Studies 

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 Voice/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 technolog ies 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 



Exact Age_ 
Income 

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

Gender 
New Mothers 
Elderly 
Children 
Low Incidence 
Ethnic 
Business • . 
ROD fJ ·· 

Many Ottiers 
Call for quotes or free brochure. 

~~~~~.2'11~!~~ 
Old Greenwich, CT 06870 

800-784-8016 • FAX 203-637-8569 

e-mail 72672.1327@compuserve.com 
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UDITS & 
URVEYS 

RLDWIDE Science lor the Art of MarblinG 

Audits & Surveys Worldwide 
The Audits & Surveys Building 
650 Avenue of the Americas 
New York, NY 1 0011 
Ph . 212-627-9700 or 800-274-3577 
Fax 212-627-2034 
E-mail : cravitch@surveys.com 
http://www.surveys.com 
Carl Ravitch, Exec. V.P. Mktg. 

ASW is a marketing research firm offering com­
mercial , industrial, technology, financial , legal , in­
stitutional , governmental and academic clients in 
more than 70 countries a wide variety of syndi­
cated and custom services. Services include: cus­
tomer satisfaction studies, measurement of retail 
sales, product or service distribution, test market­
ing, in-store promotion testing , consumer and in­
dustrial surveys, technology audits and surveys 
and media, financial and public opinion research. 
(See advertisement on p. 79) 

Austin Trends 
7101 Hwy. 71 W. , Ste. 213 
Austin, TX 78735 
Ph. 512-288-8501 
Fax 512-288-8521 
E-mail : T JUKAM@smart1 .net 
Tom Jukam, President 

BAIGioballnc. 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 or 914-332-5454 
Fax 914-631-8300 
E-mail: kpermut@baiglobal.com 
http://www. baiglobal.com 
Kate Permut, V.P. Marketing 

Barbour Research, Inc. 
5241 Southwyck Blvd ., Ste. 201 
Toledo, OH 43614 
Ph. 419-866-3475 
Fax 419-866-34 78 
E-mail: BARBOUREK@aol.com 
Emily Barbour, President 

Bay Area Research 
9936 Liberty Rd. 
Randallstown, MD 21133 
Ph. 410-922-6600 
Fax 410-922-6675 
E-mail : baya@erols.com 
Tamara Zwingelberg, President 

Bellomy Research, Inc. 
2150 Country Club Rd. , Ste. 300 
Winston-Salem, NC 27104 
Ph. 800-443-7344 
Fax 910-721-1597 
E-mail: bellomy@interpath.com 
Lacy Bellomy, President 

Berkey Research 
9310 Carmel Mountain Rd ., Ste. D 
San Diego, CA 92129 
Ph. 619-538-5920 
Fax 619-538-5996 
E-mail : CBERKEY@compuserve.com 
Cheryl Berkey, Owner 

BestMark 
BestMark 
4915 W. 35 St. , Ste .. 206 
Minneapolis, MN 55416 
Ph. 612-922-2205 
Fax 612-922-0237 
http://www.bestmark.com 
Ann Jennings, Presid_enVCEO 

BestMark is a full-service national market research 
company specializing in building customer value 
and loyalty through on-site and telephone mys­
tery shopping . Specializing in "Real Time" Inter­
net reports and results reporting . BestMark pro­
vides hard , actionable data and proven manage­
ment solutions for many of America's leading com­
panies, including Fortune 500 companies. Founded 
in 1986, the company operates throughout the U.S. 
and Canada and offers customized survey forms 
and analysis reporting for all industries from hos­
pitality to automotive, lending institutions to re­
tailers. BestMark offers an array of additional ser­
vices including customer satisfaction studies, loy­
alty positioning, comment card management, in­
centive/recognition programs and internal/com­
petitive benchmarking. The BestMark Solution can 
help improve your products, services and busi­
ness practices for increased revenues. No matter 
what sort of customer you serve, Best Mark is the 
one mystery shopping company that positions you 
for loyalty results . 
(See advertisement on p. 9) 

Better Marketing Associates, Inc. 
P.O. Box 190 
Oaks, PA 19456 
Ph. 800-355-5040 
Fax 61 0-933-6071 
E-mail : bma1 @enter. net 
Peter Thorwarth , President 

David Binder Research 
44 Page St. , #401 
San Francisco, CA 94102 
Ph. 415-621-7655 
Fax 415-621-7663 
E-mail: DBRESEARCH@aol.com 
http://www.internetics.com/dbr.html 
Julie Cedrone, Dir. Qual. Rsch. 

Gordon S. Black Corp. 
135 Corporate Woods 
Rochester, NY 14623-1457 
Ph. 716-272-8400 or 800-866-7655 
Fax 716-272-8680 
Robert C. Kallstrand , V.P. Research 

The Blackstone Group 
360 N. Michigan Ave ., Ste. 1500 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
Ashref Hashim, President 

Bosma & Associates lnt'l. , Inc. 
1111 Third Ave ., Ste. 2500 
Seattle, WA 98101 
Ph. 800-377-2945 
Fax 800-377-0866 
E-mail : JohnB@Bosma-Associates.com 
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Burke 
Burke Customer Satisfaction Associates 
805 Central Ave. 
Cincinnati , OH 45202 
Ph. 800-264-9970 
Fax 513-684-7717 
E-mail : rod@burke.com 
http://www.burke.com 
Rod Gober, Sr. V.P. , Gen. Mgr. 

Burke GSA works with clients to develop measure­
ment and management processes for "closing the 
loop" with customers to create long-term customer 
value, loyalty and improved business performance. 
Burke GSA allows companies to see their perfor­
mance through their customers' perspective to 
ensure long-term productivity and profitabil ity. For 
more information visit our Web site at http:// 
www.burke.com. 
(See advertisement on p. 81) 

Burr Research/Reinvention Prevention 
4760 Fremont St. 
Bellingham, WA 98226 
Ph. 360-671-7813 
Fax 360-671-7813 
E-mail: BURRRESEARCH@aol.com 
Robert L. Burr, Principal 

The Business Research Lab 
255 Oser Ave. 
Hauppauge, NY 11788 
Ph. 888-557-5263 
Fax 516-435-3287 
E-mail: corporate@netropolis.net 
http://www.busreslab.com 
Stewart Goldberg, Managing Partner 

Business Science International, Inc. 
270 Sylvan Ave. 
Englewood Cliffs, NJ 07632 
Ph. 201-871-0999 
Fax 201-871-8757 
E-mail : mail@bsiresearch.com 
http://www.bsiresearch.com 
PeterS. Karp, President 

RESEA R CH 

C&R Research Services, Inc. 
Creative & Response Research Services, Inc. 
500 N. Michigan Ave. , 12th fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail : info@crresearch.com 
http://www.crresearch.com 
Jim Flannery, Dir. Business Development 

C&R Research Services, Inc. is a full-service cus­
tom research and consulting company with 202 
full-time employees including 34 project directors/ 
analysts. C&R provides customer satisfaction, 
strategic studies, new product development, 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 (CRIMSON). 
C&R conducts approximately 1,000 group inter­
views a year, 1.7 million mail , telephone and mall 
intercept interviews. 
(See advertisement on back cover) 
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THIS IS NOT THE 
WAY TO I MANAGEf--, 

CUSTOMER 
SATISFACTION 

At Burke CSA we work with you to develop measurement 

and management processes that "close the loop" with 

your customers to create long-term customer value, 

loyalty and improved business performance. We help 

you target Priorities for improvement and develop 

action Plans to address them. The result is a process 

of focused , on-going improvement based on your 

customers' voices and your company's actions. 

1-800-264-9970 

BURKE CUSTOMER SATISFACTION ASSOCIATES 

I WORLD WIDE WEB SITE : www . burk e . com I 
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Capstone Research, Inc. 
623 Ridge Rd. 
Lyndhurst, NJ 07071 
Ph. 201-939-0600 
Fax 201-939-3037 
E-mail : info@capstoneresearch.com 
http://www.capstoneresearch.com 
Harriet Gozali , Vice President 

Chilton Research Services 
201 King of Prussia Rd. 
Radnor, PA 19089-0193 
Ph. 610-964-4600 or 61 0-964-4694 
Fax 610-964-2904/2942 
E-mail: research@chilton.net 
http://research.chilton .net 
Pedro Geraldina, Sr. V.P. & G.M. 

._cl Kl!RSERV 
J A NAtion" itt< ~I) >I«~ 

SboPi>log Sto~·kc TM 

CHK-UR-SERV 
3237 E. Sunshine, Ste. A 120 
Springfield, MO 65804 
Ph. 417-882-5787 
Fax 417-890-8259 
E-mail: Rando40@worldnet.att.com 
Randy Young, President 

CHK-UR-SERV will give you an invaluable picture 
of how your business is viewed from your 
customer's eye. Our customized evaluation reports 
explain each experience in detail by high quality 
mystery shoppers. We offer nationwide coverage 
and a wide variety of supportive programs for any 

business that requires objective information by a 
mystery shopper. We specialize in quality assur­
ance and quality control related programs. 
(See advertisement on p. 82) 

~E~~~~~f~~ 
Clearwater Research , Inc. 
2136 N. Cole Rd. 
Boise, ID 83704 
Ph. 208-376-3376 or 800-727-5016 
Fax 208-376-2008 
E-mail : info@clearwater-research.com 
http://www.clearwater-research.com 
Steve Swann, President 

Clearwater Research is a full-service custom re­
search company providing services in marketing, 
product, and public opinion research. We special­
ize in both quantitative and qualitative research , 
including customer satisfaction, high tech , health 
care, travel , tourism and recreation studies, and 
human factors consultation. We have a complete 
CATI interviewing system and a state-of-the-art 
focus facility with video conferencing. 
(See advertisement on p. 83) 

Colwell & Salmon Communications, Inc. 
24 Computer Dr. W. 
Albany, NY 12205 
Ph. 800-724-5318 or 518-482-1596 
Fax 518-482-1998 
E-mail: Wcolweii@Colweii-Salmon.com 
http://www.colwell-salmon.com 
Wayne Colwell , Vice President 

Check Your Service With 

CHK·UR·SERV 
High Quality Nationwide Mystery Shops 

ft,_ Specializing in Q.A.Q.C. Programs 

Manufacture & Employee Promotions • I 
CHK·UR·SERV 

Naiiuuwide Mystery 
Shopping Service TM 

3237 E. Sunshine; Suite A 120 
Springfield, MO 65804 
Phone - ( 417) 882-5787 

Fax- 417-890-8250 
E-Mail 

Rando40@worldnet.ATT.Net 

MMON 
KNOWLEDGE 

MARKETING INFORMATION FOR THE 21ST CENTURY BUSINESS 

Common Knowledge, Inc. 
16200 Dallas Pkwy., Ste. 240 
Dallas, TX 75248 
Ph. 800-710-9147 
Fax 972-732-144 7 
E-mail : cknowledge@aol.com 
http://www.commonknowledge.com 
Steve Lavine, President 

The leader in interactive voice response interview­
ing for customer satisfaction and employee sur­
veys. Your customers call a 1-800 number and 
respond to an interactive interview using their tele­
phone keys or spoken responses. Reach any num­
ber of customers or employees with great results 
at a very affordable cost. E-mail and Internet sur­
veys, virtual focus groups, more. Data collection 
or full-service . 
(See advertisement on p. 83) 

Competitive Benchmarking Associates 
15 Tranquil Glade Place 
The Woodlands, TX 77381 
Ph. 281-364-8299 
Fax 281-364-8299 
E-mail: branham@flash .net 
http://www.flash.net/-branham 
Michael Branham 

Connect Consultants International, Inc. 
920 2nd Ave. S. , Ste. 600 
Minneapolis, MN 55402 
Ph. 612-340-1148 
Fax 612-340-1067 
E-mail : mgr@cciresearch.com 
http://www.cciresearch.com 
Dr. Martha Russell , President 

Consumer Pulse, Inc. 
725 S. Adams Rd ., Ste. 265 
Birmingham, Ml 48009 
Ph. 800-336-0159 
Fax 81 0-645-5685 
E-mail: consumer.pulse@internetMCI.com 
Mary Taras, V.P. Mktg. & Ops. 

Consumer Response/P&W Corp. 
700 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4444 
Fax 201-865-711 0 
E-mail: consresp@carroll.com 
Alfred F. Peruzzi , President 

CR Market Surveys 
9510 S. Constance, Ste. C-6 
Universal City Professional Bldg. 
Chicago, IL60617-4734 
Ph. 800-882-1983 or 773-233-0481 
Fax 773-233-0484 
E-mail: crms1 @aol.com 
Cherlyn Robinson, Project Coordinator 

Creative Research Services, Inc. 
3295 River Exchange Dr., Ste. 270 
Norcross, GA 30092 
Ph. 770-246-0298 
Fax 770-246-0378 
E-mail : crsatlanta@aol.com 
http://www.creativeresearch.com 
Ken Pia, President 
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CTIS 
920 Town Center Dr., Ste. 1-10 
Langhorne, PA 19047 
Ph. 215-752-7266 
Fax 215-7 41-4893 
E-mail : ctislang@aol.com 
Michael Dutka, Vice President 

CustomerSat.com 
The Internet Survey Experts"' 

CustomerSat.com 
The Internet Survey Experts™ 
Ste. 140 Sand Hill Circle 
Menlo Park, CA 94025 
Ph. 650-234-8000 or 650-854-2133 
Fax 650-854-2135 
E-mail: expert@customersat.com 
http://www.customersat.com 
John Chisholm, President 

CustomerSat.com (Menlo Park, CA) is the premier 
provider of customer satisfaction and loyalty mea­
surement and marketing research using the Inter­
net: E-mail , the Web, and combinations thereof. 
With constantly advancing, leading-edge technol­
ogy, we have conducted E-mail surveys since 1993 
and Web surveys since 1995. We are experts at 
delivering fast results, achieving high response 
rates, ensuring positive respondent identification, 
and displaying survey results in real-time. Phone 
650-234-8000; E-mail expert@CustomerSat.com; 
http://www.CustomerSat.com. 
(See advertisement on p. 57) 

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

DALBAR, Inc. 
600 Atlantic Ave. 
Boston, MA 02210 
Ph. 617-723-6400 
Fax 617-62 4-7200 
E-mail: info@dalbar.com 
http://www.dalbar.com 
Cathy Sullivan, Marketing Manager 

The Dallas Marketing Group, Inc. 
12720 Hillcrest Rd. , Ste. 880 
Dallas, TX 75230 
Ph. 972-991-3600 
Fax 972-239-5613 
William Silverman, Vice President 

Data & Management Counsel , Inc. 
P.O. Box 1609 
132 Commons Ct. 
Chadds Ford, PA 19317-9724 
Ph. 610-459-4700 
Fax 610-459-4825 
E-mail : WKTRIPP5@aol.com · 
http://www.dmchome.com 
Bill Tripp, Managing Director 
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Custom Research Based On 
A History Of Success 

• Full-Service Research 
• Focus Facility With ORTEK Data Collection System 
• 50 CA Tl Stations 
• Ph. D. Researchers 
• Human Factors: Ergonomics, Design, and Usability 
• Videoconferencing - 30 Frames per Second 
• Expertise Areas: Customer Satisfaction, Health Care, 

High Technology, Travel , Tourism , and Recreation 

Clearwater 
Research, Inc. 

2136 N. Cole Rd. - Boise, ID 83704 - (208) 376-3376 
TOLL FREE (800) 727-5016- FAX (208) 376-2008 

e-mail: info@clearwater-research.com 
Visit Our Web Site At: www.clearwater-research.com 

PROPEL YOUR 
CUSTOMER SATISFACTION 

RESEARCH INTO 
THE 21ST CENTURY WITH 

INTERACTIVE VOICE 
RESPONSE INTERVIEWING. 

If you are using or considering comment 
cards, in-store interviews, outbound 

CoM M 0 N telephone or mystery shoppers, consider 
the superior benefits of inbound 1-800 

KNOWLEDGE Interactive Voice Response Interviewing: 
1 N ~ oA RR:! ~ : ~ ~ Achieve high response rates with low cost 

FoR r He per interview. • 35 interviews for about 
2 1 sr c eN r u R v the cost of one mystery shop. • Hear 

a u s 
1 

N E s s comments and suggestions in customer's 
own words and own voice. • Data or anafysis available almost 
immediately. • Generate a more representative response profile. 
• Engaoe your customers in a positive, rewarding, enjoyable and 
convenient manner that won't interfere with store operations. 
• Eliminate interviewer bias. 
Call the IVRIIeader and learn more about how effective and 
affordable IVRI can be for the 21 st century business. 

Common Knowledge Research Services 
16200 Dallas Pkwy. #240 Dallas. TX 75248 
Voice : 1.800 .710 .9147 • Fax: 972.732 .1447 
E-Mail: cknowledge@aol .com 
www.commonknowledge.com 
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Data Lab Corp. 
7333 N. Oak Park Ave. 
Niles, IL 60714 
Ph. 847-647-6678 
Fax 847-647-6821 
E-mail: dlcdata@aol.com 
M.V. Girardi , President 
DA TA lt £COGNITJOS 

DRC 
( OIP O &A T IO~ 

Data Recognition Corporation 
5929 Baker Rd ., Ste. 420 
Minnetonka, MN 55345 
Ph. 612-935-5900 
Fax 612-935-1435 
http://www.drc-mn.com 
Deanna L. Hudella, Bus. Dev. Svcs. 

Data Recognition Corporation provides custom 
survey consulting and processing services, includ­
ing project management, questionnaire design and 
printing, sample selection, variable intelligent print­
ing , survey distribution/mailing and collection, 
processing using optical/IMAGE OMR scanning, 
Web site data collection and on-line reporting , pro­
gramming, comment keying/coding, and statisti­
cal analysis to commercial , medical, government, 
and education markets. 
(See advertisement on p. 85) 

Decision Data Collection 
1489 Chain Bridge Rd ., #1 00 
Mclean, VA 22101 
Ph. 703-556-7748 
Fax 703-356-1680 
Gary Brown, Executive Vice President 

Decision Diagnostics, Inc. 
320 Lake St. 
Evanston, I L 60201-4618 
Ph. 847-492-1583 
Fax 847-492-1584 
E-mail : aswhitedd@worldnet.att.net 
Alvah White, President 

Decision Resource, Inc. 
6120 S.W. 132nd St. 
Miami , FL 33156 
Ph. 800-544-2115 
Fax 305-665-5168 
Howard Waddell , President 

Decision Technology 
1904 W. Eleven Mile Rd. 
Berkley, Ml 48072-3046 
Ph. 810-542-2642 
Fax 810-542-2642 
E-mail: rjones@decisiontec.com 
http://www.decisiontec.com 
Rod Jones, President 

Delphi Market Research 
42 Temple St. 
Arlington, MA 0217 4-6343 
Ph. 781-646-0558 
Fax 781-643-5023 
E-mail : staff@delphimarketing.com 
http://www.delphimarketing.com 
Karen P. Goncalves, President 
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Diagnostics Plus, Inc. 
1333 S. Allen St. 
State College, PA 16801 
Ph. 814-238-7936 
Fax 814-231-7672 
E-mail: diagplus@aol.com 
http://epicom.com/diagnostics 
Paul Weener, President 

Directions In Research 
5353 Mission Center Rd. , Ste. 310 
San Diego, CA 92108 
Ph. 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail : CALLDIR@aol.com 
David Phife, President 

Disher Strategic Research, Inc. 
873 Fenchurch Ct. 
Cincinnati , OH 45230 
Ph. 513-232-1603 or 888-9-DISHER 
Fax 513-232-8187 
E-mail: market_research@bigfoot.com 
http://www.disher.com 
Dave Disher, President 

Elliott Benson 
1234 H St. , Ste. 200 
Sacramento, CA 95814 
Ph. 916-325-1670 
Fax 916-498-0394 
http://www.elliottbenson.com 
Jaclyn Elliott Benson, President 

Elrick & Lavidge 
1990 Lakeside Pkwy. , 3rd fl. 
Tucker, GA 30084 
Ph. 770-621-7600 
Fax 770-621-7666 
E-mail : elavidge@mindspring.com 
http://www.elavidge.com 
Jeff McWey, President 

Fader & Associates 
372 Central Park W. , Ste. 7N 
New York, NY 1 0025 
Ph. 212-7 49-3986 
Fax 212-749-4087 
E-mail : SusanFader@aol.com 
Linda Hu, Fielding Director 

Farrand Research Corporation 
400 Oceangate, Ste. 750 
Long Beach, CA 90802 
Ph. 562-495-0449 
Fax 562-495-0349 
E-mail: info@farrandresearch .com 
http://www.farrandresearch .com 
Tom Farrand, President 

Customer R d/: Sa\iSfact i9n n SVP 
Strategtt:s 

OivisJOn 

FIND/SVP, Inc. 
Customer Satisfaction and Loyalty Group 
625 Avenue of the Americas 
New York, NY 10011 
Ph. 212-807-2766 
Fax 212-807-2688 
E-mail : ssigaud@findsvp.com 
http://www.findsvp.com 
Stephan Sigaud, V.P. & Managing Director 

The Customer Satisfaction and Loyalty Group of 
FIND/SVP conducts in-depth customer satisfaction 
measurement programs customized to meet our 
clients' unique requirements. Our studies generate 

candid customer opinions and critical competitive in­
formation. These results become tools to help you cre­
ate and implement long-term competitive market strat­
egies which let you improve your bottom line. 
(See advertisement on p. 57) 

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

Gaither International , Inc. 
G.P.O. Box 70211 
San Juan, PR 70211 
Puerto Rico 
Ph . 787-728-5757 
Fax 787-728-5715 
E-mail : gaither@tld .net 
David W. Whitehouse, V.P. Custom Rsch. 

Gantz Wiley Research 
920 Second Ave. S. , Ste. 1300 
Minneapolis, MN 55402 
Ph. 612-332-6383 
Fax 612-342-2922 
E-mail: GantzWiley@aol.com 
Stephanie Kendall , Dir. Service Quality Rsch. 

The Green Group 
3250 W. Big Beaver Rd ., Ste. 526 
Troy, Ml 48084 
Ph. 248-637-3199 
Fax 248-637-3473 
E-mail : tgg@aol.com 
JeffreyS. Green, President 

guskey & heckman, research consultants 
Duquesne University 
School of Business Administration 
Pittsburgh, PA 15282 
Ph . 412-396-5842 
Fax 412-396-4764 
E-mail : guskey@duq3.cc.duq .edu 
http ://www. d u q. ed u/fac u ltyh o me/gus key I 
main.html 
Dr. Audrey Guskey 

guskey & heckman , research consultants 
Syracuse University 
School of Information Studies 
Syracuse, NY 13244 
Ph. 315-443-4479 
Fax 315-443-5806 
E-mail : rheckman@ist.syr.edu 
Dr. Robert Heckman 

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 
1 0 Elizabeth St. 
River Edge, NJ 07661-1943 
Ph. 201-342-6400 
Fax 201 -342-1709 
E-mail : research@harte-hanks.com 
Larry Herman, V.P. Sales 
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HISPANIC It ASIAN 

MARKETING COMMUNICATION 

RESEARCH , INC . 

Hispanic Marketing Communication Research 
Hispanic & Asian Marketing Comm. Research, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail: gateway@hamcr.com 
http://www.hamcr.com 
Felipe Korzenny, Ph.D., President 

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 in­
ternal 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. 53) 

HR and Associates, Inc. 
223 Burlington Ave. 
Clarendon Hills, IL 60514-1168 
Ph. 630-789-0444 
Fax 630-323-4066 
E-mail: hra@hrandassociates.com 
http://www.hrandassociates.com 
Daphne Davis, Vice President 

HR Marketing International 
Stanhope House 
4-8 Highgate High St. 
London N6 5JL 
United Kingdom 
Ph. 44-181-341-1257 
Fax 44-181-341-9973 
E-mail: hrheidi@aol.com 
http://www.hrandassociates.com 
Heidi Racker, Managing Director 

The HSM Group, Ltd. 
6908 E. Thomas Rd., Ste. 201 
Scottsdale, AZ 85251 
Ph. 602-947-8078 
Fax 602-481-0747 
E-mail: HSMGR@aol.com 
http://www.hsmgroup.com 
Sheryl Bronkesh, President 

Huber & Associates, Inc. - Research 
P.O. Box 1089 
Prospect, KY 40059-1 089 
Ph. 502-228-8098 or 800-895-4686 
Fax 502-228-5497 
E-mail: HuberAssoc@aol.com 
Henry Huber, President 

I.S.I.S.-Integrated Strategic l'nformation Services 
2516 Hastings Dr. 
Belmont, CA 94002 
Ph. 415-802-8555 
Fax 415-802-9555 
E-mail : isis@isisglobal.com 
http://www.isisglobal .com 
Marc C. Limacher, Managing Director 
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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 
E-mail: IHRRRA@aol.com 
Lynn Stalone 

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 75 networked for Ci3 
CATI and ACS Query (25). Fast turnaround , high­
est quality data collection, competitive prices. MRA 
interviewer training program. Silent monitoring, 
and the ability to watch the actual computer inter­
view as it happens from home or office. 
(See advertisement on p. 61) 

ICR 
ICR/International Communications Research 
605 W. State St. 
Media, PA 19063 
Ph. 610-565-9280 
Fax 610-565-2369 
E-mail: icr@mail.icrsurvey.com 
http://www.icrsurvey.com 
Steven McFadden, President 

Full-service market research firm with particular 

emphasis on customer satisfaction research. ICR 
offers the full array of consulting services for ser­
vice quality improvement efforts through qualita­
tive "discovery," quantitative measurement of your 
customers' needs and expectations, formalized 
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 advertisement on p. 47, 49, 51) 

Industrial Research Bureau (IRB) 
13 Lee Road, Blackheath Village 
London SE3 9RQ 
United Kingdom 
Ph. 44-181-265-5000 
Fax 44-181-297-1227 
E-mail : info@irb.co.uk 
http://www.irb.co.uk 
David Burkitt 

lntelemedia Communications 
1701 N. Greenville Ave. , Ste. 105 
Richardson , TX 75081 
Ph. 888-994-0700 
Fax 800-263-3565 
E-mail : info@intelemedia.com 
http://www.intelemedia.com 
Jim Hawkins, V.P. Sales 

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 RECOGNITIO~ 

DRC 
CORPO R ATION 

Questionnnaire design and printing "' Distribution/collection 
Image and OMR scanning "' Comment processing 
Reporting • Statistical analysis "' Project management 
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lntelliQuest, Inc. 
Bldg. 1, Ste. 600 
1250 Capital of Texas Hwy. 
Austin , TX 78746 
Ph. 512-329-0808 
Fax 512-329-0888 
E-mail: utalley@intelliquest.com 
http://www.intelliquest.com 
Ursula Talley, Dir. of Mktg. Comm. 

Interactive Marketing & Research 
3411 Rea Forest Dr. 
Charlotte, NC 28226 
Ph. 704-341-3270 
Fax 704-341-3269 
E-mail: orileyk@inter-active.com 
http://www.inter-active.com 
Riley Kirby, President 

lntersearch Corporation 
410 Horsham Rd. 
Horsham, PA 19044 
Ph. 215-442-9000 
Fax 215-442-9040 
E-mail : bshandler@intersearchcorp.com 
http://www.intersearchcorp.com 
Bruce Shandler, CEO/President 

Issues and Answers Network, Inc. 
5151 Bonney Rd. 
Virginia Beach, VA 23462 
Ph. 516-487-8339 or 757-456-1100 
Fax 516-487-8386 
E-mail: info@issans.com 
Carla Lindemann, Exec. Vice President 
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Jacobson & Associates 
250 Ambassador Dr. 
Rochester, NY 14610 
Ph. 716-387-0499 
Fax 716-387-0514 
E-mail: Jasteelny@aol.com 
http://members.aol.com/Ja4steel 
Paul Cupo, Vice President 

JFA Consulting, Inc. 
7557 Rambler Rd. , Ste. 550 
Dallas, TX 75231-4164 
Ph. 214-361-9700 
Fax 214-361-9715 
E-mail : jfasurvey@attmail.com 
John Bassler, Dir. Survey Services 

JRP Marketing Research Services 
100 Granite Dr. , terrace level 
Media, PA 19063 
Ph. 610-565-8840 
Fax 610-565-8870 
Paul R. Frattaroli , President 

Kadence Business Research 
187 Oaks Rd. 
Framingham, MA 01701 
Ph. 508-620-1222 
Fax 508-620-1223 
E-mail: kadence@msn.com 
Owen Jenkins, CEO 

Kadence (UK) Ltd 
Kadence House 
748 Fulham Road 
London SW6 5SN 
United Kingdom 
Ph. 44-171-610-6464 
Fax 44-171-610-6565 
E-mail : kadenceuk@msn.com 
Simon Everard, Managing Director 

Keller Research Associates 
2950 Metro Dr. , Ste. 313 
Minneapolis, MN 55425 
Ph. 612-854-5623 
Fax 612-854-6869 
E-mail : Lynnette@kellerresearch.com 
Lynnette Bailey, Dir. Sales & Mktg. 

Kingsley & Associates 
500 Howard St. , Ste. 204 
San Francisco, CA 94105 
Ph. 415-777-1140 
Fax 415-777-0949 . 
Stephen Kingsley, President 

Knowledge Systems & Research, Inc. (KS&R) 
500 S. Salina St. 
Syracuse, NY 13202 
Ph. 888-8KSRINC or 315-470-1350 
Fax 315-470-00115 
E-mail : HQ@ksrinc.com 
http://www.ksrinc.com 
Lynnette Van Dyke, Dir. of Market Svcs. 

Kubba Consultants, Inc. 
2720 River Rd ., Ste. 200 
Des Plaines, I L 60018 
Ph. 847-296-1224 
Fax 847-296-1226 
E-mail: EdKubba@aol.com 
Ed Kubba, President 

Langer Associates, Inc. 
19 W. 44th St. , Ste. 1600 
New York, NY 1 0036 
Ph. 212-391-0350 
Fax 212-391-0357 
E-mail: LANGERASSC@aol.com 
Judith Langer, President 

& AS OC I ATE INC. 

What You Need To Know. 
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INTELLIGENCE AT WORK 
IN-DEPTH EXPERIENCE 
FOR UNIQUE SOLUTIONS 

• More than 30 years of custom & 

syndicated experience. 

• More than 400 employees, 70°/o 
with advanced degrees. 

STATISTICAL ANALYSIS 

• More than 25 resident PH.D.s 

using advanced theory to produce 

practical business solutions. 

SAMPLING EXPERTISE 

• Stratified probability sampling. 

• Special population frames. 

• Legally defensible sample frames. 

INNOVATIVE PRODUCTS 

• Over one dozen cutting edge proprietary 

products. Customizable to your needs. 

ADVANCED DATA CAPTURE 
TECHNOLOGY 

• Optical Character Recognition. 

• Multimedia CAPI. 

• Internet research 

CATI SURVEY RESEARCH 
CENTERS 

• 235 stations with Predictive Dialing. 

• Digital sound recording and playback 

• Worldwide interviewing/multilingual 

capability. 



EEDS 
& ASSOCIATES INC. 

Barry leeds & Associates, Inc. 
38 E. 29th St. 
New York, NY 1 0016 
Ph. 212-889-5941 
Fax 212-889-6066 
E-mail: Bleedsny@aol.com 
Paul Lubin, Exec. Vice President 

Founded in 1977, we have helped more than 1,500 
companies improve service. Our Twenty Points of 
Quality program ("TPQ") helps companies merge 
customer satisfaction with the marketing and pro-

duction of goods and services. Selected modules 
in the "TPQ" program include mystery shopping , 
benchmark customer satisfaction, price/value po­
sitioning, defector, inter-department service and 
process review and fair treatment. 
(See advertisement on p. 86) 

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.qc.ca 
http://www.leger-leger.qc.ca 
Jean Marc Leger, President 

WHO 
CAN READ 

THE MIND OF 
YOUR 

MARKET? 
The answer is obvious: Market Opinion Research. 
Founded in 1941, M.O.R. has extensive expertise in 
conducting customer satisfaction research, an expertise that 
continues to grow because each client's situation is 
approached as new and unique. M.O.R.'s research approach 
takes into consideration its client's industry, the competitive 
environment they face, and the manner in which they interact 
with their customers. M.O.R.'s results provide accurate, 
actionable information for use at all levels in the organization. 

In designing a customer satisfaction research program for 
your company, M.O.R. Research Directors 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. 

With locations in Detroit, Michigan; Nashville, Tennessee; and 
London, England; M.O.R. provides a strategic approach to 
customer satisfaction research worldwide. For more informa­
tion, please contact Pete Haag, James Leiman or Kim Holland 
at 1-800-878-7223. 

L~~ MARKET !?,!}N,~£>~pa~ESEARCH 
'- 7 31700 Middlebelt Road , Farmington Hills, Ml 48334 1-800-878-7223 

Low+ Associates, Inc. 
8805 N. 23rd Ave. , Ste. 400 
Phoenix, AZ 85021 
Ph. 602-678-3747 
Fax 602-906-9424 
E-mail: low-assoc@worldnet.att.net 
http://www.lowassociates.com 
Cherie M. Scallion , Project Coordinator 

Low+ Associates, Inc. 
5454 Wisconsin Ave. , Ste. 1300 
Chevy Chase, MD 20815-6994 
Ph. 301-951-9200 
Fax 301-986-1641 
E-mail : research@lowassociates.com 
http://www.lowassociates.com 
Kate M. Koester, Field Director 

M.K.S. lnstitut fur Marktforschung GmbH 
Reppersbergstr. 64 
66119 Saarbrucken 
Germany 
Ph. 49-681-954140 
Fax 49-681-9541420 
Ruth Moecks 

MACRCI 
T E R NA T I 0 A L I N C. 

Macro International Inc. 
100 Avenue of the Americas 
New York, NY 10013 
Ph. 888-MACRO-US 
Fax 212-941-7031 
E-mail : vicari@macroint.com 
http://www.macroint.com 
Rocco Vicari , Managing Director 

Macro International's Customer Loyalty (CL+) is a 
new, unique system for measuring and building 
customer loyalty worldwide. Consisting of three 
phases (assessment, planning, improvement) , CL+ 
improves profitability by identifying, strengthen­
ing and building your loyal customer base. Focus­
ing on loyalty results in significant savings since 
costs are four to six times higher to win a new 
customer than to keep a customer loyal. 
(See advertisement on p. 87) 

Madenberg Associates 
50 Larkin St. 
Huntington Station, NY 117 46 
Ph. 516-673-7300 
Fax 516-351-4577 
E-mail: madenberg@msn.com 
Douglas I. Madenberg, Principal 

Marcon 
555 Rene-Levesque Blvd. W. , Ste. 750 
Montreal, PQ H2Z 1 81 
Canada 
Ph. 514-393-1378 
Fax 514-875-7505 
E-mail : pducharme@marcon.qc.ca 
http://www.marcon.qc.ca 
Pierre Ducharme, President 
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Do you know how to keep 

All the Customers 
You Want? 
We do. We're Marketing Leverage. And one of our greatest 

strengths is in the area of customer retention. Our staff is 

experienced in researching and developing strategies for 

business -to-business and service industries. We have 

special expertise in insurance, financial services, managed 

care, information services and technology. We've served 

companies ranging in size from the Inc. soo to the Fortune 

so for over a decade. And 

we've retained our 

customers by delivering 

exactly what they want. 

Loyal customers. 

And no surprises. 

To leverage our experience, call 

us at 1 - 8 o o 6 3 3 - 1 It 2 2 . 

MARKETING JEVERAGE, IN C.® 
Glastonbury, CT 

Name The Research Company 
That Thinks Differently About 
Customer Satisfaction Research ... 

Market Vision. 
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. We focus 
on not only the attitude of satisfaction, but also the behavior of 
purchasing. 

MarketVision uses a wide variety of approaches, including QFD, 
customer loyalty and value analysis, transaction satisfaction, and 
communication models to wed sophisticated multivariate statistical 
models with traditional satisfaction research. 

For more information on how to link value to customer 
retention, contact the research company that thinks differently 
about customer satisfaction research ..• MarketVision. 

•• Cincinnati 

MarketVision Research: Inc. 
4500 Cooper Road • Cincinnati, OH 45242-5617 
513/791-3100 • FAX 513/794-3500 

http://www.morhetvlslonreseorch.com 

Charlotte Orlando Dallas Indianapolis 

MARITz· 
\ 1.\ 1\ K ET ING RESE :\RCII INC. 

~pialt~ - --
Maritz Marketing ResBarch, Inc. 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-1610 or 800-446-1690 
Fax 314-827-8605 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Phil Wiseman, V.P. 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 your organization. Whether you need 
measurement or totally integrated solution, Maritz 
is the answer- nationally and internationally. 
(See advertisement on p. 89) 

Market Attitude Research Services Pty Ltd 
Suite 18, 2024 Gibbs Street 
(P 0 Box 214) 
Miranda, NSW 2228 
Australia 
Ph. 61-2-9525-3200 
Fax 61-2-9525-3656 
David Collins 

Market Development Associates, Inc. 
5050 Poplar Ave. , Ste. 920 
Memphis, TN 38157 
Ph. 800-480-8334 or 901-682-1011 
Fax 800-480-0861 
E-mail: Mktdevlp@aol.com 
http://www.MDARESEARCH.com 
John H. Choate, President 

Market Inquiry & Strategy 
2655 N. Mayfair Rd. 
Milwaukee, WI 53226-1310 
Ph. 414-778-6002 
Fax 414-778-6003 
E-mail: info@marketprobe.com 
Rima Kazemekaitis, Account Executive 

(~) ~~fcL~~!~ION RESEARCH 

Market Opinion Research 
31700 Middlebelt Rd ., Ste. 200 
Farmington Hills, Ml 48334 
Ph. 248-737-5300 or 800-878-7223 
Fax 248-737-5326 
E-mail : information@morpace.com 
Pete Haag, Sr. Vice President 

M.O.R. , a full-service research supplier, special­
izes in customer satisfaction research for automo­
tive, consumer, financial , health care , industrial and 
insurance clients using OFD, CS indexing, expec­
tation/gap analysis, problem resolution, and re­
tention methodologies. New analysis techniques 
and state-of-the-art software have been designed 
to address the unique needs of our clients. Con­
tact us to talk with a veteran research manager 
who will help you develop and implement an ac­
tionable customer satisfaction program. Learn how 
to understand the voice of your customers; mea­
sure the extent and importance of your customer's 
problem; and build a house of quality. 
(See advertisement on p. 88) 

www.quirks.com Quirk's Marketing Research Review 



Market Probe, Inc. 
2655 N. Mayfair Rd. 
Milwaukee, WI 53226-1310 
Ph. 414-778-6000 
Fax 414-778-3730 
E-mail : info@marketprobe.com 
http://www.marketprobe.com 
T.R. Rao, Ph.D., President 

The Marketing Audit 
1524 Pine St. 
Philadelphia, PA 19102-4647 
Ph . 215-545-6620 
Fax 215-545-0888 
E-mail : tma@worldlynx.net 
Myles Kelly, Principal 

Marketing Evaluations/TVa, Inc. 
1615 Northern Blvd. 
Manhasset, NY 11 030 
Ph. 516-365-7979 
Fax 516-365-9351 
E-mail : qscores@soho.ios.com 
Steven Levitt, President 

Marketing Horizons, Inc. 
1001 Craig Rd ., Ste. 100 
St. Louis, MO 63146 
Ph. 314-432-1957 
Fax 314-432-7014 
E-mail: mhorizons@stlnet.com 
Stephanie Feeney, Dir. of Field Svcs. 

MARKETINGJ5VERAGE, INC.® 
Glastonbury, CT 

Marketing Leverage, Inc. 
78 Eastern Blvd. 
Glastonbury, CT 06033 
Ph. 860-633-1422 
Fax 860-659-8664 
E-mail: marklev@tiac.net 
Lynn C. Kelly, President 

Marketing planning , market research , customer 
retention strategy. Qualitative and quantitative 
studies including customer satisfaction, new prod­
ucts, competitive positioning. We find out the real 
reasons customers leave, why new customers buy, 
what top tier customers value most, and which 
customers are most vulnerable. We help you pin­
point the needed improvements in your business 
process. Result: clear direction for marketing de­
cision makers. 
(See advertisement on p. 90) 

Marketing Solutions Corporation 
2 Ridgedale Ave., Ste. 216 
Cedar Knolls , NJ 07927 
Ph. 201-540-9133 
Fax 201-540-9280 
E-mail: MarkSolut@aol.com 
Michael Moskowitz, President 

Marketrends, Inc. 
103 Charles River Landing Rd . 
Williamsburg, VA 23185-5001 
Ph. 757-229-3065 or 800-296-4447 
Fax 757-229-1828 
E-mail : nfuller@marketrends.com 
http://www.marketrends.com 
Nancy Fuller, Owner/President 
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II. 
MorketVision• 
MarketVision Research® 
Corporate Headquarters 
MarketVision Building 
4500 Cooper Rd. 
Cincinnati , OH 45242-5617 
Ph. 513-791-3100 
Fax 513-794-3500 
http://www.marketvisionresearch.com 
Rex L. Repass, COO 

MarketVision specializes in helping business un­
derstand what their customers value and how to 
retain those customers. At MarketVision, we use 

a wide variety of approaches including QFD, cus­
tomer loyalty and value analysis, transaction sat­
isfaction, and communication models to wed so­
phisticated multivariate techniques with satisfac­
tion research. After model development and analy­
sis, MarketVision will work with your internal teams 
to integrate customer satisfaction and loyalty fac­
tors into all aspects of management decision mak­
ing. Regional offices in Charlotte, Orlando, Dallas, 
and Indianapolis. For a free copy of MarketVision 
white paper on brand strength and customer sat­
isfaction call us today. An Inc. 500 Company. 
(See advertisement on p. 90) 

MATRIXX MARKETING RESEARCH 
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Markinetics, Inc. 
P.O. Box 809 
Marietta, OH 45750 
Ph. 614-374-6615 
Fax 614-37 4-3409 
E-mail: coleman@markinetics.com 
Donna Coleman, Exec. Dir. , Client Svcs. 

Marlin Research Ltd. 
16A Old Town, Scout Lane 
London SW4 OJY 
United Kingdom 
Ph. 44-171-720-9043 
Fax 44-171-720-2221 
E-mail : 1 00753,3567@compuserve.com 
Lindy Harris 

Maryland Marketing Source, Inc. 
817 Maiden Choice Ln. 
Baltimore, MD 21228 
Ph. 410-247-3276 
Fax 41 0-536-1858 
E-mail : mmsi@erols.com 
Barbara Bridge, President 

~-__ .. 
• --· ---

MATRIXX Marketing Research 
MATRIXX Center 
4600 Montgomery Rd. 
Cincinnati , OH 45212 
Ph. 513-841-1199 
Fax 513-366-8386 
E-mail : bmaners@matrixx.com 
http://www.matrixx.com 
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 
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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 the customer 
in key areas developed for each MATRIXX client· 
2) clear, concise reporting which is focused o~ 
MATRIXX's Performance Induced Impact. Pll de­
velops clear analysis of the magnitude of strength 
and magnitude of weakness for each value pack­
age component; 3) Development Workshop Train­
ing during the quantitative portion of the CVM pro­
gram so that your organization is ready to act when 
Performance Induced Impact statements regard­
ing value are delivered; 4) hands-on deployment 
and implementation guidance using your customer 
value assessments. Extensive experience in busi­
ness-to-business and consumer research in health 
care, manufacturing, utilities, automotive and con­
sumer products. A division of Cincinnati Bell , Inc. 
(See advertisement on p. 91) 

MDi Research, inc. 
5841 Edison Pl. , Ste. 210 
Carlsbad, CA 92008 
Ph. 760-603-7600 
Fax 760-603-7604 
E-mail : jabmdir@aol.com 
Jacqueline Arsivaud, Principal 

Media Research Inc. 
Haeyang Bldg ., 1625-1 Socha Dong, Socha Ku 
Seoul137-070 
South Korea 
Ph. 82-2-583-6655 
Fax 82-2-583-6654 
E-mail : mediars@nuri.net 
Koo-Ho Chung 

Mellon Market Research 
2850 Parkway, Bldg . 6, Ste. 40 
Pigeon Forge, TN 37863 
Ph. 423-428-8360 
Fax 423-428-6042 
Vicki Phillips, Dir. Mkt. Rsch. 

Mercator Corporation 
21 Pleasant St. , Ste .. 248 
Newburyport, MA 01950 
Ph. 978-463-4093 
Fax 978-463-9375 
E-mail : 75372.2436@compuserve.com 
http://www.mercatorcorp.com 
Donna O'Neil -

SNAP Professional® survey software is the right 
answer for you r survey research , providing on­
screen questionnaire design and three data entry 
modes for applications including CATI and CAPI 
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. 92) 

Message Factors, Inc. 
5350 Poplar Ave ., Ste. 750 
Memphis, TN 38119 
Ph. 901-683-5350 
Fax 901-683-0977 
http://www.messagefactors.com 
Ty Ragland , President 

Meyers Research Center 
58 W. 40th St. 
New York, NY 1 0018 
Ph. 212-391 -0166 
Fax 212-768-0268 
Arthur Zimbalist, Sr. Vice President 

MGA Communications, Inc. 
112517th St. , Ste. 1800 
Denver, CO 80202 
Ph. 303-298-1818 
Fax 303-297-3526 
E-mail : dmagee@mgapr.com 
Doug Magee, Vice President Rsch. 

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 L. Michelson, President/CEO 
(See advertisement on p. 68) 

Moosbrugger Marketing Research 
934 N. Brainard Ave. 
La Grange Park, IL 60526 
Ph. 888-354-5090 
Fax 888-354-5091 
E-mail: mmr77@aol.com 
Mary C. Moosbrugger, President 

www.quirks.com Quirk's Marketing Research Review 



Moosbrugger Marketing Research 
632 N. Flagship Dr. 
Salem, SC 29676 
Ph. 888-354-5090 
Fax 888-354-5091 
E-mail: mmr77@aol.com 
Mary C. Moosbrugger, President 

MORI (Market & Opinion Research International) 
95 Southwark Street 
London SE1 OHX 
United Kingdom 
Ph. 44-171-928-5955 
Fax 44-171-955-0071 
E-mail : mori@mori.com 
Jane Robinson 

MRC Group 
101 Convention Center Dr. , Ste. 1005 
Las Vegas, NV 89109 
Ph. 702-734-7511 
Fax 702-734-7598 
E-mail: research@mrcgroup.com 
http://www.mrcgroup.com 
James Medick, Managing Director 

NCS 
4401 W. 76th St. 
Minneapolis, MN 55435 
Ph . 800-34 7-7226 or 612-830-8564 
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. 93) 

NETWORK 
501 Main St. 
Covington, KY 41011 
Ph . 606-431-5431 
Fax 606-431-5838 
E-mail : networkcen@earthlink.net 
http://www.vrcinc.com/network.htm 
Linda Tessar, President/COO 

R.T. Nielson Co. 
P.O. Box 11481 
Salt Lake City, UT 8414 7 
Ph. 801-359-1345 
Fax 801-355-6335 
E-mail : RTN ielson@aol.com 
Ron Nielson , President 
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Nordhaus Research, Inc. 
20300 W. 12 Mile Rd. 
Southfield , Ml 48076 

plete data processing capabilities, statistical analy­
sis; focus group facilities in Southfield and Grand 
Rapids, Mich., and Atlanta, Ga., locations. Nation­
wide access to mall locations. Specialists in ad­
vertising, health care, financial/banking, media and 
utilities. 

Ph. 248-827-2400 or 800-860-9996 
Fax 248-827-1380 
E-mail : jrk@nordhaus.com 
John King , President 

Full-service national research company; quantita­
tive/qualitative research . Five experienced modera­
tors; 190 monitored central telephone stations uti­
lizing Ci2, Tel-Athena and predictive dialing tech­
nolo for un aralleled results and efficienc . Com-

(See advertisement on p. 95) 

C.J. Olson Market Research, Inc. 
2125 E. Hennepin Ave ., Ste. 100 
Minneapolis, MN 55413-2720 
Ph. 612-378-5040 or 800-788-0085 
Fax 612-378-5401 
E-mail: cjo@minn.net 
http://www.fouthgen.com/-cjolson 
Carolyn J. Olson, President/Owner 

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. 

Data Collection Services, Systems & Software 
Internet, E-mail, Phone, Fax, ICR 

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. 3128 

It wasn't. 

Copyright © 1997 
National Computer Systems, Inc. 
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WHAT ARE 
You TELLING 

YoUR CusTOMERS? 
The answer will make or break 
your company. 
PoLARIS finds out every detail 
about the service customers 
receive when they Q T 
contact your ~ ~~-1. 
company _ ,.,0 / - t ~ 
so you can 
take customer 
satisfaction to 
new heights. 

<{ ,_j /, ~~ . VJ 

CALL POLARIS MARKETI:\G RESEARCH 

1-888-816-8700 
http://www.polarismr.com 
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Opinionmeter, Inc. 
P.O. Box 10126 
Oakland, CA 94610 
Ph. 510-482-4317 
Fax 51 0-482-3867 
E-mail: sales@opinionmeter.com 
http://www.opinionmeter.com 
Morgan Strickland, Dir. of Ops. 

Opinions Unlimited, Inc. 
Three Riverway, Ste. 250 
Houston, TX 77056 
Ph. 713-888-0202 
Fax 713-960-1160 

ORCO S.A. - Operational Research Consultants 
5 Ventri Str. 
115 28 Athens 
Greece 
Ph. 30-1-721-0069 
Fax 30-1-729-1915 
E-mail : orcospss@mail.hol.gr 
Pia Theodoratou, Head of Mkt. Rsch. Dept. 

Paradigm Technologies lnt'l. 
20 Valley Ave. , Ste. A18 
Westwood, NJ 07675-3604 
Ph. 201-722-3550 
Fax 201-722-3557 
E-mail : ravi@paradigmtek.com 
http://www.paradigmtek.com 
Ravi lyer, President 

Pattern Discovery, Inc. 
1314 S. King St. , Ste. 714 
Honolulu , HI 96814 
Ph. 808-591-1300 
Fax 808-591-0970 
E-mail : 73700.1212@compuserve.com 
Steven Hokanson, President 

Personal Touch Marketing, Inc. 
617 Detroit St. , Ste. 120 
Ann Arbor, Ml 48104 
Ph. 800-324-3216 
Fax 313-741-1206 
E-mail : DebB3497@aol.com 
Deborah Babcock, President 

PINE COMPANY 
Dutu Pmce.uingfor Marketing Reseurch 

Pine Company 
160716th St. 
Santa Monica, CA 90404 
Ph. 800-969-PINE or 310-453-0633 
Fax 310-453-3969 
E-mail : PineData@aol.com 
http://www.pinedata.com 

Established in 1967, Pine Company is one of the 
country's largest providers of data processing for 
market research - the first to offer scanning with 
intelligent character recognition (ICR), which rec­
ognizes handprint. Ideal for customer satisfaction 
surveys, ICR has the speed and accuracy of opti­
cal mark reading and frees questionnaire design 
from special printing requirements. Pine Company 
also provides coding, data entry, tabulation, pre­
sentation graphics, and database tie-back. 
(See advertisement on p. 59) 

~~AJt{p 
Polaris Marketing Research 
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 
Lucy Klausner, Vice President 

Polaris offers full-service qualitative and quantita­
tive research design and execution. We specialize 
in customer satisfaction benchmark and tracking 
studies, employee and lost customer research. We 
are experienced in the telecommunications, health 
care, tourism and travel , financial services, infor­
mation services and Yellow Pages advertising in­
dustries. Our fully automated, state-of-the-art, in­
house telephone interviewing center can handle 
projects from small to complex. 
(See advertisement on p. 94) 

IOk. 
Multi-Dimensional Intelligence'" 

Polk Research Sampling Group 
26955 Northwestern Hwy. 
Southfield , Ml 48034 
Ph. 888-225-1434 
E-mail : ccrook@polk.com 
http://www.polk.com 
Clint Crook, Acct. Mgr., ext. 7255 
Dawn Brown, Dept. Admin ., ext. 7737 

Polk's Research Sampling Group is a dedicated, 
energized team within The Polk Company, who 
pioneered consumer marketing information in 
1870. Polk's Research Sampling Group is here to 
help researchers find respondents quickly, easily, 
and at a competitive price. We specialize in lifestyle 
activities, product brand specific, health care , cell 
phones and Internet users, consumer intentions 
and automotive information. Call Polk's Research 
Sampling Group first. 888-225-1434. 
(See advertisement on p. 97) 

Porchey Research, Inc. 
10411 Clayton Rd ., Ste. 5 
St. Louis, MO 63131 
Ph. 314-567-6464 
Fax 314-567-1601 
E-mail : porcheyinc@stlnet.com 
http://www.porchey.com 
Jim Porchey, President 

Jaakko Poyry Consulting 
580 White Plains Rd ., 3rd fl. 
Tarrytown, NY 10591 
Ph. 914-332-4000 
Fax 914-332-4411 
E-mail: Gary.Helik@poyryusa.com 
http://www.poyry.com 
Tapia Korpeinen, President 
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Preston - Osborne Research 
110 Lowry Ln. 
Lexington, KY 40503 
Ph. 606-276-6114 
Fax 606-276-5024 
E-mail: prstnrsch@aol.com 
http://www.prestongroup.com 
Leanna Hall, Research Manager 

Prince Market Research 
2323 Hillsboro Rd. , #500 
Nashville, TN 37212 
Ph. 615-292-4860 or 800-788-7728 
Fax 615-292-0262 
E-mail: dprince@PMResearch.com 
http://www.pmresearch.com 
Dan Prince, President 

Priority Metrics Group 
P.O. Box 1943 
Spartanburg , SC 29304 
Ph. 864-573-9853 
Fax 864-573-4348 
E-mail: JohnB@pmgco.com 
John Barrett, Partner 

Prognostics 
Stanford Research Park 
900 Hansen Way 
Palo Alto, CA 94304 
Ph. 415-812-3900 
Fax 415-812-3919 
E-mail: jcreel@prognostics.com 
http://www.prognostics.com 
Jim Creel 

Pulso Mercadologico S.C. 
Romulo O'Farril #593 y 599 
Col. Las Aguilas 
Mexico D.F. 01710 
Mexico 
Ph. 52-5-651-4823 
Fax 52-5-593-0929 
E-mail: pulmerc@data.net.mx 
Ana C. Covarrubias, Ph.D. 

Quest Marketing Group 
400 Clifton Corp. Pkwy. , Ste. 472 
Clifton Park, NY 12065 
Ph. 518-373-1990 
Fax 518-373-4824 
Glen D. Lasher, Owner 

Quest Research 
2900 N. Loop W. , 1Oth fl. 
Houston, TX 77092 
Ph. 713-956-6569 
Fax 713-956-2593 
E-mail: research@tqba.com 
http://www.tqba.com 
Mary Jo Martin, Vice President 

The Question Shop, Inc. 
2860 N. Santiago Blvd ., Ste. 100 
Orange, CA 92667 
Ph. 714-97 4-8020 or 800-411-7550 
Fax 714-97 4-6968 
Ryan Reasor, President 
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QlFSfAR 
QUESTAR 
2905 W. Service Rd. 
Eagan, MN 55121 -2199 
Ph. 612-688-0089 
Fax 612-688-0546 
E-mail: webmaster@questarweb.com 
http://www.questarweb.com 
Julie Fontaine, Supervisor, 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 link-

Nordhaus Research Inc. 

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

Southfield, MI 48076 
Tel: 800 • 860 • 9996/ Fax: 248 • 827 • 1380 

ing management practices to long-term customer 
satisfaction , loyalty and retention. 
(See advertisement on p. 3) 

Rabin Research Co. 
150 E. Huron, Ste. 800 
Chicago, IL 60611 
Ph. 312-482-8500 
Fax 312-482-8069 
E-mail : main@rabin-research.com 
Michelle Elster, Vice President 

RDA Group 
450 Enterprise Ct. 
Bloomfield Hills, Ml 48302 
Ph. 248-332-5000 
Fax 248-332-4168 
E-mail: Webmaster@rdagroup.com 
http://www.rdagroup.com 

Atlanta Office 
3355 Lenox Rd. • Suite 400 

Atlanta. GA 30326 
Tel: 800 • 287 • 0662/ Fax: 404 • 848 • 8199 

Grand Rapids Office 
2449 Camelot Court 

Grand Rapids, MI 49546 
Tel: 800 • 860 • 9996/ Fax: 616 • 942 • 9189 
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Research & Polling, Inc. 
5140 San Francisco Rd. N.E. 
Albuquerque, NM 87109 
Ph. 505-821-5454 
Fax 505-821-547 4 
E-mail: rpmail@rpinc.com 
Brian Sanderoff, 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 

Research Solutions 
50 Wingold Ave. 
Toronto, ON M6B 1 P7 
Canada 
Ph. 416-781-5106 
Fax 416-781-8937 
E-mail: jonarnld@idirect.com 
Jon Arnold , President 

The Research Spectrum 
182 Second St. , 4th fl. 
San Francisco, CA 94105 
Ph. 415-543-3777 
Fax 415-543-3553 
E-mail : rhs@researchspectrum.com 
http://www.researchspectrum.com 
Richard H. Snyder, CEO 

Resource Limited 
242 Carlton SE 
Grand Rapids, Ml 49506 
Ph. 616-458-4000 
Fax 616-458-4376 
E-mail : resors@resors.com 
http://www.resors.com 
Kris Vanderstelt, Program Manager 

Response Analysis Corp. 
1060 State Rd. 
P.O. Box 158 
Princeton, NJ 08542 
Ph. 609-921-3333 
Fax 609-921-2611 
E-mail: jim.alleborn@response-analysis.com 
http://www.response-analysis.com 
Jim Alleborn, Sr. Vice President 

Rigney & Associates 
2795 Clay St. 
San Francisco, CA 94115-1711 
Ph. 415-771-9357 
Fax 415-771-9367 
E-mail: jrigney@rigneyassoc.com 
John Rigney, Principal 

Rincon & Associates 
6060 N. Central Expwy., Ste. 670 
Dallas, TX 75206 
Ph. 214-750-0102 
Fax 214-750-1015 
E-mail: info@rinconassoc.com 
http://www.rinconassoc.com 
Dr. Edward T. Rincon, 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, CEO 
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Robinson Research 
524 W. Indiana 
Spokane, WA 99205 
Ph. 509-325-8080 
Fax 509-325-8068 
E-mail : Robinson@soar.com 
William D. Robinson , President 

Rockbridge Associates, Inc. 
421-E Church St. , N.E. 
Vienna, VA 22180-4708 
Ph. 703-281-9541 
Fax 703-281-5763 
E-mail : rockinfo@rockresearch.com 
http://www.rockresearch.com 
Charles Colby, President 

Rockwood Research Corp. 
651 Campus Dr. 
New Brighton, MN 55112 
Ph. 612-631-1977 
Fax 612-631-8198 
E-mail: sales@rockwoodresearch.com 
http://www.rockwoodresearch.com 
Robert A. Hill , President 

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 

Roper Starch Worldwide 
205 E. 42nd St., 17th fl. 
New York, NY 1 0017 
Ph. 212-599-0700 
Fax 212-867-7008 
E-mail : info@roper.com 
http://www.roper.com 
Carolyn E. Setlow, Group Sr. Vice President 

Ross Information Services 
8820 N. Industrial Rd. 
Peoria, IL 61615-1508 
Ph. 309-691-9561 
Fax 309-693-877 4 
E-mail: gwenc@concentric.net 
Gwen Chandler, V.P. Marketing 

E.C. Runner & Associates, Inc. 
4650 N. Port Washington Rd . 
Milwaukee, WI 53212 
Ph. 414-332-8050 
Fax 414-332-7377 
E-mail : edrunner@ecrunner.com 
Ed Runner, President 

Satisfaction Management Systems, Inc. 
Baker Technology Plaza 
5959 Baker Rd ., Ste. 300 
Minnetonka, MN 55345-5957 
Ph. 612-939-4317 
Fax 612-935-7815 
E-mail : jpiepgras@satmansys.com 
http://www.satmansys.com 
Jim Piepgras, Director of Sales 

Semco International 
SeokyoJin Build ing, Ste. 302 
Seokyo-Dong 398-22, Mapo-Ku 
Seoul121-21 0 
South Korea 
Ph. 82-2-324-9042 
Fax 82-2-324-9043 
H.J. Chang 

Service Excellence Group, Inc. 
211 Stablestone Dr. 
St. Louis, MO 6301 T 
Ph. 314-878-9189 
Fax 314-878-1818 
E-mail : servicex@aol.com 
Marci Bikshorn, President 

service research corporation 
Service Research Corp. 
6201 S. 58th, Ste. A 
Lincoln, NE 68516 
Ph. 402-434-5000 
Fax 402-434-5006 
E-mail : srcbritt@aol.com 
Mike Britten, President 

SRC is a small , full-service firm . Core services in­
clude long-term customer feedback systems de­
sign and implementation, market research , mys­
tery shopping and tracking service quality issues. 
A nationwide network of mystery shoppers is 
maintained. Projects are custom designed to meet 
specific objectives and compliment cost effective 
and personalized business processes. SRC is tal­
ented, small , innovative and fast. 
(See advertisement on p. 98) 

Service Strategies International, Inc. 
12001 N. Central , Ste. 350 
Dallas, TX 75243 
Ph. 214-233-3010 
Fax 214-419-1555 
E-mail: fsmuda@servstrat.com 
http://www.servstrat.com 
Fred Smuda, President 

Shop'n Chek, Inc. 
7616 Perimeter Center E., N.E. 
Atlanta, GA 30346-1801 
Ph. 770-393-1072 or 800-669-9939 
Fax 770-668-0816 
E-mail: shopchek@shopnchek.com 
http://www.shopnchek.com 
Sales & Marketing 

Smart Marketing 
16428 Ellerdale Ln. 
Eden Prairie, MN 55346 
Ph . 612-949-3955 
Fax 612-949-3956 
E-mail : SmartMkt@aol.com 
Susan Lein, President 
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RESEARCH SAMPLING 

Find Them Faster and Easier. 
And Find Them For Less. 

W ith 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 with Polk 

directly, you go str?ight to the source. No middleman, so theres 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 lntelligence'M 



• SOCRATIC 
TfCHNOlOGUS 

Socratic Technologies, Inc. 
3850 25th St. , 2nd fl. 
San Francisco, CA 94114 
Ph. 800-5-Socratic or 415-648-2802 
Fax 415-641-8205 
E-mail : info@sotech.com 
http://www.sotech.com 
Bill MacEiroy, President 

Socratic Technologies, Inc. is a full-service re­
search agency providing both quantitative and 
qualitative research programs and specializing in 
computer-based and interactive marketing re­
search methods. Field techniques include: disk­
by-mail , computer-aided interviews, kiosk-inter­
cept and on-line (Web and E-mail) research . Spe­
cial expertise in software and Internet Web site 
content and interface navigation testing. Research 
specialties: attitude and usage; customer satisfac­
tion; pricing; product positioning ; Internet issues; 
and segmentation studies. 
(See advertisement on p. 29) 

Sorkin-Enenatein 
R .... rd'l Service, Inc. 

Sorkin-Enenstein Research Service Inc. 
230 W. Monroe St. , Ste. 1910 
Chicago, IL 60606 
Ph. 312-425-0909 
Fax 312-425-9909 
E-mail: sersinc@aol.com 
http://members.aol.com/sersinc/page1 .htm 
Allen Sorkin , President 

Quantitative and qualitative consumer and busi­
ness-to-business market research . Full-service 
capabilities. Specialists in market segmentation, 
customer satisfaction, product evaluation, com­
petitive positioning , concept generation, advertis-

ing effectiveness. Creative custom design consul­
tation , multivariate methods, computer applica­
tions. Findings are action oriented. 
(See advertisement on p. 99) 

Specifics, Inc. 
35 Glenlake Pkwy., #150 
Atlanta, GA 30328 
Ph. 770-391-0013 
Fax 770-391-0132 
E-mail : Joe@specifics.com 
Cathleen Blumberg , President 

Strategic Edge, Inc. 
2000 S. Dairy Ashford St. , Ste. 500 
Houston, TX 77077-5700 
Ph. 281-556-8282 
Fax 281-556-8585 
E-mail : rfazio@strtedge.com 
Deepak M. Sharma, President 

STRATEGIC OUTLOOKS AUSTRALIA PTY LTD 
Suite 203/66 Berry Street 
North Sydney, NSW 2060 
Australia 
Ph. 61-2-9954-3433 
Fax 61-2-9954-3202 
E-mail : stratout@mpx.com.au 
Lyn Montgomery, Managing Director 

Strategic Power 
13655 W. Burleigh Rd. , #5 
Brookfield , WI 53005-3026 
Ph. 800-998-0830 or 414-860-0580 
E-mail : DocBetsy@aol.com 
Dr. Betsy Charles, President 

Sunbelt Research Associates, Inc. 
1001 N. U.S. Hwy. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-7 44-5662 
Fax 561 -575-7396 
E-mail : SRESEA 1359@aol.com 
Barbara Allan , President 

1111:11 service research corporation 

Service. Res~arch Corporation is a research, training, and 
co~sult1~g f1rm. SRC specializes in gathering customer 
sat1sfact1on, market, and employee data and using these 
data as the foundation for organizational improvement. 

RESEARCH CUSTOMER MYmRY SHOPPING 
• competitive analysis FEEDBACK SYSTEMS • walk-in 
• customer • custom design of • telephone 

satisfaction and concepts, strategies, • combination 
perception and application • competitive 

• market research • integration of the • SRC maintains a 
voice of the nation-wide network 
customer into the of shoppers 
long-term business 
plan 

6201 S 58th street., Suite A Uncoln. NE 68516 · email: srcbritt@aol.com 
(402) 434-5000 · (800) 726-8588 ·FAX (402) 434-5006 

Superior DataWorks 
7477 Juniper Ridge Dr. 
Memphis, TN 38125 
Ph. 901-753-2132 
Fax 901 -759-0171 
E-mail: svega@SuperiorDataWorks.com 
http://www.SuperiorDataWorks.com 
Sharon Vega, Principal 

_...- Survey 

~f~~pling, 
Survey Sampling, Inc. 
One Post Rd. 
Fairfield, CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
E-mail: info@ssisamples.com 
http://www.ssisamples.com 
Christopher De Angel is, Nat'!. Sales Manager 

SSI-PhoneFind™ provides computerized telephone 
number look-up, data enhancement, and data pro­
cessing services specifically designed and priced 
for survey research. Keep customer files up-to­
date with SSI-PhoneFixrM. SSI also provides ROD, 
targeted , and business samples for survey re­
search. Generate samples on-line with SSI-SNAP™ 
software. Samples available for U.S., Canada, U.K., 
Italy, Germany, and more. 
(See advertisement on p. 21, 30, 52) 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
E-mail : sservice@surveyservice.com 
http://www.surveyservice.com 
Susan R. Adelman , President 

Gene Taylor & Associates 
11355 Warner Ave. 
Fountain Valley, CA 92708 
Ph. 714-775-1900 
Fax 714-775-9030 
E-mail: gtaintl@aol.com 
http://www.webopinions.com 
Gene Taylor, President 

Technology Business Research , Inc. 
400 Lafayette Rd. 
Hampton, NH 03842 
Ph. 603-929-1166 
Fax 603-926-9801 
Stephen Triggs, V.P. of Consulting 

Telemarketing Network, Inc. 
2020 Front St. , Ste. 206 
Cuyahoga Falls, OH 44221 
Ph. 800-998-4146 
Fax 330-945-4237 
E-mail : ken@calltni.com 
http://www.calltni .com 
Ken Weitzel , Director 

98 www.quirks.com Quirk's Marketing Research Review 



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 

Total Research Corporation 
5 Independence Way- CN5305 
Princeton, NJ 08540 
Ph. 609-520-9100 
Fax 609-987-8839 
http://www.totalres.com 
Lorin Zissman , Chairman/CEO 

USA/DIRECT, Inc. 
194 Andover Rd. 
Sparta, NJ 07871 
Ph. 973-726-8700 
Fax 973-726-8787 
Guy Parker, President 

The Wagner Group, Inc. 
53W.21stSt. 
New York, NY 1 001 0 
Ph. 212-627-0066 
Fax 212-727-7 492 
Jeffrey Wagner, President 

Walker Information 
3939 Priority Way South Dr. 
Indianapolis, IN 46240 
Ph. 317-843-3939 
Fax 317-843-8584 
E-mail: cburking@walkernet.com 
http://www.walkernet.com 
Connie Burking , Director 

Product service lines include: customer relation­
ship assessment, organizational culture assess­
ment, lost customer assessment, and reputation 
and stakeholder assessment. Walker Information 
also provides marketing research database man­
agement, and focus group facilities . Walker 
Information's comprehensive suite of stakeholder 
measurement and management products and ser­
vices help build success throughout the world via 
our CSM® Worldwide Network, Walker Informa­
tion Canada, and Walker Information Mexico. 
(See advertisement on p. 23) 

The Wats Room, Inc. 
120 Van Nostrand Ave. 
Englewood Cliffs, NJ 07632 
Ph. 201-585-1400 or 800-724-0222 
Fax 201-585-1524 
E-mail: louroth@thewatsroom.com 
http://www.thewatsroom.com 
Lou Roth, President 

Winona Research 
8040 Cedar Ave. S. 
Minneapolis, MN 55425 
Ph. 612-881-5400 
Fax 612-853-9510 
E-mail: wrgroup@winonaresearch.com 
http://www.winonaresearch.com 
Bruce Lervoog, Exec. Vice President 
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Yarnell, Inc. 
11 0 Sutter St., Ste. 811 
San Francisco, CA 94104 
Ph. 415-434-6622 
Fax 415-434-04 75 
E-mail: SYarneii@Yarneii-Research.com 
Steven M. Yarnell , Ph.D., President 

Yee/Minard & Associates, Inc. 
27300 W. 11 Mile Rd. , Ste 500 
Southfield, Ml 48034 
Ph. 248-352-3300 
Fax 248-352-3787 
Anne Scott-Montgomery 

':ler':l ~in-Enenatein 230 West Monroe Street 
Chicago, Illinois 60606 
Telephone (312) 425-0909 

R .... rch Service, Inc. 

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 ( ____ __ 
1097 
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Classified Ads 

T~E 
OUEOTION 

RYAN REASOR 
President 

OHOP,inc. 
2860 N. Santiago Blvd. 
Suite 100 A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

Orange, CA 9266 7 
(714) 97 4-8020 
FAX: (714) 974-6968 

STAT 
PAC 

~ 
GOLD 

#1 in Survey Software- StatPac Gold IV 
Professional's choice for survey & marketing 
research. User-friendly, comprehensive & 
dependable. Camera ready tables & graphics. 
Basic & advanced statistics. CRT & telephone 
interviewing. Easiest to learn. Guaranteed. 

S1MJ6!W" StatPac Inc. 
4425 Thomas Ave. S., Minneapolis, MN 55410 
Tel:.(612) 925-0159 Fax: (612) 925-0851 

Statistics Calculator™ -Convenient Windows 
program for performing significance tests on summary data. 
T -tests & confidence intervals for means & percents, chi­
square, sample size estimation & much more! Fast and easy 
to use. $49.95. Free demo. StatPac, 4425 Thomas Ave. S., 
Mpls., MN 55410 (612) 925-0159 http://VvVvW.statpac.com 

-c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::> 

Data Entry J & D Data Services Tallying 
- c:::>c:::> (972) 596-6474 Phone c:::>c:::> 
Scanning (972) 964_6767 Fax Printing 

- c:::>c:::> jddata@flash.net Email c:::>c:::> 

Mail Out Specializing in Optical Mark Reading Technology Mail Back 
-c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::> 

Mature 
1Harketing & Research 

Leslie M. Harris, Ph.D. 
Managing Partner 

Providing information on the 50+ population 

Focus Groups, IDI's, Low Cost Omnibus Studies 

85 EAST INDIA ROW, SUITE 30A, BOSTON, MASSACHUSETTS 02110 

Tel: (617) 720-4158 • Fax: (617) 723-1254 

100 

Sales Offices 
Headquarters: Evan Tweed, Quirk's 
Marketing Research Review, 8030 Cedar Ave. 
So., Ste. 229, Bloomington, Minn., 55425. 
Phone 612-854-5101. Fax 612-854-8191. 

West Coast: Lane Weiss, Lane Weiss & 
Associates, 10 Black Log Rd., Kentfield, 
Calif., 94904. Phone 415-461-1404. Fax 415-
461-9555. 

Listin Additions 
Please add the following firm to the 1996 Directory of Focus Group Facilities: 

Kerr & Downs Research 
2992 Habersham Dr. 
Tallahassee, FL 32308 
Ph. 850-906-3111 
Fax 850-906-3112 
Brian Watkins, Research Analyst 
Location: Free-standing building 
CR, OR, 1-1 , VE 
1) 21x17 Obs. Rm. Seats 5 

U.S. POSTAL SERVICE Required by 39 U.S.C 3685 STATEMENT OF 
OWNERSHIP, MANAGEMENT AND CIRCULATION 1 Title of Publica­
tion: Quirk's Marketing Research Review. 2. Publication No.: 0893-7451 . 
3. Date of Filing: Sept. 19, 1997 4. Frequency of Issue: Jan., Feb., Mar., 
Apr., May, June/July, Aug/Sept., Oct. , Nov. , Dec. 5. No. of Issues Pub­
lished Annually: 10. 6. Annual Subscription Price: None and $60.00. 7. 
Complete Mailing Address of Known Office of Publication: 8030 Cedar 
Ave. So., Ste.229, Bloomington MN 55425-1215. 8. Complete Mailing Ad­
dress of the Headquarters of General Business Offices of the Publisher: 
8030 Cedar Ave. So., Ste. 229, Bloomington, MN 55425-1215. 9. Full 
Names and Complete Mailing Address of Publisher, Editor, and Managing 
Editor. Publisher: Quentin T. Quirk, 8030 Cedar Ave. So. , Ste. 229, 
Bloomington, MN 55425-1215; Editor: Joseph Rydholm, 8030 Cedar Ave. 
So., Ste. 229, Bloomington, MN 55425-1215. Managing Editor: Not Appli­
cable; 10. Owner: Quirk Enterprises, Inc., 8030 Cedar Ave. So., Ste. 229, 
Bloomington, MN 55425-1215; Stockholder: Quentin T. Quirk, 8030 Cedar 
Ave. So.,Ste. 229, Bloomington, MN 55425-1215. 11. Known Bondhold­
ers, Mortgagees, and Other Security Holders Owning 1 Percent or More of 
Total Amount of Bonds, Mortgages or Other Securities: None. 12. For 
Completion by Nonprofit Organizations Authorized to Mail at Special Rates: 
Not Applicable. 13. Publication Name: Quirk's Marketing Research Re­
view 14. Issue Date for Circulation Data Below: August/September 1997. 
15. Extent and Nature of Circulation: Average No. Copies Each Issue Dur­
ing Preceding 12 Months: A. Total No. Copies (Net Press Run): 16,160. 
81. Paid or Requested Circulation: Sales (Through Dealers and Carriers, 
Street Vendors and Counter Sales): None. 82. Paid and/or Requested 
Mail Subscriptions Include advertisers' Proof Copies/Exchange Copies: 
9,220. C. Total Paid and/or Requested Circulation: 9,220. D. Free Distribu­
tion by Mail, Carrier or Other Means Samples, Complimentary and Other 
Free Copies: 6,509. E. Free Distribution Outside the Mail (Carriers or Other 
Means): None. F. Total Free Distribution: 6,509 G. Total Distribution: 15,729. 
H1. Copies Not Distributed (Office Use/Leftovers, Spoiled): 431 . H2. Re­
turn From News Agents: None I. Total: 16,160. Percent Paid and/or Re­
quested Circulation: 58.6% Actual No. Copies of Single Issue Published 
Nearest to Filing Date. A.16,800; 81.None; 82.9,406; C.9,406; D.6,621 ; 
E. None; F 6,621 ; G.16,027; H1.773; H2.None; 1.16,800; Percent Paid and/ 
or Requested Circulation: 58. 7%. I certify that the statements made by me 
above are correct and complete: Quentin T. Quirk, Publisher. 
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1997-98 SourceBook Listing Additions and Correcti 
Please add the following firms to the U.S. section 
of the 1997-98 Researcher SourceBook 

Competitive Benchmarking Associates 
15 Tranquil Glade Place 
The Woodlands, TX 77381 
Ph. 281-364-8299 
Fax 281-364-8299 
http://www.flash .neV-branham 
E-mail : branham@flash .net 
Michael Branham 

CustomerSat.com 
140 Sand Hill Circle, Ste. 100 
Menlo Park, CA 94025 
Ph. 415-234-8000 
Fax 415-854-2135 
http://www.CustomerSat.com 
John Chisholm, President 

Feedback Plus, Inc. 
5580 Peterson Lane, Ste. 120 
Dallas, TX 75240-5157 
Ph . 800-882-7467 
Fax 972-661-5414 
Diann Young 

Holstein Market Research Services 
2359 Coventry Rd . 
Columbus, OH 43221-4242 
Ph . 614-488-4194 
Fax 614-488-4195 
Deborah Holstein, President 

Kaufman Associates 
6426 Wakeforest St. 
Houston, TX 77005 
Ph. 713-621-8434 
Rhoda Kaufman, President 

Kiyomura-lshimoto Associates 
182 Second St. 
San Francisco, CA 94105-3801 
Ph. 800-827-6909 
Fax 415-227-0403 
E-mail: norm@kiassociates.com 
http://www. kiassociates. com 
Norman P. lshimoto, Principal 

The Maloney Group 
15 E. 26th St. , Ste. 1609 
New York, NY 10010-1505 
Ph. 212-683-6363 
Fax 212-683-6551 
E-mail : TMGideas@aol.com 
Toni Maloney, President 

Mellon Market Research 
2850 Parkway, Bldg . 6, Ste. 40 
Pigeon Forge, TN 37863 
Ph. 423-428-8360 
Fax 423-428-6042 
Vicki Phillips, Director Market Research 
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NGGroup Mystery Shopping 
11943 Kentwood 
St. Louis, MO 63043 
Ph. 314-291-1802 
Fax 314-291-0509 
Neal Gross, Owner 

The Qualis Company 
4540 McPherson Ave. 
St. Louis, MO 63108-1904 
Ph. 314-397-4981 
Fax 314-361-5515 
E-mail : qualis@juno.com 
Joseph Kaerner 

Please add the following firms to the Canadian 
section of the 1997-98 Researcher SourceBook 

Advantage Field Research 
230-10123 99 St. 
Edmonton, AB T8N 6M2 
Ph. 403-944-9134 
Fax 403-425-0249 
Daniel Giroux, President 

lntolnfo Inc. 
157 Gilmour St. 
Ottawa, ON K2P ON8 
Ph. 613-233-0807 
Fax 613-233-0156 
E-mail : intoinfo@magi.com 
Andrey Domagalski 

Please add the following firms to the International 
section of the 1997-98 Researcher SourceBook 

A.D.C.E. 
16 rue de Chateaudun 
Paris 75009 
France 
Ph. 33-1-42-33-5050 
Fax 33-1 -42-33-5067 
Nathalie Cariou, Associate Manager 

Firefly 
Quality Test International Research 
47 Marleybone Lane 
London, W1 M 6LD 
England 
Ph. 44-171-486-0393 
Fax 44-171-486-6198 
Fiona Jack 

Quantime Corp. 
Paseo de Ia Reforma 
90-4 Of. 405 
Colonia Juarez 
06600 Mexico OF 
Ph. 52-5-535-617 4 
Fax 525-535-6252 
Jorge Almonacid , Sales Manager 

The Research Partnership 
41 Overstone Rd . 
London , W6 OAD 
England 
Ph. 44-181-741-1030 
Fax 44-181-7 41-1140 
E-mail : rpartnership@compuserve.com 
Mary Assimakopoulos 

Please note the following corrections to the 1997-
98 Researcher SourceBook (corrections shown in 
bold): 

On p. 234, the E-mail address for BAIGiobal should 
read : kpermut@baiglobal.com. 

On p. 269, the Web address for Disher Strategic 
Research should read : http://www.disher.com. 

On p. 305, the fax number for Common Knowl­
edge, Inc. should read : 972-732-1447. 

On p. 306, the contact name for lntelemedia Com­
munications should read : Jim Hawkins, V.P. Sales. 

On p. 312, the E-mail address for Quest Research 
should read: research@tqba.com. 

On p. 334, the listing for ASECOM S.A. should read : 
ASECOM S.A. - Mktg. Research & Consulting. 

On p. 348, the listing for lnstituto Doxa should 
read : lstituto Doxa. The postal code should read : 
20144. 

On p. 348, the listing for MAP Agency for Market­
ing Analyses & Plans should read : 
19 Peter Delyan Str., ap. 13 
Sofia 1124, Bulgaria 
Ph . 359-2-946-1160 
Fax 359-2-946-1857 
E-mail: s.jelev@unwe.acad.bg 
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OBJECTIVITY 
Is Part Of What We're Instituting. 

We cordially invite you to experience our commitment to Objectivity, while learning marketing research 
methods and applications from the most experienced marketing research training organization in the world! 

Participate in a Burke Institute 
seminar and you can expect to gain a 
valuable point of view. Not ours, but 
your own. Because we provide a full 
and impartial look at the best practices 

utilized by marketing researchers world­
wide. Not just the proprietary techniques 

and viewpoints of a particular supplier. The 
250+ marketing research suppliers who have sent their employees 
to our seminars for job training is testament to our objectivity. 
Through nearly 2,500 seminars on 25 topics with more than 
40,000 participants in 26 countries, our complete objectivity has 
remained constant. 

But objectivity is not the only benefit you get when you attend our 
seminars. Here are a few more: 

INTEGRITY. Our mission is education. Participants fro m our seminars are~ con­
tacted for anything other than fo llow-up re lated to their continuing education. Guaranteed 
unconditionally. 

EXPERTISE. You learn from the experts who "wrote the book" on marketing research 
trai ning 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 con­
tinuing educational needs. Our programmed sequence of seminars eliminates the duplication 
and conflicting content which often result from attending di sjointed seminars from di ffe rent 
sources. 

RECOGNITION. You get tangible professional recognition for attendance through our 
highly respected certi ficates of achievement. 

REALISM. Our eminar combi ne academic rigor with real-li fe expertise gained from 
having done ten of thousands of research studies. The content is usable immediately in day­
to-day work. 

These are just some of the many reasons for the superlative evaluations 
we receive from our participants: 

Excellent - highly recommended and of immediate practical value upon return to work, 
excellent balance of examples and background/explanatory info. Speaker the best -
incredibly lively, interesting, helpful , dynamic, genuine and thoroughly knowledgeable 
about the subject - as well as relating the info presented to audience needs. 

Marketi ng Analyst, Merck Sharp & Dohme 

Excellent - Learned extraordinary amount in 2 days. Excellent content, excellent work­
book. Will refer to manual often in the future. 

Marketing Research Manager, U.S. West 

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 Re earch Analyst, Ford Motor Company 

BThek ur e 
Institute 

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

© 1 99~. The Burke institute 

The Burke Institute 
Partial Schedule of Seminars Through December 1997 

101 . Practical Marketing Research 

Boston ... . . . .. . . . . . ...... . .. Jan . 6-8 
Sl. Louis .... Jan. 27-29 
Cincinnati .............. • .... Feb. 17-19 
Chicago .... Mar. IO·I2 
Houston . ... Apr. 7-9 
New York . . .. Apr. 28·30 
Cincinnati . .. May 19-21 
Atlanta .... June9-l l 
Philadelphia .... June 30-July2 
Denver ...................... July 15· 17 
Cincinnati ..............•. . .. July 28-30 
SeatLie . . . ... Aug. 25-27 
New York . . . Sepl. 15·17 
Minneapolis ... Oct. 7-9 
Chicago . . . Oct 20.22 
Boston. . ........... Nov. 17-19 
Cincinnati . . Dec. 8-1 0 

103. Marketing Research ror Decision Makers 

New York . ....... May 29·30 

104. Questionnaire Construction Workshop 

Boston . 
Cincinnati 
Detroit . 

...... Jan. 2().22 
.... Feb. 24-26 
.... Mar. 24·26 

New York ....... • •.• • .. . •.... Apr. 14-16 
Kansas City .... May 12-14 
Chicago . . .. June23-25 
Cincinnati . . .. Aug. 4-6 
New Orleans . . . Sepl. 8- 10 
Minneapolis .... Sept. 29·0cL I 
New York . . . . . . . . . . . . . . . . . ... Nov. 3-5 
Dallas . .. Dec. 15-17 

105. Questionnaire Design 

Boston . ... . . . . . . . . . ... • •.... Jan. 23-24 
Cincinnati . . .... Feb. 27-28 
New York ..... Apr. 17·18 
Chicago . . ...... June 26-27 
Cincinnati . . ... Aug. 7-8 
New Orleans .. .. . Sepl. 11- 12 
New York ..................... Nov. 6-7 

201. Focus Groups 

Toronto . 
Chicago . 

...... Mar. l8· 19 
....... Ocl. 23·24 

202. Focus Group Moderator Training 

Cincinnati . . .. Feb. 4-7 
Cincinnati .. . . . Mar. 4-7 
Cincinnati ...... Apr. S-11 
Cincinnati . . ..... May6-9 
Cincinnati . . . . . . June 17-20 
Cincinnati . . .... July 22-25 
Cincinnati ...... Aug. 26-29 
Cincinnati .... . ............... Oct. 7- 10 
Cincinnati . . .. Dec. 2-5 

203. Focus Group Applications 

Cincinnati.. . .. Feb. 10- 12 
Cincinnati . ................. Oct. 13-15 

204. Qualitative Research Reports 

Cincinnati .. . . . ...... . .... . ... Feb. IJ- 14 
Cincinnati .... . ............... Oct. l6- 17 

JO I. Communicating Marketing Research 

New York ..................... Jan. 13-15 
Cincinnati .. . ... Mar. J0-12 
New Orleans . .. . Apr. 21-23 
New York . . . . . . . . . . . . • . . . . .. June 2-4 
Seattle . . ..... July7·9 
Cincinnati .... . .. .. ... . . . .... Aug. 18-20 
Chicago . . ........ Sept 22·24 
New York. ov. 10- 12 

401. Managing Marketing Research 

Cincinnati . 
New York . 
Cincinnati . 
Boston .. 

.. ....... Mar. l3·14 
. .. June5·6 

........ Aug. 21·22 
.... Nov. 2().21 

501. Applications of Marketing Research 

Cincinnati .................... Feb. 20-2 1 
Houston .... . ....... . . . ... . ... Apr. 10- 11 
Atlanta . . .... June 12-13 
Cincinnati .....• • ...••.•..... Ju ly 31-Aug. I 
NewYork ... Sepl.l8· 19 
Cincinnati .................... Dec. 11-12 

502. Product Research 

Cincinnati 
New York 
Chicago .. 
Cincinnati .. 

504. Ad vertising Research 

.. Jan. 30-31 
...... Apr. 24·25 

.... July 15· 16 

.... Oct. 14-15 

New York ..................... Feb. 6-7 
Cincinnati . . .. May 15- 16 
Detroit . . .. Ju ly24-25 
Cincinnati ............... . .... Oct. 30-31 

505. Market Segmentation Research 

New York. 
Cincinnati .. 
Detroit .. 
Cincinnati . 

. . Feb. 4-5 
.... May 13· 14 

....... July 22·23 
... Ocl. 28·29 

506. Customer Sat isfaction Research 

Boston .. 
New York . 
Seanle . 
Cincinnati .. 

. . Jan. 9· 10 

.. May 1-2 
. ... Aug. 28·29 
. .. Nov. 24-25 

509. Using Geodemographics for Marketing Decision 
Making 

Orlando ......... . ............ May 1-2 

60 1. Trans lating Data Into Actionable Information: An 
Introduction 

New York ......... Jan. 16· 17 
Chicago ...................... Mar. 13-14 
Cincinna1i . . ....... May22-23 
Seattle . .. . July 10· 11 
Chicago ....... .. ....... . ..... Sept. 25-26 
New York . ov. l3-14 

602. Tools and Techniques of Data Analysis 

Chicago . .. .. Jan. 21 -24 
Cincinnati .. . ....... Mar. 4-7 
Kansas City . .. .......... Apr. 15· 18 
Cincinnati ......... May27-30 
New York .................... June3().July3 
Cincinnati ... Aug. 12- 15 
Chicago . .. ........ Sept. 30-0ct. 3 

ew York . ov.4-1 
Boston ................... .. . Dec. 16-19 

603. Practical Multi va riate Analysis 

ew York . . .. Jan. 28-3 1 
Seattle . . ....... Mar. 18-2 1 
Cincinnati . . ... May 6-9 
Chicago ... June 17·20 
Kansas City . . ..... . ..... . July22·25 
New York . . . . . . . . Aug. 19·22 
Chicago . . ... . . Oct. 7-10 
Cincinnati .... . ...... . ........ Dec. 2-5 

701 . International Marketing Research 

Boston .................... Apr. 3-4 
Cincinnati . . ... Sept. 4-5 

702. Business lo Business Marketing Research 

New York ..................... Mar. 24·26 
Cincinnati . . .... Sept. 8-10 

CERTIFICATE OF ACHLEVEMENT IN MARKETING RESEARCH METHODOLOGY & APPLICATIONS 
Cincinnati . . .... Feb. 17-Mar. 14, 1997 Cincinnati . . .. .July 28·Aug. 22. 1997 

CERT!FlCATE OF PROFICIE CY IN Q UALITATIVE RESEARCH 
Cincinnati . .... . .. .. . . Feb. 4- 14, 1997 Cincinnati . . .. Oct. 7- 17, 1997 

CERTIFlCATE OF PROFICIE CY IN Q UANTITATIVE ANALYSIS 
Chicago/New York .... .Jan. 13·3 1, 1997 Chicago ...... Sept. 22-0ct. 10, 1997 

Please call for addit ional information on these and other Burke Institute seminars. 
All the above Burke Institute Seminars are available for in-house presentation. 

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 
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