


st because it h s , e digi s 
be oe t me · 's a pho e u • 

(If you tried to find out where your t l phone sample came from, would you b left empty handed?) 

ample development . hould no b a black b x 
pro . G E SYS i for re earcher who want to 
know xac ly wh r th ten digits come from. W 
ar th company o call if you need to know your 
ampling option and the impact ach will hav . 

You can c unt n u to provide a d tail d m thod­
ologi al d finition for every ample we cr at . 

ENE Y ha no black boxe , ju t explicit am-

ic 

One simple phone call giv you compl ace to 
a wealth of experience and a collection of sampling 
r ourc hat can handl any ampling problem. 
W ha eafullarrayofRDD ampl m th dologie 
(including the indu try' only ingl 
tage epsem tel phone probability am­

pl ) a w ll a li t d household and 
bu in ampl . mographic tar­
geting with exchange-! v l d rna­
graphic e timate , i available for all 
R D and li ted ample . GENE Y 
d itall,from ampl de ignthrough 

E"""'~ .. ,..,...,,,,...,. 

ampling y m h th xperienc 
and chnology to help you hold down th high co t 
of data coli tion. Our G N Y Plu and E E-

y ID , y m nomically purge bu ine 
non-working numb r from your RD ample o 
youdon'thavetopayintervi w r to find them. We 
al oo r ignificant automatic, v lum di unt 
on b th a job and an annual ba is. 

u · 

ample and 
S S to be the mo t tati -

GENESYS Sampling Systems • Scott Plaza 2 • Suite 630 • Phila., PA 19113 • 215-521-6747 
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Quancept CAPI can handle it. 

The powe ful software for Computer 

Assisted Personal Interviewing on 

laptop computers as used by leading 

research agencies throughout the 

world. 

ast and eHic·ent. The best so ution 

for your largest surveys 

- even 000 questions. 

From Quantime. Who else? 

For more information 

contact Joe Marinelli at: 

Quantime Corporation 

8th Floor 

545 8th Avenue 

New York 10018 

(212) 268 4800 
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or than 
m aur 

Worldwid • 

t: 

Now, more 
than ever, Maritz 

goes beyond 
measurement to 

help you improve 
performance 

worldwide. The 
Research Business 

Group (TRBG), 
formerly Britain's largest 

privately-held marketing research firm, 
has joined the Maritz team. The addition 

extends the international resources we 
already offer through Maritz Europa, head­

quartered in Marlow, England, and other 
international partners such as Marketing 
Intelligence Corporation (MIC), in Tokyo. 

You'll benefit from: 
• marketing research experience in over 50 countries. 

• reliable, comparable data provided by experienced, 
knowledgeable specialists who combine research 

expertise with extensive linguistic skills. 
• expert qualitative researchers with an understanding of 

cross--cultural implications. 
• leading-€dge quantitative research using advanced 

analytical techniques. 
• extensive data collection services including state-of-the-art 

computer-assisted personal interviewing. 

Using worldwide resources, Maritz takes an integrated approach to tum 
research findings into winning competitive strategies. Whether you need 

custom marketing research; customer satisfaction measurement; customer 
relationship management; or product or advertising research, Maritz can 

help. 0 In the U.S. and abroad, More Than Measurement is a commitment that 
gets to the bottom line, not just the bottom of a report. To find out more about 

worldwide research, call your nearest Maritz office, or 1-800-446-1690. 

MA ITZ 
1ARK ETI:'\:(i HESE.i\HCII INC . 

'l!Wtetkalt~ 
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u mr 

or G Medical Syste s 
• eac custo er 1s ... 

a mar et of 

\ ' lCl' 

pre identlre earch or Kennedy 
Re earch Inc.. Grand Rapid . Mich .. 
market re or h compan ·. 

6 

by Ja al m 

who ha n 'i n- n urag ' u~tom ·r~ to oi 'e th ir pin-
i n'i. Th ~ tr~t sur is ailed the post 
in. tallati n tra king study, whi h a. k. 
~ r the u. tom r's opini n f th al 
pn · ·ss, pPin. tallati n, liv ry in tal­
lation, training and pr du t peri nnan 

u. tw t p ~ f mail ·d ~ur · ~ to ~ r th ir r ent purcha . Th e nd 
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~ur 

fa ti 

i~ th' sal -.,and . r i · tra ·king 
• \i hi · ha~k . th 

th ha mul-

tion pr e . 
manager. "It i. 

ntialthat w • 

und rstand ur 
u t m r' . I ·I 

rail p r} r-

mancc at th ~ unt." 

efT ton a high-t h manufa ·tur ·r: 11 -
ing big- ti ·k ·t cquipm nt to a ~·w h." 

market f on -," 

"Our custonzers 
probably know us as 

well as we knolv 
ourselves, because 
they have nzultiple 

relationships with us. 
It is essential that we 

understand our 
custon1er's level of 

satisfaction 
throughout every 

stage of the 
relationship." 

ur-
d t n-

"v ry u. tom r i important w 

With its rclativ ly mall · u~t m r 
ba~ , M di al ann t afford t tak 

u t m r :atisfa ti n lightly. dis-
grunt! d ·ustom r r tw may hav 
littl impa t on a c n um r pr du ·t. 

mpany s II in I w-pri /high- olum' 
it m . but it ·an ha c a mu h g. r at ·r 

October 1993 
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u to r at· fa ion Re 

Taco Bell get fresh re pan e for its sati faction 

by Julia uf r 

Edilor' s not •: Julia Nufer is a enior 
account manager with Marit: Marketing 
Re 'earch Inc .. in Los Ang les . 

..,.._._ he fast-food restaurant cat­
egory gr w y 5.2~ in 19 2 
yet Ta Bell' aJe grew by 
21 Ok • Tac Bell' annuaJ ale 

per unit ro e from $579,000 in I 7 to 
6, 0 in 1 92, a compound annual 

growth rat of 8.40k. H w can a com­
pany gr w o mu h, y ar after year? 
A cording to J hn E. Martin, Ta o 
BelJ' presid ·nt and chief e ecutive, 
the re taurant "has b en listening to 

ur cu tomer . We ommittcd our­
·cl est deliv ring valu t the cu -
tom r ... We de ·ided to d li er what 
they a. ked fo , n t what we thought 
they want d." 

Ta Bell k ps in touch with u -
tomers thr ugh many hannel ·. One 
of th m st important way i it u -
tomer ati faction Program, now in 
it fifthyear.Th pr grami '. o alu­
abl ·that afterthree full year f impl -
mentation in a randomly s lected na­
tional ample f re tau rants, th c m­
pany has e pand d the pr gram t 
in lud virtually · very mpany­
owned re. taurant in the nit d tatcs 

rollout in 
was don to determine what dri e 

Quirk's Marketing Research Review 



' 7 II z zt . 1 . t- -t ~ t II z r,-r y 

ustom r l)ati fa ti n. h' qu ' . Li n­
nair v a de ·igned to in rp rate 
th e element~ that ar b th impor­
tant to th · u t mer and op ration­
ally a ti nab! , it ms . u h a. th 

I anlin s. ofth r 'l)taurant, peed of 
. cr ic , and fri ndlin ~s of th taff 

• • • f i~sucs th 

m al. the wr ng l ati n, tc. ur-
·ying at th m ment f truth h lp 

·nsur that the results ar m rea u­
rat , s nsiti and di nm1nating ­
and th r f re m r us fu I to th r . -

.. 

tion: R ·tau rant tnff coli ·t 
th I)Ur e s, r u t m r: dr p th m 
in a I o · k d a th y e it. u t m­
r might v ·n mail que tionnaircs 

(p ·tag prepaid) t a ntral I a-
ti n for pr ing . 

II f th ·se m th d ar appropri-
at ir urn-

. . . ry stan 
v nien · • • • • •• f rthi 

. . . . . . . . . 
w re pret""st d e ten i ely t fin -
tun' th m pri r t r II ut. h pay-

ff: apr e. s that assur Ta Bell 
c ·'I I nt u t mer information. 

ti n pr gram. It mu. t take int n-
1 d the us tom .,r 

pl ' 

The program has high credibility with 
all levels of management because a 
neutral party, the interviewer, is 
collecting the information, and because 
the evaluation comes directly from the 
customers of the individual store. 

ut d v r th f on· da b ' a 
pr fe sional inter iewer, wh also 

th lack of 

si n; buying a ta olle ts the lf-admini tercd qu . -
tionnair . Th urvcy i~ . h rt and 
a y t c mpl ·t , and p rati n 

, it i imp rtant to at h rat s ar • high. Ther are enough r -
m rat th "moment ftruth,'' spons . t r p rt th r suits at the 

at th ·tim 

m m ri 
th en ir 
re ult p 

r 

n nts of th xp rien , r may mis­
tak nly r all (and rate th wr ng 

October 1993 

th 
ha c n nsid red. om pti n 
ar : 

i. tributi n: Re taurant staff a -
tiv Iy di tri ute th sur y. , r ur­
ey. are mad a ailab le at there tau­

rant for custom r t tak ifth • wish. 

man e e a luation of it mana er:. 
Th program ha high r dibility with 
a ll le Is f mana 

lecting th inf rmati n, and b au e 
th • valuati n mes dir tly fr m 
th indi idual stor . 

Making it work 
h ur ey pro ·ess is very imple 

continued on p. 32 



I 

of customer satisfaction 
by Joanne lnick 

Editor' note: Joanne VInic/.. i a panner in Ducker 
Re.H!arcll o .. Bloomfield 1/i//s, Mich. 

h first"don'C•t keepinmindi. thatitisnotcust mer 
. atisfuction for which companie ~h uld trive. it i , 
mark t sati . faction. We believe that the tem1 '·cu -

tamer ·atLfaction'' i a mL nomer, as any such proj ct ·hould 
in ·Jud' non-customer and f< nncr ·ustomers. In addition, 
your company p ·rformunce :hould be measured vi:-a-vi · 
yourcompetit rs'.Thee nceofa ·ati factioncffort:hould 
be to a~sc ·s market percepti n f your company and t 
detenn 'ne ways in which your company an improv • th 
product and · rvic s that it offer to alJ market segm nt . 

Based on our c p rience in ol ing market . ati ·faction 
studie . we off en he follO\ving guid line . (The followin 'li:t 
of do and don't: ha~ been developed over the Ia. t 10 years 
and i ba. ed on actual trial-and-error e. perienc ·.) 

Do's: 
l. -e an unbia. ed ~ ampl . When de igning th . ample 

it i e entiat that one potential re ·pondent li. tsar d vel­
oped (i.e .. customer~. n n-customer . former cu. tomcrs) a 
random lection pr c. · is used. hi wJll en ure that the 
result: are not bia d by any particular groupo re. p nd nt' . 
For example. u· t p-ti r cu:t mer. are target d for inter iew­
ing. there. ults urely would be biased by the Je el of rvicc 
often pr vided to u h cu ' t m rs. 

2. ofth voic oftbe cu. tomer. It i e ential that the 
cvaluati n criteria again t which supplier's performance will 
b mea ·ur d are ba ed on th terminology u ed in the 
mar ·ctplace. ''Do not peak r search language;· ay. ark 
Daniel. , market re earch analyst with Motorola' Paging 

Products Gr up, 'speak the cu to mer· s language.·· The crite­
ria. hould rcncct all the elements that arc part of the purchas­
ing proce ·s and r fleet the thought proc ·s. of the respon­
dent. . lnt mal company tem1inology . hould not be used 
during the int rviewing proce . 

3. Pre-te. tall int rview outline .. Part of developing the 
evaluati n ·ritcria is the pre-testing pha:c. Such pre-test 
allow the r ·s arch --r · to modify and finalize interview out­
lin · in order to incorporat th voice of the customer. The 
re uJts of pre-te l interview,- include: 

• Proper identifi ation of evaluation criteria 
• Definition of criteria usin the w rd of th customer 
• Validation of re. earch methodology 
• Test of interview outline flow and que tioning t chnique 
4. Define performance targets. To d vclop and imple-

ment improvement. tratcgics that addre the concern. of the 
marketplace, specific quality targets for key evaluation fac­
tors must be sought. All respondents hould be queried about 
their detiniti n · of ideal and acceptable levels of perfor­
manc . Thi information will help develop actionable steps 
for improvement. 

5. s e perienced re earcher . To obtain specitic and 
accurate perfonnance targets. usc experienced re. earcher .. 
By thi. we mean that researchers should bee perienced in 
both market ~ati faction and in th indu 'try under tudy. 
Th sc re:earchers are able to probe in depth a well as 
accurately and quickly a se . respondent input (and probe 
furth r, if ncce. sary). '"lt' . critical to u c a finn that know 
your bu:ine. s or indu try," say. Hughe Petteway, project 
manag r of Alii d- ignal Aerospace Co.'s Market Analysi 

r up. 
Gretchen Ack ·rman. marketing manager with Petrolite 

continued on p. 34 



Denver·s xceptional 
ocusGro pan 

Cen al ocat on Facility 

DENVER 

THE RESEARCH CENTER 
550 south wadsworth boulevard 
suite 101 
denver 
c o lorado 
80226 
303-935-1750 
tax 935-4390 

he Reseorch Center is Denver's exceptional focus 
group and central location source featuring out­

standing facilities and the highest quality recruiting 
and Interviewing. 

The focus group suite is o tastefully decorated, con­
temporary and private ocility located In on easy-to­
find , high-profile building. The viewing room seats 15 
comfortably. The conference room fea ures wash­
able writing surface. oak ralls and a bleached ook 
conference table. Video player and monitor are 
built-in and available at no additional charge. 

The central location facility Is 24' x 24' and accomo­
dates up to 50 participants. he room is wired to 
provide audio and video feeds to the focus group 
viewing room. Includes a built-in easel and wet bar. 

AU recruiting for focus groups is conducted from The 
Research Center's 40-llne telephone bank (equipped 
wrth CRT and ACS Query interviewing software). The 
Research Center uses a duplicate number database 
system to help Insure the highest quality recruiting . 
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Annie Sampogno-Retd and Chris Balthaser 
manage The Research Center. They hove 
over twenty years combined experience 
recruiting focus groups and central tocatlon 
tests in the Denver market . Their goal is to 
provide clients with the highest quality 
recruiting and the best facilities in Denver. 



Selection of a stratified random sample 

by t ven J. u ll r 

~ te\·en J. Fuller is pre id nr of lnforMedix Marketinx 
Research,lnc, Highland Park, Ill . 

S tratified random ampling i a te hnique used to 
impr ve the a uracy of urvey r su its or to low r th 
o t o a urvey without losing accura y. With a 

pr p rly de igned ampl , the total numb r of sur y on­
ta t an metime be reduced y more than 50o/t, · mpared 
to impler plan . without lo ing any accura · in th r . ull . 
Th te hnique i ft n u ed in preparing rand m sampl s for 
larg quantitative ur ey . 

tratifi d random ampling invol es di iding the mark l 

up into segment that are different from each th r, studying 
ach of th egm nt parately. then putting the s paratc 

r ult backtogetheru ingaw ighteda rag .Thi. weighted 
a erag f e eral preci e mea ur ments can h bctt r than a 
gen rat mea urement f th whole diver. e market. 

T gain the greate ·t h n fit from this L hnique, it i 
imp rtant to ha e om ad an e infonnation about th mar­
k t being urveyed. In parti ular, one must recognize that the 
t tal market ontain ub ·et. that arc differ ·nt from each 

th r - and be abl t ay how th ·ubsct · differ. It is 
·ommon to ubdivid . . m r et int group that differ by 
geography, volume of purchasing. age, s and so on. 

Thi rep rt e ·plain the b nefits of stratified rand m 
·amp ling, and dem n trat h w to con truct :uch a sampl , 
u ing real data. The exampl om s from a rcsear h in e ~ ti ­
gati n of the mark tfor patient monitors in . . hospitals, but 
th t chnique can be appli d to almost any produ ·t or 
u t mer group. 

h ea y way - proportional . amp ling 
T understand the meth do preparing a stratified rand m 

ample, and th h nefits this t ·chniqu an pr id , it i 
helpful to tart by de cribing an asi r and mor mmon 
m th d u ed f r . ele tin a sampl . V r often, sample · are 

12 

ho n with a imple techniqu call d ''pr portional ample 
all ati n," whi h i no more than picking urv y re p n­
dent at random from the c mpl t, list f available re p n­
d nt. . all d the "uni er e ' f respond nt. . 

F r in tan e, i we want to now what fra ti n f the 
ho pital in the country use a parti ular type of high-tech 
patient monitor, we can ju ·t sur ey, say, 10~ of all the 
h pita] in the HA uid , or anoth r omplete li t of 
ho pi tal . In thi ca e, the sampling proporti n i l o/t, and if 
th uni er ntain 5,151 h pita! , w would sur y v ry 
tenth on in th li t, until515 ite had been interview d. The 
r su it f th ur ey would giv a fair! ac urate timate of 
th average numb r of monitor per hospital, and the t tal 
numb r of monit r in the 

The re ult of uch a survey ar sh wn in the graph in Fig. 
1, and th h riz ntaJ line p int · ut th average number of 
monitor p r h pitaJ, which i. ab ut 20. 

Monitors per Hospital FiJUre I 

... _........ t-..-615 

l 
! 
·' j 

u 0 
II 

\:, D 

" n 

Wa t d t I phon call 
Whil thi i a u eful re. ult, th que~tion r main whether 

it wa a quired in them t ec n mical way. any r . ar h 
analy t would 1 kat th graph in ig. 1, and w nd r what 

Quirk's Marketing Research Review 



Figure 2 
Proportional Sampling Plan : 10% of Market 

Total Percent of 
Hospital Size Hospitals Number of Universe 
<Staffed Beds) Available Respondents Sampled 

1 - 24 234 23 10% 
25 - 49 871 87 10% 
50 - 99 1,073 107 10% 

100 - 199 1,218 122 10% 
200 - 299 773 77 10% 
300 - 399 443 44 10% 
400 - 499 238 24 10% 

500 + 301 30 10% 

Total Market 5,151 515 10% 

October 1993 

i panic Marketing 
Communication Re earch 

p I H L G AG 
Qualitative and Quantitative Research 

A full service research supplier: 
Focus gr ups, in-depth interview , 

surveys, and tracking tudi 

Copy and execution testing 
Motivational di covery 
Perceptual positioning 
Product development 
Use and attitude studies 
Cross-cultural analysis 
Documentation testin 
Quality service research 
Diversity research 

We operate nationwide 

HMCR proud1y intr due it 

Asian division 

Asian Marketing 

Communication Research 
Head d by 

Dr. Sandra M.J. Wong 

Our known standards of 
excellence now available in 
most major Asian languages 

~>--~----------------~~ 
· spanic and Asian 

Psycho-Socio-Cultural esearch c 

Please call: 

Felipe Korzenny, Ph. D. 
Betty Ann Korzenny, Ph. D. 
Sandra M.J. Wong, Ph. D. 

Voice 415 595 5028 • FAX 4 5 595 5407 

1535 Winding Way, Belmont, California 94002 

Circle No. 204 on Reeder Card 
L 



STAT PAC G 0 L D IV-

New 
Update 
Nw 
A ailable 

. . 

StatPac Inc. 
4532 Fran Av . . • Minn apoli , MN 55410 
(612) 25-0159-Fa (612) 925 -0851 

#1 hoic for Survey & Mark l ing R c r h 

CircleNo.205on ReaderCard 

Learn Conjoint from 
Leading Experts 

Two-day workshop, September 20-21 with 

Prof. V. Srinivasan, Stanford University 
Prof. Allan Shocker, University of Minnesota 

St ven Hennan, Ph.D., Br tton-Clark 

Covers theory and practice of conjoint 
analysis, including applications, and liv 
examples of adminstration, analysis, market 
simulation, & market segmentation. 

CaJI or write for details. 

Brel:l:an-Ciark 
89 HQ Plaza; Morristown, NJ 07960 
201-993-3135 Fax 201-993-1750 
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r . ar her i · willing t e ttle for I a curat information 

about th under- ampled part f the marke t. 

The tati ·tica l probl m 
Th s nd c ncem i tati ti a l, and should b kept in 

mind when planning any mar el re ear h . urv y: When you 
hav enough infom1ation to draw onclu. i ns with c nfi­
denc , it i · time to top collecting data. In th xample it i 
cl ar that . mall ho pita] d n 't ary wid ly in th ir u. e of 
monit r . After thj becam id nt (proba ly after a few 
dozen intervi w ) nothing u efu l wa gained by continuing 
the surv y to hundred of mall h pital . 

With survey re ult u h a th e in Fig. l, the researcher 
an b extreme ly c nfident in drawing conclusi ns a out 

h spitals under 2 bed . Among larger ho pitals, th ugh, 
. p cially th ver 400 b d , it i any ne . g u :s what the 

av rage num r of monit r p r h pital mi ght b . hi i 
bccau. large h pita] ary greatly in th ir u:e f thi 
pr du ·t. and the . urvey ha not gathered en ugh information 
to . tat any on lu ion with nfidence. Todem n. trat thi · 
tati stically, the chart in ig. how 0~ onfidcn e inter-

vals for marke t e:timate in ea h ize egment. 

Figure 3 

Accuracy of Results: Proportional Sampling 

Hospital Size Percent of 90% Confidence 
<Staffed Beds) Universe Sampled 1nterYal 

1 - 24 10% +1- 18% 
25 - 49 10% +1- 6% 
50 - 99 10% +1- 5% 

100 - 199 10% +1- 5% 
200 . 299 10% +1- 7% 
300 - 399 10% +1- 11% 
400 - 499 10% +1- 14% 

500 + 10% I· 20% 

Total Market 10% +1- 5.33% 

It is obvious that a prop rtional ampling plan ha yi Jded 
Iilli variati n am ng malJ ho pital , and quit a I t f 

ariation among large one .* Th m t imp rtant r suit i 
thalth vera II a uracy i n tt.er than plu or minu. 5. o/t 
for a 90% nfidence interval . arrowing thi. wid ran e 

is a centra l g al f tratitled random . ampling. 
In id ntall y, it i quite mm n t fi nd rc. ults lik thi 

within th hospital mar e t - th rei nothing unique, stati -
tically,ab utthemark tforpatientm nit rs. Inmanyway 
small h . pital are alik . while larg h pitaJ s di f r in the ir 
buyin patt rns and u e of pr duct . orne fa tor. that an 
cau · large ho pi tal to b div r. arc th ir ef[i rt. t 
specialize in parti ulararea ofm di a l are, parti ·i pation in 
multipl r up purcha ing c ntra t , and wid ly arying 
e on mic c ndition encount red by urban ho ·pital s. 

'The sma/lest bed-size category, hospitals with 1·24 beds, also contains a 
large statistical variation. This is because all of the hospitals had either no 
monitors or a single device. giving an average which is not close to either of the 
data points. However, this finding was considered to be sufficient information 
about the smallest hospital group, and the segment was eliminated from any 
further survey work. 
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Figure 4 
Calculations to Allocate Respondents For a Stratified Sample 

Hospital Size Segment Standard Allocation 
(Staffed Beds) Siz.e__ X peyjatjon = Wejghtjng of Sample 

25 - 49 
50 - 99 
100 - 199 
200 - 299 
300 - 399 
400 - 499 
500 

Total Sample 

October 1993 

871 
1,073 
1,218 
773 
443 
238 
301 

X 1.1 
X 1.9 
X 4.9 
X 8.5 
X 13.0 
X 22.7 
X 43.5 

936 2.3% 
2,035 5.1% 
5,983 15.0% 
6,595 16.5% 
5,748 14.4% 
5,397 13.5% 
13,103 32.8% 

100% 

mark t, 

l tal num-
were r -
lumn n 

rti nal 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 
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COMMITMENT 
TO QUALITY 

. .. THE STANDARD OF 

MarhetVision: 
Full service research and 
consulting firm , utilizing 
quantitative and qualitative 
methods. Special 
expertise in ... 

+ Conjoint/Trade-off Analysis 

+ Customer Satisfaction Research 

+ Concept Testing 

+ Economic Impact Analysis 

+ Segmentation Research 

+ Customer Profiling 

+ Image and Attitude Studies 
• 
• 
• 
• 
• 
• 
• 

MarlfetVision Research 
The Mar e VISIOn Bu1ld1ng 
4500 Cooper Road 
Cmcmnall. Oh10 45242 v 
(513) 791-3100 • 
Fa (513) 791-3103 • 

Cincinnati Charlotte Orlondo 
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BI ,i. 
BRAND INSTITUTE, inc. 

Develop Brand Names For You, 
AT&T, Lederle Laboratorie , Che ebrough-Pond s ... 

Jame L. Dettore 
Formerly with Interbrand 

and Pep iO> 

Robin G. Niecko 
Formerly with Glaxo 

and Upjohn 

300 Park Avenue, 17 h Floor, New York, 10022 
TEL (212) 572-63 11 FAX (212) 572-6411 

Allocation and ptimal Allocation can b seen by comparing 
Fig. Sand 2. 

Figure 5 
Optimal Allocation with a Stratified 

Sampling Plan : 10% of Market 

Total 
Hospital Size Hospitals 
(Staffed Beds) Available 

Number of Percent of 
Respondents Universe Sampled 

25 - 49 871 13 2% 
50 - 99 1,073 26 2% 

100- 199 1,218 77 6%) 
200-299 773 85 1% 
300 - 399 443 74 17% 
400-499 238 71 30% 

500 + 301 169 56% 

Total Market 5,151 515 10% 

Improved re 'Uits si ng the new stratified sample. the 
urvey wa conducted again, and the r :ults ar shown 

graphically in Figure 6. 

f'igure 6 
Monitors per Hospital 

1••h .__.m·S•~ 15 

i 

1 

1 I II r 
100 1000 

The benefit f Optimal All ati n of the ample are , een 
b comparing Fig. 7 with Fig. 3. Two chanue haver suited 
from tratified random ampling. Fir t, confiden e intervals 
are n w tighter in large ho pi tal egments, wh re the numb r 
of moni tor is larger and le predictable from one hospi tal to 
another. econd. the o era11 a erage for the total market can 
be predicted wi th much b uer accuracy: the 90<1< confidence 
interva l has be n narrowed from more than +/- 5°k with 
Prop rtional Sample All a tion. t le than +/-3% with the 
Optimal Allocation. 

Figure 7 
Accuracy of Results: Stratified Random Sampling 

Hospital Size Percent of 90% Confidence 
(Staffed Beds) Unjyerse Sampled l!ilil!Ya! 

25 - 49 2% +1- 18% 
50 · 99 2% +1- 9% 

100 - 199 6% +1- 6% 
200 - 299 11% +1- 6% 
300 - 399 17% +1- 7% 
400 - 499 30% +1- 8% 

500 56% +1- 8% 

Total Market 10% +I- 2.96% 
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do. 

Figure 8 

ns s would 
int rvals 
din the 

Accuracy of Results with Various Sample Sizes 
Stratified Random Sampling 

Number of 90% Confidence 
Respondents l.o.te.rY.al 

120 /- 7% 
225 /- 5.31 
515 /- 2.96% 
800 1- 2% 

1,300 +/- 1% 

hat ab ut fir t-tim 

continued on p. 49 
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ow the world' 

powerful CAT 
mot 

y tern i 

al o the most a ordable 

Bellview i wid ly recognized 
lhrough ut the w rid the ingle 
most flexible and werful CATI 
sy tern around. Ju t me of its 
many advantage in lude: 

• Aut matic call management 
which handle appointments 
and time zone with c c. 

• Powerful ample management 
and admini trati n give y ur 
supervisors time to supervise. 

• Unlimited num r of quota 
cell . 

• Runs on a PC network. or as a 
tandalone ystem. 

• Easy for interviewers to learn 
and u e. 

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

T 

And n w it' available on a 
powerful machine that can 
economically upport as few as 4 

ati ns r many 100 or as 
little 95 . Integrate this 
with y ur exi Ling PC network or 
add terminal f< r $4 per 
tation, plus a low monthly rental 

for oftware, and it all adds up to 
the CATI sy tern y u really want 
- at a price you can afford. 

Ch e from ther m dule f 
The Research Machine and you 
have an integrated tailor-made 
olution to all your teleph ne 

survey research need . 
or a demonstration diskette 

and a cu tom quotation, contact 
Pul e Train today. There has 
never been a better time to 
switch to Bellview. 

HMA H 

from P u l se Train 

6232 orth Pula ki Road 

hi ago IL 60646 
(312 794-8900 
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Keeping the u tom r 
ati fled 

merican consumer · are mo t ati -
fi d with bank. , up rmar et and long 
dis tance phon companie . p cale 
departm nt stores land d in the cu -
tomer-satisfaction ba ement. bel w 
ev n ar repair shops , a perennial con­
sum r bugaboo. 

An Omni el stud by Bru in/ 
Goldring, Edison, .J ., asked 1,000 
adults to rat quality of ervi e they 
received. Besides the fim1s already men­
tioned, the survey included in urance 
companies, hospitals, discount store . . 
up rmarket ·,fast-food restaurant · and 
"r r pair outfits. Banks recei ed the 

highe t percentage f customer satis­
fa ti n 59% . Th · department ·tore 
am in at 191ft . i of th indu. trie 

f ll el w 50%, showing that most in ­
du trie have ·onsid ·rabl ro m for 
impro ing consumer satisfaction. 

More merican hitting 
th d u ty trail 

M re meri an are p nding their 
free time hiking and backpacking, ac-

rding t a recent study b the port­
ing G d Manufacturers ssoc1at1on 
( GM ) of North Palm Beach, Ja. 
The results are drawn fr m a yndi­
cated tra king tud conducted among 
15,000hou ehold. by Am ·rican p rt 
Data In . 

There uJt of the ' tudy indicat that 
th numb r ffrequent hik rs and ack­
pa ker (tho e who participat dat lea t 
25 time a year) has risen by 25.2~ 
ince 1990. from about 1.6 mi IIi n to 

nearly 2 million. This r pre: nts an 
in rea einthenumber fdiehardhiker/ 
backpacker . incethenumberofov·r­
all parti ipant has remain d con ·tant. 

18 

The availability of more trail: -
urban, ~ uburban and rural - and in -

• More women ar participatinu. with 
a 66~ in ~rease in the past two ar:. 

• Re id nts of the South and W stare 
the mo t enthusiasti participants . he 
two regions ·ombined a ·counted f r a 
36.9% in r asc in frequent participa­
ti n, fr m 1 million participants in 199 
to 1.4 million today. 

• Parti ipation by residents of bi 
citie (p pulati nofmor·than500,000) 
grew y 61.1 %. from 715 ,000 in 1990 
t 1. I 5 milli n last year. 

• The I - t _4-year-old and 45- t 
54-year- ld age groups saw a drop in 
the num er of frequent participants. 

merican women t ·1 
lik to hop 'til the 
dr p 

De pite a luggi h econom , 70£lk of 
meri an worn n still love to sh p. 

and they oft n do so for emotional 
rea on . While 20o/t practiced a form f 
" hoppingth rapy"whenfeelingd wn. 
rn t (65 %) found that C cling go d 
and a de ire to eel brate is what pro­
pelled them into t res, ac ·ording t 

DK Fore a t new ·l·tter of DK As­
so iate , ew Yor . But m mb ·rs of 
the" h ppingtherapy"groupw re·lso 
mo t likely to be brand lo al, and im­
pulse h pp r . Thi gr up was also 
m t likely to u e a redit card for 
h pping, even wh n xpcri ·n ·ing tight 

cash tlow. Women with ut partners 
were m t li el to be em tiona I shop-

per . Th e lea ·t likely to enjoy shop­
ping wer w men aged 40 to 59, and 
indu trial and blue-collar work ·rs. 

Teen want one t and 
originality in the·r ad 

If you want th r ach th 12- to 19-
year-old ag group, make sure your 
adverti ing i hone t and ''different, 
creati e. " o ay 2,107 d mographi ­
cally ele ted r p nd nt · from that 
gr up, a rding to a nc" study by 
Teenage Re ear h nlimit d, 
N rthbr k. Ill. Th s top two rules 

CK and 54% endors ·rncnt, 
resp ctively. e ' l on the list, respon­
dent al o looked for ads that arc clear 
(4_%). don't talk down to teen ( 2%) 
and ar hum r us ( 8%). A third of the 
re p nd nt \ ant advert is ·rs to use "up­
to-dat phra r. lang," and a quart r 
recommend u. ing "gr ·at" music, al ­
though they d n 't want adv rti: r. to 
change the word · t an original song. 

een often equate reativity with 
humor - the tw ombincd rat· n arty 
a: imp rtant a hone ·t . iris w re 
more likely than boys t say that sex 
houldn'tb u. edinads(41 Ck vs.2~ ji • 

The tudy pr jccts that today '. 27.1 
milli n teen will ha c sp nt 93 bil ­
lion on products and services for them-
e! e and their families in 1992. ale 

and female · ·p nd about the . ame 
am unt o · mon y in total but male ·, 
v ho are m r likely to be mploy d , 
pend m r f their own money 4~ a 

week v . 34 , while females , who usu­
ally do more family shopping, spend 
. lightly mor family mon y than mal 
($28 a we . 26 . Older tc ·ns spend 
quite a bit more than their younger 
c unterpart . Eightc 'n- and 19-year­
old · p nd 101 a h we ·k , compared 

continued on p. 38 
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crvice 

r vi 

in 1 51, trick and avidge ha · p rform ·d thou. ands 
f mark tine re ear h an marketing ervice pr ~ t . 

perience speaks for i L cl f. ou ~ ·e 1 · m fortahl \ i lh 
your j bin their hand . Toda . E&L work with ·ome of 
Lhc largest corporations in the nited State. offering 
·olutlon · to vari u · problems and nc ·ds. 

lf you w uld like u lo~cr look at Irick and La ido , just 
let u. knov .. · by alling today. 

ELRICK&LAVIDGE 

tlanta, •l'orgia 
404-93S.3233 

lning, Texa. 
214-869-0484 

A R C 11 

EQUIFAX 

W lch t r. lllinoi. 
708-449-5300 

Paramu.'l, ew Jersey 
201-599-0755 

. an Frandsco, 'alii' mia 

.n--434-0536 
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Mildetta Robin on ha. jo ·ned 
Bernet! Re earch Service Inc. he wiJl 
be mall manager at Bernett' outh 

hore Plaza mall intercept facility in 
Braintr e. Mass. Andrea ak , has 
joined the firm's ort Myer ' , la. , of­
fice as senior vice president/custom re­
sear h ·ervices. She will also work in 
the firm' ,' Jupiter, -la. , 'ate11ite ffice. 

Peter ochenthal ha joinedBruskinl 
Goldring R earch. ...di on, .J., a 
er ior v'ce pre ident, client ervice . 

Bob Homeyer ha been promoted to 
asso iatc project director for cust m 
re earch, and tephanie inn ha joined 
as an mniTel as ociate pr ~ect direc­
tor. 

Joann rndt ha been appointed da­
tabas product director at almer Di­
rect 1\1arketing Sen•ice , De Plaine , 

Ill. Edward Fielding ha been p o­
moted to market re earch anaJ t at 

ahner Re ea ch, Bo ton d\ri ion. 

atherine neidl ha been prom ted 
to group vice pre ident for quality on­
trolled ervices at Marit: Markeling 
Research Inc., baed in enton, Mo. 

Gail Gilb rt has b en prom ted to vice 

THE WINNING TEAM 
FOR 

22 

CONSULTIVE MARKETING RESEARCH 

Over 47 years of combined Front Line Success 
• Full Service Research 
• Qualitative (Focus Group)/QQPS/Quantltatlve 
• Populations: General/Asian/Hispanic 
• Management Support Services 

..A.N'AX.iYS s/ 
RE EARC~ LIIVIXT.ED 

4655 Ruffner Street • San Diego , California 92111 
(619) 268-4800 • (800) 998-4801 • FAX: (619} 268-4892 

Circle No. 211 on Reader Card 

p e ident,divi ionman,ger,inlh firm's 
full - ervice divi ion in t. Louis. Will-

iam attner ha j ined the finn' Min­
neapoli office a enior account man­
ager. 

dward (Ted) Byer ha b en ap­
pointed pre ident and EO at am­
bridr:e Reports/Research lnternalional, 

ambridge, Ma ., a ub idiary of R -
earch international U 

Bret o ha been named re ear h 
for alfle -Fax, Englewood, 

John Golanty has joined Chicago­
ba ed Conway/Milliken & Associales 
( M ) a emor i e pre ident and 
member of the M managcm nt 
group. 

r. David .Jacobson ha joined the 
ew York o fi e f Creamer Dickson 

Ba iford Inc. He will erve a vice pre i­
dent/a ociate re earch director. 

D nnis nspach ha joined Minne­
apolis-based u tom Re earch , Inc ., a 
vice pre ident. 

continued on p. 36 
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ted 
the 

lud d d m -

p rien e. 

r Pul of Baltimor ha 

at4l -
h ·ad-

• • Focus groups • Surveys • Bo rd or Staff meetlnga • TV/Radio/movie testing • Training • • : 

c.. 
c 
< • 3 c a 
0 
::J 

Now you can learn more from any 
group meeting! 

Prices start at only 
3,495 for a complete 

12-re pondent y tern. 

Call (503) 626-0 71 to get 
more information on the 

EXPRESS300 

The affordable group 
polling system from: 

ORTEK Data Systems 
1 0445 SW Canyon Road, Suite 

-g 1 1 5, Beaverton, OR 97005 
= 503/626-0171, FAX 503/644-8466 ;-
ca 

• c 
Ql 

~ 
Cl 
1ii a: 

• • Market reaearch • Strategic planning • Evaluate pr •entation• or speechea • Voting • Ad testing • 
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nc immon 
fric n-

informati n 
psychographi . 

alu s and allitud 
·an: thr ugh utth 

&S 

We Cover The Northwest 

ping eli nt 
y ar.. all u . 

n t fr 
r phi 

continued on p. 50 
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Product & Service Update-/ n Depth 

igh custotn r satisfaction scor s don't 

guarant custo111er loyalty 

ditor' s note : ary Miller i . 
chairman . ragon omwlting 'roup , 

t . Louis , Mo. 

custom r lo alt at all. 
Most ustom r: like t ha 

and will naturall . k ahcmati 

p titi 
v ni n ;· or "p rforman · ·:· whi ·h 
·v ntually af~ ct r pur ha:e intenti n. 

October 1993 

by ry ill r 

Th' point is n t that u:tom r :atis­
faction is unimportant. In a ' t, high 
·ustomcr sati:fa · tion is a minimum r -

m r-, purcha. c I 
at all. 

Y t f. r th sc ompanics that ·on­
tinu • to monitor onl th ir cust m r's 
sati. fa ·tion scores, th · :ho ·k of :e ing 
a . atisfi ·d cu:tom r swit ' his f. ·It all th 
wa to th boardr om, parti ularly if 

n ·nts to ·ustom r lo alty comp nents 
on pur ·has' intention and e ntual b -
havior ·~m h ·lp fore ·ast ·ustom r lo -
alt . 

t. Louis-based ragon 'onsultin 
roup has studied th • r lationship b -

tween custom r satisfaction and u. -
t mer I yalty. It: studi · indi at that 
up to 4 ;{ of a ompany' •· ati fied" 

ari u J J fat-ri k 

at that 

i raJ 

nt 
c uti comp ·n~ation has b n ti d s 

t achie ingcu:t m r :atisfa ti n m a-
sur m nt goal:. for bu in and 

What i th b . t d f n 

to 

mp -
continued on p. 60 



Segmentation study aims to 
help marketers understand 

diverse seniors market 

arol M. Morgan is presid nt of 
StraTegi Direction Group Inc . . 
Minneapo/iro; . Punher information on 
!he re earch di cussed in this article 
can he found in the hook "Segmeming 
the Mawr Mark t ... hy aro! Morgan 
and Dm·an J. evy. Ph.D .,pub!ished hy 
Prohu. Publishing. hicago. 

S orne 92-year-old run marathon . 
while orne 52-year-old r ide 
permanently on their couche ' . 

uch dra tic difference help to e · p a in 
why marketers \ ho ha e decided that 
the mature market is truly golden are 
till having problems targeting their be t 

pro pe ts. 
Realizing the malUr market's incr d­

ible diver ity, cutting-edge m· rketers 
have truggled to find a way of de· ling 
with thi mo t heterogeneous group. 
U ing a demographic haracteri tic uch 
a age or income to egment tho e over 
50 has pro en to b too . impli.sti . 

While the importance of measuring 
and egmenting mature consumer. by 
motivation . , attitud s, and core beliefs 
ha been recognized. the overwhelming 
majority of tudi , continue to b based 
on a demographic characteristic. 

y firm, inneapolis-bascd Strate­
gic irection Group, Inc .. agrees that 
. egmentati n i.' a fundam ntal first step 
in reaching th mature market. In addi­
tion, we advocate takincr into ac ·ounl 
attitudes and motivation · which differ 
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by arol M. Morgan 

not only by segm nt. but by sp ci ic 
products and servic s. 

In pursuing th elusive mature mar­
ket, we fir:t complet d a national moti­
vational segmentation study on those 
over 50 in 1989. In 1992, we panded 
our original study, surv ying an addi­
tional ,000 p rsons over 50. 

ur study differs radi ally from oth­
er on the mature market be ause it 
'egmented thi: p pulation on its atti­
tud s, not on demo raphics orli restyles. 
The attitudinal information was then 
combin d with o er I ,0 0 pieces of 
additional datt which e ollected on a 
wide rang of topics. including invcst­
m nts, physiology and health grand-
hildren, lire. t le, travel, pur ha ing 

patterns, residence, demographics. me­
dia usage, and activities. 

The 50+® study is also significant! 
different because it segmented the same 
3, 00 re pondent u ing three separate 
segm ntation strategies. As far as we 
have been a I · to detcrmin ~,a simulta­
n ous, three-w·ay s ·gmcntation of one 
market has never b fore b en completed. 

Our three distinct s gmcntation strat­
e(.fi s include the elf segments, fo­
cused on attitudes toward gr wing older, 
retirement and finan ial plimning: the 
Foods gments d ·vcloped on attitud , 
toward food; and the H alth ' egment 
ba ed on attitude toward wellne and 
h alth. 

By under tanding the p ychologi al 

dynami of the 50+ . egments, market-
rs can create products which appeal to 

the ne d of pecific egment . In addi­
tion, adverti:ing can be created to re­
flc ·tasegment'sattitudc andpr ~ rr d 
activiti . 

Media buys rea hing tho. e who not 
only read a publication, but ha e a} o 
r veal dan in ten e intere tin the prod­
u t are more ffi ient. inally, dire t 

marketing e forts an use corrclati ns 
between attitudes, b"havi rs. and de­
mographics to reach a target s gm nt 
through improv d mail lists Jection. 

Exploring only a few of the hundred 
of diff. rent products ur stud 1 consid­
·rcd yield · differenc ' among the elf, 
Health, and Fo d egment in their con­
sumption of a variety of products. 

The elf . gment 
sing our ark t r® proprietary seg­

mentation system to analyze the data 
from our 50+® study, f ur Self eg­
mcnts developed: the pbeat Enjoyer 
(22%). th Insecure (29% ), the Thr at­
ened tive (21 %), and the Financial 
Po. itive. 2 %). 

In identifying the attitudes of those 
over 50 toward them el es and ociaJ 
and fin an ial i ue ·• we a ked our re­
, pondent. to s rt 60 attitud statement. 
on uch topic a finance , retirement. 
app aranc , a tivitie. , and housing. 

The tatement included: "I wi ·h r 
could move to a saf r n ·ighborhood ' 
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m nt:, th Finan ial P iti e: ha a 
m 'dian annual pre-ta household in-

f _ 7, 2. f th s in thi g-
annual incom . f 

·' ·k youth 

WHAT MAKES 

CfMC 
STAND J\BOVE 

ITS 

COMPETITION? 
0 

SUPERIOR 

PRODUCTS 

AND 

SUPERIOR 

SERVICE. 

To gain 
uperior 

atisfaction, try 
CfMC product . 

To generate 
superior 

ati faction to your 
cu tomers, become 

one of ours. 

- ~ PC• 
MS.OOSJUNIX 

San Franclaco Denver Dayton New York Pari a 

that 
with 

hang-

(415) 777-0470 (303) 860·1811 (513) 228·2652 (212) 627-7730 { 1) 4Qe84•84•85 
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ing their app aranc thr ugh the u e of 
r ·ju cnating cream. i of far le inter­
~t to th ·m than t the inan ial Po i­

tiv ·s. h 
trast, want to look y ung r. 

Wh ·n it com .-tor ju enating prod ­
uct., half of the rinan ial Po iti e 
50% ) u.-c a moisturiz r r gularly. In 

contrast, ~ % of the pb at nj yer , 
slightly less than the mnture population 
( r ). use a moisturiz r r gu lar! . 

ur :tudy shm s that mpared to 
thus· ov · r 50 (22% ) more Financial 
Positi cs (27 % ) spend I I hour or more 
a w ck rcad in rr newspaper . 

In contrast,f \J r In s ure (17~ ) and 
pbcat n joyers (21 7c ) . pend that mu h 

time each week reading new paper . 
or optimum r ach. th s ad hould be 

pia· d n ·arap rsonal advice column, a 
n ·wspaper feature which is read by more 

inancial Positives than th ther eg-
m ·nts. ore inancia l P sitiv (35 ~ ). 

as compared t the ver-50 p pulation 
. 2o/t- ). are al. o reading new paper ad­

v ·rt ising. 
Adv rti · ment in n .,. paper , thi 

: gment's preferred medium, will bring 
th m to department stores to pur ha e 

metics. And thes • products cou ld 
ver well be new on s~ th inancial 
Po it ive display a low-leve l of brand 
loyalty toward this ca tcgor . 

Far m r inancial Po:itiv s (53 ~ ) 

make five ormor visi ts toad 'partment 
tor in a four-w ck timespan · s om­

pared L th population ov 'r 50 (_2 m . 
A more telling comparison is that on I 
36% of th pb at Enjoy rs, th th r 
aflluent . ·gmcnt. mak th is number f 
d partment store v isi ts. 

The Health segments 
Our tud f und four Health s g­

ment : the Proactives ( 0% ). th · aith­
ful Patient (.,.,_ %) the Optimists 20o/c ). 
andth"Disillusioned I o/t- ). 

In id ntif ing the nc ·ds and attitud s 
f th e over -o toward h alth-r ·I at d 

trend and i ·su s, we asked our respon­
denl t rt 50 a ttitud · s tat ·ments re­
garding drug use, illncs:, doctors and 
h pita! and health eating and er­
~ i e. Th s tat ·m nts in ·lud d: 'At th i · 
time fmy life,! don 'tthink I can do any 
m r than I am doing to .tay healthy' 
and 'I th ink it is important ·~ r ld r 
people t hav their hearing checked 

uccessfully Serving Clients Since 1982 

T~l;; QU1;;6TION 6~0P. inc. 
• 

2860 N. Santiago Blvd., Suite 100 
Orange, California 92667 

hone: (714) 974-8020 • ax: (714) 974-6968 

2 Circle No. 215 on Reader Card 

occa ·i nally. ' 

The Proactil ·e 
mmitted t 

The Fairhful Patient 

ut'a 

eg­
ad-

!though the aith ul Pati nt are 
aware that they hould eat well and 
ex rcis t :tay healthy, they do n t 
heliev th yare doing . In tead, the 
r lyon do t r and medication . 

he Faithful Patient ha a m dian 
annual pre-ta income f 2, , nly 
about 100 le than that of the Opti­

m ng the Health ·egments, 
ai lh ul Patient 29~) have in-

• Conveniently located in Orange 
County. 

• We now have two spacious focus 
group rooms with state-of-the-art 
audio/Visual equipment. 

• Separate client lounge. 

• Extensive database guarantees 
clean, honest recru iting. 

• All phone work done on site. 

• We also offer special expertise in: 

.I Telephone Interviews 

.t Pre-Recruits 

.I Mystery Shopping 

.t Location Studies 

.I Car Clinics 

.I Store & Field Audits 

.I Executive/Medical Interviews 

.I Convention Services 

For more information or a 
brochure call Ryan Reasor 
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r m r. ha me lian mc m s f 50.000 Jr fcrcntiat • their off-rings. and ha a 
profitabl , high- olumc ·ustomer for 
life. 

more. 
The Optimisl. 

Th f l that th y Reach in J a ithful Pa tient through 
direct ma il 

ccordinu- to our stud , r atcr num­
b ·r.s of Faithful Patients will b' rca ·h ·d 

Th' aithful ' far 

th 

or more. 

1 he l isillusioned 
h • isillu. ioncd, who strongl b'­

li vc that their insurance i~ inadcquat , 
are adamant that th . ~ . ~hould hav 
guarant d h·alth car·. h· Disillu­
si ned ar the lea. t trusting of doctor .. 
Th y a ti ly s k out infonnation about 
how to sta h ahhy and are ar ful t 
at a balan ·cu di ·t. Th Disillu. i ned 

Mature Americans, aged 55 and over, control a 
significant portion of the nation's income. There are 
more than 53 million Americans in this category in 
1993, representing almost 21% of the total population! 
And, over 33 million households are now headed by an 
individual 55 years or older. FIND/SVP's new report, 
THE MATURITY MARKET, examines this growing 
population as well as the various approaches that 
marketers are taking to reach them. 

You'll find out about: demographic segmentation • 
size & growth • number of people/households • race • 
income • education • living arrangements • geographic 
segmentation • concentration • migration • major 
markets • mobility • expenditures • total spending • per 
capita expenditures • spending by category • lifestyle 
factors • physical & mental health • participation in the 

labor force • sexuality • religion • politics • 

n. 

continued on p. 69 

.Just published 190+ page report from 
consulting & research finn, FIND/SVP 

r 
activities • life satisfaction • media use • television • 
radio • print media • media strategy • psychographies • 
attitudes • values • quantitative & qualitative profiles • 
marketing • advertising content • charity • financial 
services • food • health care • housewares • toys & 
clothes for children • travel • AND MORE! 

In addition, you'll find more than 60 TABLES AND 
CHARTS containing essential data on everything from 
"Size and Growth of the Maturity Population, 1930-
2030" to "Population Aged 55 and Over by Region, 
1980 and 1990" to "Health Self-Assessment of Older 
People by Income, 1991" to "Profile of the Adult 
Population by TV Viewing Quintiles, 1992." 

For a complete listing of what's included in this report, 
just call 1-800-346-3787 and ask for your FREE table 
of contents. 

Call no"" for a R E able of Contents 
-800-346-378 

FIND/SVP • 625 Avenue of the Amencas • New York. NY 10011 
010 
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M rketofOne 
continued from p. 7 

each individual survey, and a quarterly 
overview of the top five sources of 
ati action and di ati . facti n. 
"But as the study matured, it mush­

r omed in term of the type of in forma­
tion we wanted from it," ooke . ays. 
" ach department wa , interested in a 
di ferent a pect f the . tudy which 
meant that reporting the results became 
a fairly complicated pr cess.' 

h hift toward automation 
When Medical created the new 

department. the firm t t gether with 
Kennedy Re earch r a two-day "work-
out." he w rkout is a GE 
companywide initiative that en-
c urage team -often includ-
ing suppliers and custom-
er -to simplify and im­
prove work proces es. he 
g al of thi: workout . es-
i n wa to treamlin the 

cu tomer ati faction 
tu ie. by identifying 

ways of eliminating or 
implifying some of the 

work that went into them. 
ne f the most signifi­

cant change re ulting fr m 
the workout e ion wa to 
begin 1 ading urvey data nto 
GE edical' mainframe com-
puter. An intema11y developed cus-
toms ftware program at allows the 
urvey data to be rapidly manipulated in 

myriad way so each department can 
glean exactly the inf< rmation it needs, 
in the format it want ,. 

The hard copy reports nee uppl ied 
by Kennedy Research b came a thing 
of the pa t. ow di kette of updated 
data are loaded into the mainframe ev­
ery week, giving Medical Sy terns 
immediate access to u. t mer satisfac­
tion feedback. 

What' more, the highdegreeofauto­
mati n ha. re. ulted in significant sav­
ing ~ r Medical. he post installa­
tion tracking study costs ahout 25% less 
than it did before its integration into the 
mainframe. 

In addition, thank. partly to the feed­
back f r m · urvey re. pondent ·,the origi­
nal five-pag post installati n question-

naire ha. b en winn wed down to ne 
page, with little lo so . uhstantive in ­
f rmation. The urvey sti II covers virtu­
ally every a pect f the cu t m r r la­
tion. hip with G during the pur ha. e 
tran acti n. 

The one-page survey is now mail d 
toeverycu tome - usuallytheradi l­
ogy adm ini trator - who hw had a 

edicaJ pr duct in tailed in th preced­
ing month. The proces. typically yield. 
a 50<',{ r sp n. rate. 

" In effect, the questionnaire ask: our 
cu. tomers to grade us," oke says. "It 
i important for to he identified as 

Customer satisfaction is critical when 

customers have made six- or seven­

figure investments in GE Medical equip­

ment such as this MR Signa 210 mag­

netic resonance diagnostic imaging ma­

chine. 

the p n r f the tudy but w u 
Kennedy Re earch to obtain ohj ctiv­
ity ." 

cu. tomer i ·sue calation proce. s 
Th ugh any empl yee in the world 

can acces. research data from the main­
fram , primary responsibility for tra k­

ing the inding fall t a netw rk f 12 

fie ld-bas d ustom r satisfaction sp -
cialists-IOinth nitedstate. , nein 

anada and one in Latin Ameri a. 
"Th pro e .. a llows u. t e amine 

market: of one - each individual cus­
tomer - not ju. t charts and raphs 
tracking ov rall trends,' ke says. 

very on day morning, the customer 
.satisfa tion spe iali. tsmonitorfe dba k 
fr m th we kly customer . ati. facti n 
data upload d to the mainframe. hey 
then work with G 1eld personn I t 
follow up immediately on any ne ative 
comment that rops up. For that matter, 
any custom r who assigns a one or two 
rankin on a five-point scale (five is th 
best) to any overall questi n on the 
survey will promptly hear from a 

repres ntative harged with resolvin 
the problem. 

h imp tus b hind the cre-
ationof Medical'scustomer 

satisfaction d partment was 
a cultural chan e that call d 
forcustomerissu s, orprob-
1 ·ms to receive maximum 
visibility, a star contra:t 
to the past tendency to 
cover up problems. 

" he cultural change we 
ar · voking at Medical ys­

tcms is for our employe ·s to 
feel that it's to ask ~ r 

help to res lve a custom r i.'­
su and rthat it 'sl not a sign of 

weakness or ineptitude,' ke 
ay . " In fact, it i. e . entia t to u. e 

every resource available to maximize 
our customer's equipm ·nt uptim • and 

verall . atisfa tion. 
"W 'v · d "signed and implemented 

the custom r issu es alation pro css, 
which h lp: ur fie! per. onn I r s lve 
custom r issues. urveys with low 
cores and/or negative comments are 

among th input. to the pr e s. The 
. urv ys s rve as a sensing tool for iden­
tify in prohl ms that need to be ad­
dressed. h sca lation process is 
'c l s d I p : it begin with th 
cu~tomer's omplaintand end with the 

customer confirming satL facti n." 
As th nam ... impli ·, the cu ·tom r 

issue e alation pr e i de igned to 

escalate ustom rprohlems thr ugh th 
company to quickly res lve complaint . 

The idea is to apply the r quir d r -

s urces of rapid resoluti n to the 

Quirk's Marketing Research Review 



cu t m r': probl 'm. 
" ld ally. we want to r ·olve pr b­

lems at the lowe t po . ibl I el. ut 
when that can't b d ne. the custom r 
i ue e. calation pro ·c-.; · all w us to 
addrc~s customer on n rapidly ," 

ke ays. "Jtsoundscount rintuitive, 
but w r I ish un ·ov "ring cu t mer i:­
u s and resol ing them, b cau~e it 

build rapport and loyaHy b tw n 
M di al and its ·ustomers." 

R ult 
Medical ystcms ha een dra­

matic changes in its o er 11 u tomer 
ati f tion ratings, in b th the p t 

in' tallation urvey and the sal and 
ervi urvey . 

Wh n the p tin ' tallation ~ur wa 
inaugurated in 1 c 88, a high perc 'ntage 
of cu t mer ranked G 's d ·liv ry rat­
ings at one r two. Thi: has impro ed 
signifi ·antly in th . urve ' ,' fi -year 
e i t n e. G also has incrca ed it. 
application training tools in r ·spon 
to fcedba k that trainin was not as 

u tomers had hoped. 

tom r ati faction al:o has incre~ ed 
significantly over th 
b en in plac . 

Reta inin cu tom ·r s 
GE Medical Systems i~ in the pr 

of implcm nting it ustomer satisfa -
lion urve for it worldwide custom r 
bas . ornm n global sur eys will en­
able the be t p a ti transf ·rand gl -
bal i:sue id ntifi ation. 

ok ay detail d customer sati -
faction r sear h for big-ticket items i. 

custom r ~ali fa ti n teed back to every 
l vel of the organi.tati n t dri e action 
plan for r solution f indi idual cus­
tomer probl ·ms in additi n to dri ing 
br ader pr ce:s impr v ment ,'' k 
ay . "W ar ornmill d to haring thi . 

information thr ugh ut th organiza­
ti nandcontinuing toengage G ~ Medi ­
al employees in cu ·t mer-f u ed im-

pr em nt initiatives." I_J 

A database of 
10 Million Businesses 
. .. on one CD-ROM! 

Bu in America - on CD-ROM is the ultimate 
mJrket:ing tool for anyone who ~11-; to hu~->inLo:-SC .. 

Ideal ft r: 

Mail- target exactly th right mark ·ts and 
make your mailings mor rc pon ive with 
ke. d cUon·makcrs' names 

Telemai'Xetin - id nti~· th right pros pais to caU 
and hav 'tM . ftwaredothedialingfoq•ou-­
thc ult:im,1tc in productivity 

Call Steve Bergeron : 1·402·593·4565 o 

meric"n Busin Information, Inc. 
S711 >u lh!!oth If. • PO. Bo 27. 7 • m~h,,, F ' 127 

Phone(402l 593-4565 • Fo~x (402) :m tMll\1 • 1~ 
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We bend over backwards to do quality research 
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T m k ur our r 
gath .r d an xperl n 
gr up moderators, m 
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Taco Bell 
continued from p. 9 

and . traio-htforwanl , but even so there 
i rig rou training of the interview­
ers to assure con ·i ·tency in how the 
job is don . Quality of th interview-

, 

ing video whi h clearly and u cin tly 
communi ·at s th proc ss . There ar 
also e · tensi c spot checks on the in­
terviewer . and tor manager are 
encouraged to contact the re ·earch 
firm or Taco Bell if th ·y have an 
question ~ . mmunication y tern 
are in plnce to uncover tore manag r 

To ensure quality, interviewers review a 
training video which clearly and succinctly 
communicates the process. Th.ere are also 
extensive spot checks on the interviewers, 
and store managers are encouraged to contact 
the research firm or Taco Bell if they have any 
questions. 

ing staff is always important - ·pe­
ciall true in thi ituation. since th "re 
is no supervisor on ' te. To en ure 
quality. intervi wers review· a train -

or int rviewer i ue ; acti n i taken 
v r quick! if a problem arise ·. Th se 
. tep are all part of the pro e · of 
en:uring the jo i d ne dght: they 

abo build the confidenc of aco 
B II m· nager in the program. 

U ing th information to drive 
change 

Taco B II 's uslomer atisfacti n 
Program · powerful because ev ·ry 
re taurant manager receiv a brief 
and clear report showing how the a-

ility perform d on k y m asures.; 
dire tion for hange are clear. The 
results arc a1so aggr ·gat d at other 
level · of the organization. Results ar 
i ued ve y fa. t - o er 2.200 t re 
reports. plus numerous market and 
zone report ' , are produced \Vithin a 
few day of the end of interviewing. 
Th · information h ·Ips the manager. 
more effecti ely and fficientl allo­
cate their resources. Taco Bell une 
the ustomcr atisfa tion Program 
re ult a part of their aluation of 
restaurant performance . Incorporat­
ing results int the evaluation pro­
ce demon trate a commitment to 

Automate ou 
ata ntry 

AutoData PRO Reads 
Scanned Information 
of the Following Types: 

Manual Data Entry of Information 
Gathered from Forms is Expensi·ve , Tedious, 

Tough on Personnel and Error Prone 

utoData PRO"" for Windows 

reads forms and enters the data 

for you. AutoData Systems 

can get your fonn processing 

problems under control, from 

the Software to the complete 

Workstation, including your 

form design. 

Form Processing 
Applications Include: 

Order Forms 

Insurance Claims 

Government Forms 

Human Resource Forms 

Inventory Control 

ISO 9000 Documents 

AutoData Systems ~~~~~~~ 10365 West 70th Street Eden Prairie, MN 55344-3446 

SVSTtMS 

A Unrt ot Electro-Sensors, Inc. 
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li t ning to th 1 

ofth u l mer, and to 
pr iding cu:t mer 
v i th th • c ri n 
th y want- tailored to 
the i ndi idual r . tau­

rant I · I. 
Th u. tom r ali .-

fa 

virtually 
pany - wned r ~tau­

rant, ther • i: an I­
I nt pp rtunit t 

Input is sought fr m 
a ·ross th rgani7ati n 
f r th •. c er. i n .. 

which mak . th 

:am· 
d 

on a na- pag . B • ·a us~ ther ar ity figur : - list ning t th cus­
t mer is ind ed a ry ff cti · pr fit 
:trat gy. 

. pond ·n t~. th 
ar in a ~mall p rt i n t th sur · r~i n is still v r 

I A 

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

October 1993 

y 
A 

S' Is remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
seNice. An aggressive discount policy. 
Free record cod1ng and sampling reports. 

c ITIFI No contracts to sign. Even an 800 number. 
TELEPHO Call STS now at 1-800-944-4-STS. 

AMP • 



o' and Don't 
continued from p. 1 0 

orp .. agree . " ' ing intcrvi ·wcrs '.: ho are train d t pay 
attention to and rc rd imp rtam ~omments mad· b r ·sp m­

dent , e n wh ·n they are utsid the cope f a structured 
qucstionnaireformat,all w dustoobtaingr atervaluefr m 
our quantitative m u ·urement of cu t mer satisfaction." 

6. k for im provement su ' •e tion . Wh th r the proje ·t 
is b ·ing conducted intemaJI or by an outsid firm, we 
ugg t that sp cifi qu ti n ab ut ar a · f n' ·d ·d im­

provement be in lud d. h ·se questions . h uld addr 
pr duct a: w II a.· s rvi impro em nt areas. In addition, 

ek ugge ted priority of improvement trategie . Regard­
less of whether th nam f th stud sponsor is reveale , 
th e que tions can b incorp rated into the Jatt r part of an 
int rvi w utline. 

7. Include market-dri n que tion . Qu stions on the 
r p ndent' likelihood to continue pureha e ith a upplier 
or en reconunend urrenl rpa. tsupplier. tocolleague are 
e ntial. hcsc types of mark t - riven 4u ·tion: lend in-
:ight into the rall satisfacti n of re p ndent . 

8. Include qua ntita tiv a nd qua Hta ti v informa tion. 
Quantitali data is criti alto the o erall ati ' fa Lion effort. 
Qualitati e information is c4ually important. u h inf rma­
tion lends insight int th quantitative m ·asurc: , hringing 
dynamic. and ·a usa I data t th anal i ' . 

ualitati e infonnati n t pi ·all i: defined as the rea on­
ing behind respon ent per epti n . It gi e ' ou the "why'' 

Rl E MARm RES RCH, INC. 
llll Park nter Blvd. uire ill, Miami, F 305-620-4244 

Sin 1957 

Circl No.221 onReaderCard 

and ''why not: · th ''how·· and "pleas e plain." Of ourse, 
qualitati e data r ·prc:cnls a hall ng f r anaJy i a r . p n­
dent. · th ught n ed to b captur ·d and r ported in a on i e 
mann ·r without losing the depth r the information. '·We 
have 1 am d th alue of paying attention t verbatim om­
ment: mad hy r p ndent · whil lh ·y arc rating valuation 
criteria on ·ustomcr satisfaction ur ey ." a P trolite 

orp.' A k rman. "Gcttin' this inf rmation add dimen­
sion to and helps ali date the r ·p ndenl 's int ·rprctation f 
the . urve ··. ·valuation criteria. Thi wa tr mely u ful in 
gi ing u a t arer pi turc of the ·ustom r': mind et when 
th y think about our company' ff ring · inc mpari . on to 
the m titi n 's." 

9. se t •chnique that mphasize impro,'ement. Wh n 

analyzing data. th most us ful multi ariate t hniques ar· 
tho e that a i tin id ntifying and prioritizing impro em nt 
r quir m nt ·. imple c r ard techniqu ·s arc just that -
impJe. Th y provide minimal dynami and trategic input. 

Rather, t hni u ucha th r ward-p·nalt analysisd pict 
whcr the most impact o an irnpro ment ·trategy on vcrall 
sati fa ti n will be yielded. F r ' ample, in the diagram 
shown below, mpany A wiiJ in rea. e it. overall satisfac­
tion rating from a . 0 to a . 5 i all it effort are pla d in 

.. _. --
d •livery. Tn other w rd c ring a 5 on deli ery, 

whil all th r i ue · r main ·onstant, (e.g. the urr nt 
p riom1ance) would improve the o era)] grand mean. on-
er' el . th pcnalt numbers refl t th effect if mpany 

were to fail (recei e a 1 rating) in th specific criteria. 
This type of technique not nly ho the priorit 

impr vement strat ·gies hut a! ·o the impnct of uch trategi 
on o erall p rf rman e. nd many · mpani s concur that 
impr ved p rformancc results in increa d market har and/ 
orr venue . 

Hl. Market ·a ti ·fa ·tion i part of a ontinuou impro e­
ment trategy. lth ugh an ess ntial part f the pr e , 
mark t ,' ati facti n i only n art of a continually evolving 
impr ement process. he inf rmnti n h uld be u ed l 

augm nt and add dirnen i n to an on g ing information 
gath ring e f rt. thee hi bit b I w sh ws, mark t satisfa -
ti n i lement in a multi -fa te pr e . 

Don'ts: 
1. Don ' t a urn an~ thing a bout your customer . "Don't 
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\ rn.u h In • •u.;:tttlll:. \h· .• ,un·nu-nl 

\l.orl.tl "·'" l.ll toun ''I lnt• I .Ill I 

W rronty 
Calm 

Internal Aucllto 
ol Petformanc• 

. 
Org mza1•on 

F-back 

CompM.It•ve 
lntelll nee 

Cvotom• Need 
Re ... rc.ll 

b ·tw ·en 
1-

rescar ·h ·r 
that th y ·vcr wanted t now. In additi n, lists of aluation 
riteria ften e · ·cd 0 fa t r . This typ f interviewing 
urely fatigu s the re p nd nts and . u h fatigue certainly 

mak ·~ th data u p t. 
rule f thumb in mar et r 

tim 

w 

arch · . ak . The m st 
riti al gui lin to k pin mind i: that a ati facti n cf~ rt 

i nly a. eH ' li e a th impl ·mcntati n tratcgy pr ed­
ing it. Thr ugh ut any u h effort, rc · ar her . h uld be 
a king,"H w anw u ethi · inf nnati n.H w anwemake 
a hang·." If a pe ifi ~ ·t f que ti n. d cs n t re ult in 
us ful in rmation, don't in lud it. 

How To Find The Best Deal 
On WATS Interviewing. 

Th high . t. ft 1 ph n 
high ·t uality, I we ·t pri 

int rvi 
s, nd 

• 75 line national ov ra e 

• 50 i21 TI tation 

• On time r ult 

Ify u 'r tir d fth 
d n ri ht and t a 

r . 

• ertified interviewer 

• Hi he t quality 

• Low price 

r up an h lp - with th 

• Proj ct bid in one hour 

• On/offpretni e monitoring 

• tate-of-the-art technology 

... But 
w an 

, gi 1/H/ R ar h r up a all. W 'II mak ·ur Ufj b' 

1/ /R R ea ch Group 
Quality Marketing Re earch That or.k . 

4440 S. Maryland Pkwy.- Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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am of ote 
continued from p. 22 

Dan 
ager of u tomer ' Upporl at ustomer 
Insight 'o. Inc ., Englew· od, olo. 

aylor Bond ha. been appointed na­
tional direct r f market re ' earch for 
Domino's Piz:a Inc., nn Arbor. Mich. 

M. colt lnick ha be n named 
t: urth partn r in Ducker Re. earclt Co . 
Inc .. Bloomfield Hill . Mich. Rhonda 
Bowe has been prom ted to ' enior 
annly t. 

Dr. D borah Jay has been pr moted 
to pre ident and CEO of Field ReseorciJ 

orp.. an Fran i . In addition, 
leanor lurray. executive ic pre i­

d nt. will a urn the ·tdded responsi ­
bi lities of technical dire tor: and Mark 
Di amillo, vice president and r ' earch 
direct r, will al o take over as dir ctor 
of The ield Poll. 

Jack Me leer ha. joined llcalthcare 
Communi ·ation Inc .. Princeton, .J., 
a dire tor or on-lin' eli ·nt servi 

Phaedra ilpin and Bill Burkett 
have join d 1/ygeia Mar~eling A ·soci­
mes, W t aldwe ll. .J. Gilpin \viii be 

ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

PHONE: 314-7 26-3403 
FAX: 314-726-2503 

Contact Vicki Savala 

We Offer Both 
Qualitative & 
Quantitative 
Services: 

re p n ·ible for project co rdination. 
Burkett will \ rk in the ar ·a of pharma­
ceutical marketing. 

Philip Ro enb rg has joined ICR 

wTc_v Research Group n vice pre i­
dent.l .R i a di i~ion of A ~ on ·ult­

ants. bn ed in Media. Pa. 

D bbie Loeb has joined hi ag -
based Loran Markeling JI"OIIfJ Inc . h 

ill b re. ponsible or managing uali ­
tntiv andquantitativ ·researchproj t . • 

and de eloping ne\ bu ines ·. 

r aid Linda, We. le)' J ones Ph.D .. 
and Rosalyn Ryan havejoinedKapu/cr 
MarJ..eting Research in Arlingt n 
H ight , Ill. Linda j ins as : ·nior vi e 
presid ·nt and principaL J n J 111 · a~ 

ice pre ' id nt, marketing science : nnd 
R un j in a vic pr ... sidcnt, business 
d v ·lopment. 

Response naly is. Prin et n. N.J., 
ha: announced the f ll \ ing p r ·onn ·I 
additions and prom ti n : Mar 
~hri . ty joined a tati ti ian; Janet 

Fi. her -Hughc joined a r earch di­
rector in the financial ervi es group: 

ichoJa · Iadiccio j ined as account 
e · cuti e: i ela J oppich , promoted 
to a ·count e ·e utive for th • pharma­
c utical gr up: Su. an La nghan s 

FREE Videotaping 

Experienced Moderators 

Executive Interviews 

Mystery Shopping 

Litigation Research 

36 Circle No. 227on ReaderCerd 

joined a enior research direct r in the 
finan ial service~ group; Andrea 
McDonough join ·d as re.' ar h dire -
tor in the t l communication gr up: 
Peter Milia , prom ted to i e pr si­
dent. mput ~r op ration . : Randy 
Morrison j ined. i e president, with 
a con ·entration in hea l th-r~Jat d re-
ear h: and Marjorie , chad r . pr -

moted t account e ecuti ·in th finan­
cial services group. 

Matth w zuli has b en appointed 
vi president, wor.ldwide ale , at 
Mapl!lj(> Corp .. Tr y, N. . 

Ron Duda has he n npp inted ·enior 
vi e pre ident at MarkeL Fa<·t Inc., 

Dud a .dstrom 

Arlingt n Height.. Ill. and arl 
Ed. trom has been app inted ic presi-

dent. Don Morri on , marketing vice 
pre id nl, wiJI head the new Market 

acts offi ·e at 20 I '. Fifth t., incin­

nati. 

J ohn Mattin "'IY and Loren Wim. 
ha e j ined l. L uis-based Morkering 
Hori:ons Inc. Mnttingly j in~ as direc­
t r of ·li nt servi e : Wim j ins as 
proje t manager. 
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Rob rt . Davi. has ·en nam d a 
ic president ·ttMarkete. t2000Group, 
Y. Markete t _ 00 i. a part of Mar et 

acts Inc., ba din Arlingt n I [eights, 
Ill. 

Dale ver has joined Market\'ision 
Re earch Inc ., in innati, as director. 

analyt'caJ r ices. 

David Bell has join~d ·w York-
ba:ed eHman- tein Inc. a manager 
of ac ount er i e . a new I cr ·ated 
p iti n. v 0 ter ha · b en promot ·d 
to group head. 

Woelfel Researf'h Inc., Vienna. Va .. 
ha prom t d J n·r ey dler to ice 
pr . id ·nt (n ·w account de elopm nt 
and a ~uunt manag m nt . and Robert 

u ha to vic' pre:id nt ( orporat 
te hni a] op rations and n w produ t 
and ser ices dev· lopment). 

Robert Hi r rin on ha b n pr moted 
to vice presid nt f client ervice at 

Parh1 Group, Orem, tah. Dahl 
Gardn r has join ·d as head of health 
ar re. earch. 

Julia Arnette has been appointed 
i e presid ·nt. informati n techn log . 

October 1993 

f r marketing operations in th D troit 
ffi f R .L. Polk & Co.; .'taci 
rom will r ha b en named vice presi­

dent-sales, fundrai ing. in the lirm ·. 
Wa hington. D. .. office; and Willia m 

Hci ·t hu been narn d vi e president­
m· naner, ·ttabase . rvice . in th firm' · 
Atlanta offic . 

... la ire Herczc r ha.' b en apr inted 
senior pr j ct director at Research I 00, 

Princeton. N.J. 

. uza nne ' tin on ha 
. eniorvi ·e president at 
Research International . 'A . • tin. on 
will be in harge of the ~ustom 'r re­
sear ·h divisi n. R ear h lnternati nal 
is a member of th WPP Group. 

Jack Bed II has be n named pre i­
dent L immons u. tom Re. earch. and 

rt . avitt has joined n i e pre idcnt, 
ust m sa les. J eff Pogrob al.so ha 

j ined the firm. He wi II~ r ·a: conta ·t 
liaison to high-tech publi her f r the 

ompPro study. G r gg Lindner ha 
b en nam d vice presidcnt/t hnical 
dire tor of imm n yndicated tud ­
i ·:. Both th cust m r . earch and yn­
di at d studies organization arc divi­
sions of unmon Mark t Re arch 

Bureau In .. ba ed in New York and 
hi ag 

~argaret Reck ha b n pr m ted 
to manager f re ·earch and mark Ling 
programs for, un er Maga: ine. a divi ­
sion of uns ·t Publishing orp. ba ed 
in M nlo Park. alif. 

rnith was a psycholo­
gist, an expert in con umer research 
and chairman of C\: York-based 
O.rtohy-. 'mith Inc. mark t r search 
·ompany. H ·was lee ted to th Mar­
k t Research ouncil hall of fam in 
1991. mith helped NB ch< osc a 
peaco ·k as its: ymbol, at a time hen 
most tel visi ns were still blu k and 
white. mith . aid a pea ~o ~ r.... would 

look b tt r 'Nithout color than any 
th r propo ·ed ·ymbol. 

[n the Jun /July. I 993 Nam 
N t • we did not idcnli fy ICR. ·urre.v 
Re l'archGroup vi eprcsidcnt/man­
a ing dir t r ba r on Ro b rt 's 

h me office. h· joined th firm' .· 

A at' fied cu tomer i a repeat cu tamer. I R · Cu 10m r ati~faction re ar h give 
you the information you need to improve the qualil}" or your product and {'f\'ic 

in way that ar truly m aningfulto your target markel. 

ICR Wedomor thanex I. 

AU onsultanL~ • lCR Uf\'C} R ar h rroup 
Lrtel • t\1etlia. PA l9063 • (21 '5) 56'5-92RO • F X (21 5) 565-2369 
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urvey Mo •tor 
continued from p. 18 

with $69 for 16- to 17-year-old. , and 
$37 for 12- to I 5-year-olds. More than 
70 ~ of adole. cent have a . aving · ac­
count and nearly 20% have checking 
account . 

There go d in ·hat thar 
fern ·nist market 

Marketers who ster otype feminists 
do so at their peril: the feminist market 

S A N F R 

is neith ·r small, nor poor, nor care I "SS 

about personal appcaranc ·.At ·1 ·phone 
poll of 500 women conducted by EDK 
Associates. N ...,.., York, found that over 
a third of all respondent~ considered 
lh mselve · femini ·ts. In the rthea ·t, 
Mountain and Pa i fie r gion . that fig­
ur ro. e t 40%: it dipped to 28o/c· in the 

uth . Managerial and prof ·ional 
w men were particular!, Jik ly to ay 
they were femini t , at 44%. 

But contra y t popular perception. 
feminist. were more. not le . likely to 

care about their appearance: 63% of 

A N C s c 0 

THE ONLY FOCUS GROUP SUITES IN TOWN 

38 

PANEL DISCUSSfON 
ROOM( 18X?O} 

BAY AREA'S LARGEST FACILITY 
• 31uxurious suites, plus new mini~group room; floor to ceiling mirrors. 

• Silent, 24-hour air conditioning. 

• Professional audio system. 

• Completely reliable recruiting. 

• Sumptuous client meals from fine San Francisco restaurants. 

• Convenient financial district (downtown) location. 

• Competitive pricing. 

• 
Consumer Research 
Associates 
111 Pine t., 17th Floor, an Francisco, CA 94111 
1Dll-FI?EE: 800/800-5055 
4151392-6000 • FAX: 415/392-7141 

Cl rei No. 223 on ReaderCa rd 

fcminisls wore mak updaily,compared 
with 57% of non-feminists; 72% (com­
pared with 65 % ofnon-feminisls)mani-
·urcd lheir finrrernails. and the sam 

percemL ge liked to shop. Moreover, 
r ministsspentncarly 4morcperdr·ss 
and wn mor h · than non-f ·mi­
ni ts . Feminists als were more likely 
t try new thing: ·. including new prod­
u t and ne\ tore . 

o urner ready for a 
ta e of the new 

M kowitz Jacob Inc., ValhaJia, 
N.Y., rep rt that it ha di ered 
four k y patt rn. from it 10- ear re­

. arch on the en ry preferen e of 
consumers in variou packaged-good 
cat orics. 

• Clear likes and dislikes e ist for the 
s nsory characteristics of products 
(fo ds. health and beauty aids). 

• Significant inter-individual differ­
ences appear from study to study. People 
diff r from each oth r in their lik sand 
dislikes. 

• D ·fined ·lust rs of onsumers have 
specific id ·ntifiabl sensory prefer­
ence . The e are the " en ory prefer­
ence egment ." en ory . egmentation 
pervade all product . 

• Sen ory prefe ence egments tran­
. cend c n entional brand usage pal­
tern , demographi and national 
b und, rie . A mmon set of . en. ory 
preferenc e i t w rldwide; what 

arie i the reJati e ize of each e..__-
ment within a ingJe country. 

Re. ear h c nducted b tween 1982 
and I 90 ha hown that en ory pref­
eren e segmentati n remained fairly 
consist nt. here were three major and 
everal minor group ofcon umer with 

the e c learly defined preference pat­
tern : 

• high impact group I ike bright col­
ors trong flavors); 

• modest impact roup indifferent to 
colors lik s mod rate flav rs and com­
pi x textur ·s); and 

• low impact group indif~ rent to 
ol r , wants weaker lla or · and s imple 

textures). 
Recent re earch i revealing a new 

pattern, haping up a follow : 
egmentation ha become more 

omple . It u ed to b po ible to cla -
ify on ume into three to fi e eg­

ment . Re earcher th · nk many more 
egment e · i t now than before. 

• The e are no longer clearly defined 
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The 127 -page stutly is basctl on fectl­
back and submissions from more Lhan 
5000 hopper . ll includes shopper­
annotated photocopie · of I 06 "good" 
and ''bad" up nnarket ad nationwide. 
and _o I ide of the b t and wor tad 
the ritiqued. For m re information 
call Monil Doyle at 215-3 6-5g90. 

Reader turn to local 
ne fir t 

orget th funny pages- newspa­
per readers want to know what's hap-

pening at hom first. Ac ·on.ling to an 
OmniT ·I sLudy by Bruskin/Goldring. 
Edison, N.J., more than a quarter of Lhe 
1,000 adult , urveyed ·aid th r ad 
local new fir l. Nalional and world 
new followed. nt 2 L %, and port Look 
third place, at L3%. If women are 
e, eluded. how·ever, port rank No. 1 
(25%) and i e pecially popular \ ith 
men aged I g to 24 (2 %). In contra t, 
only 2% of \VOmen turn to the port 
pages first. 

Entertainment sections which in­
clude comics, horoscope, and movi 

and TV listings received equal shares 
of men and women (8% ), but this 
sec Lion ·s fans vary significantly by ag •. 
Younger readers (18 to 24) arc much 
more likely to ·cramble forthi · ·ection, 
compared with re pondenls aged 50-
plu (24% v . 3%, re ·pectively). 

lightly more men (I 090 than women 
(7%) turned Lo bu "ine new , fir ' L' 
worn n. on the other hand, beat out men 
y a five-to-one ratio in the earch for 

coup n and in ert . 

,-----
1 Los Angeles 

Enterpri e- ide 
computing till gro\ ing 

By 199 , 92% of large companie 
will have complete enterpri e-wide net­
works linking all company d partments, 
according to initial results from a sur­
vey on ntcrprisc-wide computing. The 
study was condu ·ted by Inte lliQu st 
Inc .. u tin, Tea, and pon 'ored by 

I 
I 

I 

I 
I 
I 
I 
I 
I 
I 
I 
I 

I 
I 
I 
I 
I 

I 
I 
I 
I 
I 

I 
I 
I 
I 

I 

I 
I 

818-783-2502 
Nancy Levine 

President 

17547 Ventura Boulevaid, Suite 308 
Encino, CA 91316 

FAX 818-90S-3216 

• recruiting 

• location studies 
• car clinics/ride & drive t ts 

• product clinics/tests/placements 
• rocu groups 

• one-on-one interviews 
• testimonial commercials 
• taste tests 

• music group 

• jury imulation 
• telephone interviews 

• executive/professional/medical 
• my tery hopping 

• Spanish and Asian language 10C:iCitY nationwWe capabilities 

11 "'"- ""'';;....c, ·;~;' 
It'~ 17 

KITCHEN 

,, )N I 
REC<PTK>H Li 

t 
E~AANCE t 
CUEHT E~AHCE 

Circle No. 224on Reader Card 
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MP Publl a Lion of Manhasset, . Y. 
There uJt ' confirm that enterprise-wide 
ompu ting ha be orne the growth mar­

ket of the '90 , a ording lo John Grif­
fin, CMP' director of ·Lrategi mar­
keting. 

I The tudy al found that: 
I • 53°k of all P in large finn are 
I connected to a network, compared with 
1 only 20 ('five year ag . 

• The average compuny e pect the 
numb r of file erver in u e to more 
than double in the ne t five year . 

• he numb r o gat way in tailed i 
pected to triple during the am pe­

riod. 
• early half fall respond nts men­

tioned ''business sur ivai'' as a rea:on 
why Lh yin ' tailed th irent rprise-widc 
network. 

• Electronic mai I i. th Lop applica­
tion driving enterprise-widen tworks. 

The rudy al o e amined th r I that 
enterpri e-wide networks will play in 
computer-related purcha ·e decisions­
fore ample, 51% of all oft ware pur­
eha e in the Ia t 12 month were af­
fected by network con ideration . The 
tudy additionally highlight the in­

cr asing role that network profe ion­
als will play inc mputer purcha e de­
cis ions. Respond nt predict that net­
work manager , will have the highest 
degree of in flu nee over purchase deci­
. ion . in th c ming year', 'a , Kelly 

im ' , InteHiQuc 'L networking special­
j t. 

The study is bas don disk-by-mail 
interview enl Lo 344 randomly se-
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ripti n dru ad lip 
on urn r 

inf nnati n. 
3 4-1440. 

October 1993 

B ou a h m rnin 
(and afternoon and evening) 

in tru tion 

Mo. t meri ans misint ·rpr 'l instru '­
ti ns n dru J dosage. " en s · ·mingly 
lear in. Lruction. like tak.ing m di a­

ti n "on an mpt stoma ·h., or "every 
ight h ur " can au~e confu. ion. 
ur y f almost I, I 0 adults b Hi­

tude Mea~uremcnt orp., outhampton, 
Pa .. found that 75% of r spond nts 
th ught takinu medication on an empt 
st mach meant taking it aft·r meals, 
whil ab ut I %thou Yht it meant tak-

I CD i~ uniqu I) p itioned to provide you with the b t of b th u t m and 
fumnibu world . Th · co. t-efficiem'} of an omnibu tudy, th overall pre 1 ion 

and r liability of a full cu tom arc tailored to )Our p irt n cd . 

\V d m r Lhan el. 
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ing it ju t b f re or during meal . The 
phras .. every eight hour " wa prone 
to n more misinterpr tation: Two­
thirds thought it m ant tuking their 
m di ation three times a day. and al ­
most . 0% thought it meant taking medi ­
cation twice a day. Attitud Measure­
ment orp. al ·o found that a quarter of 
th respondents felt th ir primary care 
doctor wasn't telling them verything 
they n ed to know ab ut th ir pre crip­
tion drugs, especially possibl sid ef­
fect:, although they ov ·rwh Imingly 
believed (76%) that witholdin r infor­
mation wa: not intentional. These find­
ings suggest that ·onsum ·rs still need 
to b' proactiv • in pursuin<r medical 
information. 

n preen, too 
Gr ming product: form rly associ­

ated wi th women are gaining ground in 
men' bathroom helv s as Vol II. A 
recent urve by ew York-based 

ark t Fa t In . conduct ·d for Q 
magazine, found that m re m n arc 
u ing pr du ~ t. like mousse, fragrance 
and fa ial m i ·turiLer. and ·p ·nd an 
nverage of 40 minute dail n per-
onal gr ming. The overwhelming 

motivation 89o/t-.· ) wa p r onal app ar~ 
ance. nnd 70% think p pie on ·ider 
them g d-lo king. 

lm sl 0% us ·d hair condition r, 
55% u ed facial m i turiLer, 45% used 
hair pray, 1% used astring ·nt, 27% 
wed m us ~e, 20% used body scrub. 
19 ~ u ed a facinl ma k, nnd 129l U'ed 

a hair-repleni hingp lion if it to k five 
year ff their li ·e. 

The urvey of 1,0 0 m n al 
very pecifi.c buying pattern . Re p n­
d nt. bought t thpn t , de dorant. 
m uthwa. h, pain relie er nnd hnm­
poo most often in a upennarket; fra­
grance, facialmoi turizer and Lean -
crs, lotion, astringent and anti -aging/ 

c cr am most often in u department 
st re; vitamin. and mineral , un pr -
te ti n, and hairspray most oft n in a 
drugstore; and hair gel. m u e and 

42 

fa ia l rna k mo toft n in a nlon. 
In th r fin ing , the ur ey r p rted 

that: 
• 67% pnid more ntt nti n to their 

di t than five years ag ; 70/i aid they 
e erci ed mainly to improve h alth . 

• Irritation from shaving was the ma­
jor kin cure probl m am ng _ 7% f 
re. p nd nt., with nearly th . nme per­
centag ncerned about av iding 
wrin le . 

• 70% used ondom:~ of that group. 
59% used them to prot ct aguin . t "'e u­
ally transmitted diseas s, 51 7c for hirth 
control, and 14o/r b cause their partner 
insisted. [n a related finding , m re than 
two-thirds said they hav cht111ged th ir 
,' ual b havi r b cau. e of s ually 
transmitted diseases, with ahout th 
same per· •ntage r portinu an acti e 
:ex life. 

• Mor ·than half felt that .. nirting or 
sc ual joking in the workpla · " was 
not ace ptable; 41 l'J said they w r 
car ful about their work behavi r be­
cause of s xual harassm nt. 

• Vanity is not an clusiv ·ly emal 
domain: 2 ~ reported ch eking th ir 
app aran in a mirror at least three 
times during the day. 

R arch ompan e 
continued from p. 23 

wide that will r eive a it 
eptember by a team of Baldrig a ard 

e aminers. The site visit is the final . tep 
in the set ction proce:s. 

Th Brand Institute Inc. has opened 
offic sat _0 Park Av ., 17th tl r, 

ew rk, Y l002-. Ph n i _12-
572-631 I, fa is 212-572-6411 . h 
firm i ' a brand identity on ultant pe­
cializing in name de e1 pm nt. r­
vi es include brand strategy a e m nt, 
creative ideation/brainstorming, trad -
mark :creening, lingui tic r ning and 
communi ·ation name valuati n (quali­
tati c and quantitativ market research) . 

.S. and international market r earch 
capabilities arc available for name de­
v lopment and te:ting. Jam s L. Dettor 
is prcsid ·nt and ; Robin iecko i · 
vice president and gen rat manag r. 

Field R earch ... orp. has r lo at 
to: 550 Kearny St., San ran is o, A. 

9410 . Phon i 415-39 .... -5763; fa 
415-434-254l. 

Fo u Vi ion twork Inc., N w 
York. hn re ei ed the top a\ ard from 
the Internati nal Teleconfer n ing A -
ocintion f r " m t ignifi ant applica­

tion of t leconfer n ing in t \ o-w a 
id .'' The award wa , gi en f r the 

com pan ' u e of vide onfer n ing in 
tran mi i n fli e ~ u' gr up ~ . 

G ne i Re earch cia te ha re-
loc<.ll d t : 3150 Almaden E pr way, 
San Jo e, A l 5118. Phone i 408-445-
7877, fa i 408-445-0117. 

a mainframe 

Herron , ociate , Greenwood, 
IN, ha. fini . hed n <J,O - quar -foot 
reno ati n. Th fa ility feature tate­
of-the-art furni . hing and equipm nt. 

r m re infom1ation call Jerry Ice at 
317-8 2-3 

Intc lliQuc t Inc.. u tin, T , ha 
recei ed equity funding from u tin 
Venture . al , f u tin, and ummit 
Partner , Pal Alt , A. The in e t­
ment will be u edt a i t lntelliQue t 
in e panding it pr du t an ervi e 
to th high-t chn logy community. 
Austin Venture i a enture capital 
t1rm with more than $160 million of 
capital und r its management; ummit 
Partners manage · appro imateJy 75 
milli nininve tment .Int Lli ue tal 
has announced it will condu t mar et 
research jointly ·p nsored by lntel rp. 
and i r . ft rp. Initial funding f r 

Quirk's Marketing Research Review 



th · 2 milli n stud al will b pr -
vided by P, I r an Ziff-Davis 
publi hinghou e . The . tud is peel d 
to b mpleted the nd f 1993. h 
tudy wiiJ mea ure medin behavior 

am ng a broadly defined audience of 
computer-related pur ha e intluencers 
f r bu ine and h m us r, . Th pro­
p ed 10,000 re p nd nts wi ll ha e a 
range f computer product-buying r ·-
p n ibilitie f r c mputer systems. 

ftwar • peripherals and networking 
pr duct . The tu y will amine read­
er hip f computer-related and general 
intere t publications, and vi ·w ·rshipof 
br adcastandcable television program . . 
Participati n in the , tudy is op n to all 
publi her manu a turers and ad rtis­
ing agencie . or mor' in formation call 

D b i hure at 5 I--- 29-2424. 

Richard urtz has returned to New 
Y rk from the nited Kingdom and 
will b ffering a full range of quantila­
ti e and qualitative market r ·s ·arch s r-
i e , with an emphasis on int ·mational 

w rk. He will be resuming his affilia­
ti n with eaport urveys, which will 
enable him to conduct large-scale phone 
and per onal interview . tudies on ana­
ti nal and locali7ed ba. is. Kurtz can be 
rea h d at 4 liff t. ew ork, Y 
l 003 . Phone i 2 L -60X-_ I 00, fa i~ 

2] 2-608-4 66. 

West. Los 
Ang le , A, ha f rm d a new divi-
i n that pecializ . in total quality 

management. harle • huck" eaman. 
ha been appointed vice presid nt and 
will lead the new division. or more 
inf. rmati ncalL u anJ ffersonat. 10-
575- 1059. 

i 508-462-91 9R. M r ator, founded in 
I 2, i: a s ftwarc h u. e spe ializing 
in data and information pro ·essing o­
luti ns, and is the author of NAP data 
analy i :oftware. hrough the new . . 
office, Mercator will bring nap Pro-
e i nal , its latest questionnaire and 
urvey analysis package, to the orth 

American market this fall. 

October 1993 

,...,.. A ,_ ___ __,,...,.. 

• CUSTOMER SAnSFAcnON TRACKING 
'-..../ ... vs. all 'major competitors! 

/~ 

• TEST MARKET TRACKING., ' __ , 
,. ~~ 

..- --.... . ~mong all keg target groups! 

• COMPETRNE TEST MARKET TRACKING 
... in snvtest mark~t! ,...,.. , 

,.-....._ ........ ~ 
/'- ~ ....._,.. 

• LQW.INCIDENCE CATEGORY TRACKING 
'-./ ... anvincidence! 

I ' ,~...... --.... ~ .........._ 
• NATIONAL A&U I CAMPAIGN TRACKING 

~ ~ .. :. tfmong all keg target groups! 

• Experienced, creative, comprehensive fuH service research. 
• Live predictive WATS CRT screening and interviewing. 
• Can meet any timetable. Overnight results. Weekend surveys. 

627 Eagle Rock Avenue 
Suite 104 
West Orange, New Jersey 07052 

Contact: Guy Parker 
Tel: (201) 731-0074 
Fax: (201) 731-0374 
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D ECTORY OF QUAL T TIVE RESEA C 
FOCUS GROUP ODERATORS 

I 

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

Action Research, Inc. 
230 Western Avenue 
Boston, MA 02134 
Ph. 617-254-0360 
Contact: Steven Davis 
Advert., Consumers, Pubfishing New 
Prod. Oev .. Small Business. 

ADI Research, Inc. 
(See Matrixx Marketing) 

Analysis Research Limited 
4655 Ruffner St., Ste. 180 
San Diego, CA 92111 
Ph. 619·268·4800 
Contact: Arline M. Lowenthal 
All Qual. Needs: Eng. & Span. 
Recruit/Moderate/Analysis. 

The Answer Group 
4665 Cornell Rd ., Ste. 150 
Cincinnati, OH 45241 
Ph. 513-489·9000 
Contact: Lynn Grome 
Consumer, Health Care. Prof., 
Focus Groups, One-On-Ones. 

Asian Marketing Communication 
Research/Division of HMCR 
1535 Winding Way 
Belmont, CA 94002 
Ph. 415·595·5028 
Contact: Or. Sandra M.J. Wong 
Quai./Quant. Rsch. in Cantonese, Mandarin, 
Japanese. Korean, Tagalog, etc. U.S. & lntf. 

Auto Pacific Group, Inc. 
12812 Panorama View 
Santa Ana, CA 92705·1340 
Ph. 714-838-4234 
Contact: George Peterson 
Auto Marketing & Product Experts. 
700+ Groups Moderate & Recruit. 

George I. Balch 
635 S. Kenilworth Ave. 
Oak Park, IL 60304 
Ph. 708-383-5570 
Contact: George Balch 
Experience Wtth Advertisers, Agencies. 
Government. 
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Brand Consulting Group 
17117W. NaneMileRd./Ste. 1020 
Southfield, Mf 48075 
Ph. 313·559·21 00 
Contact: Milton Brand 
Consumer. Advertising Strategy, 
New Product Strategy Research. 

Calo Research Services 
10250 Alliance Road 
Cincinnati, OH 45242 
Ph. 513/984-9708 
Contact: Nick Calo 
Extensive Technology, Bus.-Bus .. 
Positioning Experience. 

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

Chamberlain Research Consultants 
4801 Forest Run Rd., #101 
Madtson. WI 53704 
Ph. 608-258·3666 
Contact: Sharon Chamberlain 
Full-Service Marketing Research/Busi· 
ness & Consumer Studies. 

The Clowes Partnership 
P.O. Box 791 
South Norwalk. CT 06856 
Ph. 2031855-8751 
Contact: Rusty Clowes 
New Product/Advertising/All Ages/ 
Focus & Mini Groups. 

Communications Workshop, Inc. 
168 N. Michigan Ave. 
Chtcago, IL 60601 
Ph. 312-263-7551 
Contact: Lisa J. Hougsted 
Consumer, Executive, Technical & Chi/· 
dren Grps. 

Consumer Opinion Services 
12825-ist Ave. South 
Seattle, WA 98168 
Ph. 206·241·6050 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones. 

Corporate Research Center, Inc. 
106 Fairidge Ct. 
Jamestown, NC 27282 
Ph. 919-884-8614 
Contact: John Deuterman 
Dual Moderating; M F Moderators; 
Video N!C; Kids. 

Creative & Response Svces., Inc. 
500 N. Machigan Ave ., 12th Fl. 
Chicago, IL 60611 
Ph. 312-828·9200 
Contact: Sanford Adams 
Thirty Years of Leadership in Qualitative 
Research. 

Cunninghis Associates 
6400 Flotilla Dr., #56 
Holmes Beach, FL 34217 
Ph. 813·778-7050 
Contact: Burt Cunninghis 
37 Years Exp., Moderator & Moderator 
Training. 

The Davon Group 
10 W. Broad St. 
Columbus. OH 43215 
Ph. 614-222·2548 
Contact: Barry J. Mastrine 
Specialize in Focus Groups and Execu· 
tive Interviews. 

Diener & Associates, Inc. 
200 Park Bldg., Ste. 111 
Research Triangle Park. NC 27709 
Ph. 919·549·8945 or 800-467·8945 
Contact: Mary E. Diener 
Bustness/Communications!Environ­
mentat/ Health!Medicai!Ed. 

DMSC Research 
3790 El Camino Real, !t398 
Palo Alto, CA 95448 
Ph. 415·969·5475 
Contact: Donna Schaffer 
Extensive High Tech. Expertise and 
Capabilities. 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham. MA 02154 
Ph. 617-647-0872 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. Formerly with Synectics. 

Doyle Research Associates, Inc. 
919 N. Michigan/Ste. 3208 
Chicago, IL 606t 1 
Ph. 312-944-4848 
Contact: Kathleen M. Doyle 
Specialty: Children!T' eenagers 
Concept & Product Evaluations. 

0/R/S HealthCare Consultants 
3127 Eastway Dr., Ste. 105 
Charlotte, NC 28205 
Ph. 704-532-5856 
Contact: Dr. Murray Simon 
Specialists in Research with Providers 
& Patients. 

Ebony Marketing Research, Inc. 
2100 Bartow Ave. 
Baychester Bronx, NY 10475 
Ph. 718-217·0842 
Contact: Ebony Kirkland 
Spac. Conf./Viewing Rooms/Client 
Lounge/Quality Recruiting. 

Erlich Transcultural Consultants 
21241 Ventura Blvd., Ste. 193 
Woodland Hills. CA 91364 
Ph. 818-226·1333 
Contact: Or. Andrew Erlich 
Full Service Latino and Asian Marketing 
Research. 

Find/SVP 
625 Avenue of the Americas 
New York, NY 10011-2002 
Ph. 212-645-4500 x208 
Contact: Ann Middleman 
Mktg. Consulting & Rsch. Health Care, 
Telecomm., & Technology. 

First Market Research Corp. 
2301 Hancock Drive 
Austin. TX 78756 
Ph. 800-FIRST·TX (347-7889) 
Contact: James R. He1man 
High Tech, Publishing, 
Bus.· To-Bus., Colleges. 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
Ph. 617-482·9080 
Contact: Linda M. Lynch 
New Product Development, Health Care, 
Advertising, Retail. 
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First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
Ph. 617-482-9080 
Contact: Jack Reynolds 
Business To Business. 
Executives, Banking. 

Focus Plus 
79 5th Avenue 
New York, NY 10003 
Ph. 212-807-9393 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-B 
Recruiting/Beautiful Facilities. 

Focus Research 
1828 Audubon Street 
New Orleans, LA 70118 
Ph. 504-865-1687 
Contact: Kirsty D. Nunez 
Qualitative/Quantitative Research & 
Consultation. 

D.S. Fraley & Associates 
1205 East Madison Park 
Chicago, IL 60615 
Ph. 312-536-2670 
Contact: Diane S. Fraley 
Full Qual. Specialty: Child/Teen ! In· 
Home/Observational Rsch. 

Frieden Qualitative Services 
14802 Addison Street 
Sherman Oaks, CA 91403 
Ph. 818-789-6894 
Contact: Gary Frieden, Ph.D. 
Blends Soc. Psych. & Mkt. Rsch. 
for Dynamic Sessions. 

Gault Associates 
2006 Exeter Rd., Ste. 104 
Germantown, TN 38138 
Ph. 901·756-3958 
Contact: Chris Gault 
Consumer Products/Home Services. 

Grieco Research Group, Inc. 
743 North Avenue 66 
Los Angeles, CA 90042 
Ph. 213·254-1991 
Contact: Joe Grieco 
Marketing and Advertising 
Focus Groups. 

Groups Plus 
23 Hubbard Road 
Wilton, CT 06897 
Ph. 203-834-1126 
Contact: Thomas L. Greenbaum 
Clarion Offers Unique Approach To 
Groups; Call to Find Out Why. 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Pk. (Balt./D.C.). MD 21146 
Ph. 41 0·544-9191 
Contact: Bill Hammer 
23 Years Experience· Consumer, Busi­
ness & Executive. 
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Hispanic Marketing 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
Ph. 415-595·5028 
Contact: Dr. Felipe Korzenny 
Hisp. Bi-Ling./Bi-Cult. Foe Grps. Any-
where In U.SJQuan. Strat. Cons. 

Horowitz Associates 
2 East Avenue 
Larchmont, NY 10538 
Ph. 914-834-5999 
Contact: Howard Horowitz 
CableNideo Marketing-Programming-
Advertising Strategy. 
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3904 NW 73rd Street 
Kansas City, MO 64151 
Ph. 816-587·5717 
Contact: Kavita Card 
Consumer/Business/Black/Children/ 
Travel/Hi Tech. 

In-depth Probing & Practical Reports 
16 W. 501 58th St., Ste. 21A 
Clarendon Hills, IL 60514-1740 
Ph. 800-998·0830 or 708-986-0830 
Contact: Dr. Betsy Goodnow 
15 Ym. Experience, New/Revised Prod· 
ucts, Strategies/Tactics. 

lntersearch Corporation 
132 Welsh Rd. 
Horsham, PA 19044 
Ph. 215-657-6400 
Contact: Roberl S. Cosgrove 
Pharm. -Med.!High· Tech/Bus. -to-Bus./ 
Consumerrr elecomm. 

Irvine Consulting, Inc. 
2207 Lakeside Drive 
Bannockburn, IL 60015 
Ph. 708-{)15-0040 
Contact: Ronald J. Irvine 
Pharm!Med: Custom Global QuanJOual. 
Res. & Facility. 

JRH Marketing Services, Inc. 
29-27 41st Avenue 
New York, NY 11101 
Ph. 718-786·9640 
Contact: J. Roberl Harris, II 
Experience Counts: Check out the rest 
but USE THE BEST. 

KidFactssu Research 
34405 W. 12 Mile Road, Ste. 121 
Farmington Hills, Ml 48331 
Ph. 313-489-7024 
Contact: Dana Blackwell 
Qual. & Quan: Speciafty Kids/Teens. 
Prod./Pkg.! Advtg. 

KS & R Consumer Testing Center 
Shoppingtown Mall 
Syracuse. NY 13214 
Ph. 800-289-8028 
Contact: Lynne Van Dyke 
Qualitative/Quantitative, Intercepts, 
CA Tl. One-on-One. 

Leichliter Associates 
252 E. 61st St., Ste. 2C-S 
New Yor , NY 10021 
Ph. 212-753·2099 
Contact: Betsy Leichliter 
Innovative Exploratory Rsch.lldea De-
velopment. Offices NY & Chicago. 

Nancy low & Associates, Inc. 
5454 Wisconsin Ave., Ste. 1300 
Chevy Chase, MD 20815 
Ph. 301·951·9200 
Contact: Stephanie Roth 
Fufi-Service Market Research/Health! 
Medical/Environment. 

Maritz Marketing Research, Inc. 
1297 No. Highway Drive 
Fenton, MO 63099 
Ph. 314/827-1854 
Contact: Mary E. Rubin 
Specialize in Customer Satisfaction 
Research, Consumer and Business-to-
Business. 

Maritz Marketing Research, Inc. 
3001 W. Big Beaver. Ste. 500 
Troy, Ml48084 
Ph. 313-643-6699 
Contact: Michael Dawkins 
Extensive Qualitative Experience in 
Automotive. 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 10962 
Ph. 914·365·0123 
Contact: George Sifverman 
Med., Bus.-to-Bus., Hi-Tech, lndust. . 
Ideation, New Prod., Tel. Groups. 

The Marketing Partnership 
90 Hamilton Street 
Cambridge, MA 02139 
Ph. 617-876-9555 
Contact: Susan Erabino 
Experienced, Cost Immersion Focus 
Groups, Invention. 

Marketing Perspectives, Inc. 
535 127th Lane NW 
Minneapolis, MN 55448 
Ph. 612-755·4227 
Contact: Donna Naeve 
Medical/Consumer Experience­
USA!Intemationaf. 

Matrixx Marketing-Rsch. Div. 
Cincinnati. OH 
Ph. 800-323-8369 
Contact: Michael L. Dean, Ph.D. 
Cincinnati's Most Modern and Conve-
nient Facflities. 

MCC Qualitative Consulting 
Harmon Meadow 
700 Plaza Dr., 2nd. Fir. 
Secaucus. NJ 07094 
Ph. 201-865·4900 (NJ) 
800·998-4n7 (Outside NJ) 
Contact: Andrea C. Schrager 
Insightful, Results-Oriented Research. 
Local or National. 

Susan McQuilkin 
1117 Evergreen Court 
Indianapolis, IN 46240 
Ph. 317-846-9753 
Contact: Susan McQuilkin 
Moderating For Medical or Consumer 
Goods Industries. 

MedProbe Medical Mktg. Rsch. 
7825 Washington Ave. S.,# 745 
Mmneapolis, MN 55435 
Ph. 612-941-7965 
Contact: Asta Gersovitz, Phrm.D. 
MedProbe Provides Full Service Gus-
tom Market Research. 

Moosbrugger Marketing Rsch. 
901 West Hillgrove Ave. 
LaGrange, IL 60525 
Ph. 708·354-5090 
Contact: Mary C. Moosbrugger 
Moderation with Physicians, Nurses, and 
Consumers. 

Nordhaus Research, Inc. 
20300 W. 12 Mile Rd. 
Southfield, Ml 48076 
Ph. 313·827-2400 
Contact: John King 
Fuii-Svce. Qual. and Quant. , Fin., Med., 
Uti!., 3 Discussion Rms. 

PACE, Inc. 
31700 Middlebelt Rd., Ste. 200 
Farmington Hills, Ml 48334 
Ph. 313-553-4100 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist·OEM & 
Aftermarket Experience. 

Jack Paxton & Associates 
4 Jefferson Court 
Princeton, NJ 08540 
Ph. 908·329·2268 
Contact: Jack Paxton 
Pkg. Gds., HBA, Fnce .. Rtlg., Hi-tech, 
Bus./Bus., Adv. Rsch. 
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Randolph & Daniel 
49 Hill Rd .. Ste. 4 
Belmont, MA 02178 
Ph. 617-484-6225 
Contact: Stephen J. Daniel 
FOCUS/IT Understanding the High Tech 
Buying Process. 

Research Data Analysis, Inc. 
450 Enterprise Court 
Bloomfield Hills, Ml 48302 
Ph. 313·332·5000 
Contact: Sanford Stallard 
Full Svce. Quai.!Quan. Analysis/Auto.! 
Adv./Comm. 

Rockwood Research Corp. 
1751 W. County Road B 
St. Paul, MN 55113 
Ph. 612·631,·1977 
Contact: Scott Murphy 
Full Svce QuaVQuant., Consumer, 
Bus-To-Bus, High-Tech, Ag. 

Rodgers Marketing Research 
4575 Edwin Drive, NW 
Canton, OH 44716 
Ph. 216-492-8880 
Contact: Alice Rodgers 
Creative/Cost Effective: New Product/ 
Consumer, Etc. 

Pamela Rogers Research 
2525 Arapahoe Ave., #E4 
Boulder, CO 80302 
Ph. 303-494·1737 
Contact: Pamela Rogers 
Full Svce. Qua f. -Grps.; 1·1 s; Consumer; 
Hi· Tech; Bus.-to-Bus. 

Rudick Research 
One Gorham Island, 3rd Floor 
Westport, CT 06880 
Ph. 203-226-5844 
Contact: Mindy Rudick 
1 0+ yrs. Experience Utilizing 
Innovative Techniques. 

Ref rto Precedi ng Pages 

California 
Analysis Research Ltd. 
Asian Mar'keting 
Auto Pacific Group, Inc. 
DMSC Research 
Erlich Transcultural Consultants 
Frieden Qualitative Services 
Grieco Research Group, Inc. 
Hispanic Mar'keting 
Strategic Research, Inc. 
TrendQuest 

Colorado 
Pamela Rogers Research 

Connecticut 
Arxess Researcl1, lr.:. 
The Clowes Partnership 
Groups Plus 
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James M. Sears Associates 
481ndustrial West 
Clifton, NJ 07012 
Ph, 201 /777-6000 
Contact: James M. Sears 
Business-To-Business and 
Executives a Specialty. 

Sources For Research, Inc. 
170 West End Ave., Ste. 30C 
New York, NY 10023 
Ph. 212·787-8810 
Contact: Phyllis Morrow 
Business-To-Business, Financiaf 
Svces., Technology, Health Care. 

James Spanier Associates 
120 East 75tl1 St. 
New York. NY 10021 
Ph. 212-472-3766 
Contact: JuNe Homer 
Focus Groups And One-On-Ones 
In Broad Range Of Categories. 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus. OH 43212 
Ph. 614·486·3123 
Contact: Betty Spencer 
4'x16'MirrorViewingRm. Seats 8-12. /n 
House AudioNid. Equip. 

Spler Research Group 
1 Lookout Circle 
Larchmont, NY 10538 
Ph. 914·834-3749 
Contact: Daisy Spier 
AdvtgJDir. Mktg.!Prod. Dev./ConsJBusi-
ness/FGI's/1 on 1 's. 

JaneL. Stegner & Ascts. 
2215 Penn Ave. So. 
Minneapolis, MN 55405 
Ph. 612-377·2490 
Contact: Jane Stegner 
Bus.-To-Bus./Medicai/Fncl. SvcsJAgric., 
Groups/1: 1 's. 

Strategic Research, Inc. 
4600 Devonshire Common 
Fremont, CA 94536 
Ph. 415·797·5561 
Contact: Sylvia Wessel 
400Groups Hi· Tech!MedicaVFinanciaV 
Transportation Svcs. 

Sunbelt Research Associates 
1001 U.S. Highway One, Ste. 310 
Jupiter. FL 33477 
Ph. 407-744-5662 
Contact: Barbara L. Allan 
20-r yrs. Exper; Business & Consumer 
Studies; Svce. Oriented. 

Sweeney International, Ltd. 
221 Main St. 
Danbury, CT 06810 
Ph. 203-748-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
ORCAIAMA!Advt. Club. 

Thorne Creative Rsch. Svces. 
65 Pondfield Rd., Ste. 3 
Bronxville, NY 10708 
Ph. 914·337·1364 
Contact: Gina Thorne 
Ideation, teens, New Product 
Ad Concepts. Package Goods. 

Three Cedars Research 
533 N. 86th Street 
Omaha, NE 68114 
Ph. 402-393-0959 
Contact: Sara Hemenway 
Executive Appointed Facility, Qua/ita-
five and Quantitative Research. 

umber and Con tact N arne 

Rudick Research 
Sweeney International, Ltd. 

Florida 
Cunninghis Associates 
Sun bell Research Associates 

Illinois 
George I. Balch 
Communications Workshop, Inc. 
Creative & Response Rsch. Svcs. 
Doyle Research Associa es 
D.S. Fraley & Associates 
In-depth Probing & Practical Reports 
Irvine Consulting, Inc. 
Leichliter Associates 
Moosbrugger Mar'keting Rsch. 

Indiana 
Susan McQuilkin 

Iowa 
Dan Wiese Mkt. & Rsch. Direction 

Louisiana 
Focus Research 

Maryland 
Hammer Marketing Resources 
Nancy Low & Associates, Inc. 

Massachusetts 
Action Research, Inc. 
Dolobowsky Qual. Svcs., Inc. 
First Market Rsch. (l . Lynch) 
First Market Rsch. (J. Reynolds) 

The Trav·s Company Inc. 
509 Cathedral Parkway, Ste. 8E 
New York, NY 10025 
Ph. 212-222-0882 
Contact: Jerry Travis 
Qualitative Research and Consultation. 

TrendQuest 
16959 Bernardo Ctr. Dr., #216 
San Diego, CA 92128 
Ph. 619-674-1031 
Contact: Ann C. Kfimowicz 
Health Care: Focus Groups, fn·Depth 
One-on-Ones. 

Dan Wiese Market & Research 
Direction 

2108 Greenwood Dr., S.E. 
Cedar Rapids, lA 52403 
Ph. 319·364·2866 
Contact: Dan Wiese 

, Highly Experienced: Farmers, Consum-
ers, Business. 

The Winters Group Inc. 
14 Franklin St. , Ste. 920 
Rochester, NY 14604 
Ph. 716-546-7480 
Contact: Nancy Volkmuth 
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Ouai./Quan., Secondary, CA Tl, Cnsltng., 
Ethnic Rsch. 

Yarnell Inc. 
147 Columbia Tpke., #302 
Florham Park, NJ 07932 
Ph. 201 ·593-0050 
Contact: Steven M. Yarnell 
New Product Development & Position-
ing. HWISW Cos. 

The Marketing Partnership 
Randolph & Daniel 

Michigan 
Brand Consulting Group 
KidFacts Research 
Maritz Mar1<e ing Research, Inc. 
Nordhaus Research, Inc. 
PACE, Inc. 
Research Data Analysis 

Minnesota 
Cambridge Research, Inc. 
Marketing Perspectives, Inc. 
MedProbe Medical Mktg. Rsch. 
Rockwood Research Corp. 
Jane L. Stegner and Ascts. 
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Missouri New York North Carolina 
12 Ebony Marketing Research, Inc. Corporate Research Center, Inc. 
Maritz Marketing Research Find/SVP Diener & Associates, Inc. 

Focus Plus DIAlS HealthCare Consultants 

Nebraska 
JRH Marketing Services, Inc. 
Horowitz Associates, Inc. Ohio 

Three Cedars Research K S & A Consumer Testing Ctr. The Answer Group 
Leichliter Ascts. The Davon Group 

New Jersey Market Navigation, Inc. Calo Research Services 
Sources For Research, Inc. Matrixx Marketing MCC Qualitative Consulting James Spanier Associates 

Jack Paxton & Associates Spier Research Group 
Rodgers Marketing Research 

James M. Sears Associates Thome Creative Research 
Dwight Spencer & Associates 

Yamelllnc. The Travis Company 
The Winters Group Pennsylvania 

lntersearch Corp. 

P CI r c o I D OFMO TOR 
Preceding Pag 

ADVERTISING 
Action Research, Inc. 
Analysis Research Ltd. 
Brand Consulting Group 
Cambridge Research, Inc. 
The Clowes Partnership 
Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
Erlich Transcultural Consultants 
First Market Research (L. Lynch) 
D.S. Fraley & Associates 
Maritz Marketing Research (MI) 
PACE, Inc. 
Research Data Analysis 
Rockwood Research Corporation 
Spier Research Group 
Sunbelt Research Associates 
Sweeney International, Ltd. 
Thorne Creative Research 

AFRICAN-AMERICAN/ 
BLACK 
Ebony Marketing Research, Inc. 
12 

JRH Marketing Services, Inc. 
The Winters Group, Inc. 

AGRICULTURE 
Cambridge Research, Inc. 
Mantz Marketing Research (MO) 
Market Navigation, Inc. 
Rockwood Research Corporation 

ALCOHOLIC BEV. 
Access Research, Inc. 
George I. Balch 
Creative & Response Rsch. Svcs. 

APPAREUFOOTWEAR 
Brand Consulting Group 
Corporate Research Center, Inc. 

ASIAN 
Asian Marketing 
Communication Research 
Erlich Transcultural Consultants 
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ddress, Phone 

AUTOMOTIVE 
Auto Pacific Group, Inc. 
Creative & Response Rsch. Svcs. 
Erlich Transcultural Consultants 
Maritz Marketing Research (MI) 
Maritz Marketing Research (MO) 
Matrix.x Marketing-Research Div. 
PACE, Inc. 
Research Data Analysis 

BIO-TECH 
Calo Research Services 
lntersearch Corporation 
Irvine Consulting, Inc. 
Market Navigation, Inc. 
MedProbe Medical Mktg. Rsch. 
TrendQuest 

BUS.· TO-BUS. 
Access Research, Inc. 
Calo Research Services 
Cambridge Research, Inc. 
Chamberlain Research Cnsltnts. 
Consumer Opmion Services 
Creative & Response Rsch. Svcs. 
The Oavon Group 
Diener & Associates, Inc. 
First Market Research (J. Heiman) 
First Market Research (J. Reynolds) 
lntersearch Corporation 
Maritz Marketing Research (MO) 
Rockwood Research Corporation 
Sources For Research, Inc. 
James Spanier Associates 
Spier Research Group 
Strategic Research, Inc. 
Sweeney International, Ltd. 
Yarnell Inc. 

CANDIES 
D.S. Fraley & Associates 

CHILDREN 
Creative & Response Rsch. Svcs. 
Doyle Research Assoc1ates 
D.S. Fraley & Associates 
KidFacts Research 
Matrixx Marketing·Research Div. 

COMMUNICATIONS 
RESEARCH 
Access Research, Inc. 
Diener & Associates, Inc. 
D.S. Fraley & Associates 
Mantz Marketing Research (MI) 
Sunbelt Research Associates 

COMPUTERS/MIS 
Calo Research Services 
Creative & Response Rsch. Svcs. 
DMSC Research 
Find/SVP 
First Market Research (J. Heiman) 
Market Navigation, Inc. 
The Marketing Partnership 
Randolph & Daniel 
James Spanier Associates 
Strategic Research, Inc. 
Sweeney International Ltd. 
Yarnell Inc. 

CONSUMERS 
Action Research, Inc. 
Chamberlain Research Cnsltnts. 
Consumer Opinion Services 
Creative & Response Rsch. Svcs. 
Diener & Associates, Inc. 
Doyle Research Associates 
D.S. Fraley & Associates 
lntersearch Corporation 
Maritz Marketing Research (MI) 
Maritz Mar1<eting Research (MO) 
The Marketing Partnership 
Rodgers Marketing Research 
Thorne Creative Research 

CUSTOMER 
SATISFACTION 
Sources For Research, Inc. 
Strategic Research, Inc. 

DIRECT MARKETING 
Maritz Marketing Research (MI) 
Spier Research Group 

EDUCATION 
In-depth Probing & Practical Reports 

Tennessee 
Gault Associates 

Texas 
First Market Rsch. (J. Heiman) 

Washington 
Consumer Opinion Services 

Wisconsin 
Chamber1ain Research Consultants 

ENTERTAINMENT 
D.S. Fraley & Associates 
Sweeney International, Ltd. 

ENVIRONMENTAL 
Diener & Associates, Inc. 

EXECUTIVES 
Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
First Market Research (J . Heiman) 
First Market Research (J. Reynolds) 
lntersearch Corporation 
PACE, Inc. 
James Spanier Associates 
Sunbelt Research Associates 
Sweeney International, Ltd. 

FINANCIAL SVCS. 
Access Research, Inc. 
Cambridge Research, Inc. 
Creative & Response Rsch. Svcs. 
The Davon Group 
Dolobowsky Qual. Svcs., Inc. 
lntersearch Corporation 
Mantz Marketing Research (MO) 
Matrixx Marketing-Research Div. 
Nordhaus Research, Inc. 
The Research Center 
Rockwood Research Corporation 
Sources For Research, Inc. 
James Spanier Associates 
Sunbelt Research Associates 
Sweeney In I. Ltd. 

FOOD PRODUCTS 
Creative & Response Rsctl . Svcs. 
Doyle Research Associates 
D.S. Fraley & Associates 
Gault Associates 
KidFacts Research 
Leichliter Associates 
Rockwood Research Corporation 
James Spanier Associates 
Thorne Creative Research 
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HEALTH & BEAUTY INTERNATIONAL PHARMACEUTICALS TEENAGERS 
PRODUCTS Marketing Perspectives, Inc. The Answer Group Creative & Response Rsch. Svcs. 

Creative & Response Rsch. Svcs. Doyle Research Associates The Answer Group 
MANAGEMENT D/RIS HealthCare Consultants D.S. Fraley & Associates 

KidFacts Research 
D.S. Fraley & Associates 

In-depth Probing & Practical Reports In-depth Probing & Practical Reports 
Matri)()( Marketing-Research Div. 

Maritz Mar1<eting Research (MO) 
lntersearch Corporation Thorne Creative Research 
Irvine Consulting, Inc. Thorne Creative Research 

MEDICAL PROFESSION Market Navigation, Inc. 

TELECOMMUNICATIONS HEALTH CARE MedProbe Medical Mktg. Rsch. Diener & Associates, Inc. 
TrendQuest Cunninghis Associates 

Access Research, Inc. 
DIAlS HealthCare Consultants 

DMSC Research 
George I. Balch 

lntersearch Corporation 
POLITICAL RESEARCH Find/SVP Diener & Associates, Inc. 

Nancy Low & Associates, Inc. 
Chamberlain Research Cnsltnts. First Market Research (J. Heiman) Dolobowsky Qual. Svces., Inc. 

Marketing Perspectives, Inc. 
Horowitz Associates, Inc. 0/R/S HealthCare Consultants 

Matrixx Marketing-Research Div. 
PRODUCT DESIGN lntersearch Corporation Erlich Transcultural Consultants 

MedProbe Medical Mktg. Rsch. 
Mantz Marketing Research (MO) Find/SVP 

Nordhaus Research, Inc. In-depth Probing & Practical Reports 
Sources For Research, Inc. First Market Research (l. lynch) 

First Market Research (J . Reynolds} 
MODERATOR TRAINING PUBLIC POLICY TELECONFERENCING lntersearch Corporation 
Cunninghis Associates RESEARCH Cambridge Research, Inc. 

Irvine Consulting, Inc. 
Maritz Marketing Research (MO) George I. Balch Rockwood Research Corporation 
Market Navigation, Inc. NEW PRODUCT The Davon Group 

TELEPHONE FOCUS 
Matrixx Marketing-Research Div. DEVELOPMENT Leichliter Associates 
MedProbe Medical Mktg. Rsch. 

Action Research, Inc. 
PUBLISHING GROUPS Moosbrugger Mktg. Rsch. 

Brand Consulting Group 
Creative & Response Rsch. Svcs. Nordhaus Research Inc. 

The Clowes Partnership Action Research, Inc. 
lntersearch Corporation Sources For Research, Inc. 

Creative & Response Rsch. Svcs. First Market Research (J . Heiman) 
Market Navigation, Inc. James Spanier Associates 

Dolobowsky Qual. Svcs., Inc. D.S. Fraley & Associates Sunbelt Research Associates 
D.S. Fraley & Associates Thorne Creative Research 

TOYS/GAMES TrendQuest 
First Market Research (J. Heiman} 

KidFacts Research First Market Research (L. Lynch) RETAIL HISPANIC lntersearch Corporation Brand Consulting Group 
TRANSPORTATION Analysis Research Ltd. KidFacts Research First Market Research (L. Lynch) 

SERVICES 
Ebony Marketing Research, Inc. Leichliter Associates 
Erlich Transcultural Consultants Maritz Marketing Research (MI) SENIORS Sweeney International, Ltd. Hispanic Marketing The Marketing Partnership 

Diener & Associates, Inc. Communication Research Sources For Research, Inc. 
Erlich Transcultural Consultants TRAVEL 

IDEA GENERATION 
James Spanier Associates 

In-depth Probing & Practical Reports James Spanier Associates Strategic Marketing Svces. Mature Marketing Research Div. Spier Research Group Analysis Research Ltd. 
Sunbelt Research Associates Sweeney International, Ltd. George I. Balch PACKAGED GOODS 
SMALL BUSINESS/ Brand Consulting Group The Answer Group 

UTILITIES Creative & Response Rsch. Svcs. Creative & Response Rsch. Svcs. ENTREPRENEURS Chamberlain Research Cnsltnts. Dolobowsky Qual. Svcs., Inc. Doyle Research Associates 
Action Research, Inc. Nordhaus Research, Inc. D.S. Fraley & Associates D.S. Fraley & Associates 
Yarnell Inc. Leichliter Associates Gault Associates 

The Marketing Partnership Maritz Marketing Research (MO) WEALTHY 
SOFT DRINKS, BEER, In-depth Probing & Practical Reports 

Matrixx Marketing-Research Div. Thorne Creative Research 
Sweeney International, Ltd. 

WINE Thorne Creative Research PARENTS Access Research, Inc. YOUTH Doyle Research Associates Creative & Response Rsch. Svcs. Doyle Research Associates INDUSTRIAL 
Grieco Research Group, Inc. D.S. Fraley & Associates First Market Research (J . Heiman} PET PRODUCTS Thorne Creative Research 

lntersearch Corporation 
Calo Research Services 

TEACHERS Mantz Marketing Research (MO) 
Cambridge Research, Inc. 

Market Navigation, Inc. 
Rockwood Research Corporation D.S. Fraley & Associates Sweeney International, Ltd. 
Thorne Creative Research 
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t aim ·t any 
pita] mark t form di al 
raphic region, cu. tom r 

lu!-lion:, making mark. l 

a ' ti it in an indu try 
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Prmiding 

orldwid R 

' n um r He· ar ·h 
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• Fl II' c.rnup~ 

ar h 

• TPI •pltou ' H '<Tuit i t~ nn llniPrvi \\1ng 
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• R laiiVt' t~uah t J 
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Product & ervice pdate 
continued from p. 24 

purcha eof l,OOOworthofAtlasD mo­
graphic Pa kage or 1990 ensu · Pack­
age . The offer i good until o . 15. 

industrie . The Image-Link, an optional 
add-on module to ASA, allow the y -
tern to link graphic images to any loca­
tion on the map. A A operate on P -
compatible computers running DO 3.1 
or higher with a minimum of 640K 

The company al o ha available low­
co t upgrade to its Atla GIS and Atla 
Pro oftware program . Yer ion 2.1 of 
Atla GIS and Atla Pro new featur 
include: the ability to recei e and plot 
global po itioning atellite( P )infor­
mation in real -time. or u e in mobile/ 
dj patch application ; an updated point 
fi le for all five-digit lP code ; current 
world g ·agraphic b undary files and 
r cent dem graphic data fr m the 199 
census; and a new address-matchin 

RAM and a 40MB hard di ·k. er. 
must have Atlas IS to operate the 
y tern. tratcgic Mapping is offering a 

falJ"ba k to bu in , , ., promotion whcr ­
Atla Site Analyst comes free with th 
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Sortlin·Enenstein 500 North Dearborn Street. 
R .... rch s.rnc:.. lne. Chicago. Illinois 60610 

Telephone 13 12) 828-0702 

DO YOU KNOW WHAT YOUR CUSTOMERS 
WA T 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 al ienation. 

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. 

Ptease send me information : 

Name (Mr., Ms.) _________ Title -------
Company _____________________ _ 

Address _______________________ __ 

City _________ State ____ Zip ____ _ 

Telephone( ___ _ 
0191 

ClrcleNo.229on Read rCard 

algorithm. 
A new version of Atlas ap aker i 

avai lable. The soflwarc program for 
IBM-compatibl p ·rsonal computer 
runs on Mi ro oft Windows. MapMaker 
for Windows version l. l includ s such 
new featur a an updat d data starter 
et with urrcn t world g ographic 

boundary fil and demographic data 
from the 1990 en u . The program 
upport Wind ws 3.1-spc ifi e le­

ment . and ha impr ved upport for 
"drag and dr p." For more information 
cal l 40 - 70- 600. 

hilt n ffer e pr 

hilton Res arch ervice . Radnor, 
Pa. , ha.-; introduced hilton' pre 
Omnibus. he package offer a hotline 
to answ r questions, which can be ub­
millcd as late as W dne day for re ult 
th following Monday. he quality 
sam pi includes: I ,000 adult inter­
view d nationwide~ fu ll y replicated. 
r pres ntative , single-stage RDD 
sample; multiple callback ~random re­
·pondcnt selection within the hou e­
hold; sample balancing by age, race, 
se and education; and a full five-day 
field period. D mographics are 
availab le in standard or deJu e tab 
packag . F r m re in ormation, 

. ·al l 1 -800-~ P-P 

New ver i n of M plnfo 
a ailable 

Mapln o rp., roy, . Y., ha be-
gun shipping Maplnfover ion2.0de k­
top mapping oftware for the Mac into h 
and Nl ( un and Hewlett-Packard) 
platfonn . The new ver ion includes 
new geographic and pre entation fea­
tures for iewing and analyzing corpo­
rate data geographically. The company 
also i hipping the apBa ic develop­
ment environment for acinto h and 

IX. With Map Info ver ·ion 2.0, the 
MapBasic de e lopment environment 
nablc. us and integration of d sktop 

mapping in busin ss. Window ' v r ion 
of both products are also available. 
Maplnfo for Ma into ~ h incorporates 
Bal1oon Help, upport for pple Event 
and the abilily ~ r MapBasic applica­
tion to call e temaJ ommands and 
function .It nl o upport Appl Script, 
Apple 's new programming language. 
Maplnt or un and Hewleu-Packard 

Quirk's Marketing Research Review 



supp rt remote pro edural call op ra­
tion . For m re information call Li a 
Jacobson at 518-274-600 , ext. 7205. 

immon IT join 
force to tar t 
con umer 

immon Market Re arch Bur au 
In·. and Mark ting lnformati n T h­
nologi sIn . (MIT) ha e entered astra­
t gi partner hip to offer ad ertis r the 
ability to target the con umers most 
likely t bu theirpr duct. For ampl , 
the am magazinec uldcontaina p rt 
equipm nt ad ent to the hom of a 
sports enthu ia t, r a "fat-fr ,. pr d­
uct ad ent to a dieter. MIT's cu tom 
segm ntation t I are s n:itiv · to an 
advertis r'sparti ularbrand:anduscr 
behavi r. or m re information call 

imm n" at 212-916- 900 or 1--
951-440 

ew I databa e from 
larita 

di:c, T mar mm tap , on-line via 
M A e , and di kette . or m r 
information all 703-6 3- 300. 

op te tin meth d 
zeroe in on con umer 

hio, 
and cw Y rk-ba e ark t Re­
search In . will jointly mark t 0/ 
A T targ ted p t ting. Th new 
method combine" I' py testing 

st m with FO' in-home testing 
amon targeted ample f n urn rs 
drawn from th 425,0 0-h u ehold 
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fer multi measure ·apabiJiti . Form r 
inf rmati n ·all Melanie Mumper­
Di ker n at 4 19-661-8560. 

lntera ti e TV card 
introduced in 

n urn r's 
purchas ch ice. The y tern also 
rec rd corr sp nding in- t r pur-
ha es, allowing marketer t quantify 

the l ve I of saJe. from pecific commcr-
ial . The consumer can partie' pate in 

vari u int ra tions with programming, 
including game how . h me hopping, 
coupon in and training eminar ·; the 
card can lat r be in erted into a tenninal 
at a retail st re where c up ns, r bates, 
di . c unts, pr f of parti ipation, gifts 
nnd other r ward are delivered. The 
· stem al n offer I ctronic b tling 
and frcquen y programs, and purcha -
ing and edu ational acti iti s. The 
Activ ard re emble n . mall calculator 
and weigh le thnn 2 oz. For more 
informali n all Kenn th Fineman at 
212-69 .... - 535 . 

immon to di tribut 
I anner data 

immons Mar et Re earch Bur au 
. ha acquired c ·elusive a e to 

publi ati n-related supcrmark l an­
n rdata fr m Promotion De i i n lnc. 
(PDI , for magazines and ad erti r . 
PDI upplie pr motion con ept Le l­

ing, pr m ti n and pri ing evaluation 
through store-1 vel and h u ehold-levcl 
sup ·nnarket canner data. With this data. 
advcrtis r. an e aluate the effectiv -
ness of brand adverti ing with a passive 
b havioraJ mea urement of sales b ' -

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

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

• Multivariate analysis & 
affordable conjoint designs 

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

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

First 
Market 
Research 

121 Beach Street. Boston. MA 02111 
(617) 482-9080 

2301 Hancock Drive. Austin, TX 75756 
(5 12) 451-4000 
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havi r; brand ale can b tra ked be­
fore and a ter a pecifi ad appear . The 
data an al o be u ed for ingl - py 
ci r ulati n management. F r m r in­
f nnati n all imm n at -12-916-
8900 r 312-951 -4 0 . 

Joint venture yie d 
yndicated tar etin 
y t m 

i n t 
le l gm ntation and a dir ct mark t­

ingdatab e. Th joint f rt wi ll al l w 
mark l r to target consum ·rs accord­
ing t their wealth and u e of finan ·ial 
product . Marketer an profile th ir 
cu tomer and egment their mar el b 
matcru ng their proprietary cu to mer file 
t theP$Y LE-codedTRW til ofU .. 

ific finan ial pr du ts and other finan ­
cial hara teri ti . TRW' databa: of 

de. C nh s 

GI minar e plain it 
all for ou 

Financial profile 
availa le 

larita PD Inc. has avail able 

GROUP DYNAMICS 

all 

consumer products, li~ style pur uit 
and m dia habits. . es f th profile 
include branch lo ation and analy i , 
customer profiling, ross-selling, tra­
tegic plann ing, dir ct marketing, new 
pr duct d velopmcnt, media planning, 
markctpotentialanal si:,andactualv . 
potential sal sanaly: is. The data i a ail­
abl as a national sam pi of . . hou e­
holds; I ·al profil s f 25 ariable are 
a ailabl for . market area . The in­
formati n can be ac essed u ing 

laritas P ': ompasswork tation. 
For more information call 70 -
8 00. 

W T cente now ha 
di a t r-eo ti ency 
featur 

Bm kin/ ldring R , ar ·h, dison, 
.J ., ha added a new f, aturc t its 

"bulJetproof' · ~tern f r prompt d liv­
ery f urv results. The firm's four 
regi nal W T fa iliti · enabl · it to 
tran fer intervi wing load. to other part: 

f the ountr wh n natural isa:ter 
trike r 

WIUCH LOCATION IS IDEAL FOR YOUR NEXT QUALITATIVE PROJECT? 

BALA CYNWYD, PA 

• "City" Consumers 

• Expertise in Medical/Health Care Recruiting 

• An Pt.trpa;e Room With Obsavatlon 

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

• FOLUlded In 1981 

• Brand New Audio VISual System 

I 

VOORHEES, NJ 

• 'Suburban" Constnners 

• On-Site Phone Rocm Recruiting 

• Cormnerdal Test Kitchen 

• 2 Multi Level Observation Rooms Seating 
25 In Comfort 

• 20 minutes To Downtcmn PhfladelphJa 

• Designed By Qualitative Consultants 
(Opened 1992) 

OWNE /OPERATED FOR PERSONAL SERVICE • 35 MINUI'ES FROM P LADELPHIAAIRPORf • FREE PARKING 

CALL (800) 220- 1011 FOR BROCHURES AND INFORMATION 
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SUBSCRIBE! 
To Qllir/('s Marketin~ Researclz Re,vie1v 

Get current information on the marketing research industry, technique discussion and the most 
complete directories of research suppliers available for only $40 for one year (10 issues). 

0 Payment of S40 enclosed Charge Credit C.d 0 MasterCard D Viaa 

CHARGE ACCOUNT NUMBER EXPIRATION SIGNATURE 
(REQUIRED FOR ALL CREDIT CARD ORDERS) 

Name ________________________________ __ Tide ______________________ _ 

Company Name ______________________________________________________ _ 

Addmss __________________________________________________________ __ 

City ----------------------------- State ____ Zipcode 



P.O. Box 23536 
Minneapolis, MN 55423 

Place 
Postage 

Here 



center is linked t th firm's entral 
computer. The n west feature f th 
"bulletpr f ' :ystem i a ack-up ·om­
putcr sy t m. The redundant y tern 
will ·n ur that all data are pr e. : d 
r gardle f any unfore een circum­
stances. F r mor informati n aJI 
572-7300. 

ew model gau e brand 
equity 

imm n Mark t Re ear h Bureau 
In ·. ha intr duced EQ . a m d I for 
mea uring hrand quity in m dia, in­

luding print, broad a t and cross-me­
dia a e ment. Q mea ur · brand 
str ngth and w akncs e · ba ed n con-
umer values. h · mod I can predict 

how change t th ari u attribut s 
can inOuence o rail equity, and can 
:imulate ari us strategie f r each 
magazin and predi t th · n t utc me. 

immon' al o has introdu edit Prod­
u t Information Bo klet printed in pan­
ish. For more informati n, call 2 12-
916- 900 or 312- 51-4400. 

tudy amine E p 
trate y, inf rmation 
(n ormation Re urccs Inc., ha on­

du t d a ne\ tudy, ·· anaging Y ur 
Busin ·ss in an ery Day L w Pricing 

LP) En ironment." The ' tudy ad­
dr ss :uch que ti n · as: re pri e re­
ally lower? Do ED P stor s mer han­
di . e I ·ss flen/differently? Are the ef­
~ cts of m r handi ·ing di ffcrent'? How 
d distribution trategiescompar ? How 
d sales rat mpare? Do certain at­
egori s or departments h ·have differ-

ntly from the norm? How can manu­
factur ... rs operate more fficiently in this 
environm nt? nalysis of private la­
bels and th ir inf uence on sales at o i 
includ d. or more information all312-
715-2641. 

t d r pondent can b 
recontact d 

Bruskin/G ldring R search, di n. 
.1., has a ailable num ·rou r p n­

dents, contacted through its OmniTel 
tudies, wh an be r contacted t ar­

ticipat in other Bru in/ oldring tud­
ie . . Breakdown by ag , :e . income, 
geographi regi n and ·du ati n ar 

October 1993 

available. l nf rmation n home wner­
~hip, n:1 e, primar shopp r, hou. ehold 
ize and comp ition. cable owner hip. 

and dri ing hchavior aJ o can pro­
vided. The data is coli ted ea h week. 
For m )rc informati n call 908-572-
7 00. 

Prizm tern now ha 
Canadian er ion 

larita:/NPD In ., le andria. Ya .. 
and Toronto-based mpu ·ear h have 
de e loped a anadian version f 

laritas/NPD ' , Prizm luster ·y tern. 
The new Canadian Market s ·gmenta­
ti n system, called Prizm anada, de­
fine every neighborh d in anada in 
t rms of 24 life tyl types('' ~ ruster "). 
Many f th sc ·lu t r al o appear in 
the . . v rsion of rizm, including 
"fur and stati n wag ns.'' "gray 
pow r," ''ba ·k country folks" and 
·'middle America" (renamed "middle 

anada"). he rem will b market d 

tudy on port 
participation now out 

The National porting Go d Asso­
ciati n (N ), Mt. Pr 'pect, Ill., now 
has available the" port Parti ipation 
in 1992: eries II" study. Thi · year's 
edition features a n ·wl intr duced 

quipm ru purcha. e question. The 96-
page r p rt ur ycd 21 p rt in lud­
ing: billiard /p l.cano ·ing. h r eback 
riding, ice and street ho ·ke , ice and 
roller/in-lin :kating, kateboarding, 
scuba and norkeling , table tenni , wa­
ter skiing and windsurfing. The urve 
include e timates of total d liar equip­
m nt ·xp nditure: per hou ' ehold for 
th sport ·, and e tablishes rrelati ns 
between parti ipation and purcha s; 
p ·rcentage f total hous ·hold e pendi ­
tures f r cat g rie ranging fr m less 

SURVEY PRO 
fast, Easy, 
Powerful 

SURVEY PRO.~ is a growing family 
of professional, easy-to-use 

integrated survey products that 
need no database programming! 

"Created ffi)' fir t 
survey within 

two hour of 
insrallingl" 

I UHIWEEK Nits ease of use and impressive 
LABS survey- and report-publishing 
ANALYST'S features earn it the Analyst's 
CHOICE Choi(e." Smndard£di~anll'li!lan L017/1/91 

URVEY PRO Advanc d &lition for Window 
3.1 is de i n d for marketing prof< ionals 
who n ed high quality with ut bu ywork. 

Type your qu tioru elect l , and get 
rop publishing quality utomati ally. 

reate report figure b licking on the 
question and tati ti . Cro -tab , multiple 
an wer and open-ended answer in luded. 
Industry randard data import and export. 

E>ITRY PRO provide dat ntry for 5 users. 
r en automati ally g ncrated to mat h 

the printed orm. r print s annable form 
and impon th data . 

Limited-tim - both produ t only 69 SJ 

Call800 .. 237-4565 x307 
r Fax 415..()94 .. 2904 

~Apian Software 
Practi al tools for modem management 
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than 50 to more than 750; and dem -
graphic brca ' d wn . F r more int r­
mati n, all 70 -439-40 0. 

echnolog in chool 
report a ailable 

Ra ft Inc. , Seattle, ha · releas d 
Rao ft UFill and Rao oft Report. 

Fi)] er i n 2.0 i. a runtime data gath­
ering program; Report er ion 1.2 is a 
runtime report generator. The two prod­
uct ar the fi nat I ink in th Raosoft 

redictive I program 
combine ~ ature 

alley Forge Infom1ation ervice has 
introduced the Predi ti A Tl. Th 
telephone ·urvey te hnology combines 
pr dicti e dialing. a ·omputerized list 
management and tel phone dialing a­
pabilit with ATI. The new produ t i 
de. ign desp ially f r mple proje t 
' u has low-in idence tracking studie 
u ing random sampling. Form re in­
formation call 215-757-0200. VaJl y 
Forg is th mar et re ear h division f 
I T Gr up In ·., Langh rne, Pa . 

EDK Associate . N.Y., has availabl 

er ona computer 
buyin tracked 

r m re information call Louis 
Pappalard at 203- 16-3 L 13. 

e ver ion of marketin 
in~ rm tion y tern 

Mar etPul e, ambridge, 
introduced MarketPulse j , an n­
han ed ver ion f th company' ad­
vanced mainframe marketing informa­
tion ·y tern . Then ·w ver ion in orpo­
rate lienl/scrver archite ture and inte­
grate with Windows software, Pit L's 
Light hip and Maplnfo. It bring. ad-

anced databa marketing to the n n­
tc hnical bu ine ·s user, all wing them 
imm ·diate and imultane us acce to 
million of cu tomer r c rd and trans­
action-level data. Oth r system fearur s 
in ludc enhanced cu ' t mization. and 
campaign planning and trucking fea­
tures. or more inforrnati n aJJ 617-
86 -6220. 

on al ourceboo of 
compan information out 

Washington Re ear h ·rs Publi h r 
ha r ·I ased the re i ed l 2-93 edi-

a pre iew of its n \""· I tter. K FORE- pan 
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f r re ear h, and u. ing private inv ti ­
gari n , credit rep rting and b nd rating 
ervi c . . or more in~ nnati nca1120--

33_ -3499. 

omprehen ive tud 
availabl on childr n 

arket 
immons Market Rescar h Bureau 

·has r I ·a ·ed th I edition of ·· he 
Kids Study." Th :urve i a compr -
hensi mark ting and media ·tud on 
children aged 6 to 14: the new ·dition 
include new product and ser i e cat­
egoric , including a be erage category 
e pand d to include jui e and p w­
dcred ft drinks; an e panded ele -
tr ni categ ry that in Jud s computer 
information r ic ·, V R usage and 
vide game ; and a new ch ol/writing 
and art/drawing :upplie cat gory. The 
:tudy i available in printed olum r 
cl "ctr ni ally through h i e, a P ap­
pli ation for a ·ce ing immons yndi ­
cated databas . The ·urv y i ba ed on 
in-h me p rsonal interviews and writ­
ten que tionnaire fr m 2,200 hildren . 
The ample is drawn fr m a nati nal 
proba ility ample or hou:ehold. par­
ticipating in the 19 _ immons tudy 
of Media and Market . Form re infor­
mation ai1J. hiaramonteat212-916-
8954. 

Paumanok pub · he un/ 
ammo companie li t 

The Primary ist di i ion of 
Paumanok Pu li ati ns In ., h reham, 

. Y ., has a ailable it firearm and ac­
ce ori s original equipment manufac­
tur rs mailing li t. h list i are ult of 
Paumanok Publicati ns ' market r -
ear h anal i , "The . . Market for 

Fireanns and A cessori ·s." The list is 
"egment d int dome.·tic and ov rseas 
manufa tur ·rs f pi . tols, r v I ers, 
ritle , sh tguns and ammunition. or 
mor information all 516- 21 -630_. 

RD add m bil 
int r ie ing unit 

RD arkcting ervic s Inc. , 
Hill dale, N.J., has added a mobile in­
terviewing unit (MlU) to its servic s . 
The MI is a ' n v rted mobile home 
with two inter iewing . tations. It ha a 
·elf-contained pow r sourc , and full 
kit hen and bath faci1itics. The Ml 
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can be u edt ondu t py or pr duct 
lc ·t among hard-l -reach population . 
An ·thni intervi wing taff is avail ­
able. or more information all lenn 
Wei .. man at -... 21-62 _. 

tud look at in 
pharmaceuti al marke 

Nc"v York -based Fl 0/ VP ha 
avai lab I a new 208-pag report n­
titlcd "The Market for Dermatological 
Drug:." For more information, write 
Fl 0/ VP, Dept. Q9A, 625 A v nu, of 

th m rica ·, cw York. .Y. 1001 1. 

Direct marketing ofhvare 
put catalo on-line 

Jnformati n learinghou e Inc ., 
Ranch Dominguez, alif., has intr -
duccd lhe ftwarc pr gmm Market/ 

et. Th software pr gram allow u er 
to put product catnlog · on-lin . .u -
tomer can look and ord r dire ll 
through a p "r · nnl omputer. and can 
createcustomiz dcatalogsoffr quently 
ordered items. Pri . and product lines 

We're trained 
to focus 

your attention 
in the Bay Area and all of orthern California 

mirrors 

• tate-of-the-art audio and video 
equipment 

• omplet te t kitchen with one-way mirror 

• ntraltelephone bank 

• Quality re ruitin and intervi ewing 

Margaret Yarbrough & Associates 
Main ffice: 934 horep int Court · Alameda, A 94501 

510-521-6900 
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an b' changed in tan tl y, for con rant up­
dating. Market/ et can display full -color 
graphi sand fa ba in~ nnationforeach 
catalog line or page. ustomer can print 
their own order heet , whi h can al o b 
u ed a lh purcha e order. F r m re infor­
mati n call 00-5_ 7-7373. 

h ppin mall re earch 
ervic intr duced 

Market Facts, Inc. , Arlingl n Height , 
rJ I., ha introduced ational howca e, a 
hared- st re:earch er i . he er i 

i , ndu ted weekly among 500 adult a t 
mall in rh lop 20 Dl markets. he new 
· rvice i designed or mark t r · inter­
e ·ted in in-person demon. tration of their 
pr duct and servi e . It will cover con-
ept pac age and product te ting, oncept 

. cr eningandadv rti ingte ting. ormore 
infom1ation all Patrick onnan at 2 12-
460- 5 5. 

' ompetitive Du iligenc 
analyz comp tition 

Th Dani J Adam nn., 
ha introdu d " 'li -

Internati n I mar tin 
directori updated for 993 

STA lab 
Interactive Exploratory Data Analysis for Windows 

More than just a statistics package 
STAT/ab seamlessly combines all the tools you 
need to analyze, explore and present data -
with exceptional simplicity and ease of use. 
STA Tlab takes advantage of Windows to help 
you get your job done. 

Exploratory Data Analysis, par excellence 
STAT Jab was designed for Windows; it's highly 
interactive. Click on any point in a graph and 
STAT lab will immediately display the underlying 
data. Use graphical tools to find points, select 
subsets, identify outliers, code categories or 
select groups of points for further analysis. 

Atl the statistics and graphics you need 
STAT/ab has a complete set of descriptive, uni­
variate and multivariate statistics, including 
cross tabs, cluster analysis, multiple regression, 
correlation matrices. principal components 
analysis and correspondence analysis. 
STAT lab has more than 60 different graph 
types, all hot-linked to your data. Add GEO/ab 
to create maps rich with data analysis. 

SciTech 2231 N. Clyboum Avenue. Chica o, IL, 60014 

It's easy to get data into STAT/ab 
STAT lab has a unique data dictionary that lets 
you work with your data more easily than ever 
before, especially if you work with large num­
bers of records and variables. Code missing 
values, specify complex criteria to select a sub­
set of your data, and generate new data using 
other variables. Cut-and-paste data and graph­
ics to other applications. Use Excel, dBase or 
ASCII files. 

Large problems - minimal requ rements 
STAT lab can handle an unlimited number of 
records with any number of variables. All you 
need is Windows and at least 2MB of available 
disk space. 

Call SciTech for more details or a free demo 
disk. 

1.800.622.3345 

Tel. 312.472.0444, Fax 312.472.0472, 74710,2400 CompuServe.com 8 V S L P 
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targeting mark ·ts in ur p , the 
Pacific Rim and ther indu tri-

mation, call 4 

n e te t add new 
contribut r to 
databa 

contribut rs to Marklntel in­
clude: Datam nitor, K, with 
re ·earch on U.K. and urop an 
con umer produ t and ervice 
market ; Drewry hipping on­
ultant , U.K., providing r -
earch n Lh intemati nal mari­

ti me indu try; I D/ VP , 
.. A., pr viding re ear h n 

the f d and beverage and health 
care indu tri s and demo­
graphic market ·; M.l.R .. , 
.. A., p ializing in high 

te hnology and medica] prod­
ucts mar et re ar h; N ich la 
Hall o., .K., with infonna­
ti n n con umer health care 
pr du t ; and Packaged Fa t , 

. .A., analyzing sp cific con-
urn r market pr duct · includ­

ing h u ehold pr duct , pe­
cialty ~ d and beverages, and 
hom h ·alth produ t . w con­
tributor ' to Marklnt I Ma ter 

pro iding r sear h 
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mpu r 

u t m r In i ht RW 
ff r dat b mark tin 

OPINIONS/ 

/unlimited 

What Makes Us Different, 
Makes Us Better 

Results You Can Trust • 
Service You Can Rely On • 

Firm Budgets and Deadlines • 
On-Site/Remote Monitoring • 

CATI using Ci2 or ony • 
DOS-Based package 

Experienced Ci2 • 
Programers on Stoff 

Opinions Unlimited: 
Different and Proud of It! 

50 Station WATS • Moderator-Designed Focus 
High Traffic Regional Mall/ CRT 

For a two hour bid or more information, 
contact: Anndel Hodges or Neil Norwood 
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Product ervice 
Update-In-Depth 
continued from p. 25 

under tand u tamer loyalty of bu i­
ness u l m rs and con:umer . Th 
m del' key omponcnt: or con tru t 
(lik " ustomcr satisfa ti n·· and ''rela­
tive per eiv ~d quality") are appli able 
t either market egment. What will 
differ are the sp cit! facet , r "indica­
tor ."through which each on truct is 
m a ured and analyzed. 

D pending on a ompany' . market­
ing pr grams, it: bu ine or onsumcr 
mark ·t segment rna diff< r in many 
important re p t . Thi is also tru for 
u t mer loyalty. Bu ine · custom rs 

tend t have mor di erse, comple, 
needs and pri ritie , and mor • prag­
mati <md objecti e pur hase motiva­
ti ns than con umer . Both busine:. 
ustomers and c n umer arc confronted 

with a readily available diverse range 
of altemati e product ourc s. 

• I L model 
on. id rs interac­

tions among a numb ·r of key c mpo­
ncnt ·. r con tru t~. Th model use the 
con ·truct fcust mcrloyalty,cu tomer 
sati fa tion, and pr duct er u er i 
definitions. 

cording to th model. the 
loyalt of a compan ' cu tomers is 
divid d into customer intentions and 
cu t mer b havior. 

u t m r pur ha e/r purchase in­
tenti ns ar thee tent to whi h a given 
cu tomer intends. at a given point in 
tim , to continue pllrcha. ing curr ntly 
u d products and . ervi e · from ·t com­
pany rath ·r than from mp titors; and/ 
or purchase future products and ser-

iccs from a mpany rath r than from 
c mpctitors. 

ustomer loyalty beha ior is th 
extcntto\: hich.o eragivcnp riod,th 
cu. tomcr actually ontinu ~s purchas­
ing produ t and - r icc: from a om­
pany rather than from ompctitors: and/ 

r purcha:es future products and ser­
i ·s from a company rather than r m 

competit r . 
The k ·y p int fthi definition is that 

bothcomponentsaddres th all-impor-

60 

tant quc:tion f cu tom r purchase/re­
purchas hehavi r. 

Thi.- distincti n betwe n cust mer 
l yalt as intenti n versus bchavi r i 
one of th m del' key ·lcment.. A 
customer' . intenti n t remain loyal t 
a company rnu t preccd • the actual be-

. havior. However. th • int ntion d n t 
guarantee that the actual behavi r " ill 
result. ver tim , rcscar ·h ba ed n the 

I L rn del produc s an empiri all 
based a e ment of th specifi wa s 
in\ hich cu tomcr int nti n f I yall 
intluen e th tent to which they actu -
ally remain lo al to a mpany. 

Th /CL model de fin u. lom ·r 
ati fa lion with an emphasis on th 

. pecifi wa s in which u tom ·r satis­
faction includes customer loyaJty. us­
t mer ·atisfaction is d fined as the de­
gree to which customer 'p rccptions of 
the ompany's product and . r icc qual ­
ity meets ore e d th ire p 'ctation . 

Forpurposes frna imi.Lingcustom r 
l yalty.the I m del mak sa con-
i. tent distinction b tw n produ t and 

s rvice. In some industries, the di . tin -
ti n b ·tween "pr du t' and ·': r ic 
can b very vague. Overnight expre 
d livery . rvi e. fore ample, could b 
called either apr du 1 r as rvice. Th 
model define ··product" in tem1 of 
d .· ign, and" er ic , .. in term f d li -

ry. 
Them del d fines ··pr du t" a dc­

siun of a er ic , in term of the perfor­
mance that addre ·ses customer' appli -
ation needs and pri ritie : the func­

tionality,oreas ·.with whichcu t mers 
can u e the product; and the cu tamer's 
p r ei ed valu the pr duct delivers 
relative to its price. "Servi e" r ·f, rs to 
the deli ery of the service in terms of 
resolution of pr bl m : ease of doing 
business; and billing and other admini -
trative pro ·edure. in olved in using the 
"pr du t.'' 

nd rstanding thi distinction h -
t\veen product and . erv i e i · ess ·ntial to 
understanding the /CL mod I. ·ing 
this definition, f r example, ov might 
e press d livery . r ice i now ·t'·prod­
uct," but th effectiveness with which it 
is deliver d to cu. tomcrs con ern . .. r-

ic ." 

Re ear ch methodology 
The I L model i not a prefabri­

cated d sign for cu t m r atisfac tion 
re ear h. but a conceptual m d 1 of the 
general proc ss through whi h a com­
pany a hi es and maintain ustom r 
lo alt . h model' component c n­
structs are potentially applicable to prod­
ucts and . ervi e in virtually any indu -
tr . he m del provid · a general de­
si n framew r:k l guide research pl n­
ning or a com pan ' cu tomer loyalty 
situati n. 

At a general le el, the r search pro­
ce s de ign includes: 

• initial ualitativc research to iden­
tify potential indicators f rcu t rnizing 
th m del' 25-plus ·onstruct ; 

• developm ·ntal quantitative re ear h 
for final de clopment of tati ti ally 
vali and r liabl ·construct indicat r ; 

• initial quantitative sur ey to pr -
id tatisti ally projectable planning 

informati n and set ba eline against 
\ hich future progres. wi II b mea. ur d: 
and 

• p riodic "impact . tudie ., to moni­
tor u tamer loyalty le el and pr vid 
ongoing information for fine-tuning 

u tom ·r lo alty pr gram and initia­
tive . . 

As in the re earch pr c ss, the data 
analysis de ign i al o ustomized within 
the I m del. G ncrall , the model 
calls f r vari u muhivariat stati tical 
technique including: 

• factor anaJy i and r liability analy­
sis, f r te ting p tential construct indi­
cat r. and c nfirming the validity and 
rei iabi lity of the vari u: construct m a­
. urement cales: 

• multiple rcgre:sion analy i and 
ther imilar multivariate c rrelati n 

analysis techniques. used in the ''ca. ual 
m d ling" that elaborate h w th, 
model' c nstructs function in each 
client ' uniqu · situation; 

• "data-dri en s gmentati n analy-
i ,"a com ination of stati tical pr c­

dures (including fact ranaly i , cluster 
analy~i ·.cross tabulation and di rimi­
nant anal sis). to id ntif ··natural u.· ­
tomer loyalty segment "in the li nt's 
mark l. 
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~n~tomer Sati~faction Directory 
Editor's note: This list was developed by perusing leading pubUcations for research firms that indicated specialization in customer satisfaction 
research. Usting forms were sent to principals of these companies. Firms that returned forms are included in this directory. 

Access Research, Inc. 
8 Griffin Rd. N. 
Windsor, CT 06095 
Ph. (203) 688-8821 
Robert G. Wuelfing, President 

The Advisory Group, Inc. 
990-407 2nd St. S.W. 
Calgary, AB T2P 2Y3 
Ph. (403) 264-2440 
Karen Paul, Senior Consultant 

Apian Software, Inc. 
P.O. Box 1224 
Menlo Park, CA 94026 
Ph. (800) 237-4565 ext. 317 
Bill Ray, Director of Marketing 

ACG Research Solutions 
120 S. Central, Ste . 1750 
St. Louis, MO 63105 
Ph. (314) 726-3403 
Vicki Savala President 

Full service research firm offering question­
naire design, all forms of data collection , 
including computer-aided telephone inter­
viewingcapabilities, multivariate analysis, on­
line monitoring , and national mystery shop­
ping . Experienced with tracking studies, cus­
tomer satisfaction , image, and advertising 
research. Sophisticated, service-oriented , 
focus group facility located near businesses 
and diverse socio-economic neighborhoods. 
Experienced moderators , complimentary 
video tapes, and executive interviews. 

AHF Marketing Research, Inc. 
1 00 Avenue of the Americas 
New York, NY 10013 · 
Ph . (212) 244-5555 
Beryl L. Levitt, President 

Anderson, Niebuhr & Associates , Inc. 
North Park Corp. Center, #200 
Six Pine Tree Dr. 
Arden Hills, MN 55112 
Ph . (612) 486-8712 

SURVEY PRO is fast , easy, professional 
integrated survey software to measure cus­
tomer satisfaction and do market research . 
Automated layout creates desktop publish­
ing quality questionnaires fast. with 20 built­
in scales or design your own. Data entry 
screens are automatically built from the ques­
tionnaire ; no database programming needed. 
Reports tabulate and cross -tabulate 
checkboxes, ratings and written answers 
into tables and graphs. 

John Anderson, President 

Answers Research 
225 Stevens Ave., #1 08 
Solana Beach, CA 92075 
Ph. {619} 792-4660 
Albert Fitzgerald, Director of Client Services 

(See advertisement on p. 55} 

Applied Decision Analysis, Inc. 
2710 Sand Hill Rd. 
Menlo Park, CA 94025 
Ph . (415) 854-7101 
Lynne Weber, Principal 

(See advertisement on p. 36) 

Does your customer satisfaction research identify what is really important 
to your customers? 

Does it prioritize what actions you need to take for improvement? 

Does it actually improve customer retention? 

If you answered No to any of the above questions, you will want to learn 
what The Atlantis Group can do for you. Our revenue enhancement model, 
REVISSATM, and our emphasis on providing you with decision-oriented 
information will enable you to: 

• improve service efficiency and effectiveness 
• identify and communicate competitive advantages 
• ensure customer retention 
• increase revenues 
• optimize market share 
• target advertising communications 

The Atlantis Group, Inc. 
420 North 5th Street, Suite 740 19 West 44th Street, Suite 1006 
Minneapolis, MN 55401 New York, NY 10036 
(800) 377-0866 (800) 377-0771 
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Atlantic Marketing Research 
109 State St. 
Boston , MA 02109 
Ph. (617) 720-0174 
Peter F. Hooper, President 

The Atlantis Group, Inc. 
420 N. Fifth St. , Ste. 740 
Minneapolis , MN 55401 
Ph . (612) 333-37 44 
John Bosma, President 

Bay Area Research 
9936 Liberty Rd. 
Randallstown , MD 21133 
Ph . (41 0) 922-6600 
Tamara Zwingelberg , President 

Gordon S. Black Corp. 
135 Corporate Woods 
Rochester, NY 14623 
Ph. (716) 272-8400 
Robert C. Kallstrand, V.P. Research 

Marketing consulting through custom de­
signed marketing research and powerfl!l pro­
prietary analytic methods. Specialists incus­
tomer satisfaction . Our innovative ap­
proaches , concern for quality, depth of analy­
sis, and bottom line focus provide you with 
action-oriented solutions and strategic tools. 
Our revenue enhancement model , 
REVISSA TM, will identify the specific aspects 
of your services or products that most influ­
ence customer satisfaction and retention. 
(See advertisement on p. 61} 

Experienced, professional staff help to deter­
mine and prioritize key factors driving cus­
tomer satisfaction, leading to actionable re­
sults. Past successes include customer sat­
isfaction Management programs for indus­
trial, health care, consumer, insurance, bank­
ing and service industry segments. We are a 
full service market research firm providing 
insight into product and service strategies 
most likely to improve a company's position­
ing and market share . 
(See advertisement on p. 62} 

BAI 
580 White Plains Rd. 
Tarrytown , NY 10591 
Ph . {914} 332-5300 
Kathleen Knight. President 

Barlow Research , Inc. 
1 0550 Wayzata Blvd. 
Minnetonka, MN 55305 
Ph . (612) 545-6620 
John Barlow, President 

You'll discover your customer 
profiles: from your most to your 
least satisfied You'll learn why 
they feel the WCI'f they do. 
You'll know exactly how well 
you live up to your customers' 
expectations. And you'll know 
what action to take 
Cutomer Satisfaction 
System B.elearch 
• Reveals the influence your 

customers' e:xpertences have 
on their satisfaction with 
you. and the frequency 
of occurrence o! those 
experiences. 

The Blackstone Group 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph . (312) 419-0400 
Ashret Hashim, President 

Bell Associates 
27 Grey Birch Pl. 
The Woodlands, TX 77381 
Ph. (713) 367-4224 
Darla D. Bell , President 

• Measures the relative 
importance of the factors that 
drive customer satisfaction. 
and Identities opportunities 
for improvement. 

• Indicates where to spend 
time and money to your best 
advantage. 

Improve cutomer 
satiafaction, increue market 
share md enhance revenues. 
Gordon S Black Customer 
Satisfaction System- serving 
Malcolm Baldr1ge award 
wmners. Uke Xerox Corporation 

For more infonnation. call Robert 
Kallstrand or David Clemrn 
today at 1-800-866-7655 or FAX 
us: 1-716-272-8680. 

Gordon S. Black Corporation 135 Corporate Woods. Rochester. N'l 23 

2 Clrcle No. 238on Reader Card 

Irwin Broh & Associates. Inc. 
1011 E. Touhy Ave. 
Des Plaines , IL 60004 
Ph. (708) 297-7515 
Irwin Broh , President 

Bruskin/Goldring Research 
100 Metroplex Dr. 
Edison, NJ 08817 
Ph . (908) 572-7300 
Richard B. Hare, President 

Chadwick Martin Bailey, Inc. 
186 South St. 
Boston, MA 02111 
Ph. (617) 350-8922 
Anne Bailey Berman, President 

Checkmetrix , Inc. 
500 N. Michigan Ave ., 12th fl. 
Chicago, IL 60611 
Ph. (312) 828-9200 
Fax (312) 537-3113 
Stephen Turner, President 

Chesapeake Surveys 
4 Park Center Ct. , #1 00 
Owing Mills, MD 21117 
Ph . (410) 356-3566 
Elizabeth Beirne, Director 

Consumer Contact Ltd. 
2450 Victoria Park Ave. 
Willowdale, ON M2J 4A2 
Ph. (416) 493-6111 
Don Ambrose, President 
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Creative & Response Research Service 
500 N. Michigan Ave., 12th fl. 
Chicago, IL 60611 
Ph. (312) 828-9200 
Sanford Adams , COO 

Crossfield Marketing 
11571 Buena Vista Dr. 
Los Altos Hills, CA 94022 
Ph . (415) 949-3937 
Peggy Allen Lizaur, President 

Data Recognition Corp. (DRC) 
5900 Baker Rd. 
Minnetonka, MN 55435 
Ph. (612) 935-5900 
Wayne M. Serie, Vice President 

Dennis Research Service, Inc. 
3502 Stellhorn Rd. 
Ft. Wayne, IN 46815 
Ph . (219) 485-2442 
Pat Slater, Director 

Ducker Research Co., Inc. 
6905 Telegraph, Ste. 300 
Bloomfield Hills, Ml48301 
Ph . (313) 644-0086 
Joanne D. Ulnick, Partner 

Ducker Research specializes in business-to­
business market research . We have been 
serving this sector for over thirty years. Under­
standing customer satisfaction is essential, 
however achieving customer loyalty is often 
overlooked. By developing improvement strat­
egies, based upon customer contact, which 
impact all aspects of the business process, we 
help clients not only achieve customer satis­
faction but build customer loyalty. 
{See advertisement on p. 63) 

Elrick & Lavldge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph . (404) 938-3233 
Jim Langenderfer, Vice President 

Elrick and Lavidge is a full service provid r of 
survey research to benchmark and/or track 
customer satisfaction. We can also work with 
you in designing MBNQA pre-assessments, 
employee satisfaction measurements, inter­
nal cost of quality evaluations and other qual­
ity service measurement programs. For more 
information call Larry G. Gulledge, Senior 
Vice President, Customer Satisfaction and 
Quality Service Measurement at (404) 621 -
7604, or write Elrick and Lavidge at the ad­
dress above. 
(See advertisement on p. 21) 

Edward Epstein & Associates, Inc. 
6800 Jericho Tpke. 
Syosset NY 11791 
Ph . (516) 921 -7500 
Edward Epstein, President 

Freeman, Sullivan & Co. 
131 Steuart St. , Ste. 500 
San Francisco, CA 941 OS 
Ph. (415) 777-0707 
Patrice Souders, Business Development Mgr. 

Goldstein/Krall Marketing 
P.O. Box 3321, Ridgeway Station 
Stamford, CT 06905 
Ph . (203) 359-2820 
Frederick A. Goldstein, President 

October 1993 

Grassroots Research 
4 Embarcadero Center, #2800 
San Francisco, CA 94111 
Ph . (415) 954-5493 
Reb ca P. Moran 

Hancock Information Group 
2180 West S.R. 434, Ste. 3170 
Orlando, FL 32779 
Ph . (407) 682-1556 
Susan Hancock. President 

Guskey & Heckman Research Consultants 
Duquesne University 

Research you can profit from . Program de­
velopment, questionnaire design, telephone 
interviews, coding and data entry, statistical 
analysis , graphic presentation, formal re­
search summari s and much more. Experts 
at customer satisfaction measurement, com­
petitive analysis/positioning , market trend 
analysis and intra-company assessment. 
Skilled at uncovering customer needs trans­
lating into more opportunities ... and more prof­
its. Hancock will help improve your image 
and bot1om linel 

School of Business Administration 
Pittsburgh, PA 15282 
Ph. (412) 396-5842 
Audrey Guskey-Federouch , Ph.D. 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Park, MD 21146 
Ph. {41 0) 544-9191 
William Hammer, President 

See advertisement on . 64 

Providing Technical Mark ting Re earch and 
Con ulting Service t ndu try 

For ov r Thirty Year 

Service 0 erings Include: 

Customer Sati ifaction 
Market Structure Analy i 

ew Product Opp rtunitie 
ocu Groups 

Competitive Analy 

Technical Product A ment 

DUCKER RES ARCH COMPANY, INC. 

6905 Telegraph Road, Bloomfield Hill , MI 48301 

(810) 644-0086 1-800-929-0086 Fax: (810) 644-312 

LONDON • SAO PAULO • TOKYO 
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ICR Survey Research Group 
605 w. State St. 
Media, PA 19063 
Ph. (215) 565-9280 
Fred Soulas , President 

Full service market research firm with par­
ticular emphasis on customer satisfaction 
research . ICR offers the full array of consult­
ing services for service quality improvement 
efforts through qualitative "discovery," quan­
titative measurement of your customers' 
needs and expectations, formalized analysis 
and presentation, and subsequent perfor­
mance tracking. Among ICR's areas of ex­
pertise are consumer and industrial products 
and services, telecommunications, utility ser­
vices, pharmaceutical products, and food 
services among others. 
(See advertisement on pp. 37,39,41) 

IDS I 
420 Lexington Ave., Ste. 2746 
New York, NY 10170 
Ph . (212) 867-8757 
Stephan Sigaud, President 

1/H/R Research Group 
4440 S. Maryland Pkwy., Ste. 203 
Las Vegas, NV 89119 
Ph . (702) 734-0757 
Lynn Statone, Partner 

1/H/R Research Group provides high quality 
data collection, data processing and analysis 
services. Available for complete customer 
satisfaction projects, data collection only, or 
data collection and tabulation ; 75-line tele-

phone bank with all support services in-house· 
50 Ci2/CATI integrated stations. MRA certi­
fied interviewers. Full off-premise monitor­
ing. 
(See advertisement on p. 35) 

Indigo Marketing 
716 N. 27th St. 
Richmond, VA 23223 
Ph. (804) 648-7110 
Fax (804) 648-7110 
Susan Bock, Owner 

Integrated Research Group 
1131 Westrac Dr., Ste. 202 
Fargo, NO 58103 
Ph. (800)282-6465 
Stacy Halverson-Mengedoth, President 

International Data Corp. 
5 Speen St. 
Framingham, MA 01701 
Ph. (508) 935-4324 
Terri LeBlanc-Bergstrom, Marketing Manager 

lntersearch Corp. 
132 Welsh Rd. 
Horsham, PA 19044 
Ph . (215) 657-6400 
Alan Widra, President 

JRP Marketing, Research Services 
100 Granite Or., terrace level 
Media, PA 19063 
Ph . (215) 565-8840 
Paul R. Frattaroli , President 

Kearney & Associates. Inc. 
1380 Lawrence St.. Ste. 820 
Denver, CO 80204 
Ph. (30) 534-3044 
Kevin Kearney, President 

Keller Rosen & Associates 
2950 Metro Dr., Ste. 313 
Minneapolis , MN 55425 
Ph. (612} 854-5623 
Stuart Rosen , Vice President 

Kubba Consultants, Inc. 
2720 River Rd. 
Des Plaines , IL 60018 
Ph. (708) 296-1224 
Ed Kubba, President 

Maritz Marketing Research 
1297 N. Highway Or. 
Fenton, MO 63099 
Ph. (800} 446-1690 
Phil Wiseman, Director, Marketing Services 

Maritz Marketing Research, Inc. specializes 
in customized solutions to service quality 
needs. Utilizing customer satisfaction mea­
surement, customer-focused training , reward 
and recognition systems and communica­
tions programs, Maritz supports and drives 
performance improvement strategies 
throughout an organization. Whether you 
need measurement or a totally integrated 
solution , Maritz is the answer-nationally and 
internationally. 
(See advertisement on p. 5) 

The Impact Of Our Cu omer atisfaction Studies 
Is Ofte Very Graphic ... 

Protlb 

CUitomarSa 

And with Hancock Information Group as your market research partner, it's often very profitable. We offer everything you need 
to find out everything your customers need: program development, questionnaire design, telephone interviews, coding and data 
entry statistical analysis graphic presentation, formal research summaries and much more. From a single project to a total 
program, we handle everything in-house. Which means we take charge and responsibility. We're experts at customer-satisfac­
tion measurement, competitive analysis and positioning, market trend analysis and ,intra-company assessment. 
But most important, we're skilled at uncovering customer needs that translate into more opportunities ... and 
more profits. So call us today at (407) 682-1556 for more information. And we'll help improve your image and ! 
your bottom line. ~ 

Research You Can Profit From. 

0 

" 0 
c: 

"' 
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Market Opinion Research 
31700 Middlebelt Rd., Ste. 200 
Farmington Hills, Ml48334 
Ph. (313) 737-5300 
James Leiman, Ph .D., Senior Vice President 

MarketPlace Research, Inc. 
7800 Cooper Rd., Ste. 202 
Cincinnati, OH 45242 
Ph . (513) 891 -8891 
Gregory Wid meyer, Marketing Research Dir. 

MarketVIslon Research, Inc. 
MarketVision Building 
4500 Cooper Rd . 
Cincinnati , OH 45242 
Ph. (513} 791 -3100 
Donald McMullen, President 

An award winning full service research and 
consulting company with extensive experi­
ence in the design and implementation of 
customer satisfaction studies. MarketVision 

John Morton Co. 
203 N. LaSalle St. 
Chicago , IL 60601 
Ph . (312) 726·201 0 
Douglas Squeo, Executive Vice President 

Muse Consulting, Inc. 
6550 Van Buren Blvd., Ste. A/B 
Riverside, CA 92503 
Ph. (909) 688-3385 
Laurie Maguire , Managing Director 

National SuNey Research Center 
10107 Brecksville Rd ., Ste. 340 
Brecksville, OH 44141 
Ph . {216) 838-7640 
Alan Dutka, President 

Next Generation Research 
30301 Wedge wood Dr. 
Solon , OH 44139-1508 
Ph . (216) 498-1185 
Jonathan E. Brill, Ph .D., Principal 

Opinions Unlimited 
8201 S.W. 34th St. 
Amarillo, TX 79121 
Ph . (806) 353-4444 
Anndel Hodges Martin, President 

Full service custom research consulting and 
data collection . Fifty-station central CATI tele­
phone interviewing fac ility, CATI program­
ming (CI2), tabulation . analysis and report­
ing. State-of-the-art focus su ites in two Texas 
locations, Amarillo and Houston. Internation­
ally known moderator one of the principals. 
Over 12 years experience assessing cus­
tomer satisfaction for electric/gas utilities , 
financia l/insurance industry, consumer goods, 
service industries · consumer and business­
to-business, agricultural and pharmaceutical 
industries. 
(See advertisement on p. 59} 

hasdeve~pedanencompas~ngprogrnm~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
research and analysis to permit action ori­
ented continuous improvement measure­
ments. MarketVision provides employee atti ­
tude research, executive in-depth interview­
ing, continuous improvement monitoring , 
competitive tracking, management consult­
ing and guidance. Offices in Cincinnati, Char­
lotte and Orlando. An Inc. 500 company. 
(See advertisement on p. 15) 

MATRIXX Marketing 
4600 Montgomery Rd., Ste. 400 
Cincinnati , OH 45212 

' Ph. (513)841 -1199 
Brian D. Goret, Account Executive 

Matrixx Marketing Research specializes in 
customer satisfaction services for a diverse 
client base. Our "Service and quality mea­
surement" program has been specifically 
designed to help you determine how you 
measure up to your customer' expectations. 
The Matrixx program features: 1. "Action" 
comments, transmitted daily, immediately 
informing you of unresolved customer prob­
lems; 2. "Verbatim" comments, sent weekly, 
providing early warnings of service areas 
receiving negative performance ratings ; and 
3. Reporting of service area trends by pri­
mary segments or sub-segments. A division 
of Cincinnati Bell, Inc. 
(See advertisement on p. 65} 

Mclauchlan & Associates, Inc. 
3322 Erie Ave. 
Cincinnati, OH 45208 
Ph . (513) 871 -8666 
Staci Mclauchlan, President 

Meyers Research Center 
58 W. 40th St. 
New York, NY 10018 
Ph . (212} 391 -0166 
Arthur Zimbalist, Vice President 

Michelson & Associates, Inc. 
3805 West Lane Dr. 
Atlanta, GA 30080 
Ph. ( 404) 436-0330 
Mark Michelson, President 

Midwest Marketing Research 
214 S. Indiana Ave., P.O. Box 1077 
Goshen, IN 46526 
Ph. (219) 533-0548 
Clifford J. Ahonen , Ph.D., President 
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ER IONMO ORI 

'Mea.\·ures Perfornzance Again ·t Expectation ·' 

17 ear xp rience, With Retail 
Telecommunication , ealthcare And 
Financial arket xperti e 

E pan ive etlvorked C Tl Phon 
lntervi 'ving Or Volume Mail apabilitie 

"gh Impac . Organiz d Report 

or Quality Work. .. On-Time/On-Budget 
CALL 

-800-323 8369 
:::. ._. MATRIXX MARKETL G inc. 
..... ._... a mcimulli Bell company 

··- ....,. _,. MA1TRIXX ent r 
·~ ...... - 4600 Montgomery Road hio45212 
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Let Satisfied 
Customers 

Point 
the Way 

Who knows more 
about customer 
satisfaction 
than a satisfied 
customer? 

Just ask our customers 
and they will point you 
to our door. Total 
Research Corporation 
pioneered the industry 
standard in cust ­
omerized, actionable 
client-tested quality 
management processes 
that measure where a 
company is, where it 

should go, and how 
to get there. 

If you want more 
than just measurement, 
if you want usable 
information and focused 
help in implementing 
product and service 
improvement to bring 
your customers back 
again and again, call 
Terri Fl:anagan at 609-
520-91 00. Ask for her 
list of Total ly satisfied 
customers. 

TOTAL RESEARCH 
C 0 R P 0 R A T 0 N 

Princeton 
New York 

Tampa London 
Chicago Buenos Aires 

Prince Marketing 

2323 Hillsboro Rd. #301 

Nashville, N 37212 

Ph. (615) 292-8686 

Dan Prince , President 

PROJECTIONS Marketing Rsch . & Counsel 

47 Marlboro St.IP.O. Box 585 

P.O. Box 585 

Keene, NH 03431 

Ph . (603) 352-9500 

Michael Kenyon, President 

Quality Strategies 

7850 North Beltline Rd . 

Irving, TX 75063 

Ph. (214) 506-3431 

Corinne Maginnis, President 

The Question Shop, Inc. 
2860 N. Santiago Blvd., #1 00 

Orange, CA 92667 

Ph. (714) 974-8020 

Ryan Reasor, Managing Director 

Our success in serving our clients has allowed 

us to move into a brand new state of the art 

facility. Two spacious focus group rooms with 

the most modern features. A complete field 

service. Conveniently located in upscale Or­

ange County. Centrally monitored telephones 

and computerized database. Our hallmark is 

our high quality , personally attentive service at 
a very competitive price. 

(See advertisement on p. 28) 

Rabin Research Co. 

150 E. Huron #800 

Chicago, IL 60611 

Ph. (312) 482-8500 

Michelle Elster, Vice President 

Randolph & Daniel 

49 Hill Rd., #4 

Belmont, MA 02178 

Ph . (617) 484-6225 

Stephen Daniel , President 

Reactions, Inc. 

634 Berkeley Ave. 

Orange , NJ 07050 

Ph. (201) 673-4610 

Donna Chlopak, Ph .D., President 

The Research Center 

P.O. Box 820 

825 E. Douglas 

Wichita, KS 67201 ·0820 

Ph. (316) 268·6532 

Marna Young, Research Manager 
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Restaurant Research Associates 
Griffin Tower 

6 Hutton Centre, Ste. 1240 

Santa Ana, CA 92707 
Ph . (71 4) 241 -7930 

Ronald E. Clark, Sen1or Partner 

Restaurant Research Associates sp cializes 

in restaurant and food service research-from 

fast food to f1ne dining, as well as institutional , 

hospitality, and contract feeders. Complete 

services with full in-house support: study de­

sign, data processing, 75 line CRT phone 

bank, full mon1toring capabilities, multivariate 

analysis. Product taste tests . concept t sting, 
price/value, market segmentation, customer 

satisfaction, brand tracking , focus groups. 

Rockwood Research Corp. 

1751 W. County Rd. B 

St. Paul, MN 55113 

Ph . (612) 639-2229 
Kevin Macken, Vice President 

Full service provider of qualitative and quanti­

tative studies. Quantitative studies use latest 

visual modeling techniques and segmentation 

analysis. Act ionable reports clearly provid 

you with direction 1n maximizing market share. 

(See advertisement on p. 31) 

Service Strategies International , Inc. 

12001 N. Central , Ste. 350 

Dallas, TX 75243 

Ph. (21 4) 233-3010 
Pam Borders, Presiden CEO 

Sources For Research 

170 West End Ave., Ste. 30C 

New York, NY 10023 

Ph. (212) 787-8810 

Fax (212) 580-4685 

Phyllis Morrow, President 

Unique qualitative resource for client and sup­

plier. Insightful innovative capability to access 

the difficult-to-identify and -reach respon­

dents in business-to-business markets na­

tionwide . Financial services, corporate man­

agem nt, technology, human resources, health 

care. small business owners, sensitive client 

lists, upscale consumers. Remarkable show 

rates in every market. Diligent, detailed care 
applied in all disciplines : recruitment, moder­

ating, executive in-depth, telephone interviews, 

one-on-ones. 

(See advertisement on pp. 56,67) 
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Southeastern Institute of Research 
2325 W. Broad St. 
Richmond, VA 23220 

Ph. (804) 358-8981 
Robert M. Miller, President 

Southern Research Group 

460 Briarwood Dr., Ste. 300 

Jackson, MS 39206 

Ph. (BOO) 777-0736 

Terri Abraham. Vice Pres1d nt 

Strategic Research Inc. 

4600 Devonshire Common 

Fremont, CA 94536 
Ph. (510) 797-5561 

Sylvia Wessel, President 

Survey Service of Western New York, Inc. 

1911 Sheridan Dr. 

Buffalo, NY 14223 

Ph. (716) 876-6450 
Susan Adelman, President 

Total Research Corp. 

5 Independence Way 
Princeton, NJ 08543 

Ph. (609) 921 -8100 

Theresa Flanagan , V.P. Quality Management 

Total Research Corporation is a full-service 

marketing r search and consulting firm that 
has pioneered the industry standard in cus­

tomiz d, actionable, eli nt-tested quality man­

agement processes. Total Research/Quality 

ManagementTM is a process that identifies, 

monitors and deploys critical elements of 

customer satisfaction and quality to provide 

actionable information to manage and im­

prove quality. It combines custom design , 

advanced analytical techniques and improve­

ment-oriented output (action planning) . Total 

Research's Delphi Group provides quality 

improvement consulting and implementation 

services: deployment of customer require­

ments, strategy development, benchmarking , 
team building and Baldrige Award assess­

ments. 

(See advertisement on p 66) 
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Turtle Bay Institute, Inc. 

211 E. 51st St., Ste. 11 C 

New York, NY 10022 

Ph. (212) 308-8830 

Robert S. Weekley , President 

USA/DIRECT, Inc. 
627 Eagle Rock Avenue. Suite 104 
West Orange, NJ 07052 
Ph. {201) 731 ·007 4 
Guy Parker, President 

Not just CSM ... but, "CCSM" ... targeted, effi­
cient, actionable COMPETITIVE CUSTOMER 
SATISFACTION RESEARCH AND 
TRACKING ... (your product or service mea­
sured vs. ALL MAJOR COMPETITORS ... 
and, all measurements AMONG ALL KEY 
MARKET SEGMENTS)! Personal consulta­
tion, problem definition, program design, ques­
tionnaire development, reporting plan , full 
analysis of marketing problems and opportu­
nities, recommendations for corrective ac­
tion/competitive advantage. Over 25 years' 
fortune 500 Customer Satisfaction research 
and tracking experience. 
(See advertisement on p. 43) 
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Walker: Customer Satisfaction 
Measurements, L.P. 

3939 Priority South Dr. 
Indianapolis, IN 46240 
Ph. (800) 334-3939 
Sheree L. Marr, Senior Vice President 

Walker: Customer Satisfaction Measurements 
is a worldwide leader and pioneer in the areas 
of customer-perceived quality measurement 
and management. Walker: CSM provides an 
evaluation of company performance in meet­
ing customer requirements and diagnostic tools 
for quality improvement priorities. Walker: CSM 
is the founding member of CSM Worldwide 
Network®, an organization dedicated to mea· 
suring and improving customer satisfaction 
and quality internationally. 
(See advertisement on p. 68) 

Willard & Shullman , Inc. 
325 Greenwich Ave. 
Greenwich, CT 06830 
Ph. (203) 629-2233 
Mark D. Willard, Managing Director 

Margaret Yarbrough & Associates 
934 Shorepoint Ct. , Ste. 100 
Alameda, CA 94501 
Ph. (510) 521 -6900 
Margaret Yarbrough, President 

Margaret Yarbrough & Associates provides 
focus group facilities, rooms for large clts., a 
permanent mall site and superior recruiting for 
all types of studies from executive to medical 
studies. We have been in business in the San 
Francisco Bay area since 1975 and our clients 
return study after study because of our supe­
rior reputation and customer satisfaction. 
(See advertisement on p. 57) 

Yarnell , Inc. 
147 Columbia Tpke., Ste. 302 
Florham Park, NJ 07932 
Ph . (201) 593-0050 
Dr. Steven M. Yarnell , President 

Yee/Minard & Associates , Inc. 
27300 W. 11 Mile Rd., Ste 500 
Southfield , Ml48034 
Ph. (313) 352-3300 
Lynne Goodman Vice President 

In the u. tomer . ati . faction arena, nob dy know · how t 

• 

Allen R. Pai~on 
President/C.E.O. 

turn bad new · inlo good news like Walker: . Not only 

are w the be:t in u. tomer . ali. facti n mea ·ur ment. but 

al o in recommending a ' tion plan , and working with your 

organizalion to improvt! cu ·turner ·ati faction. 

I t u · ·how·. ou how to mak bad ne\v g d. And good 

ne\v · better. all herec L. Marr, eni r Vice Pre ·ident, 

at 1-800-334-39. 9 . 

If cu ·turner ali ·fa tion i. a buzzword in y ur 

organization. it'. time to tum it into an ob ·e " ion. 

ounding member. ' M \Vorldv.Hlc '" Additional office~ in New 01!.., • an Franc •~cu. Dall<.~ s and . cou-.dal 
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Trade Talk 
continued from p. 70 

continued from p. 29 

Th utrition ... one rn d 
ating r gular meal and not skipping meal · i f great 

importance to on1y the utrition one m d, h b lie e that 
how you~· I i. innuenced by what ou eat. More than the other 
two Fo d . gm nt, th y admit that they ar wa ed by adver­
tising. 

Th utntt n onccmed hav a median annual pr -la 
h u hold incom' of 34,30 • the highe:t of the thr; ·e Food 
egments. Almost a third of the utrition on ·emed have 

incomes of 50.000 or more. 

The Traditional ouponer 
Only th Traditi.onal ouponer are u ing more coupons for 

di ount and increasing their reliance on favorite brands. With 
little interest in h alth eating, the Traditional oup n r are 
u. ing mor con enien e food and cooking ~"'wermeal . Th y 
fa or r stauranl which offer , pecial dis ·ount ' to p pte o era 
certain age. 

The Traditi nal up ners have a median annual pre-tax 
h u ehold in m of , 1 19, nly ab ut ... 00 I :s than Lh 

utnt1on on ·cmed. In thi gm nt, 24% have annual in-
comes of 50,000 r m re. 

ompani s which pr duce, di:tributc, and market f d tuffs 
should n ider h w each ofth ·50+ F d gment repres nts 
both a current trend and a future opp rtunity. 

F r e ample, restaurant chain in the ca. ual dining categ ry 
hould 1 ok to the Fa t ' Healthy a a prime target. While nly 

57% f the utrition oncemed have eaten at su hare tau rant 
once or more o er the pa<o;t month. 69~ f th Fa t H althy 
ha d ne . Over a year's tim , the Fa t HeaJthy eat 19 
m aJ at u h restaurants. 

October 1993 

data ases. h y're a gr at re our e. but they·r al. o ery 
e ·p n. ive: Wh ·n you're n-line. tim is money. o get th 
most ut of the databases forth' lowe l c t. you ne d to take 
th time to pinpoint what you're 1 oking or. That': wh rc 
this o k might help. 

ln th hapt r ·• ran~lating Y ur Problems Into Que -
ti n ," Jarvin offers some tip and sample si tuation that 
h w how to approach r aking d wn your big qu ·sti n into 

a . eries of I iLLie on . The b ok al. o contains h lpful appen­
dices li .·ting maj r information sourc ·s, including the major 
on-line er i e , and gen ral and spe ialized refer nee tc ts. 

s th auth r readily admit. the b k i n 't d , igncd to turn 
y u into an information speciali ' t, but ''The Art of Being 
Well Inform d" wil l certain] give y u th working knowl-
edge entia! to finding the fa t and figures ou need. 

"The 1/andhoo/... for Fm u1· Group Resl'lll'cll . He1·ised and E1pw1dec/ 
t:dirion " ( 24 .95 lwrdcm•er, 222 pages) hy Thomas Greenhaum. is pub­
fished hv Lc1in~,~wn Bool..s, 66 Tllird n '., Nt'll' Yor/..., N.Y. 100-- . 

"Till' Oif!ciol Gttide 10 Holl~clwld. J7l'fllling" ( '69 .95 harclcm•cr , 4-H! 
page. II'Y t\1argarN Amhr;r. and "The Oj)lcial Guide to mcrican/ncol/le " 
( "fJ9 .95 /wrcit ·o\'£'1', 343 page J hy hen·/ Ruul'll and Margaret mbry. arc 
puh!t\hed I'Y l'v'ew 'rra/l'gi~t , P.O. Bru 242./r/wca . .'\'' .. /4R. I . Pluuw 607-
273-0913. 

" The n r~f Be1ng Well lr~j(mned" ( 'J _ .95 p 1perhacl. ... J9.f page ) by 
Allllr£•w Currin. wirlt l<ol,err Redman and I htl!err Bl'J'r/10111, is p11hlislwd hy 
Areryl'uhfi~hing Gro11p, 1200/dBmadway. Garden City ParJ.. , N.Y. / JO.JU. 
!'hone 00-: .;, -- 757. 

While the Fa l Healthy favor m ·al · whi h make . om 
concc~si n t heaJthful eating. they would gravitate to a 
particularre taurantifitfosl ·rss cializing. Th Fast Healthy, 
after all, prefer tom ·et friend at are tau rant rather than cook 
at h me. 

The examples that I' e presented from our 50+ rudy illu:­
trat the possibilitie offered by a s gm ntation ba ·ed on 
attitudes, needs, and belief . Fusing d mographic , b ha i r:. 
and media u age to , uch a s gmcntati n reate the dir ction 
nee ary forint grated mark ling t a diffi ult-to-rcach n­
sum r group. This appr<nch to th mature market, or to any 
market, unifies pr duct d el pment, marketing and advertis­
ing ef orts. sales, and u t m r satisfaction. f.J 

C ASSIFIED ADS 

MA 
Major mark.cl stud publish r ·e k · manu. ript. for pub­
lication. Ha e you written a market study and n d a pub­
li .. her'! Send tabl • of content. and c c ·utiv ~ ·ummary to: 
QMRR D ·pt. 6-5, P.O. Bo 23536, Mpls .. M 55423 

MARKETING DATABASE SPECIALIST 

Business and technically-savvy person will develop cus­
tomer-base information and strategy for fast growth pub­
lisher of computer books. SOL and Direct Mail experience 
required. Reply DATABASE , 1 03A Morris Street, 
Sebastopol, CA 95472. 

N ew and ut tanding 
focus group fa ilities 

with Lh mo l pa iou licnl 
eating in the r gion. 
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By Jo, ph Rydh lm 
dit r 

ow about some light fall read·ng o focus 
groups, spending habits and on- ine 

databases? 

now it e m like all I do in this space each month i 
review b k . but it's either that or get a ne\.v desk. Ea h 
summer \1 hile we put tog ·th ~r our annual R · arch r 

our eB k my pil f rc icv,' books grows t t wering 
prop rti n .l'mafraidifld n'tgctsomcofth s tomesr ad. 
re iewed and ff m de ·k, I'll sink into the :uh-ha. ment. 
B ·sid s, when publi her are kind en ugh to :end m ·t book, 
I tr t) review it, a long a it ha orne infonnation you folks 
might b able to u e. V."ithout furth r ado, let's start 
light ning th load. 

Fir:t up i: "'The Handb k f r F us Group Research'' by 
m 1reenbaum. Gr nbaum, pr ·sid nt of r up Plu , a 

Wilton, onn., P u gr up and on ·ulting company, and 
r lific writer on qualitative re earch has updated and ex­

pand d hi popular 19 8 b ok "The ractical Han lbo k and 
Guid ·to oeus ,r up R ear h." In lhi · dition 's introduc­
ti n. r ·enbaum li ·t r a on why he felt an updat · was 
warranted: thing like hange in the moderator's rol . n w 
m d ratinu- techniques , in r a ing u off, u gr ups in the 
n n-pr fit and I gal ect r , the changing r lationship bc­
twe n client • moderator and re~ arch faciliti s, and the 
impa ·t of sat I lite techn I g and tele onfer ·11eing on focus 

gr up . 
In hi u -ual no-nonscn: • style, reenbaum o er thcs · 

and man ther topics in detail. bringing a \1 el orne n. of 
p r p tive t the curr nt stat of th f, cu group and how it 
might e lve. He al o off, rs som nut:-and-bolt ad i n 
c ntrolling f u gr up costs, and fa et of the client-m d­
erator r lati n. hip. There' a particularly good hapter n the 
role of the f u group fa ilit , ~an ·iscl explaining what 
faci I ity u er can rea onably expect. his is especialy h lpful 
because it ften eem that e ryon involved - Jient , 
mod rat r and fa ilit own rs - has their wn 1 of 

·p tat1 n . Thi · s ·tion Jay: out as n ibl Ji t of haL the 
fa ility can and h uld pr vid . 

e t n th I i t are two b oks on c n umer in me and 
p nding habits from N w trategist Pub I ication . New Strat­

egist continue it traditi n f di~tilling masses of gov m­
ment data int u able form. As usual, both b ok are e hau -
tive and w ll-organized offt rin a w alth f inf rmation in 
an asy, quick-referen e f nnal. Th first b k i 'The 

fficial uide to Hou ehold p ndin ." Author Margar t 
mbry d u a fa r, sifting thr ugh the gov mm nt's 

continued on p. 69 

·ng e 
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Experie ce The ~Teacher: 
Lc:.trning from p rien e i a rW r riencc in lc:.trning. When OLJ attend a Burke In titute s min:.tr, you parti ·ipal 
in more than an e citing, n-tar Jet lc·1ming · p ri nt=e . You learn fr m rhe e ·peri need professionals w·ho ha done 
more ustomizcd marketing r search and ha taught it to more people than anyone else .in the world! 

We cordially invite y u l tak ad anta'' of our 
va. t e p rien b atlending one of our mark.cting 
re ear h . minars. You will benefit from ur: 

E peri nee gained from doing 
num r u .. tudies in all asp· ·ts of mark.eting 
re. nrch - po. itioning and . cgm ntati n. mark t 
structure analy . is . ornpetiti e image 
asscs~mcnt , c pyte ting, new product 
f rec<rting, con pt s r ening and t ·sting. 
pr du t testing. test mark ·ting, pri ing and 
prom tion a.-: ssm ·nt. tracking. di . tributi n 
analysis. claim justification. and u t m r 
satisfaction. 

perienc 
mpanie~ r presenting consumer g 

s rvic s,industrialpr du t: . bu ine . tobu ·in s. 
ser ic ·, pharma euti nl nnd h a lth care 
organiLati ns, adv rti ing agencie~. financial 
in tirution , publi hing and broadcasting, public 
utilitie . . and telecommunications. 

The 

BBI Marketing en·ices, Inc. 
incinnati orporate Headquarters 

50 E. Ri1•eu enter Boull'l'ard 
Crm'ng ton , Kentttcky .J/0 11 

(ROO-• .J3 -( 63. exr. (JJ 3. i 
© 1993 , The Burke ln.w'wte 

101. 

10.5. 

101. 

202. 

l ll.t 

Pracli • I 1ark tl ng R careh 
Bo ton ... July 12- 14 
C'u1cinn.111 .... /\u . 2 

anFr· n t-.co ......... " pi 11- 1~ 
Turoruo ..... .. ............... .. ... Oct 6-

ew Yor~ ................ . Oct 2~- ~7 
Cmt:inn.:tll ...................... "4o~ . 15 17 
Chi ago .......................... De . 6-
~ew York . Jnn . 3 • 
Bucu Raton .................. Ja11 . 11 -l· eh. ~ 
CulCinnall .... ........... Fcl>. 2 M.tr 2 
Boston ....................... \1ar. 2 -•n 
ror,mo .. ....................... pr. IK _Q 

h1 go ... "'""""" . \1u} l!l-IR 
' mcmnall ...... .. ........... Jun 6 
tlunlu .... .. ...................... June 27-19 

Qu 'ilionnaire t n. !ruction \Vork.<ihop 
in ·imMi ...................... u . 'I- ll 

San Franu m .............. cpt lO -2 
cw Yt>rk .................... ~m·. 1-"\ 

CmcinnaLi .. .. ............. D IJ I. 
cw Ynr~ ...................... JCin . 24-26 
mcmn t1 M r. 7-9 

BtKit111 ................ - ........... pl . -11 
Cmctnnati . ....... MOl) 2· 
Toronto ................. ... .... Jun 20-2~ 

~:ha~:o~~ i1~t D i~:n: pplil'lllion and 

u•. 12- ll 
• cpt. 2 -4 

w Yo~ _........... ov . 4- ~ 
'inunnall ..................... De 16 17 

Ncw 1 .................. • JJn 27-2 
incrnnatt ................... Mar. 10 11 

Bo Lon ... • ...... -....... . .. AJ1!'. 7-
'10 innati ................... May • 6 

To nto ....... , .... .. Jun 23-24 
F~u~ Group : An Int roduction 
an Fr. nci ·o . .... ... Sept. 111-1 7 

New Ym ....................... No\•. ·9 
Bo~ton ........................ Fc:h. 2~-25 
'lo mo .... .. ................... l\pr. -122 
focu.o; roup : i\11 ,\pp ll ti n 
Work hop 

cw Yor~ ..................... Nil~ . Hl-11 
l:o ocu (;roup \lod r tor Tr ini ng 
Cm ·nm~ll ...................... Jul · l0-23 
Cm inn.tll . ... .......... .... ug . 31-Scpt, 1 
Cmcinn 11 .. .. ................... Oct. 19·22 

m innau .. """"'" ..... "4uv. 30-Dcc. ' 
Cincinn.tti .... ... .. .. JM. I ·21 

incirmali . • ................ Mur. 15-1 R 
Ci1\cinno~t 1 ...... 1ay 10· 13 

in in11 li ..... .. ............. Jun 14-17 

~~·~~~" fi!~~l'r~ r~~~ ~ po:;:nable 
Cmcmnari ............ "!! · 23·2.5 
Cin ·in11Jli ...................... m·. -10 
Bo<ilon .. ... ........................ Feb. 7 9 
Cincmnuti ......... M r. 21 -D 

w orl .. ....... .. ...... 111a)" 23 2. 
1an glng \1arkelln Jt arch 
tnetnnaH ........ ug. 26-27 
i11cinnati ....................... Nov. 11 -12 

Bo 1 n ........................... F b. 10-11 
i11 inn Ii ... .. .................. March 24-25 
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Find out what hu dr ds of r s a c e s a eady know ... 

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

• Th p rti i un urp 

m uit 

• Th tra rdinary uit ar availabl f r th m 
f an rdinary fa ility. 

in thi ind u try. 

t r 1 than th t 

Clltdyfr 
n y u'v tri 

mp titiv bid n y urn t qualit tiv r r h pr j t. 
u , y u'll n v r b ti fi d with an rdin r f ility in. 

Circle No. 253 on A eder Cerd 


	Table of Contents
	For GE Medical Systems Each Customer is a Market of One
	Spur of the Moment
	Do's & Don'ts of Customer Satisfaction
	Segmentation Study Aims to Help Marketers Understand Diverse Seniors Market

	Departments
	Data Use: Selection of a Stratified Random Sample
	Survey Monitor
	Names of Note
	Research Company News
	Product and Service Update
	Product and Service Update - In Depth
	Qualitative Research/Focus Group Moderator Directory
	1993 Directory of Customer Satisfaction Research Providers
	Sales Offices/Classified Ad
	Trade Talk


