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With the push on for quality in the automobile
industry, marketing firms are tracking owner
satisfaction levels based on such factors as
style, 'fit and finish, engine performance, fuel
econdmy, comfort, luggage room, accelera-

tion and brake response,

By Pat Walsh
special writer

Computers bave taken market re-
search a long way from the' days’
when the Pletrowskl boys sat around
the kitchen table with stamps and
sponges stuffing auto survey ques-
tionnalres:Into envelopes for thelr
dad's business,

These days
slis (RDA) hag a room of high-speed
mailing machines, computer and
data processing equipment and rowd

quality used In the market rescarch
studies aro the consumer satlafac-
tlon Index (scaled 110) and “thlng
gone wrong” per 100 vehicles. Cur-
rent research surveys show an in-
crease In satisfaction levels for
American cars with a corresponding
decrease in the number of “things
gone wrong.” .

Satisfaction levels are tracked on
oumerous performance attributes of
car ?uuty. Thesas include style, fit
and

Inish, engine performance, fuel

economy, comfort, luggage room,
d braks

of p

surveys or codlng survey responses
Into computer banks in their Bloom-
fleld HiMs offlces.

RDA Is one of the local market re-
search firms whose surveys confirm
what Internnl warranty data is tell-
Iog auto manufacturers — American
car quality hes. improved. Dave
Pletrowski 1s now,director of com-
puter operations for RDA. Brother

- Don 1s project director. Along with
project dlrector Tom Rose, they
gpent some time explaining the art
and sclence of automotive quality
surveys.

“THE SPEED and memory capa-
 billtles of computers, along with the
demand for data, make the ear the
mest researched product In history,” -
Rose sald.

The standard measurements of

an X
Questicns are designed to halp locate
squeaks and rattles, and differentl-
ate between wind nolse and road
tush.

Qﬁaﬂons are dealgned to encour-
age response. In order to dispel res-
ervations about answering the sur-

Don ¥ brother

vey, they are
and ask for Income information in a
range rather than exact :
“Some people are cynical,” Don
Plotrowski sald. “They think you're
looking for a good house to rob,”

SURVEYS SEEM to sbow quality
expectations dlffer between buyers.

“Sometimes the Idea of the car as
well as tho phyaieal characteristica
affect an owner’s perception of qual-
Ity. This is true particularly of Japa-
pese cars whero the owner’s percep-
tion of quality exceeds what the data

mart
shoppers:

Discounter marks 25th anniversary

A potato masher ‘— aimilar to the
one on the ahelves when the store
opencd 25 years ago yesterday — Is -
Still available af the first K mart {n
Garden Clty, e
: But row you kave'to pass by a dls-

lay of microwave cookware In or-

ertofindit. | :

: The ability to keep In step with

gh-tech trends while hanging on to
more traditional customers {s one
reason K mart has made an Indelitle
thark on the retalling world over the
lust quartercentury, sald Scott
Flelds, manager of the Garden City
store,

" The pation's sccond-largest re.
tpller, with headquarters in Troy,
marked ita 25th anniversary March
1. With customers shopplng at more
thon 2,200 stoves now bearing the big
red K, Flelds reflected on the com.
Pany’s success. .

“T think one of the major contribu-
Uons Kmart has made over the
years is to give dlscount shoppl

includlng such traditional goods and
bealth and beanty alds, stationery
and toys, as well as bullding matari.
als, horticultural products and con.

* sumer electronles,

Among K mart’s best-selling new
products sre video movies, audio
dise players, toy scooters, b
lergenle cosmetica and microwave
cookwear,

No matter If you shop at the first
Kmart or the latest store built,
you'll probably feel at home because
most stores are lald out in the same
general way.

Ope of K mart’s higgest changes in
strategy was the decision to upgrade
its Une of appare] {n 1980, The com-
pany’s research showed that con-
sumers wanted better quality and
were willing {0 pay for it. In re-
eponse, Kmart {ntroduced national
brands and developed a series of la.
bels such ax the Jacklyn Smith Sig.
oatare Collection, The pipe-rack look
of the 19508 d 1n favor of

8016 respect,” Fields sald,

The store manager explalned that
the old discotnt store image, where
|- merchandisa was carelesaly dis-

" played In a sparss, warehouse-type
environment, began to lose favor as
Emart gained a-foothold throngh
the mid-1960s. . e

Opo-stop  shopping was another
cornerstone of the Garden City
Kmart. Today, a typleal Kmart
stocks approximately 100,000 items

—r—ca—— I8

updated merchandise displays.

&MM mm llllsﬁ that over
3 years K mart apparel

has recelved ““conslstently

Tatings for quallty, styling, selection

and f1.” K mart now plans over the

Bast flve years to allocate an addi-

- Ylonal 4,000 square feet to apparel In

about 1,000 full-size stores in metro-

politan
But while the.store is constantly
8 improvements, Fields sald

. pared with
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Dave, and Tom Rosa of Racn.arch Data -

Analyals check the rosults of their iatest automotive survey,
‘

“The speed and moemory capabllities of computors, along with

aétually shows.”
erally a.manufacturer con-

, tracts for a study of an entlre closs

of similar cars — for examplo, all
economy cars, Surveys do not cross
lines 20 that Lincolns are not com-
Escorts. In this way,
Buman elements are filtered out in
the strocture ‘of the swvey. While
+buyer quatities m_'lmpamnt, thelr

psychogenlc studles,

In order to achieve statistical va-
lidity, there must be sufficient sam-
pling. Surveys typlcally generate
alightly better than a 50 percent re-
sponse rate, That's considered suffi-

.cklcnl. and analysts don't concern

the domand for dats, make the car

uctIn history,” Rose sald.

of non-respondents,” Rose sald, “The
studles show that their overal] satis-
faction level highly corresponds with
survey respondents,” | )
WHILE SOME individuals require
coaxing to encourage participation,
f{""." respond with Interest and ep-

overly with
deats, .

“Some studies have looked at the
level and ch

analyais Is left to

changes are always considered care-
fully 20 a8 not to allenate longtime
custo;

mers, .

“People have been coming In to
buy toothpaste for years, and so I
think we're always golng to carry
toothpaste,” ho said,

Here's a brief summary of te evo-
lution of K miart. ’

® 1962 — K mart opens its first
store in Garden City. By the end of
the year, 17 additional stores were
opened, which grossed more than
$13 milllon In sales that year.

® 1883 — The blue lght s
debuted, modeled after blue plate
'M‘"m popular in dlners during the
19 :

® 1970 — Full-service pharma.
cles were opened in 19 Kmart
stores,

® 1972 — Kmart celcbrated its
10th anniversgry with 485 stores and
1971 year-end sales of $2.6 biltion. It
was also tho year 8.8, Kresge moved
Its corporata headquarters from De.
troit to Troy,.

® 1982 — With more than 2,000
stores, Kmart began a $2.2 billion,
five-year plan that included renova-
tion of all store departments.

® 1987 — Kmart celebrates Its
25th annl; as the second-larg.
est retailer In the world with 1986
sales of $24.3 billlon,

eager, (o recount the de-
tails of such a major h

sometlmes recetves "checks and $10
blls accompanylng the returned sur-
vey, expressing an owner’s satisfac-
tlon with the product” Don
Plotrowski said, They are returned.
In contrast, Dave tells tho story of
one respondent who wrote that ber
busband was In prison for shooting

Re-
sponses range from the highly satls-
fied"to the highly dlssatisfied. RDA

A quality
education
doesn't
have to be
expensive.

Commute to UM-]jearborn
and save thousands of doliars

At nationally pro@nent

i 3
the cost of earning a four-year degree, including

$12.000 a year.

Michigan, the cost fq{ one year of college averages, .
b

room and board, can exceed
At comparable j

* <

costs, including tuitiQn, fees, transportation, and

books, are $3,500 a year,

Students can commute to UM-D, take advantage
of high academic standards, and still participate in
the numerous cultural, intellectual, athletic, and
recreational opportunities on campus, in the metro-
politan area, and at U-M Ann Arbor,

Money saved by living at home can provide the
resources to pay for these enriching opportunities,
These savings can also make the next step to grad-
uate or professional study a lot easier.

and an appointment for a confidential admissions

evaluation,
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The University of Michigan-Dearbom Is an affirmative actiow/non-

discriminatory institutfori,

The University of Michigan-Dearborn
Officc,of Admissions
Dearborn, Michigan 48128-1491
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