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The new C/) Focus Group Room. 

Here you will find every resource and 
a staff that is fully capable of support­
ing your exact requirements. 

Our large and comfortable client view­
ing room (with both audio and video 

recording capabilities) affords the best 
view into focus group interaction. 

• Facility and equipment rental 
• Recruiting 
• Moderating 
• Complete project capabilities 

C/) , a full-service research organiza­
tion. Data collection and interpretation. 

• Focus groups 
• Telephone (CRT-aSSisted) 
• Central location pre-recruited 

interviews 
• Mall Intercepts-nationwide 
• Personal door-to-door interviewing 
• Professional occupation interviews 
• Exit interviews 
• Continuous tracking 

You are cordially invited to discuss 
your research requirements with the C/) 
professionals. 

It.::» CjJ RESEARCH, INC. 
3150 Salt Creek Lane • Arlington Heights, IL 60005 

312/253-1100 

Circle No. 26 on Reader Card 



"Not only was the 
focus group great, 

the Sushi was 
out of this world~' 

SERVICES: FOCUS GROUPS· PRE-RECRUITED 
ONE-ON-ONES. SHOPPING MALL INTERVIEWING 
• COMPUTER DATA COLLECTION • EXECUTIVE 
AND INDUSTRIAL INTERVIEWING • DOOR-TO­
DOOR INTERVIEWING • CENTRAL LOCATION 
AND OTHER FIELD RESEARCH • COMPUTER 
DATABANK 

LOCATIONS: MASSAPEQUA, NY: Sunrise Mall • 
NEW YORK CITY: 747 Third Ave. • MOORESTOWN, 
NJ: Moorestown Mall · PHILADELPHIA, PA: Nesha­
miny Mall • ATLANTA, GA: Town Center at Cobb • 
TAMPA, FL: Countryside Mall • CHICAGO, IL: 
Hawthorn Center • Ford City· MINNEAPOLIS, MN: 
Burnsville Center. NASHVILLE, TN: Hickory Hollow 
Mall · OKLAHOMA CITY, OK: Cross Roads Mall • 

From supplying chopsticks to recruit­
ing CEO's, when it comes to assuring 
perfect focus groups, nobody goes out 
of their way in more ways than Quick 
Test Opinion Centers~ 

That's why Quick Test has been lead­
ing the way with consistent state-of­
the-art data collection for over 18 years. 
Our dedication to providing you with 
nothing less than quality service has 
made Quick Test the premier choice 
among research professionals. 

From New York to LA, each of our 19 
permanent, centrally-located facilities 
is luxuriously appointed and staffed 
with professionals who meticulously 
meet your needs while maintaining 
the confidentiality of your project. 

The point is this. Come to Quick Test 
and be assured that your mind won't 
be the only thing that will be well fed. 

QUICK TEST 
OPINION CENTERS TM 

Where the focus is always on you. 

800-523-1288 

DENVER, CO: Villa Italia Mall • HOUSTON, TX: 
Sharpstown Center • SAN ANTONIO, TX: Windsor 
Park Mall • PHOENIX, AZ: Los Arcos Mall • SAN 
FRANCISCO, CA: Sun Valley Mall • Southland Mall 
in Hayward • SUNNYVALE, CA: Sunnyvale Town 
Center • LOS ANGELES, CA: West Covina Fashion 
Plaza • ORANGE COUNTY, CA: Westminster Mall 

QUICK TEST OPINION CENTERS ~M AN EQUIFAX COMPANY 
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THE CASE OF 
THE WHEELS OF WHY 

... or, How To Evaluate Buyer Perceptions 
and Better Position Your Industrial/Business Products 

TIME: MID-EVENING 
PLACE: A NOISY CARNIVAL NEAR AN OCEAN RESORT 

O
ne of the booths contains three large wheels 
spinning in different directions. Each is divided 
into five brilliant colors. On each is written the 

word "yes" or "no': "Pick a number and make three 
wishes" shouts a gypsy in the booth. "One for yourself 
... one for a friend ... one for a mysterious stranger. 
Spi n the wheel- and if you wi n a prize - you'll get 
your wish-and The Wheel won't lie~' 

''If only it were that easy to make predictions in the 
marketing game" thought an onlooker. Then he 
thought "why not?" 

'f\sk my sales and marketing colleagues about their 
perceptions of how our products are positioned in the 
marketplace. Why they sell, or don't sell ... and illus­
trate their opinions on a pie chart. Then conduct a 
definitive sUNey among existing customers ... the peo­
ple with the real answers as to why they buy or don't 
buy Are they for the reasons we assumed ... or for 
other reasons. Create another chart and compare it 
with the first. 

McGRAW-HILL 

Then ask potential customers how our products are 
positioned in their minds. Why they haven't bought 
them. What would make them do so ... and create 
another chart. Now, display them all, side by side -like 
three "Wheels of Why"-and we'll find out why our 
advertising is or isn't working; why price is or isn't a 
factor; the misunderstandings non-users have about 
our product ... and a lot more. The same process can 
be repeated for competitive products. Its pretty certain 
- if the research is conducted properly- these wheels 
won't lie ... but how do we get the information we 
need? 

McGraw-Hili Research, with its years of experience, ex­
pert researchers and vast facilities, know the questions 
to ask ... the people to ask, and how to ask them. And 
we want to be your research company We want to 
show you the many ways we can help you achieve 
complex marketing objectives through sound research. 
Quickly Economically Creatively 

Call Joe Collins at (212' 512-3264, or write 
tOday. Let's discuss your research needs and 
be sure you aren't spinning your wheels in 
the wrong direction. 

RES E ARCH 
1221 Avenue of the Americas, New York, NY 10020 
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Data processing/ software 

Business trends, potential 
with computer mapping 

By Beth E. Hoffman 
managing editor 

I magine yourself driving in a large 
city you've never been in before 
without a map. You could stop at 

every nearest gas station and ask for 
verbal directions to reach your in­
tended destination. Chances are , how­
ever, you'll reach that destination later 
than you would had you seen and stud­
ied a map. 

For many people, maps are an indis­
pensible instrument. Without them , 
many of us are literally lost. Their 
value lies not only in enabling us to get 
from one place to another but in their 

Fred Koehl 
assistant vice president, 

First National Bank of Atlanta 

Brent Raines 
market research manager, 

Barclay's Bank of California 

Editor's note: An article entitled "Micro 
Mapping: Data Imaging for Information 
Managers," by Stephen L. Poizner of Stra­
tegic Locations Planning, San Jose , Calif. , 
was used to provide some of the informa­
tion used in this article. 
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visual aid. Being able to see something 
pictorially makes it easier to under­
stand than getting that same informa­
tion verbally or even written down in 
words or numbers. 

For many businesses , government 
and educational institutions, maps of a 
similar nature have become an indis­
pen sible research tool. By aiding in 
decision-making , they help accom­
plish business objectives. These are 
statistical or data-oriented maps which 
can be generated in-house by use of a 
desk-top computer. This relatively 
new technology is known as micro­
computer mapping. 

Microcomputer maps are overlaid 
with data geographically presented by 
state, county or zip code. By assem­
bling the desired data on a computer 
screen, the newly created map can be 
studied, modified at will and then with 
a simple hookup to an output device , 
reproduced on paper or transparency 
to make a convincing presentation. 

The capabilities of this technology 
assist market researchers and sales and 
management personnel in tracking 
sales performance, analyzing market 
trends , market share and in forming 
market campaigns. The maps also help 
in designing sales territories and in se­
lecting new office or retail sites. 

To be able to see all of this informa­
tion in a visual display is just one ad­
vantage of microcomputer mapping. It 
also offers simplicity, speed and low­
cost map generating capabilities. 

Previous options 
Prior to the 1980s, computer-gener­

ated mapping was tedious and expen­
sive. The ability to produce maps re­
flecting demographic or other specific 
data was limiting. One option, which 
was usually not feasible for the aver­
age business owner, was using very 
expensive software running on mini­
or main frame computers. The large 
computers, however, required sophis-

ticated and expensive programming 
and turn-around time could be affected 
by the firm 's data processing depart­
ment which may have had other priori­
ties. 

Another option was to use mapping 
service bureaus. These provided ex­
tensive capabilities but were also very 
costly, time-consuming and provided 
slow turnaround. Additionally, users 
had to state in advance which variables 
should be used , thus limiting the abil­
ity to experiment and develop alterna­
tive plans. 

A third alternative was to do it by 
hand. This meant coloring in the 
spaces, creating multi-colored over­
lays or placing dots in appropriate 
areas. The drawback to this technique 
was that it was also time-consuming 
and didn't allow for experimentation. 

Since the introduction of the micro­
computer, mapping is becoming in­
creasingly popular. In fact , the map­
ping software and services market is 
estimated at $35-40 million per year. 
By 1990, the overall market is pre­
dicted to double in size with micro­
computer mapping packages and re­
lated data files accounting for more 
than half of total revenues. 

Research tools 
Producing thematic maps require a 

few basic ingredients: a computer with 
graphics capabilities; an output device 
(Le., a monitor, printer or plotter); a 
data file; a boundary file and mapping 
software. 

Computer: Although microcompu­
ter mapping programs are available 
for most popular microcomputers, 
mapping software is most readily 
available for the IBM PC, IBM-PC 
compatibles and certain Apple com­
puters. Microcomputer mapping pro­
grams are graphics oriented, there­
fore , the computer must possess 
graphics capabilities. These capabili­
ties are a graphics card and display 
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visible 

monitor. Color capabilities are avail­
able and enhance presentation. 

Output device: To obtain "hard 
copy" maps, a pen plotter, laser 
printer or other similar output device 
is necessary. 

Colorful, high resolution maps of 
professional quality can be achieved 
by a pen plotter. A laser printer pro­
vides high resolution capability but 
uses patterns instead of colors for dif­
fering areas. Less detailed, black and 
white maps with lower resolution than 
pen plotters can be achieved by using 
dot matrix printers. 

Boundary files: Mapping software 
uses a boundary file to draw geograph­
ical components such as city limits and 
state and county borders that compose 
a map. The boundaries of these fea­
tures are stored in a boundary file as a 
series of x-y or latitude-longitude 
points. Mapping software draws the 
map boundaries by connecting these 
points together. 

Microcomputer mapping software 
vendors supply hundreds of different 
kinds of boundary files. Examples are 
those by zip code, streets, county, 
state , Designated Marketing Areas 
(DMAs), and Area Microcomputer 
Mapping of Dominant Influence 
(ADIs). 

Boundary files can also be created 
with a digitizing tablet, an electronic 
pad with moveable hand cursor. Digi­
tizing tablets are compatible with most 
microcomputers and allows the crea­
tion of boundary files for practically 
any area. 

Data files: Data files and boundary 
files work hand-in-hand. While 
boundary files contain boundaries for 
a group of features, the data files con­
tain statistical data for these features. 
A data file consists of any data with a 
geographic element such as popula­
tion, income and retail sales. A state 
population density data file, for in­
stance, might contain information that 
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shows the number of residents per 
square mile for each state. Another 
data file may show the average income 
per household per county in a particu­
lar state, or the the number of single 
heads of households per county in that 
state. 

Data files can be purchased from 
government agencies and data compa­
nies in the private sector provide many 
specialized data files. 

Creating and loading your own data 
files by using business software pro­
grams is also feasible. That capability 
illustrates one of the advantages of the 
mapping software available on the 
market. 

Data fIles generated by spreadsheets 
and data base management packages 
are compatible with many of the mi­
crocomputer mapping programs avail­
able. This means that data specific to a 
certain business, for example, from a 
customer profile, can be plugged di­
rectly into the mapping program. This 
is information in addition to that which 
is available from the federal govern­
ment or data companies. 

Mapping software: The last basic 
ingredient needed to create maps is 
mapping software. This is used to 
merge the corresponding boundary 
and data files. Mapping software uses 
the boundary file to draw the bounda­
ries of the map, then uses the data file 
to display data on the map. 

Data can be displayed on a map in 
many ways. The most common 
method is by color shading the map 
based on its corresponding data value. 
Another way is using dots in a dot den­
sity map. 

Mapping software's merging capa­
bility is one reason why this tool is so 
popular. This capability allows the 
user to get a clear picture of business 
trends. A marketer, for example, can 
pinpoint target markets using one or 
several demographic variables , add on 
a display of current market penetration 

and then interrelate the current level of 
penetration with the market's poten­
tial. This illustration of data permits a 
quantifiable assessment of perform­
ance vs. potential. Additionally, mar­
keters have the capability to evaluate 
the allocation of limited resources by 
overlaying many conditions within a 
single geographic area. 

Mapping uses 
Mapping is most commonly used in 

six basic functional areas: site location 
analysis; target market studies; trade 
area analysis; sales performance moni­
toring and sales territory sign; govern­
ment resource planning and market re­
search data display. 

A business which wishes to evalu­
tate its sales efforts, for example, can 
find out if its sales force has been allo­
cated effectively, whether a particular 
advertising campaign or promotion 
improved product demand, if a low 
growth area is being overly empha­
sized or a high growth area is being 
ignored. 

Others who can benefit by using mi­
crocomputer mapping are: 

Retailers: Mapping software helps 
analyze trade areas of existing stores. 
These maps show how far customers 
travel to shop, the influence of com­
petitive locations, how much cus­
tomers spend by zip code area and 
where new outlets should be located. 

Direct-mail advertisers: Mapping 
assists in target marketing. By com­
bining demographic variables with se­
lected boundaries, mapping can pin­
point the location of prime prospective 
customers. 

Banking industry 
One field in which microcomputer 

mapping is becoming very popular is 
banking. Fred Koehl , assistant vice 
president of First National Bank of At-

continued on p. 8 
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Firm spots market potential, 
recruits with mapping 

C om~uter-generated maps assist market researchers in identifying 
busIness trends and possibilities within their particular market 
areas. 

Perry Zandi, marketing applications specialist for Transamerica Life 
~om~anies in Los Angeles , says microcomputer mapping is used to 
Identify the market penetration of the branch offices and their potential in 
each market. 

This is accomplished with three pieces of information. The first is 
demographic data purchased from an outside vendor. The second is a 
database of policy holders by zip code and by county. Those two are linked 
together and are matched with the third piece of information, the zip code/ 
co.unty boundary map: The mapping software, purchased from an outside 
mIcrocomputer mappIng vendor, aids TLC in seeing the penetration and 
poten~ial of market areas. The software measures how thoroughly 
estabhshed branch offices are penetrating the market and where the 
company should locate new offices. 
T~C, which started .using microcomputer mapping about two years ago, 

has SIX branch offices In Los Angeles, 26 branch offices nationally and 
approximately 700 general agencies who also sell the firm's financial 
packages. Mapping is used to measure the performance of these offices at 
the state and national level. 
Be~i~es market pot~ntial, mapping is also used for targeting and 

recrUItIng new agenCIes for selling their products and comparing their 
market profile to the life insurance industry as a whole. 
Setting objectives 
. When ~ part~cular branch is analyzed with the mapping software , the 
InfOrmatIOn will reveal a profile ofthe branch's cutomers , the areas the 
?ranch is. sel!ing to as well as the best potential selling areas. That 
InfOrmatIOn IS then presented in a report to home office management who 
are responsible for setting goals and targeting in on those new markets. 
Management then encourages the branch offices to concentrate on the best 
potential markets. 

Zandi says the mapping software and its capabilities are still new to the 
company and the more they use it, the more helpful it is in terms of 
producing graphics and demographic data. It has also speeded up the 
amount of time it takes them to evaluate a branch office. 

"Prior ~o mapping, it would take us three to six months to manually 
develop SIX tabular reports. And I don't know if management ever read 
them all." 
. "Now," continues Zandi, "we can create reports in a fraction of that 

time and show the results on one page in a format which is easier to read 
and nicer to look at. The colors and crosshatching of the software shows us 
whe~e we are penetr~ting and where our potential is much more quickly 
and In a more ~ppeahng style. It makes it much nicer to look at and speeds 
up understandIng of market analysis." 

AVERAGE HOUSEHOLD INCOME - 1985 

TRANSAMERICA 
LIFE COMPANIES 

E : &1 lYE! JUYlNI JNCIII!J 

Computer mapping 
continued from p. 7 

lanta, says his bank's software, pro­
vided by a nationally-known micro­
computer program supplier, has aided 
his firm in analyzing site location for 
branches, Automated Teller Machines 
(ATMs) and in evaluating existing 
banking facilities. The system also en­
ables the firm to study distributional 
aspects such as their customer base in 
a certain area , identifying product 
sales by geography, and population 
and employment growth potential in a 
particular region. 

Another bank which utilizes micro­
computer mapping is Barclay 's Bank 
of California in San Francisco. Ac­
cording to Brent Raines, market re­
search manager at the financial con­
cern, "We geocode our customers by 
census tract , meaning , we look at 
them according to household density 
and income in relation to our branches 
and stratify this information through 
the supplier's softwareprogram." 

Continues Raines , "This market­
driven program provides a very accu­
rate picture of our market area. We can 
see what's happening in relation to the 
rest of the industry and target market 
specific products." 

continued on p. 52 

Transamerloa 
Dooldental Life ,r 

Perry Zandi 
marketing applications specialist 

Transamerica Life Companies 
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ThEY'RE EATING 
YOUR LUNCH IN BOSTON 

AND DE1ROIT. 

You NEED To KNow WHY 
BEFORE DINNER. 

No problem, when you have 
Metaphor. Whether you're using data 
from your internal key account sales 
data base or syndicated Nielsen, SAMI 
or Scanning data, the Metaphor system 
brings it all to you in a meaningful 
form. All you do is push the buttons to 
request custom reports, analyze the 
information, and present the results as 
text or graphs. 

With Metaphor you can find more 
opportunities in the data you now 
have, increase your company's spend­
ing effectiveness, and focus your time 
on making decisions that build your 
company's business. 

If you are one of the 3000 marketing 
professionals currently using Metaphor, 
it's great working with you. If not, let's 
have lunch! 

metaphor 
J\ 

1965 Charleston Road· Mountain View, CA 94043 • Tel.: (415) 961-0192 
400 Oyster Point Boulevard 
Suite 204 
So. San Francisco, CA 94080 
(415) 871-6473 

417 South Hill Street 
Suite 1190 
Los Angeles, CA 90013 
(213) 625-2050 

1281 Main Street 
Stamford, CT 06902 
(203) 324-7540 

1011 East Touhy Avenue 
Suite 490 
Des Plaines, IL 60018 
(312) 298-7220 

1155 Avenue of the Americas 
Suite 2010 
New York, NY 10036 
(212) 382-0919 

11000 West 78th Street 
Eden Prairie, MN 55344 
(612) 941-6000 
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2000 Corporate Ridge 
Suite 570 
McLean, VA 22102 
(703) 749-3616 
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Data processing/ software 

Databases help companies 
with target marketing efforts 

By Beth E. Hoffman 
managing editor 

Businesses which require mar­
keting information, demo­
graphic data and application 

needs traditionally had to go to several 
different vendors to get that informa­
tion. Not only was this procedure 
costly and time-consuming but coordi­
nating relationships among the data 
was often difficult. 

A number of market research sup­
pliers have solved this problem. One is 
National Decision Systems, an Encini­
tas, Calif., company which supplies 
up-to-date demographic, marketing 
and site selection information to such 
industries as retail, insurance, finance, 
advertising and consumer goods. NDS 
provides users with in-house market­
ing databases, software and target 
marketing tools, all of which are PC­
oriented and usually compatible with 
the user's own software packages. 
These tools allow the user to report, 
manipulate, integrate, analyze and 
present the necessary data for any area 
of whatever size and shape in the U. S. 

A wide-range of information can be 
retrieved with these databases: demo­
graphic data; data on millions of busi­
nesses; geo-demographic lifestyle seg­
mentation; consumer expenditure data 
for major retail categories; employee 
data by type of business and location 
and color mapping for zip codes and 
census tract. 

Depending on the needs of the user, 
these databases can be used for target 
marketing, customer profiling, site 
evaluation, demographic analysis, 
market segmentation, color mapping, 
business and competitive analysis and 
sales forecasting, marketing and ad­
vertising campaign development and 
strategic business planning. 

NDS offers this extensive list of 
marketing databases by using laser op­
tic technology. The system is capable 
of accessing information from all over 

10 

the country, even for individual neigh­
borhoods. 

Aetna Ufe 
Matthew Robertson, research ad­

ministrator at AETNA Life & Casual­
ity in Connecticut, says the databases 
are a good source of multiple demo­
graphics and computerized mapping. 
The supplier's system is used to sup­
port its target marketing efforts. 

"We want to identify where the size-

LIFE & CASUALTY 

able markets are to penetrate and fine 
tune the markets we want to reach," 
says Robertson. "We want to effec­
tively reach the markets that positively 
assure a sale, whether it's life insur­
ance or auto insurance." 

To help one of the 24 national 
AETNA branch offices identify the 
growth potential of these markets, the 
firm uses zip code and census tract in­
formation displayed on a map. The 
map identifies the expected growth 
rate in that particular area. 

The report is then dispersed to field 
operations who then pass it on to 
branch offices. 

The mapping capability is particu­
larly attractive to AETNA. Prior to 
purchasing the mapping package, very 
little mapping was done, partially be­
cause the maps had to be purchased on 
an individual basis from a vendor 
whose software may not have been 
compatible with their own. 

"We used to have to go to one sup­
plier to do mapping, one for demo­
graphics and another for the software 
package to interface the demographics 
with the mapping. This meant we were 
charged each time for every service 
we got." 

Being able to get everything all in 
one package - raw data, software and 
should you need it, hardware - was 
particularly appealing to the firm. 

"You don't have to deal with inde­
pendent vendors to access all the infor­
mation you need and the supplier also 
generates the reports. Having an all­
encompassing package for one price 
was very important to us. It's like one­
stop shopping." 

Robertson cites other advantages to 
the software package: 

"We like the idea that the software is 
PC-oriented and can produce results 
quickly. The greatest selling point was 
that it's user-friendly and simple to 
learn because we're not programmers. 
This feature has been especially help­
ful for our branch managers because 
their time can be used more effec­
tively." 

Dunkin' Donuts 
The ability to access information 

quickly and easily are reasons which 
make the NDS databases appealing to 
John Rogozenski. Rogozenski, senior 
manager of market planning at 
Dunkin' Donuts of America, Inc., in 
Massachusetts, says the information 
which is available to them now is the 
same which the company purchased in 
"parts" years ago. 

"The information has always been 
available to our us but the process of 
getting that information was more 
time-consuming and costly," says Ro­
gozenski. 

"First we'd call in our requirements 
over the telephone to the supplier. It 
would then take two days for the sup­
plier to build the report and send it to 
us. Also, much of this information had 
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Areas of research interest (Check all that apply. Then 
CI RCLE the area of greatest) 

o Consumer non-durable 
o Consumer durable 
o Service (Banks, Ins. etc.) 
o Business-to-Business 
o Healthcare 
o Other (Specify) ___________ _ 

Signature ______________ _ 

Date _____ Title ________ _ 
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Data processing/ software 

to be retrieved manually using other 
reference sources. Now with the de­
mographic databases as well as the 
shopping, employment and geo-demo­
graphic market segmentation data­
bases right at our fingertips, we can 
get a number of site specific reports 
quickJy." 

" Within a matter of minutes," con­
tinues Rogozenski, " the computer ac­
cesses and formats all the data and 
then prints it into a hard-copy report. 
These reports can then be sent out im­
mediately to our field organization." 

Rogozenski also likes the idea that 
the data can be transferred into a stan­
dard software package they ' re cur­
rently using. 

" Once we create a demographic file 
for a large geographical area, we can 
transfer the data into another software 
package that we use to analyze the 
data. This eliminates the need to ex­
tract the demographic information and 
type it back into our market data file." 

Simultaneous capabilities 
In addition to demographic data , 

Rogozenski says they can generate a 
number of databases simultaneously 
that are related to a specific store loca­
tion . 

A Dunkin' Donuts field executive, 
for example, may call the headquarters 

DUNKIN' 
DONUTS® 
Its worth the trip. 

for a demographic report on a particu­
lar location . A member of the market 
planning staff locates the site on a map 
and then uses the system to determine 
the latitude and longitude coordinates 
of the location. The location coordi­
nates and various other codes are used 
to develop a "site record ," a flll-in­
the-blank report detailing the location 
and the type of reports to be created. 

March 1987 

Other than pure demographic data , 
Dunkin' Donuts can access a customer 
targeting and lifestyle segmentation 
database for a specified radius around 
a particular area. This database clus­
ters neighborhoods with similar 
hou sehold lifestyles and classifies 
them into 48 geo-demographic market 
segments. This system helps to iden­
tify, quantify and locate the "prime" 
customers in terms of purchasing, fi­
nancial and media behavior. 

Another report the company uses is 
a business/employee database. It al­
lows the user to identify the business , 
competitive and employment mix In 

the selected area. 

"All of these random 
pieces of information -
mapping, expenditure 
reports, shopping center 
reports - are wrapped up 
in one interlocking 
system which can be put 
into our mainframe and 
manipulated with other 
software packages. 
Having this in-house 
capability puts us in 
complete control. " 
Jeriann King 

Homart 
The ability to run reports and do 

more analysis with a very quick turn­
around time has also saved Homart 
Development Co. time and money. 
The Chicago-based developer of shop­
ping centers and office buildings can 
now more quickJy look at more poten­
tial markets/sites for their shopping 
malls in any part of the country. 

" The NDS system allows us to do 
preliminary screening very quickly 
and easily for markets and sites which 
need to be reviewed," says James 
Brand, real estate analyst at the firm. 
" This first pass analysis provides us 
with verifiable census data for the 
market areas we define." 

Southland 
Southland Corp ., operator of the 

largest convenience store chain in the 
world such as 7-Eleven and Quik 
Mart , uses NDS databases in combina­
tion with other company reports. 

The consumer expenditure database 
produces one-page reportswith poten­
tial consumer expenditure data for 10 
major retail trade categories, shopping 
center square footage and a retail satu­
ration index for each trade area . These 
reports accurately identify a reas of 
high and low demand for products and 
services. 

"We use those reports with our 
known demographics to see if we get a 
' fit,' and/or if that location would be a 

continued on p. 49 

John Rogozenski 
senior manager of market planning 

Dunkin' Donuts of America, Inc. 

Jeriann King 
research systems manager 

Southland Corp. 
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Data processing / software 

Computer interviewing 
gaining popularity 
By Beth E. Hoffman 
managing editor 

I f you had the choice, would you 
rather be in a job interview an­
swering questions of your pro­

spective employer face-to-face, or all 
alone, inputting your answers onto a 
computer keyboard? 

If you're like most people and con­
sider job interviews as pleasureable as 
a visit to the dentist, then the latter 
would be your preference. 

For market researchers, computer 
interviewing is becoming more and 
more their preference as well for as­
sessing things like product demand. 
Personnel officers prefer it to screen 
job applicants. 

Why its popularity? Faster gathering 

Ted Evans 
manager of planning and analysis 
Chevron Corp.'s Ortho Consumer 

Products division 

Don Marshall 
manager, quantitative analysis 

Smith Kline & French Laboratories 
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and analysis of data, say its users. Fur­
thermore, some seem to think respon­
dents answer more truthfully to a com­
puter than face-to-face to another 
human being. 

"The technique is state-of-the-art," 
says Ted Evans , manager of planning 
and analysis at Chevron Corp.'s Ortho 
Consumer Products unit in San Fran­
cisco. 

"It seems to make the respondent 

Chevron 

III DRTHO 
more comfortable and provides more 
time and reflection in answering the 
questions. Compared to personal in­
terviews or mail surveys, we really 
believe the results are more represent­
ative of people's attitudes and opin­
ions." 

Chevron used the tool, provided by 
a software supplier, about two years 
ago on its field marketing people. 
Chevron asked the 140 employees na­
tionwide to assess the company's mar­
keting strategy as well as questions 
about their job. 

The computer interviewing tech­
nique was opted over the paper and 
pencil method to prevent the employ­
ees' supervisors from "hovering 
around and looking over their shoul­
ders." Says Evans, "That can be very 
intimidating." 

Reducing intimidation 
Because many sales people work out 

of their homes and don't have PCs, 
respondents were asked to go off the 
work-site to complete the approxi­
mately 30 minute interview. If they 
didn't have access to a personal com­
puter, they were instructed to go to a 
computer store and, if necessary, pay 
for the use of the machine. Needless to 
say, only two were required to hand 
over the $5 or $10 "rental" fee. 

Disk and letter 
The floppy disk each participant re­

ceived stored both open-ended and 
scaler-type questions. In addition, 
each respondent received a letter 
which guaranteed their anonymity and 
provided the basic instructions for 
completing the interview. The inter­
view was to be completed and the 
floppy disk returned in two weeks. 

Machine-readable 
"One of the big advantages of the 

data being on a floppy disk is that it's 
in machine-readable form ," says 
Evans. "This speeds up the data anal­
ysis tremendously. With hand-written 
surveys, the data would have to be 
key- punched and cross-tabulated. Not 
only is the paper and pencil method 
time-consuming but it leaves room for 
transcription errors." 

Company adjustments 
The results from the research 

showed that Chevron needed to im­
prove its point of sale materials, adjust 
its advertising and make some minor 
shifting of workloads. Getting this 
kind of employee participation is high 
on the company's priority list, says 
Evans. 

"We like active employee input at 
all levels of the organization on how 
we might improve as a whole. We 
can't assume the study was fully re­
sponsible, but we believe there's been 
an improvement in employee perform­
ance and productivity. That's the name 
of the game." 

Evans warns those who seek em­
ployee input to remember a very im­
portant premise. 

"You must genuinely want this kind 
of information and be willing to use it 
to improve your company. You must 
also be willing to accept the fact that 
there are some good ideas out there, 
ideas besides your own." 

Product potential 
For yet another purpose , Smith 

Kline & French Laboratories in Phila­
delphia, manufacturer of pharmaceuti­
cal and hospital products, uses com-

continued on p. 50 
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----NAMES OF NOTE----
John Mason has been named vice 
president of the Chicago marketing 
group of NFO Research , Toledo. He 
was formerly general manager of the 
Majers Corp. office , Chicago. 

Ron Arden and Nick Mysore have 
joined HTI Customs Research , a divi­
sion of the NPD Group , Port Washing­
ton , NY, as account executives. Arden 
was formerly with Decisions Center 
and Mysore was with NFO Research. 

Kathleen Moran has been promoted 
to research director, Washington office 
of Opinion Research Corp. , from re­
search associate . 

James Carter, vice president, general 
counsel , has been named to the board 
of directors , Nielsen Media Research , 
Northbrook, IL. 

Corinne Maginnis has been named to 
the new position of corporate senior 
vice president , from executive vice 
president, production services , Mar-

keting Research Group. Also , Jack 
Wolf has been named to the new posi­
tion of corporate senior vice president, 
database marketing , from executive 
vice president , marketing services 
group , Dallas. 

Gary Johnson has joined Rockwood 
Research , St. Paul , MN, as account 
manager. He was formerly with Plas­
man & Assoc., Minneapolis. 

Jeffrey Harris has joined Interna­
tional Communications Research , 
Inc ., Media, PA as vice president. He 
was previously vice president, client 
services , at R.H. Bruskin Assoc. 

Mel Miller has been named president 
of Mel Miller & Associates, New 
York, a qualitative research company. 
He was formerly doing qualitative re­
search work at ASK Assoc. 

Alan A. Roberts recently retired from 
Continental Grain Co. , Chicago , as 
manager of market research , Wayne 
Feed Div. 

Larry Herman has joined Guideline 
Research Corp., New York, as vice 
president. He was formerly vice presi­
dent and group head with Admar, New 
York . Joining Guideline Research 
West, Los Angeles, is Steven Sato as 
general manager, vice president. He 
was formerly with Lieberman West, 
Los Angeles. 

Robert McCann will join SAMI as 
senior vice president, sales & market­
ing. McCann has been heading the 
marketing and development efforts of 
ScanAmerica, a joint venture between 
SAMIIBurke and Arbitron Ratings. 
Prior to his ScanAmerica assignment, 
he served Burke Marketing Services in 
a general management position for the 
panel and media services division of 
the Test Marketing Group and as re­
gional manager of AdTel. He is a 
former partner of Booz Allen & Ham­
ilton, senior production manager at 
Colgate Palmolive and account man­
ager at Grey Advertising. 

continued on p. 16 

WHICH WEIGH? 
Which product will a customer choose? We have 15 years of "What If?" prediction modeling 

How do they weigh their options and priorities? experience . . . with 1 OO's of projects covering most 
Which feature(s) will they give up to get? Which business and consumer categories. 
marketing information/research will reveal the Learn which weigh your customers will 
true hot buttons? react .. . before you commit significant time and 
EVERY DECISION INVOLVES TRADE-OFFS! money Think of it as management CAD/CAM with 

All customers make choices by weighing spreadsheet capabilities. Gain a competitive edge 
alternatives and making concessions and with proprietary strategic information . Studies can 
compromises. Traditional marketing researc~~ be completed in a matter of weeks on very 
and management information sources ~t ' reasonable budgets. 
seldom includes this critical aspect of ~ '{ WHICH SUPPLIER DO YOU USE? 
basic behavior! ~ That too is a matter of Trade-offs. Check 
TRADE-OFF RESEARCH rc 8 us out, weigh your options and make 
is a full service specialist in the best choice. 
conjoint/ trade-off For an estimate 
analysis. We use or demo contact 
interactive computer Harris Goldstein, 
techniques. President. 

--..~~------- - -- ----

RESEARCH, INC. 
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PRODUCT AND SERVICE UPDATE 

Salad dressing study 
The market for salad dressings will 
grow at an average annual rate of 
4.3% through 1992 - with retail sales 
rising to almost $1.9 billion from 
their 1986 level of $1.5 billion - ac­
cording to a recently-published 
study by Packaged Facts. Annual 
growth of under 4% is projected for 
three of the segments in this mar­
ket, i.e., pourable, spoonable and 
dry. However, for the fourth seg­
ment, i.e., refrigerated, a growth of 
more than 9% is forecast. More 
than 200 pages in length , the Pack­
aged Facts study, The Salad Dress­
ings Market covers the overall mar­
ket as well as its four major 
segments, i.e., pourable, spoonable, 
dry and refrigerated. Leading mar­
keters are profiled, and there are 
special sections on market size and 
growth, the competitive situation 
(including brand share), new prod­
uct trends, national advertising ex­
penditures and consumer usage. 
The study contains charts and ta­
bles as well as actual examples of 
advertising, both print ads and TV 

storyboards. Contact Packaged 
Facts, 274 Madison Ave., New York 
NY 10016. 

Auto reports 
Chrysler's new Dodge Shadow, 
Plymouth Sundance and Pontiac's 
Bonneville are among the first 
models studied in a new series of 
Maritz Marketing Research auto re­
ports. Just how owners evaluated 
these newly introduced vehicles 
and several others are contained in 
separate reports call ed "I n it ial 
Buyer Studies." Reports on the 
Dodge Dakota and Dodge Raider 
are also available. Studies to be re­
leased in March include the Toyota 
FX-16, Nissan Pulsar NX and Nissan 
Pathfinder. Each study is based on 
200 completed phone interviews 
with the principle drivers of the vehi­
cles. Study samples are drawn from 
those who bought the vehicles 
within the first full month after intro­
duction. Contact Tim Rogers or 
Alan Vivian at (419) 841-2831. 

CENTRAC, The Leader in 
Computer Assisted Telephone 
Market Research 
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featuring OSCAR * 
• OSCAR speeds results to you with definitive accuracy 

• Features on line data access and tabulation 

• Over 100 computerized telephone 
stations with visual and audio 
monitors to insure quality control. 

• A large, well-trained staff 
of interviewers 

• Years of growth with hundreds 
of satisfied clients since 1971 

* On Site Computer Assisted Research Ciint I ~IC For details call Ron Leeds, Joe Calvanelli , Queene Ayvazian, 
• ~ Shirley Steinfeld, or Lydia Kihm at: (201) 385-8300 

INC. 375 S. Washington Ave. • Bergenfield· N.J. 07621 
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Geographic levels 
National Planning Data Corp. an­
nounces that new "levels" of geog­
raphy will be included on the MAX 
Online Demographic Data Manage­
ment and Reporting System. The 
new geographic levels include: mi­
nor civil divisions (in tracted areas); 
metro areas (both MSA and SMSA 
definitions); areas of dominant in­
fluence (ADls); designated market 
areas (DMAs); and Census places; 
and "user-defined" areas. These lev­
els are in addition to those already 
on MAX, namely: census tract , ZIP 
code, county and state. Having MAX 
treat each of these types of geogra­
phy as a separate "level" makes it 
easier for users to obtain individual 
standard reports or specific demo­
graphic items for these areas, it is 
claimed. Contact National Planning 
Data Corp., P.O. Box 610, Ithaca, NY 
14851. (607) 273-8208. 

Names of Note 
continued from p. 15 

Stephen J. Beer has joined Commer­
cial Federal Savings & Loan Assn., 
Omaha, as marketing research man­
ager. He was formerly head of his own 
research consulting firm. 

Amy Blonder has joined Newman­
Stein Inc. , marketing research , as 
group head. She was formerly group 
manager at Data Development Corp., 
New York City. 

Christine R. Hanneke has been pro­
moted to senior research associate at 
Fleishman-Hillard Inc. - Opinion Re­
search Div ., St. Louis. She was for­
merly research associate at the firm. 

Karl Preuss has been assigned to a 
new position as senior vice president, 
general manager, Warehouse With­
drawal Services. Preuss joined SAMI 
in 1971 and most recently headed sales 
for the company. 

Chip Certain has joined Research Al­
liance, San Francisco, as senior asso­
ciate. He was formerly manager, con­
sumer research, Dole Food Co. 
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Need Business­
To-Business 
Marketing Research? 
Determining the competitive position of your brand, product, 
division or company? Pin-pointing the buying influences for 
your product? Describing the right target audience? Mea­
suring the size of your market? Developing a new product? 
Evaluating the effectiveness of your advertising? 

Call McGraw-Hili 
Research 
McGraw-Hili Research has a variety 
of methodologies and techniques 
that have helped many companies 
take better advantage of their market­
ing opportunities. Our closeness to 
the business-to-business market­
place enables us to provide action­
able research for your marketing 
decisions at an affordable price. 

For a quote or proposal call 
Joseph T. Collins, Manager 
Marketing Research at 
(212) 512-3264. Or write him 
at McGraw-Hili Research , 
1221 Avenue of the Americas, 
New York, NY 10020 

~'~~ 
Itnl~ 

Put McGraw-Hili Research to work 
for you . 

If Irs a marketing research problem. 
we probably pioneered the solution. 

Need Telephone 
Interviewing? 
Want to survey a particular segment or c ross section of 
a special audience or market? Need InformatlOnfrom 
electronic engineers. houseWives . doctors . architects. 
computer owners. etc .? Do you want to follow-up on 
Inquiries . update a list . track the attitudes of customers 
and prospects? 

Call McGraw-Hili 
Research 
The Telephone InterViewing Center 
at McGraw-Hili Research can han­
dle all your data gathering needs 
quickly and efficiently. Whether it's 
Just an exploratory pretest or 
thousands of interviews. our 
trained . professional interviewers 
will deliver quality information at a 
reasonable price . 

Put McGraw-Hili Research 
to work for you . 

For a quote or proposal . call Sheryl R. 
Fox . Director-Telephone I nterview­
ing Center at (609) 426-5946. Or 
write her at the Telephone Interview­
ing Center. McGraw-Hili Research . 
Princeton-Hightstown Road . 
Hightstown. New Jersey 08520. 

~'~~ 
itnr~ 
If It'S a markellng research problem. 
we probably pioneered the solution 

Need Research That Utilizes 
Computer-Assisted 
Telephone Data Gathering? 
Want to gather information rapidly using state-of-the-art 
computer-assisted telephone interviewing? Need fast 
access to tabulated results? Require integrated graphics 
with sophisticated analysis? Are you seeking real-time 
information? 

Call R=~Tcl-N=T at 
McGraw-Hili Research 
ResearchNet is the leading edge 
approach to research that integrates 
study design, computer-assisted 
telephone interviewing, on-line 
tabulation, and report analysis capa­
bil ities as well as real-time data gath­
ering . ResearchNet links together 
McGraw-Hili Research project 
teams, interviewers' terminals, re­
spondent input, and you- to produce 
timely, accurate and meaningful 
study results . 

For a quote or proposal call 
SherylR. Fox (609)426-5946 
(Information Data Gathering) or 
Joseph T. Collins (212) 512-3264 
(Full-Service Research) or 
write David P. Forsyth at 
McGraw-Hili Research, 1221 
Avenue of the Americas, NY, 
NY 10020 

~'~~ 
itnl~ 
If it's a marketing research problem, 
we probably pioneered the solution. 

Need to Measure Your 
Corporate Communications? 
Want to define your company's image? Measure 
competitive strengths? Determine the acceptance of your 
company publications? Gauge reactions to your annual 
report? Determine the effectiveness' of your corporate 
advertising? Monitor the impact of important trends and 
developments on your company's business? 

Call McGraw-Hili 
Research 
Backed by 30 years of research 
experience covering scores of 
markets and fields. McGraw-HIli 
Research professionals design 
custom projects that can make a 
big difference in the success of 
your corporate communications 
efforts. The Corporate Commu­
nications Research Center will 
meet your research needs 
promptly. at a reasonable price. 

Put McGraw-Hili Research to work 
for you. 

For a Quote or proposal. call 
Joseph T. Collins. Manager. 
Corporate Communications 
Research Center at (212) 
512-3264. Or, write Corporate 
Communications Center. 1221 
Avenue of the Americas. New 
York. NY 10020. 

11115 a commUf'llCallOnS problem. we 
probably peoneered lhe solutIOn 
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Research helps AT & T 

Conducting telephone surveys, 
focus group sessions and mall 
intercepts are common proce­

dure for market managers testing a 
product or service concept. It was also 
the preliminary research process 
AT &T used to find out what type of 
newsletter best appealed to its tele­
phone customers in Minnesota. 

"Stay In Touch," ™ the four-page 
AT&T newsletter which accompanies 

• --
ATs.T 

customers ' AT&T Long Distance bills 
each month , was first mailed to Min­
nesota customers during October, 
1985. Two months prior to that, mar­
ket research was conducted to test a 
variety of newsletter names, designs, 
formats and contents. After October, 
1985, quarterly telephone surveys 
were conducted to test customers' re­
actions to the telephone bill and the 
newsletter. Additionally, a readers' 
opinion questionnnaire was included 
in the sixth issue of "Stay In Touch" in 
March, 1986. 

The first newsletter was sent along 
with the AT&T Long Distance bill to 
explain the new billing process. Prior 
to that, AT&T separate billing in Min­
nesota, Northwestern Bell handled 
billing for AT&T services. 

Communication channel 
In addition to explaining the billing 

procedure, the newsletter was to pro­
vide a more regular channel of com­
munication between AT&T and its 
customers. The newsletter is a "team 
effort" of many departments at AT&T 
says Farideh Mohajer, consumer mar­
ket strategy manager at AT&T and the 
"Stay In Touch" editor. Previously, no 
other regular source of printed infor­
mation was available to AT&T resi­
dence customers. 

Quirk's Marketing Research Review 



sharpen its newsletter 

"Our preliminary research indi­
cated that there was a need for a regu­
lar channel of communication in our 
consumer markets. We also felt the 
need to establish a better and more 
consistent customer relationship," says 
Mohajer. "The newsletter is a way to 
communicate with our customers and 
to find out what information they 
want." 

"Stay In Touch" was first tested in 
Minnesota as a possible two-way, in­
teractive communication channel. One 
reason Minnesota was chosen as the 
"test site" was because the state has a 
large pool of AT&T long-distance cus­
tomers. More than 1.1 million people 
receive the newsletter. Research 
results and customer letters which Mo­
hajer receives daily indicate that those 
customers look forward to receiving 
their copy of the newsletter each 
month. 

Newsletter research 
A three-step process was involved 

in the preliminary newsletter research. 
First was a telephone survey, then fo­
cus group sessions and finally mall in­
tercepts. All of the participants in the 
study were Minnesota residents and 
AT &T long-distance customers. 

The telephone survey involved 200 
respondents who were selected ran­
domly out of the 1.1 million customer 
base. The purpose was to find out 
what name would be most appealing as 
the title for the newsletter. Out of the 
22 names tested, "In Touch" was 
the one most favored. When it was 
learned that the name was already be­
ing used as the title for another publi­
cation, "Stay In Touch" was chosen. 

'''Stay In Touch' fits more appropri­
ately the image AT&T presents," says 
Mohajer. "It implies interaction and 
describes the relationship we have 
with our customers. We want to en­
courage them to contact us with any 
questions or problems they have re-

Editor's note: The AT&T "Stay In 
Touch" newsletter program has 
recently been expanded to Arizona. 
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garding AT&T and we're always will­
ing to contact them for whatever con­
cern they might have." 

Four focus group sessions involving 
10 people in each group was the sec­
ond part of the research effort. Sam­
ples of different types of newsletters 
were distributed among the respon­
dents and a number of variables were 
tested. These were: the color of the 
new letter, the format and lay-out, 
whether mat or glossy paper was pre­
ferred, the style of writing and how 
easily it could be read and the length 
of the articles. 

The last step involved mall inter­
cepts conducted at a large suburban 
shopping mall in the Minneapolis/St. 
Paul area. AT&T customers were 
shown five newsletter samples and 
five names and asked to comment on 
whether the names were in line with 
AT&T's image, the newsletter's attrac­
tiveness and creativity and the lay­
out. 

Newsletter changes 
Since the first newsletter mailed, it 

has undergone several changes. Many 
of the changes resulted from cus­
tomers' suggestions about its design or 
content. Some of the focus group par­
ticipants, for example, didn't like the 
company's red, blue and black color 
stripes running across the top portion 
of the masthead. The suggestion was 
to run it along the side of the newslet­
ter' on the left-hand border. That's 
now where the band appears. Other 
customers said they prefer the "In 
This Issue" box on the top part of the 
masthead so that they can easily find 
out the information included. It was 
then enlarged and spread out under the 
"Stay In Touch" title. Mohajer has 
made several changes on the newslet­
ter herself. One of the more important 
changes has been her writing style 
which she says has "evolved" to ac­
commodate the preferences of her 
readers. Another change has been in 
the name. Since October, 1986, the 
newsletter has been called "Stay In 
Touch - Minnesota." 

The type of paper the newsletter has 
been printed on was also changed. Be­
tween Ocotber, 1985, and September, 
1986, half of the newsletters were 
printed on a glossy-finished paper; the 
other half had a mat-finish. This was 
to find out which paper was most per­
ferred. Many customers and focus 
group participants felt the glossy-fin­
ish had more glare and those with 
glasses had a more difficult time read­
ing it. This type of surface was also 
considered impersonal and associated 
with paper many large companies 
would use in their mailings. This mat­
finish didn't have the glare and was 
considered more warm and welcom­
ing. 

Mail survey 
In March, 1986, six months after the 

first issuemailed.AT&T customers 
were mailed a survey to get their reac­
tion to the newsletter and to find out 
what they were interested in reading 
about. Out of the 1.1 million survey 

Continued on p. 20 

Farideh (Faye) Mohajer is consumer 
market strategy manager at AT&T 
and the editor of "Stay In Touch." 
Prior to joining AT&T in 1983, 
Mohajer was an assistant professor 
in the communications department 
for two years at the University of 
Wisconsin, Whitewater. She also 
started and directed the university's 
public relations program. Mohajer 
has a Ph.D. in communication 
theory and research from the 
University of Southern California. 
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Morketeam 
Associates 
Announces New Focus Group Facilities In Cleveland 

Open March 1, 1987 
• Large and Flexible Conference 

Setting For Participants 
• Observation Room That 

Comfortably Accommodates 
12 Clients • Separate Entrances For 

Participants and Clients • Private Lounge For Clients 

20 

• Totally Separate Climate Control System In Focus Group Area 

3645 Warrensville Center Road, Shaker Heights, Ohio 44122 
216-491-9515 
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SOMETIMES IT DOESN'T PAY TO REPEAT YOURSELF 

In survey research , repeating respondents can be dangerous 
to your DATA'S health. 

REPEAT RESPONDENT MATCHING 
This one of a kind computer validation method points out which interviewers are 
causing quality problems. You can validate focus groups, door-to-door, mall and 
telephone studies. 
Join the many health conscious manufacturers, suppliers, and field services which 
validate their research this superior way. 

OVER 1 MILLION INTERVIEWS VALIDATED 

For more information and a free trial , call JOHN ELROD 

-
SIGMA RESEARCH COMPANY 

. 1275 15th Street 
Fort Lee , NJ 07024-1950 

(201) 886-0550 
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recipients, well over 15 ,000 mailed 
back the questionnaire. 

One objective of the mail survey 
was to find out if the newsletter was 
meeting the objective of providing 
customers with information they 
needed and wanted to read about, says 
Mohajer. In addition , specific charac­
teristics about the newsletter were 
tested. These were its informative­
ness, usefulness and liability. The 
results showed that 80 % felt it was in­
formative , 75 % said it was useful and 
over 62 % said it was reliable. More 

"Our preliminary 
research indicated that 
there was a need for a 
regular channel of 
communication in our 
consumer markets. We 
also felt the need to 
establish a better and 
more consistent customer 
relationship. The 
newsletter is a way to 
communicate with our 
customers and to find out 
what information they 
want." Faye Mohajer. 

than 70% mentioned that they would 
like to continue receiving the newslet­
ter. 

Other results from the survey 
showed that the customers wanted 
more information on AT&T long dis­
tance prices , followed by AT&T long­
distance programs and billing and 
AT&T services. A second customer 
opinion questionnaire was included in 
the February, 1987, Vol. II , No.5 is­
sue. 

Mohajer has been pleased with the 
number of people who read and rely 
on the newsletter and especially those 
who write her with comments, ques­
tions or suggestions for future issues. 

" We'll never run short of copy," 
says Mohajer. " There are many things 
happening all the time at AT&T." MRR 
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Women executives earn half 
as much as male peers 

to be with their newborn infants, but 
40% disagreed. 

• More than three-fourths believe 
"dressing for success" isn't limited to 
a suit and blouse at the office. 

• When asked who is the "most in­
fluential woman in American business 
today," the women surveyed most fre­
quently cited Katherine Graham, 
chairwoman and chief executive offi­
cer of Washington Post Co. 

W omen executives earn only 
half as much as their male 
counterparts despite signifi­

cant salary and career gains since 
1980, a Heidrick & Struggles Inc. sur­
vey shows. 

The study of women executives at 
the nation's Fortune 1000 companies 
shows that from the vice president's 
level on up, the average salary for 
women during 1986 was $124,623. In 
a separate survey in 1985, the execu­
tive-search consulting firm discovered 
that their male counterparts averaged 
$213 ,000. 

The survey does show significant 
gains since 1980, however, the last 
time Heidrick & Struggles did a simi­
lar study. In 1986, the typical female 
officer's cash compensation was 
$116,810. In 1980, less than 10% of 
the group earned that much. More­
over, four out of five women surveyed 
have reached the vice president level 
or above; in 1980, only one-third had. 
The overwhelming majority of the re­
spondents were promoted from within 
their companies. 

A description of the typical female 
executive is a contrast to her male col­
leagues, the study shows. According 
to the report, she is 44 years old, white 
and Protestant and has no children. 
Forty-one percent of the women are 
unmarried, compared with only 7.5 % 
of the men. Female executives think 
many high-achieving women forgo 
children to stay on the corporate fast 
track. 

Her 55 hours-per-week office life 
doesn't always derive satisfaction for 
her efforts. More than half of the 
women officers say they believe 
women are increasingly becoming 
self-employed because of managers' 
continued "discomfort" with women 
in executive posts. 

Despite this, she wouldn't stay at 
home even if she were paid her full 
salary to do so. 

Still other survey results include: 

• Women find that their high rank 
sometimes causes conflicts with 
spouses. One of five married female 
executives resolves relocation con­
flicts by allowing the spouse with the 
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higher pay to govern those decisions. 
But of those earning more than 
$160,000, one of four solves those 
problems with a commuter marriage. 

• Forty-two percent of the women 
said there should be a national parental 
leave policy guaranteeing mothers or 
fathers their jobs if they take time off 

iN SAN diEGO 

Released in December, 1986, the 
Heidrick & Struggles survey based its 
results on responses from about half of 
the 412 women sent questionnaires. 

TAyLoR RE§EARCit ••• 
... has been the leading field service since 1956. What 

began as a small interviewing service in the door-to-door era 
has become a centrally managed organization covering the 
depth and breadth of America's 7th largest city. We rely on 
rigorous operating standards, intensive supervision, and per­
sonal attention from senior staff members to ensure our clients 
of the highest quality field work. At TAYLOR RESEARCH, 
we make it our business to complete your project on time and 
under budget. 

GROSSMONT CENTER, a regional 
mall noted for its "heartland" shopper pro­
file, is host to nearly 150 merchants and four 
major anchor stores. 

TAYLOR RESEARCH occupies prime 
space at the mall. Facilities include two 
large focus group rooms, each with its own 
comfortable and completely stocked view­
ing area. There is a well equipped profes­
sional test kitchen for taste tests. An addi­
tional 800 square feet of interviewing 
stations allows us to maintain tight security 
for our clients. 

San Diego's Banker's Hill district is home 
of TAYLOR RESEARCH's oldest facility. 
In the Victorian era structure are a modern , 
fully equipped test kitchen , a spac(ous focus 
group room with a private, comfortable 
viewing area, and twenty-five telephones in 
a closely supervised bank. 

TAYLOR RESEARCH has talked to over 
900,000 respondents about several thou­
sand products. The quality of our work has 
earned us the friendship of major corpora­
tions nationwide! 

c::=::J TAyLoR Phone: 1-800-262-4426 
~RESEARCIt In California: 1-619-299-6368 
.... j5ANdiEGO __ 

j202 T~iRd AVE. SAN diEGo. CA. 9210j 
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Conjoint analysis enhances 
cOInputer-based intervievvs 

Conjoint analysis is an informa­
tion gathering technique which 
has increased the effectiveness 

of computer-based interviewing. This 
investigative market research method 
employs interactive software to deter­
mine buyer preference on a particular 
product. 

Printronix, a manufacturer of com­
puter printers in Irvine, Calif., re­
cently sponsored a nationwide con­
joint analysis project using interactive 
software provided by Trade-Off Re­
search Services. 

The objective of this direct-mail 
project was to identify the buying 
habits of present and future customers 
as well as those purchasers of competi­
tive products. 

"We are in a market-driven, com­
petitive printer industry where the cus­
tomer has many choices and options," 
says Jack Andersen, vice president of 
domestic marketing for Printronix. "It 
is critical for the growth of this com­
pany that we know why customers buy 
or reject some printers over others." 

Sample testing 
A pre-qualified list of decision­

makers, i.e., presidents, vice presi­
dents, sales and marketing managers 
and MIS directors , were sent 100 disk­
ettes with an average completion time 
of one-half hour. The sample diskette 
was mailed to fine tune the program 
prior to mailing a quantity of 1,600 in 
early January, 1987, and to ensure that 
questions asked in the survey were be­
ing asked properly. 

To date, Printronix has received a 
response rate of 50 % and anticipates a 
90% return. 

Understanding the marketplace 
Results received by Printronix man­

agement will help the company better 
understand the computer printer mar­
ketplace. The company will be able to 
identify its customer base, what the 
"hot" buttons are and what type of 
products customers want now and in 
the future. Furthermore, the results 
tabulated will be able to provide in­
sight to current and future product 
needs. 

Particular marketing strategies can 
also be developed , e.g. , on how to en­
gineer the product, if it's accurately 
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done to date, how to advertise the 
product and how best to sell it. 

"It's critical to focus your product 
marketing message to the needs of the 
buyer," says Andersen. "If we have 
designed certain elements into our 
products and then fail to promote 
them, we lose market share. That's the 
bottom line, so it's important to know 
as much as possible about the buyer." 

1,600 diskette surveys 
During January 9-16 , 1987, Prin­

tronix mailed 1,600 diskette surveys to 
a pre-qualified list of decision-makers. 
The surveys were divided according to 

the price range of the printers with 
only slight differences in the survey 
questions in both groups. Pre-qualify­
ing also determined whether or not de­
cision-makers were planning on pur­
chasing new equipment and when and 
the willingness of the decision-makers 
to participate in thesurvey. 

Cross-reference 
Upon completion of the project and 

in characterizing the marketplace , 

Jack Andersen 
vice president of domestic 
marketing 
Printronix 

TRADE-OFF STUDY 

• HOW TO POSITION 
• EVALUATE FEATURES 

FUNCTIONS, AND BE 

• fORECAST SALES 
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"We are in a market-driven, 
competitive printer 
industry where the 
customer has many choices 
and options. It is critical for 
the growth of this company 
that we know why 
customers buy or reject 
some printers over others. " 
Jack Andersen 

Printronix will be able to cross-refer­
ence various respondents (e.g. , MIS 
managers only ; companies under $10 
million; IBM-PC users only) to help 
identify and define vertical market po­
tentials. 

Additionally, " what if ' analysis can 
be generated from the results. For ex­
ample, if the speed of a printer were 
increased, with everything else re­
maining constant as it relates to quality 
and performance, how would this new 
input affect the current marketplace 
share? 
Accurate data 

Independent studies have shown that 
computerized interviewing results in 
more accurate data . Interviewer bias is 
eliminated, allowing the respondent to 
ponder a question as long as necessary 
without feeling pressured by an inter­
viewer. 

According to Andersen, "It pro­
vides Printronix a cost-effective, very 
accurate method of reaching lots of 
people in a very fast time frame and 
predicts how customers will make 
buying decisions." MRR 

Divorce rate peak may 
drop by 1990 

The high rate of divorce in the U.S. 
has peaked and may even drop by 
1990, Census Bureau researchers indi­
cate. 

Their study shows that older baby­
boom women will probably have the 
highest divorce rate in American his­
tory. Meanwhile , the younger baby­
boomers are predicted to divorce less 
frequently, reports Arthur Norton of 
the Census Bureau's population divi­
sion. 

Norton , along with coauthor Jeanne 
Moorman, a Census Bureau demogra­
pher, base their projections on 1985 
statistics. As many as 60% of women 
30 to 39 will divorce compared with 
24 % of women in their 50s and 36 % 
of women in their 40s. 

Norton says women in their 30s 
have a high divorce rate because they 
were in the forefront of social change. 
Extreme changes such as delaying 
marriage to pursue college and a ca­
reer put a tremendous burden on these 
women. 

Younger baby-boomers, on the other 
hand, are expected to divorce less fre­
quently because they have developed a 
more realistic set of expectations. 

Furthermore, the study also found 
that marriages are more likely to last if 
the bride and groom are older when 
they marry. In 1985, 32 % of women 
married before age 20 had divorced, 
compared with 20% in 1970. Addi­
tionally, women in their 30s with a col­
lege degree were not as likely to be 
divorced as less educated women, the 
researchers found. 

"QUALITATIVE RESEARCH IS THE 
PRECIOUS JEWEL OF MARKETING 

RESEARCH TECHNIQUES 
At Analysis/Research Limited, we treat your Focus Group like the ex­

pensive jewel it is: with professional care and polish, to produce the 
brilliant results which come only from years of experience. , , 

Let your Qualitative Research shine with Analysis/Research Limited. 

~
he Precise Mix of Science and Art 

~1..M8I~~ LI)W' X::e:::K> 

SAN DIEGO • LONDON • MEXICO 
Telephone 619/268-4800 

Arline M. Lowenthal 
President 
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DO YOU HAVE TO 
COUNT ON THE LUCK 
OF THE IRISH TO GET 

ACTIONABLE 
RESEARCH RESULTS? 

NOT ANY MORE! 
The Datafax Company doesn't rely 

on luck to provide clients with usable 
research results. A combination of 
skill and hard work enable us to de­
liver research to you that is accurate, 
projectable and useful. 

The Datafax Company provides 
national , regional, and local custom 
research expertly designed and exe­
cuted to meet your needs. In the 
twelve years we have been in busi­
ness, we have conducted a wide 
variety of consumer and industrial 
studies, ranging from the U.S . Gov­
ernment to a regional chain of fu­
neral homes, The Florida Depart­
ment of Citrus to a midwest 
restaurant chain. 

IF YOU TIllNK 
RESEARCH IS 

IMPORTANT ... 

GIVE us A CALL 

Tf-IE 

DATA FA X 
COMPANY. INC. 

2600 Maitland Center Pkwy. 
Ste.170 
Maitland, Florida 32751 

1-800-233-3578, (In Fla. (305) 660-8878 

Full Service: Dr. Gordon McAleer, 
Sheila Raw, or Felicia Lassk 

Field Service: Carole Redstone 
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Workers over 50 
highly valued 
by employers 

Workers age 50 and over are highly 
valued by their employers for their ex­
perience, knowledge and work habits , 
says a survey conducted for the Amer­
ican Association of Retired Persons 
(AARP). The survey of personnel 
managers at 400 diversified companies 
found that 90 % of the employers 
believe older workers are cost - effec­
tive. 

"The number of young people is de­
clining and businesses are finding 
themselves shorthanded ," says Fran 
Rothstein, director of research for the 
National Alliance of Business in Wash­
ington, D.C. 

By the year 2020, the number of 
those 65 and older is expected to 
nearly double, Rothenstein says. 

Furthermore, 86% of those person­
nel managers believed older workers 
as punctual and having good attend­
ance; 82 % agreed that older workers 
have a commitment to quality and 
71 % felt older workers had a solid 

TRADE NEWS 
performance record. 

One corporation which has launched 
a training program for prospective em­
ployees age 55 and over is Mc­
Donald 's. The program, called " Mc­
Masters ," is conducted in Dallas , 
Tulsa , Baltimore , Seattle , Detroit , 
Denver and Washington , D.C. Mc­
Masters job coaches (outstanding 
managers from company -owned 
stores) train the older employees. 

The program, which currently has 
over 1,000 enrollees and is expected 
to grow , channels these older employ­
ees into positions such as drive­
through attendants , administration as­
sistants , hostesses , hosts , salad makers 
and biscuitmakers. 

Corning Glass Works in Corning , 
N. Y. , has hired retirees for short term 
projects over the past four years be­
cause they are considered more moti­
vated and better trained than tempo­
rary workers . 

AARP has long supported such ef­
forts in the private sector and estab­
lished a Worker Equity Initiative to ad­
vocate equal rights for the nation' s 
older employees. 

High quality 
is choice in 
quality / cost debate 

High quality can be the only choice 
in the debate between cost and quality, 
according to representatives from four 
major U.S . corporations. The objec­
tive for all , however, will be to main­
tain the tenuous balance between the 
two by striving to achieve high quality 
at low cost. 

These were comments made by rep­
resentatives from GTE, Campbell 's, 
The New York Times and Volvo in a 
panel discussion sponsored by Total 
Research Corp. , Princeton, N.1. Panel 
members discussing " Cost vs. Qual­
ity: Strategic Optimization" included 
Michael Hartman, marketing services 
director, GTE Midwestern Telephone 
Operations ; Richard Nelson , group 
manager, Campbell Soup Co.; Susan 
Greendale , marketing director, The 
New York Times and Gus Diaz, mar­
keting research manager, Volvo Cars 
of North America. 

The following are some of the high­
lights of their remarks: 

The Fieldwork Solution. 
QlJtJJifY- Data Collection. 

Rap-id Turnaround. 
Comp-etitive Pricing. 

D 50 Phone Stations. 
D Nat.lLocal (S. Cal) Coverage. 
D Bilingual/Spanish. 
D Nat.lLocal Probability Sample. 
D Coding and Tab. 

D Validation Services. 
D On Site and Remote Monitoring. 
D Computer Assisted Calling. 
D Experienced Interviewers. 
D Flexible Scheduling. 

D Senior Staff Supervision. 
D Responsive Service. 
ISA is built to meet your needs 
and budget. Call Michael 
Halberstam or Lynne Denne. 
(818)989J044 ,~~ 

INTERVIEWI G SERVICE OF AMERICA, I C, 16005 SHERMA WAY, VA ~ 
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What is your company's current po­
sition on cost vs . quality? Gus Diaz, 
Volvo: "We are obviously not the low­
est priced car on the market, but what 
we try to do is to create an aspect of 
fair value to the consumer. And that's 
really our benchmark and our strategic 
focus. You get a certain amount of 
quality, you do pay somewhat of a pre­
mium price, buy it's worth it because 
value and quality are readily apparent 
to the consumer. 

How do you define qUality? Richard 
Nelson, Campbell 's: "We can't define 
qUality. The consumer defines quality. 
Very rarely is it an absolute thing. It's 
relative to other trade-offs that con­
sumers have ... " 

Can you change quality perception 
simply through advertising, with no 
change in the product itself? Susan 
Greendale, NYT: " You can alter 
(quality image) in the short run but if 
the product doesn't deliver after a 
product trial, you're in a worse situa­
tion than you were before you invested 
the money in altering the image." 

Where do you think businesses in 
general are moving in terms of balanc-

ing cost and quality? What will the pri­
orities be in the next several years? 
Michael Hartman , GTE: "I think 
we're going more towards quality be­
cause the ability to produce the tech­
nology in both products and services is 
coming down in cost. It's available to 
everyone. The world is going to swing 
more towards quality and customized 
services." 

Executives often 
avoid 'teamwork' 

"Teamwork is reported to be less 
than 40% among top-level corporate 
teams who work together, says Robert 
Lefton, president of Psychological As­
sociates, a training company. One­
third of the time, the group leader 
takes control to avoid opposition, he 
says. 

Collaboration is distrusted and con­
sidered "soft" and "unbusinesslike" 
by many executives, says Lefton. The 
hard- nosed, authoritarian approach is 
the style preferred. Also, executives 
feel uncomfortable with brainstorming 
which requires them to sit back and re­
flect on goals and strategies. 

Poll says spiritual 
growth top priority 

Personal spiritual growth is consid­
ered the top priority for Christians, a 
Gallup Poll reports. 

The poll, commissioned by the Ro­
bert H. Schuller Ministries , states that 
among 39 % of Americans nationally, 
"concentrating on the spiritual growth 
of one's family and self' was the most 
important. Next was winning the 
world for Jesus Christ (27%) , support­
ing community causes (15%) , 
strengthening the local church (6 %) 
and influencing legislation on impor­
tant issues (5 %). 

George Gallup, director of the poll­
ing organization, says what surprised 
him was that personal spiritual growth 
was the first priority of all kinds of 
Christians except for evangelicals and 
political conservatives. In both in­
stances those groups said winning the 
world for Christ was most important 
(48 % for conservatives and 62 % for 
evangelicals) . 

The poll involved personal inter­
views with 1,522 adults, 18 and older. 

Getting The Facts To You 
ACCURATELY 
Is Our Business 

Talk to a 
PULSE/PC 
program and 
your PC 

~~§~~~u~::~ becomes your ,. ~ .. -- . ~~ ..... -
Central Location Test 

Facility Includes: 

Personal Consultant 

PULSEIQSEG™ The Market Segmentation and Profile System 
PULSEIQUAD™ The Quadrant Analysis System 
PULSEIMPC™ The Multiple Paired Comparison System 
PULSEIRSAMP™ The Balanced Block Random Sample Generator 

• OUR PC programs are conversational, interactive, and 
USER FRIENDLY 

• OUR tutorial manuals are designed for quick learning 
• OUR research report ready output is organized 

for expedient analysis 
• YOUR cost is probably LESS than you would pay a 

consultant or a service for a single application!!! 

SPECIAL INTRODUCTORY OFFER: 
The four manuals plus a demonstration disk for $60 (deduct­
ible from 1st purchase of any of the programs.) 

For information call 201-447-2104 or write to: 

Pulse Analytics Inc. 
P.O. Box 116 • Ridgewood, NJ 07450 
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• 2 spacious conference 
rooms (14 x 28 and 12 x 
20) with one way viewing 
mirrors (3% x 7%) 

• Viewing rooms comfor· 
tably accommodate 8 

• Video and audio equip­
ment 

• Test kitchen facilities 
• Large testing room (25 x 

28) or third conference 
room 

• 1225 sq. ft. warehouse 
space available 

• 2 reception areas with 
outside entries • .00080. " . 

National Coverage Custom Research 

Complete Marketing Research Services 
Accuracy Is Our Policy 

Penny Miles James Miles 
PRESIDENT CHAIRMAN OF THE BOARD 

Centrally located in the center of the Dallas/Fort 
Worth Metroplex - 12 minutes away from the 
Dallas/Fort Worth Airport 

~~~,11ee, 
CORP. ·HQ. 1221 CORPORATE DRIVE EAST 
ARLINGTON, TEXAS 76006 • (817) 640-4272 
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Taking the risk out 
buying PC software 

of 

By Joseph Curry 

T hese days, you can't read a 
marketing trade publication 
without encountering ads for 

research software - cross-tabs, statisti­
cal packages, focus group databases 
and interviewing software packages. 
The software publishers are telling 
you that "everyone's doing it" and 
urging you to take the plunge. 

Don't panic and rush to buy. The 
right software can do the things the ad­
vertisers tout: increase productivity, 
accuracy and cut costs. The wrong 
software, however, will not. 

Marketing research software is ex­
pensive and to a far greater extent then 
word processing and database pack­
ages, it is your business. Its purchase 
should be carefully considered. Here 
are my suggestions for taking the risk 
out of buying software: 

Learn what's available: In the past 
this wasn't easy. The main source of 
software information was the major 
PC publications that, except for an oc­
casional statistical package review, 
didn't cover marketing research soft­
ware. Today there are a number of 
publications that list software of inter­
est to marketing researchers. Here are 
some of them: 

- Directory of Software for Market­
ing and Marketing Research (AMA 
Marketing News) 

- PC Software for Marketing and 
Sales (Gordon Publications) 

- PC ~ek 's Buyers Guide to Statis­
tical Software 

- Quirk's Marketing Research Re­
view 

- The Directory of Statistical Soft­
ware (Marcel/Dekker) 

- The Marketing Services Guide 
(AMA) 

Joseph Curry is a vice president of 
Sawtooth Software, a company that 
writes and markets microcomputer 
software for marketing research. 
Previously, he was research director 
at Future Computing, a marketing 
research company specializing in 
the personal com puter i nd ustry. 
Since 1978, Curry has been involved 
in the development of microcompu­
ter software systems for interactive 
interviewing and data analysis. 

Other sources include: conferences 
(and exhibits) sponsored by the Amer­
ican Marketing Assn., the Marketing 
Research Assn., the American Statisti­
cal Assn., the American Sociological 
Assn., the Advertising Research 
Foundation and seminars offered by 
local colleges and universities. 

Read reviews: Here's a list of publi­
cations that regularly review software 
related to marketing research: 

- American Statistician 
- Journal of Marketing Research 
- Marketing News 
- ORIMS Today 
-PC Week 
- Public Opinion Quarterly 
- Social Science Microcomputer Re-

view 
Call and ask the software publisher 

where his package has been reviewed. 
Reviews can give you information 
about a specific package, as well as 
help you develop your own evaluation 
criteria. 

Two words of caution regarding re­
views: First, the rating a reviewer 
gives a package depends on the criteria 
he uses. These may not be the same 
ones that are important to you. Sec­
ond, reviews are dated. Software pub­
lishers generally release updates that 
correct problems noted by reviewers. 
If a review points out a problem that is 
important to you, check with the soft-

continued on p. 47 

COST EFFECTIVE PRODUCT TESTS SINCE 1969 
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Specialists in: 
• Low incidence categories and brands. 
• Measuring risk when changing formulas. 
• Monitoring product quality over time. 

Serving clients such as: Campbell Soup Co., Duffy-Matt Co. Inc., 
General Telephone & Electronics, Intercontinental Hotels, Peter Paul 

Cadbury, Rose Holland House, Inc., Schweppes USA Ltd. 

REITTER WILKINS & ASSOCIATES, INC. 
708 THIRD AVENUE, NEW YORK, N.Y. 10017 (212) 972-2222 
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ACRS Division, MIA/RIC Inc. 
1025 Thomas Jefferson Street NW 
Washington, D.C. 20007 
Tel. 202/337-4733 
Branch: 7850 North Beltline Road 

Dallas, TX 
Tel. 214/506-3400 

Section I, III, IV 

Analytical Computer Service, Inc. 
640 N. LaSalle Drive 
Chicago, IL 60610 
Tel. 312/751-2915 
Branch: 8687 E. Via de Venture 

Scottsdale, AZ 85258 
Tel. 602/483-2700 

Section I, III, IV 

Adapt, Inc. 
7001 Tecumseh Lane 
Chanhassen, MN 55317 
Tel. 612/474-7232 
Section I 

Addison-Wesley Publishing Co. 
Jacob Way 
Reading, MA 01867 
Tel. 617/944-3700 
Section III 

Analytic Consultants International 
4 West Trail 
Stamford, CT 06903 
Tel. 203/329-1355 
Section II, IV 
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THE 
SURVEY 
SYSTEM 

for 

Research Professionals 

The Survey System saves 
you time and money. It lets 
you quickly and easily tabu­
late your questionnaire data 
in house, where you have 
control. The complete soft­
ware solution is loaded with 
features that make your work 
easier. Options include CRT 
interviewing, regression, and 
the ability to code and report 
text responses. Exceptional 
user support is standard. 

Creative Research Systems 

1649 Del Q-o 
Dept K 
Petaluma, CA 94952 
(707) 765-1001 
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Analysis and Forecasting, Inc. 
18 Brattle Street 
Cambridge, MA 02138 
Tel. 617/491-8171 
Section II 

Analysis Technology, Inc. 
P.O. Box 1070 
Boulder, CO 80306 
Tel. 303/440-0900 
Section III 

Arc Tangent, Inc. 
923 Olive St. #1 
Santa Barbara, CA 93101 
Tel. 805/965-7277 
Section III 

Ashton-Tate/Master Graphics 
25 Sylvan Rd. So. 
Westport, CT 06880 
Tel. 203/222-1974 
Section III 

Bardsley & Haslacher, Inc. 
2241 Charleston Rd., Suite 900 
Mountain View, CA 94301 
Tel. 415/969-8391 
Branch: 3795 Oakdale Ct. 

Rocklin, CA 95677 
Tel. 916/624-5795 

Sections I, III 

Burgoyne Information Services 
One Centennial Plaza 
Cincinnati, OH 45202-1909 
Tel. 513/621-7000 
Sections I, II 

Michael Blatt & Company, Inc. 
1627 Pontius #200 
Los Angeles, CA 90025 
Tel. 213/473-6759 
Sections I, II 

Bolding Tab Service, Inc. 
22 Sachem St. 
Norwalk, CT 06850 
Tel. 203/847-1108 
Section I 

Bretton-CI ark 
516 Fifth Ave., Suite 507 
New York, NY 10036 
Tel. 212/575·1568 
Section III 

Britz Publishing Co. 
1814 Capitol Towers Bldg. 
Jackson, MS 39201 
Tel. 601/354-8882 
Section IV 

Business Research & Surveys 
50 Greenwood Avenue 
West Orange, NJ 07052 
Tel. 201/731-7800 
Section III 
See Advertisement Page 53 

Caliper Corporation 
1172 Beacon Street 
Newton, MA 02161 
Tel. 617/527-4700 
Sections III, IV 

Computers For Marketing Corporation 
(CFMC) 

547 Howard Street 
San Francisco, CA 94105 
Tel. 415/777·0470 
Branch: 125 Fifth Ave., Suite 1501 

New York, NY 10011 
Tel. 212/627·7730 

Kettering Tower, Suite 1910 
Dayton, OH 45423 
Tel. 513/228·2652 

1800 Grant St., Suite 370 
Denver, CO 80203 
Tel. 303/860·1811 

Sections I, III, IV 
See Advertisement Page 29 

Computer Strategies, Inc. 
P.O. Box 88039 
Atlanta, GA 30338 
Tel. 404/668·9021 
Section III 

Consulting Hardware & Processing, Inc. 
1393 Old Trenton Road 
Trenton, NJ 08690 
Tel. 609/586-8577 
Section I, III, IV 

Core Analytic, Inc. 
674 Route 202·206 No. 
Bridgewater, NJ 08807 
Tel. 201/218·0900 
Section III 

CRC Information Systems, Inc. 
435 Hudson Street 
New York, NY 10014 
Tel. 212/620·5678 
Branch: 70 East Lake St. 

Chicago, IL 60601 
Tel. 312/443·1120 

13 Riverside Avenue 
Westport, CT 06880 
Tel. 203/222-0838 

Sections I, II, III, IV 

Creative Computer Services 
10804 No. Stemmons Frwy. 
Dallas, TX 75220 
Tel. 214/358·4493 
Section I 

Creative Research Systems 
1649 Del Oro 
Petaluma, CA 94952 
Tel. 707/765·1001 
Sections I, III 
See Advertisement Page 28 

Databank Marketing Research, Inc. 
1194 W. Pioneer Pkwy. 
Arlington, TX 76013 
Tel. 817/265·3737 
Section I 

Data Conversion Laboratory 
65·55 Fresh Meadow Lane 
Fresh Meadows, NY 11365 
Tel. 718/886·8600 
Section I 

Quirk's Marketing Research Review 



The Premier 
Developer 
of Software 
for Market 
Research 
Applications 
For 20 years, Computers for 
Marketing Corporation (CFMC) 
has been building a reputation 
for technological leaadership in 
the marketing research industry. 
Employing the most advanced 
programming techniques, and 
placing special emphasis on on­
going support and product 
enhancement, CFMC has 
developed truly superior 
programs for computer-assisted 
interviewing, crosstabulation, 
and other research functions, 
including: 

SURVENT, the first computer­
assisted telephone interviewing 
system ever developed for mini­
computers, is now the most widely 
used program of its kind. SURVENT 
is extremely sophisticated and 
powerful in its capabilities, enabling 
users to develop and effectively 
administer all aspects of even the 
most complex telephone projects. 

SURVENf's phone management 
system is frequently cited as the 
standard of excellence in the research 
industry. h includes complete 
capabilities for managing the 
operations of your phone room, 
including call scheduling, interfacing 
with least-cost-routing switches, and 
autodialing. SURVENT also 
provides full Supervisory 
capabilities with interviewer 
monitoring and the production of an 
array of management reports to help 
analyze and improve interviewer 
performance and the overall 
productivity of your facility. 

PC.SURVENT is a version of the 
popular SURVENT program, designed 
to work on PC's. A modular system, 
PC-SURVENT can grow with the 
requirements of the user, and is a 
good solution for both mall 
interviewing and smaller phone 
facilities. 

MENTOR, a full-featured 
crosstabulation system designed for 
use by tab "experts", was originally 
developed in 1967 and has been 
enhanced and upgraded throughout 
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the years, making it one of the most 
comprehensive and flexible systems 
for research tabulation available 
today. It is so powerful, in fact, 
that it is the program selected by a 
number of leading service bureaus. 
MENTOR includes sophisticated 
database management capabilities 
which are particularly useful for 
researchers conducting large or on­
going projects such as syndicated 
research or tracking studies. 

SURVEYOR automatically 
generates labelled marginals or 
question-by-banner crosstab runs for 
studies which use SURVENT or PC­
SUR VENT for data collection. 

MICROPUNCHINANOPUNCH 
are data entry systems which closely 
emulate an IBM -type keypunch 
machine. MICRO PUNCH runs on 
the HP3000 minicomputer; NANO­
PUNCH runs on IBM PC's and 
compatibles. 

STATPAK is a set a programs for 
perfonning a variety of multivariate 
statistical tests. ST A TP AK is unique 
in that it accepts multipunch data 
without the need for costly, time­
consuming reformatting. 

For further information about 
CFMC's products or services, please 
contact: 

Computers 
for 
Marketing 
Corporation 
Worldwide Headquarters: 
547 Howard Slrcct 
San Francisco, California 94104 
Tel: (415) m-0470 
Telex: 5106003978 CFMCORP 

u.s. RegwruU Marluting '" 
Service Bureau lAcations: 
Eastern Region: 
122 But 25th Slrcct 
New YOI'k, New YOI'k 10010 
Tel: (212) 598-6946 

Midwestern Reelon: 
Kencring Tower, Suile 1910 
Dayton, Ohio 45342 
Tel: (513) 228-2652 

Mountain Region'" Service Bureau: 
1800 Grant Slrcct, Suile 370 
Dc:mer, Colorado 80203 
Tel: (303) 860-1811 

Western Region'" Service Bureau: 
547 Howard Slrcct 
San Francisco, California 94105 
Tel: (415) m-0470 
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Dataloglcs 
Rt. 263 at Greenhill, Box 287 
Salebury, PA 18963 
Tel. 215/794-7486 
Section I, III 
See Advertisement Page 36 

Datamension Corporation 
615 Academy Drive 
Northbrook, I L 60062 
Tel. 312/564-5060 
Section III 

Datatab, Inc. 
770 Broadway 
New York, NY 10003 
Tel. 212/475-7800 
Branch: 740 N. Rush St. 

Chicago, IL 60611 
Tel. 312/943-1323 

Section I 

Datatactics, Inc. 
555 Presidential Blvd. 
Baia Cynwyd, PA 19004 
Tel. 215/668-1660 
Section I 

Data Vision Research, Inc. 
29 Emmons Dr., A-2 
Princeton, NJ 08540 
Tel. 609/987-0565 
Section I 

Decision Data, Inc. 
14818-119th Ave. NE 
Kirkland, WA 98034 
Tel. 206/820-2835 
Sections I, II, III 
See Advertisement Page 53 

Detail Technologies, Inc. 
29 Emmons Dr., A-2 
Princeton, NJ 08540 
Tel. 609/452-8228 
Section III 

DevCom Mid-America, Inc. 
2603 W. 22nd St., Suite 23 
Oak Brook, I L 60521 
Tel. 312/574-3600 
Section II 

DlglData 
9637 E. Gold Dust Ave., Suite 404 
Scottsdale, AZ 85258 
Tel. 602/391-0552 
Section III 
See Advertisement Page 44 

Downle·Plne Company 
2114 Cotner Avenue 
Los Angeles, CA 90025 
Tel. 213/479-7218 
Branch: 44A Quaker Ridge Road 

Sherman, CT 06784 
Tel. 203/354-0669 

Sections III, IV 
See Advertisement Page 33 

DRW Corporation 
7740 W. 78th Street 
Minneapolis, MN 55435 
Tel. 612/829-0938 
Sections III, IV 
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Express Data Center 
205 Lexington Avenue 
New York, NY 10016 
Tel. 212/679-2500 
Section I 

The Futures Group 
76 Eastern Blvd. 
Glastonbury, CT 06033 
Te I. 203/633-3501 
Section III 

FacFind, Inc. 
7113 Lakeside Drive 
Charlotte, NC 28215 
Tel. 704/568-6820 
Section III 

Geographic Data Technology, Inc. 
13 Dartmouth College Hwy. 
Lyme, N H 03768 
Tel. 603/795-2193 
Section III 

Geosoft Corporation 
28 Park Street 
Vernon, CT 06084 
Tel. 203/875-7782 
Section III 

Graphic M*I*S, Inc. 
P.O. Box #A3389 
Chicago, IL 60690 
Tel. 312/786-1330 
Sections III, IV 

GMD Incorporated 
8601 Dunwood Place 
Atlanta, GA 30338 
Tel. 404/587-0934 
Section IV 

GSllTactics 
204 Andover Street 
Andover, MA 01810 
Tel. 617/470-3760 
Section IV 

Henry Heller Research 
358 Main Street 
Port Washington, NY 11050 
Tel. 516/883-4521 
Section III 

Hodges & Associates 
1403 Pemberton Road 
Richmond, VA 23233 
Tel. 804/740-7439 
Sections I, II, III, IV 

Information Resources, Inc. 
150 No. Clinton Street 
Chicago, IL 60606 
Tel. 312/726-1221 
Section IV 

Integrated Planning, Inc. 
338 Newbury Street 
Boston, MA 02115 
Tel. 617/267-5340 
Section IV 

International Software Technology, Inc. 
1112-7th Avenue 
Monroe, WI 53566 
Tel. 608/328-8870 
Branch: 2401 Lake Park Dr., Suite 170 

Smyrna, GA 30080 
Tel. 404/432-9060 

Sections III, IV 

R. Isaacs Computing Assoc., Inc. 
320 No. Broadway 
Hicksville, NY 11801 
Tel. 516/822-1444 
Sections I, IV 

KLS, Inc. 
862 Union Street 
Manchester, NH 03104 
Tel. 603/623-5877 
Section III 

Leadtrack Services 
595 Coionial Park Dr., #302 
Roswell, GA 30075 
Tel. 404/587-0412 
Section III 

LPC, Inc. 
1200 Roosevelt Road 
Glen Ellyn, IL 60137 
Tel. 312/932-7000 
Section IV 

Mace, Inc. 
2313 Center Avenue 
Madison, WI 53703 
Tel. 608/241-4566 
Section III 

Marketing Data Research 
8103 104th St. SW 
Tacoma, WA 98498 
Tel. 206/588-4149 
Section III 

Marketing Information Systems, Inc. 
906 University Place 
Evanston, IL 60618 
Sections III, IV 

Marketing Software, Inc. 
1109 No. Mayfair Rd., Suite 100 
Wauwatosa, WI 53226 
Tel. 414/475·1521 
Sections I, II, III 

Marketeam Associates 
P.O. Box 41902 
St. Louis, MO 63141 
Tel. 314/569·1324 
Sections I, II 
See Advertisement Page 20 

Marltz Market Research 
6800 France Avenue So. 
Minneapolis, MN 55435 
Tel. 612/922-0882 
Sections II, III 
See Advertisement Page 37 

MarketMath, Inc. 
100 W. 89th Street, Suite 40 
New York, NY 10024 
Tel. 212/769-1360 
Sections III, IV 

Marketools, Inc. 
P.O. Box 1178 
Barrington, IL 60011 
Tel. 312/381-8636 
Sections I, III 

Market Power, Inc. 
101 Providence Mine Rd., #106 
Nevada City, CA 95959 
Tel. 916/432·1200 
Section III 
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Market Probe International 
1 Park Avenue 
New York, NY 10016 
Tel. 212/532-3113 
Section? 

Mastersoft, Inc. 
4621 N. 16th Street, A-108 
Phoenix, AZ 85016 
Tel. 602/277-0900 
Section III 

Metaphor Computer Systems 
1965 Charleston Road 
Mountain View, CA94043 
Tel. 415/961-3600 
Section IV 
See Advertisement Page 9 

Mlcrotab, Incorporated 
P.O. Box 472 
Newton, NJ 07860 
Tel. 201/579-1984 
Sections I, III 
See Advertisement Page 41 

Mitchell Management Systems 
2000 W. Park, Dr., Westbrgh Off. Pk. 
Westborough, MA 01581 
Tel. 617/366-0800 
Section IV 

Mnemonics, Inc. 
488 Main Avenue 
Norwalk, CT 06851 
Tel. 203/847-6066 
Sections I, III, IV 

MPSI Systems, Inc. 
8282 So. Memorial Dr. 
Tulsa, OK 74133 
Tel. 800/331-3886 
Section IV 

MRCA Information Services 
4 Landmark Square 
Stamford, CT 06901 
Tel. 203/324-9600 
Branch: 2215 Sanders Road 

Northbrook, I L 60062 
Tel. 312/480-9600 

3001 N. Lamar 
Austin, TX 78705 
Tel. 512/478-4588 

Section II 

National Planning Data Corporation 
P.O. Box 610 
Ithaca, NY 14851 
Tel. 607/273-8208 
Branch: 227 Ft. Pitt Blvd. 

Pittsburgh, PA 15222 

14679 Midway Rd., Suite 109 
Dallas, TX 75234 

1801 Avenue of the Stars 
Los Angeles, CA 90067 

Sections III, IV 
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O.E. Automation, Inc. 
3290 W. Big Beaver, Suite 116 
Troy, MI 48084 
Tel. 313/643-7220 
Branch: 5440 Beaumont Center Blvd. 

Suite 400 
Tampa, FL 33614 
Tel. 813/886-6851 

8200 Springwood, Suite 250 
Irving, TX 75063 
Tel. 214/869-0053 

1108 No. Tower Lane 
Bensonville, IL 60106 
Tel. 312/595-5886 

Sections II, III 

Perreault & Associates 
2104 No. Lakeshore Drive 
Chapel Hill, NC 27514 
Tel. 919/929-7921 
Section IV 

Persimmon Software 
910 Memory Lane 
Mobile, AL 36608 
Tel. 205/342-0341 
Section III 

Pine Company 
2112 Cotner Avenue 
Los Angeles, CA 90025 
Tel. 213/477-8501 
Section I 
See Advertisement Page 33 

P·Stat, Inc. 
P.O. Box AH 
Princeton, NJ 08542 
Tel. 609/924-9100 
Sections II, III, IV 
See Advertisement Page 38 

Pulse Analytlcs, Inc. 
152 Jeffer Ct., Box 116 
Ridgewood, NJ 07450 
Tel. 201/447-1395 
Sections II, III 
See Advertisement Page 25 

Pulse Train Technology, Inc. 
104 Tamarack Circle 
Skillman, NJ 08558 
Tel. 609/683-0720 
Section III 

RCB Software 
Box 1154 
Mentor, OH 44061 
Tel. 216/291-6748 
Section III 

The Research Group 
813 West Grant Place 
San Mateo, CA 94402 
Tel. 415/571-5019 
Sections III, IV 

Research Services 
Birch Brook 
Hanover, NH 03755 
Tel. 603/643-8299 
Section III 

The Sachs Group 
213 W. Institute Place 
Chicago, IL 60610 
Tel. 312/266-9797 
Branch: 40 W. Evergreen 

Chestnut Hili, PA 19118 
Tel. 215/248-1620 

Section III 

The Salinon Corporation 
7430 Greenville Avenue 
Dallas, TX 75231 
Tel. 214/692-9091 
Section III 

Sammamish Data Systems, Inc. 
P.O. Box 70382 
Bellevue, WA 98007 
Tel. 206/644-2442 
Section III 
See Advertisement Page 42 

SAS Institute, Inc. 
Box 8000, SAS Circle 
Cary, NC 27511 
Tel. 919/467-8000 
Sections III, IV 

Sawtooth Software, Inc. 
208 Spruce North, Box 3429 
Ketchum, ID 83340 
Tel. 208/726-7772 
Branch: 155 No. Michigan Ave., Ste. 724 

Chicago, IL 60601 
Tel. 312/861-7105 

434 Sandford Avenue 
Westfield, NJ 07090 
Tel. 201/232-7002 

Section III 
See Advertisement Page 40 

Allan D. Shocker 
DJ-10, Mackenzie Hall 
University of Washington 
Seattle, WA 98185 
Tel. 206/543-4480 
Section IV 

Significant Statistics 
3336 North Canyon Road 
Provo, UT 84604 
Tel. 801/377-4860 
Section III 

Smart Software, Inc. 
392 Concord Avenue 
Belmont, MA 02178 
Tel. 617/489-2743 
Section III 

Scott Smith 
666 TNRBIBrig Young Univ. 
Provo, UT 84602 
Tel. 801/378-5569 
Section III 

Sophisticated Data Research, Inc. 
2251 Perimeter Park Drive 
Atlanta, GA 30341 
Tel. 404/451-5100 
Branch: 500 No. Mich. Ave., Suite 1920 

Chicago, IL 60611 
Tel. 312/661-0825 

484 Palisade Ave., Suite 11 
Cliffside Pk., NJ 07010 
Tel. 201/224-4425 

Sections I, II, III 
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Spencer Researchl 
Dwight Spencer & Assoc. 
1290 Grandview Avenue 
Columbus, OH 43212 
Tel. 614/488·3123 
Sections I, II, III 
See Advertisement Page 43 

SPSS Inc. 
44 N. Michigan, Suite 3000 
Chicago, IL 60611 
Tel. 312/329·3500 
Sections III, IV 

Statistical Analysis Center 
P.O. Box 1218 
Tarboro, NC 27886 
Tel. 919/823·0950 
Section I, II 

Statistical Innovations, Inc. 
375 Concord Avenue 
Belmont, MA 02178 
Tel. 617/489·4492 
Sections II, III, IV 

Strategic Locations Planning, Inc. 
4030 Moorpark Ave., Suite 123 
San Jose, CA 95117 
Tel. 408/985·7400 
Section III 
See Advertisement Page 55 

Strawberry Software, Inc. 
42 Pleasant Street 
Watertown, MA 02172 
Te I. 617/923·8800 
Sections I, II, III 
See Advertisement Page 32 

Survey Sampling, Inc. 
One Post Road 
Fairfield, CT 06430 
Tel. 203/255·4200 
Section IV 

Survey tab 
P.O. Box 1705 
Glen Burnie, MD 21061 
Tel. 301/787·1233 
Section III 

Survey Tabulation Services, Inc. 
1218 Massachusetts Ave. 
Cambridge, MA 02138 
Tel. 617/547·6475 
Section I 

Systat, Inc. 
2902 Central Street 
Evanston, I L 60201 
Tel. 312/864·5670 
Sections III, IV 

Talmey Research, Inc. 
934 Pearl St., Suite C 
Boulder, CO 80302 
Tel. 303/449·5815 
Section II 

Tangran Systems Corporation 
P.O. Box 5069 
Cary, NC 27511 
Tel. 919/481·4444 
Sections III, IV 

CROSSTABULATION Never Looked So Good 
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... Or Seemed So Easy, 
Only ACross looks and acts like popular spreadsheet programs and lets you see a table 
before running it. No command language, just Point and Shoot . 
... Or Worked So Hard. 
Weighting, ranking, netting, multi-variate banners, statistics, ASCII, Column Binary; 
ACross handles it. Only ACross can create tables as actual Lotus 1-2-3 worksheets. 

A-Cross & You r PC Call for our demonstration diskette. 

Strawberry Software. Inc. 42 Pleasant St.. Watertown. MA 02172 (617) 923-8800 
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Travenol Management Services 
1 Baxter Pkwy., DF3·3E 
Deerfield, I L 60015 
Tel. 800/535·8888 
Section III 

Viking Software Services, Inc. 
2815 E. Skelly Drive, Suite 816 
Tulsa, OK 74105 
Tel. 918/745·6550 
Sections III, IV 

Vital Statistics, Inc. 
747 Middle Neck Road 
Great Neck, NY 11024 
Tel. 516/487·3737 
Section I 

Walker Research, Inc. 
3939 Priority Way So. Dr. 
P.O. Box 80432 
Indianapolis, IN 46280 
Tel. 317/843·3939 
Sections I, II 

Walonlck Associates 
6500 Nicollet Ave. So. 
Minneapolis, MN 55423 
Tel. 612/866·9022 
Section III 
See Advertisement Page 39 

Jan Werner Data Processing 
19 W. 44th Street 
New York, NY 10036 
Tel. 212/398·6744 
Section I 

Wisard Software Co. 
P.O. Box 19730 
Green Bay, WI 54370 
Tel. 414/432·6700 
Section III 

World Research Systems, Ltd. 
P.O. Box 1009 
Palatine, IL 60078 
Tel. 312/991·1122 
Branch: 3007 Washington Blvd., Ste. 225 

Marina del Rey, CA 90292 
Tel. 213/306·0163 

Sections III , IV 

Yankelovich, Clancy & Shulman, Inc. 
8 Wright Street 
Westport, CT 06880 
Tel. 203/227·2700 
Section III 
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SECTION I 
Section I · Data Processing 

COMPUTERS FOR MARKETING COR­
PORATION-Operates two service 
bureaus (Denver and San Francisco) 
which provide complete data processing 
services. Capabilities include data entry, 
cleaning, table production and 
statistical testing using CFMC's pro­
prietary software on the HP 3000. 

CREATIVE RESEARCH SYSTEMS-Of­
fers data processing services including 
data entry, verbatim coding and camera 
ready tables. Have been in business for 
four and one-half years with staff ex­
perience on both the supplier and client 
side of the research business. 

DATALOGICS-Has offered data tabula­
tion services since 1980 including 
crosstabs, multivariate, and conjoint. 
Free software provided to heavy use 
clients. 

DECISION DATA, INC.-Offers full 
range of data tabulation services. 

MARKETEAM ASSOCIATES-Full 
tabulation services available. 

MICROTAB, INC.-Offers full-service 
data processing from data entry to com­
plex table productions. Can input data 
directly from paper questionnaires, work 
with data bases created by CATI inter­
viewing systems or accept data in the in­
dustry standard IBM 360 column binary 
format. Finished tables can be transmit­
ted via telephone wires for faster tur­
naround. Tabulation has been provided 
since 1980. 

PINE COMPANY-Offers survey data 
processing service including data entry, 
coding, cleaning, crosstabulation and 
multivariate capabilities. Use IBM main­
frame. Offer timeshare services. In 
business 20 years and have 50 
employees. 

SPENCER RESEARCH-Offers state of 
the art cross tabulation services. 

STRAWBERRY SOFTWARE, INC.-Of­
fers complete survey tabulation services 
including coding, editing, data entry, 
cleaning, tabulation, multivariates, 
charts and graphs. 

DATA ENTRY 

Analytical Computer Service, Inc. 
Adapt, Inc. 
Burgoyne Information Services 
Michael Blatt & Co. 
Computer For Marketing Corporation 
CRC Information Systems, Inc. 
Creative Computer Services 
Creative Research Systems 
Databank Marketing Research, Inc. 
Decision Data, Inc_ 
Hodges & Associates 
R Isaacs Computing Assoc. 
Marketeam 
Mlcrotab, Inc. 
Mnemonics, Inc. 
Pine Company 
Statistical Analysis 
Strawberry Software, Inc. 
Walker Research, Inc. 

DATA TABULATION 

ACRS Div. MIA/RIC 
Analytical Computer Service, Inc. 
Bardsley & Haslacher 
Burgoyne Information Services 
Michael Blatt & Company 
Bolding Tab Services, Inc. 
Computers For Marketing Corporation 
Consulting Hardware & Processing 
CRC Information Systems, Inc. 
Creative Computer Services 
Creative Research Systems 
Databank Marketing Research, Inc. 
Datloglcs 
DataTactics, Inc. 
Data Vision Research, Inc. 
Decision Data, Inc. 
Express Data Center 
Hodges & Associates 
R Isaacs Computing Assoc. 
Marketing Software, Inc. 
Marketeam 
Marketools, Inc. 
Mlcrotab, Inc. 
Mnemonics, Inc. 
Pine Company 
Sophisticated Data Research, Inc. 
Spencer Research 
Statistical Analysis Center 
Strawberry Software, Inc. 
Survey Tabulation Services, Inc. 
Vital Statistics, Inc. 
Walker Research, Inc. 
Jan Werner Data Processing 

Stop Calling Us! 

No amount of 
pleading is going 
to make us sell you 
DP Cube~ Not quite yet. 

Yes, it's true that DP Cube revolutionizes market 
research tabulation and analysis. 

Yes, DP Cube has a 3-D report generator that's 
better than anything you've ever seen. 

Yes, DP Cube will run-with the same pro­
gram features-on anything from a micro to 

a mainframe. 

And No, you 
can't have 

one. Not until 
June when 

our comprehensive user's manual is complete. 

DP Cube. It's even better 
than rumor has led you 
to believe. 

Call 213/473-2386 
DP Cube® is a registered trademark 
of The Downie-Pine Company. 

-DPcube 
Circle No. 47 on Reader Card 
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SECTION II 
Se~tion II · Statistical Analysis 

COMPUTERS FOR MARKETING COR­
PORATION-Provides database con­
sultation, set-up and on-going manage­
ment. Staff is experienced in writing 
questionnaires for computer-assisted in­
terviewing on HP3000 and PC's. 

CREATIVE RESEARCH SYSTEMS-THE 
SURVEY SYSTEM-Complete system 
for the entry, editing, processing and 
presentation of questionnaire data. Pro­
duces camera-ready tables which can in­
clude banners, weighting, filters, 
statistics, etc. Also produces bar charts. 
Runs on IBM, PC, XT, AT, or compatible. 
THE STATISTICS MODULE-Optional 
expansion of THE SURVEY SYSTEM 
which adds correlation, multiple and 
step-wise regression, ANOVA and addi­
tional statistics. TH E VERBATI M 
MODULE-Optional expansion of THE 
SURVEY SYSTEM which adds the ability 
to code and report the actual responses 
to open-ended questions. THE INTER­
VIEWING MODULE-Optional expansion 
of THE SURVEY SYSTEM which turns an 
IBM, PC, XT, AT or compatible computer 
into a CRT interviewing station. Includes 
skips, logic checking and question 
and/or answer randomizing (rotation). 

DECISION DATA, INC.-Offers full 
range of statistical analysis. 

MARKETEAM ASSOCIATES-Full 
marketing research analysis 
capabilities. Several Ph.D.'s on staff ex­
perienced with economic forecasting, 
segmentation studies, scaling, logit 
analysis, etc. 

MARKET RESEARCH-Offers the full 
range of statistical analysis. 

P-STAT, INC.-In business since 1979. 
Offers in-house analysis of survey data. 

PULSE ANALYTICS, INC.-Has been do­
ing statistical consulting since 1976 to 
the marketing research industry. 
Thorough knowledge of mathematical 
and statistical modeling; in-depth 
background in all levels of computer and 
information sciences. Services include 
consulting, program and product 
development, systems and program 
analysis and statistical processing of 
data and data bases. 

SPENCER RESEARCH-Provides full 
range of statistical analysis services. 

STRAWBERRY SOFTWARE, INC.-Of­
fers a full range of statistical services. 
Employs 8 experienced analysts. 

STATISTICAL ANALYSIS 
SERVICES 

Analytic Consultants International 
Analysis & Forecasting, Inc. 
Burgoyne Information Services 
Michael Blatt & Company 
Computers For Marketing Corporation 
CRC Information Systems, Inc. 
Creative Computer Services 
Creative Research Systems 
Decision Data, Inc_ 
DevCom Mid America 
Hodges & Associates 
Marketing Software, Inc. 
Marketeam 
Marltz Market Research 
MRCA Information Services 
P·Stat, Inc. 
Pulse Analytlcs, Inc. 
Sophisticated Data Research 
Spencer Research 
Statistical Analysis Center 
Statistical Innovations, Inc. 
Strawberry Software, Inc. 
Survey Sampling, Inc. 
Talmey Research, Inc. 
Walker Research, Inc. 

Section III · Software Programs For Use With PC'S 
SECTION III 
BUSINESS RESEARCH & SURVEYS -
TABULYZER-For survey analysis and 
camera ready reports. For I BM/PC and 
compatibles. Features data entry; 
verification; crosstabs and marginals; 
open-ended and multiple response ques­
tions; multiple banners; statics; 
weighting; filtered analysis; labeling; 
editing; frequency counts and percen­
tages (row, column, respondents, 
responses, nets), use with most spread­
sheet, charting and processing pro­
grams. 

COMPUTERS FOR MARKETING COR­
PORATION - SURVENT -For conducting 
computer-assisted interviewing, 
whether stand-alone (malls) or network­
ed (telephone centers). Various modules 
enable users to write and administer 
questionnaires using complex logic con­
ditions, length response lists, etc. Net­
work mode enables supervisor monitor­
ing, on-line quota control and other 
telephone interviewing requirements. 
NANOPUNCH: a key-to-disk data entry 
system for IBM-PC's and compatibles. 
Designed to simulate the familiar IBM 
punch for rapid, cOlumnar-style data en­
try needs. It accepts either single or 
multi-punched, alpha, numeric, or 
alphanumeric data, fields, ranges, etc. 

DATALOGICS - RxTAB PACKAGE-Full 
featured cross tab package for 
generating camera ready data tables. 
Menu driven; includes data entry and 
statistical analysis modules. Interactive 
tutorial teaches basic thru professional 
techniques. RxCONJ-Conjoint analysis 
for PC's. Program generates utilities by 

34 

respondent, or for the general sample, or 
both. Also prints respondent 10 number 
and Spearman's rank correlation by 
respondent. Program handles symetrical 
or Orthogonal designs. 

DIGIDATA-Entry system uses a sup­
plied digitizing tablet to permit fast, ac­
curate entry of data directly from survey 
questionnaire or answer sheets. Multi­
ple page forms and oversize forms can 
be handled. Operator can enter answers 
in any order and blank answers can be 
skipped. Requires IBM PC, 256K. Output 
is standard sequential ASCII file. 

DOWNIE-PINE COMPANY - D.P. 
CUBE-Complete cross-tabulation 
package from data entry through report 
presentation. Includes a comprehensive 
report generator that allows analyst to 
directly turn cross-tabulation into report­
ready tables. Three dimensional graphs 
using familiar word processing techni­
ques. 

MARITZ MARKET RESEARCH - EX­
PLORER-A computer-based decision 
support system which allows resear­
chers to run cross-tabulations, produce 
graphs and charts as well as conduct 
statistical tests. No prior computer ex­
perience is needed. 

MICROTAB, INC. - MICROTAB CROSS 
TABULATION SOFTWARE-Provided in 
three different editions. Provides every 
data tabulation capability. Menu driven. 
MICROTAB DATA MANIPULATION 
SOFTWARE interacts with the above to 
manipulate data and perform statistical 
tests. MICROTAB ONE BY ONE PLUS 

SOFTWARE generates marginals, 
graphs of numeric data fields and 
unlabel one by one tables. Recoding 
capability and hard copies of marginals 
and arrays. Keypad data entry plus key 
verification. Also accepts data in ASCII 
or in standard IBM 360 column binary 
form. MICROTAB DATA ENTRY SOFT­
WARE converts IBM PC to a keypunch 
machine (IBM 360 column binary 
format). Key verification included. 
MICROTAB CONVERSION SOFTWARE 
converts data from one format to 
another (IBM 360 column binary to ASCII 
or vice versa). 

P-STAT, INC.-P-Stat combines 
statistical analysis with cross­
tabulation, stub-and-banner displays, 
report writing, data and file manage­
ment and data validation. P-STAT on a 
PC is identical to the mainframe pro­
gram and requires 640K of RAM, a hard­
disk, and math co-processor. P-STAT 
features a fourth generation command 
language, online HELP and an interac­
tive EDITOR. 

PULSE ANALYTICS, INC.-PULSE/MPC 
is a research technique to measure 
brands comparative position. The 
respondents' rank or indicate 
preferences which are aggregated into 
pairwise comparisions. The results are 
expressed In terms of market or 
preference shares. PULSE/RSAMP 
generates complete and incomplete 
block design random samples; 
automatically balances for number of 
exposures, position in the rotation, and 
paired comparisons while allowing for 
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research constraints. Useful for 
research design in which subsets of 
brands/products must be shown and 
balancing of exposures must be main­
tained. PULSE/QSEG is a method of 
dividing respondents into homogeneous 
market groups. The Q-factor analytic 
method optimally derives market 
segments which in turn are the basis of 
the profile of needs, attitudes, percep­
tions, and opinions of brands and pro­
ducts. PULSE/QUAD derives measures 
of brand performance in terms of 
satisfaction as related to importance. 
Relative positions of importance and 
satisfaction are plotted on a graph 
which depicts the strength and 
weakness of the brand. Brand quadrant 
locations represent the factors of 
strength , vulnerability, opportunity and 
dormancy. 

SAMMAMISH DATA SYSTEMS , 
INC.-DIDS is a menu driven statistical 
mapping package. Rapidly prepares 
maps for states, counties, minor civi l 
divisions, zip codes and Census tracts. 
Allows full customization of maps with 
zooming, user defined legends and 5 
types of automatic statistical 
reclassification . Imports data from 
keyboard , Lotus files , ASCII data. 
QUICKMap is a budget priced thermatic 
mapping software package. Prepares 
high quality maps of statistical data for 
zip codes, census geography, states and 
counties. Complete user control over 
zooming , panning, colors , and 
geographic codes. Keyboard data entry 
or from other popular software. CENSUS 
DATA SYSTEM is an interactive data 
display and analysis system for 1980 
census data files. Data files available 
from state/county level down to 
enumeration district/block group. Menu 
driven. GEOSIGHT is a complete 
geographic information system for sales 
and marketing professionals. Can ac­
cess up to 10 geographic layers and in­
dependently display data for different 
layers. Can map pOint reference data 
(e.g. carrier routes) simultaneously with 
other data. Multiple data variables can 
be logically related and displayed. Sales 
territory version also available. 

SAWTOOTH SOFTWARE, INC.-Ci2 
SYSTEM creates and administers ques­
tionnaires using IBM PC's and com­
patibles. Writer controls question type, 
skip patterns, randomization , accep­
table responses and screen colors. 
Results analyzed using any crosstab or 
statistical software. Links to conjoint or 
perceptual mapping. ADAPTIVE CON­
JOINT ANALYSIS SYSTEM is used with 
IBM PC's and compatibles. Includes 
computer administered questionnaire, 
utility calculator and market simulator. 
System determines questionnaire 
design for up to 30 attributes with 9 
levels per attribute. Utilities calculated 
automatically for each respondent. Four 
models for predicting choice. ADAPTIVE 
PERCEPTUAL MAPPING SYSTEM is us­
ed with IBM PC's and compatibles. In­
cludes computer administered question­
naire, discriminant analyzer, routing for 
plotting on-screen maps and simulator. 
Simulator estimates how product image 
changes would produce changes in 

March 

market preference. Ci2 CATI SYSTEM is 
a computer aided interviewing system 
using IBM PC's and compatibles con­
nected by a local area network. Offers 
automatic call management , auto­
dialing , quota control , disposition 
monitoring and interviewer productivity 
reporting. Generate sample manually, 
household + 1, randomly, or transfer 
from Survey Sampling disks. For 6 to 36 
interviewing stations. Controls 5 studies 
simultaneously. 

STRATEGIC LOCATIONS PLANN­
ING- ATLAS AMP is a mapping soft­
ware program that lets the user generate 
maps and display data on any 
geographical level. It provides benefits 
for site location , target marketing, 
market research, advertising studies, 
sales performance analysis, political 
analysis, customer penetration studies 
and a variety of other areas. 

STRAWBERRY SOFTWARE, INC.­
A-CROSS, using the familiar spread­
sheet interface, allows the user to see 
their tables as they are bu ilt. It is 
multitasking and operates in the 
background. A-CROSS can write out its 
tables directly to Lotus 1-2-3. Features 
include weight ing, ranking , conditionals, 
nets, and statistics. It reads ASCII , col­
umn binary and dbase files. 

WALONICK ASSOCIATES-FORECAST 
PLUS is a time-series forecasting 
package. It uses historical data to pro­
duce short and long-range predictions of 
the future. Graphics make it possible to 
use sophisticated forecasting techni­
ques, even without previous forecasting 
experience. The package includes 
modules for data management, ex­
ploratory analysis and forecasting. 
GOODNESS-OF-FIT is a complete in­
teractive regression package for profes­
sional researchers, scientists and 
economists. It is able to build and 
modify complex regression models. 
Package is command driven. STAT PAC 
GOLD is a fully integrated package con­
taining a complete data management 
system, basic and advanced statistics, 
tables, graphics, and utilities. Quality 
control and forecasting options are 
available. 

ANALYSIS OF VARIANCE 

Addison-Wesley 
Ashton-Tate 
Business Research & Surveys 
Core Analytic 
Creative Research Systems 
Data glcs 
Datamension 
Decision Data 
The Futures Group 
Mace, Inc. 
P-Stat, Inc. 
SAS Institute, Inc. 
Significant Statistics 
Spencer Research 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

BRAND SHARE ANALYSIS 

Ashton-Tate 
Bretton-CI ark 
Marketing Software, Inc. 

Mlcrotab, Inc. 
The Sachs Group 
Sawtooth Software, Inc. 

CANONICAL ANALYSIS 

Significant Statistics 
SPSS, Inc. 
Systat, Inc. 

CENSUS REPORTING 
PROGRAMS 

Sammamish Data Systems, Inc. 
SPSS, Inc. 

CLUSTER ANALYSIS 

Mace, Inc. 
The Sachs Group 
SAS Institute, Inc. 
Scott Smith 
Significant Statistics 
SPSS, Inc. 
Systat, Inc. 

COMPREHENSIVE STATISTICAL 
PACKAGES 

Ashton-Tate 
Core Analytic 
The Futures Group 
Mace, Inc. 
Marketing Software, Inc. 
P·Stat, Inc. 
SAS Institute, Inc. 
Significant Statistics 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

COMPUTER CODING 

Bardsley & Haslacher 
Creative Research Systems 
Dataloglcs 
Detail Technologies 
Downle·Plne Company 
Sammamish Data Systems 

COMPUTER GRAPHICS 

Ashton-Tate 
Creative Research Systems 
Dataloglcs 
Downle·Plne Company 
Geosoft 
Graphic M*I*S, Inc. 
Leadtrack Services 
Mnemonics, Inc. 
P·Stat, Inc. 
The Sachs Group 
Sammamish Data Systems 
SPSS, Inc. 
Strategic Locations Planning 
Systat, Inc. 

COMPUTERIZED INTERVIEWING 

ACRS Div. M/A/R/C 
Analytical Computer Service 
Arc Tangent 
Computers For Marketing Corporation 
Creative Research Systems 
Decision Data, Inc. 
Detail Technologies 
Mnemonics, Inc. 
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Persimmon Software 
The Research Group 
Sawtooth Software, Inc. 

CONJOINTITRADE OFF 
ANALYSIS 

Ashton·Tate 
Bretton-CI ark 
Dataloglcs 
Sawtooth Software 
Scott Smith 

CORRESPON DENCE ANALYSIS 

Research Services 
Scott Smith 

CROSSTABU LATION/DISPLAY 

Analysis Technology 
Ashton-Tate 
Bardsley-Haslacher 
Business Research & Surveys 
Consulting Hardware & Processing 
Core Analytic 
Creative Research Systems 
Dataloglcs 
Decision Data, Inc. 
Downle·Plne Company 
The Futures Group 
Facfind 
Marketing Data Research 
Marketing Software, Inc. 
Marltz Market Research 
Mlcrotab 
Mnemonics, Inc. 
P·Stat, Inc. 
The Sachs Group 
SAS Institute, Inc. 
SPSS, Inc. 
Strawberry Software 

QUESTIONAIRE 
TABULATION 
SYSTEM 

o DATA ENTRY 
MODULE 

,0 INTEGRATED EDITOR 

o 33 STAT MODULES 

o DISK TUTORIAL 

o COMPREHENSIVE 
CROSS TAB LOGIC 

o PRESENTATION 
QUALITY PRINTOUTS 

Survey tab 
Systat, Inc. 
Walonlck Associates 
World Research Systems 

CRT DATA ENTRY 

ACRS Dlv. MIA/RIC 
Arc Tangent 
Bardsley & Haslacher 
Computers For Marketing Corporation 
Creative Research Systems 
Dataloglcs 
Detail Technologies 
Downie-Pine Company 
Marketing Information Systems 
Mlcrotab, Inc. 
Mnemonics, Inc. 
The Research Group 
SPSS, Inc. 
Viking Software 
Walonlck Associates 

CRT TELEPHONE 
INTERVIEWING 

ACRS Div. MIA/RIC 
Computers For Marketing Corporation 
CRC Information Systems 
Creative Research Systems 
Decision Data, Inc. 
Detail Technologies 
Market Probe International 
Mnemonics, Inc. 
Persimmon Software 
The Research Group 
Sawtooth Software, Inc. 
Viking Software 
Walonlck Associates 

o TELEPHONE 
SUPPORT 

o COMPREHENSIVE 
DOCUMENTATION 

o EASE OF USE 
o NUMEROUS 

UTILITY MODULES 

SIX YEARS 
PROFESSIONAL 

USE! 

RT. 263 AT GREENHILL DATALOG I CS 
BOX 287, SOLEBURY, PA 18963 
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DATABASE MANAGEMENT 
PROGRAMS 

Arc Tangent 
Leadtrack Services 
Marketing Information Systems 
Mlcrotab, Inc. 
P·Stat, Inc. 
The Sachs Group 
Systat, Inc. 
Walonlck Associates 

DATA EDITING 

Arc Tangent 
Bardsley & Haslacher 
Computer Hardware & Processing 
Core Analytic 
Creative Research Systems 
Dataloglcs 
Detail Technologies 
Downle·Plne Company 
The Futures Group 
Marketing Software, Inc. 
Mastersoft, Inc. 
Mlcrotab, Inc. 
P·Stat, Inc. 
The Sachs Group 
Smart Software 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

DATA ENTRY 

ACRS Div. MIA/RIC 
Arc Tangent 
Bardsley & Haslacher 
Business Research & Surveys 
Computers For Marketing Corporation 
Core Analytic 
Creative Research Systems 
Dataloglcs 
Detail Technologies 
DlglData 
Downle·Plne Company 
Hodges & Associate 
Marketing Software, Inc. 
Mlcrotab, Inc. 
Mnemonics, Inc. 
P·Stat, Inc. 
Smart Software 
SPSS, Inc. 
Systat, Inc. 
Viking Software 
Walonlck Associates 

DEMOGRAPHIC ANALYSIS 

Ashton-Tate 
Bardsley & Haslacher 
Geosoft 
Leadtrack Services 
Marketing Software, Inc. 
Mlcrotab, Inc. 
P·Stat, Inc. 
The Sachs Group 
Sammamish Data Systems 
Scott Smith 
SPSS, Inc. 
Travenol Management Services 
Walonlck Associates 
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DISCRIMINANT ANALYSIS 

Mace, Inc. 
P·Stat, Inc. 
SAS Institute, Inc. 
Sawtooth Software, Inc. 
Significant Statistics 
SPSS, Inc. 
Systat, Inc. 

EXPERIMENTAL DESIGN 
THEORY 

Bretton·Clark 
Significant Statistics 

FACTOR ANALYSIS/ 
PRINCIPAL COMPONENTS 

Ashton·Tate 
Mace, Inc. 
P·Stat, Inc. 
SAS Institute, Inc. 
Significant Statistics 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

FOCUS GROUP MANAGEMENT 

Mlcrotab, Inc. 
Sophisticated Data Research 

GENERATION/BALANCED 
SAMPLING DESIGN 

Hodges & Associates 
MarketMath, Inc. 
Pulse Analytlcs, Inc. 

GEOGRAPHIC INFORMATION 
SERVICES 

Geographic Data Technology, Inc. 
Geosoft 
GSllTactics 
Sammamish Data Systems 

GRAPHIC DISPLAY 

Ashton-Tate 
Core Analytic 
Creative Research Systems 
Downle·Plne Company 
Geosoft 
Marltz Market Research 
National Planning Data Corp. 
RCB Software 
The Sachs Group 
SAS Institute, Inc. 
Smart Software 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 
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INTERACTION/CLASSI FICATION 
ANALYSIS 

Ashton-Tate 
Statistical Innovations, Inc. 
Systat, Inc. 

INTERACTIVE TABULATION 

Bardsley & Haslacher 
Business Research & Surveys 
Creative Research Systems 
Downle·Plne Company 
Marltz Market Research 
Mnemonics, Inc. 

P·Stat, Inc. 
The Sachs Gorup 
Walonlck Associates 

KEY TO DISK 

Bardsley & Haslacher 
Computers For Marketing Corporation 
Creative Research Systems 
Dataloglcs 
Detail Technologies 
Downle·Plne Company 
Mlcrotab, Inc. 
SPSS, Inc. 
Viking Software 
Walonlck Associates 

The Decision Support System 
For Marketing Research 

FAST, SIMPLE, THOROUGH~' 
ACCESS TO YOUR ~ 
MARKEnNG L / / ' / 

DATA // 1/ 
'~LDR'.TM 
/~~ / 

GET THE ANSWERS IN MINUTES, 
NOT HOURS OR DAYS. 

Explorer is a tool of the 90's that combines crosstabulations, graphics, and 
statistics in one easy-to-use package. It allows anyone to access information 
without being a computer expert . 

As a researcher you have to be responsive and adaptable, yet research suppliers 
just aren't able to respond to your needs in hours. Additionally , traditional data 
processing is ill-equipped to meet your schedule. Most analytical software and 
timesharing approaches require long setup times before results can be obtained . 
Often , you just can't wait that long . 

Explorer is the answer to your immediate data needs and custom reports. Explorer 
puts the data on your desk, on your PC computer, to be run on your schedule. 

Call your nearest Maritz office and ask for The Decision Support System for 
Marketing Research. 

One More Reason Maritz Is A Leader 

lEI! MARITZ' MARKETING RESEARCH INC. 
St.louis 

(3'4) 827·'6'0 
'395 N Highway Dr 
Fen,on . M063099 

New York 
(20') 292·'775 

'5'5At '0 
ParSippany, NJ 07054 

Allantll 
(404) 256-4080 

5995 Barfield Ad , .'60 
Atlanta , GA 30328 

Mlnnellpolis 
(6'2) 922-0882 

6800 France Ave , SUite 320 
Minneapolis, MN 55435 

Agricultural 
(3'4) 827-2305 

'395 N Highway Dr 
Fen'on , M063099 

Detroit 
(3'3) 540-2200 

255 East Brown S, ., SUite 205 
Birmingham. MI480" 

Toledo 
(4'9) 84' -283' 
3035 MoNat Dr 

Toledo, OH 436'5 
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Dallas, TX 75230 

Los Angeles 
(2'3) 947-4602 

'585' Eas' Whittier Blvd 
Whittier . CA 90603 
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LOGIT/LOG·LlNEAR ANALYSIS 

SAS Institute, Inc. 
Significant Statistics 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

MARKET MATCHING 

Bardsley & Haslacher 
Sammamish Data Systems 

MARKET SEGMENTATION 

Ashton-Tate 
Marketing Information Systems 
Marketing Software, Inc. 
MRCA Information Services 
Pulse Analytlcs, Inc_ 
The Sachs Group 
Strawberry Software, Inc. 
Scott Smith 
SPSS, Inc. 
Statistical Innovations, Inc. 

MEDIA ANALYSIS 

Arc Tangent 
Bardsley & Haslacher 
Leadtrack Services 
Scott Smith 

MULTIDIMENSIONAL SCALING 

Mace, Inc. 
Scott Smith 
Significant Statistics 
SPSS, Inc. 
Systat, Inc. 

MUL TINOMINAL LOGIT 
ANALYSIS 

Caliper Corporation 
Mace, Inc. 
SPSS, Inc. 
Systat, Inc. 

P-STAT ® Software for 
Surveys & Statistics 

P·ST A T combines statistical analysis 
with data and file management, stub­
and-banner displays, crosstabulation 
and report-writing, in a single package. 
P·STA T is supported on 50+ main­
frame, mini and PCs. A PC demo 
package is available for $95.00. 
P·STAT, Inc., P.O. Box AH, Princeton, 
NJ 08542· Telephone (609) 924-9100. 
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MULTIVARIATE METHODS 

Core Analytic 
The Futures Group 
Mace, Inc. 
P·Stat, Inc. 
Sawtooth Software, Inc. 
Scott Smith 
Significant Statistics 
Smart Software 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

NON·PARAMETRIC STATISTICS 

Addison-Wesley 
Ashton-Tate 
Mace, Inc. 
P·Stat, Inc. 
Significant Statistics 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

ON·LlNE DATA TABULATION 

Acr Tangent 
Creative Research Systems 
Downle·Plne Company 
Marketing Information Systems 
P·Stat, Inc. 
Walonlck Associates 

ON·LlNE TELEPHONE 
INTERVIEWING 

ACRS Div. MIAIRIC 
Arc Tangent 
Creative Research Systems 
Mnemonics, Inc. 
Persimmon Software 
The Research Group 
Sawtooth Software, Inc. 
Walonlck Associates 

PATTERN ANALYSIS 

Ashton-Tate 
Geosoft 
Marketools 
SPSS, Inc. 
Systat, Inc. 

PERCEPTUAL MAPPING 

Ashton-Tate 
Sawtooth Software, Inc. 
Systat, Inc. 

PRICE ELASTICITY 
MEASUREMENT 

Ashton-Tate 
Bretton-Clark 
Core Analytic 
Dataloglcs 
Marketools 
Sawtooth Software, Inc. 

PROGRAMMING LANGUAGE 

P·Stat, Inc. 
SAS Institute, Inc. 
Systat, Inc. 
Walonlck Associates 

QUADRANT ANALYSIS 

Ashton-Tate 
Detail Technologies 
Pulse Analytlcs, Inc. 

QUESTIONNAIRE DESIGN 
LANGUAGE 

ACRS Div. MIA/RIC 
Computers For Marketing Corporation 
Detail Technologies 
Downle·Plne Company 
Hodges & Associates 
Mnemonics, Inc. 

RANKING 

Bardsley & Haslacher 
Creative Research Systems 
Detail Technologies 
Downle·Plne Company 
Mace, Inc. 
Marketools, Inc. 
Mlcrotab, Inc. 
P·Stat, Inc. 
SPSS, Inc. 
Systat, Inc. 

REG RESSION/CORRELATION 
ANALYSIS 

Ashton-Tate 
Core Analytic 
Creative Research Systems 
Dataloglcs 
The Futures Group 
Mace, Inc. 
Marketools, Inc. 
P·Stat, Inc. 
The Sachs Group 
SAS Institute, Inc. 
Significant Statistics 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

SALES DATABASE 

Arc Tangent 
Ashton-Tate 
Computer Strategies, Inc. 
Leadtrack Services 
Marketing Information Systems 
Market Power, Inc. 
P-Stat, Inc. 
The Sachs Group 
Walonlck Associates 
Wisard Software 
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SALES ANALYSIS 

Arc Tangent 
Ashton-Tate 
Core Analytic 
Datamension 
Geosoft 
GSIITactics 
KLS, Inc. 
Leadtrack Services 
Marketing Information Systems 
Marketing Software, Inc. 
Market Power, Inc. 
Marketools, Inc. 
P·Stat, Inc_ 
The Sachs Group 
Sammamish Data Systems 
SAS Institute, Inc. 
SPSS, Inc. 
Travenol Management Services 
Walonlck Associates 
Wisard Software 

SALES EFFECTIVEN ESS 
MEASUREMENT 

Ashton-Tate 
Computer Strategies, Inc. 
Datamension 
Geosoft 
GSIITactics 
Leadtrack Services 
Marketing Information Systems 
Marketing Software, Inc. 
Market Power, Inc. 
Sammamish Data Systems 
Travenol Management Services 
Wisard Software 

SALES FORECASTING 

Core Analytic 
Datamension 
GSl/Tactics 
Leadtrack Services 
Marketing Information Systems 
Market Power, Inc. 
Marketools, Inc. 
P·Stat, Inc. 
The Sachs Group 
SAS Institute, Inc. 
Sawtooth Software, Inc. 
Smart Software 
SPSS, Inc. 
Systat, Inc. 
Travenol Management Services 
Walonlck Associates 
Wisard Software 

SAMPLE SIZE DETERMINATION 

Detail Technologies 
Hodges & Associates 
Walonlck Associates 
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SAMPLE WEIGHTING SIMULATION/MODELING 

Ashton-Tate Bretton-Clark 
Bardsley & Haslacher 
Business Research & Surveys 
Creative Research Systems 
Decision Data, Inc. 
Downle·Plne Company 
Mlcrotab, Inc. 

Sawtooth Software, Inc. 
Systat, Inc. 

Mnemonics, Inc. 
P·Stat, Inc. 
Spencer Research 
SPSS, Inc. 
Systat, Inc. 

A STATISTICAL ANALYSIS PACKAGE FOR 
PROFESSIONAL RESEARCHERS 

StatPac Gold is the most advanced statistical analysis 
package available for microcomputers ... and you don't have 
to be a computer expert to use it! Irs easy to learn, simple to 
use, fast, accurate and versatile. Output is clear, concise 
and comprehensive. 

StatPac Gold can handle your survey and marketing 
research project from start to finish ... beginning with sample 
selection and ending with the reports you want to present to 
your clients. 

StatPac Gold comes with a complete data manager including 
three different data entry and editing techniques. It also 
contains programs to print, merge, transform, compare and 
reformat data files. Data manipulation includes weighting, 
writing, listing, sorting and aggregating cases; also select-if, 
recode, recode-if, compute, compute-if, sum, lag, difference, 
dummy and normalize. Transformations are performed using 
standard algebraic equations. 

StatPac Gold features frequencies, multiple response 
analysis, descriptive statistics, breakdown, crosstabs, 
banners, t-tests, correlation, linear and non-linear 
regression, stepwise multiple regression, probit regression, 
principal components, collinearity diagnostiCS, factor 
analysis and eleven different ANOVA designs. Many options, 
including presentation-quality graphics, are available on all 
analyses. An advanced forecasting module is also available 
as an option. 

All files are stored in sequential ASCII format and are 
compatible with most other software. Data files may contain 
over 32,000 records and 500 variables of alpha or numeric 
information. 

Find out more about howStatPac Gold can help you! 

Call Now for Free Brochure 
and Technical Specifications: 1-800-328-4907 

I~I ~~~~~!~~!~?af~~I5~~ 
(612) 866-9022 
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"T" TEST 

Core Analytic 
Creative Research Systems 
Dataloglcs 
Detail Technologies 
Downle·Plne Company 
The Future Group 
Harry Heller Research 
Mace, Inc. 
Marketing Software, Inc. 
Mlcrotab, Inc. 
Mnemonics, Inc. 
P·Stat, Inc. 
SAS Institute, Inc. 
Significant Statistics 
Spencer Research 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

TABLE EDITING 

Bardsley & Haslacher 
Core Analytic 
CRC Information Systems 
Dataloglcs 
Decision Data, Inc. 
Detail Technolgies 
Downle·Plne Company 
P·Stat, Inc. 
SPSS, Inc. 

TABULATION SYSTEM 

Bardsley & Haslacher 
Business Research & Surveys 
Computer Hardware & Processing 
Creative Research Systems 
Dataloglcs 
Decision Data, Inc. 
Downle·Plne Company 
Marketing Data Research 
Marketing Software, Inc. 
Marltz Market Research 
Mlcrotab, Inc. 
P·Stat, Inc. 
SAS Institute, Inc. 
Spencer Research 
SPSS, Inc. 
Strawberry Software 
Walonlck Associates 

TELEPHONE INTERVIEWINGI 
SAMPLING 

ACRS Div. MIA/RIC 
Analytical Computer Service 
Computers For Marketing Corporation 
Creative Research Systems 
Decision Data, Inc. 
DRW Corporation 
Market Probe International 
Mnemonics, Inc. 
Persimmon Software 
The Research Group 
Sawtooth Software, Inc. 

THURSTONE SCALING 

Scott Smith 
Systat, Inc. 

TIME·SERIES ANALYSIS 

Addison-Wesley 
Core Analytic 
The Futures Group 
Mace, Inc. 
Marketools, Inc. 
P·Stat, Inc. 
RCB Software 
Significant Statistics 
Smart Software 
SPSS, Inc. 
Systat, Inc. 
Walonlck Associates 

APM System 
Adaptive Perceptual Mapping 

ACA System 
for Adaptive Conjoint Analysis 

Ci2 System 
for Computer Interactive Interviewing 

Ci2 CAT) System 
for Computer-Assisted Telephone Interviewing 
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Powerful, affordable, and easy to use software for the IBM PC. 
We guarantee it. 

Call or write for a demo disk. 

Sawtooth Software 
P.o. Box 3429, Ketchum, ID 83340 

208/726-7772 
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Detail Technologies 

VERBATIM CODING 

Creative Research Systems 
Detail Technologies 
DlglData 
Downle·Plne Company 
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Section IV · Software Programs For Use With Mainframes 
SECTION IV 
COMPUTERS FOR MARKETING COR­
PORATION - SURVENT -A ful -featured 
minicomputer-based system for 
computer-assisted telephone interview­
ing. Provides capabilities for developing 
and administering complex question­
naire and sampling designs. Includes 
logic controls , rotations, supervisor 
monitoring, management status reports, 
quota control and comprehensive 
telephone management control in­
cluding automatic callback scheduling 
and autodialer interface. MENTOR: A 
batch crosstabulationlreporting 
systems for minicomputers. Includes all 
industry standard features. Provides 
complete formatting flexib il ity. Utilities 
for cleaning and other data preparation 
requirements included. TUDOR: An in­
teractive (prompt/response) mode for 
project managers included with Mentor. 
The MENTOR program can be fully in­
tegrated with SURVENT for streamlined 
tabulation of CRT studies. STATPAK: A 
set of programs for performing 
multivariate statistical tests including: 
Regression , Correlation, Analysis of 
Variance, Factor Analysis and others. 
Accepts multipunched data files and is 
fully integrated with MENTOR tabula­
tion system. MICROPUNCH: A key-to­
disk data entry system for the HP3000. 
Designed to simulate the familiar IBM 
keypunch for rapid columnar-style data 
entry needs. It accepts single or multi­
punched , alpha , numeric or 
alphanumeric data, f ields, ranges. 

DOWNIE-PINE COMPANY - D.P. 
CUBE-Complete cross -tabulation 
package from data entry through report 
presentation. Includes a comprehensive 
report generator that allows the analyst 
to directly turn cross-tabulations into 
report ready tables. Three dimensional 
graphs using familiar word processing 
techniques. 

METAPHOR COMPUTER SYSTEMS­
Hardware and software system provides 
a graphical interface that lets the 
marketing professional access large 
amounts of corporate mainframe data 
as well as syndicated data (Nielsen, 
SAMIIBurke, Majers, etc.) from a single 
integrated data base. The system helps 
translate data into useful information 
supporting a full range of research , 
brand management and sales analysis 
activities. 

P-STAT, INC.-P-STAT is identical on all 
systems. P-STAT combines statistics 
with data and file management, cross­
tabulation , stub-and-banner displays 
and a fourth generation programming 
language. P-STAT is a command driven 
program with online HELP and an inter­
active EDITOR. 

ANALYSIS OF VARIANCE 

Computers For Marketing Corporation 
CRC Information Systems 
Information Resources, Inc. 
Integrated Planning, Inc. 
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P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 
Systat , Inc. 

BRAND SHARE ANALYSIS 

ACRS Div. M/A/R/C 
Integrated Planning, Inc. 

CANONICAL ANALYSIS 

Integrated Planning, Inc. 
SPSS, Inc. 
Systat, Inc. 

CENSUS REPORTING 
PROGRAMS 

SPSS, Inc. 
Survey Sampling, Inc. 

CLUSTER ANALYSIS 

CRC Information Systems 
Information Resources, Inc. 
Integrated Planning, Inc. 
R Isaacs Computing Assoc. 
P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 
Systat, Inc. 

COMPUTER CODING 

ACRS Div. MIA/RIC 
Computers For Marketing Corporation 
Downle·Plne Company 
Mitchell Management Systems 
World Research Systems 

COMPUTER GRAPHICS 

DevCom Mid America 
Downle·Plne Company 
Graphic M*I*S, Inc. 
Information Resources, Inc. 
Integrated Planning, Inc. 
P·Stat, Inc. 
SPSS, Inc. 

CRC Information Systems 
Information Resources, Inc. 
Integrated Planning, Inc. 
P·Stat, Inc. 

COMPUTERIZED INTERVIEWING 

SAS Institute, Inc. 
SPSS, Inc. 

ACRS Div. MIA/RIC 
Computers For Marketing Corporation 
CRC Information Systems 
Mnemonics, Inc. 

Systat, Inc. 

COMPREHENSIVE STATISTICAL 
PACKAGE 

Pulse Train Technology 
The Research Group 
World Research Systems 

Computers For Marketing Corporation 

MICROM® $495 
Cross Tabulation Software • 

FANTASTIC! 
Microtab® Cross-Tabulation Software is the acknowledged Standard 
of Excellence in microcomputer based table production software. 
And now you can have it for only $495. 

The Silver Edition: Provides you with the fullest compliment of 
tabulation capabilities available at this low of a price. Capabilities 
like: keyboard data entry and key verification; acceptance of data in 
ASCII and IBM 360 column binary formats; 10,000 questionnaire 
capacity; re-coding; skip pattern checks; fully labeled industry stan­
dard tables ; and much, much, more. 

Our software uses Logical Progressive Menus that softly prompt 
you through to the successful completion of your project. That 's why 
we can provide you with a lifetime of free support. Free support 
that you'll probably never use. 

Microtab® Cross-Tabulation Software is used by major service 
bureaus, research companies and corporations around the world. At 
this low price, can you afford not to be using it? 

For more information about our full line of marketing research 
software, call or write us today. 

MICROli\B, II\CORPORATED 
P.O Box 472 . Newton. New Jersey 07860 0 201 / 579-1984 
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CONJOINr/TRADE OFF 
ANALYSIS 

ACRS Div. MIAIRIC 
CRC Information Systems 
Information Resources, Inc. 
Integrated Planning, Inc. 
Allan Shocker 

CORRESPON DENCE ANALYSIS 

CRC Information Systems 
Integrated Planning Inc. 
Mitchell Management Systems 

CROSSTABULATION/DISPLAY 

ACRS Div. MIA/RIC 
Analytical Computer Service 
Britz Publishing Co. 
CRC Information Systems 
Downle·Plne Company 
Information Resources, Inc. 
Integrated Planning, Inc. 
R Isaacs Computing Assoc. 
Market Probe International 
Mitchell Management Systems 
Mnemonics, Inc. 
Perreau It & Assoc. 
P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 
Systat, Inc. 
World Research Systems 

CRT DATA ENTRY 

ACRS Div. MIA/RIC 
Computers For Marketing Corporation 
DevCom Mid America 
Downle·Plne Company 
Marketing Information Systems 
Mitchell Management Systems 
Pulse Train Technology 
SPSS, Inc. 
Viking Software 
World Research Systems 

Market Probe International 
Mnemonics, Inc. 
Pulse Train Technology 
The Research Group 
World Research Systems 

DATABASE MANAGEMENT 
PROGRAM 

Computers For Marketing Corporation 
DevCom Mid America 
Information Resources, Inc. 
Integrated Planning, Inc. 
Marketing Information Systems 
Mitchell Management Systems 
P·Stat, Inc. 
Systat, Inc. 
World Research Systems 

DATA EDITING 

ACRS Div. MIAIRIC 
CRC Information Systems 
Hodges & Associates 
Mitchell Management Systems 
P·Stat, Inc. 
SPSS, Inc. 
Systat, Inc. 
World Research Systems 

DATA ENTRY 

ACRS Div. MIAIRIC 
Analytical Computer Service 
Computers For Marketing Corporation 
R Isaacs Computing Assoc. 
Mitchell Management Systems 
Mnemonics, Inc. 
P·Stat, Inc. 
SPSS, Inc. 
Systat, Inc. 
Viking Software 
World Research Systems 

DEMOGRAPHIC ANALYSIS 

ACRS Div. MIA/RIC 
Information Resources, Inc. 
Integrated Planning, Inc. 
LPC, Inc. 
Mitchell Management Systems 
National Planning Data Corporation 
P·Stat, Inc. 
SPSS, Inc. 
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Survey Sampling, Inc. 
World Research Systems 

DISCRIMINANT ANALYSIS 

CRC Information Systems 
Information Resources, Inc. 
Integrated Planning, Inc. 
P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 

FACTOR ANALYSIS/ 
PRINCIPAL COMPONENT 

Computers For Marketing Corporation 
CRC Information Systems 
Information Resources, Inc. 
R Isaacs Computing Assoc. 
P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 
Systat, Inc. 

FOCUS GROUP MANAGEMENT 

Mitchell Management Systems 

GENERATION/BALANCED 
SAMPLING DESIGN 

MarketMath, Inc. 
Survey Sampling, Inc. 

GEOGRAPHIC INFORMATION 
SERVICE 

GSl/Tactics 
LPC, Inc. 
MPSI Systems, Inc. 
National Planning Data Corp. 

GRAPHIC DISPLAY 

DevCom Mid America 
Downle·Plne Company 
Integrated Planning, Inc. 
Metaphor Computer Systems 
SAS Institute, Inc. 
SPSS, Inc. 
Systat, Inc. 

INDEXING 

LPC, Inc. 
World Research Systems 

INTERACTION/CLASSIFICATION 
ANALYSIS 

Perreault & Assoc. 
Statistical Innovations 

INTERACTIVE TABULATIONS 

Downie· Pine Company 
R Isaacs Computing Assoc. 
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KEY TO DISK 

Computers For Marketing Corporation 
Downle·Plne Company 
SPSS, Inc. 
Vi ki ng Software 

LOG IT ILOG· LI NEAR 
ANALYSIS 

SAS Institute, Inc. 
SPSS, Inc. 
Systat, Inc. 

MARKET MATCHING 

LPC, Inc. 
Mitchell Management Systems 

MARKET SEGMENTATION 

ACRS Div. MIAIRIC 
LPC, Inc. 
Marketing Information Systems 
Mitchell Management Systems 
Perreault & Assoc. 
SPSS, Inc. 
Statistical Innovations 

MEDIA ANALYSIS 

Mitchell Management Systems 

MUL TIDEMENSIONAL SCALING 

CRC Information Systems 
Information Resources, Inc. 
Integrated Planning, Inc. 
SPSS, Inc. 
Systat, Inc. 

MULTINOMINAL LOGIT 
ANALYSIS 

Caliper Corporation 
SPSS, Inc. 
Systat, Inc. 

MULTIVARIATE METHODS 

SPSS, Inc. 

NON·PARAMETRIC 
STATISTICS 

Integrated Planning, Inc. 
P·Stat, Inc. 
SPSS, Inc. 
Systat, Inc. 

ON LINE DATA TABULATION 

ACRS Div. MIAIRIC 
Analytical Computer Service 
Computers For Marketing Corporation 
CRC Information Systems 
Downle·Plne Company 
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R Isaacs Computing Assoc. 
Mitchell Management Systems 
P·Stat, Inc. 

PROGRAMMING LANGUAGE 

P·Stat, Inc. World Research Systems 
SAS Institute, Inc. 
Systat, Inc. 

ON·LlNE TELEPHONE 
INTERVIEWING QUADRANT ANALYSIS 

ACRS Div. MIAIRIC 
Computers For Marketing Corporation 
Marketing Information Systems 
Mnemonics, Inc. 

Information Resources, Inc. 
Integrated Planning, Inc. 

P·Stat, Inc. 
World Research Systems 

PATTERN ANALYSIS 

QUESTIONNAIRE DESIGN 
LANGUAGE 

ACRS Div. MIA/RIC 

CRC Information Systems 
Integrated Planning, Inc. 
Mitchell Management Systems 
SPSS, Inc. 

Computers For Marketing Corporation 
CRC Information Systems 
Downle·Plne Company 
Mnemonics, Inc. 
World Research Systems 

Systat, Inc. 

RANKING 
PERCEPTUAL MAPPING ACRS Div. MIAIRIC 

CRC Information Systems Computers For Marketing Corporation 
Downle·Plne Company 
Integrated Planning, Inc. 
Mitchell Management Systems 
P·Stat, Inc. 
SPSS, Inc. 
Systat, Inc. 
World Research Systems 

1290 GRANDVIEW AVENUE 
COLUMBUS, OHIO 43212 

"A ONE-STOP SOURCE FOR ALL OF YOUR RESEARCH 
TABULATION NEEDS H 

* FIVE IN-HOUSE COMPUTERS, EXCLUSIVELY USED 
FOR ANALYSIS OF RESEARCH DATA 

* KEY TO DISK DATA ENTRY INCLUDING 
VERIFICATION CAPABILITY 

* ELECTRONIC DATA BASE TRANSFER CAPABILITY 
TO YOUR MICRO OR MAINFRAME 

* FLEXIBLE CROSS-TABULATION REPORT FORMATS 

* FAST TURN-AROUND OF TOP-LINE AND FINAL 
REPORTS 

* QUALITY DATA ANALYSIS AT VERY COMPETITIVE 
PRICES 

FOR COMPLETE INFORMATION, CONTACT: 

GEORGE MAYNARD OR BETTY SPENCER 
(614) 488-3123 
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ABOUT YOUR HOUSEHOU)'S USE OF DIFFERENT FINANCIALINSTITUTJONS .•. 
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Get Your 
Data In The 
Computer 
FAST! 
If your business involves transferring 
information from printed questionnaires to a 
computer readable format, consider the DigiData 
Entry System. 

With DigiData, simply lay each form on an 
electronic tablet and repeat the check marks and 
other entries found on the questionnaire. The system 
allows you to intermix open end questions, numeric 
entries (age, zip code, etc.) and keyboarded entries. 
Multiple page forms (up to 12 8Y2 xlI" pages) or 
oversize questionnaires (up to 11x17") are no 
problem. 

An accurate, fast, and simple method of data 
transfer that doesn't require trained operators. 
Simple and quick set up for each new form. 
DigiData creates an ASCII data file ready to import 
into your favorite mainframe or micro program for 
analysis. 

For the IBM PC, XT, AT or compatible computers 
with 128K and one floppy disk. 

Write or call for details and price information. 

DigiData 
Entry System 

9637 East Gold Dust Ave., Suite 401 
Scottsdale, AZ 85258 

602 / 998-8084 
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REGRESSION/CORRELATION 
ANALYSIS 

Computers For Marketing Corporation 
CRC Information Systems 
Information Resources, Inc, 
Integrated Planning, Inc. 
R Isaacs Computing Assoc. 
P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 
Systat, Inc. 

SALES ANALYSIS 

Analytical Consultants International 
DevCom Mid America 
GMD Incorporated 
GSllTactics 
Information Resources, Inc. 
Integrated Planning, Inc. 
Marketing Information Systems 
Metaphor Computer Systems 
Mitchell Management Systems 
P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 

SALES DATABASE 

Analytical Consultants International 
DevCom Mid America 
Information Resources, Inc. 
Integrated Planning, Inc. 
Marketing Information Systems 
Mitchell Management Systems 
P·Stat, Inc. 

SALES EFFECTIVEN ESS 
MEASUREMENT 

Analytical Consultants International 
GMD Incorporated 
GSl/Tactics 
Information Resources, Inc. 
Marketing Information Systems 
Mitchell Management Systems 

SALES FORECASTING 

Analytical Consultants International 
GSllTactics 
Marketing Information Systems 
Mitchell Management Systems 
P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 
Systat, Inc. 

SAMPLE SIZE DETERMINATION 

Survey Sampling, Inc. 
Systat, Inc. 

continued on page 48 
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PC Software 
continued from p. 26 

ware publisher to see if it has been 
corrected. 

Send for information: Contact the 
software publisher for product litera­
ture and ask for a demonstration disk. 
If you have to pay for the disk, by sure 
that it is a working demonstration of 
the package and not just a "self-run­
ning slide show." Most publishers ap­
ply the price of the demo disk to the 
purchase of the package or, in some 
cases, refund your money if you return 
the disk. In any event, the price of a 
well-written demo is money well 
spent. 

Collect information on several pack­
ages. Software publishers emphasize a 
product's strengths and so their litera­
ture is naturally biased. You can get a 
more balanced picture by collecting 
information from several publishers. 

Call the software publisher with 
specific questions: Think through 
how you will use the software, define 
your needs and how they would be af­
fected by the package's limits. Identify 
the specific requirements you have 
that aren't addressed in the publisher's 
literature, then call the software pub­
lisher and ask about these require­
ments. Stick to factual questions such 
as "Is the package copy protected?" 
or "Is there a money back guarantee?" 
Avoid asking the software publisher 
his opinion about his package. 

Talk to users: Once you have nar­
rowed your choice to two or three 
packages, talk to users you know or 
ask the publisher to give you the 
names of people, similar to yourself, 
who are using the software. This is 
your best source of information. Ask 
users: 

• How well does the package do the 
job? What, if any, are the major limita­
tions? 

• Is the software easy to use? Is the 
documentation well organized, clear 
and accurate? What level of computer 
knowledge is necessary? 

• Does the software have serious 
bugs? If so, has the publisher acknowl­
edged them? How quickly have past 
bugs been fixed? What is the policy 
about distributing fixes? 

• Is the software updated? How of­
ten are new features added? Are user 
suggestions incorporated in the up­
grades? What is the charge for up­
grades? 
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• What is the maintenance and sup­
port policy? How much does it cost? 
How quickly are support problems 
handled? Are the support people 
knowledgeable and helpful? 

Also, ask users about specific re­
quirements that are critical to you. If a 
demo disk is not available, arrange to 
have a user show you the package in 
operation. 

Customer support is probably the 
most important issue, second only to 
the package being well-written. The 
"period of adjustment" and "learning 
curve" for software is often underesti­
mated by both the software publisher 
and the user. Be sure the software pub­
lisher is committed to maintaining and 

updating his products. Make sure 
there are support staff who not only 
understand the software, but who un­
derstand marketing research, too. 

You can take the risk out of buying 
software with a little homework; it 
takes time but the rewards are great. 
You may want to hire a computer con­
sultant to do this work for you. If you 
do, be sure the consultant understands 
the research business and how the soft­
ware will become an integral part of 
your business. 

Today's software brings power and 
added expertise to the non-computer 
expert. That's why it is generating so 
much attention. With the right soft­
ware you can expand your business 
and make it more productive. MRR 

MARKihlNG RESEARCH 
Revielv 

Coming in the next twelve months 

I f you've not already filled out a subscrip­
tion form for your free personally-addressed 
copy of Quirk's Marketing Research Review, 
do it now! Use the card on page 11 to make 
sure you don't miss any of the great issues 
coming up in the next twelve months. Among 
the special issues will be: 

Issue Editorial Emphasis Directories/Listings 

April Advertising Research 

May Telephone Interviewing Major Telephone 
Interviewing 
Organizations 

June/July Healthcare Research 

August/September Syndicated Research Syndicated Research 
Services 

October/November Packaging Research Permanent Shopping 
Mall Research Facilities 

December/ January Focus Groups Focus Group Facilities 

February Business-To-Business 
Research 

March Data Processing Data Processing Services 
and Software Programs 
Designed for Research 
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Focus group changes 
The following are changes and omissions in 

the focus group directory that was included in 
the December/January issue: 

Nichols Research, Inc. 
NewPark Mall 
Newark, CA 94560 
(415) 794-2990 
Contact: Jane Rosen 

Mid-America Research, Inc. 
DeSota Square Mall 
Bradenton, FL 33505 
(312) 329-0800 
Contact: Betty Jorgensen 
1-3-4-6-7A 

Schwartz-Field Services, Inc. 
9211 Lazy Lane 
Tampa, FL 33614 
(813) 933-8060 
Contacts: Bonita Schwartz 

Jodie Schwartz 
1-3-5-6B 

Roger Johnson & Associates, Inc. 
150 N. Santa Anita Ave., Suite 645 
Arcadia, CA 91006 
(213) 681-4231 
Contacts: Shula Merton 

Roger Johnson 
1-3-5-6-7B 

Mid-America Research 
Lenox Square Mall 
3393 Peachtree Rd. N.E. 
Atlanta, GA 30326 
Contacts: Joan Ferdinands 

Harriet Borgart 
1-3-4-5-6-7 A 

CHAPEL HILL 

FGI Research 
700 Eastowne Dr. 
Chapel Hill , NC 27514 
919-929-7759 
Contacts: Archie Purcell 

Leonard Lind 
1-3-4-5-6-7 B 

continued from page 44 

SAMPLE WEIGHTING 

CRC Information Systems 
Downle·Plne Company 
P·Stat, Inc. 
SPSS, Inc. 
Survey Sampling, Inc. 
Systat, Inc. 
World Research Systems 

SIMULATION/MODELING 

Systat, Inc. 

"T" TESTS 

Analytical Computer Service 
Computer For Marketing Corporation 
CRC Information Systems 
Downle·Plne Company 
Information Systems, Inc. 
Integrated Planning, Inc. 
R Isaacs Computing Assoc. 
P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 
Systat, Inc. 
World Research Systems 

TABLE EDITING 

Computer For Marketing Corporation 
CRC Information Systems 
Downle·Plne Company 
P·Stat, Inc. 
SPSS, Inc. 
World Research Systems 

TABULATION SYSTEMS 

ACRS Div. MIA/RIC 
Computers For Marketing Corporation 
Consulting Hardware & Processing 
CRC Information Systems 
Downle·Plne Company 

Full Service Marketing 
Research Firm 

In-house Focus Group Interviewing Facilities 

Computer Assisted WATS Telephone Capabilities 

Complete on-site Data Processing Capabilities 

Experienced Professional Staff 

Rockwood Research 
1751 WEST COUNTY ROAD B· ST. PAUL, MINNESOTA, 55113·612-631-1977 
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Information Resources, Inc. 
R Isaacs Computing Assoc. 
Market Probe International 
Mnemonics, Inc. 
Perreault & Assoc. 
P·Stat, Inc. 
SAS Institute, Inc. 
SPSS, Inc. 
World Research Systems 

THURSTONE SCALING 

Systat, Inc. 

TELEPHONE INTERVIEWING 
SYSTEMS 

Computers For Marketing Corporation 
CRC Information Systems 
DRW Corporation 
Market Probe International 
Mnemonics, Inc. 
Pulse Train Technology 
The Research Group 
World Research Systems 

TI M E·SERI ES ANALYSIS 

Information Resources, Inc. 
Integrated Planning, Inc. 
P·Stat, Inc. 
SPSS, Inc. 
Systat, Inc. 

VERBATIM CODING 

ACRS Div. MIA/RIC 
Computers For Marketing Corporation 
Downle·Plne Company 
World Research Systems 

Quirk's Marketing Research Review 



Databases 
continued from p. 13 

good spot for a particular type of 
store ," says Jeriann King, research 
systems manager at Southland. 

"This base report is just a building 
block," continues King. " We use that 
information along with other research 
data." 

The base report is also used for de­
veloping promotional pieces for stores 
that are featuring special products or 
services. 

In-bouse control 
Like the companies previously men­

tioned, King says developing a report 
meant having to pull information from 
a variety of sources. This lack of syn­
ergy required a lot of extra effort in 
putting all of the data together. 

" Now all of these random pieces of 
information - mapping, expenditure 
reports , shopping center reports - are 
wrapped up in one interlocking system 
which can be put into our mainframe 
and manipulated with other software 
packages. Having this in-house capa­
bility puts us in complete control." 
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SOUTHLAND 
CORPORATION 

8-hour workdays 
most productive 

• 57 %, eight hours 
• I %, five hours 
• 2 %, six hours 
• 10% , seven hours 
• 8 %, seven-and-a-half hours 

Employees are most productive 
when they have flexible , eight-hour 
workdays, a survey of officials from 
some of America's largest companies 
reports. 

• 6 %, seven and three-quarter hours 
• 2 %, eight-and-a-half hours 
• 6 %, nine hours 
• 5% , 10 hours The survey of vice presidents and 

personnel directors of 100 American 
corporations was conducted by an in­
dependent firm for Accountemps, a 
temporary business personnel service. 

For top work performance, the top 
executives recommended an average 
of 7.9 hours a day, said Marc Silbert, 
Accountemps vice president. 

The executives were asked how 
many hours they believed should be in 
an average workday to get maximum 
efficiency and productivity from their 
employees: 

Furthermore, 54 % of the survey re­
spondents believed that workers who 
were permitted to select their own 
schedule were more productive. Only 
12% said they were less productive. 

CPI DOES IT ALL 
WITH JUST ONE CALL! -

Data Collection Services 
• Mall Interviewing • Focus Groups • Fieldwork • Pre-Recruits 

• Local Tele IWATS • Mystery Shopping • Audits. 

Data Processing Services 
• Set-Up & Conversions • Data Entry • labs/Cross labs 
• CRT Interviewing (Mall & Tele) using Ci2/ ACA/ APM. 

Baltimore 
Houston 

'(800) 336-0159 
CONSUMER PULSE INC. 

Charlotte Cleveland Colorado Springs 
Los Angeles Milwaukee Philadelphia 
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Data processing/software 
continued from p. 14 

puters to evaluate the potential for 
certain products within a particular 
market. Depending on what is being 
tested, their respondents are either 
doctors or hospital pharmacists. 

The technique they use on the com­
puter is called "conjoint analysis." It 
involves asking a series of questions, 
ones which are based on the answers 
to previous ones, to find out what fea­
tures the respondents are willing to 
give up to get an improvement on an­
other product feature. 

One study the company recently 
conducted involved packaging options 
for a prescription drug and price- sen­
sitivity. The objective was to find out 
from hospital pharmacists what would 
happen to the sales volume of the 
product if its price was raised or low­
ered. 

Another study evaluated the market 
potential for a new product. The doc­
tors were asked a series of questions 
about the trade-offs they would make 
in choosing to prescribe a new drug. 
For example, a doctor might be asked 
if he would be willing to accept a prod­
uct with slightly more side effects if 
that product was also slightly more ef­
fective. 

The whole process of evaluating the 
potential for a new product usually 
takes about three months, says Don 
Marshall, manager, quantitative analy­
sis for Smith Kline. 

It begins with a product manage­
ment request to investigate a new com­
petitive product on the market. The 
product analyst then helps develop a 
hypothetical drug profile. Next, a 
questionnaire is created and then 
fielded at a medical convention and 
other locations where the respondents 
are chosen. After analyzing the 
results, a simulation model can be de­
vised which will indicate what the 
market share of a new product with 
that profile should be. 

The value of computer interviewing 
is that it can easily handle more drug 
attributes than the paper and pencil 
method. 

"The paper and pencil survey is also 
very costly and time-consuming be­
cause all the answers need to be coded 

and key-punched and then a simulation 
model developed," explains Marshall. 
"With a computer, all the data is right 
on the disk. We don't have to wait for 
coding and key- punching." 

Marshall gives other pluses for us­
ing the machine interviewer. 

"Doctors like to play with a com­
puter. They seem to think harder and 
pay more attention to it. We seem to be 
generating better data too." 

Technique and equipment 
Respondents can answer computer­

ized questions in two ways. The first is 
to type responses onto a keyboard to 
questions displayed on a video screen. 
Another is to respond to a mechanical 

"Computer interviewing 
seems to make the 
respondent more 
comfortab Ie and provides 
more time and reflection 
in answering the 
questions. Compared to 
personal interviews or 
mail surveys, we really 
believe the results are 
more representative of 
people's attitudes and 
opinions. " Ted Evans 

voice at the end of a telephone line by 
pressing numbers on a telephone. In 
most cases, you'll need a personnel 
computer and a color video-display 
terminal for attractiveness. 

Some limitations 
Not all interviewing problems are 

solved by using a computer. Unlike 
humans, computers are unable to ex­
plain misunderstood questions, recog­
nize unclear answers or prod respon­
dents to elaborate. And unless the 
respondents are good typists, the com­
puter can't usually give lengthy re­
sponses. 

Additionally, there is a problem with 

Smith 1<llne &French Laboratories 
A SMITH KLINE BECKMAN COMPANY 
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the technique when the respondents 
are asked to be interviewed at a central 
location such as at a convention or 
shopping mall. The problem is who is 
being interviewed, a restriction which 
could drastically limit the value of the 
results. 

Some are solving this dilemma by 
telephoning people at home using au­
tomatic-dialing equipment and asking 

"One of the big 
advantages of the data 
being on a floppy disk is 
that it's in machine­
readable form. This 
speeds up the data 
analysis tremendously. 
With hand-written 
surveys, the data would 
have to be key-punched 
and cross-tabulated. Not 
only is the paper and 
pencil method time­
consuming but it leaves 
room for transcription 
errors. " Ted Evans 

questions with a mechanical voice. 
Since these randomly dialed numbers 
are considered by some as an invasion 
of privacy, many states have forbid 
this method and restraints have been 
suggested in many others. 

Computer proponents 
Proponents of the method, however, 

point out its non- human qualities are 
really a plus. Computers don't press 
but wait patiently while a respondent 
takes time to think about a question be­
fore answering. It's inability to show 
facial expressions or emotion make the 
machine unbiased. 

Beyond this, computers put ques­
tions to each respondent all in the same 
way yet at the same time show flexibil­
ity. A respondent's answers can bring 
up new questions based on earlier re­
sponses. 

The potential for computer inter­
viewing to "replace" human inter­
viewers is a possibility, but probably 
not for sometime. For now job inter­
viewees may still have to speak face­
to-face with the company boss. MRR 
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Computer mapping 
continued from p. 8 

The program also helps the com­
pany make decisions regarding branch 
consolidations , bringing branches up 
to profitable levels and acquistions of 
other banks and branches. 

Yet another user of mapping is 
American Savings & Loan Assn. in 
Sherman Oaks, Calif. The financial in­
stitution has 156 branches throughout 
California and uses mapping to find 
out what is happening in the market 
area around each branch and adjacent 
areas. 

"Mapping allows us to see where 
the high potential areas lie," says 
Cindy Gutterman, research analyst at 
AS&L. This was partially beneficial a 
few years ago when the sales division 
began a telemarketing program to in­
troduce a new service. Area branches 
were plotted on a map and then over­
laid with demographic data. 

Says Gutterman , "This outlined 
areas around the branches that the 
sales people should concentrate on." 

Mapping has also assisted AS&L to 
evaluate whether or not ATMs are 

Barclays Group of Banks is a global 
financial institution with over 5,000 
offices in 84 countries. In 1983, 
worldwide assets totalled $92 bil­
I ion and pre-tax profits for 1983 
were $807 million. Barclays Bank of 
California, a 100%-owned subsidi­
ary of the Barclays Group, was es­
tablished in 1965 and in 1981, had 
assests of $1.5 billion. It provides a 
complete banking service to individ­
uals and companies through do­
mestic offices focused in the San 
Francisco Bay area, Santa Barbara, 
Los Angeles and Orange County 
and two international offices lo­
cated in San Francisco and Los 
Angeles. Barclay's subsidiaries in­
clude Barclays Bank International, 
Barclays Bank of New York and Bar­
clays American. In total , Barclays 
four North American operating sub­
sidiaries have 502 offices covering 
37 states with combined assets in 
excess of $13 billion. 

strategically located. This is done by 
plotting the number of cardholders in a 
particular area and using those figures 
to decide whether to install additional 
ATMs and to evaluate currently exist­
ing ones. 

Gutterman says mapping provides 
great flexibility and variance in what 
kind of data the user wants to gener­
ate. The main benefit is that the data 
produced is easy to interpret. That's 
especially beneficial for those in other 
departments who are not skilled in that 
area. 

"Mapping is a visual presentation of 
the same information we can obtain on 
a computer printout," explains Gutter­
man. "Mapping allows us to pass the 
information on to other departments 
and they don't have to spend a lot of 
time trying to interpret the relation of 
various data." 

Raines says mapping allows a user 
to bring in a lot of his own data. Based 
on the objectives of your organization, 
this enables you to get very sophisti­
cated and analytical. 

Being able to produce that data pic­
torially is a real advantage for their 
employees. 

"We can provide a wealth of infor­
mation which has been portrayed pic­
torially to our branch managers who 
may not be familiar with this software 
program. We are able to tie and pack­
age together analytical data a branch 
manager may not know about in his 
own market area and define demo­
graphics and customer households . 
The branch manager is then able to 
bring all this packaged information to­
gether and use it to buy mailing lists of 
non-customers in that particular area 
or for direct mail campaigns." 

Continues Raines , " The bottom line 
is that we're using a tool and people to 
help make more efficient use of our 
marketing money, marketing informa­
tion and to make better marketing de­
cisions. That's what we're all about." 

Koehl also thinks mapping has been 
a very beneficial research tool for his 

BARCLAYS BANK 
OF CALIFORNIA 

52 

Financial Corporation of America is 
a savings and loan holding com­
pany. Its principal operating subsid­
iary is American Savings & Loan 
Assn., a California-based financial 
institution. American Savings' busi­
ness consists primarily of attracting 
funds in the form of deposits from 
retail and institutional sources, bor­
rowing from a variety of sources 
and making loans secured by deeds 
of trust on residential and income­
producing real estate. In 1986, AS&L 
had assets of $34.1 billion. The firm 
presently operates through 156 
branch offices and 21 loan offices in 
California and currently has 5,600 
employees. 

financial institution. It has simplified 
and saved time in their ability to apply 
visual perspective to the firm's data. 

"Mapping has allowed us to be able 
to do things that we couldn't do before 
just because it was laborious and time 
consuming to do by hand ," says 
Koehl. " This meant that sometimes 
we didn't do it at all." 

Mapping has also allowed them to 
realize the " what if' possibilities , 
says Koehl. 

"The program 's capabilities gives 
us the opportunity to experiment, for 
example, 'What if I put this number 
here .. .' The results we can generate 
would have taken much longer had we 
done it manually." 

Koehl warns potential microcompu­
ter mapping users that it is not a com­
plete package in and of itself. Mapping 
is an enhancement to the analytical and 
communication process. 

" Mapping is not a panacea. It 
doesn't solve all of your problems. It's 
a tool which supplements other work 
we do . The quality of the communica­
tion is more effective in transmitting 
information internally to a wider audi­
ence, much better than a computer or 
graphic artist could do. But mapping is 
cost efficient and easy to use. It 's just a 
nice tool to have around." MRR 
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Trade Talk 
continued from p. 54 

we may be measuring the upheaval 
and not people's true attitudes." 

The interviews were then used to 
determine the flavor of the question­
naire which was designed by a Chi­
cago survey research firm and 
Hewlett-Packard. 

Levy says 20 categories were ad­
dressed in the questionnaire. These fo­
cused on management supervision, 
corporate communications , benefits, 
working conditions , work relation­
ships and the employees' attitude to­
ward the survey itself. Additional 
questions were asked of individual 
groups within the company such as 
manufacturing, marketing and re­
search and development. 

Once the results had been tabulated 
and reviewed, they raised more ques­
tions than answers, says Levy. That's 
when groups of employees called anal­
ysis groups were organized to further 
look at the survey data. These groups 
are a particular section of the com­
pany, for example, engineers , who, 
compared with their coworkers in 
other Hewlett-Packard companies na­
tionally, have received a lower rating 
on a portion of the questionnaire for 
their firm. The purpose of these meet­
ings is for these employees to give is­
sue statements - comments about prob­
lems or issues they see as needing to 
be addressed. 

Follow-up 
The follow-up process is on-going , 

says Levy, and is made up of a variety 
of communications efforts. These ef­
forts are in the form of internal per­
sonal audits, director reviews and cor­
porate publications. Furthermore, the 
company is in the process of develop­
ing a core questionnaire that would be 
distributed randomly and more fre­
quently than every five years than the 
main questionnaire is scheduled to be 
distributed. 

To survey an entire work force as 
extensive as Hewlett-Packard's is an 
expensive endeavor but worth the in­
vestment. 

Says Levy, "We do it because we're 
employee-driven and because it pro­
vides one way for our employees to 
speak to management and for manage­
ment to speak to employees. It helps 
reinforce the whole communications 
process." MRR 
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. Employee surveys 
key to attitudes 

T here's a direct correlation be­
tween the attitude of employees 
at Hyatt Hotels and guests who 

stay there. When the employees are 
happy, so too are its cutomers, says 
Harold Morgan, director of employee 
relations for Chicago-based Hyatt Ho­
tels Corp. 

For that reason, the national hotel 
chain conducts yearly employee atti­
tude surveys. Its intention is to ask 
their 40,000 employees their thoughts 
on such things as management, work­
ing conditions and the hotel in general. 

"We have pioneered service in the 
hotel business and a lot of people have 
xeroxed our concepts," says Harold 
Morgan, director of employee rela­
tions at the Hyatt headquarters. "One 
of those concepts is to treat your em­
ployees as best as you can and that 
means asking them what they think." 

Morgan says the competitive cli­
mate of the hotel industry necessitates 
the use of employee surveys. "Hotels 
can't survive too long without them." 

Survey process 
Administering anonymous surveys 

has been a tradition for about 14 years 
at the hotel. More and more compa­
nies are doing likewise as management 
specialists stress the importance of lis­
tening to employees. That's the result 
of the increasing number of companies 
which are experiencing organizational 
changes because of mergers and re­
structuring. 

Traditionally, the Hyatt headquarters 
has written the questionnaire, fielded 
it and tabulated the results. As the 
company grew, that responsibility was 
handed to a Chicago-based survey re­
search firm. 

All 85 hotels are shipped the survey 
booklet to give all company employ­
ees the opportunity to complete it. It 
takes employees anywhere from a 
half-hour to an hour to do and covers 
15 categories including questions on 
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management and supervisors, working 
conditions, compensation, company 
training programs and what the em­
ployees think of the hotel in general. 

Feedback process 
After the surveys have been tabu­

lated, they are fed back to the corpo­
rate headquarters and individual hotels 
in a three-booklet format. 

Booklet one contains a grouping of 
all the questions in general from every 
hotel. These questions have been com­
bined in a graph of positive results. 
This portion of the data also reveals 
the past performance of the company 
and the company as a whole. It also 
contains a breakdown of every single 
question by hotel. 

Booklet two contains a demographic 
breakdown of all the questions. This 
helps in localizing what part of the 
company, for example, senior person­
nel or males vs. females, is experienc­
ing a particular problem. 

Booklet three contains all written 
comments. 

Action plan 
Once the hotels have had a chance to 

review the books, they submit to head­
quarters an action plan, says Morgan. 

"These are a list of steps they plan 
to take to solve the problems, to keep 
the good things they have going and to 
look for new opportunities to assist 
employees." 

The survey pinpoints a wide range 
of problems the company has had to 
address. 

"Sometimes there is a communica­
tions problem between two depart­
ments like food and beverage and 
room service," says Morgan. "Some­
times it's a manager-employee rela­
tions problem or the image of the hotel 
in a particular community." 

Mini-surveys 
The company does not do any for­

mal follow-up to find out if problems 
are being taken care of. It does, how­
ever, specifically address that problem 
in the next survey and asks if manage-

ment has done anything to resolve the 
problem. 

Morgan says "mini -surveys" are 
also conducted once or twice a year. 
This survey contains 30 core questions 
taken from the main questionnaire but 
unlike that one, the mini-survey is ad­
ministered optionally by the hotel. It 
serves in helping management keep in 
tune with what's happening at the ho­
tel. 

"It's a quick and easy way to ascer­
tain what's going on," says Morgan. 

Organizational change 
In 1985, Hewlett-Packard Co. sur­

veyed its entire work force of 82,000 
employees in the U. S. and Europe for 
the first time since 1979. The com­
pany experienced a major organiza­
tional change in 1984 and wanted to 
know if the slowing business environ­
ment had had an impact on the corpo­
rate culture. 

Before the survey was written , a 
random sample of employee inter­
views were conducted. According to 
Robert Levy, corporate personnel 
marketing and education manager at 
Hewlett-Packard in Palo Alto, Calif. , 
the purpose of the interviews were to 
find out if the climate was "right" to 
administer the survey. 

"We wanted to investigate the attitu­
dinal trend issues, for example, what's 
bothering people, what they're happy 
with, what they value ," says Levy. 
"We did this to find out if the time was 
right to administer a survey. If there 
was an upheaval in the organization, 
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