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the arrival of Desk-1bp Market Analysis 
NOW 

NOW 

NOW 

NOW 

NOW 

you can define a market area by drawing it on your computer screen with a cursor or mouse. 
CONQUEST takes over from there to display the marketing information you want. 
Only CONQUEST offers this feature. 

you can eliminate the duplication of data caused by overlapping trade areas both on maps 
and in report form. It's called 'fradeMarket ... Unique from Donnelley. 

you can add an extra dimension to your maps by displaying .locational symbols and varying 
their size and color for immediate visual identification and impact. 
Another CONQUEST exclusive. 

you can scan lists, such as Shopping CenterProfile~M to select only those centers that meet 
your specific criteria (i.e. size, type, tenant mix, marketing orientation.) Only from Donnelley. 

you can specify the scale of your map to match existing street maps, for overlays. 
New in CONQUEST. 

CONQUEST was developed to make your job easy. It's the PC-driven, CD/ROM, desk-top 
Consumer Information System that provides immediate in-house access to: the most precise 
1987 estimates and 1992 projections of key demographic variables; 1980 and 1970 census data; 
data on 24,000 shopping centers and millions of businesses; sales potential for 20 types of retail 
stores; ClusterPlus~M the only updated lifestyle segmentation system, and much more. Over 
500 megabytes of current and highly accurate information ... the ability to analyze, integrate, map, 
graph and chart ... all right in your office. Only from CONQUEST. 

For a FREE demonstration of these and other CONQUEST advances call today or mail the 
coupon. 

,-::----------~ f ~onnelley Marketing Infonnation Services \ CONQUEST ... 
making the job of marketing easier 70 Seaview Avenue, P.O. Box 10250 QMAR8 

I Stamford, CT 06904 I 
Attn: Genie Bodson 

Donnelley Markettng 
Infonnatton Servtces 

-

acompanyof 
The OOn & Bradstreet CorporatiOn 

I 0 I would like a free CONQUEST demonst rat ion. 
0 I want to know more about CONQUEST. 

I Name 

Title I Company 

Addres I City State Zip 

I 
I 
I 
I 70 Seaview Ave., P.O. Box 10250, Stamford, CT 06904 (203) 353-7474 

1901 S. Meyers Rd ., Oakbrook Thrrace, IL 60148 (312) 495-1211 l ~lephone ( ) :) 

2401 E. Katella Ave., Anaheim, CA 92806 (714) 978-1122 '-., - - - - - - - - - -
© 1987 Donnelley Marketing, Stamford, Cf 
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We could fill this page 
with interesting infOrmation 

about our research compan~ 
but research indicates 
you wouldn't read it. 

~ ® Project Research, Inc. 

1313 Fifth Street SE, Minneapolis, MN 55414 
(612) 331-9222 
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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-Hill 
Research 
McGraw-Hill 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. 

Put McGraw-Hill Research to work 
for you. Circle No. 153 on Reader Card 

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

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

Need Telephone lnterviewing­
WATS or Computer Assisted? 
Want to survey a particular business or industrial market? 
Or do you need information from consumers? Do you want 
to track the attitudes of customers and prospects, to follow­
up on inquiries or update a list? 

Do you require manual interviewing or computer-assisted 
telephone interviewing? Need fast access to tabulated 
results? 

Call McGraw-Hill 
Research 
The Telephone Interviewing Center 
at McGraw-Hill Research can han­
dle your data collection needs. Or 
tied together with Research Net­
computer-assisted telephone inter­
viewing and tabulating-we can 
professionally handle all your 
data-gathering and tabulation 
requirements. 

Put McGraw-Hill Research to work 
for you. 

Circle No. 155 on Reader Card 

For an estimate or proposal, 
call Debra A. Keeney, 
Director, Telephone Inter­
viewing Center at (609) 
426-5946. Or write her at 
the Telephone Interviewing 
Center, McGraw- Hill Re­
search , Princeton'- Hightstown 
Road, Hightstown, NJ 08520. 

~,~ .. 
itnrj 
II it's a marketing research problem, 
we probably pioneered the solution. 

Need Opjnion Polling 
Across Key Business, 
Professional, I-ndustrial or 
Consumer Groups? 
Want to define the impact of current events? Identify 
important trends and new developments? Determine 
short and long term effects of critical issues? Measure 
reactions to fast breaking issues and changes in busi­
ness and consumer environments? 

Call McGraw-Hill 
Research 
McGraw-Hill Research conducts sci­
entifically designed polls to help you 
put current events and issues into per­
spective. Utilizing computer assisted 
telephone interviewing, online tabula­
tion and real-time data gathering, 
McGraw-Hill Research produces 
timely, accurate and meaningful results. 
Experienced researchers analyze and 
summarize opinion poll results and 
trends in areas of primary importance 
to you. Circle No. 154 on Reader Card 

For a quote or proposal, call 
Joan M. Bullen, Executive Direc­
tor (212) 512-3517 or Elda Vale, 
Director, Opinion Polling (212) 
512-3349. Or write McGraw-Hill 
Research Opinion Polls, 1221 
Avenue of the Americas, New 
York, NY 10020. 

~,~ .. 
•tnri 
If It's an opinion polling question, 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-Hill 
Research 
Backed by 30 years of research 
experience covering scores of 
markets and fields, McGraw-Hill 
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-Hill Research to work 
for you. 

Circle No. 156 on Reader Card 

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. 

1111 sa commun•cahons problem. we 
probably ptOneered the soluhon 
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Data processing/ software 

Site analysis support 
main function of 
Dayton researchers 
By Beth E. Hoffman 
managing editor 

Research analysts for Dayton­
Hudson Corp., Minneapolis , 
spend their working days in the 

city's largest office building which 
provides a panoramic view of down­
town Minneapolis and local suburbs. 
That is , of course, when they ' re not 
out of the office. About 30% of their 
time is spent traveling and being on the 
" ground floor level " perusing poten­
tial markets to penetrate with new 
stores. 

"There's no substitute for field work 
and no other way to find out about a 
market than to visit it ," claims Larry 
E. Carlson, vice president of the com­
pany's Area Research & Planning. 
AR&P provides research and site anal­
ysis support for all new stores built by 
the company. Besides Dayton's and 
Hudson's department stores, these in­
clude Target discount stores, Bran­
den's, Lechmere and Mervyn's stores. 

Since a lot of analysts' time is in­
volved visiting a market and surround­
ing community long before the deci­
sion is ever made to break ground and 
build, Carlson says his department is 
frequently referred to as "the first in 
and the first out. 

"We provide all front-end informa­
tion from where to loc1te and how 
many stores to build, to sales estimates 
and total market strategies." From 
there it's the real estate people's re­
sponsibility to clear zoning require­
ments and negotiate with the devel­
oper. Then store planners and 
construction people figure out the 
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DAYTON HUDSON CORPORATION 

store's placement and layout. Finally, 
preparations are made for its opening. 
21/2 years ahead 

"Typically, we are in the market 
looking at a store site 2 1 h years ahead 
of the time the store actually opens," 
explains Carlson. "It's also typically 
the only time the department will deal 
with that site again, at least from a re­
search standpoint." 

Larry E. Carlson 
vice president 

Area Research & Planning 

Over the past 20 years since the re­
search arm of the company went in­
house - so as to build the quality of the 
staff, create a strong database and re­
spond more quickly to management -
over 600 stores have been built. In 
1987, sales topped $10 billion. 

Dayton-Hudson allocates a substan­
tial portion of its capital budget to an­
nually researching and planning new 
store sites. Market research , says 
Carlson, helps the company make 
"good business decisions" because 
"we can't go on instincts alone. 

" We invest a significant amount of 
capital in each store we build. We sim­
ply can't afford to spend that much 
money without the facts." 

The facts, the department uses before 
making such costly decisions are nu­
merous and all necessary in achieving 
a profitable return on investment and 
to survive in the market over the long 
run . 

From a local standpoint, the depart­
ment uses the Twin Cities ' area Metro­
politan Council which gives popula­
tion and growth characteristics, 
demographic and income data, as well 
as restrictions on sewer and water 
uses, and any transportation systems 
being planned . 

Local planning departments of Min­
neapolis and St. Paul frequently con­
duct population studies of neighbor­
hoods which show the growth 
potential of an area or its expansion 
demographically. 

The Minneapolis Stat Tribune and 
the St. Paul Pioneer Press Dispatch, 
the Twin Cities' two largest newspa­

continued on p. 22 
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... OF YOUR MARKET 
RESEARCH BUDGET. 
You need to gather the most accurate market data with the 
utmost efficiency. That's why you need the superior ana­
lytical capabilities of SPS~ software. With such a powerful 
addition to your in-house system, you'll eliminate the exces­
sive cost of outside tabulation services. And you'll reduce 
your internal operating expenses by using one set of soft­
ware for every research task. 

SPSS products will help you every step of the way, from 
data collection and tabulation to analysis and preparation 
of professional reports, ~harts and maps. And since 
they run on nearly all mainframes, minis and micros, you 

can quickly turn every bit of available data into decision­
supporting facts. 

SPSS products aren't just budget savers. They're time sav­
ers, too. Each product is designed to promptly meet specific 
research needs. Needs for features like item non-response 
handling. Multi-punched data. Extensive labeling. Multiple 
response items. Advanced statistics. Stub-and-banner 
tables. Customized market research training. What's more, 
SPSS software is superbly supported by SPSS Inc., an 
industry leader for over 20 years. 

Take the first step toward controlling your research budget. 
Contact our Marketing Department today. 

CALL 1/312/329-3308 

SPSS Inc. • 444 North Michigan Avenue, Suite 3000 • Chicago, Illinois 60611 
In Europe: SPSS Europe BV. • P.O. Box 115 • 4200 AC Gorinchem, The Netherlands • Telephone: + 31183036711 • TWX: 21019 

SPSS is a registered trademark of SPSS Inc. for its proprietary computer software. © 1987, SPSS Inc. 
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Data processing/ software 

JMB / Federated Market Research 

Integrating 
marketing tools facilitates 

Main Place/MarketPlace in Main Place/Santa Ana, Orange County, Cal. 
A joint venture development of JMB/Federated Realty and Henry T. Segerstrom. 

JMB/ Federated's mission 

J
MB/Federated Realty's continu­
ing success in the shopping center 
industry is supported by its cen­

ters management and market research 
divisions. JMB/Centers Management 
Co. specializes in providing complete 
management services for retail and 
commercial properties. The firm's 
full-service management includes cen­
ter managers, marketing resources, 
leasing professionals and develop­
ment I construction I design resources 
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for redevelopment or expansion of 
properties managed. 1MB/Federated 
Market Research Co. performs re­
search for institutional investors and 
retailers across the country. Specializ­
ing in consumer research, location re­
search and strategic planning, JMB/ 
Federated Market Research Co. can 
provide services for retailers, d~velop­
ments, center management, institu­
tional investment companies, and mu­
nicipal governments. 

By Beth E. Hoffman 
managing editor 

I
magine having the opportunity to 
go to work in a building that offers 
restaurants which accommodate a 

tight schedule or a leisurely and ele­
gant lunch with clients. Or, how about 
a building that offers high fashion 
stores and other specialty shops? Or, 
how about a building that provides en­
tertainment, a health club, cinema and 
an all-suites hotel? Better yet , how 
about a building that has all of these 
luxuries? Believe it, because such a 
development is opening in Cincinnati 
in 1992. 

Introducing FountainPlace, consid­
ered a Cincinnati landmark and at 50 
stories, the tallest building in down­
town Cincinnati. Located opposite the 
city's foremost urban park, Fountain 
Square, the mixed-use development 
will occupy one million square feet of 
retail , hotel and office space. 

The development is impressive by 
anyone's standards. One-hundred spe­
cialty shops and restaurants will pro­
vide the retail component of Fountain­
Place. The 225 ,000 square foot , 
three-level retail galleria surrounding 
a glass enclosed rotunda will be 
brightened with streams of natural 
light and refreshing water features. 
The entire retail galleria and rotunda 
will support a fourth floor food , enter­
tainment, health club and cinema com­
plex. 

An 11-story atrium and glass eleva­
tors will be the focal points of the 264-
unit hotel occupying levels five 
through 17. Above this, 30 stories of 
prime office space will rise to a public 
observatory on the uppermost level. 

This leisure and business wonder­
land is a joint venture of JMB/Feder-
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location of new- construction 
ated Realty, acting as managing devel­
oper, and Emery Realty/NORO. 

Based in Cincinnati and with re­
gional offices in Los Angeles, Tampa 
and Dallas, 1MB/Federated is among 
the country 's leading companies in 
real estate development and acquisi­
tions with 138 regional malls and com­
munity centers, 153 office and indus­
trial buildings, 153 multi-family 
residential properties and eight luxury 
hotels. Many landmark retail develop­
ments are credited to the 1MB family 
of development companies such as na­
tionally-known showplaces like Water 
Tower Place in Chicago, Copley Place 
in Boston and Town Center at Boca 
Raton. 

Attaining such status isn't achieved· 
by real estate agents who "kick the 

A nalyses of consumer 
behavior, trade area 
dynamics and the 
competitive environment 
help the development 
company to respond to the 
changing dynamics of 
retailing and to maintain 
existing centers as vibrant 
marketplaces within their 
communities. 

dirt" in order to make decisions on 
properties. The sites for all of 1MB/ 
Federated Realty's developments are 
chosen on the basis of highly sophisti­
cated research techniques. 

Through 1MB/Federated Market 
Research Co., analyses of consumer 
behavior, trade area dynamics and the 
competitive environment help the de-

March 1988 

velopment to respond to the changing 
dynamics of retailing and to maintain 
existing centers as vibrant and vital 
marketplaces within their communi­
ties. 

Three-fold purpose 
The role of market research at 1MB/ 

Federated Market Research has three 
purposes, explains Rohan Andrew, 
president of this division of 1MB/Fed­
erated Realty. 

"The first is consumer research, 
which comprises a basic data 'building 
block' function. The second is location 
research which helps us identify and 
evaluate new development opportuni­
ties. And the third is strategic planning 
which involves long-range probes of 
emerging market demographics and 
identifying within these market areas 
future opportunities. Each phase of re­
search builds upon the other, adding 
strength to the integrity of the overall 
program." 

While many retail developers en­
gage in these research functions, what 
sets 1MB/Federated apart is its appli­
cation of a wide variety of marketing 
tools. One of these tools is VISION, a 
second-generation customer targeting 
and lifestyle segmentation system de­
veloped by National Decision Systems 
(NDS), Encinitas, Cal., a target mar­
keting and marketing information 
company. 

VISION, says Richard Brumfield, 
manager of consumer research, "is a 
key consumer discriminator when de­
mographics alone look the same." An­
other tool is Polk Vehicle Origin stud­
ies which help define retail trade areas 
and consumer travel distances to shop­
ping centers. Last, statistical models, 
which show the surplus/deficit of re-

continued on p. 1 0 
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]MB! Federated 
continued from p. 9 

tail space in metro areas, facili­
tate future development plan­
ning. 

Carrie Goodman, public rela­
tions manager at NDS, praises 
the company's sophisticated use 
of multiple resources. 

"All in all, 1MB/Federated is 
a perfect example of the neces­
sity to integrate different data­
bases; such as NDS' and their 
own proprietary information, 
with systems such as NDS' Info­
mark and Lotus software, to 
compfete the most thorough 
market research analysis." 

Andrew, Brumfield and Susan 
Olson, manager of market feasi­
bility analysis, describe how Penn Square Mall, Oklahoma. 

A JMB/Federated Realty redevelopment. 
these research tools are inte­
grated into the company's research 
functions. 

According to Brumfield, consumer 
research is conducted to "help us de­
fine the trading area of our centers 
from which 70-80% of our customers 
are drawn." 

To define the trading area, the firm 
conducts customer exit surveys every 
other year at its shopping malls. "We 
do these to monitor trading area 
changes in terms of both geography 
and shopper behavior. This knowledge 
permits us to adopt marketing strate­
gies which intensify our business ac­
tivity," explains Brumfield. 

Demographic information is ob­
tained in these surveys and questions 
about where the customers shop, what 
they did in the center that day, as well 
as "customized questions" on poten­
tial renovation or expansion, and the 
customers' attitudes toward the center, 
media and special events are also ad­
dressed in the survey. 

Once the trading area is defined, tel­
ephone surveys are conducted among 
shoppers and non-shoppers in the trad­
ing area to determine the center's 
share of market and to help 1MB/Fed­
erated identify strategic marketing 
programs that will yield an even 
greater share of the market in a partic­
ular trade area. 

Respondents are asked where they 
shop, how often they shop at these 
places, and queried with customized 
"image questions" which address is­
sues of center positioning. Through 
these, 1MB/Federated learns what the 
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customers feel about a whole variety 
of attributes relating to its shopping 
centers, such as its level of quality in 
small store presentation , its conve­
nience in terms of access, and even the 
helpfulness of sales personnel. Partici­
pants are also asked what television 
and radio stations they watch or listen 
to so that future advertising can be 
closely matched to the target cus­
tomer. 

"Image questions help in the posi­
tioning of our centers and knowing 
customers' media habits helps us de-

"Customer exit surveys 
monitor trading area 
changes in terms of both 
geography and shopper 
behavior. This knowledge 
permits us to adopt 
marketing strategies which 
intensify our business 
activity." Richard Blumfield 

cide which media to use for advertis­
ing purposes," explains Brumfield. 
Assess competition 

Overall, both of these surveys help 
the company profile its customers , as­
sess the competition and find out what 
people like and dislike about the cen­
ters. 

"These studies are a kind of report 
card," describes Brumfield , "to show 
us how we've progressed from one 

study to the next, and they pro­
vide a way for us to assess 
changes occurring in the market­
place, its competition profile and 
the economy. The surveys help 
us to monitor those changes and 
make plans for the future." 

Before either of these surveys 
are conducted, 1BM/Federated 
uses NDS' lnfomark and VI­
SION systems to get an idea of 
the kinds of people residing in a 
trade area , such as their gender, 
age, housing , income and educa­
tional level. 

After the surveys are con­
ducted , the trade area is 
"mapped out" via NDS' micro­
computer mapping system to 
find out which areas a center is 

penetrating more highly, and to esti­
mate the number of people in the trade 
area and their potential expenditures. 

"Using VISION after doing the sur­
veys helps us classify households more 
intelligently. It provides us with more 
detailed and richer data to better iden­
tify trade areas and to help us tailor 
our advertising. It also allows us to 
compare our customers to the broader 
market and assists us in deciding 
whether we need to make some 
changes in our center positioning." 
Attracting tenants 

The data generated from these sur­
veys is invaluable to 1MB/Federated 
not only in terms of advertising and 
positioning of the mall , but in leasing 
to current and prospective shopping 
center tenants. 

" The NDS Infomark system helps 
us assess the dimensions of trading 
areas , provides census tract data, zip 
codes , income characteristics and the 
growth projected to take place within 
those areas ," says Brumfield. 

Another tool which allows 1MB/ 
Federated Market Research to de­
scribe the trading areas of competitive 
centers is Polk Vehicle Origin studies. 
The company does this by doing license 
plate surveys at these centers. 

" It 's our way of analyzing the com­
petition ," notes Brumfield. " This in­
formation is then fed into the NDS 
system and it figures out what the de­
mographics are of the competitive 
market." 

For location research , 1MB/Feder­
cont inued on p. 28 
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... and a world of services 

MARKET 

APPLETON/ 
MILWAUKEE, WI. 

BOULDER CO . 

COUNCIL BLUFFS , lA! 
OMAHA, NE 

DENVER, CO . 

DES MOINES , lA 

DETROIT, Ml 

EAU CLAIRE, WIS ./ 
MINNEAPOLIS, MIN . 

JACKSON , MS 

MEMPHIS, TN 

MIDDLETOWN , NY 

*Detroit, Ml 
National Wats 
30 Lines 

PERMANENT FOCUS 
MALL FACILITIES 

FACILITIES 

X X 

X X 

X 

X 

X X 

X X 

X 

X X 

X X 

X 

DOOR- CENTRAL PERMANENT FOCUS 
TO-DOOR PHONE MARKET MALL FACILITIES 

FACILITIES 

X X MONTEREY/ X SALINAS, CA 

X NEW ORLEANS , LA X 

X X PHOENIX, AZ X 

PINE BLUFF/ X X X UTILE ROCK, AR 

X X SALT LAKE CITY, UT X 

X •x SAN RAFAEL, 
SAN FRANCISCO , CA X 

X X 
SEATILE, WA X 

X 
TALLAHASSEE, FL X 

X X TULSA, OK X 

X X WESTCHESTER, NY X 

The Friedman 
Marketing Organization 
NATIONAL HEADQUARTERS 
2 5130 Southfield Road , Suite 200 
Sputhfield. Michigan 4807 5 (313) 569.0444 

X 

X 

X 

X 

X 

X 

X 

X 

X 

X 

READING THE MINDS OF THE MARKETS! 
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ODOR- CENTRAL 
TO-DOOR PHONE 

X 

X X 

X ••x 

X X 

X X 

X 

X X 

X X 

X X 

X 

** Phoenix , AZ 
National Wats 
12 Lines 
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Data processing/ software 

Computers 
integrate firm's 
multi-city data 

collection 
operation 

"Because projects are computer-controlled 
and analyzed, and with all offices tied 
into the same system, we are able to serve 
the client better and eliminate errors 
caused by paper and pencil and verbal 
communication, all for about the same 
cost as standard data collection. " Karen 
Sams Miller 

12 

T he more markets a data collection firm serves, the 
more time, money and energy are required to 
manage its internal operations , communicate among 

its satellite offices and provide its data collection 
capabilities. 

Consumer Pulse , Inc. , a 10- market, nationwide data 
collection network of permanent mall facilities and field 
offices headquartered in Detroit, has dramatically 
improved the management of these responsibilities as well 
as the quality of its data collection and internal procedures 
through the use of computers. 

Richard Miller, principal of CPI , has developed a 
completely integrated computer system on the company 's 
IBM System 36 which is capable of doing everything from 
coordinating data collection projects for its satellite offices 
to keeping track of the company 's current financial status. 
With the satellite markets linked to the headquarter's 
system through the use of smaller versions of the IBM PC 
36, projects can be costed, budgeted , scheduled and 
updated quickly and easily. Furthermore, as the job 
progresses, productivity is monitored. Meanwhile , 
information such as a market 's availability, financial history 
of past projects , CPI's payroll , accounts payable and 
accounts receivable are completely integrated in the system 
and available to authorized CPI personnel . 

Four programs 
The system, says Miller, is comprised of four main 

programs: "Alert/Job Processing," " Job Tracking ," " Tally 
Processing" and " Financial Applications." 

Alert Processing is the initial program that the vice 
president of marketing at corporate headquarters or anyone 
of its satellite directors uses when a client calls for a project 
quotation. This program provides menu-driven screens for 
entering project specifications, formulas for costing and 
budgeting and availability for scheduling. Alert Processing 
assures the accuracy of communicating to all offices the 
same information. A cost estimate is provided " on the 
spot," thus making the firm more responsive to its clients . 

If the client approves the project, the "alert" is turned 
into a confirmed study in a program called Job Processing . 
This program is the key to all work that is being conducted 
in the CPI network. The program stores job specifications, 
production summaries, on-going incidence and invoice 
data , all of which are automatically updated throughout the 
network and the life of the study. In addition, confirmation 
letters of study specifications or changes can be generated 
from this program. 

All job information received at corporate or in the 
individual markets is then transmitted twice a day. This 
assures that each market has identical information which 
includes the number of briefing , travel, interviewing and 
supervisory hours required to complete the jobs , the 
number of days necessary to complete the studies in the 
mall or field and any other out of pocket expenses 
associated with the projects . This data is important for the 
individual offices because it helps them monitor their job 
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productivity and maintain the client's budgets, says Miller. 
The next program, Job Tracking, monitors productivity 

of each project in each market by requiring directors to 
provide daily tallies of the total number of interviews 
completed and the number of hours worked. This ensures 
that the interviews are being completed on time and that the 
project is being completed within its budget. Directors can 
then give clients quick and accurate reports and notify them 
of potential problems. This also allows markets to weekly 
transmit their payroll to corporate for processing. 

Comparing incidence 
Tally Processing is the third main program on the system. 

By taking the client's tally sheet, the program allows the 
satellite offices to key punch daily detailed tally 
information by interviewer. This allows management to 
compare actual incidence to quoted incidence and 
determine abnormal qualified or initial refusal rates among 
individual interviewers. 

In addition, CPI has on its corporate staff a vice president 
of operations who acts as liaison among all markets and 
between clients, if necessary, by daily monitoring the Job 
Processing program for production in all markets to 
troubleshoot and solve problems. 

Once the job has been completed, satellite offices 
confirm the out-of-pocket costs and update the project 
invoice if necessary. The entire job file and invoice are then 
sent back to corporate for processing. 

After invoicing, a file is created called Job History. Here, 
the specifications and transactions of past research projects 
are stored. This enables CPI to analyze data collection 
trends, understand its client and study mix and develop its 
marketing plan. Also, should a client call back a year later 
and request that a similar project be conducted, all the 
specifications can be accessed for review. This file also 
keeps a record of the client's payment history and year-to­
date sales. 
Memo feature 

Another valuable feature of the system is 
"Memo." Memo allows corporate and all markets to 
communicate with each other electronically and in print 
without the use of telephone and time. For instance, if a 
client changes a study specification, a memo can be sent to 
the appropriate markets indicating the change, thus each 
receives the same information in writing. 

The final program of the system is a customized 
Financial Applications package which incorporates all 
aspects of sales, payroll and other accounting procedures 
including invoicing, general ledger, AIR and A/P. These 
functions are totally integrated with the Alert Program and 
are centralized at corporate headquarters. The program also 
generates detailed monthly sales reports and analysis of 
work in progress to aid the firm in scheduling and in sales 
efforts. 

Because of CPI's total commitment to computerization, 
the computerized data collection aspect now represents 
approximately 30% of its business volume. To collect and 
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process questionnaire data, the company uses IBM PC 's 
and Sawtooth Software - the Ci2 System for computer 
interviewing in the malls and the field, the Ci2 CATI 
System for computer-aided telephone interviewing, the 
ACA System for conjoint analysis, the APM System for 
perceptual mapping and the Ci2 Coder for categorizing 
open-ended responses. Data collected is either sent to the 
client in the conventional manner or by modem. By 

"We are great believers that the system 
benefits the client and the management 
of our business by making our operation 
more efficient and responsive and 
thereby insuring the quality of data 
collection." Karen Sams Miller 

eliminating data punching and cleaning, data can be 
tabulated and turned around more quickly and accurately 
than by traditional methods. 

Insuring quality 
The capabilities of CPI's computer system have put the 

company on the leading edge of how computers have 
revolutionized data collection and the marketing research 
industry, claims Karen Sams Miller, another principal of 
the company. "We are great believers that the system 
benefits the client, especially those working in multiple 
markets, and the management of our business by making 
our operation more efficient and responsive and thereby 
insuring the quality of data collection. 

"Because projects are computer-controlled and analyzed, 
and with all offices tied into the same system, we are able to 
serve the client better and eliminate errors caused by paper 
and pencil and verbal communication, all for about the 
same cost as standard data collection," asserts Sams Miller. 
"Having the company's financial system tied into the · 
package has also allowed us to get bills out faster, bring in 
revenue quicker, provi~e more consistent cost quotations 
and analyze our current position and plan better for the 
future." MRR 

Consumer Pulse, Inc., provides complete data collection 
services including mall, executive, in-store and field 
interviewing, local and WATS telephone interviewing (all 
with CRT available), focus groups, audits, and mystery 
shopping in Baltimore, Charlotte, N.C., Cleveland, 
Colorado Springs, Colo., Denver, Detroit, Los Angeles, 
Milwaukee, Philadelphia and Washington, D.C. 
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Data processing/ software 

Market segmentation 
helps bank 
classify customers 

How can a company learn about 
its customers? Where do they 
live? What products do they 

own and use? 
These are the types of questions that 

the market research staff at Crestar 
Bank have been answering for the last 
few years. Rick Kolster, consumer 
market research manager at the Rich­
mond, Va. -based bank, explained that 
in order to answer such questions , cer­
tain information tools are needed. 

To develop these tools , Crestar's 
consumer research group first looked 
at the information within the bank's 
own customer information system. Se­
lected account information for the en­
tire customer base was gathered from 
many separate data processing systems 
and integrated in a uniform file. By 
making a copy of the entire file and 
adding to the information other pieces 
of data from sources outside the bank, 
a database was created that effectively 
is being used as a market segmentation 
system. 

Data elements 
Kolster explained that the building 

of the system started with the most ba­
sic pieces of information such as cus­
tomer name, residential address and 
Crestar product ownership and usage. 
Since certain financial relationships 
are better understood at the household 
level rather than the individual cus­
tomer level, specific customer infor­
mation was processed in such a way as 
to identify those customers who com­
prise a single household. 

The process, known as household­
ing, is a computer-assisted match rou-
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Crestar Financial Corp.(formerly 
United Virginia Bankshares, Inc.) is 
the holding company for Crestar 
Bank of Virginia, Crestar Bank N.A. 
of Washington, D.C. and Crestar 
Bank MD of Maryland (formerly 
United Virginia Bank, NS& T Bank, 
N.A. and Bank of Bethesda, respec­
tively). Headquartered in Richmond, 
Va., Crestar serves customers 
through a network of 234 banking 
offices and 145 automated teller 
machines. It offers a broad range of 
banking services, including various 
commercial and consumer loan and 
deposit instruments, trust services, 
bank credit cards and international 
banking. Crestar's subsidiary, Cres­
tar Insurance Agency, Inc., offers 
personal auto and homeowners in­
surance as well as a variety of annu­
ities and life insurance products. 
Discount brokerage services are of­
fered by Crestar's subsidiary, Cres­
tar Securities Corp. First and sec­
ond mortgage loan origination and 
servicing and Capitoline Investment 
Services Inc., respectively. The non­
banking subsidiaries provide ser­
vices throughout Virginia, Washing­
ton, D.C. and Maryland. Crestar 
Mortgage Corp. also serves cus­
tomers throughout the southeast­
ern U.S. 

tine that focuses on the customer last 
name, residential street address - both 
number and name, and the zip code. 
Each identified household is assigned 
a unique number, just as individual 
customers are assigned a unique num­
ber. Having the households identified 
allows the research staff to associate 
Crestar product ownership at both the 
individual customer and household 
level so that a complete relationship 
with the bank can be identified. 

Knowing which bank customers 
make up households is valuable by it­
self but Crestar has added information 
to its segmentation system that permits 
the research staff to know more about 
the nature of the households that make 
up its customer base. The additional 
insight is provided by the use of a ge­
ography and Census demographic in­
formation system that provides data el­
ements for the segmentation system. 

Cluster codes 
The information that has been added 

is known in the market research indus­
try as cluster codes. A number of mar­
ket research vendors offer such sys­
tems, packaged in a number of 
different forms ranging from ''stand 
alone'' desktop computer work sta­
tions to data that are run on mainframe 
computers. Regardless of which form 
is used, the basic element of the re­
spective cluster code systems is the 
format for the codes themselves. 

Crestar uses the codes in both a 
desktop work station and on the bank's 
mainframe computer. The particular 
system Crestar uses considers 117 de­
mographic, socioeconomic and hous-
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Research shows niche 
in older adult market 

for Grandparents magazine 

Scan any large magazine rack and 
you'll find a publication aimed at 
every age group: Children, teen­

agers, parents and just recently, grand­
parents. 

Better Homes & Gardens Grandpar­
ents, as it is simply but appropriately 
called, is the latest addition to Mere­
dith Corp.'s special interest maga­
zines. It was started because prelimi­
nary research revealed that there was a 
market for this vital group, one which 
Meredith has defined as age 50 or 
older. 

According to Des Moines, Iowa­
based Meredith, one of the country's 
leading publishers, the older adult 
market is this country's richest and 
fastest growing. In the next decade, 
adults over age 45 will increase 18% 
to 86 million. They account for more 
than 59% of discretionary income with 
the average mature American having 
42% more to spend on personal 
choices than the average 25-34 year­
old. 

No available data 
Before embarking on this publishing 

endeavor, Meredith's research depart­
ment discovered that there were no 
data available specifically on grand­
parents or the number of people in this 
age group. This information was nec­
essary, says Thomas Troland, "to con­
firm that this was a vital market, to in­
fluence the editorial direction of the 
magazine and to sell advertising." 

That's when Troland, Meredith's re­
search and promotion director for 
Country Home, Wood, Midwest Living 
and Better Homes & Gardens special 
interest publications, sought the help 
of Valley Forge Information Service, 
King of Prussia, Pa. Through 
QUEST™, the firm's national tele­
phone omnibus survey, Troland and 
his staff got some much needed an­
swers to some pertinent questions. The 

survey, conducted in April, 1986, 
showed that of the 1,000 persons con­
tacted, 35% said they were grandpar­
ents. That means that there are ap­
proximately 49 million grandparents 
in the U.S., says Troland. 

Survey objectives 
According to Troland, the survey 

had three objectives. 
"We were interested in finding out 

how many grandparents there were. 
We wanted to arrive at a demographic 
profile of these individuals, and find 
out what the ages were of their grand­
children.'' 

QUEST™ helped the research de­
partment develop a profile of the total 
market from which Better Homes & 



Gardens Grandparents would draw its 
readership. The following figures rep­
resent target segments for the maga­
zine: 

• Market charactertistics: Of the 49 
million grandparents, 82% of them 
own their own homes; 

• Grandparents age groups: 
45-49, 10.1%; 
50-54, 10.8%; 
55-64, 34.9%. 

• 30% of the grandparents at­
tended/graduated from college; 

• 68% of the grandparents are 
married; 

• Grandparents household in-
come: 

$50,000+' 8.4%; 
$40,000-49,999, 4.5%; 
$35,000-39,999, 6.4%; 
$25,000-29,999, 8.5%. 

• 31 % of the grandparents have 
HHI of over $30,000. 

• Ages of their grandchildren: 
1-2 years, 27%; 
3-5 years, 42%; 
6-11 years, 47%. 

Worthwhile investment 

The research paid off. For the pre­
mier issue, which was mailed in Janu­
ary, 1987, the publication carried 20 
pages of advertising. The second is­
sue, which came out in late September, 
1987, carried 35 pages. 

The research also helped shape the 
wide variety of informative and enter­
taining features that appear in each is­
sue. Subjects range from "how-to" on 
sharing hobbies to arranging memora­
ble weekend excursions; handling 

"The positive things about 
omnibus surveys are their 
speed and ability to get 
good basic information at 
not a lot of cost." Thomas 
Troland 

"problem parents" to expert profes­
sional guidance on tax-free gifts and 
generation skipping trusts; sewing, 
knitting and baking with kids to adult­
level projects for the grandparents 
themselves. Grandparents also fea­
tures helpful service dealing with the 
grandparents' own lifestyle needs in 
travel, health and fitness, food, retire-
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ment planning and financial manage­
ment. 

Since the telephone omnibus was 
conducted, Meredith has been able to 
access current data on the grandparent 
market through other sources. How­
ever, Troland holds high regard for 
omnibus surveys. 

"The positive things about omnibus 
surveys are their speed and ability to 
get good basic information at not a lot 
of cost." 

QUEST™ is Valley Forge Informa­
tion Service's national telephone om­
nibus. Each month, it surveys 2,000 
households on a national probability 
basis. Each month's survey is a fresh 
national sample, not a panel. Since all 
interviewing is done using the on-line 
CRT system, questions can be submit­
ted 48 hours before the start of inter­
viewing. Tabulated data for all closed­
end questions are delivered 48 hours 
after the last day of interviewing. MRR 

OrlandoS Inside Story 
Orlando has a lot more to offer The Inside Story on 
than tourists and citrus. Did . Orlando and New 
you know the Orlando MSA 1s • • 
ranked 3rd in the U.S. in pro- Dtrecttons. 
jected population growth? By Our newsletter, Orlando: The 
1990, over 1 million people will Inside Story, has many more 
call it home. And it's ranked 4th intriguing facts about Orlando. 
in projected employment growth. It's packed with details about 
We Know Orlando. thriving Orlando industries like 

health care, manufacturing, and 
It makes sense to let New 
Directions handle your Orlando 
research projects. Our specialty 
is survey and focus group 
research in Orlando, and we 
know the area well because 
we're headquartered here. Also, 
all of our telephone calls are 
local. Out-of-town research 
companies call into Orlando 
blind. And you end up paying 
their long distance bill. 

others. 
Call, write or just circle our 
Reader Service Card number 
and we'll send you our newslet­
ter and our company brochure. 
Together they'll give you the 
inside story on Orlando and 
New Directions! 
SOURCES: 1987 MSA Profile, Woods & 
Poole Economics, Washington, DC; 
University of Florida, Bureau of Business 
and Economic Research. 

fii::\ 
~ 

2670 West Fairbanks Avenue • Winter Park, Florida 32789 
(305) 740-7500; After Aprill6, 1988: (407) 740-7500 
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CON SUtlER 
OPINION 

SERVICES 

Covering the Northwest 
with 

our Expanding Network of 
Mall and Focus Facilities 

Vancouver Mall 
Three Rivers Mall 

Mall Intercept 
Focus Groups 

Central Telephone 
Audits 

Pre-recruited Groups 
Executive 
Medical 
Demos 

Door to Door 

(206) 241-6050 
Ask for 

Jerry Carter or Dorothy Carter 

Over 20 Years 
in the Northwest 

MRA • AMA 

Consumer 
Opinion Services. Inc. 

12825- 1st Avenue South 
Seattle, Washington 98168 

QUALITY • INTEGRITY • SERVICE 
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Data Use 

Multivariate 

analysis-
some vocabulary 
By Gary Mullet 

I f you've been in marketing re­
search as a client or a vendor for 
any longer than five minutes 

you've undoubtedly heard (or though~ 
that you did) something that sounded 
like, "After we regressed the eigen­
values on the discriminated clusters 
from the principle components maps, 
the factor loadings were clustered con­
jointly on the razzenfritzed centroidal 
varia ted hyacinths." 

Well, to the neophyte in multivariate 
statistics, the above might as well have 
been what was actually said. Seems as 
if there are more buzzwords in statis­
tics than in any other science and it 
also seems that some researchers try to 
u_se as many of them all at once if pos­
~Ible. ~ven when we're not really try­
mg to Impress someone, we're often 
forced to use several confused and 
confusing terms, just because there are 
no convenient alternatives. 

Anyway, below you'll find several 
multivariate techniques listed, and I 
hope, defined for the user of market­
ing research (as opposed to the profes­
sional statistician). Within each broad 
topic, I'll try to tell you what the tech­
nique will do for you and also define 
some of the tool-specific words. Who 
knows, with a little practice you, too, 
may be able to say things like, "We 
really didn't need to consider the raz­
z~nfrit_zed _centroidal variated hya­
cmths m this factor analysis." In each 
case, we're assuming that a sample of 
respondents have answered several 
questions on your survey. 

Regression analysis 
Regression analysis seems to be the 

grandfather of all multivariate analyti­
cal techniques. What it usually does is 
to find an equation which relates a var­
iable of interest, such as amount con­
sumed in the past 30 days, purchase 
intent, number of items owned or any 
other numeric variable, to one or more 
other demographic, psychographic or 
behavioral variables. The variable of 
interest is called the dependent or cri­
terion variable, the others are the inde­
pendent or predictor variables. 

When the dependent variable is ei­
ther purchase interest or overall opin­
ion of a product, some researchers say 
that they are building a "driver 
model." They're trying to find which 
product attributes "drive" overall 
opinion of the test product, say. 

The major thing to recognize in re­
gression analysis is that the dependent 
variable is supposed to be a quantity 
such as how much, how many, how of­
ten, how far? The computer won't tell 
you if you've defined the variable of 
interest wrong, either, so it's up to you 
or your ~olleagues. Most regression 
models will leave you with an equation 
that shows only the predictor variables 
which are statistically significant. One 
~isconception that many people have 
IS that the statistically significant varia­
bles are also those which are substan­
tive from a marketing perspective. 
They won't necessarily be. It's up to 
you to decide which are which. A 
courle of buzzwords that come pri­
manly from regression analysis are: 

• Multicollinearity. The degree to 
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which your predictor variables are 
correlated or redundant. In a nutshell , 
it's a measure of the extent that two or 
more variables are telling you the 
same thing. 

• R-squared. A measure of the pro­
portion of variance in, say, amount 
consumed that is accounted for by the 
variability in the other measures that 
are in your final equation. You 
shouldn't ignore it , but it's probably 
overemphasized. 

There are a variety of ways to get to 
the final equation for your data but the 
thing to recognize for now is that if 
you want to build a relationship be­
tween a quantitative variable and one 
or more other variables (either quanti­
tative or qualitative), regression analy­
sis will probably get you started. 

Discriminant analysis 
Discriminant analysis is very similar 

to regression analysis , except that here 
the dependent variable will be a cate­
gory: Brand used most often, product 
usage (heavy, medium , light , not 
aware). The output from a discrimi­
nant analysis will be one or more 
equations which can be used to put 
people (usually) with a given profile 
into the appropriate slot or pigeonhole. 
As with regression , the predictor vari­
ables can be a mixed bag of both quali­
tative and quantitative. 

Again, the computer packages 
around won't save you from yourself 
and tell you when you should use re­
gression analysis and when to use dis­
criminant analysis, so you'll have to 
be on your toes. Also, you should be 
aware that the IRS is a big user of dis­
criminant analysis. The categories of 
interest to them are "Audit" and 
"Don't Bother." You can imagine what 
the predictors are, especially if you're 
starting to fret over the new tax forms. 

Marketing researchers frequently 
use discriminant analysis to profile us­
ers of various brands within a given 
product category. It 's also used to de­
termine what , if any, differences there 
are between , say, "Trier-acceptors," 
"Trier-rejecter" and "Non-triers." In 
the past it was heavily used in credit 
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scoring. It probably still is. As with re­
gression, you need to be concerned 
with statistical vs. substantive signifi­
cance, multicollinearity and R-squared 
(or its equivalent). Used correctly, it's 
a powerful tool since so much market­
ing research data is categorical. 

Logistic regression 

things as regression analysis as far as 
sorting out the significant predictor 
variables from the chaff, but the de­
pendent variable is usually a 0-1 type, 
similar to discriminant analysis. How­
ever, rather than the usual regression 
type equation as output, a logistic re­
gression gives the user an equation 

Logistic regression does the same continued on p. 33 

TEST.M 
ELLS ALL. 

MAXTESTTM tells you all you want to know about 
your latest rough or finished commercial. Is it 
persuasive? Is it intrusive? Does it communicate the 
intended message? Does it project the desired image? Is 
it credible? Confusing? Liked? Disliked? And why? Why 
does it succeed so well or fail so miserably? Why does it 
perform well on certain dimensions and not on others? 

And MAXTESTTM is all addition. No subtraction. It 
successfully integrates persuasion (pre-post constant 
sum), recall (in a program environment), and complete 
diagnostics all in one test without one single tradeoff. 

Want more information about the first truly compre­
hensive approach to evaluating television advertising? 
Just call Diagnostic Research. And ask all the questions 
y~ want The maximal · 
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Dayton-Hudson 
continued from p. 6 

pers, provide retailing information re­
garding what stores are in a market. 
Such information can tell AR&P what 
share of the market a discount store 
like Krnart may have, what kind of de­
mographic group the store appeals to, 
what products they buy, and what kind 
of lifestyle is characteristic of this de­
mographic group. 

Other data AR&P uses are regional 
and national in scope. One source it 
subscribes to is an economic forecaster 
called "WEFA," Wharton Economet­
rics Forecasting Associates. WEFA 
provides an economic analysis and 
other information like incomes of peo­
ple by region and how much they 
spend. 

Geodemographic data 
Like many other retail development 

firms, AR&P uses a geodemographic 
service provided by a target marketing 
company. CONQUEST, a database 
from Donnelley Marketing Informa­
tion Services, Stamford, Conn. , asso­
ciates consumer demographics to Cen­
sus tracts, block groups, zip codes and 

It's In 
The Cards 

DAYTON HUDSON CORPORATION 

trade areas. The Donnelley system can 
also be merged with another database 
AR&P uses called VOS , the Vehicle 
Origin study from R.L. Polk & Co. By 
combining the demographic capabili­
ties of Donnelley and the geographic 
services of Polk, AR&P can do map­
ping which management likes , says 
Carlson, because maps are easy to 
read and understand. 

With the VOS survey, license plates 
can be matched to addresses and then 
clustered by zip code and census tract. 
A trade area can be defined and then 
individual addresses can be plotted in 
printed form. 

AR&P has also developed an inter-

• • • 
When it comes to full-service, quality market research, 
Rockwood Research is holding all the cards. Our experi­
enced professional staff will give your project personal 
attention from start to finish. We have in-house focus 
group interviewing facilities, a computer-assisted telephone 
system, local and national capabilities, on-site data processing. 

nal data file which records information 
on its own stores and competitors ' 
stores. The system provides informa­
tion on the trade area for all its stores 
as well as their sales data and growth. 
Competitors ' trade area information is 
also available. 

Competitor directories 
In addition to this type of competi­

tive information, AR&P subscribes to 
directories of their competitors ' shop­
ping centers , specialty stores and dis­
count stores. AR&P analysts also rou­
tinely visit competitor store sites and 
"size" them to find out such things as 
what types of customers they ' re reach­
ing, the stores ' volume of traffic , and 
to estimate sales. 

While part of AR&P's function used 
to involve consumer research , that 
function has over the past six to eight 
years been handled by two outside 
vendors , Campbell & Associates and 
Consumer Research Corp. Typically, 
these firms conduct exclusive studies 
on particular stores that request a 
study, for example, to find out how the 
customer base has changed, or to ex­
amine a store's service component. 
Once in awhile , AR&P needs con-

Whatever your requirements - attitudes or perceptions among product users 
tracking awareness of your advertising, brand share or testing potential advertising 
concepts - you can be assured the staff of Rockwood Research has handled 
thousands of similar projects for firms like yours. 

Remember, Rockwood Research is large enough to provide all the market research services you need, and 
small enough to give your project individual attention. Call us today. 

ROCKWOOD RESEARCH 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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sumer research to do some work, says 
Carlson. 

" If we're going into a new market, 
we want to find out where people 
shop, or if a particular strategy will 
work, or to see if we're underpenetrat­
ing a certain market." 

To find that out, the vendor will de­
velop a demographic and lifestyle pro­
file and plot the trade area and then 
match that profile with the profile of 
the shoppers in the area. 

Another support function AR&P as­
sumes, however far more limiting than 
site analysis support, is strategic plan­
ning. While the major responsibility of 
this function is left up to Dayton-Hud­
son's chairman, AR&P will assist the 
company in analyzing the size of a 

"We provide all front-end 
information from where to 
locate and how many 
stores to build, to sales 
estimates and total market 
strategies." Larry E. 
Carlson 

market, help decide whether it 's feasi ­
ble to go after it , and to advise in gen­
eral on broad strategic planning issues. 

The whole picture 
Examining and foreca ting long­

term developments of a market are 
critical for Dayton-Hudson Corp. be­
cause millions of dollars are at stake. 
That 's why it 's important that its ana­
lysts understand more than a market 's 
regional setting or physical environ­
ment. They must be attuned to the 
broader issues relating to a market 's 
economy. 

In the case of a city like Detroit, for 
example , the analysts must ask them­
selves , how volatile is its economy? 
What 's going to happen to the auto in­
dustry and how will it affect the long­
term scenario in terms of the city 's in­
come growth? 

" We might spend hundreds of mil­
lions of dollars putting up stores in De­
troit or other key markets," comments 
Carl son. " Without examining the 
economy and without the proper re­
search support, we can't afford to in­
vest." MRR 
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It's no joke 
It 's no joking matter among manage­

ment. Having a sense of humor is im­
portant, most personnel chiefs say, but 
60% consider it inappropriate when 
dealing with company officers. 

smoke, most watch what they eat yet 
half admit they could lose a few 
pounds. 

Better earnings 

Chairmen sleep well 
More than half of surveyed chair­

men of major corporations sleep at 
least seven hours a night, says re­
cruiter Howard-Sloan , Inc. Also , few 

Compared with firms run by auto­
cratic bosses, companies that involve a 
broad range of executives in the deci­
sion-making process earn far better re­
turns on investment, reveals a study by 
consultant Hay Group, the Strategic 
Planning Institute and the University 
of Michigan. 

Here's What's New at 

TAyloR RESEARCit 

• Two Spanking-New Focus Group Suites, each having Con­
ference, Viewing, and Client Office Rooms 

• Test Kitchen, 200 + Square Feet designed and used specifi-
cally for market research 

• Video feed to Permanent Monitors in Client Offices 
• Viewing Space for up to Twenty-Five 
• Airport Close, just Seven Minutes by Taxi or Rental-Car 
• Walk to Hotels, Late-Nite Restaurants, Shops and Galleries 

V 1.:\\ 111g 

0 

Con f. 

0 
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Each Focus Group Suite contains over 600 s4uare feet. di vided evenly between Confe rence. Viewing. 
and Clie nt Office. 

TAyloR REsEARclt 
J 9 90 Old TowN AvE, STE 201 A 
SAN DiEGO, CALifoRNiA 92110 

Phone: 1-800-262-4426 In California: 1-619-299-6368 
Facs imilie: 1-619-299-6370 
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Conducting qualitative 
By Dana and Brett Blackwell 

A rt Linkletter proved long ago 
that children are open and hon­
est, even to the point of humor­

ous embarrassment. They appear to 
reflect what they hear and see very 
forthrightly. 

Indeed, everyone has probably 
heard the story of the elementary 
school teacher who asked a child in 
her class to spell relief and received R-
0-L-A-I-D-S as the answer. 

However, child research is serious if 
not difficult business. This may con­
found the uninitiated individual who 
thinks of the child as a sort of small­
sized, underdeveloped and simplistic 
adult human being. Those persons 
who have been initiated into the world 
of qualitative children research are 
wise to the realities present, having 
found that in many ways children are a 
more complex population segment, 
that communicating with children to 
uncover in-depth insight and meaning­
ful information is more difficult than 
communicating with adults, and that 
analyzing the information obtained 
can also involve complexities not 
present in adult marketing research. 

The use of qualitative research with 
children is recommended as one of the 
better and more effective methodolog­
ical tools of inquiry. Appropriately de­
signed and conducted, qualitative re­
search communicates with the child in 
his or her language, on his or her 
level, providing the unique opportu­
nity of understanding the child con­
sumer in his or her own terms. The 
following review is intended to pro­
vide a checklist of concerns to be 
aware of and overcome when provid­
ing "appropriately designed and con­
ducted" children qualitative marketing 
research. 
Recruiting participants 

The first area of concern generally 
encountered in children research is in 
recruiting, screening and qualifying 
potential participants. Basically stated, 
it is difficult to recruit representative 
children who feel comfortable enough 
together to express their opinions and 
express them independent of the influ-
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ence of peer respondents. Years of 
fielding children research projects 
have suggested that the following re­
cruiting precautions be taken to mini­
mize potential problems: 

1. Recruit male and female children 
for separate groups, as mixing sexes 
often leads to inhibition and/or game 
playing. 

2. Recruit children of similar age 
and grade levels, and don't recruit 
children younger than six years of age 
for standard-sized focus groups, as 
younger children may have difficulty 
expressing themselves in a larger 
group situation. As a rule, recruit by 
grade level rather than by chronologi­
cal age to ensure equality of thought 
and expression. 

3. When feasible, recruit children 
for discussion groups to contain only 
two grade levels, as wider disparity of­
ten inhibits the younger respondent(s) 
who may naturally defer to the older­
aged, higher grade child. 

4. Recruit children who are articu­
late and can express themselves in a 
group situation. It may be feasible to 
recruit children in pairs by recruiting 
one child and then recruiting a quali­
fied friend, for this overcomes feel­
ings of isolation in the group makeup. 
(However, this may encourage "side 
talking" when close friends are seated 
together). 

5. Schedule research for hours/days 
when children, particularly younger 
children, will not be too tired and ex­
hausted to actively participate in the 
group process. (For the child re­
searcher, this, unfortunately, may 
mean moderating on Saturdays and 
Sundays). 
Creating proper atmosphere 

The second area of concern is the 
qualitative research environment 
which, without experience and care, 
can become a substitute classroom 
with inherent schoolroom taboos and 
expectations which may inhibit the 
child respondent. Here again, training 
and experience suggest certain proce­
dural precautions that will diminish 
this ''schoolroom syndrome.'' 

1. Create a friendly, positive two­
way atmosphere. Have the moderator 
informally introduce herself/himself 
and conduct "small-talk" while chil­
dren are waiting in the lobby; 

Provide refreshments (in the lobby) 
that are age appropriate; 

Where possible, use a bright, cheer­
ful room. A conference setting is al­
right and sometimes preferred (to a 
living room setting) if the chairs are­
high enough and the table not too big 
for the number of children participat­
ing. 

2. Tell children that the group is not 
like a class, that there are no wrong 
answers, that disagreement and differ­
ent opinions are OK, and that their in­
dividual participation in terms of 
"speaking up" is very important. 
Most important, the moderator must 
be trained and experienced in provid­
ing positive behavior reinforcement 
for serious (not silly) communications. 

3. As time permits , open the re­
search discussion with a topic that is of 
interest and is non-threatening to par­
ticipating children. Sometimes an ini­
tial planned exercise in creative think­
ing and opinion stating can result in 
enhanced objectivity for subsequent 
research discussions. 
Selecting the technique 

There are a number of qualitative 
techniques which have been developed 
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research with children 
and proven effective in accomplishing 
marketing research with children . 
While some of these techniques are 
also utilized in conducting adult quali­
tative research , their implication and 
application may vary for children use. 
These techniques are: 

• Ideation sessions 
• In-depth interviews 
• Friendship triads 
• Mini-groups 
• Focus groups; standard groups 

and peer leader groups. 
• Stacked™ groups . 
Ideation sessions: These are infor­

mal , creative-thinking, brainstorming 
sessions conducted in a casual , relaxed 
environment with select , screened 
children who are considered to be in­
novators and trendsetters in lifestyle , 
language, leisure and fashion factors 
by peers and/or adults . (For research 
efficacy, as well as cost and timing 
considerations, it is recommended that 
these innovative children be prere­
cruited and personally screened for in­
clusion into an on-going panel for lon­
gitudinal tracking and ideation use). 

These highly interactive sessions 
will last from 3-3 112 hours and inter­
face six-seven select children with 
four-five select adults. The participat­
ing adults will be provided by both cli­
ent and supplier and encompass work 
functions/areas such as research mod­
erator, co-moderator, advanced re­
search, research and development and 
brand planning/management. Creative 
thinking exercises and brainstorming 
techniques are utilized as planned pro­
cedures to facilitate innovative think­
ing and discussion. 

The Creative Group, Inc. , is a full­
service marketing, consulting and 
research firm with corporate 
headquarters in Farmington Hills, 
Detroit, and a research branch in 
Redwood City, San Francisco. The 
Creative Group is comprised of four 
functioning research divisions: 
TrendFacts Research , TrendFacts 
Field Services, PlayLab Research, 
Mercadotecnia Consulting, and 
ComputerFacts Analytical. 
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In-depth interviews: Commonly 
referred to as " one-on-ones," these 
unstructured , in-depth personal inter­
views may range from 15-30 minutes 
in length, depending upon the age of 
the children being interviewed , and 
should be conducted/moderated by an 
experienced research professional 
who will be providing the research 
analysis and report preparation. By 
virtue of the professional time in­
volved , in-depth interviews are 
lengthy, fatiguing (i.e. , moderator 
" wear-out" ), and not inexpensive , but 
they also can provide valuable individ­
ual , independent, in-depth insight and 
understanding not influenced by the 
interaction dynamics of the group dis­
cussion process. 

Friendship triads: Interviewing 
three children at a time produces a hy­
bred discussion that may last 15-45 
minutes , somewhat in between multi­
ple in-depth interviews and a mini­
group discussion session. If the triad is 
a friendship triad , there usually is 
some sort of mutual encouragement to 
talk and participate in a familiar, close 
knit environment that lacks the uncom­
fortableness of a larger group struc­
ture. Friendship triads are those in­
volving three playmates of the same or 
similar age and sex and both their 
strength and limitation involve the al­
ready-established , inherent group 
communication patterns , structure and 
possible bias. However, traids remain 
a popular technique for providing 
moderator contact with and control of 
younger children respondents. Indeed, 
the use of triads allows the profes­
sional moderator to research four- and 
five-year-old children and permits 
moderator demonstration and con­
trolled respondent handling of fragile 
and/or expensive product prototypes 
and/ or packaging. 

Mini-groups: Mini-groups differ 
from standard focus groups simply by 
being shorter in length (viz., from 30-

continued on p. 26 

Brett Blackwell is co-founder and 
president of the Creative Group, Inc. 
Blackwell has 20 years of 
marketing, planning and research 
experience with General Mills, 
Warner-Lambert and Dow Corning. 

Dana Blackwell is co-founder and 
executive vice-president of 
qualitative research for PlayLab 
Research, a division of the Creative 
Group, Inc., that specializes in 
children marketing research. She 
has 10 years of marketing and 
advertising research experience 
encompassing consumer packaged 
foods and beverages, candy/gum, 
snacks, fast food, household 
goods, toys/games, personal health 
and beauty aids, broadcasting and 
advertising. 
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Child Research 
continued from p. 25 

60 + minutes vs . 11 h -2 hours) and in-. 
volving fewer participants viz., four­
six vs. eight-10 children. Mini-groups 
are excellent for younger-aged chil­
dren, five-seven years of age, because 
they allow for in-depth probing of in­
dividual discussants within a shorter, 
less tiring time frame. 

As a rule, the younger the age of the 
children participants, the smaller the 
size and the shorter the length of the 
mini-group. Mini-friendship groups 
permit the recruitment of friends and 

The researcher must bring 
to the analysis a firm 
understanding of the 
psychological! social! 
intellectual stages of child 
development. 

may involve from two-three pairs of 
playmate participants. 

Mini-groups are extensively utilized 
in children marketing research, espe­
cially for preliminary concept and/or 
prototype research involving targeted 
younger children viz. , five-six years 
and/ or an initial broader age range of 
children e.g. , five-10 years. While the 
reduced number of participants and 
limited time frame appear to be limita­
tions of a mini-group , they actually 
provide a number of unique opportuni­
ties. Mini-focus group sessions can be 
conducted more quickly and at less ex­
pense than standard children focus 
groups, thus providing a greater num­
ber of different profiles or segments 
within the scope of a research study. 
Where critical for research and sched­
uling purposes, a professional modera­
tor can facilitate three or four mini­
groups on a weekday after school, 
compared to just two or three standard 
focus groups . 

Most important is that the mini­
group provides a more comfortable 
and less inhibiting environment that al­
lows for more in-depth and/ or more 
spontaneous responses, particularly 
from younger children that may be­
come lost in larger group situations. 
As with triads, mini-groups are excel-
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lent for allowing children personal 
product contact, providing controlled 
hands-on experience with prototypes 
such as toys and games . 

Focus groups: Focus groups are ex­
tensively used in qualitative marketing 
research conducted among children , 
youths , teenagers and young adults . 
These guided but unstructured discus­
sions are effectively utilized to de­
velop in-depth insight and understand­
ing of children's personal opinions , 
attitudes , perceptions and preferences . 

Standard groups: Standard chil­
dren focus group research involves 
having a qualified , trained and experi­
enced research person professionally 
moderate and analyze a focused group 
discussion session with representative 
but articulate children participants/dis­
cussants recruited and prescreened on 
the basis of a predetermined number 
of qualification attributes and/or speci­
fication criteria. A standard child fo­
cus group will involve eight-10 partic­
ipants and take from 11 h -2 hours to 
complete. In deference to adult focus 
groups , fewer respondents , viz. , eight 
children, and a shorter discussion du­
ration , viz. , 11 I 2 hours , are preferred. 

Peer leader groups: Peer focus 
groups encompass a unique focus 
group technique that was developed in 
response and as a solution to ineffec­
tive focus groups conducted among 
" representative" children. The peer 
leader group is comprised of peer 
group leaders, those children who dis­
tinguish themselves among other chil­
dren by virtue of one or more factors 
that would include social develop­
ment , verbal acuity, motor skills , 
physical appearance, and usually, but 
not always , higher intelligence (e.g. , a 
gym shoe concept would target sports 

leaders , but may also include fashion 
leaders) . 

These peer leader children are best 
identified for recruitment screening 
and qualification by adults who are ac­
tively involved with children , such as 
teachers , coaches , club leaders , as 
well as by parents and children them­
selves. The key recruitment process is 
a three- or four-step procedure involv­
ing field identification , qualification 
and recruitment, followed by optional 
professional personal screening of po­
tential participants (e.g. , particularly 
for possible inclusion into an on-going 
focus group pool or panel) . 

Peer leader group recruitment pre­
empts conducting qualitative research 
with quiet , shy children who may be 
too nervous or uncomfortable to give 
their own opinions and it generally 
pre-empts individual hyperactivity and 
trouble-making behavior. Most impor­
tantly, it reduces the impact that chil­
dren have upon each other, minimizing 
the "jumping on the bandwagon" ef­
fect that can result from the influence 

Appropriately designed 
and conducted, qualitative 
research communicates 
with the child in his or her 
language, on his or her 
level, providing the unique 
opportunity of 
understanding the child 
consumer in his or her own 
terms. 

of group leaders upon group fol ­
lowers . 

The benefits of this more difficult 
and expensive recruitment procedure 
are inherent in the personal character­
istics of peer group leaders. These are : 

• They understand and cooperate 
better 

• They are generally brighter and 
more aware 

• They are more confident and inde­
pendent in their thinking. (They may 
or may not be more creative and inno­
vative). 

• They are typically more descrip-

continued on p. 38 
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We're 
IPLAYILAB RESEARCH, 
a leader in the design, 
conduct, analysis of research 
with children, teenagers, 
young adults and their 
parents, teachers, coaches . 
and counselors. · 

For information call: 
(313) 855-7812 

IP LAY n_ A 8® R E S E A R C H 
CH I LDREN CONSULTING & RESEARCH SERVICES 

A DIVISION OF THE CREATIVE GROUP 
TRENDFACTS • PLAYLAB • MERCADOTECNIA 

31800 Northwestern Highway 
Farmington Hill , Ml 48018 
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Seat-belts used less frequently than reported 
When it comes to seat-belt use, driv­

ers aren't practicing what they pro-
claim. · 

A federally-sponsored survey con­
ducted by researchers from the na­
tional Centers for Disease Control 

For 
Bu~ine~~ 
Re~earcll, 

call 
IF~'\ a "'\ - '11 ·-·J .... 
·-~·­.. ~~ .. ·· 
312/256-7744 

(CDC), the Georgia Department of 
Human Resources and the Department 
of Health in Dekalb County, a subur­
ban county east of Atlanta, conducted 
two surveys on seat-belt use in the 
county in July, 1986. 

Our activities in business­
to-business and profes­
sional markets have helped 
develop new products and 
improved services for 
some of the country's 
leading industrial, medical, 
financial, technical and 
manufacturing companies. 

These specialized research 
techniques and skills can 
help your business manage 
the future. For details, 
call Don Morich at 
312/256-7744. 
Com•tr l Profcuioullcsurc~ Lee. 
Plw •ct Lqo 1 SIS S~triw It 
WU.cttc, Illiaoi1 600'1 

s 41.ntar 
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Consumer Research. Down to 
the smallest detail. 

Sure, we're experts in selecting and managing focus 
groups. But we're also very service-oriented. We think 
the little things mean a lot. On both 
sides of the mirror. 

• •• ECKER 
CONSUMER 220 South Spruce Street, Suite 100, 0 •1 

South San Francisco, CA 94080 (415) 871-6800 • • RECRUITING 
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The telephone interview of 337 driv­
ers revealed that 127, or 38%, said 
they buckled up only sometimes, sel­
dom or never. Yet when researchers 
staked out at 48 randomly selected in­
tersections and checked drivers of 
2,157 cars stopped at lights, a whop­
ping 70% weren't wearing the safety 
device , the CDC reported. 

'']ME/ Federated 
continued from p. 1 0 

ated Market Research works in con­
junction with JMB Realty in Chicago 
to decide on properties for future ac­
quisition or development of major re­
gional shopping centers and to evalu­
ate the overall feasibility of these 
projects ," says Andrew. 

From the earliest projects , the com­
pany has worked with the top names in 
retailing. Department stores such as 
Bloomingdale's, Saks Fifth Avenue, 
Burdines , Foley's, Lord & Taylor, 
Mervyn 's, Jordan Marsh, Dillard 's 
and Sears form the basis of the compa­
ny 's project strength. 

Market feasibility work identifies 
the scale, demographics and expendi­
ture potential for areas that would be 
served by a shopping center site, ex­
plains Olson. Along with data from the 
Census Bureau , various planning 
agencies and National Planning Data 
Corp., JMB/Federated Market Re­
search uses NDS to look at the poten­
tial of the market served by a proposed 
site. A lot of mapping is done as well , 
says Olson, to provide graphic illustra­
tion of population distribution and 
population growth trends in the area 
which are then related to the prospec­
tive market. Demographic informa­
tion , such as income levels and age 
groups, is also mapped out. 

" Once we look at income, we can 
develop expenditure reports and pro­
jections. These reports provide the ba­
sic data for feasibility analysis of a 
shopping mall in a market," explains 
Olson. 

Strategic or long-range planning in­
volves the use of statistical models 
which aid the company in understand­
ing the relationship between popula­
tion and retail space and in identifying 
"overstored and understored " mar­
kets. Notes Andrew, "Analysis of em­
erging and changing demographics 
within market areas pinpoints future 
opportunities for center development 
in the period to the year 2000 and be­
yond." MRR 
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All for ice cream 
On an annual basis , the average American con­

sumes 15.1 quarts of ice cream annually, according to 
the International Ice Cream Assn. The most popular 
flavor is vanilla with 31% share of the market. The 
following shows how the other flavors rank in popu­
larity and their share of the market: 

• Chocolate , 8.8 
• Neapolitan, 6 .2 
• Vanilla fudge , 4.2 
• Cookies ' n cream, 3.9 
• Butter pecan , 3.8 
• Chocolate chip, 3.6 
• Strawberry, 3.5 
• Rocky road , 1.3 
• Tin roof sundae, 1.3 
• Cherry, 1. 3 

That'll be charge 
Fifty-percent of households have Visa and Sears 

credit cards, the two most popular credit cards men­
tioned among surveyed consumers. For other credit 
cards, Opinion Research Corp.'s study showed that 
42% of surveyed households have MasterCard; 40 %, 
JC Penney ; 35 %, telephone; 34%, gasoline; 18 %, no 
cards; 17 %, Wards; 14 %, American Express (green 
card); 45 %, other department stores. 

2214 PADDOCK WAY DRIVE SUITE 100 
GRAND PRAIRIE, TEXAS 75050 

(214) 647-4272 

CENTRALLY LOCATED IN THE d ACCURACY IS OUR POLICY 
DALLAS/FORT WORTH METROPLEX PENNY MILES PRESIDENT 

5 MINUTES SOUTH OF D/FW AIRPORT JAMES MILES CHAIRMAN OF BOARD 

OFFERING THE NEWEST & FINEST FOCUS GROUP 
FACILITY IN THE SOUTH 

4 LUXURIOUS CONFERENCE ROOMS 
VIEWING ROOMS SEAT UP TO 16 
RAISED PLATFORMS, WALL TO WALL MIRRORS 
AUDIO AND VIDEO EQUIPMENT 
CLIENT LOUNGE 

2 RECEPTION AREAS WITH OUTSIDE ENTRIES 
SEPERATE WAITING ROOM 

COMPLETE RESEARCH 
SERVICES: 

NATIONAL COVERAGE 

FOCUS GROUPS 
FULL TIME INTERVIEWERS 
PRODUCT PLACEMENT 
STORE AUDITS 
MYSTERY SHOPPING 
TEST KITCH EN 

GETTING THE FACTS TO YOU ACCURATELY 
IS OUR BUSINESS 
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uali 
ata 

Collection 
In 

The 
Northwest. 

Our facilities and services are designed to handle the full spectrum of 
your survey research. 

• Central Telephone (CRT's) • Pre-Recruit 
• Focus Group Facilities • Intercept Studies 
• WATS Center in Omaha (CRT's) • Store Audits 
• Executive Interviewing • Demos 

~hwest .,.inc 
'Vatn Collection Specialists" 

Seattle (206) 547-5600 Portland (503) 282-4551 
2100 North 45th Street 5322 N.E. Irving Street 

Seattle, Washington 98103 Portland, Oregon 97213 
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--------NAMES OF NOTE--------

Response Analysis Corp., Princeton, 
NJ, has promoted Michael Mitrano to 
vice president. He joined the firm in 
1983 as controller and became trea­
surer in 1986, a title he retains. Re­
joining RAC is Debbie R. Stern as 
senior research director, financial ser­
vices group. She had been with the 
company from 1981-1983 and was 
most recently at Synergistics Research 
Group. Joining the company is Cha­
rles Schneider as product claims re­
search director. 

Amigo Business Computers, Wilton , 
CT, a dealership specializing in Com­
modore-brand turnkey business com­
puter systems has been formed. The 
company markets hardware and a vari­
ety of business software packages , in­
cluding a turnkey microsoftware sys­
tem for market research companies. 
Henry T. Teller is president. 

Consumer Pulse , Inc ., announces two 
promotions: Angie Abell, formerly of 
Consumer Pulse of Houston , as direc­
tor of the company's Los Angeles fa­
cility. Carolyn Kiel, formerly of Con­
sumer Pulse of Philadelphia and 

Conway Milliken, as director of CPI's 
Milwaukee facility. 

Frank Pleticha has joined Starmark 
as Adfax director. Starmark also an­
nouces a change of address to: 240 E. 
Ontario , Chicago, IL 60611. Tele­
phone: (312) 944-6700. 

Paul W. Spence has joined Smith , 
Bucklin & Associates , Chicago, as re­
search manager. He was previously re­
search manager with Starmark. 

Joining Total Research Corp. , Prince­
ton, NJ , is Jeffrey Lorber as director 
of telephone operations. He was previ­
ously president of WATS Interviewing 
Network. Robert M. Davis becomes 
chief financial officer and Samuel 
Reed chief statistician. Previously 
Davis was an independent consultant. 
Paul J. Cousino has joined Maritz 
Marketing Research , Inc., St. Louis , 
as a senior account manager. He was 
most recently with MARTELL Re­
search. 

DISCOVER 
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NASHVILLE 
NEW FOCUS GROUP FACILITY 
~ 

~ Large viewing room, seats twelve 
~ Roomy client suite, adjacent to viewing room 
~ Wall-to-wall mirror 
~ Excellent recruiting history 
[tl Just 5 minutes from Airport/hotels 

Call Jane Jones at (615) 885-2020 

20/20 
RESEARCH 

3343 Perimeter Hill Drive • Suite 203 • Nashville, Tennessee 37211 • Phone (615) 885-2020 

Circle No. 117 on Reader Card 

Vicky L. Stevens has joined the Data­
fax Co. , Inc. , Maitland, FL, as direc­
tor of field services. She previously 
held positions as field director at 
Elrick & Lavidge, Inc., and at Opin­
ion Research Corp.'s West Coast of­
fice. 

Stevens Fields 

Carl V. Fields has been named direc­
tor of planning and development at 
Monterey Mushrooms , Santa Cruz, 
CA. He is responsible for assessing 
new business opportunities, directing 
market research activities and assisting 
the company's president in external 
growth activities. Fields was most re­
cently a key member of the company's 
business development team in process 
operations. 

Jenifer Moss has joined Murdoch 
Magazines, Secaucas, NJ, as research 
manager for Meetings & Conventions 
magazine and the Official Meeting Fa­
cilities Guide. She was previously a 
research associate with Opinion Re­
search Corp., Princeton, NJ. 

Per Mar Research announces a new 
field director in its Davenport, Iowa, 
office. Martha Wade-Renk was for­
merly associate field director for 
Stockton, Ott & Bortner, Inc., New 
York. In her previous position, she 
managed large probability studies, na­
tionwide telephone projects, mall in­
tercepts, new product testing and 
tracking studies. She was also in­
volved in all phases of project plan­
ning, including questionnaire develop­
ment and data analysis. 
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The Wright Group has moved to 
6848 Spring Valley Rd. , #A, Dallas , 
TX, 75240. Telephone: (214) 233-
1978. Leslie A. Root joins the staff as 
vice president. 

Direct Response Broadcasting Net­
work, Inc., announces an expansion 
and relocation of its offices to One 
Reading Center, 1101 Market St., Ste. 
1300, Philadelphia. Part of the compa­
ny 's expansion includes new state-of­
the-art telephone communication and 
computer systems and modern kitchen 
facility. 

Sherri Neuwirth was named general 
manager of Elrick & Lavidge, Inc., 
Chicago. After joining the company in 
1980, she was named a vice president 
in 1985. In March , 1987 , she transfer­
red to the New York office on a special 
assignment. 

Promoted at Bayer Bess Vanderwarker 
& Flynn, Inc. , Advertising, Chicago, 
is Jan Jaffee to executive vice presi­
dent , strategic planning and research 
director. 

Jaffee Dupont 

Dr. Thomas D. Dupont has been pro­
moted to executive vice president, Ox­
toby-Smith , New York City, a market­
ing and consulting firm. He was 
previously senior vice president with 
responsibility for the research activi­
ties of the Block Drug Co. , MCI Tele­
communications Corp., and Coca­
Cola Foods. 

Total Research Corp. , Princeton, NJ, 
announces several promotions and ad­
ditions to the company: Lynn M. 
Morton to vice president , research 
staff director, from research director. 
In her new position, Morton will su­
pervise a research staff of 18 people 
and recruit, hire , train and evaluate 
staff members. Melanie Edwards Rys 

continued on p. 32 
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for QUALITY telephone interviewing ... 
THE WATS ROOM, INC. 
• Quality data collection for nearly two decades, on 

hundreds of thousands of interviews, from a central 
WATS telephone facility. 

• Professional project people and a continuously­
trained and monitored staff ensures that YOUR pro­
ject is executed to the highest standards. 

• We incorporate the latest CRT interviewing system 
and telephone switching equipment, all within a fa­
cility designed for maximum managerial and quality 
control. 

• Comprehensive range of sampling capabilities. A 
fully-equipped conference room for on-site 
meetings. Complete Client off-site monitoring 
abilities. 

• Fully independent service. Ready to Assist YOU in 
complete confidentiality. 

Experienced, Dependable, Professional. 

THE WATS ROOM, INC. 
120 Van Nostrand Avenue • Englewood Cliffs, NJ 07632 

Telephone (201) 585·1400 
Brochure available on uest. 
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Use our ~~~vantage 
to your Advantage 
Our specialized knowledge gained from 

long experience gives you the added edge. 
Full Service Marketing Research 
Regional • National • International 

~~~Vantage #2: HISPANIC DIVISION 
"Specialized area in .which A / R L has been a leader since 1969. 
Professional(! ' designed. in1plemented & analyzed studies 
provide a clear understanding of the many-faceted Hispanic 
seK1nen1 of rhe marketplace." A.M .L.* 

BILINGUAL/ BICULTURAL STAFF 
OFFERS THE FOLLOWING ADVANTAGES: 

• Translations addressing all 
prevalent Hispanic dialects 

• The abilitv to communicate in 
"Standard Spanish" 

• Understanding of cultural / 
regional differences 

• Idiomatic differences addressed, 
with up-to-date awareness of 

social trends & linguistic changes • Bilingual moderation / focus groups 
.::: :~;: ): :~~;: .:~:;. ·::~: .;: 

A~~\.I .. Y~IS/ 
RESEARC'H I~IMrrF .. Jl 

Skylight Plaza, Suite 180 • 4655 Ruffner St. • San Diego, CA 92111 

(619) 268-4800 
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Names Of Note ble for the company 's involvement in 
hotel , travel and leisure research seg­
ments as well as services quality re­
search. Joining the company is Law­
rence J. Nusser as manager of client 
services ; James M. Salter II, as di­
rector of sales and marketing , proprie­
tary technologies ; Nicholas J. Tor­
torello as vice president of operations 
and public affairs research; and Ken 
Zeldis as senior project director. 

continued from p. 31 

to vice president. She will be responsi-

3 IN 10 
ISN'T BAD? 
OR IS IT? 
THREE* OF YOUR 

MARKETS WERE CLEAN 
IN YOUR LAST 

10-MARKET STUDY 

Audits & Surveys , New York , an­
nounces two promotions: Michael 
Fallig and Edward Bergstein, vice 
presidents in the company 's survey di­
vision , from senior project directors. 
Joining R. H. Bruskin Associates , 
Princeton, NJ , is Bert Kohn, vice 
president , general manager, West 
Coast operations , from director of 
market research , Foodmaker, San 
Diego. 

WE CAN HELP! 

Call JOHN ELROD 
SIGMA RESEARCH 

COMPANY 
201-886-0550 

*Based on over 1.5 mill ion mall and 
door-to-door respondents. 1980 to 1987 . 

Focus Suites of Philadelphia opened 
its new facility Feb. 15 , 1988. The fa­
cility has three private three-room 
suites , each including a large focus 
group room, a spacious multi-tiered 
observation room and a comfortable 
client lounge with food service and au­
dio/video input. Also available is an 
observable test kitchen and observable 
one-on-one room. Toni Gabbe is di­
rector. (215) 667 -Ill 0. 
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In those studies 3 markets had no 
duplication; 5 markets had 1 to 10% 
duplication; and 2 markets had over 

10% dupli cation. 
Duplication is based on matching 

telephone numbers . 

Circle No. 120 on Reader Card Quality Controlled Services has 

Marketeam 
ASSOCiates 

555 N. New Ballas Rd., St. Louis, MO 63141 

Full Service Marketing Research 

SPECIALISTS IN ... 
Financial Services: Retail and Business-to-Business 
Health Care: Medical Products and Health Care Delivery 

SERVICE QUALITY APPRAISAL 

RESEARCH CENTERS IN: 
St. Louis, MO 
314-569-1324 

Cleveland, OH 
216-491-9515 

Circle No. 121 on Reader Card 

opened a new marketing research data 
collection facility at the President 's 
Plaza, 4904 Eisenhower Blvd. , Ste. 
160, Tampa, FL 33634. Telephone: 
(813) 875-7746 . Suzanne Lucas, who 
has worked in the Tampa market as 
manager of a telephone survey center 
for the past two years , has been named 
branch manager. 

Promoted at Foote , Cone & Belding 
Commun ications , Chicago , is 
Richard Vaughn to executive vice 
president- corporate director of re­
search and planning, from director of 
strategic planning, Foote , Cone & Be­
lding , Los Angeles . 

Linda Piekarski has been named re­
search manager of Directory Data, a 
division of Survey Sampling , Inc ., 
Fairfield , CT. She was formerly data­
base manager. 

Piekarski Petrillo 

United Marketing Research, Lubbock, 
TX, a division of United Marketing 
Services , has named James E. Pe­
trillo director of sales. Petrillo , with 
more than five years experience in 
market research , will be responsible 
for new business development and 
maintenance of existing accounts. 

Promoted at DDB Needham World­
wide, Chicago, is Lois Welch to asso­
ciate research director. 

The Marketing Research Workshop, 
Inc., Fort Lee, NJ, announces an af­
filiation with Personal Opinion, Inc., 
Louisville, that will provide its clients 
with expanded production capacity 
and state-of-the-art computerized in­
terviewing. The combined capacity of 
the two companies for telephone inter­
viewing is now 50 lines. CRT's are 
on-line for telephone , mall and central 
location test interviewing. Contact 
Glenn Weissman , vice president man­
ager, MRW, 1305 15th St. , Fort Lee, 
NJ 07024. Telephone: (20 1) 461-
5365. MAR 

Quirk's Marketing Research Review 



Data Use 
continued from p. 21 

with all of the predicted values con­
strained to be between 0 and 1. 

Why bother? Most users of logistic 
regression use it to develop such 
things as probability of purchase from 
concept tests. If a given respondent 
gives positive purchase intent , they ' re 
coded as " 1" in the input data set; a 
negative intent yields a "0" for the in­
put. Now looking at both the demo­
graphics of the respondents and their 
product evaluation data , a model is 
built that allows the researcher to say 
things like, "Males aged 35-49 have a 
.87 probability to buy this product, fe­
males who are between 18-35 have a .43 
chance, ... " It can also be used instead 
of discriminant analysis when there are 
only two categories of interest. 

Factor analysis 
There are several different methodo­

logies which wear the guise of factor 
analysis. Generally, they're all at­
tempting to do the arne thing. Find 
groups, chunks , clumps or segments 
of variables which are correlated 
within the chunk and uncorrelated 
with those in the other chunks. The 
chunks are called factors. 

Most factor analyses depend on the 
correlation matrix of all pairs of varia­
bles across all of the respondents in the 
sample. Also, as it is commonly used, 
factor analysis refers to grouping the 
variables or items in your question­
naire together. However, Q-factor re­
fers to putting the respondents to­
gether, again by similarity of their 
answers to a given set of questions. 
Two of the troublesome terms from 
factor analysis are: 

• Eigenvalue. Although mathemati­
cians would blanch , all you really 
need to know about eigenvalues in a 
factor analysis is that they add up to 
the number of variables that you 
started with and each one is propor­
tional to the amount of variance ex­
plained by a given factor. Analysts use 
eigenvalues to help decide when a fac­
tor analysis is a good one and also how 
many factors they'll use in a given 
analysis. 

• Rotation. In addition to doing it to 
your tires, doing it to an initial set of 
factors will give a result that will be 
much easier to interpret. It's a result of 
rotation that labels such as "price sen-
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sitive," "convenience' ' and so on are 
applied to the factor. 

Although the literature says that fac­
tor analysis should only be done on 
quantitative variables , we've seen 
some that are very understandable 
when conducted on yes-no type varia­
bles as well. As with most multivariate 
procedures, that seems to be the bot­
tom line for factor analysis: Does it 
make sense? If yes , it 's a good one; 
otherwise it's probably not , irrespec­
tive of what the eigenvalues say. 

Cluster analysis 
Now the clumps of interest are re­

spondents , instead of variables. As 
with factor analysis , there are a num­
ber of algorithms around to do cluster 
analysis. Also , clusters are usually not 
formed on the basis of correlation co­
efficients. They usu~lly look at 
squared differences between respon­
dents on the actual variables you 're us­
ing to cluster. If two respondents have 
a large squared difference (relative to 
other pairs of respondents) they end up 
in different clusters. If the squared dif­
ferences are small, they go into the 
same cluster. 

One word of caution. Not all cluster 
software can easily handle categorical 
variables. For instance, if you 're try­
ing to cluster using brand used most 
often, which has four categories , you 
need to be sure to use a program 
which will cluster such nominal scale 
responses. Otherwise, you'll get a 
cluster mean on brand of 2. 34 or some 
such, which is tough to interpret, at 
best. Most cluster programs do OK on 
either quantitative data or yes-no type 
data. A couple do handle multiple cat­
egories as well. 

Perceptual mapping 
A perceptual map can be used to 

show relative similarities between 
such things as: 

A. Brands 

Gary Mullet recently joined the 
faculty at Georgia Institute of 
Technology after spending over five 
years with Sophisticated Data 
Research in Atlanta. In addition to 
teaching and research, he is serving 
as a staff consultant with SDR. He 
has previous work experience at 
Burke Marketing Research and has 
taught at the Universities of 
Michigan and Cincinnati. The 
author of numerous articles on 
applied statistics, Mullet is also an 
active member at meetings of 
various professional societies. 

B. Product attributes 
C. Both 
D. Cluster groups 
E. Factor scores 
F. Most anything else of interest in 

marketing research. 
An appropriate map can serve as an 

excellent data summary and presenta­
tion device. Several of the mapping 
programs do much the same as factor 
analysis . Some use regression. You 
can also map the results of a discrimi­
nant analysis. 

One major thing to remember when 
you're faced with a perceptual map: 
What you see is only a two-dimen­
sional picture of the interrelationships 
in your data set. It may take three or 
more dimensions to adequately repre­
sent your data; hence , your two-di­
mensional view might be leading you 
astray. 

Most mapping procedures provide a 
measure or two of how well the two­
dimensional map captures the data re­
lationships. Be sure that you are given 
these measures. 

Another thing to keep in mind is that 
many maps are going to show you rel­
ative positioning or differences and 
not absolutes. Factor analysis , being 
based on correlations, does this too. 

Combinations 
At the risk of going overboard , 

again, on jargon, some studies use 
combinations of techniques. For in­
stance, each brand might be scored on 
the factor results. Then, brands are 
used as criterion variables with factor 
scores to discriminate between them. 
A driver model might be evaluated for 
each brand using the raw data (not fac­
tored) and respondents could be clus­
tered on their perceptions of a single 
brand plus their demographics. A per­
ceptual map is constructed showing 
the cluster groups and brand ratings, 
another from the discriminate analy­
sis. This is not on a typical scenario. 

Ask, then invest 
It's easy to overwhelm and be over­

whelmed by the vocabulary alone of 
multivariate data analysis, let alone the 
interpretation of the same. Adding to 
the problem is computer literacy with­
out attendant statistical literacy. Most 
programs/packages will do whatever 
analyses you request on whichever 
data you feed them. With the above in­
formation, I hope that as a minimum, 
you'll be able to ask the right questions 
before investing in an unwarranted 
multivariate procedure. MRR 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 
Listed below are names of companies specializing in focus groups. Included are contact per­
sonnel, addresses and phone numbers. Companies are listed alphabetically and are also clas­
sified by state and specialty for your convenience. Contact publisher for rates: Quirk's Market­
ing Research Review, P.O. Box 23536, Minneapolis, MN 55423, 612/861 -8051 . 

Accurate Marketing Research Consumer Opinion Services D·R·S HealthCare Consultants Hispanic Marketing 
2214 Paddock Way DriSte 100 12825·1st Avenue South 35 Lake Dr Noi#991Candlewd lsi Communication Research 
Grand Prairie, TX 75050 Seattle, WA 98168 New Fairfield, CT 06812 2438 Hopkins Avenue 
2141647-4272 2061241-6050 20317 46-5270 Redwood City, CA 94062 
Contact: Robin H. McClure Contact: Jerry Carter Contact: Dr. Murray Simon 4141361 -8124 
Consumer, Executive, Food, Consumer, Business Groups and Specializing In Physicians, Den- Contact: Dr. Felipe Korzenny 
Packaged Goods,Automotive One-on-Ones tists & HealthCare Consumers HispanicFocusGrpslnU.S.,Abroad 

Biling./Bicult. Quai./Quan. Rsch 

A~ha Research Associates, Inc. 
Creative Marketing Solutions, Inc. 

D.S. Fraley & Associates 
D.S. Howard Assoc., Inc. P. . Box 28497, North Station 1205 East Madison Park 

Providence, Rl 02908 P.O. Box 568 Chicago, IL 60615 307 No. Michigan Ave. #1214 
401/521-6660 Langhorne, PA 19047 312/536-2670 Chicago, IL 60601 
Contact: Victor L. Profughi 215/357-3655 Contact: Diane S. Fraley 312/372-7048 
Fui/SvcQuai/Quan.Analysis/ Contact: Larry Schwarz Full Qual. Specialty: Child!Teen Contact: Dennis S. Howard, Ph.D. 
Consltg&MktRes/Since 1976 Experienced Specialists in /In-Home/Observational Rsch Expert Guidance In Design, 

Qualitative Research Techniques Implementation And Analysis 

American Public Opinion Survey & East West Research Institute lnfoDirect, Inc. Market Research Corp. DAE Associates, Inc. 735 Bishop/#235 230 South Broad Street 1324 South Minnesota Avenue 14 Pine Street Honolulu , Hl96813 
Phi ladelphia, PA 19102 Sioux Falls, SO 57105 Morristown, NJ 07960 808/531 -7244 
215/735-7416 605/338-3918 201/267-0859 Contact: Lois Faison 
Contact: Jonathan Brill Contact: Warren R. Johnson Contact: Donna A1Jhey E~ Bus., Consumer, Military, Tourist Financial Services, Consumer, Established 1960-Full Service 18 Yrs Expr;Focus Many rps, All Ethnic Grps.,Multi-Lingual 

Group-National & lnternat 'l 1-on-1 ;Consumer/Business Healthcare, Geriatric, Hi-Tech 

Elrick & Lavidge, Inc. Intercontinental Marketing 
Analysis Research Limited The Data fax Company 10 South Riverside Plaza Investigations Inc. 4655 Ruffner St. , Ste 180 2600 Maitland Ctr Pkwy/Ste 170 Chicago, IL 60606 P.O. Box 2147 
San Diego, CA 92111 Maitland, FL 32751 312/726-0666 Rancho Santa Fe, CA 92067 
619/268-4800 305/660-8878 Contact: Peggy Lang 619/756-1765 
Contact: Arline M. Lowenthal Contact: Nancy McAleer Business, Consumer, Children, Contact: Martin M. Buncher 
All Quai.Needs:En~. &Span. Consumers, Physicians, Tourists, Teens, New Products 25 Yrs Exp in 50 States,40 
Recruit/Moderate/. nalysis Executives,Ads, 13 Yrs. Exp. Countries;Consumer-Prof-Tech 

Datatactics, Inc. 
Faber Marketing Research 

The Answer Group 222 So. Elm Street lntersearch Corporation 
11161 Kenwood Road 555 Presidential Blvd. Greensboro, NC 27 401 132 Welsh Road 
Cincinnati , OH 45242 Bala Cynwyd, PA 19004 800/334-0867 (N .C. 919/378-1181 ) Horsham, PA 19044 
513/489-9000 215/668-1660 Contact: J. Albert Faber 215/657-6400 
Contact: Maribeth McGraw Contact: Phyllis Rosenberg Industrial/Consumer/Bus-To-Bus Contact: RobertS. Cosgrove 
Consumer,HealthCare,Prof., Prof & Cons Segments, incl. /New Prod;24 Yrs Exp Medical, Industrial, Business, 
Focus Groups, One-on-Ones Doctors. Applied Psych. Meth. Consumer, Bio-Tech, Commun. 

First Market Research Corp. 
The Atlantis Group Decision Research 121 Beach Street Kennedy Research Inc. 
P.O. Box 54692 33 Hayden Avenue Boston , MA 02111 405A Waters Bldg. 
Atlanta, GA 30308 Lexington, MA 02173 617/482-9080 Grand Rapids, Ml49503 
404/577-8000 617/861-7350 Contact: James R. Heiman 616/458-1461 
Contact: Nancy Sorsdahl Contact: Peg Marrkand High Tech, Publishing, Contact: Mart P. Tonneberger New Prods, Pkgd Goods, Food, One-Way Mirror Conf Rm Sty Bus-To-Bus, Colleges Cons. & Ind., elecom.,Health, 
Drugs, Bus-to-Bus,Advertising Obser Rm 15x 17 (15-20 Viewers) Office Systems,Chemicals,Drugs 

DeNicola Research 
First Market Research Corp. 

Behavior Research Center, Inc. 121 Beach Street Langer Associates, Inc. 
P.O. Box 13178 325 Greenwich Avenue Boston, MA 02111 133 E. 58 Street Phoenix, AZ 85002 Greenwich , CT 06830 617/482-9080 New York, NY 10022 
602/258-4554 203/629-3323 Contact: Linda M. Lynch 212/688-6066 
Contact: Christopher Herbert Contact: Nino DeNicola Consumer, Retail, Banking, Contact: Judith Langer 
20 + yrs, Nat 'I,AII Topics, Consumer, Healthcare, Financial Health Care Spec. In Qual. Rsch. On 
Spec.Screening,Full Reports Services,Advertising Mktg. & Lifestyle Issues 

Brand Consulting Group Dolobowsky Qual. Svcs., Inc. First Market Research Corp. 
Linda LaScola Consulting 121 Beach Street 17117W. Nine Mile Rd/Ste 1020 94 Lincoln Street Boston, MA 02111 3701 Connecticut Avenue, N.W. 

Southfield, Ml 48075 Waltham, MA 02154 
617/482-9080 Washington , D.C. 20008 

313/559-2100 617/647-0872 
Contact: Jack M. Reynolds 202/363-9367 

Contact: Milton Brand Contact: Reva Dolobowsky 
Consumer,Advertising Strategy, Experts in Idea Generating Banking,Health Care,Ad Contact: Linda J. LaScola 

Testing, Consum_er, Executive Public Affairs,Healthcare, 
New Product Strategy Research Groups,ln-Depth Interviews Telecommunications, Financial 

Consumer/Industrial Rsch Svce Doyle Research Associates, Inc. Genus Research Marketeam Associates 
600 North Jackson Street 980 N. Mich igan/Ste 1400 87 Grove PI/P.O. Box 9456 555 No. New Ballas Rd. 
Media, PA 19063 Chicago, IL 60611 New Haven, CT 06534 St. Lou is, MO 63141 
215/565-6222 312/944-4848 203/934-1176 314/569-1324 
Contact: James D. Lewis Contact: Kathleen M. Doyle Contact: Denise Marini Kuziel Contact: Richard Homans 
Health Care;Agri-Bus;lnd; Specialty: Children!Teenagers Svc Mktg!Telecom/Utii/Advertl Financial Services,HealthCare, 
Trad 'I;Tele;One-on-One Concept & Product Evaluations Bus-To-Bus/Exec/1: 1/Minorities Consumer, Pkgd Goods,Agric 
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Marketing Workshop, Inc. Opinions Unlimited, Inc. RIVA Market Research, Inc. 
3294 Medlock Bridge Road/Ste 200 1500 w. 13th 4609 Wi I low Lane 
Norcross, GA 30092 Amarillo, TX 79102 Chevy Chase, MD 20815 
404/449-6767 806/373-7 491 301/652-3632 
Contact: Sa!!fe Armstrong Contact: Anndel Hodr~es Contact: JoAnn Hairston 
Consumer, ealthcare, Financial Services, Uttlities, Adv/Biack/Consumers/Finc Svcs/ 
Financial, Medicai,Agriculture Pubi/Soft Drinks/Beer/Wine 
New Products 

Boyd L. Peyton Associates Rockwood Research Corp. 
MarketSearch Corporation 389 Pineville Road 1751 W. County Road B 
2721 Devine Street Newtown, PA 18940 St. Paul , MN 55113 
Columbia, SC 29205 215/598-3665 612/631-1977 
803/254-6958 Contact: Boyd L. Peyton Contact: Dale Longfellow 
Contact: Frank K. Brown Business,Hi-Tech,Fin. Svcs., High Tech,Executives,Bus.-To-
~ecialists in the Executive and Advtg., Consumer, Execs. Bus.,Ag,Specifying Engineers 

rofessional Markets 

T.A. Miller Co., Inc. 
Playlab Research, Division of Schrader Rsch. & Rating Svce. 
The Creative Group, Inc. South River Road 

1060 Clifton Avenue 31800 Northwestern Hwy. Cranbury, NJ 08512 
Clifton

8 
NJ 07012 Farmington Hills, Ml48018 609/395-1200 or 800/257-9440 

201 /77 -6011 313/855-7812 Contact: Jack Paxton 
Contact: Tom Miller Contact: Dana Blackwell Pkg Goods/Retailing/Travel/ 
45 Yrs Exp-Health Care,RXIOTC Children, Youths, Teenagers, Entertainment Reg/Exec. Grps. 
Pharmaceuticals-M. D., Pharm. Students, Parents & Teachers 

Southeastern Institute of 
Moosbrugger Marketing Research O·Set Research, Inc. 
901 W. Hillgrove Avenue 180 No. Michigan Ave/Suite 320 2325 West Broad Street 
LaGrange, IL 60525 Chicago, IL 60601 Richmond, VA 23220 
312/354-5090 312/899-1906 804/358-8981 
Contact: Ma'{, C. Moosbrugger Contact: Celeste Zaubi Contact: Rebecca H. Day 
Expertise in ealthcare,Food, Transcription Svce for Modera- Est. 1964, Full Service 
Agriculture, Banking tors. Tapes Summarized/Edited Qualitative and Quantitative 

M.L. Moss & Co. Radley Resources, Inc. James SJ:)anier Associates 
5129 Ea~e Harbor Drive P.O. Box 2275 120 East 75th Street 
Seattle, A 98110 Westfield , NJ 07091 New York, NY 10021 
206/842-4 797 201/232-1600 212/472-3766 
Contact: Merrill L. Moss Contact: M.J. Murphy Contact: Julie Horner 
Wide Experience, Superior Work, Hi-Tech, Bus-To-Bus., Office Focus Groups And One-On-Ones 
Highly Regarded Reports Envir Experts. In-House Recruit In Broad Range Of Categories 

Murray Hill Center Research Arts, Inc. Strategic Marketing Services 
205 Lexington Avenue 1300 lroquois/Ste 100 P.O. Box 505 
New York, NY 10016 Naperville, IL 60540 Portland, ME 04112 
212/889-4 777 312/420-2064 207/77 4-6738 
Contact: Susan Mender Contact: Francesca Jaskowiak Contact: Robert W. Cuzner 
3 Rm Full Svce Facility;Effic- Qualitative Firm,5 Moderators 20 Yrs Broad Based Exper. 
ient, Beautiful, Competive Price on Staff. Own Facility Nationwide. Full Service 

National Analysts, Division 
The Research Center Strategic Research Corporation Booz, Allen & Hamilton Inc. 

400 Market Street 3 Fairlawn Court 311 West Superior/Suite 203 

Philadelph ia, PA 19106 Rye, NY 10580 Chicago, IL 60610 

215/627-8110 914/921-0261 312/943-0114 

Contact:Aifred E. Goldman, Ph.D. Contact: Maureen Skrilow, Prin. Contact: Karen Aydt,President 
30 Yrs Qualitative Exp In Vir- Spec. In Focus Groups & Depth Custom Rsch and Kid View"', 
tually Every Prod/Svce Category lntervs/Prin. lnvlved Thrughout Pre View"', Market View"', GeriView"' 

Nova Research Inc. Research Resources Hispanic Strategic Research, Inc. 
95 Mad ison Avenue 7951 S.W. 40th St/Ste 208 591 Rheem Blvd. 
New York, NY 1 0016 Miami , FL33155 Moraga, CA 94556 
212/889-2323 305/266-0550 415/376-1924 
Contact: Liz VanPatten Contact: Teresa Menendez Contact: Sylvia Wessel 
Full Service; Retail, Packaging, Hispanic/Gen Market-15 Years 400 Groups Hitech/Medicai/Fin-
Children,Bus. -To-Bus., Execs. Qualitative/Quantitative Exp. anciai/Transportation Svcs 

State cross index of moderators 
Refer to previous listings for address, phone number and contact. 

ARIZONA 
Behavior Research Center 

CALIFORNIA 
Analysis Research Ltd. 
Intercontinental Mktg. lnves. 
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Strategic Research , Inc. 
Taylor Research 
Trotta Associates 

CONNECTICUT 
DeNicola Research 
D-R-S HealthCare Consultants 
Genus Research 
Youth Research/CSi 

Talk It Over Focus Groups Ltd. 
300 Adair St./Ste. 106 
Decatur, GA 30030 
404/373-7171 
Contact: Joyce A. McGriff 
Exp Moderator-Gen'l Mkt/Bik 
Adv, HBA, Food, Bev, Health Care 

Taylor Research 
3202 Third Avenue 
San Diego, CA 92103 
619/299-6368 
Contact: Beth /las 
30 Yrs Exp:Cons. & lnd:Commod-
ious Faclties/Attn to Security 

Thonger Qualitative Research 
8531 Bradford Road 
Silver Spring, MD 20901 
301/587-1713 
Contact: Vivian Thon~er, M.A. 
Moderating Since 19 9;European 
Expertise;Strategic/Creative 

Total Research Corporation 
51ndependence Way 
Princeton, NJ 08540 
609/921-8100 
Contact: Hugh J. Devine, Jr. 
10 Moderators; 2 State of Art 
Facilities in Princeton/Tampa 

Trend Facts Research, Division 
of The Creative Group, Inc. 
31800 Northwestern Hwy. 
Farmington Hills, M148018 
313/855-7810 
Contact: Bob Quigley 
Hi-Tech, Industrial, Financial 
Health Care, Consumer, Retail 

Trotta Associates 
13160 Mindanao Way/Ste 180 
Marina del Rey, CA 90291 
213/306-6866 
Contact: Diane Trotta 
Focus Group Facs & Moderator 
w/20 Yrs Exp.Bus-To-Bus & Cons 

Youth Research/CSi 
Brookfield Commons B-22 
246 Federal Rd. 
Brookfield, CT 06804 
203/797-0666 
Contact: Karen Forcade 
ConsultantslnMktgToChildren 
Fu//SvcQualitative/Quantitative 

WASHINGTON D.C. 
Linda LaScola Consulting 

FLORIDA 
The Datafax Company 
Research Resources Hispanic 

continued on p. 36 
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Moderators 
continued from p. 35 

GEORGIA 
The Atlantis Group 
Marketing Workshop, Inc. 
Talk It Over Focus Groups Ltd. 

HAWAII 
East West Research Institute 

ILLINOIS 
Doyle Research Associates 
D.S. Fraley & Associates 
Elrick & Lavidge, Inc. 
D.S. Howard Assoc., Inc. 
Moosbrugger Marketing Rsch. 
Q-Set 
Research Arts, Inc. 
Strategic Research Corp. 

MAINE 
Strategic Marketing Services 

MARYLAND 
Riva Marketing Research, Inc. 
Thonger Qualitative Research 

MASSACHUSETIS 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
First Market Rsch(J. Heiman) 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 

MICHIGAN 
Brand Consulting Group 
Kennedy Research Inc. 
PlayLab Research 
TrendFacts Research 

MINNESOTA 
Rockwood Research Corp. 

MISSOURI 
Marketeam Associates 

NEW JERSEY 
DAE Associates, Inc. 
T.A. Miller Co., Inc. 
Radley Resources, Inc. 
Schrader Rsch & Rating Svce 
Total Research Corporation 

NEW YORK 
Langer Associates, Inc. 
Murray Hill Center 
Nova Research, Inc. 
The Research Center 
James Spanier Associates 

NORTH CAROLINA 
Faber Marketing Research 

OHIO 
The Answer Group 

PENNSYLVANIA 
Consumer/Industrial Rsch Svce 
Creative Marketing Solutions 
Datatactics, Inc. 
lnfoDirect, Inc. 
lntersearch Corporation 
National Analysts 
Boyd L. Peyton Associates 

Specialty cross index of moderators 
Refer to previous listings for address, phone number and contact. 

ADVERTISING 
Analysis Research Ltd. 
The Atlantis Group 
Brand Consulting Group 
The Data fax Company 
DeNicola Research 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
D.S. Fraley & Associates 
East West Research Institute 
First Market Rsch(J. Reynolds) 
M.L. Moss & Co. 
Opinions Unlimited, Inc. 
Boyd L. Peyton Associates 
Research Arts, Inc. 
Research Resources Hispanic 
Riva Market Research, Inc. 
Rockwood Research Corp. 
Schrader Rsch & Rating Svce 
James Spanier Associates 
Talk It Over Focus Groups Ltd. 
Thonger Qualitative Research 
Total Research Corporation 

AGRICULTURE 
Consumer/Industrial Rsch Svce 
Moosbrugger Marketing Rsch. 
Opinions Unlimited, Inc. 
Rockwood Research Corp. 

APPAREL 
Brand Consulting Group 
Strategic Research Corp. 

AUTOMOTIVE 
National Analysts 
Schrader Rsch & Rating Svce 
TrendFacts Research 

BIO-TECH 
D.S. Howard Assoc., Inc. 
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BLACK 
Riva Market Research, Inc. 
Talk It Over Focus Groups Ltd. 

BUSINESS-TO· 
BUSINESS 
The Atlantis Group 
Consumer Opinion Services 
DAE Associates, Inc. 
Elrick & Lavidge, Inc. 
Faber Marketing Research 
First Market Rsch(J . Heiman) 
Genus Research 
D.S. Howard Assoc., Inc. 
lntersearch Corporation 
Kennedy Research Inc. 
Moosbrugger Marketing Rsch. 
Boyd L. Peyton Associates 
Radley Resources, Inc. 
Rockwood Research Corp. 
Southeastern lnst. of Rsch. 
Strategic Marketing Services 
Total Research Corporation 
TrendFacts Research 
Trotta Associates 

CANDIES 
D.S. Fraley & Associates 
PlayLab Research 
Strategic Research Corp. 
Youth Research 

CHILDREN 
Doyle Research Associates 
D.S. Fraley & Associates 
Intercontinental Mktg. lnves. 
Nova Research Inc. 
PlayLab Research 
Strategic Research Corp. 
Youth Research 

COMMUNICATIONS 
RESEARCH 
D.S. Fraley & Associates 
Nova Research Inc. 
Opinions Unlimited, Inc. 
PlayLab Research 
James Spanier Associates 
Youth Research 

COMPUTERS/MIS 
First Market Rsch(J . Heiman) 
D.S. Howard Assoc., Inc. 
M.L. Moss & Co. 
Strategic Research , Inc. 
Total Research Corporation 

CONSUMERS 
Accurate Marketing Research 
Consumer/Industrial Rsch Svce 
Consumer Opinion Services 
DeNicola Research 
D.S. Fraley & Associates 
Elrick & Lavidge, Inc. 
Faber Marketing Research 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 
D.S. Howard Assoc. Inc. 
Kennedy Research Inc. 
Langer Associates, Inc. 
Riva Market Research, Inc. 
Southeastern lnst. of Rsch. 
Strategic Research Corp. 
Talk It Over Focus Groups Ltd. 
Taylor Research 
Trotta Associates 

ENTERTAINMENT 
D.S. Fraley & Associates 

SOUTH CAROLINA 
MarketSearch Corporation 

SOUTH DAKOTA 
Amer. Public Opinion Survey 

TEXAS 
Accurate Marketing Research 
Opinions Unlimited, Inc. 

VIRGINIA 
Southeastern lnst. of Rsch. 

WASHINGTON 
Consumer Opinion Services · 
M.L. Moss & Company 

Langer Associates, Inc. 
Strategic Research Corp. 
Total Research Corporation 

EXECUTIVES 
Accurate Marketing Research 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
East West Research Institute 
First Market Rsch(J . Heiman) 
First Market Rsch(J . Reynolds) 
Genus Research 
Intercontinental Mktg. lnves. 
Kennedy Research Inc. 

FINANCIAL 
SERVICES 
Consumer/Industrial Rsch Svce 
DAE Associates, Inc. 
The Data fax Company 
Datatactics, Inc. 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
East West Research Institute 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 
lnfoDirect, Inc. 
Linda LaScola Consulting 
Marketeam Associates 
Marketing Workshop, Inc. 
MarketSearch Corporation 
Moosbrugger Marketing Rsch 
National Analysts 
Opin ions Unlimited, Inc. 
Boyd L. Peyton Associates 
The Research Center 
Riva Market Research, Inc. 
Rockwood Research Corp. 
Schrader Rsch & Rating Svce 
James Spanier Associates 
Strategic Research Corp. 
Total Research Corporation 
Trend Facts Research 
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FOOD PRODUCTS 
Accurate Marketing Research 
Amer. Public Opinin Survey 
The Atlantis Group 
D.S. Fraley & Associates 
The Atlant is Group 
East West Research Institute 
lnfoDirect, Inc. 
Moosbrugger Marketing Rsch. 
Playlab Research 
Schrader Rsch & Rating Svce 
James Spanier Associates 
Strategic Research Corp. 
Youth Research 

GERIATRIC 
Strategic Research Corp. 

HEALTH & BEAUTY 
PRODUCTS 
Amer. Public Opinion Survey 
The Answer Group 
Langer Associates, Inc. 
Schrader Rsch & Rating Svce 

HEALTH CARE 
Creative Marketing Solutions 
The Datafax Company 
DeNicola Research 
Dolobowsky Qual. Svcs., Inc. 
D-R-S Healthcare Consultants 
East West Research Institute 
First Market Rsch(L. Lynch) 
First Market Rsch(J. Reynolds) 
D.S. Howard Assoc., Inc. 
lnfoDirect, Inc. 
Kennedy Research Inc. 
linda LaScola Consulting 
Marketeam Associates 
Marketing Workshop, Inc. 
MarketSearch Corporation 
T.A. Miller Co., Inc. 
Moosbrugger Marketing Rsch. 
National Analysts 
Opinions Unlimited, Inc. 
Radley Resources, Inc. 
Southeastern lnstit. of Rsch. 
Strategic Marketing Services 
TrendFacts Research 

HISPANIC 
Analysis Research ltd. 
Hispan ic Marketing 

Communication Research 
Research Resources Hispanic 

HI-TECH 
Radley Resources Inc. 

IDEA GENERATION 
Analysis Research ltd. 
Brand Consulting Group 
DAE Associates, Inc. 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
First Market Rsch(J . Reynolds) 
Playlab Research 
Strateg ic Research Corp. 
Thonger Qualitative Research 
Youth Research 

INDUSTRIAL 
Consumer/Industrial Rsch Svce 
First Market Rsch(J. Heiman) 
D.S. Howard Assoc. , Inc. 
lntersearch Corporation 
Kennedy Research Inc. 
Strategy Research, Inc. 
Taylor Research 
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MEDICAL 
PROFESSION 
Creative Marketing Solutions 
D-R-S HealthCare Consultants 
East West Research Institute 
D.S. Howard Assoc., Inc. 
lntersearch Corforation 
lntercortinenta Mktg. Invest. 
Marketeam Associates 
T.A. Miller Co. 
Nova Research Inc. 
Strategic Research, Inc. 

MILITARY 
Amer. Public Opinion Survey 

NEW PRODUCT 
DEVELOPMENT 
The Atlantis Group 
Brand Consulting Group 
Creative Marketing Solutions 
DAE Associates, Inc. 
Decision Research 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
Faber Marketing Research 
First Market Rsch(J. Heiman) 
D.S. Howard Assoc. , Inc. 
Langer Associates, Inc. 
Marketing Workshop, Inc. 
National Analysts 
The Research Center 
Research Resources Hispanic 
Schrader Rsch & Rating Svce 
James Spanier Associates 
Strategic Marketing Svces 
Strategic Research Corp. 
Total Research Corporation 
Youth Research 

PACKAGED 
GOODS 
The Answer Group 
The Atlantis Group 
DAE Associates, Inc. 
Doyle Research Associates 
D.S. Fraley & Associates 
East West Research Institute 
Langer Associates, Inc. 
Nova Research, Inc. 
Playlab Research 
Research Arts, Inc. 
The Research Center 
Schrader Rsch & Rating Svce 
Strategic Research Corp. 
Total Research Corporation 
Trotta Associates 
Youth Research 

PARENTS 
D.S. Fraley & Associates 
Strategic Research Corp. 
Youth Research 

PET PRODUCTS 
Rockwood Research Corp. 

PHARMACEUTICALS 
The Answer Group 
The Atlantis Group 
Consumer/Industrial Rsch Svce 
Creative Marketing Solutions 
Datatactics, Inc. 
D-R-S HealthCare Consultants 
D.S. Howard Assoc., Inc. 
T.A. Miller Co., Inc. 
National Analysts 
James Spanier Associates 
Total Research Corporation 

POLITICAL 
RESEARCH 
Amer. Public Opinion Survey 
East West Research Institute 
Linda LaScola Consulting 
Opinions Unlimited, Inc. 
Total Research Corporation 

PUBLISHING 
First Market Rsch(J. Heiman) 
Langer Associates, Inc. 
Riva Marketing Research, Inc. 

RETAIL 
Brand Consulting Group 
First Market Rsch(l. Lynch) 
First Market Rsch(J. Reynolds) 
Langer Associates, Inc. 
Nova Research, Inc. 

SOFT DRINKS, 
BEER WINE 
Amer. Puhlic Opinion Survey 
East West Research Institute 
National Analysts 
Riva Market Research, Inc. 

TEACHERS 
D.S. Fraley & AEsociates 
Strategic Research Corp. 
Youth Research 

TEENAGERS 
D.S. Fraley & Associates 
Playlab Research 
Strategic Research Corp. 
Youth Research 

TOYS/GAMES 
D.S. Fraley & Associates 
Playlab Research 
Strategic Research Corp. 
Youth Research 

TRANSCRIPTION 
SERVICES 
Q-Set 

TRANSPORTATION 
SERVICES 
Total Research Corporation 

TRAVEL 
East West Research Institute 
M.L. Moss & Co. 
Schrader Rsch & Rating Svce 
Total Research Corporation 

YOUTH 
D.S. Fraley & Associates 
Elrick & Lavidge, Inc. 
Playlab Research 
Strategic Research Corp. 
Thonger Qualitative Research 

TELECOMMUNICATIONS 
Creative Marketing Solutions 
DAE Associates, Inc. 
Datatactics, Inc. 
First Market Rsch(J . Heiman) 
Genus Research 
D.S. Howard Assoc., Inc. 
Kennedy Research Inc. 
linda LaScola Consulting 
National Analysts 
Total Research Corporation 
Trend Facts Research 

TELECONFERENCING 
Rockwood Research Corp. 

Child supervisors 
The Census Bureau reports that after school , in 

households where mothers are employed full-time , 
these percentages of children age 5-13 are supervised 
by: 

• A parent, 54 % 
• Another adult , 32 % 
• No adult , 14 %. 

Pension eligibility 
Among surveyed companies , these percentages 

show when their employees are eligible to participate 
in pension plans: 

• At age 21 and one year of service, 45 % 
• Immediately, 24 % 
• After one year of service , 15 % 
• Other, 16%. 
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Child Research 
continued from p. 26 

tive of new ideas and trends. 
As such, peer group leaders tend to 

better understand and empathize with 
the goals of a group, and because of 
this, they tend to be more cooperative 
in working toward group goals. They 
are generally brighter and more crea­
tive than other children. They are gen­
erally more aware of the world around 
them, including the preferences and 
prejudices of their peers. 

More importantly, they are able to re-. 
fleet more productively on questions 
posed to them. They tend to be inde­
pendent thinkers who express how 
they individually feel and are not 
"swayed" to follow the crowd. They 
generally are.more confident and com­
petent than their peers which allows 
them to better express their individual 
thoughts on any given topic matter. 

Stacked™ groups: This unique fo­
cus group concept originated from the 
realization that children's products are 
often bought or not bought in response 
to a joint purchasing decision, a real­
ization that children and parents have 
an interdependent effect upon many 
purchasing decisions. The Stacked fo­
cus group is utilized to uncover accu­
rate, objective information where a 
split specification/purchase decision 
may exist between two persons, such 
as between a child and his/her parent 
(or between a wife and husband). 

This research technique is based 
upon the rationale that a great many 
decisions to purchase certain products 
and services results from children and 
parent interaction regarding products/ 
services they either are aware of, have 
experience with, and/or have seen/ 
heard advertised on television, radio 
or in print. 

Stacked groups are focus groups 
which include the participation of chil­
dren and their parents, usually moth­
ers. This innovative focus group tech­
nique was borrowed from psychology 
and group therapy techniques. For ex­
ample, in a Stacked child/mother 
group, the child sits around a table and 
the mother sits directly behind but 
does not speak to, touch, or influence 
her child. ·The specially-trained mod­
erator leads a discussion with the chil­
dren for 45-90 minutes, after which 
they leave (i.e., return to the lobby) 
and the group session is continued 
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with the mothers for another 30-45 
minutes. At the end of the two discus­
sion sessions, the original children dis­
cussants are invited back into the focus 
group room to develop some final in­
teractive dialogue between and con­
sensus thinking from both children and 
mothers. 

In the Stacked focus group, the first 
discussion session (with children) is 
used to probe the opinions, percep-

·. tion:s and preferences of the children 
discussants. The second discussion 
session (with mothers) is used to ob­
tain commentary and response to the 
children's comments and to gain fur­
ther insight into and to add to the in­
formation provided by the initial chil­
dren discussants. , 

The value of the Stacked group tech­
nique stems from the ability to gain in­
sight from the child and the parent and 
the ability to gain interactive insight as 
well. In other words, each child and 
parent not only gives his or her opin­
ions of the product, but also gives his 
reactions to the other's responses 
(more so for the parent than the child). 

As such, one Stacked child/parent 
group is better than one standard child 
group and is even better than one child 
group and one parent group, for it cre­
ates three group opportunities in one 
session. By combining the interactive 
responses of children and parents into 
one group, this group technique not 
only produces more reliable research 
but also provides significant time and 
cost savings. 

Moderating effectively 
For the qualitative researcher, work­

ing effectively with children requires 
extensive training and experience, as 
well as a continuing presence in the 
children marketing research market-

place. Because children are not adults, 
they must be communicated with and 
treated differently to produce valid re­
search results. Therefore, a number of 
children qualitative research axioms 
must be accomplished in the process 
of moderating children focus groups: 

1. The moderator must speak the 
language of children 

2. The moderator should prepare for 
the sessions by developing discussion 
questions and stimuli which are age/ 
grade and sex appropriate 

3. The moderator must understand 
and be able to work with group dy­
namics as they uniquely operate 
among children 

4. The moderator must have an un­
derstanding of the psychological/so­
cial I intellectual I developmental stages 
of children, and 

5. The moderator must know how to 
provide positive behavior reinforce­
ment and control children without 
seeming to do so. 
Analyzing results 

Analysis and interpretation of chil­
dren research findings is perhaps the 
most intriguing and complex problem 
of all. It is caused by the dynamics of 
child development and its impact on 
the information generated during the 
research process and it demands cer­
tain skills of the researcher that de­
signs, conducts, and analyzes qualita­
tive research with children. Three of 
these are: 

1. In addition to having firm under­
standing of marketing and research 
concepts and principles, the researcher 
must bring to the analysis a firm un­
derstanding of the psychological/so­
cial/intellectual stages of child devel­
opment. 

2. In order to properly analyze and 
interpret the qualitative research infor­
mation obtained, t_he researcher should 
fully understand (and be experienced 
with) group dynamics as they occur 
within children focus groups. 

3. Children research experience, per 
se, in terms of the constant and cumu­
lative conduct of children qualitative 
research, provides a depth of continual 
and changing knowledge that allows 
for accurate analysis and proper inter­
pretation of research findings with the 
dynamic children marketplace(s). MRR 
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--------Company Listing--------

AccuQuest Corp. 
11911 Brighton 
Stafford, TX 77 4 77 
713/879-9240 
Section Ill 

ACRS Division, M/A/R/C Inc. 
1025 Thomas Jefferson Street NW 
Washington, D.C. 20007 
202/337-4733 
Branch : 7850 North Beltline Road 

Dallas, TX 
214/506-3400 

Section I, Ill, IV 

Acquadata Entry Services Inc. 
3040 E. Tremont Avenue 
Bronx, NY 10461 
212/824-8887 
Section 1,111 

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

Analytical Computer Service , Inc. 
640 No. LaSalle Dr. 
Chicago, IL 60610 
312/751-2915 
Branch : 8687 E. Via de Ventura 

Scottsdale, AZ 85258 
602/483-2700 

5757 Wilshire Blvd . 
Los Angeles, CA 90036 
213/938-7982 

Section I, Ill, IV 
(See Advertisement on Page 49) 

Analytical Consultants International 
4 West Trail 
Stamford, CT 06903 
203/329-1355 
Section II , IV 

Analysis and Forecasting, Inc. 
18 Brattle Street 
Cambridge, MA 02138 
617/491-8171 
Section II 

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

Ashton-Tate/ Master Graphics 
25 Sylvan Rd. So. 
Westport, CT 06880 
203/454-7200 
Section Ill 
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Bardsley & Haslacher, Inc. 
1250 Aviation Ave., 200E 
San Jose, CA 95110 
415/969-8391 
Section I, Ill 

Michael Blatt & Company, Inc. 
1627 Pontius Ave., Suite 200 
Los Angeles, CA 90025 
213/473-0627 
Section I, II 

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

Bretton-Clark 
516 Fifth Ave ., Suite 507 
New York, NY 10036 
212/575-1568 
Section Ill 

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

Burgoyne Information Services 
One Centennial Pl. 
705 Central Ave. 
Cincinnati , OH 45202 
513/621-7000 
Branch: One North Broadway 

White Plains, NY 10601 
914/949-3214 

870 Market Street 
San Francisco,CA 94102 
415/392-0130 

Section I, II 

Business Research & Surveys 
50 Greenwood Avenue 
West Orange, NJ 07052 
201/731-7800 
Section Ill 
(See Advertisement on Page 50) 

CACI 
8260 Willow Oaks Corporate Dr. 
Fairfax, VA 22031 
703/876-2000 
Section Ill 

Caliper Corporation 
1172 Beacon Street 
Newton, MA 02161 
617/527-4700 
Section Ill, IV 

Coffman Systems, Inc. 
13140 Midway Place 
Cerritos, CA 90701 
213/926-6653 
Section IV 

Barry Cohen 
599 East 7th Street 
Brooklyn, NY 11218 
718/941-5723 
Section Ill 

Claritas, L.P. 
201 No. Union St . 
Alexandria, VA 22314 
703/683-8300 
Branch: 260 Madison Ave ., 17th Fir. 

New York, NY 10016 
212/532-8200 

520 Broadway, Ste. 520 
Santa Monica, CA 90401 
213/394-6897 

8600 W. Bryn Mawr 
Chicago, IL 60631 
312/693-4200 

Section II , Ill 

Computer Associates, Inc. 
1 Tech Drive 
Andover, MA 01810-2497 
617/685-1400 
Section IV 

Computers For Marketing Corp. 
54 7 Howard Street 
San Francisco, CA 94105 
415/777-0470 
Branch: 126 Fifth Ave ., Ste. 1501 

New York , NY 10011 
212/627-7730 

Kettering Twr. , Ste. 1910 
Dayton , OH 45423 
513/228-2652 

1800 Grant St. , Ste . 370 
Denver, CO 80203 
303/860-1811 

Section I, II, Ill, IV 
(See Advertisement on Page 41) 

Computer Strategies, Inc. 
P.O . Box 88039 
Atlanta, GA 30338 
404/668-9021 
Section Ill 

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

Consumer & Professional Research, Inc. 
1515 Sheridan Road 
Wilmette, IL 60091 
312/256-7744 
Section I, II 
(See Advertisement on Page 28) 

Consumer Pulse, Inc. 
725 South Adams 
Birmingham, M I 48011 
800/336-0159 
Branch : 8200 Perry Hall Blvd . 

Section I 

Baltimore, MD 21236 

5625 Central Avenue 
Charlotte, NC 28212 

4301 Ridge Road 
Cleveland, OH 44144 

750 Citadel Drive East 
Colorado Springs, CO 80909 

5801 W. 44th Avenue 
Denver, CO 80212 

1815 Hawthorne Blvd. 
Redondo Beach, CA 90278 

275 West Wisconsin Ave . 
Milwaukee, Wi 53203 

Plymouth Meeting Mall, #2203 
Plymouth Meeting , PA 19462 

8310 COld Courthouse Road 
Vienna, VA 22180 

(See Advertisement on Page 42) 

Core Analytic , Inc. 
674 Rte . 202-206 North 
Bridgewater, NJ 08807 
201/218-0900 
Section Ill 

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

Chicago, IL 60601 
312/443-1120 

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

Section I, II , Ill , IV 

Creative Computer Services 
10804 No. Stemmons Freeway 
Dallas , TX 75220 
214/358-4493 
Section I 

Creative Research Systems 
15 Lone Oak Center 
Petaluma, CA 94952 
707/765-1001 
Section Ill 

Database Software Corp. 
261 Hamilton Ave/#420 
Palo Alto, CA 94301-2536 
415/328-0354 
Section Ill 
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Premier 
Developer 
of Software 
for Market 
Research 
Applications 

For 20 years, Computers for 
Marketing Corporation (CFMC) 
has been building a reputation for 
technological leadership in the 
research industry. Employing the 
most advanced programming 
techniques, and placing special 
emphasis on on-going support 
and product enhancement, CFMC 
has developed programs for CRT 
interviewing, crosstabulation, and 
other research functions which are 
truly state-of-the-art, including: 

SUR VENT 
The first computer-assisted telephone 
interviewing system ever developed for 
minicomputers, and now among the 
most widely used programs of its kind. 
SURVENT is extremely sophisticated 
and powerful in its capabilities, en­
abling users to develop and effectively 
administer all aspects of even the most 
complex telephone projects. 

SURVENT's phone management system 
is frequently cited as a standard of 
excellence in the research industry and 
is a key reason why many clients 
select SUR VENT over other programs. 
It 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 capabil­
ities with interviewer monitoring, and 
the production of an array of manage­
ment reports to help analyze and 
improve interviewer performance and 
the productivity of your facility. 

PC-SUR VENT 
A vers ion of the popular SURVENT 
program, designed to work on personal 
computers. 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". 
Originally developed in 1967, it has 
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been enhanced and upgraded throughout 
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 tracking studies. 

SURVEYOR 
Automatically generates labelled 
marginals or question-by-banner 
crosstab runs for studies which use 
SUR VENT or PC-SUR VENT for data 

collection. 

MICROPUNCH & 
NANOPUNCH 
Data entry systems which closely 
emulate an IBM-type keypunch 
machine. MICROPUNCH runs on the 
HP3000 minicomputer; NANOPUNCH 
runs on IBM PC's and compatibles. 

STATPAK 
A set of programs for performing 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. 

Computers 
for 
Marketing 
Corporation 

Worldwide Headquarters 
547 Howard Street 
San Francisco, California 94 105 
Tel: (4 15) 777-0470 Telex : 5 106003978 CFMCORP 

U.S. Regional Marketing & 
Service Bureau Locations: 
Eastern Region: 
126 Fifth Avenue, Suite 1501 
New York, New York 10011 
Tel: (2 12) 627-7730 

Midwestern Region: 
Kenering Tower, Suite 1910 
Dayton, Ohio 45423 
Tel: (5 13) 228-2652 

Mountain Region & Service Bureau: 
1800 Grant Street, Suite 370 
Denver, Colorado 80203 
Tel: (303) 860- 18 11 

Western Region & Service Bureau: 
547 Howard Street 
San Francisco, California 94 105 
Tel: (4 15) 777-0470 

United Kingdom & European 
Marketing Liaison Office: 
Cedar Court 
9/ 11 Fairmile 
Henley on Thames 
Oxon RG9 2JR, United Kingdom 
Tel: 049 1 579600 Telex : 846068 CEDAR 
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The Datafax Company Datamap, Inc. Data Tactics , Inc. 
2600 Maitland Ctr. Pkwy., Ste. 170 
Maitland, FL 32751 

7176 Shady Oak Rd . 
Eden Prairie , MN 55344 
612/941-0900 

555 Presidential Blvd ., Ste. 430 
Bala Cynwyd, PA 19004 
215/668-1660 800/233-3578 or 305/660-8878 

Section I, II Section Ill Section I, II 
(See Advertisement on Page 15) 

Data Lab Corp. Datanetics Data Vision Research , Inc . 
29 Emmons, A-2 
Princeton , NJ 08540 
609/987-0565 

7333 North Oak Park Ave . 
Niles, IL 60648 
312/647-6678 

114 No. Beatty St . 
Pittsburgh , PA 15206-3002 
412/363-3282 

Section I, II Section I, II, Ill Section I 

Data logics 
6085 Route 263, Box 287 
Solebury, PA 18963 
215/794-7486 or 800/992-0422 
Section I, Ill 

Data Tabulating Service, Inc. 
3323 Chamblee-Dunwoody Rd . 
Chamblee, GA 30341 
404/455-0114 

Decision Data Inc. 
200 Kirkland Ave ., Ste. C 
Kirkland , WA 98033 
206/820-2835 

(See Advertisement on Page 48) Section I, II Section I 
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CPI DOES IT ALL 
WITH JUST ONE CALL! 

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

• Local Tele/WATS • Mystery Shopping • Audits. 

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

Baltimore 

(800) 336-0159 
CONSUMER PULSE INC. 

Charlotte Cleveland Colorado Springs Denver Detroit 
Los Angeles Milwaukee Philadelphia Washington. D.C. 
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ntry ... 
... has special requirements! 

MPA ™ was designed specifically for market research data entry by professional 
market researchers. MPA™ reads and writes industry standard 360-column binary 
data flies allowing for easy, accurate entry of "multipunch" or multiple response data. 

SINGLE KEYSTROKE COMMANDS: ADDITIONAL FEATURES: 

- Eliminate the need for programming -Verify "columns" up to 100% verification 
- Check for valid "punches" - Edit Mode to revise/edit data 
- Duplicate columns - Full screen editing 
·Set TABS - Easily move from record to record 
- Format data fields automatically - Move to specific records 
- Insert constant values - Change "card" length 
-Define Labels ... and morel -True "multipunch" key ... and more! 

MPATH runs on MS-DOS compatible microcomputers. The single user version costs 
$395.00. Quantity discounts and site licenses available . Cali us for more information 
and ask about our other products: the DATA UTILITIES and STATCHEK™. 

ETAIL 
ECHNOLOGIES, INC. 
29 Emmons Drive, Bldg.A-2 
Princeton, NJ 08540 
(609) 987-0565 
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Decision Support Software 
1300 Vincent Place 
Mclean, VA 22101 
703/442-7900 
Section Ill 

Derby Micro-Computer Services, Inc. 
P.O . Box 220566 
Charlotte , NC 28222 
704/536-7721 
Section Ill 

Detail Technologies, Inc. 
29 Emmons Drive, Bldg . A-2 
Princeton , NJ 08540 
609/452-8228 
Section Ill 
(See Advertisement on Page 42) 

Devcom Mid-America Inc. 
2603 W 22nd St., Ste. 23 
Oak Brook, IL 60521 
312/574-3600 
Section IV 

DigiData Entry System 
9637 E. Gold Dust Avenue 
Scottsdale, AZ 85258 
602/391-0552 
Section Ill , IV 

Donnelley Marketing Information 
Services 
70 Seaview Ave/P.O . Box 10250 
Stamford , CT 06904 
203/353-7474 
Branch : 1901 So. Meyers Road 

Oakbrook Terrace , IL 60148 
312/495-1211 

2401 E. Katella Avenue 
Anaheim, CA 92806 
714/978-1122 

Sections Ill 
(See Advertisement on Page 2) 

Downie-Pine Company 
2114 Cotner Avenue 
Los Angeles , CA 90025 
213/479-7218 
Branch : 44A Quaker Ridge Road 

Sherman, CT 06784 
203/354-0669 

Section Ill , IV 

Dynacomp , Inc. 
178 Phillips Road 
Webster, NY 14580 
716/265-4040 
Section Ill 

Enertronics Research , Inc. 
1910 Pine Street 
St . Louis, MO 63103 
314/421-2771 
Section Ill 

Gene Essman & Associates 
P.O . Box 1982 
Wheat Ridge , CO 80034-1982 
303/933-0765 
Section Ill 
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The Decision Support System 
For Marketing Research 

FAST, SIMPLE, THOROUGH 
ACCESS TO YOUR 
MARKETING 
DATA 

£ 

GET THE ANSWERS IN MINUTES, 
NOT HOURS OR DAYS 

Explorer is a tool of the 90's that" combines crosstabu­
lations, graphics, and statistics in one easy-to-use 
package that 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 
immediate data needs and custom reports . Explorer 
puts the data on your desk, on your PC computer, to be 
run on your schedule. 

For a FREE brochure write: EXPLORER, Maritz Marketing Research, 1395 N. Highway Dr., Fenton, MD 63099 
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Express Data Center Graphic MIS Inc. 
205 Lexington Avenue P.O. Box #A3389 
New York, NY 10016 Chicago, IL 60690 
212/679-2500 312/786-1330 
Section I Section Ill 

FacFind , Inc. GSI/Tactics 
7113 Lakeside Drive 204 Andover Street 
Charlotte, NC 28215 Andover, MA 01810 
704/568-6820 617/470-3760 
Section Ill Section IV 

Ferox Microsystems, Inc. Hodges & Associates 
1701 N. Ft. Meyer/Ste 1205 1403 Pemberton Road 
Arlington , VA 22209 Richmond, VA 23233 
703/841-0800 804/7 40-7 439 
Section Ill Section Ill, IV 

Focus Research Systems IMSI 
342 No. Main Street 1299 Fourth Street 
W. Hartford , CT 06117 San Rafael, CA 94901 
203/561-1047 415/454-7101 
Section Ill Section Ill 

The Futures Group Information Resources , Inc. 
76 Eastern Blvd . 200 Fifth 
Glastonbury, CT 06033 Waltham, MA 02254 
203/633-3501 617/890-1100 
Section Ill Section Ill , IV 

Geographic Data Technology, Inc. R. Isaacs Computing Assoc. , Inc. 
13 Dartmouth College Highway 320 N. Broadway 
Lyme, NH 03768 Hicksville, NY 11801 
603/795-2183 516/822-1444 
Section Ill Section I 

Geosoft Corporation KG Tabs 
38 Park Street 200 Park Ave So ., Ste 818 
Vernon , CT 06084 New York , NY 10003 
203/875-7782 212/674-2323 
Section Ill Section I 

GMD Incorporated KLS, Inc. 
8601 Dunwoody Pl. , Ste. 420 175 Canal St., 2nd Fir. 
Atlanta, GA 30350 Manchester, NH 03101 
404/587-0934 603/623-5877 
Section IV Section Ill 

QUALITY Market and Advertising Research 
Operating Locally and Nationally 

... Since 1958 

Leadtrack Services Marketing Metrics, Inc. 
595 Colonial Park Dr., #302 305 Route Seventeen 
Roswell, GA 30075 Paramus, NJ 07652-2905 
404/587-0412 201/599-0790 
Section Ill Section Ill 

Leibowitz Market Research Assoc. Marketing Software, Inc. 
One Parkway PI/Ste 110 1109N. Mayfair Rd ., Ste . 100 
Charlotte , NC 28217 Wauwatosa, WI 53226 
704/527-2282 414/475-1521 
Section Ill Section I, II, Ill 

LPC, Inc. Marketools, Inc . 
1200 Roosevelt Road P.O . Box1178 
Glen Ellyn, IL 60137-6098 Barrington , IL 60011 
312/932-7000 312/381-8636 
Section IV Section I, Ill 

Mace, Inc. Market Power, Inc . 
2313 Center Ave . 101 Providence Mine Rd ., Ste. 106A 
Madison , WI 53703 Nevada City, CA 95959 
608/241-4566 916/432-1200 
Section Ill Section Ill 

Maritz Marketing Research Market Probe International 
6800 France Avenue South 444 Park Avenue South 
Minneapolis, MN 55435 New York , NY 10016 
612/922-0882 212/532-3113 
Sections 11 , 111 Section IV 
(See Advertisement on Page 43) 

Market Share Modeling , Inc . 
Market Action Inc . P.O . Box 5076 
Bradley Univ ., Bus. Tech . Ctr. Madison , WI 53705 
Peoria, IL 61625 608/233-6410 
309/677-3299 Section Ill , IV 
Section Ill 

Marketeam Associates Mastersoft , Inc. 
P.O . Box41902 4621 N. 16th St ., Ste. A-108 
St . Louis , MO 63141 Phoenix, AZ 85016 
314/569-1324 602/277-0900 
Section I, II Section Ill 
(See Advertisement on Page 32) 

Marketing Information Systems, Inc. Matrix, Inc. 
906 University Place 3490 US Route 1 
Evanston , I L 60618 Princeton , NJ 08540 
312/491-3885 or 800/523-5883 609/452-0099 
Section Ill , IV Section I 

• COMPUTER/TABULATION FACILITY 
• SIX IN-HOUSE COMPUTERS 

• DATA ENTRY 
INCLUDING COMPLETE VERIFICATION 

•FLEXIBLE CROSS-TABULATIONS 
WITH STATISTICAL CALCULATIONS 

• ELECTRONIC DATA BASE TRANSFER CAPABILITY 
• CRT INTERVIEWING CAPABILITY 

BETTY SPENCER OR GEORGE MAYNARD 
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Microtab, Inc. 
P.O . Box 472 
Newton , NJ 07860 
201/579-1984 
Section I, Ill 
(See Advertisement on Page 51) 

Mitchell Management Systems 
Westborough Office Park 
2000 West Park Drive 
Westborough, MA 01581 
617/366-0800 
Section IV 

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

National Computer Systems 
7600 France Avenue South , Ste. 300 
Edina, MN 55435 
612/830-7812 
Branch : Information Services 

2510 No. Dodge St. 
Iowa City, lA 52244 
319/354-9200 

Section I, Ill 
(See Advertisement on Pages 19-20) 

National Planning Data Corp. 
20 Terrace Hiii/P.O. Box 610 
Ithaca, NY 14851-0610 
607/273-8208 
Section Ill 

Nordhaus Research , Inc. 
20300 West 12 Mile Road 
Southfield , M148076 
313/827-2400 
Section I, II 

Orchard Prod ., Concurrent Mktg . Sys. 
205 State Road 
Princeton , NJ 08540 
609/ 683-7702 
Branch : 1159 Wilmette Avenue 

Wilmette, IL 60091 
312/251-4144 

Section Ill 

E. F. Paynter & Assoc . 
6140 N. College Avenue 
Indianapolis , IN 46220 
317/ 257-7561 
Section Il l 

P.C .I. 
20 Technology Pkwy/ Ste 100 
Norcross, GA 30093 
404/ 242-8222 
Section Ill 

PC Software 
11627 Calamar Ct. 
San Diego, CA 92124 
619/ 571-0981 
Section Ill 
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Penton Software 
257 Park Ave. So., 12th Fir. 
New York , NY 10010 
800/221 -3414 
Section Ill 

Perreault & Associates 
21 04 North Lakeshore Dr. 
Chapel Hill , NC 27514 
919/929-7921 
Section IV 

Persimmon Software 
1901 Gemway Drive 
Charlotte, NC 28216 
704/398-1309 
Section Ill 

Pine Company 
2112 Cotner Avenue 
Los Angeles , CA 90025 
213/477-8501 
Branch : 310 Townsend St. , #100 

San Francisco, CA 941 07 
415/543-3056 

Section I 

P-Stat, Inc. 
P.O . BoxAH 
Princeton, NJ 08542 
609/924-9100 
Section II , III ,IV 

Pulse Analytics , Inc. 
P.O . Box 116 
Ridgewood , NJ 07451 
201/447-1395 
Section II , Ill 

Quiz Whiz Enterprises 
790 Timberlane Drive 
Akron , OH 44313 
216/922-1825 
Section Ill 

Eric Ramon 
168 1 /2 8th Avenue 
San Francisco, CA 94118 
415/386-5746 
Section I 

RCB Software 
Box 1154 
Mentor, OH 44061 -1154 
Section Ill 

Renaissance Research & Consulting 
127 East 59th Street 
New York , NY 10022 
718/261 -3389 
Section II 

Research Services 
2103 Marston Lane 
Flossmoor, IL 60422 
312/798-8993 
Section Ill 

The Sachs Group, Ltd. 
1800 Sherman Avenue 
Evanston , IL 60201 
312/492-7526 
Section Ill 

Sales & Marketing Systems 
1950 Old Gallows Rd ., Ste.300 
Vienna, VA 22180 
800/832-0030 
Section Ill 

The Salinon Corporation 
7430 Greenville Ave ., P.O . Box 31047 
Dallas, TX 75231 
214/692-9091 
Section Ill 

Sammamish Data Systems, Inc. 
P.O . Box 70382 
Bellevue, WA 98007 
206/644-2442 
Section Ill 

SAS Institute Inc. 
SAS Circle, Box 8000 
Cary, NC 27512-8000 
919/467-8000 
Section Ill , IV 

Sawtooth Software, Inc. 
P.O . Box 3429 
Ketchum, ID 83340 
208/726-7772 
Branch : 1007 Church St. , Ste. 302 

Evanston , IL 60201 
312/866-0870 

Section Ill 
(See Advertisement on Page 53) 

Allan D. Shocker 
DJ-1 0, Mackenzie, U n. Wash. 
Seattle , WA 98195 
206/543-4480 
Section IV 

Sigma Research Co. 
1275 15 Street 
Ft. Lee , NJ 07024-1950 
201 /886-0550 
Section I, Ill , IV 
(See Advertisement on Page 32) 

Significant Statistics 
3336 North Canyon Road 
Provo, Utah 84604 
801/377-4860 
Section Ill 

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

Dr. Scott Smith 
666 TNRB, Brigham Young Univ. 
Provo, UT 84602 
801 /378-5569 
Section Ill 

Sophisticated Data Research , Inc. 
2251 Perimeter Dr. 
Atlanta, GA 30341 
404/451-5100 
Section I, II 

SPAR, Inc. 
580 White Plains Road 
Tarrytown , NY 1 0591 
914/332-4100 
Branch : 1601 No. Bond St. 

Naperville, IL 60540 
312/961-5400 

P.O . Box #44802 
Edina, MN 55344 
612/944-6727 

Sections Ill , IV 

IN CROSS TABULATION 

It takes an easy program 
to do ahardjob. ~~ls~~~~oss 

Call or 
write for 
free Demo 
diskette. 

·The look of your finished tables - AS you crea te them. 
• . o command language to learn - just point & pick. 
·Lotus .WKS, ASCII and Laser outpub. 
·l ' nmatched speed and multitasking. 
·Direc t link to CAT! systems (Ci2 and Ql ' ERY). 
·Backup from :--Jew England 's largest tab service bureau. 

A:"'D weighting; ranking; 99 cards per case; and more 
for under $1000. 

Stra\\'bt> rrr Sollwa rt', lnr. 
12 Pl t>asa ri t St.. \Vatt>rlmm , \L\ 02172 
(o i7)B2:l -RROO 

THE EMERGING STANDARD 
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Dwight Spencer & Associates, Inc. Suburban Associates Survey Tabulation Services 
1290 Grandview Avenue 210 So. Broad St. 1218 Massachusetts Avenue 
Columbus, OH 43212 Ridgewood , NJ 07450 Cambridge, MA 02138 
6141488-3123 2011652-2223 6171547-6475 
Section I, II Section I, Ill Section I 
(See Advertisement Page 44) 

Strategic Locations Planning Systat, Inc. 
Spring Systems 4030 Moorpark Ave ., Ste. 123 1800 Sherman Avenue 
P.O . Box 10073 San Jose, CA 95117 Evanston , IL 60201 
Chicago, IL 60610 4081985-7 400 3121864-5670 
3121275-5273 Section Ill Section Ill , IV 
Section Ill 

Strawberry Software, Inc. Talmey Research , Inc. 
SPSS, Inc. 42 Pleasant Street P.O . Box 1070 
444 No. Michigan Avenue Watertown , MA 02172 Boulder, CO 80306 
Chicago, IL 60611 6171923-8800 3031443-5300 
3121329-3500 Section I, II , Ill Section II 
Section Ill , IV (See Advertisement on Page 47) 
(See Advertisement on Page 7) 

TICIA 
500 Fifth Avenue , Ste. 1901 

State Street Consultants , Inc. 
STSC, Inc. New York , NY 10110 

84 State St./Ste. 905 
2115 E. Jefferson Street 212/719-2005 
Rockville, MD 20852 Section I, II , Ill , IV Boston , MA 02109 3011984-5000 

617/720-2020 Section Ill 
Section Ill 

TMS Systems 
3000 Tall Oaks Drive 

Successware, Inc. Blacksburg, VA 20460 
Statistical Analysis Center 1130 Kildaire Farm Rd ., Ste. #135 7031552-5685 
P.O . Box 1218 Cary, NC 27511 Section II , Ill 
Tarboro, NC 27886 9191469-0119 
9191823-0950 Section Ill 
Section I, II Total Research Corporation 

Princeton Corporate Center 

Survey Sampling , Inc. 5 Independence Way 
Statistical Innovations Inc. One Post Road Princeton , NJ 08540 
375 Concord Ave . 6091921-8100 Fairfield, CT 06430 Branch : Sunforest Executive Park Belmont, MA 02178 2031255-4200 5130 Eisenhower Blvd . 617 I 489-4492 Section IV 
Section II , Ill , IV Tampa, FL 33634 

Section I, II 

SurveyTab 
Stolzberg Research , Inc. P.O. Box 369 Travenol Management Services 
3 Seabrook Court Annapolis Junction , MD 20701 1 Baxter Pkwy., DF3-3E 
Stony Brook, NY 11790 301 I 498-1299 Deerfield , IL 60015 
516/751-4277 Section Ill 8001535-8888 
Section Ill (See Advertisement on Page 52) Section Ill 

JOIN TODAY! 
EMBERSH I P $ 195./YEAR 

PERCEPTUAL MAPPING SOFTWARE ... FREE 

48 

• CONJOINT ANALYSIS SOFTWARE ... FREE 
• PRICE SENSITIVITY SOFTWARE .. . FREE 
• CROSS-TABULATION SOFTWARE ... FREE 

Advanced, state-of-the-art programs. Exquisitely designed, superbly 
documented, with TUTORIAL and DEMONSTRATION diskettes (for 
100% compatible PC s). 

FREE enhancements, upgrades and 
new programs as developed. 

~ ~ r:::1 800-992-0422 
~ ~ ~ PA.-215/794-3517 

Circle No. 128 on Reader Card 

U.S . Statistics 
P.O. Box 816 
Alexandria, VA 22313 
7031979-9699 
Section Ill , IV 

Viking Software, Inc. 
2815 E. Skelly Dr., Ste. 816 
Tulsa, OK 74105 
91817 45-6550 
Section Ill 

Visual Business Systems, Inc. 
700 Lake St ., Ste. H 
Ramsey, NJ 07 446 
2011327-2526 
Section Ill 

Vital Statistics 
747 Middle Neck Road 
Great Neck, NY 11 024 
5161487-3737 
Section I 

Walonick Associates 
6500 Nicollet Avenue South 
Minneapolis, MN 55423 
6121866-9022 or 8001328-4907 
Section Ill 

Jan Werner Data Processing 
1450 Broadway, 21st Fir. 
New York , NY 10018 
2121398-67 44 
Section I, II, Ill 

Wisard Software Co. 
P.O . Box 19730 
Green Bay, WI 54370 
4141432-6700 
Section Ill 

Walker Research & Analysis 
3939 Priority Way So. Dr. 
Indianapolis, IN 46240 
3171843-3939 
Section II 

Walker DataSource 
3939 Priority Way South Drive 
Indianapolis , IN 46280-0432 
3171843-3939 
Section I 

World Research Systems 
P.O . Box 1009 
Palatine, IL 60078 
3121991-1122 
Branch: 707 Marr St., Ste. 105 

Venice , CA 90291 
2131306-0163 

Section Ill , IV 
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Section I - Data Processing 

ANALYTICAL COMPUTER SERVICE, 
INC.-Specialize in marketing research 
data processing . Services include code 
set-up, coding, data entry, computer 
report preparation, multivariate analysis . 

COMPUTERS FOR MARKETING 
CORPORATION-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 proprietary 
software on the HP 3000. 

CONSUMER & PROFESSIONAL 
RESEARCH, INC.-Offers a full spectrum 
of marketing research tabulation 
services including data entry, 
questionnaire coding, cross-tabulation 
and multi-variate statistical programs. 

CONSUMER PULSE, INC.-Marketing 
research data tabulation and set-up of 
computer interviewing using Sawtooth 
Software's Ci2,CATI,ACA,APM and Ci2 
coder. Trained personnel for coding , data 
entry, tabulations and statistics. Data 
transfers and report transfers use 
modem data collection for mall, WATS, 
local telephone prerecruits and executive 
interviewing in 10 major markets using 
IBM computers . Now with laptops for 
portable recruiting . 

THE DATAFAX COMPANY-Computer 
programs suited to your needs. The most 
recent SPSS software used to offer a 
variety of statistical and graphic services 
for your research data. 

DATALOGICS-Complete marketing 
sciences data processing company. 
Coding, cleaning, data entry, cross 
tabulation; Reports delivered with free 
software for client manipulation in their 
office. FAX communication for bids, code 
sheet approvals. 

MARKETEAM ASSOCIATES-Full 
marketing research analysis capabilities 
from tabulation to multivariate statistical 
analysis . 

M ICROTAB, INCORPORATED-Full­
service data processing, from data entry 
to complex table production . Can input 
data directly from paper questionnaires, 
work with data bases created by CATI 
interviewing systems or accept data in 
the industry standard IBM 360 column 
binary format( permits multipunched 
data) . Finished tables can be transmitted 
over telephone lines for faster 
turnaround . Three staff members with 
over 30 years marketing research 
experience. Tabulation has been 
provided since 1980. 

NATIONAL COMPUTER SYSTEMS­
Information Services is a full service 
computer service bureau offering optical 
mark reading and data processing of 
large scale surveys, educational tests, 
Pell Grant processing, Guaranteed 
Student Loan Processing , etc . 

March 1988 

SIGMA RESEARCH CO.-CRT data entry, 
crosstabulation, verbatim coding . Client 
may do much of job at home or office. 

DWIGHT SPENCER & ASSOCIATES, 
INC.-Provides comprehensive computer 
tabulation services including: state-of­
the-art crosstabulation software, 
computerized data entry with electronic 
verification capabilities, CRT telephone 
interviewing, basic statistical 
computations including significance 
testing ability(T-Test and Chi-Square), 
trained in-house coding staff. 
Communications software available for 
transferring data to both micro and main 
frame computers . Eighteen computers 
in-house. 

STRAWBERRY SOFTWARE, INC.­
Strawberry Systems has had experience 
with over 4,000 projects since 1971 . 
Specializes in tabulation and statistical 
analysis of research data. Provide 
assistance in design, coding, data entry, 
programming and processing of 
research data. Data tabulated at 
Strawberry is available in A-Cross 
format/ A-Cross "RunTime'' at no extra 
charge so clients can perform ancillary 
data analyses on their own PC. 

DATA ENTRY 

Acquadata Entry Services 
Adapt, Inc. 
Analytical Computer Service, Inc. 
Michael Blatt & Co. 
Burgoyne Information Services 
Computers For Marketing Corp. 
Consulting, Hardware & Processing 
Consumer Pulse, Inc. 
Consumer & Professional Research 
CRC Information Sys. 
Creative Computer Services 
Data Lab Corp. 
Data logics 
Datanetics 
Data Tabulating Service 
Data Tactics 
Decision Data 
R. Isaacs Computing Assoc . 
KG Tabs 
Marketeam Associates 
Matrix, Inc. 
Microtab, Inc. 
National Computer Systems 
Nordhaus Research 
Pine Company 
Eric Ramon 
Sigma Research 
Dwight Spencer & Assoc. 
Statistical Analysis Ctr. 
Strawberry Software 
Suburban Associates 
TIC/A 
Total Research Corporation 
Jan Werner Data Processing 
Walker DataSource 

Analytical Computer Software, Inc. 

Finally! 

Computer-Aided 
Interviewing Software 
that thinks the way 
you do ... 

ACSQUERY! 

ACS-QUERY lets you ask questions the 
way you always have, in English. No more 
learning computer codes to get the benefits 
of computer aided telephone interviewing. 

With ACS-QUERY write questionnaires 
using your own word processor, and branch­
ing logic is assigned automatically for con­
secutive questions . 

For those questions with skip instructions, 
there's no computer code required. ACS­
QUERY is conversational- it asks you 
questions and your answers produce the 
logic. 

Of course ACS-QUERY has all the features 
you want in a computer-aided telephone 
interviewing system, like Sample Manage­
ment, Quota Control, Automatic Callback 
Scheduling, Data Reporting, . . . and 
More! 

To learn more about ACS-QUER Y, call for 
a free demonstration disk. 
Chicago (312) 751-2915 

Scottsdale (602) 483-2700 

Los Angeles (213) 938-7982 

New Jersey (201) 232-2723 

or write 

Analytical Computer Software 
640 N. Lasalle Drive 8687 East Via de Ventura 
Chicago, IL60610 Scottsdale, AZ 85258 

5757 Wilshire Blvd. 434 Sanford Avenue 
Los Angeles, CA 90036 Westfield , NJ 07090 

ACS-QUERY. 
THE CONVERSATIONAL COMPUTER SOFTWARE 
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DATA TABULATION 

Acquadata Entry Services 
ACRS Div., M/A/R/C 
Analytical Computer Service, Inc. 
Bardsley & Haslacher 
Michael Blatt & Co. 
Bolding Tab Service 
Burgoyne Information Services 
Computers For Marketing Corp. 
Consulting, Hardware & Processing 
Consumer Pulse, Inc. 

Consumer & Professional Research 
CRC Information Sys. 
Creative Computer Services 
The Datafax Company 
Data Uib Corp. 
Data logics 
Datanetics 
Data Tabulation Service 
Data Tactics 
Data Vision Research 
Decision Data 

Express Data 
R. Isaacs Computing Assoc. 
KG Tabs 
Marketeam Associates 
Matrix, Inc. 
Marketing Software, Inc. 
Marketools, Inc. 
Microtab, Inc. 
National Computer Systems 
Nordhaus Research 
Pine Company 
Eric Ramon 

Sigma Research 
Sophisticated Data Research 
Dwight Spencer & Assoc. 
Statistical Analysis Ctr. 
Strawberry Software 
Survey Tabulation Services 
Suburban Associates 
TIC/A 
Total Research Corporation 
Vital Statistics 
Jan Werner Data Processing 
Walker DataSource 

Section II • Statistical Analysis 

COMPUTERS FOR MARKETING 
CORPORATION-Provides database 
consultation, set-up and on-going 
management. Staff is experienced in 
writing questionnaires for computer­
assisted interviewing on the HP 3000 
and PC 's. 

CONSUMER & PROFESSIONAL 
RESEARCH, INC.-Provides a full 
spectrum of statistical analysis services. 

THE DATAFAX COMPANY-Offering a 
variety of statistical services including 
sophisticated statistical tests . 

MARITZ MARKETING RESEARCH­
Provides the full range of statistical 
analysis . 

MARKETEAM ASSOCIATES-Fu ll 
marketing research analysis capabilities . 
Several Ph .D. 's on staff experienced with 
economic forecasting, segmentation 
studies, scaling, legit analysis , etc. 

DWIGHT SPENCER & ASSOCIATES, 
INC.Provides a full range of statistical 
analysis services. 

TM 

TABULYZER 
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The Survey Crosstab and Reporting 

System for Personal Computers 

BUSINESS RESEARCH & SURVEYS 
50 Greenwood Avenue, West Orange, N. J. 07052 

Telephone 731·7800 Are1 Code 201 
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STRAWBERRY SYSTEMS, INC.­
Specializes in statistical analysis of 
research data. Staff includes 7 
programmers, each with several years 
experience in computer science. 

STATISTICAL ANALYSIS 
SERVICES 

Analytical Consultants lnt'l 
Analysis and Forecasting , Inc. 
Michael Blatt & Co. 
Burgoyne Information Services 
Claritas, L.P. 
Computers For Marketing Corp. 

Consumer & Professional Research 
CRC Information Sys. 
The Datafax Company 
Data Lab Corp. 
Datanetics 
Data Tabulation Service 
Data Tactics 
Marketeam Associates 
Maritz Marketing Research 
Marketing Software, Inc. 
Nordhaus Research 
P-Stat, Inc. 
Pulse Analytics 
Renaissance Research & Consulting 
Sophisticated Data Research 
Dwight Spencer & Assoc. 
Satistical Analysis Ctr. 
Statistical Innovations 
Strawberry Software 
Talmey Research , Inc. 
TIC/A 
Total Research Corporation 
Walker Research & Analysis 

Need Additional Copies? 

Send your check or money order 
in the amount of eight dollars to: 

Quirk's Marketing Research Review 
Box 23536 

Minneapolis, Minn. 55423 

Copies will be sent by 1st Class return mail, 
postage paid. 

(Make check payable to Quirk's Marketing Research Review) 
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Section Ill- Software Programs For Use With PC'S 

ANALYTICAL COMPUTER SERVICE, 
INC.-ACS-QUERY is a CRT interviewing 
system that can be used for both 
telephone or on-site interviewing. It runs 
under MS-DOS. 

BUSINESS RESEARCH & SURVEYS­
TABULYZER professional software for 
survey analysis and camera-ready 
reports is easy to use; simple menus ; 
tables on screen or printer. For IBM/PC 
and compatibles . Features include: easy 
data entry; verification ; crosstabs and 
marginals ; open-ended and multiple 
response questions ; multiple banners ; 
statistics; weighting ; filtered analysis ; 
labeling ; editing ; frequency counts and 
percentages(row, column , respondents , 
responses , nets) ; use with most 
spreadsheet and word processing 
programs. 

COMPUTERS FOR MARKETING 
CORPORATION-PC SURVENT: Modular 
PC-based system for conducting 
computer-assisted interviewing , whether 
stand-alone (malls) or 
networked(telephone centers) . Various 
modules enable users to write and 
administer questionnaires using complex 
logic conditions, lengthy response lists, 
etc . Network mode enables supervisor 
monitoring , on-line quota control , and 
other telephone interviewing 
requirements . NANOPU NCH : Key-To-Disk 
data entry system for IBM-PC 's and 
compatibles . Designed to simulate the 
familiar IBM keypunch(including 
keyboard layout, use of "drum cards ", 
etc.)for rapid , columnar-style data entry 
needs . Accepts single or multi-punched , 
alpha, numeric, or alphanumeric data, 
fields , ranges , etc . 

DATALOGICS-Annual membership 
program provides all PC based software 
in our library including : RxTAB Cross tab 
package, RxCON Conjoint analysis 
package, RxPrice price sensitivity 
package, and RxMap Perceptual 
Mapping program. Demo disks and 
tutorial disks available for most. Annual 
fee includes on-going updates and new 
programs as developed . 

DONNELLEY MARKETING 
INFORMATION SERVICES-CONQUEST 
consumer information system provides 
CD-ROM databases for historical census 
data, current year estimates, five year 
projections, economics, retail 
expenditures, clusters and other 
proprietary variables, and extensive 
shopping center and business 
databases. Produces reports, charts and 
detailed maps for any standard or 
custom market areas down to the tract 
level. 

MARITZ MARKETING RESEARCH­
EXPLORER: A computer-based decision 
support system which allows 
researchers to run cross tabulations, 
produce graphs and charts as well as 
conduct statistical tests . No prior 
computer experience needed . 
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M ICROTAB, INCORPORATED-M ICROTAB 
Cross Tabulation Software: Provided in 
three different editions with each 
designed with a specific range of needs 
in mind . Provides every data tabulation 
capability. Used by service bureaus, 
research suppliers, banks, newspapers, 
etc . Menu driven . MICROTAB Data 
Manipulation Software: Interacts with 
MICROTAB Cross Tabulation Software. 
Manipulates data and performs 
statistical tests.MICROTAB One By One 
Plus S 
MICROTAB, INCORPORATED-M ICROTAB 
Cross Tabulation Software: Provided in 
three different editions with each 
designed with a specific range of needs 
in mind . Provides every data tabulation 
capability. Used by service bureaus, 
research suppliers, banks, newspapers, 
etc. Menu driven . MICROTAB Data 
Manipulation Software: Interacts with 
MICROTAB Cross Tabulation Software. 
Manipulates data and performs 
statistical tests . MICROTAB One By One 
Plus Software:Generates marginals, 
graphs of numeric data fields , and 
unlabeled 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 
format.MICROTAB Data Entry Software: 
Convert IBM PC to a keypunch 
machine( standard IBM 360 column 
binary format .) Key verification included . 
MICROTAB Conversion Software: 
Converts data from one format to 
another( Standard IBM 360 column 
binary to ASCII and vice versa) . 

NATIONAL COMPUTER SYSTEM-Survey 
Network,. is a turnkey for preparing and 
processing market surveys . Desktop 
publishing is used for the customer to 
prepare and print their own scannable 
questionnaires . Optimal mark reading is 
used for data entry, along with key entry 
for open ended questions. Stat Pac 
Gold,. is integrated into the system for 
use in key entry, data cleaning , data 
analysis and reporting . The data file is 
easily readable by commercial software 
and the customer 's proprietary software. 

MICROTAB® 

DATA 
PROCESSING 
SOFfWARE 

DATA 
PROCESSING 

SERVICE 
BUREAU 

THE 
STANDARDS 

OF 
EXCELLENCE 

Microtab, Incorporated 
PO Box472 

Newton, NJ 07860 
(201) 579-1984 
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SAWTOOTH SOFTWARE, INC.-Ci2 
SYSTEM: Creates and administers 
questionnaires using IBM PC 's and 
compatibles . Writer controls questions 
type, skip patterns, randomization , 
acceptable responses and screen colors . 
Results analyzed using any crosstab or 
statistical software. Links to conjoint or 
perceptual mapping .ADAPTIVE 
CONJOINT ANALYSIS SYSTEM : Used to 
design and price products and services 
or answer strategic marketing questions. 
Includes all software needed to set up 
computer administered questionnaire, 
obtain respondent tradeoffs and simulate 
the impact of new or redesigned 
products. Runs on IBM PC 's or 
compatibles .ADAPTIVE PERCEPTUAL 
MAPPING SYSTEM : Used to understand 
how products or services compare to 
their competitors on image-related 
issues. System offers capability to 
simulate market response to changes in 
product image. Includes computer 
administered questionnaire, discriminant 
analyzer, map plotting and simulator. 
Runs on IBM PC's or compatibles. Ci2 
CATI SYSTEM : Computer-aided 
interviewing system using IBM PC 's and 
compatibles connected by 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 6-36 interviewing 
stations. Controls 10 studies 
simultaneously. 

SIGMA RESEARCH CO.-WALK­
THRU"' :CRT data entry and on-line 
telephone telephone interviewing . 
EASYTAB"' :A premier crosstabulation 
program for MS-DOS machines. 
IDEACODER"': A verbatim coder which 
allows for shades of meaning. 

SPSS, INC.-SPSS/PC+ V2 .0: An 
interactive data analysis package that 
features a menuing system,on-line 
glossary of statistical terminology, 
automatic error-checking, extensive on­
line help and the ability to read and write 
a wide variety of files for easy exchange 
of data with other packages. Statistical 
routines range from simple descriptive 
measures and crosstabulations to 
regression analysis. Allows for selecting, 
sorting and weighting cases ; merging 
multiple files ; data aggregation ; and 
creating new variables. Report writer 
produces custom formated reports , with 
user control over titling , margins and the 
calculation of summary statistics. SPSS/ 
PC+ TABLES V2.0: Produces 
publication-ready stub and banner 
tables . Provides for easy handling of 
multiple response data; presenting 
multiple tables in one display; and 
nesting multiple subtables in any 
dimension . Default formatting , statistics, 
labeling and titling can be overridden , 
giving the user complete control over the 
layout and content of a table . Allows for 
any combination of table , column , row or 
suitable summary statistics including 
percentages, totals and means . Requires 
SPSS/PC+ V2.0 base package. SPSS/ 
PC+ ADVANCED STATISTICS V2 .0: 
Performs sophisticated analyses 
including reliability, MANOVA, 
discriminant factor, hiloglinear, and 
cluster. Cluster memberships, as well as 
factor and discriminant scores, can be 
saved and added to a file. Analytical 
plots and the ability to read and write 
matrix material also available. Requires 
SPSS/PC+ V2.0 base package.SPSS 
DATA ENTRY II : New improved version is 
a fully integrated data entry, editing and 
file translation tool for use with most 
microcomputer software. Allows the user 
to design customized screens 
resembling the "paper version '' or use 

SURVEYIAB ® 
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CROSS-TABULATING SOFTWARE FOR 
MICROCOMPUTERS 

"I want to compliment SURVEYT AB® on what I feel is a fine product 
and a fine marketing effort to serve the needs of companies utilizing 
microcomputers. It is, to use the standard industry term, " very user 
friendly." I've been able to instruct other employees on its use with a 
minimum of difficulty. The creation of banners and labels is quite 
easy, with full editing capabilities which allow us to expand, delete or 
modify our files. We have conducted tabulation on files close to 
10,000 records at what I consider an acceptable level of speed. I've 
seen a number of other tab packages advertised but at this point and 
in the future would not even consider substituting for SURVEYT AB® 
because of the level of satisfaction we have achieved with it. Thank 
you for your fine service. " 

Rudy Rau, Vlce·Presldent Elrick & Lavldge 
SURVEYTAB® User since 1981 

The complete SURVEYTAB® package is available on a 5.25" or 3.5" 
DOS formatted disk for only $499. Write or call for a free 
comprehensive brochure. 

P.O. Box 369 · Annapolis Junction, MD 20701 · (301) 498-1299 
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the spreadsheet version to enter data. 
Cleaning features ensure the integrity of 
the data according to the ru les defined 
by the user. Also features skip logic 
whereby inapplicable fields are skipped 
over to the next appropriate field . Full fi le 
translate capabilities to read and write a 
wide variety of files . SPSS/PC + 
MAPPING V2 .0: Composed of two 
components . MAP-MASTER from 
Ashton-Tate and the SPSS/ PC+ V2.0 
MAP procedure. Allows users to 
aggregate data and display including the 
ability to create presentation-quality 
maps using the menus; pre-defined 
boundaries by state and county lines or 
zip code zones; and the ability to explode 
portions of the map. User can include 
legends with titles and labels in a variety 
of fonts and sizes, along with the ability 
to move and size maps. Requires SPSS/ 
PC+ V2 .0. SPSS/ PC+ GRAPHICS 
V2 .0: Allows users to aggregate their 
data and display it using Microsoft"' 
Chart 's presentation quality graphics. 
Contains over 45 predesigned chart 
formats, allowing the user to customize 
charts on the screen . The user can 
change color, pattern or font ; combine or 
overlay up to 1,024 charts on a single 
page; move and change the size of the 
chart components and explode pie chart 
segments. Text can be inserted 
anywhere, and text-only graphics and 
organizational charts can be created . 
Requires SPSS/ PC+ V2.0. SPSS/ PC+ 
TRENDS V2.0: A comprehensive time 
series analysis and forecasting and 
modeling tool. Includes: two-stage least 
squares and weighted least squares 
regression ; uni and bivariate spectral 
analysis ; and Box-Jenkins analysis 
based on state of the art ARIMA 
alogrithms. Also contains more than one 
dozen smoothing models, curve-fitting 
with over ten model choices , and three 
methods for estimating autoregressive 
models. The user can test and compare 
fits among alternative models. Val idation 
and forecasting periods can be changed 
and modified and missing values can be 
correctly estimated with the latest 
statistical algorithms. SPSS/ PC+ 
GRAPH-IN-THE-BOX V2.0: An 
interactive graphics product. Allows 
users to instantly create and modify 
graphics while working within SPSS/ 
PC+ V2.0. 1ncludes 11 chart types, 10 
line types, 16 colors, 10 fill patterns, 
and explodable pie chart segments. Can 
be used with or without a graphics card . 
For use with IBM PC,PC/XT,PC/ ATand 
compatibles. 

STRAWBERRY SOFTWARE, INC.-A­
CROSS: Crosstabulation software for 
IBM PC 'S. Requires no training to create 
and run tables. Unlimited number of 
respondents , 999 variables per 
respondent, 99 cards per case. Tables 
up to 30 banner points by 99 stub 
points. Full weighting, nets, subnets, 
ranking , statistics , value tables . 
Multitasking as it processes in the 
background while user continues to 
work in the foreground . Output to ASCI I, 
WP, Lotus and laser printers directly. 
Free support and upgrades. Direct 
interface with most popular telephone 
interviewing packages to create stubs 

and titles automatically. Column binary 
and ASCI I inputs. "Runtime' ' version 
available for distribution to remote sites / 
cl ients. 

SURVEYTAB-A Complete microcomputer 
software package for doing cross­
tabulations. Comes equipped with fu ll 
entry and editing capabilities . Includes 
report quality format output, ranking , 
conditional banner points and /or tables, 
statistics, weighting, fields, filtering, 
skip patterns, data verification , 250,000 
questionnaire capacity, menu driven , free 
technical assistance and more. 

ANALYSIS OF VARIANCE 

Ashton-Tate 
Business Research & Surveys 
CACI 
Barry Cohen 
Core Analytic 
Creative Research Systems 
Derby Micro-Computer 
Dynacomp 
The Futures Group 
Mace, Inc. 
National Computer Systems 
Penton Software 
P-Stat, Inc. 
SAS Institute 
Spring Systems 
SPSS, Inc. 
STSC 
Systat , Inc. 
Walonick Associates 

BRAND SHARE ANALYSIS 

Ashton-Tate 
Bardsley & Haslacher 
CACI 
Data logics 
Datamap, Inc. 
Focus Research Systems 
Information Resources, Inc. 
Marketing Software, Inc. 
Microtab, Inc. 
The Sachs Group 
Spring Systems 
SurveyTab 
TI C/A 
Walonick Associates 

CANONICAL ANALYSIS 

Dynacomp 
Penton Software 
Spring Systems 
STSC 
Systat, Inc. 

CACI 

CENSUS REPORTING 
PROGRAMS 

Claritas, L.P. 
Datamap, Inc. 
Donnelley Marketing Information 
Gene Essman & Associates 
Sammamish Data Systems 
Strategic Locations Planning 
Strawberry Software 
U.S.Statistics 
Walonick Associates 
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CLUSTER ANALYSIS 

CACI 
Claritas, L.P. 
Datamap. Inc . 
Dynacomp 
Mace, Inc. 
Penton Software 
P-Stat, Inc. 
The Sachs Group 
Scott Smith 
Spring Systems 
SPSS, Inc. 
STSC 
Systat, Inc . 

COMPREHENSIVE STATISTICAL 
PACKAGES 

Ashton-Tate 
Core Analytic 
Derby Micro-Computer 
Dynacomp 
The Futures Group 
Mace, Inc. 
Marketing Software, Inc. 
P-Stat, Inc. 
SAS Institute 
Significant Statistics 
Spring Systems 
SPSS, Inc. 
STSC 
Systat, Inc. 
Walonick Associates 

COMPUTER CODING 

Bardsley & Haslacher 
Computers For Marketing Corp. 
Creative Research Systems 
Datamap, Inc. 
Derby Micro-computer 
Downie-Pine Company 
National Computer Systems 
Sammamish Data Systems 
World Research Systems 

COMPUTER GRAPHICS 

Ashton-Tate 
CACI 
Core Analytic 
Creative Research Systems 
Datamap, Inc. 
Datanetics 
Derby Micro-computer 
Donnelly Marketing Information 
Downie-Pine Company 
Dynacomp 
Ferox 
Geographic Data Technology 
Geosoft Corp. 
Graphic MIS 
Information Resources , Inc. 
Market Action 
Penton Software 
P-Stat, Inc. 
The Sachs Group 
Sammamish Data Systems 
SAS Institute 
Spring Systems 
SPSS, Inc. 
STSC 
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Systat, Inc . 
Walonick Associates 

Quiz Whiz Enter. 
Sawtooth Software 
Walonick Associates 
World Research Systems 

CORRESPONDENCE ANALYSIS 
Datamap, Inc. 
Market Action 
Research Services 

COMPUTERIZED INTERVIEWING Scott Smith 
Spring Systems 

ACRS Div . 
Analytical Computer Service, Inc. 
Bardsley & Haslacher 

CONJOINT /TRADE OFF 
ANALYSIS 

Ashton-Tate 
Bretton Clark 
Data logics 

C ROSSTABU LATION/DISPLAY 
Acquadata Entry Services 

Computers For Marketing Corp. 
Datanetics 

Analysis Technology, Inc. 
Ashton-Tate 

Dynacomp 
National Computer Systems 
Persimmon Software 

Information Resources, Inc. 
Sawtooth Software 
Scott Smith 

Bardsley & Haslacher 
Business Research & Surveys 
CACI 

"Software Signals New Era 
for Market Research" 

-PC Week 

Join the Sawtooth Software users described in this recent 
PC Week article and become one of the growing number of cor­
porate research managers who are discovering that they can use 
PC software to do "very sophisticated marketing research 
easily and inexpensively:' 

With our Adaptive Conjoint Analysis System (ACA) you can: 

• Design products and services that are more competitive 

• Use price/performance relationships to your advantage 

• Simulate strategies before committing to them 

• And, in the words of one user, "do some fast footwork in 
moving products from concept to the marketplace" 

With our Adaptive Perceptual Mapping System (APM) you can: 

• Identify and exploit new product opportunities 

• Prevent market share erosion 

• Simulate the effects of changes in your product or corporate 
image 

ACA and APM have helped hundreds of research managers 
provide more valuable input to the corporate decision-making 
process. To learn how you can use software that is "changing 
the face of the market research industry;' just call or write. 

Sawtooth Software 
Product Information: 1007 Church St., Evanston, IL 60201 312/866-0870 

Customer Support: P.O. Box 3429, Ketchum, ID 83340 208/726-7172 

Excerpts reprinted from PC Week, December 22, 1987, Copyright 1987, Zi.ffCommunications Company 
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Claritas, L.P. 
DATABASE MANAGEMENT Marketing Software, Inc. 

FACTOR ANALYSIS/ Consulting, Hardware & Processing Mastersoft, Inc. 
Core Analytic PROGRAMS Microtab, Inc. PRINCIPAL COMPONENTS 
Datamap, Inc. 

Datanetics 
National Computer Systems 

Ashton-Tate Datalogics E. F. Paynter & Assoc. 
Datanetics Oynacomp P-Stat, Inc . Dynacomp 
Derby Micro-computer Information Resources, Inc . SAS Institute Mace, Inc. 
Downie-Pine Company Leibowitz Market Research Smart Software National Computer Systems 
Dynacomp Marketing Information Sys. Spring Systems P-Stat, Inc. 
FacFind , Inc. Microtab, Inc. SPSS, Inc. Research Services 
The Futures Group Orchard Products Stolzberg Research Scott Smith 
Information Resources, Inc. P-Stat, Inc. STSC Spring Systems 
Mace, Inc. The Sachs Group Suburban Associates STSC 
Maritz Marketing Research Sales & Marketing Sys. Survey Tab Systat, Inc. 

Marketing Software, Inc. Spring Systems Systat, Inc. Walonick Associates 
Microtab, Inc. Suburban Associates TIC/A 
National Computer Systems Survey Tabulation Svcs. Viking Software 
Orchard Products Systat, Inc. Walonick Associates FOCUS GROUP MANAGEMENT 
E. F. Paynter & Assoc . U.S. Statistics Jan Werner Data Processing 
Persimmon Software Walonick Associates World Research Systems Decision Support Software 
The Sachs Group World Research Systems Microtab, Inc. 
SAS Institute Suburban Associates 
Sigma Research DEMOGRAPHIC ANALYSIS 
Spring Systems 
SPSS, Inc. Ashton-Tate GENERATION/BALANCED 
Stolzberg Research Bardsley & Haslacher SAMPLING DESIGN 
Strawberry Software 

DATA EDITING 
CACI 

Suburban Associates Claritas, L.P. Hodges & Assoc. 
STSC 

Acquadata Entry Services Creative Research Systems STSC 
SurveyTab ACRS Div. Datamap, Inc. 
Survey Tabulation Svcs 

Bardsley & Haslacher Derby Micro-computer 
Systat , Inc. 

Consulting, Hardware & Processing Donnelley Marketing Information 
TIC/A Dynacomp GEOGRAPHIC INFORMATION 
Walonick Associates Core Analytic Gene Essman & Associates SERVICES 
Jan Werner Data Processing Creative Research Systems Focus Research Systems Datanetics World Research Systems 

Derby Micro-computer Geosoft Corp. CACI 

Detail Technologies Information Resources , Inc. Datamap, Inc. 

Downie-Pine Company Market Action Donnelley Marketing Information 

CRT DATA ENTRY Dynacomp Marketing Software, Inc. Geographic Data Technology 

The Futures Group Market Share Modeling Geosoft Corp. 
ACRS Div . Marketing Software, Inc. 

Microtab, Inc. National Planning Data Corp. 
Bardsley & Haslacher Mastersoft, Inc. 

National Planning Data Corp. Sammamish Data Systems 
Computers For Marketing Corp. Microtab, Inc. P-Stat, Inc. U.S. Statistics 
Creative Research Systems National Computer Systems 

The Sachs Group 
Datanetics E. F. Paynter & Assoc. Sales & Marketing Sys . 
Detail Technologies P-Stat, Inc. Sammamish Data Systems 

GEOGRAPHIC DISPLAY 
Downie-Pine Company The Sachs Group SPSS,Inc. 
Marketing Information Sys. SAS Institute 

Stolzberg Research Ashton-Tate 
Microtab, Inc. Smart Software 

Strategic Locations Planning CACI 
National Computer Systems Spring Systems Strawberry Software Core Analytic 
Orchard Products Stolzberg Research SurveyTab Creative Research Systems 
E. F. Paynter & Assoc. STSC TIC/A Datamap, Inc. 
Quiz Whiz Enter. Suburban Associates Travenol Mgmt. Svcs. Downie-Pine Company 
Sigma Research SurveyTab U.S. Statistics Enertronics 

Walonick Associates SPSS, Inc. Systat , Inc. World Research Systems Focus Research Systems 
Stolzberg Research TIC/A The Futures Group 
Suburban Associates Walonick Associates Geosoft Corp. 
STSC Jan Werner Data Processing IMSI 
Viking Software World Research Systems DISCRIMINANT ANALYSIS Maritz Marketing Research 
Walonick Associates Market Action 
World Research Systems Datamap, Inc. National Computer Systems 

Dynacomp National Planning Data Corp. 
Mace, Inc . RCB Software 

CRT TELEPHONE 
Penton Software The Sachs Group 

DATA ENTRY P-Stat , Inc. SAS Institute 
INTERVIEWING SAS Institute Smart Software 

ACRS Div . Acquadata Entry Services Sawtooth Software Spring Systems 
Analytical Computer Service, Inc. ACRS Div . Scott Smith STSC 
Computers For Marketing Corp. Adapt, Inc. Spring Systems Systat , Inc. 

Creative Research Systems Bardsley & Haslacher SPSS, Inc. Visual Business Systems 

Datanetics Business Research & Surveys STSC 

National Computer Systems Computers For Marketing Corp. Syastat, Inc. 

Orchard Products Core Analytic 
E. F. Paynter & Assoc . Creative Research Systems INDEXING 
Persimmon Software Datanetics EXPERIMENTAL DESIGN 
Quiz Whiz Enter. Derby Micro-Computer THEORY Datanetics 
Sawtooth Software Detail Technologies Dynacomp 
Sigma Research Dig Data Entry System Bretton-Clark TIC/ A 
Viking Software Downie-Pine Company Dynacomp Jan Werner Data Processing 
World Research Systems Hodges & Assoc . STSC World Research Systems 
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INTERACTION/ 
CLASSIFICATION ANALYSIS 

Ashton-Tate 
Datamap, Inc. 
Statistical Innovation 
STSC 
Systat, Inc. 
Walonick Associates 

INTERACTIVE TABULATION 

Bardsley & Haslacher 
Business Research & Surveys 
Creative Research Systems 
Datamap, Inc. 
Downie-Pine Company 
Information Resources , Inc. 
Maritz Marketing Research 
National Computer Systems 
P-Stat. Inc. 
The Sachs Group 
Strawberry Software 
STSC 
Walonick Associates 

KEY TO DISK 

Adapt , Inc. 
Bardsley & Haslacher 
Creative Research Systems 
Computers For Marketing Corp. 
Datanetics 
Downie-Pine Company 
Microtab, Inc. 
National Computer Systems 
E.F. Paynter & Assoc . 
Spring Systems 
SurveyTab 
Viking Software 
Walonick Associates 

LOG IT /LINEAR ANALYSIS 

Dynacomp 
SAS Institute 
Spring Systems 
STSC 
Systat, Inc. 

MARKET MATCHING 

CACI 
Sammamish Data Sys . 
Strawberry Software 

MARKET SEGMENTATION 

Ashton-Tate 
Bardsley & Has Iacher 
CACI 
Claritas , L. P. 
Datamap, Inc . 
Decision Support Software 
Donnelley Marketing Information 
Focus Research Systems 
Market Action 
Marketing Information Sys . 
Marketing Software, Inc. 
Market Share Modeling 
Pulse Analytics 
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The Sachs Group 
Scott Smith 
SPSS, Inc. 
Statistical Innovations 
U.S. Statistics 

MEDIA ANALYSIS 

Bardsley & Haslacher 
CACI 
Datamap, Inc. 
Decision Support Software 
Donnelley Marketing Information 
Leadtrack Services 
SPSS, Inc. 
Stolzberg Research 
Strawberry Software 
TIC/A 
Walonick Associates 

MULTIDIMENSIONAL SCALING 
Data logics 
Dynacomp 
Mace, Inc. 
Scott Smith 
Spring Systems 
Systat, Inc. 

MULTINOMINAL LOGIT 
ANALYSIS 

Caliper Corporation 
Mace, Inc. 
Systat . Inc . 

MULTIVARIATE METHODS 
Core Analytic 
Dynacomp 
The Futures Group 
Mace, Inc. 
Market Action 
National Computer Systems 
Penton Software 
P-Stat, Inc. 
SAS Institute 
Sawtooth Software 
Smart Software 
Spring Systems 
SPSS, Inc. 
STSC 
Systat , Inc. 
Walonick Associates 

NAME GENERATION 

The Salinon Corporation 

NON-PARAMETRIC STATISTICS 
Ashton-Tate 
Dynacomp 
Mace, Inc. 
Market Action 
Penton Software 
P-Stat , Inc. 
SAS Institute 
Spring Systems 
STSC 
Systat, Inc. 
Walonick Associates 

ON-LINE DATA TABULATION 

Bardsley & Has Iacher 
CACI 
Creative Research Systems 
Datanetics 
Downie-Pine Company 
Focus Research Systems 
National Computer Systems 
E. F. Paynter & Assoc . 
P-Stat, Inc. 
Spring Systems 
SurveyTab 
Jan Werner Data Processing 
World Research Systems 

ON-LINE TELEPHONE 
INTERVIEWING 

ACRS Div . 
Computers For Marketing Corp. 
Creative Research Systems 
Datanetics 
Marketing Information Sys . 
National Computer Systems 
Orchard Products 
E. F. Paynter & Assoc . 
Sawtooth Software 
World Research Systems 

PATTERN ANALYSIS 

Ashton-Tate 
Datamap, Inc. 
Geosoft Corp. 
Marketools, Inc. 
Spring Systems 
Systat , Inc. 
U.S. Statistics 

PERCEPTUAL MAPPING 

Ashton-Tate 
CACI 
Claritas, L.P. 
Datalogics 
Datamap, Inc . 
Dynacomp 
Market Action 
Research Services 
Sawtooth Software 
Spring Systems 
Systat. Inc. 

PRICE ELASTICITY 
MEASUREMENT 

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

PROGRAMMING LANGUAGE 

Dynacomp 
P-Stat, Inc. 
STSC 
Systat, Inc. 
Walonick Associates 

QUADRANT ANALYSIS 

Ashton-Tate 
Pulse Analytics 
TIC/A 

QUESTIONNAIRE DESIGN 
LANGUAGE 

ACRS Div. 
Bardsley & Haslacher 
Computers For Marketing Corp. 
Creative Research Systems 
Datanetics 
Downie-Pine Company 
Dynacomp 
Hodges & Assoc . 
E. F. Paynter & Assoc. 
Sawtooth Software 
Walonick Associates 
World Research Systems 

RANKING 
Bardsley & Haslacher 
CACI 
Creative Research Systems 
Decision Support Software 
Derby Micro-Computer 
Downie-Pine Company 
Dynacomp 
Focus Research Systems 
Mace, Inc. 
Marketools, Inc. 
Microtab, Inc. 
Penton Software 
P-Stat, Inc. 
SAS Institute 
Spring Systems 
Strawberry Software 
STSC 
SurveyTab 
Systat, Inc. 
TIC/A 
Walonick Associates 
Jan Werner Data Processing 
World Research Systems 

REGRESSION/CORRELATION 
ANALYSIS 

Ashton-Tate 
CACI 
Core Analytic 
Creative Research Systems 
Derby Micro-Computer 
Dynacomp 
The Futures Group 
Information Resources , Inc. 
Mace, Inc. 
Market Action 
Marketools, Inc. 
National Computer Systems 
Penton Software 
P-Stat , Inc. 
The Sachs Group 
SAS Institute 
Smart Software 
Scott Smith 
Spring Systems 
SPSS, Inc. 
STSC 
Systat , Inc. 
TMS Systems 
Walonick Associates 
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SALES ANALYSIS SALES FORECASTING SPSS, Inc. Strawberry Software 
Systat, Inc. Suburban Associates 
TMS Systems. Survey Tabulation Svcs 

Ashton-Tate AccuOuest TIC/A 
CACI Bardsley & Haslacher 

SITE EVALUATION Walonick Associates 
Core Analytic CACI Jan Werner Data Processing 
Datamap, Inc. Core Analytic World Research Systems 
Datanetics Datamap, Inc. CACI 
Decision Support Software Datanetics Claritas, L.P. 
Ferox Decision Support Software Datamap, Inc. TELEPHONE INTERVIEWING/ Focus Research Systems Dynacomp Decision Support Software 

SAMPLING Geosoft Corp. Ferox Donnelley Marketing Information 
KLS, Inc. Focus Research Systems Strawberry Software 
Leadtrack Services Leadtrack Services U.S. Statistics ACRS Div. Marketing Information Sys. Marketools, Inc. Analytical Computer Service, Inc. 
Marketing Software, Inc. Marketing Information Sys . Computers For Marketing Corp. 
Market Power, Inc. Market Share Modeling "T" TEST Creative Research Systems 
Marketools, Inc. Market Power, Inc. National Computer Systems 
P.C.I. National Planning Data Corp. Orchard Products P-Stat, Inc. P.C.I. Barry Cohen E.F. Paynter & Assoc. 
The Sachs Group P-Stat, Inc. Core Analytic Quiz Whiz Enter. 
Sales & Marketing Sys . ~CB Software Creative Research Systems Sawtooth Software 
Sammamish Data Systems The Sachs Group Derby Micro-Computer Walonick Associates 
SAS Institute Sales & Marketing Sys. Detail Technologies World Research Systems Smart Software SAS Institute Downie-Pine Company 
SPSS, Inc. Sawtooth Software Dynacomp 
Strawberry Software Smart Software The Futures Group 

THURSTONE SCALING Successware Spar, Inc . Mace, Inc. 
TMS Systems Spring Systems Marketing Software, Inc . 
Travenol Mgmt. Svcs . SPSS, Inc. Microtab, Inc. Systat, Inc. Walonick Associates STSC National Computer Systems 
Wisard Software Systat, Inc. Penton Software 

TMS Systems P-Stat, Inc. 
TIME-SERIES ANALYSIS Travenol Mgmt. Svcs . SAS Institute 

U.S. Statistics Spring Systems 
Walonick Associates Strawberry Software Core Analytic 

SALES DATABASE Wisard Software STSC Dynacomp 
Survey Tab Focus Research Systems 

Ashton-Tate Systat, Inc. The Futures Group 
CACI SAMPLE SIZE TIC/A Marketools, Inc. 
Computer Strategies, Inc. DETERMINATION Walonick Associates National Computer Systems 

Jan Werner Data Processing Penton Software Datamap, Inc. 
World Research Systems P-Stat, Inc. Datanetics 

Barry Cohen Smart Software Information Resources, Inc. 
Leadtrack Services Detail Technologies 

TABLE EDITING 
SPSS, Inc. 

Marketing Information Sys. Dynacomp STSC 
Market Power, Inc. STSC Systat, Inc. 
P.C.I. Systat, Inc. Core Analytic TMS Systems 
P-Stat, Inc. Walonick Associates Creative Research Systems U.S. Statistics 
The Sachs Group Downie-Pine Company Walonick Associates 
Sales & Marketing Sys . Microtab, Inc. 
Successware SAMPLE WEIGHTING National Computer Systems 
Walonick Associates P-Stat, Inc. TRANSLATION 
Wisard Software SPSS, Inc. 

Ashton-Tate Strawberry Software 
National Computer Systems Bardsley & Haslacher Suburban Associates 

Business Research & Surveys STSC 
Creative Research System TIC/A 

SALES EFFECTIVENESS Derby Micro-computer Jan Werner Data Processing UPC SCANNERS 
MEASUREMENT Downie-Pine Company World Research Systems 

Microtab, Inc. 
E. F. Paynter & Assoc. Information Resources , Inc. 

Ashton-Tate P-Stat, Inc. TABULATION SYSTEM CACI SPSS, Inc. 
Datamap, Inc. STSC 

VERBATIM CODING Datanetics Systat, Inc. Bardsley & Haslacher 
Decision Support Software Walonick Associates Business Research & Surveys 
Focus Research Systems World Research Systems Consulting, Hardware & Processing Computers For Marketing Corp. Geosoft Corp. Creative Research Systems Creative Research Systems 
Leadtrack Services Data logics Datanetics 
Marketing Information Sys. SIMULATION/MODELING Datamap, Inc. Downie-Pine Company 
Marketing Software, Inc. Datanetics Marketing Metrics, Inc . 
Market Power, Inc. Downie-Pine Company Sigma Research P.C .I. AccuOuest Marketing Software, Inc. World Research Systems 
Sales & Marketing Sys. Bretton-Clark Microtab, Inc. 
Sammamish Data Systems Datamap, Inc. National Computer Systems 
Strawberry Software Decision Support Software Maritz Marketing Research 

VOLUMETRIC ANALYSIS Successware Dynacomp E. F. Paynter & Assoc. 
Travenol Mgmt. Svcs. Ferox Penton Software 
Walonick Associates Sawtooth Software P-Stat, Inc. Datamap, Inc. 
Wisard Software Spring Systems Sigma Research TIC/A 
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Section IV - Software Programs For Use With Mainframes 
ANALYTICAL COMPUTER SERVICE, 
INC.RESOUE: A flexible and efficient 
computer system for processing survey 
data. Provides for data cleaning , and 
reformatting , and provides final tables as 
well as a full range of statistical 
computations. 

COMPUTERS FOR MARKETING 
CORPORATIONSURVENT: A full featured 
minicomputer-based system for 
computer-assisted telephone 
interviewing . Provides capabilities for 
developing and administering complex 
questionnaire and sampling designs. 
Includes sophisticated logic control ; 
rotations ,; etc. , supervisor monitoring ; 
management status reporting ; quota 
control; and comprehensive telephone 
management including automatic 
callback scheduling and autodialer 
interface. MENTOR: A batch 
crosstabulation/reporting system for 
minicomputers. Includes all industry 
standard features such as weighting , 
ranking , nets, etc . Provides complete 
formatting flexibility. Utilities for cleaning 
and other data preparation requirements 
included . Fully integrated with SURVENT 
for streamlined tabulation of CRT 
studies. MICROPUNCH : A key-to-disk 
data entry system for the H P 3000. 
Designed to simulate the familiar IBM 
keypunch( including keyboard layout, 
use of "drum cards ", etc .) for rapid , 
columnar-style data entry needs . 
Accepts single or multi-punched , alpha, 
numeric, or alphanumeric data, fields, 

ANALYSIS OF VARIANCE 

Computer Associates 
CRC Information Sys. 
Information Resources, Inc. 
P-Stat, Inc. 
SAS INstitute 
SPSS, Inc. 
Systat, Inc. 

BRAND SHARE ANALYSIS 

ACRS Div. 
Computer Associates 
TIC/A 

CANONICAL ANALYSIS 

Computer Assoc. 
Systat, Inc. 

CENSUS REPORTING 
PROGRAMS 

Donnelley Marketing Information 
U . S. Statistics 
SAS Institute 
Survey Sampling, Inc. 

CLUSTER ANALYSIS 

CRC Information Sys. 
Information Resources, Inc. 
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ranges , etc. Specially designed 
hardware buffer enables instantaneous 
response to keystrokes. 

SIGMA RESEARCH CO.-EASYTAB'u: A 
premier tabulation system for IBM , Prime 
and other 32 BIT Machines using 
Fortran . 

SPSS, INC.-SPSS-X Data Analysis 
System: Contain integrated procedures 
for statistical analysis , data 
management, and report writing. Can 
run either interactively or in batch mode. 
Contains over 40 statistical routines from 
crosstabulation and descriptive statistics 
to multivariate analysis techniques 
including nonlinear regression and 
MAN OVA. Data management facilities 
provide for the handling of complex file 
and subtile structures; adding cases to a 
file or merging two or more files ; 
recoding of existing variables or creation 
of new ones ; and sampling , selecting , 
and weighting of specific cases . Flexible 
report writer generates publication-ready 
reports in a variety of formats with a 
wide range of statistics automatically 
calculated . English syntax command 
structure requires no programming 
experience. Options include TABLES for 
summarizing multiple response data and 
producing high-quality stub and banner 
tables ; and LISREL for estimating 
simultaneous equation models. SPSS-X 
Tables : Provides for easy handling of 
multiple response data; presenting 
multiple tables in one display; and 

P-Stat, Inc. 
SPSS, Inc. 
Systat , Inc. 

COMPREHENSIVE STATISTICAL 
PACKAGE 

Computer Associate 
CRC Information Sys. 
Information Resources , Inc. 
Isaacs Computing Assoc . 
P-Stat, Inc. 
SAS Institute 
Systat, Inc. 

COMPUTER CODING 

ACRS Div . 
Computers For Marketing 
Downie-Pine Company 
Mitchell Management Sys. 
TIC/A 
U.S. Statistics 

COMPUTER GRAPHICS 

Computer Associates 
Downie-Pine Company 
Devcom Mid-America 
Donnelley Marketing Information Svcs. 
Information Resources , Inc. 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

nesting multiple subtables in any user specifications.SPSS-X Track for 
dimension . Default formatting , statistics, VAX/VMS: Option to the SPSS-X Data 
labeling, and titling can be overridden Analysis System that turns complex data 
giving the user complete control over into clear decision making information . 
layout and content of a table. Allows for Provides system performance 
any combination of table, row, column or monitoring, capacity planning, system 
subtable summary statistics including resource awareness and automates 
percentages, totals or means. There is routine management tasks.SPSS-X 
no restriction on the number of cases nor Capture for SOLIDS: An option to SPSS-
on the physical size of the table. X for information retrieval designed for 
Requires SPSS-X Data Analysis System. users with little or no SPSS-X 
SPSS GRAPHICS:A menu-driven experience. User can analyze and 
presentation graphics package that can display reports; create reports and 
be used as a stand-alone or with SPSS-X analyses based on the data maintained 
Data Analysis System. Over 40 high- and updated; generate specific cases in 
quality displays include bar, line, pie and a particular order with the SELECT 
statistical charts as well as text pages. statement; and produce publication-
Advanced mapping facilities provide two quality tables with the SPSS-X Tables 
or three dimensional maps by county, option .SPSS-X Trends: A comprehensive 
state, or Canadian province, or country. time series analysis and forecasting and 
Any number of multiple images can be modeling tool for mainframes and 
combined into a single disolay. Internal minicomputers. Procedures include: 
data management capau11ities include two-stage least squares and weighted 
data aggregation , sorting cases, least squares regression ; uni- and 
collasping variable categories , and bivariate spectral analysis ; and Box-
adding or omitting cases. Charts can be Jenkins analysis based on state-of-the­
previewed on a graphics terminal before art ARIMA alogrithms. Also contains 
plotting on a hardcopy device. Complete more than a dozen smoothing models, 
library facility allows storing commonly curve-fitting with over ten model 
used charts .SPSS-X Capture For choices , and three methods for 
DATARIEVE: Fully integrated option to estimating autoregressive models. Can 
SPSS-X for information retrieval. Can test and compare fits among alternative 
extract DATARIEVE information; produce models, as well as save and reuse 
publication-quality reports ; analyze data models. Validation and forecasting 
directly from SPSS-X; combine data from, periods can be saved and modified , and 
various DATARIEVE domains to match, missing values can be correctly 
merge or add data into a single set of estimated with the latest statistical 
data; and tailor and clean the data to algorithms. 

COMPUTERIZED INTERVIEWING 

ACRS Div. 
Computers For Marketing Corp. 
CRC Information Sys. 

CONJOINT /TRADE OFF 
ANALYSIS 

ACRS Div. 
Computer Associates 
CRC Information Sys. 
Information Resources, Inc. 
Allan Shocker 
SPSS, Inc. 

CORRESPONDENCE ANALYSIS 

Computer Associates 
CRC Information Sys. 
Mitchell Management Sys. 

CROSSTABU LATION/DISPLAY 

ACRS Div. 
Analytical Computer Service, Inc. 
Britz Publishing Co. 
Computer Associates 
Computers For Marketing Corp. 
Consulting, Hardware & Processing 
CRC Information Sys. 
Data Tabulating Service 
Downie-Pine Company 

Information Resources , Inc. 
Isaacs Comuting Assoc . 
Market Probe International 
Mitchell Management Sys. 
Perreault & Assoc . 
P-Stat, Inc. 
SAS Institute 
Sigma Research 
SPSS, Inc. 
Systat, Inc. 
TIC/A 
World Research Systems 

CRT DATA ENTRY 

ACRS Div. 
Computers For Marketing Corp. 
Devcom Mid-America 
Downie-Pine Company 
Marketing Info. Systems 
Mitchell Management Sys. 

CRT TELEPHONE 
INTERVIEWING 

ACRS Div. 
Coffman Systems 
Computers For Marketing Corp. 
CRC Information Sys. 
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DATABASE MANAGEMENT 
PROGRAM 

Computers For Marketing Corp. 
Coffman Systems 
Computer Associates 
Devcom Mid-America 
Information Resources, Inc. 
Marketing Info. Systems 
Mitchell Management Sys. 
P-Stat, Inc. 
Systat, Inc. 
U.S. Statistics 
World Research Systems 

DATA EDITING 

ACRS Div. 
Analytical Computer Service , Inc. 
Coffman Systems 
Consulting, Hardware & Processing 
CRC Information Sys. 
Downie-Pine Company 
Hodges & Assoc . 
Isaacs Computing Assoc . 
Mitchell Management Sys. 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 
TIC/A 
World Research Systems 

DATA ENTRY 

ACRS Div . 
Computers For Marketing Corp. 
DigiData Entry System 
Downie-Pine Company 
Mitchell Management Sys. 
P-Stat, Inc . 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

DEMOGRAPHIC ANALYSIS 
ACRS Div. 
Computer Associates 
Donnelley Marketing Information 
Information Resources, Inc. 
Mitchell Management Sys. 
P-Stat, Inc. 
SPSS,Inc. 
TIC/A 
U.S. Statistics 
World Research Systems 

DISCRIMINANT ANALYSIS 

Computer Associates 
CRC Information Sys. 
Information Resources, Inc. 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 

FACTOR ANALYSIS/ 
PRINCIPAL COMPONENT 

CRC Information Sys . 
Information Resources , Inc. 
Isaacs Computing Assoc . 
P-Stat, Inc. 
SPSS, Inc. 
Systat, Inc. 
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FOCUS GROUP 

Mitchell Management Sys. 

GEOGRAPHIC INFORMATION 
SERVICE 

Donnelley Marketing Information 
GSI/Tactics 
MPSI Systems, Inc. 
U.S. Statistics 

GRAPHIC DISPLAY 
Computer Associates 
Oevcom Mid-America 
Downie-Pine Company 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

INDEXING 
TIC/A 
World Research Systems 

INTERACTION/CLASSIFICATION 
ANALYSIS 

Perreault & Assoc . 
Statistical Innovation 

INTERACTIVE TABULATIONS 
Downie-Pine Company 
Isaacs Computing Assoc . 

KEY TO DISK 

Computers For Marketing Corp. 

LOGIT /LOG-LINEAR 
ANALYSIS 

SAS Institute 
Systat, Inc. 

MARKETING MATCHING 
Mitchell Management Sys . 

MARKET SEGMENTATION 
ACRS Div . 
CRC Information Sys. 
Marketing Info. Systems 
Mitchell Managemnt Sys . 
Perreault & Assoc. 
SPSS, Inc. 
Statistical Innovation 
U.S. Statistics 

MEDIA ANALYSIS 

Mitchell Management Sys. 
SPSS, Inc. 
TIC/A 

MULTIDIMENSIONAL SCALING 

Computer Associates 
CRC Information Sys . 
Information Resources, Inc. 
SPSS, Inc. 
Systat, Inc. 

MULTINOMINAL LOGIT 
ANALYSIS 

Caliper Corporation 
Systat, Inc. 

NON-PARAMETRIC 
STATISTICS 

Computer Associates 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

ON LINE DATA TABULATION 

ACRS Div. 
CRC Information Sys . 
Downie-Pine Company 
Isaacs Computing Assoc . 
Mitchell Management Sys 
.P-Stat, Inc. 
World Research Systems 

ON-LINE TELEPHONE 
INTERVIEWING 

ACRS Div. 
Coffman Systems 
Computers For Marketing Corp. 
Marketing Info. Systems 

PATTERN ANALYSIS 

Computer Associates 
CRC Information Sys. 
Mitchell Management Sys . 
Systat , Inc. 

PERCEPTUAL MAPPING 
CRC Information Sys. 

PROGRAMMING LANGUAGE 

P-Stat, Inc. 
Systat, Inc. 
TIC/A 

QUADRANT ANALYSIS 

Computer Associates 
Information Resources , Inc . 
TIC/A 

QUESTIONNAIRE DESIGN 
LANGUAGE 

ACRS Div . 
Coffman Systems 
Computers For Marketing Corp. 
CRC Information Sys. 
Downie-Pine Company 

RANKING 

ACRS Div. 
Computer Associates 
Computers For Marketing Corp. 
Downie-Pine Company 
Mitchell Management Sys: 
P-Stat, Inc. 
SAS Institute 
Systat, Inc. 
TIC/A 
World Research Systems 

REGRESSION/CORRELATION 
ANALYSIS 

Computer Associates 
CRC Information Sys. 
Information Resources , Inc . 
Isaacs Computing Assoc . 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 
Systat , Inc. 

SALES ANALYSIS 

Analytical Consultants lnt 'l 
Coffman Systems 
Computer Associates 
Devcom Mid-America 
GMD Incorporated 
GSI/Tactics 
Information Resources , Inc. 
Marketing Info. Systems 
Mitchell Management Sys. 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 

SALES DATABASE 

Analytical Consultants lnt'l 
Computer Associates 
Devcom Mid-America 
Information Resources , Inc. 
Marketing Info. Systems 
Mitchell Management Sys. 
P-Stat, Inc. 

SALES EFFECTIVENESS 
MEASUREMENT 

Analytical Consultants lnt'l 
GMD Incorporated 
GSI/Tactics 
Information Resources , Inc. 
Marketing Info. Systems 
Mitchell Management Sys . 
U.S. Statistics 

SALES FORECASTING 

Analytical Consultants lnt'l 
GSI/Tactics 
Marketing Info. Systems 
Mitchell Management Sys . 
P-Stat, Inc. 
SAS Institute 
Spar, Inc. 
SPSS, Inc. 
Systat, Inc . 
U.S. Statistics 
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SAMPLE SIZE DETERMINATION "T" TESTS TABULATION SYSTEMS THURSTONE SCALING 

Systat, Inc. Computer Associates ACRS Div. Systat, Inc. 
Computers For Marketing Corp. Analytical Computer Service, Inc. 
CRC Information Sys . Computers For Marketing Corp. 

SAMPLE WEIGHTING Downie-Pine Company Consulting, Hardware & Processing 
TIME-SERIES ANALYSIS Information Resources, Inc. CRC Information Sys. 

Computers For Marketing Corp. Isaacs Computing Assoc. Downie-Pine Company 
CRC Information Sys. P-Stat , Inc. Information Resources, Inc. Computer Associates 
Downie-Pine Company SAS Institute Isaacs Computing Assoc. Information Resources , Inc. 
P-Stat, Inc. SPSS, Inc. Market Probe International P-Stat, Inc. 
SPSS, Inc. Systat, Inc. Perreault & Assoc. SAS Institute 
Systat, Inc. TIC/A P-Stat, Inc. SPSS, Inc. 
TIC/A World ResearchSystems Sigma Research Systat, Inc. 
World Research Systems TIC/A U.S. Statistics 

U.S. Statistics 

SIMULATION/MODELING 
World Research Systems 

VERBATIM CODING 
CRC Information Sys. TABLE EDITING 
SPSS, Inc. TELEPHONE INTERVIEWING ACRS Div. 
Systat , Inc. Computers For Marketing Corp. 

Computers For Marketing Corp. SYSTEM 
CRC Information Sys. 

SITE EVALUATION Downie-Pine Company ACRS Div. VOLUMETRIC ANALYSIS SPSS, Inc. Coffman System 
Donnelley Marketing Information TIC/A Computers For Marketing Corp. 

TIC/A U.S. Statistics World Research Systems CRC Information Sys. 

Americans approve 
worry about 
genetic engineering 

Americans seem to be very con­
cerned about the facts regarding ge­
netic engineering and other aspects of 
the biotechnical revolution. They 
worry significantly about possible 
risks but heed favorabe specific uses 
of the new knowledge. 

These feelings came from a survey 
released by the Office of Technology 
Assessment, a nonpartisan group of 
specialists responsible for helping 
Congress cope with complex scientific 
and technological issues. OTA com­
missioned Louis Harris & Associates 
to look into public sentiment on em­
erging biotechnology developments. A 
wide range of questions were posed to 
a national sample of 1,273 people. 

According to OTA, "The survey 
finds that while the public expresses 
concern about genetic engineering in 
the abstract, it approves nearly every 
specific environmental or therapeutic 
application. And, while Americans 
find the end products of biotechnology 
attractive, they are sufficiently con­
cerned about potential risks, that a ma­
jority believes strict regulation is nec­
essary," either by government agency 
or some nongovernment group. 

Overall , 62% of the respondents ex­
pect the benefits of continued scien-
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tific and technological innovation to 
outweigh the possible risks. Just 28% 
believe the opposite. 

A startling large number of the sam­
ple considered themselves as knowl­
edgeable or concerned about biotech­
nology. Yet survey results showed, as 
OTA suggested, that there was much 
ambivalence and contradiction. 

One fourth of the respondents, for 
example, said society might be better 
off if it didn't know how to alter human 
cells genetically; 42% felt it morally 
wrong to alter the genetic makeup of 
human cells, "regardless of the pur­
pose." However, a large proportion, 
including a large number of those ex­
pressing moral doubts, approved gene 
therapy to cure a usually fatal genetic 
disease, to reduce the chance of devel­
oping one in later life, or to prevent 
children from inheriting one. 

Over half, 52%, said they consider 
it probable that genetically engineered 
products "will represent a serious dan­
ger to people or the environment." 
However, the majority, 82%, said they 
would approve environmental applica­
tions of these organisms on a small­
scale, experimental basis to bolster ag­
ricultural productivity or clean up 
environmental pollutants. 

Moreover, if there were no direct 
risk to humans and only remote envi­
ronmental risk, two-thirds of the re­
spondents said they would favor or at 
least not object if the test was con-

ducted in their own community. 
Some other findings of the poll: 
• 53% disapproved allowing com­

mercial firms to apply genetically al­
tered organisms on a large scale, even 
if environmental risks were consid­
ered to be very small. 

• More than three-fourths of the re­
spondents agreed with the statement 
that "the potential danger from geneti­
cally altered cells and microbes is so 
great that strict regulations are neces­
sary;" 37% approved regulation by a 
government agency, 29% by a scien­
tific group. This was despite the fact 
that university scientists, public health 
officials and environmental groups 
were chosen over federal agencies in 
credibility on biotechnology issues. 

The majority of respondents also put 
more confidence in environmentalist 
warnings of risk in genetically altered 
organisms over federal agency assur­
ances of safety in a better than 2-to-1 
margin. 

Life insurance 
The lowest group life benefit com­

panies offer employees is no coverage, 
say 16% of the firms surveyed by He­
witt Associates. Nine percent offer 
$5,000; 20%, $10,000; 14%, six 
months' pay; 28%, one year's pay; 
and, 13% say other. 
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-CLASSIFIED ADS-
FIELD DIRECTOR. 35 line facility, CATI 
equipped. Responsible for entire field operation 
of a full service firm. Experience required. Send 
resume and salary needs to: 

COMING IN APRIL 

Chris Edwards 
Research Group 

Advertising Research 
Special Emphasis Issue 

529 Hahn Avenue, Suite 102 
Glendale, CA 91203 

We're looking for 
a Research Manager who 
doesn't believe in averages. 

Featuring case histories of 
advertisng research 

conducted for 

Not average work, or average working conditions. 
Nor average projects, average creative involvement 
and certainly not average growth opportunities. 

No, we're looking for someone who is tired of 
being lost in the crowd and wants to join a very visible, 
and very busy, advertising agency team. 

the National Dairy Board 
and for the 

National Pork Producers 
Council, as well as 

A team where research is totally involved in the 
creative and marketing process from start to finish. 

You'll need an M.A. plus several years of practical 
experience, excellent writing and analytical skills, and 
the desire to present your own work. 

In return, you can expect to share in the growth 
and profits that result from exceptional work. 

If you're the one out of the crowd, send your 
resume to Susan Spaulding, Research Director. 

an informative article on 
The Importance of 

Business-To-Business 
Advertising Research. 

There's a better than average chance you'll hear 
back from us. Quwks __________________ _ 

Valentine-Radford, Inc. 
P.O. Box 13407, Kansas City, MO 64199 

We are an equal affinnative action employer. 
All qualified applicants will be equally considered for employment without regard to 

race. color. religion. sex. national origin, age or handicap. 

Corrections 

GRESEARCH 
Review 

INDEX OF ADVERTISERS----
The following listing was inadvertently omitted 
from the December/January Focus Group Re­
search Facilities Directory : 

The Data Group, Inc. 
Meetinghouse Business Center 
2260 Butler Pike 
Plymouth Meeting, PA 19462 
215-834-2080 
1, 3, 6, 7B 

The telephone number of International 
Forum Corp., 9900 West Park, Ste. 186, 
Houston, TX, was listed in the December/ 
January Focus Group Research Facilities 
Directory incorrectly. The correct number is 
713-784-2222. 
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Analysis Research Limited ...... .... 31 
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Namelab . . ... . ....... . ... ... .... 62 
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New Directions Marketing Research 

Inc .. . ... . .. ................... 17 
Northwest Surveys, Inc . ....... . ... . 29 
Project Research, Inc. . . . . . . . . . . . . . . 3 
Rockwood Research Corp. . . . . . . . . . . 22 
The Roper Organization ........ . . . . 63 
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Sigma Research Co. . . . . . . . . . . . . . . . 32 
Dwight Spencer & Associates . . . . . . . 44 
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Audit 
continued from p. 62 

area of their organization. These gap scores are then trans­
lated into an aggregate score which is compared with the 
score of a control group used in the research. The result is a 
fairly accurate assessment of the organization's ethical con­
dition. 
Research steps 

There were many research steps that went into develop­
ing the audit. First, the research team collected stories of 
organizational integrity. From them, focus groups collected 
clusters of significant factors contributing to an ethical cli­
mate. Next, respondents rated these factors as to their ac­
tual and ideal importance. 

Collecting "good news" stories about the ethical deci­
sions was the first step. The criteria Wallace and White 
used in collecting and selecting these stories were as fol­
lows: Each was about an actual event; each was told by one 
or more individuals involved in the organization in which 
the events occurred; each formed a story with clear de­
scriptions of plot, characters and context about an ethical 
issue, and all were resolved by at least several individuals 
within the organizational context. All of these stories repre­
sented a variety of organizations and ethical situations from 
the Minneapolis-St. Paul area. 
Identifying factors 

Once the stories of organizational integrity were col­
lected, the next step involved identifying the factors which 
helped the organizations arrive at ethical resolutions. To 
help with the task, 15 individuals who demonstrate under­
standing of ethics and leadership from the Minneapolis-St. 
Paul area were asked to discuss the stories in focus groups. 
The objective of conducting the two groups was to generate 
a list of factors which contributed to an ethical climate. 

Doug Wallace 

Julie Belle White 
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The list of 40 factors generated form the questions that 
make up the audit. These questions are categorized into five 
clusters: Cluster 1 questions center around the ethical prin­
ciples and values that characterize the organization's envi­
ronment; cluster 2 questions revolve around the mission 
and structure of the organization in terms of its readiness to 
respond to an ethical challenge; cluster 3 questions ask par­
ticipants to respond to the extent to which leaders and other 
members of the organization model integrity and responsi­
bility; cluster 4 questions focus on the patterns of communi­
cation, and cluster 5 questions deal with problem-solving 
processes. 

The next phase of the research involved sending the audit 
to 850 people who were in management positions and had 
been participating in Twin City area leadership programs. 
The 250 people who responded became the control group. 

While Wallace says that this does not represent a random 
sample of the Twin Cities' population, the group is an ex­
cellent sampling of those with demonstrated interest in and 
the study of issues involved in the survey. 

What the researchers found in analyzing the audits was 
that for all 40 factors, there was a significant gap between 
what the group felt was needed for their organization to 
have an ethical climate and what they perceived as actually 
present. 

Some findings 
Some of the findings are worth noting. When asked what 

the respondents desired for their organization's ethical cli­
mate in terms of its respect for others' views, the median 
score attained on this question on the 4-point scale was 
3. 83. When asked what the group perceived as actually be­
ing the case in terms of this factor, the median score was 
2.86. With this statement, "Honesty and openness charac­
terizes relationships among affected parties and key play­
ers," there was a median score of 3. 80 generated in terms 
of the control group's desire for this to be present in the 
organization. However, when respondents rated this fact~)f 
as to their perceptions of it present in their organizations, 
the median score produced was 2. 51. 

Wallace says that when factors such as these are wanted 
by employees in their organizations yet they're perceived 
as not being there, organizations put themselves at risk. 

"Organizations are asking for bad news," warns Wallace, 
and if something bad does happen because an organization 
is unbalanced in its ethical positions among employee lev­
els, "most of the time company CEOs are taken by sur­
prise." 

Wallace, who has conducted ethics courses for many ma­
jor Twin City corporations, says plans are currently being 
negotiated to market the audit to profit as well as non-profit 
organizations. Media coverage about the audit has already 
generated many inquiries from companies across the coun­
try who want to use it. 

In the meantime, Wallace and White want to build a data­
base so that organizations taking the audit can compare 
themselves with other companies in their same industry, 
size, years in existence, and by employee gender. 

The process of finding out how your organization ranks 
ethically doesn't stop with the audit, however. Companies 
that need to improve their ethical climate need to go 
through many steps themselves to achieve it. 

"It's a skill that needs to be developed and involves all 
employee and management levels," says Wallace. "Having 
good ethical skills and good management skills go hand- in­
hand." MRR 
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Audit helps businesses 
measure their 
ethical climate 

M ost organizations care about having an ethical 
work climate. That's because an ethical climate 
usually attracts and retains good people as em­

ployees, it promotes high morale, and organizations per­
ceived to be ethical are more likely to attract and sustain 
good relationships with consumers, clients and other orga­
nizations. Nevertheless, ethical problems continuously 
arise in the workplace. What causes this and and what are 
the implications? 

According to Doug Wallace, director of the Center for 
Ethics, Responsibilities and Values at the College of St. 
Catherine in St. Paul, Minn., ethical issues come into con­
flict when upper management perceives reality in a com­
pletely different way than do their subordinates , customers , 
and communities. When that happens, "organizations are 
asking for trouble. 

"When CEOs don't perceive ethical issues as acutely as 
their employees, that means standards are not being set and 
workers are left to fend for themselves," explains Wallace. 
"The result can be serious ethical, if not legal difficulties 
because if employees aren't clear about the standards, 

Renaming 
your company 

If your company has outgrown its name, 
perhaps we can help. 

At NameLab, we've made crisp,, meaningful 
and memorable names like Acura, Cmnpaq and 
Zaprrmil by constructional linguistics. 

The result of a NameLab project is a 
report presenting registrable names expressing 
your corporate identity precisely and powerfully. 
We quote costs accurately in advance and complete 
most projects within four weeks. 

For an information packet, contact 
NameLab Inc., 711 Marina Blvd., San Francisco,. 
CA 94123,415-563-1639. 

NAMELAB® 
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they'll always opt for the bottom line - what they ' re being 
rewarded for." 

Unfortunately, research into organizational ethics has 
found that many persons in upper management are out of 
touch with their subordinates' perception of reality. A re­
cent survey of Minneapolis-St. Paul executives and man­
agers which measured attitudes toward business ethics il­
lustrates this. 
Choosing sides 

In the survey, respondents were asked, "In an average 
business, how often do you think employees might have to 
choose between doing what their boss tells them . . . and 
doing what they feel is right? " 

Twelve (4.5%) of the 266 personnel executives and mid­
dle managers said such ethical dilemmas arise daily and 48 
(18%) said weekly. But of the 25 CEOs who responded , 
just one thought these questions arise weekly and 20 (78 %) 
thought it happened only once a year. 

When queried about how often the business people heard 
about situations where people had to choose between what 
the organization expected and what they felt was right, a 
similar perception gap was found. Among the managers , 
60% said they had heard of such situations "often." Yet 
only one of the CEOs agreed. 

Such findings are almost hard to believe, yet they leave 
one wondering about the ethical climate of one's own orga­
nization. Furthermore, should an ethical imbalance exist, is 
it even possible to turn it around? 

Wallace says yes. He and Julie Belle White, director of 
St. Catherine's Masters of Arts in Organizational Leader­
ship program, have done extensive research that has gone 
into developing a formal audit which organizations can use 
to measure its ethical condition and to identify problem 
areas as well. 

What the Organizational Integrity Perception Audit does 
is ask respondents to consider 40 ethical factors concerning 
their organization's ethical climate, such as a respect for the 
views of others or, individuals assuming responsibility for 
ethical decision-making. They are then asked to rate these 
factors on a scale from 1-4 ( 1 being very important and 4 
very unimportant) in .terms of their importance in two 
areas: First, how important they actually perceive it to be in 
their organization, and second, how important they wish it 
would be. 

The difference between the desired and the perceived re­
ality, as Wallace describes it, gives the respondent a "gap 
score'' that shows whether there is a problem in a particular 
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YOUR SOURCE FOR QUALITY SURVEY 
RESEARCH AT A COST OF UNDER $1.00 

PER RESPONDENT PER QUESTION 

FAST 
~tMTM interviews 2000 adult 
Americans in their homes, face-to-face, 
every month, and gives you results just 
four weeks after the interview. 

FLEXIBLE 

Sample size, and composition are 
tailored to your needs. 

ECONOMICAL 

A simple question asked of 2000 
respondents costs 90¢ per interview, 
asked of 1000 respondents, it's $1.10; 
asked of other partial samples (men or 
women only, for example), it's $1.40 
per interview. 

RELIABLE 

~tM™ is a service of the 
Roper organization so you know your 
data are credible. 

• Check Advertising and/or 
Brand Awareness 

• Conduct Pre and Post 
Campaign Measurements 

• Check Impact, Recall , 
and Communication 

• Assess Penetration of 
Your Product/Brand 

• Test New or 
Altered Packaging 

• Evaluate New Product 
Performance 

... And Ahnost Any 
Other Research 
Problems You Have. 

When You Need Fast, 
Affordable, 
Quality Research 
Check Out 
~tM™ 

THE ROPER ORGANIZATION, A STARCH INRA HOOPER COMPANY, ADMINISTERS 
~t~ "·· FROM ITS WESTCHESTER OFFICE. FOR FURTHER INFORMATION CALL 
~t...,J .. COLLECT AT 914-698-0800 OR WRITE LIMOBUS, 566 E. BOSTON POST ROAD, 

MAMARONECK, N.Y. 10543 TELEX 996637 
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FOCUS ON WADE WEST · 

THE MIRROR OF PERFECTION 
WADE WEST, INC. 

1- FACILITY LOCATED ON A MALL 2- SPECIAL CLIENT FACILITY 
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369 LONG BEACH BLVD. 
LONG BEACH, CA 90802 

(213) 435-0888 
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CORPORATE OFFICE 
5430 VAN NUYS, BLVD., #102 

VAN NUYS, CA 91 401 
(818) 995-1 400 • (213) 872-1717 

ORANGE COUNTY 2
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3 

18003 SKY PARK SOUTH, #L 
IRVINE, CA 92714 

(714) 261-8800 

CAROLINA 2·3 

2300 W. MEADOWVIEW RD. #203 
GREENSBORO, NC 27407 

(919) 854-3333 
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1 

8-D SERRAMONTE CENTER 
DALY CITY, CA 94015 

(415) 992-9300 

SEATTLE 1
·
2

·
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15600 N.E. 8th STREET 
BELLEVUE, WA 98008 

(206) 641 -1188 
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(314) 291-8888 
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