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Project Research would 
like to thank all the people 

who have contril;uteCJ 
to our success. 

In the past few years, Project Research has enjoyed substantial growth. 
Particularly in the area of telephone research. With that in mind, we'd like to 
single out the individuals who have played such important roles. 

Next time you 're looking for a research company, call Kevin Menk at 
(612) 331 -9222. If you 'd like a reference, we'd be happy to supply some names. 

r: Project Research, Inc. 
1313 Fifth Street SE , Minneapolis, MN 55414 

Circle No. 300 on Reader Card 



The Similarity is 
Unmistakable. 
Quality and Quick Test. More than 
just a similarity in letters, quality is 
simply the uncompromising standard 
that Quick Test works by. For over 
two decades, our dedication to pro-
viding research professionals like you 
with nothing less than state-of-the-art 
data collection has helped make us 
the leader. Quick Test. Quality. You 
don't have one without the other. 
Find out yourself. Call today for a 
free brochure. 

Quali 

Quick 
Test. 

Here, There, Everywhere 

QUICK TEST™ 
AN EQUIFAX COMPANY 

800-523-1288 212-682-1221 617-872-1800 
(Philadelphia office) (New York office) (Boston office) 

Services: 
Focus groups 
Pre-recruited 
one-on-ones 
Shopping mall 
interviewing 
WATS telephone 
interviewing 
Computer assisted 
personal interviewing 
Computer assisted 
telephone interviewing 

Tabulation capabilities 
Executive and professional 
interviewing ' 
Door-to-door interviewing 
Central location and 
other field research 

Locations: 
Boston, MA: 
(4 locations) 
Worcester, MA 

Albany, NY 
New Haven, CT 
Schenectady, NY 
New York: 
(4 locations) 
Moorestown, NJ 
Philadelphia, PA: 
(2 locations) 
Bethlehem, PA 
Norfolk, VA: 
(2 locations) 

Durham, NC 
Atlanta, GA: 
(2 locations) 
Orlando, FL 
Tampa, FL 
Chicago, IL: 
(2 locations) 
Detroit, Ml 
Minneapolis, MN 
Nashville, TN 
Oklahoma City, OK 
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Denver, CO 
Houston, TX 
San Antonio, TX 
Phoenix, AZ 
San Francisco, CA: 
Sunnyvale, CA 
Los Angeles, CA: 
(2 locations) 
Seattle, WA 
London, England 
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Your team needs tbe 
best slats if ~u 

want to win a title. 

SPSS® gives you better 
market research stats than 
any other software. 

Your team depends on you to aim its 
pitch toward just the right target. That's 
why you need the very best stats in the 
field: the ones you get with SPSS data 
analysis software. 

SPSS gives you more stats and 
features designed especially for 
market research than any competitor. 
And the end-user orientation to help 
you get the most from them. So it's 
a better and faster way to find out 

CAREER HIGHLIG 
Screened all 198s HTs 
likely to bu soles leads to identify 

!ellS, who ~e~a;pect SPSs-(Juolified J=mefS most 
tn previous Year: OSed 31% more soles pe to co, mpany 

· rca I than 
Entered and anal 1986 
SPSS to SfYJff" h 'fled customer su 
development'~ t best openings ~r zey data With 
as text-and . reseh. nfed findings to to w Prcxiuct 

-grop tcs refYJrt. P management 
Devised optim . 1987 
~otipns usi~gm fPSs'x of advertising, direct m ., 
~~eo sot analyses at and 

es 23% while Cutti ' refYJrts and groph 
ng expe b s. 

Promoted to Mark . 1988 nses Y 7%. 
ehng Manager: 

exactly what you want to know. 
Whether you're on a mainframe, 

mini or micro, SPSS offers all the 
software and options to turn your data 
into useful knowledge. Tools that take 
you from data entry and analysis all the 
way to presentation graphics. 

Yet you 'll find the power of SPSS is 
surprisingly easy to control. For over 
20 years, we've designed software to 
meet the specific needs of market and 
suNey researchers. So SPSS software 
naturally works the way you work, and 
talks to you in plain English. 

And you're supported every step of 

SPSS is a registered trademark of SPSS Inc. 
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the way by the entire SPSS team. With 
ongoing upgrades, documentation and 
training that's come through for over 
1 million users. 

Find out how SPSS market research 
software can give you a clearer view 
of the field, by calling 

1-312-329-3400. 
It's the first step toward the knowl­

edge every winning pitcher needs. 

Best in the final analysis. 
444 North Michigan Avenue · Chicago, Illinois 60611 



Promotion 

by Joseph Rydholm 
managing editor 

A s anyone who has ever shopped 

knows, consumer brand prefer­
ence can change in the blink of 

an eye. You might be a regular user of 
Brand X, but if BrandY's box promises 

a better deal ("20% more free!" or "50 
cents off right now!") even the most loyal 
consumer would probably rather switch 
than fight. 

One way for manufacturers to prevent 

such desertion (or cause it with buyers of 
the competition), is pre-testing of promo­

tions. Pre-testing allows a company to 
determine which in-store campaigns will 

win the hearts and minds of consumers­

before they do battle on the store shelves. 
One company that has had success with 

pre-testing is the Block Drug Co., maker 
of the Polident line of denture cleansers. 
With the research help of Ox toby-Smith 
Inc., Block has used the process to maxi­

mize the impact of Polident campaigns. 
"The Polident business is a very com­

petitive business, almost a commodity in 
nature," says Charles Schrank, Polident 
product manager. "One of the ways that 
we try to differentiate ourselves from the 

competition is promotion. We sell a great 
deal of our product in consumer identi­
fied deal packs (that offer rebates, sweep­

stakes, and other premiums). During the 
course of the year we '11 run eight to ten 
different deals, programs or offers, and 
they get to be fairly expensive, so we 're 

always looking to evaluate these pro­
grams before we implement them." 

6 

pre-testing keeps 

Because these promotions typically 

aren't supported by major media adver­
tising (their primary purpose, Schrank 
says, is to "create a point of difference 
versus the competition") , the offer itself 

and the package graphics are what sell the 
product, so they must reach out and grab 
the potential customer. 

Block uses a two-phase procedure to 
pre-test its promotions. In one-on-one 

"During the course of the 
year we'll run eight to ten 
different deals, programs 
or offers, and they get to be 
fairly expensive, so we're 
always looking to evaluate 
these programs before we 
implement them." 

Charles Schrank 

mall interviews, small samples of con­
sumers are shown several examples of 
promotional concepts and are asked to 

choose which they like best. Those pro­
motions that seem worth testing further 
are then made into mock-ups for a mail 
survey that asks consumers to evaluate 
the promotions on purchase interest and 
overall appeal. 

While this method provides valuable 
information on the potential of a promo-

tion, recent refinements in the process 

have yielded an even more effective 
method that Block began using last year, 
now offered by Oxtoby-Smith Inc. as a 
standardized concept called Pro-Sort. 

Ranking vs. rating 
A k,ey component of Pro-Sort is the use 

of ranking instead of rating. Rating asks 
the respondents to assign a score to each 
of the items concerned, using, for ex­
ample, a number from one to ten. This 

gives an indication of how consumers 
feel , but relying solely on ratings can 
present problems, says David Smith, vice 

president, marketing for Oxtoby-Smith 
Inc. 

"There are some consumers who, when 
asked to rate a product on a one-to-ten 
scale, will never score anything higher 
than a two, and there are those who will 
never score anything lower than an eight. 
They either love everything or they hate 
everything. In any case, you end up with 
distorted findings that don ' t accurately 
predict consumer behavior in the market­
place." 

Though ranking avoids this-asking the 

respondent to rank their choices in a 
definite order, thus giving an explicit idea 
of preference-it doesn ' t indicate the dif­
ference between those choices. "A con­
sumer's first and second choices can be a 
mile apart or virtually indistinguishable," 

Smith says. "Rank orders in themselves 
don ' t tell you that. " This critical informa-

Quirk's Marketing ResearchReview 



Polident 
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tion is what the Pro-Sort methodology 
provides. 

Computer program 
Using a computer program designed 

by Dr. Richard Maisel, a professor of 
statistics at New York University, the 
Pro-Sort methodology translates each 
promotion's rank order score into a quan­
titative scale value, then indexes it against 
a control promotion, which is assigned a 

value of 100. The use of a previously 
successful promotion as a control-what 

March, 1989 

competitive 

with Mouthwash Ingredient 

Smith calls a "gold standard" -permits 
clients to see not only how well each of 
the test promotions scored relative to 
each other, but more importantly, rela­
tive to a promotion that has already proven 
itself in the marketplace. 

This ·kind of information, says Smith, 
allows a company to implement the pro­
motions that have the best chance of 
capturing consumer attention. 

"You have a marketing environment 
increasingly filled with promotional clut­
ter," Smith says. "As consumers are 

overwhelmed by the proliferation of 
promotional offers, it is becoming more 
difficult to elicit positive consumer re­
sponse. This test permits marketers and 
sales promotion executives to determine 
before engaging in a campaign which one 
of their alternative promotions is likely to 
be most successful." 

Bonus pack 
For its control promotion, Schrank says, 

continued on p. 30 
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Polaroid uses software package 
to enter new market 

W
hen Polaroid Corp. prepared 
for its first-ever entry into 
the 35mm consumer film 

market, senior management had numer­
ous questions. Fortunately, its 19-person 
market research division had many of the 
answers-with help from a cross-tabula­
tion software product called A-Cross, 
from Strawberry Software, Inc., Water­
town, Mass. 

"This launch was a very hot topic in­
side Polaroid, and management wanted 
as much data as possible in order to market 
effectively," says Linda Tamkin, Polar­
oid market research division analyst. 
"With A-Cross we were able to supply 
new cross-tab data in a matter of hours, 
instead of waiting days or weeks for a 
service to supply it." 

The market research division, headed 
by Jim Landrigan, supports the corpora­
tion's industrial and consumer product 
activity. The group conducts product 
research and market-specific research, 
including new product development, 
existing product evaluation, and identi­
fying new markets for existing products. 
The division tracks consumer trends year­
to-yearon attitudes, product needs, brand 
awareness, and advertising impact. 

"Our basic mission," says Landrigan, 
"is to integrate all of the market-related 
information generated by the company 
into a central database as well as to inte­
grate past research with current projects. 
This allows us to create a more pro-active 
position within the company and to pro­
vide more action-oriented information to 
Polaroid ' s worldwide marketing effort. 
Our intention is to increase the depart­
ment ' s involvement in all of the com-

8 

pany' s target marketing areas, on a world­
wide basis-amateur, industrial , advertis-

"This launch was a very 
hot topic inside Polaroid, 
and management wanted 
as much data as possible 
in order to market 
effectively." 

Linda Tamkin 

ing-so as to provide timely, value-added 
information." 

Survey conducted 
To prepare for Polaroid 's major mar-

ket expansion effort with its color 35mm 
film, due for official launch this spring, 
the market research division conducted a 
survey sampling of hundreds of consum­
ers across the U.S. This survey was con­
sidered especially critical as Polaroid is 
primarily identified with instant film 
technology and has no products in the 
highly competitive U.S. 35mm market. 

The survey used random shopping mall 
interviews in major market areas, during 
which respondents were led through a 
questionnaire containing approximately 
40 questions. The questions focused on 
the areas of product concept, packaging, 
consumer interest, film usage habits and 
consumption, and competitive brand 
assessment. 

Working with an outside service sup­
plier, Polaroid 's market research divi-

continued on p. 10 
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Polaroid 
continued from p. 8 

age is a multi-tasking statistics program 
in spreadsheet form for use by market re­
searchers, sales analysts and other pro­
fessionals who deal with large quantities 
of raw research data. 

sion prepared the survey questionnaire, 
conducted the interviews, and processed 
the survey results. The survey data was 
organized into some 200 tables which, at 
Polaroid's request, the supplier entered 
on two floppy disks. The reason for this 
admittedly non-routine request, says 
Tamkin, was so the data could be down­
loaded and manipulated on A-Cross. 

"I first heard about A-Cross from a co­
worker who was using the product, and 
called to ask them to come in for a dem­
onstration," says Tarnkin. "I had a train­
ing session on the product and agreed to 
try it on a test basis." 

Previously, Polaroid had relied on sup­
pliers to provide cross-tabulations of raw 
research data, a process that typically 
required one to two weeks. There was a 

Multi-tasking 
Released in 1987, the software pack-
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THE PLUSES 
KEEP COMING 

Plus #6: Business-to­

Business Respondents Specialists: 
Hard-to-find Fortune 1000 executives. CEOs. 

CFOs. decision-makers. corporate finance. hi­
tech. travel. overnight mail. etc. 

Plus #7: 
Upscale Consumers 

The country's hard-to-find trend-setters­
computer validated. Cars. Fashion. 

Cosmetics. Toiletries. Travel. Liquor. 

FieldWork 
Supervision. recruiting. 

interviewing of your large­
scale quantitative projects. All boroughs and tri -state 
area. Intercepts. Ethnic studies. Hard-to-find and 
List Jobs a specialty. 

Plus #9: 
"Privacy Plus" 

New! A second facility in a separate 
building at 141 5th Avenue. Hi-tech. Euro/ 

modern decor. State-of-the-art 
equipment. You won't run into your 

competition. 

Plus#10 
Gourmet Food 

Clients enjoy catered dishes and 
delicacies on fine china and flatware. 

Never on paper or plastic. 

If you've missed Focus Pluses 1 to 5, call or write for our "Unheard Of' ad. 
We'llsend it to you along with our brochure. 

Member of the Better Business Bureau of New York. 

Focus Plus 
The Qualitative Research Facility that finds the Hard-to-Find. 

• 79 Fifth Avenue. N.Y.. N.Y. 10003 • 141 Fifth Avenue. N.Y .. N.Y. 10010 
Telephone: (212) 807-9393 FAX (212) 645-3171 
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natural tendency, Tamkin says, for the 
research division 's staffto wait and com­
bine several jobs into one, so that the de­
partment could get the most out of each 
individual request. 

"With A-Cross, of course, this is not a 
factor. We can do the work immedi­
ately ," says Tamkin. 

Management meetings 
These factors came into play as the 

market research division presented the 
survey data at management meetings 
concerning the color 35mm product rol­
lout. Typically, these sessions included 
product managers, program managers, 
marketing staff and research division per­
sonnel. 

"Discussion and analysis of the data 

"We wanted to work on 
data in the most timely 
manner possible, so that 
we could respond to our 
internal division questions 
and present the most 
complete data set possible 
at the senior management 
meetings." 

Linda Tamkin 

we received from the supplier frequently 
identified further areas for analysis," 
Tamkin recalls. "Naturally, we wanted to 
work on data in the most timely manner 
possible, so that we could respond to our 
internal division questions and present 
the most complete data set possible at the 
senior management meetings. And even 
then we might come up with additional 
issues for scrutiny. 

"The answers to most of our questions 
required additional cuts of the research 
data. These tended to be highly-focused 
cuts, and A-Cross could handle them 
quickly and efficiently, and was a more 
economical resource than going back to 
the supplier. It enabled us to do this 
quickly and efficiently, and to enhance 
our presentations to senior management. 

"There is no question but that the pro­
gram was a major asset in helping us to 
make our research as complete and pre­
cise as it possibly could be," Tarnkin 
concludes. "It was an effective tool-easy 
to use, accessible, and cost-efficient." 

MRR 
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To Find The Answers You Need. 
Even the best data is worthless-if you don't know how to use it. At The Wirthlin Croup we realize that obtaining marketing data . 

in itsclr. is not a goal. But learning how to usc it is. 

That's ~\'h~ We OITer Seminars. 

'lb help you turn data into information .. . . And in formation into decisions. 

Aflrr a/1-providinR Decision Making Information is our specialty 

Our Seminar l'rogram 

The seminars arc drvr loped and prrscntcd by Gaurav Bhalla whose reputation as a seminar leader is widely recognizee by 
members or the marketing rcsrarch community. 

" . . . very thorough. clear. comprehensive. and fun ." 

. . maintains a good rnrrgy lrvrl. Hr dors a vr1:v good job of 
grlling audirncr participation ... 

"Ver)' knowledgeable but humble. As a result. he was able 
to communicate his message." 

" .. . extrrmcly knowlrdgrablr. articulate. great teaching 
skills . .. 

"Dr. Bhalla Is an excellent presenter and explains things 
clearly and accurately without oversimplifying concepts. He 
has a solid grasp of the complex and ver)' real problems 
we deal with every day." 

" I can usc !the material! in my day-to-day work . 

" He gets a lot or information across in a short period of time 
and it is information that can be put to practica l usc." 

"Very well done. very helpful. thorough. interesting, useful!" 

"The speaker makes you think and gets participants 
Involved In discussions. Real. live examples keep the 
seminar Interesting." 

"relrvant to my job." 

·'Real-world applications. !Vot just theory!" 

You will learn how to obtain the most actionable information. how to levrragr it and how to apply it toward developing an errcctivc 
strategy in thr areas or: 

arketing Research 

Contemporary Marketing Research 
Techniques and Methods 

Applications and Benents or Research 
In Developing Marketing Strategy 

Applied Multivariate Techniques for 
Strategic Data Analysis 

Effective Thbulation and Analysis 
Techniques for Interpreting 
Marketing Research Data 

Questionnaire Design and EITecth•e .. .-t..l 
Data Collection Techniques ~~.,., 

• Strategy Development 

Washington, D.C. 
San Francisco 
Dallas 
New York 

Washington, D.C. 
San Francisco 
Dallas 
New York 

New York 
Washington. D.C. 
Chicago 
Los Angeles 

Washington. D.C. 
San Francisco 
Phoenix 
New York 

Dallas 
Washington. D.C. 
Boston 
Los Angeles 

• Research Design and Data Ana lysis 

January 9, 10, 11 
March 13, 14. 15 
April 24, 25, 26 
May 31 , June 1, 2 

January 12, 13 
March 16, 17 
April 27, 28 
June 20. 21 

January 24, 25, 26 
March 21 , 22. 23 
May 9, 10. 11 
June 12, 13, 14 

January 18, 19. 20 
March 28, 29. 30 
May 2, 3, 4 
June 6, 7, 8 

February 7, 8 
April 4, 5 
l\1ay 16. 17 
June 15, 16 

Plus wr're so conridrnt about the va lue or our seminar programs that we even guarantee them. If you arc not satisfied. we'll refund 
your money. 

Join us. So you too can cut through the mountains or data and start making the right decisions. 

Simply cut out thr coupon and mail. Or ca ll Ms. Marian Chirichella at 1-800-332-4621 for more information on: 

0 
• seminar program 
• corporatr team discount 

The Wirthlin Group 
Decision Making Information for Intelligent Choices. 

Or. Gaurav Shalla 
Director, Analytical and Consulting Services 
The Wirthlin Group 
1363 Beverly Road 
Mclean, Virginia 22101 
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• in-house seminar program 
• combination discount. 

rii?- ----------------· I would like more information on 
I · : _ your seminar program. Please send 

I YES me yo_ur brochure and registration 
matenals. 

I 
I 
I 
I 
I 
I 
I 
I 

Namr --------------------
Titlr _________ Phonr ________ _ 

Company-------------------
Add['('SS __________________ _ 

City ______ Stalr ______ Zip _____ _ 

Or call Ms. Marian Chirichella at 1-800-332-4621. 



Research company 
puts software to the test 

W hen Marketing Research In­
stitute (MRI) of Jackson, 
Miss. is hired to complete a 

complex, multi-faceted study, they con-
fidently put their software to the test. Dr. 
Verne Kennedy, MRI' s president and 
senior analyst, illustrates this with a story. 

"A few years back, the Louisiana 
Commissioner of Agriculture asked us to 
develop a marketing plan to turn craw­

fish, a popular Louisiana delicacy, into a 
nationally accepted seafood. We had to 
develop a complicated questionnaire that 

required not only categorical data, but 
numeric responses and answers to open­
ended questions as well." 

MRI has been inputting research data 
since personal computers were first in­
troduced in the late '70s. "We wrote our 
own software back then because there 

wasn't a package on the market that could 
handle research," Kennedy says. While 

most analysts would write their own 

questionnaires and collect the data, the 
analysis of the data was always done at 
"tab houses." 

"Writing our own software certainly 
enhanced our research gathering ability," 
says Kennedy. "The only drawback was, 

we had to alter the program each time we 
began a new project. That was a costly 
and time-consuming effort." 

Computers upgraded 
Then, in 1982, MRI upgraded their 

computers to increase their proficiency. 

"With the upgrade came an emerging 
need for an interfacing software package, 
so I examined the two or three products 

dg+A gargan & associates 
p.o. box 12249, portland, or 97212 

(503) 287-2211 
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ASTORIA 

• ALBANY/CORVALLIS 

• EUGENE • BEND/REDMOND 

C OS BAY/NORTH BEND 
• ROSEBURG 

• MEDFORD/ASHLAND 

• CENTRAL 
TELEPHONE 
FACILITY 

• STATEWIDE MALL 
INTERCEPT & 
DOOR TO DOOR 

• DATA PROCESSING 
& TABULATION 

•COMPLETE 
PROJECT 
COORDINATION 

• FOCUS GROUP 
FACILITIES 

"Covering Oregon and the Pacific Northwest" 
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available on the market at the time," 

Kennedy says. 

He went with a package called StatPac, 

written by Walonick Associates, Min­

neapolis, Minn. For MRI, Kennedy says, 

StatPac "was clearly the best package in 

terms of versatile analytical capabilities. 

Plus the program was extremely easy to 

operate, requiring far less training time. 

"We had to develop a 
complicated questionnaire 
that required not only 
categorical data, but 
numeric responses and 
answers to open-ended 
questions as well." 

Verne Kennedy 

"Looking back, our own programs 

could not have handled the magnitude of 

the crawfish project," he says. "We have 

a systems analyst on staff, and we know 

we can't write a better program." 

Crawfish study 
To complete the crawfish study, MRI 

selected a sample based on urban zip 

codes nationwide with a high "yuppie" 

profile. Because their office maintains a 

database with 126 demographic variables 

for every ZIP code in the country, they 

were able to target this survey to 1,200 

seafood consumers nationwide. 

"StatPac was instrumental in selecting 

our target market," Kennedy says. "In 

addition to interviewing 1200 individu­

als, we loaded into the program the 126 

different demographic variables describ­

ing the neighborhood in which they lived." 

Once the market was defined, Ken­

nedy keyed the package with 50 categori­
cal questions such as , "Which of the 

following types of restaurants do you 
frequent?" to determine the market's likes 

and dislikes. The second set of questions 

(such as "How many times do you eat 

lunch/dinner in a restaurant?" and "What 

do you spend on a meal?") required 

numeric responses. 

Finally, they entered "free format" or 

continued on p. 26 
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Testing product names 

Editor's note: The following article , 
written by IraN. Bachrach , president of 
NameLab Inc. , is an excerpt from a chap­
ter in his proposed "how to" book titled 
Making Names, which is due for publica­
tion in 1990. 

by IraN. Bachrach 

W hen product names are as­
sessed by the usual techniques 
(attribute panels and focus 

group discussions) , results are often taken 
with a grain of salt by sophisticated new 
product marketers. As one such manager 
put it: "It looks like this study would have 
rated Lite ' n Natural over Jell-0 and 
Strong ' n Gentle over Bufferin when those 

products were named, and that makes me 
suspicious." 

At NameLab, because our only busi­
ness is making names, we haven ' t run 
name tests ·in-house since 1985. But in 
the course of numerous name develop­
ment projects, we have watched various 
clients conduct nearly 100 name evalu­
ation studies. As a portion of our fee 

depends upon our client's decision to 
register and use a name we have pro­
posed, it is inappropriate for us to criti­
cize the design or the results of a study 
involving our candidate names. 

So we hold our tongues, unless asked 
by the marketer or marketing researcher 

continued on p. 24 
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Why this lication 
and nwre than 1,200 
others let us go over 
their books 

once a year. 
Some publications, we 're sorry to say, keep their readers 

undercover. They steadfastly refuse to let BPA (Business Pub­
lications Audit of Circu lation , Inc .) or any other independent, 
not-for-prof it organization aud it their c ircu lation records . 

On the other hand , over 1,200 pub lications (l ike this one) be­
long to BPA. Once a year, BPA auditors examine and verify the 
accuracy of our circulation records . 

The audit makes sure you are who we say you are. The infor­
mation helps advertisers to determine if they are saying the right 
thing to the right people in the right place. 

It also helps somebody else important: you . Because the more 
a publication and its advertisers know about you , the better they 
can provide you with articles and advertisements that meet your 
information needs. 

BPA. For readers it stands for meaningful information . For ad­
vertisers it stands for meaningful readers . Business Publications 
Audit of Circulation , Inc. 360 Park Ave . So., New York, NY 10010. 

MEDIA 
INTELLIGENCE 
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Consumers dissatisfied 
with service 

cific businesses: supermarkets, airlines, 
stores selling major appliances, telephone 
companies, auto insurance companies, 
stores selling furniture, auto dealers, and 
clothing stores. An Opinion Research Corp. study 

shows that while most Americans are 
generally happy with the service they 
receive from businesses, at least one­
third of them believe businesses are per­
forming unsatisfactorily in four crucial 
areas: providing prompt attention with 
little waiting time, providing solutions to 
problems that come up with the product 
or services sold, providing clear, detailed 
information, providing personalized at­
tention to meet special needs. 

In the case of auto insurance, 38% 
believe they are receiving worse service 
now than they were five years ago. By 
contrast, 14% believe that auto insurance 
service has improved over the same pe­
riod. On the service of other automobile 
related businesses, the public is nearly 
divided. 20% say service is improving, 
24% say its getting worse. 

More consumers felt there was an 
improvement rather than a decline in 
service levels for four types of retailers: 
supermarkets, clothing, furniture, and 
appliance stores. 40% believe supermar-

Consumers were also asked to evaluate 
changes over the past five years in the 
levels of service provided by eight spe-
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ket service has gotten better over the past 
five years. Consumers were split over the 
performance of the telephone and airline 
industries, citing improvement and dete­
rioration in about equal amounts. 

People want better service, but for six 
of the eight businesses measured, only 
about one consumer in four say they 
would pay higher prices to receive it. A 
somewhat higher percentage (32%) say 
they are willing to pay for better service 
in clothing stores. Only one consumer in 
five would pay more to get better service 
from an auto insurer. 

Three groups of consumers are par­
ticularly likely to say they are willing to 
pay more for an enhanced quality of serv­
ice: men, black consumers, and consum­
ers aged 18-24. 

Kitchen becomes 
gathering place 

According to a study conducted by 
R.H. Bruskin Associates forGE Space­

maker, part of the Audio and Communi­
cations Division of Thomson Consumer 
Electronics, the kitchen has become much 

more than a place where food is prepared 

and consumed. It's now a gathering place, 
where Americans spend on average 2.1 
hours of their day. More than 25% of all 

Americans spend three to four hours daily 
in the kitchen. 

The survey results show that 44% of 

Americans pay bills or do paper work in 
the kitchen, 47% entertain family, guests 
and friends there, and 42% listen to music. 

Women still spend the most time in the 
kitchen, averaging 2.6 hours per day, or 
about 65% more time than men. 

The kitchen is clearly the social and 
information center, with many house­
holds having home office equipment set 

continued on p.18 
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Trade News 
continued from p. 16 

up there. 48% of America's kitchens have 
radios in them, 23% have televisions, and 
13% have cassette tape players. 

Those aged 65 or over make the most 
use of kitchen entertainment products. 
80% of them spend between one and four 
hours in the kitchen each day, and 60% 
have a radio, while 32% have a TV. 

Nine out of 10 suffer jet 
lag, survey shows 

A recent survey indicates that nine out 
of 10 people who fly across multiple time 
zones suffer jet lag, yet many take no pre­
ventive action to reduce it. Dr. Michael 
Irwin, medical director ofthe United Na­
tions, says most travelers would probably 

recommend taking a "semi-rest for the 
first day or two when you arrive." He 

notes that "the three or four ways of 
coping with jet lag are not known." Irwin 
recently presented the findings of a sur­
vey of 784 long-distance jet travelers. 
The survey investigated how many suf­
fered from jet-lag symptoms and what, if 
anything, they did about it. Ninety-four 

percent suffered from fatigue, sleepless­
ness, impaired concentration, slowed re­
flexes, irritability or other symptoms as­

sociated with jet lag if they flew across 

three time zones or more. Forty-five 
percent of the jet travelers reported se­
vere problems with inability to sleep and 
daytime sleepiness or fatigue being the 
most disturbing. Nevertheless, only 45% 

said they used any strategy to try to head 
off jet-lag symptoms, the survey said. 
Others did report having helpful strate­
gies to combat jet lag, such as avoiding 
alcohol on the flight, resting a few days 
on arrival, adjusting sleeping patterns 
before leaving and using a short-term 
sleeping medication the first night or two 
in the new place. Alcohol consumption 
should be avoided on planes, says Irwin. 
"The reason is that the combination of 
dry air inside the plane - less than 5% 
humidity - with the alcohol make you 
very dehydrated, and it's harder to adjust 
to a different time zone." At least 100 
biochemical and hormonal rhythms in 

the body, which govern daily cycles such 
as sleep, all suffer with dehydration, says 

Irwin. The survey found that jet-lag 
symptoms are greatest flying from west 
to east, as indicated by the finding that 
23% of East Coast travelers to Europe 
reported severe jet lag, while just 14% 
had severe problems on the reverse trip. 
Additionally the survey said 39% of those 
traveling east from the Orient to Califor­
nia were extremely bothered, compared 
with 24% traveling west from California 
to the Orient. 

The best remedy for resetting the bio­
logical clock when flying across three or 
four time zones is exercising outdoors, 
says Irwin. Optimally, the exercise would 
be in morning daylight or after an east­
ward flight, to encourage the body to 
adjust to a later day. When taking medi­

cations for jet-lag, do so only under a 
·doctor's prescription, says Irwin. The 
Up john Co. of Kalamazoo, Mich., com­
missioned the study, which was conducted 

by an independent polling organization, 
R.L. Associates of Princeton, N.J., with 
the assistance of United Airlines and 
British Airways. The travelers had made 
at least two round-trips of 5,000 miles, 
once going eastward and once going 

westward, in the 24 months before the 
survey was conducted. 

Hail, Mikhail 

A national OmniTel study conducted 
by R.H. Bruskin Associates just a few 
days after Mikhail Gorbachev's visit to 
the U.S. found that Americans were quite 
taken with the man, his proposals, and his 
intentions. When asked about their per­
sonal feelings about the Soviet leader, 
75% of all adults interviewed expressed a 
favorable reaction (with one of every 
four "very favorable"). When asked about 
specifics related to his visit, a similar 
reaction occurred. 80% felt his visit was 
worthwhile, 79% said it was "an impor­
tant step towards world peace," 69% felt 
that his visit "indicated he was sincere." 
However, when asked if they felt the visit 
was likely to lead to a cutback in our 
defense spending, 43% said no, 40% said 
yes, and 17% were unsure. 
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~urvey TM 

~Network 
o 'The Desktop Survey System" 

----
This is one survey you want to take! --
This survey was prepared on a laser printer by the SURVEY NETWORK TM system described -
on the reverse side. We would appreciate your answering this questionnaire in the context -of how you perceive this product and how it might fit into your business. -

1. What are t he primary problems you have 
when conducting surveys? (Fill in all t hat apply) 

Data entry 

Elapsed time 

Data accuracy 

Cost 
Labor staffing 
Coding 
Peaks and valleys 
Other ___ _ 

Questionnaire preparation 

Last minute changes 
Flexibility 

Aesthetics 
Complex designs 
Assembling 
Typos 
Other ___ _ 

2. What is your typical number of respondents 
per survey? 

Less than 200 

201-500 

501-1,000 

1,001-2,000 

2,001-5,000 

5,001-10,000 
10,001-20,000 

Over 20,000 

3. How many surveys do you conduct per 
month? 

§ 1-2 

3-5 

6-10 § 11-25 
26-50 

Over 50 

4. How do you enter your data? 

Key entry minicomputer 
PC with key entry software 
CRT interviewing system 
Other ________ _ 

----------5. How do you prepare your Questionnaires? _ 

§ Word processing -
Computer software product -

Other -

6. Would you consider using the 
SURVEY NETWORK ™ system for your 
operation assuming you can reduce costs 

-----and it solves the problems you marked in -
the first question? -§Yes 

No 
Need more information 

-----Name ____________ __ -Title ___________ _ -Company ____________ _ -Address ___________ _ --Phone ______________________ _ ---
Thank you for your interest and opinions. Please mail this to the address on the other side. ___. --................................................................... _ 

994 • -

Form Number 801 90-5-72 • • SURVEY NETWORK™ ----- --
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~urvey "' 
~Network 

o 'The Desktop Survey System" 

Announcing the marriage of 
scanning technology and 

desktop publishing 
Preparing and tallying market surveys have always been time con­
suming and costly tasks for effective market research. Now, National 
Computer Systems (NCS) unites the flexibility of desktop publishing 
with fast, reliable scanning technology to bring you easier, more 
efficient market surveying. 

With the Survey Network™ system, you create your own scannable 
survey questionnaires using an Apple0 ) Macintoshc2) or IBMC3) PS/2 
series microcomputer and a laser printer-just like we've done on the 
other side of this page. An NCS® optical mark reader rapidly scans 
the forms and transfers the data to a microcomputer for analysis. 
Key entry is virtually eliminated except for open-ended responses 
included on the same questionnaire sheet. Imagine the time and 
money you can save-not to mention the headaches-by using 
automatic scanning instead of key entry. 

Best of all, the desktop publishing capability of the Survey Network 
system helps you design and develop professional looking, scannable 
questionnaires in-house to meet a variety of survey needs. 

All that's required is the desire to make your market research easier 
and faster, and a phone call to the Survey Network team to find out 
more about the Survey Network system. 

Complete the survey on the other side of this page and mail to: 

Survey Network System 
National Computer Systems 
11300 Rupp Drive 
Burnsville, MN 55337 
800-24 7-0604 

I Apple is a registered trademark of Apple Computer Inc. 

2 Macintosh is a trademark of Apple Computer Inc. 

s IBM is a registered trademark of International Business Machines Corp. 

NATIONAL .M 
COMPUTER 
SYSTEMS 

NCS Mark Reflex® MP-80190-321 c , 1988, 1989, National Computer Systems, Inc. All rights reserved. Printed in U.S.A . 
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CASRO data collection 
guidelines 

The Council of American Survey 
Research Organizations(CASRO), 
established in 1975, is the na­

tional trade association for commercial 
survey research firms in the United States. 

CASRO's mission is to provide the en­
vironment and leadership that will pro­
mote the profitable growth of the survey 

research industry in an ethical and pro­
fessional manner. 

As a condition of membership, CASRO 
members subscribe to the Code of Stan­
dards for Survey Research. This code de­
scribes the research company's responsi­
bilities to respondents, to clients, to out­
side contractors and interviewers, and in 
reporting to clients and the public. 

These data collection guidelines were 
produced, as a membership service, by 

the CASRO Survey Research Quality 
Committee, and approved by the CASRO 
Board of Directors in the Fall of 1988. 

Overview 
Quality is an essential element of a 

marketing research project, and includes 
every area from project design through 
reporting of results. A quality research 
project is one that: 

•is objectively designed to address the 
needed areas of information 

•is conducted among the appropriate 
target audience 

•uses appropriate data collection 
technique(s) 

•is accurately and objectively edited, 
coded, and data processed 

•is objectively reported to the client. 
The following guidelines are designed 

to ensure that the data collected in re­
search projects are of the highest quality. 
CASRO members are committed to fol­
lowing these guidelines in their internal 

data collection activities and to requiring 
that they be followed by data collection 
subcontractors. 

Interviewer training 
Training should be conducted under 

the direction of supervisory personnel 
and cover the following: 

1. The research process: how a study is 
developed, implemented, and reported. 

2. The importance of the interviewers 
to this process in their attitude, honesty, 
objectivity, organizational skills, and pro­
fessionalism. 

3. Confidentiality of the respondent 
and client. 

4. Familiarity with market research 
terminology. 

5. The importance of following the ex­
act wording and recording verbatim re­
sponses. 

6. The purpose and use of probing and 
clarifying techniques. 

continued on p. 22 
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CASRO 
continued from p. 21 

7. The reason for and use of classifica­
tion and respondent information ques­
tions . 

8. A review of samples of instructions 
and questionnaires. 

9. The importance of the respondent's 
positive feelings about survey research. 

No person is to work as an interviewer 
unless that person has been trained in the 
general interviewing techniques as out­
lined above. 

Project briefing 
A personal briefing session should be 

held on every study. Every interviewer 
who works on a project should attend 
such a briefing, or be required to view a 
tape of the original briefing. 

Prior to the briefing the supervisor 
should read the supervisor's instructions 
and review the project materials. The 
supervisor is in charge of the study and all 
interviewers who will be working on the 
project should be instructed on the fol­
lowing: 

1. Type of study 

3. Handling of materials/products/ex­
hibits 

4. Interview length 
5. Termination points and qualifiers 

for eligible rttspondents 
6. Reading of interviewer instructions 
7. Reading of questionnaire 
8. Review of skip patterns and rota­

tions 
9. Review of probing and clarifying 

techniques as they apply to questionnaire 
10. Interviewer check of each finished 

questionnaire before the editing process 
(paper questionnaires) 

2. Sampling procedures 11. Explanation of validation policy 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~accordingtoclient'sinstructions 

Do business here ... 
• Specialists in Business Research 

• State-of-the-art focus group facility 

• Monitored telephone interviewing center 

• Technically oriented interviewers/moderators 

11 11131 I business and consumer research services 

Consumer and Professional Research, Inc. 
Westgate Plaza • 3612 W. Lake Ave. • Wilmette, IL 60091 • 312/256-7744 
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12. Where applicable, each interviewer 
should complete a practice interview to 
be returned with the project materials. 

Interviewing 
The data collection agency should 

maintain a sufficient and adequately 
trained interviewing staff. Clients should 
not be misinformed about the number, 
quality, or training of a firm's interview­
ers. 

A properly trained interviewer is one 
who has been instructed in general inter­
viewing techniques, and who has been 
briefed on the particular project. 

Interviewers who work on a project are 
to be employees of the data collection 
agency or an affiliate, or employees of an 
independent contractor. Appropriate 
federal, state, and local taxes, as well as 
FICA and unemployment taxes are to be 
withheld and paid on behalf of all inter-

~~~~~~~~~~~~~~~~~~-~~~~~~~~~~--! viewers. Interviewers are to be mature 
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enough to handle the project to which 
they are assigned. A regularly scheduled 
interviewer should be at least age 17. 

Each interviewer is to follow these 
techniques for good interviewing: 

1. Provide his or her full name, if asked 
by the respondent, as well as a phone 
number for the research firm. 

2. Read each question exactly as writ­
ten. Any problems should be reported to 
the supervisor as soon as possible. 

3. Read the questions in the order indi­
cated on the questionnaire following the 
proper skip sequences. 

4. Clarify any question by the respon­
dent in a neutral way. 

5. Do not mislead respondents as to the 
length of the interview. 

6. Do not reveal the identity of the 
ultimate client unless otherwise instructed 
to do so. 

7. Keep a tally on each terminated 

continued on p. 27 
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Viewers rate Olympic coverage 

Contrary to reports of low ratings and viewer dissatisfaction 
with the television coverage of the 1988 Summer Olympics in 
Seoul, a survey by R.H. Bruskin Associates found viewers were 
generally happy with what they saw. 66% of those interviewed 
felt the Games were as exciting, or even more exciting, than 

1988 Olympic Coverage 

previous Summer Olympics; 80% felt the NBC-TV announcers 
were about the same, or better, than those on past Summer 
Olympic telecasts; and 75 % rated the overall TV coverage the 
same or better than in previous years. In summing up, 22% of 

all adults said the 1988 TV coverage was excellent, 48% felt it 
was good, 19% fair, 6% poor, and 3% very poor (2% had no 

opinion). 
The survey also gathered some information on who watches 

the Olympics. 75 % of all U.S . adults had seen at least some of 
the TV coverage. Viewing levels were greatest among men 
(80% ), the 25-49 year age group (83% ), and the $40,000 plus 
income group (86% ). 

Threat of terror ism haunts travelers 

By a margin of two to one, Americans are more concerned 
about the dangers of terrori sm than other safety ri sks when 
considering travel abroad, according to a recent survey on 
attitudes and preferences regarding travel and tourism con­
ducted by Opinion Research Corp. Two thirds of those who cite 
safety as a key consideration in their vacation plans are specifi­
cally concerned with terrorism. Only about half as many men­
tion either crime, disease, health care, or transportation safety 
as being of particular concern. 

Surprisingly, people expressing a strong interest in visiting 
the often violence-tom Middle East are as likely as the general 
public to place a high priority on safety, but are much less likely 
to point to terrori sm as the safety concern most important to 
them. They tend to place greater emphasis on local diseases and 
the quality of health care than does the general public. 

Other key findings of the study include: one American in five 

(19%) says he or she is likely to travel abroad in the next year. 

continued on p.38 
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Product names 
continued from p. 14 

to suggest a test design or comment on a 
muddy result. But over the years, we have 
observed what seems to be the root of the 
name testing problem and an innovative 
test method which seems to avoid it. 

N arne function tests aren't really about 
names. The marketers couldn't care less 
whether their new shampoo is called 
Sweet 'n Sassy or Salamander Sweat. All 
they care about is the effect of the name 
on the consumer's expectations of the 
product. 

The difficulty with most name tests is 
that any consumer whose IQ exceeds 
their waist size realizes that the inter­
viewer or moderator is asking about 
names. As names are words rather than 
shampoos, the consumer tells the inter­
viewer or moderator whatever that par­
ticular word means or suggests, includ­
ing (in one focus group tape we saw) that 
"It reminds me of my grandmother curs­
ing in Polish," and (in another tape) that 
"It has too many n 's. Wouldn 't it be better 
to use a lot of different letters?" 

The problem is rarely so humorous or 
obvious, but it affects most name studies, 
although this is somewhat reduced by 

monadic structure. (In a monadic test, the 
consumer sees only one name.) After an 
investment of time and money in name 
testing, the marketers are presented with 
reports that focus on the relative 
characteristics of words rather than how 
a candidate name as an attribute of a 
product would affect expectations of that 
product (and presumably purchase 
intent). 

A small number of packaged goods 
companies employ a technique called 
adjectival analysis to compare consum­
ers' expectations of a product with one 
name versus expectations of the same 
product with another name. Here's how it 
works. 

In mall intercepts (or whatever acqui­
sition technique makes sense for the 
product being researched), appropriate 
consumers are shown what appears to be 
a full-page magazine advertisement for 
the product. 

Each consumer is shown only one ad 
(the test is monadic), although separate 
ads are prepared for each of the names 
being tested. The ads are realistic but 
simple: a clear photo of the package, a 
simple headline like "A New Shampoo," 
and the product name in large, uncompli­
cated type at the bottom. Only the prod-

uct name on the package and at the bot­
tom of the layout changes from one ad to 
the next. After seeing the ad, the con­
sumer is asked the least directive ques­
tion possible. (The que tion we like best 
is "What do you think?") His or her 
answers are tape recorded. 

Typing off the tapes yields a stack of 
verbatim responses to the product with 
the name Sweet 'n Sassy and a second 
stack of responses to the product with the 
name Salamander Sweat. Obviously you 
can evaluate as many names in such a 
study as your budget and patience permit. 

An analyst goes through each stack of 
responses, crossing out all words that are 
not adjectives, leaving one list of adjec­
tives used in response to the product 
when named Sweet 'n Sassy and a second 
list of adjectives used in response to the 
product when named Salamander Sweat. 

On examining the two lists of adjec­
tives, the analyst will observe that the 
majority are the same in both lists, re­
flecting reactions to common elements 
(like package design) in the ads and to the 
generic idea of shampoo. Deleting those 
adjectives largely common to both lists 
leaves clusters of adjectives on each list 
that elucidate the differences in consum­
ers' expectations of the same product 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ w~h another name. And that is usually 
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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 
wCONSUMER 

220 South Spruce Street, Suite 100, ··~ 
South San Francisco,,.CA 94080 (415) 871-6800 •• RECRUITING 
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what the marketers want to know. 
In the English language, qualities of 

objects or experiences are largely com­
municated in adjectives, such as hot, rich, 
exciting, or gentle. By stripping away 
other semantic elements of language 
(verbs, nouns, and so forth), you reveal 
what you really want to know: Which 
candidate name creates product expecta­
tions that most closely match the market­
ers' goals, without the obfuscating fog of 
respondents' varying abilities to express 
ideas in complex semantic constructions 
and analysts' varying abilities to compre­
hend those constructions? 

Most importantly, adjectival analysis 
deals with consumers' expectations of 
products rather than their ideas about the 
words we propose as candidate names. 
It's simple to put together, reasonable in 
cost, and produces a report which is 
understandable and defensible. 

We at NameLab are linguists, not 
market researchers. While we did invent 
the linguistic structure of adjectival analy­
sis, much of the practical organization of 
the method described here stems from 
trial-and-error refinement of our idea by 
researchers at a few packaged goods 
companies over the years . MRR 
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Rebecca Wilson Armstrong has 
joined DeNicola Research, Inc., 
Greenwich, CT as vice president. Previ­
ously she was a senior project director 
with Market Simulations, Inc. and 
Y ankelovich Clancy Shulman. 

John R. King has been promoted to 
president of Nordhaus Research, Inc., 
Southfield, MI. Robert L. Van Dam, 
founder and former president ofNordhaus 
Research, has assumed the position of 
Chairman. 

Kara J. Marx and Carolyn J. Ruble 
have joined Concepts in Marketing Re­
search (CIMR), St. Paul , MN as qualita­
tive research consultants. Previously Marx 
was assistant to the direct marketing 
manager for Pi per, J affray & Hopwood's 
advertising department. Ruble was field 
coordinator and qualitative resource per­
son with Custom Research, Inc. 

Project Research, Inc. , Minneapolis, 
MN has hired Phil Postal as data proc­
essing project director. Previously he was 
with Custom Research, Inc. Renee Kost­
ner was also hired as senior project direc­
tor. Previously she was with Readex, Inc. 

Wendy Higgins Hayes has been pro­
moted to group research supervisor at 
Geer, DuBois Advertising, New York, 
NY. 

With the acquisition of new interview­
ing facilities, Quality Controlled Serv­
ices makes the following personnel an­
nouncements: Linda Goodall is mall 
supervisor at the River Valley Mall, 
Lancaster, OH; Ginny Hersch is branch 
manager at the Springfield Mall, Spring­
field, VA; and Pat Weaver is mall super­
visor at the new mall interviewing opera­
tion in San Bernardino. 

March, 1989 

Paul J. Donato has joined Simmons 
Market Research Bureau, Inc. as vice 
president of technical operations for the 
media studies division. Previously he was 
an independent statistical and marketing 
consultant. 

Fleischman Field Research Inc., San 
Francisco, names Linda Lemon vice 
president and manager of its new Walnut 
Creek, CA office. In addition, Lisa Chia­
petta, Lisa Leftault, and Linda Leeb 
have been named project managers, San 
Francisco. 

Here's What's New at 

TAyloR RESEARCh 

• 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 
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Each Foc u~ Group Suite contain~ over 600 ~qu a re fee t. Ji\·ided evenl y between Conk rcnce. Viewing. 
and Client Offi ce. 

TAyloR REsEARclt 
l990 Old TowN AvE, Sn 201A 
SAN DiEGo, CALifoRNiA 92110 

Phone: 1-800-262-4426 In Californi a: 1-61 9-299-6368 
Facs imilie: 1-619-299-6370 
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WHERE DO 
RESPONDENTS 

LIVE? 

MOST RESPONDENTS TO 
MARKETING RESEARCH 
SURVEYS, IN ANY CITY OR 
MARKET, LIVE IN FEW ZIP 
CODES. 

Interviews conducted in few zips are 
seen in all types of interviews, e.g. 
door-to-door, mall, focus group, local 
market telephone, and recruits for 

quantitative studies. 

Market -by-market reports will soon 
be available. The data is from the 
700,000 interview REPEAT 
RESPONDENT MATCHING 
PROGRAM data base. Data detail 
goes down to zip code by type of 
interview. 

Quaiified clients receive reports free, 
for others the cost is $7 5.00 per market. 
The market schedule follows: 

REPORTS BY MARKETS 
(cost $75 .00 Each) 

Market 
CHICAGO 
NEW YORK 
LOS ANGELES 
ARIZONA 
SAN FRANCISCO 
PHILADELPHIA 

Available 
February, 89 
March, 89 
April, 89 
May, 89 
June, 89 
July, 89 

For ordering, call/write: 

John Elrod 

Sigma Research Co. 
1275 15th Street 
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Ft. Lee, NJ 07024 
Voice (201) 886-0550 

FAX (201) 886-1413 
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StatPac 
continued from p. 13 

open-ended questions into the program 

and then interfaced with a word proces­

sor for answers to questions like "If you 

saw crawfish on a menu, what is the first 

thing that would come to your mind?" 

The answers were then transported back 

into StatPac to complete the statistical 

analysis. 
"The results of that survey were used 

by our company to write a marketing plan 

for the Louisiana crawfish industry," says 

Verne Kennedy 

Kennedy. "It was a sophisticated study 

that required a sophisticated program." 

MRI now operates three StatPac pro­

grams to handle an average of three market 

surveys each week. "We have additional 

programs, but it is considered a staple in 

our office. Everyone must know how to 

use it. In just two to three days, we can 

train a new employee to operate at least 

the basic package. We simply could not 

be doing the business we're doing with­

out a program like this in place." 

Kennedy played an important role in 

refining the StatPac program. "We ex­

pressed some specific needs we wanted 

to see incorporated in the package. And 

they were real receptive to our sugges­

tions. I like that kind of responsiveness, 
because we both end up with a better 

product." 

Advanced program 
The result of their open communica­

tion was an advanced program called 

StatPac Gold, to which Kennedy added a 

feature to suit his company's needs. "I 

simply added a supplemental package 

that produces high-impact, three-dimen­

sional graphics, because when my clients 

pay for a market survey, they expect very 

sharp reports." 

Marketing Research Institute has come 

a long way from writing its own pro­

grams in the late '70s. The crawfish study 

is just one of many large-scale projects 

the company has undertaken. They have 

completed research in all 50 states and 

one foreign country. 

"Today we can accomplish so much 

more in much less time," Kennedy says. 

"And when crawfish becomes a house­

hold word, you' II know it all started right 

here in Mississippi." MRR 

Coming 
• 
1n 

April 
Advertising Research 

Special Emphasis Issue 

Plus ... 
·Trade Talk 
• Names of Note 
• Product & Service 

Updates 
• And much more 

May Issue 
to include 

1989 Directory of 
Telephone Research 

Facilities 

Quirk's 
MARKETING RESEARCH 

Review 
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CASRO 
continued from p. 22 
interview and the reason for each termi­
nation. 

8. Remain neutral in interviewing. Do 
not indicate agreement or disagreement 
with the respondent. 

9. Speak slowly and distinctly so that 
words will be understood. 

10. Record all replies verbatim, not 
paraphrased. 

11. Avoid unnecessary conversations 
with the respondent. 

12. Probe and clarify for additional 

number (if available), the location of the 
work, the basis for all charges, and (if 
applicable), the number of completed 
interviews. 

3. Invoices should correctly reflect the 
time and charges incurred on the project, 
consistent with the agreement for the 
project. 

Flexibility 
Any of the standards contained herein 

may be changed or modified for a par­
ticular project is all three of these condi­
tions are met: 

1. the change does not go counter to 
what would generally be considered by a 
knowledgeable, experienced independ­
ent research firm as "good research prac­
tice;" 

2. the client is informed of the changes, 
and; 

3. all interested parties agree to the 
change. MRR 

Please direct questions about the 
guidelines or about CASRO in gen­
eral to: Diane K. Bowers, Executive 
Director, CASRO , 516-928-6954. 

wmm~~ on ~I o~n ~d ~~tiom,~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
unless otherwise instructed. Probe and 
clarify in a neutral way. 

13. Write neatly and legibly. 
14. Check all work for thoroughness 

before turning in to the supervisor. 
15. When terminating a respondent, do 

so in a neutral way such as, "Thank you" 
or "Our quota has already been filled in 
this area, but thank you anyway." 

16. Keep all studies, materials, and 
findings confidential. 

17. Do not falsify any interviews or 
answers to any question. 

18. Thank the respondent for partici­
pating in the study. 

Supervision 
All research projects should be prop­

erly supervised. It is the responsibility of 
the data collection agency to: 

1. Properly supervise interviewers. 
2. See that an agreed upon proportion 

of interviewers' telephone calls are 
monitored. 

3. Be available to report daily to the 
project director the status of the project, 
unless otherwise instructed. 

4. Keep all studies, materials, and find­
ings confidential. 

5. Notify concerned parties if the an­
ticipated schedule is not likely to be met. 

6. Attend all interviewer briefings. 
7. Keep current and accurate records 

of the interviewing progress. 
8. Make sure interviewers have all 

materials in time for beginning inter­
viewing. 

9. Edit each questionnaire. 
10. Provide consistent and positive 

feedback to interviewers. 
11. Do not falsify any work. 

Client billing 
1. Invoices should be submitted in a 

timely manner. 
2. Invoices should show the job name 

as used by the client, the client's job 

March, 1989 

A NATIONAL NETWORKOFQUALITATIVE 
AND QUANTITATIVE RESEARCH CENTERS 

FOCUS GROUP 
FACILITIES 

BOSTON URBAN 
Overlooking Boston Harbor 

BOSTON SUBURBAN 
Northshore Shopping Center 

CHICAGO URBAN 
Overlooking Lake Michigan 

FORT LAUDERDALE 
Next to Galleria Mall 

NEW YORK CITY URBAN 
38th St., Madison & Park Avenues 

NEW YORK CITY SUBURBAN 
Wayne, N.J. 

MALL INTERCEPT 
FACILITIES 

BOSTON 
North Shore Shopping Center 

Jordan Marsh, Filene's, Sears 

High Income Mall 

CHICAGO 
Illinois Center 

Largest Midwest 

Urban Mall 

FT. LAUDERDALE 
Coral Ridge Mall 

Fastest Growth Area in Florida 

NORTHERN NEW JERSEY 
Wayne Towne Center 

High Income Mall 

Nieman-Marcus, Fortunoffs, Penney's 

SOUTHERN NEW JERSEY 
Hamilton Mall 

Macy's, Penney's, Sears 

45 Miles From Philadelphia 

ONECALL TO KAREN FORCADE, 

DR. LESLIE HARRIS OR JANE BROWN 

WILL SCHEDULE YOUR PROJECT IN ANY LOCATION 

1·800·227·0666 

Consumer Sciences Inc., B-22 Brookfield Commons 
246 Federal Road, Brookfield, CT 06804 

OVER 10 YEARS OF EXPERIENCE 1978 · 1988 
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Quality Controlled Services has just 
completed the acquisition of interview­
ing facilities at the River Valley Mall in 
Lancaster, OH, and the Springfield Mall 
in Springfield, VA. Additionally, the 
company opened a new mall interview-

ing operation in San Bernardino, CA. 

• 
As of March 15, 1989, Fleischman 

Field Research opens its Walnut Creek, 

«tUALITY WORK 
AT COMPETITIVE 

PRICES 
For all your telephone 
interviewing needs: 
• Consumer 
• Indus tria I 
• Executive 
• Medical 

NOW OFFERING CRT's 

• National and Local coverage 
• Complete CRT Interviewing Services 
• 90 Stations 
• Computerized Least-Cost Routing 
• Off-premise monitoring 
• Conveniently located tn suburban 

Philadelphia 

QUALITY WORK 
AT 

COMPETITIVE 
PRICES 

For your next WATS project: 
Call Tom Ramsburg or Barbara Felderman 

(215)359-1190 • (800)888-1190 • FAX:(215)353-5946 
TMR Inc., 700 Parkway, Broomall, PA 19008 
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CA office at 1655 No. Main St., Walnut 
Creek, CA 94704. Telephone the San 
Francisco office at 415-398-4140 for more 
information. 

• 
Custom Research Inc., has affiliated 

with NOP Market Research, London, to 
market two of CRI' s new product re­
search services, CRITERION and CRI­
TIQUE in the United Kingdom. 

• 
Schofield & Associates, Inc. has an­

nounced the opening of a new marketing 
research company to serve San Antonio 
and South Texas. The company's offices 
are located at 1017 North Main, Suite 
333, San Antonio, TX 78212. 

• 
Little Rock, AR-based Area Market-

ing/Research Associates have adopted a 
new name and moved into new facilities. 
Now known as Sygnis, the company is 
located at Two Financial Centre, Suite 
401, 10825 Financial Pkwy., Little Rock, 
AR 72211. Telephone 800-345-7984, or 
501-661-7000 . 

• 
McCollum/Spielman International, 

Great Neck, NY, and Teenage Research 
Unlimited (TRU), Northbrook, IL, an­
nounce the association of the two compa­
nies. 

Quirk's Marketing ResearchReview 
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Data entry scanning 
program for PC 

DigiData Entry Systems announces a 
new data entry scanning approach for 
market researchers. Using a hand-held 
scanner, the DigiData "Magic 
Wand" Data Entry System reads 
information from printed ques­
tionnaires, converts it to typical 
data entry information and 
prints the information to a com­
puter disk. The system uses a 
hand scanner and spec ially 
developed software to transfer 
information from the printed 
page to the compute~ 

"Using our system, market 
researchers will be able to scan 
a typical questionnaire page in 
under 10 seconds," says John 
Chidester, DigiData managing 
partne~ 

The system requires some special lay­
out of questionnaire forms, but no special 

forms are needed. The layout can be ac­
complished by typesetter, printer, or 
desktop publishing system. In addition, 

respondents don ' t need to use special 
markers to fill out the questionnaires; 

black or blue markers, pens or pencils 
will suffice. 

The scanner can "see" a swath about 
four inches wide and up to four­
teen inches long and picks up 
checked boxes, translating them 
into data according to a defini­
tion file created by the user for 
each project. Multi-page ques­
tionnaires can be handled by the 
system with the program auto­
matically recognizing which 
page is being · scanned from 
marks pre-printed on the ques­
tionnaires. In addition , the sys­
tem can automatically number 
forms or the user can manually 
assign form numbers at the start 
of each form scan. 

The program requires an IBM 
XT, AT, PS2, or compatible with 512K 
RAM and one free slot for the expansion 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ cardwhichdrives ~e scanne~Formore 

for QUALITY telephone interviewing ... 

March, 1989 

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 request. 
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information contact: DigiData Entry 
Systems, 9637 East Gold Dust Ave., 
Scottsdale, AZ 85258. Telephone 602-
391-0552. 

West Coast Field Services 

• Four great Focus Group 
Facilities 

• Professional Recruiting 
• Moderators available 

0 SeoltloOtfice 
Seanle i Tacoma SMSA 

CALL 
(509) 482-5299 
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Polident gives Block "a sense of whether there is 

continued from p. 7 any crossover from the competitive brands 
and you also see how well it does with the 

Block usually uses a bonus pack offer Polident users." 
that gives the consumer extra product for For the mail survey, the top promo­

the regular price. These promotions draw tiona] ideas are made into mock -up boxes 

strong support from retailers, who recog-

nize their popularity with consumers. 
"Again, being in a commodity type 

business, where price is critically impor­

tant," Schrank says, "a promotion which 

has a lot of immediate value-added im­

pact does well. The consumer clearly 

perceives it as a great value. They don't 

have to send away for anything and it's 

something that everyone can use, versus 

another offer that may only be of selec­

tive interest to a certain group. So it's got 

universal appeal." 

Preliminary phase 

This master sheet, along with a cover 

letter and instructions, is mailed to con­

sumers who have indicated in a survey 

that they use denture cleansers (either 

Polident or a competitor) or have re­

turned a card that is randomly included in 

GEf 4"PAJRS 
OF PANTY HOSE .... $lf00 

..... "4f f' Atr 
'" I "il~ ... 

liMtW ; ;. ~·:. · : •• 

For the preliminary, one-on-one phase, 

respondents (typically 50-plus year old 

denture wearers who use one of the major 

denture cleanser brands) are asked their 

brand preference up front and then they 

are shown several (between 15 to 20) 

ideas on concept boards. In addition to 

being asked to rank order them, they are 

asked "If the concept they liked the best 

appeared on a box of Polident, would 

they be interested in buying it?" 

Administering the Pro-Sort test 

that look exactly as they would on store boxes of Polident which Block uses for 

Because the respondents are asked 

beforehand about their brand preference, 

Schrank says, this phase of the research 

We mind 

shelves. They are placed on a master 

sheet, approximately two feet by two 

feet, which has pictures of eight identical 

boxes of Polident on it, each bearing a 

different graphics flag for the promotions 

("free denture bath," "save 50 cents," 

"win a free trip to Hawaii"). Under each 

of the boxes is a two-line description of 

the major elements of that deal or promo­

tion. 

your business !!! 
We work hard so you won't have to . 
We'll do your telephone interviewing, 
tabulating and support work-
fast, accurate and on time, everytime 
WE PROMISE ... 

Call for free brochure On Site Comp~:rcA~isted Research 

entrac TELE-RESEARCH MARKETING SERVICES 
INC. 375 S. Washington Ave., Bergenfield, NJ 07621 (201) 385·8300 
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research purposes. As an incentive to 

return the survey promptly, the respon­

dents are given a chance to win cash 

prizes in a drawing. 

Along with providing demographic 

data, they are asked to name the promo­

tion they find most appealing and tell 

why, listing primary and secondary rea­

sons, doing the same for the promotion 

they found least appealing. All items are 

WANT MORE 
INFORMATION 

FROM 
ADVERTISERS? 

USE THE 
READER 

REPONSE 
CARD 
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ranked based on uniqueness, order of 
appeal, and purchase intent. 

Analysis 
The responses are sent to Oxtoby-Smith 

for analysis, who then supplies Block 
with results. "Oxtoby provides us with a 
rank order of the promotions tested and 
then the groupings of those promotions 
(by score) and how one group might 
differ in purchase behavior versus an­
other," Schrank says. 

"The Pro-Sort methodology is a much 
more discriminating methodology that 
enables us to look at, for example, the top 
five or six ideas and see whether there are 
any meaningful statistical differences 
between these ideas. And that's some­
thing we were never really able to do 
before," Schrank says. 

For example, a promotion may rank 
number two, but this doesn't mean it 
ranks just below number one; there could 
be a great difference between them. Be­

fore Pro-Sort, Schrank says, he couldn't 
be sure if he was getting the cream of the 
crop or if he. was just selecting from a 

group of unsatisfactory concepts. 
"(Pro-Sort) really did start to differen­

tiate whether these were good ideas or 
bad ideas, relative to the control, and it 

"It's one thing to say 'This 
was number one, and this 
was number ten,' but it's a 
lot more effective for us to 
know that number one was 
an acceptable situation and 
that (those promotions) 
from number two on were 
clearly unacceptable." 

Charles Schrank 

provides a more powerful analysis than 
what we've been able to get in past stud­

ies. It not only measures appeal and 
uniqueness but it more effectively coor­

dinates two scores against purchase in-

tent. Between those three values it pro­
vides more linear scaling; it measures the 
distance between the ranks. It's one thing 
to say 'This was number one, and this was 
number ten,' but it's a lot more effective 
for us to know that number one was an 
acceptable situation and that (those pro­
motions) from number two on were clearly 
unacceptable." 

An example of this came from the 

recent research, which showed only one 
of the ideas to be satisfactory. There was 
a great deal of difference in approval 
between the promotion at the top of the 
list and those below it. 

"This research indicated that number 
one was the only promotion that met the 
criteria of being equivalent to the control; 
the other items fell far below it. While 

they may have been numbers two, three, 
and four, they were really unsatisfac­
tory." 

Refining the process 

Armed with information on which pro-

continued on p. 38 

DIFFERENCE Our new room with a view 
Where you conduct your focus 
group interviews does make a 
difference. 

At Rockwood Research the 
difference is: 
• Thousands of fresh respondents 

within a few miles of our offices. 
• An ideal Twin Cities location. 
• An experienced professional staff. 
• And, now, new facilities. 

Our completely remodeled moderating area includes a large focus group room, a 
spacious observation room, private client offices and high-quality recording equipment. 
Ceiling-mounted microphones are connected to large speakers so you never miss a word 
from the respondents. 

Call us when you need focus group interviewing in the Twin Cities. 

Rockwood Research 
1751 West County Road B • St. Paul, MN 55113 • 612-631-1977 
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Metaphor-the leader in data interpretation systems­
and Nielsen Marketing Research-the largest provider 
of marketing data-have joined forces. The goal is to 
help you leverage your sales and marketing information 
investment, enhance your strategic planning, and gain 
a competitive edge. 

Whether you're in marketing, sales, finance or 
product development, youTI be able to directly access the 
latest updates of Nielsen's data bases. 

Metaphor's Data Interpretation System will put the 
latest Nielsen numbers right at your fingertips. And just 
as quickly, you can access information from other external 
and internal sources. Then combine it, rearrange it, look 
at it anyway you want. 

In minutes, youTI be able to spot opportunities­
or problems-that now might take you weeks to uncover. 
So you can make decisions while there's still time to 
make a difference. 

And there will be even more benefits as Metaphor 
and Nielsen jointly develop addi- h 
tional products and services. All to m etap 0 r 
help you gain better insights to . _ 
building the business. 

Write us at 1965 Charleston RDad, Mountain View, 
CA 94043, or call us toll-free at 800-255-5803 today. 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 

Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone 
numbers. Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact 
publisher for rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. 612 I 861-8051. 

ADI Research, Inc. 
8044 Montgomery Rd ., Suite 625 
Cincinnati , OH 45236 
513/984-24 70 
Contact: Michael L. Dean, Ph. D. 
Cincinnati's most modern and 
convenient facilities. 

Alpha Research Associates, Inc. 
P.O. Box 28497, North Station 
Providence, Rl 02908 
401 /521-6660 
Contact: Victor L. Profughi 
FuiiSvcQuai/Quan.Analysis./ 
Consltg&MktRes/Since 1976 

American Public Opinion Survey & 
Market Research Corp. 

1324 South Minnesota Ave. 
Sioux Falls, SO 57105 
605/338-3918 
Contact: Warren R. Johnson 
Established 1960-Full Service 
GrourNational & lnternat'l 

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

The Answer Group 
11161 Kenwood Rd . 
Cincinnati , OH 45242 
513/489-9000 
Contact: Maribeth McGraw 
Consumer, HealthCare, Prof. , 
Focus Groups, One-On-Ones 

Arbor, Inc. 
3401 Market St. 
Philadelphia, PA 19104 
215/387-5300 
Contact:Kathy Hammers/a, Ph.D. 
25 Years Service in Industry. 
Qual/ Quant Ad Hoc Research. 

Bilingual Unlimited Research 
P.O. Box 20923 
San Diego, CA 92120 
619/583-6243 
Contact: Luz Pereira 
Spec. In Hispanic Qual. Rsch. 
National/International 

Brand Consulting Group 
17117 W.Nine Mile Rd./Ste. 1020 
Southfield , Ml48075 
313/559-2100 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 

Burke Marketing Research, Inc. 
800 Broadway 
Cincinnati, OH 45202 
513/852-3789 
Contact: Norman Ussher 
Nat/ Network of Moderators:Hi­
Tech/Finance/Child/0/der Adult 
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Consumer/Industrial Rsch Svce 
600 North Jackson St. 
Media, PA 19063 
215/565-6222 
Contact: James D. Lewis 
Health Care;Agri-Bus;lnd; 
Trad'/; Tele;One-On-One 

Consumer Opinion Services 
12825-1 st Ave. South 
Seattle, WA 98168 
206/241-6050 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones 

Creative Marketing Solutions, Inc. 
P.O. Box 568 
Langhorne, PA 19047 
215/357-3655 
Contact: Larry Schwarz 
Experienced Specialists in 
Qualitative Research Techniques 

Creative Research Associates, Inc. 
500 N. Michigan Ave. 
Chicago, IL 60611 
312/ 346-9160 
Contact: Stephen Turner 
Twenty-Five Years of Leadership 
in Qualitative Research 

The Datafax Company 
2600 Maitland Ctr. Pkwy/Ste. 170 
Maitland, FL 32751 
305/660-8878 
Contact: Nancy McAleer 
Consumers, Physicians, Tourists, 
Executives,Ads, 13 Yrs. Exp. 

The Data Group/IRI 
2260 Butler Pike 
Plymouth Meeting , PA 19462 
215/834-2080 
Contact: Maria Krieger, Ph.D. 
Expertise In Qual. Res. Design, 
Implementation & Analysis 

Datatactics, Inc. 
555 Presidential Blvd. 
Bala Cynwyd, PA 19004 
215/668-1 660 
Contact: Phyllis Rosenberg 
Prof & Cons Segments, incl. 
Doctors. Applied Psych. Meth. 

Decision Research 
33 Hayden Ave. 
Lexington, MA 02173 
617/861 -7350 
Contact: Peg Marrkand 
One-way Mirror Con f. Rm. Sty. 
Obser.Rm.15X17{15-20 viewers) 

DeNicola Research, Inc. 
325 Greenwich Ave. 
Greenwich , CT 06830 
203/629-3323 
Contact: Nino DeNicola 
Consumer, Healthcare, Financial 
Services, Advertising 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St . 
Waltham MA 02154 
617/647-0872 
Contacts: Reva Dolobowsky 
Experts In Idea Generating 
Groups,ln-Depth Interviews 

Doyle Research Associates, Inc. 
919 N. Michigan/Ste. 3208 
Chicago, IL 60611 
312/944-4848 
Contact: Kathleen M. Doyle 
Specialty:Children/T eenagers 
Concept&Product Evaluations 

DTW Marketing Research Group 
395 Pleasant Valley Way 
West Orange, NJ 07052 
201 /325-2888 
Contact: Richard Wetzel 
Healthcare:MD, RN, RPh, Pts,Hosp; 
Full Service Quan/Qual, Facility 

Faber Marketing Research 
222 So. Elm St. 
Greensboro, NC 27401 
800/334-0867/NC-919/378-1181 
Contact: J. Albert Faber 
Industrial/Consumer/Bus-To-Bus 
/New Prod;24 Yrs Exper 

Far West Research, Inc. 
1315 23rd Avenue 
San Francisco, CA 94122 
41 5/564-8923 
Contact: Cliff Levy 
Product/Pkging Advg & Social. 
Concepts / 30 Yrs. Prof. Exp. 

Fedder Research 
1560 N. Sandburg, #3708 
Chicago, IL 60610 
312/ 440-0510 
Contact: Curt Fedder 
Male Moderator/Client Marketing 
Background/Expert Analysis 

Findings International Corp. 
1641 S.W. 87th Avenue 
Miami, FL 33165 
305/ 266-9798 
Contact: Orlando Esquivel 
Bi-Lingual/Cultural Serving Major 
Markets with Ofcs in Puerto Rico. 

First Market Research Corp. 
121 Beach St. 
Boston ,MA 02111 
617/482-9080 
Contact: James R. Heiman 
High Tech,Publishing, 
Bus-To-Bus, Colleges 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
617/482-9080 
Contact: Linda M. Lynch 
Consumer, Retail, Banking, 
Health Care 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
617/482-9080 
Contact: Jack M. Reynolds 
Banking,Health Care,Ad 
Testing, Consumer, Executive 

Fitzpatrick Research Services, Inc. 
102 Foxwood Rd. 
West Nyack, NY 1 0994 
914/353-44 70 
Contact: Linda Fitzpatrick 
Expert Moderator, Strong 
Marketing Background 

Focus Trend Research, Inc. 
220 East63 St. , Ste. 8N 
New York, NY 10021 
212/421-6396 
Contact: Bonny Reiff 
Seniors, New Prod/Concepts, Adv, 
Food, Health, Taped Reports 

Focused Research 
8247 Valley Dr. 
Chagrin Falls , OH 44022 
216/543-9340 
Contact: Susan Ray Stone 
13 Yrs. Exp., Advertising, P.R. 
Consumer, High-Tech. 

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

Greenfield Consulting Group,lnc. 
1560 Broadway 
New York, NY 1 0036 
212/730-1890 
Contact: Andrew Greenfield 
Quai./Quan. Rsch, New Product 
Dev. , Fine Svcs, Toys/Games. 

Gross Marketing Research 
10711 Baile Ave . 
Chatsworth , CA 91311 
818/831 -1905 
Contact: Ronald P. Gross 
24 Yrs Exp!Creative/lnsightful 
Fresh/Practical/Clear Results 

Hispanic Marketing 
Communication Research 

2438 Hopkins Ave. 
Redwood City, CA 94062 
415/361 -8124 
Conact: Or. Filipe Korzenny 
Hisp. Focus Grps In U.S. , Abroad 
Biling.!Bicult. Quai./Quan. Rsch. 

D.S. Howard Assoc., Inc. 
307 No. Michigan Ave. #1214 
Chicago , IL 60601 
312/372-7048 
Contact: Dennis S. Howard, Ph.D. 
Expert Guidance In Design, 
Implementation And Analysis 
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lnfoDirect, Inc. MedProbe Medical Mktg. Rsch Rockwood Research Corp. 
230 South Broad St. 7825 Washington Ave. S.,Ste 745 1751 W. County Rd. B 
Philadelphia, PA 19102 Minneapolis, MN 55435 St. Paul , MN 55113 
215/735-7416 612/941 -7965 612/631-1977 
Contact: Jonathan Brill Contact:Asta Gersovitz, Phrm.D. Contact: Dale Longfellow 
Financial Services, Consumer, MedProbe Provides Full Service High Tech, Executives, Bus.-To-
Healthcare, Geriatric, Hi-Tech Custom Market Research Bus.,Ag,Specifying Engineers 

lntersearch Corporation Menendez International Southeastern Institute of 
132 Welsh Rd. 7951 S.W. 40th St./Ste. 208 

Research, Inc. 
Horsham, PA 19044 Miami, FL33155 
215/657-6400 305/266-0550 2325 West Broad St. 

Contact: RobertS. Cosgrove Contact: Teresa Menendez Richmond , VA 23220 

Medical, Industrial, Business, Hispanic!Gen Market-15 Years 804/358-8981 

Consumer,Bio-Tech,Commun. Qualitative/Quantative Exp. Contact: Rebecca H. Day 
Est. 1964, Full Service 

Kennedy Research Inc. Mercadotecnia Consulting Qualitative and Quantitative 
405A Waters Bldg . Div. of The Creative Group 
Grand Rapids, Ml49503 31800 Northwestern Hwy. Schrader Rsch. & Rating Svce. 
616/458-1461 Farmington Hills, M148018 South River Rd. 
Contact: Mary P. Tonneberger 313/855-7813 Cranbury, NJ 08512 
Cons. & Ind., Telecom. , Health, Contact: Claudia Ruiz-Shipe 609/395-1200 or 800/257-9440 
Office Systems, Chemicals, Drugs Hispanic/Black Interviews, Contact: Jack Paxton 

Grps, Surveys, Panels, Placements Pkg Goods/Retailing/Travel/ 
Langer Associates, Inc. 

Moosbrugger Marketing Research 
Entertainment Reg/Exec. Grps. 

19 W. 44th St. , Ste. 1601 
New York, NY 10036 901 W. Hillgrove Ave. SMS Research & Marketing 
212/391-0350 LaGrange , IL 60525 

Services, Inc. 
Contact: Judith Langer 312/354-5090 
Spec. In Qual. Rsch. On Contact: Mary C. Moosbrugger 1042 Fort Street Maii/Ste. 200 

Mktg. & Lifestyle Issues Expertise in Healthcare, Food, Honolulu , H196813 
Agriculture,Banking 808/537-3356 

LaScola Qualitative Research Contact: Sheila M. Sanders 

3701 Connecticut Ave .,N.W. 
Murray Hill Center Since 1960, Full Service, Bus., 
205 Lexington Ave. Tourists, Intercept, One-On-One. Washington D.C. 20008 New York, NY 10016 

202/363-9367 212/889-4777 
Contact: Linda J. LaScola Contact: Susan Mender James Spanier Associates 
Public Affairs,Healthcare, 3 Rm Full Svce Facility;Effic- 120 East 75th St. 
Telecommunications, Financial ient, Beautiful, Competitive Price New York, NY 10021 

212/472-3766 
Marketeam Associates New South Research Contact: Julie Horner 
555 No. New Ballas Rd. 700 South 28th St./Ste. 1 06 Focus Groups And One-On-Ones 
St. Louis, M063141 Birmingham, AL 35223 In Broad Range Of Categories 
Contact: Richard Homans 205/322-9988 
Financial Se!vices, Health Care, Contact: Louis Wilhite 

Strategic Marketing Resources 
Consumer, Pkgd Goods,Agric Healthcare, Financial, Media 

Focus Groups, Mystery Shops 12 Maymont Court 

Market Research Institute Baltimore, MD 21093 

7315 Frontage Rd ./Ste. 200 PlayLab Research, Division of 301 /252-5757 
The Creative Group, Inc. Contact: William L. Hammer Merriam, KS 66204 31800 Northwestern Hwy. New Product, Consumer & lndust-913/236-6060 Farmington Hills, Ml48018 rial/Commercial, Executive Contact: Trish Benskin 313/855-7812 

Grtr Kansas City;Fu/1 Svce; Contact: Dana Blackwell 
Strategic Marketing Services Exp:Cons/Fin/ lnd!Health Care Children, Youths, Teenagers 

Students, Parents & Teachers P.O. Box505 
Market Views Research, Inc. Portland, ME 04112 
1215 HightowerTrail , D-1 50 Research Arts, Inc. 207/774-6738 
Dunwoody, GA 30350 1300 lroquois/Ste. 100 Contact: Robert W. Cuzner 
404/992-1289 Naperville, IL 60540 20 Yrs Broad Based Exper. 
Contact: Dan Brown 312/420-2064 Nationwide. Full Service 
Advertising, Decision Makers Contact: Francesca Jaskowiak 
Marketing Quality Circles Qualitative Firm,5 Moderators 

Taylor Research on Staff. Own Facility 

Martin Research Inc. 
3990 Old Town Ave. , #201 A 

P.O. Box 8595 Research Incorporated San Diego, CA 92110 

Roanoke , VA 24014 521 Plymouth Road/Ste. 115 619/299-6368 

703/342-1970 
Plymouth Meeting, PA 19462 Contact: Beth /las 
800/828-3228 30 Yrs Exp;Cons. & lnd:Commod-Contact: Frank Martin, Ill Contact: Harley Mitchell 

Focus group facilities in Norfolk, Cons;Bus-To-Bus;lnd;New Prod/ 
ious Faclties!Attn To Security 

Roanoke, Winston-Salem Svces;Concepts!Pkg Des. Tests 

STATE CROSS INDEX OF MODERATORS 
Refer to Above Listings For Address, Phone Number and Contact 

Alabama 
New South Research 

California 
Analysis Research Ltd. 
Bilingual Unlimited Research 
Far West Research , inc. 
Gross Marketing Research 
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Hispanic Marketing 
Taylor Research 
Trotta Associates 
Wade West, Inc. 

Connecticut 
DeNicola Research , Inc. 
Youth Research/CSi 

Washington D.C. 
LaScola Qualitative Research 
Martin Research Inc. 

Florida 
The Datafax Company 
Findings International Corp. 

Thorne Creative Research Services 
1 0 Columbia Place 
Mt. Vernon , NY 10552 
914/699-7199 
Contact: Gina Thorne 
Ideation, Teens, New Product, Ad 
Concepts, Package Goods 

TrendFacts Research,Division 
of The Creative Group, Inc. 

31800 Northwestern Hwy. 
Farmington Hills, Ml48018 
31 3/855-781 0 
Contact: Dr. Jim Leiman 
Hi-Tech, lndustrail, Financial 
Health Care, Consumer, Retail 

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

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 

Wade West, Inc. 
5430 Van Nuys Blvd ./#1 02 
Van Nuys, CA 91401 
213/872-1717 
Contact:Louise Kroot-Haukka 
Consumer/Pkg Gds/ Advertising 
Heavy Exp In Fast Food 

The Winters Group, Inc. 
14 Franklin St. 
Rochester, NY 14604 
71 6/546-7 480 
Contact: Susan Morrison-Vega 
Info That Works. Svces Inc/ 
Pri!Sec Rsch, Cnsltg, TeleMktg 

Wolf/ Altshui/Callahan,lnc. 
171 Madison Ave. 
New York, NY 10016 
212/725-8840 
Contact: Ed Wolf 
All Consumer/Business-To-
Business Qualitative Needs 

Youth Research/CSi 
Brookfield Commons B-22 
246 Federal Rd. 
Brookfield, CT 06804 
203/797-0666 
Contact:Karen Forcade 
Consultants lnMktg T oChildren 
Fui/SvcQualitative/Quantitative 

Menendez International 

Georgia 
Market Views Research, Inc. 

Hawaii 
SMS Research & Marketing Svce 
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Illinois First Market Rsch(J. Heiman) New York Arbor, Inc. 
First Market Rsch(L. Lynch) Consumer/Industrial Rsch Svce 

Creative Research Associates First Market Rsch(J . Reynolds) Fitzpatrick Research Creative Marketing Solutions 
Doyle Research Associates Services,lnc. The Data Group 
Fedder Research 

Michigan 
Focus Trend Research , Inc. Datatactics, Inc. 

D.S. Fraley & Associates Greenfield Consulting Group, Inc. lnfoDirect, Inc. 
D.S. Howard Assoc., Inc. Brand Consulting Group Langer Associates , Inc. lntersearch Corporation 
Moosbrugger Marketing Rsch. Kennedy Research Inc. Murray Hill Center Research Incorporated 
Research Arts, Inc. Mercadotecnia Consulting James Spanier Associates 

PlayLab Research Thorne Creative Research Svcs 
Rhode Island Kansas TrendFacts Research The Winters Group 

Wolf.Aitshui/Callahan , Inc. Alpha Research Associates , Inc. 
Market Research Institute 

Minnesota 
Maine MedProbe Medical Mktg. Rsch North Carolina South Dakota 

Rockwood Research Corp. Faber Marketing Research American Public Opinion Survey 
Strategic Marketing Services Martin Research Inc. & Market Research Corp 

Maryland Missouri Ohio 
Marketeam Associates Virginia 

Strategic Marketing Resources ADI Research, Inc. 
Martin Research Inc. The Answer Group 

New Jersey Burke Marketing Research, Inc. Southeastern lnst. of Rsch . 
Massachusetts DTW Marketing Research Group Focused Research 
Decision Research Schrader Rsch & Rating Svce Washington 
Dolobowsky Qual. Svcs., Inc. Total Research Corporation Pennsylvania Consumer Opinion Services 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to Above Listings For Address, Phone Number and Contact 

ADVERTISING BLACK COMMUNICATIONS EXECUTIVES 
Analysis Research Ltd. Mercadotecnia Consulting RESEARCH Decision Research 
Bilingual Unlimited Research 

D.S. Fraley & Associates 
Dolobowsky Qual. Svcs., Inc. 

Brand Consulting Group BUSINESS-TO- Fedder Research 
The Datafax Company 

PlayLab Research First Market Rsch (J. Heiman) 
BUSINESS Research Incorporated First Market Rsch(J. Reynolds) DeNicola Research, Inc. James Spanier Associates 

Dolobowsky Qual. Svcs., Inc. Consumer Opinion Services Youth Research/CSi 
Kennedy Research Inc. 
Market Views Research, Inc. Doyle Research Associates Faber Marketing Research 
Research Incorporated 

D.S. Fraley & Associates Fedder Research COMPUTERS/MIS 
First Market Rsch(J. Reynolds) First Market Rsch(J.Heiman) 

First Market Rsch(J . Heiman) FINANCIAL Focus Trend Research, Inc. D.S. Howard Assoc ., Inc. 
D.S. Howard Assoc., Inc. SERVICES Market Views Research, Inc. lntersearch Corporation 
Research Incorporated 

Menendez International Kennedy Research Inc. 
Total Research Corporation ADI Research , Inc. 

Mercadotecnia Consulting Market Views Research , Inc. Burke Marketing Research , Inc. 
Research Arts , Inc. Moosbrugger Marketing Rsch . 

CONSUMERS Consumer/ Industrial Rsch Svce 
Research Incorporated Research Incorporated The Datafax Company 
Rockwood Research Corp. Rockwood Research Corp. Consumer/Industrial Rsch Svce Datatactics, Inc. 
Schrader Rsch & Rating Svce Southeastern Institute of Consumer Opinion Services Decision Research 
James Spanier Associates Research , Inc. DeNicola Research, Inc. Dolobowsky Qual. Svcs ., Inc. 
Thorne Creative Research Svcs Strategic Marketing Services Doyle Research Associates Fedder Research 
Total Research Corporation TrendFacts Research Faber Marketing Research First Market Rsch(L. Lynch) 

Total Research Corporation First Market Rsch(L. Lynch) First Market Rsch(J. Reynolds) 
AGRICULTURE Trotta Associates First Market Rsch(J . Reynolds) Greenfield Consulting Group,lnc. 

Consumer/ Industrial Rsch Svce D.S. Howard Assoc., Inc. LaScola Qualitative Research 
Moosbrugger Marketing Rsch. CANDIES Kennedy Research Inc. lnfoDirect, Inc. 
Rockwood Research Corp. D.S. Fraley & Associates 

Langer Associates, Inc. Marketeam Associates 

PlayLab Research 
Mercadotecnia Consulting Moosbrugger Marketing Rsch 

APPAREL Research Incorporated New South Research Research Incorporated 
SMS Research & Marketing Svce The Research Center Brand Consulting Group Youth Research/CSi 

PlayLab Research Southeastern Institute of Research Incorporated 

CHILDREN 
Research , Inc. Rockwood Research Corp. 

AUTOMOTIVE Taylor Research Schrader Rsch & Rating Svce 
ADI Research, Inc. Thorne Creative Research Svcs James Spanier Associates ADI Research, Inc. Burke Marketing Research, Inc. Trotta Associates Total Research Corporation Schrader Rsch & Rating Svce 

TrendFacts Research Doyle Research Associates TrendFacts Research 
Fedder Research The Winters Group 

BIO-TECH D.S. Fraley & Associates ENTERTAINMENT 
D.S. Howard Assoc., Inc. 

PlayLab Research D.S. Fraley & Associates FOOD PRODUCTS 
MedProbe Medical Mktg. Rsch 

Research Incorporated Langer Associates, Inc. 
American Public Opinion Survey Youth Research/CSi Research Incorporated The Winters Group 

Total Research Corporation & Market Research Corp 
Doyle Research Associates 

36 Quirk's Marketing ResearchReview 



D.S. Fraley & Associates IDEA GENERATION PACKAGED GOODS SOFT DRINKS, 
lnfoDirect, Inc. 

ADI Research, Inc. The Answer Group BEER, WINE Mercadotecnia Consulting 
Analysis Research Ltd. Doyle Research Associates 

Moosbrugger Marketing Rsch. American Public Opinion Survey 
PlayLab Research 

Brand Consulting Group D.S. Fraley & Associates 
& Market Research Corp 

Research Incorporated 
Dolobowsky Qual. Svcs., Inc. Langer Associates, Inc. Mercadotecnia Consulting 

Schrader Rsch & Rating Svce 
Fedder Research Mercadotecnia Consulting Thorne Creative Research Svcs 

James Spanier Associates 
First Market Rsch(J. Reynolds) PlayLab Research 

Thorne Creative Research Svcs 
D.S. Fraley & Associates Research Arts , Inc. 

TEACHERS 
Youth Research/CSi 

PlayLab Research The Research Center 
Research Incorporated Research Incorporated D.S. Fraley & Associates 

GERIATRIC 
Thorne Creative Research Svcs 

Schrader Rsch & Rating Svce PlayLab Research 
Youth Research/CSi 

Thorne Creative Research Svcs Research Incorporated 
Burke Marketing Research , Inc. 

Total Research Corporation Focus Trend Research, Inc. INDUSTRIAL Trotta Associates 1El..ECCJvM.tCAlDS Research Incorporated 
Consumer/Industrial Rsch Svce Youth Research/CSi Creative Marketing Solutions 

HEALTH & BEAUTY 
First Market Rsch(J. Heiman) Datatactics, Inc. 
D.S. Howard Assoc., Inc. PARENTS First Market Rsch(J . Heiman) 

PRODUCTS lntersearch Corporation 
Doyle Research Associates D.S. Howard Assoc. , Inc. 

Kennedy Research Inc. 
American Public Opinion Survey 

Research Incorporated D.S. Fraley & Associates Kennedy Research Inc. 
& Market Research Corp 

Taylor Research PlayLab Research LaScola Qualitative Research 
The Answer Group 

TrendFacts Research Research Incorporated Research Incorporated 
Langer Associates, Inc. Youth Research/CSi Total Research Corporation 
Mercadotecnia Consulting 

INTERNATIONAL TrendFacts Research 
PlayLab Research PET PRODUCTS 
Research Incorporated Research Incorporated 

Research Incorporated TELECONFERENCING Schrader Rsch & Rating Svce 
Thorne Creative Research Svcs MALES Rockwood Research Corp. Rockwood Research Corp. 

Thorne Creative Research Svcs 
Fedder Research 

TEENAGERS HEALTH CARE 
PHARMACEUTICALS 

ADI Research , Inc. MEDICAL ADI Research, Inc. 
Arbor, Inc. 

PROFESSION 
The Answer Group Doyle Research Associates 

Creative Marketing Solutions Arbor, Inc. D.S. Fraley & Associates 
The Datafax Company ADI Research, Inc. Consumer/Industrial Rsch Svce PlayLab Research 
DeNicola Research , Inc. Creative Marketing Solutions Creative Marketing Solutions Research Incorporated 
Dolobowsky Qual. Svces., Inc. DTW Marketing Research Group Datatactics, Inc. Thorne Creative Research Svcs 
DTW Marketing Research Group D.S. Howard Assoc. Inc. DTW Marketing Research Group Youth Research/CSi 
Fedder Research lntersearch Corporation D.S. Howard Assoc., Inc. 
First Market Rsch(L. Lynch) Marketeam Associates MedProbe Medical Mktg. Rsch TOYS/GAMES First Market Rsch(J. Reynolds) MedProbe Medical Mktg . Rsch Research Incorporated 
Greenfield Consulting Group, Inc. James Spanier Associates D.S. Fraley & Associates 

D.S.Howard Assoc. , Inc. MILITARY Total Research Corporation Greenfield Consulting Group, Inc. 
lnfoDirect, Inc. American Public Opinion Survey The Winters Group PlayLab Research 
Kennedy Research Inc. & Market Research Corp Research Incorporated 
LaScola Qualitative Research Mercadotecnia Consulting POLITICAL Youth Research/CSi 
Marketeam Associates 
MedProbe Medical Mktg . Rsch NEW PRODUCT RESEARCH TRANSPORTATION 
Moosbrugger Marketing Rsch . 

DEVELOPMENT 
American Public Opinion Survey SERVICES New South Research & Market Research Corp 

Research Incorporated Brand Consulting Group LaScola Qualitative Research Total Research Corporation 
Southeastern Institute of Creative Marketing Solutions Mercadotecnia Consulting TrendFacts Research 

Research, Inc. Decision Research New South Research 
Strategic Marketing Services Dolobowsky Qual. Svcs., Inc. Total Research Corporation TRAVEL 
TrendFacts Research D.S. Fraley & Associates TrendFacts Research Research Incorporated 
The Winters Group Faber Marketing Research 

Schrader Rsch & Rating Svce 
First Market Rsch(J. Heiman) 

PUBLISHING Total Research Corporation 
Focus Trend Research , Inc. 

HISPANIC Greenfield Consulting Group, Inc. First Market Rsch(J. Heiman) 
YOUTH Analysis Research Ltd. D.S. Howard Assoc. , Inc. Langer Associates, Inc. 

Bilingual Unlimited Research Langer Associates , Inc. Research Incorporated Doyle Research Associates 
Findings International Corp. Menendez International Thorne Creative Research Svcs D.S. Fraley & Associates 
Hispanic Marketing The Research Center PlayLab Research 

Communication Research Research Incorporated RETAIL Research Incorporated 
Menendez International Schrader Rsch & Rating Svce 

Brand Consulting Group Strategic Research Corp. 
James Spanier Associates 

HI-TECH Strategic Marketing. Svces First Market Rsch(L. Lynch) 

Total Research Corporation First Market Rsch(J . Reynolds) 
Burke Marketing Research , Inc. Youth Research/CSi Langer Associates , Inc. 
TrendFacts Research Research Incorporated 

March, 1989 37 



Polident 
continued from p. 31 

motions work and which don't, Schrank 
says, Block can use time and money more 
efficiently, by refining the process of cre­
ating and implementing promotions. "As 
time goes on we're going to definitely use 
this not only to evaluate ideas after they've 
been developed but as a key criterion in 
the development of new ideas." 

For example, in the coming year 
Schrank says, Block plans to share the 
research data with its promotion houses, 

letting them know which ideas work and 
which don't. "We'll go to them and say 
'You can distill out of this which pro­
grams continue to come up toward the 
top, and based on that, those are the types 
of programs that we'd like you to come 
back to us with, and here are the ones that 
have typically tested (poorly), so don't 
bring those back,' " he says. 

In addition to assessing which promo­
tions have the best chance of working, it 
also lets the company justify expendi­
tures. The programs typically cost be­
tween $75,000 and $500,000, and if an 

--------------------------------------------------------------~ 
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inexpensive promotion scored as well as 
an expensive one, Schrank can go with 
the less expensive choice and save money. 
Also, if an expensive campaign tests well, 
he can justify the expenditure to man­
agement, knowing that the test results in­
dicate the program will get a good re­
sponse and is worth the money. 

"I can select what we hope are mean­
ingful ideas that are less expensive to 
execute then our best promotion and be 
reasonably assured that their impact in 
the marketplace will be as good as that 

control promotion." MRR 

Travelers 
continued from p. 22 

Australia ranks with Canada, the Carib­
bean, and Continental Europe as the tour­
ist destinations that Americans overall 

would most like to visit, but the Carib­
bean and Continental Europe rank as the 

top tourist destinations among people who 
are likely to travel in the next year. Fewer 

than three Americans in ten attach strong 
importance to such factors as the availa­
bility of shopping, opportunities for family 
activities, the number of tourists visiting 

the location or the presence of gambling 
casinos when selecting a vacation desti­

nation. 
Americans likely to travel abroad ap­

pear to be a hardier, more free-spending 

group than those unlikely to go overseas. 
Likely travelers are less concerned with 
whether English is spoken in a potential 

destination, with the cost of airfares, or 

with safety risks. 
Both Australia and the Caribbean ap­

pear to be destinations with a particularly 
strong appeal to younger Americans. 
People between 18 and 35 years of age 
are much more likely than older Ameri­

cans to find Australia a particularly inter­

esting place to visit. People with teen-age 
children are another group that finds the 
island continent an especially appealing 
travel destination. Interest in traveling to 
the Caribbean is determined even more 

decisively by age. The youngest group of 
potential travelers, those aged 18-24, is 
most strongly attracted to vacationing in 

the Caribbean. 
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AccuQuest Corp. 
11911 Brighton 
Stafford, TX 77477 
713/879-9240 
Section ill 

The Accutab Company 
125 Marsellus 
Garfield, NJ 07026 
201-546-7100 
Section I 

Acquadata Entry Services Inc. 
3040 E. Tremont Avenue 
Bronx, NY 10461 
2121824-8887 
Section I,m 

Adapt, Inc. 
6133 Blue Circle Dr., Ste. 100 
Chanhassen, MN 55343 
6121939-0538 
Section I 

Analytical Computer Service, Inc. 
640 No. LaSalle Dr. 
Chicago, ll.. 60610 
3121751-2915 
Branch: 

• 8687 E. Via de Ventura 
Scottsdale, AZ 85258 
6021483-2700 

• 2001 S. Barrington Ave. 
Los Angeles, CA 90025 
213/479-3777 

• 434 Sanford Ave. 
Westfield, NJ 07090 
201!232-2723 

Section I, ill, 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 

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

Ashton-Tate/Master Graphics 
1000 Bridgeport Ave 
Shelton, CT 06484 
203/925-5600 
Section ill 
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Company Listing 

Baxter Management Services 
1 Baxter Pkwy., DF3-3E 
Deerfield, ll.. 60015 
800/535-8888 
Section ill 

BMDP Statistical Software, Inc. 
1440 Sepulveda Blvd., #316 
Los Angeles, CA 90025 
213-499-7799 
Section II, ill, IV 

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 
2121575-1568 
Section ill 

Britz Publishing Co. 
1814 Capitol Towers Bldg. 
Jackson, MS 39201 
6011354-8882 
Section IV 

Business Forecast Systems, Inc. 
68 Leonard Street 
Belmont, MA 02178 
617-484-5050 
Section ill 

Business Research & Surveys 
50 Greenwood Avenue 
West Orange, NJ 07052 
2o1n31-78oo 
Section ill 
(See Advertisement on Page 53 ) 

CAO 
3040 Wiulliams Dr., 6th Flr. 
Fairf~. VA 22031 
703/698-4800 
Section ill 

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

Oaritas Corp. 
201 No. Union SL, 2nd Flr. 
Alexandria, VA 22314 
703-683-8300 
Section I, II, ill 

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 

Computer Associates, Inc. 
1 Tech Drive 
Andover, MA 01810-2497 
508/685-1400 
Section IV 

Computers For Marketing 
Corporation 
547 Howard Street 
San Francisco, CA 94105 
415n77-047o 
Branch: 

• 126 Fifth Ave., Ste. 1501 
New York, NY 10011 
2121627-7730 

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

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

Section I, II, III, IV 
(See Advertisement on Page 41 

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

Concurrent Mktg. Sys. 
205 State Road 
Princeton, NJ 08540 
2021363-6226 
Section ill 

Consulting, Hardware & Processing, 
Inc. 
1393 Old Trenton Road 
Trenton, NJ 08690 
f:m/586-8577 
Section I, ill, IV 

Consumer & Professional Re­
search, Inc. 
3612 W. Lake Street 
Wilmette, ll.. 60091 
3121256-77 44 
Section I, II 
(See Advertisement on Page 22) 

Consumer Pulse, Inc. 
725 South Adams 
Birmingham, MI 48011 
8001336-0159 
Branch: 

• White Marsh Mall 
8200 Perry Hall Blvd. 
Baltimore, MD 21236 

• Eastland Mall 
5625 Central A venue 
Charlotte, NC 28212 

• 4301 Ridge Road 
Oeveland, OH 44144 

• Citadel Mall 
750 Citadel Drive East 
Colorado Springs, CO 80909 

• Lakeside Mall 
5801 W. 44th Avenue 
Denver, CO 80212 

• Galleria at South Bay 
1815 Hawthorne Blvd. 
Redondo Beach, CA 90278 

• The Grand A venue Mall 
275 West Wisconsin Ave. 
Milwaukee, Wi53203 

• Plymouth Meeting Mall, #2203 
Plymouth Meeting, PA 19462 

• 8310 C Old Courthhouse Road 
Vienna, VA 22180 

• Forest Fair Mall 
514 Forest Fair Drive 
Cincinnati, OH 45240 

Section I 
(See Advertisement on Page 56 ) 

Coremat, Inc. 
1707 81 st Street 
No. Bergen, NJ 07047 
201/861-2934 
Section I 

CRC Information Systems, Inc. 
435 Hudson Street 
New York, NY 10014 
2121620-5678 
Branch: 

• 70 E.Lake SL 
Chicago, ll.. 60601 
3121443-1120 

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

Sectioni.II.III.IV 

Creative Computer Services 
10804 No. Stemmons Freeway 
Dallas, TX 75220 
2141358-4493 
Section I 

Creative Research Systems 
15 Lone Oak Center-Dept. K 
Petaluma, CA 94952 
7o7n65-1001 
Section I, II, ill 
(See Advertisement on Page 57 ) 

Crunch Software Corp. 
5335 College Ave., Ste. 27 
Oakland, CA 94618 
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MEET YOUR NEW 
''SPEC'' WRITERS 

EZWRITER is a revolutionary software 
development that enables virtually anyone in 

your office, from project managers to 
secretaries, to create market research 
questionnaires. But you can't buy it! 

EZWRITER 's a FREE enhancement when you lease 
" SURVENT," or " PC-SURVENT," CRT interviewing research software 
from Computers for Marketing Corporation. EZWRITER eliminates the 

bottlenecks in your production schedule because ... 

• EZWRITER is powerful , yet anyone with an office PC can use it, and it 
doesn 't require any programming knowledge. 

• EZWRITER 's on-line documentation reduces training time. 

• EZWRITER enables you to develop a library of questions which can 
be accessed for future questionnaires, saving set-up time for you , and 
reducing client expense. 

• EZWRITER automatically checks for completeness , accuracy, and 
logic problems to el iminate problems down the road . 

FREE DISK 
If you're considering CRT interviewing, send for this FREE disk (IBM/MS-DOS 

compatible). It is designed to help you answer questions about the growth and 
direction of your company, requirements needed to achieve your goals, 

as well as a rough estimate of software and hardware costs. 

To obtain your FREE self-administered "Business Planning Guide," 
or to learn more about "SURVENT" or "PC-SURVENT," 

call (415) 777-0470, ext. 323 in San Francisco today! 

Computers for Marketing Corporation 
54 7 Howard Street • San Francisco, California 94105 
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415/420-8660 
Section I, II, ill 

Database Software Corp. 
261 Hamilton Ave/1#420 
Palo Alto, CA 94301-2536 
4151328-0354 
Section ill 

The Datafax Company 
2600 Maitland Ctr. Pkwy., Ste. 170 
Maitland, FL 32751 
800!233-3578 or305/660-8878 
Section I, II 

Data Lab Corp. 
7333 North Oak Parle Ave. 
Niles, IL 60648 
312/647-6678 
Sectioni,II 

Datal ogles 
6085 Route 263 
Solebury, PA 18963 
215n94-7486 or 800~92-0422 
Section I, II, ill 
(See Advertisement on Page 51) 

Datamap, Inc. 
6436 City West Pkwy. 
Eden Prairie, MN 55344 
612/941-0900 
Section ill 

Datan, Inc. 
79 Tamarack Circle 
Skillman, NJ 08558 
609/921-6098 
Saection II 

Datanetics 
114 No. Beatty SL 
Pittsburgh, PA 15206-3002 
412/363-3282 
Section I, II, ill 

Data Probe, Inc. 
770 Broadway 
New York, NY 10003 
212/475-7800 
Section I 

Data Tabulating Service, Inc. 
3323 Chamblee-Dunwoody Rd. 
Chamblee, GA 30341 
404/455-0114 or 800!248-3776 
Section I, II 

Data Tactics, Inc. 
555 Presidential Blvd., Ste. 430 
Bala Cynwyd, PA 19004 
215/668-1660 
Section I, II 

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

Decision Support, Inc. 
4922 Ellsworth Ave. 
Pittsburgh, PA 15213 
412/682-3844 
Section ill 
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Derby Micro-Computer Services, Inc. 
P.O. Box 220566 
Charlotte, NC 28222 
704/536-n2t 
Section ill 

Detail Technologies, Inc. 
29 Emmons Drive, Bldg. A-2 
Princeton, NJ 08540 
609/452-8228 
Section ill 

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

DlglData Entry System 
9637 E. Gold Dust Avenue 
Scottsdale, AZ 85258 
6021391-0552 
Section ill, IV 
(See Advertisement on Page 50) 

DigiSoft Computers 
245 E. 92 Street 
New York, NY 10128 
212/289-0991 
Section II 

Donnelley Marketing Information 
Services 
70 Seaview Ave/P.O. Box 10250 
Stamford, CT 06904 
2031353-7474 
Branch: 

• 1901 So. Meyers Road 
Oakbrook Terrace, IL 60148 
312/495-1211 

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

Sections ill 

Downie-Pine Company 
1607 16th Streetue 
Santa Monica, CA 90404 
213/453-3734 
Branch: 

• 44A Quaker Ridge Road 
Sherman, CT 06784 
2031354-0669 

Section ill, IV 

Dynacomp, Inc. 
178 Phillips Road 
Webster, NY 14580 
7161265-4040 
Section ill 

ECF Systems Development 
31955 lOth Ave. 
Laguna Beach, CA 92677 
714/499-5135 
Section ill 
(See Advertisement on Page 43 ) 

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

Gene Essman & Associates 
P.O. Box 612334 

Littleton, CO 80162 
303/933-0765 
Section ill 

Express Data Center 
205 Lexington A venue 
New York, NY 10016 
212/679-2500 
Section I 

FacFind, Inc. 
2101 E. Rexford Rd., Ste. 123 
Charlotte, NC 28211 
7041365-8474 
Section ill 

Ferox Microsystems, Inc. 
1701 N. Ft. Meyer/Ste 1205 
Arlington, VA 22209 
703/841-0800 
Section ill 

Focus Research Systems 
342 No. Main Street 
W. Hartford, CT 06117 
203/561-1047 
Section ill 

Geographic Data Technology, Inc. 
13 Dartmouth College Highway 
Lyme, NH 03768 
603n95-2183 
Section ill 

GMD Incorporated 
8601 Dunwoody Pl., Ste. 420 
Atlanta, GA 30350 
404/587-0934 
Section IV 

Hodges & Associates 
1403 Pemberton Road 
Richmond, VA 23233 
804n40-7439 
Section ill, IV 

IMSI 
1299 Fourth Street 
San Rafael, CA 94901 
415/454-7101 
Section ill 

Information Resources, Inc. 
200 Fifth Ave. 
Waltham, MA 02154 
617/890-1100 
Section ill, IV 

International Data Corp. 
229 Millwell Dr. 
Maryland Heights, MO 63043 
3t4!29t-n44 
Section I 

R. Isaacs Computing Assoc., Inc. 
320 N. Broadway 
Hicksville, NY 11801 
516/822-1444 
Section I 

KG Tabs 
200 Parle Ave So., Ste 818 
New York, NY 10003 
212/674-2323 
Section I 

KLS,Inc. 
175 Canal St., 2nd Flr. 
Manchester, NH 03101 
603/623-5877 
Section ill 

Leadtrack Services 
595 Colonial Parle Dr., 1#302 
Roswell, GA 30075 
404/587-0412 
Section ill 

Leibowitz Market Research Assoc. 
One Parkway Pl/Ste 110 
Charlotte, NC 28217 
7041357-1961 
Section ill 

LPC, Inc. 
1200 Roosevelt Road 
Glen Ellyn, IL 60137-6098 
312/932-7000 
Section IV 

McCarthy Associates 
5n5 So. Bay Rd. 
Oay, NY 13041 
315/458-9320 
Section I, II 

Mace, Inc. 
2313 Center Ave. 
Madison, WI 53703 
608/241-4566 
Section ill 

Maplnfo Corp. 
200 Broadway 
Troy, NY 12180 
518!274-8673 
Section ill 

M!A/RJC, Inc. 
P.O. Box 650083 
Dallas, TX 75265-0083 
214/506-3400 
Branch: 

• 1025ThomasJeffersonStreetNW 
Washington, D.C. 20007 
202/337-4733 

Section III, IV 

Marltz Marketing Research 
6800 France Avenue South 
Minneapolis, MN 55435 
612/922-0882 
Sections II,ill 
(See Advertisement on Page 9 ) 

Market Action Research 
Software, Inc. 

Bus. Tech. Ctr., Bradley University 
Peoria, IL 61625 
309t6n-3299 
Section II, ill 
(See Advertisement on Page 48 ) 

Marketeam Associates 
P.O. Box 41902 
SL Louis, MO 63141 
314/569-1324 
Section I, II 
(See Advertisement on Page 22 ) 

Marketing Data Research 
8103 104th St., N.W. 
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Tacoma. W A 98498 
20&'588-4149 
Section ill 

Marketing Information Systems, Inc. 
906 University Place 
Evanston, IL 60201 
312/491-3885 or 800/523-5883 
Section ill, IV 

Marketing Metrics, Inc. 
305 Route Seventeen 
Paramus, NJ 07652-2905 
201/599-0790 
Section ill 

Marketing Software, Inc. 
1233 N. Mayfair Rd., Ste. 317 
Wauwatosa, WI 53226 
414n78-3737 
Section I, ll, ill 

Marketing Systems Group 
Scott Plaza ll, Suite 630 
Philadelphia, PA 19113 
215/521 -6747 
Section ill 

Marketools, Inc. 
P.O. Box 1178 
Barrington, IL 60011 
3121381 -8636 
Section I.Ill 

Market Power, Inc. 
101 Providence Mine Rd., Ste. 106A 
Nevada City, CA 95959 
916/432-1200 
Section ill 

Market Probe International, Inc. 
444 Park Avenue South, 6th Rr. 
New York, NY 10016 
212/532-3113 
Section I, IT, ill, IV 
(See Advertisement on Page 58) 

Mar-Rei Analytics, Inc. 
P.O. Box 39506 
Rochester, NY 14604 
7161265-1179 
Section I, ll, ill 

Market Share Modeling, Inc. 
P.O. Box 5076 
Madison, WI 53705 
608/233-6410 
Section ill 

Mastersoft, Inc. 
4621 N. 16th St., Ste. B-210 
Phoenix, AZ 85016 
602/277-0900 
Section ill 

Matrix, Inc. 
3490 US Route 1 
Princeton, NJ 08540 
609/452-0099 
Section I, ll, ill 

Microtab, Inc. 
P.O. Box472 
Newton, NJ 07860 
201/579-1984 
Section I, ill 

March, 1989 

Mitchell Management Systems 
Westborough Office Park 
2000 West Park Drive 
Westborough, MA 01581 
508!366-0800 
Section IV 

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

National Computer Systems 
11300 Rupp Drive 
Burnsville, MN 55337 
612/830-7812 
Branch: 

• Information Services 
2510 No. Dodge St. 
Iowa City, lA 52244 
319!354-9200 

Section L ill 
(See Advertisement on Page 19,20 ) 

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

New Dimensions Data Group 
347 Fifth Ave. 
New York, NY 10016 
212/685-5660 
Section I 

Nordhaus Research, Inc. 
20300 West 12 Mile Road 
Southfield, MI 48076 
313/827-2400 
Branch: 

• 2449 Camelot Ct. 
Grand Rapids, MI 49506 
616/942-9700 

Section I, ll 

Oxicron Systems Corp. 
One Bridge Plaza 
Ft. Lee, NJ 07024 
201!592-0222 
Section ll, ill 

Pass Correspondence Analysis 
2103 Marston Lane 
Flossmoor, IL 60422 
312{798-8993 
Section ill 

E. F. Paynter & Assoc. 
6140 N. College Avenue 
Indianapolis, IN 46220 
317!257-7561 
Section ill 

P.C.I. 
20 Technology Pkwy/Ste 100 
Norcross, GA 30092 
404/242-8222 
Section ill 

Penton Software 
257 Park Ave. So., 12th Rr. 
New York, NY 10010 
800/221-3411 

Section ill 

Perreault & Associates 
2104 North Lakeshore Dr. 
Chapel Hill, NC 27514 
919/929-7921 
Section IV 

Pine Company 
1607 16th Street 

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

Quantlme 
24 East 23rd Street 
New York, NY 10010 
212/420-0954 
Branch: Santa Monica, CA 90404 

213/453-0633 
Branch: 

• 310 Townsend St., #100 
San Francisco, CA 94107 
415/543-3056 

• 4010 Executive Park Dr., Ste. 236 
Cincinnati, OH 45241 
513/563-8800 

Section I, ll 
(See Advertisement on Page 47) 

Processing Consultants In Marketing 
40 Broad Ave. 
Palisades Park, NJ 07650 
201/941-4800 
Section I 

Pros & Cons, Inc. 
6917 Arlington Rd., Ste. 215 
Bethesda, MD 20814 
301/951-8441 

Section I, ll, ill, IV 
(See Advertisement Page 49) 

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

ReData, Inc. 
6917 Arlington Rd. 
Bethesda, MD 20814 
301!951-4484 
Section I, ll 

Section ill Renaissance Research & Consulting 
127 East 59th Street 

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

FocusFMSn~ 

New York, NY 10022 
2121319-1833 
Section ll 

The Sachs Group, Ltd. 
1800 Sherman A venue, Ste. 609 

COMPLETE FOCUS FACILITY MANAGEMENT 

Manage facility scheduling, respondents, re­
cruiting and clients with an easy-to-learn 
PC system. Improve your recruiting capa­
bilities and free up valuable staff time for 
more productive and profitable activities. 

• Select respondents on over 60 demo­
graphic criteria, 40 of which you de­
fine to meet your individual needs. 

• Identify and eliminate 'professional' 
respondents from your groups. End 
the problem of respondents attending 
groups again for the same client. 

• Automatically print group sign-in 
sheets and confirmation letters. 

For more information contact ~~- Focus ]II 
ECF Systems Development FMS 
3195510thAve. ·--··· ·· 
South Laguna, CA 92677 r .. -····•e:::3!!d -e:::3!! 
714-499-5135 
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Evanston, ll.. 60201 617/489-2743 Strawberry Software, Inc. Total Research Corporation 
312/492-7526 Section ill 42 Pleasant Street Princeton Corporate Center 
Section ill Watertown, MA 02172 5 Independence Way 

Dr. Scott Smith 617/923-8800 or 800/4ACROSS Princeton, NJ 08540 
Sales & Marketing Systems 666 TNRB, Brigham Young Univ. Section L IT, ill 609/921-8100 
1950 Old Gallows Rd., Ste.300 Provo, UT 84602 (See Advertisement on Page 55 ) Branch: 
Vienna, VA 22182 801/378-5569 • Sunforest Executive Park 
800/832-0030 Section ill 

STS, Inc. 5130 Eisenhower Blvd. 
Section ill 

1218 Massachusetts Avenue 
Tampa, FL 33634 

Sophisticated Data Research, Inc. 
Cambridge, MA 02138 

Section I, IT 
The Salinon Corporation 2251 Perimeter Dr. 
7424 Greenville Ave., Ste. 115 Atlanta, GA 30341 617/547-6475 

U.S. Statistics 
Dallas, TX 75231 404/451-5100 Section I, II P.O. Box 816 
214/692-9091 Branch: Alexandria, VA 22313 
Section ill • 500No.MichiganAve.,Ste.1920 STSC,Inc. 703/979-9699 

Chicago, ll.. 60611 2115 E. Jefferson Street Section ill, IV 
Sammamish Data Systems, Inc. 312/661-0825 Rockville, MD 20852 
1813 130th Ave. N.E., Ste. 218 Section I, IT, ill 301/984-5000 Viking Software, Inc. 
Bellevue, W A 98005 (See Advertisement on Page 38 ) Section ill 4808 E. 67th St., Ste. 100 
206/867-1485 Tulsa, OK 74136 
Section ill SPAR, Inc. Suburban Associates 918/491-6144 

580 White Plains Road 579 Franklin Turnpike Section ill 
SAS Institute Inc. Tarrytown, NY 10591 Ridgewood, NJ (J7 450 
SAS Circle, Box 8000 914/332-4100 201!652-2223 Vision Base 
Cary, NC 27512-8000 Sections ill,IV Section I,ill 674 Rte. 202-206 North 
919/467-8000 Bridgewater, NJ 088(]7 
Branch: Dwight Spencer & Associates, Inc. Successware, Inc. 201/218-0900 

• 3333 Michelson Dr., Ste. 250 1290 Grandview Avenue 203 Annandale Drive Section ill 
Irvine, CA 92715 Columbus, OH 43212 Cary, NC 27511 714/852-8550 

• 12675 Research Blvd. 
614/488-3123 919/469-0119 Vital Statistics 

Austin, TX 78720 
Section I, II Section ill 430 Gotham Pkwy., P.O. Box 6503 

512!258-5171 Carlstadt, NJ 07(]724 

• 2500 So. Highland Ave. Spring Systems Survey Analysis 201!5(]7-9444 
Lombard, ll.. 60148 P.O. Box 10073 

1016 No. Oemon Street Section I, IT 
Section ill, IV Chicago, ll.. 60610 

Jupiter, FL 33477 
312!275-5273 

407 n 44-0859 Walker Research & Analysis 
Sawtooth Software, Inc. Section ill 

Section I 3939 Priority Way So. Dr. 
P.O. Box 3429 Indianapolis, IN 46240 
Ketchum, ID 83340 SPSS, Inc. 

Survey Sampling, Inc. 317/843-3939 
2o8n26-7772 444 No. Michigan A venue 

One Post Road Section IT 
Branch: Chicago, ll.. 60611 

• 1007 Church SL, Ste. 302 312/329-2400 Fairfield, CT 06430 

Evanston, ll.. 60201 Section II, ill, IV 203/255-4200 Walker DataSource 

312/866-0870 (See Advertisement on Page 5 ) Section IV 3939 Priority Way So. Dr. 

Section ill 
Indianapolis, IN 46280-0432 

(See Advertisement on Page 52) Stars, Inc. SurveyTab 317/843-8620 

4 Duhon CL P.O. Box 369 Section I 

The Scientific Press Farmingdale, NY 11747 Annapolis Jtmction, MD 20701 

5(]7 Seaport Court 516/694-7600 301/498-1299 Walonlck Associates 

Redwood City, CA 94063 Section I Section ill 6500 Nicollet A venue South 

415/366-2577 Minneapolis, MN 55423 

Section ill Statistical Innovations Inc. Systat, Inc. 800/328-4907 
375 Concord Ave. 1800 Shennan A venue Section ill 

Allan D. Shocker Belmont, MA 02178 Evanston, ll.. 60201 (See Advertisement on Page 53 ) 
DJ -1 O,Mackenzie, Un. Wash. 617/489-4490 

312/864-5670 
Seattle, WA 98195 Section II, ill, IV 

Section ill, IV Jan Werner Data Processing 
206/543-4369 1450 Broadway, 21st Flr. 
Section IV Stolzberg Research, Inc. 

Talmey Research, Inc. 
New York, NY 10018 

3 Seabrook Court 2121398-67 44 
Stony Brook, NY 11790 P.O. Box 1070 Section I, II, ill Sigma Research Co. 

Boulder, CO 80306 
1275 15 Street 5161751-4277 

FL Lee, NJ (]7024-1950 Section ill 303/443-5300 World Research Systems 

201/886-0550 
Section II P.O. Box 1009 

Section I, ill, IV SDG Decision Systems Palatine, ll.. 60078 

(See Advertisement on Page 26) 2440 Sand Hill Road TIC/A 312/991-1122 

Menlo Park, CA 94025-6900 500 Fifth Avenue, Ste 11901 Branch: 

4151854-9000 or 8001852-1236 New York, NY 10110 • 5417 Vinewood Dr. 
Significant Statistics Garland, TX 75043 
3336 North Canyon Road Section ill 212/719-2005 

214/613-1>167 
Provo, Utah 84604 Section I, ill, IV Section ill,IV 
801/377-4860 Strategic Locations Planning 

Section ill, IV 4030 Moorpark Ave., Ste. 123 TMS Systems, Inc. XYCAD Group 
San Jose, CA 95117 3000 Tall Oaks Drive 1294 w. 105th 

Smart Software Inc. 408/985-7 400 Blacksburg, VA 20460 Oeveland, OH 44102 
392 Concord A venue Section ill 703/552-5685 800/428-8457 
Belmont, MA 02178 Section II, ill Section ill 
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my subscription. Afterwards I may cancel at any time and be immediately refunded my money 
for all issues not received. 

....:::::::; ,, USE NO. 2 PE"!CIL ONLY 1111¥1 

c=J Payment of $40 enclosed Credit Card: c=J MasterCard c=J Visa 

Charge Card No. Exp. Date Signature (Required for Credit) 

Name: _____________ _______ Title: ______________ _ 

Address/P.O. Box: _______________________________ _ 

City: ____ __________ ___ _____ _ 

Are you a Purchaser of Marketing Research Products/Services? 

Areas of Research Interest (Check All That Apply) 

State: ___ _ 

c=J Yes 

c=J Consumer Non-Durable 

c=J Consumer Durable 

c=J Business-To-Business 

c=J Health Care 

I 
Zip: ____ _ 

c=J No 

c=J Service (Banks, Ins., Etc.) c=J Other (Specify) ____________ _ 

I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I 
-.--------- ==== 

READER SERVICE CARD 

Company: _ _ _____ ~~~~~--------~---------------

Address/P.O. Box: __ ~tJ£-~~~..;=-.----------+--------------

State: ___ _ Zip: ___ _ 

Telephone No.: __________ _ 

Signature: _ _ ________________ Date: ______________ _ 

FREE INFORMATION On Products/Services Advertised In This Issue 
Send me more information on items I have filled in. 

§)§)§)@D@)@DQ£D@D@D§)<E)@)@D@)@D@D@I)@D(ED 
(ED@D@D@)@)QB~(EDGE)@D@D@D@D@DCE:D@D@D@D@D 

• @D@D~~~@)@D@D~G£)~@)§)@D@D@D@D@D@D 
@)@D@I)Q§)~§)@)~@D@D@D@)@D@D@)@D@D@)G!D 

• @D@)@D@D~@)@)§)~GE)@I)@)@)~@DG!D@D@DGE) 
@D@D@D@D@D~@D@D@D@)@D@)@D@D@B~@D@D@) 

For Faster Service Use Peel Off Mailer Label From The Front Cover 

I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I I 



~GRESEARCH 
Review 

P .0. Box 23536 
Minneapolis, Minnesota 55423 

~GRESEARCH 
Rez'ietl' 

P.O. Box 23536 
Minneapolis, Minnesota 55423 

PLACE 

STAMP 

HERE 

PLACE 

STAMP 

HERE 



SECTION I 
Data Processing I 
Tabulation 
COMPUI'ERS FOR MARKETING CORPO­
RATION-Operates two service bureaus(Denver 
and San Francisco) which provide complete data 

processing services on a project basis. Capabilities 

include data entry, cleaning, table production, and 
statistical testing using CFMC's proprietary soft­

ware on the HP 3000. 

CONSUMER & PROFESSIONAL RE­
SEARCH, INC.-Offers a full spectrum of market­

ing 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 interview­

ing 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, W ATS, local telephone prerecruits and ex­
ecutive interviewing in 11 major markets using 

IDM computers. Now with laptops for portable re­

cruiting. 

CREATIVE RESEARCH SERVICES-Estab­

lished in 1982. Offers a complete data processing 
service. Finished tables can be supplied on diskette 

or printed on a laser printer. Data entry is sepa­
rately priced. Clients can also be provided com­
plete instruction file to do further analysis on a 

microcomputer using THE SURVEY SYSTEM, 

our tabulation software. 

DATALOGICS-Complete marketing sciences 

data processing company. Coding, cleaning, data 

entry, and cross tabulation. 

MARKETEAM ASSOCIATES-Full marketing 
research analysis capabilities from tabulation to 

multivariate statistical analysis. 

MARKET PROBE INTERNATIONAL, INC.­

Serving the research industry for more than 20 

years . with a full range of computerized products, 
primarily using ST AMP{Standard Tabulating Mas­

ter Program)-a comprehensive system for process­

ing survey research and other data. 

NATIONAL COMPUI'ER SYSTEMS-Informa­

tioo Services is a full service computer service bu­

reau offering optical mark reading and 'data proc­

essing of large scale surveys, educational tests, Pell 
Grant processing, Guaranteed Student Loan Proc­

essing, etc. 

PINE COMPANY-West's largest market research 
data processing company, with over 20 years expe­

rience-offers data entry, cross tabs, multivariate 

statistics, and a full time coding departmenL Staffed 

by research professionals with a genuine commit-
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ment to service and quality. Support technology. 

VAX multi-user multi-processor system plus pro­

prietary software, DP CUBE. Specialized program 
eliminates the need for 22 column tables, and dis­

plays multiple subsets with one pass of the data. 

QUANTIME-offers full data entry, data tabula­

tion services. Data is cleaned, weighted and tabu­
lated using Quantum, our proprietary data tabula­

tion software. Clients can receive data in hard copy 
or magnetic format. Studies may also be converted 
for use with Quanvert, our proprietary, PC based, 
interactive data analysis package 

SIGMA RESEARCH CO.-CRT data entry, 

"In our business, 
speed and 

accuracy are key. 
Pine Company 

turns our 
projects around 

immediately - in 
the same day 
if neccesary!" 

Catherine Paura, 
President, 

The National 
Research Group 

crosstabulation, verbatim coding. Client may do 
much of job at home or office. 

SOPHISTICATED DATA RESEARCH-Pro­
videssurvey coding, data entry ,crosstabulation serv­
ices, multivariate analysis services and database 
management services. 

STRAWBERRY SOFTWARE, INC. -Since 
1971, New England's largest full-service data 
processing company. Specialists in tabulation and 
anlysis of market research data. Expert assistance 
in the design, coding, data entry, programming and 
processing of all types of research data. All tabu­
lations available in A-Cross format/or with A­
Cross RunTime at no extra cost. 

"You handle our 
projects much 

faster and more 
effectively than we 

can internally. 
We're spoiled." 

Vince Vaaoarelli, 
Manager Market 

Information 
Programs, 

Xerox Corporation 

For over twenty years, Pine Company has 
treated your work as if were our own. 

Because it is. 

1 607 1 6th Street 0 Santa Monica, CA 90404 
(213) 453-0633 0 FAX (213) 453-3969 

31 0 Townsend Street, Suite 1 00 0 San Francisco, CA 941 07 
(415) 543-3056 0 FAX (415) 543-8775 
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DATA ENTRY Mar-Rei Analytics Acquadata Entry Services Marketools, Inc. 

The Accutab Co. Matrix, Inc. Analytical Computer Service, Inc. Market Probe International 

Acquadata Entry Services Microtab, Inc. Bolding Tab Service Matrix, Inc. 

Adapt, Inc. National Computer Systems Computers For Marketing Corp. Microtab, Inc. 

Analytical Computer Service, Inc. New Dimension Data Group Consulting, Hardware & Processing National Computer Systems 

Bolding Tab Service Nordhaus Research Consumer Pulse, Inc. New Dimension Data Group 

Computers For Marketing Corp. Pine Company Consumer & Professional Research Nordhaus Research 

Consulting, Hardware & Processing Processing Consultants In Marketing Coremat, Inc. Pine Company 
Quantlme CRC Information Sys. 

Consumer Pulse, Inc. Processing Consultants In Marketing 

Consumer & Professional Research Eric Ramon Creative Computer Services Quantlme 

Coremat, Inc. ReData, Inc. Creative Research Systems Eric Ramon 

CRC Information Sys. Sigma Research Crunch Software Corp. ReData, Inc. 

Creative Computer Services Sophlalcated Data Research The Datafax Company Sigma Research 

Creative Research Systems Dwight Spencer & Assoc. Data Lab Corp. Sophiaicated Data Research 

Crunch Software Corp. Stars, Inc. Datalogics Dwight Spencer & Assoc. 

Data Lab Corp. Strawberry Software Datanetics Stars, Inc. 

Datalogics STS, Inc. Data Probe, lnt '1. Strawberry Software 

Datanetics Suburban Associates Data Tabulation Service STS, Inc. 

Data Probe, Inc. Survey Analysis Data Tactics Suburban Associates 

Data Tabulating Service TIC/A Data Vision Research Survey Analysis 

Data Vision Research Total Research Corporation Express Data TIC/A 

Express Data Vital Statistics Hodges & Assoc. Total Research Corporation 

Walker DataSource International Data Corp. Vital Statistics 
Hodges & Assoc. 

International Data Corp. Jan Werner Data Processing R. Isaacs Computing Assoc. Walker DataSource 
Jan Werner Data Processing 

R. Isaacs Computing Assoc. KG Tabs 

KG Tabs DATA MIA/RIC, Inc 

McCarthy Assoc. TABULATION 
McCarthy Assoc. 

Marketeam Associates 
Marketeam Associates 

Market Probe International The Accutab Co. Marketing Software, Inc. 

Now perceptual mapping with MDS is easy ... 
Visualize research with statistical rigor 

--------­_______ , __ ... 

Use Multiple Correspondence Analysis 
Digest up to 10,000 nwnbers for executive use. 
Segment markets • Track images • Summarize any tables 

Menu driven on PC compatibles (256K) • See correlations with map or nwnbers 
Download data • Rotate 3 axes • Test significance & validity • Edit & Color maps 
Trade up to MAPWISE• Guaranteed • Call Dr. Betsy Goodnow at (309) 677-3299 

Competitive Po~.itio n inq, Market Seqr.~entation, and Imaqe Tracking 

+100 Variance Explained : X axis • 90 Y Axis • . 10 Z Axis •.00 

$Average Income 
• BRJ\NO C 

! IDEJ\L llRJ\NDII 
$Rich •NOW Qual i ty Image 

' BRJ\N D J\ 
I Wf S Qua lity I mage 

•NOW Econom ica 1 Image 

•WAS Econo mica l troaqe 
• Wl\S Power Tm,.,qe 

• BRJ\JID B 

•tlOW Power Ima9e 

-100 Signifi cance .,. .OS + 100 

FREE DEMO 

MAPWISE Seminars 

Date Location 
4/6 Atlanta 
4/13 New York 
6/12 London 
6/21 Paris 

Market ACTION Research Software lnc•Bradley University•Peoria, IL 61625 
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SECTION II 
Statistical Analysis 

COMPUfERS FOR MARKETING CORPO­
RATION-Provides database consultation, set-up 
and on-going management. Staff is experienced in 
writing questionnaires for computer-assisted inter­
viewing on HP 3000 and PC's. 

CONSUMER & PROFESSIONAL RE· 
SEARCH, INC.-Provides a full spectrum of sta­
tistical analysis services. 

DA T ALOG ICS-Technical consulting services are 
offered for the marketing sciences including con­
joint analysis, perceptual mapping, price elasticity, 
and data tabulation. Computer science projects are 
also accepted for programming, database applica­
tions, or system analysis. 

MARITZ MARKETING RESEARCH -Provides 
the full range of statistical analysis. 

MARKET ACTION RESEARCH SOFf· 
WARE-Developed and publishes sophisticated PC 
software Map Wise for perceptual mapping. Estab­
lished in 1984, the corporation provides Map Wise 
licensees expert support in research design, valida­
tion, and interpretation. The president, Dr. Betsy 
Goodnow, is a well-known author of articles on 
research innovations and practical applications. 

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

Quirk's Marketing ResearchReview 



MARKET PROBE INTERNATIONAL-Have 
a professional staff(l5) of software systems and 
client support specialists experienced in market 
research, database management and adminstration 
of employee incentive programs. 

PINE COMPANY-Have a staff of research pro­
fessionals with a commitment to service and qual­
ity. 

QUANTIME-Offen full statistical analysis serv­
ices. staff size: 75+; Yean in business: 10 

SOPHISTICATED DATA RESEARCH -Offen 
assistance in sampling, multivariate analysis serv­
ices, statistical consulting as well as offering work­
shops/seminan in statistical analysis procedures. 

STRAWBERRY SYSTEMS, INC.-Specializes 
in statistical analysis of research data. Staff in­
cludes programmen, each of whom have several 
yean experience in computer science. 

SPSS, Inc.-SPSS TechLink'N provides an SPSS 
technical consultant on an hourly basis to solve 
problems involving SPSS software. This service is 
aimed at those tasks which are too complicated to 
be handled during a regular technical support call. 

STATISTICAL ANALYSIS 
SERVICES 
Analytical Computer Service, Inc. 
Analysis and Forecasting, Inc. 
Analytical Consultants lnt'l 
BMDP Statistical Software, Inc. 
Computers For Marketing Corp. 
Consumer & Professional Research 
Creative Research Systems 
CRC Information Sys. 
Crunch Software Corp. 
The Datafax Company 
Data Lab Corp. 
Datalogics 
Datan,lnc. 
Datanetics 
Data Tabulation Service 
Data Tactics 
Data Vision Research 
Hodges & Assoc. 
McCarthy Assoc. 
Maritz Marketing Research 
Market Action Research Software 
Marketeam Associates 
Marketing Soft ware, Inc. 
Market Probe International 
Mar-Rei Analytics 
Matrix, Inc. 
Nordhaus Research 
Pine Company 
P-Stat, Inc. 
Pulse Analytics 
Quantime 
ReData, Inc. 
Renaissance Research & Consulting 
Significant Statistics 
Sophisticated Data Research 
Dwight Spencer & Assoc. 
SPSS, Inc. 
Statistical Innovations 
STS,Inc. 
Strawberry Software 
Talmey Research, Inc. 
Total Research Corporation 
Vital Statistics 
Walker Research & Analysis 
Jan Werner Data Processing 
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MUCH MORE FROM YOUR 
SURVEY DATA. 

MUCH LESS TO PAY. 

Everybody wants more from their market research data. More 
answers to more d ifficult questions. More data all around. 

That's hard work for some data processing systems. But not for ours . 
Because Quantime systems were designed from the start to deal 
with the diff icult cases . Furthermore they were designed to run on 
just about any manufacturer 's machine. So today, you can run any 
one of our packages, with a whole department of users , on nothing 
more expensive than a single personal computer. 

Quanti me products encompass the complete su rvey process , from 
questionnaire design and CATI to tabulation and final reports. 

At the heart of the system , we have the spec-writer 's editing and 
tabu lation package : Quantum. Very fast. Very easy to use. Capable 
of handling a survey of any size , and data of absolutely any kind . 

These days, you need just one 386 PC for thirty-two interviewers on 
a Quantime CATI system. Or eight spec-writers working with 
Quantum. Expect a performance which is equal to or better than the 
performance of many minicomputer systems. 

Now forget about spec-writers altogether. Because we also have a 
package wh ich lets you do your own tabulations and analysis, 
working directly with the original Quantum data, at your regular 
desktop PC. You will require no special skills , and just an hour's 
practice . No one else can give you a comparable capabil ity. 

But then , Quantime is no ordinary software house. We specialize 
exclusively in research survey systems- and operate those systems 
ourse lves. Our bureaus in New York and Cincinnati handle surveys 
of all types , including some of the largest and most complex. If you 
do not wish to do it for you rself , then we can do all of it for you . 

The performance has never been bettered. The cost has never been 
so low. The choice is yours. 

QUANTI ME 

The Maximum from Market Research 

24 East 23rd Street 
New York 

New York 10010 
(212) 420 0954 

401 0 Executive Park Drive 
Suite 236 

Cincinnati . Ohio 45241 
(513) 563 8800 
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SECTION III 

SOFTWARE 
PROGRAMS FOR USE 
WITH PC'S 

BUSINESS RESEARCH & SURVEYS-TAB­
UL Y2ER professional software for survey analy­
sis and camera-ready reports is easy to use; simple 
menus; tables on screen or printer. For ffiM/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. 

COMPUfERS FOR MARKETING CORPO­
RATION -PC SUR VENT: Modular PC-based 
system for conducting computer-assisted inter­
viewing, 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 moni­
toring, on-line quota control, and other telephone 
interviewing requirements. NANOPUNCH:Key­
To-Disk data entry system for ffiM-PC's and 

compatibles. Designed to simulate the familiar 
ffiM keypunch (including keyboard layout, use of 
"drum cards", etc.)for rapid, columnar-style data 
entry needs. Accepts single or multi-punched, al­
pha, numeric, or alphanumeric data, fields, ranges, 
etc. EZWRITER: An easy way for non-experts to 
compose a questionnaire for computer interview­
ing-complete with skips, logic, numeric ranges, 
acceptable punches. Help screens are provided. 
Questions may be changed, deleted or added with 
no effort. MENUMENTOR: A menu-driven table 
creation program to run on PC's, designed for 
project directors, it allows one to select from menus 
and answer questions to prompt you through a table 
building session. 

CREATIVE RESEARCH SYSTEMS-THE 

---------------......11-----------------t SURVEY SYSTEM: A complete program for all 
phases of survey research. One easy-to-create set 

Now Enter Survey Data By 
Pointing At The Answers 
Let's face it, getting . : 
the information off :::. :~li~~!~~~~:: 
the printed page :::· · ~ 
and into a 

computer readable Jl~~~~~~~~~~:~!!lil~illl1·!jll~[~·[ti~: format is about the 
least interesting part of 
your market research 
work. 

Now there's a way to 
move through stacks of printed 
questionnaires quickly and easily. . .... 
It's the DigiData Entry System. The process is simplic­
ity itself. Lay a questionnaire on the special desktop 
digitizing tablet, move the new cordless puck over the 
surface of your questionnaire and where ever you see 
an answer, you simply press a button. Skip over unan­
swered questions, no keystrokes needed. DigiData 
automatically stores your data in the order you choose. 
Multiple page questionnaires and sizes up to 11x17" 
are no problem. 

Now in use by many major companies. Prices start 
at under $1,000. Multiple quantity discounts available. 
Write or call for more information. 

DigiData Entry System 

9637 East Gold Dust Avenue 
Scottsdale, Arizona 85258 
602/ 391-0552 FAX: 6021 391-0551 
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of instructions can be used to print a questionnaire 
form, conduct a telephone or computer-directed 
interview and produce fmished tables, bars charts, 
statistics and text reports. The program has evolved 
through a six-year dialog with clients. THE SUR­
VEY SAMPLER: Creates random-digit telephone 
samples. The program is simple to learn and use. 
It can exclude individually specified numbers or 
blocks of numbers from a sample. It produces call 
lists in two easily customized forms and can also 
put lists of numbers into a disk file for use by other 
software. 

DATALOGICS -RxCON ConJoint Program: 
Novice users can conduct sophisticated studies. 
Built-in plan generator, graphics, help key; large 
user community. RxTAB Crosstab System: Un­
limited banner and cases. Easy to use and handles 
all data types including "open-ends." Stat module 
with 33 programs included. Data entry through 
tabulation. RxMap Perceptual Mapping: Vector or 
MDSCAL procedures. CRT data entry; graphics 
output to screen or laser printer. Output to matrix 
printer as well. 

DIGIDATAENTRYSYSTEM-Auniquemethod 
for transferring information from printed question­
naires to computer readable disk file. The system 
use a Digitizing tableL By placing a form on the 
tablet and going over the form with a mouse-like 
puck, information is 'read' into the computer. Very 
little training is needed to enter information, effec­
tivelly reducing and speeding up data entry costs. 
Datafiles are readable by all major data analysis 
programs. 

ECF SYSTEMS DEVELOPMENT -FOCUS 
FMS manages focus facility scheduling, respon­
dents, recruiting and clients. It tracks job schedules 
and recruiting atatus. It prints group sign-in sheets, 
confirmation letters and demographic question­
naires. The software maintains information on an 
unlimited number of respondents. They can be 
selected on 60 demographic criteria and past group 
participation. 40 demographics are custom defm­
able by users. 

MARITZ MARKETING RESEARCH-EX­
PLORER: A computer-based decision support 
system which allows researchers to run cross tabu­
lations, produce graphs and charts as well as con­
duct statistical tests. No prior computer experience 
needed. 

Quirk's Marketing ResearchReview 



MARKET ACfiONRESEARCHSOFfW ARE­
Map Wise summarizes correlations among catego­
ries in any type of research tables with multiple 
correspondence analysis. This multivariate/non­
parametric type of multidimensional scaling gra­
phically displays relationships by the proximity of 
categories on a perceptual map and with a correla­
tion matrix. Applications demonstrated in the 
manual include brand image tracking, market seg­
mentation and analysis of patterns in sales, demo­
graphic, and media data. 

MARKET PROBE INTERNATIONAL-CAS! 
(Computer Assisted Self-Interviewing station): A 
stand-alone interviewing station suitable for self­
administered questionnaires. Responses can be ac­
cepted either via a keyboard or a lightpen{w/EGA 
monitor). All data is accessible on an immediate 
basis. STAMP: A PC version of our mainframe 
tabulation system. 

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

QUANTIME-Quantum:Editing and correction fa­
cilities for Binary/ASCll data. Weighting types: 
sample balancing, pre/post, projections. Handles 
hierarchical (trailer/panel) data. Table output: 
multiple level ranking; row, column, total and 
cumulative percentages; rank numbers, indices; 
row/table manipulation; T{Z tests, P&G required 
stats. Supports Postscript and standard laser print­
ers. Interfaces with Quanquest, Quanvert and 
Quancept. Available on Multi-User 80386, and 
640K MS-OOS PCs. Quanvert: Interactive data 
analysis for researchers. Tabulates any question 
(variable) in the database by any other. Filter tables 
on any answer or combination of answers from 
exsiStmg questions. Weighted or unweighted 
outpuL Creates new variables by combining I 
splitting parts of existing questions. Handles mul­
tiple projects simultaneously. Interfaces with 
Quantum. Available on Multi-User 80386, and 
640K MS-OOS PCs QuanQuest: Interactive ques­
tionnaire design system. Uses color windows and 
menus. Stores questions, groups of questions and 
entire questionnaires for use with new question­
naires. User enters text of questions and responses. 
Handles skip patterns and grid questions. Auto­
matically assigns column and punches, generates 
printed questionnaire, CA TI script, editing and 
tabulation specs. Interfaces with Quantum and 
Quancept. Available on 640K MS-OOS PCs. 
Quancept: CRT Interviewing System. Handles 
very large and complex questionnaires. Signifi­
cant features are telephone number management, 
quota control, computer assisted coding, inter­
viewer monitoring, and interactive topline tabs. 
Generates printed questionnaire and tabulation 
specs from scripL Autodialer interface available. 
Interfaces with Quanquest and Quantum. Avail­
able on Multi-User 80386 (up tp 32 users) Can be 
used as CAPI system on 640K MS-OOS PCs. 
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SA WfOOTH SOFTWARE, INC.-Ci2 SYS­
TEM: Creates and administers questionnaires us­
ing IBM PC's and compatibles. Writer controls 
questions type, skip patterns, randomization, ac­
ceptable responses and screen colors. Results ana­
lyzed using any crosstab or statistical software. 
Links to conJomt or perceptual 
mapping.ADAPTIVE CONJOINT ANALYSIS 
SYSTEM: Used to design products and services or 
answer strategic marketing questions. Includes all 
software needed to set up computer administered 
questionnaire, obtain respondent trade-offs and 
simulate the impact of new or redesigned products. 
Runs on ffiM 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 ad­
ministered questionnaire, discriminant analyzer, 
map plotting and simulator. Runs on mM PC's or 
compatibles. Ci2 CA TI SYSTEM: Computer-aided 
interviewing system using ffiM PC's and com­
patibles 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 6-60 interviewing stations. 
Controls 24 studies simultaneously. CONVER­
GENT CLUSTER ANALYSIS SYSTEM: PC­
based software for grouping survey respondents 
with similar characteristics into identifiable "clus­
ters" for strategic target marketing. Market seg-

"With every purchase you 
get me by phone and 
My Personal Guarantee!" 

John Jeter, President 
15 year Research Veteran 

and Computer Science Expert 

4 COMPLETE SYSTEMS 
MARKETING ANALYSIS SOFTWARE 

Industry use for 7 years, thousands of projects, proven systems! 

1. CROSSTAB 

$145. 

2. CONJOINT 

$245. 

3. PRICE 
Included 
with Conjoint 

4. MAPPING 

$145. 

RxTAB program. Unlimited banners, unlimited cases. Full screen 
report generator, presentation quality reports, Table means, medians, 
std . dev., std. err. t-test , and CHI sq. Stat module with ANOVA, regres· 
sion, correlations, curve fitting, more! Disk tutorial, data entry pro· 
gram, file handling utilities, graphics interface. Handles discrete, 
multiple response, open ends, all other data types. 
RXCON system. Fully menu driven, help key, 3D GRAPHICS, 2 simula· 
t ion opt ions, symmetric or asymmetric designs, automatic plan 
generator, automatic data collection forms generat ion in 2 formats, 
maintains results by respondent , extremely user friendly yet handles 
simple to most sophisticated needs. 
RxPRICE program. Conjoint based but specifically designed for sym­
metric price sensitivity studies. 3D GRAPHICS, CRT respondent data 
interaction or batch data entry. Excellent simulation options; 
automatic data collection forms generation. 
RxMAP perceptual mapping thru either VECTOR routines or 
multidimensional scal ing. Easy to run, see map on screen, rotate 
axes, then print to laser printer. Also generates ASCII coordinate map. 
Perfect for image type analysis. 

PC Requirements: 512K memory, hard disk, floppy disk, Graphic monitor optional. 

All Four Systems· 
Single user license 

$495. 

SITE LICENSE 

sgsooo 
COMPLETE 

30-day money-back guarantee 

SEMINARS 
• Fairfield, NJ • Chicago • Dallas 
• Los Angeles • Orlando • Atlanta 

Call for dates, location and registration. 
Free to all Software purchasers. 
Learn concepts and program utilization. 

1·800·992·0422 
(PA 215-794-7486) 
FREE DEMO DISK 

-..----~~-...-..­... -. -. . ... .. -............................. - .•• VIS4 I . . . ' 

-~ _... ................. -~ ~-~ .. 
5230 Route 263, Box 590, Buckingham , PA 18912 
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ments based on demographics, product prefer­
ences, or other variables can be identified easily 
and dependably using CCA. CCA can use data 
from any source, but it is particularly easy to use 
with data from Sawtooth Software products. 

terns is an interactive on-line program for focus 

group and private panel management. Essentially 

the system allows the user to select potential re­
spondents from a database based on any number of 
simple or COI'!lplex attributes. mM-PC/XTI"' or 
clones using OOS 2.0 or higher with a hard disk. SIGMA RESEARCH CO.-WALK­

TIIRlT"" :CRT data entry and on-line telephone 
telephone interviewing. EASYT ABTW :A premier 
crosstabulation program for MS-OOS machines. 
IDEACODERTW: A verbatim coder which allows 
for shades of meaning. 

SPSS, INC.-SPSS/PC+: The complete data entry, 
analysis, graphics, and reporting package for ffiM 

PC/XTN, PC/A TN and compatibles. Modules 

exist for basic and advanced statistical analysis, 
tabulation, forecasting and time series analysis, 

graphics, and mapping. SOPHISTICATED DATA RESEARCH­

GEMS: The Group Experience Management Sys-
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HERE'S WHAT THEY'RE SAYING ABOUT 

SAWTOOTH SOFTWARE 

Ci2 for Computer Interviewing 
"The primary benefit of the Ci2 System is the ability to design 
virtually any type of question desired . . .The Ci2 System is well 
suited for serious questionnaire development:' 

- Scott M. Smith, Journal of Marketing Research 

"Ci2 is a package to get excited about. The program is so smooth it is 
difficult to find a criticism:' - Jim Patterson, Capital PC Monitor 

ACA for Adaptive Conjoint Analysis 
"Typically when a software package is as comprehensive as ACA, it 
suffers in user friendliness. I did not find this to be the case with the 
ACA System. The user's manual was thorough and clearly written 
. .. I recommend it highly to anyone involved in consumer research :' 

- Dan Toy, OR! MS Today 

"The [ACA] market simulator makes it quick and relatively simple 
to change product specifications, add or delete products and seg­
ment respondents. The market simulator is one of the 'deliverables' 
that the client takes away from the project. It allows marketing 
managers to fine tune their product mix by asking a variety of 'what­
if?' questions:' -Michael McKinzie, Imprints 

APM for Adaptive Perceptual Mapping 
" .. . the APM System greatly decreases the time required for the 
planning, execution, and analysis of a perceptual mapping 
study . .. Sawtooth Software [has] created a remarkable system:' 

-Joel Huber, Journal of Marketing Research 

CCA for Convergent Cluster Analysis 
"I ['vel never before been able to do cluster analysis so easily. I'm 
going to run out of superlatives:' 

-Martin Stefflre, Sandpiper Services 

For more information or a free demo disk , call or write: 

j_..i Sawtooth Software 
1007 Church Street, Suite 302, Evanston, IL 60201 312 / 866-0870 
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STRAWBERRY SOFTWARE, INC.-A­

CROSS: Easiest and most powerful PC crosstab 
program for survey and research data. Handles up 
to 16.8 million respondents with up to 9,999 vari­
ables/case. Produces professional quality tables as 

large as 30 columns by 104 stubs. Reads any ASCll 
column binary or dBase file as input. Outputs to all 
printers (including lasers), creates ASCll, and Lotus 

WKS files. Direct interface with most popular 
CRT/CA TI systems to automatically build tables 

in A-CROSS. Full statistics including t-tests, Chi­

squares. CROSLINK: The Ci2 to A-Cross link that 

creates and labels tables in A-Cross directly from 

Ci2 questionnaire files. QLINK: The QUERY to 
A-Cross bridge to automatically create ACROSS 
tables from QUERY CA TI system flles . 2CROSS: 

The experienced user interface to allow external 
table creation to be used in A-Cross. Tables can be 
created in text editors, on mainframes, even im­

ported from other crosstabb programs to utilize the 

advantages of A-Cross or A-Cross Runtime. A­

CROSS RUNTIME: Full A-Cross software cus­
tomized for each job. Clients can access and run 

additional analyses on their data on their own PC. 

WALONICK ASSOCIATES: STATPAC 
GOLD: An enhanced statistical analysis package 

for marketing research professionals. Features a 
full selection of basic and advanced statistics, tables , 

windows and presentation graphics. StatPac Gold 
was designed specifically for survey and question­
naire analysis so it has many automatic features not 

found in other general purpose statistics packages. 

Over 9,000 users. 

ANALYSIS OF VARIANCE 
Ashton-Tate 
CACI 
Creative Research Systems 
Crunch Software 
Derby Micro-Computer 
Dynacomp 
Mace, Inc. 
Mar-Rei Analytics 
National Computer Systems 
Oxicron Systems 
Penton Software 
P-Stat, Inc. 
Quantlme 
SAS Institute 
Spring Systems 
SPSS, Inc. 
STSC 
Systat, Inc. 
Vision Base 
Walonlck A~lates 

BRANDSHAREANALYSffi 
Ashton-Tate 
CACI 
Datal ogles 
Datamap, Inc. 
Focus Research Systems 
Geographic Data Tech. 
Information Resources, Inc. 
Marketing Software, Inc. 
Microtab, Inc. 
Oxicron Systems 
The Sachs Group 
Spring Systems 
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Strawberry Software COMPREHENSIVE P-Stat, Inc. 
TIC/A 

STATISTICAL PACKAGES The Sachs Group 
Walonlck Associates 

Sammamish Data Systems 
Ashton-Tate SAS Institute 

CANONICAL ANALYSIS BMDP Statistical Software Spring Systems 
Dynacomp Crunch Software Corp. SPSS, Inc. 
NCSS DyDacomp STSC 
Penton Software Mace, Inc. Systat, Inc. 
Spring Systems Marketing Software, Inc. Vision Base 

Mar-Rei Analytics Walonlck Associates SPSS, Inc. 
NCSS STSC 
P-Stat, Inc. Systat: Inc. 
SAS Institute COMPUTERIZED 

Walonlck Associates 
The Scientific Press INTERVIEWING 

CENSUS REPORTING 
Spring Systems Analytical Computer Service, Inc. 
SPSS, Inc. Computers For Marketing Corp. 

PROGRAMS STSC Creative Research S stems 
CACI 

Systat, Inc. 
Vision Base 

Datamap, Inc. 
Walonlck Associates 

Donnelley Marketing Infonnation 

Marketing Gene Essman & Associates 
COMPUTER CODING Geographic Data Tech. 

Sammamish Data Systems Computers For Marketing Corp. Researcli Strategic Locations Planning Creative Research Systems 
SPSS, Inc. 

Datamap, Inc. Software Strawberry Software 
Derby Micro-computer U .S.Statistics 
Detail Technologies, Inc. 

CLUSTER ANALYSIS 
Downie-Pine Company 
National Computer Systems 

CACI TIC/A StatPac Gold will handle your 
Oaritas Corp. World Research Systems marketing research project from 
Datamap. Inc. start to finish . Everything in one 
Dynacomp COMPUTER GRAPHICS complete package. Survey analysis 
Geographic Data Tech. 

Ashton-Tate has never been easier because Maplnfo Corp. 
CACI StatPac Gold will help you every Mace, Inc. 
Creative Research Systems step of the way, from sample NCSS 
Datamap, Inc. selection to final report preparation. Penton Software 
Datanetics P-Stat, Inc. 
Donnelly Marketing Infonnation StatPac Gold is a perfect choice for 

Sawtooth Software 
Downie-Pine Company telephone interviews and direct Scott Smith 
Dynacomp mail surveys. Data can be entered Spring Systems 
Ferox using a variety of formats, including SPSS,Inc. 
Infonnation Resources, Inc. your own custom designed screen STSC 

Systat, Inc. Maplnfo Corp. templates with validity checking 
Market Action Research Software Walonlck Associates 
NCSS 

and branching . 

Best of all , StatPac Gold is easy to 
TM use. Within minutes, you'll be 

TABULYZER producing frequencies, crosstabs 
and banners. What's more, StatPac 

The Survey Crosstab and Reporting Gold offers a wide selection of 
System for Personal Computers presentation quality graphics like 

bar graphs, pie charts, histograms 
and scatterplots. 

For one low price, you get a com-
plete data base manager, basic 
and advanced statistics, tables, 
windows, graphics and utility 
program library. 

To find out how StatPac Gold can 
save your time and money, 

• Data entry and 
CAUNOW: • Marginals and Crosstabs. 

1-800-328-4907 • Labeled report qual ity tables. 
• Easy-to-use, menu driven. 

~ • Integrates with word processing, 
spreadsheet, charting packages. 

• Large capacity ... and much more ... WALONICK ASSOCIATES 
50 Greenwood Avenue, West Orange, NJ 07052 The PC Statistics Pros 

Telephone 731 -7800 Area Code 201 6500 Nicollet Ave. S .. Minneapolis. MN 55423 

StatPac is a registered trademark of Walonick Assocoates. Inc 

Circle No. 345 on Reader Card Circle No. 344 on Reader Card 
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Datanetics 
Dynacomp 
M/AJR/C,Inc. 
Market Probe International 
National Computer System 
Persimmon Software 
Quantlme 
Sawtooth Software 
The Scientific Press 
Walonlck A~lates 
World Research Systems 

CONJOINT!fRADE 
OFF ANALYSIS 
Ashton-Tate 
Bretton-Clark 
Dataloglcs 
Information Resources, Inc. 
Sawtooth Software 
Scott Smith 
SPSS, Inc. 

CORRESPONDENCE 
ANALYSIS 
Datamap, Inc. 
Market Action Research Software 
Pass Correspondence Analysis 
Scott Smith 
Spring Systems 
SPSS, Inc. 

CROSST ABULATION/ 
DISPLAY 
Acquadata Entry Services 
Analysis Technology, Inc. 
Ashton-Tate 
Business Research & Surveys 
CACI 
Computers For Marketing Corp. 
Concurrent Marketing Sys. 
Consulting, Hardware & Processing 
Creative Research Systems 
Crunch Software Systems 
Datamap, Inc. 
Datal ogles 
Datanetics 
Derby Micro-computer 
Downie-Pine Company 
Dynacomp 
FacFind, Inc. 
Information Resources, Inc. 
Mace, Inc. 
MJ A/RIC, Inc. 
Marltz Marketing Research 
Marketing Data Research 
Marketing Software, Inc. 
Matrix, Inc. 
Microtab, Inc. 
National Computer Systems 
NCSS 
Pass Correspondence Analysis 
E.F. Paynter & Assoc. 
P-Stat, Inc. 
Quantlme 
The Sachs Group 
SAS Institute 
Sigma Research 
Spring Systems 
SPSS, Inc. 
Stolzberg Research 
Strawberry Software 
STSC 
Suburban Associates 
SuJVeyTab 
Systat, Inc. 
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TIC/A 
Vision Base 
Walonlck A~lates 
Jan Werner Data Processing 
World Research Systems 

CRT DATA ENTRY 
Computers For Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research Systems 
Crunch Software Corp. 
Dataloglcs 
Datanetics 
Downie-Pine Company 
MIA/RIC, Inc. 
Marketing Information Sys. 
Matrix, Inc. 
Microtab, Inc. 
National Computer Systems 
E. F. Paynter & Assoc. 
Sigma Research 
SPSS, Inc. 
Suburban Associates 
STSC 
Walonlck A~lates 
World Research Systems 

CRT TELEPHONE 
INTERVIEWING 
Analytical Computer Service, Inc. 
Computers For Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research Systems 
Datanetics 
DigiSoft Companies 
M/ A/RIC, Inc. 
National Computer System 
E. F. Paynter & Assoc. 
Quantlme 
Sawtooth Software 
Sigma Research 
Walonick Assoc. 
World Research Systems 

DATABASE 
MANAGEMENT 
PROGRAMS 
Crunch Software Corp. 
Concurrent Marketing Sys. 
Datanetics 
Detail Technologies Inc. 
Dynacomp 
ECF Systems Development 
Information Resources, Inc. 
Market Power, Inc. 
Marketing Information Sys. 
Microtab, Inc. 
Oxicron Systems 
P-Stat, Inc. 
The Sachs Group 
Sales & Marketing Sys. 
Spring Systems 
Strawberry Software 
Suburban Associates 
Systat, Inc. 
U.S. Statistics 
Walonlck A~lates 
World Research Systems 

DATA EDITING 
Acquadata Entry Services 
Business Research & Survey 

Consulting, Hardware & Processing 
Creative Research Systems 
Crunch Software Corp. 
Dataloglcs 
Datanetics 
Derby Micro-computer 
Detail Technologies, Inc. 
Downie-Pine Company 
Dynacomp 
Marketing Software, Inc. 
Mar-Rel Analytics 
Mastersoft, Inc. 
Matrix, Inc. 
Microtab, Inc. 
National Computer Systems 
Oxicron Systems 
E.F. Paynter & Assoc. 
P-Stat, Inc. 
Quantlme 
The Sachs Group 
SAS Institute 
Smart Software 
Spring Systems 
SPSS, Inc. 
STSC 
Suburban Associates 
Systat, Inc. 
TIC/A 
Vision Base 
Walonlck A~lates 
Jan Werner Data Processing 
World Research Systems 

DATA ENTRY 
Acquadata Entry Services 
Adapt, Inc. 
Business Research & Surveys 
Computers For Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research Systems 
Crunch Software Corp. 
Dataloglcs 
Datanetics 
Derby Micro-Computer 
Detail Technologies, Inc. 
DigData Entry System 
Downie-Pine Company 
Hodges & Assoc. 
MIA/RIC, Inc. 
Marketing Software, Inc. 
Mar-Rel Analytics 
Mastersoft, Inc. 
Matrix, Inc. 
Microtab,lnc. 
National Computer Systems 
Oxicron Systems 
E. F. Paynter & Assoc. 
Pros & Cons, Inc. 
P-Stat, Inc. 
SAS Institute 
Smart Software 
Spring Systems 
SPSS, Inc. 
STSC 
Suburban Associates 
Systat, Inc. 
Viking Software 
Vision Base 
Walonick A~iates 
Jan Werner Data Processing 
World Research Systems 

DEMOGRAPHIC 
ANALYSIS 
Ashton-Tate 
Baxter Management Svces. 
CACI 

Oaritas Corp. 
Creative Research Systems 
Datamap, Inc. 
Donnelley Marketing Information 
Dynacomp 
ECF System Development 
Gene Essman & Associates 
Focus Research Systems 
Geographic Data Tech. 
Information Resources, Inc. 
Maplnfo Corp. 
Market Action Research Software 
Marketing Software, Inc. 
Market Share Modeling 
Microtab, Inc. 
National Planning Data Corp. 
P-Stat, Inc. 
The Sachs Group 
Sales & Marketing Sys. 
Sanunamish Data Systems 
SPSS,Inc. 
Statistical Innovations 
Strategic Locations Planning 
Strawberry Software 
TIC/A . 
U.S. Statistics 
Walonick A~lates 
World Research Systems 

DISCRIMINANT 
ANALYSIS 
Datamap, Inc. 
Dynacomp 
Mace, Inc. 
NCSS 
Penton Software 
P-Stat, Inc. 
SAS Institute 
Sawtooth Software 
Scott Smith 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
STSC 
Systat, Inc. 
Walonlck A~lates 

EXPERIMENTAL 
DESIGN THEORY 
Bretton-Clark 
Dynacomp 
NCSS 
Spring Systems 
SPSS, Inc. 
STSC 

FACTOR 
ANALYSIS/ 
PRINCIPAL 
COMPONENTS 
Ashton-Tate 
Crunch Software Corp. 
Dynacomp 
Mace, Inc. 
Matrix, Inc. 
National Computer Systems 
NCSS 
P-Stat, Inc. 
Scott Smith 
Spring Systems 
SPSS, Inc. 
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STSC 
Systat, Inc. 
Walonick Associates 

FOCUS GROUP 
MANAGEMENT 
Decision Support Inc. 
ECF Systems Development 
Leibowitz Market Research Assoc. 
Microtab, Inc. 
Sophisticated Data Research 
Suburban Associates 

GENERATION/ 
BALANCED 
SAMPLING DESIGN 
Detail Technologies, Inc. 
Hodges & Assoc. 
Mar-Rei Analytics 
STSC 

GEOGRAPHIC 
INFORMATION 
SERVICES 
CACI 
Datamap, Inc. 
Geographic Data Technology 
Maplnfo Corp. 
National Planning Data Corp. 
The Sachs Group 
Sammamish Data Systems 
Strawberry Software 
U.S. Statistics 

GRAPHIC DISPLAY 
Ashton-Tate 
CACI 
Datamap, Inc. 
Downie-Pine Company 
Enertronics 
Focus Research Systems 
IMSI 
Maplnfo Corp. 
Maritz Marketing Research 
Market Action Research Software 
National Computer Systems 
National Planning Data Corp. 
NCSS 
Oxicron Systems 
The Sachs Group 
SAS Institute 
Smart Software 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
STSC 
Systat, Inc. 
Vision Base 
Walonlck Associates 

INDEXING 
Datanetics 
Dynacomp 
Mastersoft, Inc. 
Spring Systems 
TIC/A 
Jan Werner Data Processing 
World Research Systems 
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INTERACTION/ 
CLASSIFICATION 
ANALYSIS 
Ashton-Tate 

Datamap, Inc. 
Statistical Innovation 
Strawberry Software 

STSC 
Systat, Inc. 
Walonick Associates 

INTERACTIVE 
TABULATION 
Business Research & Surveys­
Tabulyzer 
Creative Research System 
Crunch Software Corp. 
Datamap, Inc. 
Datanetics 
Downie-Pine Company 
Information Resources, Inc. 
Maritz Marketing Research 
National Computer System 
P-Stat, Inc. 
Quantlme 
The Sachs Group 
Spring Systems 
SPSS, Inc. 
Strawberry Software 
STSC 
Walonlck Associates 

KEY TO DISK 
Adapt, Inc. 
Computers For Marketing Corp. 
Creative Research System 
Datanetics 
Detail Technologies, Inc. 
Downie-Pine Company 
Matrix, Inc. 
Microtab, Inc. 
National Computer Systems 
E. F. Paynter & Assoc. 
Spring Systems 
Walonlck Associates 

LOG IT/LINEAR 
ANALYSIS 
Dynacomp 
NCSS 
Oxicron Systems 
SAS Institute 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
STSC 
Systat, Inc. 
Walonlck Associates 

MARKET 
MATC-HING 
CACI 
Maplnfo Corp. 
Sammamish Data Sys. 
Strawberry Software 
Success ware 

REASONS WHY 

A-CROSS 
IS THIS YEAR'S 

# 

CROSSTABULATION 
PACKAGE 

#1 fastest selling crosstab program- in just 
1 year! 

#1 w ith superfast, supereasy "Point & 
Pick" operation . Everything's on the 

screen : your actual tables as you create them , 
plus pop-up w indows, prompts and selectio ns. 

#1 with research companies: SAMI /Burke, 
SRI International, Winon a, J. 0. Power, 

Walker, Consumer Pulse, Elrick & Lav idge . .. 

#1 with market research departments: 
Procter & G amble, General Mills, Gillette, 

Polaro id , American Express, Clorox, Sears . .. 

#1 in features: unlimited cases, weights, 
ranks, conditionals, nets, stats, multi­

tasking, the works . 

#1 in connections: Lotus 1-2-3, word pro­
cessors, laser printers, C i2, QUERY .. . 

#1 and only crosstabulation program ever 
nominated for the PC Magazine Award 

for Technical Excellence . 

CALL US FIRST AT 800/4ACROSS 
FOR A FREE DEMO DISKETTE 

rA• r CRO~~rawberry Software, Inc. 
() 42 Pleasant St. , Watertown , MA 02172 
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MARKET 
SEGMENTATION 
Ashton-Tate 
CACI 
Oaritas Corp. 
Dat.amap, Inc. 
Decision Support Inc. 
Donnelley Marketing Information 
Focus Research Systems 
Geographic Data Tech. 
M1 A/RIC Inc. 
Market Action Research Software 
Marketing Software, Inc. 
National Planning Data 
Pulse Analytics 
The Sachs Group 
Sammamish Data Systems 
Sawtooth Software 
Scott Smith 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
Strawberry Software 
Success ware 
U.S. Statistics 
Walonick Associates 

MEDIA ANALYSIS 
CACI 
Dat.amap, Inc. 
Decision Support, Inc. 
Donnelley Marketing Information 
Geographic Data Tech. 
Leadtrack Services 
Market Action Research Software 
Market Power, Inc. 
The Sachs Group 
SPSS, Inc. 
Strawberry Software 
TIC/A 
Walonick Associates 

MULTIDIMENSIONAL 
SCALING 
Data logics 
Dynacomp 
Mace Inc. 

Market Action Research Software 
SAS Institute 
Scott Smith 
Spring Systems 
SPSS, Inc. 
Systat, Inc. 

MUL TINOMINAL 
LOGIT ANALYSIS 
Caliper Corporation 
Mace, Inc. 
SPSS, Inc. 
Statistical Innovations 
Systat, Inc. 

MUL TIV ARIABLE 
METHODS 
Dynacomp 
Datalogics 
Mace, Inc. 
Market Action Research Software 
National Computer Systems 
NCSS 
Oxicron Systems 
Penton Software 
P-Stat, Inc. 
SAS Institute 
Sawtooth Software 
Smart Software 
Spring Systems 
SPSS, Inc. 
STSC 
Systat, Inc. 
Vision Base 
Walonlck Associates 

NAME 
GENERATION 
The Salinon Corporation 

NON-PARAMETRIC 
STATISTICS 
Ashton-Tate 
Crunch Software Corp. 

Dynacomp 
Mace, Inc. 
Market Action Research Software 
Mar-Rel Analytics 
NCSS 
Penton Software 
P-Stat, Inc. 
SAS Institute 
Spring Systems 
SPSS, Inc. 
Strawberry Software 
STSC 
Systat, Inc. 
Walonick Associates 

ON-LINE DATA 
TABULATION 
CACI 
Creative Research System 
Dataloglcs 
Datanetics 
Downie-Pine Company 
Focus Research Systems 
MIA/RIC Inc. 
National Computer Systems 
E. F. Paynter & Assoc. 
P-Stat, Inc. 
Spring Systems 
SPSS, Inc. 
Walonick Associates 
Jan Werner Data Processing 
World Research Systems 

ON-LINE 
TELEPHONE 
INTERVIEWING 
Computers For Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research System 
Datanetics 
MIA/RIC Inc. 
Marketing Information Sys. 
Market Power, Inc. 
National Computer System 
E.F. Paynter & Assoc. 
Sawtooth Software 
The Scientific Press 

CPI DOES IT ALL 
WITH JUST ONE CALL! 
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Data Collection Services 
• Mall Interviewing • Focus Groups • Fieldwork • Pre-Recruits 

• Local Tele/WATS • Mystery Shopping • Audits. 

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

(800) 336-0159 
CONSUMER PULSE INC. 

Baltimore Charlotte Cincinnati Oeveland Colorado Springs Denver 
Detroit Los Angeles Milwaukee Philadelphia Washington, D.C. 
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Walonick Associates 
World Research Systems 

PATTERN 
ANALYSIS 
Ashton-Tate 
Datamap, Inc. 
Market Action Research Software 
Marketools, Inc. 
Spring Systems 
Strawberry Software 
Systat, Inc. 
U.S. Statistics 

PERCEPTUAL 
MAPPING 
Ashton-Tate 
CACI 
Datalogics 
Dat.amap, Inc. 
Dynacomp 
Market Action Research Software 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
Systat, Inc. 

PRICE ELASTICITY 
MEASUREMENT 
Ashton-Tate 
Bretton -Clark 
Datalogics 
Marketools, Inc. 
Oxicron Systems 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
Strawberry Software 
Vision Base 

PROGRAMMING 
LANGUAGE 
Crunch Software Corp. 
Detail Technologies, Inc. 
Dynacomp 
P-Stat, Inc. 
STSC 
Walonick Associates 

QUADRANT 
ANALYSIS 
Ashton-Tate 
Pulse Analytics 
Spring Systems 
TIC/A 

QUESTIONNAIRE 
DESIGN 
LANGUAGE 
Computers For Marketing Corp. 
Downie-Pine Company 
Dynacomp 
Hodges & Assoc. 
E. F. Paynter & Assoc. 
Quantime 
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RANKING 
CACI 
Creative Research System 
Crunch Software Corp. 
Decision Support, Inc. 
Downie-Pine Company 
Dynacomp 
Focus Research Systems 
Mace, Inc. 
MIA/RIC Inc. 
Marketools, Inc. 
Microtab, Inc. 
NCSS 
Penton Software 
P -Stat, Inc. 
Quantlme 
SAS Institute 
Spring Systems 
SPSS, Inc. 
Strawberry Software 
STSC 
Systat, Inc. 
TIC/A 
Walonick A~iates 
Jan Werner Data Processing 
World Research Systems 

REGRESSION/ 
CORRELATION 
ANALYSIS 
Ashton-Tate 
CACI 
Creative Research System 
Crunch Software Corp. 
Dataloglcs 
Derby Micro-Computer 
Dynacomp 
Information Resources, Inc. 
Mace, Inc. 
Market Action Research Software 
Marketools, Inc. 
Mar-Rei Analytics 
Matrix, Inc. 
National Computer Systems 
Penton Software 
P-Stat, Inc. 
SAS Institute 
Smart Software 
Scott Smith 
Spring Systems 
SPSS, Inc. 
STSC 
Systat, Inc. 
TMS Systems 
Walonlck A~iates 

SALES ANALYSIS 
Ashton-Tate 
Baxter MgmL Svcs. 
CACI 
Oaritas Corp. 
Crunch Software Corp. 
Datarnap, Inc. 
Datanetics 
Decision Support, Inc. 
Detail Technologies, Inc. 
Ferox 
Focus Research Systems 
Geographic Data Tech. 
KLS, Inc. 
Leadtrack Services 
Maplnfo. Corp. 
Market Action Research Software 
Marketing Information Sys. 
Marketing Software, Inc. 
Market Power, Inc. 
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Marketools, Inc. 
Oxicron Systems 
P.C.I. 
P-Stat, Inc. 
The Sachs Group 
Sales & Marketing Sys. 
Sammamish Data Systems 
SAS Institute 
Smart Software 
SPSS, Inc. 
Strawberry Software 
Success ware 
TMS Systems 
Vision Base 
Walonlck A~lates 

SALES DATABASE 
Ashton-Tate 
CACI 
Computer Strategies, Inc. 
Datarnap, Inc. 
Datanetics 
Information Resources, Inc. 
Leadtrack Services 
Marketing Information Sys. 
Market Power, Inc. 
Oxicron Systems 
P.C.I. 
P-Stat, Inc. 
The Sachs Group 
Sales & Marketing Sys. 
Walonick A~lates 
XYCAD Group 

SALES 
EFFECTIVENESS 
MEASUREMENT 
Ashton-Tate 
Baxter MgmL Svcs. 
CACI 
Datarnap, Inc. 
Datanetics 
Decision Support, Inc. 
Focus Research Systems 
Leadtrack Services 
Marketing Information Sys. 
Marketing Software, Inc. 
Market Power, Inc. 
P.C.I. 
Sales & Marketing Sys. 
Sammamish Data Systems 
SPSS, Inc. 
Strawberry Software 
Success ware 
Walonlck A~lates 

SALES 
FORECASTING 
AccuQuest 
Baxter MgmL Svcs. 
Business Forecast System 
CACI 
Datarnap, Inc. 
Datanetics 
Decision Support, Inc. 
Dynacomp 
Ferox 
Focus Research Systems 
Geographic Data Tech. 
Leadtrack Services 
Marketools, Inc. 
Marketing Information Sys. 
Market Share Modeling 
Market Power, Inc. 
National Planning Data Corp. 
NCSS 

Oxicron Systems 
P.C.I. 
P-Stat, Inc. 
The Sachs Group 
Sales & Marketing Sys. 
SAS Institute 
Smart Software 
Spar, Inc. 
Spring Systems 
SPSS, Inc. 
STSC 
Systat, Inc. 

Datarnap, Inc. 
Decision Support, Inc. 
Dynacomp 
Ferox 
Mar-Rei Analytics 
Oxicron Systems 
The Sachs Group 
Sawtooth Software 
SDG Decision Systems 
Spring Systems 
TMS Systems. 

TMS Systems 
U.S. Statistics 
Vision Base 

SITE EVALUATION 
CACI 

Walonick A~lates 
XYCAD Group 

Oaritas Corp. 
Datarnap, Inc. 
Decision Support, Inc. 

SAMPLE SIZE 
DETERMINATION 

Donnelley Marketing Information 
Geographic Data Tech. 

Barry Cohen 
Detail Technologies, Inc. 
Dynacomp 
Hodges & Assoc. 
NCSS 
STSC 
Systat, Inc. 
Walonlck A~lates 

SAMPLE 
WEIGHTING 
Ashton-Tate 
Business Research & Surveys 
Creative Research System 
Derby Micro-computer 
Detail Technologies, Inc. 
Downie-Pine Company 
Matrix, Inc. 
Microtab, Inc. 
E.F. Paynter & Assoc. 
P-Stat, Inc. 
Quantlme 
SPSS, Inc. 
Strawberry Software 
STSC 
Systat, Inc. 
TIC/A 
Walonlck A~lates 
World Research Systems 

SIMULATION/ 
MODELING 
AccuQuest 
Bretton -Clark 

Maplnfo Corp. 
National Planning Data 
The Sachs Group 
Sammamish Data Systems 
Strawberry Software 
U.S. Statistics 
Walonlck A~lates 

"T" TEST 
Barry Cohen 
Creative Research System 
Crunch Software Corp. 
Dataloglcs 
Detail Technologies, Inc. 
Downie-Pine Company 
Dynacomp 
Mace, Inc. 
M/ A/RIC Inc. 
Marketing Software, Inc. 
Mar-Rel Analytics 
Microtab, Inc. 
National Computer Systems 
NCSS 
Penton Software 
P-Stat, Inc. 
Quantlme 
SAS Institute 
Spring Systems 
SPSS, Inc. 
Strawberry Software 
STSC 
Systat, Inc. 
TIC/A 
Vision Base 
Walonlck A~lates 
Jan Werner Data Processing 
World Research Systems 

The Survey System 
Version 4.0 

Our new release makes life easier! What 
more could you want from a tab package? 

c 
RS 

Creative Research Systems 
15 Lone Oak Ctr., Dept Q 

Petaluma, CA 94952 

(J07) 765-1 001 
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TABLE EDITING 
Creative Research System 
Datalogics 
Downie-Pine Company 
Microtab, Inc. 
National Computer Systems 
P-Stat, Inc. 
Quantlme 
The Sachs Group 
Spring Systems 
SPSS, Inc. 
Strawberry Software 
STSC 
Suburban Associates 
TIC/A 
Vision Base 
Walonick Associates 
Jan We.mer Data Processing 
World Research Systems 

TABULATION 
SYSTEM 
Business Research & Surveys 
Computers For Marketing Corp. 
Consulting, Hardware & Processing 
Creative Research System 
Crunch Software Corp. 
Datalogics 
Datarnap, Inc. 
Datanetics 
Derby Micrcornputer 
Downie-Pine Company 
M! A/RIC Inc. 
Maritz Marketing Research 
Marketing Software,. Inc. 
Market Probe, Int'l 
Matrix, Inc. 
Microtab, Inc. 
National Computer Systems 
E. F. Paynter & Assoc. 
Penton Software 
P-Stat, Inc. 

Quantlme 
Sigma Research 
Spring Systems 
SPSS, Inc. 
Stolzberg Research 
Strawberry Software 
Suburban Associates 
TIC/A 
Walonick Associates 
Jan Werner Data Processing 
World Research Systems 

TELEPHONE 
INTERVIEWING/ 
SAMPLING 
Analytical Computer Service, 
Inc. 
Computers For Marketing 
Corp. 
Concurrent Marketing Sys. 
Creative Research System 
MIA/RIC Inc. 
Marketing System Group 
National Computer System 
E.F. Paynter & Assoc. 
Sawtooth Software 
The Scientific Press 
Walonick Associates 
World Research Systems 

THURSTONE 
SCALING 
Systat, Inc. 

TIME-SERIES 
ANALYSIS 
Dynacornp 
Focus Research Systems 
Marketools, Inc. 
Mar-Rel Analytics 

The Computer Group of 

MARKET PROBE 
INTERNATIONAL 
With 25 Years of Experience 
in Marketing Research and 
Data Processing Services. 

• CROSS TABULATIONS • GRAPHICS 

National Computer Systems 
NCSS VERBATIM 

CODING 
Oxicron Systems 
Penton Software 
P-Stat, Inc. 
Smart Software 
Spring Systems 
SPSS, Inc. 
STSC 
Systat, Inc. 
TMS Systems 
U.S. Statistics 
Vision Base 
Walonlck Associates 

Computers For Marketing Corp. 
Creative Research System 
Datanetics 
Detail TecJmologies 
Downie-Pine Company 
MIA/RIC Inc. 
Marketing Metrics, Inc. 
Sigma Research 
Walonick Associates 
World Research Systems 

TRANSLATION VOLUMETRIC 
ANALYSIS Detail Technologies 

National Computer Systems 
Strawbewrry Software Datarnap, Inc. 

Quantlme 

UPC SCANNERS 
Information Resources, Inc. 

Oxicron Systems 
Strawberry Software 
TIC/A 

SECTION IV -SOFW ARE 
PROGRAMS FOR USE 
WITH MAINFRAMES 

COMPUTERS FOR MARKETING 
CORPORATION- SURVENT: 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 HP 3000. Designed to simulate the 
familiar illMkeypWlch(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. Specially designed hardware buffer enables 
instantaneous response to keystrokes. 

INTERACTIVE OR BATCH • DATA BASE MANAGEMENT 

MARKET PROBE INTERNATIONAL­
PROKEY: A key to disk entry system designed to 
replace a 129 K.P. machine, capable of multiple­
response data entry, verification, edit/cleaning. 
STAMP Tabualtion System: Detailed annotation; 
flexible tabular presentation; choice of percentag­
ing; regrouping; time-series analysis; 
statistics(mean, median, s.d., s.e., regr./wrr. analy­
sis); fixed & variable weighting. 

• KEY-TO-DISC DATA ENTRY • STATISTICAL ANALYSIS 

EXPERIENCE • COMMITMENT • SUPPORT 
For more information, call or write 

MARKET PROBE INTERNATIONAL 
444 PARK AVENUE SOUTH, NEW YORK, NY 10016 

(212) 532-3113 
Ask for: judy Hendler or Gabe Galgo 

Circle No. 341 on Reader Card 
58 

QUANTIME- Quantum: Editing and correction 
facilities for Binary/ASCII data. Weighting types: 
sample balancing, pre/post, projections. Handles 
hierarchical {trailer/panel) data. Table output: 
multiple level ranking; row, column, total and 
cumulative percentages; rank numbers, indices; 
row/table manipulation; T(Z tests, P&G required 
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stats. Supports Postscript and standard laser print­
ers. Interfaces with Quanquest, Quanvert and 
Quancept. Available on Multi-User 80386, ffiM 
CMS/MVS, DEC VMS, UNIX machines. 
Quanvert: Interactive data analysis for research­
ers. Tabulates any question (variable) in the data­
base by any other. Filter tables on any answer or 
combination of answers from exsisting questions. 
Weighted or unweighted output. Creates new 
variables by combining /spliuing parts of existing 
questions. Handles multiple projects simultane-

ously. Interfaces with Quantum. Available on 
Multi-User 80386, ffiM CMS/MVS, DEC VMS, 
UNIX machines. Quancept: CRT Interviewing 
System. Handles very large and complex question­
naires. Significant features are telephone number 
management, quota control, computer assisted 
coding, interviewer monitoring, and interactive 
topline tabs. Generates printed questionnaire and 
tabulation specs from script. Autodialer interface 
available. Interfaces with Quanquest and Quan­
tum. Available on Multi-User 80386 (up tp 32 

users), DEC VAX, and other UNIX machines. 

ANALYSIS OF Mitchell Management Sys. 

VARIANCE COMPUTER 
Computer Associates 

GRAPHICS CRC Information Sys. 
Information Resources, Inc. Computer Associates 
P-Stat, Inc. Downie-Pine Company 
Quantlme Devcom Mid-America 
SAS Institute Information Resources, Inc. 
SPSS, Inc. P-Stat, Inc. 
Systat, Inc. SAS Institute 

SPSS, Inc. 

BRAND SHARE Systat, Inc. 

ANALYSIS COMPUTERIZED 
Computer Associates 

INTERVIEWING TIC/A 
Computers For Marketing Corp. 

CANONICAL CRC Information Sys. 
Quantlme 

ANALYSIS 
Computer Associates CONJOINTffRADE-
SPSS, Inc. 

OFF ANALYSIS Systat, Inc. 
Computer Associates 

CENSUS CRC Information Sys. 
Information Resources, Inc. 

REPORTING Allan Shocker 

PROGRAMS SPSS, Inc. 

SAS Institute CORRESPONDENCE 
SPSS, Inc. 
Survey Sampling ANALYSIS 
U.S. Statistics Computer Associates 

CRC Information Sys. 

CLUSTER Mitchell Management Sys. 

ANALYSIS 
SPSS, Inc. 

Computer Associates CROSST ABULATION/ 
CRC Information Sys. 
Information Resources, Inc. DISPLAY 
P-Stat, Inc. Analytical Computer Service, Inc. 
SPSS, Inc. Britz Publishing Co. 
Systat, Inc. Computer Associates 

Computers For Marketing Corp. 

COMPREHENSIVE Consulting, Hardware & Processing 
CRC Information Sys. 

STATISTICAL Downie-Pine Company 

PACKAGE Information Resources, Inc. 
Market Probe International 

BMDP Statistical Software Mitchell Management Sys. 
Computer Associate Perreault & Assoc. 
CRC Information Sys. P-Stat, Inc. 
Information Resources, Inc. Quantlme 
P-Stat, Inc. SAS Institute 
SAS Institute Sigma Research 
SPSS, Inc. SPSS, Inc. 
Systat, Inc. Systat, Inc. 

World Research Systems 

COMPUTER 
CODING CRT DATA ENTRY 
Computers For Marketing Corp. Computers For Marketing Corp. 

Downie-Pine Company Devcom Mid-America 

March, 1989 

SIGMA RESEARCH CO.-EASYTABN: A pre­
mier tabulation system for ffiM, Prime and other 
32 BIT Machines using Fortran. 

SPSS, INC.-SPSS-X: A comprehensive package 
for data entry, data and file management, statistical 
analysis, and reporting. Optional modules exist for 
tabulation. forecasting and time series analysis, 
and graphics. 

Downie-Pine Company Information Resources, Inc. 
MIA/RIC Inc. LPC, Inc. 
Marketing Info. Systems Mitchell Management Sys. 
Mitchell Management Sys. P-Stat, Inc. 
SPSS, Inc. SPSS,Inc. 

World Research Systems 

CRT TELEPHONE 
DISCRIMINANT INTERVIEWING 

Coffman Systems ANALYSIS 
Computers For Marketing Corp. Computer Associates 
CRC Information Sys. CRC Information Sys. 

MIA/RIC Inc. Information Resources, Inc. 
Quantlme P-Stat, Inc. 

SAS Institute 

DATABASE SPSS, Inc. 
Systat, Inc. 

MANAGEMENT 
PROGRAM EXPERIMENTAL 
Computers For Marketing Corp. DESIGN THEORY 
Coffman Systems SPSS, Inc. 
Computer Associates 
Devcom Mid-America 

FACTOR Information Resources, Inc. 
Marketing Info. Systems ANALYSIS/ 
Market Probe International 

PRINCIPAL Mitchell Manaagement Sys. 
P-Stat, Inc. COMPONENT 
World Research Systems 

CRC Information Sys. 
Information Resources, Inc. 

DATA EDITING P-Stat, Inc. 
Analytical Computer Service, Inc. SPSS, Inc. 
Coffman Systems Systat, Inc. 
Consulting, Hardware & Processing 
CRC Information Sys. FOCUS GROUP Downie-Pine Company 
Hodges & Assoc. MANAGEMENT 
MIA/RIC Inc. Mitchell Management Sys. 
Mitchell Management Sys. 
P -Stat, Inc. 

GEOGRAPHIC Quantlme 
SAS Institute INFORMATION 
SPSS, Inc. 
Systat, Inc. SERVICE 
World Research Systems LPC,Inc. 

DATA ENTRY 
MPSI Systems, Inc. 

Computers For Marketing Corp. GRAPHIC DISPLAY 
DigiData Entry System 
Downie-Pine Company 

Computer Associates 
Devcom Mid-America 

Market Probe International 
Mitchell Management Sys. 

Downie-Pine Company 
SAS Institute 

P-Stat, Inc. SPSS, Inc. 
SAS Institute Statistical Innovations 
SPSS, Inc. Systat, Inc. 

DEMOGRAPHIC INDEXING 
ANALYSIS World Research Systems 

Computer Associates 
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INTERACTION/ Downie-Pine Company Market Probe International SPSS, Inc. 

CLASSIFICATION 
MJA!RJC Inc. Isaacs Computing Assoc. 
Mitchell Management Sys. P-Stat. Inc. "T" TESTS 

ANALYSIS Quantlme SAS Institute Computer Associates 
Perreault & Assoc. 

P-Stat. Inc. SPSS, Inc. Computers For Marketing Corp. World Research Systems Systat, Inc. CRC Information Sys. 

INTERACTIVE ON-LINE 
Downie-Pine Company 

SALES ANALYSIS Information Resources, Inc. 
TABULATION TELEPHONE Analytical Consultants lnt'1 MJA!RJC Inc. 
Downie-Pine Company Coffman Systems P-Stat. Inc. 

INTERVIEWING Computer Associates Quantlme 

KEY TO DISK Coffman Systems Computers For Marketing Corp. SAS Institute 
Computers For Marketing Corp. Devcom Mid-America SPSS, Inc. 

Computers For Marketing Corp. MJA!RJC Inc. GMD Incorporated Systat. Inc. 
Market Probe International Marketing Info. Systems Information Resources, Inc. World Research Systems 

Marketing Info. Systems 
LOG IT/LOG- PATTERN Mitchell Management Sys. TABLE EDITING 

P-Stat. Inc. LINEAR ANALYSIS ANALYSIS SAS Institute Computers For Marketing Corp. 
SAS Institute Computer Associates SPSS, Inc. CRC Information Sys. 
SPSS, Inc. Downie-Pine Company 
Systat. Inc. 

CRC Information Sys. 
SALES DATABASE P-Stat. Inc. 

Mitchell Management Sys. 
Quantlme 

MARKET 
Analytical Consultants lnt '1 SPSS, Inc. 

PERCEPTUAL Computer Associates World Research Systems 
MATCHING MAPPING Devcom Mid-America 

Information Resources, Inc. TABULATION LPC, Inc. CRC Information Sys. Marketing Info. Systems Mitchell Management Sys. 
Mitchell Management Sys. SYSTEMS 

PRICE ELASTICITY P-Stat, Inc. Analytical Computer Service, Inc. MARKET 
MEASUREMENT Computers For Marketing Corp. 

SEGMENTATION SALES Consulting, Hardware & Processing 

CRC Information Sys. 
SPSS, Inc. 

EFFECTIVENESS CRC Information Sys. 
Downie-Pine Company LPC, Inc. 

PROGRAMMING MEASUREMENT Information Resources, Inc. MIA/RIC Inc. 
Marketing Info. Systems LANGUAGE Analytical Consultants lnt '1 MIA/RIC Inc. 
Mitchell Managemnt Sys. GMD Incorporated Market Probe International 
Perreault & Assoc. P-Stat, Inc. 

Information Resources, Inc. Perreault & Assoc. 
SPSS, Inc. 

Marketing Info. Systems P-Stat, Inc. 
Statistical Innovation QUADRANT Mitchell Management Sys. Quantlme 

ANALYSIS SPSS, Inc. Sigma Research 
MEDIA ANALYSIS SPSS, Inc. 

Mitchell Management Sys. 
Computer Associates 

SALES World Research Systems 
Information Resources, Inc. 

SPSS, Inc. 
TIC/A FORECASTING TELEPHONE 

MULTIDIMENSIONAL QUESTIONNAIRE 
Analytical Consultants lnt'1 INTERVIEWING Marketing Info. Systems 

SCALING DESIGN Mitchell Management Sys. SYSTEM 
Computer Associates P-Stat. Inc. 

Coffman System 
CRC Information Sys. LANGUAGE SAS Institute 

Computers For Marketing Corp. 
Information Resources, Inc. Coffman Systems Spar, Inc. 

CRC Information Sys. 
SPSS, Inc. Computers For Marketing Corp. SPSS, Inc. 

M/ A!RJC Inc. 
Systat, Inc. CRC Information Sys. Systat, Inc. 

Downie-Pine Company 
SAMPLE SIZE TIME-SERIES MUL TINOMINAL M/ A/RIC Inc. 

LOG IT ANALYSIS Systat. Inc. ANALYSIS 
RANKING Computer Associates 

Caliper Corporation 
Computer Associates SAMPLE Information Resources, Inc. SPSS, Inc. 
Computers For Marketing Corp. WEIGHTING Market Probe International 

Systat, Inc. 
Downie-Pine Company P-Stat. Inc. 
M/A!RJC Inc. Computers For Marketing Corp. SAS Institute 

NON-PARAMETRIC Mitchell Management Sys. CRC Information Sys. SPSS, Inc. 

STATISTICS P-Stat, Inc. Downie-Pine Company Systat, Inc. 
Quantlme MJA!RJC Inc. 

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

SPSS, Inc. World Research Systems Systat, Inc. Computers For Marketing Corp. Systat, Inc. World Research Systems M/ A!RJC Inc. 
REGRESSION/ 

ON-LINE DATA CORRELATION SIMULATION/ 
VOLUMETRIC TABULATION ANALYSIS MODELING 

Computers For Marketing Corp. 
Computer Associates CRC Information Sys. ANALYSIS CRC Information Sys. 
CRC Information Sys. SAS Institute 

Quantlme 
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Th e publisher is not responsible for any errors or omissions in the index 

Analysis Research Ltd. 
Centrac, Inc. 
Computers For Marketing Corp. 
Consumer & Professional Research , Inc. 
Consumer Opinion Services 
Consumer Pulse 
Creative Research 
Csi 
Datalogics 
Digidata 
ECF Systems Development 
Ecker & Associates 
First Market Research 
Focus Plus 
Focus Suites of Philadelphia 
Gargan & Associates 
Maritz Marketing Research 
Market Action Software 
Market Probe International 
Marketing Research Services 
Marketeam Associates 
Market Trends Inc. 
Metaphor 
Namelab Inc. 
National Computer Systems 
Northwest Surveys , Inc. 
Philadelphia Focus 
Pine Company 
Project Research Inc. 
Quanti me 
Quick Test Opinion Centers 
Rife Market Research , Inc. 
Rockwood Research Corp. 
SAMI/Burke 
Sawtooth Software, Inc. 
Irwin Sharpe & Associates 
Sigma Research Corp. 
Sophisticated Data Research 
SPSS, Inc. 
Strawberry Software, Inc. 
Taylor Research 
TMR Inc. 
Trade-Off Marketing Services 
Walonick Associates 
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Trade Talk 
continued from p. 62 

owners, reporters, librarians, clergymen and typical residents, 
to gain insight into their lives. He takes this information and, 
using the clusters as a guide, incorporates consumer and eco­
nomic trends with historical , political , and pop cultural infor­
mation to paint a vibrant picture of the U.S . and its people. 

In the context of broader categories and issues such as 
spending habits, employment, relationships and family struc­
ture, leisure time, and politics, he shows us towns like Coon 
Rapids, Minn. , a Blue-Chip Blues neighborhood where the 
good life is a family car, a deck in the backyard and nice dinner 
out once in awhile; and Dalton, Georgia, a Norma Rae-Ville 
cluster where life isn ' t quite so comfortable for many of the 
townspeople, who spend their lives trying to make a living in 
minimum wage jobs. 

In addition to numerous charts and cluster maps on every­
thing from voting habits to mayonnaise preference, Weiss 
provides quick-reference-style capsule views of each of the 40 
clusters, giving information on demographics, politics, and 
tables of preferences in lifestyle , food , magazine/newspaper, 
automobile, and television show choices. The section "Chang­
ing Clusters" looks at how each new batch of census data has 
altered the PRIZM system by adding new clusters and eliminat­
ing those that are no longer relevant. Weiss also offers some 
predictions on what changes the upcoming 1990 Census will 
bring. 

A particularly useful chapter for marketers and those in­
volved with research is "The Myth of the Average American," 
in which Weiss looks at the "unshakable dominance of the 
Average American in marketing research," questioning just 
how average I ife is in Middle America, and whether the region' s 
values should be so easily assumed to mirror those of the rest of 
the country. 

Al so , for those who are bombarded daily with statistics on the 
American Public, The Clustering of America provides a valu­
able look into the lives of the people whose tastes and decisions 
are represented by those numbers. It' s the use of this kind of 
information, according to recent Advertising Age article (Feb. 
13 , p. 3)-which blames some recent marketing blunders on a 
lack of insight into consumer tastes-that could be the difference 
between the success and failure of a marketing campaign. 

And , without conjuring up strains of "The Star Spangled 
Banner" here, it' s just plain interesting to find out how other 

-----------------------! U.S. citizens feel about life in the United States. One of the most 

-----Corrections----- enjoyable things about the book is finding out how you ' re 

The WATS Room 
The Wirthlin Group 

5 
55 
25 
28 
15 
53 
29 
11 

The following listings were inadvertently omitted from the 
December, 1988, Focus Group Research Facilities Directory: 

KPC Research Shiloh Research Associates, Inc. 
908 South Tryon Street 4215 No. Main Street, Ste. 208 
Charlotte, NC 28202 Dayton, OH 45405 
704/379-6342 513/275-5308 
1,3,6,7B 1,3,4,6,7B 

The following listing was inadvertently omitted from the 
May, 1988, Telephone Interviewing Directory: 

Innovative Query, Inc . 
8687 East Via DeVentura, #216 
Scottsdale, AZ 85258 
602/483-7505 
18-16-16-0 

March, 1989 

different-and similar-to the people in your cluster. 
Because although we Americans like to flaunt our individu­

ality, as Weiss points out, "For all our local idiosyncrasies, The 
Clustering of America shows that neighborhoods separated 
geographically can be virtually identical in lifestyle. California 
and New Jersey may be thousands of miles apart, but the cluster 
system illustrates that Palo Alto and Princeton have much in 
common. Both classified as Money & Brains communities, 
they share a populace of white-collar professionals and techno­
cratic executives, swank homes valued at more than $200,000, 
and high subscription rates to Architectural Digest and Town & 
Country. Perrier fizzes in their fridges. Invitations to Republi­
can fund raisers arrive in the mail. On a cluster map, people who 
live 3,000 miles apart yet share the same neighborhood type 
have more in common with each other than with those people 
who live only three miles away." MRR 
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Book provides 
valuable insight into 
U.S. lifestyles 

I t's been said that you are what you eat. Well, the folks 
at Claritas Corp. have added a few adages of their own 
to that thought. Such as, you are what you read, what you 

watch, what you drive, and, most importantly, where you live. 
In his book The Clustering of America (Harper & Row), 

author Michael Weiss looks at the United States through the 
lens of PRIZM, the target marketing system developed by 
Claritas that uses U.S. Census Bureau data and a variety of 
consumer surveys and opinion polls to create 40 distinct life­
style depictions of America's 250,000 neighborhoods. 

As a precursor to PRIZM, Claritas founder Jonathan Robbin 

62 

At NameLab, we've made product 
and company names like Acura, 
AutoZone, Compaq, Cycolm; Geo, 
Sequa and Zaprnail by constructional 
linguistics. 

The result of a NameLab project 
is a report presenting and analyzing 
registrable names expressing your 
marketing ideas. We quote costs 
accurately in advance and complete 
most projects in four weeks. 

For information, contact 
NameLab Inc., 711 Marina Blvd., 
San Francisco, CA 94123, 415-563-1639. 

NAMELAB® 
Circle No. 342 

By Joseph Rydholm 
managing editor 

introduced the Claritas Cluster System in 1974, which gave 
each of the 40 segments a descriptive name to indicate the 
lifestyle of its inhabitants (e.g. Shotguns & Pickups, Norma 
Rae-Ville, Furs & Station Wagons). In addition, each cluster 
received a ZQ (or ZIP 
Quality) rating, which is 
described as a "socioeco­
nomic ranking based on 
income, home value, edu­
cation and occupation-a 
kind of pecking order of 
affluence." For example, 
Blue Blood Estates is at 
the top with a ZQ of 1, 
and Public Assistance is 
at the bottom with a ZQ 
of 40. This was followed 
up in 1978 by PRIZM 
(Potential Rating Index 
by ZIP Markets), which 
uses media, product, and opinion surveys to further define the 
clusters. 

The book is an entertaining, thorough, and engrossing trek 
across the country that shows how much can be learned about 
a community by determining which magazines they subscribe 
to, catalogs they order from , and beverages they drink. We are 
a nation of consumers, after all, and whether we like it or not, 
much of how we define ourselves comes from the things we 
buy. 

Weiss makes it clear that you're doing more than just order­
ing a sweater when you call the toll-free number in your Land 's 
End catalog, or send off a check for that subscription to Field & 
Stream. You're making a lifestyle statement. 

Though Weiss discusses the theory behind the cluster system 
and some of the many uses it has been put to, his primary interest 
is sociological. Between December 1985 and February 1987, he 
crisscrossed the country, traveling to 75 communities, racking 
up 50,000 miles of airplane and automobile travel in the 
process. In each town he talked to community leaders, store 

continued on p. 61 
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We Cordially Invite You 
... to learn marketing research methods and applications from the professionals who do more customized marketing 
research and have taught it to more people than illJYOne else in the world. Experience is the Best Teacher: 

When you attend a Burke Institute seminar, you 
participate in more than an exciting, on-target 
learning experience. You learn from what we have 
learned by doing tens of thousands of marketing 
research studies for our clients for over 50 years. 
Our seminars reflect this invaluable depth of real­
life expertise, not available to you anywhere else. 

It is just one of the many reasons for the rave re­
views we have received worldwide from past par­
ticipants at more than 1000 marketing research 
seminars conducted by us during the past 13 years. 
Here are just a few verbatims from recent eminar 
evaluations: 

I . Super- be t 2 day seminar I've ever had! Totally targeted 
-very wel l done. Be t (seminar manual) I've seen in terms 
of walking away with a great memory jogger. 

Manager, ICI Pharmaceuticals 
2. Outstanding! Will recommend for the entire professional 

staff at Ford. Extremely helpful for doing my job. Excellent, 
well laid out (manual). 

Project Mana ger, Ford 
3. Fabulous seminar. Covered a wide range of difficult informa­

tion in only three days. I felt a very personalized learning ex­
perience- all due to the (speakers) vibrant, one-on-one com­
munication style. 

Presiden l, Marketing Consulting Comp~ 
4. Excellent- Covered more information in more detail and 

certainly more immediately useful methodology than the 
two semesters of business research methodology that I had 
just completed in an MBA program. Exciting, energetic, 
knowledgeable and effective presentation. 

OpportunilyAna lyst, DowChemical 
5. Fantastic! Even though I have an M.S. in stats, I have never 

had such a clear picture of how to apply stat techniques 
before. Wonderful examples to explain the theories, ideas, 
philosophies-superb (speaker)! Helped to motivate me to 
expand my use of different techniques and explore more 
possibilities. 

Markel Research Analysl, Consumer Power Comp~ 
6. Great seminar. Concentrated- pratical- directed. Engag­

ing (speaker)- it is excit ing to have direct contact to such 
talent. 

Markel Officer, Marine Midland Bank 
7. Excellent- exactly what I was look ing for. No doubt that 

(the speaker) knows mater ial inside and out , ea ily accessi­
ble, applied situation in real life to what we were learn ing. 

Projecl Manager, Procter & Gamble 
8. I can't say enough. I am much more prepared to understand 

the analys is needs and interpret the results effectively. Thank 
you. oth ing was a waste o time. 

Assistant Manager, AT&T 
9. Outstanding seminar. I learned a great deal and thi s semi­

nar tied together a great deal of information that I had been 
exposed to but never trained in. Outstanding (speaker) used 
a lot of analogies that helped with the understanding of a lot 
of concept . This course made marketing research more in­
teresting to me. 

Markel Planner, Corning Glass Works 
I 0. Covered exactly the kinds of issues we face in advertising 

research, and more important, the material was made very 
understandable because of the context in which each tool 
was described. The speaker can't be beat. 

V.P., Group Research Director, Leo Burnett Advertising 

Bffrke 
nstitute 

800 Broadway, Cincinnati, Ohio 45202,800-543-8635 

The Burke Institute 
Schedule of seminars January -June 1989 

1. Practical Marketing Research 
Boston .. .. .. .. ... Jan. 9-11 
San Francisco . . ... Feb. 6-8 
New York ..... . ... Feb. 27-Mar. 1 
Chicago . . .... .. .. Mar. 29-31 
Philadelphia .. ..... Apr. 17-19 
Cincinnati ........ May 8-10 
Atlanta ......... .. May 22-24 
Toronto .... ....... June 19-21 

2. Introduction to Marketing 
Research 
Cincinnati ... ..... Mar. 22-23 
Orlando ... . . .. ... June 19-20 

3. Marketing Research for 
Decision Makers 
Hawaii ........... Jan. 17-18 
Cincinnati ........ May 2-3 

4. Questionnaire Construction 
Workshop 
New York ... ..... . Jan. 17-18 
Cincinnati .... .. .. Feb. 27-28 
Chicago .. .. . ..... April4-5 
Boston . ... .... ... May 2-3 

5. Questionnaire Design: 
Applications and Enchancements 
Cincinnati ........ Jan. 19-20 
Chicago . ..... . ... April6-7 

7. Focus Groups: An Introduction 
Cincinnati . ... .... Jan. 11-12 
New York .... . . .. . Mar. 21-22 
Boston ........... May 4-5 
Orlando . .. . .. .... June 21-22 

8. Focus Groups: An Applications 
Workshop 
Cincinnati . ... .... Jan. 17-18 
Cincinnati . . . .. . .. April11-12 

9. Focus Group Moderator Training 
Cincinnati . . ... . . . Jan. 31-Feb. 3 
Cincinnati ........ Mar. 13-16 
Cincinnati . .. . .... April25-28 
Cincinnati .. . ..... June 13-16 

10. Qualitative Marketing Research 
With Children 
Cincinnati ........ Jan. 13 
Orlando .......... June 23 

11. Writing Actionable Marketing 
Research Reports 
Boston ........... Jan. 12-13 
New York .. . ...... Mar. 2-3 
Cincinnati . .... . .. May 11-12 
Toronto ........... June 22-23 

12. Effectively Presenting Research 
Results to Decision Makers 
Cincinnati ... . .... Mar. 8-10 
Cincinnati ..... ... June 7-9 

13. Applications of Marketing 
Research 
San Francisco ..... Feb. 9-10 
Philadelphia . .. .... April20-21 
Atlanta ... . ....... May 25-26 

14. Product Research 
Cincinnati ... .. ... Feb. 21-22 
Chicago .......... May 16-17 

15. New Product Forecasting 
Cincinnati .... .. .. Feb. 23-24 

16. Advertising Research 
Cincinnati ........ Feb. 9-10 
New York ......... May 18-19 

17. Positioning and Segmentation 
Research 
Cincinnati ... . .... Feb. 7-8 
New York . ........ May 16-17 

18. Customer Satisfaction Research 
Cincinnati ........ Mar. 6-7 
Chicago .......... May 18-19 

19. Tabulation & Interpretation of 
Marketing Research Data 
Cincinnati ... ..... Jan. 23-24 
New York ......... June 5-6 

20. Tools and Techniques of 
Data Analysis 
Cincinnati ..... ... Jan. 25-27 
New York ......... Feb. 20-22 
Chicago . ......... April17-l9 
New York ..... .... June 7-9 

21. Practical Multivariate Analysis 
Cincinnati .... . .. . Feb. 13-15 
New York ......... April24-26 
Cincinnati .... . ... June 26-28 

22. Using Multivariate Analysis: A P.C. 
Based Applications Workshop 
Cincinnati ...... .. June 29-30 

23. Experimental Designs for 
Marketing Research 
Cincinnati ........ May 4-5 

24. Managing Marketing Research 
Hawaii .... . ...... Jan. 19-20 
Chicago .......... April12-13 
Cincinnati .. .... . . June 20-21 

25. Marketing Strategy & Tactics 
Cincinnati ........ May 25-26 

26. Industrial Marketing Research 
Cincinnati .... .... Mar. 29-31 
Cincinnati . . ..... . May 22-24 

29. Marketing Research for Healthcare 
Organizations 
Cincinnati ........ May 16-18 

30. International Marketing Research 
Cincinnati ........ Mar. 20-21 

PLUS over 60 seminars in computer systemsldata bases. 

Please look over the list of our current seminars. Then, call us toll-free. 
We will help you select the best seminar or other educational opportunity 
to meet your specific needs. Please call Lisa Raffignone, Program Man­
ager or Dr: Sid Venkatesh, Managing Director, at 800-543-8635 (ext. 3775.) 

Circle No. 343 on Reader Card 



Find out what hundreds of researchers already knovv ... 

Focus Suites is like no other facility you've ever tried. 

• The expertise of our professional recruiters is unsurpassed in this industry. 

• We have three separate, totally private 3-room suites. 

• These extraordinary suites are available for the same cost or less than that 
of an ordinary facility. 

Call today for a competitive bid on your next qualitative research project. 
Once you've tried us, you'll never be satisfied with an ordinary facility again. 

The Right People ... The Right Price ... The Right Place 

One Bala Plaza, Suite 622, 231 St. Asaphs Road, 
Bala Cynwyd, PA 19004 (215) 667-1110 

Circle No. 347 on Reader Card 

of Philadelphia 
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