
Research with travelers 
helps Samsonite develop 
a new line of luggage 

Data processing/ 
software directo~y 



How tba Company 
Prasidant will finally 
ramambar your nama .. 

BellomY.: 
Research 

108 Cambridge Plaza Drive 
Winston-Salem. NC 27104 
Ph.(919) 765-7676 
Toll Free 1-800-443-7344 

If you buy research, be one of 
the names remembered by all 
the important people upstairs. 

Start using CPT Plus™, complete 
with volumetric reads, only from 
Bellomy Research. It is simply the 
most advanced and predictive 
CPT (Concept Product Test) 
methodology available today. 
Period . 

CPT Plus™ is a volumetric model 
that simultaneously structures and 
segments a market, describing 
bolh brand loyal and switching 
segments of the market. 
The results are: 

• Volumetric estimates on 
alternative concepts/products. 

• Share of market estimates. 

• Source of new business, including 
cannibalization of your brands. 

• Competitive structure/segmentation 
analysis to identify target segments 
and matching product offering. 

Providing management with more 
accurate, on-strategy direction 
will make your name synonymous 
with success. 

Get com,plete details today about 
CPT Plusr from Bellomy Research, 
a national research company 
serving the Fortune 500 for over 
15 years. 

rc 1991 Bellomy Research 

Circle No. 700 on Reader Card 



Value 
Added 

Reseller 

Circle No. 701 on Reader Card 



Vol VI, No.2 

Features 

6 

8 

Easing travel restrictions 
Research with travelers helps Samsonite develop a convenient 

new line of luggage 

Taking orders over the phone 
A CATI system lowers Spiegel Inc.'s research costs and 

gives it a direct link to its customers 

14 Psycho-socio-cultural Hispanic research 

Departments 

10 Data Use: Classification tree methods: AID, CHAID 

and CART 

16 Survey Monitor 

18 Names of Note 

21 Start Ups, Changes, Mergers & Acquisitions 

22 Product and Service Update 

30 Qualitative Research/Focus Group Moderator Directory 

37 Directory of Data Processing/Software Providers 

61 Listing Additions 

62 Trade Talk 

4 

February, 1992 

Cover 
Sam oni te u ed a va­
riety of re earch meth­
ods in developing its 
Piggyback line oflug­
gage. Photo courtesy 
of Samsoni te. 

Publisher 

Tom Quirk 

Managing Editor 

Joseph Rydholm 

Marketing Associate 
Evan Tweed 

Circulation Director 

James Quirk 

Business Manager 
Marlene Flohr 

Quirk 's Ma rketing Research Review, (lSSN 0893745 1) is 

issued 10 times per year--January,February, March, April , 

May, June/July, August/September, October, November, De­

cember--by Quirk Enterprises, Inc., 6607 18th Ave. So., Min­

neapolis, MN 55423. Mailing Address: P.O. Box 23536, 

Minneapolis, MN 55423. Telephone & Fax: 6 12-86 1-805 1. 

Second class postage paid at Minneapolis, M and additional 

mail ing offi ces. 

Subscription Information: U.S. annual rate (ten issues) $40; 

two years (20 issues) $76; three years (30 is ues) $ 11 2. U.S. 

single copy price $ 10. Change of address notices should be sent 

prompt ly; provide old mailing label as well as new address; 

include ZIP code or postal code. Allow 4to 6 weeks for change. 

POSTMASTER: Please send change of address to Quirk 's 

Marketing Research Review, P.O. Box 23536, Minneapolis, 

MN 55423. 

Quirk's Marketing Research Review is not responsible for 

claims made in advertisements. 

Editorial policy: We welcome submission of manuscripts 

from outside sources. Write or call for guidelines. Address 

press releases and other editori al materi al to Joseph Rydholm, 

managing editor. 

Copyri ght 1992 by Qui rk's Marketing Research Review 

Quirk's Marketing Research Review 



Bend Us. Shape Us. 
Any WaY. Want To. 

As long as you love us, it's all right. And 
love us you will. Statistical software from 
SPSS is designed to work the way you 
work. By giving you the power to enter, 
edit, manage, analyze and present data 
on virtually every type of P.C, worksta­
tion, minicomputer and mamfr~me. ~~ 
giving you better decision-m~mg abthty 
through the most compre?ensive set of 
statistical procedures avmlable. And by 
giving you a choice of op~ions to mee~ 
your specifi~ data analysis. n~eds. So if 
you're thinking .a~~ut statistical so~~~e, 
think about fleXIbility. Because fleXIbility 
means value. And when it comes to value, 
we top the charts. 

The Accessibility of SPSS makes i~ ideal 
for beginners and advanced users alike. 
With its straightforward m~n~s and con­
text -sensitive help and statistical glos­
sary, SPSS gets you st:ar:ted fast. And ~th 
the help of our time-savmg pro~mg 
facilities, including macros and a matnx 
language, you'll have the power to go 
deeper even faster: And r~g~dless ?f 
your experience With statistics, ¥OU ll 
be supported by the d?Cumentation and 
training that's set the mdustry standard 
for over 25 years. Documentation that 
lNFoWORLD calls "The Best in the 
Business." 

The Statistical Procedures in SPSS 
give you the power to examine data ~ore 
thoroughly, revealing patterns that might 
otherwise go unnoticed. w~ o~er the 
most in-depth group of statistical proce­
dures available including univariate and 
multivariate descriptives, model building, 
hypothesis testing, clus.teri?g and ~lassi­
fication, survival analysts, time senes and 
perceptual mapping. No matter 'Y~~t your 
question, SPSS provides the fleXIbility to 
find the answer. 

The Data and File Management 
capabilities of SPSS give yo~ unparal­
leled flexibility when prepanng data for 
analysis. With SPSS, information can be 
quickly reorganized, cleaned and trans­
fanned, regardless of size or structure. 
Multiple missing values for nonr~sponses 
can be defined and labeled accordmg to 
your specificat~ons, whi.le built -in ~ontrols 
easily manage mformation stored m com­
plex file formats, including custom file 
formats. Self-documenting portable files 
give you the freedo~ to mo~e your analy­
sis from one computing envrronment 
to the next, saving time and resources. 
And because SPSS supports most popular 
microcomputer file types including 
Lotus® DBF and SYLK, and offers free 
interf~ces to such leading SQL-based 
database management systems as 
Informix~ ORACLE® and Sybase;" 
there's no need to re-enter data or 
write out intermediate files. 

Sll'.!it5 Wefe Making It Easier To Decide. 

Chicago . Washington DC • Chertsey, UK . Gorinchem. The Netherlands . Munich . New Delhi • Singapore. Stockholm. Sydney . Tokyo • And Distributors Worldwide. 

· Circle No. 729 on Reader Card 

The Choice of Options offered by SPSS 
provide the flexibility to meet bo~h your 
immediate and future data analysis needs. 
Unlike other statistical packages, we give 
you more than j~st the ability to choose 
between the options you may or may 
not need. We give you a choice ~f options 
designed to work together. Options that 
work as a system, providing the best pos­
sible software solution. Options for data 
entry and editing. Or producing P':!blica­
tion-ready tables and reports. Options 
to analyze the past and help predict ~e 
future. Or to present your r~sults 'Ylth 
over 40 high-impact color displays m­
cluding a variety of charts and maps. 
No matter what you do, SPSS can help 
you do it better. 

So if you're in the market for statistical 
software, keep an open mind. qo ~th the 
value of SPSS, suppliers of statlsti~ solu­
tions to over 2 million users worldWide. 
Because when you have the advantage of 
flexibility, the chances are you'll still be a 
hit tomorrow. 

Calll(SOO) 345-5383 or FAX (312) 329-3668. 

Statistical Software For All Leading Computing Environments. 
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Easing travel restrictions 
Research with travelers helps Samsonite develop a 
by Bob Bengen 

Editor's note: Bob Bengen is director, 
marketing research with Samsonite 
Corporation, Denver, Colorado. 

T he Samsonite Corporation re­
alized early in its existence the 
value of consumer input in new 

product development. The marketing 
research function began in 1957, and 
in the ensuing 35 years, it has played 
an important role in Samsonite's suc­
cess, first with the Silhouette line of 
luggage, which became the industry 
standard in hardside luggage, then with 
other products, such as Ultralite, which 
is 25% lighter than similar softside 
luggage on the market. The recent de­
velopment of the successful Piggy­
back line of luggage reflects the im­
portance of marketing research for 
Samsonite. 

Piggyback luggage, which includes 
a full-size model and a carry-on model, 
is now the top-selling style of our 
hardside luggage. This wasn't achieved 
through luck, but rather through up­
front research, concept research, and 
product research to listen to consum­
ers' concerns, act upon them, and then 
determine if the e concerns were met. 

To understand the importance of 
Piggyback to Samsonite, it is neces­
sary to understand the environment in 
which it was developed. At one time, 
hardside luggage was the dominant 
type of luggage, capturing over three­
quarters of the U.S. market. Its domi­
nance has diminished over the year to 
where softside luggage is now the most 
preferred type of luggage. (Interest­
ing! y, hardside luggage still dominates 
the European and Japanese markets, 
as well as the Asian and Middle East-
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0 
Samsonite 

The Piggyback hardside case 
incorporates some untraditional design 
elements such as a telescoping handle 
that disappears when not in use. 

ern markets.) 
In 1986, when this trend was in full 

wing, Samsonite's management was 
understandably concerned about the fu­
ture of hardside luggage. Management 
was searching for a break-through, pat­
entable, hardside product to rival the 
softside break-through of Samsonite's 
extremely successful Valet Garment 

Bag. While Samsonite does more than 
half its business in softside luggage, it 
has an advantage in hardside luggage 
due to its expertise and cost-efficien­
cie with production methods. 

Luggage exploratory 
Development ofPiggyback luggage 

began in 1977 when a qualitative study, 
called a luggage exploratory, was con­
ducted to focus on the issues that people 
have when they travel. Eleven mini­
focus groups (5-6 people) were con­
ducted with respondents who had pre­
viously completed a Yankelovich 
Monitor screening questionnaire, so 
that each group represented a particu­
lar lifestyle segment. The Yankelov­
ich Monitor provided the size andchar­
acteri tics of specific lifestyle groups 
and social trends. This served as a 
background from which new products 
and adverti ing were developed. 

The groups were skewed toward 
"Forerunner " and "New Conform­
ists" because these people were our 
target groups. Forerunners were youth­
ful, educated, self-expressive, inter­
ested in individuality, and well-trav­
eleddomestically. Theyalsotookspon­
taneou weekend trip and automobile 
trips. New Conformists were also 
youthful. They were socially diverse 
and upwardly mobile. They traveled 
moderately, took more planned short 

continued on p. 26 
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convenient new line of luggage 

In early testing, consumers gave high marks to the concept of a line of luggage that could be strapped together in piggyback 
fashion. Samsonite's Piggyback luggage features a telescoping handle and a self-retracting strap that allows other items to 
be loaded and secured on top of the Piggyback. 
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Taking orders over the phone 
A CAT! system lowers Spiegel Inc.'s research 
costs and gives it a direct link to its customers 
by Cheryl Ross 

Editor' s note: Cheryl Ross is market 
research manager with Spiegel, Inc., 
Oak Brook, Illinois . 

s uccess as a retailer, especially 
an apparel retailer, has always 
had a lot to do with good in­

stincts: an eye for the trends and a knack 
for picking the ones that would domi­
nate a season. 

In 1986, Spiegel, Inc. management 
realized that the game was in the pro­
cess of becoming much more complex. 
The market was fragmenting, the com­
petition intensifying and trends prolif­
erating. Instincts would remain crucial 
but instincts supported by knowledge, 
specifically market knowledge would 
be the key to success. That same year 
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Spiegel created its consumer research 
department to forge a direct link to 
consumers and gain a continuou , rapid 
source of up-to-the-minute market 
knowledge. 

As a direct marketer, Spiegel had 
made excellent use of market testing 
and its vast database. Using the wealth 
of database information to develop pro­
grams and refining programs before they 
were rolled out on a major scale was key 
to much of the company 's increase in 
efficiency. But the company had plans 
to go beyond cataloging into multi-chan­
nel specialty retailing with stores from 

coast to coast. The company also had 
plans to go beyond its core market (up­
scale, educated, working women) and 
to penetrate new market segments (men, 
younger consumers , ethnic markets). 
To achieve these goals, Spiegel needed 
to merge database information- how 

Spiegel found that the quick 
turnaround of information provided 
by its CA Tl system (shown at left) 
made its marketing research more 
actionable and more valuable to 
management. 

consumers behave- with solid con­
sumer re earch information- why they 
behave that way- to gain a clear under­
standing of con umers. 

A the learning from initial tudies 
was applied, and as it became clear how 
significantly profits improved by using 
the action plans produced from the re­
search, the number of requests from 
within the company for research studies 
exploded. 

Remain within budget 
We wanted to be able to meet this 

stepped-up demand, especially now that 
the "key players" at Spiegel had begun 
asking the kinds of questions we were 
confident would result in highly action­
able plans. Yet we wanted to remain 
within the budget we had established 
before demand had risen so greatly. 
Obviously, the solution was to cut costs 

Quirk's Marketing Research Review 



dramatically but with­
out affecting the in­
tegrity of the data. 

My staff and I be­
ganclosely investigat­
ing the research firm 
whose cost were 
lower than their competition, as reflected 
in the more attractive bids they submit­
ted. Thi exploration revealed that the 
mostcost-efficientfirms were those that 
had leveraged a newly emerging tech­
nology-using computers to help in the 
research process through a computer­
assisted telephone interviewing (CA TI) 
system. 

We investigated a number of compet­
ing firms offering CA TI software and 
spoke with firms using each of the stron­
gest of these software packages. We 
selected ACS-QUERY based on two 
key criteria: user-friendliness and the 
responsiveness of the oftware producer, 
Analytical Computer Service. 

The primary reason we sought a user­
friendly system was to be able to pro­
gram the questionnaires quickly and to 
easily pull off responses for analysis as 
soon as they were available. We felt it 
was more important to staff our re­
search department with people highly 
skilled in analysis, management, and 
marketing strategy than with technical 
experts devoted to programming and 
running the computer system. 

Specifically, rather than devoting our 
strongest human resources to produc-

February, 1992 

ing data, we wanted to focu them on 
determining what consumer informa­
tion made the most sense to obtain. The 
emphasis was to be on analyzing and 
interpreting the data, distilling the most 
meaningful findings, and developing 
solid action plans. This would permit us 
to translate findings into results that 
have a direct, measurable impact on 
profits. 

Second, we knew that we were going 
to test the system by "borrowing" per­
sonnel from our customer service divi­
sion. People would be interviewing only 
part-time. Thus, we wanted them to be 
able to u~e the system almost immedi­
ately. 

We also realized that because the 
technology wa new-both to us and to 
the industry-we would have to find a 
software vendor that was sensitive and 
willing to react to both new technolo­
gies and to innovative uses of the soft­
ware. We already had given some 
thought to future needs such as auto­
matic telephone dialers, connecting mul­
tiple facilities through a computer net­
work, in-store interviewing, respondent­
administered surveys, and graphic in­
terfaces. In short, we wanted a software 

supplier that would respond and grow 
with us as we developed. 

Test phase 
Initially, we wanted to test the 

system's capability to cut costs and pro­
duce high quality work with minimal 
investment. Therefore, we tested ACS­
QUERY SOLO, which runs on stand­
alone PCs. While it lacks the sampling 
capabilities and quota control features 
that are available on the full system, it 
gave us the opportunity to try out the 
system at a relatively low cost. 

We tested the system for 18 months 
by borrowing staff from our customer 
service center, training 33 individuals 
to operate the system, and measuring 
cost savings. Direct, head-to-head com­
parisons were made by performing par­
allel stuqies. That is, we would split a 
study, with half conducted internally 
and the other half conducted by an out­
side vendor. We sought to measure both 
the cost savings and the quality of the 
data. 

These direct comparisons revealed 
that research costs dropped to 55% of 
their previous levels. We also found, for 

continued on p. 34 

9 



Ill 
Classification tree methods: AID, 
CHAID and CART 

by Steven Struhl 

Editor's note: Steven Struhl is director of the Marketing 
Sciences Group of SDR Chicago. 

C lassification tree methods greatly expand the ways 
in which you can analyze, view, and consider sur­
vey data and other information. They provide some 

highly valuable new tools for data analysis. With these 
methods, you can: 

• cluster with a dependent variable, allowing you to de­
velop segments in one step; 

• assign "don't know" and "refused" respondents into 
groups, along with those who answered; 

• generate simple rescoring models you can use with a 
pencil and paper, in later studies or for screening purposes; 

• analyze continuous, ordinal, and categorical data (includ­
ing yes/no variables) in one analysis; 

• investigate conditional probabilities, allowing you to find 
low-incidence groups easily. 

These procedures produce a classification tree by splitting 
a sample into sub-groups, then repeating this splitting within 
the sub-groups formed again and again until you reach some 
pre-set limit (see figure 1 for a section of a classification tree). 
The sample gets split to maximize differences (variance) 
between these sub-groups on some dependent variable. Such 
a variable could be, for instance, buying intentions, overall 
ratings, cluster group membership, or product use level. 

Several related procedures with different capabilities pro­
duce classification trees. CHAID (or chi-squared automatic 
interaction detection) probably remains the most popular of 
these. It has salient advantages over traditional AID, which 
fell into disuse because of its relative inflexibility and analyti­
cal shortcomings. (Later sections will discuss these differ­
ences more fully.) CHAID/CART (CHAID and Classifica­
tion and Regression Tree) analysis provides an even more 
flexible approach than CHAID, but is relatively new and 
unknown. The first few sections of this article refer mostly to 
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CHAID; later sections discuss both CART and CHAID. 

Forming segments in one step 
Because you divide the sample to maximize differences 

between sub-groups (on some criterion you choose), you 
automatically get segments, rather than groups or clusters. 
True segments vary in response to some marketing-related 
variable; without such variation, you may have split the 
sample, but only into groups. So, if you divide your sample 
into sub-groups ·that differ in purchase intent (for instance), 
then you know these sub-groups are in fact segments. 

Clustering by more traditional methods provides no such 
guarantee. You may have to cluster respondents several 
different ways to find a scheme that produces between-group 
differences on any marketing-related variable. Even then, 
you do not know if your clustering procedure has maximized 
these differences--or if it even has come close to doing so. 

A typical classification tree analysis (either CHAID or 
CHAID/CART) will split the sample into 8 to 30 (or so) 
groups. You can then combine these into as many segments 
as you wish, grouping together sub-groups in ways that make 
the most sense. 

Revealing conditional probabilities 
By splitting the sample again and again, CHAID and 

CHAID/CART can show you conditional probabilities, as 
follows. Suppose you have done a survey and now want to 
differentiate "Brand Z" purchasers from non- purchasers. 
The procedure might find that Brand Z buyers, 20% of the 
overall sample, make up 60% of those with incomes of 
$35,000 to $50,000. This income group would get split off 
from all others, who have only a 12% incidence of Brand Z 
purchasers. 

The "purchaser-rich" sub-group would again get split, 
resulting in another, smaller sub-group with a particularly 
high incidence of purchasers. (Of course, another sub-group 
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having a lower incidence of purchasers also would be pro­
duced in this process.) This could then continue, with further 
splits identifying groups with still higher incidences of buy­
ers. The second split, and all later splits, here would be 
conditional upon the first. Eventually, you would find "pock­
ets" where Brand Z buyers you seek are highly prevalent. 

An example 
Let's look at a slightly more complicated example. Sup­

pose you want to find what most distinguishes light from 
medium from heavy users of Product Y , based on responses 
to 80 question items, including demographics. (This fictional 
example appears on the sample tree diagram on the next page. 
You may wish to refer to this diagram along with the 
description below.) 

Using CHAID or CHAID/CART, you would first split the 
sample on one of the variable producing the greatest be­
tween-group differences in purchase. Suppose this variable is 
the respondent's age group. Looking just at the heavy users, 
you would then see that they make up: 

• 20% of the sample overall 
• 11 % of the 25-34, and 
• 8% of the 18-24 age group, 
• 36% of the 35-54 group. 
In addition, the procedure created this last group by com­

bining two groups defined in the questionnaire, those age 35-
44 and those age 45-54. These groups got combined because 
incidence of light, medium and heavy purchasers did not vary 
significantly between them. 

The procedure would then continue within each group 
devised in the last step. Looking just at the 35-54 age group, 
suppose you then find that region of the country best differ­
entiates between light, medium, and heavy users. Region 3 
(Midwest) has the highest incidence of heavy users within the 
35-54 year age group (56%), while region 4 (South) has the 
lowest incidence (23%). The procedure here combined re­
gions 2 and 4 (East and West) into one group. The level of 
incidence of heavy users in this last group was 34%. 

Note that the very high incidence group just uncovered 
must first be age 35-54 and next live in the Midwest. One 
condition must precede the other in this analysis. We would 
not have found this fact simply by looking at the total ample. 
This is where the conditional probability comes in. 

As the example showed, CHAID and CHAID/CART can 
perform "optimal recoding" of independent variables, rear­
ranging codes to maximize eparation of the groups specified 
by the dependent variable. You can specify whether the codes 
can combine freely (in any order), or whether they must get 
grouped in sequence. 

Assigning "don't know" and "refused" responses 
CHAID and CHAID/CART also can assign "don't know" 

responses to the group (or group ) that will maximize differ­
ences on the dependent variable. This can come in handy on 
questions where some percentage of respondents are unwill­
ing or unable to answer, such as household income questions. 
Of course, assigning the "don't know" group along with 
other makes most sense when the majority of respondents 
answer. If you have much over 15% "no answer" (for what-

February, 1992 

Som...~'~\--~es 

to ge the 
bott of 
thing 

have to,\~ 

thet 
When you want to know 

what business people are 
thinking, it's best to go 
straight to the source. 

Calo Research Services 
specializes in business-to­
business research. And otu 
track record in reaching 
decision maker is excep­
tional. Why? Because our 
staff is specially tr.·ained to 
speak the language of busi­
ness. To get to the right people. 
To ask the right questions. 
And to respect their time. 

So when you want the bot­
tomline from decision makers, 
call the company that gets to 
the top. Calo Research Services. 

Focus Groups 
Depth Interviews , 
Survey Research 

CALO 
RESEARCH SERVICES 

10250 Alliance Road 
Cincinnati, Ohio 
513·984·9708 

Circle No. 703 on Reader Card 

u 
to 

11 



ever reason), you may want to think about either keeping the 
question out of the analysis, or treating those who "refused" 
as a separate group that cannot combine freely with any 
others. 

Classification tree output: sections of a tree diagram 
Crucial to the output is a tree structure that shows, at each 

stage: 
• The independent variable you selected from those best 

dividing the sample, and how the sample splits on that 
variable, 

• The number of individuals "split off' into each of the 
groups, 

• Key dependent-variable values among each ofthe groups 
split off (for example, the percentage of heavy users in each 
sub-group), 

Figure 1 

To Panel To Panel 
4 5 

To Panel 
6 

CHAID produced the tree diagram from which we took 
section shown above. Trees displays produced by CHAID 
can show other information as well, or suppres some of the 
detail shown. A table giving a complete breakdown of each 
split, showing the incidence of all groups at each point in this 
diagram, usually follows. 

CHAID also can produce highly detailed summaries of 
every step in its analysis. These show how the sample split, 
best and other significant predictors at each point, and so on. 
A complete CHAID history can use 2 megabytes to 5 mega­
bytes of disk space, and cover hundreds of pages. 

CHAID versus traditional AID 
CHAID represents a significant advance over traditional 

AID Although once in widespread use, traditional AID is 
rarely seen today because of its relative shortcomings. 

Traditional AID was limited to bifurcating the sample 
(splitting it in two). This had the effect of allowing variables 
with several codes to "explain" more variance than dichoto­
mous ("yes/no") questions. This happened because there are 
many ways to combine a large number of codes into two 
groups-and the more codes, the more possible combina­
tions. Odds of finding some "highly- predictive" split there­
fore would rise as the number of codes increases. Variables 
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with several codes would have the best chance to "float to the 
top," appearing as the best explanatory variables. 

However, CHAID (and CHAID/CART) allow the ample 
to be split into as many as 15 groups (depending on how many 
code the best predictor ha ) at any point in the tree. They also 
have procedures for adjusting the observed significance of a 
variable for the number of codes a variable has. This gives all 
variables a more even chance to appear in the analysis, 
regardless of their type (long scale, short scale, or yes/no). 

Limitations of CHAID 
While CHAID was designed to process non-metric and 

non-ordinal data that normal multivariate analyse cannot 
handle, it has certain limitations: 

• Data must be ordinal, nominal or interval, and not metric. 
No variable can have more than 15 levels. Any variable 
having more than 15 levels, and all metric variables, must get 
recoded to no more than 15 categories. 

• You must specify a "response" or dependent variable. 
This is similar to the grouping variable in discriminant 
analy is. CHAID will partition the sample to maximize 
between-group differences (variance) on this variable. If you 
have no such dependent variable, CHAID will not run. You 
can, though, run CHAID using such dependent variables as 
segments generated by a clustering procedure, to look at the 
data in a different way. 

Note that CHAID cannot perform analyses with continu­
ous dependent variables, such as number of packages of the 
product bought. You must either recode such variables, or use 
CHAID/CART, which the next section discusses. 

• CHAID cannot process zero values or codes that are not 
in sequence (for instance, you cannot skip from a code "3" to 
a code "6"). Th.i may add to the time you must spend re­
coding data. 

CHAID/CART versus CHAID 
The CHAID/CART algorithm provides even more flex­

ibility in handling data than CHAID. CHAID/CART allows 
for both continuous and categorical variables, both as depen­
dent and independent variables. Using continuous dependent 
variables, CART procedures search for ranges in which the 
dependent variable does not vary significantly on the predic­
tor variable. With continuous variables on both sides of the 
equation, these calculations can become highly complex. 

Available CHAID/CART algorithms also can handle miss­
ing values and non-continuous codes more intelligently than 
current versions of CHAID. With CHAID/CART proce­
dures, missing values can be left blank, and codes do not need 
to follow in strict sequence. (If you, for instance, have 
families with 1, 2, 3, 4, and 8 children in your sample, you do 
not have to recode the "8" to a "5.") 

The greater complexity of CHAID/CART leads to its one 
relative disadvantage versus CHAID: it takes more time to 
analyze data. With samples of the size usually used in market 
research, this speed difference will be small. With databases 
having many thousand respondents, CHAID will have a 
definite speed advantage. 
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Decision models based on classification tree analyses 
Any clas ification tree procedure can lead to a set of 

decision rules simple enough to be used with a pencil and 
paper. After determining how a given respondent fits the 

Example: Section of a Classification and Regression Tree with a 
Continuous Dependent Variable 

Global Legend 

(avg = average; 
Dependent Variable: sd = standard deviation) 
Number of packages used L----r-----J 

total number gender (variable selected for first split) 

spouse's occupation 
0.047126 

I 

0.003891 (significance of variable) 

I 
2 manager 

female 

employment status 
0.033457 

I 

I 
3 full-time ??? 

1 hi-level 
3 admin. 
4 clerical 

conditions from each rule, you will get a predicted value on 
your dependent variable for that respondent. You typically 
can use these rules much more easily than the predictive 
models generated by such procedures as regression, discrimi­
nant or logit/probit analysi . 

The rules below match the tree on the preceding page. You 
could even use such rules in quick screening of respondents, 
for example, in mall interviews. Referring to these and the 
tree diagram, you could generate a set of questions with skip 
patterns that would quickly give you a predicted consump­
tion level for new re pondents not in your original survey_ 

Exhibit: Sample decision rules generated by 
classification tree procedures 

RULE_ I IF 

THE 

gender = male 
spouse's occupation= I (hi -level) or 6 (part-time) 

average consumption= 24 units 
std . dev. = 4 units 

RULE_2 IF 

THEN 

gender = male 
spouse's occupation= 2 (manager), 3 (admin .), 
4 (clerical), 5 (manual) 

average consumption = 16.6 units 
td. dev. = 5 units 

RULE_3 IF 

THEN 

gender = female 
employment tatus = I (part-time) or 2 (not) 

average consumption = 8.5 units 
std . dev. = 3.1 units 

RULE 4 fF 
- gender = female 

employment status = 3 (full-time) 
THEN 

average con umption = 12.4 units 
std. dev . = 4 units 

CHAID and CART vs. traditional multivariate procedures 
You can use CHAID and CHAID/CART interactively, 
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choosing from among variables that will lead to significant 
differences between groups formed on your dependent vari­
able. You typically will have many possible variables on 
which you could split the sample, at least in early stages of the 
analysis. You can usually find one or more ways to split the 
sample that makes sense in terms of your organizational goals 
and abilities. 

You can also use these procedures to examine alternative 
splits in "what-if ' type analyses. These procedures' interac­
tive capabilities make them ideal for investigating patterns in 
your data. Of course, if your only interest is the model that 
maximizes variance, you can run these procedures in auto­
matic mode. 

Because CHAID and CART work by sequ((ntial proce­
dures, you do not need to specify an explicit "effects" model 
as you might with, for instance, analysis of variance. Unlike 
tandard multivariate procedures, CHAID and CART ana­

lyze groups based on conditional probabilities, which can 
provide valuable insights that other procedures will not. Both 
CHAID and CHAID/CART procedures require highly flex­
ible and "smart" algorithms to compare all the types of 
variables that they handle. CHAID/CART in particular ap­
plies rules in ways that approach artificial intelligence. 

These procedures therefore constitute one "cutting edge" 
of data analysis. They provide a new and efficient way to 
develop segments, that is , groups that definitely will vary in 
terms of some key variable. The procedures' newness and 
sophistication, though, have a price. Both require some 
explanation and " training" of clients. Perhaps as a result, both 

still receive less use than they merit. 0 

,l,078,84[!l 
C12 Gilmore Research Group was one of the first to utilize Ci2. 

obody can match our experience in the smooth, accurate, 
hassle-free collection of your data. 

w:ws 
+ We utilize the outstanding features ofSawtcxlth Ci2 software, 

IWiionwide, for computer-assisted interviewing. 
+ Ci2's on-screen computer prompts assure accurate execution of 

complex questionnaire skip patterns. 
+ Ci2's in-term data availability during fielding enables up-to-the­

minute evaluation of responses. 
+ Our greater experience with Ci2 enables efficient questionnaire 

design or trouble-shooting of existing questionnaires. 
+ WATS Centers in Seattle, Portland, Albuquerque, Omaha, and 

Pittsburgh, enable cost-effective Ci2 data coUection. 

1HE 
GilMORE 

RESFARCH 
G~9]f 

STRAIGHT ANSWERS 

ll'e also offer statisliml mul{)'sis u~·th other 
.'itm•tootb Sojlrmre, inc/ruling: Conjoint 
(AUt), !t.'T'Ceptua/ .ltapping ( APA), Ouster 
Analysis (CUI). 

CORPORATE HFADQUARTERS 
2324 Eastlake Ave E, Ste 300 
Seattle, WA 98102-3306 
(206) 726-5555 FAA. (206) 726-5620 

:'-l.o\TIONAL WATS CEm'ERS 
Albuquerque. NM Portland, OR 
Omaha, NE Seattle, WA 
f'lttsburgh, PA 
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Editor's note: Felipe Korzenny, 
Ph.D., is president, a'nd Betty Ann 
Korzenny,Ph.D ., is executive vice presi­
dent, of Hispanic Marketing Communi­
cation Research, Belmont, California. 

T he U.S. Hispanic market has 
been consistently approached 
as a market in transition from 

a "foreign" past to an "assimilated" 
present. We believe that the U.S. His­
panic market will continue to be distinct 
and diverse for many years to come, and 
that the "melting pot" process will not 
be the common mode of integration into 
the broader society. Cultural pride and 
identification are likely to keep U.S. 
Hispanics in relatively diverse groups 
who preserve their culture of origin and 
selectively adopt features of the main­
stream U.S. culture. 

Viewing the U.S. Hispanic market as 
a different entity in a plural society 
warrants efforts to understand variables 
in distinct but overlapping domains: 
psychological, sociological, and cul­
tural. The main objective of this article 
is to make explicit the importance and 
applicability of Hispanic psycho-socio­
cultural research, or PSC. 

PSC research is a strategy that takes 
into consideration psychological, so­
ciological, and cultural theory when 
addressing market problems across cui-
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tures. It merges what is known about 
people, societies and cultures, with 
empirically gathered data about spe­
cific attitudes, behaviors, and beliefs. 

The usefulness of PSC research is 
that it saves the researcher the burden of 
reinventing the wheel, while s/he con­
centrates on gathering important deci­
sion-making information. This type of 
research is the joining of theory and 
data for market strategizing. PSC is a 
broadbased theoretical and practical 
approach that helps in conceptualizing 
research, data gathering, and interpret­
ing findings. 

Although the usefulness of PSC re­
search has been demonstrated in work 
for packaged good manufacturers and 
advertising agencies, all too frequently 
in Hispanic research the initial step of 
conceptualization is skipped. This hap­
pens because those involved in design­
ing the research forget they are working 
with a market that cannot be approached 
with "common general market" assump­
tions. The lack of a broad-based theo­
retical approach can create fatal flaws 
for Hispanic research projects. These 
initial research questions need to be 
insightful and on target so that research 
answers may make a true contribution. 

The following are simplified ex­
amples of questions which this type of 
research can generate: 

• esearch questions for a manufac­
turer of soft drinks: What are the beliefs 
associated with different fruit flavors in 
different Hispanic group ? What is the 
social imagery associated with soft drink 
consumption? How is nutrition under­
stood when comparing diverse bever­
ages? 

The PSC theory that enlightens the 
questions above involves: 

1. Knowledge of cultural associations 
between flavors, colors, and beliefs 
about nutrition; 

2. Understanding social and demo­
graphic factors that surround diverse 
consumption occasions; 

3. Taking into account cultural be­
liefs relating to self-efficacy in shaping 
one's own destiny in influencing the 
health of one's own family. 

• Research questions similarly de­
rived for a manufacturer of soap: What 
are the beliefs about cleanliness that 
rule everyday life concerns? What are 
the rituals of bathing and washing that 
particular Hispanic cultures identify 
with? What are the aromas, feelings, 
and experiences that "being clean" 
evokes? 

PSC considerations: 
1. Knowledge about attributes of new 

ideas that vary acros culture ; 
2. Taking into account the perception 
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processes associated with smell and 
touch; 

3. Understanding learned rituals as­
sociated with cleanliness. 

The above examples were intended 
to provide the reader with an idea of the 
role of PSC research. 

The following discussion will high­
light key elements in PSC research to 
clarify how researchers may use this 
paradigm for generating useful market­
ing research insights when dealing with 
Hispanic and other culturally diverse 
markets. 

Differences between PSC and other 
research approaches 

The conduct of any type of research 
for the purposes of marketing requires 
that a cluster of attributes or variables 
be studied. Recent efforts provide ex­
amples of clustering approaches. Lifes­
tyle research has been one of the most 
clearly influential among these ap­
proaches. The variables in such studies 
typically include social and psychologi­
cal variables ets. These variable sets 
have been found to be efficient in the 
identification of market segments for 

pecific services, products, or practices. 
In culturally different markets there 

is the additional need for the consider­
ation of cultural variable . Hence the 
label psycho-socio-cultural research. 

Clusters of variables in PSC research 
may not necessarily be the same ones 
that have traditionally been included in 
lifestyle segmentation studies. This is 
because these clusters of variables are 
not independent from each other. For 
example, socioeconomic level is usu­
ally found to correlate with ethnic iden­
tification. Another example is the rela­
tionship of cultural background with 
formal education experience. 

The foregoing discussion probably 
evokes the idea of survey studies. While 
this impression is accurate, the use of 
PSC research is also prevalent in quali­
tative research such as focus groups, in­
depth interviewing, and behavioral ob­
servation. 

In the cases of both qualitative and 
quantitative research, the investigator 
uses PSC variables as frames of refer­
ence for focusing the objectives of the 
re .earch. It's equally important to use 
PSC variable sets in the interpretation 

of both qualitative and quantitative re­
search findings. 

With this PSC frame of reference the 
parties involved in the research effort 
can more precisely define their objec­
tives, and focus their attention on ma­
nipulable variables. This is an example 
of the dictum "there is nothing more 
practical than a good theory." The reader 
can no doubt promptly identify occa­
sions when good guesses (theories) 
helped focus attention on the key issues 
of a research project. 

The PSC approach is most precisely a 
communication perspective in that it 
specifies the constructs or conditions 
that are most likely to help in the posi­
tioning of ideas, products, or services. 
Positioning is by nature a communica­
tion endeavor that consists of getting a 
hold of those attributes which individu­
als are likely to perceive as favorably 
relating to the product, service, or prac­
tice of interest. 

Psychological variables in PSC 
research 

Psychological variables identified 

continued on p. 23 
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Study segments 
business travelers 

Four specific traveler groups account 
for 90% of all affluent frequent busi­
ness travelers , according to a study, 
Frequent Business Travelers: A Study 
of Markets and Media 1991-92, just 
released by Erdos & Morgan/MPG, New 
York City. 

The four groups: Prime Time, Sea­
soned Activists, Routine Business, and 
Premier Class are.distinguished by their 
attitudes toward business travel, the 
degree of influence they exercise over 
their amount and class of travel , and 
their travel plans and preferences. 

Prime Time travelers have consider­
able discretion over how they spend 
their time and money. They represent 
1.6 million individuals, or about 17.5% 
of all frequent business travelers. Prime 
Time travelers tend to be self-employed 
or work for small-size companies-they 
are more flexible than other business 
travelers and get to en joy some personal 
time while pursuing company business. 
They average eight business trips a year 
and spend a total of about $5,600 a year 
on those trips. 

Seasoned Activists, on the other hand, 
take an average of 16 business trips a 
year and are frequent flyers. They have 
developed a loyalty to certain travel 
services providers, among them: Ameri­
can Express for the credit card, Ameri­
can Airlines as preferred air carrier, and 
Marriott, Embassy Suites, and Hyatt as 
hotel providers. Representing about 15% 
of all affluent frequent business travel­
ers (1.4 million individuals), their per 
capita expenditure on business travel is 
about $1 ,500 per month. 

The Routine Business group makes 
up two-fifths (40.9%) of all frequent 
travelers-a market of nearly 3.7 mil­
lion people. Travel schedules tend to be 
set by their employers, and they express 
relatively little brand loyalty toward 
airlines. The very size of this group of 
travelers makes them important to mar­
keters and although their companies 
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make the deci ion on some big-ticket 
travel expenditure items, they are likely 
to be open to a variety of approaches, 
particularly in regard to immediate-re­
ward items. 

The Premier Class, by far the richest 
market for travel services providers, 
represent 1.5 million individuals or 
16.3% of all affluent frequent business 
travelers. They take an average of 25 
business trips a year, spending almost 
$28,000 annually. They are the most 
frequent hotel and car rental patrons 
and the heaviest users ofbu iness equip­
ment while traveling, including fac­
simile equipment, airline lounges and 
cellular phones. The Premier Class is 
also characterized as having moderate 
loyalty to hotel s they are familiar with, 
being heavy users offrequentfliermile­
age tie-ins and having the highest inci ­
dence of American Express Gold Card 
membership. 

Also reported in the survey are pri~t 

Publications Most Read by 
Frequent Business Travelers 

USA Today ............................. 35.1% 

The Wall Street Journal ............. 30.7 

Time ........................................... 28.6 

National Geographic .................. 27.4 

Reader's Digest ......................... 25.2 

Newsweek .................................. 24.8 
Sports Illustrated ........................ 20.1 

U.S. News & World Report ........ 18.5 
People ........................................ 17.7 
Money ........................................ 14.5 

media and TV program preference 
among frequent business travelers. 
Overall, USA Today, The Wall Street 
Journal , and Time are print media reach­
ing the largest number of frequent busi­
ness traveler . 

Of the TV programs measured , the 
top five capturing viewership among 
frequent business traveler are: 60 Min­
utes (47.7%), 20/20 (39.0%), ABC 
World News Tonight (36.5%), Evening 

New -CNN (29.8%), and NBC Nightly 
New (27 .3% ). 

Consumers express 
feelings toward 
Japanese products 

A market has always existed in the 
United States for foreign-made goods. 
Swi s watches, French perfume, Ger­
man optical goods, and many other im­
ported products have been eagerly 
sought by the American people. But the 
import picture has recently been over­
shadowed by the spread of goods from 
Japan. Japanese companies in recent 
years have won a large share of the 
American market in automobiles, TV 
sets, VCRs, radios, tereos, camera, com­
puters, motorcycles and other products. 

How do Americans react to this peace­
ful invasion of our shores? Is this trad­
ing trend welcomed or is it seen as a 
threat to this country's economy? How 
are Japanese products perceived? Are 
they considered equal to U.S. goods in 
quality? Is there any resistance to Japa­
nese product ? 

To tudy these matters , Bruskin As­
sociates, Edison, New Jersey, conducted 
a national study of American ownership 
of and attitudes toward Japanese prod­
ucts. This new study complements an 
earlier tudy of 1972, allowing for the 
direct comparison of data. The material 
presented in both studies was obtained 
through AIM, an omnibus service of­
fered by Bruskin Associates. 

Some highlights: 
• Japan, far more than any other coun­

try , is identified by American adults 
with the problem of foreign trade com­
petition. Nine-tenths of Americans, 
(91 %), name Japan as a country which 
sells products in the United States. Tai­
wan i named by 58%; no other country 
by over 40%. Two-thirds of Americans 
(65%) cite Japan as a country owning 
factories in the United States; no other 
country is named by more than 17%. 

• Americans today are much more 
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aware than in 1972 of individual Japa­
nese products, makes and brands. Al­
most all (93%) can name one or more 
makes of Japanese automobiles (versu 
63% in 1972); two third (63%) name 
one or more brands of Japanese cam­
eras (versu 19% in 1972). Awarene s 
of Japanese TV sets, motorcycles and 
radios has sharply increased. The best 
known Japanese product names are 
Toyota, Honda, Ni ssan, Mitsubi shi , 
Sony, Panasonic, Kawasaki , Yamaha, 
Nikon and Minolta, all mentioned by 
25% or more of the people. 

• Ownership of Japanese products 
has increased; 57% of American fami­
lies now own one or more Japanese 
products (versus 47% in 1972). Thirty­
eight percent of families now own a 
Japanese televi sion set or VCR; 25% 
own a Japanese camera, 21% a Japa­
nese automobile. 

• Practically all owners say they would 
repurchase the Japanese items which 
they now own. Of the I 0% who own a 
Sony TV or VCR, 9% would repur­
chase; 8% own a Toyota car, 7% would 
repurchase; 8% own a Minolta camera, 
7% would buy again. 

• Americans' perceptions of Japa­
nese product quality have changed dra­
matically since 1972. Almost three­
fourth s of the people (73%) now rate 
Japanese products excellent or good in 
quality (vs. 49% in 1972). Over a third , 
(37%) now say Japanese quality is bet­
ter than that of American products (vs. 
only 12% in 1972). Only one-sixth 
(16%) now rate Japanese quality poorer 
than American product quality (vs. 39% 
in 1972). 

• In both studies, the current one and 
that of 1972, favor toward Japanese 
products has been found to be highest 
among higher income people, the more 
educated, and younger people. These 
groups have spearheaded the shift in 
American attitudes and habits. 

Among higher income people, 82% 
now rate Japanese products excellent or 
good (against 65 % among the lowest 
income group). Among college edu­
cated, 85% now rate Japanese products 
excellent or good (versus 60% among 
those not finishing high school). Among 
people aged under 35, 75 % now give 
Japanese products these high ratings 
(versus 68% among people aged over 50). 

All of the current quality figures for 
Japanese made products are 20 or more 
points higher than the level s of 1972. 

Among higher income families, 69% 
now own Japanese products (vs. 45% 
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among the lowest income families). 
Among college educated, 71 % now own 
Japanese products ( vs. 39% among those 
not finishing high school). Among 
younger American families , 65 % now 
own one or more Japanese products (vs. 
43% among older families). 

• Six Americans in seven, 86%, say 
that competition from foreign products 
is now an important problem confront­
ing the United States. Americans have 
mixed feelings about foreign compa­
nies maintaining factories or buying 
property in the United States. Over half, 
57%, feel favorably about foreign com-

panies having manufacturing facilities, 
but only 27% feel favorably about them 
purchasing property and buildings, such 
as Rockefeller Center. 

• More often than not, Americans feel 
favorably toward Japan as a country 
( 61 % feel very or somewhat favorable). 
Japan, however, ranks only in the middle 
among the different countries of the 
world. Canada ranks first with 94% 
favorable, while most European coun­
tries score between 77% and 89%. 

continued on p. 29 
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Louis Harris and Associates. 

Market Facts, Inc., a Chicago-based 
market research and information com­

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ pany , has promoted~obert~eurvorst 

Gregory Findley has been named 
bu siness research consultant at 
Fireman's Fund Insurance Company, 
Novato, CA. 

~arolyn Setlow has joined the Roper 
Organization as senior vice president. 
Previously she was president of the 
Harris/Scholastic Research division of 
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and James Vroom to vice presidents in 
the company's Chicago-area offices. 

Saul Cohen & Associates, a Stam­
ford , CT -based qualitative research firm, 
has named ~aroline Barry as director 
of client services. 

Dr. Betty Ann Korzenny has joined 
Hispanic Marketing Communication 
Research, Belmont, CA, as executive 
vice pre ident. 

David ~. Letson, formerly market 
strategy manager for Mazda Motor of 
America, has joined the West Coast 
Automotive Research Group of Maritz 
Marketing Research as senior research 
manager at Maritz's Gardena, CA of­
fice. 
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STARTtlPS; CHANGES; lviERGERS & A.CQtliSlllONS 

J. Reckner Associates has purchased 
Suburban Associates' two Philadelphia 
market research facilities. Jane Reckner, 
formerly vice president of Suburban 
Associates, is president and CEO of 1. 
Reckner Associates. The firm provides 
data collection ervices through its cen­
tralized W ATS Ci2-equipped telephone 
center, central location test/focus group 
facility and permanent mall facility. 

• 
Market Facts, Inc. , a Chicago-based 

market research and information com­
pany, has adopted a new company logo. 

The company will begin using the logo 
on all company communications to co­
incide with the relocation of corporate 
headquarters to Arlington Heights, IL, 
this month. 

• 
Equifax National Decision Systems 

and Acxiom Corporation have formed 
a strategic alliance that will integrate 
Equifax ' s vertical industry target mar­
keting abilities with Acxiom' s customer 
database management and development. 
Equifax NDS will now market its cus­
tomer segmentation and target market-
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ing solutions in combination with 
Acxiom's RelationBase, a relational 
database tailored for direct marketing 
applications. 

• 
Brenda F. Murphy and Associates, 

Inc. has opened at 315 Woodside Ave., 
Kalamazoo, MI 49007. Telephone 616-
342-0190. The firm offers services in 
·marketing, research, planning, and ad-

vertising to businesses, consumer prod­
ucts companies, health care and finan­
cial corporations and non-profit organi­
zations. 

• 
Pamela Rogers Research has opened 

a new office to serve its Western clients. 
The new address is 2525 Arapahoe Ave., 
Ste. E4-174, Boulder, CO, 80302. Tele­
phone 303-494-173 7 . 

RECRUITING & INTERVIEWING 
WITH INTEGRITY 

Lee & Associates is ready to fulfill your interviewing and 
recruiting needs with a direct, detail oriented and cost 

effective approach. Over ten years experience as Field 
Supervisor, Moderator/Interviewer and Focus Group Facility 

Manager will assure you of highly professional service. 
For further information call or write Lee Saltz. 

Let Us Tailor Our Experience To Your Needs. 

LEE & ASSOCIATES 
100 SURREY COMMONS 
LYNBROOK, NY 11563 

PHONE 516-887-4157 FAX 516-596-1537 
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Street maps from TIGER files available 
on CD-ROM 

Mapinfo Corporation, a developer of desktop mapping 
software for data analysis, is introducing its Streetinfo digi­
tized street maps on CD-ROM for Map Info for DOS. Streetlnfo 
on CD-ROM is a series of 10compactdiscs based on the U.S. 
Census Bureau's 1990 TIGER files, covering the United 
States and Puerto Rico. 

Detailed maps include streets and street names, address 
ranges per block for m·ajor urban areas, highways, water­
ways, railroad tracks, municipal boundaries and bridges, 
without consuming space on a hard drive. 

According to Barry B ycoff, senior vice president, Map Info, 
after refining the raw TIGER files, Mapinfo then condensed 
and stored the data for the Streetinfo on CD-ROM product. 
"As a result, Mapinfo for DOS users can immediately begin 
their applications without further processing or conversion. 
The data is formatted and indexed, ready to be combined with 
other data such as prospect lists or distribution routes as soon 
as the user takes it out of the box," Bycoff says. 

Because U.S. street data are so vast, the Census Bureau has 
compiled the TIGER files on nearly 40 compact discs­
wherever the information fits. California, for instance, takes 
up two discs, Texas requires three and unrelated states such 
as Kentucky and Utah are combined on a disc. Streetlnfo on 
CD-ROM organizes the data logically, with complete states 
grouped according to familiar regions on each disc. 

Streetinfo gives users data visualization and analysis capa-

bilities through a range of features such as: layering, starting 
with Streetlnfo and overlaying other data such as customer 
sites and revenue figures to analyze territories and identify 
new market opportunities; geocoding, to place points on a 
map, whether it's a str~et address, telephone pole or location 
of a crime scene; finding a location by entering an address and 
town to pinpoint it on Maplnfo. 

Streetlnfo on CD-ROM for Mapinfo for DOS is available 
direct from Mapinfo and through authorized value-added 
resellers. For more information, phone 800-FAST-MAP. 

Systems offers on-line research 
with physicians 

DTW Marketing Research Group, Flanders, New Jersey, 
now offers COM.DAT, a new, on-line computer methodol­
ogy designed t~ provide medical/health care marketers and 
researchers a direct link to the physician's office, yielding a 
national, projectable representative sample. More than 20 
physician specialties are included in the COM.DAT panel. 

COM.DA T administers any kind of quantitative study, and 
executes any kind of analytic technique, including multiva­
riate analyses. Using personal computer and on-line commu­
nications technology, COM.DAT enables marketers to sur­
vey physicians on their personal office or home computers. 
Physician respondents communicate on-line with the main­
frame, downloaded with the research instrument. After phy­
sicians have completed their questionnaires, the data is im­
mediately uploaded to the mainframe and becomes available 

------------------------. to marketers. Physicians respond to research questions via an 

The Qnly Objective Validation Method 
For Consumer Research 
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interactive, data-gathering Sawtooth software program. For 
more information, contact Gary Troast or Richard Wetzel at 
201-584-2500. 

Publication covers consumer trends in 
Asia-Pacific region 

Countries in the Asia-Pacific region will have the fastest 
growing consumer markets in the 1990s as the children born 
during the 1970s and early 1980s enter the household forma­
tion years. While the European and U.S. markets are chang-

continued on p. 28 
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Hispanic PSC 
continued from p. 15 

with individual dispositions are the first 
set under consideration because they 
deal with the most fundamental aspects 
of behavior. Psychological variables 
that are likely to be affected by culture 
are of key interest here. 

Self-esteem is a key ingredient likely 
to influence behavior. How do respon­
dents feel about them elves? If they feel 
in control their "locus of control" could 
be said to be internal as opposed to 
external. If they feel they are important 
and that others come to them for opin­
ions and advice, then they may be high 
in opinion leadership. If individuals feel 
they have an internal locu of control 
they are more like I y to feel independent 
from external factor than other who 
are more "field dependent." 

So self esteem can be interrelated 
with variables such as locus of control, 
field dependence and opinion leader­
ship. And this constitutes an example of 
psychological variables in the PSC set. 

As a guiding scheme these interrela­
tionships can assist in positioning a prod­
uct and in defining the way to promote 

it. If opinion leadership is found to be 
low, self-esteem is also likely to be low. 
When opinion leadership is low, word 
of mouth promotion can be a waste of 
time. If self esteem is low, its enhance­
ment is likely to sell products that make 
p~ople feel better about themselves. 

Ann Sampogna-Reid & Chris Balthaser 

February, 1992 
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The way in which new ideas are per­
ceived also depends on psychological 
processes, i.e. perception. As the litera­
ture indicates 1 , new ideas can be per­
ceived as being compatible or incom­
patible, advantageous or disadvanta­
geous, complex or simple, to have po-

Annie and Chris 
together again. 

With Denver's new, 
state-of-the-art focus 

group facility. 

The Research Center 
Denver, Colorado 

(303) 935-1750 
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tential for trial or not, and to have con­
sequences which are observable or not. 
This perceptual set defines positioning 
as well and it varies not only across 
individuals but also across cultures. 

If a new idea is not seen as compat­
ible, it may be less acceptable than one 
which is seen as being fully compatible 
with patterns of behavior common in 
the culture. For example, a beverage 
that resembles traditional beverages of 
Spanish speaking countries is more 
likely to be acceptable to U.S. Hispan­
ics than those which are quite different 
in flavor or texture. This is psychologi­
cal compatibility. 

If a new product is more culturally 
acceptable than a prior one, then it has a 
better chance of being found advanta­
geous by the individual. Even percep­
tions of complexity are likely to be 
associated with culture. Familiarity is 
likely to evoke confidence, trust, and 
credibility. 

When a new idea is perceived as 
workable, this may be partially due to 
the association of culture with socio­
economic status. If a certain ethnic 
groups is less affluent, individuals' per­
ceptions of risk in trying new ideas may 

Perceived attributes for positioning 

/ 
Common behavioral 
patterns 

Compatibility 

Relative advantage 

Complexity 

Trialability 

ObseNability 

Tolerance for ambiguity 

Relative risk 

Delay of gratification 

be higher than for individuals belong­
ing to more affluent groups. 

from, let 's say, their toothpaste. 

The degree to which the observability 
of results is important to consumers 
may vary with an array of variables 
such as tolerance for ambiguity and 
ability to delay gratification. The higher 
the concreteness level of a culture the 
more important it will be for its mem­
bers to obtain more immediate results 

Sociological variables in PSC 

r·--·--------------------------------

Social class is clearly one of the very 
first interesting determinants of con­
sumer behavior. While it's unlikely that 
any marketer could ever control this 
variable, perceptions of price can be 
manipulated in the overall consider­
ation of value. Social class, in addition, 
can be strongly influential in the PSC 
paradigm in affecting several interre­
lated variables, including perceptions 
of self worth and perceptions of risk. Los Angeles 
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Formal education experience can 
strongly affect consumer behavior and 
the actions that marketers need to un­
dertake. Factors associated with lit­
eracy in both English and the native 
Spanish language are likely to influence 
package design, advertising, promotion, 
and execution strategies. Cultures have 
diverse views of education and diverse 
sets of aspirations for their offspring. 
Also, education plays a role in the de­
gree to which members of a particular 
culture do comparative shopping or 
shopping by tradition and custom. 

Social roles such as those expected of 
aqults, children, the wealthy, the pow­
erful, etc. may strongly affect the way in 
which Hispanics view brands, compa­
nies, and more importantly ad execu­
tions, specifically when such execu­
tions are directed to appeal to specific 
roles. The example of the importance of 
the family as a social unit in the posi­
tioning of products in the Hispanic mar­
ket becomes particularly relevant. The 
portrayal of the role of the father as a 
warm but authoritative figure is another 
differentiating example in the Hispanic 
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market. 

Cultural variables in PSC research 
Cultural level variables overlap with 

the previously reviewed sets. Many au­
thors have recently started to isolate 
attributes that tend to be most relevant 
at the cultural level of understanding.2 

The degree to which members of a cul­
ture rely on the context and non-verbal 
dimension of meaning differentiates 
behavior. Latins, for example, tend to 
rely on mutual understandings to a larger 
extent than Anglos when communicat­
ing. 

Anglo , on the other hand, appear to 
rely more on explicit use oflanguage to 
convey their messages while relying 
very little on implicit understandings. 
This tendency can be of importance in 
research when attempting to learn why 
certain arguments need not be made 
explicit while others require elabora­
tion. Cultures seem to generate rules 
under which certain messages are con­
sidered to be redundant or inappropri­
ate. 

Questions to be considered in 
Hispanic market research 

This discussion has exemplified the 

types of variables that can be used in the 
formulation of research questions and 
interpretations that are culturally rel­
evant. Based on these considerations 
we believe it is important to conduct 
Hispanic research with questions such 
as: 

A. What are the implications of self­
esteem for the design of a particular 
campaign? How are benefits articulated 
when a sense of control over the envi­
ronment may be low? Would consumer 
products be enhanced in the eyes of 
consumers if they are positioned as en­
hancing a ense of confidence? What is 
the role of field dependence in affecting 
endorsements? 

B. What culturally relevant attributes 
should be considered when positioning 
products, services, or practices? What 
are the cultural customs associated with 
the use of a particular product? What 
are the philosophies and ideologies as­
sociated with particular practices? What 
is the belief system of the group of 
individuals who constitute the consumer 
audience? 

C. What are the social roles and con­
ditions that limit, enhance, or modify 
ttie way in which Hispanics can or wish 

to approach a particular consumption 
situation? What is the impact of diverse 
levels of formal education across differ­
ent Hispanic groups in the U.S. What 
are the implications of different literacy 
values, such as oral vs. printed codes? 

D. How does context affect the way 
in which Hispanics become persuaded 
about particular ideas? How much has 
to be implicit and illustrated vs. how 
much has to be verbally elaborated? 

E. How does collectivism, as opposed 
to individualism, influence ad execu­
tions intended for the Hispanic commu­
nity? In general, what are the cultural 
values that need to be reflected in 
executional strategies? 

F. What are the implications of the 
interrelated PSC sets of variables for 
communicating products, services, and 
ideas to the U.S. Hispanic market? 0 

I. See Diffusion of Innovations by Everett M. 
Rogers (Free Press, 1983) for an excellent discus­
sion on attributes of innovations. 

2. See Hall , E.T. (1976). Beyond Culture. Gar­
den City, N.Y.: Anchor Press/Doubleday; also, 
Hofstede, G. (1980). Culture's Consequences: 
International Differences in Work-Related Val­
ues. Beverly Hills, CA: SAGE. 

HOW TO FIND THE BEST DEAL 
ON A RANDOM DIGIT SAMPLE. 

Whether you're in academic or 
market research, Scientific Thle­
phone Samples can help. With the 
best service and the most accurate 
computer-generated random digit 
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What's more, we've simplified your sample management 

(714) 731-8576 
202 Fashion Lane, 

Suite22l, 
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by randomly shuffiing the numbers 
within each replicate. So you won't 
need to work out complicated distri­
bution schemes-just open the packet 
and begin. 

We can provide random digit 
samples based on almost any type 
of geographic coverage and with 
a variety of sampling frames, 
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D Zip code D Exchange/Working 
blocks D State D County D City 

ational D ADI D Census Regions 
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Samsonite 
continued from p.6 
trips, and traveled more by air for plea­
sure. Together these two groups repre­
sented about 40% of the population. 

The focus groups proceeded from a 
general discussion of travel related prob­
lems to a more specific discussion of 
travel away from home, luggage used, 
packing, checking or carrying on lug­
gage, luggage image, an9 ideal lug­
gage. 

Both men and women said that any 
pleasure from traveling was diminished 
by, among other things, transporting 
luggage, especially in air travel with 
long walks from car to gate. 

Later in 1977, initial concept research 
was conducted to determine which di­
rection to take in new product develop­
ment. A total of 400 respondents-again 
pre-screened with the Yankelovich ques­
tionnaire and skewed towards women­
were interviewed. Respondents viewed 
a series of black and white drawings 
with a brief description of each idea and 
then rated their interest in the ideas. One 
of the more appealing concepts was "a 
line of luggage that can be strapped 
together 'piggyback' fashion." 

The transportation of luggage in gen­
eral and the weight of hardside luggage 
in particular continued to be key issues 
in subsequent problem detection stud­
ies. 

Developed prototypes 
One of our designers, working in con­

junction with marketing and marketing 
research, started development of a pro­
totype of a revolutionary hardside case 
with wheels. Most full-size luggage to­
day, be it hardside or softside, has wheels 
to aid in moving the case. What was so 
new about this luggage was that it had 
only two large wheels instead of the 
usual four and that the wheels were on 
the side of the luggage rather than on the 
bottom. 

Obviously, this arrangement would 
be unstable without a handle for bal­
ance when pulling or pushing. In creat­
ing the handle, the designer also incor­
porated some untraditional ideas: a tele­
scoping handle and a self-retracting 
strap. The patented handle, invisible 
when not in use, would incorporate a 
spring-loaded strap, so that other 
items-briefcases, handbags, other lug­
gage, and so forth-could be loaded on 
top of the Piggyback and secured. In 

essence, the Piggyback had its own lug­
gage carrier, but without the extra weight 
and inconvenience of a separate piece. 

Concept screening 
In 1986, in the midstofmanagement's 

concern about the fate of hardside lug­
gage, a concept screening of the Piggy­
back, then labeled "Innovative Deluxe," 
was conducted. One hundred respon­
dents were mall-recruited for the screen­
ing. All respondents needed to be be­
tween 16-60 years old and had to have 
purchased a travel bag in the past three 
years and to have used one in the past 
year. All interviews were conducted on 
a one-on-one basis, so that any ques­
tions about operation could beans we red 
and noted for future reference in prepar­
ing advertising and merchandising ma­
terials. 

Respondents examined a series of 
rough drawings outlining the features 
and use of the Piggyback concept and 
then rated the product, both after con­
cept exposure and after actual use, on a 
four point purchase interest scale. While 
about six out of ten liked the idea after 
concept exposure, after-use ratings in­
creased to over seven out of ten. The 
study concluded that, "The purchase 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ interestinthePiggybackcaseisconsis-
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tently testing at a high level among the 
total population of luggage purchas­
ers." 

Model tested 
A production model of the Piggyback 

was tested in 1987 using one of 
Samsonite's unique testing methods, 
the "famed" parking lot test. Various 
Samsonite personnel who were frequent 
travelers, from the president on down, 
tested the Piggyback on an outside ob­
stacle course, rolling the product over 
curbs, into ditches, over gravel, etc., for 
our own version of a Consumer Reports 
test. We included men and women and 
tall and short people. 

Everyone loved the Piggyback. It gave 
them the security and packing ease of 
hardside but alleviated their concern of 
weight and transport. It moved easily, 
with stability, and provided a way for 
them to carry their other luggage and 
things piggy-backed on the cases. The 
Piggyback wa introduced at the 1988 
Luggage Show using a mock-up of the 
same obstacle course, and it received 
rave reviews from the attendees who 
gave it a "test drive." 

We did not, however, rest on our 
laurels. Earlier research had shown that, 
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while some people check their luggage 
for air travel , many more carry on their 
luggage. Obviously, the original full­
size Piggyback was not suitable for 
carry-on. 

Distinct criteria 
We had some distinct criteria for de­

veloping the Piggyback carry-on: it had 
to have all the features of the large 
Piggyback-the wheels, the di sappear­
ing handle, and the automatic strap; it 
had to be small enough to wheel down 
an aisle and stow in most overhead 
compartments; and it had to have suffi­
cient space to allow for adequate cloth­
ing. 

In 1988, when we had a prototype of 
the Piggyback carry-on, we again used 
both qualitative and quantitative con­
sumer research to expose it to travelers. 

The qualitative research was done 
with two focus groups of fli ght atten­
dants. While flight attendants were seen 
as a target group, the main reason for 
wanting to talk to them was their vast 
experience with carry-on luggage, both 
personally and by observation. The ob­
jectives of the study were to understand 
carry-on usage, identify problems en­
countered with current! y avai !able carry­
on I uggage, and assess the appeal of the 
Piggyback carry-on. 

The attendants noted that carry-on 
space was becoming limited, overhead 
compartments varied by plane, and sepa­
rate luggage carts, while used by neces­
sity, were not liked. Reactions to the 
Piggyback carry-on were very positive. 
The attendants especially liked the 
handle and the vertical alignment of the 
luggage for walking down narrow aisles. 

Competitive carry-ons 
The pecific quantitative research on 

the Piggyback carry-on, which we call a 
competitive edge test, was designed to 
see how the Piggyback carry-on fared 
against other Samsonite and competi­
tive carry-ons. In this way, the appeal of 
the Piggyback carry-on could be as­
sessed against the competition and its 
cannibalization of other Samsonite prod­
ucts could be determined. 

A pre-recruit was used to find people 
aged 16-60 who had purchased a travel 
bag in the past three years and who had 
used one in the past twelve months. A 
total of200 respondents took part in the 
study. The respondents examined both 
the exteriors and interiors of the carry­
on luggage. The luggage, with retail 
prices attached, was di splayed in two 

February, 1992 

groups: one with merchandising mate­
rial s and one without any materials. All 
the luggage could be wheeled, lifted, 
and carried to evaluate them more real­
istically. Questioning focused on first 
and second choices, likes, dislikes, and 
reasons for choosing and not choosing 
the Piggyback carry-on. 

few cosmetic changes and production 
began. In 1990, the Piggyback carry-on 
joined the full -sized Piggyback in lug­
gage departments in stores throughout 
the United States. 

Well received 

Currently, by our estimates, the full 
Piggyback line has been so successful 
that its sales are, in effect, greater than 
those of some entire luggage companies. 

The Piggyback carry-on was well re­
ceived. The results showed the product 's 
strength with frequent travelers, just the 
target we wanted to attract. 

With reactions so positive, we made a 

The success of the Piggyback line is 
due to many factors, not the least of 
which is marketing research, thus adding 
to the proud history of marketing re­
search at Samsonite. 0 
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Product &Service Update 
continued from p. 22 

ing from mass markets to ones in which there is a great deal 
of independence and individualism, the newly developing 
economies of the Asia-Pacific region can still be considered 
a mass market for many consumer goods and services. At the 
same time, the more developed consumer markets of Japan, 
Singapore, Taiwan, Australia, New Zealand, and Hong Kong 
present opportunities for sale of luxury items. 

A new publication, Mark~t:Asia Pacific, will cover con­
sumer trends in the region. It is the sister publication of 
Market:Europe, which has been published since August 
1990. 

the first few issues include Malaysia, Taiwan, Indonesia, 
Thailand, and Singapore. 

Each issue will provide information about the latest con­
sumer research available in the region, and trends in direct 
marketing, media and advertising, .and marketing manage­
ment. A sample copy of the premiere issue is available by 
calling 607-277-0934 or faxing 607-277-0935. 

New Simmons study of computer market 
The Custom Media division of Simmons will conduct an 

in-depth study of the computer market. The survey, which 
will be conducted among computer professionals and busi­
ness executives across a broad range of companies of 1 00+ 
employees, will measure purchase influence in three mar­
kets: computer hardware, peripherals and software. The 
objectives of the research are to determine the size of the 
market, the purchase decision process through the organiza­
tion and media habit . 

The monthly report will cover all the countries in the 
region, providing demographic data, analysis of trends and 
the opportunities they create for new business, developments 
in the labor force, sources of data, and specific segments that 
present opportunities because they are growing or changing 
quickly. Countries slated for in-depth consumer profiles in 

"The decision to do thi s study was the result of many 
conversations we had with advertisers, publishers and agen­

-----------------------, cies," says Ellen Cohen, president of Simmons. "It was they 
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Survey Monitor 
continued from p. 17 

Study uncovers what's 
important to Americans 

What's important to American -
time or money? Family ·o~ friends? 
Health or career? In a nationa.l survey of 
adults, over 1,000 people were asked 
what is important in their life. The study, 
conducted by the Barna Research Group, 
Glendale, Calif., tested the importance 
of ten different areas of life. 

The most important? Family. Ninety­
four percent of all Americans said fam­
ily is very important to them. Another 
five percent called family somewhat 
important, with only a handful of people 
calling it "not too" or "not at all" impor­
tant. Although a vast majority of every 
population subgroup analyzed in the 
study felttheirfamily is very important, 
there seems to be a connection between 
family and religion. The people who 
were least likely to consider family as 
very important were those who did not 
attend church, did not consider religion 
very important, did not read the Bible 
regularly, etc. 

Second in importance is health. 
Eighty-seven percent called this aspect 
of life very important, while 12% felt it 
is somewhat important. 

In the battle between time and money, 
time was the clear winner. Seventy-four . 
percent felt their time is very important 
to them, while only 33% considered 
money very important. Twenty-three 
percent said their time is somewhat 
important to them, while 3% consid­
ered it not too or not at all important. 
Money was considered somewhat im­
portant by 55% of the respondents, not 
too important by 10%, and not at all 
important by 2%. 

There were some significant differ­
ences in the importance various types of 
people placed on money. Men placed a 
slightly greater importance on money 
than did women. Blacks were more 
likely to consider money very impor­
tant in life than were whites or Hispan­
ics. People who had attended or gradu­
ated from college were less likely to see 
money as very important than were 
people who had not attended college. 
The age group most likely to emphasize 
the importance of m0ney was Baby 
Busters (18-24 years old), while the 
group least likely to consider money very 
important was older Baby Boomers (25% ). 

Possibly the most significant differ-
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What Americans Consider Very Important in Life 
%Saying each is "Very Important" (Sample size=1 ,005) 

Health 

Your time 

Having close friends 

Your free time 

Religion 

Your career 53% 

1 ----------------~ Living comfortably 
1 
________ _. 48°/o 

Money 
1 
___________ _.1 33% 
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ence, though, was a difference that did 
not appear. People from lower, middle, 
and higher income households tended 
to place equal importance on money in 
their lives, with no statistically signifi­
·cant differences according to income· 

tant than did whites or Hispanics. People 
who were religiously involved (i.e. read 
the Bible regularly, consider religion 
very important, attend church) often 
placed a higher level of importance on 
close friends than did other respondents. 

levels. 
Two-thirds of the respondents (67%) 

called having close friends very impor­
tant, while 27% considered this some­
what important. Interestingly, this was 
particularly important to people over 
the age of 54, and to women, while 
blacks tended to see this as less impor-

Americans also place a premium on 
their free time, as 63% considered this 
very important, and 31% saw it as some­
what important. Wealthier Americans 
were especially likely to see their free 
time as very i_mportant, and lower-in­
come respondents were less likely to 
view this aspect of life as key. 

• SURVEY PRO <tm> is friendly all-in­
one software to simplify the job • 
Automatically performs page layout to 
generate forms of desktop-publishing 
quality without the work • Exportable 
integrated data base • Fast analysis 
toolkit to screen or laser printer for 
tables, graphs, percents, means, open­
ended answers and cross-tabulations 

IUHI\'IEEK 
LABS 
ANALYST'S 
CHOICE 

" ... ease of use mu1. impressit.e 
suroey~ and report~puUishing 
feal.Ures earn it the Analyst's 
Clwice" 
(7/1 /91 Rev 1 .01, of four packages) 

,1.,•: :/~·7:;~,:";,~'~"'; ::', :~::·::::~::::::.~~• tA." '"'' .,.,,.IJ /<~ '" ..-~ 
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J .J .J J 

Q) Apian Software 
P.O. Box 1224, Menlo Park, CA 94026 

IBM PC, HP laser/Deskjet & compatibles 

MONEY-BACK GUARANTEE 

Call (800) 237-4565, x230 
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QUALITATIVERESEARCH/FOCUSGROUPMODERATORS 
Listed below are n~mes of _companies sp~cializing in focus groups. Included are contact personnel, addresses and phone 
num?ers. Co~pames are hs~ed , alphabet~cally and are al~o classified by state and specialty for your convenience. Contact 
pubhsher for hstmg rates: Qmrk s Marketmg Research Rev1ew, P. 0. Box 23536, Minneapolis, MN 55423. 612/ 861 -8051 . 

ADI Research, Inc. 
(See Matrixx Marketing) 

Alpha Research Associates, Inc. 
395 Smith St. 
Providence, Rl 02908 
401 1861 -3400 
Contact: Anthony Pesaturo 
Full Svc. Quai./Quan. Analysis/ 
Consltg. & Mkt. Rsch.!Since 1976 

Analysis Research Limited 
4655 Ruffner St. , Ste. 180 
San Diego, CA 92111 
6191268-4800 
Contact: Arline M. Lowenthal 
All Qual. Needs: Eng. & Span. 
Recruit/Moderate! Analysis 

The Answer Group 
4665 Cornell Rd. , Ste. 150 
Cincinnati, OH 45241 
5131489-9000 
Contact: Lynn Grome 
Consumer, HealthCare, Prof., 
Focus Groups, One-On-Ones 

Brand Consulting Group 
17117 W.Nine Mile Rd./Ste. 1020 
Southfield, Ml 48075 
3131559-2100 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 

Brittain Associates, Inc. 
3400 Peachtree Rd., Suite 1015 
Atlanta, GA 30326 
4041365-8708 
Contact: Rhonda Davidson 
10 Years Moderating For 
Financial Services Industry. 

Chamberlain Research Consultants 
12 East Olin Ave. 
Madison, WI 53713 
6081258-3666 
Contact: Sharon Chamberlain 
Full-service marketing research. 
Business & consumer studies 

Clarion Marketing and Comm. 
340 Pemberwick Road 
Greenwich, CT 06831 
203 I 531 -3600 
Contact: Thomas L. Greenbaum 
Clarion Offers Unique Approach 
To Groups; Call to Find Out Why 

Saul Cohen & Associates, L TO. 
Suite 1 02, 30 Eliot Lane 
Stamford, CT 06903 
2031322-0083 
Contact: Saul Cohen 
Specializing in All Qualitative 
Methodologies 
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Consumer Opinion Services 
12825-1 stAve. South 
Seattle, WA 98168 
2061241-6050 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones 

Creative Marketing Solutions, Inc. 
P.O. Box 487 
Lahaska, PA 18931 
2151357-3655 
Contact: Larry Schwarz 
Experienced Specialists in 
Qualitative Research Techniques 

Creative & Response Rsch Svces. 
500 N. Michigan Ave. 
Chicago, IL 60611 
312/828-9200 
Contact: Stephen Turner 
Twenty-Five Years of Leadership 
in Qualitative Research 

Cunninghis Associates 
43 Middleton Lane 
Willingboro, NJ 08046 
6091877-5971 
Contact: Burt Cunninghis 
37 Years Exp., Moderator & 
Moderator Training 

Direct Marketing Research Assoc. 
4151 Middlefield Rd., Suite 200 
Palo Alto, CA 94302 
4151856-9988 
Contact: Michael Green 
Catalog, Direct Mail, Bus-to-Bus, 
Space, Databases 

Doane Marketing Research 
1807 Park 270 Drive, #300 
St. Louis, MO 63146 
3141878-7707 
Contact:David Tugend 
Agriculture, Veterinarian Products 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham MA 02154 
6171647-0872 
Contact: Reva Dolobowsky 
Experts In Ideation & focus 
groups. Formerly with Synectics. 

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

DIRIS HealthCare Consultants 
3127 Eastway Dr., Ste. 105 
Charlotte, NC 28205 
7041532-5856 
Contact: Dr. Murray Simon 
Specialists in Research with 
Providers & Patients 

Equifax I Quick Test Opinion Ctrs. 
5430 Van Nuys Blvd. , #1 02 
Van Nuys, CA 91401 
213 I 872-1717 
Contact: Louise Kroot-Haukka 
Consumer/Pkg Goods/Advertising 
Heavy Experience in Fast Food 

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

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
6171482-9080 
Contact: Linda M. Lynch 
Consumer, Retail, Banking, 
Health Care 

Focus America 
1140 Ave. of the Americas, 9th Fir. 
New York, NY 10036 
212/302-1808 
Contact: David Schreier 
Mid-Manhattan Loci State of the 
Art Fac. I 15 Seat Viewing Room 

Focus On Kids 
327 Papin Avenue 
St. Louis , MO 63119 
3141963-1902 
Contact: Alan Burns, Ph. D. 
Kid/Mom Specialist; New 
Concepts/Products/Advertising 

Focus Plus 
79 5th Avenue 
New York, NY 1 0003 
212/807-9393 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-B 
Recruiting/Beautiful Facilities 

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 

Gilmore Research Group 
2324 Eastlake Ave. E., Ste. 300 
Seattle, WA 98102 
206/726-5555 
Contact: Carolyn McKernan 
Exp. Prof. Moderators to Meet Your 
Needs. 

Grieco Research Group, Inc. 
743 North Ave.nue 66 
Los Angeles, CA 90042 
2131 254-1990 
Contact: Joe Greico 
Marketing and Advertising 
Focus Groups 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Pk. (BaVD.C.), MD 21146 
301 1544-9191 
Contact: Bill Hammer 
23 Years Experience - Consumer, 
Business & Executive 

Hispanic Marketing 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
4151595-5028 
Contact: Dr. Felipe Korzenny 
Hisp. Biling./Bicult.Foc Grps Any­
where In U.S./Quan. Strat. Cons . 

Horowitz Associates 
2 East Avenue 
Larchmont, NY 1 0538 
9141834-5999 
Contact: Howard Horowitz 
CableNideo Marketing-Program­
ming-Advertising Strategy 

Johnston, Zabor & Ascts., Inc. 
P. 0. Box 12743 
Rsch Tri Park, NC 27709 
8001544-5448 
Contact: Jeffrey M. Johnston 
Comp. Capabilities. New Prod! 
Svce!Cust Satis/Comm Rsch. 

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

Keeffe Research 
24 Liberty St. 
San Francisco, CA 9411 0 
415164 7-2265 
Contact: Jeffrey Keeffe 
Auto, Tobacco, Cons. Prod, Pkg. 
Gds., Advtg., New Prod. 
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Kennedy Research Inc. 
405A Waters Bldg. 
Grand Rapids, Ml49503 
6161458-1461 
Contact: Mary P. Tonneberger 
Cons. & Ind. , Telecom.,Health, 
Office Systems, Chemicals, Drugs 

KS & R Consumer Testing Center 
Shoppingtown Mall 
Syracuse, NY 13214 
8001 289-8028 
Contact: Lynne Van Dyke 
Qualitative /Quantitative, 
Intercepts, CA Tl, One-on-One 

LaScola Qualitative Research 
3701 Connecticut Ave.,N.W. 
Washington D.C. 20008 
202/363-9367 
Contact: Linda J. LaScola 
Public Affairs, Healthcare, 
Telecommunications, Financial 

Leichliter Associates 
252 E. 61 st St. , Ste. 2C-S 
New York, NY 10021 
212/753-2099 
Contact: Betsy Leichliter 
New Ideas, New Solutions, Call For 
Consultation. Offcs. in Chicago 

The Looking Glass Group 
401 Henley St. , Suite 10 
Knoxville, TN 37902 
6151525-4 789 
Contact: Dick Nye 
Groups, In-Depths, etc. 
Heavy Ad!Mktg./Publ. Experience 

Lubavs Qualitative Research 
2116 Aberdeen 
Kalamazoo, Ml49008 
6161381 -7239 
Contact: Aija Lubavs 
Moderator/In-Depth Interviewer 
Marketing & Psychology 
Experience 

Manhattan Opinion Center 
369 Lexington Ave. 
New York, NY 10017 
212 I 972-5553 
Contact: Jana Warren 
3 Room Focus Group Facility! 
Quality Recruiting 

Marketeam Associates 
1807 Park 270 Drive,#300 
St. Louis, MO 63146 
3141878-7667 
Contact: Richard Homans 
Financi6ll Services, HealthCare, 
Consumer, Pkgd. Goods,Agric. 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 1 0962 
914 I 365-0123 
Contact: George Silverman 
Med, Bus-to-Bus, Hi-Tech, lndust, 
Ideation, New Prod., Tel. Groups 

February, 1992 

Matrixx Marketing-Rsch Div. 
Cincinnati, OH 
8001323-8369 
Contact: Michael L. Dean, Ph.D. 
Cincinnati's Most Modern and 
Convenient Facilities 

Meadowlands Consumer Ctr, Inc. 
The Plaza at the Meadows 
700 Plaza Dr., 2nd. Fir. 
Seacaucus, NJ 07094 
201 1865-4900 
Contact: Andrea C. Schrager 
Qual. Expertise-Ideal Location 
Spacious Focus Suites 

Medical Marketing Research, Inc. 
6608 Graymont Place 
Raleigh , NC 27615 
9191870-6550 
Contact: George Matijow 
Specialists in Health Care 
Research; MOs, RNs, Pts. 

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

Ruth Nelson Research Svcs. 
2149 S. Grape Street 
Denver, CO 80222 
303/758-6424 
Contact: Christy Reid 
Consumer, Techl lndust., New 
Prod., Concept Test/Refinement 

PACE, Inc. 
31700 Middlebelt Rd., Ste. 200 
Farmington Hills, Ml 48334 
3131 553-4100 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist­
OEM & Aftermarket Experience 

Research In Marketing, Inc. (RIM) 
508 Central Avenue 
Highland Park, IL 60035 
7081433-8383 
Contact: Larry Hammond 
Unsurpassed Quality, Competitive 
Pricing 

Rhode Island Survey and 
Research Service, Inc. 

690 Warren Avenue 
East Providence, Rl 02914 
401 1438-4120 
Contact: Patricia Shake/ 
First in New England. 
Established in 1962 

R J Research 
P.O. Box 3787 
Santa Rosa, CA 95402 
707 I 795-3780 
Contact: Bob Pellegrini 
Full Service Quai./Quan., Most 
Packaged Goods & Bus to Bus 

Rockwood Research Corp. 
1751 W. County Rd. B 
St. Paul, MN 55113 
612/631 -1977 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus.,Ag,Specifying Engineers 

Rodgers Marketing Research 
4575 Edwin Drive, NW 
Canton, OH 44718 
2161 492-8880 
Contact: Alice Rodgers 
Creative/Cost Effective: New 
Product/Consumer, Etc. 

Pamela Rogers Research 
2525 Arapahoe Ave., #E4-174 
Boulder, CO 80302 
3031494-1737 
Contact: Pamela Rogers 
Environmental Issues-Healthy 
Food I Products I Packaging 

James M. Sears Associates 
48 Industrial West 
Clifton, NJ 07012 
201 I 777-6000 
Contact: James M. Sears 
Business-To-Business And 
Executives A Specialty 

Southeastern Institute of 
Research, Inc. 

2325 West Broad St. 
Richmond, VA 23220 
8041358-8981 
Contact: Rebecca H. Day 
Est. 1964, Full Service Qualitative 
and Quantitative Analysis 

James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
212/472-3766 
Contact: Julie Horner 
Focus Groups And One-On-Ones 
In Broad Range Of Categories 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
614 I 488-3123 
Contact: Betty Spencer 
4'x16' Mirror Viewing Rm. Seats 
8-12. In House AudioNid. Equip. 

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

Strategic Research, Inc. 
4600 Devonshire Common 
Fremont, CA 94536 
415/797-5561 
Contact: Sylvia Wessel 
400 Groups, Hi-Tech/Medical! 
Financial/Transportation Svcs. 

Sweeney International, Ltd. 
221 Main St. 
Danbury, CT 06810 
203 I 7 48-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
QRCAIAMA!Advt. Club 

Telesession Corporation 
355 Lexington Ave. 
New York, NY 10017 
212 I 599-1500 
Contact: Michael Gorbein 
Focus Groups by Phone/Medical/ 
Agriculture/Business-toBusiness 

Thorne Creative Research 
Svces 
1 0 Columbia Place 
Mt. Vernon, NY 10552 
9141699-7199 
Contact: Gina Thorne 
Ideation, teens, New Product 
Ad Concepts, Package Goods 

The Travis Company, Inc. 
509 Cathedral Parkway, Ste. 8E 
New York, NY 1 0025 
2121222-0882 
Contact: Jerry Travis 
Qualitative Research and 
Consultation 

Venture Marketing Ascts, Inc. 
3845 Viscount, Stes. 3 & 4 
Memphis, TN 38118 
Contact: Lawrence Berry 
Hispanic, Medical, H&BA, 
Food, Business-To-Business 

Lucy Warren & Associates 
3619 29th St. 
San Diego, CA 921 04 
61 91295-0342 
Contact: Lucy Warren 
Understands/Meets Business 
Needs With Quality/Experience 

Yarnell, Inc. 
1 Anita Drive 
East Hanover, NJ 07936 
201 1593-0050 
Contact: Dr. Stephen M. Yarnell 
Information Technology/ 
Financial Services/Modeling 

Turn to the next page for state 
and specialty cross indexes. 
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STATE CROSS INDEX OFMODERATORS 
Refer to Preceding Pages For Address, PhoneNurnberand ContactNarne 

< 

California Doyle Research Associates New Jersey Matrixx Marketing 

Analysis Research Ltd. D.S. Fraley & Associates 
Cunninghis Associates 

Rodgers Marketing Research 

Direct Marketing Rsch Assocs. Leichliter Associates 
Meadowlands Consumer Center Dwight Spencer & Associates 

Equifax/Quick Test Opinion Ctrs. 
Research In Marketing , Inc. 

James M. Sears Associates 
Grieco Research Group, Inc. Maryland Yarnell , Inc. Pennsylvania 
Hispanic Marketing Creative Marketing Solutions 

Keeffe Research Hammer Marketing Resources New York 
R J Research Focus America Rhode Island 
Strategic Research, Inc. .. Massachusetts Focus Plus Alpha Research Associates , Inc. 
Lucy Warren & Associates Dolobowsky Qual. Svcs., Inc. JRH Marketing Services, Inc. Rhode Island Survey & 

First Market Rsch (L. Lynch) Horowitz Associates, Inc. Research Services, Inc. 
Colorado K S & R Consumer Testing Ctr. 
Ruth Nelson Research Svcs. Michigan Leichliter Ascts . Tennessee 
Pamela Rogers Research Brand Consulting Group Manhattan Opinion Center The Looking Glass Group 

Kennedy Research Inc. Market N"avigation , Inc. Veture Marketing Ascts ., Inc. 
Connecticut Lubavs Qualitative Research Sources For Research, Inc. 

Clarion Marketing and Comm. PACE, Inc. James Spanier Associates Texas 
Saul Cohen & Associates , 

Minnesota 
Telesession Corporation First Market Rsch. (J. Heiman) 

Sweeney International , Ltd. Thorne Creative Research 

MedProbe Medical Mktg. Rsch The Travis Company Virginia 
Washington D.C. Rockwood Research Corp. 

North Carolina 
Southeastern lnst. of Research, Inc. 

LaScola Qualitative Research Jane L. Stegner and Ascts. 
D/R/S HealthCare Consultants Washington 

Georgia Missouri Johnston, Zabor & Associates Consumer Opinion Services 
Brittain Associates , Inc. Doane Marketing Research Medical Marketing Research, Inc. Gilmore Research Group 

Focus On Kids 
Ohio Illinois Marketeam Associates Wisconsin 

Creative & Response Rsch Svcs. The Answer Group Chamberlain Research Consultants 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone N urn ber and Contact N arne 

ADVERTISING AUTOMOTIVE CHILDREN ' D.S. Fraley & Associates 

Analysis Research Ltd. Keeffe Research Doyle Research Associates 
Kennedy Research Inc. 

Brand Consulting Group Matrixx Marketing-Research Div. D.S. Fraley & Associates Rodgers Marketing Research 

Chamberlain Research Cnsltnts. PACE, Inc. Focus On Kids Thorne Creative Research 

Dolobowsky Qual. Svcs., Inc. Johnston, Zabor & Associates DIRECT Doyle Research Associates BIO-TECH Matrixx Marketing-Research Div. 
D.S. Fraley & Associates Market Navigation, Inc. Rhode Island Survey, Inc. MARKETING 
Johnston, Zabor & Associates Medical Marketing Research, Inc. Direct Marketing Research Ascts . 
The Looking Glass Group MedProbe Medical Mktg. Rsch . CIGARETTES 
PACE, Inc. Yarnell , Inc. Keeffe Research ENTERTAINMENT 
Rockwood Research Corp. 

D.S. Fraley & Associates 
Southeastern Institute of Rsch. BLACK COMMUNICATIONS Sweeney International, Ltd. 
James Spanier Associates JRH Marketing Services, Inc. RESEARCH Sweeney International, Ltd. ENVIRONMENTAL 
Thorne Creative Research BUS.-TO-BUS. D.S. Fraley & Associates 

James Spanier Associates Pamela Rogers Research 

AGRICULTURE Chamberlain Research Cnsltnts. 

Doane Marketing Research 
Consumer Opinion Services COMPUTERS/MIS EXECUTIVES 

Market Navigation , Inc. 
First Market Rsch . (J .Heiman) 

First Market Rsch (J. Heiman) Chamberlain Rsch . Cnsltnts. 

Rockwood Research Corp. 
Kennedy Research Inc. 

Market Navigation, Inc. Dolobowsky Qual. Svcs., Inc. 
Research In Marketing , Inc. 

James Spanier Associates First Market Rsch . (J . Heiman) 

ALCOHOLIC BEV. Rockwood Research Corp. 
Strategic Research , Inc. Kennedy Research Inc. 

Research In Marketing , Inc. 
James Spanier Associates 

Sweeney International , Ltd. The Looking Glass Group 
Sweeney International , Ltd. 

Yarnell , Inc. PACE, Inc. 

APPAREL/ 
Yarnell , Inc. James Spanier Associates 

FOOTWEAR CANDIES CONSUMERS Sweeney International , Ltd. 

Chamberlain Rsch . Cnsltnts. 
Brand Consulting Group D.S. Fraley & Associates 

Consumer Opinion Services FINANCIAL SVCS 
Research In Marketing , Inc. Doyle Research Associates Brittain Associates, Inc. 

First Market Rsch. (L. Lynch) Dolobowsky Qual. Svcs. , Inc. 
First Market Rsch (L. Lynch) 
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LaScola Qualitative Research 
Marketeam Associates 
Matrixx Marketing-Research Div. 
The Research Center 
Research In Marketing , Inc. 
Rockwood Research Corp. 
Southeastern Institute of Rsch. 
James Spanier Associates 
Sweeney lnt'l. Ltd. 
Yarnell , Inc. 

FOOD PRODUCTS 
Doyle Research Associates 
D.S. Fraley & Associates 
Keeffe Research 
Leichliter Associates 
Pamela Rogers Research 
James Spanier Associates 
Thorne Creative Research 
Trend Facts 

HEALTH & BEAUTY 
RODUCTS . 
The Answer Group 
D.S. Fraley & Associates 
Pamela Rogers Research 
Thorne Creative Research 

HEALTH CARE 
Chamberlain Rsch . Cnsltnts. 
Creative Marketing Solutions 
Dolobowsky Qual. Svces., Inc. 
D/R/S HealthCare Consultants 
First Market Rsch (L. Lynch) 
Kennedy Research Inc. 
LaScola Qualitative Research 
Marketeam Associates 
Market Navigation, Inc. 
Matrixx Marketing-Research Div. 
Medical Marketing Research, Inc. 
MedProbe Medical Mktg . Rsch. 
Research In Marketing , Inc. 
Southeastern Institute of Rsch. 
James Spanier Associates 

HISPANIC 
Analysis Research Ltd . 
Hispanic Marketing 

Communication Research 

IDEA GENERATION 
Analysis Research Ltd . 
Brand Consulting Group 
Dolobowsky Qual. Svcs. , Inc. 
D.S. Fraley & Associates 
Leichliter Associates 
Matrixx Marketing-Research Div. 
Rhode Island Survey , Inc. 
Sweeney International, Ltd. 
Thorne Creative Research 

INDUSTRIAL 
First Market Rsch . (J. Heiman) 
Kennedy Research Inc. 
Market Navigation, Inc. 
Strategic Research , Inc. 
Sweeney International , Ltd. 
Yarnell , Inc. 

February, 1992 

MEDICAL 
PROFESSION 
Creative Marketing Solutions 
D/R/S HealthCare Consultants 
Marketeam Associates 
Matrixx Marketing-Research Div. 
Medical Marketing Research , Inc. 
MedProbe Medical Mktg. Rsch. 
Research In Marketing , Inc. 
Strategic Research , Inc. 

MODERATOR 
TRAINING 
Cunninghis Associates 

NEW PRODUCT 
DEVELOPMENT 
Brand Consulting Group 
Creative Marketing Solutions 
Dolobowsky Qual. Svcs. , Inc. 
D.S. Fraley & Associates 
First Market Rsch . (J. Heiman) 
Leichliter Ascts . 
Research In Marketing , Inc. 
Rhode Island Survey, Inc. 
Southeastern Institute of Rsch. 
James Spanier Associates 
Strategic Marketing. Svces. 

PACKAGED 
GOODS 
The Answer Group 
Doyle Research Associates 
D.S. Fraley & Associates 
Keeffe Research 
The Looking Glass Group 
Thorne Creative Research 

PARENTS 
Doyle Research Associates 

PET PRODUCTS 
Rockwood Research Corp. 
Thorne Creative Research 

PHARMACEUTICALS 
The Answer Group 
Creative Marketing Solutions 
D/R/S HealthCare Consultants 
Johnston , Zabor & Associates 
Market Navigation, Inc. 
Medical Marketing Research, Inc. 
MedProbe Medical Mktg. Rsch . 
Research In Marketing ; Inc. 
James Spanier Associates 

POLITICAL RSCH 
Chamberlain Rsch . Cnsltnts. 

PUBLIC POLICY 
RESEARCH 
LaScola Qualitative Research 
Leichliter Ascts . 

PUBLISHING 
First Market Rsch. (J . Heiman) 

D.S. Fraley & Associates 
Thorne Creative Research 
The Looking Glass Group 

RETAIL 
Brand Consulting Group 
First Market Rsch. (L. Lynch) 
Research In Marketing , Inc. 

SENIORS 
Keeffe Research 
Research In Marketing , Inc. 

SOFT DRINKS, 
BEER, WINE 
Grieco Research Group, Inc. 
Thorne Creative Research 

TEACHERS 
D.S. Fraley & Associates 

TEENAGERS 
Doyle Research Associates 
D.S. Fraley & Associates 
The Looking Glass Group 
Matrixx Marketing-Rsch. Div. 
Rhode Island Survey, Inc. 
Thorne Creative Research 
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Creative Marketing Solutions 
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Cunninghis Associates 
First Market Rsch. (J. Heiman) 
Horowitz Associates , Inc. 
Kennedy Research Inc. 
LaScola Qualitative Research 
Southeastern Institute of Rsch . 
Yarnell , Inc. 

TELECONFERENCING 
Rockwood Research Corp. 

TELEPHONE 
FOCUS GROUPS 
Market Navigation, Inc. 
Medical Marketing Research, Inc. 
T elesession Corporation 

TRANSPORTATION 
SERVICES 
Sweeney International, Ltd. 

TRAVEL 
Sweeney International , Ltd. 

UTILITIES 
Chamberlain Rsch. Cnsltnts. 

YOUTH 
Doyle Research Associates 
D.S. Fraley & Associates 
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Spiegel 
continued from p. 9 

reasons described later in this article, 
that the quality of the data actually im­
proved. 

F ull rollout 
Based on the overwhelming success 

of the tests we recommended (and man­
agement agreed) to quickly move from 
"test" to "full rollout" phase to capital­
ize on the cost savings and '·quality en­
hancements. 

We purchased 7 PCs, upgraded to 
ACS-QUERY (which includes sam­
pling capabilities, quota control and call 
management features), installed tele­
phone lines, and hired a staff of inter-

viewers to conduct Spiegel studies on 
an on-going basis. This was in Decem­
ber 1990. Within two months the sys­
tem was installed, the staff was trained 
and our CA TI system was up and run­
ning. 

Immensely pleased 
Since then, we have been immensely 

pleased with the results. In fact, while 
the benefit originally sought-that of 
cutting costs-has been achieved, three 
additional benefits have also accrued 
which are proving equally or more valu­
able: one, greater depth of understand­
ing; two, accelerated pace of operation, 
producing research studies much faster; 
and three, integration of database infor­
mation reflecting customer behavior 

----------------. with consumer research learning reveal­

11£11ne l1uest ® 
The Science of Name Creation 

For Information Contact: 
John Hoeppner 

602-488-9660 
P.O. Box 5587 • Carefree, AZ 85377 

Name Creation: 
Name Testing. 
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ing the motivations underlying that be­
havior. A description of the reasons for 
these changes and the benefits we de­
rive from them follows. 

The first advantage we realized from 
our CATI system was that the informa­
tion gathered and provided to manage­
ment is much more illuminating than 
data collected using paper and pencil 
surveys. That is, we get deeper insights 

~riat lxp£rtations .. ~ 
If your present tabulating or field situation 
is giving you the llithtns, we would like a 
shot at smoothing out your projects. 

Here is our literature: 
• We work a 24hr, 7 -day week to meet or beat 

your deadline. 
• One day turn around on coding & DE for 

work fielded at WWC. 
• 1\vo day tum around on most cross tabs. 
• Our home & pager phone numbers, so we 

are always accessible. 
• Awesome RDD sample capabilities at low, 

low prices. 
• Bids back to you inside the hour. 
• Multiple data processing software options. 
• Athletic flexibility in working with a variety 

of client formats. 
• State-of-the-art telephone centers. Multiple 

CATI options on 150 phone stations. 

You've read our book. Now call us and get 
acquainted with the characters that work here. 
We would like a chance to bring your work 
to life. 

11~r1 \!\estern 
\JGQ[) V\bts Center 

288 West Center. Provo. Utah 84601 
(801) 373-7735 
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from both the open-end and closed-end 
questions. This is because of three fea­
tures that CA TI offers. 

First, the CA TI system enables us to 
develop more complex question pat­
terns with a tighter focus . For example, 
if we learn that respondent A is a catalog 

Cher yl Ross 

shopper who works full time and has 
children, we may want to ask her a 
different set of questions than those we 
would ask respondent B, whom we dis­
cover never shops from catalogs. 

The branching process can become 
complex, as you learn more about the 
respondent and want to direct certain 
questions to ever-shrinking subsets of 
people. For example, if we discover in 
question 3 that the respondent is a trier­
rejector, and in question 5 that the re­
spondent purchased apparel rather than 
home furnishings from Spiegel, and in 
question 11 that the respondent cur­
rently frequents Spiegel's Eddie Bauer 
and Honeybee stores, we may want to 
askquestions 12-15.0therwise, we may 
wish to ask only question 14. Obvi­
ously, this kind oflogic is unwieldy in a 
paper and pencil survey and results in 
lengthy surveys and lost data because 
incorrect surveys have to be discarded. 
CA TI eliminates this problem. 

Second, since the pace of the inter­
view is faster when the interviewer uses 
CA TI, more time is available for prob­
ing open-end questions. This is critical 
to Spiegel because we often find that 
greater insights are gleaned from an­
swers to open end questions than from 
closed end questions. 

The essence of theCA TI system is to 
assign to computers the functions they 
are designed for and best able to per­
form, and to allow the interviewers to 

Quirk's Marketing Research Review 



How do you avoid dangerous 
currents? Is there a clear channel up 
ahead, or are there snags? When you 
need to anticipate what's around the 
bend, you need dependable research 
data. QCS gives you a navigational map 
of accurate information. 

With over 40 focus group suites, 

nearly 20 mall intercept locations, 
500+ telephone interviewing stations, 
and more than 25 test kitchens, QCS 
can provide fast answers, But we 
always stand by our commitment to 
quality and reliability. 

Call QCS today, and we'll give 
you a fast bid on your project. 

800-325-3338 
@ Qualtty ~~~~~?,~~Services 



focus full attention on what humans can 
do, such as achieving rapport with con­
sumers, gaining an increased level of 
participation and enthusiasm for taking 
part in a research study, and probing for 
more information. 

Third, we also can gain deeper in­
sights into respondents' answers be­
cause we can integrate previous an­
swers into subsequent questions. This 
approach has been used for unaided/ 
aided awareness questions; .. however, 

we have been able to go further by 
asking such questions as: "You said that 
you consider the three most important 
factors in deciding which store or cata­
log to buy from to be style, price, and 
ease of return. Can you please evaluate 
the following three stores on each of 
these features?" Focusing respondent 
attention on specifics rather than on 
generalities produces far more incisive 
answers. 

Speed 
The second major benefit was that the 

pace of completing research studies in­
creased dramatically. CATI permits the 
interview itself to be performed much 
faster than paper and pencil surveys. In 
15 minutes the interviews are produc­
ing as much information as the previous 
35 minute surveys. 

Performing a portion of our research 
internally accelerates the process sig­
nificantly by removing the need to deal 
with an outside firm that has other "ur­
gent" projects, or whose other clients 
may repre ent a greater portion of the 
firm's revenue. 

Using CATI also reduces the tedium 
of the process, and therefore the fatigue 
of the interviewers, which translates 
into greater interviewer enthusiasm and 
output. Individual interviews are per­
formed faster, which means response 
rates are higher, and each study is com­
pleted more quickly. 

CATI also eliminates the time-con­
suming keypunching step of the research 
process. In addition, CA TI makes it 
possible to get a "quick read" on an­
swers. Because the computer can col­
lap e and summarize the answers 
nightly, it is possible to gain insights 
during the investigation, rather than 
awaiting its final completion. This af­
fords the added benefit of evaluating 
the content of the survey mid-stream. 
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Sometimes an assessment of the first 
300 interviews reveals that the answers 
are clear enough to permit eliminating 
several questions and adding new ones 
to further deepen the learning. 

The net effect of this speed is that 
management now views research as a 
real decision-making tool. Rather than 
being forced to use research only for 
questions for which we can wait several 
months for answers, CA TI is our tool to 
make consumer input a "real time" pos-
ibility. 

Database integration 
The third major benefit of CATI was 

the ability to integrate our database in­
formation into the survey we are con­
ducting. 

Our database contains behavioral in­
formation on our customers that we 
compile and analyze regularly. For ex­
ample, we track which ad, promotion, 
product, or catalog brought the most 
new customers to Spiegel, to identify 
what the characteristics of those cus­
tomers are. We determine which ve­
hicle for attracting new customers pro­
duces heavy buyers, light buyers, or 
trier-rejectors. We also determine what 
type of products, catalogs and promo­
tions each of these types of customers 
finds most compelling, whether they 
obtain and use Spiegel credit cards, 
whether they begin buying from Spiegel 
subsidiaries such as Eddie Bauer, Hon­
eybee, Crayola Kids, whether they buy 
early or late, at full price or on ale, etc. 

This behavioral record is an excellent 
source of research because it provides 
an accurate record of what people actu­
ally do, rather than relying on what they 
say or recall having done. While thi 
behavioral record is useful, it has a 
crucial limitation: analyzing past ac­
tions alone does not provide an under­
standing of how they behaved in the 
total competitive arena-where el e they 
shopped, how much, and why. Nor does 
it lend insight into why they behaved as 
they did at Spiegel, or how they would 
respond to future promotions or new 
products or catalog . As Marshall 
McLuhan would say, it is kind of like 
driving a car by looking through the rear 
view mirror-it only reflects what hap­
pened in the past, rather than what will 
happen next. 

However, we have found that looking 

at past behavior combined with current 
attitudes together produces phenomenal 
synergy and a clear understanding of 
what motivates our consumers. This 
helps us disco,ver not only what they 
bought, but why. In so doing, we can 
determine not only which catalog, pro­
motion, ad or product works best, but 
also how we can improve it. Similarly, 
we have traveled up the learning curve 
from promotions or catalogs that were 
not successful, by discovering what 
made them weak, and whether that 
weakness is fixable or something we 
can learn from and thereby render fu­
ture efforts more successful. 

This is achieved by integrating data­
base information right into the survey. 
For example: "Mr. Jones, we noticed 
that you have a Spiegel credit card, 
which you u e when buying for your­
self, but when you purchase gifts from 
Spiegel you use your American Express 
card. Why is that?" 

Summary 
Our goal prior to purchasing a CA TI 

system was to complete the conversion 
of Spiegel into a con umer-driven com­
pany in a cost-effective manner. We 
looked for user-friendly software and a 
vendor that would support both our cur­
rent and future need . 

Our mandate was-and is-to strive 
not only to understand how people be­
have, but also why they behave that 
way. When something fails, our charter 
is to find out why and whether we can 
fix it. Even more important, when a new 
promotion, catalog, or advertisement 
work , we use research to develop an 
action plan to tell us how we can im­
prove it, thereby boosting the success of 
the products, catalog , promotions and 
ads on an ever increasing cycle. 

TheCA TI system has accelerated our 
effort to gain this understanding. The 
rapid-fire turnaround has made research 
more valuable to management by pro­
viding a direct line to consumers. The 
cost saving has enabled Spiegel to con­
duct more surveys while increasing 
quality and decreasing costs. The flex­
ibility of the system has made it pos­
sible to get more in-depth answers. The 
result is that Spiegel's products, promo­
tions, services, and catalog have be­
come more consumer driven. We ask 
consumers what they want and then we 
deliver it. 0 
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The Accutab Company 
125 Marsellus 
Garfield, NJ 07026 
Ph. 201-546-7100 
Fax 201/546-9687 
Contact: Jon Brunetti 
Section I, II 

Acquadata Entry Services Inc. 
3040 E. Tremont Avenue 
Bronx, NY 10461 
Ph. 212/824-8887 
Fax 212/824-8856 
Contact: Susan Acquafredda 
Section I 

Adapt, Inc. 
6133 Blue Circle Dr., Ste. 100 
Minnetonka, MN 55343 
Ph. 612/939-0538 
Contact: Karen Koch 
Section I 

Advanced Data Research 
2700 Steamboat Springs 
Rochester Hills, Ml 48309 
Ph. 313/652-7640 
Contact: David Pietrowski 
Section Ill 

American Demogaphics, Inc. 
P.O. Box 68 
Ithaca, NY 14851 
Ph. 607/273-6343 
Fax: 607/273-3196 
Contact: Jim Madden 
Section Ill 
(See advertisement on page 27) 

Analytical Computer Service, Inc. 

640 No. LaSalle Dr. 
Chicago, IL 60610 
Ph. 312/751 -2915 
Fax: 312/337-2551 
Contact: Jerome Madansky 
Branch: 

8687 E. Via de Ventura 
Scottsdale, AZ 85258 
Ph. 602/483-2700 
Contact: Jack Pollack 

2001 S. Barrington Ave. 
Los Angeles , CA 90025 
Ph. 310/479-3777 
Contact: Gary Zemtseff 

85 River Street 
Waltham, MA 02154 
Ph . 617/899-1120 
Contact: Carmen Montes 

434 Sandford Ave. 
Westfield, NJ 07090 
Ph . 908/232-2723 
Contact: Amy J. Yoffie 

Section I, II, Ill , IV 
(See advertisement on page 38) 

Analysis and Forecasting, Inc. 
1 8 Brattle Street 
Cambridge, MA 02138 
Ph. 617/491-8171 
Contact: John Witkin 
Section II 

Analytic Consultants Inc. 
4 West Trail 
Stamford, CT 06903 
Ph. 203/329-1355 
Contact: Eric Friedman 

Section II , IV 

Apian Software 
P.O. Box 1224 
Menlo Park, CA 94026 
Ph. 800/237-4565 x230 
Contact: Bill Ray. 
(See advertisement on page 29) 

Ardisson & Briggs, Inc. 
2399 Hwy. 29 South #4 
Lawrenceville , GA 30244 
Ph . 404/339-1961 
Fax 404/339-1098 
Contact: Georgia Briggs 
Section I 

Atlantic Marketing Research Co. , Inc. 
109 State St. 
Boston, MA 02109 
Ph . 617/720-0174 
Fax 617/589-3731 
Contact: Peter F. Hooper 
Branch : 

1 72 Barstow Lane 
Tolland, CT 06084 
Ph. 203/875-0720 
Contact: William J. Gammell 

Section 1,11 

Batch Data Processing, Inc. 
7009D Taylorsville Road 
Dayton, OH 45424 
Ph . 513/235-2962 
Fax 513/235-2743 
Contact: Linda Seitz 
Section I, II 

Bruce Bell & Assoc. 
P.O. Box 400 

Our Software Didn't Make 
Our President Go Bald! 

And you won't tear your hair out either when 
you use software from Analytical Computer. 
Our PC-based interviewing, data entry, 
cross tabulation, and 
data manipulation 
software are designed to 
be easy-to-use so you 
spend your time in work 
... not in frustration. 

Easy-to-use because we provide menu 
driven screens, thorough documentation, 
comprehensive training and first rate support. 

And when you're up to your hairline in 
work, call on us for data entry,· coding, 
data processing and questionnaire 
programming services. 

So next time your project makes you 
pull your hair, think of our President ... 

and call for a FREE demo disk of: 

ACS-QUERY 
(Computer-Aided Interviewing) 

A-CROSS 
(Cross Tabulations 

& Statistics) 

KNOCKOUT 
(Data Entry) 

JUGGLER 
(Data Manipulation) 

Analytical Computer Service, Inc. 
434 Sandford Avenue, Westfield, NJ 07090 • (908) 232-2723 
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Canyon City, CO 81215-0400 
Ph. 800/359-7738 
Fax 719/275-1664 
Contact: Michael Fry 
Section Ill 

Bernett Research Services, Inc. 
230 Western Ave ., Ste. 201 
Boston, MA 02134 
Ph . 617/254-1314 
Fax 617/254-1857 
Contact: Matthew Hayes 
Section 1,1 1 

Lisette Berry Associates 
100 Bank St. , #3H 
New York, NY 10014 
Ph . 212/691 -7592 
Fax 212/691 -7543 
Contact: Lisette Berry 
Section 11 ,111 

Black River Systems Corporation 
4680 Brownsboro Rd. 
Winston-Salem, NC 271 06 
Ph. 919/759-0600 
Fax 919/759-0636 
Contact: Douglas A. Graham 
Section Ill 

Michael Blatt & Co. 
1627 Pontius Ave., Ste. 200 
Los Angeles , CA 90025 
Ph. 310/473-6759 
Fax 310/473-6012 
Contact: Dave Wood 
Section I,II ,III ,IV 

BMDP Statistical Software, Inc. 
1440 Sepulveda Blvd., #316 
Los Angeles, CA 90025 
Ph . 213-4 79-7799 
Section II , Ill , IV 

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

Bradenton Data 
1303 1 Oth St. E. 
Palmetto, FL 34221 
Ph . 813/729-5694 
Fax 813/729-2739 
Contact: Scott Stewart 
Section I 

Bretton-Clark, Inc. 
89 Headquarters Plz., 14th Fl. 
Morristown, NJ 07960 
Ph . 201 /993-3135 
Fax 201/993-1757 
Section Ill 
(See advertisement on page 39) 

Brunetti & Associates 
448 Palisade Ave. 
Cliffside Park, NJ 07010 
Ph. 201 /945-4607 
Fax 201 /945-9266 
Contact: Wally Brunetti 
Section 1,11 ,111 

Business Forecast Systems, Inc. 
68 Leonard Street, 2nd Fir. 
Belmont, MA 02178 
Ph. 617/484-5050 
Contact: Claire Fagan 
Section Ill 
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Business Research & Surveys 
50 Greenwood Avenue 
West Orange, NJ 07052 
Ph . 201 /731 -7800 
Section Ill 
Contact: Jill Herman 

CACI Marketing Systems 
11 00 No. Glebe Rd. 
Arlington , VA 22201 
Ph. 703/841 -7800 
Contact: Michael Johnson 
Section Ill 

Caliper Corporation 
11 72 Beacon Street 
Newton, MA 02161 
Ph . 617/527-4700 
Section Ill , IV 

Cascio Custom Tabs, Inc. 
32-34 Main Street 
Norwalk, CT 06851 
Ph. 203/854-6587 
Contact: John Cascio 
Section I 

Claritas Corp./NPDC 
201 No. Union St. 
Alexandria, VA 22314 
Ph . 703/683-8300 
Fax 703/683-8309 
Contact: Nancy Deck 
Section Ill , IV 

Barry Cohen 
599 East 7th Street 
Brooklyn, NY 11218 

. Ph . 718/941 -5723 

Section Ill 

Computab, Div. The Prima, Inc. 
14323 S. Outer 40 Rd ., #N600 
Chesterfield, MO 63017 
Ph. 314/576-2822 
Contact: Jay Bigler 
Section 1,11 

Computer Associates , Inc. 
711 Stewart Avenue 
Garden City, NY 11530 
Ph . 516/227-3300 
Section IV 

Computers for Marketing Corp. 
54 7 Howard Street 
San Francisco, CA 94105 
Ph . 415/777-0470 
Fax 415/777-3128 
Contact: Leif Gjestland 
Branch: 

126 Fifth Ave. , Ste. 1501 
New York, NY 10011 
Ph . 212/627-7730 
Contact: Joyce Rachelson 

Kettering Twr. , Ste. 1820 
Dayton, OH 45423 
Ph. 513/228-2652 
Contact: Bill Springer 

1800 Grant St. , Ste. 370 
Denver, CO 80203 
Ph . 303/860-1811 
Contact: Tom Leaf 

Section I, II , Ill , IV 

Concurrent Technologies Corp. 
1 World Trade Ctr. , Ste. 7967 

VISUALIZE your Data 
with MCA+ 

Create Presentation-Quality Perceptual Maps 
from data ranging from cross-tabs thru con joint. 

Communicate complex relations with ease. 
oManufacturing 

oNortheast 

o$251K-$1M 
oBrand_F oFinance 

o($250K 
oMidwest 
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DORIS J. COOPER ASSOC 

/. 
FULL SERVICE .. 

MARKET RESEARCH 
DATA PROCESSING 

• EVERYTHING FROM CHECK-IN 
THROUGH TABULATION 

• Experienced in-house staff 

• High quality/consistency 

• Rapid turn-around 

CHECK-IN 
Direct from field 

EDIT 
Simple to complex 

CODE 
Code construction 

Coding of open-ends 

KEYPUNCH 
DATA ENTRY 

Fast, accurate and reliable 

TABULATION 
Simple/complex cross-tabs 

GRAPHICS 
Also slides/transparencies 

DJCode 
• Computer-assisted system 

for coding and accessing 

verbatim responses 

• Ideal for copy/concept 

testing, quality assurance 

DORIS J. COOPER ASSOC 
One Bridge Street, Suite 3 
Irvington, New York 10533 

(914) ~ 91-4 7 3 I 

For Instant Faxed Information 
(800) 227-5638 ext. 141 
Have Your Fax# Ready 
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New York, NY 10048 
Ph . 212/524-7760 
Section II , Ill , IV 

Consulting Hrdwre. & Processing , Inc. 
1393 Old Trenton Road 
Trenton, NJ 08690 
Ph. 609/586-8577 
Contact: Bob Reid 
Section I, Ill , IV 

Consumer Pulse, Inc. 
725 South Adams 
Birmingham, Ml 48011 
Contact: Karen Miller 
Ph . 800/336-0159 
Section I 
(See advertisement on page 33) 

Consumer Research Associates/Superooms 
111 Pine St. , 17th Fir. 
San Francisco, CA 94111 
Ph . 415/392-6000 
Fax 415/392-7141 
Contact: Mike Mallonee 
Section I, II 

Doris J. Cooper & Assoc., Ltd. 
1 Bridge Street 
Irvington, NY 10533 
Ph. 914/591-4731 
Fax 914/591 -4659 
Contact: Doris J. Cooper 
Section I, II 
(See advertisement on page 40) 

Coremat, Inc. 
337 Market St. 
Saddlebrook, NJ 07657 
Ph. 201 /368-7898 
Contact: Dan Wojdyla 
Section I 

Corporate Research 
106 Fairidge Ct. 
Jamestown, NC 27282 
Ph. 919/884-8614 
Fax 919/884-1977 
Contact: John Deuterman 
Branch: 

255 E. 6th St. 
Erie, PA 16508 
Ph. 814/453-6700 
Contact: Joel Deuterman 

409 E. Third St. 
Wendell , NC 27591 
Ph . 919/365-7200 
Contact: Lynn Liles 

Section 1,11 

CRC Information Systems, Inc. 
435 Hudson Street, 7th Fir. 
New York, NY 10014 
Ph ~ 212/620-5678 
Fax 212/924-9111 
Contact: Mary Wang 
Branch : 

70 E.Lake St. 
Chicago, IL 60601 
Ph. 312/443-1120 
Conatct: Dawn Speakman 

8 Wright Street 
Westport, CT 06880 
Ph. 203/222-0838 
Contact: Jeffrey Goldman 

Section I,II ,III ,IV 

Creative Computer Services 
10804 No. Stem mons Freeway 

Dallas, TX 75220 
Ph. 214/358-4493 
Contact: Andy Keedy 
Section I 

Creative Research Systems 
15 Lone Oak Ct. 
Petaluma, CA 94952 
Ph . 707/765-1001 
Fax 707/765-1068 
Contact: Lisa M. Bacon 
Section 1,11 , Ill 
(See advertisement on page 41 ) 

Crunch Software Corp. 
5335 College Ave ., Ste. 27 
Oakland, CA 94618-1450 
Ph . 510/420-8660 
Fax 510/420-8174 
Contact: Robert Wiles 
Section Ill 

Cybernetic Solutions Co. 
3479 W. 7480 So. 
Salt Lake City, UT 84084 
Ph. 800/359-3386 
Contact: Kent Francis 
Section Ill 

Data Lab Corp. 
7333 North Oak Park Ave. 
Niles, IL 60648 
Ph . 708/647-6678 
Contact: Maurice Girardi 
Section I, II 

Datalogics 
P.O. Box 287 
Solebury, PA 18963 
Ph. 215/794-7486 
Fax 215/794-3177 
Contact: Gayle Young 
Section I, II 

Datamap, Inc. 
7525 Mitchell Road 
Eden Prairie , MN 55344 
Ph. 612/934-0900 
Contact: Gary Mertz 
Section Ill 

Datan, Inc. 
301 No. Harrison , #482 
Princeton, NJ 08540 
Ph. 609/921-6098 
Fax 609/921 -6731 
Contact: Michael Stentz 
Section I, II , Ill , IV 

Datanetics 
114 No. Beatty St. 
Pittsburgh, PA 15206-3002 
Ph. 412/363-3282 
Contact: Jerry Lisovich 
Section I, II , Ill 

Data Probe/Datatab 
80 Fifth Ave. , 6th Fir. 
New York, NY 10011 
Ph. 212/255-3355 
Section I 

DataSource 
P.O. Box 80432 
Indianapolis, IN 46280-0432 
Ph. 317/843-3939 
Fax 31 7/843-8638 
Contact: Paul Schrock 
Section I, II 

DataStar, Inc. 

Quirk's Marketing Research Review 



384 Main St. 
Waltham, MA 02154 
Ph . 617/647-7900 
Fax 617/647-7739 
Contact: Ellie Smerlas 
Section 1,11 

Data Tabulating Service, Inc. 
3323 Chamblee-Dunwoody Rd. 
Chamblee, GA 30341 
Ph. 800/248-3776 
Fax 404/458-8926 
Contact: Beth Bearsto 
Section I, II 

DataTactics, Inc. 
555 Presidential Blvd., Ste. 430 
Bala Cynwyd, PA 19004 
Ph. 215/668-1660 
Fax 21 5/668-1 664 
Contact: Phyllis Rosenberg , Ph .D. 
Section I, II 

Data Vision Research, Inc. 
29 Emmons Dr., Bldg G 
Princeton , NJ 08540 
Ph . 609/987-0565 
Contact: Ron Vangi 
Section I, II 

Delphus, Inc. 
103 Washington St. , Ste. 348 
Morristown, NJ 07960 
Ph. 201 /267-9269 
Fax 201 /829-0757 
Contact: Hans Levenbach 
Section II , Ill 

Devcom Mid-America Inc. 
2603 W. 22nd St. , Ste. 23 
Oak Brook, IL 60521 
Ph. 708/57 4-3600 
Fax 708/572-0508 

. Contact: Ronald Diener 
Section IV 

DigiSoft Computers 
248 E. 92nd Street 
New York, NY 10128 
Ph. 212/289-0991 
Contact: Peggy Maclean 
Section Ill 

Donnelley Mktg. Information Svcs. 
70 Seaview Ave/P.O. Box 10250 
Stamford, CT 06904 
Ph. 203/353-7474 
Fax 203/353-7276 
Branch: 

1901 So. Meyers Road 
Oakbrook Terrace, IL 60181 
Ph. 708/495-1211 

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

Section Ill 

Enertronics Research, Inc. 
1801 Beltway Dr. 
St. Louis, MO 63114 
Ph . 314/427-7578 
Contact: Steve Andes 
Section Ill 

Equifax Nat'l. Decision Systems 
539 Encinitas Blvd. 
Encinitas, CA 92024 
Ph. 619/942-7000 
Fax 619/944-9543 
Section Ill , IV 
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Expert Choice, Inc. 
4922 Ellsworth Ave. 
Pittsburgh , PA 15213 
Ph. 412/682-3844 
Contact: Rozann Whitaker 
Section Ill 

Fassino Associates 
1 Vetrans Square 
Media, PA 19063 
Ph . 215/516-4210 
Fax 215/566-4252 
Contact: Michael Fassino 
Section 11 ,111 

Ferox Microsystems, Inc. 
901 No. Washington Street, #204 
Alexandria, VA 22314 
Ph . 703/684-1660 
Section Ill 

Field Market Research , Inc. 
6095 East Grant Rd. 
Tucson, AZ 85712 
Ph . 602/886-5548 
Fax 602/886-0245 
Contact: Jess DeVaney 
Section 1,11 ,111 

FirstMark Technologies 
14 Concource Gate, Suite 600 
Ottawa, Ontario, Canada K2E 7S8 
Ph . 800/387-7335 
Fax 613/723-8048 
Contact: Linda Partner 
Section Ill 

F.isher Assoc./Uniscore, Inc. 
· P.O. Box 3204 

Englewood, CO 80155-3204 
Ph . 800/759-7615 
Fax 303/237-5047 
Contact: Millard T. Fisher 
Section I 

Geographic Data Technology, Inc. 
13 Dartmouth College Highway 
Lyme, NH 03768 
Ph . 603/795-2183 
Contact: Mark Richardson 
Section Ill 

Geographic Decision Support Systems 
Ste. 8, 674 Kingston Rd. 
Toronto, Ontario Canada M4E 1 R4 
Ph. 416/693-9054 
Fax 416/693-7893 
Contact: Dr. David Brusegard 
Section 11 ,111 

GeoQuery Corporation 
P.O. Box 206 
Naperville, IL 60566 
Ph . 708/357-0535 
Fax 708/717-4254 
Contact: Michael Demeyer 
Section Ill 

Hawthorne Software Co. 
P.O. Box 35 
Hawthorne, NJ 07507 
Ph. 201 /304-0014 
Contact: Linda Lido 
Section Ill 

I M A, Inc. 
13140 Midway Place 
Cerritos, CA 90701 
Ph . 213/926-6653 
Fax 213/926-5329 

Contact: Sara Chesters 
Section IV 

IMSI 
1938 Fourth Street 
San Rafael , CA 94901 
Ph. 415/454-7101 
Fax 415/454-8901 
Contact: Laura Teasley 
Section Ill 

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

International Data Corp. 
229 Millwell Dr. 
Maryland Heights, MO 63043 
Ph. 314/291 -7744 
Fax 314/291 -4346 
Contact: Gayle Myers 
Section I 

Interviewing Service of America 
16005 Sherman Way, #209 
Van Nuys, CA 91406 
Ph. 818/989-1 044 
Fax 818/782-1309 
Contact: Michael Halberstam 
Section I 

R. Isaacs Computing Assoc., Inc. 
734 Walt Whitman Road 
Melville, NY 11747 
Ph . 516/427-1444 
Fax 516/427-1455 
Contact: Richard Isaacs 
Section I, II 

Does one size 
fit all? 

Most software 
companies think so. 

We know better. 

The Survey 
System 

When you buy The Survey Sys­
tem you can get the most com­
plete research package available. 
But you don't have to. Tailor a 
system to your specific needs. 
Pay for only those features you 
want. Choose from simple tables 
and graphs to complex tables, 
statistics, verbatim reports, 
interviewing and network support. 

c 
RS 

Creative Research 
Systems 

15 Lone Oak , Dept Q 
Petaluma, CA 94952 

(707) 765-1001 
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J B A lnt'l 
1830 Underwood Blvd . 
Delran, NJ 08075 
Ph . 800/872-4631 
Section IV 

JRP Marketing Research Services, Inc. 
100 Granite Dr., Terrace Level 
Media, PA 19063 
Ph. 215/565-8840 
Fax 215/565-8870 
Contact: Paul R. Frattaroli 
Section I 

KG Tabs 
200 Park Ave. So., Ste. 818 
New York, NY 10003 
Ph . 212/674-2323 
Contact: Sally Krusch 
Section I 

Landis Group 
1551 Forum Pl. 
W. Palm Beach, FL 33401 
Ph. 407/684-3636 
Fax 407/478-4457 
Contact: Robert Posten 
Branch: 

21 Bridge Sq. 
Westport, CT 06880 
Ph. 203/221 -7070 
Contact: Tom C. Chapman 

Section Ill 

Leadtrack Services 
P.O. Box 862215 
Marietta, GA 30062 
Ph. 404/594-7860 
Fax 404/641 -1846 
Contact: Norman R. Koltys 
Section Ill 

Leibowitz Market Research Assoc. 
One Parkway PI ./Ste. 110 
Charlotte, NC 28217 
Ph. 704/357-1961 
Fax 704/357-1965 
Contact: Teri Leibowitz 
Section Ill 

LPG, Inc. 
4343 Commerce Ct. , #500 
Lisle, IL 60532-3618 
Ph . 708/505-0572 
Fax 708/505-5948 
Section IV 

M. Lynch Company 
80 Fifth Ave. 
New York, NY 10011 
Ph. 212/243-9022 
Fax 212/243-2234 
Contact: Marguerite Lynch 
Section I 

McCarthy Associates 
5775 So. Bay Rd. 
Cicero, NY 13039 
Ph. 315/458-9320 
Contact: John McCarthy 
Section I, II 

Management Science Associates/ 
Market Science Associates 
6565 Penn Avenue 
Pittsburgh, PA 15206-4490 
Ph. 412/362-2000 
Fax 412/363-8878 
Contact: Maggie Keefe 
Branches : 

1560 Broadway 
New York , NY 10036 
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Ph. 212/398-9100 
Contact: Daniel Ray 

10600 W. Higgins Rd. 
Rosemont, IL 60018 
Ph . 708/390-7090 
Contact: Dale McDowell 

Three Lakefront No., #200 
Columbia, MD 21044 
Ph . 41 0/997-3660 
Contact: Laurie Wachter 

3443 No. Central , #1509 
Phoenix, AZ 85012-2212 
Ph. 602/265-1297 
Contact: Douglas Clark 

Section I, II , Ill , IV 

Maplnfo Corp. 
200 Broadway 
Troy, NY 12180 
Ph. 518/274-8673 
Fax 518/274-0510 
Section Ill 

M/A/R/C, Inc. 
P.O. Box 650083 
Dallas, TX 75265-0083 
Ph. 214/506-3400 
Contact: Mike Reddington 
Section Ill , IV 

Maritz Marketing Research 
1297 No. Highway Drive 
Fenton , MO 63099 
Ph. 314/827-1610 
Fax 314/827-3224 
Branch: 

St. Louis, MO 
Ph. 314/827-1427 

Atlanta, GA 
Ph. 404/551 -6469 

Chicago, IL 
Ph. 708/759~0700 

Dallas, TX 
Ph . 214/387-0010 

San Francisco, CA 
Ph. 415/391-1606 

New York, NY 
Ph. 212/983-7575 

Minneapolis, MN 
Ph. 612/885-3885 

Clark, NJ 
Ph. 908/388-4800 

Los Angeles, CA 
Ph. 310/809-0500 

Agri ./lnd. 
Ph. 314/827-2305 

Detroit (Automotive) 
Ph. 313/643-6699 

Los Angeles (Automotive) 
Ph. 213/323-2882 

Toledo (Automotive) 
Ph. 419/841-2831 

Sections I, II , Ill 

Market Action Research Software 
16 W. 501 58th St. , #21-A 

Clarendon Hills, IL 60514-1740 
Ph. 708/986-0830 
Fax 708/986-0801 
Contact: Dr. Betsy Goodnow 
Section II , Ill 

Marketeam Associates 
1807 Park 270 Drive, #300 
St. Louis, MO 63146 
Contact: David Tugend 
Ph . 314/878-7667 
Section I, II 

Marketing Information Systems 
1840 Oak Avenue 
Evanston , IL 60201 
Ph . 708/491 -3885 
Contact: Tom Nash 
Section Ill , IV 

Marketing Metrics, Inc. 
305 Route Seventeen 
Paramus, NJ 07652 
Ph. 201 /599-0790 
Contact: Joseph Wyks 
Section Ill 

Marketing Software, Inc. 
1233 N. Mayfair Rd., Ste. 117 
Wauwatosa, WI 53226 
Ph. 414/778-3737 
Contact: T.R. Rao 
Section I, II , Ill 

The Marketing Systems Group 
Scott Plaza II , Suite 630 
Philadelphia, PA 19113 
Ph . 215/521-6747 
Fax 215/521-6672 
Contact: Amy Starer 
Section Ill 
(See advertisement on page 64) 

Marketools, Inc. 
. P.O. Box 1178 

Barrington , IL 60011 
Ph. 312/381 -8636 
Contact: John Blanke 
Section 1,111 

MarketPlace Analytics , Inc. 
6500 Willow Hollow Ln . 
Cincinnati , OH 45243 
Ph. 513/561 -5519 
Contact: Greg Widmeyer 
Section II 

Market Power, Inc. 
101 Providence Mine Rd. ,# 104 
Nevada City, CA 95959 
Ph. 916/265-5000 
Section Ill 

Market Probe International, Inc. 
19 West 44th 
New York, NY 10036 
Ph. 212/869-6262 
Fax 212/869-6593 
Section I, II , Ill 

Market Share Modeling , Inc. 
P.O. Box 603 
Cambridge, WI 53523 
Ph . 608/764-8222 
Contact: Rex Weston 
Section Ill 

Mathmatica Policy Research, Inc. 
P.O. Box 2393 
Princeton , NJ 08543-2393 
Ph . 609/799-3535 
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Fax 609/799-0005 Gary Mullet Associates , Inc. Ph . 800/683-2303 
Contact: George J. Carcagno Ste. 4, 2399 Highway 29 South Fax 602/870-0221 
Branch : Lawrenceville, GA 30244 Contact: Mark Yannone 

600 Maryland Ave ., S.W., Ste. 550 Ph . 404/339-0392 Section 1,11 
Washington, DC 20024-2412 Contact: Gary Mullet 
Ph . 202/484-9220 Section II Perreault & Associates 
Contact: Harold Beebout 21 04 North Lakeshore Dr. 

Section 1,11 NCSS Chapel Hill , NC 27514 
329 N. 1000 E Ph. 919/929-7921 

Matrix, Inc. Kaysville , UT 84037 Contact: William Perreault 
3490 US Route 1 Ph . 801 /546-0445 Section IV 
Princeton, NJ 08540 Fax 801 /546-3907 
Ph. 609/452-0099 Contact: Jerry Hintze Pine Company 
Contact: Jacob Katz Section 1,11,111 1607 16th St. 
Section I, II , Ill Santa Monica, CA 90404 

New Dimensions Data Group Ph. 310/453-0633 
Microtab, Inc. 19 W. 34th St. Fax 310/453-3969 
5825 Glen Ridge Dr., Bldg.1, #21 OA New York, NY 10001 Contact: Ben Pine 
Atlanta, GA 30328 Ph. 212/947-8177 Section I, II , Ill , IV 
Ph . 404/847-0605 Section I 
Fax 404/84 7-0603 Pizzano & Company, Inc. 
Contact: Larry Hills Nordhaus Research , Inc. 800 West Cummings Park 
Section I, II , Ill 20300 West 12 Mile Road, #1 02 Woburn , MA 01801 
(See advertisement on page 43) Southfield, Ml 48076 Ph . 617/935-7122 

Ph. 313/827-2400 Fax 61 7/935-44 73 
Mid-America Research , Inc. Fax 313/827-1380 Contact: Christal Changelian 
999 N. Elmhurst Rd. Contact: Allan Benedict Section II , Ill 
Mt. Prospect, IL 60056 Section I, II 
Ph . 708/870-6262 Plain Jayne Software, Inc. 
Fax 708/870-6236 PC-MDS 71 07 Ohms Lane 
Contact: Beverly Burns 660 A Tnrb. Edina, MN 55439 
Section 1,11 Provo, UT 84602 Ph . 612/835-4069 

Ph . 801 /378-5569 Fax 612/835-9250 
MPSI Systems, Inc. Fax 801 /378-5984 Section Ill 
8282 So. Memorial Dr. Contact: Scott Smith 
Tulsa, OK 74133 Section Ill Precision Field Services, Inc. 
Ph . 918/250-9611 7900 N. Milwaukee 
Contact: Joseph Perrault Perfect Data Niles, IL 60648 
Section IV 2015 W. Cactus Rd., Ste. 215 Ph . 708/966-8666 

Phoenix, AZ 85029-2792 Fax 708/966-9551 

HELP US CELEBRATE 10 YEARS OF SUCCESS 
AS THE STANDARD OF EXCELLENCE 

• Request a free copy of our One By One Plus Software -- No more hand tabs! 

• Order our new MT/stat,.. Statistical Analysis Table Software at 10% off. It will 
work with almost any ASCII table and it comes with a full screen text editor.* 

• Order any version of Microtab Cross Tabulation Software and receive a 
complimentary copy of SWAT- Scheduling software designed specifically for 
marketing research project management- a $69.95 value.* 

• Order our Data Manipulation Software to go with your Microtab Cross 
Tabulation Software and take 10% off.* 

• Receive a 10% discount on your first tabulation project placed at either of our 
two service bureaus (Atlanta or Connecticut).* . 

MICROTAB, INCORPORATED 
5825 Glenridge Drive • Atlanta Georgia 30328 • Telephone 404/847-0605 • FAX 404/847-0603 

Microtab is a registered trademark of Microtab, Incorporated. 
•These offers expire July 1, 1992. 
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Contact: Scott Adelman 
Section 1,11 

Processing Consultants In Mktg . 
410 Broad Ave., #101 
Palisades Park, NJ 07650 
Ph . 201 /944-5585 
Section I 

Pros & Cons, Inc. 
6917 Arlington Rd ., Ste. 215 
Bethesda, MD 20814 
Ph . 301 /951 -8441 
Fax 301 /951 -3362 
Contact: Peter Van Brunt 
Section Ill 

P-Stat, Inc. 
230 Hopewell-Lambertville Rd. 
Hopewell , NJ 08525-2809 
Ph. 609/466-0095 
Contact: Sebbie Buhler 
Section III ,IV 

Pulse Analytics , Inc. 
152 Jeffers Court 
Ridgewood , NJ 07450 
Ph. 201 /447-1395 
Fax 201 /447-2104 
Contact: Stanley I. Cohen 
Section 11 ,111 

Pulse Train Technology 
62 Summit Ave. 
Hackensack, NJ 07601 
Ph. 201 /489-3003 
Section Ill 

Quality Coding, Inc. 
130 Jane St. 
New York, NY 10014 
Ph. 212/243-0004 
Fax 212/627-4363 
Contact: MacGregor Suzuki 
Branch : 

733 Canal St. 
Stamford, CT 06902 
Ph. 203/353-8112 
Fax 203/353-8106 
Contact: Lyne Johnson 

Section 1,111 

Quality Information Center 
1374 Richmond Rd. 
Staten Island, NY 10304 
Ph . 718/987-0893 
Fax 718/667-8005 
Contact: Dennis P. Burke 
Section 1,111 

Quanti me 
67 Maygrove Road 
London, UK NW 6 2EG 
Ph. 441 /625-7222 
Fax 441 /625-5297 
Branch : 

545 8th Avenue, 18th Fir. 
New York, NY 10018 
Contact: Alan Kitty 
Ph. 212/268-4800 

4010 Executive Park Dr. ,# 236 
Cincinnati , OH 45241 
Contact: Sharon Jordan 
Ph . 513/563-8800 

Section I, II , Ill , IV 
(See advertisement on page 3) 

Quantum Consulting , Inc. 
2030 Addison St. , Ste. 410 
Berkeley, CA 94 704 

44 

Ph. 51 0/540-7200 
Fax 51 0/540-7268 
Contact: Robert Uhlaner 
Section 1,11,111 

Questar Data Systems, Inc. 
2905 W. Service Rd. 
Eagan, MN 55121 
Ph. 612/688-0089 
Fax 61 2/688-0546 
Contact: Sheila Coffey 
Section I, II 

Raosoft, Inc. 
6645 N.E. Windermere Rd. 
Seattle, WA 98115 
Ph . 206/525-4025 
Fax 206/525-4947 
Contact: Catherine McDole Rao 
Section Ill 
(See advertisement on page 47) 

ReData, Inc. 
6917 Arlington Rd ., #215 
Bethesda, MD 20814 
Ph. 301 /951 -4484 
Contact: Peter Van Brunt 
Section I, II 

Renaissance Rsch. & Consulting 
127 East 59th Street 
New York, NY 10022 
Ph. 212/319-1833 
Fax 212/319-1833 
Contact: Paul M. Gurwitz 
Section II 

Research Data Analysis 
450 Enterprise Ct. 
Bloomfield Hills, Ml 48302 
Ph. 313/332-5000 
Fax 313/332-4168 
Contact: Frank Forkin 
Section 1,11 

Research Results, Inc. 
3 Park St. 
Leominster, MA 01453 
Ph. 508/537-3464 
Fax 508/537-3599 
Contact: John Zarrella 
Section I 

Sales & Marketing Systems 
1950 Old Gallows Rd. , Ste.300 
Vienna, VA 22182 
Ph . 800/832-0030 
Fax 703/790-3429 
Contact: Harry Gilliam 
Section Ill 

The Salinon Corp. 
7474 Greenville Ave ., Ste. 115 
Dallas, TX 75231 
Ph . 214/692-9091 
Fax 214/692-9095 
Contact: Michael L. Carr 
Section Ill 

Sammamish Data Systems, Inc. 
1813130th Ave. N.E., Ste. 216 
Bellevue, WA 98005 
Ph. 206/867-1485 
Contact: Richard Schweitzar 
Section Ill 

SAS Institute Inc. 
SAS Campus Drive 
Cary, NC 27513-2414 
Ph. 919/677-8000 
Fax 919/677-8123 

Section Ill , IV 

Sawtooth Software, Inc. 
1007 Church St. , Ste. 302 
Evanston , IL 60201 
Ph . 708/866-0870 
Fax 708/866-0876 
Contact: Suzanne Weiss 
Section Ill 
(See advertisement on page 51 ) 

Saxe Research 
5248 Pizzo Ranch Rd. 
La Canada, CA 91011 
Ph . 818/952-2446 
Fax 818/952-8117 
Contact: Robert Saxe 
Section 11 ,111 

Scientific Computing Associates 
4513 Lincoln Ave., Ste. 106 
Lisle, IL 60532 
Ph . 708/960-1698 
Fax 708/960-181 5 
Contact: William Lattyak 
Section II ,III ,IV 

The Scientific Press 
651 Gateway Blvd ., #11 00 
So. San Francisco, CA 94080 
Ph . 415/583-8840 
Contact: Peter Fairchild 
Section Ill 

Allan D. Shocker 
Carlson School of Mgmt. , Univ. of Minn. 
Minneapolis, MN 55455 
Ph . 612/626-7258 
Fax 612/626-8328 
Contact: Allan D. Shocker 
Section IV 

Slater Hall Information Products 
1522 K Street N.W., #522 
Washington D.C. 20005 
Ph . 202/682-1350 
Section 11 ,111 

Smart Software Inc. 
4 Hill Road 
Belmont, MA 02178 
Ph . 617/489-2743 
Fax 617/489-2748 
Contact: Ellen Fletcher 
Section Ill 

Snap Software, Inc. 
175 Canal St. , 2nd Fir. 
Manchester, NH 03101 
Ph. 603/623-5877 
Contact: Joe Jacobs 
Section Ill 

Sophisticated Data Research, Inc. 
2251 Perimeter Park Drive 
Atlanta, GA 30341 
Ph . 404/451 -5100 
Fax 404/451 -5096 
Contact: David Feldman 
Branch : 

500 North Dearborn St. , #500 
Chicago, IL 60610 
Ph. 312/661 -0825 
Contact: Jim Miller 

Section I, II , Ill , IV 
(See advertisement on page 18) 

SPAR/Burgoyne 
30 W. Third St. 
Cincinnati , OH 45202 
Ph . 513/621 -7000 
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Fax 513/621 -9449 
Contact: Dave Elkins 
Sections 1,11 ,111 

Spencer Research 
1290 Grandview Avenue 
Columbus, OH 43212 
Ph. 614/488-3123 
Contact: Betty Spencer 
Section I, II 

Spring Systems 
P.O. Box 10073 
Chicago, IL 60610 
Ph. 312/275-5273 
Contact: John Pavasars 
Section 11,111 

SPSS, Inc. 
444 No. Michigan Avenue 
Chicago, IL 60611 
Ph. 312/329-3500 
Fax 312/329-3668 
Contact: Sales Dept. 
Branch: 

SPSS Federal Systems 
700 13th Street. , N.W., Ste. 950 
Washington , DC 20005 
Ph. 202/434-4526 
Fax 202/434-4527 

Section Ill , IV 
(See advertisement on page 5) 

Stamford Tabulating Service 
568 Hunting Ridge Road 
Stamford, CT 06903 
Ph . 203/322-5573 
Contact: Lorraine Horowitz 
Section I 

STARS 
235 Great Neck Rd. 
Great Neck, NY 11021 
Ph . 516/829-1800 
Fax 516/829-1 823 
Contact: Paul Capozzi 
Branch : 

12720 Hillcrest Rd . 
Dallas, TX 75230 
Ph . 214/490-1818 
Contact: Allen Falk 

Section 1,111 

Statistical Innovations Inc. 
375 Concord Ave. 
Belmont, MA 02178 
Ph. 617/489-4490 
Contact: Frank Derrick 
Section II , Ill , IV 

StatPac, Inc. 
3814 Lyndale Ave. S. 
Minneapolis, MN 55409 
Ph. 612/822-8252 
Fax 612/822-1708 
Contact: David Walonick 
Section Ill 
(See advertisement on page 53) 

William Steinberg Consulting, Inc. 
P.O. Box 1754 
Champlain, NY 12919 
Ph. 514/483-6954 
Fax 514/483-6660 
Contact: William Steinberg 
Section Ill 

Sterling Information Services 
11 73 Corp. Lake Dr. 
St. Louis, MO 63132 
Ph. 314/569-9967 
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Contact: Neera Kapoor 
Section I, II 

Stolzberg Research, Inc. 
3 Seabrook Court 
Stony Brook, NY 11790 
Ph . 516/751 -4277 
Fax 516/689-6671 
Contact: Mark E. Stolzberg 
Section Ill 

Strategic Decision Systems Grp. 
2440 Sand Hill Road 
Menlo Park, CA 94025 
Ph. 415/854-9000 
Contact: Laura Hunter 
Section Ill 

Strategic Mapping 
4030 Moorpark Ave. , Ste. 250 
San Jose, CA 95117 
Ph . 408/985-7400 
Contact: Caesar Megoza 
Section Ill 

STS, Inc. 
1218 Massachusetts Avenue 
Cambridge, MA 02138 
Ph . 617/547-6475 
Contact: Arthur Spar 
Section I, II 

STSC, Inc. 
2115 E. Jefferson Street 
Rockville , MD 20852 
Ph . 301 /984-5123 
Fax 301 /984-5094 
Contact: Lynn Wishard 
Section 11 ,111 

Sulcer Research Assoc. 
291 8th St. , Ste. 2W 
Jersey City, NJ 07302-1946 
Ph. 201 /420-5090 
Fax 201 /420-6456 
Contact: Tom Sulcer 
Section 1,11 ,111 

SumQuest Survey Software 
908 Niagara Falla Blvd . 

Now with PC's ... 

North Tonawanda, NY 14120 
Ph. 416/599-0404 
Fax 416/599-0404 
Contact: Ross Macnaughton 
Section Ill 

Survey Analysis 
13428 Miles Standish Port 
Palm Beach Gardens, FL 33420 
Ph. 407/744-0859 
Fax 407/775-1474 
Section 1,11 

Survey Network Data Processing 
242 Hendrickson Ave. 
Lynbrook, NY 11563 
Ph. 516/599-6064 
Fax 516/599-2791 
Contact: Philip Bennis 
Branches: 

31 Red Leaf Lane 
Commack, NY 11725 
Ph. 516/864-1931 
Contact: William Crescenzo 

892 Newton Ave. 
Baldwin, NY 11510 
Ph . 516/623-7276 
Contact: Steve Jasnow 

Section 1,11 

Systat, Inc. 
1800 Sherman Avenue 
Evanston, IL 60201 
Ph. 708/864-5670 
Fax 708/492-3567 
Contact: P. Stenson 
Section 1,11 ,111 , IV 

TIC/A 
461 Park Avenue South 
New York, NY 10016 
Ph. 212/679-3111 
Fax 212/679-3174 
Contact: Roy Hardiman 
Section I, Ill, IV 

Teller Tab Service.s, Inc. 
26 Pearl Street 
Norwalk, CT 06851 

Gain the information that drives your product program. 
Attract new customers and build repeat sales-

MAXIMIZE YOUR COMPANY DOLLARS! 

Do EASILY all of your market research with 

RaosoftrM SURVEY, 
a POWERFUL and EASY TO USE new statistical database 

for market analysis-presented at COMDEX/Fall '91. 

Network compatible-unlimited survey size-fonns based entry-mouse or 
pushbutton-Sample Size option-easy Query, reports , and mailmerge-graphical 
analysis-hot-keyintemiptentryforphones-Summary-advancedStats-More! 

I@' Ask for a free Demo; 30-day unconditional warranty on our products. 
.• n• ·~ 

i*~~t: ~::~:~"~~~g~~~~~ 
:$249 : SURVEY-Entry · ::: ,.:.:":; 

Raosoft, Inc. 
6645 NE Windermere Rd. 

Seattle, Wa. 98115-794 2 
Tel (206) 525-4025 Fax (206) 525-4947 
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I 

Ph. 203/849-8287 
Fax 203/849-0238 
Contact: Janet Teller 
Section I 

Telstar, Inc. 
235 Great Neck Rd. 
Great Neck, NY 11021 
Ph. 516/829-1800 
Contact: Allen Falk 
Section I 

Tydac Technologies 
1655 No. Ft. Myer Dr., #500 
Arlington , VA 22209 
Ph . 703/522-0773 
Fax 703/522-5189 

Contact: Gene Finkenaur 
Section 11 ,111 

Viking Software, Inc. 
4808 E. 67th St. , Ste. 100 
rulsa, OK 74136 
Ph. 918/491 -6144 
Fax 918/494-2701 
Section Ill 

Vision Database Systems 
10 N. Gaston Ave. 
Sommerville, NJ 08876 
Ph. 201 /218-0900 
Contact: Kevin Moran 
Section Ill 

SECTION I 

Jan Werner Data Processing 
60 East 8th Street 
New York, NY 10003 
Ph . 212/260-0012 
Fax 212/979-8616 
Section 1,111 

Western Wats Center 
288 West Center St. 
Provo, UT 84601 
Ph. 801 /373-7735 
Fax 801 /375-0672 
Contact: Ed Ledek 
Section I 
(See advertisement on page 34) 

DATA PR<>CESSING/T ABU LA TION 

ANALYTICAL COMPUTER SERVICE, INC.­
Specialists in marketing research data pro­
cessing. Services include: code set-up, cod­
ing, data entry, cross-tabulations, multivari­
ate production, consultation, and analysis, 
statistical modeling. Also lease IBM main­
frame and VAX VMS cross-tab and data 
cleaning software and PC based interview­
ing and cross-tab software. 

DORISJ. COOPER &ASSOCIATES, LTD.­
Full service data processing including field 
check-in , edit code, proprietary computer 
assisted, verbatim coding, data entry, tabula­
tion, statistics, graphics. Serving market 
research professional since 1973. 

CREATIVE RESEARCH SYSTEMS-We of­
fer a complete data processing service. Your 
finished tables can be supplied on diskette or 
printed by a laser printer. Data entry is 
separately priced. We can also provide our 
clients with complete instruction files to do 
further analysis on a microcomputer using 
The Survey System, our tabulation software. 
Creative Research Systems was established 
in 1982. 

MARITZ MARKETING RESEARCH-Full ser­
vice marketing research firm. Internal data 
processing and data entry staff. Custom data 
tabulation, CATI Interviewing. 

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

MICROTAB, INCORPORATED-Microtabof­
fers full service data processing at two loca­
tions - Connecticut (Microtab of NY) and 
Atlanta (Microtab, Inc.) Full service is pro­
vided, from data entry to presentaion quality 
tables. Data entry and coding services avail­
able. We can read data generated by Ci2, 
CfMC, Oscar, Query, etc. We can test al­
ready compiled data (tables) for statistical 
significance, keying areas where differences 
are found and annotating the results on the 
table. We can provide overhead transparen­
cies, slides or paper in black and white or 
color. 

QUANTIME-offers full data entry, data tabu­
lation services. Data is cleaned, weighted 
and tabulated using Quantum, our propri­
etary data tabulation software. Clients can 
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receive data in hard copy or magnetic format. 
Studies may also be converted for use with 
Quanvert, our proprietary, PC based, inter­
active data analysis package. 

SOPHISTICATED DATA RESEARCH-Pro­
vides a full line of data processing and sam­
pling services, targeted specifically to the 
marketing research industry. Services in­
clude data entry, cross-tabulations, multiva­
riate analyses, time-sharing, RDD samples, 
listed samples, database management, and 
mail survey outgo and return services. 

WESTERN WATS CENTER-Specializing in 
research subcontract data work. Custom 
work flexibility and pricing for a variety of 
clients . Multiple data processing software 
options. 24 hour 7 day a week operation. 
Staff of 20. One day turnaround on d?ta 
entry. All DE work 100% verified by double 
punch at single punching prices. Two day 
turnaround for most data processing projects. 
Bids provided in 1/2 hour or less. Custom 
CAT I software for multifarious questionnaires. 

CODING 
The Accutab Co. 
Analytical Computer Service, Inc. 
Ardisson & Briggs 
Atlantic Marketing Research Co. , Inc. 
Bernett Research Services, Inc. 
Michael Blatt & Co. 
Bradenton Data 
Computab, Div. The Prima, Inc. 
Computers for Marketing Corp. 
Doris J. Cooper & Assoc. 
Corporate Research 
CRC Information Sys. 
Creative Research Systems 
Datan, Inc. 
Datanetics 
DataSource 
DataStar, Inc. 
Data Tabulating Service 
Field Market Research 
International Data Corp. 
Interviewing Service of America 
R. Isaacs Computing Assoc. 
JRP Marketing Research Services, Inc. 
M. Lynch Company 
Market Probe International 
Mathematica Policy Research 
Mid-America Research, Inc. 
Nordhaus Research Inc. 

Perfect Data 
Pine Co. 
Precision Field Services, Inc. 
Quality Coding , Inc. 
Quality Information Center 
Research Data Analysis 
Research Results 
Sophisticated Data Research 
STARS 
STS 
Sulcer Research Assoc. 
Survey Network Data Proc. 
Teller Tab Services 
Western Wats Center 

DATA ENTRY 
The Accutab Co. 
Acquadata Entry Services 
Adapt, Inc. 
Analytical Computer Service 
Ardisson & Briggs, Inc. 
Atlantic Marketing Research Co., Inc. 
Batch Data Processing 
Bernett Research Services, Inc. 
Michael Blatt & Co. 
Bradenton Data 
Bruce Bell and Assoc. 
Brunetti & Associates 
Bolding Tab Service 
Cascio Custom Tabs 
Computab, Div. The Prima, Inc. 
Computers for Marketing Corp. 
Consulting Hrdwre & Processing 
Consumer Pulse, Inc. 
Consumer Research Assoc. 
Doris J. Cooper & Assoc. 
Coremat, Inc. 
Corporate Research 
CRC Information Sys. 
Creative Computer Services 
Creative Research Systems 
Crunch Software Corp. 
Data Lab Corp. 
Datalogics 
Datanetics 
Datan , Inc. 
Data Probe/Datatab 
Datasource 
DataStar, Inc. 
Data Tabulating Service 
Data Vision Research 
Field Market Research, Inc. 
Fisher Assoc./Uniscore, Inc. 
I MA, Inc 
International Data Corp. 
R. Isaacs Computing Assoc. 
JRP Marketing Research Services, Inc. 
KG Tabs 
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McCarthy Assoc. 
Management Science Assoc. 
Maritz Marketing Research 
Marketeam Associates 
Market Probe International 
Mathematica Policy Research 
Matrix, Inc. 
Microtab, Inc. 
Mid-America Research, Inc. 
New Dimension Data Group 
Nordhaus Research 
Perfect Data 
Pine Company 
Precision Field Services, Inc. 
Processing Consultants In Mktg 
P-Stat, Inc. 
Quality Coding , Inc. 
Quality Information Center 
Quanti me 
Questar Data Systems 
ReData, Inc. 
Research Data Analysis 
Research Results 
Sophisticated Data Research 
SPAR/Burgoyne 
Spencer Research 
Stamford Tabulating Svce. 
STARS 
STS, Inc. 
Sulcer Services 
Survey Analysis 
Survey Network Data Proc. 
Teller Tab Svces. 
Telstar, Inc. 
Vital Statistics 
Western Wats Center 

DATA TABULATION 
The Accutab Co. 
Analytical Computer Service, Inc. 
Ardisson & Briggs 
Atlantic Marketing Research Co. 
Batch Data Processing 
Bernett Research Services 
Michael Blatt & Co. 
Bolding Tab Service 
Bradenton Data 
Brunetti & Associates 
Cascio Custom Tabs 
Computab 
Computers for Marketing Corp. 
Consulting Hrdwre & Processing 
Consumer Pulse, Inc. 
Consumer Research Assoc. 
Doris J. Cooper & Assoc. 
Coremat, Inc. 
Corporate Research 
CRC Information Sys. 
Creative Computer Services 
Creative Research Systems 
Crunch Software Corp. 
Data Lab Corp. 
Datalogics 
Datan, Inc. 
Datanetics 
Data Probe/Datatab 
DataSource 
Data Star 
Data Tabulating Service 
Data Tactics 
Data Vision Research 
Field Market Research 
Fisher Assoc./Uniscore, Inc. 
Interviewing Service of America 
I MA, Inc. 
R. Isaacs Computing Assoc. 
JRP Marketing Research Services 
KG Tabs . 
McCarthy Assoc. 
Management Science Assoc. 
M/ A/R/C, Inc 
Maritz Marketing Research 
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Marketeam Associates 
Marketing Software, Inc. 
Marketools, Inc. 
Market Probe International 
Mathematica Policy Research 
Matrix, Inc. 
Microtab, Inc. 
Mid-America Research , Inc. 
NCSS 
New Dimension Data Group 
Nordhaus Research 
Perfect Data 
Pine Company 
Precision Field Services 
Processing Consultants In Mktg 
P-Stat, Inc. 
Quanti me 
Quantum Consulting 
Questar Data Systems 
ReData, Inc. 
Research Data Analysis 
Research Results 
Sophisticated Data Research 
SPAR/Burgoyne 
Spencer Research 
STS, Inc. 
Stamford Tabulating Svce. 
STARS 
Sterling Information Services 
Sulcer Research Assoc. 
Survey Analysis 
Survey Network Data Proc. 
Systat, Inc. 
TIC/A 
Teller Tab Svces. 
Telstar, Inc. 
Jan Werner Data Processing 
Western Wats Center 

SECTION II 
STATISTICAL ANALYSIS 

ANAL YTICALCOMPUTER SERVICE, INC.­
Specializes in statistical analysis of research 
data including multivariate analysis. 

CREATIVE RESEARCH SYSTEMS, INC. -
Serving marketing research professionals 
since 1982. 

MARITZ MARKETING RESEARCH-Statisti ­
cal analysis experience with most multivari­
ate methods (ANOVA, regression , factor, 
cluster, conjoint, etc.) plus proprietary. 

MICROTAB, INCORPORATED- MT/stat is 
used by Microtab to perform, on any ASCII 
table , Chi-Square contingency table analy­
sis, one or two-tailed tests for independent 
means and one or two-tailed tests for inde­
pendent proportions. The results are anno­
tated automatically on your tables. Dr. Gary 
Mullet is a consultant to Microtab, Inc. 

QUANTIME-Offers full statistical analysis 
services. staff size: 75+ ; Years in business: 
11 

SOPHISTICATED DATA RESEARCH-Pro­
vides a full line of statistical analysis sampling 
services, database management, and statis­
tical consulting, targeted specifically to the 
marketing research industry. 

STATISTICAL ANALYSIS 
SERVICES 
The Accutab Co. 
Analytical Computer Service, Inc. 

Analysis and Forecasting, Inc. 
Analytic Consultants Inti. 
Atlantic Marketing Research Co. 
Batch Data Processing 
Bernett Research Services 
Lisette Berry Associates 
Michael Blatt & Co. 
BMDP Statistical Software, Inc. 
Brunetti & Associates 
Cascio Custom Tabs 
Computab, Div Prima, Inc. 
Consumer Research Assoc. 
Doris J. Cooper & Assoc. 
Corporate Research 
CRC Information Sys. 
Creative Research Systems 
Data Lab Corp. 
Datalogics 
Datan , Inc. 
Datanetics 
DataSource 
DataStar 
Data Tabulating Service 
Data Tactics 
Data Vision Research 
Delphus, Inc. 
Fassino Associates 
Field Market Research 
Geographic Decision Supprt Systems 
IMA, Inc. 
R. Isaacs Computing Assoc. 
McCarthy Assoc. 
Management Science Assoc. 
Maritz Marketing Research 
Market Action Rsch Software 
Marketeam Associates 
Marketing Software, Inc. 
MarketPlace Analytics 
Market Probe International 
Mathmatica Policy Research 
Matrix, Inc. 
Mid-America Research, Inc. 
Gary Mullet Assoc. , Inc. 
NCSS 
Nordhaus Research 
Precision Field Services 
Perfect Data 
Pine Company 
Pizzano & Co. 
Pulse Analytics 
Quanti me 
Quantum Consulting 
Questar Data Systems, Inc. 
ReData, Inc. 
Renaissance Rsch & Consulting 
Research Data Analysis 
SAS Institute, Inc. 
Saxe Research 
Scientific Computing Associates 
Sophisticated Data Research 
Spencer Research 
Spring Systems 
Stamford Tabulating Svce. 
Statistical Innovations 
Sterling Information Services 
STS, Inc. 
STSC, Inc. 
Sulcer Research Assoc. 
Survey Analysis 
Survey Network Data Proc. 
Systat, Inc .. 
Teller Tab Services 
Tydac Technologies 

SECTION III 
S<lFTWARE PROGRAMS 
FOR USE WITH PC'S 

AMERICAN DEMOGRAPHICS, INC.­
SMARTdisk™: A software tutorial product 
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that explains important consumer trends. 
SMARTdisk™ also explains principles of 
demographic analysis, including but not lim­
ited to, data sources, lifestyle analysis, media 
preferences, purchase behavior. Addition­
ally the program provides state data from the 
1990 census and expenditure data for US 
households. The expenditure data can be 
accessed by age, income, or household type. 

ANALYTICAL COMPUTER SERVICE, INC.­
ACS-QUERY: Computer-aided interviewing 
software system, runs on networked PC's, 
with full sampling , quota control and call 
management capabilities. It allows you to 
create questionnaires, conduct Interviews, 
list and sort open-ended responses , run 
marginal counts and one-by-one cross-tabs, 
as well as sampling, disposition and inter­
viewing productivity reports 

ACS-QUERY SOLO: Stand-alone PC 
version of ACS-QUERY, allows you to create 
questionnaires, conduct interviews, list and 
sort open-ended responses , run marginal 
counts and one-by-one cross tabs, as well as 
disposition reports. Useful for mall and ex­
ecutive interviewing, also allows phone num­
ber entry and saves callbacks for re-attempts. 

A-CROSS: Easy and powerful PC cross 
tab program that produces professional qual­
ity tables as large as 30 columns by 100 
stubs. Provides weighting, nets, sub-nets, 
and statistics. A-CROSS reads dBASE, 
ASCII , or column binary files and outputs to 
all printers (including lasers), and creates 
ASCII and LOTUS. WKS files. Direct inter­
face with ACS-QUERY and Ci2 for automatic 
table building. 

KNOCKOUT: PC-based data entry soft­
ware featuring 1 0-Key (keypad) or keyboard 
entry, ability to enter numeric and alpha­
numeric data, data editing, verification of all 
of parts of the data file, screen or printed 
display of data and data format, ability to add, 
delete, and retrieve respondents , and mar­
ginal counts. Data may be output as ASCII 
file or column binary file. Also includes a 
Supervisory Management module designed 
to identify which columns were verified and 
where changes were made. This feature is 
especially useful for confirming that entry 
operators are performing 100% verification , 
when requested , rather than strip verifying 
the data. 

2CROSS: Utility that enables the experi­
enced user to create A-CROSS tables in a 
text editor, without going through the menus. 

A-CROSS RUN-TIME: A full featured ver­
sion of A-CROSS customized for each job. 
A-CROSS users can provide Run-Time disks 
to clients with their tables and data, for post­
processing and 'what if' analysis. 

JUGGLER: Data manipulation software 
for ASCII or column binary data that will : (1) 
Merge, match and sort data, (2) Randomize 
records in data files, and (3) Sort data by 
picking every nth number. The match/merge/ 
sort routine will allow you to work with up to 50 
files at one time. It will match on respondent 
ID and sort respondents who do not have 
data in all the cards, have duplicate cards, or 
have an extra card. JUGGLER will put re­
spondents who do not match into a separate 
file and/or put blanks in records that have 
missing data. You then can manually fix the 
respondents who are put into a separate file 
and re-merge them. 

APIAN SOFTWARE, INC. -SURVEY PRO™ 
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Analyst's Choice in a PC Week Lab test of 
four products - is an affordable all-in-ane 
solution to conducting surveys. Unique auto­
mated layout system easily generates ques­
tionnaires of desktop-publishing quality. Fast 
analysis toolkit for tables , bar graphs, fre­
quency, means, open-ended and cross-tabu­
lations. DECISION PAD® does interactive 
weighted-criteria analysis for decision mak­
ing or modeling customer buying criteria. 

BRETTON-CLARK, INC. -CONJOINT DE­
SIGNER (Version 3.0) - Menu-driven pro­
gram for the design of conjoint studies. Intro­
duced 1985. 

CONJOINT ANALYZER (Version 2} -
Metric analysis of conjoint data. Includes 
data entry, data cleaning, high-resolution 
graphics, validation analysis, and basic mar­
ket simulators. Special models for quantita­
tive features like price. lntroducep 1986. 

CONJOINT LIN MAP (Version 1.1) - Non­
metric analysis of conjoint data. Ensures 
globally optimum solution . Researcher can 
constrain conjoint models to increase validity 
of results . Includes basic market simulation , 
data cleaning & validation, and special mod­
els for quantitative product features. Intro­
duced 1989. 

SIMGRAF (Version 1.1)- Advanced mar­
ket simulation models for conjoint studies. 
Bayesian option lets you calibrate new prod­
uct forecasts to current market share data. 
Produces simulation for individual demo­
graphic segments as well as total market. 
Introduced 1988. 

BRIDGER (Version 1.1) - Allows re­
searchers to conduct conjoint studies with 
larger numbers of product features. Intro­
duced 1988. 

MCA+ (Version 1.0) Menu-driven per­
ceptual mapping software. Works with all 
types of data from cross-tabs through con- . 
joint. Presentation quality graphics on most 
printers. Maps over 50 variables simulta­
neously. Introduced 1991. 

CREATIVE RESEARCH SYSTEMS-THE 
SURVEY SYSTEM: The Survey System is a 
complete program for all phases of survey 
research . One easy-to-create set of instruc­
tions can be used to print a questionnai~e 
form, conduct a telephone or computer-di­
rected interview and produce finished tables , 
graphics and statistics. A multi-user network 
version is available. Modular pricing lets our 
clients pay for only those features they need. 

VERBATIM MODULE: The Verbatim 
Module lets you record and report the actual 
text of responses to open-ended questions. It 
can search for key word phrases in the re­
sponses and code them accordingly. You 
can also code responses by inspection -
seeing the response on the screen above a 
code sheet. Reports can show the responses 
grouped by demographics and/or content of 
the responses. 

INTERVIEWING MODULE: The Inter­
viewing Module is a full-featured package for 
both telephone and computer-directed inter­
viewing . It includes automatic skip patterns, 
logic checking, rotations , etc. The network 
version of this module also includes real-time 
quota monitoring, interviewer productivity 
monitoring and telephone sample manage­
ment. 

THE SURVEY SAMPLER: The Survey 
Sampler creates random-digit telephone 
samples. This program is very 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. 

MARITZ MARKET.ING RESEARCH-MARITZ 
STATS: PC-based statistical package. Per­
forms ten significance tests on summary data 
and analyzes frequency distributions. Sample 
size module calculates sample sizes and 
precisions for a variety of problems. Select-a­
Stat module recommends appropriate statis­
tical test for most situations. FREE for the 
asking. 

MARKETING SYSTEMS GROUP­
GENESYS: Complete random digit dialing 
(RDD) sampling system for license on IBM 
compatible and Apple Macintosh PC's. Geo­
graphic capabilities down to the Zip Code 
level (eg. State, County, AD I, DMA, MSA and 
Area Code/Exchange) . Targeted samples for 
over 20 demographic variables , including 
associated incidence and coverage esti ­
mates. Custom print programs and interface 
to all major CAT I systems included. Business 
purging option available. 

GEN ESYS-1 D: Hardware/Software/Data­
base system for identifying and purging non­
household numbers from RDD samples. 
GENESYS-ID operates without ringing into 
every household in the sample. Available for 
license on IBM compatible PC's. 

MICROTAB, INCORPORATED- Microtab's 
cross tabulation software is available in three 
different editions, each designed with a spe­
cific range of needs in mind. You can perform 
all necessary functions on your data in order 
to examine and analyze the data in a cross 
tabulated manner. Used by service bureaus, 
research suppliers, banks, newspapers, etc. 
Fast, flexible and comprehensive. F ree demo 
disk. Free telephone support and enhance­
ments. 

MT/stat: Statistical analysis table soft­
ware lets you perform, on any ASCII table , 
Chi-Square contingency table analysis, one 
or two-tailed tests for independent means 
and one or two-tailed tests for independent 
proportions. The results are annotated auto­
matically on your tables. You can then print 
your tables with this information included. 
The software comes with a full screen text 
editor that allows you to create vertical blocks 
for moving, copying, or deleting banner points. 

QUANTIME-QUANTUM.PC: Editing and cor­
rection 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 
stats. Supports Postscript and standard la­
ser printers. Interfaces with Quanquest, 
Quanvert and Quancept. Available on Multi­
User 80386, and 640K MS-DOS PCs. 

QUANVERT: Interactive data analysis 
for researchers. Tabulates any question (vari­
able) in the database by any other. Filter 
tables on any answer or combination of an­
swers from existing questions. Weighted or 
unweighted output. Creates new variables 
by combining/splitting parts of existing ques­
tions. Handles multiple projects simulta-
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neously. Interfaces with Quantum. Available 
on Multi-User 80386, and 640K MS-DOS 
PCs 

QUANQUEST: Interactive questionnaire 
design system. Uses color windows and 
menus. Stores questions, groups of ques­
tions and entire questionnaires for use with 
new questionnaires. User enters text of 
questions and responses. Handles skip pat­
terns and grid questions. Automatically as­
signs column and punches, generates printed 
questionnaire, CATI script, editing and tabu­
lation specs. Interfaces with Quantum and 
Quancept. Available on 640K MS-DOS PCs. 

QUANCEPT PC: CRT interviewing sys­
tem. Handles very large and complex ques­
tionnaires. Significant features are telephone 
number management, quota control , com­
puter assisted coding , interviewer monitor­
ing, and interactive topline tabs. Generates 
printed questionnaire and tabulation specs 
from script. Predictive-dialer interface avail­
able. Interfaces with Quanquest and Quan­
tum. Available on Multi-User 80386 (up to 32 
users) Can be used as CAP I system on 640K 
MS-DOS PCs. 

QUINPUT: Streamlined define and punch 
data entry system. Features : menu driven 
real time data checking from user-defined 
data mask includes full range of mathematic 
and logic operators. Punch program features 
automatic code conversion, code and num­
ber repeat, column counting and delete func­
tions. Full verification . Quinput requires no 
technical training. Output in quantum or plain 
text format. Available in DOS and Xenix . 

RAOSOFT SURVEY-is a new DOS-based 
survey analysis database that guides the 
complete surveys process, providing forms­
based entry (with mouse) , analysis, presen­
tation graphics and custom reports and 
mailmerge, plus a hot-key interrupt. It has 
mouse support, graphical analysis and speed. 
It is networkable and runs in the Windows 
environment. Family products are SURVEY­
Entry for data entry, USURVEY for mail-out 
disks, and SURVEY -First for small business. 
Requirements are 512K memory, DOS 2.0 
and above, and either single or multiple floppy 
hard disk drives. Introduced at COMDEX/ 
Fall '91. Raosoft SURVEY, $495. 

SAWTOOTH SOFTWARE, INC.-Ci2 SYS­
TEM: Lets you create and administer ques­
tionnaires using a PC. Ci2 gives the ques­
tionnaire author complete flexibility in pre­
sentation format and questions sequencing . 
Writer controls question type, skip patterns, 
randomizations , acceptable responses and 
screen colors . The system provides sum­
mary information so that surveys can be 
monitored while in progress. Data can be 
analyzed by most tab and statistics pack­
ages. 

Ci3 SYSTEM FOR ADVANCED COM­
PUTER INTERVIEWING: offers the same 
types of capabilities for computer-interactive 
interviewir:1g as the Ci2 System. But Ci3 is an 
advanced system, designed for Ci2 "power 
users" and researchers with particularly long, 
repetitive , or complex questionnaires. Fea­
tures include: list handling in permit "grids", 
"roster", "macros", and questionnaire-writing 
efficiencies that save time and effort. 

ADAPTIVE CONJOINT ANALYSIS 
(ACA) SYSTEM: is used to design products/ 
services or answer strategic marketing ques­
tions. ACA lets you simulate the impact on 
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product acceptance of changes in product 
design or pricing. This is done through the 
collection, via a computer-interactive inter­
view, of individuals' preferences for product 
features . ACA includes all software needed 
to conduct a conjoint study. 

CONJOINT VALUE ANALYSIS (CVA) 
SYSTEM: like ACA, is used to design prod­
ucts/services or answer strategic marketing 
questions. However, CVA lets you study price 
in greater detail ; rather than one price at­
tribute, CVA allows prices to be associated 
with each product feature. And, unlike ACA, 
which requires a computerized interview, CVA 
can be used with either a computerized or 
paper-and-pencil interview. 

on image-related issues. This information is 
useful in positioning products and identifying 
new product opportunities. APM produces 
'perceptual maps' of your product and its 
competitors; it also lets you simulate market 
response to changes in product image. In­
cludes all software needed to conduct a per­
ceptual mapping study. 

ADAPTIVE PERCEPTUAL MAPPING 
(APM) SYSTEM: is used to understand how 

roducts/services com are to com etitors 

Ci2 CATI SYSTEM : is a computer-aided 
interviewing system using PC's connected 
through a local area network. The system 
offers automatic call management, auto-dial­
ing, quota control , disposition monitoring , 
interviewer productivity reporting , and more. 
Generate sample manually, household + 1, 
randomly, or transfer from Survey Sampling 
disks. Interviewing handled by widely-used 
Ci2 System for Computer Interviewing . 
Handles u to 60 interviewin stations. 

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 
sfudy ... 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 an?lysis 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: 

IJ ... I Sawtooth Software 
1007 Church Street, Suite 302, Evanston, IL 60201 312 / 866-0870 
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CONVERGENT CLUSTER ANALYSIS 
(CCA) SYSTEM: is software for grouping 
survey respondents with similar characteris­
tics into identifiable 'clusters' for strategic 
target marketing. Market segments based 
on demographics, product preferences, 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 prod­
ucts. 

SOPHISTICATED DATA RESEARCH-SDR 
provides a full line of data processing , statis­
tical analysis and sampling services, tar­
geted specifically to the marketing research 
industry. Services include data entry, cross­
tabulations, multivariate analyses, time-shar­
ing, RDD samples, listed samples, database 
management, statistical consulting and mail 
survey outgo and return services. 

SPSS, INC.-SPSS/PC+: is an interactive, 
menu-driven data management, analysis and 
presentation package. It features automatic 
error-checking, extensive on-line help, and 
the ability to read and write ASCII files . Sta­
tistical procedures include crosstabulation 
tables, descriptive statistics, exploratory data 
analysis, frequency counts, means and rank 
analyses. Data management facilities allow 
for selecting, sorting and weighting cases, 
merging multiple files , data aggregation and 
creating new varibles. 

STATPAC , INC. -STATPAC GOLD IV : 
Designed exclusively for survey analysis and 
marketing research. Features survey de­
sign , sample selection , data entry and man­
agement, CRT and telephone interviewing , 
basic analyses and presentation quality 
graphics. Includes frequencies , tabs and 
banners, open-ended response coding, mul­
tiple response, descriptives, breakdowns, 
correlations and t-tests. Advanced analyses 
available (regression, factor, cluster, con­
joint, perceptual mapping, etc.) . Complete 
tutorial. 

FORECAST PLUS: An easy-to-use 
graphical forecasting package. Over a dozen 
state-of-the-art forecasting techniques: trend 
and seasonal smoothing, Census X-11 and 
SABL decompositions, regressions , and 
ARIMA models including Box-Jenkins. Ex­
ploratory graphics include time plots, residual 
plots, box plots, autocorrelation function plots, 
and spread versus level plots. All results can 
be presented in tabular or graphical format. 
Complete tutorial. 

STAT-PACKETS: Consists of 23 statisti ­
cal analysis modules for analyzing Lotus 
. WKS and .WK1 spreadsheets. Design your 
own statistics package by purchasing just the 
modules you need. Low cost- $25 each , or 
any six for $90. Cover basic and advanced 
statistics, exploratory data analysis and fore­
casting. All modules contain many user 
definable options and most include graphics. 
Complete tutorial. 

ANALYSIS OF VARIANCE 
Bruce Bell & Assoc. 
Barry Cohen 
Business Rsch. & Surveys 
CACI Mktg. Svces. 
Computers for Mktg. Corp. 
Concurrent Technologies Corp. 
Creative Research Systems 
Crunch Software 
FirstMark Technologies 
Fassino Assoc. 
Microtab, Inc. 
NCSS 
Pine Co. 
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P-Stat, Inc. 
Pizzano & Co. 
SAS Institute 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 
Vision Database 

BRAND SHARE ANALYSIS 
Bruce Bell & Assoc. 
CACI Mktg. Svces. 
Datan, Inc. 
Equifax Natl. Decision Systems 
Geographic Data Tech. 
Information Resources, Inc. 
Landis Group 
Management Science Assoc. 
Marketing Software, Inc. 
Pulse Analytics 
SAS Institute 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
TIC/A 

CANONICAL ANALYSIS 
NCSS 
Market Action Rsch Software 
NCSS 
P-Stat, Inc. 
SAS Institute, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Innovations, Inc. 
StatPac, Inc. 
STSC 
Systat, Inc. 

CENSUS REPORTING 
PROGRAMS 
American Demogaphics, Inc. 
Analytical Computer Service 
CACI Mktg. Svces. 
Claritas/N P DC 
Donnelley Marketing Information 
Equifax Natl. Decision Systems 
FirstMark Technologies 
Geographic Data Tech. 
GeoQuery Corp. 
Sammamish Data Systems 
SAS Institute, Inc. 
Strategic Mapping 
SPSS, Inc. 
Strategic Mapping 

CLUSTER ANALYSIS 
CACI Mktg. Svces. 
Claritas/NPDC 
Equifax Natl. Decision Systems 
Fassino Assoc. 
FirstMark Technologies 
Geographic Data Tech. 
Landis Group 
Maplnfo Corp. 
Market Action Rsch Software 
NCSS 
Pulse Analytics 
P-Stat, Inc. 
SAS Institute, Inc. 
Sawtooth Software 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 

COMPREHENSIVE 
STATISTICAL PACKAGES 
BMDP Statistical Software 
Concurrent Technologies Corp. 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datanetics · 
Fassino Assoc. 
Marketing Software, Inc. 
NCSS 
Pine Co. 
P-Stat, Inc. 
SAS Institute 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 
Vision Database 

COMPUTER CODING 
Creative Research Systems 
Cybernetic Solutions Co. 
Datanetics 
Downie-Pine Company 
Marketing Metrics 
Statistical Innovations 

COMPUTER GRAPHICS 
CACI Mktg. Svces. 
Creative Research Systems 
Donnelly Marketing Information 
Equifax Natl. Decision Systems 
Ferox 
Hawthorne Software, Inc. 
IMSI 
Information Resources, Inc. 
Management Science Assoc. 
Maplnfo Corp. 
Market Action Rsch Software 
NCSS 
Pine Co. 
Raosoft, Inc. 
SAS Institute, Inc. 
Spring Systems 
StatPac, Inc. 
STSC 
Systat, Inc. 
Vision Database 

COMPUTERIZED 
INTERVIEWING 
Advanced Data Research 
Analytical Computer Service 
Computers for Marketing Corp. 
CRC Information Sys . 
Creative Research Systems 
Cybernetic Solutions Corp. 
Datan, Inc. 
Datanetics 
Digisoft Computers, Inc. 
M/NR/C, Inc. 
Quanti me 
Sales & Marketing Systems 
Sawtooth Software 
The Scientific Press 
StatPac, Inc. 

CONJOINT/TRADE OFF 
ANALYSIS 
Bretton-Clark 
Fassino Assoc. 
Information Resources, Inc. 
SAS Institute, Inc. 
Sawtooth Software 
Sophisticated Data Research 
SPSS, Inc. 
StatPac, Inc. 
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CORRESPONDENCE 
ANALYSIS 
Bretton-Clark 
Market Action Rsch Software 
Market Probe, International 
NCSS 
SAS Institute, Inc. 
Sophisticated Data Research 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 

CROSST ABULA TION/ 
DISPLAY 
Acquadata Entry Services 
Bruce Bell and Assoc. 
Business Rsch. & Surveys 
CACI Mktg. Svces. 
Computers for Marketing Corp. 
Concurrent Marketing Sys. 
Consulting , Hrdwre & Processing 
CRC Information Sys. 
Creative Research Systems 
Crunch Software Systems 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
FirstMark Technologies 
Information Resources, Inc. 
M/A/R/C, Inc. 
Market Action Rsch Software 
Marketing Software, Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
NCSS 

Pine Co. 
Plain Jayne Software 
P-Stat, Inc. 
Quanti me 
Raosoft, Inc. 
SAS Institute 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
William Steinberg Consulting 
Stolzberg Research 
STSC 
Systat, Inc. 
TIC/A 
Vision Database 
Jan Werner Data Processing 

CRT DATA ENTRY 
Analytical Computer Service 
Business Rsch. & Surveys 
Computers for Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Research Co. 
Datan, Inc. 
Datanetics 
M/A/R/C, Inc. 
Marketing Information Sys. 
Matrix, Inc. 
Microtab, Inc. 
Pine Co. 
P-Stat, Inc. 
Quanti me 
Raosoft, Inc. 
Sawtooth Software 

SPSS, Inc. 
StatPac, Inc. 
STSC 
Systat, Inc. 

CRT TELEPHONE 
INTERVIEWING 
Analytical Computer Service 
Computers for Marketing Corp. 
Creative Research Systems 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
DigiSoft Computers, Inc. 
M/A/R/C, Inc. 
Quanti me 
Raosoft, Inc. 
Sales & Marketing Systems 
Sawtooth Software · 
StatPac, Inc. 

DATABASE 
MANAGEMENT 
PROGRAMS 
Bruce Bell & Assoc. 
Computers For Marketing Corp. 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datamap, Inc. 
Datan, Inc. 
Datanetics 
Delphus, Inc. 
Information Resources, Inc. 
Leadtrack 
Leibowitz Market Research Assoc. 
Management Science Assoc. 

ACCORDING TO A RECENT SURVEY, 
9 OUT OF 10 EVALUATORS · 
OF STATPAC GOLD IV 
BECOME USERS. 
Professional's choice for survey & marketing research. 
User-friendly, comprehensive & dependable. 
Camera ready tables & graphics. Basic & advanced 
statistics. CRT & telephone interviewing. Easiest 
to learn. Guaranteed. 

StatPac Inc. 
3814 Lyndale Ave. S. 
Minneapolis, MN 55409 
Tel: (612) 822-8252 
Fax: (612) 822-1708 

tatPd 
The Right Choice for Survey & Marketing Research . 

CALL TODAY 
FOR A TEST DRIVE. 
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Maplnfo, Inc. 
Market Power, Inc. 
Marketing Information Sys. 
Matrix, Inc. 
Pine Co. 
Pizzano & Co. 
P-Stat, Inc. 
Raosoft, Inc. 
Sales & Marketing Sys. 
SAS Institute, Inc. 
StatPac, Inc. 
Systat, Inc. 

DATA EDITING 
Bruce Bell & Assoc. 
Business Rsch. & Surveys 
Computers for Marketing Corp. 
Concurrent Marketing Systems 
Consulting , Hrdwre & Processing 
Creative Research Systems 
Crunch Software Corp. 
Cybernetics Solutions Co. 
Datan, Inc. 
Datanetics 
Marketing Software, Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
Pine Co. 
Plain Jayne Software 
Pros & Cons, Inc. 
P-Stat, Inc. 
Quanti me 
Raosoft, Inc. 
SAS Institute 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
STSC 
Systat, Inc. 
TIC/A 
Vision Database 
Jan Werner Data Processing 

DATA ENTRY 
Adapt, Inc. 
Advanced Data Research 
Analytical Computer Service 
Bruce Bell and Assoc. 
Business Rsch. & Surveys 
Computers for Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
Leadtrack 
M/A/R/C, Inc. 
Marketing Software, Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
Pine Co. 
Plain Jayne Software 
Pros & Cons, Inc. 
P-Stat, Inc. 
Pulse Train Technology 
Quanti me 
Raosoft, Inc. 
SAS Institute 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
STSC 
Systat, Inc. 
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TBX, Inc. 
Viking Software 
Vision Database 

DEMOGRAPHIC 
ANALYSIS 
American Demogaphics, Inc. 
Bruce Bell & Assoc. 
CACIMktg. Svces. 
C laritas/N P DC 
Computers for Marketing Corp. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetics Solutions Co. 
Datanetics 
Donnelley Marketing Information 
Equifax Natl. Decision Systems 
Fassino Assoc. 
FirstMark Technologies 
Geographic Data Tech . 
GeoQuery Corp. 
Hawthorne Software 
Information Resources, Inc. 
Management Science Assoc. 
Maplnfo Corp. 
Market Action Rsch Software 
Marketing Software, Inc. 
Market Share Modeling 
Microtab, Inc. 
Pizzano & Co. 
P-Stat, Inc. 
Raosoft, Inc. 
Sales & Marketing Sys. 
Sammamish Data Systems 
SAS Institute , Inc. 
Slater Hall Information Products 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
Strategic Mapping, Inc. 
Tydac Technologies 

DISCRIMINANT 
ANALYSIS 
Fassino Assoc. 
FirstMark Technologies 
NCSS 
P-Stat, Inc. 
SAS Institute 
Sawtooth Software 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 

DECISION SUPPORT 
SOFTWARE 
Expert Choice 

EXPERIMENTAL DESIGN 
THEORY 
Barry Cohen 
NCSS 
SAS Institute, Inc. 
Sophisticated Data Research 
SPSS, Inc. 
STSC 
Systat, Inc. 

FACTOR ANALYSIS/ 
PRINCIPAL 
COMPONENTS 
Crunch Software Corp. 
Fassino Assoc. 
Matrix, Inc. 
NCSS 
Pine Co. 
P-Stat, Inc. 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 

FOCUS GROUP 
MANAGEMENT 
Decision Support Inc. 
Sophisticated Data Research 

GENERATION/BALANCED 
SAMPLING DESIGN 
Datan , Inc .. 
STSC 
Systat, Inc. 

GEOGRAPHIC 
INFORMATION SERVICES 
American Demogaphics, Inc. 
CACI Mktg. Svces. 
Claritas/NPDC 
Datamap, Inc. 
Datan, Inc. 
Donnelly Marketing Information 
Equifax Natl. Decision Systems 
Geographic Data Technology 
GeoQuery Corp. 
Maplnfo Corp. 
Sammamish Data Sys. 
Tydac Technologies 

GRAPHIC DISPLAY 
Black River Systems 
CACI Mktg. Svces. 
Creative Research Systems 
Delphus, Inc. 
Enertronics 
Equifax Natl. Decision Systems 
Hawthorne Software Co. 
Market Action Rsch Software 
Market Probe International 
Raosoft, Inc. 
Sammamish Data Sys. 
Spring Systems 
StatPac, Inc. 
STSC 
Systat, Inc. 
Vision Database 

INDEXING 
Bruce Bell & Assoc. 
Datan, Inc. · 
Equifax Natl. Decision Systems 
Jan Werner Data Processing 
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INTERACTION/ 
CLASSIFICATION 
ANALYSIS 
FirstMark Technologies 
Market Action Rsch Software 
SPSS, Inc. 
Statistical Innovation 
StatPac, Inc. 
STSC 

INTERACTIVE 
TABULATION 
Bruce Bell & Assoc. 
Business Rsch. & Surveys 
Computers for Marketing Corp. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan, Inc. 
Fassino Assoc. 
Information Resources, Inc. 
Matrix, Inc. 
Microtab, Inc. 
Pine Co. 
P-Stat, Inc. 
Quanti me 
Raosoft, Inc. 
SAS Institute, Inc. 
Spring Systems 
StatPac, Inc. 
STSC 
Systat, Inc. 

KEY TO DISK 
Bruce Bell & Assoc. 
Computers for Marketing Corp. 
Creative Research Systems 
Crunch Software Co. 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
Pine Co. 
Pros & Con , Inc. 
StatPac, Inc. 

LOG IT/LINEAR ANALYSIS 
Concurrent Technologies Corp. 
Fassino Assoc. 
NCSS 
SAS Institute, Inc. 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 

MARKET MATCHING 
Bruce Bell & Assoc. 
CACI Mktg. Svces. 
Datan, Inc. 
Equifax Natl. Decision Systems 
Maplnfo Corp. 
Market Action Rsch Software 
Raosoft, Inc. 

MARKET 
SEGMENTATION 
American Demogaphics, Inc. 

February, 1992 

Bruce Bell & Assoc. 
Bretton-Clark 
CACI Mktg. Svces. 
Claritas/NPDC 
Datamap, Inc. 
Datan, Inc. 
Decision Support Inc. 
Donnelley Marketing Information 
Equifax Natl. Decision Systems 
Fassino Assoc. 
FirstMark Technologies 
Geographic Data Tech . 
Landis Group 
Leadtrack 
Maplnfo, Inc. 
M/A/R/C Inc. 
Market Action Rsch Software 
Marketing Software, Inc. 
Raosoft, Inc. 
Sales & Marketing Systems 
Sawtooth Software 
Sophisticated Data Research 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 

MEDIA ANALYSIS 
American Demogaphics, Inc. 
Bruce Bell & Assoc. 
CACI Mktg. Svces. 
Claritas/N P DC 
Datan, Inc. 
Decision Support, Inc. 
Donnelley Marketing Information 
Equifax Natl. Decision Systems 
Geographic Data Tech. 
Leadtrack 
Maplnfo, Inc. 
Market Action Rsch Software 
Market Power, Inc. 
SAS Institute 
StatPac, Inc. 

MULTIDIMENSIONAL 
SCALING 
Bretton-Clark 
Fassino Assoc. 
Landis Group 
Market Action Rsch Software 
NCSS 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Systat, Inc. 

MULTINOMINAL LOGIT 
ANALYSIS 
Caliper Corporation 
Fassino Assoc. 
SAS Institute 
Statistical Innovations 
StatPac, Inc. 
Systat, Inc. 

MULTI-PAIRED 
COMPARISON 
Pulse Analytics 

MUL TIV ARIA TE 
METHODS 
Business Forecast Systems 
Computers for Marketing Corp. 
Concurrent Technologies Corp. 

Fassino Assoc. 
Landis Group 
Market Action Rsch Software 
Market Probe International 
NCSS 
Pine Co. 
P-Stat, Inc. 
Pulse Analytics 
SAS Institute 
Smart Software 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 
Vision Database 

NON-PARAMETRIC 
STATISTICS 
Bruce Bell & Assoc 
Business Forecast Systems 
Crunch Software Corp. 
Datan, Inc. 
Fassino Assoc. 
Market Action Rsch Software 
NCSS 
P-Stat, Inc. 
SAS Institute 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
STSC 
Systat, Inc. 
TIC/A 

ON-LINE DATA 
TABULATION 
CACI Mktg. Svces. 
Computers for Marketing Corp. 
CRC Information Sys. 
Creative Research Systems 
Cybernetic Solutio"ns Corp. 
Datan , Inc. 
Datanetics 
M/A/R/C Inc. 
Matrix, Inc. 
Pine Co. 
Quanti me 
Raosoft, Inc. 
SAS Institute 
StatPac, Inc. 
Stolzberg Research 

ON-LINE TELEPHONE 
INTERVIEWING 
Computers for Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research Systems 
Cybernetic Solutions Corp. 
Datan , Inc. ' 
Datanetics 
Datamap, Inc. 
Digisoft Computers, Inc. 
M/AIR/C Inc. 
Marketing Information Sys. 
Market Power, Inc. 
Quanti me 
Raosoft, Inc. 
Sales & Marketing Systems 
Sawtooth Software 
StatPac, Inc. 
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PATTERN ANALYSIS 
Concurrent Technologies Co. 
FirstMark Technologies 
Hawthorne Software 
Market Action Rsch Software 
Marketools, Inc. 
NCSS 
P-Stat, Inc. 
SAS Institute, Inc. 

PERCEPTUAL MAPPING 
Bretton-Clark 
CACI Mktg. Svces. 
Fassino Assoc. 
Landis Group 
Market Action Rsch Software 
NCSS 
SAS Institute 
Sawtooth Software 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 

PRICE ELASTICITY 
MEASUREMENT 
Bretton-Clark 
Concurrent Technologies Corp. 
Datan, Inc. 
Delphus, Inc. 
Fassino Assoc. 
Management Science Assqc. 
Marketools, Inc. 
SAS Institute 
Sawtooth Software 
Sophisticated Data Research 
Spring Systems 
Vision Database 

PROGRAMMING 
LANGUAGE 
Advanced Data Research 
Crunch Software Corp. 
Datan, Inc. 
Fassino Assoc. 
P-Stat, Inc. 
SAS Institute 
The Scientific Press 
StatPac, Inc. 
STSC 

QUADRANT ANALYSIS 
Datan, Inc. 
Fassino Assoc. 
Pulse Analytics 
SAS Institute 
Spring Systems 
TIC/A 

QUESTIONNAIRE DESIGN 
LANGUAGE 
Advanced Data Research 
Barry Cohen 
Cybernetics Solutions Corp. 
Datan, Inc. 
Datanetics 
Pine Co. 
Plain Jayne Software 
Quanti me 
Raosoft, Inc. 
StatPac, Inc. 
William Steinberg Consulting 
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RANKING 
Bruce Bell & Assoc. 
Business Rsch. & Surveys 
CACI Mktg. Svces. 
Claritas/N P DC 
Computers for Marketing Corp. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan, Inc. 
M/A/R/C Inc. 
Marketools, Inc. 
Microtab, Inc. 
Pine Co. 
P-Stat, Inc. 
Pulse Train Technology 
Quanti me 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
STSC 
Systat, Inc. 
TIC/A 

REGRESSION/ 
CORRELATION 
ANALYSIS 
Black River Systems 
Business Forecast Systems 
CACI Mktg. Svces. 
Concurrent Technologies Co. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datalogics 
Delphus, Inc. 
Fassino Assoc. 
FirstMark Technologies 
Information Resources, Inc. 
Market Action Rsch Software 
Marketools, Inc. 
Pine Co. 
P-Stat, Inc. 
Raosoft, Inc. 
SAS Institute 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 
TMS Systems 

SALES ANALYSIS 
CACI Mktg. Svces. 
C laritas/N P DC 
Computers for Marketing Corp. 
Concurrent Technologies Co. 
Crunch Software Corp. 
Datamap, Inc. 
Datan, Inc. 
Datanetics 
Delphus, Inc. 
Equifax Natl. Decision Systems 
Ferox 
FirstMark Technologies 
Geographic Data Tech. 
GeoQuery Corp. 
Hawthorne Software Co. 
Leadtrack 
Maplnfo. Corp. 
Market Action Rsch Software 
Marketing Information Sys. 
Marketing Software, Inc. 
Market Power, Inc. 

Marketools, Inc. 
Pizzano & Co. 
P-Stat, Inc. 
Sales & Marketing System 
SAS Institute 
Smart Software 
Snap Software, Inc. 
SPAR/Burgoyne · 
Statistical Innovations 
StatPac, Inc. 
Vision Database 

SALES DATABASE 
CACI Mktg. Svces. 
Computer Strategies, Inc. 
Datan , Inc. 
Datanetics 
Delphus , Inc. 
Digisoft Computers, Inc. 
Information Resources, Inc. 
Leadtrack 
Marketing Information Sys. 
Market Power, Inc. 
P-Stat, Inc. 
Sales & Marketing System 
SAS Institute 
StatPac, Inc. 

SALES EFFECTIVENESS 
MEASUREMENT 
Bruce Bell & Assoc. 
CACI Mktg . Svces. 
Claritas/NPDC 
Datan , Inc. 
Datanetics 
Equifax Natl. Decision Systems 
Leadtrack 
Marketing Information Sys. 
Marketing Software, Inc. 
Market Power, Inc. 
Sales & Marketing System 
Statistical Innovations 
StatPac, Inc. 

SALES FORECASTING 
American Demogaphics, Inc. 
Black River Systems 
Business Forecast System 
CACI Mktg. Svces. 
Claritas/NPDC 
Concurrent Technologies Co. 
Delphus, Inc. 
Equifax Natl. Decision Systems 
Fassino Assoc. 
Ferox 
FirstMark Technologies 
Geographic Data Tech . 
Leadtrack 
Marketools, Inc. 
Marketing Information Sys. 
Market Share Modeling 
Market Power, Inc. 
NCSS 
Pizzano & Co. 
P-Stat, Inc. 
Sales & Marketing System 
SAS Institute 
Smart Software 
Sophisticated Data Research 
Spar/Bu rgoyne 
Spring Systems 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 
Vision Database 
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SAMPLE SIZE 
DETERMINATION 
Barry Cohen 
Creative Research Systems 
Datan , Inc. 
Fassino Assoc. 
NCSS 
Maritz Marketing Research 
Pulse Analytics 
Raosoft, Inc. 
Sophisticated Data Research 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 

SAMPLE WEIGHTING 
Analytical Computer Service 
Bruce Bell & Assoc. 
Business Rsch. & Surveys 
Computers for Marketing Corp. 
Creative Research Systems 
Datan , Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
Pine Co. 
P-Stat, Inc. 
Pulse Analytics 
Quanti me 
Raosoft, Inc. 
SAS Institute 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Systat, Inc. 
TIC/A 
Jan Werner Data Processing 

SAMPLING SYSTEMS 
Marketing Systems Group 
Sophisticated Data Research 

SIMULATION/MODELING 
Bretton-Clark 
Business Forecast Systems 
Concurrent Technolog ies Co. 
Delphus, Inc. 
Fassino Assoc. 
Ferox 
Management Science Assoc. 
Market Action Rsch Software 
Pizzano & Co. 
SAS Institute 
Sawtooth Software 
The Scientific Press 
Spring Systems 
StatPac, Inc. 
Strategic Decision Group 
Systat, Inc. 

SITE EVALUATION 
American Demogaphics, Inc. 
CACI Mktg. Svces. 
Claritas/NPDC 
Datamap, Inc. 
Geographic Data Tech . 
StatPac, Inc. 

SLATE COMPUTER 
SURVEY 
GENERATION 
Advanced Data Research 
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TTEST 
Bruce Bell & Assoc. 
Business Rsch. & Surveys 
Barry Cohen 
Computers for Marketing Corp. 
Concurrent Technologies Co. 
CRC lnfomation Sys. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan, Inc. 
Fassino Assoc. 
M/NR/C Inc. 
Maritz Marketing Research 
Marketing Software, Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
NCSS 
P-Stat, Inc. 
Quanti me 
Raosoft, Inc. 
SAS Institute 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STSC 
Sulcer Research Assoc. 
Systat, Inc. 
TIC/A 
Vision Database 

TABLE EDITING 
Business Rsch. & Surveys 
Concurrent Marketing Systems 
Cybernetic Solutions Co. 
Datan , Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
Pine Co. 
P-Stat, Inc. 
Quanti me 
The Sachs Group 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
STSC 
TIC/A 
Vision Base 

TABULATION SYSTEM 
Analytical Computer Service 
Bruce Bell and Assoc. 
Business Rsch. & Surveys 
Computers for Marketing Corp. 
Concurrent-Marketing Systems 
Consulting Hrdwre & Processing 
CRC Information Sys. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
FirstMark Technologies 
Management Science Assoc. 
M/NR/C Inc. 
Marketing Software, Inc. 
Market Probe, International 
Matrix, Inc. 
Microtab, Inc. 
NCSS 
Pine Co. 
P-Stat, Inc. 
Pulse Train Technology 
Quanti me 

Raosoft, Inc. 
SAS Institute 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
William Steinberg Consulting 
Stolzberg Research 
Systat, Inc. 
TIC/A 
Jan Werner Data Processing 

TELEPHONE 
INTERVIEWING/ 
SAMPLING 
Analytical Computer Service 
Computers for Marketing Corp. 
Creative Research ·systems 
Cybernetic Solutions Co. 
Digisoft Computers, Inc. 
M/NR/C Inc. 
Pulse Train Technology 
Quanti me 
Raosoft, Inc. 
Sawtooth Software 
Sales & Marketing Systems 
The Scientific Press 
StatPac, Inc. 

THURSTONE SCALING 
Datan , Inc. 
Fassino Assoc. 
NCSS 
Sophisticated Data Research 
Systat, Inc. 

TIME-SERIES ANALYSIS 
Black River Systems 
Concurrent Technologies Corp. 
Datan, Inc. 
Delphus, Inc. 
Fassino Assoc. 
Marketools, Inc. 
NCSS 
Pizzano & Co. 
P-Stat, Inc. 
SAS Institute 
Smart Software 
Sophisticated Data Research 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
STSC 
Systat, Inc. 
Vision Database 

TRANSLATION 
Analytical Computer Service 
Detail Technologies 
Pizzano & Co. 

UPC SCANNERS 
Datan, Inc._; 
Information Resources, Inc. 
StatPac, Inc. 

VERBATIM CODING 
Bruce Bell & Assoc. 
Creative Research Systems 
Cybernetic Solutions Co. 
M/NR/C Inc. 
Marketing Metrics, Inc. 
Pine Co. 
Raosoft, Inc. 
StatPac, Inc. 
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VOLUMETRIC ANALYSIS 
Computers for Marketing Corp. 
Datamap, Inc. 
Datan, Inc. 
Management Science Assoc. 
Microtab, Inc. 
Quanti me 
SAS Institute 
Statistical Innovations 
TIC/A 

SECTION IV-
S<>FTW ARE PROGRAMS 
F<>R USE WITH 
MAINFRAMES 

ANALYTICAL COMPUTER SERVICE, INC.­
RESQUE is a flexible and efficient cross 
tabulation and data cleaning/editing package 
designed for processing survey data. Pro­
vides cross tabs, and full range of statistical 
computations, including significance tests 
between proportions and correspondence 
analysis. 

MARKETING SYSTEMS GROUP ­
GENESYS: Complete random digit dialing 
(ROD) sampling systems tor license on HP-
3000 and DEC VAX computers. Geographic 
capabilities down to the Zip Code level (eg . 
State, County, ADI , DMA, MSA and Area 
Code/Exchange). Targeted samples tor over 
20 demographic variables, including associ­
ated incidence and coverage estimates. 
Custom print programs and interface to all 
major CAT I systems included. Business purg­
ing option available. 

QUANTIME- QUANTUM: Editing and cor­
rection 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 
stats. Supports Postscript and standard la­
ser printers. Interfaces with QUANQUEST, 
QUANVERT and 

QUANCEPT. Available on Multi-User 
80386, IBM CMS/MVS, DEC VMS, UNIX 
machines. 

QUANVERT: Interactive data analysis 
tor researchers. Tabulates any question (vari­
able) in the database by any other. Filter 
tables on any answer or combination of an­
swers from existing questions. Weighted or 
unweighted output. Creates new variables 
by combining/splitting parts of existing ques­
tions . Handles multiple projects simulta­
neously. Interfaces with QUANTUM. Avail­
able on Multi-User 80386, IBM CMS/MVS, 
DE9 VMS, UNIX machines. 

QUANCEPT: CRT Interviewing system. 
Handles very large and complex question­
naires. Significant features are telephone 
number management, quota control , com­
puter assisted coding , interviewer monitor­
ing, and interactive topline tabs. Generates 
printed questionnaire and tabulation specs 
from script. Autodialer interface available. 
Interfaces with QUANQUEST and QUAN-
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TUM. Available on Multi-User 80386 (up to 
32 users) , DEC VAX, and other UNIX 
machines. 

SOPHISTICATED DATA RESEARCH, INC.­
SDR provides a full line of data processing , 
statistical analysis and sampling services, 
targeted specifically to the marketing research 
industry. Services include data entry, cross­
tabulations, multivariate analyses, percep­
tual mapping , market segmentation, time­
sharing , ROD samples, listed samples, data­
base management, statistical consulting and 
mail survey outgo and return services. 

SPSS, INC.-SPSS: is a sophisticated pack­
age tor statistical data analysis and data/file 
management. It features a menu interface 
and 50 statistical procedures. Data manage­
ment facilities allow transformations, and the 
handling of long string variables and complex 
tile structures. SPSS also features an on-line 
statistical glossary, a matrix language, direct 
interfaces to leading databases, a full -fea­
tured report writer. 

ANALYSIS OF VARIANCE 
Computer Associates 
Computers tor Marketing Corp. 
Concurrent Technologies Corp. 
CRC Information Sys. 
IMA, Inc. 
Information Resources, Inc. 
P-Stat, Inc. 
Quanti me 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

BRAND SHARE ANALYSIS 
Computer Associates 
Datan, Inc. 
IMA, Inc. 
Management Science Assoc. 
TIC/A 

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

CENSUS REPORTING 
PROGRAMS 
LPC, Inc. 
SAS Institute 
SPSS, Inc. 

CLUSTER ANALYSIS 
Claritas/NPDC 
Computer Associates 
CRC Information Sys. 
IMA, Inc. 
Information Resources, Inc. 
LPC, Inc. 

Management Science Assoc. 
P-Stat, Inc. 
SPSS, Inc. 
Systat, Inc. 

COMPREHENSIVE 
STATISTICAL PACKAGE 
BMDP Statistical Software 
Computer Associate 
Concurrent Technologies Corp. 

Information Resources, Inc. 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

COMPUTER CODING 
Computers for Marketing Corp. 
Pine Co. 

COMPUTER GRAPHICS 
Computer Associates 
Information Resources, Inc. 
Pine Co. 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

COMPUTERIZED 
INTERVIEWING 
Computers tor Marketing Corp. 
CRC Information Sys. 
Datan, Inc. 
IMA, Inc. 
Quanti me 

CONJOINT/TRADE-OFF 
ANALYSIS 
Computer Associates 
CRC Information Sys. 
Information Resources, Inc. 
SAS Institute 
SPSS, Inc. 

CORRESPONDENCE 
ANALYSIS 
Computer Associates 
SAS Institute 
Sophisticated Data Research 
SPSS, Inc. 

CROSST ABULATION/ 
DISPLAY 
Analytical Computer Service 
Computer Associates 
Computers tor Marketing Corp. 
Consulting Hrdwre & Processing 
Datan, Inc. 
IMA, Inc. 
Information Resources, Inc. 
Matrix, Inc. 
Perreault & Assoc. 
Pine Co. 
P-Stat, Inc. 
Quanti me 
SAS Institute 
Sophisticated Data Research 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

CRT DATA ENTRY 
Computers tor Marketing Corp. 
CRC Information Sys. 
Datan , Inc. 
IMA, Inc. 
M/NR/C Inc. 
Marketing Into. Systems 
Pine Co. 
P-Stat, Inc. 
Quanti me 
SPSS, Inc. 
Systat, Inc. 

Quirk's Marketing Research Review 



CRT TELEPHONE Systat, Inc. M/A/R/C Inc. 

INTERVIEWING FACTOR ANALYSIS/ 
Marketing Info. Systems 
Perreault & Assoc. 

Computers for Marketing Corp. PRINCIPAL COMPONENT Sophisticated Data Research 
Datan, Inc. SPSS, Inc. 

IMA, Inc. CRC Information Sys. Statistical Innovations 

M/A/R/C Inc. Information Resources, Inc. 

Quanti me P-Stat, Inc. MEDIA ANALYSIS 
SPSS, Inc. Claritas/N P DC 

DATABASE Systat, Inc. Datan , Inc. 

MANAGEMENT GENERATION/BALANCED IMA, Inc. 
Management Science Assoc. 

PROGRAM SAMPLING DESIGN SAS Institute 

Computers for Marketing Corp. Datan , Inc. MULTIDIMENSIONAL Computer Associates P-Stat, Inc. 
Datan , Inc. Systat, Inc. SCALING 
Devcom Mid-America TIC/A Computer Associates 
IMA, Inc. 
Information Resources, Inc. GEOGRAPHIC Information Resources, Inc. 

SPSS, Inc. 
LPC, Inc. 

INFORMATION SERVICE Systat, Inc. 
Management Science Assoc. 
Marketing Info. Systems Datan, Inc. TIC/A 

Matrix, Inc. MPSI Systems, Inc. MUL TINOMINAL LOG IT 
P-Stat, Inc. 
Systat, Inc. GRAPHIC DISPLAY ANALYSIS 

DATA EDITING 
Computer Associates Caliper Corporation 
Pine Co. Systat, Inc. 

Analytical Computer Service SAS Institute 
Computers for Marketing Corp. SPSS, Inc. MUL TIV ARIA TE 
Consulting Hrdwre & Processing Statistical Innovations 

METHODS Datan, Inc. Systat, Inc. 
M/A/R/C Inc. Computers for Marketing Corp. 
Matrix, Inc. INDEXING Concurrent Technologies Corp. 
Pine Co. Datan , Inc. P-Stat, Inc. 
P-Stat, Inc. SAS Institute 
Quanti me INTERACTION/ Sophisticated Data Research 
SAS Institute SPSS, Inc. 
SPSS, Inc. CLASSIFICATION Systat, Inc. 
Systat, Inc. 

ANALYSIS NON-PARAMETRIC TIC! A 
Perreault & Assoc. STATISTICS DATA ENTRY 

Computers for Marketing Corp. INTERACTIVE Computer Associates 

Datan, Inc. TABULATION 
Datan, Inc. 

Devcom Mid-America 
P-Stat, Inc. 

Market Probe International Computers for Marketing Corp. SAS Institute 

Pine Co. Datan, Inc. SPSS, Inc. 

P-Stat, Inc. Matrix, Inc. Systat, Inc. 

Quanti me P-Stat, Inc. TIC/A 

SAS Institute Quanti me 

SPSS, Inc. SAS Institute ON-LINE DATA 
Systat, Inc. Systat, Inc. TABULATION 

DEMOGRAPHIC KEY TO DISK Computers for Marketing Corp. 

Computers for Marketing Corp. 
CRC Information Sys. 

ANALYSIS Datan, Inc. Datan, Inc. 

Computer Associates M/A/R/C Inc. 

Computers for Marketing Corp. LOG IT /LOG-LINEAR Matrix, Inc. 
Pine Co. Information Resources, Inc. ANALYSIS Quanti me LPC, Inc. 

P-Stat, Inc. Concurrent Technologies Corp. P-Stat, Inc. 

SAS Institute SAS Institute SAS Institute 

SPSS, Inc. SPSS, Inc. 
ON-LINE TELEPHONE Systat, Inc. 

DISCRIMINANT 
MARKET MATCHING 

INTER.YIEWING 
ANALYSIS Computers for Marketing Corp. 

Computer Associates 
Datan, Inc. Datan , Inc. 

CRC Information Sys. 
Management Science Assoc. IMA, Inc. 

Information Resources, Inc. MARKET 
M/A/R/C Inc. 

P-Stat, Inc. Marketing Info. Systems 

SAS Institute SEGMENTATION Quanti me 

SPSS, Inc. Claritas/N P DC PATTERN ANALYSIS Systat, Inc. CRC Information Sys. 
Datan, Inc. Computer Associates 

EXPERIMENTAL DESIGN IMA, Inc. Concurrent Technologies Corp. 

THEORY LPC, Inc. CRC Information Sys. 

Management Science Assoc. P-Stat, Inc. 
SAS Institute SAS Institute 
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PERCEPTUAL MAPPING 
CRC Information Sys. 
Management Science Assoc. 
SAS Institute 
Sophisticated Data Research 
SPSS, Inc. 

PRICE ELASTICITY 
MEASUREMENT 
Concurrent Technologies Corp. 
Datan, Inc. 
SAS Institute 
Sophisticated Data Research ,_. 

PROGRAMMING 
LANGUAGE 
Datan, Inc. 
Devcom Mid-America 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 

QUADRANT ANALYSIS 
Computer Associates 
Datan, Inc. 
Information Resources, Inc. 
SAS Institute 
TIC/A 

QUESTIONNAIRE DESIGN 
LANGUAGE 
Datan, Inc. 
M/A/R/C Inc. 
Pine Co. 

RANKING 
Computer Associates 
Computers for Marketing Corp. 
Datan, Inc. 
Management Science Assoc. 
M/A/R/C Inc. 
Pine Co. 
P-Stat, Inc. 
Quanti me 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

REGRESSION/ 
CORRELATION 
ANALYSIS 
Computer Associates 
Concurrent Technologies Corp. 
CRC Information Sys. 
IMA, Inc. 
R. Isaacs Computing Assoc. 
P-Stat, Inc. 
SAS Institute 
Sophisticated Data Research 
SPSS, Inc. 
Systat, Inc. 

SALES ANALYSIS 
Analytic Consultants Inti. 
Claritas/NPDC 
Computer Associates 
Computers for Marketing Corp. 
Concurrent Technologies Corp. 
Datan, Inc. 
Devcom Mid-America 
IMA, Inc. 
Information Resources, Inc. 
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JBA Inti. 
Marketing Info. Systems 
P-Stat, Inc. 
SAS Institute 

SALES DATABASE 
Analytic Consultants Inti. 
Computer Associates 
Datan , Inc. 
Devcom Mid-America 
IMA, Inc. 
Information Resources, Inc. 
Marketing Info. Systems 
P-Stat, Inc. 
SAS Institute 

SALES EFFECTIVENESS 
MEASUREMENT 
Analytic Consultants Inti. 
Datan, Inc. 
IMA, Inc. 
Information Resources, Inc. 
JBA Inti. 
Marketing Info. Systems 

SALES FORECASTING 
Analytic Consultants Inti. 
Concurrent Technologies Corp. 
Devcom Mid-America 
Marketing Info. Systems 
P-Stat, Inc. 
SAS Institute 
Sophisticated Data Research 
Spar/Bu rgoyne 
Systat, Inc. 

SAMPLE SIZE 
DETERMINATION 
Datan, Inc. 
SAS Institute 
Sophisticated Data Research 
Systat, Inc. 

SAMPLE WEIGHTING 
Computers for Marketing Corp. 
CRC Information Sys. 
Datan, Inc. 
M/A/R/C Inc. 
Matrix, Inc. 
Pine Co. 
P-Stat, Inc. 
Quanti me 
SAS Institute 
Systat, Inc. 
TIC/A 

SAMPLING SYSTEMS 
Sophisticated Data Research 

SIMULATION/MODELING 
Concurrent Technologies Corp. 
Management Science Assoc. 
SAS Institute 
Systat, Inc. 

SITE EVALUATION 
LPC, Inc. 

TTESTS 
Computer Associates 
Computers for Marketing Corp. 
CRC Information Sys. 
Datan, Inc. 
Information Resources, Inc. 
M/A/R/C Inc. 

Matrix, Inc. 
P-Stat, Inc. 
Quanti me 
SAS Institute 
Sophisticated Data Research 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

TABLE EDITING 
Datan Inc. 
Matrix, Inc. 
Pine Co. 
P-Stat, Inc. 
Quanti me 
SPSS, Inc. 

TABULATION SYSTEMS 
Analytical Computer Service 
Computers for Marketing Corp. 
Consulting Hrdwre & Processing 
CRC Information Sys. 
Datan , Inc. 
Information Resources, Inc. 
M/A/R/C Inc. 
Matrix, Inc. 
Perreault & Assoc. 
Pine Co. 
P-Stat, Inc. 
Quanti me 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

TELEPHONE 
INTERVIEWING SYSTEM 
Computers for Marketing Corp. 
CRC Information Sys. 
IMA, Inc. 
M/A/R/C Inc. 
Quanti me 

THURSTONE SCALING 
Datan , Inc. 

TIME-SERIES ANALYSIS 
Computer Associates 
Concurrent Technologies Corp. 
Datan, Inc. 
Information Resources, Inc. 
Management Science Assoc. 
P-Stat, Inc. 
SAS Institute 
Sophisticated Data Research 
SPSS, Inc. 
Systat, Inc. 

UPC SCANNERS 
Datan, Inc. 
Management Science Assoc. 

VERBATIM CODING 
Datan, Inc. 
M/A/R/C Inc. 

VOLUMETRIC ANALYSIS 
Computers for Marketing Corp. 
Datan , Inc. 
Management Science Assoc. 
Quanti me 
SAS Institute 
TIC/A 

Quirk's Marketing Research Review 



Trade Talk 
continued from p. 62 

negatives is that people tend to be in positions on a particular 
brand for a short period of time and instead of thinking about 
the life cycle of a product they ' re looking for something they 
can prove to be a winner within a six month time period. 

"If you ' re going to do your homework and really evaluate 
a test market before launching, it can take longer than six 
months, but I think it ' in the longer term interests of the 
companies to think about finding products that are going to 
have staying power instead of just being in and out of the 
market quickly ." 

Be creative 
To a company contemplating some test marketing, Smith 

offers an important piece of advice: be creative about design­
ing a test market and using the data that come from it. "There 
are ways to conduct short term test markets that might only 
take three months. And there are ways to conduct them where 
you don ' t just test a single marketing plan, you test several 
simultaneously and that gives you more opportunities to win. 

"Take those test market results and work creatively with 
the supplier to develop accurate sales stories for the trade to 
maximize opportunitie for success . Our perception is that 
retailers are looking for more hard evidence of a product's 
potential when new products are brought to them. 

"Obviously, I'm in the testing business, so I believe there 
should be more te ting rather than less . But it ' s not as simple 
as deciding to do some testing. You need to do some careful 
planning and be creative about it. If you do that, it can tum out 
to be not just a win-win ituation but win-win and win, for the 
manufacturer, the retailer and the consumer." 0 

Listing Additions 
Please add the following firms to the 1991 Directory of Focus Group Facilities: 

J. Reckner A ociate 
587 Bethlehem Pike, Ste. 800 
Montgomeryv ille, PA 18936 
Ph. 2 15-822-6220 
Contact: Jane Reckner 
1,3,4,6, 7B 

Serv ice Strategies lnt'l. 
12001 N. Central Expy., Ste. 350 
Dallas, TX 75243 
Ph. 2 14-233-3010 
Contact: Pamela Borders 
1,3,6, 7B 

Please add thefollowingfirms to the 1991 Telephone Interviewing Directory: 

Bame Research, Inc. 
4260 Plainfield NE 
Grand Rapid , MI 49505 
Ph . 6 16-363-7643 
Contact: Sana Barnes 
30-30-30-30 

J. Reckner Associates 
587 Bethlehem Pike, Ste. 800 
Montgomeryv ille, PA 18936 

Ph. 2 15-822-6220 
Contact: Jane Reckner 
20- 1 0-20-20 

Service Strategies International 
120001 N. Central, Ste. 350 
Dallas, TX 75243 
Ph . 2 14-233-3010 
Contact: Pamela Borders 
25-25-25 

Please add the fo llowing fac ility to the 1991 Directory of Permanent Mall 
Research Facilities: 

J. Reckner Associates 
Montgomery Mall 
Store IS lA 
North Wales, PA 19454 

February, 1992 

Ph. 2 15-362- 1060 
Fax 2 15-362-7569 
Contact: Bill Rennard 
H- 11 % M-62% L-27% 
Stat. - 11 I ,2,3,4 

International 
marketing research 

san francisco, march 23- 24, 1992 
toronto, june 2 - 3, 1992 

marketing strategy for 
high-technology products 

chicago, april 9 - 10, 1992 

cost effective 
advertising research 

chicago, april23 - 24, 1992 

busi t~slness 
marketing research 

toronto, may 11 - 13, 1992 

competitive 
marketing strategy 

chicago, june 2 - 3, 1992 

sponsored by the 
University of llllnol 

at Urbana-Champal 

seminars offer. 

hands-on practical case studies and 
discussions based on real-world 
experiences of the faculty. 

opportunity to e 
experience w· h 
research 
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by Joseph Rydholm 
managing editor 

To test or not to test 

T 
est marketing a new product requires time and 
money, two commodities in short supply at most 
companies. Some manufacturers feel that taking the 

time to test market could remove the element of surprise and 
tip off competitors, who might learn of the new product while 
it's in test market and begin working on their own version. 
But compared to the expense of rolling out a dud on a national 
scale, discovering your product is a failure during test mar­
keting can save both time and money. And it's an excellent 
way to check not only the viability of your product but the 
effectiveness of various promotional efforts. 

One way manufacturers have avoided the question of test 
marketing is by introducing line extensions, new products 
that are spun off a successful brand name in hopes of cashing 
in on consumer loyalty and goodwill. These newcomers are 
often seen as sure things and so no testing is done. But if the 
product fails, itcancostmore than money. It can damage your 
franchise, says Randy Smith, president of the Testing Ser­
vices Division of Information Resources Inc. (IRI). 

"In my view, you can destroy brand equity if you try to 
spread it too thinly with a lot of knock-off brand items that 
aren't really different. If they aren't successful then eventu­
ally that can start eroding people's perceptions of the core 
brand itself. I think there are a lot of benefits to giving a 
product a test flight, if you will, and making sure it has a 
reason to be. Because some of the products that have been 
introduced really haven't had a compelling reason to be on 
the shelves and therefore they haven't stayed there." 

Scanner data 
There are a number of ways to test market, at the market 

level, at the store level and within individual households. The 
proliferation of scanner data has opened up a variety of 
"electronic test market" possibilities. Using information from 
the syndicated tracking services such as Nielsen's Scantrack 
and IRI's InfoScan, and others such as IRI's BehaviorScan, 
regular tracking is possible, Smith says. "You have access to 
scanner data and you can track not only what your brand is 
doing but what the competition is doing with weekly data 
points. That information wasn't available in the early 80s. 
With the syndicated tracking services going to scanning there 
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are a lot of other options so you can get down to a detailed 
level of information." 

BehaviorScan, for example, tracks the purchases of indi­
vidual households within the test market cities, and marketers 
can target tho e con umer with advertising and couponing 
through direct mail, newspapers and television. 

Fed up 
The failure of so many new products has given manufac­

turers more to worry about than ju t lost sales. With shelf 
space at a premium, many grocer and other retailers are fed 
up with the cost of stocking new products and removing ones 
that don't sell. They have begun charging those costs back to 
the manufacturer in the form of slotting fees and failure fees, 
Smith says. 

"Some of that has been born out of frustration with the 
blizzard of new products that has emerged. A lot of them are 
not successful, and that's frustrating to the retailer, who has 
to put products on the shelves and take them off and spend 
time evaluating new products. It' al o fru trating for the 
consumer, who can't find the same product that was there last 
month and is having difficulty developing brand loyalty to 
product that eem to be in and out." 

Key variable 
Purchase cycle is a key variable in determining how long 

a company should test market. "For a short purchase cycle 
you're going to be able to see more quickly whether people 
have come back and bought the product a second or third 
time. If it's a longer cycle obviously you'll need to do a longer 
test. Most tests of new products tend to run six to twelve 
months." 

Waiting that long to roll out a product can run counter to the 
short term focus that many companies have, Smith says. "It's 
the same focus that says, 'Let's promote the heck out of a 
brand instead of thinking about advertising and long term 
building.' Some of that may be the down side of the brand 
management concept. While there are a lot of positives 
associated with the brand management concept, one of the 

continued on p. 61 
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Experience Is The Best Teacher. 
Learning from experience is a real experience in learning. When you attend a Burke Institute seminar, you participate 
in more than an exciting, on-target learning experience. You learn from the experienced professionals who have done 
more customized marketing research and have taught it to more people than anyone else in the world! 

We cordially invite you to take advantage of our 
vast experience by attending one of our marketing 
research seminars. You will benefit from our: 

• Practical Experience gained from doing 
numerous studies in all aspects of marketing 
research - positioning and segmentation, 
market structure analysis, competitive image as­
sessment, copytesting, new product forecasting , 
concept screening and testing, product testing, 
test marketing, pricing and promotion assess­
ment, tracking, distribution analysis, claim 
justification, and customer satisfaction. , 

• Industry Experience from working with 
companies representing consumer goods and 
services, industrial products, business to business 
services, pharmaceutical and health care organi­
zations, advertising agencies, financial institu­
tions, publishing and broadcasting, public util­
ities, and telecommunications. 

• Training Experience exemplified by our 
seminar leaders who bring a wealth of practical 
know-how gained through years of working in 
the real world of marketing research, sppport­
ed by impressive academic credentials and 
teaching experience. 

• Communications Experience obtained from 
dealing with professionals at all levels in an 
organization, ranging from technically oriented 
researchers to decision oriented manangers. 

• Consulting Experience which is available to 
you even after the completion of a seminar to 
answer your technical questions. 

• Technical Experience resulting from being on 
the cutting edge of information technology and 
analytical developments. 

• International Experience which has taken us 
around the globe with seminars in 25 countries 
and operations in 20. 

• Administrative Experience from having 
conducted over 1,600 seminars during the past 
16 years and having counseled tens of thousands 
of participants on the program best suited to 
their needs. 

These are just some of the reasons for the 
superlative evaluations we receive from our 
participants. Please call us toll-free. We will be glad 
to send you a copy of some verbatims from recent 
seminar evaluations. 

ur e BTheiD 
Illst1 te 

A Division of BASES Burke Institute, Inc. 
Cincinnati Corporate Headquarters 

50 E. Rivercenter Boulevard 
Covington, Kentucky 41011 (800-544-7373) 

©1992 , The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through April 1992 

101. Practical Marketing Research 
Cincinnati . . . . . . .... . July 29-31 
Boston . . . . . . . . . . . . . . Aug. 26-28 
New York . . . . . . . . . . Sept. 23-25 
San Francisco . . . . . . Oct. 7-9 
Cincinnati Oct. 21-23 
Boston . . . ..... . .. . .. Nov. 18-20 
Cincinnati . . . . . . . . . . . Dec. 16-18 
New York . ..... . . . . . Jan . 6-8 
Los Angeles . . . . . . . . . . Feb. 3-5 
Cincinnati . . . . . . . . . . . Mar. 2-4 
Boston . . . . . . . . . . . . . . Mar. 23-25 
Chicago . . . . . . . . . . . . . Apr. 20-22 

103. Marketing Research for ~ion Makers 
Cincinnati ........... Apr. 16-17 

104. Questionnaire Construction \\Orkshop 
Cincinnati . . . . . . . . . . . Aug. 5-6 
San Francisco . . . . . . . . Sept. 16-18 
Cincinnati . . . . . . . . . . . Oct. 28-30 
New York ... . . . ..... Jan. 13-15 
Cincinnati . . . . . . . . . . . Mar. 9-11 
Chicago . . . . . . . . . . . . . Apr. 27-29 

105. Questionnaire Design : Applications and 
Enhancements 
Cincinnati . . . . . . . . . . . Aug. 7-8 
San Francisco . . . . . . . . Sept. 19-20 
Cincinnati ... .. ..... . Oct. 31-Nov. I 
New York . . .. . .. . . . . Jan. 16-17 
Cincinnati . . . . . . . . . . . Mar. 12-13 
Chicago . . . . . . . . . . . . . Apr. 30-May I 

201 . Focus Groups: An Introduction 
San Francisco . . . . . . . . Sept. 26-27 
Los Angeles . . . . . . . . Feb. 6-7 

203. Focus Group Moderator Training 
Cincinnati . . . . .... July 16-19 
Cincinnati . . . . . . . . Sept. 10-13 
Cincinnati . . Nov. 5-8 
Cincinnati . . . . . . . . . Dec. 3-6 
Cincinnati . . . . . . . . . . . Feb. 11-14 
Cincinnati . . . . . . . . . . . Apr. 14-17 

301. Writing and Presenting Actionable 
Marketing Research Reports 
Cincinnnati . . . . . . . Aug. 1-2 
Boston ....... ... .... Aug. 29-30 
Cincinnati . . . . . . . . . Nov. ll-13 
New York .... . ...... Jan . 27-29 
Cincinnati . . . . . . . . . . . Apr. 6-8 

401. Managing Marketing Research 
Cincinnati . . . . . . . . . . . Aug. 21-22 
San Francisco . . . . . . . . Oct . 10-11 
New York ...... . .... Jan. 30-31 
Cincinnati Apr. 9-10 

402 . Reducing Costs in Marketing Research 
Cincinnati . . . . . . . . . . . Dec. 9 
Cincinnati . . . Apr. 3 

403. Selecting a nd Evaluating Research 
Agencies 
Cincinnati . . . . . . Mar. 20 

404. Improving Quality of Marketing 
Research 
Cincinnati . . . . . . . . Mar. 19 

501. Applications of Marketing Research 
Cincinnati . . . . . . . . . . . Aug. 19-20 
Boston . . . . . . . . . . . . . Nov. 21 -22 
New York . . . . . . . . . . . Jan. 9-10 
Cincinnati . . . . . . . . . . . Mar. 5-6 

502. Generating and Evaluating New 
Products and Services 
Cincinnati ...... . .. .. Dec. 10-11 
New York . . . . . . . . . . . Feb. 24-25 

504. Advertising Research 
Cincinnati . . . . . . . . . . . Oct . 3-4 
Cincinnati . . . . . . Feb. 20-21 

505. Positioning and Segmentation Research 
Cincinnati . . . . . . . . . . . Oct. 1-2 
Cincinnati . . . . . . . . Feb. 18-19 

506. Customer Sat isfact ion Research 
New York . . . . . . . . . . . Aug. 20-21 
Cincinnati .. .. .. ... . . Nov. 14-15 
Boston . . . . Mar. 26-27 

601. Tabulation & Interpretation of 
Marketing Research Data 
Cincinnati Aug. 12-13 
Cincinnati . . . . . Oct. 24-25 
Cincinnati . . . . Dec. 19-20 
New York . . Feb. 10-11 
Chicago . .. . .. . .. . Apr. 23-24 

602. Thols and Thchniques of Data Analysis 
Cincinnati . . Aug. 14-16 
Chicago Oct. 15-18 
Cincinnati . . . . . . . . . . . Dec. 3-6 
New York . . . . Jan . 21-24 
Cincinnati . . . . . . . Mar. 30-Apr. 2 

603. Practical Muhivariate Analysis 
Cincinnati July 24-26 
New York Sept. 16-18 
Cincinnati . Nov. 25-27 
New York . . Feb. 12-14 
Cincinnati Apr. 13-15 

701. International Mar keting Research 
New York . . . . . . . . . . Feb. 27-28 

702 . Business to Business Marketing Research 
Cincinnati . . . . . . . . . . Sept. 4-6 
Cincinnati . . . . . . . . . . . Mar. 16-18 

Four-W!ek Certificate Program 
Cincinnati . . .July 29-Aug. 22. 1991 
New York . . .Jan . 6-Jan . 31. 1992 
2 \\eek Segments 
Cincinnati . . ... . Mar. 2-Mar. 13 
Cincinnati ......... . .. . Mar. 30-Apr. 10 
Chicago ................ Apr. 20-May I 

Please call Lisa Raffignone at 800-544-7373 (ext. 3775) for schedule information for the following 
seminars which are also currently offered by the Institute: 
• Introduction to Marketing Research 
• Marketing Research for Decision Makers 
• Focus Groups: An Applications v.brkshop 
• Effective In-person Presentation of Marketing Information 
• Pricing Strategy and Research 
• Using Multivariate Analysis: A P.C. Based v.brkshop 
• Experimental Designs for Marketing Research 
• Industry Specific Seminars 

• Healthcare • Financial Institutions 
• Pharmaceutical • Public Utilities 
• Telecommunications • Automotive/Transportation 

• Planning Marketing Strategies and Tactics Using Actionable Research 
• Effectively Selling Marketing Research Services J 

• Negotiating Marketing Research Contracts 
• Strategic Market Simulation 

ALL OF THE ABOVE SEMINARS ARE AVA ILABLE FOR IN·HOUSE PRESENTATION. 

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, Marketing 
Manager, or Dr. Sid Venkatesh, President, at 800-544-7373 (ext. 3775) 
or 513-852-3775. 
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IF 
SAMPLING 
COUNTS ••• 

This should be your only choice. 

The GENESYS Sampling System was developed for researchers who are serious about telephone sampling. 
GENESYS does it all, from sample design through generation with real probability sampling methods. 

NO BLACK BOXES, just explicit sampling processes. 

A full array of RDD sample 
methodologies including: 

The industry's only single stage EPSEM telephone 
probability sample; Modified Non EPSEM methods; 

Mitofsky-Waksberg methodology 

All samples are completely replicable with exact 
probabilities of selection 

Demographically Targeted RDD 
or Listed Samples 

Exchange Level demographic estimates; Dual Frame 
Sampling; Listed Household and Business Samples 

Available through Custom Orders 
or in-house installation 

In-House platforms include IBM/ compatible PC's; Apple 
Macintosh PC's; DEC-VAX and HP mini computers 

Full compatibility with all 
census geography down to the 

tract/block group level 
National, State, County MSA, DMA, ADI; Small area 

sampling including Zip Codes, Congressional Districts, 
Tracts, etc. 

Post Sample Generation Processes 
that will Identify and Purge Non· 

Productive Numbers 
Maintains statistical integrity while increasing efficiency 

and Data Collection Productivity 

On-Site Statistical and 
Sampling Expertise 

The staff at MSG is comprised of Researchers. We've been 
there. We know what works, what doesn't and why! 

The Marketing Systems Group • (215) 521-6747 • Scott Plaza II • Suite 630 • Philadelphia, PA 1~113 
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