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A computer-assisted interviewing system lets the 
Youthwear Division of Levi Strauss & Co. hold the 
attention of young respondentS by Joseph Rydholm/managing editor 

T 
hey say necessity i the mother 
of invention. Well, how 's this 
for necessity: to meet your re­

search project's goals, you' ll need the 
undivided attention of boys between the 
ages of9 and 14 as they go through a 30-
45 minute interview covering several 
topics. Eventually you want to make 
these interviews the core of a tracking 
program. You think computer-aided in­
terviewing is the way to go but you want 
to do the interviews using mall inter­
cepts in markets across the country and 
the interviewers in those mall facilities 
have differing levels of comfort with 
computers. 

Those were just some of the issues 
facing the Y outhwear Division of Levi 
Strauss & Co. and its research "part­
ners", Touchstone Research and Ana­
lytical Computer Software, Inc. (ACS), 
over a year ago when development be­
gan on a tracking study of the youth 
market. 

"We had been working with Levi 's in 
tracking trends in the youth segment in 
the fashion related category for some 
time and the interview was getting more 
and more comprehensive and time con­
suming," says Steve Burch, president of 
Touchstone Research, Branford, Conn. 
"So we were looking for a way to get 
quite a bit of information while main­
taining the integrity and accuracy of the 
data and the involvement and attention 
of the kids. Levi 's wanted to both im­
prove the procedure from a research 
perspective and make it a more positive 
experience for the kids. " 

After abandoning the idea of building 
~ system from the ground up Touch­
stone and Levi 's turned to Analytical 
Computer Software and u ed its com­
puter-assisted interviewing program 
ACS-Query Solo as a foundation for 
inventing a system that met their needs. 

"We were able to put a process into 
the interview so that the computer was 
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being used in a way that wasn ' t simply 
obtaining answers but was in a format 
friendly for the kids ," Burch says. "We 
developed a system that incorporated 
ACS software and an interview format 
that used both an interviewer entering 
data and also a segment where the chil­
dren would interact with the computer. 
In addition we developed a videotape 
that explained the interview format, the 
purpose of the interview, and instructed 
the children in the use of a computer. 
ACS had a very creative approach and 
they understood what our needs were 
and what we were trying to do." 

Accurate data 
Maggie Celestini, senior analyst in 

Levi Strauss & Co.'s Youthwear Divi­
sion, says that the system helps the 
clothing firm get the most accurate data 
that it can. "Not that we weren't before, 
but technology changes, and for us this 
is a better way. We want to be state of 
the art and do the best research we can. 
Previously, one-on-one was the only 
way to go in mall intercepts. But now 
technology has improved. 

"We used to use one-on-one surveys 
and we felt that boys might be a little 
hesitant to open up or might not tell us 
the exact truth. We felt that this new 
method would be the most accurate way 
of getting their true feelings, that they 
could be direct if they were interacting 
with a computer." 

Another advantage, Celestini says, is 
continuity. "We do the interviews in 
several different markets and because 
of differences in interviewer quality 
when you do one-on-ones you can't 
always have that continuity. But with 
this method we·feel we're getting it." 

The interview covers typical subjects, 
including brand and product imagery, 
and fashion trends, and us~s a videotape 
portion to allow for gathering of im­
pressions of commercials. 

Practice questions 
The system was made "kid friendly" 

by using colors and sounds, for ex­
ample, to guide the respondents through 
the interview and explain the scale they 
would use to indicate their feelings. 
Practice questions on topics such as 
favorite music group and favorite color 
help accustom them to the system. The 
interview also contains brief entertain­
ment sections to give the boys a break 
from the questioning process, says Amy 
Yoffie, vice president, Westfield, New 
Jersey-based ~alytical Computer Soft­
ware. 

"We spent a lot of time making it 
colorful and thinking of ways to make 
the screen display interesting. The in­
terviewer asks questions initially, then 
the software instructs them when to tum 
it over to the kids. The interviewer stays 
there while they do the first screen and 
then once the child seems to be comfort­
able they can walk away. Once that 
section is over the child is instructed to 
go and get the interviewer." 

Mall personnel comfortable 
In addition to making sure that the 

respondents are comfortable using a 
computer, it is also important that the 
mall personnel who administer the sur­
veys and work with the system are com­
fortable with computers. To that end, 
ACS and Touchstone developed a hand­
book for the mall personnel that gives 
simple instructions on everything from 
starting the system each day to trans­
mitting data via modem. 

"Until you've had experience with all 
the difficulties that can be encountered 
it's very difficult to anticipate the types 
of problems that can crop up," Burch 
says. "The handbook explains the pro­
cedures to the field in a way that makes 
it relatively fail-safe for them. You still 
have to do some monitoring and train-

continued on p. 37 
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Automating market 
Canadian firm uses classification tree software to 

by Barry de Ville 

Editor's note: Barry de Ville is a 
founderofFirstMarkTechnologiesLtd., 
Ottawa, Ontario. 

M arket Facts of Canada Lim­
ited is like any other busi­
ness in the intensely com­

petitive 1990s: its number one priority 
is not just to hang onto its customer base 
but to develop it as well. This means 
continuously looking for ways to in­
crease its productivity and the value it 
delivers to its customers. This has led 
the company to explore the promise of 
relatively new PC-based software for 
data analysis and market segmenta­
tion--classification trees 1• 

Classification tree software scans 
through survey-type data sets to auto­
matically identify the key multi-dimen­
sional attributes that define a customer 
segment. These products are highly in­
teractive, and, as Market Facts has found 
out, highly productive2

• Hierarchies of 
customer groupings are displayed, in 
summary form, as classification trees. 
These trees provide a graphic summary 
of the results that is rapidly understood 
and easily communicated to non-statis­
ticians. 

Figure 1 displays results that were 
produced by Dr. John Liefeld from the 
Dept. of Consumer Studies at the Uni­
versity of Guelph while on special as­
signment to Market Facts of Toronto. 
He performed a market segmentation 
analysis on the Market Facts' House­
hold Flow of Funds survey. He was 
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specifically interested in comparing 
classification tree methods and tradi­
tional market segmentation approaches 
based on crosstabulations. 

He first extracted the relevant fields 
of information that could be used to 
characterize a market segment, starting 
with ownership of Canada Savings 
Bonds (CSBs), Retirement Savings 
Plans (RSPs) and Master Card owner­
ships. He selected CSB ownership to 
serve as the dependent variable in the 
analysis. As independent variables, used 
to form the characteristics of the market 
segments, he chose the following: house­
hold income, region of residence, popu­
lation density, type of dwelling, owner­
ship of residence, number of people in 
the household, language, gender, mari­
tal status, age, education, occupation, 
and membership in one of thirteen spe­
cially-constructed lifestyle segments 
(these are proprietary data constructs 
used by Market Facts to profile con­
sumer habits). 

Using the SAS statistical package to 
conduct a traditional crosstabulation 
analysis, Liefeld found that all thirteen 
independent variables were statistically 
significant. "The segmentation analyst's 
quandary is that this analysis is not 
parsimonious," Liefeld says. "It sug­
gests that all independent variables are 
important in determining segment mem­
bership. It does not reveal which inde­
pendent variables are more important or 
meaningful than others. It does not re­
veal which combinations of socio-de­
mographic characteristics combine to 

define different segments of ownership 
ofCSBs." 

A parsimonious analysis 
To answer the knotty questions about 

variable importance and variable com­
binations, Liefeld turned to classifica­
tion tree methods. "A (classification 
tree) segmentation analysis whittled 
down CSB ownership to five variables. 
It revealed that household income is the 
most powerful predictor of who was 
likely to own a CSB: ownership is high­
est when household income is $50,000 
or more (54% here owned CSBs) and 
is least for those with household income 
under $25,000. When household income 
is greater than $50,000 the second best 
predictor variable is Region. For house­
hold income less than $50,000, lan­
guage (English or French) is the second 
best predictor variable," Liefeld says. 

These results are illustrated in Figure 
1. It shows how Canada Savings Bond 
ownership varies primarily as a func­
tion of Household Income. Notice how 
the first branch of the classification tree 
shows the optimal clustering of income 
values to form the branches of the tree. 
This clustering is performed automati­
cally using statistical measures of asso­
ciation (either X2 in the case of a cat­
egorical dependent variable-as shown 
here-or the F-test in the case of a 
continuous dependent variable3) . The 
clustering has the effect of forming 
groups of codes which are as alike as 
possible yet which are as maximally 
distinguished from the other groups of 
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segmentation 
identify bond owners 

codes, or nodes, at the same level of the 
classification tree. 

The automatic grouping of codes on 
the branches of the classification tree is 
one of the most important benefits of 
these software packages. Not only does 
the software save time in looking through 
many relationships-and collapsing 
similar values together auto­

coefficients, for example, as is usually 
the case with traditional multiple di­
mension techniques. Each branch on 
the classification tree can be interpreted 
as a series of nested tables. 

Gains charts 
In many cases the analysis could stop 

marketing at Market Facts, says, "gen­
erally speaking, when segmenting 
markets .. .it is not only important to iso­
late the significant variable splits but 
also to make a judgement on the level of 
segmentation detail that has practical 
utility. For example, segments repre­
senting only a small percentage of the 

matically-but, Liefeld says, 
the results are "more infor-

Figure 1: Key Demographic Splits for Canada Savings Bond Ownership 

mative, parsimonious andre­
liable than those arrived at 
using bivariate 
crosstabulation analysis." 

Multi-way hierarchies 
Classification trees go be­

yond bivariate relationships, 
however: as can be seen in 
Figure 1, they produce multi­
way hierarchical relation­
ships. At each stage in grow­
ing the tree the analyst has the 
opportunity of interactively 
picking the best split variable. 
In this example Liefeld chose 
income. Once this is done the 
software descends to the next 
node and applies the tree 

I 
Under $15,000 

% Pop. 15% 

OwnCSB 18% 

I 
$15-$24,000 

% Pop. 15% 

OwnCSB28% 

I 
French 

Total Canadiar 
Households 

% Pop. 100~ 

PwnCSB 40% 
I 

Household Income 

I 
I 

$25-$49,000 

% Pop. 33% 

OwnCSB 43% 

I 
Language 

I 
English 

% Pop. 8% % Pop. 25% 

OwnCSB 48% OwnCSB 26% 

I 
Population Density 

I 
I I 

Rural 
Lar2e Citv 
% Pop. 13% 

OwnCSB 43% 

Small town 
"Me2a" Citv 

% Pop. 12% 

OwnCSB 53% 

I 

$50,000 + 

% Pop. 37% 

OwnCSB 54~ 

I 
Region 

I I 
Quc!bec Ontario Atlantic Prov. 
PrairiP.< B.C. 
% Pop. 13% % Pop. 21~ % Pop. 3% 

OwnCSB 43~ OwnCSB 5991 OwnCSB 69% 

I 
Household Size 

I 

1-2 Persons 

% Pop. 8% 

OwnCSB 50~ 

I 
I 
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% Pop. 13% 

OwnCSB 64% 

• Mega cities= 1 MM. +; Large cities= lOOM- lMM; Small towns= under lOOM 

growing process again. This L---------------------------------- ---' 
gives rise to the inverted tree 
structure that characterizes this 
nique. 

tech-

The final result is a classification tree 
that contains multi-dimensional effects 
-including combinations of variable 
interactions- but which are displayed 
as a tree rather than as a vector of 
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there: each of the bottom nodes of the 
classification tree are taken to form a 
unique market segment, each one de­
serving (or requiring) special treatment 
in sales, marketing and advertising cam­
paigns. However, as Peter Greensmith, 
senior vice president of research and 

total market may not have practical 
value." Greensmith has found that a 
gains chart, illustrated in Figure 2, is 
well-received by clients in order to as­
sess the potential value of each segment 

continued on p. 35 
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Appropriate use of regression in 
customer satisfaction analyses: a 
response to William McLauchlan 

By Doug Grisaffe 

Editor's note: Doug Grisaffe, Pd.D., is senior research 
associate with Walker:CSM, Indianapolis, Indiana. 

I 
n the October 1992 issue of Quirk's Marketing Research 
Review, Dr. William McLauchlan presents a critique of 
the use of multiple regression analysis to model customer 

satisfaction (McLauchlan, 1992a). He argues that using re­
gression to study determinants of satisfaction is, "fraught 
with both mathematical and philosophical dangers" (p.10). 
However, it is my contention that, when properly applied, 
regression analysis is an excellent tool for use in customer 
satisfaction measurement (CSM) research. In fact, given the 
management objectives of CSM, multiple regression is a 
more desirable approach than the self-stated-importance 
approach advocated by Dr. McLauchlan. To support this 
position, I critique several points from his article, interspers­
ing other relevant information about multiple regression 
along the way. 

Dr. McLauchlan's hypothetical data 
The hypothetical data Dr. McLauchlan uses to criticize 

regression are re-presented in Table 1. There are some 
characteristics of this hypothetical data set that should be 
pointed out. First, note that attribute B has no variation. 
Finding such an attribute in a real CSM data set would be a 
rarity. Naturally occurring individual differences in percep­
tion will lead to at least some variation in CSM measures. A 
second thing to note is the pattern of correlations for the 
hypothetical data. These correlations are also presented in 
Table 1. Note that attribute C correlates more highly with 
another attribute than it does with the overall satisfaction 
measure. 

Dr. McLauchlan has illustrated the phenomenon known as 
"net suppression," a particular kind of suppression effect 
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(Cohen and Cohen, 1978). Net suppression occurs when a 
predictor correlates with the dependent variable of interest, 
but to a lesser degree than it does with other predictors in the 
model. The phenomenon produces a regression coefficient 
with the "wrong" sign (and other coefficients with inflated 
magnitudes). Should the fact that suppression effects can 
occur in regression analysis cause us to throw out multiple 
regression as a CSM tool? I don't think so. 

TABLE 1 
Dr. McLauchlan's Data Scenario 

1. Raw Data 

Overall Attribut~ Satisfaction 
Satisfaction A a Q 

7 8 8 7 
8 9 8 5 
6 7 8 5 
9 8 8 4 
4 4 8 3 
9 9 8 8 

2. Stated Importance 5 9 7 

3. Correlations 
A Q 

Overall Satisfaction .91 .54 
A .69 

Statistical output will be only as good as the numbers that 
enter into it. It is true that problems like those described by 
Dr. McLauchlan might occur if a CSM researcher were to use 
post hoc statistical "fishing" to find the "right" regression 
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model (e.g., stepwise regression), particularly if the model­
ing involved large numbers of redundant attributes as predic­
tors. However, if a regression model has been specified 
correctly, a priori, with a parsimonious set of relatively 
distinct determinant attributes, each predictor should be more 
related to what it determines than to the other predictors. With 
sound research practices of that sort, suppression effects will 
be avoided. 

Therefore, I contend that the problems Dr. McLauchlan 
demonstrates certainly may be avoided with application of a 
priori knowledge and sound research design. Later, I will 
have more to say about design issues. 

Nonsignificant attributes with high stated importance 
Dr. McLauchlan uses his hypothetical data to discuss an 

attribute having high stated importance, but a regression 
coefficient that is nonsignificant (nonexistent in his sce­
nario). First, it should be noted that he provides arbitrary 
stated importances for the attributes in his example. They 
have no tangible link to the other hypothetical data. 

Second, he proceeds to say that, based on regression, 
resources might be allocated away from that attribute. He 
notes how risky this would be given the high stated impor­
tance. But based upon regression, would resources really be 
allocated away from such an attribute? Not necessarily. 

Consider the classic example of airline safety. When 
asked, most consumers would probably give very high im­
portance ratings to safety. However, it would probably not be 
a significant predictor of airline choice. It is more of a 
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minimum requirement, something that is expected and im­
portant but, does not contribute significantly to the prediction 
of choice as long as it exists to the necessary degree. Should 
we therefore take resources away from safety? No. It will be 
best to maintain current levels of performance, knowing that 
with less resources, performance could drop. As Dr. 
McLauchlan points out, this drop in performance could cause 
the attribute to become a differentiating factor, on which we 
would then have lower scores. 

Therefore, the concern that Dr. McLauchlan points out is 
not an inherent problem with multiple regression as a CSM 
tool. Rather, it is an issue of correct managerial interpreta­
tion. Whether a measure of stated importance would be high 
or low, a nonsignificant regression coefficient should not be 
treated as a rote prescription for taking away resources. 
Usually in CSM work, the relative level of performance on an 
attribute moderates the interpretation of regression's infor­
mation about significance as it applies to subsequent resource 
allocation. 

Stated importance versus "derived importance" 
The previous section points out that the degree of stated 

importance rated directly by respondents may not agree with 
what has traditionally been called "derived importance" (i.e., 
the degree of impact as identified by some statistical ap­
proach like multiple regression. I think the terms 
"determinance" or "impact" are more correct than "derived 
importance", but to be consistent with other literature I will 
use the derived importance label). This possible lack of 
agreement among the two approaches was implicit in Dr. 
McLauchlan 's example of high stated importance and low 
(no) derived importance. 

Given that the two approache to importance can produce 
different outcomes, four possible combinations of stated and 
derived importance outcomes are presented in Figure 1. Dr. 
McLauchlan has discussed one cell of this table. To expand 
on this we must consider the other three possibilities. 

There are two cells of the figure that show agreement 
between the two methodologies, and two cells of the figure 
that show a lack of agreement between methodologies. I have 
already dealt with cell 4 in discussing Dr. McLauchlan's 
example. Cells 2 and 3 pose no major source of conflict. The 
two approaches are in agreement, and with the exception of 
differences in degree and rank order of impact or importance, 
there is no disagreement about what is "important" and what 
isn't. That only leaves celll, where self-stated importance is 
low but regression's predictive impact is high. 

Derived 

Importance 

FIGURE 1 
Four Possible Combinations of · 
Stated and Derived Importance 

Hi 

Lo I ~ I : I 
Lo Hi 

Self-stated 
Importance 

To consider celll, I borrow from some other writing of Dr. 
McLauchlan. In a paper presented at the recent Sawtooth 
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Software Conference (McLauchlan, 1992b) he reasoned why 
derived importance based on multivariate techniques, in­
cluding multiple regression, may produce better information 
than stated importance ratings if the context of the research 
involves strong image dimensions. 

For example, consider a case where a sample of young 
urban professionals have rated post-purchase satisfaction 
with their BMW. Assume one of the attributes dealt with the 
"image" given off by driving a BMW. It is likely that many 
would not admit, in a self-stated importance task, that this 
imag~ highly contributed to their purchase decision and 
subsequent satisfaction. However, in a correctly specified 
regression analysis, it is quite likely that such an attribute 
would have a large and significant regression coefficient. 

As Dr. McLauchlan (1992b) has hypothesized, it is likely 
that the context of the research will point to the optimal 
method of arriving at "importance," and that there may be 
different methodologies that are more and less applicable to 
various research contexts. Given that, and given that this 
article aims at the specific context of CSM research, the next 
logical question is "which approach is best for CSM work"? 
Contrary to Dr. McLauchlan's position, I argue that "deiived 
importance" is optimal for the quantitative components of 
CSM research because it fits CSM theories and management 
goals. 

Regression fits CSM theories and management goals 
One of the central ideas in CSM research is that retention 

of customers, and hence financial performance, is related to 
certain global attitudes/perceptions of products and services 
(overall quality, overall satisfaction, etc.). These global 
overall perceptions are a function of more specific, fine­
grained perceptions. Typically, the more fine-grained com­
ponents are measured as detailed attributes of products and 
services. The global measures are thought to be formed by 
respondents through some form of"cognitive algebra" where 
perceptions of the specific attributes are mentally "put to­
gether" to form the global perception. A basic representation 
of these ideas is given in Figure 2. 

FIGURE 2 
A Basic Conceptual Framework for CSM 

specific overall customer financial 
attribute -> perceptions -> retention -> outcomes 
perceptions 

Given this basic framework, CSM researchers are inter­
ested in finding ways to increase scores on the overall 
measures. Higher overall scores imply that customers are 
more pleased with products and services, and hence more 
likely to remain as customers and generate revenue. Many 
corporations understand these principles, and are so commit­
ted to them that they financially reward employees who can 
bring about quantifiable gains in CSM measures. 

What will be the most effective approach to influencing the 
overall measures? If we knew the "formula" that customers 
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used to "put together" attribute ratings to arrive at their 
overall ratings, we could simply find those attributes that 
contributed the most. By making improvements on those 
actionable attributes with the biggest impact, we could opti­
mize gains on the overall measures. But how can we find the 
formula that best captures how attributes are "put together?" 
Further, how can we make sure that no other formula will 
better explain the process? 

Multiple regression is exactly what is needed. The tech­
nique provides a model of how the attributes get "put to­
gether." The regression equation combines all of the at­
tributes into a single new measure which is as close as 
possible to the overall measure of interest. So, given the 
theoretical framework and the goals of management, the 
conceptual logic of multiple regression makes it highly 
appropriate as a statistical technique for modeling overall 
CSM measures. 

Benefits of regression's best fit 
Given the theoretical logic of attributes combining to form 

the overall rating, multiple regression provides a model of 
how the attributes get "put together". All other things being 
equal, making changes in those attributes will have specific 
quantified effects on the overall rating. No other model 
provides better explanation of the overall measure. To 
demonstrate this, consider the hypothetical data presented in 
Table 2. 

TABLE 2 
Example Data Set 

QVERALL Attribute 1 Attribute 2 Attribute 3 
Respondent 1 4 3 5 4 
Respondent2 3 1 2 1 
Respondent 3 4 5 1 3 
Respondent4 4 1 2 5 
Respondent 5 4 3 5 2 

Let us try various ways of combining the attributes to form 
the overall measure. It might be reasonable to think that 
respondents "mentally average" their perceptions of the 
attributes to arrive at their overall rating. This implies an 
equally-weighted average. With three attributes, each con­
tributes one-third to the overall measure. The algebraic 
expression of this notion is demonstrated as follows: 

MODEL 1. Equally weighted average: 

Overall= .33*A1 + .33*A2 + .33*A3 

A second model to consider, Model2, expresses the notion 
that an averaging process still takes place in the minds of 
respondents, but that the attributes are weighted differently. 
For this example, the first attribute is given twice the weight 
of the other 2 attributes. The algebraic expression of this is: 
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MODEL 2. Differentially weighted average where 
Attribute 1 has 2 times the impact of the other 
two attributes: 

Overall = .50* A 1 + .25* A2 + .25* A3 

A third model to consider, Model3, expresses an unequally 
weighted combination where the "rule" for combining comes 
from multiple regression analysis. The equation is: 

MODEL 3. Unstandardized regression model: 

Overall= 2.61 + .14*A1 + .07*A2 + .20*A3 

Table 3 summarizes the predictive accuracy of these three 
models. In addition, a very small constant (.02) was added 
and subtracted from the regression weights just to demon­
strate that even minor changes in regression weights lead to 
worse prediction. 

TABLE 3. 
A Summary of Predictive Accuracy 

for Three Different Models 

SOURCE OF WEIGHTS PREDICTION ERROR 

• multiple regression .1 0 
• regression weights + .02 .24 
• regression weights - .02 .29 
• equally weighted average 6.23 
·differentially weighted average 7.00 

The conclusion from this demonstration is that no other 
way of deriving a weighting system for "putting together" the 
attributes will work as well as multiple regression's equation. 
Further, given that the equation has been correctly specified, 
increasing scores on the attribute with the biggest regression 
weight will produce the biggest gain in the overall measure. 

Given CSM's theoretical framework and management goals, 
and what regression has to offer in light of them, we might ask 
how stated importance compares. While Dr. McLauchlan 
seems to hold up stated importance as a better alternative than 
regression, I contend the stated approach has several critical 
shortcomings relative to regression. 

For one thing, self-stated importances offer no model of 
how the overall rating is arrived at by respondents. Secondly, 
any weighting system based on self-stated importances will 
provide more error of prediction for the thing we probably 
care most about influencing, the overall measure. Third, 
there is absolutely no assurance that increasing scores on 
attributes with the highest self-stated importances will pro­
vide maximized increases in the overall measure. In fact, 
based on the demonstration of regression's best fit, changes 
corresponding to stated importance will not maximize in­
creases in the overall measure. 

A note on regression and causality 
Much of the preceding discussion, and the premise of 

doing regression with CSM data, implies that attribute per­
ceptions combine to produce or determine overall percep­
tions. Clearly this involves the notion of causality, something 
Dr. McLauchlan warns is an "extremely dangerous proposi­
tion" (p. 12) for CSM research. However, I argue that 
multiple regression cannot be discarded on these grounds. 

There is far more involved in the process of inferring 
causality than the choice of statistical technique. Several 
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requisite conditions must exist. For example, there needs to 
be a sound conceptual/theoretical foundation in which plau­
sible alternative explanations can be ruled out. Further, if X 
causes Y, X must occur before Y. Also, there must be an 
empirical association between X and Y. This last point is 
particularly important for the current discussion. While Dr. 
McLauchlan has correctly pointed out that "correlation is not 
synonymous with causation" (p. 12), causation certainly 
implies correlation. 

Consider the case of cigarette smoking and lung cancer. If 
smokjng really causes lung cancer, then there needs to be 
some co-occurrence (correlation) of the cancer with smok­
ing. The association need to be viewed conceptually and 
theoretically so that we do not misinterpret the correlation by 
sayingthatlungcancercau essmoking. But,giventhestrong 
case for smoking as a cause of lung cancer, we certainly 
expect to find correlation. The question then becomes, given 
proper condition for inferring causation, could we appropri­
ately use multiple regression to estimate the degree of influ­
ence that smoking has in determining something like risk for 
lung cancer? The answer is yes. Regression can be used in 
studying causal processes. 

Dr. McLauchlan i correct in tating that regression analy­
ses "do not produce causal models" (p. 13), but the issue of 
causality does not rest in the choice of analysis technique. 
Simply using regression as a statistical procedure says noth­
ing about causation. However, once one meets conditions for 
inferring causality, regression analysis most certainly can be 

used to estimate the magnitude of effects in causal models. In 
fact, the sociological and psychological techniques referred 
to as "path analysis" provide a rich and extensive history of 
using multiple regression to estimate effect sizes in causal 
models. Further, multiple regression can be used to produce 
estimates of causal effects from traditional experimental 
designs. These estimates can be shown to be exactly equiva­
lent to those produced by the more standard analysis of 
variance (a tool often used in causal research). 

So, again, we cannot rule out regression as a poor statistical 
tool for CSM simply for the fact that it does not inherently 
allow one to infer causality. Even very sophisticated ap­
proaches to causal modeling (e.g., use of LISREL) do not 
inherently allow causal inference. Statistical techniques 
cannot asses where the numbers come from. It is the 
researcher's job, regardless of the choice of statistical tech­
nique, to assess the plausibility of causality. 

Thus, regression can certainly be used as a tool in CSM 
research, even to infer causality in those areas where it is 
justified. After all, if we cannot reasonably argue that 
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improving the quality of various components and processes 
of our business will lead to higher ratings of the overall 
company measures we care about, what is the point of doing 
the research in the first place? 

result of poor data condition rather than an issue of any 
particular statistical technique. Statistical problems more 
often than not will be ascribable to "messy" data that comes 
from a researcher's poor design rather than inherent short­
comings of analysis techniques like regression. 

Good regressions from good design 
Dr. McLauchlan points to "numerous other risks associ­

ated with regression-based approaches to satisfaction analy­
ses" (p. 13). However, I argue that many of these risks are the 

Let us consider two of the problems Dr. McLauchlan 
raises: multicollinearity and low R2 values. I would tend to 
question the design quality of a regression model with "20 or 
more regressor variables" (p. 12) that still had low R2 values. 

A response to Grisaffe 

William McLauchlan, Ph.D., is 
principal, McLauchlan & Associates, 
Cincinnati. 

I would like to express my thanks 
to Quirk's for providing the op­
portunity to respond to Doug 

Grisaffe' s remarks. His critique of 
my article needs to be addressed lest 
the reader be left with several inaccu­
rate and potentially misleading con­
clusions. 

While I will address the specifics 
of each of his key criticisms below, I 
would like to begin by stating that I 
believe Grisaffe has missed a major 
point in my article. That is, he seems 
to have read the piece as though I was 
in some way "blaming" multiple re­
gression for problems associated with 
messy data sets. In fact, the focus of 
my article, as reflected by its title 
("Regression-based satisfaction 
analyses: proceed with caution") did 
not "blame" regression. Instead, it 
pointed out a number of serious con­
sequences that can occur when using 
multiple regression analyses with 
messy data and that caution should be 
exercised. 

Further, I would suggest that messy 
data exists with much greater fre­
quency than Grisaffe would lead one 
to believe. If all of Grisaffe 's cus­
tomer satisfaction data sets behave as 
well as the reader is lead to believe, 
then I truly believe that Grisaffe and 
his organization are to be commended. 
I suspect that such perfectly behaved 
data is the exception. 

Have made this general remark, I 
would like to speak to each of 
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Grisaffe's key points. 

1. Hypothetical data 
Of course my data set was contrived. 

It was chosen precisely for the purpose 
of illustrating suppressor effects and 
the inherent dangers of misinterpret­
ing regression coefficients with the 
wrong sign. I do not suggest for a 
second that these kinds of outcomes 
are "problems" with regression. Clearly 
these are data problems. 

While Grisaffe is quick to point out 
what he calls the "non-typical" condi­
tions associated with my hypothetical 
data, he has neglected to point out the 
even more atypical relationships in his 
own example data (Table 2). Here is 
the correlation matrix Grisaffe failed 
to provide: 

Overall 
Att. 1 
Att. 2 

Attribute 
1 2 2 
.53 .30 .71 

.00 .00 
.00 

Are data sets with between attribute 
correlations of 0.0 more typical than 
data sets with the potential for suppres­
sor effects? I suspect this is not the 
case. 

2. Nonsignificant attributes with 
high stated importance 

As before, I did not suggest that the 
situation where an attribute garners a 
high stated importance rating but is not 
a determinant attribute in a regression­
based analysis was, as Grisaffe has 
attributed to me, a "problem with mul­
tiple regression." Again, it is a data 
issue. 

Of course, my data points were 
chosen carefully. They were selected 
to illustrate the danger of using a 
"model" that is clearly based on a 
world-as-it-is perspective to make 
predictions about future overall cus­
tomer satisfaction. 

I certainly agree with Grisaffe when 
he states that most consumers would 
give high importance ratings to safety 
in airline choice. I also concur that, in 
general, stated importance ratings tend 
to overweight the importance of low 
probability events. However, while 
airline safety may have relatively little 
to do with why people choose an 
airline on any given day, I suspect it 
has a tremendous amount to do with 
airline choice following a disaster. (I 
also suspect that airline safety has 
some non-zero importance weight at 
all times.) 

The larger point here is that regres­
sion-based analyses are status quo 
assessments of the reasons for satis­
faction. And, while Grisaffe's airline 
example is clearly demonstrative of 
this world-as-it-is perspective, how 
does he ever know that airline safety 
would get high stated importance rat­
ings unless he asks? 

More fundamentally, how do. we 
know what the "minimum require­
ments" are in any product category? 
Grisaffe seems to imply that it may be 
the attributes that are not significant 
predictors of overall satisfaction that 
are the minimum requirements in a 
product category. I am not comfort­
able with that assumption. 

Finkbeiner (1992) stated that the 

continued on p.28 
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Further, with 20 prediction attributes, it would not be surpris­
ing to find multicollinearity. 

I contend that good regression models come from good 
designs. Measuring many redundant attributes will of course 
produce multicollinearity. Even worse would be the use of 
stepwise regression in such a design to statistically "fish" for 
the determinants of the overall measure. That approach is 
notorious for capitalizing on chance. 

Proper questionnaire design, based on good qualitative or 
secondary research and an in-depth understanding of the 
research context, is the best protection against low R2 values 
and multicollinearity. Having done one's design "home­
work", one can specify the "right" regression items based on 
sound management reasoning and the voice of the customer, 
not statistical fishing. Then, all the coefficients for that well­
thought-through model can be estimated with standard mul­
tiple regression. The coefficients reveal relative impact 
among the items that are already known to "matter". In this 
way, one is already dealing with "high importance" items 
before even getting to the regression work. 

Further, if the "right" items are determined a priori, ques­
tionnaire design is maximally efficient. To fish for the right 
variables after the fact implies that unnecessary items were 
included in the questionnaire, only to be tossed out after 
statistically discovering that they do not belong. With the 
right items included by design, R2 values will be sufficiently 
high to support the regression models. Finally, there will not 
be a need to conduct principal components analysis, espe­
cially if the attributes have been organized into logical 
groupings in advance. This will leave attributes at an action­
able level so that managers know what to do when CSM 
analyses point to areas for improvement. 

In summary, several of the "risks" Dr. McLauchlan assigns 
to multiple regression are linked more to issues of good 
design than the statistical technique itself. Again, there is an 
appropriate way to validly apply multiple regression to CSM 
analyses. 

Should complexity prevent use? 
Dr. McLauchlan presents a number of issues that need to be 

considered when running regression analyses (e.g., treatment 
of missing data, choice of modeling approach, etc.). He 
advises us "to consider the implications of the modeling 
technique" (p.l3) before deciding to use it. I agree with 
thoughtful implementation practices. However, I do not 
believe the complexity of regression issues and consider­
ations should necessarily lead us to a simpler approach like 
self-stated importance. The complexity of the statistical 
technique should not dictate whether or not it is appropriate. 
Instead, an analysi technique should be chosen because it is 
the best-suited tool to answer the research questions of 
interest. 

We should not avoid the use of multiple regression in CSM 
work just because it requires thoughtful implementation. We 
would not advocate the use of aspirin to treat cancer simply 
because other treatments need to be carefully considered to 
avoid complicated drug interactions and side effects. Rather, 
we want careful and appropriate implementation of the most 
effective method for meeting the need. The analogy to use of 
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regression in CSM is not trivial. As I have argued earlier, 
regression is ideal considering the theoretical framework 
underlying CSM research and the goals of management. Yes, 
there are many options and complex considerations with 
regression methodologies. But, in the hands of professional 
analysts, appropriate application of regression to CSM will 
validly address the key research questions and management 
objectives. 

Concluding remarks 
At a minimum, a company concerned about CSM will need 

to have a scorecard of customer-perceived performance on 
key business processes and attributes. These feed into more 
global overall measures that relate to retention of customers, 
and hence financial outcomes. Such measures of perfor­
mance on key items can be obtained with sound research 
design. The measures then can be used to thoughtfully derive 
meaningful regression-based information, identifying areas 
that can be improved to obtain maximized effects on the 
global measures of interest. 

Alternatively, there is the self-stated approach. Twice as 
many questions will need to be asked for each concept being 
measured: one for performance and one for importance. 
Given proper up-front design work, there will be little varia­
tion on the stated importance measures, thus limiting their 
usefulness. Further, making improvements on areas with 
high stated importance will offer no certainty about the 
impact, if there is any, on the global measures of interest. For 
these reasons, and all those described previously, this self­
stated approach certainly seems less optimal. 

While there may be some contexts in which stated impor­
tance is suited to the research questions at hand, I believe the 
research questions and management goals of CSM work 
make regression and its outputs a smarter and more powerful 
choice of analysis technique. By tracking performance and 
regression information across time, and implementing corre­
sponding quality improvement efforts, one can monitor and 
influence the customer attitudes and intentions of interest. 
Management decisions based on such information, of which 
regression analysis is an integral part, can then lead to 
targeted gains in quality improvement and customer satisfac­
tion, thereby increasing a variety of strategic and competitive 
business outcomes. 
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Data processing made easy 
Changes in survey design that will make your 

data entry and processing go smoothly 

Editor's note: Eric DeRosia is assis­
tant phone center manager with West­
ern Wats Center, Provo, Utah. 

W iththeavailabilityofpower­
ful personal computers and 
simple to use software, 

many researchers who used to rely on 
outside companies for data processing 
are now considering hiring clerks for 
data entry and doing the number crunch­
ing themselves. If you are thinking 
about doing your own data processing, 
or if you simply want to avoid problems 
when others work on your projects, it 
may be helpful to listen to the advice of 
someone who has had years of experi­
ence solving marketing research data 
processing problems. According to 
Steve Woodall, coordinator of data ser­
vices for Western Wats Center in Provo, 
Utah, many common data processing 
problems that can be avoided by taking 
a few preventative measures during the 
survey design process. At first glance 
these suggestions may seem simplistic, 
but their implementation will solve many 
real-life data processing problems. 
(Note: The following examples repre­
sent telephone surveys. However, the 
same principles apply to surveys con­
ducted in malls, through the mail, or any 
other data collection technique.) 

Use numeric codes to denote op­
tions. When writing a questionnaire, 
many researchers designate respondent 
options with letters to be circled or 
empty boxed to be checked. Since 
almost all forms of statistical analysis 
require that the data be represented by 
numbers, this can cause accuracy prob­
lems during data entry. The mental 
gymnastics required for data entry clerks 
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to convert letters or boxes to numbers 
can lead to many mistakes. The sim­
plest solution to this problem is to de­
note each respondent option with a nu­
meric code. (See example 1.) 

Use a constant number of digits in 
codes. Most statistical software identi­
fies data from its column in the matrix 

Example 1 

through nine, causing subsequent data 
to be "misplaced" and analyzed in the 
wrong column as part of the wrong 
question. Although the clerk may no­
tice the error, there is no reason to take 
chances. Simply adding leading zeros 
will prevent such errors before they 
happen. 

Do you feel that things in the country are going in the right direction, or have things pretty 
seriously gotten off on the wrong track? 

Right direction 1 
Wrong track 2 

(DO NOT READ) 
D~REF 3 

of data, that is, its place in that survey 's 
assigned row of data. To avoid data 
entry mistakes that cause the data to be 
"misplaced" in its row, leading zeros 
should be used to make each option 
code a similar number of digits. (See 

Example 2 
First option 
Second option 

At the same time, leading zeros should 
only be used when necessary. If they 
are added when there are nine or fewer 
options, they will create unnecessary 
work, making the data entry process 
less efficient. 

01 
02 

Ninth option 
Tenth option 
Eleventh option 

09 
10 
11 

example 2.) 
These extra digits will serve as a 

reminder to data entry clerks that this 
question requires the entry of two dig­
its. Without a reminder, clerks may 
enter only a single digit for options one 

Align codes on the right. If clerks 
must search all over each page for the 
respondent 's answers, the data entry 
process will be unnecessarily difficult. 
If the difficulty in finding the data on the 

continued on p. 34 
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k • d • More than 80 percent of the compa- buying decisions, merchandising and 
Supermar et VI eo nies currently merchandise blank vid- future issues. Copies of the study may 
grew in '92 eotapes and video games. Less than half be purchased from the FMI. Call 202-

The new star category in the super- carry the remaining video products- 452-8444. 

market industry, the video department, hardware rental, software rental, VCR Study finds public still 
is growing at a rapid clip, according to accessories and other items. 
a study by Food Marketing Institute • The supermarket video operators' wary of computers 
(FMI). Supermarkets offering videos greatest concerns are the cost of pur- The Harris-Equifax Consumer Pri­
increased their titles and tapes by 10 chasing videos and the increased com- vacy Survey 1992 has found that most 
percent in 1991, and signs point to con- petition from other video outlets. Americans acknowledge that comput­
tinuing the fast growth pace. The report They're also concerned about the growth ers have brought benefits to society, yet 
summarizes data from 59 food retailers of other entertainment alternatives, theft/ they still consider some uses of comput-
in the United States with video rentals shrink and space constraints. ers as threats to personal privacy. 
or sales in one or more of their stores. • The majority of surveyed compa- Similarly, the majority of Americans 
The respondents operate 1,450 super- nies (78 percent) experience seasonal- believe it is all right for companies to 
markets across the country. ity of demand for video. Weather, school check public record information on con-

Supermarket video's strong growth and holidays are the primary factors. sumers applying for credit, auto insur-
has captured grocery industry and video • Just over one-third of the titles in ance or jobs, but believe it is not all right 
supplier attention. In 1991, U.S. super- supermarket video inventory are "B" iftheconsumerhasnotinitiatedatrans-
markets recorded $1.35 billion in video titles. action. 
rental and sell-through, and the busi- The FMI study also provides infor- Other findings include: 
ness could reach $1.5 billion in 1992. mation on rental inventory rotation, tape • data supporting the practice of stores 
More than half of the companies in the repair, video deletions, and video de- inquiring into a consumer's check-cash­
FMisurveyindicatedthatby 1993,100 partmentsecurity,shrink,stafftraining, continued on p. 

36 percent of their stores will o~r both ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
video rentals and sell-through videos. 
Four in 10 say they'll increase the num­
ber of sell-through titles, which grew by 
27 percent in 1991 alone. Almost three 
in 10 (28 percent) expect to increase the 
space for video rentals. 

Other findings in FMI's Supermarket 
Video Operations Survey 1992: 

• Supermarket operators carried an 
average of 1,417 title and 1,846 tapes 
per store in 1991 and projected 1,573 
titles and 2,088 tapes for 1992. 

• Supermarket video departments had 
substantially more rental transactions 
(988) than sell-through transactions (70) 
last year. 

• The square footage of selling area 
for video departments now averages 
666 square feet, with larger companies 
(10 or more stores) averaging about 50 
square feet more than the smaller ones. 
Linear footage averages 207 feet, with a 
slight difference between large and small 
firms. 
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Jonathan Kalan has joined Oral-E 
Laboratories in Redwood City, CA, as 
director, marketing research. He was 
previously in the marketing research 
department at The Clorox Company. 

Tim Huberty has joined Clarity 
Coverdale Rueff Advertising, Minne-

apolis, as vice president, director of 
research and account planning. Previ­
ous} y he was research manager at Fallon 
McElligott. 

New York City-based research firm 
Schulman, Ronca & Bucuvalas, Inc. 
has announced a number of promotions 
and staff additions. Promotions: 

Chin tan Turakhia to project director; 
Scott Brodows to sampling director; 
Peter Jubber to analyst; Charisse 
Collier to assistant director of data pro­
cessing; Leslie Glick to field director. 
Staff additions: Susanne Tumelty has 
been appointed director of operations; 
Maria Lupinacci returns to SRBI as 
coding director. Gordon Jacobs has 
been appointed director of the data pro­

-------------------------------, cessing department; David Bulko has 
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been named assistant project director. 

Arlington Heights, IL-based Market 
Facts , Inc. has added Susan 
MacDonald and Arthur Zarin as vice 
presidents in the company's New York 
office. 

Paul Donato has joined New York 
City-based Audits & Surveys as senior 
vice president. Previously he was presi­
dent of the Syndicated Services Divi­
sion of Simmons MRB. 

Kathleen Ritz has been name.d vice 
president of telemarketing operations at 
the ICT Group, a Langhorne, PA-based 
provider of telephone marketing and 
market research services. 

Andrew Giannelli has been named 
senior account executive, client service, 
in the Custom Services Division of The 
NPD Group, Port Washington, NY. 
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Kennedy Research, Inc. has moved 
to new offices at 2401 Camelot Court 
SE, Grand Rapids, ~I 49546. Tele­
phone 616-954-0200. Fax 616-954-
0001. 

• 
Dale Longfellow has formed Cam­

bridge Research, Inc. The firm will 
specialize in depth and qualitative re­
search and consulting. The company is 
headquartered at 5831 Cedar Lake Rd. , 

and Niklausen, Switzerland; and IFOP, 
Paris. 

• 
The Richmark Group, Inc. has 

moved to new offices at 39 South 
LaSalle, 5th Floor, Chicago, IL 60603. 

• 
Horizon Field Service has moved to 

new offices at 609 W. Barry Ave. , Chi-

cago, IL 60657-4504. 

• 
The focus group facilities at Field­

work Chicago have been remodeled 
and redecorated. In addition, viewing 
rooms have been added to Fieldwork 
East in Fort Lee, NJ. For more informa­
tion on Fieldwork Chicago call 312-
282-2911; for Fieldwork East ca11201-
585-8200. 

~inneapolis , ~N 55416. Phone 612- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
525-2011. Fax 612-525-2016. 

• 
The youth marketing and consulting 

firm Xtreme, Inc. has changed its name 
to The Zandl Group. In addition, the 
firm has added an anthropologist and a 
psychologist to its team. For more in­
formation, contact Irma Zandl at 212-
274-1222. 

• 
Valhalla, NY -based Moskowitz 

Jacobs, Inc. , a scientific market re­
search firm, has completed licensing 
agreements with several countries for 
its Idea~ap technology, a system used 
to develop product and advertising con­
cepts. The new licensees include: 
Canada ~arket Research, Toronto; 
~artin Hamblin Research, London; 
Treiber & Partner, Dusseldorf, Germany 

February, 1993 

QUwks ____________________ _ 

MARKETING RESEARCH 
Review 
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... a case history, that is. 
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projects, examining the goals behind the project, its methodologies and how the 
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Two new devices for 
on-site data collection 

Feedback Marketing Services Corp., 
Wellesley, MA, has introduced Feed­
back Clipboard, a computerized data 
collecting device which can be used, 
unattended, to assist in conducting on­
site market surveys. The new unit can 
be programmed to display a range of 
questions customized to meet individual 
requirements and eliminates the need 
for personal interviewers. It requires no 
set-up or servicing time, and operates 
for more than 100 hours on battery 
power. It can be used hand-held or as a 
stationary table-top unit. For more in­
formation call Robert Eng at 800-826-
7418. 

Harmon Associates' Point of View 
Survey System is a portable, computer­
ized opinion-collection device for use 
anywhere in gathering feedback from 
respondents. The 3 lb., battery-pow­
ered console displays user -defined ques­
tions and response choices on an LCD 

panel. The user-friendly nine-button 
keypad records answers privately. 
Branching capability adapts each sur­
vey by the responses given. The system's 

PC-based software (for any IBM PC or 
clone) links via the console's serial port 
for easy design and loading of surveys 
and uploading and tabulation of re­
sponses. For more information contact 
Robert Harmon at 201-794-8697. 

PHONE POWER AND VALUE 
Americals data collection authority offers: 

• 800+ Interviewing Stations • Predictive Dialing 
• 500+ CATI Stations • Remote Monitoring 
• Data Processing • Project Management 
• In-house Sample • Competitive Pri~ 

~ Quality Controlled Services® FREE SAMPLE 
~ 

1
_
800

_
325

_
3338 
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Cahners biotech list 
available 

Cahners Direct Mail Services now 
offers a mailing list which gives mar­
keters acces to over 25,000 decision 
makers in the biotechnology industry. 
The new Biotechnology list contains 
qualified subscriber names from 
Cahners Publishing 's subscription files. 
It targets decision makers in major cor­
porations, academic institutions and 
government who provide biotechnol­
ogy services such as therapeutics, diag­
nostics, pharmaceutical, and food/agri­
culture research. These individuals in­
clude bench researchers, scienti ts, 
managers, and academic professionals 
who recommend, specify or approve 
supplies, lab equipment, and related 
products and services. For more infor­
mation call 800-323-4958. 

Book compiles hundreds 
of rating scales 

A new book, "Marketing Scales: A 
Compilation of Multi-Item Measures," 
provides detailed descriptions of nearly 
600 multi-item rating scales used in 
marketing survey over the last decade. 
Most of them explore consume~ atti­
tudes toward a company, product brand 
or advertising campaign. Authors Gor­
don C. Bruner II, an associate professor 
of marketing at Southern Illinois Uni­
versity at Carbondale, and Paul J. 
Hensel, an associate professor at the 
University of New Orleans, spent five 
years surveying measures published in 
six marketing journals from 1980 to 
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1989. They hope it will make question­
naire development easier for industry 
and academic researchers. "Marketing 
Scales" is available through the Ameri­
can Marketing Association by calling 
312-831-2795. 

Sessions aim to stimulate 
innovation 

SpringBoard Innovation now offers 
WorkSessions, a new service to help 
users of market research transform data 
into innovation and action. 
WorkSessions are half-day focus groups 
that create a temporary environment to 
enhance an end-user client' innovative 
capabilities. A trained moderator leads 
a group of key decision-makers through 
a brainstorming process. She injects the 
relevant market data into the creative 
process, stimulates innovation, and en­
sures that the group dynamics enhance 
the creative process. SpringBoard In­
novation works directly with end-user 
clients or in partnership with research 
companies. For more information con­
tact Ted Kendall at 713-251-7867. 

New publication profiles 
Latin America 

Mexico is the focus of the premiere 
issue of Market: Latin America, the lat­
est newsletter from W-Two Publica­
tions. W-Two also publishes 
Market:Europe and Market:Asia Pa­
cific. The newsletters are designed to 
help executives keep abreast of the lat­
est demographic and lifestyle trends 
and identify business opportunities in 
each region. 

The first issue of Market:Latin 
America includes the latest census data 
from Mexico, including projections for 
labor force and consumer market growth 
through the year 2000. The issue was 
prepared with the help of TGE Demo­
graphics Inc. , a firm specializing in ana­
lyzing Mexican demographic trends. 

The first year's issues will cover the 
latest demographic information in eight 
countries as well as trend nd insight 
information for the whole region. Up­
coming issues will feature articles on 
the emerging middle class in the region, 
new opportunities created by consumer 
demand on Central America, and mar-
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ket research reports being conducted in 
the region. For more information call 
607-277-0934. 

Data Desk 4.0 
Data Description, a provider of ex­

ploratory data analysis software for the 
Macintosh, is now shipping version 4.0 
of its Data Desk software. Major en­
hancements to the statistics application 
include a multivariate general linear 
model with a new interface that simpli­
fies use and provides interactive ways 

to explore data from experiments, no 
limit on the number of cases, non-linear 
smoothers, automated sliders, summa­
ries by groups, random subset sam­
pling, and many more. 

Despite the addition of the new capa­
bilities, Data Desk 4 occupies about 
800K of disk space, runs in as little as 
1MB of memory, and adapts automati­
cally to take advantage of available color, 
floating point processor, or additional 
memory. For more information call607-
257-1000. 

Sorkin-Enenstein 500 North Dearborn Street, 
Research Service, Inc. Ch icago, Illinois 60610 

Telephone (312) 828-0702 

SEAS' VOLUMETRIC AND PERCEPTUAL 
SHIFTS RESEARCH WILL HELP YOU 
ANSWER THESE QUESTIONS 
AND MANY MORE! 

WILL MY NEW PRODUCT /SERVICE SUCCEED? 

• How many will try it? Who are they? 

• How many will continue to buy it? Why? 

• How much will they buy? 

• How much will the market pay? 

• What is its competitive position in the market? Why? 

Using the perceptions of the market, SEAS determines 
the impact on a product category of a new concept, 
trial and repeat purchase. We identify the relative 
share of a new product and/or cannibalization of 
existing products. 

By measuring VOLUMETRIC PERCEPTUAL 
AND BEHAVIORAL SHIFTS, SEAS develops 
the foundation to answer these important questions. 

Please send me information: 

Name (Mr.; Ms.) _________ Title ______ _ 

Company ____________________ _ 

Address _________________________ _ 

City __________ State ____ Zip ____ _ 

Telephone ( ___ _ 
0192 
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A new approach for analyzing 
customer satisfaction studies 

Understanding vulnerability analysis 
by Randy Hanson 

Editor's note: Randy Hanson is di­
rector, analytical services, for Maritz 
Marketing Research, St. Louis. 

0 ften when conducting a cus­
tomer satisfaction study, the 
vital questions are, "Where 

should I allocate scarce resources to best 
satisfy and retain my customers?" and, 
"Should my focus be sales training, cus­
tomer service, or billing procedures?" A 
compelling tool frequently used to help 
answer these questions is a graph show­
ing each attribute's importance and satis­
faction levels in a simple two-dimen­
sional scatterplot. These graphics are 
known by many names such as impor­
tance/performance analysis , quadrant 
analysis, and performance improvement 
planner. 

Vulnerability analysis is also useful in 
prioritizing customer satisfaction at­
tributes for action or consideration. This 
technique goes beyond the sometimes 
ambiguous plots of each attribute's im­
portance and performance to give the 
marketer something truly valuable: an 
attribute list ordered from highest to low­
est priority. In a world of black boxes, 
vulnerability analysis is almost elegant 
in its simplicity. Though this discussion 
focuses on customer satisfaction studies, 
the approach is useful in many marketing 
research applications. The more you use 
vulnerability analysis the more you will 
like it! 

What is vulnerability analysis? 
Vulnerability analysis begins with a 

crosstabulation. This familiar, simple 
method of multivariate analysis does not 
carry the baggage of assumptions needed 
for other methods; missing data prob­
lems, departures from normality and lin­
earity, etc. are of little or no concern. 
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Vulnerability analysis simply shows the 
relationship between an individual at­
tribute and a dependent measure (e.g. , 
overall satisfaction, repurchase intention, 
likelihood to recommend to a friend). 

The crosstabulations involve each at­
tribute in tum as a "stub" or row variable, 
and the dependent measure as the "ban­
ner" or column variable (see table below 
for an example). The scales used for the 
dependent measure and the attributes are 
collapsed into two categories. This cat­
egorizing can be achieved in several ways. 
If your company will accept no less than 
a perfect " 10," the categories will be 1-9 
versus 10. If you decide an "8" is accept­
able, the breaks will be 1-7 versus 8-10. 
In a tracking study, where satisfaction 
levels hopefully increase over time, the 
categories can be altered to reflect the 
new higher target, such as switching from 
breaks of 1-8 versus 9-10 to 1-9 versus 
10. 

It is probably better to be less subjec­
tive and categorize the data based on 
current satisfaction levels and breaks 
which are evident in each variable 's fre­
quency distribution. Perhaps the best 
method is to categorize each attribute 
using a CHAID or CART search proce-

dure. Basically, if respondents who rate 
an attribute" 1 0" give significantly higher 
overall ratings, then breaks of 1-9 versus 
10 are appropriate. On the other hand, if 
respondents who rate an attribute "8," 
"9," or "10" all give similar overall rat­
ings, these scale points should be grouped 
together, so reasonable breaks are 1-7 
versus 8-10. Since there is no benefit in 
terms of higher overall satisfaction , a 
target rating of "8" is all that is needed. 
Each attribute, then, potentially has its 
own unique target. 

Let's con ider each cross tabulated fre­
quency from our example in more detail. 
Beginning in Cell D, we find that 151 
customers are satisfied overall as well as 
satisfied with the customer service de­
partment (high ratings for both). At least 
for this attribute, these respondents do 
not seem particularly vulnerable to com­
petition. 

Moving to Cell B, we find 40 custom­
ers are satisfied overall (9 or 1 0) but less 
satisfied with the customer service de­
partment ( 1-7 ratings). The lower marks 
for customer service have no adverse 
effect on the overall rating for these 
people. Even though there is room for 
improvement, greater focus on ¢e cus-

Table 1 

Vulnerability Analysis 

Number of Customers Who Rated Their Satisfaction Overall . . . 

Number of Customers Who 
Rated . Satisfaction With 
Customer Service Dept. 

1-8 9-10 

1-? , A 80 

8-10 c 29 

109 

B 

D 

40 

151 

191 

1

120 

. 180 

300 

Note: Number of customers in the entire study providing a valid rating (1-1 0) for overall satisfaction equals 400. 
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tomer service department i wasteful for customer service department and overall The components of vulnerability 
this group. satisfaction (some respondents were not Vulnerability analysis is a deceptively 

Continuing to Cell C, we see that 29 able to rate the customer service depart- simple concept. On its face, it is the result 
customers rated the customer service ment, probably because they had no ex- of an artless crosstabulation. On closer 
department high, but overall satisfaction perience with it). The customer service inspection, vulnerability accounts for three 
low. Something is having a negative department is a factor, then, for three- separable and quantifiable components: 
impact on the overall rating , but it is not fourths of your customers. To include 1. Extent or proportion affected. This 
likely to be the customer service depart- this effect, our vulnerability percentage component is the percentage of customers 
ment. Since this group is already highly should be calculated as 80/400 = 20%. If able to rate (i.e., have experience with or 
satisfied with this attribute, it would again for some reason you would like to factor interest in) an attribute. It represents the 
be a waste to invest more resources here. out this effect (e.g., assuming that all pervasiveness of this attribute among cus-

For varying reasons, increased focus customers will eventually be affected) tomers. The grand total for each attribute's 
on and investment in, the customer ser- the calculation is 80/300 = 27%. continued on p. 36 
vicedepartme~maybeinefficie~fur ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

these first three groups. What about the 
customers in Cell A of the crosstabulation? 
Here we fmd 80 people who are rela­
tively less satisfied both overall and with 
the customer service department. Dissat­
isfaction overall may be related to dissat­
isfaction with this attribute for this cus­
tomer group. Without an improvement 
in the customer service department, these 
80 customers are vulnerable to a com­
petitor (hence the name vulnerability 
analysis ). Vulnerability is simply the 
number of customers who are simulta­
neously less satisfied with an attribute 
and less satisfied overall. They are there­
fore vulnerable to a competitor who can 
outperform you on that attribute. 

In a strict sense, vulnerability as de­
fined above should be called relative 
vulnerability. You can argue that all 
customers are vulnerable to a competitor 
who, for example, offers a superior prod­
uct or service at a lower price. This 
analysis focuses on the core group of 
customers who are most vulnerable to 
competition on this specific attribute given 
the existing situation in the marketplace. 

S irnilar analyses are conducted for each 
attribute in the study. The output for 
vulnerability analysis is a table of all 
attributes ranked by their corresponding 
vulnerability. The attribute at the top of 
this list answers the question, "If satisfac­
tion remains at current levels, on which 
attribute am I most vulnerable to compe­
tition?" 

Vulnerability can also be expressed as 
a percentage, but the correct base in most 
cases is the number providing a valid 
overall rating in the study as a whole, not 
the crosstabulation total. In this way, the 
percentage reflects the degree to which a 
problem exists in the total market: other 
things equal, an attribute that affects 100% 
of customers is of greater concern than an 
attribute that affects only 10% of custom­
ers. For our example, the note states that 
400 customers provided valid overall rat­
ings. Only 300 were able to rate both the 
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Response 
continued from p. 16 

"use of the (regression) model for pre­
dictive purposes must be kept in proper 
perspective ... Limitation of the data to 
the world-as-it-is creates just as much 
restriction (if not more) for preference 
regression as it does for benefit/loss 
charts. Because of this limitation to the 
world-as-it-is, extrapolation of attribute 
performance beyond whatever is repre­
sented in the marketed products is not 
safe. For example, if no differences 
exist between companies on price, then 
price cannot account for any variance in 
overall satisfaction. If however, one 
company changes its price significantly 
from all the others, then price will cer­
tainly become an importantvariable ... As 
a consequence of this dependence on 
the world-as-it-is, preference regression 
has a tendency to rediscover sameness 
in company performance and to recom­
mend the known, safe solutions to per­
formance improvement (p. 143)." 

3. Stated importance versus derived 
importance 

Grisaffe refers to my Sawtooth Soft-

Information on 
10 Million Businesses ... 

The tJltimate marketing 
tool for anyone who 
sells to businesses! 

With Business America On Disc, you can ... 

• Select business prospects by company 
name, SIC Code, geography, number of 
employees, or sales volume. 

• Preview your prospects on the screen and 
refine your markets. 

• Print mailing labels, prospect lists, 
3x5 cards, or profile reports. 

• Download the names to disk to use with 
your database or word processing 
software. 

Business America On Disc will give you the 
analytical power that used to be possible only 
with huge mainframes. All you need is an 
IBM® or compatible PC and a CD-ROM drive. 

Experience the power of Business America On 
Disc for yourself. 

Call, write or fax us at: 

American Business Information, Inc. 
5711 5. 86th Cir. • P.O. Box 27347 • Omaha, NE 68127 

Phone (402) 593-4565 • FAX (402) 331-6681 

15-442 
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ware Users Conference paper 
(McLauchlan, 1992b). In this paper, I 
hypothesized that stated importance rat­
ings might do a better job with feature­
based categories and thatderivedanaly­
ses might do better with image driven 
categories. What I found empirically 
were stated and derived measures that, 
in fact, correlated quite well with each 
other in three product categories that 
span the gamut from predominately fea­
ture advertised (commodity chemical) 
to largely image advertised (beer). 

4. Regression fits CSM theories and 
management goals 

Grisaffe states, "CSM researchers are 
interested in finding ways to increase 
scores on the overall measures (p. 13, 
Feb. '93, QMRR)." In Joel Huber's dis­
cussion of my Sawtooth paper (Huber, 
1992), he made the point that "correla­
tional measures can be quite misleading 
in that they assume that the range of 
attributes will remain constant. Stated 
importance measures, by contrast, im­
plicitly ask respondents to indicate how 
important an attribute would be if it 
does change. This line of reasoning 
suggests that correlational measures are 
appropriate when managerial action will 
preserve attribute expectations in the 
market, while stated importance ratings 
are more appropriate when they will 
alterthem ... Correlational measures may 
be good for generating ideas, but can 
produce very misleading managerial rec­
ommendations (p. 314)." 

Huber goes on to recommend con­
joint tasks as a way of dealing with the 
shortcomings of both stated importance 
and regression-based satisfaction analy­
ses. I heartily concur. 

Of course it is not surprising that no 
other linear model than multiple regres­
sion will best-fit Grisaffe's (or anyone 
else's) customer satisfaction data set. 
Regression, as applied here, is a least 
squares procedure in which the objec­
tive in deriving the coefficients is to 
minimize the residual sums of the 
squares. Having said this, the fact that 
no other linear "model" will better fit 
the data is not, in itself, grounds for 
applying the model. (The whole issue of 
linear versus non-linear relationships in 
customer satisfaction data will not be 
discussed here. I would, however, sug­
gest that the reader not make the pre­
sumption of linearity lightly.) 

Consider again Grisaffe's own hypo­
thetical data set. Huber, like Finkbeiner, 

cautions that "derived importances, re­
flecting the correlation between prefer­
ence and the attribute ratings, depend 
critically on the variability of the at­
tribute in the market (p. 314)." Cer­
tainly derived importances also depend 
critically on the variability in overall 
satisfaction. If respondent 2 in Grisaffe' s 
data phoned in sick during data collec­
tion, we would have no variability in the 
criterion and a model which cannot be 
specified at all. Demonstrating a best­
fit relationship in a data set is not a 
sound basis for presuming a meaningful 
model. Recall my own hypothetical data 
set which, in spite of the suppressor 
effects, and in spite of Grisaffe's dis­
counting of these effects, still yields a 
"best-fit" equation. 

5. A note on regression and 
causality 

Grisaffe speaks extensively about 
plausibility as an important basis for 
inferring causality in regression-based 
satisfaction analyses. I happily acknowl­
edge that the implication of causation 
can be reasonable given an empirically 
demonstrated basis for that plausibility. 
And while his smoking example fits the 
category of having a plausible basis for 
inferring causation, customer satisfac­
tion is not cigarette smoking and lung 
cancer. 

If it is plausible to assume that a high 
correlation between overall satisfaction 
and satisfaction on an attribute such as 
"on-time delivery" resulted because a 
high degree of satisfaction with deliv­
ery performance "caused" a high level 
of overall satisfaction, is it not just as 
plausible that a high level of overall 
satisfaction "caused" "halo" effects in 
some attribute ratings, such as "on-time 
delivery"? I think it is. 

As Kerlinger and Pedhazur (1973) 
stated, any student of elementary statis­
tics knows that there can be a high 
correlation between two variables when 
in fact there is no direct or causal rela­
tionship between the variables. Further, 
a high correlation in one sample may be 
zero in another. 

Huber states that "causality is equivo­
cal in derived importances" and that 
"the point is not to resolve these two 
interpretations but to understand the 
problem with trying to tease them apart. 
Many hours have been spent with path 
models and causal modeling to try to 
parse causal paths, but the most com­
mon outcome from such careful analy-
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sis is an acknowledgment of how diffi­
cult it is to derive causal relationships 
from cross-sectional data (p. 314)." 

Similarly, Kerlinger and Pedhazur 
write that "the reality is that... indepen­
dent variables are usually correlated. 
Consequently, interpretation of regres­
sion analysis data is often complex, 
difficult, even misleading (p. 77)." 
Darlington (1968) indicated "it would 
be better to simply concede that the 
notion of 'independent contribution to 
variance' has no meaning when predic­
tor variables are intercorrelated (p. 
169)." 

Grisaffe gets no disagreement from 
me when he advances the premise that 
improving the quality of "various com­
ponents and processes of our business" 
should lead to higher overall satisfac­
tion measures. However, this is not the 
point. The issue is the identification of 
those components likely to impact over­
all satisfaction to the greatest extent. 
Grisaffe argues for multiple regression 
as a tool for identifying those compo­
nents. Based on the reasons advanced in 
my original article and supported by the 
arguments made here, I must continue 
to disagree. 

6. Good regressions from good 
designs/should complexity prevent 
use? 

I do not "assign risks" to regression as 
a statistical technique. I do not expect 
regression to compensate for anything 
including "messy" data. Neither do I 
advocate "statistical fishing" using 
stepwise models. Nor does the com­
plexity of regression lead me to recom­
mend a simpler approach. My article 
simply points out several important and 
real-world issues that can impact are­
gression-based analysis and its inter­
pretation. 

Of course, sound designs are critical 
in any research effort. Grisaffe' s expec­
tation of sound research design in cus­
tomer satisfaction appears to be syn­
onymous with regression models which 
use the "right" items that are "already 
known to matter," that exhibit no 
multicollinearity and that result in mod­
els with high R -squared values. I am not 
convinced that we always know enough 
about the issues and variables to assure 
these kinds of outcomes. 

I maintain that regression-based sat­
isfaction analyses are not as straightfor­
ward as might appear at first glance. It is 

my hope that the issues raised in my 
original article and the points made by 
Grisaffe in his rejoinder will continue to 
foster meaningful debate. All of our 
customers will benefit. 
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DIRECTORY OF QUALITATIVE RESEARCH/ 
FOCUS GROUP MODERATORS 

Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone 
numbers. Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact 
publisherfor listing rates: Quirk'sMarketingResearchReview,P.O. Box23536,Minneapolis,MN 55423.612/861-8051. 

Access Research, Inc. Cambridge Research, Inc. Cunninghis Associates D/RJS HealthCare Consultants 
8 Griffin Road North 5831 Cedar Lake Rd. 6400 Flotilla Dr. , #56 3127 Eastway Dr., Ste. 105 
Windsor, CT 06095 St. Louis Park, MN 55416 Holmes Beach, FL 34217 Charlotte, NC 28205 
Ph. 203-688-8821 Ph. 612-525-2011 Ph. 813-778-7050 Ph. 704-532-5856 
Contact: Gerald M. O'Connor Contact: Dale Longfellow Contact: Burt Cunninghis Contact: Dr. Murray Simon 

High Tech, Executives, Bus.-To- 37 Years Exp., Moderator & Specialists in Research with 
Action Research, Inc. Bus., Ag., Specifying Engineers. Moderator Training. Providers & Patients. 
230 Western Avenue 
Boston, MA 02134 Chamberlain Research Consultants Daniel Associates Ebony Marketing Research, Inc. 
Ph. 617-254-0360 12 East Olin Ave. 49 Hill Rd., Ste. 4 2100 Bartow Ave. 
Contact: Steven Davis Madison, WI 53713 Belmont, MA 02178 Baychester Bronx, NY 10475 
Advert., Consumers, Publishing Ph. 608-258-3666 Ph. 617-484-6225 Ph. 718-217-0842 
New Prod. Dev., Small Business Contact: Sharon Chamberlain Contact: Stephen J. Daniel Contact: Ebony Kirkland 

Full-Service Marketing Research/ FOCUS/IT Understanding the High Spac. Conf.Niewing Rooms/Client 
ADI Research, Inc. Business & Consumer Studies. Tech Buying Process. Lounge/Quality Recruiting. 
(See Matrixx Marketing) 

Clarion Marketing and Comm. The Davon Group Equifax/Quick Test Opinion Ctrs. 
Analysis Research Limited 340 Pemberwick Road 1 0 W. Broad St. 5430 Van Nuys Blvd., #102 
4655 Ruffner St., Ste. 180 Greenwich, CT 06831 Columbus, OH 43215 Van Nuys, CA 91401 
San Diego, CA 92111 Ph. 203-531 -3600 Ph. 614-222-2548 Ph. 213-872-1717 
Ph. 619-268-4800 Contact: Thomas L. Greenbaum Contact: Barry J. Mastrine Contact: Louise Kroot-Haukka 
Contact: Arline M. Lowenthal Clarion Offers Unique Approach To Specialize in Focus Groups and Consumer/Pkgd. Goods/Advertising 
All Qual. Needs: Eng. & Span. Groups; Call to Find Out Why. Executive Interviews. Heavy Experience in Fast Food. 
Recruit/Moderate/Analysis. 

Communications Workshop, Inc. Diener & Associates, Inc. Erlich Transcultural Consultants 
The Answer Group 168 N. Michigan Ave. 200 Park Bldg., Ste. 111 21241 Ventura Blvd. , Ste. 193 
4665 Cornell Rd. , Ste. 150 Chicago, IL 60601 Research Triangle Park, NC 27709 Woodland Hills, CA 91364 
Cincinnati, OH 45241 Ph. 312-263-7551 Ph. 919-549-8945 or 800-467-8945 Ph. 818-226-1333 
Ph. 513-489-9000 Contact: Lisa J. Hougsted Contact: Mary E. Diener Contact: Dr. Andrew Erlich 
Contact: Lynn Grome Consumer, Executive, Technical & Business/Communications/ Full Service Latino and Asian 
Consumer, Health Care, Prof., Children Grps. Environmental/ Health/Medica/lEd. Marketing Research 
Focus Groups, One-On-Ones. 

Consumer Opinion Services DMSC Research Find/SVP 
Answers Research 12825-1 stAve. South 3790 El Camino Real, #398 625 Avenue of the Americas 
225 Stevens Ave., Ste. 108 Seattle, WA 98168 Palo Alto, CA 95448 New York, NY 10011 -2002 
Solana Beach, CA 92075 Ph. 206-241-6050 Ph. 415-969-5475 Ph. 212-645-4500 x208 
Ph. 619-792-4660 Contact: Jerry Carter Contact: Donna Schaffer Contact: Ann Middleman 
Contact: David Farlow Consumer, Business Groups and Extensive High Tech. Expertise Mktg. Consulting & Rsch. Health 
Business-to-Business, Hi-Tech, One-On-Ones. and Capabilities. Care, Telecomm. , & Technology. 
Medical, New Product, Biotech. 

Corporate Research Center, Inc. Dolobowsky Qual. Svcs., Inc. First Market Research Corp. 
Auto Pacific Group, Inc. 106 Fairidge Ct. 94 Lincoln St. 2301 Hancock Drive 
12812 Panorama View Jamestown, NC 27282 Waltham, MA 02154 Austin, TX 78756 
Santa Ana, CA 92705-1340 Ph. 919-884-8614 Ph. 617-647-0872 Ph. 800-FIRST-TX (347-7889) 
Ph. 714-838-4234 Contact: John Deuterman Contact: Reva Dolobowsky Contact: James R. Heiman 
Contact: George Peterson Dual Moderating; M + F Modera- Experts In Ideation & Focus High Tech, Publishing, 
Auto Marketing & Product Experts. tors; Video N!C; Kids Groups. Formerly with Synectics. Bus. -To-Bus., Colleges. 
700+ Groups Moderate & Recruit. 

Creative & Response Svces., Inc. Doyle Research Associates, Inc. First Market Research Corp. 
Brand Consulting Group 500 N. Michigan Ave. , 12th Fl. 919 N. Michigan/Ste. 3208 121 Beach St. 
17117 W. Nine Mile Rd./Ste. 1 020 Chicago, IL 60611 Chicago, IL 60611 Boston, MA 02111 
Southfield, Ml48075 Ph. 312-828-9200 Ph. 312-944-4848 Ph. 617-482-9080 
Ph. 313-559-2100 Contact: Sanford Adams Contact: Kathleen M. Doyle Contact: Linda M. Lynch 
Contact: Milton Brand Thirty Years of Leadership in Specialty: Children/Teenagers New Product Development, Health 
Consumer, Advertising Strategy, Qualitative Research. Concept & Product Evaluations. Care, Advertising , Retail. 
New Product Strategy Research. 
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First Market Research Corp. Hammer Marketing Resources Leichliter Associates MedProbe Medical Mktg. Rsch. 
121 Beach St. 179 Inverness Rd. 252 E. 61st St. , Ste. 2C-S 7825 Washington Ave. S.,# 745 
Boston, MA 02111 Severna Pk. (Balt./D.C.), MD 21146 New York, NY 10021 Minneapolis, MN 55435 
Ph. 617-482-9080 Ph. 410-544-9191 Ph. 212-753-2099 Ph. 612-941-7965 
Contact: Jack Reynolds Contact: Bill Hammer Contact: Betsy Leichliter Contact: Asta Gersovitz, Phrm.D. 
Business To Business, Execu- 23 Years Experience - Consumer, Innovative Exploratory RschJ!dea MedProbe Provides Full Service 
tives, Banking. Business & Executive. Development. Offices NY & Chicago. Custom Market Research. 

Focus America Hispanic Marketing Management Research Moosbrugger Marketing Rsch. 
1140 Ave. of the Americas, 9th Fir. Communication Research & Planning Corp. 901 West Hillgrove Ave. 
New York, NY 10036 LaGrange, IL 60525 
Ph. 212-302-1808 

1535 Winding Way 303 Blake St., #200 
Ph. 708-354-5090 

Contact: David Schreier Belmont, CA 94002 Raleigh, NC 27601 Contact: Mary C. Moosbrugger 
Mid-Manhattan Loc./State of the Ph. 415-595-5028 Ph. 800-347-5608 Moderation with Physicians, 
Art Fac./15 Seat Viewing Room. Contact: Dr. Felipe Korzenny Contact: John Watkins Nurses, and Consumers. 

Hisp. Bi-Ung./Bi-Cult. Foe Grps. FORT.1 00 Elec., Camp. , lnfl. Food & 

Focus Plus Anywhere In U.SJQuan. Strat. Cons. Chern, Pol., Sprts., Pub., Cons. Pdcts. Nordhaus Research, Inc. 
79 5th Avenue 20300 W. 12 Mile Rd. 
New York, NY 10003 Horowitz Associates Market Navigation, Inc. Southfield, Ml 48076 
Ph. 212-807-9393 2 East Avenue Teleconference Network Div. Ph. 313-827-2400 
Contact: Elizabeth Lobrano Larchmont, NY 1 0538 2 Prel Plaza Contact: John King 
Impeccable Cons. & B-B Ph. 914-834-5999 Orangeburg, NY 1 0962 Fuii-Svce. Qual. and Quant., Fin., 
Recruiting/Beautiful Facilities. Contact: Howard Horowitz Ph. 914-365-0123 Med., Uti/. , 3 Discussion Rms. 

CableNideo Marketing-Program- Contact: George Silverman 
Focus Research ming-Advertising Strategy. Med., Bus.-to-Bus., Hi-Tech, lndust., PACE, Inc. 
1828 Audobon Ideation, New Prod., Tel. Groups. 31700 Middlebelt Rd., Ste. 200 
New Orleans, LA 70118 iNFOCUS Group Services Farmington Hills, Ml 48334 
Ph. 504-865-1687 5101 Cleveland St. , #304 Marketing Perspectives, Inc. Ph. 313-553-4100 
Contact: Kirsty D. Nunez Virginia Beach, VA 23462 535 127th Lane NW Contact: Peter J. Swetish 
Qualitative/Quantitative Research 

Ph. 804-490-1351 Minneapolis, MN 55448 
Full Service Vehicle Specialist-

& Consultation 
Contact: Grace Fuller-Stanton Ph. 612-755-4227 

OEM & Aftermarket Experience. 

D.S. Fraley & Associates Full Qual. & Facility. Consumer & Contact: Donna Naeve Research Data Analysis, Inc. 
1205 East Madison Park Bus-to-Bus. Training. Seminars. Medical/Consumer Experience- 450 Enterprise Court 
Chicago, IL 60615 USA/International. Bloomfield Hills, Ml 48302 
Ph. 312-536-2670 lntersearch Corporation Ph. 313-332-5000 
Contact: Diane S. Fraley 132 Welsh Rd. Matrixx Marketing-Rsch. Div. Contact: Sanford Stallard 
Full Qual. Specialty: Child/Teen I Horsham, PA 19044 Cincinnati , OH Full Svce. Quai./Quan. Analysis/ 
In-Home/Observational Rsch. Ph. 215-657-6400 Ph. 800-323-8369 Auto./Adv./Comm. 

Contact: Robert S. Cosgrove Contact: Michael L. Dean, Ph.D. 
Frieden Qualitative Services Pharm. -Med./High-Tech/Bus. -to- Cincinnati's Most Modern and RJ Research 
14802 Addison Street Bus./Consumer/Telecomm. Convenient Facilities. P.O. Box 3787 
Sherman Oaks, CA 91403 Santa Rosa, CA 95402 
Ph. 818-789-6894 JRH Marketing Services, Inc. Mature Marketing Research Div. Ph. 707-795-3780 
Contact: Gary Frieden, Ph.D. 29-27 41st Avenue Consumer Sciences, Inc. Contact: Bob Pellegrini 
Blends Soc. Psych. & Mkt. Rsch. New York, NY 11101 245 Federal Rd., Ste. B-22 Full Service Quai./Quan., Most 
for Dynamic Sessions. Ph. 718-786-9640 Brookfield, CT 06804 Packaged Goods & Bus. to Bus. 

Contact: J. Robert Harris, II Ph. 203-797-0666 
Gault Associates Experience Counts: Check out the Contact: Dr. Leslie Harris Rodgers Marketing Research 
2006 Exeter Rd. , Ste. 104 

rest but USE THE BEST. Reg., Nat'/. Studies. Full Svce. 
4575 Edwin Drive, NW 

Germantown, TN 38138 Canton, OH 44718 
Ph. 901 -756-3958 

Qual. & Quan. 
Ph. 216-492-8880 

Contact: Chris Gault KidFactssu Research Contact: Alice Rodgers 
Consumer Products/Home 34405 W. 12 Mile Road, Ste. 121 MCC Qualitative Consulting Creative/Cost Effective: New 
Services. Farmington Hills, Ml48331 Harmon Meadow Product/Consumer, Etc. 

Ph. 313-489-7024 700 Plaza Dr. , 2nd. Fir. 

Grieco Research Group, Inc. Contact: Dana Blackwell Secaucus, NJ 07094 Pamela Rogers Research 
743 North Avenue 66 Qual. & Quan: Specialty Kids/ Ph. 201 -865-4900 (NJ) 2525 Arapahoe Ave., #E4-174 
Los Angeles, CA 90042 Teens. Prod./Pkg./Advrtg. 800-998-4777 (Outside NJ) Boulder, CO 80302 
Ph. 213-254-1990 Contact: Andrea C. Schrager Ph. 303-494-1737 
Contact: Joe Grieco KS & R Consumer Testing Center Insightful, Results-Oriented Contact: Pamela Rogers 
Marketing and Advertising Shoppingtown Mall Research. Local or National. Environmental Issues-Healthy 
Focus Groups. Syracuse, NY 13214 Food/Products/Packaging. 

Ph. 800-289-8028 Susan McQuilkin 
GAM & Associates Contact: Lynne Van Dyke 1117 Evergreen Court Rudick Research 
8807 Kingston Pike, # East E Qualitative/Quantitative, Intercepts, Indianapolis, IN 46240 One Gorham Island, 3rd Floor 
Knoxville, TN 37923 CA Tl, One-on-One. Ph. 317-846-9753 Westport, CT 06880 
Ph. 615-693-3500 Contact: Susan McQuilkin Ph. 203-226-5844 
Contact: Christopher Wise Moderating For Medical or Contact: Mindy Rudick 
Quality Focus Facility/Recruit by 

Consumer Goods Industries. 
1 0+ yrs Experience Utilizing 

Lifestyle Groups. Innovative Techniques. 
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James M. Sears Associates Jane L. Stegner & Ascts. Thorne Creative Rsch. Svces. Dan Wiese Market & Research 
481ndustrial West 2215 Penn Ave. So. 65 Pondfield Rd., Ste. 3 Direction 
Clifton, NJ 07012 Minneapolis, MN 55405 Bronxville, NY 10708 2108 Greenwood Dr., S.E. 

Ph. 201 -777-6000 Ph. 612-377-2490 Ph. 914-337-1364 Cedar Rapids, lA 52403 
Contact: James M. Sears Contact: Jane Stegner Contact: Gina Thorne Ph. 319-364-2866 

Business-To-Business And Bus-To-Bus/Medicai/Fncl. Svcs./ Ideation, teens, New Product Contact: Dan Wiese 
Executives A Specialty. Agric., Groups/1:1's. Ad Concepts, Package Goods. Highly Experienced: Farmers, 

Consumers, Business. 
Southeastern Institute of Strategic Research, Inc. The Travis Company, Inc. 

Research, Inc. 4600 Devonshire Common 509 Cathedral Parkway, Ste. 8E The Winters Group, Inc. 
2325 West Broad St. Fremont, CA 94536 New York, NY 10025 14 Franklin St. , Ste. 920 

Richmond, VA 23220 Ph. 415-797-5561 Ph. 212-222-0882 Rochester, NY 14604 

Ph. 804-358-8981 Contact: Sylvia Wessel Contact: Jerry Travis Ph. 716-546-7480 
Contact: Burnett Wilkes 400 Groups, Hi-Tech/Medical! Qualitative Research and Contact: Nancy Volkmuth 
Est. 1964, Full Service Qualitative Financial/Transportation Svcs. Consultation. Quai./Quan., Secondary, CA Tl, 
and Quantitative Analysis. Cnsltng., Ethnic Rsch. 

Sunbelt Research Associates Trend Quest 
James Spanier Associates 1001 U.S. Highway One, Ste. 310 16959 Bernardo Ctr. Dr., #216 Varnell Inc. 
120 East 75th St. Jupiter, FL 33477 San Diego, CA 92128 147 Columbia Tpke., #302 

New York, NY 10021 Ph. 407-744-5662 Ph. 619-674-1031 Florham Park, NJ 07932 
Ph. 212-472-3766 Contact: Barbara L. Allan Contact: Ann C. Klimowicz Ph. 201 -593-0050 

Contact: Julie Horner 20+ yrs. Exper; Business & Health Care: Focus Groups, In- Contact: Steven M. Yarnell 
Focus Groups And One-On-Ones Consumer Studies; Svce. Oriented. Depth One-on-Ones. New Product Development & 

In Broad Range Of Categories. Positioning. HW!SW Cos. 
Sweeney International, Ltd. Visual Research Comm, Inc. 

Dwight Spencer & Associates 221 Main St. 441 Main St. Youth Research/CSi 
1290 Grandview Avenue Danbury, CT 06810 Metuchen, NJ 08840 65 East India Row, Apt. 7F 
Columbus, OH 43212 Ph. 203-748-1638 Ph. 908-906-6556 Boston, MA 0211 0 

Ph. 614-488-3123 Contact: Timm Sweeney Contact: Ricardo A. Lopez Ph. 617-720-6060 

Contact: Betty Spencer Qualitative Research. Member: 10 Yrs. Exper. in Hispanic Mkt. Bi- Contact: Karen Forcade 
4'x16' Mirror Viewing Rm. Seats QRCAIAMA!Advt. Club. ling., Focus Grp. Anywhere in U.S. Consultants in Marketing to 
8-12. In House AudioNid. Equip. Children and Teens. 

STATE CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact N arne 

California Leichliter Associates Minnesota D/R/S HealthCare Consultants 

Analysis Research Ltd. 
Moosbrugger Marketing Rsch. 

Cambridge Research, Inc. 
Management Rsch. & Ping. Corp. 

Answers Research 
Research In Marketing, Inc. 

Marketing Perspectives, Inc. 
Medical Marketing Research , Inc. 

Auto Pacific Group, Inc. MedProbe Medical Mktg. Rsch. Ohio DMSC Research Indiana Rockwood Research Corp. 
Equifax/Quick Test Opinion Ctrs. Susan McQuilkin Jane L. Stegner and Ascts. The Answer Group 
Erlich Transcultural Consultants The Davon Group 
Frieden Qualitative Services 

Iowa New Jersey Matrixx Marketing 
Grieco Research Group, Inc. Rodgers Marketing Research 
Hispanic Marketing Dan Wiese Mkt. & Rsch. Direc- Cunninghis Associates Dwight Spencer & Associates 
R J Research tion MCC Qualitative Consulting 

Strategic Research , Inc. James M. Sears Associates 
Pennsylvania TrendQuest Louisiana 

Visual Rsch. Comm., Inc. 
Yarnell Inc. lntersearch Corp. 

Colorado Focus Research 

New York Tennessee Pamela Rogers Research Maryland Ebony Marketing Research , Inc. Gault Associates 

Connecticut Hammer Marketing Resources Find/SVP GAM & Associates 
Focus America 

Access Research, Inc. Massachusetts Focus Plus Texas Clarion Marketing and Comm. JRH Marketing Services, Inc. 
Mature Marketing Research Div. Action Research , Inc. Horowitz Associates, Inc. First Market Rsch . (J . Heiman) 
Rudick Research Daniel Associates K S & R Consumer Testing Ctr. 
Sweeney International, Ltd. Dolobowsky Qual. Svcs. , Inc. Leichliter Ascts . Virginia 

First Market Rsch. (L. Lynch) Market Navigation, Inc. 

Florida First Market Rsch. (J . Reynolds) James Spanier Associates 
iNFOCUS Group Services 

Youth Research/CSi Thorne Creative Research Southeastern lnst. of Research, Inc. 
Sunbelt Research Associates The Travis Company 

Michigan The Winters Group Washington 
Illinois Brand Consulting Group Consumer Opinion Services 

Communications Workshop, Inc. KidFacts Research North Carolina 
Creative & Response Rsch. Svcs. Nordhaus Research , Inc. 

Corporate Research Center, Inc. Wisconsin 
Doyle Research Associates PACE, Inc. 

Diener & Associates , Inc. Chamberlain Research Consu~ants 
D.S. Fraley & Associates Research Data Analysis 
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SPECIALTY CROSS INDEX OFMODERATORS 
Refer to Preceding Page For Address, Phone Number and Contact N arne 

ADVERTISING First Market Research (J . Heiman) Pamela Rogers Research 

Action Research, Inc. 
First Market Research (J. Reynolds) HISPANIC 

Analysis Research Ltd. 
lntersearch Corporation EXECUTIVES Analysis Research Ltd. Management Rsch. & Ping. Corp. 

Brand Consulting Group James Spanier Associates Chamberlain Research Cnsltnts. Ebony Marketing Research, Inc. 
Cambridge Research, Inc. Strategic Research , Inc. Creative & Response Rsch. Svcs. Erlich Transcultural Consultants 

Chamberlain Research Cnsltnts. Sweeney International, Ltd. Dolobowsky Qual. Svcs., Inc. Hispanic Marketing 

Creative & Response Rsch. Svcs. Yarnell Inc. First Market Research (J. Heiman) Communication Research 

Dolobowsky Qual. Svcs., Inc. First Market Research (J. Reynolds) Visual Research Comm. , Inc. 

Doyle· Research Associates CANDIES iNFOCUS Group Services 
Erlich Transcultural Consultants lntersearch Corporation IDEA GENERATION 
First Market Research (L. Lynch) D.S. Fraley & Associates PACE, Inc. Analysis Research Ltd. 
D.S. Fraley & Associates James Spanier Associates Brand Consulting Group 
Management Rsch. & Ping. Corp. CHILDREN Sunbelt Research Associates Creative & Response Rsch. Svcs. 
PACE, Inc. Creative & Response Rsch. Svcs. Sweeney International, Ltd. Dolobowsky Qual. Svcs. , Inc. 
Research Data Analysis Doyle Research Associates D.S. Fraley & Associates 
Southeastern Institute of Rsch. D.S. Fraley & Associates FINANCIAL SVCS. Leichliter Associates 
James Spanier Associates KidFacts Research Access Research, Inc. Matrixx Marketing-Research Div. 
Sunbelt Research Associates Matrixx Marketing-Research Div. Cambridge Research, Inc. Sweeney International, Ltd. 
Sweeney International, Ltd. Youth Research/CSi Creative & Response Rsch. Svcs. Thorne Creative Research 
Thorne Creative Research The Davon Group 

AFRICAN-
COMMUNICATIONS Dolobowsky Qual. Svcs., Inc. INDUSTRIAL 
RESEARCH lntersearch Corporation First Market Research (J. Heiman) 

AMERICAN/BLACK Access Research, Inc. 
Matrixx Marketing-Research Div. lntersearch Corporation 
Nordhaus Research, Inc. Market Navigation, Inc. Ebony Marketing Research , Inc. Diener & Associates, Inc. The Research Center 

JRH Marketing Services, Inc. D.S. Fraley & Associates Southeastern Institute of Rsch. 
Sweeney International , Ltd. 

The Winters Group, Inc. James Spanier Associates James Spanier Associates 
Sunbelt Research Associates Sunbelt Research Associates INTERNATIONAL 

AGRICULTURE Sweeney lnt'l. Ltd. Marketing Perspectives, Inc. 

Cambridge Research, Inc. COMPUTERS/MIS 
Market Navigation, Inc. Answers Research FOOD PRODUCTS MEDICAL 

Creative & Response Rsch. Svcs. Creative & Response Rsch. Svcs. PROFESSION 
ALCOHOLIC BEV. Daniel Associates Doyle Research Associates Answers Research 
Access Research, Inc. DMSC Research D.S. Fraley & Associates Diener & Associates, Inc. 
Creative & Response Rsch. Svcs. Find/SVP Gault Associates D/R/S HealthCare Consultants 

First Market Research (J . Heiman) KidFacts Research lntersearch Corporation 
APPAREL/ Market Navigation, Inc. Leichliter Associates Marketing Perspectives, Inc. 

FOOTWEAR 
James Spanier Associates James Spanier Associates Matrixx Marketing-Research Div. Strategic Research, Inc. Thorne Creative Research Medical Marketing Research, Inc. 

Brand Consulting Group Sweeney International , Ltd. 
MedProbe Medical Mktg. Rsch. 

Corporate Research Center, Inc. Yarnell Inc. HEALTH & BEAUTY Nordhaus Research, Inc. 

AUTOMOTIVE CONSUMERS PRODUCTS 
MODERATOR 

Auto Pacific Group, Inc. Action Research, Inc. The Answer Group 

Creative & Response Rsch. Svcs. Chamberlain Research Cnsltnts. D.S. Fraley & Associates TRAINING 
Erlich Transcultural Consultants Consumer Opinion Services Thorne Creative Research Cunninghis Associates 

iNFOCUS Group Services Creative & Response Rsch. Svcs. 
HEALTH CARE Matrixx Marketing-Research Div. Diener & Associates, Inc. NEW PRODUCT 

PACE, Inc. Doyle Research Associates Access Research, Inc. DEVELOPMENT Research Data Analysis D.S. Fraley & Associates Chamberlain Research Cnsltnts. 
lntersearch Corporation Diener & Associates, Inc. Action Research, Inc. 

BIO-TECH Management Rsch . & Ping. Corp. Dolobowsky Qual. Svces. , Inc. Answers Research 

lntersearch Corporation 
Rodgers Marketing Research D/R/S HealthCare Consultants Brand Consulting Group 
Thorne Creative Research Erlich Transcultural Consultants Creative & Response Rsch. Svcs. 

Market Navigation , Inc. 
Find/SVP Daniel Associates 

MedProbe Medical Mktg . Rsch. CUSTOMER First Market Research (L. Lynch) Dolobowsky Qual. Svcs. , Inc. 
TrendQuest D.S. Fraley & Associates 

SATISFACTION First Market Research (J. Reynolds) 
lntersearch Corporation First Market Research (J. Heiman) 

BUS.-TO-BUS. Strategic Research, Inc. Market Navigation, Inc. First Market Research (L. Lynch) 

Access Research, Inc. Matrixx Marketing-Research Div. lntersearch Corporation 

Answers Research ENTERTAINMENT MedProbe Medical Mktg. Rsch. KidFacts Research 

Cambridge Research, Inc. D.S. Fraley & Associates Moosbrugger Mktg. Rsch. Leichliter Associates 

Chamberlain Research Cnsltnts. Sweeney International, Ltd. Nordhaus Research, Inc. Management Rsch. & Ping. Corp. 

Consumer Opinion Services Southeastern Institute of Rsch. Southeastern Institute of Rsch. 

Creative & Response Rsch. Svcs. ENVIRONMENTAL James Spanier Associates James Spanier Associates 

The Davon Group Sunbelt Research Associates Strategic Marketing Svces. 

Diener & Associates, Inc. Diener & Associates, Inc. TrendQuest Youth Research/CSi 
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PACKAGED PUBLIC POLICY SOFT DRINKS, TELECONFERENCING 
GOODS RESEARCH BEER, WINE Cambridge Research, Inc. 

The Answer Group The Davon Group Access Research, Inc. 
Creative & Response Rsch. Svcs. Leichliter Associates Creative & Response Rsch. Svcs. TELEPHONE 
Doyle Research Associates Grieco Research Group, Inc. FOCUS GROUPS 
D.S. Fraley & Associates PUBLISHING Thorne Creative Research 

Answers Research 
Gault Associates 

Action Research, Inc. Creative & Response Rsch. Svcs. 
Thorne Creative Research 

First Market Research (J. Heiman) TEACHERS lntersearch Corporation 

PARENTS 
D.S. Fraley & Associates D.S. Fraley & Associates Market Navigation, Inc. 
iNFOCUS Group Services 

Doyle Research Associates Thorne Creative Research TEENAGERS TOYS/GAMES 

PET PRODUCTS RETAIL 
Creative & Response Rsch. Svcs. KidFacts Research 
Doyle Research Associates Youth Research/CSi 

Cambridge Research , Inc. Brand Consulting Group D.S. Fraley & Associates 
Thorne Creative Research First Market Research (L. Lynch) KidFacts Research TRANSPORTATION 

iNFOCUS Group Services Matrixx Marketing-Research Div. 
SERVICES PHARMACEUTICALS Thorne Creative Research 

The Answer Group SENIORS Youth Research/CSi Sweeney International, Ltd. 

Creative & Response Rsch. Svcs. Diener & Associates , Inc. 
lB..ECXJvtVU«:"J'D.S TRAVEL D/R/S HealthCare Consultants Erlich Transcultural Consultants 

lntersearch Corporation Mature Marketing Research Div. Answers Research Sweeney International, Ltd. 
Market Navigation, Inc. Sunbelt Research Associates Cunninghis Associates 
MedProbe Medical Mktg. Rsch. DMSC Research UTILITIES 
James Spanier Associates SMALL BUSINESS/ Find/SVP Chamberlain Research Cnsltnts. 
TrendQuest 

ENTREPRENEURS 
First Market Research (J. Heiman) Nordhaus Research, Inc. 
Horowitz Associates, Inc. 

POLITICAL Action Research, Inc. iNFOCUS Group Services 
YOUTH Yarnell Inc. lntersearch Corporation 

RESEARCH Southeastern Institute of Rsch . Doyle Research Associates 
Chamberlain Research Cnsltnts. 
Management Rsch. & Ping. Corp. 

Data Processing Made Easy 
continued from p. 18 

page causes a clerk to accidentally skip 
a response during data entry, all the 
subsequent questions will be entered in 
to the wrong columns as explained 
above. By aligning the codes on one 
side of the page, this problem will be 
solved. 

Because surveys are usually stapled 
in the upper-left corner, aligning the 
answer codes on the right side of the 
page, rather than on the left, will make 

Example 3 

viewers will record the answer in a 
myriad of ways, making data entry dif­
ficult. Unless these two answers must 
be analyzed separately, a single code 
can be simply added, as in example 1. 
By adding this code to each question, 
don't know/refused responses can be 
handled with consistency. 

Define skip pattern logic clearly. 
Confusion over skip pattern instruc­
tions during data collection will cause 
problems during data processing. Con­
sider example 3. 

Since there is no skip instruction for 

Do you feel Blake Ream has done his job as congressman well enough to deserve re­
election, or do you feel it is time to give someone else the chance to do a better job? 

Re-elect 
New person 

1 (Skip to 0.11) 
2(Skip to 0.12) 

(DO NOT READ) 
OK/REF 3 

both interviewing and data entry faster 
and more convenient. 

Optionsfordon'tknow/refused. Al­
most all questions will have at least one 
respondent who says" I don't know" or 
refuses to answer. Without a consistent 
way of handling these responses, inter-
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the third option, the interviewers will be 
unsure of what to do when a respondent 
answers "I don't know." Some inter­
viewers will respond by asking ques­
tion 11, some will ask question 12, 
some will ask neither, and a few will ask 
both. Such inconsistencies will cause 

D.S. Fraley & Associates 
Youth Research/CSi 

confusion during data processing. By 
simply adding an instruction to the DK/ 
REF option, interviewing and data pro­
cessing confusion will be avoided in 
situations such as this. 

Provide generous room for open­
ended answers. When detailed open­
ended answers are desired but not 
enough page-space has been allotted, 
interviewers will often "cram" the an­
swer onto the space given, making the 
answers difficult to read. By simply 
expanding the allotted space, answers 
will be easier to read and therefore the 
open-end processing will be more accu­
rate. 

These few steps, if taken during the 
survey design process, will make your 
data processing easier. Numeric codes 
should be used to identify respondent 
options. The number of digits in the 
codes should be minimized and kept con­
stant. The codes should be aligned on the 
right side of the page. In addition, skip 
pattern instructions should be clearly 
explained. Lastly, generous page space 
should be provided to interviewers to 
write open-ended responses. Applying 
these imple suggestions will increase 
data processing accuracy, improve effi­
ciency, and prevent headaches. 0 
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Classification Trees 
continued from p. 9 

in developing their market plans. 
The chart displayed in Figure 2 shows 

that while nine key segments have been 
identified as nodes on the classification 
tree, three segments (shown at the bot­
tom of the chart) account for almost half 
of the CSB owners. By identifying seg­
ments in this fashion Market Facts is in 
a position to advise its clients where 
they can best invest their marketing 
dollars. In Figure 2 the best segments 
are those with the highest gains ratios; 
for example, the segment at the bottom 

Benefits of classification trees 
The primary benefits of classification 

trees are the thorough, automated analy­
sis and time savings they offer. As shown 
above, crosstabulation approaches do 
not readily summarize data relation­
ships-certainly not when it comes to 
producing three-way and higher dimen­
sional tables. There are just too many 
operations to perform and tables to look 
at. In the case of CSB ownership, pre­
sented in Figure 1, there are approxi­
mately 225 different ways (over 25 mil­
lion) that the predictor codes could be 
clustered with respect to their inter- and 
intra-group values on the Canada Bond 

....---------------------------. Ownership vari-
able-adaunting 
searc h task if 
done using tradi-

Figure 2: Market Gains Chart for Canada Savings Bond Ownership 
tional statistical 
methods. Classi-

Under $15,000 Income 

$15-24,000 Income 

$25-49,000/French Speaking 

$50,000+ income/ 
Quebec & Prairies 

$25-49,000 income/ 
English spealcing/ 
Rural and large cities 

$25-49,000 income/ 
English speaking/Small 
towns & mega cities* 

$50,000 + income/Ontario & 
B.CJI -2 household ize 

$50,000+ income/ 
Ontario &B.CJ 
3+ household size 

$50,000 +Income/Atlantic 

% of Total % Owning % Total 
Population CSBs CSB Owners Gains ratio 

(0.46) 

(0.66) 

/ (0.6) 
/ 

/ 
/ 26. / 

/ 1.07 
/ 

/ 

/ 
/ 

1.07 

/ 
/ 

/ 

/ 1.25 

1.25 

1.5 

1.6 

100% 40% 100% 

* Mega cities= I MM. +; Large cities= lOOM- IMM; Small towns= under lOOM 

fication trees do 
thi s job auto­
matically-usu­
all y in a matter 
of minutes. 

Another ben­
efit of classifica­
tion trees is the 
ability to calcu­
late all possible 
segmenting vari­
ables at any level 
of the tree. This 
provides the user 
with the ability 
to preview all 
possible classi­
fier variables at 
any stage in the 
growthofthetree 
in order to pick 
the "best" classi­
fier (from the 
point of view of 
explanatory 

~-----------------------~ 

power, theoreti­
cal market 
model, or both). 

of the chart-people who earn at least 
$50,000 per year and who live in Ontario 
and British Columbia in households of 
three or more persons-represent 13% 
of the total population but account for 
20% or one-fifth of the total CSB buy­
ers. This gives them a gains ratio of 1.5 
-a leverage of 50%! 
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Once a branch 
is grown and descendent nodes (or 
leaves) of the classification tree are dis­
played the process of segmenting lower 
nodes can begin anew. Thus, in de­
scending to lower and lower nodes the 
full tree is grown. This produces a re­
fined market segmentation model where 
the bottom nodes, or branches, are pre-

sented as unique market segments. By 
tracing the branches that define these 
terminal nodes the multi-dimensional 
attributes that define the market seg­
ment may be identified. This simplicity 
of presentation is a major benefit in its 
own right: each market segment is 
clearly identified as a separate node of 
the classification tree. Since groups of 
codes are clustered together the infor­
mation is presented in summary form. 
So the information is highly summa­
rized and rapidly digested. And unlike 
most multi-dimensional techniques, the 
information is displayed graphically. 
So the results can be immediately dupli­
cated and distributed to non-statistical 
audiences. 

The kinds of classification tree soft­
ware illustrated in the Market Facts 
case study have a long history in social 
research4

• But it is only recently with 
the advent of personal computer soft­
ware packages that the benefits that 
these packages offer have become 
widely available. Classification trees 
will play an increasingly important role 
in the marketing activities of companies 
now and in the years to come because 
they enable suppliers of data and re­
search products to quickly identify niche 
markets for products where the demand 
is strong and where the purchasing 
power is greatest. 0 

Footnotes 
1. Classification trees are PC-based imple­

mentations of mainframe AID, CHA/0 and 
CART packages. 

See Steven Struh/'s article "Classification 
tree methods: AID, CHA/0 and CART" in the 
February 1992 issue of Quirk's Marketing 
Research Review for a comparative analy­
sis. 

2. There are two PC products that are 
widely available in the market now-one is 
developed by SPSS Inc. of Chicago, Illinois 
(PC+ICHAID); the other by FirstMark Tech­
nologies Ltd. of Ottawa, Canada 
(KnowledgeSEEKER). 

3. The type of dependent variable nor­
mally determines whether the analysis is 
consideredCHAIDorCART. CHAIDrefers to 
CHI-squared AID, so works with a categori­
cal dependent variable, CART refers to Clas­
sification and Regression Trees, so works 
with a continuous dependent variable. 
KnowledgeSEEKER, refered to above, per­
form both kinds of analysis. 

4. For a description of the early AID 
package see Morgan, Baker and Sonquist 
"Searching for Structure," Institute for Social 
Research, University of Michigan, Ann Arbor, 
Michigan, 1973. 
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Survey Monitor 
continued from p. 21 

ing history 
• some negative response about the 

degree of protection of personal infor­
mation to be expected from business in 
the future. 

Conducted in June 1992 by Louis 
Harris and Associates for Equifax, the 
latest survey is the second annual up­
date to the 1990 study The Equifax 
Report on Consumers in the Informa­
tion Age. It reveals that consumers see 
benefits and dangers surrounding uses 
of computers and in the availability and 

use of public record information by 
businesses and individuals. 

• Most Americans acknowledge the 
benefits that computers have brought to 
society. Almost four in five (79%) agree 
that "computers have improved the qual­
ity of life in our society." Eighty-nine 
percent agree that "computer give 
people more convenient acces to use­
ful information and services." 

• At the same time, most Americans 
also acknowledge that present computer 
uses pose dangers to personal privacy. 
Almost seven in ten (68%) Americans 
agree that "the present uses of comput­
ers represent a threat to personal pri-

vacy." 
• Regarding public records, the ma­

jority of Americans believe it is all right 
for companies to check public record 
information of consumers applying for 
credit (71 %), auto insurance (72%), or 
a job (75%). 

• On the other hand, the public is 
much less likely to say it is all right to 
have individual public record informa­
tion available to private investigators 
(34% ), companies who mail people in­
formation about products and services 
(34% ), and the media to publish infor­
mation about public figures (28%). 

Vulnerability Analysis •Pay less attention to those aspects where you are doing well , 
continued from p. 27 the link with the dependent mea ure is weak, and only a small 

percentage of customers are affected. 
crosstabulation is limited by the proportion of customers af- The output from vulnerability analysis, in addition to a 
fected. If other things are equal, the higher the percentage of ranking of the attributes, can al o show how vulnerability 
customers affected, the higher the vulnerability. For our separates into its three components - extent, severity, and 
example, this component equals 300/400, or 75%. impact. We can determine the major contributor toward a large 

2. Severity of the problem, or attribute satisfaction level. This vulnerability by comparing the relative magnitudes of the 
percentage determines how many customers make up the total components with those for other attributes. Assume we have 
for each row. For example, the crosstabulation total times the two attributes that affect all cu tomers (extent= 100%). An 
less satisfied percentage determines the frrst row total. If other attribute with mediocre satisfaction ratings but high impact 
things are equal, an attribute with lower satisfaction levels may have the same vulnerability as an attribute with feeble 
produces a larger vulnerability. For our example, this compo- satisfaction ratings and low impact. Although the vulnerability 
nent is 120/300, or 40%. to competitors is comparable, the prescription for action may be 

3. Impact, or strength of association with dependent measure. quite different. 
The stronger the link with the dependent mea ure, the more Critics at tills point may say this approach i fme as far as it 
likely customers who are les satisfied with an attribute will also goes. But since each attribute is considered individually, we 
be less satisfied overall. This component can be represented by have not revealed any of the interplay or relationships that are 
the chi-square statistic or the correlation coefficient. It can also sure to exi t among the attributes. These important associations 
be calculated as the percentage less satisfied overall among can be discovered using other multivariate techniques such as 
customers less satisfied with an attribute. If other things are variable clustering, or factor analysis followed by a multiple 
equal, the stronger the association with the dependent measure, regression on the derived factors. An interesting and often 
the larger the vulnerability. For our example, 80/120 = 67%. fruitful approach is to conduct a TURF analysis on vulnerability 
Note: If the overall rating and this attribute were not related- data. Tills analysis shows the groups of two, three, or more 
i.e., statistically independent-we would expect a Cell A fre- attributes that most efficiently and parsimoniously minimize 
quency of only about 44, not 80. your vulnerability to competition. 

All three of these components combine to determine vulner-
ability. Breaking vulnerability into its components leads to two Summary 
common-sense recommendations: Vulnerability analysis gives the marketer one number or 

•Focus on aspects that represent severe problems, have an percentage for each attribute to determine where to investor cut 
impact on the dependent measure, and affect a large part of your back. The same analysis can be conducted on your competitors 
customer base. to discover their weaknesse . Vulnerability analysis goes 
----------------------, beyond standard Importance/Performance plots by, 1) making 

SIXTH SEMI-ANNUAL SYMPOSIUM ON 
THE YOUTH MARKET 

MAY 6-7 1993 

ST. MORITZ ON THE PARK, NEW YORK CITY 

Sponsored by The Marketing to Kids Report 
and Youth Research. 

For registration and information call Margaret 
Wilkin, Youth Research at 203/797-0666 

Circle No. 524 on Reader Card 
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attributes with widely differing impact (importance) and sever­
ity (performance) directly comparable, 2) explicitly accounting 
for varying base sizes acros attributes, 3) eliminating the 
restrictive assumptions required by other multivariate methods 
(e.g., regression/correlation, partial least squares, LISREL), 
and most importantly, 4) yielding more intuitively appealing 
results. 

As stated earlier, vulnerability analysis seems deceptively 
simple- which may be enough reason for some practitioners 
to reject it. This simplicity also represents its greatest strength 
-itiseasytocommunicate the results to non-researchers. Like 
any other technique, it may have shortcomings. Still, vulner­
ability analysis can be an important piece when you are trying 
to solve the customer satisfaction puzzle. 0 
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Levi's 
continued from p. 7 

ing, obviously, but it takes the comput­
erese out and lays things out for them in 
simple language." 

Overall, the computer-assisted inter­
viewing greatly simplifies the process, 
Burch says. "We developed special 
scales for the kids to use and it's very 
helpful to be able to do it using the 
computer. In the past we relied on physi­
cal objects and that required taking time 
out to explain the scale and how to use 
it. 

"You're dealing with complex situa­
tions and the computer can handle these 
things and present brand lists on a ran­
domized basis. It handles the skips and 
instructions and eliminates errors. It 
pulls up screens that would not other­
wise appear based on responses. You 
don't have to ask kids about things that 
aren't relevant." 

Reduces tasks 
The software further simplifies the 

interview process by reducing the num­
ber of tasks the interviewer has to handle 
and by offering clear instructions. For 
example it cues the interviewer on when 
to initiate the VCR section and when to 
pass the screen to the child. "In a mall 
setting when you're trying to do mul­
tiple things interviewers tend to get over­
whelmed by all the pieces of paper they 
have to handle. This way there wasn't 
much of that. Instead of juggling the 
questionnaire and figuring out when to 
play the video it was all explained to 
them in a step by step way," ACS's Amy 
Yoffie says. 

Burch: "The system enables us to 
obtain much more information than you 
would otherwise be able to with kids. 
An interview length of30-45 minutes is 
pushing it, even with older kids, and 
with this type of approach, using the 
videotape presentation and the enter­
tainment breaks, we were able to main­
tain their active involvement and get 
information that I don't feel we would 
have been otherwise able to do in the 
traditional paper and pencil interview." 

Quick turnaround 
The data is sent to ACS for tabbing, 

either on disk or via modem. The mo­
dem option means that turnaround can 
be quite short, though not every mall 
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facility is equipped to handle data trans­
mission that way. 

"Everyone is taking baby steps," 
Y offie says of the mall facilities, "but 
we have three or four groups of mall 
facilities that we work with who can 
transmit by phone. That's been a real · 
boon. We did a study for another client 
involving a name test and we started 
Thursday and we had data to them on 
Monday morning because they were 
deciding that afternoon what to go with. 
It doesn't get much better than that." 

New technology 
Though it can be difficult to convince 

clients to make the leap into new tech­
nology, Burch says Levi's was com­
fortable with the new system. "Levi's is 
really a very forward looking client. 
Not every situation is going to be appro­
priate for a computerized interview with 
children but many are. It can be particu­
larly advantageous with tracking situa­
tions. They were oriented toward this 
system, recognizing that what they 
wanted to do was pushing the outer 
limits in terms of the interview length 
and the attention and interest of the 
children. They knew there was the 
chance that the data toward the end of 
the interview would be jeopardized. So 
they saw the need to come up with 
something innovative and unique that 
would allow them to get as much infor­
mation as they wanted to from the kids 
but in a way that was not onerous for the 
children. 

"The experience has been a real posi­
tive one and shown me that computer 
interviews are not simply ones where 
the interviewers administer the ques­
tionnaire. A system where the child 
actually interacts with the computers 
themselves is suitable and appropriate 
for children's research and has signifi­
cant advantages in certain situations. 
Not every project requires computer­
ized interviews and we still do a number 
of traditional types of interviews. But in 
tracking situations, concept testing and 
other situations where the measurements 
are essentially going to be repeated, and 
where there's complex information to 
present to the respondent and tasks that 
challenge the interviewer in terms of 
their administration of the interview, 
this is the way to go. It can really pay 
some dividends." 0 

FIRST, 
MARKET 

RESEARCH. 

First Market Research helps its 
clients "get the facts" with: 

• Focus-group rooms in 
down town Boston and 
downtown Austin 

• National telephone inter­
viewing with remote 
monitoring 

• Special expertise in: 
business-to-business 
high technology 
consumer research 
health care 

The common-sense comma. 
It turns our name into an agenda. 

1-800-FIRST-1-1 
1-800-FIRST-TX 

First 
Market 

= Research 
121 Beach street. Boston, MA 02111 

(617) 482-9080 
2301 Hancock Drive. Austin. TX 75756 

(5 12) 451 -4000 

Circ le No. 512 on Reader Card 
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DATA PROCESSING I SOFTWARE I 

STATISTICAL ANALYSIS DIRECTORY 

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. 718/824-8887 
Fax 718/824-8856 
Contact: Susan Acquafredda 
Section I 

Adapt, Inc. 
6133 Blue Circle Dr. , Ste. 100 
Minnetonka, MN 55343 
Ph. 612/939-0538 
Fax 612/939-0539 
Contact: Karen Koch 
Section 1,11 

Advanced Concepts 
4129 No. Port Washington Ave. 
Milwaukee WI 53212 
Ph. 414/963-0999 
Contact: Jeff Wohlfahrt 
Section Ill 

Advanced Data Research 
470 Enterprise Court 
Bloomfield Hills, Ml 483029 
Ph . 313/332-1217 
Fax 313/332-4168 
Contact: Kevin Cook 
Section Ill 

Alphastat Research Corporation 
89 Bay State Rd. 
Belmont, MA 02178 
Ph. 617/484-2659 
Fax 617/484-1430 
Contact: Minna Levine 
Section 1,11 

American Demographics 
P.O. Box 68 
Ithaca, NY 14851 
Ph. 800/828-1133 
Fax 607/273-3196 

Contact: James Madden 
Section Ill 

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

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

Section I, II , Ill , IV 

Analysis and Forecasting, Inc. 
18 Brattle Street 
Cambridge, MA 02138 
Ph. 617/491 -8171 
Contact: John Pitkin 
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 Ext. 297 
Fax 415/694-2904 
Contact: Bill Ray 
Section Ill 
(See advertisement on page 21) 

Ardisson & Associates , Inc. 
2399 Hwy. 29 South, #4 
Lawrenceville, GA 30244 
Ph . 404/339-1091 
Fax 404/339-1 092 
Contact: Tom Ardisson 
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 
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 & Ascts . 
P.O. Box 400 
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 1,11 

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

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 . 213-479-7799 
Section II , Ill , IV 

Bolding Tab Service, Inc. 
22 Sachem Street 
Norwalk, CT 06850 
Ph . 203/847-1108 
Fax 203/849-9300 
Contact: Lee Bolding 
Section I 

Bradenton Data 
1303 10th St. E. 
Palmetto, FL 34221 
Ph. 813/729-5694 
Fax 813/729-2739 
Contact: Scott Stewart 
Section I 

Quirk's Marketing Research Review 



Bretton-Clark 
89 Headquarters Plz., 14th Fl. 
Morristown, NJ 07960 
Ph. 201/993-3135 
Fax 201/993-1757 
Contact: Steve Herman 
Section Ill 
(See advertisement on page 12) 

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

Business Forecast Systems, Inc. 
68 Leonard Street, 2nd Fir. 
Belmont, MA 02178 
Ph. 617/484-5050 
Fax 617/484-9219 
Contact: Kathleen Hemming 
Section Ill 

CACI Marketing Systems 
11 00 No. Glebe Rd. 
Arlington, VA 22201 
Ph. 800/292-2224 
Fax 703/243-6272 

Contact: Michael Johnson 

Branch : 
3333 N. Torrey Pines Ct. 
La Jolla, CA 92037 
Ph. 800/394-3690 
Fax 619/450-0463 
Contact: Paula Ciminelli 

Section 1,11,111 

Caliper Corporation 
1172 Beacon Street 
Newton, MA 02161 
Ph. 617/527-4700 
Contact: Howard Slavin 
Section Ill, IV 

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

Ceresco Marketing, Inc. 
8101 Agnew Road 
Ceresco, NE 68017 
Ph. 800/642-4638 
Fax 402/785-2073 
Contact: Robert E. Lookabaugh 
Section 1,111 

Claritas/N P DC 
P.O. Box 610 
Ithaca, NY 14851 
Ph. 607/273-8208 
Section III ,IV 

Computab, Div. The Prima, Inc. 
40 Old State Rd. , #203 
Ballwin , MO 63021 
Ph. 314/391 -3383 
Fax 314/391-3299 
Contact: Bill Korth 
Section 1,11 
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Computer Associates, Inc. 
1 Computer Associates Plz. 
Islandia, NY 11788 
Ph. 516/342-5224 
Section IV 

Computers for Marketing Corporation 
547 Howard Street 

San Francisco, CA 94105 
Ph. 415/777-04 70 
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. 
World Trade Center, Ste. 7967 
New York, NY 10048 
Ph. 212/524-7760 
Contact: Karen Feeks 
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 or 313/540-5330 
Fax 313/645-5685 
Contact: Richard Miller 

Branch: 
4301 Ridge Road 
Cleveland, OH 44144 
Ph. 216/351-4644 
Fax 216/351-7876 
Contact: Ron Kornokovich 

831 OC Old Courthouse Rd. 
Vienna, VA 22182 
Contact: Tricia Barnes 

Section 1,11 

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 & Ascts., Ltd. 
1 Bridge Street 
Irvington, NY 1 0533 
Ph. 914/591 -4731 
Fax 914/591-4659 
Contact: Doris J. Cooper 
Section I 
(See advertisement on page 39) 

rli(l 
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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) ~91-4731 

For Instant Faxed Information 
(800) 227-5638 ext. 141 
Hove Your Fox # Ready 
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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 
Section I 

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 
Fax 312/443-1349 
Contact: Anthony Pacenti 

61 Wilton Road 
Westport, CT 06880 
Ph. 203/222-0838 
Fax 203/222-7713 
Contact: Jeffrey Goldman 

Sectioni,II ,III ,IV 

Creative Research Systems 
15 Lone Oak Center 
Petaluma, CA 94952 

Ph. 707/765-1001 
Fax 707/768-1068 
Contact: Lisa M. Bacon 
Section 1,11 , Ill 
(See advertisement on page 40) 

Crunch Software Corp. 
7677 Oakport Rd ., #470 
Oakland, CA 94621 
Ph . 510/562-9900 
Fax 510/562-9919 
Contact: Robert Wiles 
Section Ill 

Cybernetic Solutions Co. 
3479 W. 7480 So. 
Salt Lake City, UT 84084 
Ph. 801 /568-1190 
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: John Jeter 
Section I, II 

----------------1 Datan, Inc. 

"Most effective 
all round cross 
tab program on 
the market" 

- actual user comment 

The Survey System 

Analyzes marketing, public 
opinion, customer satisfaction, 
employee attitude surveys. 
Handles mail, personal, phone, 
scanner, disk-by-mail or 
computer interviews. Records 
verbatim text and actual voice 
answers. Powerful, flexible, 
user friendly. Free support. 

c 
RS 

Creative Research 
Systems 

15 Lone Oak, Dept. Q 
Petaluma, CA 94952 

Phone (707) 765-1001 
Fax (707) 765-1068 
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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 1,111 

Data Recognition Corporation 
5900 Baker Road 
Minnetonka, MN 55345 
Ph. 612/935-5900 or 800/826-2368 
Fax 612/935-1435 
Contact: Wayne M. Serie 

Branch : 
P.O. Box 1167 
Iowa City, lA 52246 
Ph. 319/339-8011 
Fax 319/339-8010 
Contact: Patrick Hensel 

Section 1,11 

DataSource 
P.O. Box 80432 
Indianapolis, IN 46280-0432 
Ph. 317/843-3939 
Fax 317/843-8638 
Section I, II 

DataStar, Inc. 
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. 404/455-01 14 
Fax 404/458-8926 
Contact: Beth Bearsto 
Section I, II 

Data Vision Research , Inc. 
29 Emmons, Bldg . G1 
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 /285-1228 
Contact: Hans Levenbach 
Section II , Ill 

Devcom Mid-America Inc. 
2603 W. 22nd St., Ste. 23 
Oak Brook, IL 60521 
Ph. 708/574-3600 
Fax 708/572-0508 
Contact: Ronald Diener 
Section IV 

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

Donnelley Demographics 
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 
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Equifax Nat'l. Decision Systems 
539 Encinitas Blvd. 
Encinitas, CA 92024 
Ph . 619/942-7000 
Fax 619/944-9543 
Section Ill , IV 

Expert Choice, Inc. 
4922 Ellsworth Ave. 
Pittsburgh, PA 15213 
Ph. 412/682-3844 
Contact: Rozann Whitaker 
Section Ill 

Fassino Associates 
1 Veterans Square 
Media, PA 19063 
Ph . 215/516-4210 or 800/854-0019 
Fax 215/566-4252 
Contact: Michael Fassino 
Section II 

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

FirstMark Technologies Ltd. 
600-14 Concourse Gate 
Ottawa, Ontario, Canada K2E 7S8 
Ph. 800/387-7335 or 613/723-8020 
Fax 61 3/723-8048 
Contact: Lucienne Dumoulin 
Section 11 ,111 
(See advertisement on page 41) 

Fisher Ascts ./Uniscore, Inc. 
P.O. Box 3204 
Englewood, CO 80155-3204 
Ph . 800/759-7615 
Fax 303/237-5047 
Contact: Millard T. Fisher 

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

Geographic Data Technology, Inc. 
13 Dartmouth College Highway 
Lyme, NH 03768 
Ph. 603/795-2183 
Contact: Neil Wheelwright 
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 

February, 1993 

Hancock Information Group 
2180 West S.R. 434, Ste. 3170 
Longwood, FL 32779 
Ph. 407/682-1556 
Fax 407/682-0025 
Contact: Tina Storey 
Section 1,11 

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

The Idea Works, Inc. 
607 Jackson St. 
Columbia, MO 65203 
Ph. 314/875-5827 
Fax 314/875-5812 
Contact: Edward Mirielli 
Section 11 ,111 

I MA, Inc. 
6527 Main Street 
Trumbull , CT 0611 
Ph . 203/261 -4777 
Section IV 

lmagisys, Inc. 
60 Rome St. 
Farmingdale, NY 11735 
Ph. 516/420-4770 
Contact: Herb Rubinsky 
Section 1,11 ,111 

Immediate Quality Data 
5775 So. Bay Rd. 
Cicero, NY 13039 
Ph . 315/458-9320 
Contact: John McCarthy 
Section I, II 
(See advertisement on page 41) 

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

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

lntera Tydac Technologies Inc. 
2 Gurdwara Rd. , Ste. 210 
Nepean, Ontario, Canada K2E 1 A2 
Ph. 613/226-5525 
Fax 613/226-381 9 
Contact: Patti Murphy 

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

Section III ,IV 

Immediate Quality Data 

coding 
keypunch 

tables 
statistics 

cross-tabs 

Data on floppy or 
telecommunicated 

(315) 458-9327 
Circle No. 51 8 on Reader Card 

Tired of looking at 
crosstabs? 

Identify your best segments in minutes with 

Knowl edge SEEKER® 
• Saves time- automatically recodes and 

partitions data to find the best segments; 

• E liminates guesswork - uses CHAID/CART 
technique to reveal multidimensional 
relationships; 

• Easy Data Manipulation -Interactive 
features enable you to refine the analysis to 
achieve optimum results. 

Call now! 1-800-387-7335 
Satisfaction Guaranteed ® FirstMark Technologies Ltd 613n23-8020 Fax: 613n23-8048 
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International Data Corp. 
1884 Lackland Hill Pkwy., #3 
Maryland Heights, MO 63043 
Ph. 314/432-7866 
Fax 314/432-5960 
Contact: Gayle Myers 
Section I 

IRA 
701 No. Plano Rd. 
Richardson , TX 75081 
Ph. 214/690-4493 
Contact: Andy Keedy 
Section I 

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

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 

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

Leadtrack Services 
P.O. Box 862215 
Marietta, GA 30062 
Ph. 404/594-7860 
Fax 404/594-1289 
Contact: Norman R. Koltys 
Section Ill 

Leibowitz Market Research Ascts. 
One Parkway PI./Ste. 11 0 
Charlotte, NC 28217 
Ph. 704/357-1961 
Fax 704/35 7-1965 
Contact: T eri Leibowitz 
Section Ill 

Lincoln Systems Corporation 
P.O. Box 391 
West Ford, MA 01886 
Ph. 508/692-3910 
Contact: Mike Harte 
Section 11,111 

LPC, Inc. 
4343 Commerce Ct. , #500 
Lisle, IL 60532-3618 
Ph. 708/505-0572 
Fax 708/505-5948 
Section IV 
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M. Lynch Company 
80 Fifth Ave. 
New York, NY 10011 
Ph. 212/243-9022 
Fax 212/989-2234 
Contact: Marguerite Lynch 
Section I 

Macro*World Research Corp. 
4265 Brownsboro Rd. , #170 
Winston-Salem, NC 27106 
Ph. 919/759-0600 
Fax 919/759-0636 
Contact: Douglas A. Graham 
Section Ill 

Daniel Mallett Associates 
300 Central Park West 
New York, NY 10024 
Ph . 212/724-9877 
Section Ill 

Management Science Associates/ 
Market Science Associates 
6565 Penn Avenue 
Pittsburgh, PA 15206-4490 
Ph. 412/362-2000 
Fax 412/363-5598 
Contact: Jim Stangl 

Branches: 
10600 W. Higgins Rd., #203 
Rosemont, IL 60018 
Ph . 708/390-7090 
Fax 708/390-7095 
Contact: Shirley Valko 

Century Plaza 2000, #333 
Columbia, MD 21 044 
Ph . 41 0/997-3660 
Fax 410/997-367 4 
Contact: Laurie Wachter 

Market Science Associates 
1560 Broadway, Ste. 300 
New York, NY 10036 
Ph . 212/398-9100 
Fax 212/398-9121 
Contact: Daniel Ray 

Section I, II , Ill , IV 

Manugistics 
2115 E. Jefferson Street 
Rockville, MD 20850 
Ph. 301 /984-5000 
Fax 301 /984-5094 
Contact: Lynn Wishard 
Section 11 ,111 

Maplnfo Corp. 
200 Broadway 
Troy, NY 12180 
Ph. 518/274-6000 
Fax 518/27 4-6066 
Section Ill 

M/NR/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 
St. Louis County, MO 63099 
Ph . 314/827-161 0 
Fax 314/827-3224 
Contact: Bill Lewellen , Pres. 

Branch: 
(Performance Measurement Group) 
St. Louis, MO 
Ph . 314/827-2417 
Contact: Mike Phillips 

Atlanta, GA 
Ph. 404/551 -6450 
Contact: Jack Carew 

Bolingbrook, IL 
Ph. 708/759-0700 
Contact: Michael Brereton 

Redwood City, CA 
Ph. 415/802-4101 
Contact: John Glazier 

New York, NY 
Ph. 212/983-7575 
Contact: Steve Wolf 

Bloomington, MN 
Ph. 612/885-3885 
Contact: Lynn M. Newman 

Clark, NJ 
Ph. 908/388-4800 
Contact: Sandy Hoffman 

Artesia, CA 
Ph. 310/809-0500 
Contact: Robert 0 . Loper 

Agri ./lnd. (St. Louis) 
Ph . 314/827-2305 
Contact: Roy Cleveland 

Troy, Ml 
Ph. 313/643-6699 
Contact: Robert P. Stephenson 

Gardena, CA (Automotive) 
Ph. 213/323-2882 
Contact: Carolyn H. Garfein 

Toledo, OH 
Ph. 419/841 -2831 
Contact: Ron Lipovsky 

Sections I, II , Ill 
(See advertisement on page 2) 

Market Action Research Software 
16 W. 501 58th St. , #21 -A 
Clarendon Hills, IL 60514-1740 
Ph . 708/986-0830 or 800/998-0830 
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 
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Marketing Information Systems 
1840 Oak Avenue, 4th Fir. 
Evanston, IL 60201 
Ph. 708/491 -3885 
Fax 708/491 -0682 
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. 100 
Wauwatosa, WI 53226 
Ph . 414/778-3737 
Contact: T.R. Rao 
Section I, II , Ill 

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 61) 

MarketPlace Research , Inc. 
7800 Cooper Rd., #202 
Cincinnati , OH 45242 
Ph. 513/891-8891 
fAX 513/891 -8897 
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 St. , #1 004 
New York, NY 10036 
Ph. 212/869-6262 
Fax 212/869-6593 
Section I,II ,III ,IV 

Mathmatica Policy Research , Inc. 
P.O. Box 2393 
Princeton , NJ 08543-2393 
Ph. 609/799-3535 
Fax 609/799-0005 
Contact: George J. Carcagno 

Branch: 
600 Maryland Ave ., S.W., Ste. 550 
Washington, DC 20024-2412 
Ph. 202/484-9220 
Contact: Harold Beebout 

Section 1,11 

Matrix, Inc. 
3490 US Route 1 
Princeton , NJ 08540 
Ph. 609/452-0099 
Contact: Jacob Katz 
Section I, II , Ill 

Microtab, Inc. 
380 Market Place 
Roswell , GA 30075 
Ph . 404/552-7856 
Fax 404/552-7719 
Contact: Larry Hills 
Section 1,11,111 
(See advertisement on page 43) 

Mid-America Research , Inc. 
999 N. Elmhurst Rd. 
Mt. Prospect, IL 60056 
Ph . 708/870-6262 
Fax 708/870-6236 
Contact: Beverly Burns 
Section 1,11 

MPSI Systems, Inc. 
8282 So. Memorial Dr. 
Tulsa, OK 74133 
Ph . 918/250-9611 
Contact: Joseph Perrault 
Section IV 

Gary Mullet Associates , Inc. 
Ste. 4, 2399 Highway 29 South 
Lawrenceville, GA 30244 
Ph. 404/339-0392 
Contact: Gary Mullet 
Section II 

NCSS 
329 N 1000 E 
Kaysville,_UT 84037 
Ph. 801 /546-0445 
Fax 801 /546-3907 
Contact: Jerry Hintze 
Section Ill 

EASILY CREATE DATA TABLES FOR ALL OF YOUR 
MARKETING RESEARCH STUDIES 

Examine sub-cells of your population with easy 
QJESTI~ 6 - RNtC OODER PREFERENCE FM PROO..CT C 

• GENDER OOESN•T 
selection routines. Print different sub-cells on ------------- USE 

the same table for side-by-side comparison. 
TOTAL PW.E FEJ.W.E PROO.X:T 
------ ------ ------ ------

• Select from menus the table statistics you want. TOTAL 301 132 169 32 
RESPOODENTS 100.0 100.0 100.0 100.0 

(Mean, median, std deviation, and std error.) FIRST OOICE '"' 1 141 60 81 12 
46.8 45.5 47.9 37.5 

• Optional software lets you automatically insert SECOOD OOICE = 2 104 44 60 16 

the results of statistical tests into the table. 34.6 33.3 35.5 50.0 

Z-tests, t-tests and Chi-squares are supported. THIRD OOICE = 3 28 16 12 -
9.3 12.1 7.1 

• Order any version of Microtab Cross Tabulation FWRTH OOICE a 4 28 12 16 4 
9.3 9.1 9.5 12.5 

Software and receive a complimentary copy of 
SWAT- Scheduling software designed specifically Mf.IW 1.81 1.85 1.78 1.88 

STD DEVIATI~ 0.95 0.96 0.94 0.94 
for marketing research project management. STD ERROO 0.05 O.a3 0.07 0.17 

MICROTAB, INCORPORATED 
380 Market Place • Roswell, Georgia 30075 • Telephone 404/552-7856 • FAX 404/552-7719 

Micro tab is a registered trademark of Micro tab, Incorporated. 
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New Dimensions Data Group 
19 W. 34th St. 
New York, NY 10001 
Ph . 212/947-8177 
Contact: Jerry Katz 
Section I 

PC-MDS 
660 A Tnrb. 
Provo, UT 84602 
Ph. 801 /378-5569 
Fax 801 /378-5984 
Contact: Scott Smith 
Section Ill 

---------------1 Perfect Data 

FOR SURVEYS AND 
STATISTICAL RESEARCH! 

Use the breakthrough program. 
with a unique Easy Design and 

1-Stroke Analysis! 

Raosoft® SURVEY, 
POWERFUL and EASY TO USE 

AwardedBext New HR Products by 
Human Resource Executive 

Now with multiple extended crosstabs 
and Run-time USURVEY! 

For Everyone!--easy design-forms 
based entry-intuitive Sample Size, 
Hypothesis Testing, random samples­
hot-key interrupt entry for phones­
Query, reports, and mailmerge.-1-stroke 
analysis-Summary-graphs-unlimited 
size.-networkable-More! 

$495 Raosof~ SURVEY 
$195 Raosof~ SURVEYFirst® 
$395 USURVEY ~ site license 
Data entry:$249 SURVEY-Entry, 

$50 UFIUTM 

Can't wait to take the work out of 
statistics? Call Raosoft, Inc. at 
(206) 525-4025 Fax (206) 525-4947. 

2015 W. Cactus Rd. , Ste. 215 
Phoenix, AZ 85029-2792 
Ph . 800/683-2303 or 602/861-2303 
Fax 602/870-0221 
Contact: Mark Yannone 
Section I 

Pericles Software 
210 1/2 Louisiana Avenue 
Perrysburg, OH 43551 
Ph . 419/872-0966 or 419/872-0441 (Tech.) 
Fax 419/872-0966 
Contact: Michael J. Logan 
Section I, Ill 
(See advertisement on page 53) 

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

Pine Company 
1607 16th Street 
Santa Monica, CA 90404 
Ph . 310/453-0633 
Fax 310/453-3969 
Contact: Ben Pine 
Section 1,11 ,111 

Pizzano & Company, Inc. 
800 West Cummings Park 
Woburn, MA 01801 
Ph. 617/935-7122 
Fax 617/935-4473 
Contact: Christal Changelian 
Section 11 ,111 

Precision Field Services, Inc. 
7900 N. Milwaukee 
Niles, IL 60648 
Ph . 708/966-8666 
Fax 708/966-9551 
Contact: Scott Adelman 
Section I 

Principia Products 
1506 McDaniel Dr. 
West Chester, PA 19380 
Ph. 215/429-1359 or 800/858-0860 
Fax 215/430-3316 
Contact: Victor Berutti 
Section Ill 

Processing Consultants In Mktg. 
410 Broad Ave ., #1 01 
Palisades Park, NJ 07650 
Ph . 201 /944-5585 
Section I 

Productivity Consulting Services 
1749 Fairmont Street 
New Kensington , PA 15068 
Ph. 412/339-4 776 
Contact: Dara Kubiak 
Section Ill 

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 . 609/466-9200 
Fax 609/466-1688 
Contact: Sebbie Buhler 
Section I,II ,III ,IV 
(See advertisement on page 44) 

Pulse Analytics , Inc. 
152 Jeffers Court 

CircleNo.513onReaderCard Ridgewood, NJ 07450 
------::=::...:..:.::~=:..:=~=----...._---------------t Ph. 201 /447-1395 

DATA ENTRY• TABS • STATS 
P-ST AT has an affordable ($1 00 for PCs) stand-alone full screen data entry system 
that can be used stand-alone, or in conjunction with P-ST AT's base program and 
TABS module (stub-and-banner displays, and sample balancing). Your data can be 
saved in a variety of formats, including SPSS export file, SAS Data Step, dif, dBase 
Ill, as well as a P-ST AT's system file, or for use with P-ST AT on other computers. 

P-ST AT's Data Entry module features full screen data entry, data editing and 
validation, range checks and allowable values, character values up to 260 
characters, sequence numbers, generated values (row number, date, time, 
sequence, and random), required variables, master case, and logical skip patterns. 
Data Entry is available for DOS PCs, VAX VMS, & UNIX workstations. 

P-STATfeatures SURVEYS with true nets, significance tests, statistical summaries, 
and PostScript support, • sample balancing • data and file management • statisticis 
(cluster & factor analysis, frequencies, regression, time series, etc.) • interfaces to 
dBase & lnformix • up to 3,000 questions per file • support for multipunch data (360, 
1130, and 11780 format). A fully functional demo version is available for $125. 

Phone: 609-466-9200 
Fax: 609-466-1688 P-STAT 

P-ST AT, Inc. • 230 Lambertville-Hopewell Rd • Hopewell NJ 08525 
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Fax 201 /447-2104 
Contact: Stanley I. Cohen 
Section 11 ,111 

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 
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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 
Ph . 212/268-4800 
Contact: Joseph Marinelli 

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

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

Quantum Consulting , Inc. 
2030 Addison St. , Ste. 410 
Berkeley, CA 94704 
Ph . 51 0/540-7200 
Fax 51 0/540-7268 
Contact: Robert Uhlaner 
Section 1,11 ,111 

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

Raosoft, Inc. 
6645 N.E. Windermere Rd . 
Seattle, WA 98115 
Ph. 206/525-4025 
Fax 206/525-494 7 
Contact: Catherine McDole Rao 
Section 1,11 ,111 
(See advertisement on page 44) 

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 11375 
Ph. 212/319-1833 
Fax 212/319-1833 
Contact: Paul M. Gurwitz 

Branch : 
120 Sundale Road 
Accord, NY 12404 
Ph. 914/626-3115 
Fax 914/626-8247 
Contact: Susan H. Metzger 

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 ,111 
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Research Results, Inc. 
967 South St. 
Fitchburg, MA 01420 
Ph . 508/345-5510 
Fax 508/345-5335 
Contact: John Zarrella 

Branch : 
IDE/Research Results 
596 Washington St. 
Whitman, MA 02382 
Ph. 617/447-3282 
Fax 617/447-5641 
Contact: David Campbell 

Section I 

The Sachs Group, Ltd. 
1800 Sherman Avenue 
Evanston, IL 60201 
Ph. 708/475-7526 
Fax 708/475-7830 
Contact: Janet Guptill 
Branch : 

1700 Montgomery St. , #320 
San Francisco, CA 94111 
Ph . 415/397-1262 
Fax 415/398-2821 

7111 Valley Green Road 
Ft. Washington, PA 19034 
Ph . 215/836-0110 
Fax 215/836-0105 

Section 11 ,111 

Sales Technologies 
175 Canal St. , 1st Fir. 
Manchester, NH 03101 
Ph . 603/623-5877 
Contact: Carol Jacobs 
Section Ill 

The Salinon Corp. 
7424 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. 
1813 130th Ave. N.E., Ste. 216 
Bellevue, WA 98005 
Ph. 206/867-1485 
Fax 206/861 -0184 
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. 402 
Evanston, IL 60201 
Ph. 708/866-0870 
Fax 708/866-0876 
Contact: Suzanne Weiss 
Section Ill 
(See advertisement on page 54) 

Saxe Research 
5248 Pizzo Ranch Rd. 
La Canada, CA 91 011 
Ph. 818/952-2446 
Fax 818/952-8117 
Contact: Robert Saxe 
Section 11,111 

Paul Schrock & Associates 
7234 Moorgate Rd. 
Indianapolis, IN 46250 
Ph. 317/842-3394 
Contact: Paul Schrock 
Section 1,11 

Scientific Computing Associates 
913 W. Van Buren St. , #3H 

· Chicago, IL 60607 
Ph. 312/455-0222 
Fax 312/455-1652 
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: Tom Cosgrove 
Section Ill 

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

Branch : 
500 North Dearborn St. , #1200 
Chicago, IL 60610 
Ph. 312/661 -0825 
Contact: Jim Miller 

Section I,II ,IV 
(See advertisement on page 64) 

Senecio Software, Inc. 
720 Wallace Ave. 
Bowling Green, OH 43402 
Ph. 419/352-4371 
Fax 419/352-4281 
Contact: Jerry Wicks 
Section Ill 

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

Slater Hall Information Products 
1301 Pennsylvania Ave. NW, Ste. 507 
Washington D.C. 20004 
Ph. 202/93-2666 
Contact: George Hall 
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 
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Software For Research 
599 E. 7th St. , #1 A 
Brooklyn , NY 11218 
Ph . 718/941-5723 
Contact: Barry Cohen 

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

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

Branch : 
SPSS Federal Systems 
12030 Sunrise Valley Drive 
Reston, VA 22091 
Ph. 703/391-6020 
Fax 703/391 -6002 
Section 1,11 ,111 , 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 516/829-1823 
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. So. 
Minneapolis, MN 55409 
Ph. 612/822-8252 
Fax 612/822-1708 
Contact: David Walonick 
Section 1,11 ,111 
(See advertisement on page 47) 

William Steinberg Consulting, Inc. 
P.O. Box 1754 
Champlain, NY 12919 
Ph. 514/483-6954 
Fax 514/483-6660 
Contact: William Steinberg 
Section Ill 
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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 Decisions Grp. 
2440 Sand Hill Road 
Menlo Park, CA 94025 
Ph . 415/854-9000 
Contact: Laura Hunter 
Section Ill 

Strategic Mapping 
3135 Kifer Road 
San Jose, CA 95051 
Ph. 408/970-9600 
Fax 408/970-9999 
Contact: Craig Silverman 
Section Ill 

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

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

SumQuest Survey Software 
908 Niagara Falls Blvd. 
North Tonawanda, NY 14120 
Ph. 416/599-0404 
Fax 416/979-5266 
Contact: Ross Macnaughton 
Section Ill 

Survey Analysis 
13428 Miles Standish Port 
Palm Beach Gardens, FL 33420 
Ph. 407/7754-1460 or 800/541 -2735 
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 
Section 1,11 

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

Tabulyzer 
Irwin P. Sharpe & Ascts. 
50 Greenwood Avenue 
West Orange, NJ 07052 
Ph. 201 /731 -7800 
Contact: Jill Herman 
Section Ill 

TIC/A 
461 Park Avenue South 
New York, NY 10016 
Ph. 212/679-3111 
Fax 212/679-31 74 
Contact: Roy Hardiman 
Section I, Ill , IV 

Teller Tab Services, Inc. 
26 Pearl Street 
Norwalk, CT 06851 
Ph. 203/849-8287 
Fax 203/848-0238 
Contact: Janet Teller 
Section I, II 

Terra Rsch . & Computing 
8 Florence Place 
Troy, NY 12180 
Ph . 518/235-8391 
Contact: Scott Danielsen 

Branch : 
615 E. 11 Mile Rd., #34 
Royal Oak, Ml48067 
Ph . 313/398-6236 
Contact: N.J. Stoyanoff 

Section 1,11 ,111 

Tetrad Computer Appl ications ltd. 
3873 Airport Way, Box 9754 
Bellingham, WA 98227-9754 
Ph . 206/734-3318 
Fax 206/734-4005 
Contact: Wilson Baker 
Section Ill 

Touch Base Computing 
106 Woodcrest Drive 
Rome, GA 30161 -4702 
Ph . 706/234-4260 
Contact: Tom Boylan 
Section 1,11 ,111 

The Uncle Group 
3490 U. S. Rte. 1 
Princeton , NJ 08540 
Ph. 800/229-6287 
Fax 609/452-8644 
Contact: Tom Reeder 

Branch: 
P.O. Box 11165 
Chicago, IL 60611 
Ph. 312/321-8165 
Fax 312/321 -0607 
Contact: Bruce Tedesco 

Section III ,IV 

Viking Software, Inc. 
4808 E. 67th St., Ste. 100 
Tulsa, OK 7 4136 
Ph . 918/491 -6144 or 800/324-0595 
Fax 918/494-2701 
Contact: Mike Brown 
Section Ill 

Vision Database Systems 
351 Hiatt Drive 
Palm Beach Gardens, FL 33418 
Ph . 407/694-2211 
Contact: Emil Bonaduce 
Section Ill 
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Jan Werner Data Processing 
60 East 8th Street 
New York, NY 10003 
Ph. 212/260-0012 
Fax 212/979-8616 
Contact: Jan Werner 
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 

SECTION I 
Data Processing /Tabulation 

DORIS J. COOPER & ASCTS.-Full service 
data processing including field check-in, edit 
code, proprietary computer assisted, verba­
tim coding , data entry, tabulation , statistics, 
graphics. Serving market research profes­
sionals since 1973. 

CREATIVE RESEARCH SYSTEMS-Supple­
mentary data entry and analysis services for 
survey system users. 

IMMEDIATE QUALITY DATA-Coding, key­
punching, tables, statistics, cross-tabs. Data 
on floppy or telecommunicated. Fast turn­
around. 

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

MICROTAB, INC.-Microtab, Incorporated 
offers full service data processing in Atlanta, 
Georgia. Full service is provided, from data 
entry to presentation quality tables. Data 
entry and coding services available. We can 
read data generated by Ci2, CfMC, Oscar, 
Query, etc. We can test already compiled 
data (tables) from statistical significance, 
keying areas where differences are found 
and annotating the results on the table. We 
can also provide overhead transparencies, . 
slides or paper in black and white or in color. 

P-STAT INC.-The P-STAT® program was 
begun in the early 1960's for analyzing 
pschopharm-acological data. The original 
authors, Roald and Shirrell Buhler, left 
Princeton University Computer Center in 1979 
to form P-ST AT, Inc. Today, P-ST AT is used 
internationally on over 50 types of computers 
(PCs, UNIX workstation/servers, and mini/ 
mainframes running proprietary operating 
systems) . 

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 
receive data in hard copy or magnetic for­
mat. Studies may also be converted for use 
with Quanvert, our proprietary, PC based, 

interactive data analysis package. 

SDR-Provides a full line of data processing 
and sampling services, targeted specifically 
to the marketing research industry. Services 
include data entry, coding, cross-tabulations, 
multivariate analyses, ROD samples, listed 
samples, database management, and mail 
survey outgo and return services. 

CODING 
The Accutab Co. 
Analytical Computer Service, Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co., Inc. 
Bernett Research Services, Inc. 
Michael Blatt & Co. 
Bradenton Data 
CACI Marketing Systems 
Computab, Div. The Prima, Inc. 
Computers for Marketing Corp. 
Consumer Pulse, Inc. 
Doris J. Cooper & Ascts. 
Corporate Research 
CRC Information Sys. 
Datan, Inc. 
Datanetics 
DataSource 
DataStar, Inc. 
Data Probe/Datatab 
Data Recognition Corporation 
Data Tabulating Service 
FMR Associates 
Hancock Information Group 
lmagisys, Inc. 
Immediate Quality Data 

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 

tatPa 
The Right Choice for Survey & Marketing Research. 

CALL TODAY 
FOR A TEST DRIVE. 
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International Data Corp. 
R. Isaacs Computing Ascts. 
JRP Marketing Research Services, Inc. 
M. Lynch Company 
Market Science Associates 
Market Probe International 
Mathematica Policy Research 
Mid-America Research, Inc. 
Pine Company 
Precision Field Services, Inc. 
Quality Coding, Inc. 
Quality Information Center 
Raosoft, Inc. 
Research Data Analysis 
Research Results 
Paul Schrock & Associates 
SDR, Inc. 
STARS 
STS, Inc. 
Sulcer Research Ascts. 
Survey Analysis 
Survey Network Data Proc. 
Teller Tab Services 
Western Wats Center 

DATA ENTRY 
The Accutab Co. 
Acquadata Entry Services 
Adapt, Inc. 
Analytical Computer Service, Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co., Inc. 
Batch Data Processing 
Bernett Research Services, Inc. 
Michael Blatt & Co. 
Bradenton Data 
Bruce Bell and Ascts. 
Brunetti & Associates 
Cascio Custom Tabs 
Ceresco Marketing, Inc. 
Coffman Systems, Inc. 
Computab, Div. The Prima, Inc. 
Computers for Marketing Corp. 
Consulting Hrdwre. & Processing 
Consumer Pulse, Inc. 
Consumer Research Ascts. 
Doris J. Cooper & Ascts. 
Coremat, Inc. 
Corporate Research 
CRC Information Sys. 
Creative Research Systems 
Crunch Software Corp. 
Data Lab Corp. 
Datalogics 
Datanetics 
Datan, Inc. 
Data Probe/Datatab 
Data Recognition Corporation 
DataSource 
DataStar, Inc. 
Data Tabulating Service 
Data Vision Research 
FMR Associates 
Fisher Ascts./Uniscore, Inc. 
Hancock Information Group 
lmagisys, Inc. 
Immediate Quality Data 
International Data Corp. 
IRA 
R. Isaacs Computing Ascts. 
JRP Marketing Research Services, Inc. 
KG Tabs 
Management Science Ascts. 
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Maritz Marketing Research 
Marketeam Associates 
Market Probe International 
Mathematica Policy Research 
Matrix, Inc. 
Microtab, Inc. 
Mid-America Research, Inc. 
New Dimension Data Group 
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 
Raosoft, Inc. 
ReData, Inc. 
Research Data Analysis 
Research Results 
Paul Schrock & Associates 
SDR, Inc. 
SPSS, Inc. 
Stamford Tabulating Svce. 
STARS 
StatPac, Inc. 
STS, Inc. 
Sulcer Services 
Survey Analysis 
Survey Network Data Proc. 
Teller Tab Svces. 
Touch Base Computing 
Vital Statistics 
Western Wats Center 

DATA TABULATION 
The Accutab Co. 
Alphastat Research Corporation 
Analytical Computer Service, Inc. 
Ardisson & Associates , Inc. 
Atlantic Marketing Research Co. 
Batch Data Processing 
Bernett Research Services 
Michael Blatt & Co. 
Bolding Tab Service, Inc. 
Bradenton Data 
Brunetti & Associates 
Cascio Custom Tabs 
Ceresco Marketing, Inc. 
Coffman Systems, Inc. 
Computab 
Computers for Marketing Corp. 
Consulting Hardware & Processing 
Consumer Pulse, Inc. 
Consumer Research Ascts. 
Doris J. Cooper & Ascts. 
Coremat, Inc. 
Corporate Research 
· CRC Information Sys . 
Creative Research Systems 
Crunch Software Corp. 
Data Lab Corp. 
Datalogics 
Datan, Inc. 
Datanetics 
Data Probe/Datatab 
Data Recognition Corporation 
DataSource 
DataStar 
Data Tabulating Service 
Data Vision Research 
FM R Associates 
Fisher Ascts./Uniscore, Inc. 

Hancock Information Group 
lmagisys, Inc. 
IRA 
R. Isaacs Computing Ascts. 
JRP Marketing Research Services 
KG Tabs 
Management Science Ascts. 
M/NR/C, Inc 
Maritz Marketing Research 
Marketeam Associates 
Marketing Software, Inc. 
Market Probe International 
Mathematica Policy Research 
Matrix, Inc. 
Microtab, Inc. 
Mid-America Research , Inc. 
New Dimension Data Group 
Pericles Software 
Pine Company 
Precision Field Services 
Processing Consultants In Marketing 
P-STAT, Inc. 
Quanti me 
Quantum Consulting 
Questar Data Systems 
Raosoft, Inc. 
ReData, Inc. 
Research Data Analysis 
Research Results 
Paul Schrock & Associates 
SDR, Inc. 
SPSS, Inc. 
STS, Inc. 
Stamford Tabulating Svce. 
STARS 
Sulcer Research Ascts. 
Survey Analysis 
Survey Network Data Proc. 
Systat, Inc. 
TIC/A 
Teller Tab Svces. 
Terra Rsch . & Computing 
Touch Base Computing 
Jan Werner Data Processing 
Western Wats Center 

SECTION II 
Statistical Analysis 

CREATIVE RESEARCH SYSTEMS-Statis­
tical analysis of data for reports. 

FIRSTMARK TECHNOLOGIES LTD.-Offers 
all forms of market data assembly and market 
data analysis , with specialized support for 
classification tree analysis. 

MARITZ MARKETING RESEARCH-Statis­
tical 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 
proportions. The results are annotated auto­
matically on your tables. Dr. Gary Mullet is a 
consultant to Microtab, Inc. 
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P-STAT INC.-The P-STAT® program was 
begun in the early 1960's for analyzing 
pschopharmacological data. The original 
authors, Roald and Shirrell Buhler, left 
Princeton University Computer Center in 1979 
to form P-ST AT, Inc. Today, P-ST AT is used 
internationally on over 50 types of computers 
(PCs, UNIX workstation/servers, and mini/ 
mainframes running proprietary operating 
systems). 

QUANTIME-Offers full statistical analysis 
services. staff size: 75+ ; Years in business : 
10 

SDR, Inc.-Provides a full line of statistical 
analysis sampling services, database man­
agement, and statistical consulting , targeted 
specifically to the marketing research indus­
try . 

SPSS,INC.-Founded in 1968, SPSS, Inc. 
provides statistical products and service so­
lutions for marketing , quality improvement, 
scientific research , reporting and education. 
Its software products operate on most mod­
els of major computers. In addition to its 
Federal Systems Office in the Washington 
D.C. area, SPSS has eight international of­
fices and distributors worldwide. 

STATISTICAL ANALYSIS 
SERVICES 
The Accutab Co. 
Alphastat Research Corporation 
Analytical Computer Service, Inc. 
Analysis and Forecasting, Inc. 
Analytic Consultants Inti. 
Atlantic Marketing Research Co., Inc. 
Batch Data Processing 
Bernett Research Services 
Lisette Berry Associates 
Michael Blatt & Co. 
BMDP Statistical Software, Inc. 
CACI Marketing Systems 
Cascio Custom Tabs 
Computab, Div Prima, Inc. 
Consumer Pulse, Inc. 
Consumer Research Ascts . 
CRC Information Sys. 
Creative Research Systems 
Data Lab Corp. 
Datalogics 
Datan, Inc. 
Datanetics 
Data Recognition Corporation 
DataSource 
Data Tabulating Service 
Data Vision Research 
Delphus, Inc. 
Fassino Associates 
FirstMark Technologies Ltd. 
FMR Associates 
Geographic Decision Support Systems 
Hancock Information Group 
The Idea Works, Inc. 
IMA, Inc. 
Immediate Quality Data 
lmagisys, Inc. 
R. Isaacs Computing Ascts . 
Lincoln Systems Corporation 
Management Science Ascts. 
Manugistics 
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Maritz Marketing Research 
Market Action Rsch . Software 
Marketeam Associates 
Marketing Software, Inc. 
MarketPlace Research 
Market Probe International 
Mathmatica Policy Research 
Matrix, Inc. 
Microtab, Inc. 
Mid-America Research , Inc. 
Gary Mullet Ascts. , Inc. 
Pine Company 
Pizzano & Co. 
P-STAT INC. 
Pulse Analytics 
Quanti me 
Quantum Consulting 
Questar Data Systems, Inc. 
Raosoft, Inc. 
ReData, Inc. 
Renaissance Rsch. & Consulting 
Research Data Analysis 
SAS Institute, Inc. 
Saxe Research 
Paul Schrock & Associates 
Scientific Computing Associates 
SDR, Inc. 
SPSS, Inc. 
Stamford Tabulating Svce. 
Statistical Innovations 
StatPac, Inc. 
STS, Inc. 
Sulcer Research Ascts . 
Survey Analysis 
Survey Network Data Proc. 
Systat, Inc .. 
Teller Tab Services 
Terra Rsch. & Computing 
Touch Base Computing 

SECTION III 
S<>FTW ARE PROGRAMS 

FOR USE WITH PC-S 

APIAN SOFTWARE, INC.-SURVEY PRO™ 
Award winning integrated survey software 
family offers a fast , easy, affordable way to 
conduct surveys. No database programming 
needed. Automated layout system gener­
ates desktop-publishing quality question­
naires easily. Fast analysis for tables, graphs, 
crosstabs, open-ended answers. Standard 
Edition or new Advanced Edition for Win­
dows with data export, import and multiuser 
entry options. DECISION PAD®doesweight­
criteria multivariate decision analysis. 

BRETTON-CLARK-MCA+:Generates per­
ceptual maps from data ranging from cross­
tabs thru conjoint. Produces highly-accurate 
maps on lasers and most printers. Fully inter­
active, point-and-shoot interface; includes 
special spreadsheet entry for cross-tabs. Uses 
various techniques of correspondence analy­
sis. 
CONJOINT DESIGNER:Menu-driven pro­
gram produces designs for full -profile con­
joint studies. Gives you a choice of designs 
along with guidelines for selection. Lets you 
customize designs, and evaluate the effects 
of any changes. 
CONJOINT ANALYZER: Analyzes full -pro-

file conjoint data. Unique procedure shows 
the best way to model Price and other quan­
titative features . Fully interactive options for 
data cleaning, data entry, market simulation , 
and validation. 
CONJOINT LINMAP: Non-metric program 
for the analysis of full-profile conjoint data. 
Uses mathematical programming methods 
to ensure optimum solution. Lets you con­
strain analysis procedure to increase study 
validity. Includes basic market simulator, data 
cleaning , and validation . Also analyzes 
tradeoff data. 
SIMGRAF: Advanced stand-alone market 
simulator for conjoint studies. Allows user to 
perform virtually unlimited "what-if" analyses 
and competitive war games. Optimize price 
or product features with a few clicks of a 
mouse. Predict market shares for total mar­
ket as well as individual market segments. 
Predict share of consumers buying each prod­
uct, as well as the percentage buying none of 
the products. Run-time versions available for 
distribution to clients . 
CONJOINT SEGMENTER: Uses recenttheo­
retical advances to perform market segmen­
tation with conjoint analysis data. Virtual 
memory techniques allow it to segment very 
large data sets. Point-and-shoot interface. 
BRIDGER: Perform full-profile conjoint stud­
ies using large numbers of product/service 
features . 

CREATIVE RESEARCH SYSTEMS-THE 
SURVEY SYSTEM: Analyses marketing , 
public opinion , customer satisfaction, em­
ployee attitude surveys. Handles mail , per­
sonal , phone, scanner, disk by mail or com­
puter interviews. Records verbatim text and 
actual voice answers. Graphics network ver­
sion , user friendly , free support. 

FIRSTMARK TECHNOLOGIES LTD.­
KnowledgeSEEKER is menu-driven software 
which employs algorithms that automate la­
bor-intensive analysis tasks. It quickly pro­
duces profiles of the complex interrelation­
ships that impact the subject of a study. 
Interactive features allow the user to direct 
and refine the analysis. 

MARITZ MARKETING RESEARCH­
MARITZ STATS: PC-based statistical pack­
age. Performs ten significance tests on sum­
mary data and analyzes frequency distribu­
tions. Sample size module calculates sample 
sizes and precisions for a variety of prob­
lems. Select-a-Stat module recommends 
appropriate statistical test for most situa­
tions. FREE for the asking . 

MARKETING SYSTEMS GROUP­
GENESYS: Complete Random Digit Dialing 
(ROD) Sampling System for license on IBM 
compatible and Apple Macintosh PC's. Geo­
graphic capabilities down to the Zip Code 
level (e.g. , State, County, ADI , DMA, MSA 
and Area Code /Exchange) . Targeted 
samples for over 20 demographic variables, 
including associated incidence and cover­
age estimates. Custom print programs and 
interface to all major CAT I systems included. 
Business Purging option available. 
G EN ESYS-1 D: Hardware/Software/Database 
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system for identifying and purging non-house­
hold numbers from ROD samples. 
GENESYS-ID operates without ringing into 
every household in the sample. Available for 
license on IBM compatible PC's. 

MICROTAB, INC.-MICROTAB's cross tabu­
lation software is available in three different 
editions, each designed with a specific range 
of needs in mind. You can perform all the 
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. Free demo 
disk. Free telephone support and enhance­
ments. MICROTAB's MT/stat statistical analy­
sis table software lets you perform, on any 
ASCII table, Chi-Square contingency table 
analysis, one or two-tailed tests for indepen­
dent means and one or two-tailed tests for 
independent proportions. The results are an­
notated automatically on your tables. You 
can then print your tables with this informa­
tion included. The software comes with a full 
screen text editor that allows you to create 
vertical blocks for moving, copying, or delet­
ing banner points. 

PERICLES SOFTWARE-TABHOUSE is a 
Macintosh-based interactive tabulation , 
cross-tabulation and significance testing. 
POE is a Macintosh-based data entry with 
range checks, verification, unique ID's and 
interactive questionnaire design front-end. 

P-ST AT INC.-BASE SYSTEM features clus­
ter, regression , quality control , factor and 
discriminant analysis; data and file manage­
ment; crosstabulation ; and report-writing ca­
pabilities. P-STAT features both a command 
language and front-end programmable MENU 
system (DOS and UNIX) , online HELP, mac­
ros , a 4GL programming language, and inter­
active command EDITOR. File formats & 
interfaces supported include ASCII , Column 
Binary, DIF, dBase III-IV, SPSS/PC/X ex­
port, SAS Data step. 
TABS MODULE features the SURVEY com­
mand and a Sample Balance program. SUR­
VEY produces stub-and-banner displays with: 
unlimited respondents , 50 to 300 cards per 
respondent, 1 00+ banner points, true nets 
and subnets, weighting, filtering , ranking , 
summary statistics including Chi-Square, F­
test, variance, median , mode and range, 
significance tests, unlimited questionnaire 
text, table of contents , transposed layouts, 
PostScript output. ADVANCED STATISTICS 
MODULE features four statistical commands: 
nonlinear regression , canonical correlation, 
ARIMA time series, and Survival Analysis 
(Life Table and Product Limit). 
INFORM IX INTERFACE reads directly from 
an lnformix database and creates a P-ST AT 
system file from the selected records. The 
command may be called at any time within 
the P-STAT run. lnformix numeric variable 
types are carried in P-ST AT as double preci­
sion numeric. All other data types are carried 
in P-ST AT as character variables. 
DATA ENTRY MODULE is a fully interactive, 
screen oriented system for defining variables, 
entering data and revising files. Features 
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include: range checks, and allowable values, 
sequence, numbers, logical skip patterns, 
required variables, master case definitions, 
character values to 260 character in length, 
output to ASCII , DIF, dBase III -IV, SPSS/X/ 
PC export file , SAS Data Step, and P-ST AT 
system file . 
PX-GRAPH MODULE is designed to pro­
duce high resolution business graphics in­
cluding pie charts , plots and histograms from 
within the P-ST AT package. Up to 1 0 scroll ­
ing windows (for text or graphics) are simul­
taneously available. Charts produced on color 
or monochrome monitors can be directed to 
any graphics device supported by X11. 
PX-GRAPH runs under DECwindows, Motif 
and OpenLook on UNIX workstations. 

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
neously. Interfaces with Quantum. Available 
on Multi-User 80386, and 640K MS-DOS 
PCs. 
QUANQUEST: Interactive questionnaire de­
sign system. Uses color windows and menus. 
Stores questions, groups of questions and 
entire questionnaires for use with new ques­
tionnaires. User enters text of questions and 
responses. Handles skip patterns and grid 
questions. Automatically assigns column 
and punches, generates printed question­
naire, CATI script, editing and tabulation 
specs . Interfaces with Quantum and 
Quancept. Available on 640K MS-DOS PCs. 
QUANCEPT PC: 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. 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, INC.-SURVEY is a Windows­
like, easy to use statistical database that 
provides flexible form design, forms-based 
entry(with mouse), 1-stroke statistical and 
graphical analys is, query, reports and 
mailmerge. Press a "T" to see a table , for 
example. Intuitive sample size selection, hy­
pothesis testing , and random sample gen­
eration. Unl imited number of questions 
(fieldnames) and cases (records). 
SURVEYFIRST provides the full Survey pro­
gram up to 1 000 records. It supports unlim­
ited questions (fieldnames)-only the number 
of records is limited. All the other features of 
Survey are included and the add-on modules 
are completely compatible. 
SURVEY-ENTRY is the data entry module 
for remote sites or network nodes. It provides 
form creation , data entry, data editing. Query 
for information retrieval , a data summary, 
phone dial-out and a Hot-key program inter­
rupt. Data is appended to the parent Survey 
for analysis. There is no limit to number of 
cases or fieldnames. 
UFILL™ similar to Survey-Entry but limited to 
data entry and data editing only. Ufill™ is 
designed for low-cost data entry, such as in 
telemarketing or political volunteer activity. 
Phone dial-out. Networkable and ideal for 
laptops. There is no limit to number of cases 
or number of fields. 
USURVEY® is a run-time program designed 
for mail-out surveys or broadcast surveys on 
networks where users fill in the data. The 
screen shows a replica of the form . Confiden­
tiality is assured. Multiple surveys may be put 
on a disk. There is no limit to number of cases 
or number of fields. 
EZREPORT is a user friendly report writer for 
Survey databases or any dBase.DBF file. 
Programming experience is not required to 
generate reports because Raosoft's Intuitive 
Command Structure (ICS) is self teaching. 
EZReport provides more advanced report 
writing capacity than Raosoft Survey's inter­
nal report writer. There is no limit to cases or 
fields. 
SURVEY-TOOLS is a collection of utilities for 
database or file management. The user may 
delete duplicates, match and replace fields 
(for updating files), append data from Survey 
data entry modules, and copy database files. 
It will generate household lists for mailings. 
Often used in telemarketing and in political 
campaigns to keep track of voter registration 
and volunteer activity. 

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 COMPUTER 
INTERVIEWING: Offers the same types of 
capabilities for computer-interactive interview­
ing as the Ci2 System. But, Ci3 is an ad­
vanced system, designed for Ci2 "power 
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Cross Tabulations & Data Entry on the Macintos~ ? 
Absolutely - With TabHoust!EJ 1.51 

The Pericles Data Entry (PDE) Utility 

The 'PDE utility is available only to users ofTabHouse® 
and consists of two parts. PDE setup allows Mac® users to 
quickly create electronic questionnaires for data entry. There 
are 7 types of screens possible: 
1) Information screens: contains interviewer instructions or 
other text, 2) Verbatim screens: variable length text collec­
tion (up to 255 characters), 3) Alphanumeric screens: 
alphabetic and/ or numeric data is collected. Integer numeric 
input can be constrained to lie within a given range, 
4) Radio button screens: provide rapid entry of a single value 
from a list of from 2-20 alternatives, 5) Check box screens: 
allows one to indicate the presence or absence of up to 20 
attributes, 6) Shared scale & 7) Bipolar (opposite) screens: 
allows 2-11 columns and 1-17 rows. Each row accepts one 
value (or missing value) only. 
Skip patterns may be introduced for any screen(s)! 

On Site Cross Tabs 

A Poweiful Combination 

After a questionnaire has been created, data is entered 
with PDE runtime. PDE data can then be accessed by 
TabHouse:J9 for cross tabulation without additional 
typing! TabHouse® reads PDE questionnaires and 
fills in the variable names and locations and creates 
appropriate LableSets. Of course, TabHouse® can 
still process non-PDE data. 

PDE runtime was designed to provide optimum 
performance and convenience when used with more 
than one computer over a network. Data is stored in a 
single file on the file server with a backup copy stored 
in the system folder of the start-up volume. 

The PDE utility was designed to be used by almost 
anyone, from the newest telephone interviewer to the 
most experienced keypunch operator! 

Tab House@ Handles Ve1y Large jobs! 

T abHouse® runs extremely well on all Apple® 
PowerBooks™ making it a must for on site 
daily counts and cross tabulations! Impress 
your clients with camera ready tables less than 
an hour after the data has been collected! 

TabHousi!J9 is cross tabulations software designed and written by a 
statistician for use on the Apple® MacintosliFJ computer. 

Even IBM shops can, and should, take 
advantage of the power and ease of use with 
TabHouse® and an Apple® PowerBook™. 

Absolutely anyone can learn to use TabHouse:J9 
and the PDE utility in one hour or less! 

A single project within TabHouse® can include 32,000 variables, 
limited only by available RAM memory. The number of records or 
cases is limited only by available disk space! T abHouse® allows 
display of weighted and unweighted data within the same table and 
can include up to 32,000 banner columns. Banner columns are 
flexibly defined by raw single variables, categorized single variables, 
and two or three level combinations of these. For example, tab all 
variables by gender within defined age categories within city. By 
running multiple projects users realize even greater flexibility! 

Demonstration Diskettes 

Pericles Software is happy to offer a TabHouse® 1.5 
demonstration package, which includes a demonstration 
version of the PDE utility, for the modest price of $10.00. 
This fee will be applied toward a purchase ofTabHouse®. 

Pericles Software accepts MasterCard, Visa and American 
Express for your convenience. You may also send a company 
check or money order to the address below. 

TabHouse® retails for $695.00 per single copy ( 5 or more 
copies are $625.00 each). All prices include the PDE utility. 
There is a one time additional fee of $30. 00 per node use of 
the PDE utility over a network. TabHouse® Site Licenses 
are available. Please call for more information. 

Pericles So 

System Requirements 

TabHouse®, PDE setup and PDE runtime all run 
on a 1 meg Mac Plus® or higher class Macintosh 
using system 6.0.5 or later operating systems. Even 
on the lower end Macs®, data entry screens are 
displayed in three seconds or less. 

Networking the PDE utility requires AppleShare 2.0 
or later, or System 7 file-sharing. While they have 
not been tested, Pericles does not expect problems 
using any other AFP-compliant server mechanism. 

Network traffic is kept to a minimum, with file 
server access limited to the beginning and the end of 
an interview. 

DH 4:3551 • (419) 872-0966 
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users" and researchers with particularly long, 
repetitive, or complex questionnaires. Fea­
tures include: list handling to permit "grids," 
"rosters," "macros," and questionnaire-writ­
ing efficiencies that save time and effort. 
ADAPTIVE CONJOINT ANALYSIS (ACA) 
SYSTEM: is used to design products/ser­
vices or answer strategic marketing ques­
tions. ACA lets you simulate the impact on 
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) SYS­
TEM : like ACA, is used to design products/ 
services or answer strategic marketing ques­
tions. However, CVA lets you study price in 
greater detail. Rather than one price attribute, 
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. 
ADAPTIVE PERCEPTUAL MAPPING (APM) 
SYSTEM: is used to understand how prod­
ucts/services compare to competitors on im­
age-related issues. This information is useful 
in positioning products and identifying new 
product opportunities. APM produces "per­
ceptual maps" of your product and its com­
petitors ; it also lets you simulate market re­
sponse to changes in product image. In­
cludes all software needed to conduct a per­
ceptual mapping study. 

Ci3 CATI SYSTEM : is a computer-aided in­
terviewing 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. 
Optional proactive dialing and Waksberg 
sampling modules increase dialing efficiency. 
Interviewing handled by widely-used Ci3 
System for Computer Interviewing. Handles 
up to 60 interviewing stations. 
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. 

SPSS, INC.-SPSS/PC+: is an interactive, 
menu-driven data managment, 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. 

A nnouncing Version 4.0 of the ACA System for Adaptive 
..t-\. Conjoint Analysis! 
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ACA offers many benefits. Its adaptive interview: 

• Permits testing of a larger number of attributes 

• Enhances respondent involvement 
• Uses paired-comparison, partial-profile concepts 

ACA is full featured. In addition to its unique interviewing 
capability, it offers utility calculation and a variety of 
simulation models. · 

ACA Version 4.0 incorporates enhancements suggested by 
the many users of earlier versions. The new release offers 
new features, greater ease of use, and increased efficiency. 

For further information on ACA Version 4.0, call or write. 
A free demo disk is available. 

U Sawtooth Software 
1007 Church Street, Suite 402, Evanston, IL 60201 

708/866-0870 FAX: 708/866-0876 

Circle No. 515 on Reader Card 

STATPAC, INC.-STATPAC GOLD IV is de­
signed exclusively for survey analysis and 
marketing research . Features survey design, 
sample selection , data entry and manage­
ment, CRT and telephone interviewing, basic 
analyses and presentation quality graphics. 
Includes frequencies, tabs and banners, open­
ended response coding , multiple response, 
descriptives, breakdowns, correlations and t­
tests . Advanced analyses available (regres­
sion, factor, cluster, conjoint, perceptual map­
ping , etc.) Complete tutorial. 

ANALYSIS OF VARIANCE 
BMDP Statistical Software, Inc. 
Bruce Bell & Ascts . 
BMDP Statistical Software, Inc. 
Computers for Marketing Corp. 
Concurrent Technolog ies Corp. 
Crunch Software 
FirstMark Technologies Ltd. 
Lincoln Systems Corporation 
Manugistics 
Microtab, Inc. 
NCSS 
P-STAT, Inc. 
Pizzano & Co. 
Productivity Consulting Services 
Raosoft, Inc. 
SAS Institute 
Scientific Computing Associates 
Senecio Software, Inc. 
Software For Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
Systat, Inc. 
Tabulyzer 
Vision Database 

BRAND SHARE ANALYSIS 
Bruce Bell & Ascts. 
Datan, Inc. 
Equifax Natl. Decision Systems 
Geographic Data Tech . 
Information Resources, Inc. 
Landis Group 
Management Science Ascts. 
Marketing Software, Inc. 
Market Probe International , Inc. 
Pulse Analytics 
Spring Systems 
StatPac, Inc. 
TIC/A 
Terra Rsch . & Computing 

CANONICAL ANALYSIS 
BMDP Statistical Software, Inc. 
Manugistics 
NCSS 
P-STAT, Inc. 
SAS Institute , Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 

CENSUS REPORTING 
PROGRAMS 
Claritas/NPDC 
Donnelley Demographics 
Equifax Natl. Decision Systems 
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Geographic Data Tech. 
GeoQuery Corp. 
Sammamish Data Systems 
SAS Institute, Inc. 
SPSS, Inc. 
Strategic Mapping 

CLUSTER ANALYSIS 
BMDP Statistical Software, Inc. 
Bretton-Clark 
Claritas/NPDC 
Equifax Natl. Decision Systems 
FirstMark Technologies Ltd. 
Geographic Data Tech . 
Landis Group 
Manugistics , Inc. 
Maplnfo Corp. 
NCSS 
Pulse Analytics 
P-STAT, Inc. 
SAS Institute, Inc. 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 
Terra Rsch. & Computing 

COMPREHENSIVE 
STATISTICAL PACKAGES 
BMDP Statistical Software, Inc. 
Concurrent Technologies Corp. 
Crunch Software Corp. 
Cybernetic Solutions Co. 

' The Idea Works, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
Marketing Software, Inc. 
NCSS 
P-STAT, Inc. 
Raosoft, Inc. 
SAS Institute 
Scientific Computing Associates 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc 
Systat, Inc. 
Touch Base Computing 
Vision Database 

COMPUTER CODING 
CACI Marketing Systems 
Cybernetic Solutions Co. 
Downie-Pine Company 
Marketing Metrics 
Market Probe International, Inc. 
Raosoft, Inc. 
StatPac, Inc. 

COMPUTER GRAPHICS 
Donnelly Demographics 
Equifax Natl. Decision Systems 
Ferox 
Hawthorne Software, Inc. 
IMSI 
The Idea Works, Inc. 
Information Resources, Inc. 
Maplnfo Corp. 
Market Action Rsch. Software 
Market Probe International, Inc. 
NCSS 

February, 1993 

Pine Company 
P-STAT, Inc. 
Raosoft, Inc. 
Sammamish Data Systems 
SAS Institute, Inc. 
Senecio Software, Inc. 
Spring Systems 
StatPac, Inc. 
William Steinberg Consulting, Inc. 
Systat, Inc. 
Vision Database 

COMPUTERIZED 
INTERVIEWING 
Advanced Concepts 
Advanced Data Research 
Analytical Computer Service, Inc. 
Ceresco Marketing, Inc. 
Computers for Marketing Corp. 
CRC Information Sys. 
Creative Research Systems 
Cybernetic Solutions Corp. 
Datan, Inc. 
M/NR/C, Inc. 
Quanti me 
Raosoft, Inc. 
Research Data Analysis 
Sawtooth Software 
The Scientific Press 
Senecio Software, Inc. 
StatPac, Inc. 
William Steinberg Consulting , Inc. 
Terra Rsch. & Computing 

CONJOINT/TRADE OFF 
ANALYSIS 
BMDP Statistical Software, Inc. 
Bretton-Clark 
Information Resources, Inc. 
SAS Institute, Inc. 
Sawtooth Software 
SPSS, Inc. 
StatPac, Inc. 

CORRESPONDENCEANALYS~ 
BMDP Statistical Software, Inc. 
Bretton-Clark 
Market Action Rsch. Software 
NCSS 
SAS Institute, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 

CROSST ABULATION/DISPLA Y 
Acquadata Entry Services 
Apian Software 
Bruce Bell and Ascts. 
Brunetti & Associates 
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 
Data Probe/Datatab 
FirstMark Technologies Ltd. 
Information Resources , Inc. 
Lincoln Systems Corporation 

Manugistics, Inc. 
M/NR/C, Inc. 
Marketing Software, Inc. 
Matrix, Inc. 
Microtab, Inc. 
NCSS 
Pericles Software 
Pine Company 
Productivity Consulting Services 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
SAS Institute 
Scientific Computing Associates 
Senecio Software, Inc. 

. Sigma Research 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
Stolzberg Research 
Systat, Inc. 
Tabulyzer 
TIC/A 
Touch Base Computing 
The Uncle Group 
Vision Database 
Jan Werner Data Processing 

CRT DATA ENTRY 
Apian Software 
Analytical Computer Service, Inc. 
Computers for Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Research Co. 
Datan, Inc. 
Datanetics 
Data Probe/Datatab 
lmagisys, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
M/NR/C, Inc. 
Matrix, Inc. 
Microtab, Inc. 
Pericles Software 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
Research Data Analysis 
SAS Institute Inc. 
Sawtooth Software 
Sigma Research 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 
Tabulyzer 
Touch Base Computing 

CRT TELEPHONE 
INTERVIEWING 
Advanced Concepts 
Analytical Computer Service, Inc. 
Computers for Marketing Corp. 
Creative Research Systems 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
DigiSoft Computers, Inc. 
M/NR/C, Inc. 
Pericles Software 
P-STAT, Inc. 
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Quanti me 
Raosoft, Inc. 
Research Data Analysis 
Sawtooth Software 
Senecio Software, Inc. 
Sigma Research 
StatPac, Inc. 
Touch Base Computing 

DATABASE MANAGEMENT 
PROGRAMS 
Bruce Bell & Ascts. 
Brunetti & Associates 
Computers for Marketing Corp. 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
Data Probe/Datatab 
Information Resources, Inc. 
Leadtrack 
Leibowitz Market Research Ascts. 
Maplnfo, Inc. 
Market Power, Inc. 
Marketing Information Sys. 
Matrix, Inc. 
Pizzano & Co. 
P-STAT, Inc. 
Raosoft, Inc. 
Sales & Marketing Sys. 
SAS Institute, Inc. 
Software For Research 
Spring Systems 
StatPac, Inc. 
William Steinberg Consulting, Inc. 
Systat, Inc. 
Touch Base Computing 

DATA EDITING 
Bruce Bell & Ascts. 
BMDP Statistical Software, Inc. 
Brunetti & Associates 
Computers for Marketing Corp. 
Concurrent Marketing Systems 
Consulting , Hrdwre & Processing 
Creative Research Systems 
Crunch Software Corp. 
Cybernetics Solutions Co. 
Datan, Inc. 
Datanetics 
Lincoln Systems Corporation 
Manugistics, Inc. 
Marketing Probe International 
Marketing Software, Inc. 
Matrix, Inc. 
Microtab, Inc. 
Pericles Software 
Pros & Cons, Inc. 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
SAS Institute 
Scientific Computing Associates 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 
Tabulyzer 
TIC/A 
The Uncle Group 
Vision Database 
Jan Werner Data Processing 
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DATA ENTRY 
Adapt, Inc. 
Advanced Data Research, Inc. 
Analytical Computer Service 
Apian Software 
Bruce Bell and Ascts. 
Brunetti & Associates 
Ceresco Marketing, Inc. 
Computers for Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
lmagisys, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
M/NR/C, Inc. 
Marketing Software, Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
NCSS 
Pericles Software 
Principia Products 
Pros & Cons, Inc. 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
Research Data Analysis 
SAS Institute 
Sawtooth Software 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
William Steinberg Consulting , Inc. 
Systat, Inc. 
Tabulyzer 
Touch Base Computing 
The Uncle Group 
Viking Software 
Vision Database 

DECISION ANALYSIS 
Apian Software 

DEMOGRAPHIC ANALYSIS 
Advanced Concepts 
American Demographics 
Apian Software 
Bruce Bell & Ascts. 
CACI Mktg. Svces. 
C laritas/N P DC 
Computers for Marketing Corp. 
Crunch Software Corp. 
Cybernetics Solutions Co. 
Donnelley Demographics 
Equifax Natl. Decision Systems 
FirstMark Technologies Ltd. 
Geographic Data Tech. 
GeoQuery Corp. 
Hawthorne Software 
Information Resources, Inc. 
Maplnfo Corp. 
Marketing Software, Inc. 
Market Probe International , Inc. 
Market Share Modeling 
Microtab, Inc. 
Pizzano & Co. 
Productivity Consulting Services 
P-STAT, Inc. 

Raosoft, Inc. 
Sammamish Data Systems 
SAS Institute, Inc. 
Senecio Software, Inc. 
Slater Hall Information Products 
SPSS, Inc. 
StatPac, Inc. 
Strategic Mapping, Inc. 
Tetrad Computer Applications Ltd. 
Touch Base Computing 

DISCRIMINANT ANALYSIS 
BMDP Statistical Software, Inc. 
FirstMark Technologies Ltd. 
Manugistics, Inc. 
NCSS 
P-STAT, Inc. 
SAS Institute 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 

DECISION SUPPORT 
SOFTWARE 
Expert Choice 

EXPERIMENTAL DESIGN 
THEORY 
BMDP Statistical Software, Inc. 
Bretton-Clark 
Manugistics, Inc. 
NCSS 
SAS Institute, Inc. 
Scientific Computing Associates 
SPSS, Inc. 
Systat, Inc. 

FACTOR ANALYSIS/PRINCIPAL 
COMPONENTS 
BMDP Statistical Software, Inc. 
Crunch Software Corp. 
Manugistics, Inc. 
Matrix, Inc. 
NCSS 
P-STAT, Inc. 
SAS Institute Inc. 
SDR, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 

FOCUS GROUP MANAGEMENT 
Datanetics 
Decision Support Inc. 

GENERATION/BALANCED . 
SAMPLING DESIGN 
Datan, Inc. 
The Idea Works, Inc. 
Manugistics, Inc. 
P-STAT, Inc. 
Systat, Inc. 

GEOGRAPHIC INFORMATION 
SERVICES 
C laritas/N P DC 
Datan , Inc. 
Donnelly Demographics 
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Equifax Natl. Decision Systems 
Geographic Data Technology 
GeoQuery Corp. 
lnterra Tydac Technologies 
Maplnfo Corp. 
Sammamish Data Sys. 
Strategic Mapping 
Tetrad Computer Applications Ltd . 

GRAPHIC DISPLAY 
Apian Software 
BMDP Statistical Software, Inc. 
Enertronics 
Equifax. Natl. Decision Systems 
Hawthorne Software Co. 
The Idea Works, Inc. 
Macro*World Research 
Manugistics, Inc. 
Pine Company 
P-STAT, Inc. 
Raosoft, Inc. 
SAS Institute Inc. 
Senecio Software, Inc. 
Spring Systems 
StatPac, Inc. 
William Steinberg Consulting , Inc. 
Systat, Inc. 
Vision Database 

INDEXING 
Bruce Bell & Ascts . 
Datan , Inc. 
Equifax Natl. Decision Systems 
Jan Werner Data Processing 

INTERACTION/ 
CLASSIFICATION ANALYSIS 
FirstMark Technologies Ltd. 
Manugistics, Inc. 
Raosoft, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 

INTERACTIVE TABULATION 
Bruce Bell & Ascts . 
Computers for Marketing Corp. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
Information Resources, Inc. 
Manugistics, Inc. 
Market Probe International, Inc. 
Matrix, Inc. 
Microtab, Inc. 
Pericles Software 
Pine Company 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
Research Data Analysis 
Spring Systems 
Statistical Innovations 
StatPac, Inc. 
Systat, Inc. 
Touch Base Computing 
Tabulyzer 
The Uncle Group 

February, 1993 

KEY TO DISK 
Bruce Bell & Ascts . 
Computers for Marketing Corp. 
Creative Research Systems 
Crunch Software Co. 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
Data Probe/Datatab 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
Pros & Con , Inc. 
StatPac, Inc. 
Touch Base Computing 

LOG IT/LINEAR ANALYSIS 
BMDP Statistical Software, Inc. 
Concurrent Technologies Corp. 
Manugistics, Inc. 
NCSS 
SAS Institute, Inc. 
Spring Systems 
SPSS, Inc. 
Systat, Inc. 

MARKET MATCHING 
Bruce Bell & Ascts. 
Datan, Inc. 
Equifax Natl. Decision Systems 
Maplnfo Corp. 
Market Science Associates 
Marketing Information Systems, Inc. 

MARKET SEGMENTATION 
Advanced Concepts 
American Demographics 
Bruce Bell & Ascts. 
Bretton-Clark 
CACI Mktg. Svces. 
Ceresco Marketing , Inc. 
Claritas/NPDC 
Datan, Inc. 
Decision Support Inc. 
Donnelley Demographics 
Equifax Natl. Decision Systems 
FirstMark Technologies Ltd. 
Geographic Data Tech. 
Landis Group 
Maplnfo, Inc. 
M/NR/C Inc. 
Marketing Information Systems, Inc. 
Marketing Software, Inc. 
Sales & Marketing Systems 
Sammamish Data Systems 
SAS Institute Inc. 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
Terra Rsch. & Computing 
Touch Base Computing 

MEDIA ANALYSIS 
American Demographics 
Bruce Bell & Ascts. 
C laritas/N P DC 
Datan, Inc. 
Decision Support, Inc. 
Donnelley Marketing Information 
Equifax Natl. Decision Systems 

Geographic Data Tech. 
Leadtrack 
Maplnfo, Inc. 
Market Power, Inc. 
StatPac, Inc. 
Strategic Mapping 

MULTIDIMENSIONAL 
SCALING 
BMDP Statistical Software, Inc. 
Bretton-Clark 
Landis Group 
NCSS 
SAS Institute Inc. 
Spring Systems 
SPSS, Inc. 
Systat, Inc. 
Terra Rsch. & Computing 

MULTINOMINAL LOGIT 
ANALYSIS 
BMDP Statistical Software, Inc. 
Caliper Corporation 
NCSS 
SAS Institute 
Systat, Inc. 

MULTI-PAIRED COMPARISON 
Pulse Analytics 

MUL TIV ARIA TE METHODS 
Apian Software 
BMDP Statistical Software, Inc. 
Computers for Marketing Corp. 
Concurrent Technologies Corp. 
Creative Research Systems 
Landis Group 
Manugistics, Inc. 
NCSS 
P-STAT, Inc. 
Pulse Analytics 
SAS Institute 
Smart Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 
Vision Database 

NAME GENERATION 
Salinon Corporation 

NON-PARAMETRIC 
STATISTICS 
Bruce Bell & Assoc 
BMDP Statistical Software, Inc. 
Crunch Software Corp. 
Datan , Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
NCSS 
SAS Institute 
Scientific Computing Associates 
Software For Research 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 
TIC/A 
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ON-LINE DATA TABULATION 
Computers for Marketing Corp. 
CRC Information Sys. 
Cybernetic Solutions Corp. 
Datan, Inc. 
Datanetics 
Data Probe/Datatab 
M/A/R/C Inc. 
Market Probe International, Inc. 
Matrix, Inc. 
Pericles Software 
Pine Company 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
SAS Institute 
Spring Systems 
StatPac, Inc. 
Stolzberg Research 
The Uncle Group 

ON-LINE TELEPHONE 
INTERVIEWING 
Advanced Concepts 
Computers for Marketing Corp. 
Concurrent Marketing Sys. 
Creative Research Systems 
Cybernetic Solutions Corp. 
Datan, Inc. 
Datanetics 
M/NR/C Inc. 
Market Power, Inc. 
Pericles Software 
P-STAT, Inc. 
Raosoft, Inc. 
Quanti me 
Sawtooth Software 
Senecio Software, Inc. 
StatPac, Inc. 

PATTERN ANALYSIS 
Concurrent Technologies Co. 
Hawthorne Software 
NCSS 
P-STAT, Inc. 
SAS Institute, Inc. 

PERCEPTUAL MAPPING 
Bretton-Clark 
Landis Group 
Market Action Rsch. Software 
NCSS 
SAS Institute 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Terra Rsch. & Computing 

PRICE ELASTICITY 
MEASUREMENT 
Bretton-Clark 
Concurrent Technologies Corp. 
Datan, Inc. 
Delphus, Inc. 
Sawtooth Software 
Spring Systems 
Vision Database 

PROGRAMMING LANGUAGE 
Advanced Data Research 
Crunch Software Corp. 
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Datan, Inc. 
The Idea Works, Inc. 
Manugistics, Inc. 
P-STAT, Inc. 
Raosoft, Inc. 
Research Data Analysis 
SAS Institute 
The Scientific Press 
StatPac, Inc. 

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

QUESTIONNAIRE DESIGN 
LANGUAGE 
Advanced Data Research 
Apian Software 
Cybernetics Solutions Corp. 
Datan, Inc. 
DataneticsPine Company 
The Idea Works, Inc. 
Productivity Consulting SeNices 
Quantim~ 
Raosoft, Inc. 
Senecio Software, Inc. 
Software For Research 
StatPac, Inc. 
William Steinberg Consulting 

RANKING 
Bruce Bell & Ascts. 
Brunetti & Associates 
Claritas/NPDC 
Computers for Marketing Corp. 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan, Inc. 
Data Probe/Datatab 
Manugistics, Inc. 
M/NR/C Inc. 
Market Probe International , Inc. 
Microtab, Inc. 
NCSS 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
SAS Institute Inc. 
Scientific Computing Associates 
Senecio Software, Inc. 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 
Tabulyzer 
TIC/A 
Touch Base Computing 

REGRESSION/CORRELATION 
ANALYSIS 
BMDP Statistical Software, Inc. 
Business Forecast Systems 
Concurrent Technologies Co. 
Creative Research Systems 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datalogics 
Delphus, Inc. 
FirstMark Technologies Ltd. 
Information Resources, Inc. 

Lincoln Systems Corporation 
Macro*World Research 
Market Probe International, Inc. 
Market Science Associates 
Manugistics, Inc. 
NCSS 
P-STAT, Inc. 
Raosoft, Inc. 
SAS Institute 
Scientific Computing Associates 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
STSC 
Systat, Inc. 
TMS Systems 
Touch Base Computing 

SALES ANALYSIS 
Advanced Concepts 
Claritas/NPDC 
Computers for Marketing Corp. 
Concurrent Technologies Co. 
Crunch Software Corp. 
Datan, Inc. 
Datanetics 
Equifax Natl. Decision Systems 
Ferox 
FirstMark Technologies Ltd. 
Geographic Data Tech. 
GeoQuery Corp. 
Hawthorne Software Co. 
Leadtrack 
Market Science Associates 
Maplnfo. Corp. 
Marketing Information Sys. 
Marketing Software, Inc. 
Market Power, Inc. 
Pizzano & Co. 
Productivity Consulting SeNices 
P-STAT, Inc. 
Raosoft, Inc. 
Sales Technologies 
Scientific Computing Associates 
Smart Software 
StatPac, Inc. 
Touch Base Computing 
Vision Database 

SALES DATABASE 
Advanced Concepts 
Computer Strategies, Inc. 
Cybernetic Solutions Co. 
Datan , Inc. 
Datanetics 
Digisoft Computers, Inc. 
Information Resources, Inc. 
Leadtrack 
Marketing Information Sys. 
Market Power, Inc. 
Raosoft, Inc. 
Touch Base Computing 

SALES EFFECTIVENESS 
MEASUREMENT 
Advanced Concepts 
Bruce Bell & Ascts . 
Claritas/NPDC 
Datan , Inc. 
Equifax Natl. Decision Systems 
Leadtrack 
Marketing Information Sys. 
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Marketing Software, Inc. 
Market Power, Inc. 
Touch Base Computing 

SALES FORECASTING 
Advanced Concepts 
Business Forecast System 
Claritas/NPDC 
Concurrent Technologies Co. 
Datanetics 
Delphus, Inc. 
Equifax Natl. Decision Systems 
Ferox 
Geogrq.phic Data Tech . 
Leadtrack 
Lincoln Systems Corporation 
Macro*World Research 
Market Science Associates 
Manugistics, Inc. 
Marketing Information Sys. 
Market Power, Inc. 
NCSS 
Pizzano & Co. 
P-STAT, Inc. 
SAS Institute 
Scientific Computing Associates 
Smart Software 
Spring Systems 
Systat, Inc. 
Terra Rsch . & Computing 
Vision Database 

SAMPLE SIZE 
DETERMINATION 
BMDP Statistical Software, Inc. 
Creative Research Systems 
Cybernetic Solutions Co. 
Datan , Inc. 
The Idea Works, Inc. 
NCSS 
Manugistics , Inc. 
Maritz Marketing Research 
Pulse Analytics 
Raosoft, Inc. 
Software For Research 
StatPac, Inc. 
Systat, Inc. 

SAMPLE WEIGHTING 
Bruce Bell & Ascts . 
BMDP Statistical Software, Inc. 
Brunetti & Associates 
Computers for Marketing Corp. 
Datan, Inc. 
FirstMark Technologies Ltd. 
Daniel Mallett Associates 
Manugistics, Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
Productivity Consulting Services 
P-STAT, Inc. 
Pulse Analytics 
Quanti me 
Raosoft, Inc. 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 
Tabulyzer 
TIC/A 
Touch Base Computing 
Jan Werner Data Processing 

February, 1993 

SAMPLING SYSTEMS 
Daniel Mallett Associates 
Marketing Systems Group 
Productivity Consulting Services 
Raosoft, Inc. 

SIMULATION/MODELING 
BMDP Statistical Software, Inc. 
Business Forecast Systems 
Concurrent Technologies Co. 
Delphus, Inc. 
Ferox 
Pizzano & Co. 
SAS Institute 
Sawtooth Software 
The Scientific Press 
Spring Systems 
Strategic Decisions Group 
Systat, Inc. 
Terra Rsch . & Computing 

SITE EVALUATION 
American Demographics 
Claritas/NPDC 
Geographic Data Tech. 
Raosoft, Inc. 
Strategic Mapping 

SLATE COMPUTER SURVEY 
GENERATION 
Advanced Data Research 

TTEST 
Bruce Bell & Ascts. 
BMDP Statistical Software, Inc. 
Brunetti & Associates 
Computers for Marketing Corp. 
Concurrent Technologies Co. 
CRC lnfomation Sys. 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan , Inc. 
Data Probe/Datatab 
FirstMark Technologies Ltd. 
Lincoln Systems Corporation 
Manugistics, Inc. 
M/NR/C Inc. 
Maritz Marketing Research 
Marketing Software, Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
NCSS 
Pericles Software 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
SAS Institute 
Scientific Computing Associates 
Senecio Software, Inc. 
Software For Research 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Sulcer Research Ascts. 
Systat, Inc. 
Tabulyzer 
TIC/A 
Vision Database 

TABLE EDITING 
Business Rsch. & Surveys 

Concurrent Marketing Systems 
Datan, Inc. 
Data Probe/Datatab 
Manugistics, Inc. 
Matrix, Inc. 
Microtab, Inc. 
Quanti me 
Raosoft, Inc. 
The Sachs Group 
SAS Institute Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
TIC/A 
Vision Base 

TABULATION SYSTEM 
Analytical Computer Service, Inc. 
Apian Software 
Bruce Bell and Ascts . 
Brunetti & Associates 
Computers for Marketing Corp. 
Concurrent Marketing Systems 
Consulting Hrdwre. & Processing 
CRC Information Sys. 
Crunch Software Corp. 
Cybernetic Solutions Co. 
Datan , Inc. 
Datanetics 
Data Probe/Datatab 
M/NR/C Inc. 
Marketing Software, Inc. 
Market Probe, International 
Matrix, Inc. 
Microtab, Inc. 
NCSS 
Pericles Software 
Principia Products 
Productivity Consulting Services 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
Senecio Software, Inc. 
SPSS, Inc. 
StatPac, Inc. 
William Steinberg Consulting 
Stolzberg Research 
Systat, Inc. 
Tabulyzer 
TIC/A 
Touch Base Computing 
The Uncle Group 
Jan Werner Data Processing 

TELEPHONE INTERVIEWING/ 
SAMPLING 
Advanced Concepts 
Analytical Computer Service, Inc. 
Computers for Marketing Corp. 
Cybernetic Solutions Co. 
Digisoft Computers, Inc. 
M/NR/C Inc. 
Marketing Information Systems 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
Sawtooth Software 
The Scientific Press 
Senecio Software, Inc. 
StatPac, Inc. 

THURSTONE SCALING 
Datan, Inc. 
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NCSS 
SDR, Inc. 
Systat, Inc. 

TIME-SERIES ANALYSIS 
BMDP Statistical Software, Inc. 
Business Forecast Systems, Inc. 
Concurrent Technologies Corp. 
Creative Research Systems 
Datan, Inc. 
Delphus, Inc. 
Lincoln Systems Corporation 
Macro*World Research 
Manugistics, Inc. 
NCSS 
Pizzano & Co. 
P-STAT, Inc. 
SAS Institute 
Scientific Computing Associates 
Smart Software 
Spring Systems 
SPSS, Inc. 
Systat, Inc. 
Vision Database 

TRANSLATION 
Detail Technologies 
Pizzano & Co. 
Raosoft, Inc. 

UPC SCANNERS 
Datan, Inc. 
Information Resources, Inc. 
Raosoft, Inc. 
Research Data Analysis 

VERBATIM CODING 
Apian Software 
Bruce Bell & Ascts. 
Business Rsch. & Surveys 
Creative Research Systems 
Cybernetic Solutions Co. 
Datan, Inc. 
Datanetics 
M/A/R/C Inc. 
Marketing Metrics, Inc. 
Raosoft, Inc. 
Research Data Analysis 
StatPac, Inc. 
Terra Rsch. & Computing 

VOLUMETRIC ANALYSIS 
Computers for Marketing Corp. 
Datan, Inc. 
Management Science Ascts. 
Microtab, Inc. 
Quanti me 
Statistical Innovations 
TIC/A 

SECTI<lN IV 
SOFTWARE PRO<;RAMS 
FOR USE WITH 

MAINFRAMES 

MARKETING SYSTEMS GROUP­
GENESYS: Complete Random Digit Dialing 
(ADD) Sampling Systems for license on HP-
3000 and DEC VAX computers. Geographic 
capabilities down to the Zip Code level (e.g., 
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State, County, ADI , DMA, MSA and Area 
Code/Exchange). Targeted samples for over 
20 demographic variables, including associ­
ated incidence and coverage estimates. 
Custom print programs and interface to all 
majorCATI systems included. Business Purg­
ing option available. 

QUANTIME- QUANTUM: Editing and cor­
rection faci lit ies 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 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
neously. Interfaces with QUANTUM. Avail­
able on Multi-User 80386, IBM CMS/MVS, 
DEC VMS, UNIX machines. 
QUANCEPT: CRT Interviewing System. 
Handles very large and complex question­
naires. Significant features are telephone 
number management, quota control , 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
TUM. Available on Multi-User 80386 (up to 
32 users) ,DEC VAX, and other UNIX ma­
chines. 

SDR, Inc.- provides a full line of data pro­
cessing, statistical analysis and sampling 
services, targeted specifically to the market­
ing research industry. Services include data 
entry, coding, cross-tabulations, multivariate 
analyses, perceptual mapping, market seg­
mentation, ADD samples, listed samples, 
database management, statistical consulting 
and mail survey outgo and return services. 

SPSS, INC.-SPSS: is a sophisticated pack­
age for 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 
file 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 
BMDP Statistical Software, Inc. 
Computer Associates 
Computers for Marketing Corp. 
Concurrent Technologies Corp. 
CRC Information Sys. 
IMA, Inc. 

Information Resources, ·Inc, 
Market Probe International, Inc. 
P-STAT, Inc. 
Quanti me 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

BRAND SHARE ANALYSIS 
Computer Associates 
Datan , Inc. 
IMA, Inc. 
Management Science Ascts. 
TIC/A 

CANONICAL ANALYSIS 
BMDP Statistical Software, Inc. 
Computer Associates 
P-STAT, Inc. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

CENSUS REPORTING 
PROGRAMS 
LPC, Inc. 
SAS Institute 
SPSS, Inc. 

CLUSTER ANALYSIS 
BMDP Statistical Software, Inc. 
Claritas/N P DC 
Computer Associates 
CRC Information Sys. 
IMA, Inc. 
Information Resources, Inc. 
LPC, Inc. 
Management Science Ascts. 
P-STAT, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

COMPREHENSIVE 
STATISTICAL PACKAGE 
BMDP Statistical Software, Inc. 
Computer Associates 
Concurrent Technologies Corp. 
Information Resources, Inc. 
P-STAT, Inc. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

COMPUTER CODING 
Computers for Marketing Corp. 
Market Probe International, Inc. 
Pine Company 

COMPUTER GRAPHICS 
Computer Associates 
Information Resources, Inc. 
Market Probe International, Inc. 
P-STAT, Inc. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 
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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 a~d 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 19113 
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COMPUTERIZED 
INTERVIEWING 
Computers for 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 
SDR, Inc. 
SPSS, Inc. 

CORRESPONDENCE ANALYSIS 
BMDP Statistical Software, Inc. 
Computer Associates 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 

CROSST ABULATION/DISPLA Y 
Analytical Computer Service 
BMDP Statistical Software, Inc. 
Computer Associates 
Computers for Marketing Corp. 
Consulting Hrdwre. & Processing 
Datan, Inc. 
IMA, Inc. 
Information Resources, Inc. 
Market Probe International, Inc. 
Matrix, Inc. 
Perreault & Ascts. 
P-STAT, Inc. 
Quanti me 
SAS Institute 
Sigma Research 
SDR, Inc. 
SPSS, Inc. 
Statistical Innovations 
Systat, Inc. 
TIC/A 
The Uncle Group 

CRT DATA ENTRY 
Computers for Marketing Corp. 
Datan, Inc. 
IMA, Inc. 
M/A/R/C Inc. 
Marketing Info. Systems 

P-STAT, Inc. 
Quanti me 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

CRT TELEPHONE 
INTERVIEWING 
Computers for Marketing Corp. 
Datan, Inc. 
IMA, Inc. 
M/A/R/C Inc. 
Quanti me 

DATABASE MANAGEMENT 
PROGRAM 
Computers for Marketing Corp. 
Computer Associates 
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Datan, Inc. 
Devcom Mid-America 
IMA, Inc. 
Information Resources, Inc. 
LPC, Inc. 
Marketing Info. Systems 
Market Probe International, Inc. 
Matrix, Inc. 
P-STAT, Inc. 
SAS Institute Inc. 
SDR, Inc. 
Systat, Inc. 
The Uncle Group 

DATA EDITING 
Analytical Computer Service, Inc. 
BMDP Statistical Software, Inc. 
Computers for Marketing Corp. 
Consulting Hrdwre. & Processing 
Datan, Inc. 
M/A/R/C Inc. 
Market Probe International, Inc. 
Matrix, Inc. 
P-STAT, Inc. 
Quanti me 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

DATA ENTRY 
Computers for Marketing Corp. 
Datan, Inc. 
Devcom Mid-America 
Market Probe International 
P-STAT, Inc. 
Quanti me 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

DEMOGRAPHIC ANALYSIS 
Computer Associates 
Computers for Marketing Corp. 
Information Resources, Inc. 
LPC, Inc. 
P-STAT, Inc. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 

DISCRIMINANT ANALYSIS 
BMDP Statistical Software, Inc. 
Computer Associates 
CRC Information Sys. 
Information Resources, Inc. 

. P-STAT, Inc. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

EXPERIMENTAL DESIGN 
THEORY 
SAS Institute 
SDR, Inc. 
Systat, Inc. 

FACTOR ANALYSIS/PRINCIPAL 
COMPONENT 
BMDP Statistical Software, Inc. 
CRC Information Sys. 
Information Resources, Inc. 
P-STAT, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

GENERATION/BALANCED 
SAMPLING DESIGN 
Datan, Inc. 
P-STAT, Inc. 
SDR, Inc. 
Systat, Inc. 
TIC/A 

GEOGRAPHIC INFORMATION 
SERVICE 
Datan , Inc. 
lnterra Tydac Technologies 
MPSI Systems, Inc. 

GRAPHIC DISPLAY 
BMDP Statistical Software, Inc. 
Computer Associates 
Market Science Associates 
P-STAT, Inc. 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

INDEXING 
Datan, Inc. 

INTERACTION/ 
CLASSIFICATION ANALYSIS 
Perreault & Ascts. 
SDR, Inc. 
Statistical Innovations 

INTERACTIVE TABULATION 
Computers for Marketing Corp. 
Datan, Inc. 
Market Probe International, Inc. 
Matrix, Inc. 
P-STAT, Inc. 
Quanti me 
Statistical Innovations 
Systat, Inc. 
The Uncle Group 

KEY TO DISK 
Computers for Marketing Corp. 
Datan, Inc . 
Market Probe International, Inc. 

LOG IT/LOG-LINEAR ANALYSIS 
BMDP Statistical Software, Inc. 
Concurrent Technologies Corp. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

Quirk's Marketing Research Review 



MARKET MATCHING 
Datan, Inc. 
Management Science Ascts . 
Marketing Information Systems 

MARKET SEGMENTATION 
Claritas/NPDC 
CRC Information Sys. 
Datan , Inc. 
IMA, Inc. 
LPC, Inc. 
Management Science Ascts . 
M/A/R/C Inc. 
Marketing Info. Systems 
Perreault & Ascts. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 
Statistical Innovations 

MEDIA ANALYSIS 
Claritas/NPDC 
Datan , Inc. 
IMA, Inc. 

MULTIDIMENSIONAL 
SCALING 
Computer Associates 
Information Resources, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

MULTINOMINAL LOGIT 
ANALYSIS 
BMDP Statistical Software, Inc. 
Caliper Corporation 
SAS Institute Inc. 
SDR, Inc. 
Systat, Inc. 

MULTIVARIATE METHODS 
BMDP Statistical Software, Inc. 
Computers for Marketing Corp. 
Concurrent Technologies Corp. 
P-STAT, Inc. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

NON-PARAMETRIC 
STATISTICS 
BMDP Statistical Software, Inc. 
Computer Associates 
Datan, Inc. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

ON-LINE DATA TABULATION 
Computers for Marketing Corp. 
CRC Information Sys. 
Datan, Inc. 
M/A/R/C Inc. 
Matrix, Inc. 
P-STAT, Inc. 

February, 1993 

Quanti me 
SAS Institute 
SDR, Inc. 
The Uncle Group 

ON-LINE TELEPHONE 
INTERVIEWING 
Computers for Marketing Corp. 
Datan, Inc. 
IMA, Inc. 
M/A/R/C Inc. 
Marketing Info. Systems 
P-STAT, Inc. 
Quanti me 

PATTERN ANALYSIS 
Computer Associates 
Concurrent Technologies Corp. 
CRC Information Sys. 
P-STAT, Inc. 
SAS Institute 

PERCEPTUAL MAPPING 
CRC Information Sys. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 

PRICE ELASTICITY 
MEASUREMENT 
Concurrent Technologies Corp. 
Datan, Inc. 
SDR, Inc. 

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 
SDR, Inc. 
TIC/A 

QUESTIONNAIRE DESIGN 
LANGUAGE 
Datan, Inc. 
M/A/R/C Inc. 
Marketing Information Systems 
Pine Company 

RANKING 
Computer Associates 
Computers for Marketing Corp. 
Datan, Inc. 
M/A/R/C Inc. 
Market Probe International , Inc. 
P-STAT, Inc. 
Quanti me 
SAS Institute Inc. 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

REGRESSION/CORRELATION 
ANALYSIS 
BMDP Statistical Software, Inc. 
Computer Associates 
Concurrent Technologies Corp. 
CRC Information Sys. 
IMA, Inc. 
R. Isaacs Computing Ascts. 
Market Probe International, Inc. 
Market Science Associates 
P-STAT, Inc. 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

SALES ANALYSIS 
Analytic Consultants Inti. 
C laritas/N P DC 
Computer Associates 
Computers for Marketing Corp. 
Concurrent Technologies Corp. 
Datan, Inc. 
Devcom Mid-America 
IMA, Inc. 
Information Resources, Inc. 
Market Science Associates 
Marketing Info. Systems 

SALES DATABASE 
Analytic Consultants Inti. 
Computer Associates 
Datan, Inc. 
Devcom Mid-America 
IMA, Inc. 
Information Resources, Inc. 
Marketing Info. Systems 

SALES EFFECTIVENESS 
MEASUREMENT 
Analytic Consultants Inti. 
Datan, Inc. 
IMA, Inc. 
Information Resources, Inc. 
Marketing Info. Systems 

SALES FORECASTING 
Analytic Consultants Inti. 
Concurrent Technologies Corp. 
Devcom Mid-America 
Market Science Associates 
Marketing Info. Systems 
P-STAT, Inc. 
SAS Institute 
SDR, Inc. 
Systat, Inc. 

SAMPLE SIZE 
DETERMINATION 
Datan, Inc. 
SDR, Inc. 
Systat, Inc. 

SAMPLE WEIGHTING 
BMDP Statistical Software, Inc. 
Computers for Marketing Corp. 
CRC Information Sys. 
Datan, Inc. 
M/A/R/C Inc. 
Market Probe International, Inc. 
Matrix, Inc. 
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P-STAT, Inc. 
Quanti me 
SDR, Inc. 
Systat, Inc. 
TIC/A 

TABLE EDITING 
Datan Inc. 
Matrix, Inc. 
Quanti me 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 

P-STAT, Inc. 
Quanti me 

THURSTONE SCALING 
Datan, Inc. 
SDR, Inc. 

SIMULATION/MODELING 
BMDP Statistical Software, Inc. 
Concurrent Technologies Corp. 
Management Science Ascts . 
SAS Institute 
SDR, Inc. 
Systat, Inc. 

TABULATION SYSTEMS 
Analytical Computer Service 
Computers for Marketing Corp. 
Consulting Hrdwre. & Processing 
CRC Information Sys. 

TIME-SERIES ANALYSIS 
BMDP Statistical Software, Inc. 
Computer Associates 
Concurrent Technologies Corp. 
Datan , Inc. 
Information Resources , Inc. 
P-STAT, Inc. Datan, Inc. 

SITE EVALUATION 
LPC, Inc. 

Information Resources, Inc. 
M/A/R/C Inc. 

SAS Institute 
SDR, Inc. 

TTESTS 
Market Probe International, Inc. 
Matrix, Inc. 

SPSS, Inc. 
Systat, Inc. 

BMDP Statistical Software, Inc. 
Computer Associates 
Computers for Marketing Corp. 
CRC Information Sys. 
Datan, Inc. 
Information Resources , Inc. 
M/A/R/C Inc. 

Perreault & Ascts . 
P-STAT, Inc. 
Quanti me 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 
TIC/A 
The Uncle Group 

UPC SCANNERS 
Datan, Inc. 

VERBATIM CODING 
Datan , Inc. 
M/A/R/C Inc. 

Market Probe International, Inc. 
Matrix, Inc. 
P-STAT, Inc. 
Quanti me 

TELEPHONE INTERVIEWING/ 
SAMPLING 

VOLUMETRIC ANALYSIS 
Computers for Marketing Corp. 
Datan, Inc. 

SAS Institute 
SDR, Inc. 
SPSS, Inc. 

Computers for Marketing Corp. 
CRC Information Sys. 

Quanti me 
SDR, Inc. 

IMA, Inc. 
Systat, Inc. M/A/R/C Inc. 
TIC/A 

Due to editing errors, the list of participants accompanying 
the article "How Qualitative Researchers See the Consumer 
of the 90s" in the December 1992 issue of QMRR contained 
several typos. Here is a corrected list: 

Kathryn Alexander, Kathryn Alexander Enterprises, Inc. 
Michael Anastas, Focus Probe, Inc. 
Barbara Ankersmit, OmniTrak Group, Inc. 
Myril Axelrod , Marketing Directions Associates, Inc. 
Allan Benedict, Nordhaus Research , Inc. 
Michael Bixler, Marketlink 
Milton Brand, The Brand Consulting Group 
Cindy Clark, C. D. Clark Ltd. 
Mona Doyle, The Consumer Network, Inc. 
Tory Fox, Charlton Research Co. 
Warren Goldman, Warren Goldman Associates 
Jane Goldwasser, New Directions Consulting, Inc. 
Ellen Good, Focus First, Inc. 
Joe Grieco, Grieco Research Group, Inc. 
Barbara Hairston, Marketing Resources 
Beth Hardwick, Hardwick Research, Inc. 
Marilyn Landis Hauser, Hauser Ascts. Behavioral 
Science Cnsltnts. 

Ellen Karp, Ellen Karp Research 
Ann Klein , Klein Consultant Services 
Michelle Kuhn, Viewfacts, Inc. 
Judith Langer, Langer Associates , Inc. 
Linda LaScola, LaScola Qualitative Research 
Barry Liebling, Liebling Associates Corp. 
Teresa Menendez, Menendez International 
Irving Merson, Merson/Greener Associates, Inc. 
David Rich , The Research & Planning Group 
Alice Rodgers, Rodgers Marketing Research 
Pamela Rogers, Pamela Rogers Research 

64 

TIC/A 

Paul Rosenberg , Creative Business Solutions 
Barbara Rosenthal , Qualitative Research Services 
Mary Rubin , Maritz Marketing Research Inc. 
Patricia Sabena, Sabena Qualitative Research Services 
Susan Saurage-Thibodeaux, Saurage-Thibodeaux Research , Inc. 
James Sears, James M. Sears Associates 
George Silverman, Market Navigation 
Grace Stanton, iNFOCUS Group Services South 
Timm Sweeney, Sweeney International 
Peter Swetish, M.O.R. -Pace, Inc. 
Gina Thorne, Thorne Creative Research Services 
Meredith Ware, Emmerson & Ware Limited 
Bill Ziff-Levine, Radley Resources, Inc. 
Martha Garma Zipper, Martha Garma Zipper 
Louis Zivic, Fitchburg State College 

IntelliQuest™ 
The Advanced Data Analyzer 

for P-Stat Users 

lntelliQuest™ ADA generates column 
difference calculations and relevant statistics for 

P-Stat banner output. lntelliQuest™ ADA adds the 
results directly to the banner output as 

new banner columns! 

lntelliQuest Incorporated (512) 329-2424 
P-Stat is a registered trademark of P-Stat Inc. 
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Trade Talk 
continued from p. 66 

Since the book is so large and meant for a broad audience 
there are sections that some readers will skim through. Each 
chapter begins with a summary of its contents to make 
skimming easier. A few chapters feel padded but for the most 
part the authors know when to be concise and when to explain 
at length. · 

Consumer guide 
Research firms may find it a handy resource to educate 

potential clients on the strengths and weaknesses of a particu­
lar approach. Research buyers will see its value as a "con­
sumer guide" to research services that gives the reader 
several questions to ponder when choosing among research 
techniques and/or providers. 

Also helpful to both in-house and outside researchers is the 
chapter on presenting research results. It gives valuable, 
common-sense suggestions on how to shape your presenta­
tion to meet the needs (and attention spans) of your audience: 
"Presenters will succeed if they have planned their research 
well and speak to the desires of their listeners. Presenters who 
forget that they are talking to Joe the package designer, to 
Mary who writes ad copy, and to the company president who 
is measured by the rise and fall of sales and profits have failed 
to do their job. A good presentation should be a mutual 
interplay of interest between the speaker and audience." 

High-tech 
The "state of the art" in the book's title is an acknowledg­

ment that as computers and other technology have increased 
the capabilities of researchers so have they increased the 
expectations of the people who use the information research­
ers gather. Since all of that high-tech stuff is out there, the 
reasoning goes, researchers should be able to function with 
high-tech speed and precision. 

The real world isn't always like that. So while Blankenship 
and Breen include passages on new techniques and technol­
ogy and acknowledge their benefits, they show that old­
fasioned careful planning and communication-between re­
search vendor and client, between the in-house researcher 
and his or her "clients"-are two of the most important 
components of successful research. 0 

"StateoftheArtMarketingResearch" byA.B.Blankenship 
and George E. Breen (hardcover, 580 pp., $44.95) is pub­
lished by NTC Business Books, 4255 West Touhy Ave., 
Lincolnwood, IL 60646-1975. Phone 800-323-4900. 

Headquarters: Quirk's Marketing Research Review, 6607 

18th Ave. So.,Minneapolis,MN 55423.Phone& fax 612-

861-8051. 

West Coast: Lane Weiss & Associates, 10 Black Log Rd., 

Kentfield, CA 94904. Phone & fax 415-461-9555 
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By Joseph Rydholm 
managing editor 

Writing for the doers 

M ost of the research related books reviewed in our 
pages over the years have dealt with a specific 
aspect of marketing research-focus groups, 

psychographies, demographics-rather than the process as a 
whole. So I was happy when a copy of the new book "State 
of The Art Marketing Research" crossed my desk. I think it 
fills a void in research literature by providing a practical, up­
to-date look at the research process. 

Authors Al Blankenship and George Breen have drawn on 
their years of experience in marketing and research to cover 
the process from project design, testing, fielding, tabulation 
and analysis and presentation. The dust jacket notes indicate 
that Blankenship-professor emeritus, Bowling Green State 
University-worked for 26 years in practical research at ad 
agencies, client companies and research firms. Breen is a 
retired professor of marketing at Miami University. Among 
other positions, he served as director of marketing research at 
The Stanley Works in New Britain, Conn. 

Their collective experience and their candid admissions of 
how they learned from mistakes lend the book an authentic, 
experienced-based feel. 

The authors state that the book is aimed at the two "part­
ners" in the research process-marketers and researchers­
and also at top management. As this quote from the preface 
shows, the emphasis is on the practical: "We recreate as 
closely as possible real-life research situations. We take the 

student step by step through the key research concepts, but we 
omit much ofthe theoretical background ... We stress applica­
tions and talk about specific sources of services, facilities, 
and specialized programs than can help researchers in on-the­
job situations. Throughout, we are writing for the doers­
those faced with marketing decisions." 

All stages of research 
With that in mind, they spend the book's nearly 600 pages 

covering all of the stages of the research process-in brief in 
early, overview chapters, and then in specific in later pages . . 
Some of the topics covered include: how to decide if research 
is necessary and what approach to use; how to determine if an 
outside research firm would be helpful; how to choose 
between mail, phone, personal interviews, omnibus, etc.; 
how to develop a questionnaire; and a lengthy section on that 
most popular of research methods, the focus group. 

Along with the emphasis on practicality, another idea 
running through the book is the value of information and 
cooperation. That is, making sure, when possible, that every­
one who will use or benefit from a research project is involved 
and informed early on. This makes the research more effec­
tive because it answers the questions people want asked and 
it improves the likelihood that the validity of the research 
isn't questioned when the results arrive. 

continued on p. 65 

Making names 
At N arneLab, we've made product and company names like Acura, AutoZane, 

Compaq, Cycolar, Geo, Lumina, Sequa and Zaprnail by constructional linguistics. 
The result of a NameLab project is a report presenting and analyzing registrable 

names expressing your marketing ideas. We quote costs accurately in advance and 
complete most projects within four weeks. 

For information, contact'NameLab Inc., 711 Marina Blvd., San Francisco, CA 94123. 
Voice 415~563-1639 NAME LAB® ~ax 415-563-9176 
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Experience Is The~ Teacher: 
Learning from experience is a~ 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 egmentation, market 
structure analy s is, competitive image 
assessment, copytesting, new prod uct 
forecasting , concept screening and testing, 
product testing, test marketing, pricing and 
promotion assessment, 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 
organizations, advertising agencies, financial 
institutions, publishing and broadcasting, public 
utilities, and telecommunications. 

Training Experience exemplified by our 
seminar leader who bring a wealth of practical 
know-how gained through years of working in 
the real world of marketing research, supported 
by impressive academic credentials and teaching 
experience. 

Communications Experience obtained from 
dealing with professional at all levels in an 
organization, ranging from technically oriented 
researchers to deci ion oriented manager . 

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 operation in 29. 

Administrative Experience from having 
conducted over 1,800 seminars during the past 
18 years and having counseled tens of thousands 
of participants on the program best suited to 
their needs. 

The e are justsomeofthe reasons for the superlative 
eva! uations 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. 

BThekt 
rn~ftilie 

The BASES Group 
Cincinnati Corporate Headquarters 

50 E. Rivercenter Boulevard 
Covington , Kentucky 41011 

(800-543-8635 ext. 6135) 
©1993, The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through August 1993 

101. Practical Marketing Research 
San Francisco .. .... .. ........ .. Nov. 2-4 
Chicago .. .. .. ...... ...... .. ....... Nov. 23-25 
Cincinnati .. .. .... ............ ... Dec. 14- 16 
Chicago .. .... ...... ... .. ...... .. .. Jan. 18-20 
New York .. .. .. .. .. .... ........ . Feb. 8-10 
Cincinnat i .. .... .... ........ .... . Mar. 1-3 
Boston ............... .. ........ .. .. Apr. 12- 14 
Cincinnati .. .. .. ................. May 3-5 
New York ...... .. ......... .. .... May 24-26 
At lanta ...... .. .................... June2 1-23 
Boston ...... .. .................. .. . July 12-14 
Cincinnati .. .... .. ............... Aug. 2-4 

104. Q uestionnaire Construction Workshop 
Los Angeles .................... ov. 9- 11 
New York ...... .. .. .. ... ........ Jan. 25-27 
Cincinnati .......... ..... .. ...... Mar. 8- 10 
Cincinnati .. .. ...... ... .. .. .... .. May 10- 12 
Atlanta ................ ... .... .. ... June 28-30 
Cincinnati .. .. ................... Aug. 9- 11 

105. Questionna ire Design: Applications a nd 
Enhancements 
Los Angeles ................ .. .. ov. 12-13 

ew York .... .. .... .. ........... Jan. 28-29 
Cincinnati ................ .. ..... Mar. 11 -12 
Cincinnati ................. .. .... May 13-14 
Atlanta ............................ July 1-2 
Cincinnati ....................... Aug. 12-13 

201. Focus Groups: An Introduction 

203. 

301. 

San Francisco .......... .. ...... Nov. 5-6 
Boston ............................. Apr. 15-16 

Focus Group Moderator T ra ining 
Cincinnati .. ...... .... .. .... ..... Nov. 17-20 
Cincinnati .. .. ........ .......... . Jan. 4-7 
Cincinnati ....................... Feb. 2-5 
Cincinnati .... .. .............. .. . Mar. 2-5 
Cincinnati ................... .. .. Mar. 30-Apr. 2 
Cincinnati .. ..................... June 15- 18 
Cincinnati .. .................... . July 20-23 

Writing and Presenting Actiona ble 
Marketing Research Reports 
Cincinnati .. .......... .. ......... Dec. 7-9 
New York ................ .... ... Feb. 15- 17 
Cincinnati ............. .. ........ Mar. 22-24 

ew York .. ........ .. .... .. ..... June 7-9 
Cincinnati .. .......... .. .. .... ... Aug. 23-25 

401. Managing Marketing Research 
Cincinnati .. .. .. .. .. .. ...... ..... Dec. 10-1 I 

ew York .. ...... .. ...... .. ..... Feb. 18- 19 
Cincinnati .... ..... .. ............ Mar. 25-26 
Cincinnati .... .. .............. .. . Aug. 26-27 

501. Applications of Marketi ng Research 
Cincinnati ........ ........ ....... Dec. 17- 18 
New York ........ ........ ....... Feb. l l -12 
Cincinnati ............. ...... .... Mar. 4-5 
Cincinnati .. ................... .. May 6-7 
Atlanta .......... ... .............. . June 24-25 
Cincinnati ........ .. ............. Aug. 5-6 

502. Generating and Evaluating New 
Products and Ser vices 
Cincinnati .............. .... ..... Jan. 14- 15 
Chicago .. ...... .. ................ . Apr. 29-30 

504. Advertising Research 
Cincinnati .... .. ...... .... ....... Nov. 19-20 
Cincinnati ...... .. .... .... ....... Feb. 24-25 

ew York .. .. .. .. .. .. .... .... .. . Apr. 22-23 
Cincinnati .. ...... .... .. .. .. .. ... July 22-23 

505. Positioning and Segmentation Research 
Cincinnati .. .......... .. .... .. ... Nov. 17-18 
Cincinnati .. .... ...... .... .. ..... Feb. 22-23 
New York ........ .. ............. Apr. 20-2 1 
Cincinnati ....................... July 20-2 1 

506. Customer Satisfaction Research 
Cincinnati .. .. ........ .......... . Nov. 2-3 
Chicago .. .. .... .... .. .. .......... . Jan. 2 1-22 
New York .. .. .... .. .... ...... .. . June 10- 11 

601. How to Summarize, lnterpret 
and Expla in Marketing Research Data 
Cincinnati ........ .... .. .. .... .. . Jan. 18- 19 
Cincinnati ........ ........ ....... Apr. 5-6 

ew York .............. .. .... ... May 27-28 
Boston .. ............ .. ...... .. ..... July 15-16 

602. Tools and Techniques of Data Analysis 
Cincinnati .. .. ........ .. .... .. ... Nov. 30-Dec. 3 
Cincinnati .. ............ .... ..... Feb. 9- 12 
Cincinnati .. .... .. .. .. .......... . Mar. 15-18 
Chicago .. .. .. ...... .. .... .. .. .. .. . May 18-2 1 
New York .. .... .. .. .. ........ .. . Jul y 6-9 
Cincinnati .... .... .... .. .... .... . Aug. 17-20 

603. Practical Multivariate Analysis 
Cincinnati .. .. .... .. ...... .. ..... Jan. 20-22 
Cincinnati .. .. ................... Apr. 7-9 
Cincinnati .... .. .. .... .......... . June 2-4 
New York .. .... .. .. .. .. .... ..... July 28-30 

701. International Marketing Research 
New York .. .. .. ...... ...... ..... Jan. 12- 13 

702. Business to Business Marketing Research 
Cincinnati ........... .. Nov. 4-6 
Cincinnati ........ .. .... .. ....... Jan. 11-13 
Chicago .................. .. .. ..... Apr. 26-28 

Four-Week Certificate Program 
Cincinnati .. .. ........ .. Mar. 1-26 
Cincinnati .. .. ........ .. Aug. 2 - Aug. 27 

2-Week Segments 
Cincinnati .... ........ .. May 3-14 
Atlanta .. .. .. .. ........ .. . June 2 1-July 2 

Please call Lisa Raffignone at 800-543-8635 (ext. 6 135) for schedule information for the following 
seminars which are also current ly offered by the Institute: 

Introduction to Marketing Research 
Marketing Research for Decision Makers 

• Focus Groups: An Applications Workshop 
Effecti ve In-person Presentation of Marketing Information 
Pricing Strategy and Research 

• Using Multivari ate Analys is: A P.C. Based Workshop 
Experimental Designs for Marketing Research 

• Industry Specific Seminars 
• Healthcare • Financial Institutions 
• Pharmaceuti cal • Public Utilities 
• Telecommunications • Automoti ve(fran portation 

• Planning Marketing Strategies and Tactics Using Actionable Research 
• Effectively Selling Marketing Research Serv ices 
• Negotiating Marketing Research Contracts 
• Strategic Market Simulation 

ALL OF THE ABOVE SEMINARS ARE AVAILABLE 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 ca11 Lisa 
Raffignone, Marketing Manager, or Dr. Sid Venkatesh, President, 
at 800-543-8635 (ext. 6135) or 606-655-6135. 
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Would You Rate Your Data Processor 
As High As Our Clients Rate Us? If Not, Read On. 

Every time we complete a project we ask our How Many MWion Cases 
clients to rate us on {1) meeting their schedule. Do You Want Processed1 
(2) doing the job right the first time. (3) respond- If you ask most data processors to handle a job 
ingto tlieir q_uestionsprompdy and (4) their involving millions of cases thry'll tum white 
overall satisfaction with our performance. From and say { 1) they can't do it or (2) they can do it if 
what they tell us. we're nearly perfect. ~ou give them a cou_ple of months. After all. 

But we don't just give better services. we give their PC's can only do so much at a time. 
more of them. And that combination saves At SDR we haven't met the job we couldn't 
them (and will save you) money. handle and handle fast. One of our larger recent 

• projects entailed over 20 million cases and we 
OurPropnetarySoftware Systems finished it in 10 days. And had enough capadty 

Let Us Match YourNeecls. to spare to keep up with our normaf workload. 
When you deal with most data processingsuppli-
ersyou're restricted in the report formatsavaila- We Can Make Your Tables SiszDificant. 
ble because they use off-the-shelf software. Not Another service we offer is statistical signifi­
so atSDR. We've developed our own proprietary cance testing on tables: Analysis of variance. 
software and have done it in such a way that we Chi-square. Wilcoxon and even the ubiquitous 
can produce highly customized formats and (and often misused) t-tests and z-tests. just to 
reports. So you get the report format you want. name a few. 
not what some programmer of yesteryear 
thought you might want. 

We'veevenouiltinhooksthatletusautomat­
ically produce high-volume. high-resolution 
graphics directly 1rom the tabulation process. 
Since this is a totally electronic. handS-free pro­
cess. we can do it rapidly and inexpensively. 

We Aren't Order'nlkers. 
We're Partners. 

Let's face it. there are times when you can 
benefit from the experience of your data pro­
cessing supplier. In most instances we can 
make suggestions when you're designing 

SDR 

your research which will produce more useful 
information which. in tum. will help you make 
better dedsions. What's more. we can usually 
save you money in the process. A lot of money 

And we don't charge you an arm and a leg 
for our advice. In fact we don't charge you~­
thing for it because we consider it a part of our 
basic service. 

In Summary, We Give You More. 
And More For Your Money. 

When you deal with SDR you get to draw on 
the expertise of respected. experienced research 
professionals who do the job ri,ght the first 
time. You can take advantage oi software sys­
tems that just aren't available anywhere else. 
You benefit from large capadty hardware and 
software that can process your data fast. And 
you get this all at a cost that is very competitive. 

While we've told you a lot here. we have a 
lot more to tell that will help you get the best 
possible data processing for your dollar. Just 
call Lynda Bennett in Atlanta at (404) 451-5100 
or Paula Staisiunas Schultz in Chicago at 
(312) 661-0825 to findoutjusthowwecangive 
you service beyond expectations. 
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