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De ~ ·s xce ·o a 
FocusGo pad 
Cen ra Loco ion cility 

DENVER 

THE RESEARCH CENTER 
550 soufh wadsworth boulevard 
suite 101 
denver 
colorado 
80226 
303-935-1700 
fax 935-4390 

he Research Center Is Denver's exceptional focus 
group and central location source featuring out

standing focllltles and the highest quality recruiting 
and Interviewing. 

The focus group suite Is a astefully decorated. con
temporary and private facility located in an easy-to
find. high-profile building. The viewing room seats 15 
comfortably. The conference room features wash
able writing surface. oak roils and a bleached oak 
conference table. Video player and monitor ore 
built-in and available at no additional charge. 
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Th central rocation facility Is 24' x 24' and accomo
da es up to SO participants. The room is wired to 
provide audio and video feeds to the focus group 
viewing room. Includes a built-in easel and wet bar. 

All recruiting for focus groups Is conducted from The 
Research Center's 40-llne telephone bank (equipped 
with CRT and ACS Query interviewing software). The 
Research Center uses a duplicate number database 
system to help Insure the highest quality recruiting. 

Circle No. 631 on R aderCard 

Annl Sampogna-Reid ond Chris Balthaser 
manage The Research Center. They have 
over twenty years combined experience 
recruiting ocus groups and central location 
tests in the Denver market. Their goal is to 
provide clients with the highest quality 
recruiting and the best facilities in Denver. 
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TO RUN 
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With Quanvert on your PC, you no longer have to depend on others to produce your survey tables. 
You can do it yourself from the original survey data, with no special skills whatsoever. 

The process is even easier with Quanvert for Windows, a new version of Quanvert specially written for 
the friendly style of the Microsoft Windows r M environment. All commands are executed by on-screen 
buttons, menus and dialog boxes. Complicated concepts are displayed in simple pictorial form. 
We have added many new features too - all to help you do what you want to do more ~~' 
easily, in the manner that suits you best. ~ ~' 
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Our Service 
u'll g t 

xc 11 nt r ice without 
h vin t a k - b f re and 
ftrth al! 

tru,w a. 
her to in u 
you u ur 
will hav th 

San Francisco 
{415) 777-0470 

to 

Denver 
(303) 860-1811 

WHAT MAKES 

CfMC 
STAND ABOVE 

ITS 

CoMPETITION? 

SUPERIOR 

PRODUCTS 

AND 

SuPERIOR 

SERVICE. 

o gain 
superior 

satisfaction, try 
CfMC products. 

To generate 
superior 

satisfaction to 
your customers, 
become one of 

ours. 

Dayton 
(513) 228-2652 

Circa& No. 601 on Reader Card 

Ou Products 
Whether you have just a 
single PC, or a PC -ba d 
network, or a large 

ewlett- acka d minicom
puter opera ·on of 500 or 
more stations, th same 
CATI softwar (SURVE T) 
and tabulation ftwar 
(M NTOR), run on all 
these platforms. And th 
arne specifications may b 

used for door-to-door 
interviewing with hand
held computers, or at a 
mall, or central facility. 
And the specs. and text ar 
written only once and 
called in when needed. 
Thi can all be done with 
the newly released C 
software offering many 
benefit . 

PCs 
MS-005/UNIX 

New York 
{212) 627-7730 

Paris 
( 1 ) 4Qe84•84•85 
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he fa has bee me an indi pens
able part of doing bu in , prima
rilybecau itha. twoattribute that 

are much-prized in the m~ney-making 
world: peed and 1 w co nt. ince these 
attribute are a1 · ught after by market
ing re earcher , it' n surpri e that fa 
machines are being u ed mor frequ ntly 
to do urvey . 

Quick tumar und and l w o t are 
what drew the re ·earch '!ltai'f at P World 
magazine to fax te hn logy almost two 
year ago. ince then, the publicati n '. 
reade ha e fa d ba k th u and-; f 
que tionnaires t the magazine's San 
Franci co offic s. 

PC World i · am nthly with a circula
tion of 910,000. It target audience is 
bu ine manag rs who are re pon. ible 
for buying c mputer and related pr d
uct for their companie . 

AI ng with focu gr ups and phone 
and mai I survey , \ hich the magazine 
u e to d termine editorial dir cti n, the 
PC World r ear h taff u. es a ftwar 
progmm caJI d Telefonn, mad by ardiff 

oftware, oJana Beach, ali f., L de ign 
a variety of fax-ba ed :urvey that are 
in ·erted into the magazin each m nth. 

T leform doe aut mated fonn pro
cessing, reading the data n the forms 
(whether it' hand-printed haracters 
[OCR l, typed or mach in printed harac
tersand hadedor heck dcircle l MRl 
and entering it into your data analysi: 
package of choice. 

The urvey form in lude a mark in 
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I 

ea h o it come which help correct
pri r to proces. ing - any elongati nor 
kew cau ed by the fax. In additi n, a 

ma hine-readable ode give the surv y 
form a unique identity to implify .· rting 
when recei ing · mpleted que ·tionnaire 
for more than on fa -ba ed ·urvey. 

Editorial re 'earch 
P World has been u ing el form for 

two year n w, :ay ' 11mmas ewe ke. 
re earch manag r, P Worlcl magazine. 
Initially th pr gram caught th taff 
attenti nasa way to d editorial re earch 
cheaply and quickly. 

R gular r ader urveys h lp the maga
zine an ·w r important que. tion uch · 
whether ditorial h uld ~ cu: n hard
ware ver. u oftware, tech tip 
umer inf< rmation, etc. 

Themagazinealreadyhada long- tand
ing monthly teleph n tra king urvey, 
in whi h ub criber were called t find 
out whi h article they read and how 
valuable they were, and to measure the 
su · e of editorial e periments. \Vhil 
the data fr m the te lephone urvey is 
valuable, it' co ·tly to obtain. wecke 
ay . • vena fairl imple ph nc survey 

come a I 0,000 or $20,000 enter
pri e, which is a big part of ur editorial 
re earch udg L" 

In addition, length pr ce sing time 
mean that the data i n 't always available 
oon enough for the magazine to a ton it. 

By the time the r ult com ba k, it an 
be everal w k after the issue being 

• • 
X I 

re earched wa mailed to sub criber . 
Thi is tr ubling fi r any publication, 
which typically ha a 1 ng lead-time be
tween when t rie are planned and writ
ten and the time they appear in the maga
zin . But it' e pecially o, Geweck 
ay ·. for a magazine covering the com

puter industry, where techn logy changes 
o rapidly. "If problems arc uncovered in 

th tel·phonere earch,ad la ofthree r 
i w eks in generating rc ult mean 

y u mi two to three is ~ue befi re y u 
can corre t a pro I em and hange edito
rial direction.'' 

18-month e periment 
fter di co cring Teleform, the re-

ar h taff began an 18-month experi
m nt that involved putting urvey.- in the 
magazine and having reader fax them 
back. The in-maoazine form used the 
arne que tions as tho e in the telephon 
urvey and offered a prize of computer 

equipment to en ourage re n. . The 
urvey al o asked readers to . upply de

mographi in~ nnati n. 
Re ponse v lume averaged b tween 

5.000 to 7.000 fa e per m nth. The 
magazin began receiving 500 to 1,000 
re · nse within ju ·t a few day after 
i ues \ ere mailed. 

For ab ut a year and a half the maga
zin fax urveys were done in tand m 
wi Lh the telephone survey Gewecke say 
to a1 low comparison of there u lts. 'Over 

continued on p. 26 
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Editor's note: Murray Simon is pre i
dentof DIR/ HealthCar Consultant , 

harlotte, N. . Pat Gi k i assistant 
vice pr ident at iomResearch, Gl n 
Rock, Pa. 

article the 

are 37 milli n people in the 
tate who hav no health car ov r

age. Unt ld numbe of empl y e are 
lo ked int j b they would l av if it 
weren t ~ r the accompanying in ur
an e erage they ha e t pr t ct and 
maintain. 

For mall bu ine e , in uranc ha. 
becom ju t a ut unaffordable. D -
pite th prote t over co t during the 

pa t few y ar the proj t d xp ndi
ture f 00 billion dollar on health 
ar repre ent an in r a. e f 

8 
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• • y 
h care 

by Dr. Murray Simon and Pat Gick 

more than 37o/t fr m 1 0 (be for infla
tion . 

he fact, i that if we have a heallh 

ing, in part t 

' • reac 0 

0 

n d ; in uran mpanie continue to 
rai premium while building bigger 
and grander bui lding ~ lawy r are a -
tigated r adding t health care co t by 
pur uing malpra ti e litigation, a i

f hu s ttl ment fee dan c in 

What about th doctor ? 
nd th n, of c ur e, th r are the 

d tor . 
The pub I ic tend to think of physi

i n , f r th' most part. a bright, well-

Quirk's Marketing Research Review 



educated thor ughly trained individu
als who are e entially in en itiv to th 
psy hological and emotional ne d f 
the patient. They ' r a u ed of making 
their patient feel I ik facet ·s, name
less ipher in their "take-a-number
and-w 'll -call-y u-when- it' . -y ur
tum" pra tice , 

Ts it any wonder that what the publi 
fears mo tab ut health are reform i 
n t b ing able t cho e their do tor ? 

he . pecrer of manag d are repr . nt , 
for many patient , gr ater anonymity in 
thepati nt/doctorrelati n hip - whi h 
i n t whatthey want! The phy i ian, on 
the other hand, want · th public t bet
ter appreciate the pre ure d tor work 
under and the long hour they . p nd 
caring f. r their pati nt:. 

Mu h ha been writt n about how 
chang . in the h alth care y tern will 
affect the patient but little more than 
ab tract conje ture ha. b en devoted t 
how such hanges w uld affe t th 
health care pro id r. 

s e ·' phy ician attitud 
T shed orne light n h w chang 

and anticipati n of change are influen -
ing phy~ician · thinking, D/R/ 
Health are on ultanL of hart tte, 
N. ., and The x iom Re ear h t
work f Glen R k, Pa. , jointly d vel
oped an independent r search tudy to 
a e ph ician ' curr nt attitud 
a out th ir profe i n and the fa ·tor 
that arc dramatically affecting th m. It 
i hoped that the e r ·ult will add new 
dimen. i n to the fram work ne e ary 
to · egin the rebuilding proce . 

The r suit were d v loped fr m 275 
teleph ne interviews with physi ian 
throughout the nited tate . he doc
tor intervi wed repre: nt a broad mi 
of pecialtie , age and ge graphic di -

February 1994 

versity. 

• What one chanxe would you make in 
1h wa_ medicine is currently prac
Ticed? 

While there were a vari ty of re
p ns , in e ence they boiled d wn to 

"eliminat the middleman: · They aw 
the g vemment (r pre nted y Medi-
are and Medicaid) and the insuran e 

c mpanie a agents of interference be
tween the do t rs and their patient . 
They repeatedly r f, rred to m untain 
f paperwork that cut into time for treat

ing patient .It was their aggregate pin
ion that eliminating mu h of the paper
work -and the people wh p c s · it 
- would ontri ut . ignificantly tore
ducing h alth are c st . 

They at o indicted the government 
and in urance c mpani for control 
and r gulation on phy ician 'diagno -
tic and tr atment decisi n . De pite the 
cry ~ r o t cutting, the e d tor felt 
that current medi al co erage i. not 
broad enough and limit their ability to 
provid appropriate and thor ugh care. 

everal aid that th edicare sy tern 
of predet rmined fees for pecific pro
cedur act a a di incentive t the 
devel pment of higher kill le el 
among phy ician , and ncourage me
diocrity. 

Many re pond nt aid that managed 
care and competitiv fee chedul rep
re ent the future f medicin . orne 
w re for it, many were not. ot . urpri -
ingly , there was a trong c rrelation 

tw en year in pra tice andre i tance 
t managed care. What they bject to 
m stare p litician and bu in . people 
admini tering the e pr grams. While 
th y did not thin phy icians hould 
tak n thi admini trative r le. none
thele th y liev that doct rs are not 

adequ, telyinvolved inthedeci. ion mak
ing proce . 

Get the lawyer. off our back 
It hou1d com a no upri. e that there 

wa a wide pr ad h tiJity toward th 
legal profe i n. (A we analyzed the 
urvcy re ult and read their ugge -

ti n. n "what to do with lawyer ,' we 
had to wonder: What happens when a 
lawyer needs m di aJ care?) any doc
t rs aid that lawyer ar r pon ible 
f< r a ignificant p rtion of the high co t 
of health care, by forcing d ctor to 
pra tice defen iv medicine and giving 
pati nt the idea that if a treatment out
come is not ucce · ·ful, a law uit i the 
next logical tep. 

hi ha had an obviou impact on 
theircolle tivep y h .Manyexpre ed 
the belief that a managed car y tern 
c uld be workable if it includ d trict 
regulation of medical malpra ti liti
gation. The implication wa clear: "Get 
the lawyer off ur back and we'll 
make managed car work." 

everal re pond nt omment d on 
medi ine' Jo of pre tige. here were 
num r u tatements about "n t b ing 
appreciated, n t being under '1 od." A 
f. w claimed that medicine has it "bad 
appl . ,''who are giving the pr ~ · ion a 
bad image. Th r were vague r fer
ences to "getting rid of the greedy one , " 
o th profe ion uld once again re

gain it fom1er high tanding. 

• lfyou had it to do over again, would 
you go into medicine? 

De pite all th trongly w rded com
plaint ' 82 rc f th re pond nt aid 
th y would ch e the arne profe sion 
again. Them t frequent rea, n were 

continued on p. 28 
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ocusGroups-----------------------------------------------------

Don't let technology take 
control of focus groups 

ditor' s not :Thomas r nbaum is 
pre ident of Group Plus, a research 
firm /ocat din Wilton, onn. 

F o us gr up continue to b on 
of th m . t popular and fa te t
growing market r s arch te h

niques, a rganization. of all types 
havepo itiveexperience withthemeth
odology. Further, with the pre ur t 
keep re earch co t as low a p ssible 
and generate r ult in a more timely 
fa hion many mark ter are moving 
away fr m quantitative re earch in or
der to implement orne form of qualita
tive re earch t addre . th ir que ti n . . 

th u of qualitative re ear hand 
particularly focu gr up gr w , there 
i increa ing pre ur on the pr fes
ional within the qualitati e research 

community to differentiate th ir ser
vice fr m each ther. M t industry 
xp rt e timatc that there ar at lea t 

1 000 pe pie nati nwide earning at lea t 
half their incom doing fo u group r 
on - n-one in-depth intervi ws. hi 
r pre en a lot f different p opl try
ing to find that important IJing point 
that will mak their ervic . tand ut in 
the crowd. 

nter technology. he advanc . in 
mputer hardware and oftware, the 

introduction f ellular telcph ne and 
related p r nal communication de
vice , and th innovations in video trans
mi ion al l have affe t d the way mar-

10 

by Th rna nbaum 

keting peopl operate in the 199 . Th ~ 

same t ·hnol gie hav · also egun to 
intluen e the qualitativ · re:ear h in 
du tr . 

Atlanta, and even mmunicate with 
the moderator whil th s ~: . · i n i in 
pr gr . :. r y u can li ·t n in on a 
telephon h ok-up with ight different 
e e utivc: all r the world. all of 
wh mare led through a di cu ion by a 
m derator trained in t lee nfer n · ing. 

It i aJso po. ibi to ondu t a fo ·us 
group ia vide at llit with half the 
gr up sitting in new York and th · othe 
half in London - a the c I ient ob. r es 
from h r ffi e in Hou ·t n. Finally, you 
an wat h a f us group that us ·s small 

hand-h ld "rea Lion d ice "tor ord 
th participant input n a computer, 
o the inf rmati n they gen rate can be 

c llccted by th mod ratorfor inclu:ion 
in the final rep rt. 

While ther is nothing inherent] 
wrong with an fth newt hnol gie 
that are entering the f, u group indu -
try. there I arl i a dang r that mark t-
rs will ome , enamor d of th 

t chn I g that th y to g t about th 
fundamental clement that mak the 
f u group m ·thod l gy work · well. 
Therefore, before y u agr ·e to any new 
technol g inyourfo usgr upre ar h, 
review omeoftheba icbuildingbl ks 

of the f cus group te hniqu" to en ure 
that u arc not mpr mising any of 
them with the new approa h s. 

a valuable 

thcr definite! ar :orne meaningful 
cost . aving that can b btaincd by not 

continued on p. 32 
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QCS fills your need for Focus Groups 
in major markets across America. 

With 34 facilities offering unsurpassed professional services, 
uality Controlled Services is clearly the right choice for your 

next focus groups. You'll find us in these major markets: 
Atlanta • Chicago • Columbus (OH) • Dallas/Ft. Worth 
Houston • Kansas City • Los Angeles • Minneapolis 
Nashville • Neenah (WI) • Philadelphia • Phoenix 
St. Louis • Tucson 

OCS is the nation's largest provider of focus group research com
bining up-to-date facilities with excellent recruiting. We bring a 
lot of experience to each job. In fact, we conduct more than 
5,000 groups per year serving clients and madera ors in a broad 
range of industries - yours is probably among them. 

We feature large modern conference rooms, comfortable 
viewing areas and lou!'l es, excellent food and amenities, private 

telephones, quality audio and video taping, and convenient fax 
services. Over the years we've developed an extensive com· 
puterized database of consumer, executive, professional, and 
technical respondents. In most cases locating your respondents 
is faster and more economical using the QCS system. 

At OCS we're committed to excellence. We've developed a 
national reputation for projects with demanding specifications. 
Quality, consistenc~ and personal service are part of our success 
plan for every group. Plus we follow the tightest screening proce· 
dures in the business. 

All of which should put your choice in clear focus. There's 
no one easier to do business with. Call us today for pricing, 

~~~~~~.ng, and project 1-800-325-3338 

Circle No. 602 on Reader Card 

Quality Controlled Services· 



Scale scoring in health care 
customer surveys 
by c tt MacStravi 

di10r's note: colt MacStravic, Ph.D., i \'ice presid nt, 

m rketinglstratefo,. 'rdllt Prol'enanl J/ealth Partners, Dem·er. 

Almost all the cu t mer surveys that are onducted in 
health care u. e al . u h scales typical] and 

arbitrarily a ign numerical value. to rbal op
tions. ommon e ample. include: 

• gree/di agr e ale: 

I = str ngly di agr . 
2 =disagree 
3 = n ~utral or un ure 

4 =agree 
5 = . tr ngly agre 

• ati faction . cal 
I= very di atisfied 

2 = mo tly dissatisfied 

3 = mewhat dis. ati fied 
4 = neither ·atisfied n r di ati fi d 

5= 

7 = very sati . fied 

• Quality rating ale 
l = t rrible 

2 = p r 

3 = oka 

4 =good 
5 = e Jlent 

12 

In umming up uch al s, ommon pra ti " is to cal u
late mean cores fr m a frequ n distribution f respon. 
then compar d to a ··perfe t" c re. Fore ample, the follow-

ing fr qu ncy di tributi n would ored: 

COP = Points 
I = 
2 7 = 

24 = 
4 30 

~ 36 -
T tal 100 

It ha. a cumulative va lue of p ints and am an f .89, 
given 10 r pons s. A perfe t re would yield 5 x I 00 = ) 

500 point , . o th standardiz d scor f thi distribution 

w uld e 9 divided by 500 = 77. %. By tandardizing, we 

mpar re ult to . res ba ed on thcr scale'. 
invol ing a variety f at points and v r at ption.· . 

A l ng-r ognized pr lem with verbal ale , ev n wh n 
there i ]early an und rlying ordinality t the words, i the 

arbitrar nature f num rical valu sa ign d to those w rd . 

Who is to say that" trongly a r e" i the am ps hological 
di Lane from ·'agree" a: "agre " i fr m "neutra l'' r "un

sure" . I 'very di ·atisfi d" a far fr m "mostly di ati ri d'' 
a the latter i fr m ''neith r sati . tied n r di · ·atisfied"'. 

While the number a . igned t verbal hoi ·es in uch 

. al·s r spect the underl ingordinalit fthos choice , th 
may n t refle t the "tru "di tan betw nth m. Yet m 

kind f numerical value mu t be assi n d to ea h v rbal 

ch i e to permit summarizing of rcsp nse , mparing on 
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et f frequencie to anoth r, alculating imple and complex 
correlati ns or deciding how close a set o re pon. esc mes 
t • perfection." 

An th r problem with scaling i that different num rical 
values pr duce different urn mary value , therefore different 
perceptions as to how "good" a given frequency di tribution 
may be. ln the five-point example above a plu -and-minus 
scoring y tern might be u ed in tead of n -t five, with 
vaJue as follow ·: 

S ore 
-2 X 

-I X 

0 X 

+I X 

+2 .! 

7 
24 
30 
36 
100 

= -6 poinl'i 
-7 points 
0 points 
0 points 

72 int~ 

89 points 

The arne distribution of an wers as ft re would produce 
a calculated total of 89 points. With a potential "perfect" 
core of (I 00 x 2 =) 200, given 100 response the tandard

ized core on such a calc would be only 44.5%, v tJy 
different from the 77 .R~ d rived from the one-t five cal
ing. 

Even a light modification in the assignment of numbers 
can have an impact on then rmalized core and therefore n 
the im pre ion that such a score give tJ wheth r th resuJ 
are good, bad or indifferent. If in. tead o caling one to five 
we u ed a zero-t four cale, f r example, the arne di tribu
ti n w uld yield: 

Score 
0 X 3 = Opoin 

X 7 = 7 poin 

2 X 24 = 48 points 

3 X 30 = 90 point 

1 .! 36 - 144 ints 

100 289 point~ 

With a "perfect" core of (I 00 4 =) 400, these suits 
w uld produce a n rmalizcd sc re of 289 divided by 400 = 
72. %, djfferent enough from the 77.8% derived from the 
one-to-five scale to uggest a result clo r to a ' 'grade 
rather than a "B." 

If we were contriving to ensure good ults nan rmal-
ized .'core, we c uJd ea ily "gam th y tern' by as ·ignin 
a different set of numbe to the results: 

core F 
9 X 3 = 2RR point 

97 X 7 = 679 points 

98 X 2 = 2 52 points 

99 X 0 = 2 970 poin · 
100 X _Q = 3 600 ints 

9,889 point 

February 1994 

With a totaJ of 9,889 points against a 'perfect" score of 
10 000, th n rmalized core from thi distribution would be 
98. 9~ apparently an excellent rcsulL 

learly, when different, arbitrary if commonplace) as
signment of numbers to a t o verbal answers can yield 
re uttsa~disparct~ as44.5%and77.8%(even98.9%,ifwe're 
clever) from the arne distribution of re pon , uch num ri
ca] caling warrant~ some attcntion.ls Lh re any way to come 
up with the 'right" numbers for a given t of verbal answers? 

An aJtemative t th arbitrary ignment of numerical 
valu i to link the pattern of answers to m thing o value 
wh re each answer has a calculated link t that value. r 
example in our community urvey ', we have found that 
prefercn forourho pitals (intenttogothereshould need for 
h spital care ari e) i trongly influenced by self-report 
familiarity with the in tituti n . 

In cross tabulating familiarity level and preference we 
ound the following di tributi n (re ults slight modified to 

simplify calculati< ns): 

Familiari scale 
ompletely familiar 

mo tly familiar 
omewhat familiar 

m tly familiar 
completely familiar 

% Preferrin 
60 
25 
10 
5 
0 
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i nee the prefer nc p rcentag . arc all evenly divisi I by 
fi , we an translate thi patt m into a at where 

mpletel familiar 12 

m tly familiar = 5 
. omewhat familiar = 2 
m tly unfamiliar = 
complet ly unfamiliar = 0 

ln this ·a ·e, the at scores r tlect th r ·lati value of 
ea h nominal re pon in t nns fit link to pr feren e. Th · 
normalization f the pre iously analyzed r sults on uch a 
cale would b : 

R ~ n _ill£ 

completely unfamiliar =L X = 
m tly familiar 5 30 150 
somewhat familiar 2 24 4 
m tl unfamiliar 7 7 
complete] unfamiliar 0 3 0 

Total 6_ 7 

With a p ·rfect core f I 0 12= ) 1,_00. th n nnaliL d 

re ults would 637 divided by 1,_00 = 5 . . I ~ ,or ju t a Iilli 

14 
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f familiarity re p nscs. 
imilarly. in ur sur y f pati ·nt . ati fa ti n \i have 

f und that th relationship b tween satisfaction ale choice 
and intention t choose th ho pital ag· in i roughly a 
follows: 

somewhat dissatisfied 
neutral 
somewhnt atisfied 
m tly ali . fi d 
more than atisfied 

he e re ults tran lnt inl 

more than dis ati fied 
m tly di::atisfied 0 

omewhat dissati fi d 2 

mo tl sati . tied 
mor than ati fied 

distrihuti n u h a:: 

5 
8 
l 
16 

10 
... 5 
40 
50 
0 

Point _ """""""'~=:.,;... 
more than di ali fied 0 

mostly di ali tied 
somewhat di ·satisfied 2 
n ·utral 5 
somewhat atislicd 
mostly ati fi d I 0 
more than . atisfied lQ 

Pr du a total sc re of: 

5 
I I 
20 
10 
17 
35 

-
= 
= 

22 
100 
80 

170 
560 

l32 

With 8 7 point out f a potential 1.5 ma imum. the 
n nnalizcd score would be 32 divid d b 1.5 0 = 62.1 ~ . 

Whil it mi ht m atlea:t odd to ha e two nominal plion: 
a igncd the ·arne numcri al . core, it make: sen e in light of 
links with prefer nc . If patient who report th m el "'s to he 
"mo tly dis. ati fi d'' ar no more likely to choo e th h spi
tal in the future than ar pati nt wh r port th m elv s to be 
.. mor than di ~atisfi d," then th hospital h uld take little 
pleasure inn Ling an ··up\ ard" hift between th two . cale 
points. 

Where cales :h w a ub tantiall higher alue for the t p 
crbal choice than forth lower hoices, a wa the ·a: with 

both the a vee amp I , the ffecl on normalized :cores will 
generally b L damp n th m as compared to omm n. 
arbitrary calc numb r . . imple ne-t -fiv scale forth 
familiarity distri uti n would ha e yi ldcd a nonnaliLcd 

ore of 77. % wher • th alue-deri d point calc shows 
nly 5 .l %. n arbitrary one-to-. en ale for th pati nt 
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sati:fa Lion di tributi n w uld hav produced a normalized 
score o 5_2 di id d by 700 = 74. ~ in . tead of the 62.1 o/t 
compiled with the alue-ba ed :cal s or ·s. 

By contrast, if l pI v I of nominal ch i ·cs arc linked to 
only marginall different pra ti al value , the value-based 
cale.· would pr ducc normalized ore that are higher than 

th · resulting from arbitrar numeri al cales. hould a 
valu -ha:ed onn • ·tion l ween ho pi tal f d ratings and 
pr fer 'nee be ·omething like: 

Rating of ood 
terrible 
poor 
fair 
go d 
very good 
out:tanding 

It would translate int th 

o/c Pref rring Hospital 
40 
50 
60 
65 
70 
75 

following ale (with hyp thcti-
cal frequencies or i 11 ustrati n ): 

Score Points - -
terrible g 

p or 10 150 
fair 12 20 240 
g od 1. 15 I 5 

er good 14 20 2 0 
outstanding 12 20 300 
t tal 100 1.245 

A simple frequency uch a · the abov trans I at . into a 
normaliz d re of 1.....45 divided by 1.500 = .09( where 
th arne frequen y w uld pr ducc, on an arbitrar one-t - i 
. al , a core f only 52.7. 

sid benefit of a value-ba ed ·cui ing system is that it will 
tend t sh " wher the ho pital · likely t see the realest 
impa t from impro ing ur ey re ult ·. The fact that ~ d 
:cores ar link ·d to ·u ~h m d t difference. in pr f r nee 
sugg 1 · that not a much can a omplishcd b im r ving 
. u h ore a can through impro ing s ore. on overall 
sati:fa ·tion or familiarity. TI1e normalized :cores r nc ting 
value-bas d ale are likely t off r a significant] more 
a curate and meaningful me age than scor ·s based on 
arbitrary num rica I value . ' uch a are mo t commonly us ·d. 

Anyone considering u e fa alue-ba. ed caling approa ·h 
will ha t fir t de ide what valu t link rbal r sp n e 
t . Pr f·r ·nee has a trong market alue, though within a 
.sur cy, links too rail ati fa ti nor perceived quality rna 
fun ·ti n a. \ ll. Once the value i el cted, th cro .. tabu
lated r lationship bctw nan wer t a que tion of int r :t 
and that value, will provide the ba i f r determining valu ·
bas d :calc numb r., a in the ab vee amples. 

Thi approach docs not pr t nd t an wer the questi n of 
how to assign numerical alue t verbal re ponse. one and 
for all. It docs. h w v r, offer an impro ement over ·onv n
tionally arbitrary assignment meth d . 

How To Find 1he Best Deal 
On WATS Interviewing. 

The high t f t 1 ph n int r iewing g tting y u down? I/H/R Re earch Gr up can help - with th 
high t quality, l we t price ,, and b . t . r i a aJlablc anywhere. 

• 75 line national coverage • Certified interviewer • Project bid in one hour 

• 50 i2/ J1TI tation • Highest quality 

Low price 

On/off premi e nzonitoring 

On time re ult • State-of-the-art technology 

What mak 
what 
af~ rd t 

me ay if · ur n-goinQ trammg pr 
c n happi r · re th r all y 

... But, 
we can 

Tfy u'r tir d ld nganddance,gi el/H/RRes ar h r upacall. Wc'lJmakc ureyourjob' 
d n right and at co. t you can live with. 

IHIR Research Group 
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Sat·sfaction Research _____________________ _ 

Researdl ta k a out custo er & em loye ·sfaction 
at e American Quality Con 

Editor's note: Gayle Kaplan i enior 
resear hanal srwilhNational ompUler 
System.ft, Minn apolis. 

ational Computer System 
i in the busin of helping cus
t ers collect useful information 

about cu tomer and employee atisfac
tion. Am ng other products, S pro
vid c tomersatisfaction and employee 
attitud research erviccs. 

ows that many companies are 
doing customer/employee ati faction 
surveys r part of th ir quality program, 
an important first · tep to di over us
turner and employee opinion and need . 
But N h found that some c mpanie 
run into difficultie translating their ur
vey information into a tion plan which 
operations or marketing taff an u e. 
NCS d ided to pon or a roundtable 
di u i n at the 1993 American uality 
Congressoncompani 'ex peri n trdllS

forming . urvey information into action 
plans. 

S invited a gr up of nference 
attendee. to participate in the di ussion. 
Members were invited based n wh ther 

• their mpany c nducted cu t m r 
or employee satisfa tion survey · and 

• they were involved in conducting th 
urvey . 

ightpe pl fromcompanie indiffer
ent indu trie and across the country par
ticipated in the discus ion. a well a tw 
N r earch taff member . . 

All the participants were part of their 
finn' quality departm nt. Their title 
in lu edqualityc ntrol oordinator,qual
ity ·peciali t. corporate manager of qual
ity and director of quality. A 11 the compa
nie ha e condu ·ted empl yee and/or 
custom r . urvey ; m t have done both. 

16 

by Kap n 

roup partkipants were in charge of r 
involved with conducting the surveys at 

their companie . The e facts lead us to 
lieve that quality departmenlS arc usu

ally involved with cu tom r and em
ployee urvey and often direct th m. 

Employ urveys 
Parti ipan rai ed veraJ i ·sues. orne 

companies are cone m d that conduct
ing employee survey rai e empl yec 
expectation ·- "We mjght need to d 
omcthing." The compani are unsure 

they can m t employee expectati ns, 
especial I y in a hort tim fram ; they 
don't want employee to com m re 
dj ·ati. fied as a re ult of th 

tain manag ment 
ploye .. 

onfidential and anonymou , 
nother i u v .. ·a · employee di. tru t 

of management and concern about the 
an nyrnity and confidentiality of their 
input. hese concern may decrease re
sponse rate or ias results. In one case, 
employees knew they could be identi
fied; the results were very positive even 
thoughthecompanyhadju tgonethrough 
a very difficult restructuring. 

All the roundtable members acknowl
edged that em pi yee confidentiality and 
an nymity is an important issue. Beyond 
that, however, there was a range of re
sponses. orne aid that urvey resul 
sh uld be broken out only along very 
broad areas, uch as type o job (e.g., 
management, pro essional and line 
w rker), number of years at company 
and division, and the malle t breakout 
group hould 0. With this broad 
analysis, the mpany gets useful infor
mati n but th re ults are t 
an individual empl y t 

ther companies wanted reports n ch 
manag m nt group . th y uld evalu
ate managers. or empl y feedback 
groups s m employ s did n t want 
their managers r human re urces taff 
in th room. 

Bu -in nee ry 
Parti ipan agreed that t p manage

ment uy-inisanec ssity ra ucce ful 
employee surv y program n t only to 
condu t th survey but to implement ac
tions and resurvey t d tennine the re-
ults of those acti ns. On sugg tion to 

help attain buy-in was to involve top 
manag m nt in the de ign of the survey 
instrum nt. Explicit executive buy-in also 
help to in rease re pon e rate by show
in that the survey is important to top 
mana ement. r exampl a pre-notifi
cation or cover letter to urvey re pon-

Quirk's Mari<eting Research Revi1ew 



dent-; should he signed by the division 
vice president or the company prcsid nl. 

Another i ue wa ' how genera] or pe
cific the questionnaire should re. Prob
lems arose when asking employ •cs' opin
ion of areas that participant~ kn w they 
could not change - or areas that man
agement didn't want to ask about ev
eraJ parti ipant · ·ugge ted that the fir · t 
survey hould be more general and cover 
i · ues that could be changed in the ne t 
couple years. Once a lion have reen 
taken a , a re ult of the initial urvey. 
future que tionnaires couJd deaJ with the 
tougher que tion . On-going urve 
hould alwa a : 

• if the company communi ated the 
re ul of the prev'ou urvey: 

, 
I 

• if employee have een change. as a 1 
result of the previou urvey and: I 

• if the urvey i a u eful method for I 
trac ing employee pinion. 

ommunication from management is I 
often a major area of oncern. ometime 
it'spo. sibleto impro e verall employee 1 
opinion just by impro ing communica- 1 
tion to employees. I 

Another i ·sue wa · whether to survey I 
all employees, i.e. , a census, or survey a 
:ample of employee ·. A cen ·u · gives all I 
employee the opportunity t participate I 
and al lows for detailed data anal sis at I 
the department or group level. A sample 
i · le . e pen i e and time-c n uming to 1 
administer. I 

• ummary I 
Overall. the discussion suggest d that I 

an effective •mploye · sur ey program I 
should include the following steps: 'I 

• Obtain top m<.magemcnt buy-in; if 
possible include t p management in the 
de ign or review of the surve in tru-
ment. 

• Make ure urvey re ull are an ny
mou and conJidemia.L and make 
employees know it. 

• De ide how the ompan will ana
lyze urvey data and implement rec m
mendation be re the fir t urve J i ent 

ut. 
• on. iderde. igning the fir tque tion

naire to deten11in general area · f con
cern or mor ea~i ly changed areas. A k 
about thornier issues in future surveys. 

t up employe feedbacks ssions to 
communi cat :urvey result~ and find out 
the rea~ons b hind th rcspons s. 

• Mak · chtmg ·s based on th most 
important concerns. 

continued on p. 38 
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Ads are hot topic for 
teens . .. 

If you' r a teenager and you ·ee · n ad 
you lik -or don't like- ourfriends 
will h ar about it. According to a new 
surv y by eenage Research Unlimited 
(TR ). orthbrook, Ill., 0% of te n
ager ta I k with their friend. about com
mercial. they like or hate. The research 
firm asked 2,051 demographi ally se
lected re pondent . age 12 to 19, about 
their opinion on a variety of adverti -
ing- and mnrketing-r lated issues. 

or tee nag r , ad erti ·ing i ·n 't just 

information. it's entertainment a · well. 
More than 60% of rc. pondents agre d 
with the statement, "Bad advertising 
can mak ·me think or[!· ~1 worse about 
a productorcompany." I lalfthe adole: 
cents think adv rliser · should be dear 
with th ir message. hile 43% want 
th m to be "original, reaLi e or differ
ent:' According to TRU pr ·sident Peter 
Zollo, for most teens, being' cr~ali. ve" 

often means being funny. T · ·nage boys 
are some~ hat more inl ·rested in hu
mor u. advertising than females (fi, o/c 
v:. 6%), whi le girls value hon ·sLy 
slightly mor (6.% vs. 5 7c.) . Boys arc 

We Cover The Northwest 

18 

We've been collecting data and keeping client 
happy in th North we t for ov r 30 year . al1 u~ . 

Consumer Opinion Services 
----------•We an wer to you 
12 25 l st Ave . ' outh · ' attic. W 9 16 

20 /241-6050 ask for Jerry. Dorothy or 1reg arter 
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al n m r pent u ing e to ell than 
are girl , by a margin of two t one: 36% 
of teenage aid nd erti er hould 
" ' how e ·y girl ,'· while only lH% of 
girl · wanl adverti er to .. h w e y 
guy ." 

In 1993.adole centn will ha e pentn 
projected $5H billi n of their own money 
(mon fr rn job , al l wan e . gift • 
tc.) and 31 billion of famil money 

(for thing. like gr erie family er
rands, ct ~.). TR project that t en 
will have a combined income or 86 
billi n in 199 , d wn a ut -~ from 
the year before (\l hich wa dO\vn 7% 
from 1991 ). 199 was the e ond y ar 
in a row where the teenage population 
has grown, to an csLimal d 27. milli n. 
--or more information ·all 70 -564-
3440 . 

. . . for parents, ads are 
hot-button top· c 

A :are as much a conversation rab
b r among par ·nts as they are am ng 
teens- and opinions vary as widely. 

h r asons, how ver, can he a little 
different. n overwh lming 9_% of 
par nts ar concerned that commercials 
are making their kids too mat riali.stic. 
AI mo. t half(46%) believe that strongly. 
according to ·duly 199 t 1 phon· poll 
o 1.000 par nts of children under l . 
conducted by New York-ha:ed EDK. 
Ab ut half (52~) wish ther was I ~ss 
ad erti ing on children· s how because 
their , id drive them razy ab ut uy
ing thing. they see on 1 Y, but most 

1 parent say the can cop with this 
pre . ure. About half say the have sim
ply told their children to stop a.skinrr for 
th ing ju t be au e they aw them ad
vertised on TV, while almo t 60% will 
e plain to their child that an it m i just 
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too ex pen. ive. ne in fiv will have the 
chi ld use his orh r allowance to huy th • 
item. 

But there i ev id nc that ads directed 
at kid: do work.. lmo t three-quarters 
admit they 'v b ught a toy that ap
peared in a TV ad aimed at children; 
_ oo/r sa TV c mmercial. that intlu
enc d th ir kid hav led th m to visit 
amusement park ; and .._9% say ads for 
sneak r. aimed at their children. have 
influenc ~d purchas ~. r I at d com
plaint was false r d epti · dv rtis
ing: 61 % sa they have bought a to 
becau. e th ·i r chiki a\V it on TV, on I to 
have to cop with the child's disap
pointment wh nth y toy wa. different 
th an how it ·eemed on TV. 

nd hat con rn parent most isn't 
pressur · to bu . cifi pr du ts. but 
ads that contribute to a per a i , g n
eral mat ·rialism among hildren. Mor 
than thr' '-quarters r arents think v 
adv rtisers ar· mark.eting m r aggres
: iv ly to chi ldren than the did just fi 
year~ ago, and nearly the am propor
tion sa th · are fru Hated with atur
day-moming carl n that se m like 
one lon 1.1 commercial. 

Y t whil parents arc b th red by 
comm rcials that promote mat riali m, 
a majority supports "publi . ervi e''
lyp ad .. Ad~ that promot recy ling 
got a 9 1% appro al rating; 7 lk f par
ent~ :upport spot. that urge hildren to 
tell someone if their parents are u~ing 
drug. ,and5 %supportadsthattellkids 
to urge their par 'Il ls l top rn king. 

Out ourcing a g owing 
trend 

Ru inesses and go emm nt · ar uy
ing more oods and servic fr m ou t-
id sources,rath ·rthan produ ing th m 

int rnally. According to a Penton Re
. arch S rvices survey, 44% f th pur
chase decision mak ·rs rep rt that their 
organization is outsourcing mor than it 
did fiv ars ago. and 47% p t t 

outsource more by the •ear _ooo. The 
. urv y found that g<. ds-pr du ing in
dustrie~ outsourre the m t, aJth ugh 
government. wh ich is privatizing anum
b r of op rations. and many s rvice 
fim1s pe ·t to do more ou t ur ing in 
the ars ahead. 

Larrr organi~:a ti ons pro id th great
est sales opportuniti ~s for supplier . but 
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are getting tougher to :·II to. 0 er the 
la ·t Ci v y ar , 60% of th large organi
zati n. have increased th am unt 
out our ing d ne, whil · r'du ·ing th 
numb "'r f nd r b ught from. Busi
ness and g ernrnenr buyers want to 
stabli h partner hip with their b st 

supp li r . Out our in g companies 
·h uld nsequ ntl y build a reputation 
r r qua lit and mak 'customer , ati fa -

f th ir top priorities. Penton 
Re ·ear h ervi e i a di ision of leve
land-basedP nt nPu li ·hing. Form r· 
informati n all K n L ng at 2 16-696-
7 

mericans lov their 

Basketball i meri a' f· vorite team 
sport and the third mo t p pular port· 
acti ity in the nation, according to a 
national surve that mea ure parti i
pation in 5 diff rent p rt . The ur
v ·y, conducted early in 199., found 
that40.4 mi IIi n American aged and 
older play d a ketball at lea t nee in 
1 2. OnJ wling and fre hwater fish
ing \ ere more p pular. Ba ketball is 
parti ·ularly appealing to younger 
p opl , esp · ·iaJly 12- t 17-year- Jd . 

Basketball has grown readily in p pu
larity si nce th' stud wa fir t an
d u ted I 9 7 b meri an p rt Data 
Inc. Th · number of parti ipant ha · 
grown I_ .2% over that peri d. The num
ber of p 'oplc who play for the fir t time · 
in a ,,.j ' n year ha · aJ grown during 
that p riod. as has the numb r of p pl 
a yin basketball i. th ir favorite port. 

Manufactur r.s' sale. f ba etbal1 
and equipment in th .. ha e in
creas d _ 6% si nce 19 8, from $95 mil
lion to ·12 milli n in 19 2. 

th r hi 1hlights of the tudy: 
• Mal play rs outnumber female 

pia ers by a 70o/t· t 30~ margin, but 
h tw ·n the ag s of 6 and 17, participa

ut60o/t male and 

continued on p. 30 

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

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National telephone inter
viewing -paper & pencil or 
computer aided with 
remote monitoring 

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

• Multivariate analysis & 
affordable conjoint designs 

The common-sense comma. 
It tums 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 
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Kapuler Markeling Research Inc.. 
Arlingt n Height , Ill.. ha " m"de the 
following appoin tment · and promo
tion . : ynne 'or on ha · join d as a 
vi e pre ident in th li nt s ·r ic ·s 
group: Hung Matt) e ha been pro
moted to Ml director; dward Hib ch 
has h n promoted to data pr c~sing 

manger; baron wan on has be n pr -
moted to a iate gr up manag r; and 

athy Dal a o , Laura Hopkin., Jane 
Mart ·inov ky and 'amantha Phillip. 
\J re r mot d t a s iatc project di
rect r .. 

A database of 
10 Million Businesses 

... on one CD-ROM! 
Busin Am rica- 011 D-RO. i the ultimate 
marketing tool or an yon' who . %, to busin St.'S. 

Ideal~ r: 

Lea ne_@ilol!- identify high-p< t'ntia l pro~p K 
and provide timely information to your .;ales 
force and distributors 

Direct Mail - target exactly the right market and 
mak ' your mailings more re 'pon ·in• with 

y d · ion-m, k r~· nam . 

ar I - id ntify the right pro ·peel to call 
and have our. ftwarc do the dialing for y u -
theultimate in producti\ity 

Call1-402-593-4565 Today 
merican Busine Infom1ation, Inc. 

~711 "outh &lth C1r. • r 0 . Bo' 27ll7 • Omaha . E ~127 
Phone (-U'2l 'i'/1 4;11; • l·a (4\121:\1 1 htlkl •t ~444 
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J. Edward -,hra\Yd r has be n 

·l·ctcd a direct r f Tolal Re.\'l.'arch 
orp., ha<.; din Princet n. .J . hrawdcr 

is a ormer pre ident f Elrick and 
La idge and ha led hi " n marketing 
and mark ting re ear h consultancy 
since 19 2. He\ a. a direct r f RO 
in 1990-91, and is currently a memb•r
spcak r of the American Mark · ting 
Associati n. 

hin 

rae· hin ha j ined sian Per
specJi\'e In ·. a. project manager. 

Jo Bailey ha en app in ted ic • 
president of sa l and mark.eting at 
MarketPul e, ambridge, Ma .. . 1 I · will 

all d me ti a le~ and market
ing function of the c mpany. 

Feldman 

pr ·sid ·nt and :vtichacl Feldman toe -
utive vic president at Ph iladelphia-

ba.sed RS\'PIR£' earch ~ errices. for
merly known a R VP/Int rvicwing 
. r i e . . Blefeld and F ldman will a.
.sum joint re p n ibilil for manage
Ill nt f the company. Gerald F ldman 
has assum d then wl r at ·d position 
of chaim1an and will rve in an advi
sory apa ity. 

rvi e. in 

oro., Opatow, pr sident f e\ 
Y rk-ba · d Opatow ssociale . ha 

Opatow 

r ara\'all 
a non-

2 to 

Marilyn Mitchell, Ph.D., has joined 
llispanic Market Conneclions Inc., Los 
Altos. alif .. a vi pre ident. 

Jerry hi ·t n ha b en named di
re t r of mark.eting at. irnmons Market 

continued on p. 68 
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Hispanic Marketing ommunica
tion Re 'Care h. and its Asian division, 
Asian Marketing ommunication 
Re. earch. both ofB ·lmonl. ali f .. hav 
op ned new research facilities in the 
San ranci co- an Jo ·ear a. The stat -
of-the-art hcility includes focus group 
capabilitie and multi lin ual computer
as j ted telephone intervi wing n th 
premi e~. The firm also has r ccntly 
op ned SuperDatos d Me ico. 

Alliance Re earch has relocated to 
new 1.8 million. 25.000-:quar - ~ l 

corporate headquarter: in th mcm-

nati area.lt n w addr -- i.: 2 45 han-
cellar Drive. restview Hills, Ky.41 017. 

hicago-ba ed Tran nion orp. 
and the A 'Ociati.on ofMexican Bank. , 
which represents 18 banks, have sign d 
a letter of intent to form a joint venture 
to provide e lectronic credit hur au s r
vice in Me ico. A: a resu lt of th 
agreement. Tran nion will build the 
fir t ontinuou ly updated Me ican 
credit file. The joint v nture e pect: to 
offer credit report to Me, ican credit 
grantor by the fall. Th 'oint v nture 
will be ba:ed in Me ·i.co ity. 

lliance Re earch ha rel cated its 
Dallas/Fort Worth eli nt s rvicc office. 
It new addre sand phone in ormation 
i : 151 J Millbr ok Drive, Arlington, 
Te a. 76012-2120. Phone is 17-265-
6899; fax is 817-265-6 98. 

Maplnfo orp. of Troy, N.Y .. in 
December filed a registration statement 
with the . ecurities and xchange com
mis~ion for an initial public offering of 
1.4 million shares of common stock 
with an e. tin a ted pric range of $ 1 5 to 
$17 a share. fth shares being offer d. 
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1.2 milli n wiJl be offered by the com
pany and 200,000 will be offer d by 
certain e ll ing tockholder . The of er
ing i being managed by Rober1 on, 
Stephen & Co., AJe · . Brm n & on 
Inc., and First Albany Corp. A pro pec
tus r fating to the e ecuri tie may be 
obtained from Robert on. tephen & 
Co .• 555 aJifomia l., uite 2600, an 
Franci o, alif. 94104~ Ale . Br wn 
& Sons In ., 135 E. Baltimore t., Bal
timore, Md. 21202; or Fir t Albany 
Corp.,41 tat L,AJbany. .Y. l 2207. 

cated. It n w address is: 2550 Tel -
graph Road. uite 107. Bloomfield H ill s, 
M ich. 4 302. Phone is . 13-. 2- 1217; 
fa i. 313-3. 2-6R69. 

cnlo 
of th 

b st . our cs of marketing infonnation 
by merican !Jemographic. magazi ne. 

un et'sre. archstudy:'HowtheWcst 
Works, Plays and Buys,'' was menti ned 
as a particu larl y important piec of 
market re:earch. Sunset P ublishing L a 
part of ime Inc. a wholly owned sub
idiary of im Warner. 

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

• Focus Group Moderating and 
Reporting Services 

• Simultaneous Translation 

• In-depth Individual Interviews 

• Quantitative Studies 

• Computer Tabulations 

• Instrument Translation 
into Familiar, Readily 
Understandable Language 

• Careful and Insightful 
Analysis and Interpretation 

• Highly Experienced 
Research Staff 

Transcultural Consultants 
Contact: Andrew Ertich, Ph.D. 

Phone (818) 226-1333 FAX: (818) 226-1338 
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Claritas announces 
Compass upgrades 

Data available in Alexandria, VA
ba "ed lari ta /NPD Inc.'s Compass 
CD-RO de ktop marketing :yst m 
now can bee ported dire tly into sev
eral Gl package including demo
graphic data, Prizm segmentation data, 
yndicated data, boundary data, point 

data , cu tornized report or application 
data and your proprietary cu tomer data. 

ompa 5.3 al o no\l operate with 
two new printer driver . De k et 550C 
and PaintJ t L300. ompa I ink to 
Maplnfo, Maplnfo for Window and 
Atlas- l and data now an be e -
p rted directly into several spreadsheet 
and databa e program . 

larita al o ha announced a new 
I ver ion of ompa . The y tem i 

called ompa +GI .andprovide links 
with software from two leading GIS 
firms , Maplnfo and Strategic apping. 
It will provid additional links with 
other IS firms in the future. he sys
tem provides marketers with ana lytical 
p wcr and a variety of data including 
demographics. consumer-behavior data, 
TIG R files and site data needed for 
site location, media planning. dir ct 
marketing and oth ·r target marketing 
and planning unctions. 

inn offers 
international 
conference mailing list 

Mardev, D s Plaines, TL, a member 
of the Reed 1 evier group, ha · an
nounced it i now managing the mailing 
li t of attendee to ahner Expo ·it ion 

r up's International Procurement 
how. Held in Singapor . the . how at

tracted more than 1,000 visitors, rang
ing fr m ·orporate and plant manage-
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m nt t engine ring and s·tles p rson
nel. For more infonnation call R00-545-
8517. 

CHO CES I offers 
pre en tat· on-ready 
output 

Simmons Market R search Bureau 
Inc. has introduced JIOJ ES JT, avail
able on Windows and Maci.ntosh plat
fonns. The :ystem's new features in
clude quicker media access: simpler 
hiernr ~hical dictionary; presentation
ready output (including variable font 
·izing and color); and built-in graphics 

(in luding bar, olumn and pic chart
ing. and 3-D gruphics). or mor in or
mation call immons at 212-916-8900 
or . 12-951-4400. 

Executive 
decisionmaking 
booklet available 

FJND/SVP, ew York, has published 
"10 teps to Making Better Deci ion ." 
The 20-page booklet analyze the de i
sion-making process, from defining the 
problem to evaluating the re ult . It 
includes "do.'' and ''don't ," a ref r
enee checklist and a bibliography of 
re lat ·d articles and h oks. or a free 
copy,call David Berry at _J 2-645-4500. 

Equifax, RC roll out 
health care markefng 
system 

San Diego-ba ed quifa ati nal 
Decision Systems and ati nal Re
:earch orp. (NR ) of Lincoln, E. 
have j intly introduced a new market
ing re our e that enabl s h ·aJth care 

providers to segment and under tand 
current· nd pro. pective patient , d ter
mine their potential for program partici
pation and more effecti ely reach them. 

he new resource u e R ' health 
care survey of more than 130,000 hou e
holds nationwide. The survey ample i · 
co ed with lifestyle egmentcode" ba ed 
on the MicroVi ion Zip+4 egmenta
tion system de e1 ped by Equifa . For 
more information call Donna tewart at 
ROO-R66-6520, e ·t. 578. 

Copernicus offers 
pharmaceutical service 

opernicus: The Marketing Inve t 

ment , trategy Gr up, W tport, Conn. , 
i offering to health care marketers Phar
maceuti al Wat h, a multi~ponsorcd 
i ue -trnckingand re ·earch service. The 
ervi e report n dozens of pharma

ceutical companie , and tracks industry 
i . ue a covered in a representativ · 
ample f print nnd br ad ast, trade and 

con umer media. The quarterJy reports 
gi e ub criber feedback needed to 
a ' e perfonnanceagainstcomp titors 
and indu try norm . The industry norms 
are ba ed n media e · · po urc generated 
by Pharmaceutical Watch sponsors and 
indu tr leader ·, in ·Iuding M rck, 
Pfizer, iba Geigy , and earle. Th • 
tudy ' tra king mechanism is sensitive 

to e ternaJ market chang ·s as well as 
e lving internal ·trategies. R ·ports 
provide analysis on a number of mea
sures including: raw data: lip vo lume: 
circulation/audience (reach and fre
quency): market-by-market compari-

n ' ( tate , regions. PM s); media 
(trade,con umer,dailie );contentanaly
sis of industry and client-specific mes
sages~ and " impact" "story valu ,. and 
demographic measures. 
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Penton offer reports to 
non-advertisers 

Pent n Research ervi e · findings 
n out. ourcing and more are nvailable 

f r th first time to mpnnie~ that do 
not urrently advcrti e in le land
ba ·edPenton Puhlishing'sbu ine. spub
lication . . A complete . et of 45 Pent n 
Re enrch Ov ·rview Rep rts is avail 
able. Detailed . tud re . ults on 
out ourcing arc publi h d in th r port 
"H w Business and G vemm nt Buy: 
A tudy fth OrganiLational Pur hase 
Pr ce. s" ar aL o a ailable. For more 
infom1ation call 800-326-4146. 

Simmons expands 
CompPro tudy 

. immons MarJ....et Re. enrch Bureau 
Inc. has pand d it ompPro I study 
f purchase innuen e in the computer 

professional marketplace. The new ver-
sion is ·ai led ompPro lL h' ne\ 
study offers a rede igned 4uestionnaire 
to gather more informntion f lr advcrti -
ers and agen ie :a mail ou t of 13.50 , 
up from . 0 mail din 1992; a bigger 
governmen t sample: and company ite 
si7e starting at 50 employ es. rather 
than 100. Publi at ion is scheduled for 
thcfirstquarter flt94. ormor infor
mation call Ja k Bedell at 2 L-916-

R41. 

Group 1 releases 
AccuMail for Windows 

Group I oft ware, Lanham, Md .. ha 
r leas ·d er i n 3.0 f · ·uMail. The 
rei ·ase in lude. a new Window ' ver
sion and an ea ier-to-use DO graphi
cal u. r interface vcr~ions. cuMail 
for Window.s and DO ar both deliv
ered on ne D-ROM di with no 
in rea einprice.Both v r~i n meetal l 
U.S. Po. tal rvice requirements for 
c ding accurac and are SP ~ 
certified. The new Ac uMail ver:ion 
allo\.v. users to create and ave an un 
limited numb·r f predefined job set
ting, saving time and eliminating job 

t -up errors. A ' ' UMai I worb direct) 
n A II delimited, A . II fi ·ed-field, 

dBA IV and VI. lpha ·our, CA 
I ipper. dB L. Fo Pro, o Ba e. 

Quick ilverand roup I 's Ar Li . t file 
fonnats. AccuMail can process data
base formats in batch pro ·essing r in-
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di idunl address lookup, and can brow. e 
the U P national data a e f r nlterna
tive. to ambiguou addre. ses. 

PDA releases three 
studies 

The ational rating Products 
A · ·o intion. ' t. Loui ·. ha. introdu ed 
three ne\! studie . DPA 's mpl yee 

omp nsation tudy i the result of a 
compr hensive dealer urvey on the sal
ary and hourly rate paid to many em
ploy positions of independent deco-

Hispani tend 

to prese v th ir 

cultural values, 

tradition , and 

id ntity. 

rating products business ~s. The r port 
also include n comparison of fringe 
benefit . All responses ar divided by 
, tore ize und geographical areu for 
·asy compari on. The Paint n umer 
Market Re earch tudy i~ an in-depth 
report on the type of store u ually se
lected f r a paint purcha. e, brand of 
paint el cted. demographic f paint 
u tomers and more. This informati n 

i. helpful when planning ad ertising for 

continued on p. 33 

Th ahility ro under~tand II i panic 

·ulrural values and foreca r their 

influence on a purchasing de · j ion 

i'> vital to uc c..,..,ful Hi~pani • 

m:1rketing progr::m1 ... . 

In fact, an under tanding of 

Hispanic life tyle and values, as well 

a.., an appreciation f th , uhrleties 

of their cultural onr ,·rualiz. tion~, 

C<l n mean the difference berw ·en 
marketing ..,ucce'>'> and failur . 

Hi.,panic Market 'onnections, Inc 

is a bilin •u ::d, bicultural full cn·icc 

marker re arch firm thJt provide 

in ighrful and timely market intelli 

gence abuur the Hispanic commu
nity's perception , attitudes and 

purchasing parrcrn . 

Hispanic MARKET 
CONNECTIONS, INC. 

415/965-3859 
5150 El Camino Real 
. uite - 11 

l.o~ Alto'>, 'alifornia 9402"" 

Fax: 4 I.S/965-3 4 

\Y./ om.tn/minnrity m.vneJ. 
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PC World 
continued from p. 7 

time we wer able to compare th r ·-

ult of the rand m ample ur y with 

tho fr m the self- elected urvey and 

come up with . om characteri tic wa . 

whi h th y tend d t ary, hich aave 

u way t interpr t the early r turns of 

the fax survey." 

new u e f r th fa -based survey . 

part of what the magazin call er i e 

and Supp rt Monitor, ·a ·h issue con

tain · a fa able fonn that asks read r t 

d tail any perien es th y've had with 

the produ t and ser i ·c of a wide range 

of P manufacturer. . '' ne of our big 

r earch pr I ms for a I ng time ha 

been how to gather u.·able ervi nd 

upport e p ricnce data ~ r the large 

number of P brands w re iew with-

brand · in a market where price~ hav 

dropp 'd and many m del , have similar 

f aturcs.'' Gcwec e uy . 

e .. per fo rma nc 

If- election out pending hua sums,'· ew k 

P World ha. tried to obtain this 

inf< rmation in th pn t, f r e ample, by 

having staffer p a customers and 

calls 'Tv iced panment \Vith problemc 
t( assess the c mpany' · p ·rforman e . 

Another approa hi to ~urvcy a rand m 
·ampl of r a r b mail. But these 

mcth ds ha en't netted th · d pth f 

information the magaLinc wanted. 

\ e k fully a knowledge: thatthc ay . 

fax survey ha the inh r nt problem of The sur ey form li t · ver 60 m-

eJf- ' 1 ·ction bia but h ay the sur- puter makers and asks re pondent , t " h pr I em i , afterth • large:tven

dor:, th r ar ome ' mall companie ey ha proven very aluable to th an wer u sti ns ab ut any mputer 

magazine, chiefly a a kind of "early th y vc purcha:ed from th e manufac- wh ar ery inn ati or ine p n iv 

read" on the reader hip leveL of ...-------------------------, or who are d ing things that 

each month's arti le . I1IIt!Llm make th m worth ur read-
.. h fa urvey all '"" d us to 

gen rate large ample \Vhich I ·t 
u. get an early f el for whi ·h 

article were being r ad. It gav 

u a ery valuable omparative 

tool b th to ben hmark th ran-

dom ample phone survey and 

to get m of th 

much o ner for 

money." 

In tr~ king th two urvey 

eweck f und that the fa ur
ve a ·curately reflected th read

er hip levels indicated by th 

t I ph n ·urvey for the most

and I ast-populararticle . Those 

that fell in the middle range wcr 

mor diffi ult t gauge. 

"We did a 1 t mparisons 

• 

-... -... -c. '- •• 

........ ~ -(·t~ 

....... 
...... , _ , 

PLEASE FAX TO 415/267-1179 

0 ) 1.. 0 ~~ 

............... t.~......,W.:II ...... ........ ~ .. ,..,,...... . ......, 
J l (: () 
t 1 • t 

• 

er 

ey any universe of omputer 

buyer it's very ea ·y to get 

ubsamples of pe pie who 

own ·omputer made by 

market :hare leader like 

IB r Apple. But it's al

most imp ible and would 

ost hundred f th u ' ands 

of dollar t d a mail survey 

of P owner und get usable 

subsample of owners of all 

the mallerbrand~ were iev..'. 

And th re ' really no asil 
availabl c mmcrcial li t f 

mput r own rs with P 
brand data attach d .. , 

The fa -ba k surve is an 

attempt to gather that ata. 

R ad rs ar • sending them 

ba k at rate of 10,000 to 

20. OOmonth. ·'We'regoing 

to b · abl to build a database 

to see if the non-random sam pi 

generated the arne arti ·le 

ranking , fore ample. W found 

that about 75 p rc nt of the tim 

the g nerated rankings that were 

imilar. 

On e the staff had validated 

PC World readers faxed back surveys like the one shown above by - again, a non-random , elf
the thousands, giving the magazine valuable help in determining its s ·lcct d n - but we 'II have 
editorial direction. 100, 0 re. pon e in i to 

the u efuln of th meth d I-
ogy, it b cam a valuable and tim -

a ing tool to fine tune PC World's 

larg r ditorial dir ti n, ew k sa s. 

''Having fle ibilit and agilit in tenn 

of changing ur editorial direction 
qui kl i: cry imp rtam:· 

ew u.e 
Following the , of the editorial 

re · ar h. the magazin last fall found a 
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turer, , to determine hov.' the omputer 

ha. fun tioned, if thcr have be n any 

pr blem , and if so, " hat kind of er

vi and supp rt the u tom r re civcd. 
.. ervice and support ha. become ne 

f the m t ritical buying rit ri n f r 

c rnputer bu ·rs and ertainJ_ f r ur 

reader ' . the managers wh buy for their 

\ rkpla and people who bu for home 

usc. It's a way to differentiate betw n 

nine month: . Th r ult will 

b a uniqu • data a e of ervicc and 

' upport · peri n e. egment d by brand 
that do ·sn 't e ist anywher lse. 

"We hop to we it to provide a hi -
tori ·a! asse .. m nt four readers· c pe

ricnce with di f r nt vendor~ and also 

to provid an ng ing tract..ing vchicl . 

Be ·ausc one f ur goals is to rank 

vendors in a po ilive sens · in term: of 

th e who hav ·delivered go d er ice 
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and upp rt to th ir u to mer . ·· 
Readers are invit ·d to ·end in an 

entr ach month to upd .. te th ir e -
perien e . ''A ·sum ina th ~ample ize 
is larg nough. w e pe t to b' abl 
t rrelate oth r indications w might 
ha e that a mpany is improving it: 
servi r e ·p rien in ifficulli 
by change. in the flow of ·urvey 
oming in." 
Th .. magazin already in ites r adcrs 

to send I tter on their rvice and repair 
exp ri ·nc ·s to its n umer Wat h col
umn. But it' · diffi ult to know if one 
read ·r's e peri n i an i lat d as 
or an e amp I fa larger pr bl m. 
fax sur • data ·an help clarify that. 

.. One of our g al with this ·urvey 
i t ha c a much bigger ample of 
peopl 

re.sp ns am nth 
about v nd r and 8 % of th m are 
always pos iti v . nd if suddenly onl 
half of th m are po:itiv that w uld 
gi e u an ther data :our· .. to inve -
ligate and foll w up on. W' want t 

coli ·ct data in thi area and al rt read ·rs 
where its •ems prud nt. ·· 

Ra ic d rawback 
G we k stresses that h realize thi 

fa survey info1mation ha a ba ic draw
ba k: it' th antith ·sis or a random 
ample ur . ··we don't u e an f 

this data in i~ >I at ion. The ditorial tra k
ing tudy was always used in parall I 
\J ith an th r random sample ~ur y. 

nd it turn. out to ha ' uniqu chara -
teristics that made it quite valuable t 
ha in additi n to th random sample 
sur ey . We ne er dis ontinucd the 
other ~ampling methodolo!l.ies and n 
one here would con ider it valid tor ·ly 
just n the fa urvey for the editorial 
readership . re . 

"In th · case of the ervi e and up
port Monitor, w ·n n er laim that 
we're 'etting a full pr ~e tabl mea
urem nt f r ad rs · c · p rien e ~ . \.Yhen 

v e present finding · fr mit in the maga-
zine we'll not· that th r are m 

a eJin thr shold: of err r. But be
au e the . urvey isn't bia ed r r 

again t any particular endor, we be
liev" that the data is a v ·ry a lid nnd 
~ertainly unique sourc f ompnrntive 
informati nab ut the ser i e and up
port · peri n ur readers have with 
different PC vendors. Th absolute num
b rs we get back. u h a the p ·rcentage 
fa P brand' . u ' er who have 
need a hardwar pr bl m, ar · intere l

ing hut not a. valid a those produced by 
a rnndom s·tmpl mail r telephon' 
tudy. But tht.: relati e numbers. com-

paring one brand l another, ar quite 
alid, particularly as we track hnnges 

from month to month. 
''It d e n 't supplant m r traditi nal 

cia ' i re enrch that we do but it allow 
u t d kinds of rt.:search that no ne 
L i able t d . It's i n u a lot f 

ftc ibility in our npproach tor ear h in 
de:igning new kinds of sur cys wh re 
h -~ rc we v uldn 't have hoth ·red r it 
w uldn'tha eben teffe ti ·. his 
produ ~ me re earch tools and in
strum nt that ha pro n v ·ry vatu
a I and w uld n t have he n possible 
t obtain any th r way." 

If you buy random digit samples, our 
standard price of a nickel a number can 
really add up to big savings. Like 37% to 
68% over your current sampling supplier. 
The best part is there's no sacrifice of 
quality or service. Ask around. We even 

remember little niceties. Like a 1 00% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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Physicians 
con1inued from p. 9 

thal medi inc pro id sa go d income 
and a lc I of pcrsonal.'atisfa ti n that' 
hard to find in any other fi ld. 

Re p ndenl. wcr · ask d what they 
w uld be if the w r not a phy ' i ian. 
Among thos who :aid they w uld not 
ho m di in again, 42% aid they 

w uld be a bu:incss person, I * indi
ated they \i ould choos · a t a hing 

car rand, surprisingly, I 0 n said they 
would be a musician. 

• What changes lwmld •ou make in 
medical school curriculum. ? 

There wer two primary areas of 
m di al edu ation that most doctors 
th ught needed hanging: 

I. hift fr m academic subjects to 
m r clinically ori ·nt d, "'r al-life'' 
tea hing. 

2. Educati n in th business a pect 
ofm di ine. 

lm t without xc ption. thos d -
interviewed :aid that med ch ol 
to pr pare Lh student for the real i
f a tua1 pra tice, a problem they 

mon ugge lion · was to hav · medical 
tud nt d a rotation in privat · prac

ti e and cJini ·. 

• What dwnges H'ould you make in 
internship and residency programs? 

The overwhelming · nc 'm among 
the e pra tition rs wa~ about the lon 
hour that are an int ·gral part of intern-
hip and re , iden y progn.uns. Many w ·re 

c ncerned about the attendant htigue 
andre ultant tential for mistakes. On 
th th r hand, 'Om e pr"ss ·d th • atti
rud that "We did it, hy . houldn't the 
n t gen ration f rned tud nts?" 

n th r frequent omplaint as too 
mu h mphn i on ' pecialiLation, " ith 
are ultantnarrowingofth ·physician's 
per pecti . orne said that more in
t m mu. l be encouraged to 10 into 
primary are medi in· as th ·ir area of 
pra ti e. 

A number f r ·spond ·nts said that 
treating pati nt e clusiv ·ly within a 

h . pital setting t nd~ to create '1 stron11 

ia in treatm nl protocol. lnterns and 
re id nts have to deal with ·m ev r
hanging e-r up of patients '~>Vilh littl ·or 

n f llow-up after the patient is dis
charged. Th respondents felt that most 
r th patient management issues in 

medi in are n t learned unti I the do ·
t r t. 111 privat practi ·c. son· inter
ni t ·aid f hi~ int rn~hip/r ·sid ·n · , 
"They laughtme h \! to tr ·at ~ick people, 
not h ""'to keep them well.'' 

• h. medi6ne ajoh or a wa_v (l/(fe_f(>r 
you '! Do you think young physicians 
coming into medicine con i ler it a joh 
or a way of life ? 

TI1 s que ti ns produced an int ·r
~ting di hotom . ighty- n percent 
f the re. pondent. Ia . ified medicine 

as a way f life f r them. y t 59lh· 
thought that y ung ph ni ian.' c midcr 
m di ine a job. Wh n ask d to com
ment n wheth r the latter i~ bad or 
g d. _o/c aid it wa<.; bad. 

And wh ther th ' consider ·d it had 
or g od. the rca"ions 11iven were often 
, imilar: M di ine practiced on a nin -
to-rive basis lea(h to a los. of patient 

We bend over backwards to do quality research 

17 

28 

In gymna tics a p r[i 
that' our ~o l, too. 

Tom k 

or i . At o kwood R ar h 

ockwood esearch 
M 5511 3 • 6 12-63 1- 1977 
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cmp·tthy; or '"ninc-to-fiv ,. m dicine 
lea cs tim for a I if outside th office 
and a healthier m ntal attitude. 

Much has b n written about rag
menting th medi al mmunity into 
competing pecialli , . with primary care 
physi ian · rambling f r th ir pie e f 
th pie. Thi urve indi ·ate that there 
is also a pronoun ed gen rati n gap 
within th prof '';ion. 

• What can be done ro reduce hl'alth 
careco1? 

F r the mo t art. thl · question pro
duced the ame re p n e a the fir t 
qu stion: r duce the time p nt n pa
perw rk. and limit medical litigation. 
rh re were tw additional ugge ~ tion : 

I . ..nd-. tage patient hould n t be 
k pt n life upp rt f rind fin it peri
od . There h uld b a pr 'viously 
agreed-upon rime \: hen Lr atment i. 
di c ntinued. 

2. Pati nt 
abu e the y tern. There ar LOc many 
f r whom frequent medical i. it are a 
wa r life. 

Doctor. aren't part of th · probl 
me noteworthy takeaway fr 

tud : 
• Th ·r • were ery few c mment: 

from thes doctors ab ut o t reducti n 
or nt<- inment. he attitude wa if y u 
contr !the pap n ork and th law r , 
everything else will take are of it elf. 

on trois and r gulati n , wer 
vi wed a. ·ssentially negati , mainl 
be ause they nre r at d b 
non providers. 

• I though it i. 
b~ limits imp s 
treatment and t pel\ of tr atm nt per
formed, these phy. i i·.n felt a need for 
broader medical c verage b au. any
thing less will limit their abilil 1 t pr -

ide ad ·quat car . 
• Most respondent. felt med h ls 

do a poor job of training gradual · for 
the r ·aliti :of medi ine. 

• When asked what they would be if 
they w ren 't physicians, 62% mentioned 
n n-scicntific vo ·at ion . , with bu ine. 
mention ·d most frequently . The meri
can public should b en urag d that. 
de. pite all the complaint regi ~ tered. 

2% said th \'4/ mid go int m di ine 
again. 

• Practicing physi ian. ~ee the "re-

February 1994 

c ntly minted ph i ian·· a le , altrui.
ti in their rea ons for practicing medi

in ; the Iieve th e ung do ' t rs 
iew their profe ion a. a j b rather 

than a wa of life. h y think th xp -
ri need physi ian, on th oth r hand, 
pra tic . m di ine a. a way f li~ . 

·p cialists in health care market
ing r ear h, we find th m tint rest
ing fa tor from thi . tudy that physi
cian· es. ntiall do not se m to . ee 
th m ' el e ·as part of the problem. M ·t 

d tors b li vc that if th ·yare allowed 

to pra tice th " ay th y . c fit, th n 
health are co t will no 1 ng r b • of 
concern. 

• On of th . trong . t r · mrnenda
ti n. f r change in the rnedi. al scho I 
curriculum was t intr du e business
r I a ted . ubjects- and th need i obvi
ou ly ven gr at r than th y realize. 
The r ad to health are reform i. going 
to b a long and umpy n . 

w HAhead 
L 

pp ~< • 

Anticipating what's ahead. That's been the attitude that h s kept 

us in a I d rshlp position in the research services industry for 

decades. We've buill a r put tion by building on existing ideas and 

introducing new ones that have helped sh pe an Industry and cre-

t a new level of customer confidenc . 

We've never been comfort bl pplying yest rd y 's solutions to 

tod y 's problems when there 's a better w y. 

If you're looking for answers to your dat collection nd data 

proc ssing needs, look to DataSource. 
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Survey Monitor 
continued from p. 21 

group . Mal player. aged 1 2 to 17 
averaged 63 da of play~ females. 47. 

• Some _2% of all pia ers (9 million 
in 1992 are in the young st age group 
mea ured, 6 to 11 years old. This is 
viewed a a ign of ontinuing strength 
for the port. 

• A great deal of ba:ketball is play d 
outdo r and in .. pi k-up" situations. 
Asked where they played mo t, 23% 

aid at home and 10% said in the 
choolyard. eanwhiJe 31% said in th 

sch I gym. wh'le 4% aid a YM A or 
non-profit facility. Oth r cit d loca
tion that could be either indoors or 
outdoors. 

• Whole ale ale of adult ba ketball 
hoe. in the U .. climbed from 1.31 
i Ilion in 198 to 1.71 billion in 1992, 

reflecting both increa ed participation 
and fa hion leader hip. 

• ln L992, ba ketbal1 hoe · accounted 
from 29% of aU adult athleti footwear 
old, compared to 17~ for cro s-train

ing hoe . the econd mo t popular cat
egory. 

Movies, news services 
will pick up hitchhikers 

About two-thirds of those pol. led also 
were likely to usc educational or ··do-it
our elf' program. like hom· repair 
how . The same perc ntagc thought 

they would be likely to use a custom 
new channel to pi k th topic they 
Vlant to wat h. Bet ween 5Qo/, and 60~ 
thought the would take advantage of a 
video library or hi ldrcn, . programs 
and movie , or interactiv banking ser
vi e . 

ther rrnn a tional activities, lik 
pu h-button hopping, or a financial 
information ervice. intere:t d just un
der half of tho e p Jled. About a third 
were intere ted in a port . tatistics li
brary, or intera tive video gam s, where 
a p r on could c mpete against people 
nationwide. 

There were gender-ba ed pr ference 
for orne ervice . Ab ut twi e a man 
men (47%)a women (24~) were inter
ested in the port tatistic while 77% 
of men would acce n educational pro
gram , compared with 60% of worn n; 
and men were more interested in inter
active banking b about a 5-to-4 mar
gin. Women, on the other hand w ·r 
more intere ted in hopping ervices, 
by about a 10% pread. Formor~ infor
mation. all Barbara ue · ·Ie at 215-
964-4694. 

on info supe highway Age brings utrition 
About 60% f people in a recent 
hilton Poll e pressed inter st in "in- habit changes 

tern tive tele i ion,'' part of the much- lder American may b· less certain 
touted "infom1ation uperhighway." Of of what the belie e about nutrition and 
thi intere ted group, 86~ said they that may affect their dietary practices, 

-----------------------, according to Lydia 

Types of lntera<:tlv Services Likely to Use 
Definitely/Probably Use 
e.w· "''•,...reo "' rnre"'"'"'" TV 

,100~--~--~--~---.---,---r--~-------. 

Source: Chiflon's Express Omnibus 

Medeiro ·,who con
ducted a telephone 
surv y of I ,560 
Wyoming residents 
while an assistant 
professor atth 111-

vcrsity of Wyo
ming. (Med ir >s is 
now assi:tant pro
fessorofhuman nu
trition at hio tate 

niver ity.) The 
findings were pub
lished in the July/ 
August issue of th 

L---------------------- Journal o.fNwrition 

definite] or probably would usc a ser
vice that would gi e them a ce to 
movies to watch later, at their leisure. 
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Education. 
Respondents were a 'ked h w much 

they agreed with seven stat menL about 

nutr1t1on. hey wer al o a ked about 
their dietary and fo d- hopping pra -
tic ·s. including how often they na ked 
and whether they read nutrition infor
mation on food label . 

Age difference. appeared in four of 
th s ven nutriti n tatement. Re. pan
dent. und r 60 tended to agree more 
strongly with the tatement, "Eating 
le. : fat will redu e the ri ·k of heart 
attack " and were mor likely to dis
agree with the tatement ''Too much 
sugar cau e kin problems.·· 

When differen e appeared, people 
over 60 tended tor p nd in the middle 
of the cale. rather th~ n at either ex
treme. Medeiro b lie c · this could in
dicate that they f It l s ·trongly about 
theirbelief. Thismakcsscnsc, M deiros 
ay citing an empha ·is on nutrition in 

educational urriculums that is relativ ly 
recent. Without that bas . older people 
may feel uncertain about the enormou 
number of nutrition message. from the 
media an dother , ource. 

Those over 60 tended to eat Je red 
meat, less fried food, I ss salt. and fewer 
dairy pre ducts. h r a 'On , were not 
clear. However, edeiro ny nutri
tion infom1ation geared to th · group 
might h lp overcome ome po ~ jble 

rni information. Fore ample. it might 
he worthwhile to empha ize t older 
people that milk i not ju t for childr n, 
and that it alcium and itamin D arc 
important forolderp opleas well. Older 
people al o may not want to drink milk 
becau e of ]acto int lerance, but a 
nutritioni t can h lp them find other 
way to get enough calcium and vita
min D in their diets. 

The ·urvey also indicated that old r 
respondents were much more likely to 
eat breakfast and less likely to snack. 
Other ag -related behaviors the tudy 
uncovered include: 

• Eighteen- to _ 0- ear-old were mo t 
lik ·ly to skip breakfa t and mo t likely 
to snack. They were al o Je likely than 
older group to read nutriti n lab ·Is or 
newspaper food ads. 

• Respondents 18 to 5 were mor 
likelytobudgetf nheirf odpurcha ·es. 

• Resp ndent 31 t 45 wer most 
likely to plan daily menu and , hop with 
ali t. 

Quirk's Marketing Research Review 



• AIJ age group th ught that their 
knowledge o nu trition wa · g d. 

For more inf rmati n call Lydia 
Medeir sat 614-29 -... 699. 

Toothbrushes have 
most te th in oral 
hygiene market 

he oral hygi n market is gro ing 
at an annual rat of Cfc. and Packag d 
Fa t In ., predicts it has finished 19 3 
at 3 ..... billion in retail dollars. 

The e are among the findings in the 

Wireless market is 
booming 

F rt milli npeopleu · c llular,pag
ing and voice. and "data fleet di patch" 
servi e . tudy ndu ted by Re

n e naJy i , Princet n, .J ., and 
per & Lybrand ugge t that wire

le pr ider have the potential to trans
form the t l ommuni ati ns indu. try. 

The tudy wa de ign d to road ly 
gauge u er ' appetite f r and iew. of 
wirele ervice and features. It d -
fin d the wirele oncept ro re p n-

dents a f. II w : 'The telephone could 
be carried wi thy u at all time , and you 
wou ld b able t make and receive call 
from anywh re - on the treet, in your 
car, and whi le ou ar in ur h me or 
office bu t away fr m yourwir d phone.'' 

odcratc to . trong in ter t in the 
ari us market scgm nt br ked wn a 

fo il w : communication t anyone, 
anytime, anywhere, 90%; emergency 
communi ation , 4%; ba kup for 
land line. 62%; a ~c to i formation 
and th ·r. crvi e ,56%; m bi le fax and 
data, 49%; and consolidating multiple 

NewY ~-ha dfirm'sOra i Hyg~n ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

Mark t rep rt. Th fim1 predicts that 
the market will maintain its current 
growth pa e and will hit almost 4 bil
lion b 199 . ntal floss and tooth
bru h egment ar proje ·ted to b · 
th two bigge t gainer. for 19 4-9R. In 
another long-tem1 trend. th DA is 
e pe ted to appr ve plaqu -fighter 
Tricl an in 1997, which c uld signifi
cant! affect the market. 

In 1993, toothbrus hcs and den tal flos · 
were the big winn rs, with sal s up by 
15% an 7%, re. p tively. c t arc 
denture pr duct and denti friccs, each 
up 3%. Br ath fre hener and mouth
wa he br ughtuptherear:th t rmer' . 
ale remained tlat, while th latter 

dropped by I%. Packaged Facts be
lie e the breath fr hener mark t \ ill 
fluctuate wildly in the ne t thr e years. 

The projected growth of dental tloss 
and t thbru h ugge t that onsum
er are li tening t their denti ·ts who 
have been gi ing them a clear me ag 
to Oo and bru h. Toothbru he mar
keter re p nd d t the increa ing popu-
larity f n and it plaque-fighting 
pr pertie creating new typ . of 
bru he pecificall de. ign d to clean 
between teeth where plaque ui ld , up. 

On th ther hand, the FDA's ruling 
that product mak r" c uld nly c laim 
co metic redu ti n of plaque, has I ft 
con umer with a had ta te in their 
mouth . W r e ti II, a I I a tiona! 

ance J n titute rudy sugge:tcd that 
high alcohol (more than 2Yir' ) mouth
wa he inc rea e the risk of mouth can
cer. While the bottom ha. not dr pped 
out of thi mark t. it clearly has been 
hurt by th e de vel pments. or mor • 
infonnati n call 212-627-322 . 
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Quality Work ... On-Time/On-Budget 

~ Full ervice And Field Work Provider 

~ 17 Year Experience In Bu ine s, Profe ional 
And Con umer e earch 

3 Ultra-Modern Focu Group Room (Including 
Large CL T Facility) 

Expan ive etworked CATI Phone Center 

In-Hou e Data rocessing, Including Data Entry, 
Coding, Cro s Tabulation tatistical Analy 
And Graphic Output 

For att on-the-spot bid, 

1-800-323-8369 
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phone line. home/offic , etc.). 39%. 
Th stud al:o found that: 
• Int ·r st in wireless is strong, even 

th ugh the majority of re:pond nt ap
p ar to be relatively satisfied that cur
rent : 'r icc me ts their c mmunica
tion ne ds. 

• Inter ·st s ems t b driv n y de ire 
for gr atcr con cnienc an . curity. 

• Though consumers want the com
fort and security of knowing th y can 
plac a all on demand. som r si ' t the 
idea r being r achablc at all tim s. 

uncnt cellular u:cr. those more 
lik ly to usc cellular for busin ss rea

n ar m ' tinter st ·d and most wi 11-
ing t pay forth s ·r ice. 

• R ·pondcnts intcrc:ted in wirele. 
fo primaril per ·onal use were the most 
price nstttve. 

F r mor information call Dawn 
Ro o or Jim Fous · at 609-921-3. _ 

Woodwo king is a 
thr.vi g market 

early 17 million A er1cans prac

tice w dworking'" a hobby, account
ing f. r a $10 billi n annual market, 

ac rding to ''Woodworking in 
Ameri a," a 1993 ·tud condu ·ted for 

\ orkcrs spend m r than 450 a y ar n 

all woodworking pr du t , equipm ·nt 

and sup pi ies. The average amount sp ·nt 

Percentage of U.S. woodworkers 
by sklli t v I 

increa e dramaticaHy, however, a 

people ome more skilled and in-

lv "d in w odw rking. The av rag 

e pertsp ndsm rethan$1,000a ar. 
Most woodworker are at an interme

diate :ki Ill vel. Ab ut ne in f ur 

c nsidcr th mselves advanced or e -

pert. 

he pro uct. that ta e the large t 
portion of w dworker dollars are raw 

material .La tyear, wo dworkcrssp nt 

_ % of th ir total " dworking bud
get, or 4 billi n, on woods and ven er .. 

A they be orne more :kill d, \ nod

worker p nd more on these materials. 
Beginner pend only a quart"'r of their 

hobby budget on thcs products.\ hile 
·pert p nd41 %. 

Woodwork ·rs also sp nd a ub tan

tial amount on power t I : more than 

~.5 billion,or25 % of all money w d

workers sp ·nd on their craft. Of that 

total, Lh largest p rti n i pend on 

-----------------,. portable power to I . 

mericun Wood'.t·orker magazine b 

National Family pinion Re ·earch Inc. 

Accord in to th study. the typical 

Am ·rica woodworker ha an a erage 

household incom fmorethan 3,000. 

More than thre - unrters are m n: he i , 
on av ·rage. 44 years old. married. and 

gcn ·rally highly ducated. ( ughly 

two-third all amateur w d\i orkers 

ha e completed at lea t me college). 

n eagain. th aging oomcr: ar · mak

ing them el e fell in the mark ' tplace. 

v rail, the av rag Am ric an wood-

lla1ne Qttest @ 
The Science of Name Creation 

For Informat ion Contact: 
John Hoeppner 

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

Name Creation: 
Name Testing. 
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Yi11ually all (96%) of w d orkers 

own some type of portnble p wer tool, 

an mor than three-quart r {77%)own 
some typ ordle wer tool. The 

valu of all p rtabl and cordi ssp w r 
tool. owned b the averag .. woodwork-

6. F r the m t advanc ·d, th 

value nearly d uble . to 1.70 . 

rnerinw Woodworker publish r 

a id loan . ays TV programs like 
'Thi Old Hous "and " H m Impr ve-

ment" under. r the ·'nati nal ob:cs

sion" with raft manship and wood

work in g. The magazine ha~ also s en 

circulation ;ump in the pa ·t 'ii years. 

he study n i ted fan initial pha~e 
of 150,000 ir t rvi w with h us holds 

nationwid , and a econd pha:c of in

t n. ive inter i w ith 4. selected 

w dw rke . F r more infom1ati n 

call Je ica Wall at215- 67-779_-. 

Technology in focus groups 
continued from p. 10 

having Jient travel to obs ·rvc focu . 
group. r m behind the mirror, one has 
to ask if th p rien e i. r ally the 
same, and ifth indi idual. will learn a. 

interacti n between li ·nt and 
mode rat r the I an cur in the back 
room fa focus group facility before, 
during and after the gn ups have b n 

ndu ted. 
ourth, it is ital that f. u. group 

u. er remem er that we are dealing 
with a quaJitati rather than a quantita

tiv meth d I g . With that in mind, 
the a t array of hand-held computer 
d vi e aimed at "c llecting data" dur
ing a f u. group should be evaluated 
ver are ully. since th cone pt f gen
erating numbers is not consist nt with 
the verall objective of quulitative re -
ear h. 

In ummary. while it is important that 
the ualitati c rcscar ·h industry c n
tinu t seek wa :to impro the over
aU eff ti encss of focus group . we 
mu. t b ar ful not to c mpr mi e the 
b nefi ts of the methodology f r the · · 
app al" of the arious new technolo
gi . Go d r . carch still comes from 
olid trategic thinking, incisive plan

ning an lawl ss ex ·cution. and you 
h uld mak ·sur' you are not giving up 

an of thes • in favor of ne\v appr ache 
that us •merging te ·hnologie . . 
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Product & SeiVice Update 
continued from p. 25 

paint and coatings products. he 
Wall ·overing onsumer Market Re-
earch tudy is available on a subscrip

tion asis. It outlin s who is buying 
wall overings. how they prefer to buy 
them. and how d aler can u · demo
graphic and media preferen e t best 
rea h them. For more informati n call 
David Wei r Don B ucher at 00-
737-0107. 

BiblioData has custom 
ve sion of Full text book 

BiblioData, eedham Height , Ma .. 
is offering its directory. Fulltext ource 
Online, as a ·ustom-produced book. The 
custom version selects only tho e en
dor.· that a lihrat)'Orindividual ha acce 
to. and list<.; all the Fullte t periodical 
that make up tho. e databa e . The ea
tures of th original bo k remain the 
·arne: Dates of cov rage, .suhje t and 
ge graphi indc ·es and front matter all 
included, butcustomiz d to thedataba e 
cho, en. The custom version i.· organized 
alphabetically, by titl ofpublication.lt is 
now possible to ask BiblioData to gen r
ate a custom book at any point during the 

ear, which v ill rencct the most current 
information on Full text titles. a11 6 J 7-
444-1154 for more information. 

Market-Seer released 
Market D namati ~ Inc., ew York, 

has introdu ed Market- eer. a famil of 
proprietary deci i n upport tooL ba. ed 
on dynamic optimization methodologies. 
Applicmion , in lud adveni ·inga count
ability, market egmentation and target
ing, market f reca ring, mar eting mix 
optimization and brand l yalty mea ure
ment. 111e to I can keep up with real
tim change · in key market chara teri -
tics. hey can be p rted on P . or ac 
platfom1s and are customized for the 
users' particular needs and environment. 

ormoreinformationcall Dr. MattHa an 
at212-319- 1096. 

MarketPulse introduces 
workstation softwar 

MarketPul e has introduc ·d its 
MarketPul e ftware, a fast, s phi:ti
cated databa e marketing y tern, in a 
·workstation en ironment. The new prod
uct offer an affordable option tor com
panie. that want to down ize th ir data-
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ba e marketing platform or add to their 
mainframe computing power. The data
base is .stored and acce sed locally on the 
P /2. Tt is d signed to handle milJion of 
customer record and a ociated tran ac
tions and promotional hi tory, and can 
quickly perfonn comple, querie . pro
files and analy i . The MarketPul e 
tandal n ·desktops y.stem supports up to 

2 gigabytes of. torage on S I external 
di. k drives. The five-gigabyte tape drive 
in ·luded with a standalone system pro
vides full data refresh or transaction up
dat and mailing list e port capabiJitie . 
The system is also avai lable in LA -
ba ed client/ erver and distributed co
proce ing onfigurations, which sup
p rt up to 16 simultaneous users and 
addeddataba e tomge apa ity.Formorc 
information call 617-661-9790. 

Fairchild publishes 1994 
directories 

Fair hild B oks, New York. has pub-
1 i. hed 1994 edition of tw direct rie . 
.. airchild' Retail Store Financial Di
rectory'' contain 300 detailed tinanciaJ 
profiles of the large t publicly owned 
dome tic and intemational corporation 
in the retail indu try, from appliance store 
chain tovariety tore . ''Fairchild' Te -
tiles and Apparel Financial irectol)'" 
contain 1 Odetailed financial profilen f 
the largest publicly owned domentic and 
international companie in the te tile and 
apparel industry. J tal o contain 15 page 
of industry analy i . 

Ea h company listing in the e directo
ries provid s: nam , addr s. phone and 
fax number; type of ervice and/or de
scription of products; sub idiarie and 
divisions; affiliates; transferngent : tock 

change and ticker ymbol; number of 
: torcs (past five years); corporate offic
er ; cr , -refer n ~ed index; sales and 
earnings (past five years); C'L'\h and stock 
divid nd. and stock account (current and 
pre iou year); a ·sets ( urrent tmd prcvi
ou year); liabilitie (current and pre i
ou year); working ~apital and share
holders' equity; po t-annual report data 
on dividend , plit and acqui ition I 
merger ; breakdown of revenue by line 
ofbu ine :and all key ratio . Both book 
featuredetailedchart dividedintoindu 
try segment , including ale and per
c nt change; pre -ta income: 
shareho lder's equity; net income-to
sales ratio; and net income-to-equity. 

or more information call 800-24 7-
6622. 

Pine Company's 
new optical . . 

scann1ng serv1ce. 
Now cost effective 
for small samples. 
Whether your .. ample ize i 500 

or 50,000. Pine ompany has made 
optical canning a technological 
ad antage you can't afford to pa 
up. With data entry at peed up to 
one hundred time faster than key
punch, the co t benefit for large ·ur

vey i obviou . ow Pine Company 
make it pos ible for smaller studi s 
to benefit from optical canning. We 
can ignificantly improve your survey's 
a cura y and turnaround Lime, too. 
Becau e the e day , more than vcr, 
time i, money. 

We've added opti al scanning to 
our in-house full-service capabilitie. 
be aus it makes enorm u , en . 

With every tep of y ur data pr ce -
ing under one roof, you have greater 
control and confidence. 

To ee the benefits of optical 
canning for our next urvey, just 

fax us a page from the que tionaire. 
We' II show you what it looks like in 
scannable fonn . And with a follow
up calL we'll review your potential 
aving - in dollars, time and accura y. 

PINE 
C:C>IVIP.ANV 

Data Processing for Marketing Resear II 

1607 16th Street 
anta Monica. A 90404 

(800) 969-PI E 

coding • optical scanning, • data entry 
tabulation • multivariate analysis 

presentation graphics 
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DIRECTORY OF QUALITATIVE RESEARCH/ 
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Access Research, Inc. 
8 Griffin Road North 
Windsor, CT 06095 
Ph. 203-688-8821 
Contact: Gerald M. O'Connor 

Analysis Research Limited 
4655 Ruffner St., Ste. 180 
San Diego, CA 92111 
Ph. 619·268-4800 
Contact: Arfine M. Lowenthaf 
All Qual. Needs: Eng. & Span. 
RecruiVModeratelAnalysis. 

The Answer Group 
4665 Cornell Rd., Ste. 150 
Cincinnati, OH 45241 
Ph. 513·489·9000 
Contact: Lynn Grome 
Consumer. Health Care, Prof. , 
Focus Groups, One-On-Ones. 

Asian Marketing Communication 
Research/Division of HMCR 
1535 Winding Way 
Belmont, CA 94002 
Ph. 415-595-5028 
Contact: Dr. Sandra M.J. Wong 
QuaJ.JOuant. Rsch. in Cantonese, Mandan'n, 
Japanese, Korean, Tagalog. etc. U.S. & Inti. 

Auto Pacific Group, Inc. 
12812 Panorama View 
Santa Ana, CA 92705-1340 
Ph. 714-838-4234 
Contact: George Peterson 
Auto Marketing & Product Experts. 
700 Groups Moderate & RecruU. 

George I. Balch 
635 S. Kenilworth Ave. 
Oak Park, IL 60304 
Ph. 708-383-5570 
Contact: George Balch 
Experience With Advertisers, Agencies, 
Government. 

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

Calo Research Services 
1 0250 Alliance Road 
Cincinnati, OH 45242 
Ph. 513/984·9708 
Contact: Nick Gala 
Extensive Technology, Bus. -Bus .. 
Positioning Experience. 

34 

Cambridge Research, Inc. 
5831 Cedar Lake Rd. 
St. Louis Park, MN 55416 
Ph. 612-525-2011 
Contact: Oafe Longfellow 
High Tech, Executives, Bus.-To
Bus .. Ag., Specifying Engineers. 

Chamberlain Research Consultants 
4801 Forest Run Rd., #1 01 
Madison, WI 53704 
Ph. 608-258-3666 
Contact: Sharon Chamberlain 
Full-Service Marketing Research/Busi
ness & Consumer Studies. 

The Clowes Partnership 
P.O. Box 791 
South Norwalk, CT 06856 
Ph. 203/855-8751 
Contact: Rusty Clowes 
New ProductlAdvertising/AII Ages/ 
Focus & Mini Groups. 

Communications Workshop, Inc. 
168 N. Michigan Ave. 
Chicago, IL 60601 
Ph. 312-263-7551 
Contact: Lisa J. Hougsted 
Consumer, Executive, Technical& Chil
dren Grps. 

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

Corporate Research Center, Inc. 
236 Hwy. 68 S. 
Greensboro, NC 27409 
Ph. 919-812-3500 
Contact: John Deuterman 
Dual Moderating; M + F Moderators; 
Video N!C; Kids. 

Creative & Response Svces., Inc. 
500 N. Michigan Ave., 12th Fl. 
Chicago, IL 60611 
Ph. 312·828·9200 
Contact: Sanford Adams 
Thirty Years of Leadership in Qualitative 
Research. 

Cunning his Associates 
6400 Flotilla Dr., #56 
Holmes Beach, FL 34217 
Ph. 813-778-7050 
Contact: Burt Cunninghis 
37 Years Exp., Moderator & Moderator 
Training. 

The Davon Group 
10 W. Broad' St. 
Columbus, OH 43215 
Ph. 614-222·2548 
Contact: Barry J. Mastrine 
Specialize in Focus Groups and Execu
tive Interviews. 

DMSC Research 
3790 El Camino Real. #398 
Palo Alto. CA 95448 
Ph. 415-969-5475 
Contact: Donna Schaffer 
Extensive High Tech. Expertise and 
Capabilities. 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham, MA 02154 
Ph . 617-647-0872 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. Formerly with Synectics. 

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

D/RIS HealthCare Consultants 
3127 Eastway Dr .• Ste. 1 05 
Charlotte, NC 28205 
Ph. 704·532-5856 
Contact: Dr. Murray Simon 
Specialists in Research with Providers 
& Patients. 

Ebony Marketing Research, Inc. 
2100 Bartow Ave. 
Baychester Bronx. NY 1 0475 
Ph. 718·217-0842 
Contact: Ebony Kirkland 
Spac. Conf.!Viewing Rooms/Client 
Lounge/Quality Recruiting. 

Erlich Transcultural Consultants 
21241 Ventura Blvd., Ste. 193 
Woodland Hills. CA 91364 
Ph. 818·226·1333 
Contact: Dr. Andrew Erfich 
Full Service Latino and Asian Marketing 
Research. 

Find/SVP 
625 Avenue of the Americas 
New York, NY 1 0011 ·2002 
Ph. 212-645-4500 x208 
Contact: Ann Middleman 
Mktg. Consulting & Rsch. Health Care, 
Telecomm .. & Technology. 

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

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
Ph. 617-482-9080 
Contact: Linda M. Lynch 
New Product Development, Health Care. 
Advertising, Retail. 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
Ph. 617·482·9080 
Contact: Jack Reynolds 
Business To Business. 
Executives, Banking. 

Focus Plus 
79 5th Avenue 
New York, NY 10003 
Ph. 212·675-0142 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-B 
Recruiting/Beautiful Facilities. 

D.S. Fraley & Associates 
1205 East Madison Park 
Chicago, IL 60615 
Ph. 312·536·2670 
Contact: Diane S. Fraley 
Fu/1 Qual. Specialty: Child!T een /In
Home/Observational Rsch. 
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Grieco Research Group, Inc. Irvine Consulting, Inc. Market Navigation, Inc. Jack Paxton & Associates 
743 North Avenue 66 2207 Lakeside Drive Teleconference Network Div. 4 Jefferson Court 
Los Angeles. CA 90042 Bannockburn, IL 60015 2 Prel Plaza Princeton, NJ 08540 
Ph. 213-254-1991 Ph. 708-615·0040 Orangeburg. NY 10962 Ph. 908-329-2268 
Contact: Joe Grieco Contact: Ronald J. Irvine Ph. 914-365-0123 Contact: Jack Paxton 
Marketing and Advertising Pharm!Med: Custom GlobaiQuan.!Qual. Contact: George Silverman Pkg. Gds., HBA. Fnce .. Rtlg., Hi-tech, 
Focus Groups. Res. & Facility. Med. , Bus.-to-Bus. , Hi· Tech, lndust., Bus./Bus .. Adv. Rsch. 

Ideation. New Prod., Tel. Groups. 
Groups Plus KidFactsSM Research Randolph & Daniel 
23 Hubbard Road 34405 W. 12 Mile Road. Ste. 121 The Marketing Partnership 49 Hill Rd ., Ste. 4 
Wilton, CT 06897 Farmington Hills, Ml48331 90 Hamilton Street Belmont, MA 02178 
Ph. 203-834-1126 Ph. 313-489-7024 Cambridge. MA 02139 Ph. 617-484-6225 
Contact: Thomas L Greenbaum Contact: Dana Blackwell Ph . 617-876-9555 Contact: Stephen J. Daniel 
Groups Plus Offers Untque Approach Qual. & Quan: Specialty Kids/Teens. Contact: Susan Earabino FOCUS/IT Understanding the High Tech 
To Groups; Call to Find Out Why. Prod.!Pkg.!Advtg. Experienced, Gust. Immersion Focus Buying Process. 

Groups. Invention. 
Hammer Marketing Resources KS & R Consumer Testing Center Research Data Analysis, Inc. 
79 Inverness Rd. Shoppingtown Mall Matrixx Marketing-Rsch. Div. 450 Enterprise Court 

Severna Pk. (Balt./O.C.). MO 21146 Syracuse, NY 13214 Cincinnati. OH Bloomfield Hills, Ml 48302 
Ph. 410-544-9191 Ph. 800-289-8028 Ph. 800-323-8369 Ph. 313-332-5000 
Contact: Bill Hammer Contact: Lynne Van Dyke Contact: Michael L. Dean. Ph.D. Contact: Sanford Stallard 
23 Years Experience- Consumer. Busi- Qualitative/Quantitative. Intercepts. Cincmnati's Most Modem and Conve- Full Svce. Quai.!Quan. Analysis/Auto.! 
ness & Executive. CA Tl. One-on-One. nient Facilities. Adv.!Comm. 

Hispanic Marketing Lachman Research & Mktg. Svces. MCC Qualitative Consulting Rockwood Research Corp. 
Communication Research 2934 1/2 Beverley Glen Cir., Ste. 119 Harmon Meadow 1751 W. County Road B 

1535 Winding Way Los Angeles, CA 90077 700 Plaza Dr., 2nd. Fir. St. Paul, MN 55113 
Belmont, CA 94002 Ph. 310-474-7171 Secaucus. NJ 07094 Ph. 612·631 -1977 
Ph. 415-595-5028 Contact: Roberta Lachman Ph. 201 -865·4900 (NJ) Contact: Kevin Macken 
Contact: Dr. Felipe Korzenny Advg. & Mktg. Focus Groups and One- 800-998-4777[0utside NJ) Full Svce Qual!Quant. , Consumer, 
Htsp. Bi-Ling.!Bi-Cult. Foe Grps. Any- on-Ones. Consumer/ Business. Contact: Andrea C. Schrager Bus-To-Bus, High-Tech, Ag. 
where In U.S.iQuan. Strat. Cons. Insightful, Results-Oriented Research. 

Leichliter Associates Local or National. Rodgers Marketing Research 
Horowitz Associates Inc. 252 E. 61st St., Ste. 2C-S 4575 Edwin Drive. NW 
1971 Palmer Avenue New York, NY 10021 MedProbe Medical Mktg. Rsch. Canton, OH 44718 
Larchmont. NY 10538 Ph. 212-753-2099 7825 Washington Ave. S. ,# 745 Ph. 216-492-8880 
Ph . 914-834-5999 Contact: Betsy Leichliter Minneapolis, MN 55435 Contact: Alice Rodgers 
Contact: Howard Horowitz Innovative Exploratory Rsch.lldea De· Ph. 612-941 -7965 Creative/Cost Effective: New Produc 
Cable/Vtdeo Marketing-Programming- velopment. Offl'ces NY & Chtcago. Contact: Asta Gersovitz. Phrm.D. Consumer. Etc. 
Advertising Strategy. MedProbe Provides Full Service Gus· 

Nancy Low & Associates, Inc. tom Market Research. Pamela Rogers Research 
F 5454 Wisconsin Ave .• Ste. 1300 2525 Arapahoe Ave ., #E4 
3904 NW 73rd Street Chevy Chase, MD 20815 Medical Marketing Research, Inc. Boulder. CO 80302 
Kansas City, M064151 Ph. 301·951 ·9200 6608 Graymont Place Ph. 303-494-1737 
Ph. 816-587·5717 Contact: Stephanie Roth Raleigh, NC 27615 Contact: Pamela Rogers 
Contact: Kavita Card Full-Service Market Research/Health.! Ph. 7919-870·6550 Full Svce. Qual. -Grps. ; 1-1 s: Consumer; 
Consumer!Business!Biack!Children.f Medical/Environment. Contact: George Matij'ow Ht- Tech; Bus.-to-Bus. 
Travel!Hi Tech. Specialist. Medicai!Pharm. 20 yrs . 

Maritz Marketing Research, Inc. healthcare exp. Rudick Research 
In-depth Probing & Practical Reports 1297 No. Highway Drive One Gorham Island, 3rd Floor 
16 W. 501 58th St.. Ste. 21A Fenton, MO 63099 Nordhaus Research, Inc. Westport. CT 06880 
Clarendon Hills, IL 60514·1740 Ph. 314/827-1854 20300 W. 12 Mile Rd. Ph. 203·226·5844 
Ph. 800-998·0830 or 708-986-0830 Contact: Mary E. Rubin Southfield, Ml 48076 Contact: Mindy Rudick 
Contact: Dr. Betsy Goodnow Specialize in Customer Satisfaction Ph. 313-827-2400 1 0+ yrs. Experience Utilizing 
15 Yrs. Experience. New/Revised Prod- Research, Consumer and Business-to· Contact: John King Innovative Techniques. 
ucts, Strategies/Tactics. Business. Fuii·Svce. Qual. and Quant., Fin., Med. , 

Uti/., 3 Discussion Rms. James M. Sears Associates 
lntersearch Corporation Marltz Marketing Research, Inc. 48 Industrial West 
132 Welsh Rd. 3001 W. Big Beaver, Ste. 500 PACE, Inc. Clifton, NJ 07012 
Horsham. PA 19044 Troy. Ml48084 31700 Middlebelt Rd., Ste. 200 Ph. 2011777-6000 
Ph . 215-657-6400 Ph. 313-643-6699 Farmington Hills, Ml 48334 Contact: James M. Sears 
Contact: RobertS. Cosgrove Contact: Michael Dawkins Ph . 313-553-4100 Business· To-Business and 
Ph arm. -Med.!High-Tech/Bus. -to-Bus.! Extensive Qualitative Experience in Contact: Peter J. Swetish Executives a Specialty. 
Consumer IT elecomm. Automotive. Full Service Vehicle Specialist-GEM & 

Aftermarket Experience. 
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Smith Market Research 
200 S. Hanover Ave. 
Lexington, KY 40502 
Ph. 606/269-9224 
Contact: Larry Smith 
Consumers, Business, Women's Issues. 

James Spanier Associates 
120 East 75th St. 
New Yor1<, NY 10021 
Ph. 212·472·3766 
Contact: Julie Horner 
Focus Groups And One-On-Ones 
In Broad Range Of Categories. 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
Ph. 614·488-3123 
Contact: Betty Spencer 
4'x16'Mirror ViewingRm. Seats 8·12./n 
House AudioNid. Equip. 

Spier Research Group 
1 Lookout Circle 
Larchmont, NY 10538 
Ph. 914-834-3749 
Contact: Daisy Spier 
Advtg./Dir. Mk.tg.!Prod. Dev./Cons./Busi
ness/FGI's/1 on 1 's. 

California 
Analysis Research Ltd. 
Asian Marketing 
Auto Pacific Group, Inc. 
DMSC Research 
Erlich Transcultural Consultants 
Grieco Research Group, Inc. 
Hispanic Marketing 
Lachman Research & Marketing Svces. 
Strategic Research, Inc. 

Colorado 
Pamela Rogers Research 

Connecticut 
N:x:.ess Research, Inc. 
The Clowes Partnership 
Groups Plus 
Rudick Research 
Sweeney International, Ltd. 

Florida 
Cunninghis Associates 

Illinois 
George I. Balch 
Communications Workshop, Inc. 
Creative & Response Rsch. Svcs. 
Dayle Research Associates 
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Jane L. Stegner & Ascts. 
2215 Penn Ave. So. 
Minneapolis, MN 55405 
Ph. 612-377-2490 
Contact: Jane Stegner 
Bus.-To-Bus.!Medicai!Fncl. SvcsJAgric., 
Groups/1 : t's. 

Strategic Directions Group, Inc. 
119 N. 4th St., Ste. 311 
Minneapolis, MN 55401 
Ph. 612·341 ·4244 
Contact: Doran J. Levy, Ph.D. 
Nationally published authority on ma
ture market. 

Strategic Research 
4600 Devonshire Common 
Fremont. CA 94536 
Ph. 415·797·5561 
Contact: Sylvia Wessel 
400 Groups, Hi-T ech!Medical! Finan· 
cia//Transportation Svces. 

O.S. Fraley & Associates 
In-depth Proting & Practical Reports 
Irvine Consulting, Inc. 
Leichliter Associates 

Iowa 
Dan Wiese Marketing Research 

Kentucky 
Smith Marl<et Research 

Maryland 
Hammer Marketing Resources 
Nancy Low & Associates, Inc. 

Massachusetts 
Dolobowsky Qual. Svcs .• Inc. 
First Market Rsch. (L. Lynch) 
First Market Rsch. (J. Reynolds) 
The Marketing Partnership 
Randolph & Daniel 

Michigan 
Brand Consulting Group 
KidFacts Research 
Maritz Marketing Research Inc. 
Nordhaus Research, Inc. 
PACE. Inc. 
Research Data Analysis 

Sweeney International, Ltd. 
221 Main St. 
Danbury, CT 06810 
Ph. 203-748·1638 
Contact: T1mm Sweeney 
OualitatJVe Research. Member: 
QRCAIAMAIAdvt. Club. 

Thorne Creative Rsch. Svces. 
65 Pondfield Rd., Ste. 3 
Bronxville, NY 10708 
Ph. 914-337-1364 
Contact: Gma Thorne 
Ideation, teens, New Product 
Ad Concepts, Package Goods. 

Three Cedars Research 
533 N. 86 h Street 
Omaha, NE 68114 
Ph. 402-393-0959 
Contact: Sara Hemenway 
Executive Appointed Facility, Qua/ita· 
tive and Quantitative Research. 

Minnesota 
Cambridge Research, Inc. 
MedProbe Medical M tg. Rsch. 
Rockwood Research Corp. 
Jane L. Stegner and Ascts. 
Strategic Direc ions Group. Inc. 

Missouri 
12 

Maritz Marketing Research 

Nebraska 
Three Cedars Research 

New Jersey 
MCC Qualitative Consulting 
Jack Paxton & Associates 
James M. Sears Associates 
Yarnell Inc. 

New York 
Ebony Marketing Research. Inc. 
Find/SVP 
Focus Plus 
Horowitz Associates Inc. 
KS & A Consumer Testing Center 
Leichliter Ascts. 
Market Navigation. Inc. 

The Travis Company, Inc. 
509 Cathedral Parkway. Ste. 8E 

ew York, NY 10025 
Ph. 212·222·0882 
Contact: Jerry Travis 
Qualitative Research and Consultation. 

Dan Wiese Marketing Research 
2108 Greenwood Dr .. S.E. 
Cedar Rapids. lA 52403 
Ph. 319-364·2866 
Contact: Dan Wtese 
Highly Experienced: Farmers, Consum
ers. Business. 

Yarnell Inc. 
147 Columbia Tpke .. #302 
Florham Park. NJ 07932 
Ph. 201 ·593-0050 
Contact: Steven M. Yarnell 
New Product Development & Posttion
ing. HWISW Cos. 

James Spanier Associates 
Sp1er Research Group 
Thorne Creative Research 
The Travis Company 

North Carolina 
Corporate Research Center, Inc. 
0/R/S HealthCare Consultants 
Med1cal Marketing Research, Inc. 

Ohio 
The Answer Group 
The Oavon Group 
Calo Research SeNices 
Matrixx Marketing 
Rodgers Marketing Research 
Dw•ght Spencer & Associates 

Pennsylvania 
lntersearch Corp. 

Texas 
First Market Rsch. (J. Heiman) 

Washington 
Consumer Opmion Serv1ces 

Wisconsin 
Chambe~ain Research Consultallts 
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P CI LTY RO I D 
R fer to Preceding Page 

ADVERTISING 
Analysis Research Ltd. 
Brand Consulting Group 
Cambridge Research, Inc. 
The Clowes Partnership 

Consumer Opinion Services 
Creative & Response Rsch. Svcs. 
The Davon Group 
Diener & Associates, Inc. 
First Market Research (J. Heiman) 

0 MO RATOR 
arne 

EDUCATION 
In-depth Probing & Practical Reports 

ENTERTAINMENT 
D.S. Fraley & Associates 

Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs .• Inc. 
Doyle Research Associates 

First Market Research (J. Reynolds) Sweeney International. Ltd. 

Erlich Transcu ural Consultants 
Rrst Market Research (L. Lynch) 
D.S. Fraley & Associates 
Maritz Marketing Research (MI} 
PACE, Inc. 
Research Data Analysis 
Rockwood Research Corporation 
Spier Research Group 
Sweeney International, Ltd. 
Thorne Creative Research 
Dan Wiese Marketing Research 

AFRICAN-AMERICAN/ 
BLACK 
Ebony Marketing Research. Inc. 
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AGRICULTURE 
Cambridge Research. Inc. 
Maritz Marketing Research (MO) 
Market Navigation. Inc. 
Rockwood Research Corporation 
Dan Wiese Ma11<eting Research 

ALCOHOLIC BEV. 
Access Research. Inc. 
George I. Balch 
Creative & Response Rsch. Svcs. 

APPAREUFOOTWEAR 
Brand Consulting Group 
Corporate Research Center, Inc. 

ASIAN 
Asian Marke ·ng 
Communication Research 
Erlich Transcultural Consultants 

AUTOMOTIVE 
Auto Pacific Group, Inc. 
Creative & Response Rsch. Svcs. 
Erlich Transcultural Consultants 
Maritz Mar1<eting Research (MI) 
Maritz Mar1<eting Research (MO) 
Matrixx Marketing-Research Div. 
PACE. Inc. 
Research Data Analysis 

BIO-TECH 
Calo Research Services 
lntersearch Corporation 
Irvine Consulting, Inc. 
Market Navigation, Inc. 
MedProbe Medical M g. Rsch. 
Medical Marke ing Research. Inc. 

BUS.-TO-BUS. 
Access Research, Inc. 
Calo Research Services 
Cambridge Research, Inc. 
Chamberlain Research Cnsltnts. 
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lntersearch Corporation 
Maritz Marketing Research (MO) 
Rockwood Research Corporation 
James Spanier Associates 
Spier Research Group 
Sweeney In emational, Ltd. 
Yamelllnc. 

CANDIES 
D.S. Fraley & Associates 

CHILDREN 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
D.S. Fraley & Associates 
KidFacts Research 
Matrixx Marketing-Research Div. 

COMMUNICATIONS 
RESEARCH 
Access Research. Inc. 
Diener & Associates, Inc. 
D.S. Fraley & Associates 
Maritz Marketing Research {MI) 

COMPUTERS/MIS 
Calo Research Services 
Creative & Response Rsch. Svcs. 
DMSC Research 
FindiSVP 
First Market Research (J. Heiman) 
Market Navigation, Inc. 
The Marketing Partnership 
Randolph & Daniel 
James Spanier Associates 
Strategic Research, Inc. 
Sweeney International, ltd. 
Yamelllnc. 

CONSUMERS 
Chamberlain Research Cnsltnts. 
Consumer Opinion Services 
Creative & Response Rsch. Svcs. 
Diener & Associates, Inc. 
Doyle Research Associates 
D.S. Fraley & Associates 
lntersearch Corporation 
Mantz Marke ing Research {MI) 
Maritz Marketing Research {MO) 
The Marketing Partnership 
Rodgers Marketing Research 
Thorne Creative Research 
Dan Wiese Marketing Research 

CUSTOMER 
SATISFACTION 
Strategic Research, Inc. 

DIRECT MARKETING 
Maritz Markebng Research (MI) 
Spier Research Group 

ENVIRONMENTAL 
Diener & Associates. Inc. 

EXECUTIVES 
Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
First Market Research {J Heiman) 
First Market Research (J. Reynolds) 
lntersearch Corporation 
PACE. Inc. 
James Spanier Associates 
Sweeney International. Ltd. 

FINANCIAL SVCS. 
Access Research, Inc. 
Cambridge Research, Inc. 
Creative & Response Rsch. Svcs. 
The Davon Group 
Dolobowsky Qual. Svcs., Inc. 
lntersearch Corporation 
Maritz Marketing Research (MO) 
Matrixx Marketing-Research Div. 
Nordhaus Research, Inc. 
The Research Center 
Rockwood Research Corporation 
James Spanier Associates 
Sweeney lnrl. Ltd. 

FOOD PRODUCTS 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
D.S. Fraley & Associates 

KidFacts Research 
Leichliter Associates 
Rockwood Research Corporation 
James Spanier Associates 
Thorne Creative Research 

HEALTH & BEAUTY 
PRODUCTS 
The Answer Group 
D.S. Fraley & Associates 
Maritz Marketing Research (MO) 
Thome Creative Research 

HEALTH CARE 
Access Research. Inc. 
George I. Balch 
Diener & Associates, Inc. 
Dolobowsky Qual. Svces., Inc. 
DlR.IS HealthCare Consultants 
Erlich Transcultural Consultants 
Find/SVP 
First Market Research {l. Lynch) 
First Market Research (J. Reynolds) 
lntersearch Corporation 
Irvine Consultmg. Inc. 
Maritz Marketing Research (MO} 
Market Navigation. Inc. 
Matrixx Marketing-Research Div. 
MedProbe Med1cal Mktg. Rsch. 

Medical Marketing Research, Inc. 
Nordhaus Research, Inc. 
James Spanier Associates 

HISPANIC 
Analysis Research Ltd. 
Ebony Marketing Research. Inc. 
Erlich Transcultural Consultants 
Hispanic Marketing 

Communication Research 

IDEA GENERATION 
Analysis Research Ltd. 
George I. Balch 
Brand Consulting Group 
Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
Leichliter Associates 
The Marketing Partnership 
Matrixx Marketing-Research Div. 
Sweeney International, Ltd. 
Thorne Creative Research 

INDUSTRIAL 
First Market Research (J. Heiman) 
lntersearch Corporation 
Maritz Marketing Research (MO) 
Market Navigation, Inc. 
Strategic Research, Inc. 
Sweeney International, Ltd. 
Dan Wiese Marketing Research 

MANAGEMENT 
In-depth Probing & Practical Reports 

MEDICAL PROFESSION 
Diener & Associates, Inc. 
D/R.IS HealthCare Consultants 
lntersearch Corporation 
Nancy Low & Associates. Inc. 
Matrixx Marketing-Research Div. 
MedProbe Medical Mktg. Rsch. 
Medical Marketing Research. Inc. 
Nordhaus Research, Inc. 

MODERATOR TRAINING 
Cunninghis Associates 

NEW PRODUCT 
DEVELOPMENT 
Brand Consulting Group 
The Clowes Partnership 
Creative & Response Rsch. Svcs. 
Dolobowsky Qual. Svcs., Inc. 
D.S. Fraley & Associates 
First Market Research (J. Heiman) 
First Mar1<et Research (L. Lynch) 
lntersearch Corporation 
KidFacts Research 
Leichliter Associates 
Maritz Marketing Research (MI) 
The Marketing Partnersh1p 
James Spanier Associates 

PACKAGED GOODS 
The Answer Group 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
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D.S. Fraley & Associates PUBLIC POLICY 
Maritz Marketing Research (MO) RESEARCH 
Thorne Creative Research George I. Balch 

PARENTS 
The Davon Group 
Leichliter Associates 

Doyle Research Associates 
PUBLISHING 

PET PRODUCTS First Market Research (J. Heiman) 
Calo Research Services D.S. Fraley & Associates 
Cambridge Research, Inc. Thorne Creative Research 
Rockwood Research Corporation Dan Wiese Marketing Research 
Thorne Creative Research 

RETAIL 
PHARMACEUTICALS Brand Consulting Group 
The Answer Group First Market Research (l. Lynch) 
Creative & Response Rsch. Svcs. 
D/RIS HeaJthCare Consultants SENIORS 
In-depth Probing & Practical Reports Diener & Associates. Inc. 
lntersearch Corporation Erlich Transcultural Consultants 
Irvine Consulting, Inc. In-depth Probing & Prac ·cal Reports 
Market Navigation, Inc. Strategic Directions Group, Inc. 
MedProbe Medical Mktg. Rsch. 
Medical Marketing Research. Inc. SMALL BUSINESS/ 

ENTREPRENEURS 
POLITICAL RESEARCH Yarnell Inc. 
Chamberlain Research Cnsltnts. 

PRODUCT DESIGN 
SOFT DRINKS, BEER, 
WINE 

In-depth Probing & Practical Reports Access Research. Inc. 

mployee satisfaction 
continued from p. 17 

• ommunicat p lans and actions taken 
to mployecs. 

• R survey mploye s v ry I to 24 
moths t determine if surve results h·tve 
be n communicated and if ·mployees 
haven ti d any hanges. 

u tomer urvey 
In gen raJ, par1icipants fe lt that com

pani s are usually more intere red in 
doing customer ati fa ti n urvey than 
mploye surveys bccaus custom rs 
ring in money and ar · sc n <.L<.; more 

likely to leave than ar · employ s. In 
h rt, om panics arc mor · int ·rested in 

keeping cu tomer than in keeping em
ployee. 

me cu tomer are not intere ted in 
doing continuous surveys unles they 
kno'i what the companies are doing with 
the data. hey want the company to ··do 
something significant with it" - they 
want to know that someone is int ·r~sted 
in the urvey re ult . orne bu ine ' -t -
bu in s companies ha v found their cus
tomers require Uivey feedback: they 
share th ·ir survey results with custom
•rs. Oth ·rcompanies find it hard tod ter
min how to communicat surv inf r
mation or general action plans to their 

u. tomers. 

Creative & Response Rsch. Svcs. TELEPHONE FOCUS 
GROUPS Grieco Research Group, Inc. 

Thorne Creative Research Creative & Response Rsch. Svcs. 

TEACHERS 
lntersearch Corporation 
Market Navigation. Inc. 

D.S. Fraley & Associates Medical Marketing Research, Inc. 

TEENAGERS TOYS/GAMES 
Creative & Response Rsch. Svcs . KidFacts Research 
Doyle Research Associates 
D.S. Fraley & Associates TRANSPORTATION 
KidFacts Research SERVICES 
Matrixx Marketing-Research Div. Sweeney International, Ltd. 
Thorne Creative Research 

TRAVEL 
TELECOMMUNICATIONS James Spanier Associates 
Cunninghis Associates Spier Research Group 
DMSC Research Sweeney International. Ltd. 
FindiSVP 
First Market Research (J. Heiman) UTILITIES 
Horowitz Associates Inc. Chamberlain Research Cnsltnts. 
lntersearch Corporation Nordhaus Research, Inc. 
Maritz Marketing Research (MO) 

WEALTHY 
TELECONFERENCING ln-dep h Probing & Practical Reports 
Cambridge Research, Inc. 
Rockwood Research Corporation YOUTH 

Doyle Research Associates 
D.S. Fraley & Associates 

or compensate them based on the re ult 
of the customer satisfaction urvey . ln
centi cs can include recognition or mon

tary r ward~. l lm.ve cr, probl·ms may 
result if t much mphasis is placed on 
one or two k ·y question:. taff may ask 
cu t m r · t rate them highly on those 
que tion or may ~ u all their service 
effort n getting a high rating on just 
tho e que ti n . 

ther ompanies do not u. e incentive 
but d require their managers to d velop 
and impl·mcnt a .·tion plans ba:ed n 
survey re.·ults within a · ·rtain time frame. 
ln n a e, u ·ine e w re e peeled to 
take cust mer sur c input and incorpo
rate it into Lh ir stratcgi plan. 

A few participant had condu ted up
plier urvey with very po iti e re ult . 
They obtained high re pon e rate (more 
than 90%) and us ful infonnntion. ln ne 
cas~, th infom1ation was "earth-shatter
ing." Th ·speaker said that most employ
ee: at hi: company thought the c.:ompan 
paid it uppli r · very . 10\i ly and that this 
low pa ment u ed pr blem ·with. up

plier . H we er. in th ir upplier . urvey. 
no n indi ated that ' low payment wa 
a probl mat all. 

Almost no partic.:ip~mts compared or 
corr Ia ted th ~ rcsu Its of ·us tom r surveys 
to mployc surveys. On company in
fonnaJly compared findinlTs through its 
audi t pr durc. while another used the 
·arne underlying constructs but did not mpanies differed wid ly in how 

and h w much the ha e u ' ed re ·ult · 
from cu romer urvey . The e · treme 

orne companies eva luate employee tie the tw surve · togeth r. 
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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.1 00 
Minnetonka, MN 55343 
Ph . 612-939-0538 
Fax 612-939-0539 
Contact: Karen Koch 
Section 1,11 

Advanced Concepts 
4129 N. Port Washington Ave. 
Milwaukee, WI 53212 
Ph . 414-963-0999 
Contact: Jeff Wohlfah rt 
Section Ill 

Advanced Data Research 
2550 Telegraph Rd ., #107 
Bloomfield Hills, Ml 48302 
Ph . 810-332-1217 
Fax 810-332-6869 
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 I, II 
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Analytical Computer Service, Inc. 
640 N. LaSalle Dr. 
Chicago, IL 60610 
Ph . 312-751 -2915 
Fax: 312-337-2551 
Contact: Jerome Madansky 
Branch offices : 

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

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

414 Central Ave. 
Westfield, NJ 07090 
Ph. 908-232-2723 
Fax 908-654-9364 
Contact : Amy J. Yoffie 

Section I, II , Ill , IV 
(See advertisement on page 41) 

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

Aplan 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 57) 

Ardisson & Associates, Inc. 
2399 Hwy. 29 South, #4 
Lawrenceville , GA 30244 
Ph . 404-339-1 091 
Fax 404-339-1092 
Contact: Tom Ardisson 
Section I, II 

Atlantic Marketing Research Co., Inc. 
109 State St., 4th Fir. 
Boston, MA 021 09 
Ph. 617-720-0174 
Fax 617-589-3731 
Contact: Peter F. Hooper 
Section I, II 

AutoData Systems 
1 0365 W. 70th St. 
Eden Prairie, MN 55344 
Ph . 612-941 -8180 or 800-662-2192 
Fax 612-941-7312 
Contact: Kenneth L. Sourbeck 
Section Ill 
(See advertisement on page 40) 

Bruce Bell & Ascts. 
425 Main St. , Ste. 10 
Canyon City, CO 81212 
Ph . 800-359-7738 
Fax 719-275-1664 
Contact: Jim Parnau 
Section I, Ill 

Bernett Research Services, Inc. 
230 Western Ave. 
Boston, MA 021 34 
Ph. 617-254-1314 
Fax 617-254-1857 
Contact: Matthew Hayes 
Section I, II , Ill 

Lisette Berry Associates 
1 00 Bank St. , #3A 
New York, NY 10014 
Ph . 212-691 -7592 
Fax 212-691 -7543 
Contact: Lisette Berry 
Section II 

Michael Blatt & Co., Inc. 
606 Sespe Ave., #203 
Fillmore, CA 93015 
Ph. 805-524-6845 
Fax 805-524-1531 
Contact: Michael Blatt 
Section I, II 
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BMDP Statistical Software, Inc. 
1440 Sepulveda Blvd., #316 
Los Angeles, CA 90025 
Ph . 310-479-7799 
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 

BAR CODE 
or product number, 

tomtory code, form ID, etc. 

0 c R (TYPE PRINT) 
for propnnted JOb code, 

order number. form 10, tc . 

CHECK MARK 
tor multiple choice, 

ratmg, trucl fals , etc 

Bradenton Data Inc. 
1303 1Oth St. E. 
Palmet1o, FL 34221 
Ph. 800-729-5694 
Fax 813-729-2739 
Contact: Scott Stewart 
Section I 

Bretton-Clark 
89 Headquarters Plz., 14th Fl. 
Morristown, NJ 07960 
Ph. 201 -993-3135 
Fax 201 -993-1757 
Contact: Steve Herman 
Section Ill 

}[customer 
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6 ~ 4 3 , 
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for name, address. dat , t1me, 
dollars and cents, p one numbers, etc. 

HEADS ·UP KEf ENTRY 
for comment f1elds 

Thank You _j 

utoData 
Desktop Forms Processing Software for Windows 3.1 

utoData PRO ll empowers you 
to automate and simplify the data 
collection process. Forms are 
read and the data is automatically 

exported to one of several popular 
file formats . Choose from a variety 
of systems and desktop scanners 
to meet your application needs. 

utoData A Windows 3. 1 

OLLis Available 

lor Developers 

10365 West 70th Street • Eden Prai rie, MN 55344-3446 
Phone: 612/941 -8180 • FAX: 612/941 ·731 2 

Toll Free: 800/662-2192 
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Brunetti & Associates 
210 Rock Rd., Ste. 217 
Glen Rock, NJ 07452 
Ph. 201 -652-6448 
Fax 201 -652-6318 
Contact: Wally Brunetti 
Section I, Ill 

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

Buzz Saw Computing 
P.O. Box 7423 
Nashua, NH 03060-7423 
Ph. 603-888-7210 
Contact : Carl Rehbein 
Section II , Ill 
(See advertisement on page 47) 

CACI Marketing Systems 
11 00 N. Glebe Rd. 
Arlington. VA 22201 
Ph . 800·292-CACI (2224) 
Fax 703·243-6272 
Contact: Michael Johnson 
Branch office: 

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

Section I, II , Ill 

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

Cardiff Software 
531 Stevens Ave., Bldg . B 
Solana Beach , CA 92075 
Ph . 619-259-6430 
Fax 619-259-6450 
Contact: Robin Paparella 
Section I, If 

Cascio Custom Tabs, Inc. 
32-34 Main Street 
Norwalk, CT 06851 
Ph. 203-854·6587 
Fax 203-866-5257 
Contact : John Cascio 
Section I, II , Ill , IV 

Ceresco Marketing , Inc. 
8101 Agnew Road 
Ceresco, NE 68017 
Ph . 800-642-4638 
Fax 402· 785·2073 
Contact : Robert Lookabaugh 
Section Ill 
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Claritas. Inc. 
201 N. Union St. , Ste. 200 
Alexandria, VA 22314 
Ph. 800-284-4868 
Fax 703-683-8309 
Branch offices: 

5757 Wilshire Blvd., Ste. 201 
Los Angeles, CA 90036 
Ph. 213-954·3210 
Fax 213-954-3225 
Contact: Sol Ortasse 

332 S. Michigan Ave. 
Chicago. IL 60604 
Ph. 312-986-2650 
Contact: Eric Garrett 

11 W. 42nd St. 
New York, NY 10036 
Ph. 212-789-3580 
Fax 212-789-3644 
Contact: Frank Pinizzotto 

Noble Plaza, Ste. 212 
Jenkintown, PA 19046 
Ph . 215-572-1600 
Contact: Betsy Brown 

14679 Midway Rd. 
Dallas. TX 75244 
Ph . 214-980-0198 
Contact: Debbie Diet 

Section II , Ill, IV 

Computer Associates, I nt'l. 
1 Computer Associates Plz~ 
Islandia, NY 11788-2000 
Ph. 516-342-5224 
Section IV 

Computers for Marketing Corporation 
54 7 Howard Street 
San Francisco, CA 941 05 
Ph . 415-777-0470 
Fax 415-777-3128 
Contact: Leif Gjestland 
Branch offices: 

126 Fifth Ave .. Ste. 1501 
New York, NY 10011 
Ph . 212-627-7730 
Fax 212-633-2451 
Contact: Joyce Aachelson 

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

1800 Grant St. , Ste . 370 
Denver. CO 80203 
Ph . 303-860-1811 
Fax 303-860-0501 
Contact: Kay Leaf 

European Rep. & Support Office 
STATIRO 
4, rue Louis Lejeune 
Montrouge 92120 France 
{1) 40 84 84 85 
Fax (1} 40 84 89 03 
Contact: Jean Sousselier 

Section I, 11 , Ill , IV 
(See advertisement on page 5) 
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Comstat Research Corporation 
17 John Alexander Dr. 

Doris J . Cooper & Ascts., Ltd. 
1 Bridge Street 

Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952-4 728 
Ph. 707-765-1001 

Cortlandt Manor, NY 1 0566-6303 
Ph. 914· 739-1671 
Fax 914-739-1671 
Contact: Karen Vitacolonna 
Section I, II , Ill , IV 

Irvington, NY 1 0533 
Ph. 914-591 -4731 
Fax 914-591 -4659 
Contact: Doris J. Cooper 
Section I 

Fax 707-76·1 068 
Contact: Lisa M. Bacon 
Section I, Il l 

(See advertisement on page 42) (See advertisement on page 43) 
Cybernetic Solutions Co . 
3479 W. 7480 So. Consulting Hrdwre . & Processing , Inc. 

1393 Old Trenton Road 
Trenton , NJ 08690 
Ph. 609-586-8577 
Contact: Bob Reid 
Section I, Ill , IV 

Consumer Pulse, lnc. 
725 South Adams 
Birmingham, Ml 48009 
Ph . 800-336-01 59 or 81 0-540-5330 
Fax 810-645-5685 
Contact: Richard Miller 
Section I, II 

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

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

Corporate Research 
1 06 Fairidge Ct. 
Jamestown, NC 27282 
Ph. 91 0·81 0-3500 
Fax 910-812-8888 
Contact John Deuterman 
Section I 

CRC Information Systems, Inc. 
435 Hudson Street 
New York, NY 10014 
Ph. 212-620-5678 
Fax 212-633-9250 
Contact: Scott Waller 
Branch office : 

70 E. Lake St. 
Chicago, IL 60601 
Ph. 312-443-1120 
Fax 312-443-1349 
Contact: Anthony Pacenti 

Section I, II, Ill, tV 

Salt Lake City, UT 84084 
Ph . 801 -568-1190 
Contact: Kent Francis 
Section Ill 

Datacap, Inc. 
580 White Plains Rd . 
Tarrytown , NY 10591 
Ph. 914-332-7515 
Fax 914-332-7516 
Contact: Stephen Miller 
Section Ill 

Data Lab Corp. 
7333 North Oak Park Ave . 
Niles, lL 60714 
Ph. 708-647-6678 
Contact: Maurice Girardi 
Section I, II Scanning 

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

Intellige t Market 
Analysis within minutes 
using he TAProgram 

I. Wha t is ~'Our bi~:~:c~t •·nn<'ern ;~ho 1. 1 t 
I he COIU(HIIl) tod:t)' '? 

I thml< that there isn't enough 
commun1catron between 
managers and the workers 
Also, /he rexent lay-offs have 
really created bad feelings 
throughout th plant. 

Introducing computerized analysis of 
text responses to questionnaires 
and surveys. 
The Te t Analysis Program (or "TAP") group text re pon e into 
text dusters, electing the most representative tatement as a label 
for the cluster/ and calculate ummary tati tic . Any et of 
re ponse to open-ended ques tion may be analyzed and 
s ummarized by the Te t Analysis Program. Quickly analyze 
telephone interviews, poll , focu group que tionnaire , attitude 
urvey and oth rs in minute . Fully examine the target 

population without having to truggle with the construction of 
quantitative questionnaires. 

Presently the 1: P service is being offered by the 
program' author at pecial introductonJ fees. 

42 Ci rcle No. 620 on Reader Card 

2. Ho" l'IUl we improH our product '? 
Our products ar basically !me, . . ave compromised 

reduce costs We 
r~rg mor If our TAP Analysis • 

Summary are worth more. 

Representation of how TAP will analyze and 
cluster an open-ended question. 

For more iuformntiou, call or vrite: 

COMST'A'T RESEARCH 
H CORPORATION 

17 John Ale ander Dr., ortlandt M anor, NY 10566-6303 
(914) 739-1671 (Fax/ oice) 
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DATAN, Inc. 
301 N. Harrison , Ste. 482 
Princeton, NJ 08540 
Ph . 609-921 -6098 
Fax 609-921-6731 
Contact: Michael Stentz 
Section I, II , Ill 

Datanetics 
114 N. Beatty St. 
Pittsburgh, PA 15206-3002 
Ph . 412-363-3282 
Contact: Jerry Lisovich 
Section I, II , Ill 

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

Data Recognition Corporation 
5900 Baker Road 
Minnetonka, MN 55345 
Ph. 612-935-5900 
Fax 612-935-1435 
Contact: Wayne M. Serie 
Section I, II 

DataSource 
3939 Priority Way S. Dr. 
P.O. Box 80432 
Indianapolis, IN 46280-0432 
Ph . 800-800-8370 
Fax 317-843-8638 
Contact : Teresa Young 
Section I, II, Ill 
{See advertisement on page 29) 

DataStar, Inc. 
384 Main St. 
Waltham. MA 02154 
Ph . 617-647-7900 
Fax 617-647-7739 
Contact: Ellie Smerlas 
Section I, II 

Data Tabulating Service, Inc. 
3323 Chamblee-Dunwoody Rd. 
Chamblee, GA 30341 
Ph. 404-455-0114 
Fax 404-458-8926 
Contact : Bill Tyner 
Section I, II 

Data Vision Research, Inc. 
29 Emmons. Bldg . G 1 
Princeton, NJ 08540 
Ph. 609-987-0565 
Contact: Ron Vangi 
Section I, ll 

Delphus, Inc. 
103 Washington St. , Ste. 348 
Morristown, NJ 07960 
Ph . 201 -267-9269 
Fax 201 -285-1228 
Contact: Hans Levenbach 
Section II. Ill 
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Detail Technologies , Inc. 
29 Emmons Dr. 
Princeton, NJ 08540 
Ph . 609-452-8228 
Fax 609-987-9120 

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

Equifax Nan. Decision Systems 
5375 Mira Sorrento Pl. , #400 
San Diego, CA 92121 
Ph . 619-622-0800 
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 
Fax 215-566-4252 
Contact: Michael Fassino 
Section II, 

Ferox Microsystems, Inc. 
901 N. Washington Street, #204 
Alexandria, VA 22314 

I Ph. 703-684-1660 
Section Ill 

FMR Associates, Inc. 
6045 E. Grant Rd . 
Tucson, AZ 85712 
Ph. 602-886-5548 
Fax 602-886-0245 
Contact : Jess DeVaney 
Section I, II 

GENESYS Sampling Systems 
565 Virginia Dr. 
Ft. Washington, PA 19034 
Ph. 215-653-71 00 
Fax 215-653-7114 
Contact: Amy Starer 
Section Ill 
(See advertisement on page 45) 

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

rlifT . . . . . . ·n}C 
• I • • 

. . . . 
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 E.NTRY 

Fast, accurate and reliable 

TABULATION 
Simple/ complex cross~ tabs 

GRAPHICS 
Also slides/transparencies 

DJ ode 
· 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) 591-4731 

For Instant Faxed Information 
(800) 227-5638 ext. 141 
Have Your Fax# Ready 
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Geographic Decision Support Systems 
Ste. 8, 674 Kingston Rd. 
Toronto, ON, Canada M4E 1 R4 
Ph. 416-693-9054 
Fax 416-693-7893 
Contact : Dr. David Brusegard 
Section II , Ill 

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 I, II 

Ibex Technologies , Inc. 
550 Main St., Ste. G 
Placerville, CA 95667 
Ph . 916-621 -4342 
Fax 916-621 -2004 
Contact: Margaret Hansen 
Branch office : 

5360 S. Service Rd. 
Burlington , ON Canada L7L 5L 1 
Ph . 416-632-6621 
Fax 416-632-4922 
Contact: Robin Hopper 

Section Ill 

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

I M A, Inc. 
6527 Main Street 
Trumbull , CT 06611 
Ph . 203-261 -4777 
Section IV 

lmagisys, Inc. 
60 Rome St. 
Farmingdale, NY 11735 
Ph. 516-420-4770 
Contact: Herb Rubinsky 
Section I, II , Ill 

Immediate Quality Data 
5775 S. Bay Rd. 
Cicero. NY 13039 
Ph. 315-458-9320 
Contact: John McCarthy 
Section I, II 

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

IRI Software 
200 Fifth Ave. 
Waltham, MA 02154 
Ph. 617-890-1100 
Section Ill , IV 
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lntera Tydac Technologies Inc. 
2 Gurdwara Rd., Ste. 21 0 
Nepean, ON, Canada K2E 1A2 
Ph . 613-226·5525 
Fax 613-226-3819 
Contact : Patti Murphy 
Section Ill , IV 

International Data Corp. 
1884 Lackland Hill Pkwy., #3 
Maryland Heights, MO 63046 
Ph . 314-432-7866 
Fax 314-432-5960 
Contact: Gayle Myers 
Section f 

IRA 
701 N. 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 11747-2216 
Ph . 516-427-1444 
Fax 516-427-1455 
Contact: Richard Isaacs 
Section I, II , Ill , IV 

JRP Marketing Research Services. Inc. 
1 00 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 . S., Ste. 818 
New York, NY1 0003 
Ph . 212-674-2323 
Contact: Sally Krusch 
Section I 

Landis Group 
1551 Forum Pt. 
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 

Left Brain Concepts 
7373 W. Florida Ave ., #13E 
Lakewood, CO 80232 
Ph. 303-989-7568 
Contact: Jeff Haugen 
Section J, II 

Leibowitz Market Research Ascts. 
One Parkway Pl ., Ste . 110 
Charlotte, NC 28217 
Ph. 704-357-1961 
Fax 704-357-1965 
Contact: T eri Leibowitz 
Section Ill 

Lincoln Systems Corporation 
P.O. Box 391 
West Ford, MA 01886 
Ph . 508-692-3910 
Contact : Mike Harde 
Section Ill 

LPC, Pitney Bowes Co. 
4343 Commerce Ct. , #500 
Lisle , IL 60532-3618 
Ph . 708-505-0572 
Fax 708-505-5948 
Section IV 

M. Lynch Company 
80 Fifth Ave. 
New York, NY 10011 
Ph. 212-243-9022 
Fax 212-989-2234 

· Contact: Marguerite Lynch 
Section I 

MacroWorld 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 
Contact: Daniel Mallett 
Section Ill 

Management Science Associates, Inc. 
6565 Penn Avenue 
Pittsburgh, PA 15206-4490 
Ph. 412-362-2000 
Fax 412-363-5598 
Contact: James Stangl 
Branch offices : 

700 E. Ogden Ave . 
Westmont, IL 60559-1283 
Ph. 708·887-8644 
Fax 708-887-8562 
Contact: Shirley Valko 

615 Mount Pleasant Rd., Ste . 167 
Toronto, ON, Canada M4S-3C5 
Ph . 416-489-8134 
Fax 416-489-4149 
Contact: Michael Andrews 

Market Science Associates 
1560 Broadway, Ste. 110 
New York. NY 10036 
Ph . 212-398-9100 
Fax 212-398-9121 
Contact: Daniel Ray 

Section I, II , Ill 
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Manugistics 
2115 E. Jefferson Street 
Rockville, MD 20850 
Ph . 301-984-5000 
Fax 301 -984-5094 
Contact: Lynn Wishard 
Section II , Ill 

Maplnfo Corp. 
1 Global View 
Troy, NY 12180 
Ph. 518-285-6000 
Fax 518-285-7080 
Section Ill 

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

Maritz Marketing Research, Inc. 
1297 N. Highway Drive 
Fenton, MO 63099 
Ph. 314-827-1610 
Fax 314-827-3224 
Contact: Bill Lewellen, Pres. 
Branch offices: 

Performance Measurement Group 
1297 N. Highway Drive 
Fenton, MO 63099 
Ph . 314-827-2417 
Fax 314-827-4651 
Contact: Michael D. Phillips 

Performance Measurement Group 
1050 Crown Pointe Pkwy. , Ste. 490 
Atlanta, GA 30338 
Ph. 404-551 -6450 
Fax: 404-551 -6470 
Contact: Jack Carew 

Performance Measurement Group 
1415 W. 22nd St. , Ste. 800 
Oakbrook, IL 60521 
Ph. 708-368-3800 
Fax 708-368-3801 
Contact: Michael Brereton 

Performance Measurement Group 
100 Park Ave., 34th Fir. 
New York, NY 10017 
Ph. 212-983-7575 
Fax 212-983-757 4 
Contact: Steve Wolf 

Performance Measurement Group 
1650 W. 82nd St., Ste. 1400 
Bloomington, MN 55431 
Ph . 612-885-3885 
Fax 612-885-3886 
Contact: Lynn M. Newman 

Performance Measurement Group 
142 Central Ave. 
Clark, NJ 07066 
Ph. 908-388-4800 
Fax 908-388-4999 
Contact: Sandy Hoffman 

Performance Measurement Group 
17100 Pioneer Blvd., Ste. 400 
Artesia, CA 90701 
Ph. 310-809-0500 
Fax 310-809-0422 
Contact: Julie Williams 

D.H. Macey Division 
143 E. Main St. 
Lake Zurich, IL 60047 
Ph. 708-438-4941 
Fax 708-438-5896 
Contact : Dan Macey 

Agricultural/Industrial Division 
1297 N. Highway Drive 
Fenton, MO 63099 
Ph. 314-827-2305 
Fax 314-827-5433 
Contact: Roy Cleveland 

Automotive Research Group 
3035 Moffat Dr. 
P.O. Box 352768 
Toledo, OH 43615 
Ph. 419-841-2831 
Fax 419-841 -8349 
Contact: Ron Lipovsky 

Automotive Research Group 
1515 W. 190th St., Ste. 300 
Gardena, CA 90248 
Ph . 310-217-4600 
Fax 310-323-2459 
Contact: Charles Lupul 

Only the best researchers 
-- -

use Map Wise! -----------~ ~ 

Their perceptual maps are correct, valtlable, and convincing. 
1Wap Wi e correspondence analy is ... 

ummarize. ALL tahle. o you arc con fidcnt your perceptual maps are corr cl. 
• Relate. ALL active and pa: ·ivc p inl · on_ axe o map di. tan e. are metri ~. 
• Work · on ALL graphi ~. oft war o your report · are ·onvinci ng and look greal. 

Map Wi\'e wa.\' the first ... 
PropricLary P ·on war' for corre. pondcncc analy ·i · ·old in the A. Now huyer. in . countrie. rely on Map Wise: 

• A . . Ni I. n valualcd promotion ·. 
o a ala analyz . ta tc t 'St data. 

• May nd peh qualified top pre pc ·t·. 
• Philip M )ITis mapp d a forei n market 
• T "'xa ·o a ·· ': ·ed cu. tom r . ati . faction . 

iha- i y u. cd me n ttri butc .. 
• Mallin ~kfodt eli ited unmcl n d .. 
• Philip appli d cenari analy. i. . 

·aJ · ·om pared pr"- and po ·l-te ·t. 
• Young Rubicam u ·cd immon · data. 

nnouncing Map "Wise for Macinto h! Full version for only $99. 

Calll-713-789-0652 now for your FREE working demo! 
Dr. B ·tsy Goodnow, Markt!l A TIO R search Software Inc. • 2222 We. terland #250, Hou. ton. TX 770 3-22 16 

R fer n c. include Phil Kotl ·r, Paul Green, il 
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Automotive Research Group 
1000 Town Center, Ste . 1100 
Southfield , Ml 48075 
Ph . 313-948·4500 
Fax 313-948-4647 
Contact: Rob Stephenson 

Sections I, II , Ill 
(See advertisement on page 11) 

Market ACTION Research Software, Inc. 
2222 Westerland, #250 
Houston, TX 77063 
Ph . 713-789-0652 
Contact: Or. Betsy Goodnow 
Section II , Ill 
(See advertisement on page 46) 

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

Marketing Information Systems 
1840 Oak Ave., 4th Fir. 
Evanston , IL 60201 
Ph . 708-491 -3885 
Fax 708-491 -0682 
Contact: Gerald Wolfe 
Section Ill , IV 

Marketing Masters 
P.O. Box 545 
Neenah WI 54957-0545 
Ph. 414-788-1675 
Contact: Jodi Smits 
Section 111 
(See advertisement on page 47) 

Marketing Metrics, Inc. 
305 Route Seventeen 
Paramus, NJ 07652 
Ph . 201 -599-0790 
Fax 201 -599-0791 
Contact: Joseph Wyks 
Section Ill 

Marketing Probe 
1 233 N. Mayfair Rd., Ste. 1 00 
Wauwatosa, WI 53226 
Ph. 414-778-3737 
Contact : T.R. Rao 
Section I, II , Ill 

Marketing Systems Group 
(See GENESYS Sampling Systems) 

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 

February 1994 

Market Probe International, Inc. 
19 West 44th St. , #1 004 
New York, NY 1 0036 
Ph. 212-869-6262 
Fax 212-869-6593 
Contact: Alan Appelbaum 
Section I, II , Ill , IV 
Branch office : 

The Atlantis Group, Inc. 
420 N. 5th St. , Ste . 740 
Minneapolis, MN 55401 
Ph . 612-333-37 44 or 800·377 -0866 
Fax 612-333-3815 
Contact : John Bosma 

Section I, II 

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

Mercator Corporation 
The Carriage House. 28 Green St. 
Newbury, MA 01951 
Ph . 508-463-4093 
Fax 508-462-9198 
Contact : Karen Murphy 
Section I, II , Ill 
(See advertisement on page 48) 

Microtab, Inc. 
380 Market Place 
Roswell , GA 30075 
Ph. 404-552-7856 
Fax 404-552-7719 
Contact: Larry Hills 
Section I, II , Ill 
(See advertisement on page 49) 

Mid-America Research , Inc. 
999 N. Elmhurst Rd . 
Mt. Prospect, IL 60056 
Ph . 708-392-0800 
Fax 708·870·6236 
Contact: Betty Jorgensen 
Section I, ll , Ill 

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

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

Namestormers 
4347 W. Northwest Hwy., Ste . 1040 
Dallas. TX 75220-3864 
Ph . 214·350·6214 
Fax 214·350· 7617 
Contact: Michael Carr 
Section Ill 

Survey Saitf™ 
by 

Marketing Masters 
a omplete softwar 
packag for urvey 

administration! 

aid i. for 

aidu.. excels at; 'RT 
r en s urveys, kios k 

mailed 

To find out why your n t ·ur e 
should be admini t red using the 

ur ey .. aid'"" sy t m. rite or •a ll: 

Jodi Smit., .\lark ting Master. 
P • Box 54~ 1 eenah, \VI. 54957-0545 

Call ( 14) 788-1675 

Survey Stats™ 
by 

Buzz Saw Computing 
a ontpanion produ t 

for Survey SaidTW. 

Survey 

reads Surv y 
direc...-tly eliminating 

the often encounter d in 
fil imply point & roJi k 

T-Tcsts, 
iation, 

For\Vindo·· 3.1, Windo\"' · NT, 0 . /2 

Huzz ~ . w omputing 
. Bo. 7423, :"'a ·uha, H O:l060-7423 

Call (603) -7210 

Window · 3.1, Window NT a.rc rl'gi .· t •r tl 
trad •marks of .\1iPro oft or·poratio n . 
OS/2 i . a r gi t r•tJ tra.dcmurk of IBM. 
Paradox i a regi ·tercrl trademark of 
Borland Inti. 
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SNAP rofessiona ™ 

Survey software for the 
profes ional researcher 

The preferred choice of thou and , 
of re earchers worldwide for: 

...,. Questionnaire De ign 

.... Questionnaire Printing 

.... CA Tl and CAP! 

.... Questionnaire Analy i 

nter your questions ju t once and 
AP Professional: 

...,. Designs and prints your questionnaire 

.... Provides a choice of data entry methods 
for paper questionnaires, CAT! & CAP/ 

...,. Analyzes the results quickly and easily 

No matter what your requirements: 
cro tabulations frequency tables, 

holecounts, grid table de criptive statistic , 
filter ', weight cores 3D-graphics 

Profes ional provide the 
total olution for in-hou ere earch 

For your FREE AP Professional 
DO or Window TM evaluation copy 
contact the Mercator orporation 

Phone: 508-463-4093 
or 

Fax: 508-462-9198 

., \. \RL cr~ 
<....,... •,,!Hu/J' 

""' / 
C> 

AP Profe ional 
Creating professional surveys 

has never been this easy 

Circl No.625onReaderCard 

NCSS 
329 N. 1 000 E. 
Kaysville , UT 84037 
Ph. 801 -546-0445 
Fax 801 -546-3907 
Contact : Jerry Hintze 
Section Ill 

Nestor, Inc. 
One Richmond Sq. 
Providence, Rl 02906 
Ph. 401 -331 -9640 
Fax 401 -331 -7319 
Contact: David Wright 
Section Ill 

Optimum Solutions Corp. 
265 Sunrise Hwy. 
Rockville Centre, NY 11570 
Ph . 516-763-6510 
Fax 516-763-6769 
Contact: Ira Sadowsky 
Section I 

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

Perfect Data 
2015 W. Cactus Rd., Ste. 215 
Phoenix , AZ 85029-2792 
Ph . 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 

Pine Company 
1607 16th Street 
Santa Monica, CA 90404 
Ph . 310-453-0633 
Fax 31 0-453-3969 
Contact: Ben Pine 
Section I, II 
{See advertjsement on page 33) 

Pizzano & Company, Inc . 
301 Edgewater Place 
Wakefield, MA 01880 
Ph. 617-245-9545 
Fax 617-245-9540 
Contact: Christal Changelian 
Section II , Ill 

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

PAl-Productive Access, Inc. 
19851 Yorba Linda Blvd ., Ste. 203 
Yorba Linda, CA 92686 
Ph . 800-693-3111 
Fax 714-693-8747 
Contact: Douglas Carver 
Section Ill 
(See advertisement on page 58) 

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

Pros & Cons, Inc. 
6931 Arl ington Rd., Ste. 308 
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 , Ill , IV 

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

Pulse Train Technology 
6232 N. Pulaski Rd . 
Chicago, I L 60646 
Ph . 312-794-8900 
Fax 312-794-0732 
Contact: Henry Copeland 
Branch oHice: 

1225 U.S. Hwy. 1 
Juno Beach. FL 33408 

Section Ill 

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

Quality Information Center 
137 4 Richmond Rd. 
Staten Island, NY 1 0304 
Ph. 718-987-0893 
Fax 718-667-8005 
Contact: Dennis P. Burke 
Section I, Ill 

Quantime 
67 Maygrove Road 
London , UK NW6 2EG 
Ph . 441 -625-7222 
Fax 441 -625-5297 
Branch offices: 

11 E. 26th St., 16th Fir. 
New York, NY 10010 
Ph . 212-447-5300 
Fax 212-447-9097 
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. 41 0 
Berkeley, CA 94 704 
Ph. 510-540-7200 
Fax 510-540-7268 
Contact: Robert Uhlaner 
Section I, II , Ill 

THE STANDARD OF EXCELLENCE 
IN CROSS TABULATION SOF'IWARE 

Cost Effective -Take a look at your last data processing Invoice and then take a look at the cost 
of Microtab. You·n find that Microtab cross tabulation software quickly pays for itself. 

Quick- With Mlcrotab software there's no waiting for your results. Even employees unfamiliar with 
data processing can leam to use Microtab software and generate report ready tables with only a 
few hours training. 

Easy- With Microtab•s system of logical progressive menus, you're guided through the programs 
with ease. Should you desire assistance. Microtab's policy of a lifetime of free support means our 
professional customer support staff is onfy a telephone call away. 

Flexible -We offer three editions of Microtab cross tabulation software so that you can have your 
tables any way you like them. We also have available optional data manipulation software and 
statistical analysis software. 

Established -Microtab was established fourteen years ago to meet your data processing needs. 
Our customer support specialists are the best in the business. Because they use the software every 
day in our service bureau. they provide you with superior support. while they bring us ideas for 
product refinements - enhancements you receive free of charge as a member of our users group. 
So benefit from our expertise. Call or write today for free demo diskettes and brochures. 

Februart 1994 

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

Microtab is a registered trademark of Microtab, Incorporated. 

Circle No. 626 on Reader Card 49 



Questar 
2905 W. Service Road 
Eagan. MN 55121 -2199 
Ph . 612-688-0089 
Fax 612-688-0546 
Contact : Rick Swindlehurst 
Section I. II 

Raosoft, Inc. 
6645 N.E. Windermere Rd. 
Seatlle. WA 98115 
Ph. 206-525-4025 
Fax 206-525-4947 
Contact : Catherine McDole Rao 
Section I, II , Ill 
(See advertisement on page 50) 

ReData, Inc. 
6931 Arlington Rd., #308 
Bethesda, MD 20814 
Ph. 301-951-4484 
Fax 301 -951-3362 
Contact: Peter Van Brunt 
Section I, II, Ill 

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

Branch office : 
120 Sundale Road 
Accord. NY 12404 
Ph. 914-626-3115 
Fax 914-626-8247 

Section II , Ill 

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

Research Results, Inc. 
967 South St. 
Fitchburg , MA 01420 
Ph. 508-345-551 0 
Fax 508-345-5335 
Contact: John Zarrella 
Branch office: 

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, Inc. 
1800 Sherman Avenue 
Evanston , IL 60201 
Ph. 708-475-7526 
Fax 708-475-7830 
Contact: Laurie Potter 

---------------i Section II, Ill 

FOR SURVEYS AND 
STATISTICAL RESEARCH! 

Use the breakthrough program 
with a unique Ea y Design and 

1- troke Analysis! 

Rao oft® SURVEY, 
Pow RFUL and EASY TO SE 

Awarded Bext New HR Produ ts b 
Human Resource Execmive 

Now with multiple c tended cr . stab 
and Run-time USURVEYJ 

For Everyone!-easy design-form 
based entry-intuitive ample ize, 
H ypothesi Testing, random samples
hot-key interrupt entry for phone.
Query, reports and mailmerge-1-strokc 
analy i ummary-gmphs-unlimited 
size-networkable-More! 

$495 Raosof~ SURVEY 
$195 Raosof~ SURVEYFirstq, 
$395 U. URVEY• sjte Hcen e 
Dara enrry:$249 SURVEY-Entry, 

$50 UF11LrM 

Can't wait to take the work out of 
statistics? Call Raosoft , Inc. at 
(206) 525-4025 Fax (206) 525·4947. 
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Sales Technologies 
175 Canal St., 1st Fir. 
Manchester, NH 03101 
Ph . 603-623-5877 
Contact: Ken Day 
Section Ill 

The Salinon Corp. 
7424 Greenville Ave ., Ste. 115 
Dallas, TX 75231 
Ph. 214-692-9091 
Fax 214-692-9095 
Contact: Dan Stone 
Section 111 

Sammamish Data Systems, Inc. 
2889 152nd Ave. N.E., #A 
Redmond, WA 98052 
Ph . 206-867-1485 
Fax 206-861 -0184 
Contact: Richard Schweitzar 
Section Ill 

SAS Institute Inc. 
SAS Campus Drive 
Cary, NC 27513 
Ph . 919·677-8000 
Fax 919-677-8123 
Contact: Darleen McCullen 
Branch offices: 

11920 Wilson Park Ave . 
Austin, TX 78726 
Ph. 512-258-5171 

180 N. Stetson Ave., 52nd Fir. 
Chicago, IL 60601 
Ph. 312-819-6800 

6400 S. Fiddler's Green Cir., 19th Fir. 
Englewood, CO 80111 
Ph. 303-290·9112 

3333 Michelson Dr., Ste. 250 
Irvine. CA 92715 
Ph . 714-852-8550 

520 Madison Ave, 34th Fir. 
New York, NY 1 0022 
Ph. 212-308-1925 

7500 College Blvd., Ste. 1075 
Overland Park. KS 6621 0 
Ph . 913-491 -1166 

Two Union Square 
610 Union St. , Ste. 4525 
Seattle, WA 98101 
Ph . 206-521 -3880 

950 E. Paces Ferry Rd. N.E. , Ste. 3390 
Atlanta, GA 30326 
Ph . 404-814-2560 

Section Ill, IV 

Sawtooth Software 
1007 Church St., Ste. 402 
Evanston. IL 60201 
Ph. 708-866-0870 
Fax 708-866-0876 
Contact: Brett Jarvis 
Section Ill 
(See advertisement on page 59) 

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

Scantron Corp. 
1361 Valencia Ave. 
Tustin, CA 92680-6463 
Ph. 714-259-8887 
Fax 714-259-8483 
Contact : Dan Huntington 
Section I 

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 , Ill , IV 

The Scientific Mgmt. Sys. 
124 University Ave., #300 
Palo Alto, CA 94301 
Ph . 415-583-8840 
Contact: Tom Cosgrove 
Section Ill 
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SDR, Inc. 
2251 Perimeter Park Drive 
Atlanta, GA 30341 
Ph . 404-451 -5100 
Fax 404-451-5096 
Contact: David Feldman 
Branch offices : 

500 North Dearborn St. , #1200 
Chicago, IL 60610 
Ph . 31 2-661 -0825 
Contact: Jim Miller 

Section I, II , IV 

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. 
271 19th Ave. S., #1235 
Minneapolis, MN 55455 
Ph . 612-626-7258 
Fax 612-626-8328 
Contact: A11an D. Shocker 
Section IV 

Slater Hall Information Products 
1301 Pennsylvania Ave. NW, Ste. 507 
Washington D.C. 20004 ' 
Ph . 202-682-1350 
Contact: George Hall 
Section II , Ill 

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

Software For Research 
599 E. 7th St. , #1 A 
Brooklyn, NY 11218 
Ph. 718-941 -5723 
Contact: Barry Cohen 
Section Ill 

Software Solution Specialist 
251 N. Cambridge 
Orange, CA 92666 
Ph . 714-633-2651 
Contact: David Lowerre 
Section I, II 

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

February 1994 

SPSS, Inc. 
444 N. Michigan Avenue 
Chicago, IL 60611 
Ph. 312-329-3500 
Fax 312-329-3668 
Contact: Sales Dept. 
Branch office : 

StatPac, Inc. 
4532 France Ave. S. 
Minneapolis, MN 5541 0 
Ph . 612-925-0159 
Fax 612-925-0851 
Contact: David Walonick 
Section Ill 

SPSS Federal Systems 
12030 Sunrise Valley Drive 
Reston. VA 22091 

(See advertisement on page 51) 

StatSoft, Inc. 
Ph . 703-391 -6020 
Fax 703-391 -6002 

Section I, II , I ll , IV 

STARS 
235 Great Neck Rd. 
Great Neck, NY 11021 
Ph. 516-829· 1800 
Fax 516-829-1823 
Contact: Paul Capozz.i 
Branch office : 

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

Section I, Ill 

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

2325 E. 15th St. 
Tulsa, OK 74063 
Ph . 918-583-4149 
Fax 918-583-4376 
Contact: KerryAnn Wiens 
Section II , Ill 

Wi lliam Steinberg Consultants, Inc. 
P.O . Box 1754 
Champlain, NY 12919 
Ph . 514-483-6954 
Fax 514-483-6660 
Contact: Will iam Steinberg 
Section Ill 

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

STATPAC GOLD IV-
. . 

_PROFESSIONAL'S 

& MARKETING 
RESEARCH 

New 
Update 
NO\"'' 
A ailable 

s r-iri ndly, ornpr h n iv & 
dcpendabl . am era ready tables & graphi cs. 
Be ·ic & advanced ·tatisti cs. CRT & t lephone 
interviewing. Fa i st to learn. Guarc nteed . 

tatPa In . 
45 2 France Ave .. • Minneapoli ·. MN 5"'410 
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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 
Sanata Clara, 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 
Contact: Tom Sulcer 
Section I, II, Ill 

SumQuest Survey Software 
908 Niagara Falls Blvd. 
North Tonawanda, NY 14120 
Ph. 416-482-6668 
Fax 416-482-4480 
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 
Contact: Michael Eiselman 
Section I, II 

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

Survey Tabulation Services, Inc. 
1218 Massachusetts Ave . 
Cambridge, MA 02138 
Ph. 617-547-6475 
Fax 617-547-5176 
Contact: Arthur Spar 
Section I II 

Systat, Inc. 
1800 Sherman Av nue 
Evanston , IL 60201 -3793 
Ph. 708-864-5670 
Fax 708-492-3567 
Contact: Leah Dorsey 
Section I. II , Ill 
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Tabulyzer 
Irwin P. Sharpe & Ascts. 
50 Greenwood Avenue 
West Orange, NJ 07052 
Ph . 201 -731 -7800 
Contact: Jlll Herman 
Section Ill 

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

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

615 E. 11 Mile Rd., #34 
Royal Oak. Ml 48067 
Ph. 313-398-6236 
Contact: N.J. Stoyanoff 

Section I, II , Ill 

Tetrad Computer Applications Ltd. 
3873 Airport Way Box 9754 
Bellingham, WA 98227-9754 
Ph . 800-663-1334 
Fax 206-734-4005 
Contact : Wilson Baker 
Section Ill 

Training Technologies, Inc. 
P.O. Box 621065 
Cincinnati OH 45262-1 065 
Ph. 800-546-1043 
Fax 513-769-5950 
Contact: Ken Reed 
Section I, II, Ill 

Touch Base Computing 
1 06 Woodcrest Drive 
Rome, GA 30161 -4702 
Ph. 706-234-4260 
Fax 706-323-1330 
Contact: Tom Boylan 
Section Ill 

Viking Software, Inc. 
4808 E. 67th St. , Ste. 100 
Tulsa, OK 74136 
Ph . 918-491 -6144 or 800-324-0595 
Fax 918-494-2701 
Contact : John Haley 
Section Ill 

Vision Database Systems 
351 Hiatt Drive 
Palm Beach Gardens, FL 33418 
Ph. 407-694-2211 
Contact: Emil Bonaduce 
Section Ill 

Jan Werner Data Processing 
60 East 8th Street 
New York, NY 10003 
Ph . 212-260-0012 
Fax 212-979-8616 
Contact: Jan Werner 
Section I, Ill 

Western Wats Center 
288 West Center St. 
Provo, UT 84601 
Ph . 801 -373-7735 
Fax 801 -375-0672 
Contact: Todd Jones 
Section I 

SECTION I 
Data Processing 
Tabulation 

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

COMPUTERS FOR MARKETING CORP. -
Leading developer of computer software for 
marketing research applications including 
computer interviewing and tabulation soft
ware running on minicomputers, PC Novell 
Network, MS/OOS PC's, and UNIX 486's. 
Our clients rely on our unequalled phone 
system, exceptional support staff, product 
R&D, custom pcogramming and service bu
reau services. 

DA T ASOU RCE - Has provided superior data 
collection and processing services since 1939. 
Complete in-house data processing and 
management capabilities offer sample han
dling, database management. coding and 
verbatim processing, data tabulation, statis
tical testing , and advanced reporting ser
vices. Experience with various software pro
grams allows DataSource to deliver data in 
most any format. DataSource is a value 
added reseller of Ouanvert, a database man
agement program. 

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. 

MARITZ MARKETING RESEARCH - Full 
service marketing research firm . lnternal data 
processing and data entry staff. Custom data 
tabulation , CATI interviewing. 

MERCATOR CORP. - Mercator Corporation 
supports SNAP Professional fl'" with a service 
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bureau which offers coding, key punching, 
analysis, table and graph production. 

MICROTAB, INC.- Based in Atlanta, Microtab 
offers full service data processing . Full ser
vice is provided , from data entry to presenta
tion quality tabfes. Data entry and coding 
services available. We can read data gener
ated by Ci2, CfMC, Oscar, Query, etc. We 
can test already compiled data (tables) tor 
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 wh ite or in color. 

PINE COMPANY · Established 1967, Pine 
Company is the West's largest full -service 
provider of data processing for market re· 
search. Expert staff works 24 hours a day 7 
days a week. Services include verbatim 
coding, CRT data entry/editing, optical scan
ning ( 1 00 times faster than manual keypunch) , 
interactive tabulation {proprietary software) , 
presentation quality graphics, multivariate 
analysis . Specializes in custom solutions to 
clients' specific needs. 

QUANTIME - has a full service data process
ing bureau offering coding, data entry , scan
ning, data editing, cleaning, full tabulation 
with complete sample balancing and various 
statistical applications including significance 
testing on finished mangement tables. Date 
files generated to feed into statistical , graph
ics and spreadsheet programs without re
entering specifications. Provides database 
for Quanvert , our menu driven user friendly 
PC based data analysis program for Win
dows or DOS. 

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, Inc. 
CACI Marketing Systems 
Cascio Custom Tabs, Inc. 
Computers for Marketing Corp. 
Consumer Pulse. Inc. 
Comstat Research Corp. 
Doris J . Cooper & Ascts. 
Corporate Research 
CRC Information Systems 
DATAN , Inc. 
Datanetics 
Data Source 
DataStar, Inc. 
Data Probe/Datatab 
Data Recognition Corporation 
Data Tabulating Service 
FMR Associates 
Hancock Information Group 
lmagisys. Inc. 
Immediate Quality Data 
International Data Corp. 
R. Isaacs Computing Ascts. 
JRP Marketing Research Services, Inc. 
M. Lynch Company 
Management Science Ascts. 
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Maritz Marketing Research 
Market Science Associates 
Market Probe International 
Mercator Corporation 
Mid-America Research , Inc. 
Optimum Solutions Corp 
Pine Company 
Quality Coding, Inc. 
Quality Information Center 
Que star 
Raosoft, Inc. 
ReData. Inc. 
Research Data Analysis 
Research Results 
SDR, Inc. 
Software Solution Specialist 
STARS 
Survey Tabulation Services, Inc. 
Sulcer Research Ascts. 
Survey Analysis 
Survey Network Data Proc. 
Training Technologies , Inc. 
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. 
AutoData Systems 
Bernett Research Services, lnc. 
Michael Blatt & Co. 
Bradenton Data, Inc. 
Bruce Bell and Ascts. 
Brunetti & Associates 
Cardiff Software. Inc. 
Cascio Custom Tabs. Inc. 
Coffman Systems, Inc. 
Computers for Marketing Corp. 
Comstat Research Corp. 
Consulting Hrdwre. & Processing 
Consumer Pulse, Inc. 
Consumer Research Ascts. 
Doris J . Cooper & Ascts. 
Coremat, Inc. 
Corporate Research 
CRC Information Systems 
Creative Research Systems 
Data Lab Corp. 
Datalogics 
Datanetics 
DATAN, Inc. 
Data Probe/Oatatab 
Data Recognition Corporation 
Data Source 
DataStar, Inc. 
Data Tabulating Service 
Data Vision Research 
FM R 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 
Left Brain Concepts 
Management Science Ascts . 

Maritz Marketing Research 
Marketeam Associates 
Market Probe International 
Matrix, Inc./The Uncle Group 
Mercator Corporation 
Microtab, Inc. 
Mid-America Research , Inc. 
Optimum Solutions Corp. 
Perfect Data 
Pine Company 
Processing Consultants In Mktg. 
P-STAT, Inc. 
Quality Coding , Inc. 
Quality Information Center 
Quanti me 
Ouestar 
Raosoft, Inc. 
ReData, Inc. 
Research Data Analysis 
Research Results 
SDR, Inc. 
SPSS, Inc. 
STARS 
Survey Tabulation Services, Inc. 
Su leer Services 
Survey Analysis 
Survey Network Data Proc. 
Touch Base Computing 
Training Technologies, Inc. 
Vital Statistics 
Western Wats Center 

DATA TABULATION 
The Accutab Co. 
Alphastat Research Corporation 
Analytical Computer Service, Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co. 
Bruce Bell & Ascts. , Inc. 
Bernett Research Services 
Michael Blatt & Co. 
Bolding Tab Service, Inc. 
Bradenton Data, Inc. 
Brunetti & Associates 
Cascio Custom Tabs, Inc. 
Coffman Systems, Inc. 
Computers for Marketing Corp. 
Comstat Research Corp. 
Consulting Hardware & Processing 
Consumer Pulse , Inc. 
Consumer Research Ascts. 
Doris J. Cooper & Ascts. 
Coremat. Inc. 
Corporate Research 
CRC Information Systems 
Creative Research Systems 
Data Lab Corp. 
Datalogics 
DATAN , Inc. 
Datanetics 
Data Probe/Datatab 
Data Recognition Corporation 
DataSource 
DataStar, Inc. 
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 
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KG Tabs 
Left Brain Concepts 
Management Science Ascts. 
MIA/RIC, Inc 
Maritz Marketing Research 
Marketeam Associates 
Marketing Probe, Inc. 
Market Probe International 
Matrix, Inc./The Uncle Group 
Mercator Corporation 
Microtab, Inc. 
Mid-America Research, Inc. 
NCSS 
Pericles Software 
Pine Company 
Processing Consultants In Marketing 
P-ST AT, Inc. 
Quanti me 
Quantum Consulting 
Questar 
Raosoft, Inc. 
ReData, Inc. 
Research Data Analysis 
Research Results 
SDR, Inc. 
SPSS, Inc. 
Survey Tabulation Services, Inc. 
STARS 
Sulcer Research Ascts. 
Survey Analysis 
Survey Network Data Proc. 
Systat, Inc. 
TIC/A 
Terra Rsch. & Computing 
Touch Base Computing 
Training Technologies, Inc. 
Jan Werner Data Processing 
Western Wats Center 

SCANNING SERVICES 
Bernett Research Services, Inc. 
Bradenton Data, Inc. 
Cardiff Software, Inc. 
Cascio Custom Tabs, Inc. 
CRC Information Systems 
Data Lab Corp. 
Data Recognition Corporation 
Market Probe International 
Optimum Solutions Corp. 
Pine Company 
Ouestar 
Scant ron 
Training Technologies, Inc. 

SECTION II 
Statistical Analysis 

ANALYTICAL COMPUTER SERVICE, INC. 
Specializes in statistical analysis of research 
data including multivariate analysis. 

BUZZ SAW COMPUTING • Buzz Saw Com
puting has developed an easy to use statisti
cal survey analysis software package, Sur
vey Stats. Survey Slats is Windows based 
and can greatly simplify the analysis process, 
by simple point and click responses can be 
selected, refined by banner and cross tab, 
and analyzed for display or graphing. Survey 
Stats is designed to operate on a number of 
Windows based platforms. Average, stan
dard deviation . table correlation , weighted 
mean, frequency distribution, multiple reg res-
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sian, variance analysis, chi -square, and T
test analysis is available. Entire survey data 
(including survey questions posed to respon
dents} can be exported as a paradox data
base for later analysis or read by other soft
ware packages. To best suit your needs 
Survey Stats is offered in three operating 
versions. 

COMSTAT RESEARCH CORPORATION 
Comprehensive statistical analysis of survey 
data and customized report generation . We 
specialize in th analysis of textual responses 
to open-ended questions using proprietary 
software. Custom programming services are 
also available. 

MARITZ MARKETING RESEARCH · Statis
tical analysis experience with most multivari
ate methods (ANOVA, regression, factor, 
cluster, conjoint etc.) plus proprietary. 

MICROTAB, INC. - MT/stat is used by 
Microtab to perform, on any ASCII table, Chi
Square contingency table analysis, one or 
two-tailed tests for independent proportions, 
and one or two-tailed tests for independent 
means. The results are annotated automati
cally on your tables. Dr. Gary Mullet is a 
consultant to Microtab, Inc. 

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

STA TJSTICAL ANALYSIS SERVICES 
The Accutab Co. 
Alphastat Research Corporation 
Analytical Computer Service, Inc. 
Analytic Consultants I ntl. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co., Inc. 
Bernett Research Services 
Lisette Berry Associates 
Michael Blatt & Co. 
BMDP Statistical Software, Inc. 
Buzz Saw Computing 
CACI Marketing Systems 
Cascio Custom Tabs, Inc. 
Claritas, Inc. 
Comstat Research Corp. 
Consumer Pulse , Inc. 
Consum r Research Ascts. 
CRC Information Systems 
Data Lab Corp. 
Data logics 
DATAN, Inc. 
Datanetics 
Data Recognition Corporation 
DataSource 
DataStar. Inc. 
Data Tabulating Service 
Data Vision Research 
Delphus . Inc. 
Fassino Associates 
FMR Associates 
Geographic Decision Support Systems 
Hancock Information Group 
The Idea Works, Inc. 
IMA, Inc. 
Immediate Quality Data 
lmagisys Inc. 
R. Isaacs Computing Ascts. 
Left Brain Concepts 

Management Science Ascts . 
Manugistics 
Marltz Marketing Research 
Market ACTION Rsch. Software 
Marketeam Associates 
Marketing Probe, Inc. 
MarketPlace Research 
Market Probe International 
Matrix , Inc./The Uncle Group 
Mercator Corporation 
Microtab, Inc. 
Mid-America Research, Inc. 
Gary Mullet Ascts., Inc. 
NCSS 
Pine Company 
Pizzano & Co. 
P-ST AT Inc. 
Pulse Analytics 
Quantlme 
Quantum Consulting 
Que star 
Raosoft, Inc. 
ReData, Inc. 
Renaissance Rsch. & Consulting 
Research Data Analysis 
The Sachs Group, Inc. 
SAS Institute. Inc. 
Saxe Research 
Scientific Computing Associates 
SDR, Inc. 
Spring Systems 
SPSS, Inc. 
Stamford Tabulating Svce. 
Statistical Innovations 
StatSoft, Inc. 
Survey Tabulation Services, Inc. 
Sulcer Research Ascts. 
Survey Analysis 
Surv y Network Data Proc. 
Systat, Inc .. 
Terra Rsch. & Computing 
Touch Base Computing 
Training Technologies, Inc. 

SECTION III 
SOFTWARE PROGRAMS 
FOR USE WITH PC'S 

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

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

A-CROSS: Easy and powerful cross tab 
program that produces professional quality 
tables as large as 30 columns by 1 00 stubs. 
Provides weighting, nets, sub-nets , and sta· 
tistics . A-CROSS reads dBASE , ASCII , or 
column binary files and outputs to all printers 
(including lasers). and creates ASCII and 
LOTUS. WKS files. Direct interface with 
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ACS-QUERY and Ci2 for automatic table 
building. 

KNOCKOUT: PC - based data entry soft
ware featuring 1 0-key {keypad) or keyboard 
entry, ability to enter numeric and alphanu
meric data, data editing, verification of all of 
parts of the data tile, screen or printed display 
of data and data format, ability to add, delete, 
and retrieve respondents, and marginal 
counts. Data may be output as ASCII file or 
column binary file. Also includes a Supervi
sory Management module designed to iden
tify which columns were verified and where 
changes were made. This feature is espe
cially useful for confirming that entry opera
tors are performing 100% verification, when 
requested, rather than strip verifying the data. 

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

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

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

APIAN SOFTWARE, INC.- SURVEY PRO 
is fast, easy, professional integrated survey 
software. Automated layout creates desktop 
publishing quality questionnaires fast, with 
20 built-in scales or design your own. Data 
entry screens automatically built from the 
questionnaire ; no database programming 
needed. Reports tabulate and cross-tabu
late checkboxes, ratings and written answers 
into tables and graphs. 

AUTODA T A SYSTEMS · Offers a desktop 
forms processing solution for Windows 3.1 . 
Auto Data Pro ™II collects hand printed, check 
mark, bar code, and OCR information on 
forms, and quickly translates this information 
into a text file compatible with most computer 
databases. Process 2,500 to 1 0,000 forms 
per day. Software costs : $1 ,495. A Windows 
3.1 DLL is available for developers. 

COMPUTERS FOR MARKETING CORP. • 
C-SURV E NT· Designed specifically for com
puter telephone interviewing. C-SURVENT 
can handle large and complex questionnaires 
7,000 questions and computer management 
of quotas and phone sample. 

C-SURVENT (stand-alone)- A computer 
interviewing system designed for face to face 
interviewing on free standing PC's. A quota 
control and phone sample management 
module is available. 

EZWRITER - A easy to use, menu driven 
word-processor-like PC based system that is 
a dramatically easier way to prepare a ques
tionnaire for computer ~ntervlewing . 

C-MENTOR - A flexible sophisticated 
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tabulation system designed specifically for 
market and opinion research . 

COMSTAT RESEARCH CORPORATION · 
Fully computerized statistical analysis of open
ended responses using proprietary algo
rithms. The program groups text responses 
into clusters, selects an appropriate label for 
the cluster, and calculates summary statis
tics . Special needs of the user can be 
accomodated through customization. The 
program may be customized to work with 
several languages simultaneously. 

DATASOURCE - DATASOURCE has pro
vided superior data collection and process
ing services since 1939. DataSource is a 
value added reseller of Quanvert, a database 
software package that allows the user to 
create cross-tabulations, run statistics, and 
perform other functions . Quanvert is menu 
driven, runs on a PC, and available for win
dows. DataSource service support includes 
installation, initial software training , and on
going technical support via an 800#. 

GENESYS SAMPLING SYSTEMS - Com
plete Random Digit Dialing (ADD) Sampling 
System for license on IBM compatible and 
Apple Macintosh PC's. Geographiccapabili· 
ties down to the Zip code level (e.g., State 
County, ADI, DMA, MSA and Area Code I 
Exchange). Targeted samples for over 20 
demographic variables, including associated 
incidence and coverage estimates. Inter· 
faces to all major CATI systems, business 
number purging and custom print programs 
also available. 

GENESYS -10: Hardware/Software/Da
tabase system for identifying and purging 
non-household numbers from ADD samples . 
Available for license on IBM compatible PC's. 

MARITZ MARKETING RESEARCH - PC
based statistical package performs ten sig
nificance tests on summary data and ana
lyzes frequency distributions. Sample size 
module calculates sample sizes and preci
sions for a variety of problems. Select-A-Stat 
module recommends appropriate statistical 
test for most situations. FREE for the asking. 

MARKETING MASTERS - SURVEY SAlOn" 
For WINDOWS: A complete software suite 
for designing, administering , and analyzing 
surveys. Surveys can be administered on 
paper, or electronically on PC's or kiosks . 
Respondents can directly enter their answers 
via an electronic presentation of the ques
tions. Both verbatim and non-verbatim ques
tions can be analyzed . Survey Said is net
worked software, allowing over 1,000 simul
taneous users or it can be installed on a 
standalone PC. 

SURVEY LIBRARIAN - A Windows pro
gram in the Survey Said suite, that manages 
questions in a library format. Specific ques
tions are selected from the library for ques
tionnaire creation . Survey Librarian facilitates 
rapid questionnaire creaton and provides 
consistency among questionnaires. Ques
tions are defined and entered in the exact 
format presented by the Survey Respondent 

SURVEY PRO 
fast, Easy, 
Powerful 

SURVEY PROr. is a growing famdy 
of professional, easy-to-use 

integrated survey products that 
need no database programminJ! 

"Mouth, 
watering, e e 
appealing reports" 

"Created ffi)' fir t 
sun.Je within 

two hours of 
in talling!" 

li lts ease of use and impressive 
~~~ survey-and report-publishing 

features earn it the Analyst's 
Choice." Siondartlldi~on A.Yioon 1017/1/91 

SURVEY PRO Advanced Edition f, r Window 
.1 is de igned for m rketing profe i nal 

who need high qualiry wirhour bu ywork. 

Type your que tion , ele t ale , and g r 
de k.top publi hing qualiry auromaticall . 
Cr are r port figure by clicking on the 
que tion and t tisti . Cro ~tab , mulripl 
an wer and open-ended answer in luded. 
industry randard data import and export. 

ENTRY PRO provid data entry for 5 user . 
S r ens auromarically generated t mat h 
rhe printed form . Or print annabl forms 
and import the data. 

Limited-time - both product only $695! 

Call800 .. 237--4565 x307 
or F 415 .. 694-2904 

~Apian Software 
Practical tools for modern manag; · m nt 
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program. Optional paper form questionnaires 
are generated in any supported font type and 
point size. 

SURVEY MANAGER - A Windows pro
gram in the Survey Said suite, that maintains 
and provides analysis reports on survey data. 
Survey Manager provides frequency, banner 
and cross table analysis for appropriate ques
tion types. Open ended question analysis 
provides frequency count and percent for 
keywords and key phrases. Analyses can be 
graphed, previewed on screen or printed in 
any font type and point size supported. 

SURVEY RESPONDENT - A Windows 
program in the Survey Said suite, for elec
tronically answering questionnaires. Survey 
Respondent presents questions on the com
puter as originally defined to the Survey Li
brarian. Survey Respondent supports skip 
patterns and automatic question advance. 
Optional demographic and respondent iden
titication fields can be defined as categories 
for data subset analysis. Survey interviewers 
or the respondent can enter their answers. 

MERCATOR CORPORATION - SNAP Pro
fessional™ is a survey design and analysis 
software formulated to analyze the results of 
any type of market survey. Facilities include 
questionnaire design and printing and data 
entry methods for all survey types. including 
self-completion and telephone. The analysis 
includes crosstabulation , bar charts, 3-0 
graphics and descriptive statistics. SNAP 
Professional is available in DOS and Win-
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dews versions. 

MICROT AB, 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. 

MIC ROT AB's MT /stat statistical analysis 
table software lets you perform , on any ASCII 
table, Chi-Square contingency table analy
sis, one or two-tailed tests for independent 
means and one or two-tailed tests for inde
pendent proportions. The results are anno
tated automatically on your tables. You can 
then print your tables with this information 
included. The software comes with a full 
screen text editor that allows you to create 
vertical blocks for moving , copying, or delet
ing banner points. 

PAl-PRODUCTIVE ACCESS, INC. - The 
mTab Research Software system is a power
fu I system for the analysis of survey research 
data on a personal computer. mTab is fast, 
powerful, and extremely simple to use. Large 
studies like tracking projects, which formerly 
required mainframe power are now readily 
accessible on your PC without programming . 
mTab is ideally suited for planning and mar
keting professionals who need immediate 

access to survey research data. 

QUANTIME - QUANTUM.PC: Editing and 
correction facilities for Binary/ASCII data. 
Weighting types : sample balancing , pre/post. 
projections . Handles hierarchical (trailer/ 
panel) data. Table output: multiple level 
ranking ; row, column, total and cumulative 
percentages ; rank numbers, indices ; row/ 
table manipulation; T/Z tests , P&G required 
slats. Supports Postscript and standard la
ser printers. Interfaces with Quanquest 
Quanvert and Quancept. Available on Multi
User 80386, and 640K MS-DOS PCs. 

QUANVERT/QUANVERT FOR WIN
DOWS: Interactive data analysis for re
searchers. Tabulates with 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 and in Windows . 

QUANQUEST: Interactive questionnaire 
design system . Uses color windows and 
menus. Stores questions , groups of ques
tions and entire questionnaires for use with 
new questionnaires. User enters text of 
questions and responses. Handles skip pat
terns and grid questions. Automatically as
signs column and punches, generates printed 
questionnaire. CATI script, editing and tabu
lation sp cs . Interfaces with Quantum. Avail
able on Multi-User 80386, and640K MS-DOS 
PCs. 

QUANCEPT PC: CRT Interviewing Sys
tem. Handles very large and complex ques
tionnaires. Significantfeatures 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. Ouinput 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 analysis , 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 . Unlimited number of questions 
(fieldnames) and cases (records}. 

SURVEYFIRST provides the full Survey 
program up to 1 000 records. It supports u n
limited questions (fieldnames)-only the num-
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berof records is limited. All the otherfeatures 
of Survey are included and the add-on mod
ules are completely compatible. 

SURVEY-ENTRY is the data entry mod
ule for remote sites or network nodes. It 
provides form creation, data entry. data edit
ing . Query for information retrieval , a data 
summary, phone dial-out and a Hot-key pro
gram interrupt. Data is appended to the par
ent Survey for analysis. There is no limit to 
number of cases or fieldnames. 

UFILL ™ similar to Survey-Entry but lim
ited 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 de
signed for mail-out surveys or broadcast sur
veys on networks where users fill in the data. 
The screen shows a replica of the form. 
Confidentiality is assured. Multiple surveys 
may be put on a disk. There is no limit to 
number of cases or number of fields. 

EZREPORTis 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 utili
ties for database or file management. The 

user may delete duplicates. match and re
place 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. - Ci3 SYS
TEM FOR ADVANCED COMPUTER INTER
VIEWING: Lets you create and administer 
questionnaires using a PC. Ci3 gives the 
questionnaire author complete flexibility in 
presentation format and questions sequenc
ing. Writer controls question type, skip pat
terns, randomizations, and screen colors . 
Features include: "rosters"; list handling to 
permit "grids", and questionnaire-writing effi 
ciencies that save time and effort. Data can 
be analyzed by most tab and statistics pack
ages. 

ADAPTIVE CONJOINT ANALYSIS 
(ACA) SYSTEM : is used to design products/ 
services or answer strategic marketing ques
tions . ACA lets you simulate the impact on 
product acceptance of changes rn 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. 

CHOICE-BASED CONJOINT (CBC) 
SYSTEM: is used to design products/ser
vices, assess demand, and estimate price 
sensitivity. Choice-based conjoint (a varia
tion on "discrete choice modelling") uses 

choice tasks, which are more realistic than 
rating or ranking tasks, and can include a 
"none" option. CBC also allows for the analy
sis of interactions between attributes - which 
can be of particular importance in pricing 
studies. CBC includes all the software needed 
for conducting a choice-based study. 

CONJOINT VALUE ANALYSIS (CVA) 
SYSTEM: like ACA, is used to d sign prod
ucts/services or answer strategic marketing 
questions. 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 
products/services compare to competitors 
on image-related issues. This information is 
useful in positioning products and identifying 
new product opportunities. APM produces 
"perceptual maps" of your product and its 
competitors ; it also lets you simulate market 
response to changes i,n product image. In
cludes all software needed to conduct a per
ceptual mapping study. 

Ci3 CATI SYSTEM : is a computer-aided 
interviewing system using PC's connected 
through a local area network. The system 
offers automatic call management, auto-dial
ing, quota control , disposition monitoring 
interviewer productivity reporting , and more. 
Optional proactive dialing and Waksberg 
sampling modules increase dialing efficiency. 

SAWTOOTH SoFTWARE: 
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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 variabl1es 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. 

STATPAC, INC. - STATPAC GOLD IV is 
designed exclusively for survey analysis and 
mar'keting research. Features survey design, 
sample selection, data entry and manage
ment, CAT and telephone interview~ng, 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 
mapping, etc.) Complete tutorial. 

ANALYSIS OF VARIANCE 
BMOP Statistical Software , Inc. 
Buzz Saw Computing 
Computers for Marketing Corp. 
Comstat Research Corporation 
Concurrent Technologies Corp. 
CRC Information Systems 
Creative Research Systems 
Lincoln Systems Corporation 
Manugistics 
Marketing Masters 
Microtab, Inc. 
NCSS 
P-STAT. Inc. 
Pizzano & Co. 
Productivity Consulting Services 
Quanti me 
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 
DATAN, Inc. 
Equifax Natl. Decision Systems 
Geographic Data Tech. 
I AI Software 
Landis Group 
Marketing Probe , Inc. 
Pulse Analytics 
Spring Systems 
StatPac, Inc. 
TIC/A 
Terra Rsch. & Computing 

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

CENSUS REPORTING PROGRAMS 
Equifax Natl. Decision Systems 
Geographic Data Tech . 
Sammamish Data Systems 
SPSS, Inc. 
Strategic Mapping 

CLUSTER ANALYSIS 
BMDP Statistical Software, Inc. 
Bretton-Clark 
Claritas, Inc. 
Comstat Research Corporation 
CRC Information Systems 
Equifax Natl. Decision Systems 
Geographic Data Tech . 
Landis Group 
Manugistics, Inc. 
Maplnfo Corp. 
NCSS 
Productivity Consulting Services 
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. 
CRC Information Systems 
Cybernetic Solutions Co. 
The Idea Works, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
Marketing, Masters 
Marketing Probe, Inc. 
NCSS 
P-STAT, Inc. 
Raosoft, Inc. 
SAS Institute 
Scientific Computing Associates 
Senecio Software, Inc. 
Spring Systems 
SPSS, lnc. 
StatPac, Inc 
Systat, Inc. 
Training Technologies, Inc. 
Vision Database 

COMPUTER CODING 
CACI Marketing Systems 
Comstat Research Corporation 
CRC Information Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
Datacap, Inc. 
Downie-Pine Company 
Raosoft, Inc. 
StatPac, Inc. 
Training Technologies, Inc. 

COMPUTER GRAPHICS 
CRC Information Systems 
Equifax Natl. Decision Systems 
Ferox 
IMSI 
The Idea Works, Inc. 
IRI Software 
Management Science Ascts. 
Maplnfo Corp. 
Market Probe International, Inc. 
Marketing Masters 
NCSS 
Pulse Train Technology 
P-STAT, Inc. 
Raosoft, Inc. 
Sammamish Data Systems 
SAS Institute, Inc. 
Senecio Software, Inc. 
Software Solution Specialist 
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. 
Comstat Research Corporation 
CRC Information Systems 
Cybernetic Solutions Corp. 
Digisoft Computers, Inc. 
M/A/R/C, Inc. 
Marketing Masters 
Ma(keing Metrics, Inc. 
Mercator Corporation 
Pulse Train Technology 
QuanUme 
Raosoft, Inc. 
Sawtooth Software 
The Scientific Mgmt. Sys. 
Senecio Software, Inc. 
Software Solution Specialist 
StatPac, Inc. 
Wi'iliam Steinberg Consulting, Inc. 
Terra Rsch. & Computing 
Touch Base Computing 
Training Technologies, Inc. 

CONJOINT/TRADE OFF ANALYSIS 
BMOP Statistical Software, Inc. 
Bretton-Clark 
CRC Information Systems 
I A I Software 
Sawtooth Software 
SPSS, Inc. 
StatPac, Inc. 

CORRESPONDENCE ANALYSIS 
BMDP Statistical Software, Inc. 
Bretton-Clark 
CRC Information Systems 
Market ACTION Inc. 
NCSS 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
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CROSSTABULATION/DISPLA Y 
Acquadata Entry Services 
Apian Software 
Bruce Bell and Ascts. 
Brunetti & Associates 
Concurrent Marketing Sys . 
Consulting , Hrdwre. & Processing 
CRC Information Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
DATAN, Inc. 
Datanetics 
Data Probe/Datatab 
I Rl Software 
Lincoln Systems Corporation 
Manugistics, Inc. 
M/AJR/C, Inc. 
Marketing Master 
Marketing Probe, Inc. 
Matrix, Inc./The Uncle Group 
Mercator Corporation 
Microtab, Inc. 
NCSS 
Pericles Software 
PAl-Productive Access, Inc. 
Productivity Consulting Services 
Pulse Train Technology 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
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 
Vision Database 
Jan Werner Data Processing 

CRT OAT A ENTRY 
Analytical Computer Service, Inc. 
Ceresco Marketing, Inc. 
Computers for Marketing Corp. 
Concurrent Marketing Systems 
Creative Research Systems 
Cybernetic Research Co. 
Datacap, Inc. 
Datanetics 
Data Probe/Datatab 
lmagisys, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
M/AJR/C, Inc. 
Marketing Master 
Matrix, Inc./The Uncle Group 
Microtab, Inc. 
Pericles Software 
Pulse Train Technology 
P-STAT, Inc. 
Raosoft, Inc. 
Sawtooth Software 
Sigma Research 
SPSS, Inc. 
StatPac, Inc. 
Tabulyzer 
Training Technologies, Inc. 
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CRT TELEPHONE INTERVIEWING 
Advanced Concepts 
Analytical Computer Service, Inc. 
Computers for Marketing Corp. 
Comstat Research Corporation 
CRC Information Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
Datanetics 
DigiSoft Computers, Inc. 
M/AJR/C, Inc. 
Marketing Master 
Pericles Software 
Pulse Train Technology 
P-STAT, Inc. 
Raosoft, Inc. 
Sawtooth Software 
Senecio Software, Inc. 
Sigma Research 
Software Solution Specialist 
StatPac, Inc. 
Training Technologies, Inc. 

DATABASE MANAGEMENT 
PROGRAMS 
Brunetti & Associates 
CRC Information Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
Datacap, Inc. 
Datanetics 
Data Probe/Datatab 
DataSource 
I R I Software 
Leadtrack 
Leibowitz Market Research Ascts. 
Maplnfo, Inc. 
Market Power, Inc. 
Market Probe International 
Marketing Information Sys. 
Matrix, Inc./The Uncle Group 
Pizzano & Co. 
P-STAT, Inc. 
Raosoft, Inc. 
Sales & Marketing Systems 
Software For Research 
Software Solution Specialist 
Spring Systems 
StatPac, Inc. 
William Steinberg Consulting, Inc. 

DATA EDITING 
Bruce Bell & Ascts. 
BMDP Statistical Software, Inc. 
Brunetti & Associates 
Computers for Marketing Corp. 
Concurrent Marketing Systems 
Consulting, Hrdwre & Processing 
CRC Information Systems 
Creative Research Systems 
Cybernetics Solutions Co. 
Datacap, Inc. 
DATAN, Inc. 
Datanetics 
Lincoln Systems Corporation 
Manugistics, Inc. 
Marketing Probe, Inc. 
Marketing Probe International 
Matrix, Inc./The Uncle Group 
Microtab, Inc. 
Pericles Software 
Pros & Cons. Inc. 
Pulse Train Technology 

P-STAT, Inc. 
Quantime 
Raosoft, Inc. 
Scientific Computing Associates 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Tabulyzer 
TIC/A 
Training Technologies, Inc. 
Vision Database 
Jan Werner Data Processing 

DATA ENTRY 
Adapt Inc. 
Advanced Data Research , Inc. 
Analytical Computer Service, Inc. 
Apian Software 
Bruce Bell and Ascts. 
Brunetti & Associates 
CaediH Software, Inc. 
Ceresco Marketing, Inc. 
Concurrent Marketing Sys. 
CRC Information Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
Datacap, Inc. 
DATAN, Inc. 
Datanetics 
Detail Techologies, Inc. 
Ibex Technologies, Inc. 
lmagisys, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
M/AJR/C, Inc. 
Marketing Probe, Inc. 
Market Probe International 
Matrix, Inc./The Uncle Group 
Microtab, Inc. 
Nestor, Inc. 
Pericles Software 
Principia Products 
Productivity Consulting Services 
Pros & Cons, Inc. 
Pulse Train Technology 
P-STAT, Inc. 
Quantime 
Raosoft, Inc. 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
William Steinberg Consulting, Inc. 
Systat, Inc. 
Tabulyzer 
Training Technologies, Inc. 
Viking Software 
Vision Database 

DECISION SUPPORT SOFTWARE 
Expert Choice 

DEMOGRAPHIC ANALYSIS 
Advanced Concepts 
CACI Mktg. Svces. 
Claritas, Inc. 
Comstat Research Corporation 
CAC Information Systems 
Cybernetics Solutions Co. 
Equifax Natl. Decision Systems 
Geographic Data Tech. 
IRI Software 
Maplnfo Corp. 
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Marketing Probe Inc. 
Market Share Modeling 
Marketing Master 
Microtab, Inc. 
Pizzano & Co. 
Productivity Consulting Services 
P-STAT, Inc. 
Raosoft, Inc. 
Sammamish Data Systems 
Senecio Software . Inc. 
Slater Hall Information Products 
SPSS, Inc. 
StatPac, Inc. 
Strategic Mapping, Inc. 
Systat, Inc. 
Tetrad Computer Applications Ltd . 
Touch Base Computing 
Training Technologies, Inc. 

DISCRIMINANT ANALYSIS 
BMDP Statistical Software, Inc. 
CRC Information Systems 
Manugistics, 'Inc. 
NCSS 
P-ST AT, Inc. 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 

DISCRIMINANT FUNCTION ANOVA 
StatPac, Inc. 

EXPERIMENTAL DESIGN THEORY 
BMDP Statistical Software, Inc. 
Bretton-Clark 
Manugistics, Inc. 
NCSS 
Scientific Computing Associates 
Software For Research 
SPSS Inc. 

FACTOR ANALYSIS/PRINCIPAL 
COMPONENTS 
BMDP Statistical Software, Inc. 
CRC Information Systems 
Manugistics, Inc. 
Matrix, lnc.fThe Uncle Group 
NCSS 
P-STAT, Inc. 
SDR, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 

FOCUS GROUP MANAGEMENT 
Datanetics 
Decision Support Inc. 
Training Technologies. Inc. 

GENERATION/BALANCED SAMPLING 
DESIGN 
The Idea Works, Inc. 
Manugistics. Inc. 
P-STAT, Inc. 
Training Technologies. Inc. 
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GEOGRAPHIC INFORMATION 
SERVICES 
Clar:itas, Inc. 
Equifax Natl. Decision Systems 
Geographic Data Technology 
lnterra Tydac Technologies 
Maplnfo Corp. 
Sammamish Data Sys . 
Strategic Mapping 

GRAPHIC DISPLAY 
BMDP Statistical Software , Inc. 
Bu22 Saw Computing 
Equifax Nat!. Decision Systems 
The Idea Works, Inc. 
MacroWorld Research 
Manugistics, Inc. 
Marketing Master 
NCSS 
P-STAT, Inc. 
Raosoft, Inc. 
SAS Institute Inc. 
Senecio Software, Inc. 
Spring Systems 
StatPac, Inc. 
StatSoft, Inc. 
William Steinberg Consulting , Inc. 
Systat. Inc. 
Training Technologies, Inc. 
Vision Database 

INDEXING 
Datacap, Inc. 
Equifax Natl. Decision Systems 
Training Technologies, Inc. 
Jan Werner Data Processing 

INTERACTION/CLASSIFICATION 
ANALYSlS 
Manugistics, Inc. 
Raosoft, Inc. 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
StatSoft, Inc. 
Touch Base Computing 

INTERACTIVE TABULATION 
Computers for Marketing Corp. 
Cybernetic Solutions Co. 
IRI Software 
Manugistics, Inc. 
Market Probe International, Inc. 
Marketing Master 
Matrix, Inc./The Uncle Group 
Microtab, Inc. 
Pericles Software 
Pulse Train Technology 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
Spring Systems 
Statistical Innovations 
StatPac, Inc. 
StatSoft, Inc. 
Touch Base Computing 
Tabulyzer 
Training Technologies, Inc. 

KEY TO DISK 
Creative Research Systems 
Cybernetic Solutions Co. 

Oatacap, Inc. 
Data Probe/Datatab 
Matrix, lnc.fThe Uncle Group 
Microtab, Inc. 
Pros & Con, Inc. 
Pulse Train Technology 
StatPac, Inc. 
Touch Base Computing 

LOGIT/LINEAR ANALYSIS 
BMDP Statistical Software, Inc. 
Concurrent Technologies Corp. 
Manugistics , Inc. 
NCSS 
Spring Systems 
SPSS, Inc. 
StatSoft, Inc. 
Systat, Inc. 

MARKET MATCHING 
Equifax Natl. Decision Systems 
Maplnfo Corp. 
Management Science Associates 
Marketing Information Systems, Inc. 
SAS Institute 

MARKET SEGMENTATION 
Advanced Concepts 
Bretton-Clark 
CACI Mktg. Svces. 
Claritas, Inc. 
Comstat Research Corporation 
CRC Information Systems 
Decision Support Inc. 
Equifax Natl. Decision Systems 
Geographic Data Tech . 
Landis Group 
Management Science Ascts . 
Map Info , Inc. 
MIA/RIC Inc. 
Marketing Information Systems, fnc. 
Marketing Pro,Pe, Inc. 
Sales & Marketing Systems 
Sammamish Data Systems 
Sawtooth Software 
SPSS, Inc. 
Statistical Innovations 
Terra Rsch . & Computing 
Touch Base Computing 

MEDIA ANALYSIS 
Bruce Bell & Ascts. 
Claritas, Inc. 
Decision Support, Inc. 
Equifax Natl. Decision Systems 
Geographic Data Tech . 
Leadtrack 
Maplnfo , Inc. 
Market Power, Inc. 
Productivity Consulting Services 
Pulse Train Technology 
Strategic Mapping 

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

Quirk's Marketing Research Review 



MUL TINOMINAL LOGIT ANALYSIS 
BMDP Statistical Software , Inc. 
Caliper Corporation 
Systat, Inc. 

MULTI-PAIRED COMPARISON 
Pulse Analytics 

MULTIVARIATE METHODS 
BMDP Statistical Software, Inc. 
Claritas. Inc. 
Concurrent Technologies Corp. 
C RC Information Systems 
DATAN, Inc. 
Landis Group 
Manugistics, Inc. 
NCSS 
P-STAT, Inc. 
Pulse Analytics 
SAS Institute 
Smart Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
StatSoft, Inc. 
Systat, Inc. 
Vision Database 

NAME GENERATION 
Namestormers 

NON-PARAMETRIC STATISTICS 
BMDP Statistical Software. Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
NCSS 
Scientific Computing Associates 
Senico Software, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac Inc. 
StatSoft, Inc. 
Systat, Inc. 
TIC/A 

ON-LINE DATA TABULATION 
Computers for Marketing Corp. 
CRC Information Systems 
Cybernetic Solutions Corp. 
Datanetics 
Data Probe/Datatab 
M/NR/C Inc. 
Marketing Master 
Matrix, lnc.fThe Uncle Group 
Pericles Software 
Pulse Train Technology 
P·STAT, Inc. 
Quanti me 
Raosoft, Inc. 
StatPac, Inc. 
Stolzberg Research 
Training Technologies , Inc. 

ON-LINE TELEPHONE INTERVIEWING 
Advanced Concepts 
Concurrent Marketing Sys. 
CRC Information Systems 
Creative Research Systems 
Cybernetic Solutions Corp. 
Datanetics 
Oigisoft Computers, Inc. 
M/NRIC Inc. 
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Market Power, Inc. 
Marketing Master 
Mercator Corporation 
Pericles Software 
P-STAT, Inc. 
Raosoft, Inc. 
Quanti me 
Sawtooth Software 
Senecio Software, Inc. 
StatPac, Inc. 
Training Technologies, Inc. 

PA TIERN ANALYSIS 
Concurrent Technologies Co. 
NCSS 
P-STAT, Inc. 

PERCEPTUAL MAPPING 
Bretton-Clark 
CRC Information Systems 
Landis Group 
Market Probe International 
NCSS 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Terra Rsch . & Computing 

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

PROGRAMMING LANGUAGE 
Advanced Data Research 
Datacap, Inc. 
The Idea Works , Inc. 
Manugistics, Inc. 
P-STAT, Inc. 
Raosoft, Inc. 
The Scientific Mgmt. Sys. 
Systat, Inc. 

QUADRANT ANALYSIS 
CRC Information Systems 
Pulse Analytics 
TIC/A 

QUESTIONNAIRE ANALYSIS 
Mercator Corporation 
Productivity Consulting Services 

QUESTIONNAIRE DESIGN LANGUAGE 
Advanced Data Research 
Apian Software 
CRC Information Systems 
Computers for Marketing Corp. 
Cybernetics Solutions Corp. 
DATAN, Inc. 
Digisoft Computers. Inc. 
The Idea Works, Inc. 
Marketing Master 
Mercator Corporation 
Productivity Consulting Services 
Pulse Train Technology 
Quanti me 
Raosoft, Inc. 
Senecio Software, Inc. 

Software For Research 
Software Solution Specialist 
William Steinberg Consulting 
Touch Base Computing 
Training Technologies , Inc. 

RANKING 
Brunetti & Associates 
Computers for Marketing Corp. 
Cybernetic Solutions Co . 
DATAN, Inc. 
Data Probe/Datatab 
Manugistics, Inc. 
M/A/R/C Inc. 
Market Probe International , Inc. 
Mlcrotab, Inc. 
NCSS 
P·STAT, Inc. 
Raosoft, Inc. 
Scientific Computing Associates 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Systat, Inc. 
Tabulyzer 
TIC/A 
Training Technologies, tnc. 

REGRESSION/CORRELATION 
ANALYSIS 
BMDP Statistical Software, Inc. 
Business Forecast Systems 
Buzz Saw Computing 
Claritas, Inc. 
Concurrent Technologies Co. 
Cybernetic Solutions Co. 
Datalogics 
DATAN, Inc. 
Delphus. Inc. 
IRI Software 
Lincoln Systems Corporation 
MacroWorld Research 
Manugistics, Inc. 
NCSS 
P-STAT, Inc. 
Raosoft, Inc. 
SAS Institute 
Scientific Computing Associates 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
StatSoft. Inc. 
STSC 
Systat, Inc. 
TMS Systems 
Touch Base Computing 

SALES ANAlYSIS 
Advanced Concepts 
Computers for Marketing Corp. 
Concurrent Technologies Co. 
Equifax Natl. Decision Systems 
Ferox 
Geographic Data Tech. 
Leadtrack 
Management Science Associates 
Maplnfo. Corp. 
Marketing Information Sys. 
Marketing Probe, Inc. 
Market Power, Inc. 
Mercator Corporation 
Pizzano & Co. 
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Productivity Consulting Services 
P-ST AT, Inc. 
Raosoft, Inc. 
Sales Technologies 
Scientific Computing Associates 
Smart Software 
Spring Systems 
StatPac, Inc. 
StatSoft. Inc. 
Touch Base Computing 
Training Technologies, Inc. 
Vision Database 

SALES DATABASE 
Advanced Concepts 
Computer Strategies , Inc. 
Cybernetic Solutions Co. 
Datanetics 
Digisoft Computers, Inc. 
IRI Software 
Leadtrack 
Management Science Ascts . 
Marketing Information Sys. 
Market Power, Inc. 
Raosoft, Inc. 
Software Solution Specialist 
StatSoft. Inc. 

SALES EFFECTIVENESS 
MEASUREMENT 
Advanced Concepts 
Equifax Natl . Decision Systems 
Leadtrack 
Marketing Information Sys. 
Marketing Probe, Inc. 
Market Power, Inc. 
StatPac, Inc 
Training Technologies, Inc. 

SALES FORECASTING 
Advanced Concepts 
Business Forecast System 
Concurrent Technologies Co . 
Delphus, Inc. 
Equifax Natl . Decision Systems 
Ferox 
Geographic Data Tech . 
Leadtrack 
Lincoln Systems Corporation 
MacroWorld Research 
Manugistics, Inc. 
Marketing Information Sys. 
Market Power, Inc. 
Pizzano & Co. 
P-STAT, Inc. 
Scientific Computing Associates 
Smart Software 
Spring Systems 
StatPac, Inc. 
StatSoft, Inc. 
Systat, Inc. 
Terra Rsch. & Computing 
Vision Database 

SAMPLE SIZE DETERMINATION 
BMDP Statistical Software, Inc. 
Cybernetic Solutions Co. 
The Idea Works, Inc. 
NCSS 
Manugistics, Inc. 
Maritz Marketing Research 
Pulse Analytics 
Raosoft, Inc. 
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Software For Research 
StatPac, Inc. 
StatSoft, Inc. 
Training Technologies, Inc. 

SAMPLE WEIGHTING 
BMDP Statistical Software , Inc. 
Brunetti & Associates 
Buzz Saw Computing 
Computers tor Marketing Corp. 
CRC Information Systems 
Daniel Mallett Associates 
Manugistics, Inc. 
Market Probe International 
Marketing Master 
Matrix, Inc./The Uncle Group 
Microtab, Inc. 
Productivity Consulting Services 
P-STAT, Inc. 
Pulse Analytics 
Quantlme 
Raosoft, Inc. 
SPSS, Inc. 
StatPac, tnc. 
Spring Systems 
Tabulyzer 
TIC/A 
Touch Base Computing 
Training Technologies, Inc. 
Jan Werner Data Processing 

SAMPLING SYSTEMS 
Daniel Mallett Associates 
GENESYS Sampling Systems 
PAl-Productive Access, Inc. 
Productivity Consulting Services 
Raosoft, Inc. 
Training Technologies, Inc. 

SIMULATION/MODELING 
BMDP Statistical Software, Inc. 
Concurrent Technologies Co . 
Delphus, Inc. 
Ferox 
Management Science Ascts. 
Pizzano & Co. 
Sawtooth Software 
The Scientific Press 
Spring Systems 
Strategic Decisions Group 
Terra Rsch . & Computing 

SITE EVALUATION 
Geographic Data Tech. 
Raosoft, Inc. 
Strategic Mapping 

SLATE COMPUTER SURVEY 
GENERATION 
Advanced Data Research 

SURVEY ANALYSIS 
Creative Research Systems 

TTEST 
BMDP Statistical Software, Inc. 
Brunetti & Associates 
Buzz Saw Computing 
Computers for Marketing Corp. 
Concurrent Technologies Co. 
CRC lnfomation Sys. 
Cybernetic Solutions Co. 

DATAN, Inc. 
Data Probe/Datatab 
Detail Technologies, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
MJNRIC Inc. 
Maritz Marketing Research 
Marketing Master 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
NCSS 
Pericles Software 
Pulse Train Technology 
P-ST AT, Inc. 
Quanti me 
Raosoft, Inc. 
Scientific Computing Associates 
Senecio Software, Inc. 
Software For Research 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
StatSoft, Inc. 
Sulcer Research Ascts. 
Systat, Inc. 
Tabulyzer 
TIC/A 
Vision Database 

TABLE EDITING 
Business Rsch. & Surveys 
Computers for Marketing Corp. 
Concurrent Marketing Systems 
Data Probe/Datatab 
Manugistics, Inc. 
Matrix, Inc./The Uncle Group 
Microtab, Inc. 
Ouanttme 
Raosoft, Inc. 
The Sachs Group 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
TIC/A 
Training Technologies, Inc. 
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 
Creative Research Systems 
Cybernetic Solutions Co. 
DATAN, Inc. 
Datanetics 
Data Probe/Datatab 
M/A/R/C Inc. 
Marketing Master 
Marketing Software Inc. 
Matrix, Inc./The Uncle Group 
Microtab, Inc. 
Pericles Software 
Principia Products 
Productivity Consulting Services 
P-STAT, Inc. 
Quanti me 
Raosoft, Inc. 
Senecio Software, Inc. 
SPSS, Inc. 
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StatPac, Inc. 
StatSoft, Inc. 
William Steinberg Consulting 
Stolzberg Research 
Systat, Inc. 
Tabulyzer 
TIC/A 
Touch Base Computing 
Training Technologies, Inc. 
Jan Werner Data Processing 

TELEPHONE INTERVIEWING/ 
SAMPLING 
Advanced Concepts 
Analytical Computer Service, Inc. 
Computers for Marketing Corp. 
Comstat Research Corporation 
Cybernetic Solutions Co. 
M/ A/RIC Inc. 
Marketing Information Systems 
Mercator Corporation 
P-ST AT, Inc. 
Ouantime 
Raosoft, Inc. 
Sawtooth Software 
The Scientific Mgmt. Sys. 
Senecio Software, Inc. 
Training Technologies, Inc. 

TEXT ANALYSIS 
Comstat Research Corporation 

THURSTONE SCALING 
NCSS 
SDR, Inc. 
Systat, Inc. 

TIME-SERIES ANALYSIS 
BMDP Statistical Software, Inc. 
Business Forecast Systems, Inc. 
Concurrent Technologies Corp. 
Creative Research Systems 
Delphus , Inc. 
Lincoln Systems Corporation 
MacroWorld Research 
Manugistics , Inc. 
NCSS 
Pizzano & Co. 
P-STAT, Inc. 
Scientific Computing Associates 
Smart Software 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
StatSoft, Inc. 
Systat, Inc. 
Training Technologies, Inc. 
Vision Database 

TRANSLATION 
Pizzano & Co. 
Raosoft, Inc. 

UPC SCANNERS 
DATAN, Inc. 
I Rl Software 
Raosoft Inc. 

VERBATIM CODING 
Business Rsch . & Surveys 
Computers for Marketing Corp. 
Comstat Research Corporation 
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CRC Information Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
DATAN, Inc. 
Datanetics 
M/A/R/C Inc. 
Marketing Master 
Marketing Metrics, Inc. 
Market Probe International 
Raosoft, Inc. 
StatPac, Inc. 
Terra Rsch . & Computing 
Training Technologies, Inc. 

VOLUMETRIC ANALYSIS 
Management Science Ascts. 
Microtab, Inc. 
Quantlme 
Statistical Innovations 
TIC/A 

SECTION IV 
SOFTWARE PROGRAMS 
FOR USE WITH 
MAINFRAMES 

COMSTAT RESEARCH CORPORATION 
Fully computerized statistical analysis of open
ended responses using proprietary algo
rithms. The program groups text responses 
into clusters, selects an appropriate label for 
the cluster, and calculates summary statis
tics . Special needs of the user can be 
accomodated through customization. The 
program may be customized to work with 
several languages simultaneously. 

GENESYS SAMPLING SYSTEMS - Com
plete Random Digit Dialing (ROO) Sampling 
Systems for license on HP-3000 and DEC 
VAX computers. Geographic capabilities 
downtotheZipCode level (e.g., State, County, 
ADI DMA, MSA and Area Code/Exchange). 
Targeted samples for over 20 demographic 
variables, including associated incidence and 
coverage estimates. Interface to all major 
CAT! systems, business number purging and 
custom print programs also available. 

QUANTIME - QUANTUM: Editing and cor
rect ion facil ities 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-User80386, 1BM 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. 

ANALYSIS OF VARIANCE 
BMDP Statistical Software, Inc. 
Computer Associates 
Computers for Marketing Corp. 
Comstat Research Corporation 
Concurrent Technologies Corp. 
CRC Information Systems 
IMA, Inc. 
IRI Software 
Market Probe International, Inc. 
P-STAT, Inc. 
Ouantime 
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. 
SOR, Inc. 
SPSS, Inc. 
Systat, Inc. 

CENSUS REPORTING PROGRAMS 
LPC, Pitney Bowes Co. 
SPSS, Inc. 

CLUSTER ANALYSIS 
BMDP Statistical Software , Inc. 
Claritas, Inc. 
Computer Associates 
Comstat Research Corporation 
CRC Information Systems 
IMA, Inc. 
IRI Software 
LPC, Pitney Bowes Co. 
Management Science Ascts. 
Pulse Train Technology 
P-STAT Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

COMPREHENSIVE STATISTICAL 
PACKAGE 
BMDP Statistical Software , Inc. 
Computer Associates 
Concurrent Technologies Corp. 

65 



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

COMPUTER CODING 
Computers for Marketing Corp. 
Comstat Research Corporation 
Market Probe International, Inc. 
Pine Company 
Pulse Train Technology 

COMPUTER GRAPHICS 
Computer Associates 
IRI Software 
Market Probe International, Inc. 
P-STAT, Inc. 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

COMPUTERIZED INTERVIEWING 
Computers for Marketing Corp. 
Comstat Research Corporation 
CRC Information Systems 
DATAN, Inc. 
IMA, Inc. 
Quanti me 
Pulse Train Technology 

CONJOINT/TRADE-OFF ANALYSIS 
Computer Associates 
IRI Software 
Pulse Train Technology 
SDR, Inc. 
SPSS, Inc. 

CORRESPONDENCE ANALYSIS 
BMDP Statistical Software , Inc. 
Computer Associates 
CRC Information Systems 
Pulse Train Technology 
SAS Institute 
SDR, Inc. 
SPSS, Inc. 

CROSST ABULATION/DISPLA Y 
Analytical Computer Service, Inc 
BMDP Statistical Software , Inc. 
Computer Associates 
Computers for Marketing Corp. 
Consulting Hrdwre. & Processing 
CRC Information Systems 
DATAN, Inc. 
IMA, Inc. 
IRI Software 
Market Probe International, Inc. 
Matrix, Inc./The Uncle Group 
Pulse Train Technology 
P-STAT, Inc. 
Quantime 
Sigma Research 
SDA, Inc. 
SPSS, Inc. 
Statistical Innovations 
Systat, Inc. 
TIC/A 

CRT DATA ENTRY 
Computers for Marketing Corp. 
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CRC Information Systems 
DATAN, Inc. 
IMA, Inc. 
M/AJR/C Inc. 
Marketing Into. Systems 
Pulse Train Technology 
P-STAT. Inc. 
Quanti me 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

CRT TELEPHONE INTERVIEWING 
Computers for Marketing Corp. 
Comstat Research Corporation 
CRC Information Systems 
DATAN, Inc. 
IMA, Inc. 

, M/AIR/C Inc. 
Ouantime 
Pulse Train Technology 

DATABASE MANAGEMENT PROGRAM 
Computers for Marketing Corp. 
Computer Associates 
CRC Information Systems 
DATAN, Inc. 
Devcom Mid-America 
IMA, Inc. 
I R I Software 
LPC, Pitney Bowes Co .. 
Marketing Info. Systems 
Market Probe International. Inc. 
Matrix, Inc./The Uncle Group 
P-STAT, Inc. 
SDR, Inc. 
Systat, Inc. 

DATA EDITING 
Analytical Computer Service, Inc. 
BMDP Statistical Software. Inc. 
Computers for Marketing Corp. 
Consulting Hrdwre. & Processing 
CRC Information Systems 
DATAN, Inc. 
MIA/RIC Inc. 
Market Probe International, Inc. 
Matrix . Inc. 
Pulse Train Technology 
P-STAT, Inc. 
Quanti me 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

DATA ENTRY 
Computers for Marketing Corp. 
CRC Information Systems 
DATAN, Inc. 
Devcom Mid-America 
Market Probe International 
Pulse Train Technology 
P-STAT, Inc. 
Quanti me 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

DEMOGRAPHIC ANALYSIS 
Claritas, Inc. 
Computer Associates 
Computers for Marketing Corp. 
IRI Software 

LPG, Pitney Bowes Co .. 
P-STAT, Inc. 
SDR, Inc. 
SPSS. Inc. 

DISCRIMINANT ANALYSIS 
BMDP Statistical Software , Inc. 
Computer Associates 
IRI Software 
P-STAT, Inc. 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 

EXPERIMENTAL DESIGN THEORY 
SDR, Inc. 
Systat. Inc. 

FACTOR ANALYSIS/PRINCIPAL 
COMPONENT 
BMDP Statistical Software, Inc. 
CRC Information Systems 
Information Resources, Inc. 
Pulse Train Technology 
P-STAT, Inc. 
SDR, Inc. 
SPSS, Jnc. 
Systat.lnc. 

GENERATION/BALANCED SAMPLING 
DESIGN 
DATAN, Inc. 
P-STAT, Inc. 
SDA, Inc. 
Systat. Inc. 
TIC/A 

GEOGRAPHIC INFORMATION 
SERVICE 
Claritas, Inc. 
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 
SDR, Inc. 
Statistical Innovations 

INTERACTIVE TABULATION 
Computers for Marketing Corp. 
DATAN , Inc. 
Market Probe International , Inc. 
Matrix , Inc./The Uncle Group 
Pulse Train Technology 
P-STAT, Inc. 
Quanti me 
Statistical Innovations 
Systat, Inc. 
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KEY TO DISK ON-LINE DATA TABULATION REGRESSION/CORRELATION 
Computers for Marketing Corp. Computers for Marketing Corp. ANALYSIS 
OATAN,Inc. CRC Information Systems BMDP Statistical Software , Inc. 
Market Probe International , Inc. OATAN, Inc. Claritas. Inc. 

M/A/R/C Inc. Computer Associates 
LOGIT/LOG·LINEAR ANALYStS Matrix, Inc./The Uncle Group Concurrent Technologies Corp. 
BMDP Statistical Software, Inc. Pulse Train Technology IMA, Inc. 
Concurrent Technologies Corp. P-ST AT, Inc. R. Isaacs Computing Ascts. 
SDR, Inc. Quantime Market Probe International, Inc. 
SPSS, Inc. SDR, Inc. Market Science Associates 
Systat, Inc. P-STAT, Inc. 

ON-LINE TELEPHONE INTERVIEWING SAS Institute 
MARKET MATCHING Computers for Marketing Corp. SDR,Inc. 

DATAN, Inc. CRC Information Systems SPSS. Inc. 

Management Science Ascts. DATAN, Inc. Systat, Inc. 

Marketing Information Systems IMA, Inc. 

SAS Institute, Inc. M/AIR/C Inc. SALES ANALYSIS 
Marketing Info. Systems Analytic Consultants Inti. 

MARKET SEGMENTATION Pulse Train Technology Claritas. Inc. 

Claritas, Inc. 
P-STAT, Inc. Computer Associates 

Comstat Research Corporation Quantime Computers for Marketing Corp. 
CRC Information Systems 

PATTERN ANALYSIS 
Concurrent Technologies Corp. 

DATAN, Inc. DATAN, Inc. 
IMA, Inc. Computer Associates Devcom Mid-America 
LPG, Pitney Bowes Co. Concurrent Technologies Corp. IMA, Inc. 
Management Science Ascts. P-STA T, Inc. IRI Software 
MIA/RIC Inc. Market Science Associates 
Marketing Info. Systems PERCEPTUAL MAPPING Marketing Info. Systems 
SDR,Inc. 
SPSS, Inc. CRC Information Systems 

SALES OAT ABASE Statistical Innovations SDR, Inc. 
SPSS, Inc. Analytic Consultants Inti . 

MEDIA ANALYSIS Computer Associates 

Claritas, Inc. PRICE ELASTICITY MEASUREMENT CRC Information Systems 

DATAN, Inc. Concurrent Technologies Corp. DATAN. Inc. 

IMA, Inc. DATAN.Inc. Devcom Mid-America 

Pulse Train Technology SDR, Inc. IMA, Inc. 
IRI Software 

MULTIDIMENSIONAL SCALING PROGRAMMING LANGUAGE Marketing Info. Systems 

Computer Associates DATAN.Inc. 
SALES EFFECTIVENESS 

IRI Software Devcom Mid-America 

SDR, Inc. Pulse Train Technology MEASUREMENT 
SPSS, Inc. P-STAT. Inc. Analytic Consultants Inti. 

Systat, Inc. SPSS, Inc. DATAN. Inc. 

TIC/A IMA, Inc. 

QUADRANT ANALYSIS IRI Software 

MUL TINOMINAL LOG IT ANALYSIS Computer Associates Marketing Info. Systems 

BMDP Statistical Software, Inc. CRC Information Systems 
SALES FORECASTING Caliper Corporation DATAN. Inc. 

SOR, Inc. IRI Software Analytic Consultants Inti. 

Systat, tnc. SDR. Inc. Concurrent Technologies Corp. 
TIC/A Devcom Mid-America 

MULTIVARlATE METHODS Market Science Associates 

BMDP Statistical Software, Inc. QUESTIONNAIRE DESlGN LANGUAGE Marketing Info. Systems 

Claritas, Inc. CRC Information Systems P-STAT, Inc. 

Computers tor Marketing Corp. DATAN, Inc. SDR.Inc. 

Concurrent Technologies Corp. MIA/RIC Inc. Systat, Inc. 

CRC Information Systems Marketing Information Systems 
P-STAT, Inc. Pine Company SAMPLE SIZE DETERMINATION 
SAS Institute Pulse Train Technology CRC Information Systems 
SDR, Inc. DATAN, Inc. 
SPSS, Inc. RANKING SDR, Inc. 
Systat, Inc. 

Computer Associates Systat, Inc. 

NON-PARAMETRIC STATISTICS Computers tor Market ing Corp. 
SAMPLE WEIGHTING 

BMDP Statistical Software , Inc. 
DATAN, Inc. 

Computer Associates 
M/ A/RIC Inc. BMDP Statistical Software, Inc. 

DATAN, Inc. 
Market Probe International, Inc. Computers for Marketing Corp. 

SAS Institute 
Pulse Train Technology CRC Information Systems 

SDR, Inc. 
P-STAT, Inc. OATAN, Inc. 

SPSS, Inc. 
Quanti me M/AIR/C Inc. 

Systat. Inc. 
SPSS, Inc. Market Probe International , Inc. 

TlCIA Systat, Inc. Matrix, Inc. 
TIC/A Pulse Train Technology 
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P-STAT, Inc. 
Ouantime 
SDR, Inc. 
Systat, Inc. 
TIC/A 

SAMPLING SYSTEMS 
Pulse Train Technology 
GENESYS Sampling Systems 

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

SITE EVALUATION 
LPC, Pitney Bowes Co. 

TTESTS 
BMDP Statistical Software, Inc. 
Computer Associates 
Computers for Marketing Corp. 
CAC Information Systems 
DATAN , Inc. 
IAI Software 
M/AIR/C Inc. 
Market Probe International, Inc. 
Matrix, Inc./The Uncle Group 
Pulse Train Technology 
P-STAT, Inc. 
Quanti me 
SDA, Inc. 
SPSS, Inc. 
Systat, Inc. 
TIC/A 

Names of ote 
continued from p. 22 

Re earch Bureau, w York/ hicago. 
indy teinbach, vi e president, cu -

tom r/microcomputer r i s ha , 
add d the ti tJe of produ t manager for 
the firm's hoice II package. Hugh 

urley has joined the company a e
niorac ountmanager, .Julie MichaeLon 
ha joined the hicago office a junior 
account manager, and Ka r en u co 
has been promoted t senior account 
manager. Midwe t r gion. 

Paul e ver has b · ·n named to write 
Market: BaskeL , an w publicati n that 
follow global trend. in purcha ing. 

ee r is principal in Global Business 
Opportunities, P und Ridge, N.Y. The 
pub1i at ion is a joint venture of GlobaJ 
Bu ine Opportunitie and W-Two 
Publication Ltd., Ithaca, N.Y. 
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a rl ck r man has been nam d cor
controller at celha , Scelha, 

TABLE EDITING 
CRC Information Systems 
Datan Inc. 
Matrix, Inc. 
Pulse Train Technology 
Quanti me 
SDR, Inc. 
SPSS, Inc. 

TABULATION SYSTEMS 
Analytical Computer Service, Inc. 
Computers for Marketing Corp. 
Consulting Hrdwre. & Processing 
CRC Information Systems 
DATAN, Inc. 
IRI Software 
M/AIR/C Inc. 
Market Probe International , Inc. 
Matrix, Inc./The Uncle Group 
Pulse Train Technology 
P-STAT, Inc. 
Quantime 
SDR, Inc. 
SPSS, Inc. 
Systat, Inc. 
TIC/A 
The Uncle Group 

TELEPHONE INTERVIEWING/ 
SAMPLING 
Computers for Marketing Corp. 
Comstat Research Corporation 
CRC Information Systems 
IMA, Inc. 
M/AIR/C Inc. 
Pulse Train Technology 
P-STAT, Inc. 

DeTilta & Wolj~·on, Mont ille, N.J . He 
will be re p n ible for th internal fi 
nancial function of the firm, and will 
h lp provide financial e rti e to cli
ent programs, udgeting, fea ibili ty 
tudie and r tum on investment anaJy
i . 

larice rwin ha been named chief 
executive officer of Irwin Research 
, ervice Inc., Jack onville Ia. Irwin i 
a founder of the finn. ott Irwin has 
a umed the pre. idency o the finn and 
ann unced the fo llowing appointment : 

athryn Blackburn , vice pre ident/ 
director of qualitativ research~ Deni 
Henry, vice pre ident/director of te le
phone operation ~and Tere. a Ray, vice 
president/director of mall research. 

John Le 7 rett ha joined Park't'l'OOd 
Research A . o iate Allentown, Pa. , 
a project director. In his new po ition, 
Leggett will guide thee ecution of the 
firm ' re earch pr j cts including ur
vey de ign, implem nt tion and evalu
ation. 

Thomas eri ha join d us tom R -
search In c.'s ea t coa t offi e in 

Quanti me 

TEXT ANALYSIS 
Comstat Research Corporation 

THURSTONE SCALING 
DATAN, Inc. 
SDR, Inc. 

TIME-SERIES ANAlYSIS 
BMDP Statistical Software, Inc. 
Computer Associates 
Concurrent Technologies Corp. 
DATAN, Inc. 
IRI Software 
P-STAT, Inc. 
SDA, Inc. 
SPSS, Inc. 
Systat, Inc. 

UPC SCANNERS 
DATAN , Inc. 

VERBATIM CODING 
DATAN, Inc. 
M/AIR/C Inc. 

VOLUMETRIC ANAlYSIS 
Computers for Marketing Corp. 
DATAN, Inc. 
Quanti me 
SDA, Inc. 
T/C/A 

Ridgew od .J . He will erve as vice 
pre ident and will handle a full lin of 
re ear h s rvi e ~ r Rl client . 

raig Miller and teven Buchholz 
have j ined Advanced Data Research 
Inc., BJ mfie ld Hill , Mich. Miller 
ha. been named ale and marketing 
manager; Buchh lz ha b en muned 
c n ulting ervi e manager. 
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Trade Talk 
continued from p. 70 

ployce relations, Philip Morris mpanies, In ., says the 
company didn't wanttodo atypical attitude survey. ··we had 
a lot of anecdotal belief ab ut how employee were feeling 
but no data. We wanted to do omething quickly and at low 
co.·t using our own human resource people. We de eloped 
a brief work heet that had b th open-ended que tion and 
more quantitati e que tion where the re pondent would 
core u on 16 dif'erent ubject on a 1-6 cale." 
"The employee ut aero all ind of job , age group , 

and demographic .' Temlo k ay . "We u ed TAP to e 
what the major theme " were that they were thinking about. 
Weal o u edit to tudy tho e ideas by demographic differ
en e . It wa a ery useful pr gram because it to k qualita
ti e data and it made it quantitati e but with an enonnous 
amount of fie ·ibiliL . All of us ha e been in th situation 
where we've a. ked coder to look through qualitative data 
and code it. nee they 've don it you don 't want to Jet people 
look through the data a econd or third time. Butthi program 
lets you start from ratch each time.l think it' a remarkabl 
powerful tool that will enable the richne of qualitative data 
to be u ·ed in quantitative way . " 

The whole project, undertaken Ia t pring, t ok two 
month from tart to fini h. Thi wa the frr t time that Philip 
Morri had u ed fo u group for re earch with employee , 
Temlo k ay." anempl yee,ifyourcompanygi.ves ou 
a que tionnair and you u ually ju 1 sit in a ro m and take it. 
You don't end up di cu . ing it until after th results ar in 
and 'Ometime not ven then. But Philip Morris wa.;; wiiJing 
to let peop e really ha e a con rsation with .a h other on 
the ubject of the o ial contract or what it called the Philip 
Morri partner hip." 

TI1eemploye wer a. ked, Ifther · wasoneelementofthe 

Please note the correction to the following listing from the 1994 

Directory of Focus Group Facilities (corrected text shown in 

bold): 

Data Source 

8004 Castleway Dr. 
Indianapolis , IN 46250 

Ph. 317-577-0500 

Fax 317-576-5438 

Contact: Barb Miller 

1,3,4 ,6,78 

Rm . 1) 17x21 Obs. Rm. Seats 12 

Rm. 2) 12x14 Obs. Rm. Seats10 

Please add the following firm to the 1994 Directory of Focus 

Group Facilities : 

February 1994 

work partnership that ou could change." hat would that be? 
Th predominant resp nsc a Toss all op rating comp<mies 
related to employee-manager ommuni ation . ··we weren't 
expeclingthat,"Kaut says. "We pected to hear, 'Make our 
jobs more s cure.' ,. 

Ph"lip Morri learned that employee tend to view their 
direct manager a "TI1e ompany" and that, in the ab ence o 
lifetime job ecurity - which they realize i no longer a 
reality - they want to be able to communicate with their 
dire t upervi or . 

Blew em away 
The real vaJue of the TAP program came out wh n human 

re ource per. onnel from the various Philip Morris operating 
c mpanie got together to 1 ok at the res arch results, Kaut 
says. "When w delivered the r ports in front of representa
tives of aJl the companies LhaL had been working on this 
project, Jim was thcr with hi.- laptop and he was able to do 
pecial iterations on the data and print them out on the pot. 

wh'ch blew everybody away. 
'When we've done full cale attitude survey. in Lhi. 
mpany it's usually taken several months from beginning to 

end. And Lo then reate another variation on a report add: 
more time. So we wer aJl ry impress d with the speed and 
apability of the program. For ·xample, during the meeting 

one person wanted t know what women with more than I 0 
year ~ ser i e to the company said in resp n e to a certain 
qu ·stion. In I 0 minute · ·he had the report in her hand. 

ssentially, everyone left the meeting anned w'th the infor
mation that they felt was mo t u ful for them. 

ery ody ha identified the bro en employee contract 
a. an issue but no one ha figured out how to rewrite it. owe 
were without any kind of a i tance in term of other compa
nie • e ·perience. But our re ear h ga e us the kind of 
infonnation we needed to take a tion. " 
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by Joseph Rydholm 
Editor 

Dea ing with those pesky open-en 
respo ses 

ed 

0 nee again. we have necessity 
t thank for spurring inven 
tion. After years of frustrati n 

dealing with open-end d questions. re-
ear her Jim F·tJk vowed to figure out a 

way t implify the ta~k of coding and 
w r}.,ing with writt n response . . TI1e 
r ult i ~ om ~thing he calls the Te t 

Analysi. Program, or TAP. 
T P uses proprietary artificial intel 

ligen ~ e algorithm~ to group written re
. ponses into tc ·t clust rs f r ea ier 
analysis. In effect. th pr gram d e the 
codingandsortingofwrittenre pone 
for you. 

As alk. executive dire tor f m tat 
Research Corp.. ortlandt Man r. N.Y .. 
. tates it in th ·program· s I i tera ture: "TAP 
'und ·rstands'themeaningofword and 
groups written .-tatements nte ·tually. 
It lab ~Is each te t cluster with the 111 t 
r ·presentative statement and it pro ides 
summary statistic~ to h \ h w mL ny 
individual statements f rmed the lus
t 'r alonu with an ind f int rna! con
sistency." 

A typist ent rs the an. w r int the 
computer, in . ertine- delimiter. to epa
rat there p n e to each que ·tion and 
adding demographic infonnati n toe~ h 
r 'Sponse so u er an analyze how 
groups of resp nd nt~ an~wered the 
vari us questions. 

"If we have a four it m que ti nnaire. 
for ample," falk ay , ··y u would 
have th r sp nd nt' tatement ~ for 
·ach item and following that ould be 
th d m graphi c de · a: so ·iated with 
that in<..lividual. And when I g. toe ·tract 
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the data f r analysi ·, if you gi it 
p ifi demographic criteria. it will 
nly lra l that data which pertains to 

that dem graphic combination." 
Th pr gram "' orks best with . hort 

an wer t peciJi qu ·stions. If the 
per' n ramble ·, Falk instructs th typ-
i. t to h rten th an~wers. 

T P i currently available as a ser-
from om ·tat but Falk is prepar

ing to tT r it und ~r li ·ens' as a pro
gram f r the I op 'rating y tern. 
Plans for a DO versi n ar al in the 
"' r\...s once alk is able to get ar und 
the multitasking limitation. of D 

Put to the te. t 
The program \.Va~ put to the test last 

year a. part of a res arch pr ~ t n
du ted by the human r s ur depart
ment of Philip Morris ompanie . The 
research focused on determining h \J 

workers in the variou. Phi lip Morri 
operating companies view \ hnf 
ferr ·<..! to as the ··hrok n . ocial n-
tract"bctweencmployerand mpl 

teve T ·mlock is an rganizati nal 
psychologist (hi: firm Organization 

onsu ltants Inc. i ba eel in W ')tport, 
onn.)wh<n orkedonth Phi lipM rris 

pro~ ct. He e plain th idea of the 
~ocial contract: "Twenty five year · ago, 
employe ·s were cxp ·ted to h I yal 
and hard-\.vorking and in r turn they 
got job security. Well. t day that on
tract is broken in many companie b -
cause management an 't pr mi . job 
. curity. But manag rn nt . till needs 
loyal and dedi ·atcd workers and . the 

questi n is. h w· do you ren gotiate the 
. o ia1 ntract in an hone. t manner 
with y ur emplo 'ee~ ?" 

Big mpanie ' an have difficulty in 
an w ring thi"l que. tion, Temlock say"l. 
b au e management often assumes 
that nil em pi ee"l want the same thing. 
"'[ big mpany] t nds to make the 

eculi es.theirm ·n
tal frarn r refer ·nee in terms of how 
empl yee~ ~hould be tr ated is v ry 
much driven y the kind of so ial n
tra t th y'rc accustomed to. ur r -
·earch has shown that younger people 
are I ~ ncemed about the availahil -
it oflifetim job ~ecurity than r ·opl 
\l h wer aroun<..l when that \Vas . till n 
p ibi1ity." 

nonymily guara nte •d 
A :ample of I. I 00 employee. of the 

many companies un<..ler the Philip 
Morris umbrella - including Miller 
Brewing, Kraft, 1eneral F ods. , nd 
Philip Morris Tobac ·o - "'~' ::1'> re
cruited worldwid . All re. pond nt"l 
were uuaranteed anonym it . ft r vol 
unteering to participate, th y :mswered 
a brief survey that included both quan
titative items and open -ended que"'i
lion · ab ut th ·ir p ·rceptions as Philip 
Morris employee~. They th n partici 
pat ~u in a focus group to dis u~ issue. 
relat d to the so ·ial contract. 

Randy Kauto, v1 pr sident. m-

continued on p. 69 

Quirk's Marketing Research Review 



Expe ·ence Is 
Learnino from e perience i a r al exp ricnce in learning. When y u attend a Burkc ~'11 seminar. you participate in m re 
than an c citing. n-target learning perience. You Jearn fr m the e, r ri enced professionals who have done m re 
cu~tomiz d marketing r sear hand have taugh t it tom re pe pie than an ·one I e in the world! 

We rdiall invite you to take ad antage of ou r 
va~t ' perience b all ·ndinc- one of our mark ·tina 
r ·search seminar~. Y u wi ll henefit from ur: 

Practical E p rien 
num ·rous . tudi -; in all a. pe t. · of nnrk ·ting 
research - p iti ningands um·n tati ( n.mark t 
structure ana l y .· i~. ·ompcti ti v image 
a. e ment, copy testina, new pr du t 
f reca. ting, ·oncept s -r ~ening an testing, 
product t ·sting, te. t marketing, pri i ng aml 
promotion as. ~s~ment, tracking, distribution 
analysis. ·laim ju\tificati n. and ·ustom ·r 
~atisfa ti n. 

lndustr p fr m \ rking ' ith 
·ompanie~ c n. umer g ods and 
s ·rvices, industrial pr du ts, husiness to bus in 'ss 
servi e . pharmace uti ·al and h --al th ·are 
organizati n . . adverti. ing agencies. finan ·ial 
in tit uti n , publi.;;hin rand broad ·ast ing. public 
uti I ities, and tel ·ommuni ati n . 

raining xperience exemplified b our 
• eminar I ad rs who bring a \Vealth f pra ti al 
know-how uained through year f w rkin2 in 
the real world of marketing re. ear h. supported 
by impressive a ademic red ntial ·and l achin u 
experience. 

ommunications E p •rien obtained from 
d aling with profcssic nal. at 11 lev I in an 
oroanizati on, ranging fr m technically riented 
res ar ·h r · to de i. i n riented manager~ . 

on ~ulting E p ri nc which i avai lab I to 
you even after the ·ompleti n fa . eminar to 
answer our technical que. ti ns. 

T chnical E pcricnce r ulting fr m b ing 
on the cutting edge r inf rmali 11 te hnol gy 
and analy ti ·a! dcv l pm 

International E p ·ri nc whi ~h ha tak n 
us around the globe with s minar in_: coun trie. 
and operations in 29. 

dministrativc E perience 
conducted over I ,90 . eminar during the past 
19 ·cars and having COUilS led ten 
of participants n the pr c-ram h 
their nee 

Th ·sc arc just some ofth • r as n fort he . up rlativ 
evaluation~ we rc ·e ive fr rn ur parti ipants. Please 
callu · t II free. We will b glad to send you a ·opy 
f ome verhatim~ from re ·cmscmimu· valuati n . 
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Plea-e ,a ll Li'n Rafltgn 11 at XOO 4J !!(>] (c,.;t 61J5) f1r ·h dul • inl"onn~1w11 lor the followmg 
Burke"' scmtnar "1\a,h .tr <~l'l' um:tll l) Oil rL'<l b) th 111\lalut · 
• lntrodu lion to 1\\a ctm~ Rc •ar ·h 
• M rt. ung Re .u h tor De 1\tt n Maker, 
• t:lfccll"" In pcr.on ?rc..cnt.tllc nt'f '111.trkctinr lnfunnJIIun 
• Pri~:inJ! 'ilfUICj!} ilnd Re~e r•h 
• U,tng 1 ultt~;Jrtatc t\naly'i' A P B,to,cd Wor 'hlltl 
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Plea e lo k over the l i~t of our Burke''' curr nt 

u. t 11-free. We will h ·lp you ·el ct th b t Burke"' . emi nar or 
ther educational oppm1unity tom t y ur pe ifi needs. Please 

ca ll Li sa Raffiunone. Marketing Manager, r Dr. Sid Venkatesh, 
Presid ·nt, at 800-543-8635 (ext. 6135) r 606-655-6L5. 



• e 1g 
e each and 

Away om 

to b 
• Ce te 

T 1- icago wa. de. igned aft r a king 
m der tor /client what they mo t wanted in 
a di tinctive focu , faciJity. 

fle i bl n ironm nt, at lea t g d and 

Their verwhelming an w r, in g n ral, 
wa ' to reque tare ar h enter ffering a 

At the heart 
of the c·ty ... 
• t e eart 
of the co try 

con enient as the one they left ba kat their 
headquarter '. W thin we hav come very 
cl e 1 providing it. 

all u. for y ur next hi ago project. 

more. 

TAT- hicag Inc. 
Tw Prud ntial Plaza uit 4450 
Michigan venue at Randolph 

hi , IL 60 1-6 71 0 

Tel ph n : 12 56 -4343 
12) 565-445 

CHICAGO TAf.Ctm:agn. In ·. is an arfiliate of 
Te hnu~al Analy'i', Inc. Te<tne l . 1\J . 
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