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The Auto Club of New York turns to mail 
survey for customer feedback By william M. Bailey 

Editor's note: William Bailey, 
Ph.D. , is a statistical consultant and 
market analyst based in Orlando, Fla. 

S erving 1.1 million customers in 
metro New York, Long Island, 
and seven upstate counties, the 

Auto Club of New York (ACNY) is the 
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eighth largest affiliate of the Automo­
bile Association of America. In early 
1993, the ACNY engaged the author to 

seek the opinion of its membership on 
the organization's service quality and 

provide an evaluation to management. 
"Being a membership organization 

we wanted to make sure that we stayed 

member driven," says Marshall 

Doney, ACNY's director, marketing 
and service quality. 

After preliminary discussions, a 
mail survey was chosen as the best 

way to approach members. "In the 
past we received a good response rate 

from mail surveys and I like the meth-
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odology," Doney says. A six -page 
survey was mailed to 2,500 members. 
To encourage response, a new one 
dollar bill was included with a per­
sonali zed cover letter exp laining the 
study's intent and how the results 
would bean integral partoftheclub's 
long range strategic plan . The letter 
was signed by Doney. 

The questionnaire 's central focus 
was to rate member opinion on 16 
serv ice attributes from three perspec­
tives: 

• the importance of each attribute 
• the leve l of expectation for each 

attribute, and 
• the member's rating of the club's 

performance on attribute delivery. 
Figure I illustrates the type of at­

tributes identifi ed as important by 
members in an initial set of focus 
groups, and considered in this re­
search phase. 

As with most attitudinal surveys, 
thi s one sought member opinion to­
ward the organization using basic 
question s involving serv ices used , 
favored methods for service usage, 
competitive comparisons, and over­
all satisfaction indices. 

The auto club also wanted to high­
light areas where service delivery 
(based on performance) fell below 
expectations for those attributes mem­
bers said were most important. 

Measurable and actionable 
ACNY sought to measure service 

quality as members defined it, as op­
posed to traditional quality control 
measures , which are often internal 
measurements not directly linked to 
the customer. 

" In the past we may have assumed 
that we knew what members wanted," 
Doney says. "This research resulted 
in information that was measurable 

....---------------------..... and actionable. Measur-
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Figure 1 

Service Attributes 

Courteous Employees 

Knowledgeable Employees 

Problem Solving Effectiveness 

Timely Service/Product Delivery 

Providing Helpful Information 

Trustworthiness 

Office Appearance 

Convenient Office Location(s) 

Having the Products & Services to 
Meet Your Needs 

Operators Promptly Responding to 
Phone Call 

Overall Opinion (performance only) 

ability is critical because 
we've all done research 

that gives us a lot of ' nice 
to know' information 
but it 's not readily ac­
tionable by manage­
ment. When you know 
what's important and 
what members expect it 
makes it easier to allo­
cate resources." 

After a series of intro­
ductory questions , the 
respondent was asked to 
evaluate each attribute 
and rate its level of im­
portance. The 10-point 
Likert scale ranged from 
"not at all important" to 
"extremely important. " 
Next, the expectation of 
each attribute was rated. 

That is, did the respondent expect 
very little , or were there "ex tremely 
high" expectations fbr the club's de­
livery of the particular attribute? 

For example, there might be low 
expectations for office location since 
many services can be provided over 
the telephone. Thus, having branch 
offices might also be less important 
than other services. However, if an 
office is needed , one might expect it 
to be clean and professional looking. 

Automobile Club of New York 
One Million Members Slrong 

Each attribute had a description to 
narrow the respondent 's interpreta­

tion , and the scale allowed for regis­
tering " no opinion." 

The study's results were based on 
1,241 member responses, a response 
rate just under 50%. SPSS was used 
for multivariate analysis, and Lotus 
1-2-3 and Harvard Graphics for tabu­
lation , graphic presentation and/or 
perceptual mapping. Final reporting 
used WordPerfect for integration of 
text and data. 

Beyond basic descriptive statistics , 
regress ion analysis was used to high­
light significance differences, and the 
attributes were classified using facto­
rial analytic techniques based on how 
members responded to the question 
on the club's performance. 

Using this analysis, two distinct 

continued on p. 34 
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How to quantity the 
elements of brand and user 
imageq that drive 
purchase and create loyalty 
By Dr. Glenn Livingston and Sharon Livingston 

8 

As part of a projective exercise, respondents may be asked 
to imagine moments from a person's daily life and what 
kinds of activities they engage in. If respondents were asked 
about an older man, for example, they might conjure up this 
scene of a grandfather reading to his grandchildren at 
Christmas. 

Editor' s note: Dr. Glenn Livingston 
and Sharon Livingston are partners in 
Executive Solutions, a New York City 
research firm. 

F
or decades, the marketing com­
munity has been aware that there 
are emotional and 

psychodynamic factors that drive brand 
selection and loyalty. Even in today's 
price-sensitive economy, the imagery 
attached to brands goes far beyond prod­
uct attributes, functional benefits and 
price to sell products. All products and 
brands develop personas in consumers' 
minds. All project varying user images, 
which differ by audience. Consumers 
tend to buy products with imagery that 
is either consistent with their positive 
view of themselves, or which conveys a 
plausible aspirational model (something 
they would like to be and believe they 
could conceivably achieve). 

While the importance of product im­
agery is clear, it is tricky to assess via 
direct questioning techniques. All but 
the most creative respondents are hard 
put to provide rich, detailed answers to 
straightforward questions such as "If 
this soda were a person, what kind of 
person would it be?" There are many 
reasons for this difficulty, but prima­
rily, respondents can't answer these 
kinds of questions because consumers 
don't realize (or don't want to admit) 
that advertising images affect their pur­
chase decisions. Indeed, most consum­
ers want to believe that they purchase 
based solely upon rational facts such as 
price, value, taste and performance. 
Moreover, since consumers tend to deny 
that product imagery affects their deci-
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sions, they can become anxious that 
their answers to direct image-related 
questions are a reflection of their per­
sonality. The result of all these dynam­
ics is a relatively quiet respondent, who 
gives sensible, general, barely useful 
responses. 

Despite these inherent difficulties, 
many researchers (who are unaware of 
alternative approaches) attempt to ask 
direct questions to assess imagery in 
focus groups and in-depth interviews. 
However, a handful of qualitative mar­
ket researchers have borrowed tech­
niques from psychology called 

kind of person might it be?" the mod­
erator positions the question as an expe­
rience. She tells respondents they are 
about to engage in a fun exercise, uses 
some sort of relaxation technique, helps 
them to imagine the soda can in their 
mind (as opposed to directly looking at 
it) and then says something like "Now 
imagine you see a hand reaching for the 
Diet Sunkist ... what does the hand look 
like? Describe it in detail. Now, what 
about its owner? Their occupation? etc." 
(She continues to get a rich description 
of the image). 

A projective technique doesn't re­
quire intellectual reasoning. For ex­
ample, the respondent is instructed to 
imagine a hand, then to imagine the rest 
of the person. Properly presented, 
projectives are experienced like a game 
-like playing make-believe as a child. 
This is markedly different from the di­
rect, rational question "If this soda were 
a person, what type of person would it 
be?" To answer that question, most re­
spondents feel they need a rationale to 
support their conclusions, which se­
verely restricts their ability to respond. 

Projectives remove the need for 
projectives in order to obtain 
richer, more detailed descrip­
tions of product imagery. 

Using projective techniques 
to assess imagery in 
qualitative research 

Properly presented, projectives are 
experienced like a game-like playing make­
believe as a child. This is markedly different 
from the direct, rational question "If this 

rationale, and make it much 
easier to elicit potent imagery 
which the respondent might not 
really understand (and therefore 
cannot rationalize). A more de­
tailed example of a projective 
technique follows. 

Succinctly, a technique is pro­
jective when it indirectly en­
courages the expression of psy­
chologically motivating mate­
rial (imagery) which the respon­
dent is otherwise unaware of. 
Most projective techniques do 
this by presenting the question 
so that the consumer believes 
her response is part of a game 
which could not possibly reflect 

soda were a person, what type of person 
would it be?" To answer that question, most 
respondents feel they need a rationale to 
support their conclusions, which severely 
restricts their ability to respond. Projectives 
remove the need for rationale, and make it 
much easier to elicit potent imagery which 
the respondent might not really understand 
(and therefore cannot rationalize). 

The moderator takes respon­
dents through a brief relaxation 
exercise, followed by guided 
imagery where they imagine see­
ing a door with a soda can on it. 
When they walk through the 
door, they are told they will find 
themselves in an entirely differ­
ent scene. After having them 
explore that scene thoroughly, 
the moderator tells participants 

on her personality. Projectives allow 
research participants to sit back, relax, 
and to view their responses as if they 
were watching a movie screen, unaware, 
for the moment, that they wrote the film 
and that they hold the projector. 

Returning to the soda can example, 
instead of simply asking the respondent 
"If this soda can were a person, what 

While on the surface, this question 
may seem quite similar to the more 
direct question asked above, there are 
some very important differences in the 
way it was presented. The primary dif­
ferences are 1) the degree of intellectu­
alization required of the respondent, 
and 2) the emotional state the respon­
dent is in when the question is posed. 

that they will find a person in that scene. 
They can observe a typical moment in 
that person's day, knowing that this 
particular moment is just a snapshot. 
After thoroughly observing the person 
in the moment, they can imagine what 
their day was like before and after that 

continued on p. 26 
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So how do you want me to be? 

Some thoughts on focus group recruiting 

Editor's note: Rhoda Schild is presi­
dent of Rhoda Schild Focus Group Re­
cruiting, New York City. 

A 
manufacturer of tall men 's 

overcoats sits in a room behind 
a one-way mirror, waiting for 

10 men over s ix feet tall to participate 

in a focu s group . The men arrive. 

Two of the respondents are over s ix 

feet , five are plainly shorter. Three 

aren ' t even close. 
It 's a focu s group ni ghtmare . What 

went wrong? Did the ques tionnaire 

ask the ri ght questions? Did the re­

spondents lie? Did the rec ruiter lead 

the respondents, or did the respon­
dents say , " So how ta ll do you want 

me to be?" 
Low man on the totem pole , the 

recruiting service is often an anon y­

mous voice that can conjure up , over­
night , 10 Hass idic submarine cap­

tains from Kyoto. Unlike a li st com­
pany , or the largest data bank in the 

world , the recruiting service has a 
relation ship with its re spondents . 

They possess intimate and unusual 
information - current beeper and car 
telephone numbers, illnesses a respon­

dent has or medications they are tak­
ing , or who has the newest recipe for 

a home-brewed beer. Because most 

calls start randomly, when a respon-
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By Rhoda Schild 

dent does not fit one group , he most 
ass uredly fit s anothe r. Amaz ing as it 

seems, people will te ll you far more 
about the ir recent ras h than you ever 

needed to know . And don ' t get them 

started about their pets. 
Mi ss Manners would di sapprove of 

starting a telephone conversation with 

a stranger by asking "What is your 

ethnicity?" A good recruitin g servi ce 
asks thi s dai ly. Ironicall y, everyone 

answers. Respondents will de liberate 

thi s question to give a perfect answe r, 
such as " I ' m a mi x. M y father is a 
Pacific Islander, my mother is half­

Japanese , half-American. " 

To assure accurate information on 
age , income and other delicate or po­

litical ly incorrect ques tions you have 
to ask directly , probe, be intrus ive. 

Women li e about age and wei ght , 
men lie about income and hei ght. 
Women qualify their statements by 
addin g "But I look much younger. " 

Men qualify by saying " I earn north 
of $ 125 ,000 ," which probabl y rea ll y 

means they earn over $75 ,000. 

People will attend a focu s group for 
personalreasons.Maybetheylove to 
give their opinion on a subject for 

which they possess experti se . Per­

haps they are curious and eager to 
hear what their peers are thinking 

about, particularly a topic they have a 

ves ted inte res t in . Or pe rh aps they 

simpl y yearn to be li ste ned to. Cer­
tainl y a major fac tor is th at they will 

be paid for the ir opinion. We are pio­
nee rs at heart and g iving an opinion at 
a foc us group is as c lose to "coloni z­

ing" as o ur times a llow. When a foc us 

group res pondent late r sees a product 
or servi ce that was di sc u sed in their 

group they fee l va lidated. 
Time is the greates t in surance th at 

a foc us group will be rec ruited to 
perfectl y meet the cli ent 's require­
ments. When the re is e nough time, 

the res pondent is rec ruited , se nt a 

confirmati o n le tter, and reconfirmed 

by te le pho ne before the g roup is 
schedul ed to meet. It was once stan­

dard for c li ents to allow two weeks 
for rec ruiting, now rec ruitin g is often 

a two-day job or even an over-ni ghter. 
Whe n recruitin g is done thi s qui ckl y, 
it is very he lpful to clarify the most 
important specs, re lax the pas t par­

ticipation , and ease up on anything 

that needs t ime . 
Respondents w ill not change per­

sonal or business plans to attend a 
focus g roup. From a recruiter 's view­

point, to make a very quick recruit a 

successful one , it 's helpful to do the 
follo w ing : increase the incenti ve fee 

to sweete n the pot; shorten a two-

continued on p. 33 
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Software Solutions 
You Can Count On· 
During Crunch nme. 

Acquiring the data is only half 
the problem. How you analyze the 
data is a whole other issue. You need 
analysis software that produces 
reliable output. Accurate results can 
make or break your study; you can't 
feed your valuable data to just any 
program. 

For over thirty years, research 
and technical professionals have 
depended on BMDP for the most 
advanced and reliable data analysis 
tools. BMDP is your assurance that 
you will receive the most reliable 
analysis software with full support: 
comprehensive documentation, 
outstanding technical assistance, and 
a 60 day money-back guarantee. 

So when it comes time to crunch 
the numbers, count on BMDP. BMDP 
features a whole family of products 
for your distinct research demands. 

For more information call (toll-free in the U.S.) 

1·800·238-BMDP 

North/South America, Australia, and Pacific Rim 
BMDP Statistical Software, Inc. 
12121 Wilshire Blvd., Ste 300 
Los Angeles, CA 90025 
(310) 207-8800 • Fox: (310) 207-8844 

Europe, Africa, and Middle East 
BMDP Statistical Software 
Cork Technology Pork 
Model Form Rood 
Cork, Ireland 
Tel: +353 21 542722 • Fox: +353 21 542822 

BMDP Statistical Software 11Ciassic System" 
The first statistical analysis system is still the best. 

BMDP Statistical Software "Classic 
System" still remains the most advanced and 
reliable statistical software package. Each 
statistical routine is based on the most robust 
algorithms available, and has been thoroughly 
time-tested for reliability. 

BMDP's comprehensive program library 
contains a wide range of statistics to help your 
analysis. Whether you are testing hypotheses, 
exploring market trends, analyzing survey 
data, or predicting group tendencies, BMDP 
has the statistical analysis solution for you. 

Available on Multiple Platforms 
BMDP offers users several different 

computing options including mainfames, 
minicomputers, workstations, and PCs. 
Regardless of the platfrom, BMDP provides 
the same procedures and options, yields the 
same statistical output, accepts the same input, 
and uses identical documentation. You can 

BMDP New Syst~I!! 
Introducing BMDP ew System for 

Windows, an all-new data analysis system that 
incorporates the latest advances in statistical 
methodologies into the Windows environment. 

Combining a wide range of plots and basic 
statistics with an easy-to-use graphical user 
interface, BMDP ew System provides a dynamic 
environment for data analysis. It is a quick and 
effective program for performing routine 
statistical tests and plots. 

Used as a complement to more advanced 
programs like BMDP Classic, BMDP ew System 

!£ f? ~l~!~,~~ ::,,~,, Modeli>1g 

"EQS/Windows has redefined the standard 
for structural equation modeling programs." 
-Structural Equation Modeling: A Multidisciplinary 
Journal. EQS 4.0 is also available for DOS. 

easily move between platforms without any 
restrictions. 

New Release 7.0 
The latest version of BMDP Classic, 

Release 7.0, is now available for VAX/VMS, 
standard memory PCs, and extended memory 
PCs (call for availability on UNIX platforms). 

Release 7.0 features several enhancements 
like a newly-designed graphical user interface, 
new features and options for existing statistical 
programs, several new plots, and improved 
import/ export capabilities. 

BMDP Program Modules 
Correspondence Analysis 
Frequency Tables and Log-linear Modeling 
Discirninant Analysis 
Analysis of Variance and Covariance 
Cluster Analysis 
Plus dozens of other widely-used analyses 

fllr: fdll lr•ns lorm Group .Uu: An•ly:ze Yiew f'lot Window tlclp 
~~~-;: .. Jc ~,.. -- T Prtci"f H_ppr _g•I J R•p•lr _ 71 R•p•lr _77 Hudroolll Ru • 
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makes an excellent front-end tool. Tedious but 
commonplace analysis steps like data screening 
are quickly executed in New System's interactive 
environment. 

BMDP/DIAMOND 
The Multi-Faceted Visualization Tool 

Conventional number-crunching programs 
can overload you with stacks upon stacks of 
statistics that could take weeks to decipher. With 
BMDP / DIAMOND's incisive graphics windows 
you gain instant insight into your multivariate data. 
BMDP / DIAMOND provides an intuitive and 
graphical approach to data analysis, exploration, 
and visualization. C/3/2 and UNIX versions are now 
available; Windows version is corning soon. 

SOLO Power Analysis 
The Sample Size and Power Calculation Program for PCs 

"An experimenter or survey researcher 
who designs several research projects or more 
each year may well be excited about SOLO 
(Power Analysis)." -Journal of Marketing Research 

All product names ore property of their respective companies. BMOP/ OIAMONO program, Copyright © 1993 by IBM Corporation. 
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Add new dimensions to 
your focus group agendas 

By Jan Newman 

Editor's note: Jan Newman is presidentofThe Newman 
Group, Ltd., a Burlingame , Calif., research firm. 

Focus groups have been a popular tool with market­
ing professionals since the 1960s. Early focus 
groups or "qualitative research investigations" 

primarily were directed at discussing concept generation, 
product positioning or advertising direction. As the tech­
niques for focus groups evolved, so did a broader span of 
uses . Corporate identity programs, employee evaluations, 
and product sampling were just a few of the additional 
agendas for focus group exploration. 

As marketing research became more sophi sticated , the 
subtle nuances of conducting focus groups became more 
apparent. Focus groups could provide actual verbiage for an 
advertising campaign, check the flow of questions on a 
quantitative survey and provide a plethora of responses about 
the categories in question. 

While the basic format for focus groups has remained 
constant, the application has grown and taken on new dimen­
sions. As marketers we should think of new ways of benefit­
ing from the focus group. The following two focus group 
agendas have been successful with many of our clients. They 
may add a new dimension of understanding to your product 
base too! 

Satisfied customers or calm before the storm? 
Why is it, when things are going well for your products, 

there is little likelihood of conducting marketing research? 
Marketing research is frequently used as a troubleshooting 
mechanism that determines possible sources of di ssatisfac­
tion with a product category. Conversely, marketing research 
should be used also to act as a barometer of customer 

12 

sati sfaction. 
One of the easiest methods for gai ning an understanding of 

customer sati sfaction is to conduct a series of focus groups, 
spaced several months apart, with the same respondents. Our 
organization refers to this type of project as a FocusTrack 
study. Thi s type of focus group allows the moderator to fully 
explore each respondent 's background, track ongoing media 
developments and product introductions and learn firsthand 
how satisfied a customer is with your products. 

This technique is especially useful with service organiza­
tions such as banks, sav ings and loans, brokerage houses, 
mortgage or insurance agencies, or with products that require 
continued association with the manufacturer's customer ser­
vice (automobiles, computers). 

Charting the life of your customer is another way of 
determining how your product will succeed in a changing 
environment. Time doesn't stand still , so developing an 
ongoing dialogue with selective customers may alert you to 
events that you might not normally be aware of! Does your 
product perform the same way after four months as it did 
when it was brand new? After a year, is your product 
performing to the industry standards or is it thought of as 
obsolete due to advances in technology? What kind of service 
or maintenance experiences has your customer had after the 
extended warranty has expired? Answering these questions 
can help develop a product that will ultimately earn high 
marks for sati sfaction. 

During a FocusTrack project on its new housing develop­
ment, one of our clients gained insightful inf01mation toward 
customer service that helped avoid a consumer revolt. Some 
information came to light in one of these discus ions that 
enabled the builder to immediately alter several procedures 
to better meet the needs of its buyers. 
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Much like quantitative panels that chart the behavior of an 
individual over time, a focus group series can address issues 
over time with the added advantage of speaking to people 
individually or communally. As repeat groups are conducted 
a comfort level and team spirit usually develops. Respon­
dents often find the dynamics of a group to be the catalyst for 
their comments. One idea sparks the thought process. The 
exchange of ideas that occurs in a focus group often validates 
the respondent's actions and feelings. 

A cognitive approach toward providing customer satisfac­
tion will best succeed when a marketer begins to understand 
the longer tenn motivations behind a customer's fee lings and 
actions. 

Is your competitor researching you? 
Due to the increasingly competitive environment in which 

most products are marketed, more and more marketers are 
conducting focus groups on their competitors' products. It's 
quite possible that your competition may sponsor a focus group 
with your target market. Turn this around and think about 
conducting focus groups about your competition to learn how 
the consumer thinks and fee ls about their products or services. 

More often than not, a category investigation about your 

Due to the increasingly competitive 
environment in which most products 
are marketed, more and more 
marketers are conducting focus groups 
on their competitors? products. Jf?s 
quite possible that your competition 
may sponsor a focus group with your 
target market Turn this around and 
think about conducting focus groups 
about your competition to learn how 
the consumer thinks and feels about 
their products or services. 

competition wi II unvei I someth ing new and interesting. 1 ust one 
idea can be the breakthrough for a successful product launch or 
marketing campaign. The participating respondents are not 
required to know who is sponsoring a marketing research 
project. They can be told that a manufacturer of a specific 
product or category of products is interested in knowing more 
about the subject in question. Client anonymity is preserved. 

The computer software fie ld is particularly vu lnerable to 
quick changes in market trends. Our clients often discuss new 
ver ions of competitive software with a group of target users 
to determine positives, negatives and modifications for fu­
ture updated versions of these programs. This format will 
also generate input to design the next g~neration of products 
for their own company. 

In the household products category, competitive focus groups 
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Moderators -
Slash The Time It Takes You To 
Create Top Line and In-Depth 

Reports By 50% or More! 
If you hold focus groups you know how time con­
suming and difficult it is to analyze the results and 
prepare meaningful reports. Now FocusReports™ 
software can help you solve these problems. 

Here's just a sample of what this powerful 
software can do for you: 

• Produce time-stamped, professionally format­
ted session reports with speaker identification, 
and summarized highlights. 

• View and analyze the results of multiple 
sessions using the powerful built-in multi­
document word processor and analysis tools. 

• Search for all comments using certain key 
words and phrases and view them in a 
new window. 

• Easily group, categorize,and code verbatim 
comments. 

• Automatically merge highlights from multiple 
sessions to a single top-line report. 

• Capture and store audio highlights for playback 
or embedding in your report. 

We're so sure that you'll be delighted with 
FocusReports™ software, we'll let you try it RISK 
FREE for a full 30 days. If you're not satisfied we'll 
cheerfully return your money. ONLY $295.00 

To Order Calll-800 276-5594 
Bernett 

m1 
Research 

PERSEUS 

DEVELOPMENT 

CORPORATION 

Free Bonus! 
Order now and receive a copy of 
Richard Krueger's "Focus Groups, 

A Practical Guide for Applied Research" 
A $20.00 Value ... Absolutely Free. 
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ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

PHONE: (314) 726-3403 
FAX: (314) 726-2503 

Our experienced staff has 
served the qualitative and 
quantitative research needs 
of many Fortune 500 clients. 

Let us put that experience 
to work for you. 

Customer Satisfaction 
and Customer Loyalty 
Studies 

Multivariate analyses, 
including conjoint 
analysis and perceptual 
mapping 
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It's Next time you need 

data in a hurry , use your 

Not 
connections ... 
RESEARCH CONNECTIONS, INC. 

What 
We promise high quality 

data, fast turnaround , and 

personalized service that 

You will make you think you 

own the company. 

Know We specialize in on-line 

multi-city mall surveys, 

It's 
disk-by-mail studies, large 

telephone surveys, and 

Who 
convention research. 

So next time you 

wonder how you' II 

You meet your deadlines, 

remember that you have 

Know "connections" ... 
RESEARCH CONNECTIONS. 

Call us at 908-232-2723. 
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are held to determine the level of satisfaction with a compet­
ing product, or discuss advertising direction or company 
image. 

A project for a paint company was directed at building 
brand personalities. A series of questions in a focus group 
session unveiled an intimate understanding of how people 
perceived competing paint brands. 

Recently our firm worked on a focus group project for a 
national manufacturer exploring juice drinks. Part of the task 

Time doesn't stand still, so developing an 
ongoing dialogue with selective 
customers may alert you to events that 
you might not normally be aware off Does 
your product perform the same way after 
four months as it did when it was brand 
new? Aller a year, is your product 
performing to the industry standards or is 
it thought of as obsolete due to advances 
in technology? What kind of service or 
maintenance experiences has your 
customer had a Her/he extended warranty 
bas expired? Answering these questions 
can help develop a product that will 
ultimately earn high marks for 
satisfaction. 

was to evaluate advertising placed by their competitors to 
help gain an understanding of the most important character­
istics in selling their products. During the course of this focus 
group di cussion problems were discovered with the ver­
biage for a competitor's print advertising message. When 
competitive advertising was reviewed specific product claims 
in the ads were misinterpreted. Respondents thought that the 
claim" 100 percent natural" meant the drink was" 100 percent 
pure fruit juice." This was not the case. As a result, our client 
revamped its advertising to avoid any product misrepresen­
tations. Knowing this vulnerability helped our client position 
itself ucces fully in the minds of the consumers. 

Due to the rapid turnaround time for most focus group 
projects, from two to four weeks, as compared to a quantita­
tive project, focus groups can be used to get an initial reading 
on a new competitive product, an advertising campaign or a 
modification of an existing product. Focus groups can act as 
a preliminary screening device for many marketing needs. 
Whatever the questions, a prompt and timely focus group 
project can often prevent or minimize future problems. 

Yes, you can never know too much about your products or 
the products of your competition. Stay informed with focus 
groups and you will have the competitive advantage. 0 
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More than 
measurement: 

Results. 

Anyone can 
provide customer 
satisfaction data . 

Maritz gives you more. 
We turn data into action­

able strategies that improve 
customer satisfaction levels 

and increase your bottom line. 
0 Maritz uses comprehensive 

research findings to help develop 
systems that deploy the voice of the 

customer throughout your organization. 
We can convey your customer's message 

to employees, train your people in customer 
satisfaction skills, initiate employee involvement 

activities, and design reward systems that will 
improve your people's performance. 0 Maritz helps 

you achieve results because we are the only company that 
takes a totally integrated approach to customer satisfaction 

research . We create a breakthrough environment supporting 
continuous improvement, long-term customer loyalty, and growth 

for your organization. 0 More than measurement® is a commitment 
that gets to the bottom line, not just to the bottom of a report. 

To learn more, call 1-800-446-1690 for your free brochure. 

MARITZ® 
MAR K ET I NG RESEARCH I C . 

. ?!Wtetlvut~® 
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True life tales in marketing research 

Editor's note: In this regular fea­
ture, Art Shulman, president of 
Shulman Research, Van Nuys, Calif. , 
presents humorous stories of l(fe in 
the research trenches. Readers are 
invited to call or write Shulman with 
stories of their own. 

A few years ago, while trying 

out for a quiz show, I identified 

myself as a market research 

consultant. The emcee asked what a 

market research consultant does, and 

I explained that we determine why 

people buy products. When he asked 

for an example, all I could come up 
with was, "We've found that little 

girls are more likely to buy some­

thing if it's the color pink." 

He then queried, "And exactly how 

much did your client pay you for that 

consultation?" 

I was embarrassed. But no more 

embarrassed than Janice Strickler was 

when, early in her career while con­

ducting door-to-door interviews, the 

opening door revealed a naked woman 

who asked how she could be of help. 

16 

By Art Shulman 

Strickler, ever the professional, pro­

ceeded with the interview on deter­

gents, neither woman bringing up the 

respondent's nudity. In the midst of 

the interview the woman's children 

returned from school and walked by 

Speaking of door-to-door inter­

views, a few years ago a meticulous 

but unnamed field director was trying 

to complete a study where the re­

search design called for in-person in­

terviews using a detailed sampling 

.toe/ Lowell of Ecleclica? a market research 
consulting firm? remembers a mall surve~ 
attended by his client where mal/traffic was 
slow and the interviewing service had trouble 
obtaining qualified women to participate in 
the study. So Lowell~ client not a professional 
marketing researcher, slf?Od on the mall 
asking women under the age of 35 as they 
passed b~ ~wow?d you like to make $20??? 
Mall security soon put a slop to that! 

as if nothing out of the ordinary was 

occurring. Maybe the woman wasn't 

wearing anything because all of her 

clothes were in the wash. 

plan he insisted needed to be care­

fully adhered to. When the New Or­

leans interviewing service reported 

continued on p. 32 
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DENVER 

550 S.Wadsworth Blvd. 
Suite 101 

Denver, Colorado 80226 

(303) 935-1750 
Fax : 935-4390 

Facilities 

guarantees 
vaiiGCl~tro~n on · • . · an quaUtative 
projects and ensures a qualilY editing 
process on quanti~ative worf<. 

The Focus Group Suite is a contemporary, tastefully 
decorated, private facility centrally located with easy 
accessibility. 
• Conference Room includes washable writing 

surfaces, movable easel, oak rails, 20" monitor & 1/2" 
video players~ Conference table seats 13. Wired to 
provide audio & video feeds to Focus Group . 

• Viewing Room 2 tiered, seating 15 people comfort-
ably. Writing surface, muted lighting & state-of-the-art 

sound system. Snack & beverage bar also in 
room. Catering service provides Denver's 
best cuisine. 

• Central Location Facility 500 sq. ft provides 

~
~;!!!II multiple configurations of seating, holding 

40-50 respondents. Can be used for multipur-
poses, including client work area, de-briefing 
facility, for mock jury tests, store 
simulations, or taste tests. 

• Secured Storage Room Adjacent to central 
location facility for product materials. 
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Oh Christmas tree, oh 
ersatz Christmas tree 

In a survey conducted before Christ­
mas last year, 86 percent of respon­
dents to a survey by Maritz Market­
ing Research, St. Louis, said they 
planned to have a Christmas tree in 
their house. The sad news is , nearly 
half of those folks chose an artificial 
tree. Among Americans who put up 
trees, the synthetic type was most 
popular with older folks. Sixty-three 
percent of those 45 and over chose 
artificial trees; 61 percent under age 

OBJECTIVE: 

45 still planned to choose the real 
thing. People enjoyed Christmas 
decorations on the outsides of their 
homes as well. Fifty-seven percent of 
all Americans put up exterior decora­
tions for the holidays. Those with 
incomes of $35,000 or more were 
most likely to dress up their exteriors 
(70 percent vs. 49 percent of those 
earning less than $35,000). 

Most Americans - 77 percent­
typically attend at least one holiday 
party each year. Nearly one-third (32 
percent) said they attend three or 
more. Younger people are more likely 

Track the volatile food industry on a daily basis. 

18 

551 SOLUTION: 
Jerry Rosenkranz and Joseph Goldstein (Chairman and 

President, respectively, of Data Development Corporation in New 

York City) - ··survey Sampling has pioneered proprietary tech­

niques for business-to-business sample development. We tested 

their sample by literally walking and checking from restaurant to 

restaurant in key areas. Their coverage is outstanding in a difficult 

arena, and we know that they apply the kinds of quality 

controls that make our data reliable." 

SSI can draw business, industrial, and health 
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ensure the most complete 
and in-depth coverage. 

Ca ll SSI fo r sam­

pling solutions at 

(203)255-4 200. 

Partners with survey 
researchers si nce 1977 

to party during the holidays. Eighty­
eight percent of adults 18-44 years 
old attend at least one party, versus 
64 percent of those 45 and up. 

Not surpri s ingly, 72 percent of 
American s planned to travel for 
Christmas, with younger people more 
likely to hit the road. Eighty-one per­
cent of those 18-44 travel for the 
holidays , compared to 62 percent of 
Americans over 45. 

Women's 
entrepreneurism grows 
worldwide 

Women around the world are div­
ing into entrepreneurial endeavors in 
increasing numbers, partially because 
significant opportunities draw them 
into the game and partially because 
poor economies and musty thinking 
in already-es tablished companies 
deny them chances to succeed. Six­
teen women, each an executive of­
ficer in Les Femmes Chefs 
d ' Entreprises Mondiales (the World 
Association of Women Entrepre­
neurs), participated in a study spon­
sored by Avon Products Inc., New 
York , and conducted by Roper Starch 
Worldwide , New York. Each of the 
16 reported on the state of distaff 
entrepreneurism in her country and 
offered her opinion on directions 
things are likely to take in the future. 

Based on what local observers say, 
Portugal, Canada and the United 
States have shown the sharpest in­
creases in the number of women 
launching ventures, though women 
in Eastern European countries, likely 
because of tremendous economic 
stress, are al so employing themselves 
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at increasing rates. In France, 28 per­
cent of new businesses are started by 
women. In Guinea, Cameroon and 
Tunisia, the number of women-owned 
businesses remains small, but its re­
cent 20-25 percent growth is outpac­
ing the country's population growth 
rates. European women, in particu­
lar, tend to start businesses to ensure 
opportunity for their kids, which 
makes sense, since five out of eight 
European women inherited the fam­
ily business. 

Most often, women open retail busi­
nesses. Business and professional ser­
vices are the second most frequently 
launched endeavors, followed by 
manufacturing and personal care busi­
nesses. The archetypal female entre­
preneur is a middle-class wife and 
mother between 34 and 45 who has a 
secondary or technical education. 
Women in the U.S. are prone to start­
ing businesses because they can't 
shatter the glass ceilings installed in 
many corporations, while e lsewhere 
women start businesses because there 
are no jobs or they can't get the jobs 
that are available . 

Not too surprisingly, lack of capital 
is the principle deterrent women face. 
But they don't often go to govern­
ment for help; they find a way to fund 
ventures themselves. Around the 
world, women cited independence 
from their husbands and families as a 
significant benefit of business own­
ership. For more information, call 
Ellen LaNicca at 212-505-9332. 

Jackson's a hit 
Marketing researchers are a fick le 

sort. Proof lies in a report on the 
most-often surveyed cities in a recent 
issue of "The Frame," a newsletter 
issued by Survey Sampling Inc., 
Fairfield, Conn. Compiled every two 
years, top 25 lists of the most heavily 
canvassed metro areas show remark­
able variation; only Cincinnati and 
Kansas City appear in each of the 
1990, '92 and '94 I ists. The 1994 top 
10 areas, in order, were Jackson, 
Mich.; Boise, Idaho; Sioux Falls, S.D.; 
San Diego, Calif.; Akron , Ohio; Roch­
ester, Minn.; South Bend, Ind.; San 
Francisco; Miami; Charleston , W.V. 

continued on p. 30 
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T H E F U T U R E ... T 0 D A Y. 

A Coalition of Industry Leaders 
for Data Collection and Field 

Management Services 

• Irwin Research Services, Inc. 
Jacksonville, Florida 

• Perfonnance Plus, Inc. 
Boston, Massachusetts 

• Luth Research, Inc. 
San Diego, California 

• Pat Henry Market Research, Inc. 
Cleveland, Ohio 

• Jackson Associates, Inc. 
Atlanta, Georgia 

• J. Reckner Associates, Inc. 
Philadelphia, Pennsylvania 

• Consumer Surveys Company 
Chicago, Illinois 

• Superior Surveys of St. Louis 
St. Louis, Missouri 

• McMillion Research Service 
Charleston, West Virginia 

• Probe Research, Inc. 
Dallas, Texas 

For More Information About NETWORK and a Copy of 
Our Brochure Call Linda Tessar or Ellen Gregory 

(606) 431-5431• FAX (606) 431-5838 
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Dennis Black, Barbara Beutler and 
Catherine Zdechlik have been pro­
moted by C.J. Olson Market Research, 
Minneapolis. Black has been named 
data processing manager/statistician, 
and Beutler is data processing assistant 
manager. Zdechlik is now a research 
analyst. 

Albert Angrisani and Roger Tho­
mas have been named to the board of 
directors at Total Research Corp., 
Princeton, N.J. Angrisani served as the 
assistant secretary of labor under Presi­
dent Ronald Reagan and is now presi-

dent of Princeton Management Co. He 
will serve as senior financial advisor to 
Total Research Chairman and CEO 
Lorin Zissman, President Hugh Devine 
and the rest of the board. Thomas is the 
managing director of Total Research's 
European headquarters office, EMS­
Total Research, in London, and his ap­
pointment to the board comes as a result 
of Total Research's recent purchase of 
Business Marketing Services. The ap­
pointments are subject to the approval 
of the company's stockholders. Mean­
while, Jeffrey Harris has been pro­
moted to vice president and manager of 

Satisfaction is Not Enougb 

Perceive() Value ana 
Customer Lo~alt~ Leao 
to Powerful Business 
Resu{ ts--I ncreaseo 
Market sbare & Profits 

Our Quality Management Division 's 
Customer Loyalty Management Process 
looks at the entire customer value package. 

Price, product quality, service quality, 
innovation and image all combine to create 
customer-perceived value. Our rigorous 
Customer Loyalty Management Process 
measures customer value and gauges its 
effect on loyalty, market share and 
profitability. 

Learn more about our comprehensive 
process at one of the following conferences. 
Or call Terri Flanagan or Jim Salter at 
609-520-9100 to attend one of our free 
full-day seminars in Princeton, NJ. 

• AMAI ASQC 7tb Annw:~l 
Customer Satisfaction & 

Qw:~lit~ Measurement Conference, 
Dallas, TX, Feb. 19-21 , 1995 

• Institute for International Research 
Customer Value Management 
Conference, 
Orlando, FL, Feb. 22-24 

• Tbe Conference Boaro Annw:~l 
Qw:~lit~ Conference, 
New York, NY, March 21-22 

• Institute for International Research 
Customer Satisfaction Surve~s 
Conference, 
Orlando, FL, March 29-31 

• AMA Fi~b Annw:~l Congress on 
Customer Satisfaction, 
Orlando, FL. May 21-24 

• Institute for International Research 
6tb Annw:~l Measuring ano 
Improving Customer Satisfaction 
Conference, 
Las Vegas, NV, June 11 -14 

~ T 0 TAL R E S EAR C H 8 

~V-i/) C 0 R P 0 R A T I 0 N 
5 Independence Way · CN5305 · Pnnceton. NJ 08543-5305 
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Total Research's Information Technolo­
gies Division. Harris will manage the 
activities ofthe division, which special­
izes in research for clients in the infor­
mation systems, electronics and tele­
communications industries. 

David Schreier has joined Suburban 
Associates Marketing Research, 
Ridgewood, N.J., as manager of the 
Woodbridge Conference Center in 
Iselin, N.J. He has responsibility for 
focus groups, in-depth interviewing, 
telephone interviewing and field work 
conducted at the conference center. 

J.C. Savage Jr. has joined the Cen­
tral States Division of New York-based 
Audits & Surveys Worldwide. Savage 
will work out of the Central States Divi­
sion office in Minneapolis, where he 
will become part of the company ' s cli­
ent service team, conducting custom 
marketing research. 

Savage Jr. Mularz 

Thomas E. Mularz has been pro­
moted to vice president in the Arlington 
Heights headquarters of Market Facts 
Inc. Mularz will continue to manage 
Telenation, the company ' s weekly na­
tional telephone survey. 

Ellen Colvin has been promoted to 

continued on p. 31 
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Donow & Associates Inc. has 
moved. The company's ne~ address 
is 25 W. 43rd St., Suite 423, Ne~ 
York, NY 10036. Dono~' s phone 
numbers remain 212-354-3666 and 
212-382-2307 (fax). 

Opinion Access Corp. has opened 

TMIS , ~hich ~ill integrate scanner 
data ~ith shipping information and 
promotion his tory, ~iII use IRI 
Soft~are's DataServer as its founda­
tion. The system is supposed to make 
it easier for Gillette to efficiently plan 
profitable promotions. IRI Soft~are 
is a division of the Chicago-based 

Information Resources Inc. 

Higginbotham Associates , 
Scottsdale, Ariz., has moved. The 
firm's ne~ address and phone num­
bers are 8010 E. McDo~ell Road , 
Suite 208, Scottsdale, AZ 85257; 602-
946-7535 and 602-946-1170 (fax). 

a 50-station ~RT intervie~ing facil- ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

ity in Ne~ York City. The center 
features full predictive dialing capa­
bilities and Te!ATHENA ~RT inter­
vie~ing soft~are. Opinion Access 
~rop. has a strategic alliance ~ith 
~RC Data Systems, a provider of data 
processing services. For more infor­
mation call Scott Waller at 212-620-
5678. 

Barnes Research has moved to 
4920 Plainfield N.E., Grand Rapids, 
MI 49505. The phone number and fax 
number remain the same: 616-363-
7643 and 616-363-8227. 

The Mead Corporation, Dayton, 
Ohio, has accepted a $1.5 million bid 
for Mead Data ~entral , Dayton, from 
the international concern Reed 
Elsevier pic. Reed Elsevier has de­
cided to change Mead Data ~entral 's 

name to LEXIS-NEXIS. ~ompletion 
of the deal is expected as soon as it 
clears U.S. antitrust la~s and certain 
related third-party licenses are trans­
ferred. The company no~ called 
LEXIS-NEXIS is a provider of on­
line information services and infor­
mation management tool s. 

The Gillette Co., Boston, has cho­
sen IRI Software, Waltham, Mass., 
to help ~ith the design and imple­
mentation of the former's Trade Man-· 
agement Information System. The 
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STATlab 
Interactive Exploratory Data Analysis for Windows 

More than just a statistics package 
STAT lab seamlessly combines all the tools you 
need to analyze, explore and present data -
with exceptional simplicity and ease of use. 
STAT lab takes advantage of Windows to help 
you get your job done. 

Exploratory Data Analysis, par excellence 
STAT lab was designed for Windows; it's highly 
interactive. Click on any point in a graph and 
STAT lab will immediately display the underlying 
data. Use graphical tools to find points, select 
subsets, identify outliers, code categories or 
select groups of points for further analysis. 

All the statistics and graphics you need 
STAT lab has a complete set of descriptive, uni­
variate and multivariate statistics, including 
cross tabs, cluster analysis, multiple regression , 
correlation matrices, principal components 
analysis and correspondence analysis. 
STAT lab has more than 60 different graph 
types, all hot-linked to your data. Add GEOiab 
to create maps rich with data analysis. 

SciTech 2231 N. Clybourn Avenue , Chicago, IL, 60614 

It's easy to get data into STAT/ab 
STAT lab has a unique data dictionary that lets 
you work with your data more easily than ever 
before, especially if you work with large num­
bers of records and variables. Code missing 
values, specify complex criteria to select a sub­
set of your data, and generate new data using 
other variables. Cut-and-paste data and graph­
ics to other applications. Use Excel, dBase or 
ASCII files. 

Large problems - minimal requirements 
STAT lab can handle an unlimited number of 
records with any number of variables. All you 
need is Windows and at least 2MB of available 
disk space. 

Call SciTech for more details or a free demo 
disk. 

1.800.622.3345 

Tel. 312.472.0444, Fax 312.472.0472, 7471 0,2400 @CompuServe.com B V S L P 
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Maplnfo launches new 
program, offers 
European street maps 

sions of some of Microsoft Corp. 's 
general bu s ine ss applications. 
ArcLink 3.0 and AG *Link are data 
translation products that allow infor­
mation from different formats to be 
used with Maplnfo software. ArcLink 
3.0, which costs $595 (upgrade $150) 
facilitates the sharing of data between 
ESRI's ARC/INFO and Maplnfo. 
AG *Link ($95 ) transfers Strategic 
Mapping Inc. 's Atlas GIS files into 
Maplnfo 's data file format. Atlas GIS 
data can also be transferred automati­
cally into Maplnfo' s relational file 

structure. The Data Partner Program 
will give data vendors access to a 
variety of Maplnfo's software engi­
neering tool s so they can develop and 
market data that is compatible with 
Maplnfo software . The company's 
partners in the project to date include 
Claritas, Geographic Data Technol­
ogy, American Digital Cartography, 
Etak, Gi sDAT A Ltd. and Tele Atlas. 

Meanwhile , Maplnfo and Tele At­
las, a supplier of geographic data in 
Europe , have also teamed up to offer 
street maps of the Netherlands and 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~. Belgium for use in desktop mapping 
systems. The two electronic data maps 

Maplnfo Corp. , Troy , N.Y., has 
launched a new program, dubbed 
MapOpen, designed to make more 
kinds of information usable in desk­
top mapping applications. The pro­
gram encompasses two new products , 
a worldwide technology and market­
ing program and , as previously an­
nounced, the inclusion of Maplnfo 
mapping technology in future ver-

• 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 Erlich, Ph.D. 

Phone (818) 226-1333 FAX: (818) 226-1338 
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are the first in a series called Streetlnfo 
Europe. Both companies will sell the 
products in the series; Streetlnfo for 
Germany and Italy will be the next 
products released. Streetlnfo contains 
detailed information on all streets, 
highways, railroads, waterways and 
municipal boundaries. Streetinfo for 
the Netherlands and Bel g ium are 
available in Windows, Macintosh , 
DOS , Sun and HP formats. Streetlnfo 
for the Netherlands is $29,800; for 
Bel g ium , $2 1,700 . Re gio na l 
Streetlnfo maps can also be pur­
chased; pri ces range from $ 1,550 to 
$5,575. For more information , call 
518-282-600 . 

Market research report 
designer debuts 

Fass ino Associates Inc ., Media, Pa., 
offers SmartReport , software that al­
lows users to create and distribute 
interactive multimedia market re­
search reports. The program lets us­
ers integrate qu alitati ve and qu antita­
tive re earch findings. It has built-in 
anal yzi ng too ls that can be used to 
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create cross tabs, do stati stical analy­
s is or enter information into a data­
base. Text and graphics in tracking 
studies can be updated and complex 
statist ical model s, such as conjoint 
simul ators, can be integrated. Win­
dows and Macintosh versions of the 
program, both of which are Internet­
ready, are avai lable . Obta in a free 
demo disk by calling Susan Pine at 
610-566-4210; e- m ai l her at 
Mfission@Delphi.com. 

N ex is gains bulk 
LEXIS-NEXIS , Dayton , Ohio , has 

added 33 U.S. newspaper to the 31 
that were already ava il able through 
the NEXIS online service. The NEXIS 
service allows use rs to search full­
text versions of the news papers it 
offers by topic; the service provides 
one file of all of the articles on the 
topic in reverse chronological order. 
Among the new offerings are Th e 
Denver Post, The Sun (Baltimore), 
The Salt Lake City Trihu.ne, The Times 
Union (A lbany , N.Y.) and the Omaha 
World Herald. NEXIS-LEXIS plans 

to add seven more papers to its NEXIS 
offerings soon. Formerly known as 
Mead Data Central , LEXIS-NEXIS 
acquired its new name when it was 
purchased by Reed Elsevier pic (cf. 
Research Company News). For more 
information , call 513-865-1058 . 

New Snap debuts 
N ew buryport , Ma ss .-base d 

Me rcator Corp., a sub s idiary of 
Bri stol , England-based Mercator 
Computer Systems, has updated its 
SNAP Profess ional survey design and 
analysis software for PCs. The soft­
ware can be used to produce ques­
tionnaires, enter results and analyze 
and present data. Version 3 of SNAP 
Profess ional allows for fast data en­
try and import and export between 
SNAP surveys of selected variables 
and data as well as entire surveys and 
raw data files. The new iss ue also has 
an index facility in batch production 
that li sts the contents of each table 
produced. Windows metafile output 
for both tables and charts for direct 
linking to word process ing software 

is an available option. SNAP Profes­
sional starts at $795 per single-user 
license. For more information , call 
508-463-4093. 

NCS packages survey 
software 

Minneapoli s-based National Com­
puter Systems has put together the 
NCS Survey software package , in an 
effort to make low- to mid-volume 
surveys easier and more cost efficient 
to conduct. The software is designed 
to be used with an optical mark read 
scanner - either NCS Sentry or 
OpScan models- and enables users 
to customize scannable survey forms, 
automatically enter survey data, tabu­
late results and prepare reports . The 
company has endeavored to make the 
Window s- based software, which 
comes with nine customizable survey 
template forms, easy to learn and use. 
The NCS Survey software costs $795. 
For more information , call NCS at 
800-34 7-7226. 

HOW MUCH CAN YOU SAVE 
AT A IICKEL A lUMBER? 

PLENTY. 
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 
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Sf IS remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports . 

SCIENTIFIC No contracts to sign. Even an 800 number. 
TELEPHONE Call STS now at 1-800-944-4-STS. 

SAMPLES 
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Focus Group Research: 
- in English 
- same moderator 
- multiple countries 

Multiple Countries: 
- Belgium 
- Germany 
- Luxembourg 
- Netherlands 
- Scandinavia 
- United Kingdom 
- United States 

Multiple Subjects: 
- Business to business 
- Telecommunications 
- Healthcare 
- Medical instrumentation 
- International finance 
- Computers 

Multiple Purposes: 
- Product development 
- Service satisfaction 
- Communication check 

Multiple Moderators: 
-Jim Heiman 
- Linda Lynch 
- Jack Reynolds 

One point of contact: 
First Market Research 
Begin with us. 

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 

(512) 451-4000 
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Proj ectives 
continued from p. 9 

moment. When they open their eyes, 
respondents are asked to talk about 
the people they observed. Following 
are two sample responses. (The re­
sults are for illustrative purposes only, 
and are based upon only one 
respondent's answers.) 

Diet Sunkist - "I saw a young 
woman in her 20s drive up to a local 
convenience store. She was driving a 
red sporty convertible (I guess it was 
a Mustang) with the top down. She 
had just finished a game of tennis and 
was very thirsty. She wanted some­
thing light, sweet and sparkly. She 
went into the store and got the Sunkist. 
At the register, the guy flirted with 
her. She smiled at him, paid for the 
soda and jumped back into her car. It 
was aS unday, the weather was warm, 
but not too hot. She took a long drink 
of her soda,felt refreshed and drove 
off to spend the afternoon with some 
ji-iends." 

Diet A&W Root Beer- "A man in 
his mid 40s pulls up to the same store 
in his pick-up. He feels depressed and 
upset because he had an argument 
with his wife this morning. She told 
him he was getting fat and flabby and 
looking just like his father. They had 
a blow up about it. He gave her a hard 
time, hut he really felt had. He walked 
into the store wanting to soothe him­
self with some ice cream. On the way 
to the freezer, he passed the soda 
case and noticed the Diet A&W. He 
remembered how much he used to 
love root beer when he was a kid. He 
picked up the diet soda and paid for 
it. He opened it up and took a swig 
and was surprised at how good it 
tasted. He got back in his truck and 
headed home, feeling hopeful and 
excited to tell his wife that he had 
taken a first step in the right direc­
tion." 

A little imagination should con­
vince the reader that projective exer­
cises like this one can yield a wealth 
of imagery, and frequently some very 
useful creative insights. However, 
many in the field have raised con­
cerns over the interpretation of pro­
jective techniques. Their concerns are: 

• The complicated manner in which 

the questions are asked, and the indi­
rect manner in which they are an­
swered, makes it very difficult to 
translate responses into concrete, use­
ful marketing information. 

• The commonly agreed upon pur­
pose of qualitative research .is to de­
velop hypotheses which later need to 
be validated in quantitative research. 
Traditionally, the rich imagery un­
covered in projectives has been very 
difficult to quantitatively verify. The 
most common practice is to revert 
back to direct questions about at­
tributes in a quantitative question­
naire. 

• Because of the difficulty in quan­
tifying projective methods, it has also 
been difficult to determine which spe­
cific aspects of the imagery elicited 
from these techniques actually drive 
purchase interest. 

How can projective imagery be 
validly assessed quantitatively? 

Traditionally, imagery is quanti­
fied via simple attribute check li sts or 
semantic differentials. These are ex­
tremely limited direct methods which 
leave littl e or no room for the 
respondent's free associations and 
imagination. They are also subject to 
the same response-inhibiting effects 
as direct questions about imagery in 
q uali tati ve research. 

However, it is possible to use the 
same types of projective techniques 
quantitatively, in a reliable and valid 
manner, with just a few simple modi­
fications. A description of a sample 
quantitative projective procedure fol­
lows: 

The technique to be used is first 
pretested and refined in one-on-ones 
for the particular product and target 
to be assessed. Then, the moderator is 
videotaped giving the instructions for 
the projective technique. Qualified 
respondents are recruited to a central 
location. There they view the video­
tape, which also instructs them to 
write down their projective experi­
ence as a detailed story with a begin­
ning, middle and end (a field inter­
viewer sits outside the room to an­
swer any questions). They are also 
asked to respond to a series of written 
prompts regarding spec ific charac­
teristics of their fantasy (e.g., about 
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how old was the person they imag­
ined, what sex, etc.). Any more tradi­
tional quantitative questions (like 
purchase interest) are presented last. 

Respondents' stories are analyzed 
using a variety of scales which have 
been proven reliable and valid for 
analyzing fantasy material. For ex­
ample, many psychological scales 
used for 25 years in the study of 
dreams and daydreams can be ap­
plied . These include scales of induced 
mood, creativity, masculinity and 
femininity, assertiveness, aggress ion, 
anxiety, satisfaction and many oth­
ers. Of course, the traditional at­
tributes are avai lable, with the pointed 
difference that they were elicited via 
free associative/non-inte ll ect ua l 
methods - which is the way that 
imagery influences purchase motiva­
tion. 

The result is that every dimension 
of imagery thought to be important in 
a particular category is quantified! 
Statistical analyses can be run to de­
termine which dimensions predict 
purchase interest, and which are less 
important. 

Here is an example of the use of 
quantified projective imagery: 

A food manufacturer wanted to test 
two packaging options for a new line 
of fat free, low sodium soups. Be­
cause lowered fat and sodium levels 
are associated with reduced taste per­
ceptions, brand management strongly 
believed that the product packaging 
had to create the impression of a zippy, 
zesty, spicy and delicious product. 
The target was the primary grocery 
shopper aged 25-54. 

Both packaging options were taken 
to qualitative (a third was actuall y 
eliminated there). There, projective 
techniques like the one described pre­
viously revealed three very different 
sets of imagery: 

Option A: For the most part this 
version created the impression of a 
user who was a young, urban woman. 
The majority described her as a ca­
reer woman in her late 20s, concerned 
with keeping fit as well as feeding her 
family healthy things. She worked 
out regularly, had a few close friends 
who understood that she just barely 
had time for them, and was happily · 
married with small children. 
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Data Processing For Marketing Research 

For speed and 
accuracy the world 

is turning to 
optical scanning 

Scanning means a faster look at your research results­
to give you the competitive edge. 

• 100 times faster than keypunch for data entry 

• Virtually 100 percent accurate 

• Now cost effective for sample sizes from 500 on up 

Whether you're next door or around the globe, 
Pine Company's full service data processing can 
provide custom solutions to your specific needs. 

• The West 's largest provider, established 1967 

• Expert staff works 24 hours a day, 7 days a week 

• Editing and Coding 

• CRT Data Entry 

• Interactive Tabulation with 
Proprietary Software 

• Statistical Analysis 

• Presentation Quality 
Graphics 

• Data Management 

• Start-to-finish 
Project Management 

Call for a free information packet. 

PINE COMPANY 
Data Processing For Marketing Research 
1607 16th Street • Santa Monica, California 90404 

Phone: (800) 969-PINE • Fax: (310) 453-3969 
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Option B: Created the impression 
of a slightly overweight man in his 
40s or 50s. His wife bought the soup 
because she is trying to get him to 
take better care of his high choles­
terol. Most felt that the wife didn ' t 
consume the soup herself and didn ' t 
feed it to her teenage children. 

Given the vastly different images 
created, the projective was submitted 
for quantitative verification. Four 
hundred interviews were conducted 
(one in each of four geographically 
dispersed cities) . In addition to the 
projective , traditional measures such 
as purchase interest were taken. Last, 
respondents were asked what element 
of the packaging first drew their at­
tention. 

Stories were scored for activity, 
satisfaction, overall mood, imagina­
tion and anxiety. (Anxiety refers to 
respondent mentions of types of anxi­
ety- gui lt, separation, shame or other 
non-specific forms- in their stories. 
An example of guilt anxiety related in 
a story is: "The woman I saw was in 
a candy store . She bought some jelly 

beans even though she knew she was 
getting fat.") Respondents were also 
asked how old the person behind the 
imaginary door was, what their gen­
der was, how much they liked this 
person and how similar the imagined 
person was to themselves. 

Package A yielded purchase inter­
est almost identical to package B. 
This was the case acros s demographic 
segments . 

With regards to imagery, however, 
package A was significantly different 
from package B in five respects: 

• The package A user was seen as 
significantly younger than the Buser. 

• The package A user was seen as 
significantly more active than the B 
user. 

• Package A elicited significantly 
more anxious stories than package B. 

• The package A user was de cribed 
a significantly more dissimilar to 
the respondent than was package B. 

• Re pondents liked the package A 
user significantly more than the pack­
age B user. 

The quantitative results matched 

the qualitative in that package Acre­
ated the image of a young, active 
person whom the respondents seemed 
to like. However, this did not seem 
like enough to base a packaging deci­
sion upon, s ince package A also cre­
ated more anxiety than package B, 
and package B made respondents 
think of user who were more like 
themselves. Clearly more statistical 
analys is was required. 

First, it wa necessary to know 
which of the dimensions assessed 
actually were correlated with purchase 
interest. The answer turned out to be 
act ivity , youth , liking, and anxiety. 
The more active and younger the im­
agery was , the higherthe respondent's 
purchase interest. Likewise, the more 
they liked the imagined person, the 
higher was their purchase interest. 
Perceived similarity to the respon ­
dent made no difference. However, 
the more anxious the elicited stories 
were, the lower was purchase inter­
est. This was the largest corre lation. 

Statistical adjustments (via an 
analysis of covariance) were made to 

FREE SUBSCRIPTION 
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INFORIVIATION 

r----CATALOG® ___ ____, 
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Books • Wall Street Reports • Other Resources 

For more tha n 
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remove the effects of the anxiety on 
purchase interest. Unde r these condi ­

tion s, package A clearly e licited much 

higher purchase interest. 

At thi s point it seemed that package 

A would be the preferred opt ion , if 

on ly the cause of the anxiety co uld be 

determined and removed. An exp lor­

atory CHAID analysis with the anxi­

ety score as the dependent vari able 

revealed that responde nts who gave 

anxious stories were much more like ly 

to say that the first thing that drew 
their attention on the packaging were 

the words " low sod ium ." Many more 

of these people had see n package A 
than package B. 

Analys is showed th at package A 's 

purchase interest was deflated by 
anxiety caused by the prominence of 

the words low sodium. (Both low so­

dium and fat free were indeed more 

pronounced in package A.) It was 

recommended that the c lient de-em­

phas ize low sodium and go with pack­

age A. It was also suggested that the 
c li ent conduct more qualitative re­

search to determine why reminding 

consumers about the sodium content 
in these soups caused anxiety. 

It is noteworth y th at without the 

quantification of the projective tech­
niques in thi s example, there wou ld 

have been little so lid ev idence upon 

wh ich to base a packaging choice . 
(Recall that overall purchase interest 

was equal.) Because of the availabil­

ity of quantitative projective dimen­

sions, it was poss ibl e to iso late what 

was bothering people abo ut package 

A (and suppress ing otherwise hi gher 

purchase interest). 

Summary 
A ll brands and products project an 

image , which is at least partially re­

sponsible for variance in purchase 

interest. Because imagery is difficult 

to assess by traditiona l direc t ques­

tionin g method s, project ive tech­

niques have bee n borrowed from the 

behavioral sc iences . Projectives are 

s imple psycholog ical exerc ises wh ich 

encourage the ex pression of uncon­

sc ious motivationa l materia l while 
protecting responde nts' se lf percep­

tion (i.e ., their need to believe that 
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they are not motivated by such things 

as product imagery). 

Until recently, projective tech­

niques have been used only in quali­

tative research , and only by a handful 

of skilled moderators . Use in thi s 

manner has been criticized because 

th ere has been no way to quantita­

tively test hypotheses generated in 

foc us groups by projectives, and their 
interpretation has therefore been open 

to w ild speculation. 
Thi s arti c le presented a s imple 

Hispanics 

tend to 

preserve 

their cultural 

values, 

traditions, 

and identity. 

method for the large scale adminis­
tration and scoring of projective tech­
niques. In addition to rendering the 
results of such techniques testable , 
the benefits of projective quantifica­
tion include 1) the addition of several 
rich dimensions to more traditional 
quantitative tests, 2) the ability to 
determine which particular aspects of 
product imagery drive purchase in­
terest in a given category, 3) the abil­
ity to quantitatively isolate what as­
pects of a product are creating a par­
ticular image or feeling. 0 

The ability to understand 

Hispanic cultural values and · 

forecast their influence on a 

purchasing decision is vital 

to successful Hispanic 

marketing programs. 

In fact, an understanding of 

Hispanic lifestyle and values, 

as well as an appreciation of 

the subtleties of their cultural 

contextualizations, can mean 

the difference between market­

ing success and failure. 

Hispanic Market Connections, 

Inc. is a bilingual, bicultural 

full service market research 

firm that provides insightful 

and timely market intelligence 

about the Hispanic communi­

ty 's perceptions, attitudes and 

purchasing patterns. 

Hispanic MARKET 
CONNECTIONS, INC. 
Bi lingual/Bicultural Market Research 

415/965-3859 
5150 El Camino Real 

Suite D-11 

Los Altos, CA 94022 
Fax: 415/965-3874 

M. Isabel Valdes- President 
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Survey Monitor 
continued from p. 21 

Boise is the only city that appears in 
both the 1992 and 1994 top 1 Os. 
1992' s No. 1, Midland, Texas, did 
not even make the 1994 top 25. 

Top dog Jackson was crawling with 
researchers because its median age of 
34.0 and median "effective buying 
income" of $32,752 are, not surpri s­
ingly , quite close to the U.S. median 
age of 33.4 and EBI of $33 ,178. The 
Jackson area has a population of 
roughly 152,000 in some 55 ,000 
households. 

Meanwhile, "The Frame" al so notes 
that personal interviewing and mail 
surveys are expected to gain popular­
ity among re searchers in coming 
years. In consumer research , the use 
of mall surveys should continue to 
grow. On the flip s ide , Survey 
Sampling 's poll di scovered that re­
searchers believe that international 
research and telephone surveying will 
take hits in the near term. What 's 
more, small research firms (with fewer 

OBJECTIVE: 

than five people) are getting smaller, 
while larger firms (especially those 
with between 4 and 20 employees) 
are adding staff. For more informa­
tion , call 203-255-4200. 

Firms define drug 
policies 

Research conducted by Lakewood 
Re search and Trainin g magazine , 
Minneapolis, indicates that in the 
past six years, more companies have 
adopted well-defined drug policies 
for workers . In 1988, 16 percent of 
the 821 firms responding to 
Lakewood' s queries tested job ap­
plicants for drugs; in 1994, 36 per­
cent of 1, 194 respondents did so. 
The percentage that had formal sub­
s tance abu se policies increased 
from 60 to 83. Unfortunately , only 
28 percent of 1994 respondents said 
they regularly conduct or sponsor 
substance abuse training and 56 
percent offer assistance to employ ­
ees trying to deal with substance 
abuse. Both percentages had in-

Manage the survey (don't let it manage you). 

30 

551 SOLUTION: 
Dr. Andrew Kulley (chief statistician at employee-owned Response 
Analysis Corporation in Princeton, New Jersey) - "Working with 

traditional RDD sample when you are seeking 'low incidence' popu­
lations can be frustrating and expensive. By using Survey Sampling's 
Targeted Samples in conjunction with traditional RDD sampling 

approaches, we not only make things easier 
for our interviewers, but also retain our 

ability to generate fully projectable 
estimates for difficult-to-reach popu­
lations. Targeted Samples let us cut 
turnaround time substantially. That 
lets us bid on and win jobs we could 

not otherwise get - and makes for very 
happy clients." 

Call SSI for sampling solutions at 
(203)255-4200. 
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Partners with survey 
resea rchers since 19 77 

creased from the '88 survey, and it' s 
logical to assume that as more com­
panies define policies they will fol­
low up with help for employees who 
need it. For more information, call 
6 J 2-340-4963. 

Why they buy 
If you want to sell to folk s in charge 

of MIS at the local corporation, best 
put yourself in their shoes. While 
they ' d probably like to buy the neat­
est, fastest, best new hardware and 
software available, what they really 
need is the stuff that 's going to get the 
job done right , cheap. Here in the 
'90s , everybody 's tense about job 
security, and MIS staff are no differ­
ent: According to a survey conducted 
by the Connecticut Research Group 
Inc. , Westport, Conn. , what MIS de­
cision makers most want outside ven­
dors and service firm s to do is help 
them do their jobs. The survey of 600 
executives at small , medium-sized 
and large firm s found that personal 
concerns weighed just as heavily as 
technical considerations in MIS pur­
chase decisions. 

To a significant degree , MIS man­
agers' shift in priorities - a 1990 
survey by CRG found that techno­
logical superiority, minimum down­
time and the availability and qual­
ity of broad support activities were 
most important to purchasers of MIS 
needs - can be chalked up to the 
parity of products on the market 
and the uniform service standard 
demanded from all providers. On 
the MIS front these day s, manage­
ment above all el se wants systems, 
networks and work stations up and 
running 24 hours a day, seven day s 
a week, and a high level of user 
productivity , which require s every­
body to have access to all of the 
information and equipment they 
need all the time. Now that MIS 
managers know that information can 
be handled in a variety of way s they 
want their suppliers to en sure that 
their systems matches their require­
ments perfec tly - and makes them 
look good. For more information , 
call 203-255-4450. 
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Names of Note 
continued from p. 22 

associate project manager at Northwest 
Research Group, Bellevue, Wash. She 
joined the firm in June 1994 as a research 
assistant. 

Ella L. Kelley has joined Groups PIus 
Inc., Wilton, Conn., as an associate. She 
will be conducting focus group research 
and consulting services for corporations 
in the packaged goods, financial services, 
health and beauty aids and industrial prod­
ucts industries. 

Sue Stark has signed on at Directions 
for Decisions Inc., Jersey City, N.J., as a 
senior vice president. At Directions for 
Decisions, she will handle client devel­
opment in communications research, 
package testing, name testing and out -of­
home advertising testing. 

D. Joseph Gersuk has been tabbed to 
serve as vice president and chief financial 
officerforMaplnfo, Troy,N.Y.Hecomes 
to his new position from DataBase Sap­
phire International Inc., Trumbull, Conn. 
At Map Info, Gersuk is responsible for all 
financial aspects of the company's op­
erations. 

Kathy Nicolini and Ralph Wedholm 
have joined Bruskin!Goldring Research, 
Edison, N.J. Nicolini will serve as vice 
president - client services in the 
company's Chicago office. Wedholm is 
a vice president- client services in the 
New Jersey office. 

Susan M. Miller is now on the staff 
roleatLanger Associates Inc., New York. 
She is in charge of the company's tele­
phone studies and will also conduct focus 
groups and in-person interviews. 

Michelle Carter and LeeAnn 
Cooprider have been promoted at Deci­
sionAnalyst Inc., Arlington, Texas. Carter 
is now the national field director, and as 
such she is responsible for all surveys that 
require Decision Analyst to subcontract 
out to other research companies. She also 
validates all subcontracted survey re­
search. Cooprider is the company's new 
sampling manager. She develops sam­
pling plans for research projects and is 
responsible for coordinating Decision 
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Analyst 's national American Consumer 
Opinion Panel. She also is involved in 
demographic research. 

Melisa Linder and Kayci Cockrell 
have been added to the analysis and project 
management staff atR ockwood Research, 
St. Paul. Cockrell is fresh out of college, 
while Linder comes from Satisfaction 
Management Systems Inc. 

Steven Walker has been tabbed to 
serve as president and chief operating 
officer of Walker Group, Jndianapo-

lis. He represents the third generation 
of Walkers to lead the company. 

Della Welch , Marcia Vertz and 
Linda Smith have joined Barnes Re­
search , Inc. , Grand Rapids, Mich. 
Welch will serve as the company's 
human resource supervisor, Vertz will 
be night supervisor and Smith will 
manage the company's Grandville of­
fice. In addition, Belinda Welch has 
been promoted to day supervisor and 
Rick Kramer to assistant night super­
visor. 
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War stories 
continued from p. 16 

difficulties , he flew there and 

knocked on the doors hi s sampling 
plan directed him to. And that was 
how he successfully interviewed 

one of the most notoriou s madam s 
in New Orleans, who'd se rviced 

folks with strange appetites in her 
time , but never one who got hi s 
jollies by asking opinion s about ur­
ban renewal. 

Sometimes clients can be coarse. 

Joel Lowell of Eclectica, a market 
research consulting firm, remembers 
a mall survey, attended by hi s client, 

where mall traffic was s low and the 
interviewing service had trouble ob­
taining qualified women to partici ­

pate in the study. So Lowell' s client, 

not a profess ional marketing re­
searcher , stood on the mall asking 

women under the age of 35 as they 
passed by , "How 'd you like to make 

$20?" Mall security soon put a stop to 

that! 

One procedure my firm uses for 
testing the appeal of new toys is se t­
ting out an array of toys, handing out 

some play money , and asking moms 
and their kid s which toys they ' d buy. 

A day after participating in such a 
study , a mother called back and re­

ported that when she returned home, 
her 5-year-old daughter went directly 

to her room , took out all her toys, 
neatly arranging them around the 

room, and began to play a game in 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ which she bought toys, called ''mar­

.. , I ........ .... 
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ket research interview." 

In order to be effective, researchers 

must ensure that management and cli­
ents have confidence in them. Harry 
Heller is a master at making clients 

feel everything is under control. In 
hi s office at the advertising agency 

we worked at , a curious assistant ac­

count exec as ked one of those ques­
tions to which there is no exact an­

swer: "How many cities do you need 
to conduct a valid copy test?" With­

out batting an eyelash, Heller asserted, 
" Six. " The ass istant account execu­

tive walked away with a piece of 
learning he was confident he could 

use the rest of hi s career. 
Trade-Off Marketing 's Harris 

Goldstein reports he conducted a sur­

vey where the computer printout re­
vealed a rel atively high percentage of 
no answers when Canadian men were 

asked what type of underwear they 

wore- boxer shorts or briefs. Suspi­
cious of the high number of no an­

swers, Goldstein investigated further 
and found no interviewer or data pro­

cessing errors. Hi s conclusion: a rela­
tively high percentage of Canadian 

men don ' t wear underwear. 
In future installments of thi s col­

umn, we'll report on more quirky , 

loopy and st range happenings in the 

world of market research. Whether 
you're a research provider or a client , 

if you'd like your story to be told­
anything related to marketing research 

is usable , from spilling soup on your 
client's new suit to cute answers re­

spondents provide on questionnaires 
- please call me (8 18-782-4252) or, 
better yet, write it up and fax it to me 

(8 18-782-30 14). 0 
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Recruiting 
continued from p. 1 0 

hour group to 90 minutes; shorten a 90-

minute group to one hour; do one-on­

ones or dyads to allow the respondent 
more time options; over-recruit; be flex ­

ible on time. 

The more specific the qualifications 
are on a screener, the more reliable the 

recruit will be. A carefully masked 

screener will insure a respondent does 

not know the subject matter. A money 
question such as "How often, on aver­

age, do you make a transaction?" needs 

to be clarified. Does "make a transac­
tion" mean buy, sell, roll-over, open, or 

close? The word "average" needs to be 

Traditionally the most difficult focus 
groups are chief executive officers. 
However, even this group can some­
times be recruited. Acknowledge a one­
month time frame, send a letter to the 
CEO, indicating a telephone call will 
follow, at which time they can pick any 
time they choose for an interviewer to 
come to theiroffice.lfthey cannot do it, 
ask them to suggest someone who can 
do it in their stead. Once this appoint­
ment is set up try not to change the day 
or time. 

A more realistic approach for thi s 
group is a teleconference call. A good 
recruiting service will let you know if 
they have the capabilities and experi­
ence to do this type of recruiting. 

Another very difficult recruit is the 
high risk respondent. The respondent is 

aires or a group of cardia-thoracic sur­
geons. A reliable service will let you 
know up front who they are capable of 
recruiting. 

In the final analysis, recruiting is done 
through a very personally developed 
database, purchased professional lists, 
networking, from a client's specialized 
list, cold random calling and special 
contacts. It is invitation, romance, se­
duction and money that ultimately bring 
in articulate focus group respondents. 
Working in harmony with and for a 
client and bringing in the client's exact 
specifications is the ultimate goal of a 

recruiting service. 0 

Miss Manners would unreliable for myriad reasons. A high 
over-recruit is the best assurance. This 

disapprove of starting a may seem extravagant, but a very low 

lla1ne quest ® 
The Science of Name Creation 

For Information Contact: 
John Hoeppner 

telephone conversation with show rate costs the client more than a 
high over-recruit. 

a stranger by asking "What Over the years a recruiting service 

is your ethnicity?" A good developsitscontacts,allowingitto spe­

recruiting service asks this cialize. Thi s specialization may make it 

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

Name Creation: 
Name Testing. 

possible to recruit a group of million-
dai0. I~nical0, eve~one ~~~~~~~~~~~~~~~~~~~~c~~~~~~~. 1~1a~o~nR~e=~~M~~=~~~~~ 

answers. Respondents will 
deliberate this question to 
give a pe1ject answer, such 
as "/' m a mix. My father is a 
Pacific Islander, my mother 
zs half-I apanese, half­
American." 

emphasized as " Is this your average 

year after year?" Some recruiting ser­

vices write screeners, some recruiting 

services need very specific direction. 

There is a tendency to add a "cre­

ative" question to determine a 

respondent's verbal skill s. Sometimes 
this sounds like a trick question. Re­

spect the respondent, and keep the ques­

tion appropriate to the subject matter. 

One client has successfully used "If you 

could travel anywhere in time and take 

a picture, who and what would you take 

a picture of?" One respondent answered 

"My parents ' childhood." Another an­

swered , "The Wall Street Journal three . 
days in advance of today." 

February 1995 

We've 
moved 

to San Jose 
Actually we're still headquartered in Seattle 
but we do have a new facility in the Great Mall 
of the Bay Area in Milpitas, near San Jose. 
This means we can now offer you complete data 
collection services from the west coast to the Rocky 
Mountains. 

CaU us for more iriformation 

Consumer Opinion Services 
-----------we answer to you 
12825 I st Ave . South Seattle , Washington 9 8168 

Call 206-241-6050 to book this facility ... 
ask for Jerry or Greg Carter 
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ACNY 
continued from p. 7 

factors were detected and described 
as "service access" and "service de­
livery. " (For the analytical reader: 
The classification is considered ex­
cellent based on the Kaiser-Meyer­
Olkin statistic [.93] that tests partial 
correlations. Further, reliability tests 
were performed on each factor. The 
Reliability Alpha, which tests the in­
ternal consistency of variables in each 
factor, ranged from +.81 to +.91 and 
is considered excellent.) 

To maintain simplicity, data pre­
sentation included bar and pie charts, 
and detail tables. However, the actual 
interpretation was based on the com­
parison between an attribute's impor­
tance mean rating and the difference 
between the attribute's mean perfor­
mance and its mean expectation, 
called the P-E gap. (Refer to Figure 
2.) 

A positive P-E gap for an attribute 
is favorable and means that the 
organization 's performance exceeds 

expectations. This study found most 
of the gaps to be negative; that is , 
performance is below expectations. 

ceptual map shown in Figure 3 very 
useful. The map used in this research 
does not form its basis on pure quad-

Figure 2 

Service Attributes 
Uoted by Order of lmporllnco 

NOTE: 1- Importance E - Expectation P - Performance Overall P-E Gap= -0.59 

However, one can consider a new line 
of interpretation when you allow for 
attribute importance. Further, the in­
teraction between the mean response 
for importance and mean P-E gap 
highlights the very significant at­
tributes. 

ACNY management found the per-

rant theory but is an extension of an 
earlier theory that involved "market 
acceptance" models using "cash 
cows" and "dogs" to segment prod­
ucts based on their market attractive­
ness and competitive positioning. 
Here we relate attractiveness to im­
portance, while the P-E gap is a gauge 

focusVision ~etwork brings your customers 
ffitO your offtce, ready to ral.K. Focus Facility Network 
How it Works: 
·Focus Vision Network provides 
video transmission of live 
nationwide focus groups. 

• "Attend" your nationwide groups from 
your office or convenient Focus Vision 
Viewing Center. 

• More key personnel can partidpate, while 
saving travel time, inconvenience, and cost. 

• Turnkey End-To-End Service, with a 
Focus Vision Fadlitator at the client site, 
ensures the quality and comfort of 
every project. 

• Highest quality picture and sound with 
state-of-the-art CU equipment and AT&T 
network systems. 

• Two zoom lens cameras are controlled 
from client location; see what you want to see. 

• Communicate with your moderator and 
behind-the-mirror colleagues at any time. 
Conduct two-way video debriefings. 

~ FocusVISION 
Stamford, Connecticut 06902 ~,, NEfW'ORK, INC. 1266 East Main Street 
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Atlanta-Fieldwork, Inc. 
Atlanta-Quick Test Opinion Center 
Boston-Fieldwork, Inc. 
Chicago Suburban-Smith Research 
Chicago Downtown-Smith Research 
Cindnnati-The Answer Group 
Dallas-Quality Controlled Services 
Denver-Information Research, Inc. 
Kansas City-Quality Controlled Services 
Los Angeles-Trotta Associates 
Minneapolis-Orman Guidance Research 
New York City-Murray Hill Center 
Philadelphia-Philadelphia Focus 

Phoenix-Fieldwork, Inc. 
Raleigh-L&E Research 

San Frandsco-Ecker & Associates 
Seattle-Gilmore Research Group 
St. Louis-Quality Controlled 

(203) 961 -1715 

Services 
Tampa-Suburban Assodates 
Westchester, NY -Fieldwork, Inc. 

FAX (203) 961-0193 
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of perceived market position. Figure 
3 clearly exposes attributes that have 
a high level of importance to the mem­
bership, as defined by its mean rat­
ing, but have a low performance--to­

expectation deviate (P-E gap). 
When the P-E gap is considered, 

those attributes with a large negative 
value (performance below expecta­
tion) , warrant further investigation. 
Within the secondary box displayed 
in Figure 3, there clearly is one at-

Automobile Club of New York 
One Million Memhets Slrong 

• 
Figure3 

Importance to P-E Gap 
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l 
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ITportanceto-

tribute that needs immediate man­
agement attention. There also are sev­
eral that are simply "average" when 
compared to the overall rating means 
(that define the quadrants). For the 
organization to improve, average is 
not a competitive advantage, espe­
cially for an organization (not neces­
sarily this one) that competes on value 
of service and cannot compete on the 
cost of service delivery. 

Market driven 
The research helped ACNY priori­

tize quality improvement programs and 
allocate resources that focus on the criti­
cal issues that affect service quality. 
The organization is now more in tune 
with member expectations, making it a 
true market driven provider. 

"If you're committed to quality, 
this type of research allows you to 
make sure you're focusing on what's 
important to customers. We plan on 
doing this over time to measure how 
we ' re succeeding in closing the gap 
and how our members perceive our 
service quality performance." 0 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? I/H/R Research Group can help - with the 
highest quality, lowest prices, and best service available anywhere. 

•1 00 line national coverage • Certified interviewers • Project bids in one hour 

• 75 Ci3/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of-the-art technology 

What makes I/H/R the best? Some say it's our on-going training program or our great supervisors ... But , 
what seems to make our clients even happier are the really competitive prices. We're growing, so we can 
afford to bid very aggressively. 

If you're tired of the same old song and dance, givei/H/RResearch Group a call. We'll make sure your job's 
done right and at a cost you can live with. 

1/HIR Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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Listed below are names of companies specializing in qualitative research moderating. Included 
are contact personnel, addresses and phone numbers. Companies are listed alphabetically and 
are also classified by state and specialty for your convenience. Contact publisher for listing 
rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. Phone 
612-861-8051 I fax 612-861-1836. 

Access Research, Inc. 
8 Griffin Road North 
Windsor, CT 06095 
Ph. 203-688-8821 
Contact: Gerald M. O'Connor 

Asian Marketing Communication 
Research/Division of HMCR 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 415-595-5028 
Contact: Dr. Sandra M.J. Wong 
Quai.!Quant. Rsch. in Cantonese, Mandarin, 
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 & Recruit. 

BAI 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Contact: Kate Permut 
Innovative & Standard Approaches To 
Qual. Research. 

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 ./Ste. 1020 
Southfield, Ml 48075 
Ph. 313-559-2100 
Contact: Jonathan Brand 
Consumer. Advertising Strategy, 
New Product Strategy Research. 

Catherine Bryant & Associates 
6000 Market Square, Ste. 22 
Clemmons, NC 27012 
Ph. 91 0-766-8966 
Contact: Kathy Kennedy 
Full Service Research Marketing, State­
of-the-Art Facilities. 

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

Campos Market Research 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Contact: R. Yvonne Campos 
Experience With Consumers and 
Business-to-Business Groups. 

Carlson Marketing Consultants 
941 Bayberry Point Dr. 
Ft. Lauderdale, FL 33324 
Ph. 305-475-7181 
Contact: Susan Carlson 
Fortune 500 Clients/Consumer/Busi­
ness-T a-Business. 

Michael Carraher Discovery Research 
204 Dupont St. 
Philadelphia, PA 19127 
Ph. 215-487-2061 
Contact: M. Carraher 
Discovering What Is & How To Create 
Desired Change. 

The Clowes Partnership 
P.O. Box 791 
South Norwalk, CT 06856 
Ph. 203-855-8751 
Contact: Rusty Clowes 
New Product/Advertising/All 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/Industrial Research 
Service (C/IR) 
P.O. Box 206 
Chadds Ford, PA 19317 
Ph. 610-565-6222 
Contact: Gene Rullo 
Agriculture, Business-To -Business. 
Health Care. 

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

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. 

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

Data & Management Counsel, Inc. 
P.O. Box 1609 I 608 Chadds Ford Dr. 
Chadds Ford, PA 19317 
Ph. 610-388-1500 
Contact: Bill lift-Levine 
Extensive Experience In Domestic & 
International Qualitative Research. 

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. 

Direct Feedback 
4 Station Sq ., 4th fl. 
Pittsburgh, PA 15219 
Ph. 412-394-3626 
Contact: Tara Hill 
Bus.-T o-Bus./Consumer/Recruit!Moder­
ate!Report. 

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. Doyle 
Specialty: Children/Teenagers 
Concept & Product Evaluations. 

D/R/S 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. 
Bronx, NY 10475 
Ph . 718-21 7-0842 
Contact: Ebony Kirkland 
Spac. Cont./Viewing Rooms/Client 
Lounge/Quality Recruiting. 

Elrick and Lavidge 
1990 Lakeside Parkway 
Tucker, GA 30084 
Ph. 404-621 -7600 
Contact: Carla Collis 
Full-Service National Capability. 

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

Fader, William & Associates 
372 Central Park W. , Ste. 2W 
New York, NY 1 0025 
Ph . 212-749-3986 
Contact: Susan Fader 
Exper./Focus Groups/1-0n-1 s/ln Broad 
Range Of Cat. 
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Find/SVP Grieco Research Group, Inc. Irvine Consulting, Inc. Market Development, Inc. 
625 Avenue of the Americas 850 Colorado Blvd ., Ste. 203C 2207 Lakeside Drive 1643 Sixth Ave. 
New York, NY 10011-2002 Los Angeles, CA 90041 Bannockburn , IL 60015 San Diego, CA 92101 
Ph. 212-645-4500 x208 Ph. 213-254-1991 Ph. 708-615-0040 Ph. 619-232-5628 
Contact: Ann Middleman Contact: Joe Grieco Contact: Ronald J. Irvine Contact: Esther Soto 
Mktg. Consulting & Rsch. Health Care, Marketing and Advertising Pharm/Med: Custom Global Quan./Qual. U.S. Hisp./Latin Amer., Offices In NY, 
Telecomm., & Technology. Focus· Groups. Res. & Facility. Mexico City. 

First Market Research Corp. Groups Plus Kehr Research, Inc. Market Navigation, Inc. 
2301 Hancock Drive 23 Hubbard Road 1720 Walnut Ave. Teleconference Network Div. 
Austin , TX 78756 Wilton , CT 06897 Wilmette, IL 60091 2 Prel Plaza 
Ph. 800-FIRST-TX (347-7889) Ph. 203-834-1126 Ph. 708-251 -9308 Orangeburg, NY 10962 
Contact: James R. Heiman Contact: Thomas L. Greenbaum Contact: Bill Kehr Ph. 914-365-0123 
High Tech, Publishing, Groups Plus Offers Unique Approach Phone Now to Meet Your Specific Re- Contact: George Silverman 
Bus.-To-Bus., Colleges. To Groups; Call to Find Out Why. search Needs! Med. , Bus.-to-Bus. , Hi- Tech, lndust., 

First Market Research Corp. 
Ideation, New Prod., Tel. Groups. 

121 Beach St. 
Hammer Marketing Resources Kerr & Downs Research 

Boston, MA 02111 179 Inverness Rd . 517 E. College Avenue Marketing Advantage Research 

Ph. 617-482-9080 Severna Pk. (Balt./D.C.), MD 21146 Tallahassee, FL 32301 2349 N. Lafayette St. 

Contact: Linda M. Lynch Ph. 410-544-9191 Ph. 904-222-8111 Arlington Heights, IL 60004 

New Product Development, Health Care, Contact: Bill Hammer Contact: Phillip E. Downs, Ph.D. Ph. 708-670-9602 

Advertising, Retail. 23 Years Experience- Consumer, Busi- 20 Years Conducting/Teaching Contact: Marilyn Richards 
ness & Executive. About Focus Groups. New Product Development/Hi- Tech! 

Anne Flanz Custom Marketing Rsch. Multimedia/Insurance. 

343 Maple Avenue Pat Henry Market Research, Inc. KidFacts5M Research 

Glen Ellyn, IL 60137 230 Huron Rd . N.W., Ste. 100.43 34405 W. 12 Mile Road, Ste. 121 The Marketing Partnership/ 

Ph. 708-469-1 092 Cleveland, OH 44113 Farmington Hills, Ml48331 Milestone™ 

Contact: Anne Flanz Ph . 216-621-3831 Ph. 313-489-7024 532 Adams St. , Ste. 182 

20 Yrs. Exp., Consumer/Business/Ad- Contact: Judith Hominy Contact: Dana Blackwell Milton , MA 02186 

vertising Rsch. Luxurious Focus Group Facility. Expert Qual. & Quan: Specialty Kids/Teens. Ph. 617-333-0913 
Recruiting. Prod./Pkg./ Advtg. Contact: Robert T araschi 

Focus On Hudson 15 Yrs. Facilitation Exp.; Gust. Adv. Boards; 
350 Hudson St. Hispanic Market Connections, Inc. Gene Kroupa & Associates Unique "Mkt. Rsch. & Innovation Co." 
New York, NY 10014 5150 El Camino Real , Ste. D-11 222 North Midvale Blvd ., Ste. 29 
Ph. 212-727-7000 Los Altos, CA 94022 Madison, WI 53705 Matrixx Marketing-Rsch. Div. 
Contact: Frank 0'8/ak Ph. 415-965-3859 Ph. 608-231 -2250 Cincinnati , OH 
New Focus Grp. Facility, New Video Contact: M. Isabel Valdes Contact: Dr. Gene Kroupa Ph. 800-323-8369 
Conference Capability, Med. , Bus.-To- Foe. Grps., Door-to-Door, Tel. Studies, Quality Recruiting. Fast Quotes. Since Contact: Michael L. Dean, Ph.D. 
Bus., Consumers. Ethnographies. 1979. Cincinnati's Most Modern and Conve-

nient Facilities. 
Focus Plus Hispanic Marketing KS & R Consumer Testing Center 
79 5th Avenue Communication Research Shoppingtown Mall Medical Marketing Research, Inc. 
New York, NY 10003 1301 Shoreway Rd., Ste. 100 Syracuse, NY 13214 6608 Graymont Place 
Ph. 212-675-0142 Belmont, CA 94002 Ph. 800-289-8028 Raleigh, NC 27615 
Contact: Elizabeth Lobrano Ph. 415-595-5028 Contact: Lynne Van Dyke Ph. 919-870-6550 
Impeccable Cons. & B-B Contact: Dr. Felipe Korzenny Qualitative/Quantitative, Intercepts, Contact: George Matijow 
Recruiting/Beautiful Facilities. Hisp. Bi-Ling./Bi-Cult. Foe Grps. Any- CA Tl, One-on-One. Specialist, Medicai/Pharm. 20 yrs. 

where In U.S./Quan. Strat. Cons. Healthcare Exp. 
Focused Resources Lachman Research & Mktg. Svces. 
5863 Scott lan Ct. Horowitz Associates Inc. 2934 1/2 Beverly Glen Cir., Ste. 119 MedProbe Medical Mktg. Rsch. 

Indianapolis, IN 46254 1971 Palmer Avenue Los Angeles, CA 90077 600 S. Hwy. 169, Ste. 1410 

Ph. 317-291-5416 Larchmont, NY 1 0538 Ph. 310-474-7171 Minneapolis , MN 55426-1218 
Contact: Kristin Geipel Ph. 914-834-5999 Contact: Roberta Lachman Ph. 612-540-0718 
Customer Advisory Boards, Service Contact: Howard Horowitz Advg. & Mktg. Focus Groups and One- Contact: Asta Gersovitz, Phrm.D. 
Improvement. Cable/Video Marketing-Programming- on-Ones. Consumer! Business. MedProbe Provides Full Service Gus-

Advertising Strategy. 
tom Market Research. 

Focused Solutions Leichl iter Associates 
907 Monument Park Cir ., Ste. 203 F 252 E. 61 st St. , Ste. 2C-S Michelson & Associates, Inc. 
Salt Lake City, UT 84108 3904 NW 73rd Street New York, NY 10021 1900 The Exchange, #360 
Ph. 801-582-9917 Kansas City, MO 64151 Ph . 212-753-2099 Atlanta, GA 30339 
Contact: Bill Sartain Ph. 816-587-5717 Contact: Betsy Leichliter Ph. 404-955-5400 
30+ yrs. Exp.; 2500+ Groups with U.S. & Contact: Kavita Card Innovative Exploratory Rsch./ldea De- Contact: Mark L. Michelson 
International Goods & Serv. Consumer/Business/Black/Children/ velopment. Offices NY & Chicago. Insightful sessions/Useful reports. tO+ 

Travel/Hi Tech. 
year experience. 

Franklin Associates, Inc. Nancy Low & Associates, Inc. 
Ate. 3, Box 454 lnfotech Research Studies 5454 Wisconsin Ave ., Ste. 1300 Monitor Research Corp. 
Louisa, VA 23093 1600 Shattuck Ave., #225 Chevy Chase, MD 20815 398 Columbus Ave ., Ste. 123 
Ph. 703-967-3170 Berkeley, CA 94709 Ph. 301 -951 -9200 Boston, MA 02116 
Contact: Tony Franklin Ph. 51 0-843-9414 Contact: Stephanie Roth Ph. 617-262-3438 
25 Years Consumer/New Product Posi- Contact: Susan Williams Full-Service Market Research/Health! Contact: Susan Earabino 
tioning Research. Medical: Doctors, HMOs, Hosp., Phar- Medical/Environment. Immersion Foe. Grps., Adv. Bds., Online, 

macy, Patients. 
Gust. Survey!Dbase. 

Freeman, Sullivan & Co. James A. Lumpp 
131 Steuart St. , Ste. 500 lntersearch Corporation 6822 B Glenridge Dr. Nordhaus Research, Inc. 
San Francisco, CA 94105 132 Welsh Rd. Atlanta, GA 30328 20300 W. 12 Mile Rd. 
Ph. 415-777-0707 Horsham, PA 19044 Ph. 404-395-7512 Southfield , Ml 48076 
Contact: Martha Wilson Ph. 215-657-6400 Contact: Dr. Jim Lumpp Ph. 313-827-2400 
Research Design, Recruitment, Facili- Contact: Robert S. Cosgrove Consumer, Bus.-To-Bus., Ag. , Gust. Contact: John King 
tation and Reporting. Pharm. -Med./High-Tech/Bus. -to-Bus./ Salis. , Travel Ind. Fuii-Svce. Qual. & Quant. , Fin ., Med. , 

Consumer/T elecomm. 
Uti!., 3 Discussion Rms. 

February 1995 37 



Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph. 612-924-0053 
Contact: Paul Tuchman 
Helping You "Outsmart" Your Competi­
tion. 

PACE, Inc. 
31700 Middlebelt Rd ., Ste. 200 
Farmington Hills, Ml 48334 
Ph. 313-553-4100 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist-GEM & 
Aftermarket Experience. 

Jack Paxton & Associates 
4 Jefferson Court 
Princeton, NJ 08540 
Ph. 908-329-2268 
Contact: Jack Paxton 
Pkg. Gds., HBA, Fnce., Rtlg., Hi-tech, 
Bus./Bus., Adv. Rsch. 

Rodgers Marketing Research 
4575 Edwin Drive, NW 
Canton, OH 44718 
Ph. 216-492-8880 
Contact: Alice Rodgers 
Creative/Cost Effective: New Product! 
Consumer, Etc. 

Rudick Research 
One Gorham Island, 3rd Floor 
Westport, CT 06880 
Ph. 203-226-5844 
Contact: Mindy Rudick 
1 0+ yrs. Experience Utilizing 
Innovative Techniques. 

Rhoda Schild Focus Group 
Recruiting/Marketing 
330 Third Ave. 
New York, NY 10010 
Ph. 212-505-5123 
Contact: Rhoda Schild 
Excellent Medical, Consumer, Business 
Recruiting. 

James Spanier Associates 
120 East 75th St. 
New York, 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'MirrorViewingRm. Seats 8-12.1n 
House AudioNid. Equip. 

Spier Research Group 
1 Lookout Circle 
Larchmont, NY 1 0538 
Ph. 914-834-3749 
Contact: Daisy Spier 
Advtg.!Dir. Mktg.!Prod. Dev./Cons./ 
Business/FG/'s/1 on 1 's. 

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

Strategic Research 
4600 Devonshire Common 
Fremont, CA 94536 
Ph. 510-797-5561 
Contact: Sylvia Wessel 
400 Groups, Hi-Tech/Medical/ Finan­
cial/Transportation Svces. 

Strategy Research Corporation 
100 N.W. 37 Avenue 
Miami, FL 33125 
Ph. 305-649-5400 
Contact: Jim Loretta 
Serving All U.S. Hispanic Mkts. & Latin 
America. 

Sweeney International, Ltd. 
221 Main St. 
Danbury, CT 06810 
Ph. 203-7 48-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
QRCA/AMA/Advt. Club. 

Technometrica 
. 85 Kinderkamack Rd. 
Emerson, NJ 07630 
Ph. 201 -986-1288 
Contact: James M. Sears 
Specializing In Med., Bus.-To-Bus. & 
Other Hard To Arrange Groups. 

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

Three Cedars Research 
533 N. 86th Street 
Omaha, NE 68114 
Ph. 402-393-0959 
Contact: Sara Hemenway 
Executive Appointed Facility, Qualita­
tive and Quantitative Research. 

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

Wolf/Aitschui/Callahan, Inc. 
60 Madison Avenue, 5th fl. 
New York, NY 10010-1600 
Ph. 212-725-8840 
Contact: Judi Lippert 
Business-T a-Business, Consumers, All 
Specialties. 

Yarnell Inc. 
147 Columbia Tpke., #302 
Florham Park, NJ 07932 
Ph. 201-593-0050 
Contact: Steven M. Yarnell 
New Product Development & Position­
ing. HW/SW Cos. 

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

California Cunninghis Associates Iowa MedProbe Medical Mktg. Rsch. 

Asian Marketing Kerr & Downs Research Dan Wiese Marketing Research Outsmart Marketing 

Auto Pacific Group, Inc. Strategy Research Corporation Jane L. Stegner, Inc. 

Erlich Transcultural Consultants 
Georgia Maryland Missouri Freeman, Sullivan & Co. 

Grieco Research Group, Inc. Elrick and Lavidge 
Hammer Marketing Resources 

12 
Hispanic Market Connections James A. Lumpp 

Nancy Low & Associates, Inc. 

Hispanic Marketing Michelson & Associates, Inc. 
Massachusetts Nebraska 

lnfotech Research Studies 
Lachman Research & Marketing Svces. Illinois Dolobowsky Qual. Svcs., Inc. Three Cedars Research 

Market Development, Inc. George I. Balch 
First Market Rsch. (L. Lynch) 

New Jersey Strategic Research, Inc. The Marketing Partnership/Milestone TM 
Communications Workshop, Inc. Monitor Research Corp. Jack Paxton & Associates 

Connecticut 
Creative & Response Rsch. Svcs. 

T echnometrica 
Doyle Research Associates 

Access Research, Inc. Anne Flanz Custom Marketing Research Michigan Yarnell Inc. 

The Clowes Partnership Irvine Consulting, Inc. Brand Consulting Group 
New York Groups Plus Kehr Research, Inc. KidFacts Research 

Rudick Research Leichliter Associates Nordhaus Research, Inc. BAI 
Sweeney International, Ltd. Marketing Advantage Research PACE, Inc. Ebony Marketing Research, Inc. 

Fader, William & Associates 

Florida Indiana Minnesota Find!SVP 

Carlson Marketing Consultants Focused Resources Cambridge Research, Inc. Focus On Hudson 
Focus Plus 
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Horowitz Associates Inc. D/R/S HealthCare Consultants Campos Market Research Virginia 
KS & R Consumer Testing Center Medical Marketing Research, Inc. Michael Carraher Discovery Rsch. Franklin Associates, Inc. 
Leichliter Ascts. Consumer/Industrial Research (C/IR) 
Market Navigation, Inc. Ohio Data & Management Counsel, Inc. Washington Rhoda Schild Focus Group Recruiting/ The Davon Group Direct Feedback 

Consumer Opinion Services Mktg. James Spanier Associates Pat Henry Market Research, Inc. 
Spier Research Group Matrixx Marketing Texas Wisconsin Thorne Creative Research 
Wolf/Aitschui/Callahan, Inc. 

Rodgers Marketing Research First Market Rsch. (J. Heiman) Gene Kroupa & Associates 
Dwight Spencer & Associates 

North Carolina Pennsylvania 
Utah 

Catherine Bryant & Associates Focused Solutions 
lntersearch Corp. 

SPECIALTYCROSSINDEXOFMODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

ADVERTISING AUTOMOTIVE COMMUNICATIONS EDUCATION 
Brand Consulting Group Auto Pacific Group, Inc. RESEARCH Marketing Advantage Research 
Cambridge Research, Inc. Creative & Response Rsch. Svcs. Access Research, Inc. 
The Clowes Partnership Erlich Transcultural Consultants ENTERTAINMENT 
Creative & Response Rsch. Svcs. Matrixx Marketing-Research Div. COMPUTERS/MIS Sweeney International, Ltd. 
Dolobowsky Qual. Svcs., Inc. PACE, Inc. 
Doyle Research Associates Michael Carraher Discovery Rsch . 

EXECUTIVES Erlich Transcultural Consultants BIO-TECH Creative & Response Rsch . Svcs. 
Fader, William & Associates Fader, William & Associates BAI 
First Market Research (L. Lynch) 

Focus On Hudson Find/SVP Creative & Response Rsch. Svcs. 
Kehr Research, Inc. 

lntersearch Corporation First Market Research (J. Heiman) Dolobowsky Qual. Svcs., Inc. 
Gene Kroupa & Associates 

Irvine Consulting, Inc. Leichliter Associates Fader, William & Associates 
James A. Lumpp 

Market Navigation, Inc. Market Navigation, Inc. First Market Research (J . Heiman) 
PACE, Inc. 

MedProbe Medical Mktg. Rsch. Marketing Advantage Research lntersearch Corporation 
Spier Research Group 

Medical Marketing Research, Inc. Monitor Research Corp. Marketing Advantage Research 
Strategy Research Corporation 

BUS.-TO-BUS. 
James Spanier Associates PACE, Inc. 

Sweeney International, Ltd. Strategic Research, Inc. James Spanier Associates 
Thorne Creative Research Access Research , Inc. Sweeney International, Ltd. Strategy Research Corporation 
Dan Wiese Marketing Research BAI Yarnell Inc. Sweeney International, Ltd. 

Cambridge Research, Inc. 

AFRICAN-AMERICAN Michael Carraher Discovery Rsch. CONSUMERS FINANCIAL SERVICES 
Ebony Marketing Research, Inc. 

Consumer/Industrial Research (C/IR) Consumer Opinion Services Access Research, Inc. 
Consumer Opinion Services Creative & Response Rsch. Svcs. BAI 

AGRICULTURE 
Creative & Response Rsch. Svcs. Doyle Research Associates Cambridge Research, Inc. 
Data & Management Counsel, Inc. Pat Henry Market Research, Inc. Michael Carraher Discovery Rsch. 

Cambridge Research, Inc. The Davon Group lntersearch Corporation Creative & Response Rsch. Svcs. 
Consumer/Industrial Research (C/IR) Direct Feedback Kehr Research, Inc. The Davon Group 
Gene Kroupa & Associates Fader, William & Associates Gene Kroupa & Associates Dolobowsky Qual. Svcs., Inc. 
James A. Lumpp First Market Research (J. Heiman) James A. Lumpp Elrick and Lavidge 
Market Navigation, Inc. Pat Henry Market Research , Inc. Marketing Advantage Research Fader, William & Associates 
Dan Wiese Marketing Research lntersearch Corporation Rodgers Marketing Research lntersearch Corporation 

Gene Kroupa & Associates Thorne Creative Research Matrixx Marketing-Research Div. 
ALCOHOLIC BEV. James A. Lumpp Dan Wiese Marketing Research Monitor Research Corp. 
George I. Balch Monitor Research Corp. Wolf/Aitschui/Callahan, Inc. Nordhaus Research, Inc. 
Creative & Response Rsch. Svcs. James Spanier Associates The Research Center 
Strategy Research Corporation Spier Research Group CUSTOMER James Spanier Associates 

Sweeney International, Ltd. Sweeney lnt'l. Ltd. 

APPAREL/FOOTWEAR Wolf/ Altschul/Gallahan, Inc. SATISFACTION 
Yarnell Inc. BAI FOODS/NUTRITION Brand Consulting Group 

Michael Carraher Discovery Rsch. 
CHILDREN Elrick and Lavidge Leichliter Associates 

ASIAN Carlson Marketing Consultants Fader, William & Associates 
Asian Marketing Creative & Response Rsch. Svcs. James A. Lumpp FOOD PRODUCTS 
Comm.unication Research Doyle Research Associates Strategic Research, Inc. BAI 
Data & Management Counsel, Inc. Fader, William & Associates Creative & Response Rsch. Svcs. 
Erlich Transcultural Consultants KidFacts Research DIRECT MARKETING Doyle Research Associates 
Fader, William & Associates Matrixx Marketing-Research Div. BAI Kehr Research, Inc. 

Outsmart Marketing Spier Research Group KidFacts Research 
Outsmart Marketing 
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James Spanier Associates INSURANCE Thorne Creative Research First Market Research (J. Heiman) 
Thorne Creative Research Marketing Advantage Research Horowitz Associates Inc. 

PHARMACEUTICALS lntersearch Corporation 

HEALTH & BEAUTY INTERACTIVE PROD./ BAI Marketing Advantage Research 

PRODUCTS Creative & Response Rsch. Svcs. Strategy Research Corporation 
SERVICES/RETAILING D/R/S HealthCare Consultants BAI Leichliter Associates Focus On Hudson TELECONFERENCING 

Thorne Creative Research 
lnfotech Research Studies Cambridge Research, Inc. 

HEALTH CARE MANAGEMENT lntersearch Corporation 

James A. Lumpp Irvine Consulting , Inc. TELEPHONE FOCUS 
Access Research , Inc. Kehr Research , Inc. GROUPS George I. Balch 

MEDICAL PROFESSION Market Navigation , Inc. 
Consumer/Industrial Research (C/IR) MedProbe Medical Mktg. Rsch. Consumer/Industrial Research (C/IR) 
Dolobowsky Qual. Svces., Inc. D/R/S HealthCare Consultants Medical Marketing Research, Inc. Creative & Response Rsch. Svcs. 
D/R/S HealthCare Consultants Focus On Hudson lntersearch Corporation 
Elrick and Lavidge Pat Henry Market Research , Inc. 

PUBLIC POLICY RSCH. Market Navigation, Inc. 
Erlich Transcultural Consultants lntersearch Corporation Medical Marketing Research, Inc. 
Find/SVP Kehr Research , Inc. George I. Balch 

First Market Research (L. Lynch) Nancy Low & Associates, Inc. The Davon Group TOYS/GAMES 
Freeman, Sullivan & Co. Matrixx Marketing-Research Div. 

Carlson Marketing Consultants 
lnfotech Research Studies MedProbe Medical Mktg. Rsch . PUBLISHING 
lntersearch Corporation Medical Marketing Research , Inc. First Market Research (J. Heiman) 

Fader, Wil liam & Associates 
KidFacts Research 

Irvine Consulting, Inc. Nordhaus Research, Inc. Marketing Advantage Research 
Kehr Research , Inc. Rhoda Schild Focus Group Recruiting!Mktg. Thorne Creative Research TRANSPORTATION Market Navigation, Inc. Dan Wiese Marketing Research 
Matrixx Marketing-Research Div. MODERATOR TRAINING SVCES. 
MedProbe Medical Mktg. Rsch . Cunninghis Associates RETAIL Sweeney International, Ltd. 
Medical Marketing Research , Inc. Brand Consulting Group 
Nordhaus Research , Inc. MULTIMEDIA First Market Research (L. Lynch) TRAVEL 
James Spanier Associates 

Marketing Advantage Research Pat Henry Market Research, Inc. Michael Carraher Discovery Rsch. Strategy Research Corporation 
James A. Lumpp 

HISPANIC NEW PRODUCT DEV. SENIORS James Spanier Associates 

BAI Erlich Transcultural Consultants Spier Research Group 
Data & Management Counsel , Inc. Brand Consulting Group Marketing Advantage Research Sweeney International, Ltd . 
Ebony Marketing Research , Inc. Carlson Marketing Consultants 
Erlich Transcultural Consultants The Clowes Partnership SMALL BUSINESS/ UTILITIES 
Hispanic Market Connections, Inc. Creative & Response Rsch. Svcs. ENTREPRENEURS Fader, William & Associates 
Hispanic Marketing Data & Management Counsel , Inc. Freeman, Sullivan & Co. 

Communication Research Dolobowsky Qual. Svcs., Inc. Leich liter Associates Nordhaus Research , Inc. 
Market Development, Inc. Elrick and Lavidge Strategy Research Corporation 
Strategy Research Corporation Fader, William & Associates Yarnell Inc. WEALTHY 
IDEA GENERATION 

First Market Research (J. Heiman) 
SOFT DRINKS, BEER, Strategy Research Corporation 

First Market Research (L. Lynch) 
Analysis Research Ltd. lntersearch Corporation WINE YOUTH BAI Kehr Research , Inc. Carlson Marketing Consultants 
George I. Balch KidFacts Research Creative & Response Rsch. Svcs. 

Doyle Research Associates 

Brand Consulting Group Leichliter Associates Grieco Research Group, Inc. 
Fader, William & Associates 

Creative & Response Rsch. Svcs. Marketing Advantage Research Strategy Research Corporation 
Outsmart Marketing 

Dolobowsky Qual. Svcs., Inc. Outsmart Marketing Thorne Creative Research 
Elrick and Lavidge James Spanier Associates 
Kehr Research , Inc. TEACHERS Leichliter Associates PACKAGED GOODS 
Matrixx Marketing-Research Div. BAI 

Marketing Advantage Research 

Monitor Research Corp. Creative & Response Rsch. Svcs. 
Outsmart Marketing Doyle Research Associates TEENAGERS 
Sweeney International, Ltd . Kehr Research , Inc. Creative & Response Rsch . Svcs. 
Thorne Creative Research Thorne Creative Research Doyle Research Associates 

Fader, William & Associates 
INDUSTRIAL PARENTS KidFacts Research 

First Market Research (J. Heiman) Doyle Research Associates 
Matrixx Marketing-Research Div. 

lntersearch Corporation Thorne Creative Research 
Fader, William & Associates 

Market Navigation, Inc. Marketing Advantage Research 
Strategic Research , Inc. TELECOMMUNICATIONS 
Sweeney International , Ltd. 

PET PRODUCTS BAI 
Dan Wiese Marketing Research Cunninghis Associates 

Cambridge Research , Inc. Elrick and Lavidge 
Kehr Research , Inc. Find/SVP 
Marketing Advantage Research 
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.. ---------~~ Quirk's _________ ... ---------~~~ MARKETING RESEARCH 
Review 

Section I (p. 42-54): 
Providers of data processing and statistical analysis services 

Section II (p. 54-75): 
Providers of software programs for use with PCs 

Section Ill (p. 75-81): 
Providers of software programs for use with mainframes 

I 

Each section contains company listings and a cross-index of the services the 
companies provide. 
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PROVIDERS OF DATA 
PROCESSING & STATISTICAL 
ANALYSIS SERVICES 

The Accutab Company 
125 Marsellus Pl. 
Garfield, NJ 07026 
Ph . 201 -546-7100 
Fax 201-546-9687 
Jon Brunetti , Principal 

Acquadata Entry Services Inc. 
3040 E. Tremont Ave. 
Bronx, NY 10461 
Ph. 718-824-8887 
Fax 718-824-8856 
Susan Acquafredda 

Adapt, Inc. 
12400 Whitewater Dr., #165 
Minnetonka, MN 55343 
Ph . 612-939-0538 
Fax 612-939-0361 
Karen Koch 

Analytical Computer Service, Inc. 
640 N. LaSalle Dr. 
Chicago, IL 60610 
Ph . 312-751 -2915 
Fax: 312-337-2551 
Jerry Madansky, President 

Branch office : 
8687 E. Via de Ventura 
Scottsdale, AZ 85258 
Ph. 602-483-2700 
Fax 602-483-9388 
Jack Pollack, Vice President 

Data processing service bureau for 25 years 
providing coding , data entry, data cleaning , 
cross tabulations and multivariate analysis. 
Developer and marketer of ACS-QUERY, 
PC-based CATI and CAPI system , 
WINCROSS, a production-oriented Windows­
based PC cross tab package, KNOCKOUT, 
for data entry, and JUGGLER, to match/ 
merge/sort ASCII and column binary data 
filer, randomize files and pick every nth num­
ber. 
(See advertisement on p. 42) 

~A pian Software 
Ptawt:al rooL1 for modc:m management 

Apian Software 
P.O. Box 1224 
Menlo Park, CA 94026 
Ph. 800-237-4565 
Fax 415-694-2904 

Look as good as your research - choose 
Survey Pro, award-winning integrated sur­
vey tool adds speed , flexibility and polished 
output to all your questionnaire projects. Au­
tomated questionnaire layout allows for user 
definable scales. Data export, import, or multi-

user data entry. Statistics in text, table or 
graphical formats. No database program­
ming! Standard Edition for DOS & Windows 
Edition with advanced features available! 
'(See advertisement on p. 43) 

Ardisson & Associates , Inc. 
2399 Lawrenceville Hwy., Ste. 4 
Lawrenceville , GA 30244 
Ph. 404-339-1091 
Fax 404-339-1 092 
Tom Ardisson , President 

Atlantic Marketing Research Co., Inc. 
109 State St. , 4th fl. 
Boston, MA 02109 
Ph. 617-720-0174 
Fax 617-589-3731 
Peter F. Hooper 

AutoData Systems 
6111 Blue Circle Dr. 
Minnetonka, MN 55343-91 08 
Ph. 612-938-4710 
Fax 612-938-4693 
Ken Sourbeck, Sales Manager 

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

INTRODUCING WINCROSSM ••• 
CROSS-TAB ANALYSIS, EASY AS 
0PENINGAWINDOW ~~ .... "" "" .... m • . • 

f ile Snrch s,lup }d.odlty Qptlons View tleiD 
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Nevv Win Cross from Analytical 
Computer Softvvare, Inc. 

Data analysts are amazed when they first work with Win Cross. 
It's easy to learn and easy to use. Spec writing that used to take 
hours now is performed in minutes. More importantly, data 
processing personnel can 
zip through complicated 
procedures in far less time. 

WinCross is a 
Windows™-based cross-tab 
processing breakthrough 
that other companies will 
be emulating for years. 

Analyze Win Cross for 
yourself. You'll see why one 
research statistician said, 
"Win Cross blows away any 
other software." Call for a 
free demonstration disk. 

Among its 
many features are 
• Automatic table generation 
• Significance testing 
• Context-sensitive help at any point 
• Presentation quality tables in 

portrait or landscape 
• Spell checking 
• Processing negative numbers 
• Multitasking with efficient use of 

extended memory 

1-800-VVINCROS 
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WINCRossM 
MAKING CROss-TABS A BREEZE 

Analytical Computer Software, Inc. 
640 North LaSa lle Dnve 
Ch icago; Illinois 60610 
312/751 -2915 

8687 East V1a de Ventura 
Scottsdale, Arizona 85258 
602/483-2700 
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Michael Blatt & Co. , Inc. 
606 Sespe Ave. , #203 · 
Fillmore, CA 93015 
Ph. 805-524-6845 
Fax 805-524-1531 
Michael Blatt 

BMDP Statistical Software, Inc. 
12121 Wilshire Blvd., Ste. 300 
Los Angeles , CA 90025 
Ph. 800-238-2637 
Fax 310-207-8844 
Leon DiiPare, Sales Manager 

For over 30 years, BMDP has provided tech­
nical professional data analysis software so­
lutions. The BMDP product line features soft­
ware for DOS, Windows, UNIX, and main­
frames. 
(See advertisement on p. 11) 

Bolding Tab Service, Inc. 
22 Sachem St. · 
Norwalk, CT 06850 
Ph. 203-847-1108 
Fax 203-849-9300 
Lee Bolding, President 

Bradenton Data, Inc. 
1303 10th St. E. 
Palmetto , FL 34221 
Ph. 813-729-5694 
Fax 813-729-2739 
Scott Stewart, V.P. Bus. Dev. 

Brunetti & Associates 
201 Rock Rd. , Ste. 217 
Glen Rock, NJ 07452 
Ph. 201-652-6448 
Fax 201-652-6318 
Wally Brunetti 

Business Forecast Systems, Inc. 
68 Leonard St. 
Belmont, MA 02178 
Ph . 617-484-5050 
Fax 617-484-9219 
K. Hemming, Marketing Director 

Buzz Saw Computing 
P.O. Box 7423 
Nashua, NH 03062 
Ph. 603-888-7210 
Adam Rehbein , Marketing Specialist 

CACI Marketing Systems 
1100 N. Glebe Rd. 
Arlington, VA 22201 
Ph . 800-292-CACI(2224) 
Fax 703-243-6272 
Paul Davies 

Cardiff Software 
531 Stevens Ave., Bldg. B 
Solana Beach, CA 92075 
Ph . 619-259-6430 
Fax 619-259-6450 
Rochelle Pinnell 
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Cascio Research Services 
32-34 Main St. 
Norwalk, CT 06851 
Ph. 203-854-6587 
Fax 203-866-5257 
John Cascio 

Claritas, Inc. 
1525 Wilson Blvd. , #1 000 
Arlington , VA 22209 
Ph . 703-812-2700 

Computers for Marketing Corporation 
Headquarters/Western Region/Svce. Bureau 
54 7 Howard St. 
San Francisco, CA 94105 
Ph . 415-777-0470 
Fax 415-777-3128 
Leif Gjestland, Pres. or Richard Rands, Mgr. 
Branch offices: 

Eastern Region 
126 Fifth Ave ., Ste. 1501 
New York, NY 10011 
Ph. 212-627-7730 
Fax 212-633-2451 
Joyce Rachelson , Manager 

Mountain Region/Svce. Bureau 
1888 Sherman St. , Ste. 425 
Denver, CO 80203 
Ph . 303-860-1811 
Fax 303-860-0501 
Kay Leaf, Manager 

European Rep. & Support Office 
STATIRO 
4, rue Louis Lejeune 
Montrouge 92120 France 
Ph . 1-40-84-84-85 
Fax 1-40-84-89-03 
Jean Sousselier 

Leading developer of computer software for 
marketing research applications including 
CRT interviewing and tabulation software 
running on minicomputers, PC Novell Net­
work, MS/DOS PCs, and UNIX 486's. Our 
clients rely on our unequalled phone system, 
exceptional support staff, product R&D, cus­
tom programming and service bureau ser­
vices. 
(See advertisement on p. 5) 

Comstat Research Corporation 
17 John Alexander Dr. 
Cortlandt Manor, NY 1 0566-6303 
Ph . 914-739-1671 
Fax 914-739-1671 

Consumer Pulse, Inc. 
725 S. Adams 
Birmingham, Ml 48009 
Ph . 800-336-0159 or 810-540-5330 
Fax 810-645-5685 
Richard Miller 

SURVEY PRO 
fast, Easy, 
Powerful 

SURVEY PROrM is a growing family 
of professional, easy-to-use 

integrated survey products that 
need no database programming! 

(--~ ~~~/ 

"Created my first 
survey within 

two hours of 
installing!" 

. ,_( ) .,. 
04+ 0; ;> 

\: .... ' · /~-

_...-/ 

"Mouth, 
watering, eye 
appealing reports" 

/ 

IUHIWEEK 
LABS 
ANAlYST'S 
CHOICE 

"Its ease of use and impressive 
survey- and report-publishing 
features earn it the Analyst's 
Choice." S!01>dord Edilion Rev~on 1.01 7/ 1/91 

SURVEY PRO Advanced Edition for Windows 
3.1 is designed for marketing professionals 
who need high quality without busywork. 

Type your questions, select scales, and get 
desktop publishing quality automatically. 
Create report figures by clicking on the 
questions and statistics. Cross-tabs, multiple 
answer and open-ended answers included. 
Industry standard data import and export. 

ENTRY PRO provides data entry for 5 users. 
Screens automatically generated to match 
the printed form. Or print scannable forms 
and import the data. 

Limited-time - both products only $695! 

Call800 .. 2J7 .. 4565 x307 
or Fax 415 .. 694 .. 2904 

c3Apian Software 
Practical tools for modern management 
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DORIS J. COOPER ASSOC 

/. 

FULL SERVICE 
MARKET RESEARCH 
DATA PROCESSING 

• EVERYTHING FROM CHECK-IN 
THROUGH TABULATION 

• Experienced in-house staff 

• High quality/consistency 

• Rapid turn-around 

CHECK-IN 
Direct from field 

EDIT 
Simple to complex 

CODE 
Code construction 

Coding of open-ends 

KEYPUNCH 
DATA ENTRY 

Fast, accurate and reliable 

TABULATION 
Simple/complex cross-tabs 

GRAPHICS 
Also slides/transparencies 

DJCode 
• Computer-assisted system 

for coding and accessing 

verbatim responses 

• Ideal for copy/concept 

testing, quality assurance 

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

(914) 591-4731 

For Instant Faxed Information 
(800) 227-5638 ext. 141 
Have Your Fax # Ready 

Circle No. 124 on Reader Card 
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Consumer Research Associates/Superooms 
111 Pine St. , 17th fl. 
San Francisco, CA 94111 
Ph . 415-392-6000 
Fax 415-392-7141 
Rich Anderson 

Doris J. Cooper Associates, Ltd. 
1 Bridge St. , Ste . 3 
Irvington, NY 1 0533 
Ph . 914-591 -4731 
Fax 914-591 -4659 
Doris J. Cooper, President 

Full service data processing , check-in to tabu ­
lation . P.O. box available for mail back ques­
tionnaires field check- in using client controls . 
Editing of any complexity. Simple to compre­
hensive code construction . Quality coding by 
experienced coders . Option of computer as­
sisted coding yield ing verbatim printouts for 
each codepoint. Data entry/keypunch in ASCII 
or binary format. Sophisticated cross tabula­
tion . Established 1973 (as Cooper Services). 
(See advertisement on p. 44) 

Data Systems 

CRC Data Systems 
435 Hudson St. 
New York , NY 10014 
Ph . 212-620-5678 
Fax 212-924-9111 
Scott Waller, Vice President 
Branch office: 

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

CRC is a 20-year-old provider of execution 
services to support research professionals. 
Our CATI center, coding , data entry, tabula­
tion and software is designed to satisfy the 
needs of those doing design and analysis. 
(See advertisement on p. 53) 

Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952-4 728 
Ph . 707-765-1001 
Fax 707-76-1068 
Bill Eaton or Lisa Bacon 

~ a c l---=rlSlo® v COMPUTER TRAINING & SUPPORT CORPORATION 

CTSC (Computer Training & Support Corp.) 
14115 Farmington Rd. 
Livonia, Ml 48154 
Ph . 800-884-CTSC (2872) 
Fax 313-525-1401 
Steve Foster, Nat'l. Sales Mgr. 

CTSC prov ides software that offers a 
paperless method to create , distribute and 

take surveys and/or tests . With an automatic 
question/response layout, tests or surveys 
can be made in minutes. Surveys or tests 
may be taken over a network or a stand-alone 
PC. Contains its own database for analyzing 
results using complex formulas and statisti ­
cal functions . Presentation quality display of 
results . 
(See advertisement on p. 2) 

Data Lab Corp. 
7333 North Oak Park Ave. 
Niles , IL @0714 
Ph . 708-647-6678 
Maurice Girardi 

Data Probe, lnc./Datatab, Inc. 
80 Fifth Ave . 
New York , NY 10011 
Ph . 212-255-3355 
Fax 212-255-9699 
Jim Sheridan , Exec. V.P. 

D ATA RECOG NITI ON 

DRC 
CO RP O RATI ON 

Data Recognition Corporation 
5900 Baker Rd. 
Minnetonka, MN 55345 
Ph . 612-935-5900 
Fax 612-935-1435 
Deanna Hudella, Mgr. Sales & Mktg. 

Data Recognition Corporation provides cus­
tom survey processing services, including 
project management, questionnaire layout, 
printing , variable intelligent printing , material 
distribution/mailing, collection , optical/IMAGE 
scanning , key entry, programming , report­
ing, statistical analysis , and verbatim com­
ment typing/coding to commercial , medical , 
government, and education markets. 
(See advertisement on p. 45) 

DATAN, Inc. 
301 N. Harrison, Ste . 482 
Princeton, NJ 08540 
Ph . 609-921 -6098 
Fax 609-921 -6731 
Michael Stentz 

Datanetics 
114 N. Beatty St. 
Pittsburgh , PA 15206-3002 
Ph . 412-363-3282 
Jerry Lisovich , Director 

DataSource 
3939 Priority Way S. Dr. 
P.O. Box 80432 
Indianapolis, IN 46280-0432 
Ph . 800-800-8370 
Fax 317-843-8638 
Teresa Young 

DataStar, Inc. 
400 Main St. , Ste. 2 
Waltham , MA 02154 
Ph . 617-647-7900 
Fax 617-647-7739 
Elaine Smerlas, President 
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Data Tabulating Service , Inc. 
3323 Chamblee-Dunwoody Rd . 
Chamblee, GA 30341 
Ph. 404-455-0114 
Fax 404-458-8926 
Bill Tyner 

Data Vision Research , Inc. 
29 Emmons, Bldg . G1 
Princeton , NJ 08540 
Ph. 609-987-0565 
Ron Vangi 

Delphus, Inc. 
103 Washington St. , Ste . 348 
Morristown, NJ 07960 
Ph . 201-267-9269 
Fax 201 -285-1228 
Hans Levenbach , President 

ENV~JIQN .. 

EnVision Knowledge Products 
1 Veterans Square 
Media, PA 19063 
Ph. 610-566-4210 
Fax 610-566-4252 
Mike Fassino, Principal 
Branch office : 

203 E. Baltimore Pike 
Media, PA 19063 
Ph. 61 0-565-1832 
Fax 61 0-565-7293 
Rose Marie McElwee, Dir. Sales & Mktg. 

EnVision Knowledge Products' staff of pro­
fessional statisticians and programmers have 
been providing state-of-the -art statistical 
analysis and report writing for over 15 years . 
We are ready to help you with all your analy­
sis and reporting needs, from the most simple 
to the sublime. 
(See advertisement on p. 55) 

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

Geographic Decision Support Systems 
2345 Queen St. , 2nd fl. 
Toronto , ON M4E 1 H2 
Ph . 416-693-9054 
Fax 416-693-7893 
Dr. David Brusegard 

Hancock Information Group 
2180 West S.R. 434, Ste. 31 70 
Longwood , FL 32779 
Ph . 407-682-1556 
Fax 407-682-0025 
John Bonsall 
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HBRS, Inc. 
455 Science Dr. 
Madison, WI 53711 
Ph . 608-232-2800 
Fax 608-232-2858 
Kent D. Van Liere, Principal/President 
Branch office : 

20 Park Plaza, Ste. 1220 
Boston , MA 02116 
Ph. 617-695-9421 
Fax 617-695-1427 
Glen Weisbrod, Principal 

Idea Works, Inc. 
100 W. Briarwood 
Columbia, MO 65203 
Ph. 314-875-5827 or 800-537-4866 
Fax 314-875-5814 
Ed Brent, President 

lmagisys, Inc. 
60 Rome St. 
Farmingdale, NY 11735 
Ph. 516-420-4770 
Herb Rubinsky 

Intelligent Marketing Systems, Inc. 
Ste. 2801 , 10303 Jasper Ave. 
Edmonton, AB T5J 3N6 
Ph. 403-944-9212 
Fax 403-426-7622 
Michael Williams , President 

International Data Corp. 
1884 Lackland Hill Pkwy., #3 
St. Louis , MO 63146 
Ph . 314-432-7866 
Fax 314-432-5960 
Gayle Myers 

IRA 
701 N. Plano Rd. 
Richardson , TX 75081 
Ph . 214-690-4493 
Andy Keedy 

R. Isaacs Computing Ascts ., Inc. 
734 Walt Whitman Rd. 
Melville, NY 11747 
Ph. 516-427-1444 
Fax 516-427-1455 
Richard Isaacs, President 

Immediate Quality Data 
6075 E. Molloy Rd. 
Rodax Park, Bldg . #1 
Syracuse, NY 13211 
Ph. 315-431 -0660 

JRP Marketing Research Services, Inc. 
100 Granite Dr., Terrace Level 
Media, PA 19063 
Ph. 610-565-8840 

John McCarthy Fax 610-565-8870 
Paul R. Frattaroli 

DATA RECOGNITION CORPORATION 

I I 
D RC- 20 years experience in providing survey processing and logistical 
services to the survey research community in support of employee, 
quality assessment and customer satisfaction programs. 

DRC Survey Support Services: 

• Professional Project Management 

• Document Layout and Printing 
• Distribution and Receiving of Surveys 
• Optical Scanning 

• IMAGE/OCR Scanning 
• Comment Coding and Processing 

• Data Base Management 

• Data Reporting 
• Statistical Analysis 

To get complete information, call or write: 

Deanna L. Hudella Patrick L. Hensel 
DATA RECOGNITION CORPORATION 

5900 Baker Road 
Minnetonka, MN 55345 

(612) 935-5900 or (800) 826-2368 
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KG Tabs 
200 Park Ave. S., Ste. 818 
New York, NY 10003 
Ph. 212-674-2323 
Sally Krusch 

Lincoln Systems Corporation 
P.O. Box 391 
West Ford, MA 01886 
Ph. 508-692-3910 

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

Management Science Associates , Inc. 
6565 Penn Ave. 
Pittsburgh , PA 15206-4490 
Ph . 412-362-2000 
Fax 412-363-8878 
James Stangl 

Manugistics, Inc. 
2115 E. Jefferson St. 
Rockville , MD 20852 
Ph. 301 -984-5000 
Fax 301 -984-5094 
Jhana Shimizu , Mktg. Mgr. 

5 

MARITZ~ 
~1.\1\KETING RESf: :\H l. ll 1:--.:c . 

?!l#te~~ -
Maritz Marketing Research, Inc. 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph. 314-827-1 610 
Fax 314-827-3224 
Ron Lipovsky, President 
Branch offices: 

Performance Measurement Group 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph . 314-827-2417 
Fax 314-827-4651 
Michael D. Phillips, Exec. V.P. 

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

Performance Measurement Group 
100 Park Ave., 34th fl. 
New York, NY 10017 
Ph. 212-983-7575 
Fax 212-983-7574 
Steve Wolf, Acct. Mgr. 

ONLY IOc PER NUMBER 
Maritz Sampling offers quality samples - random, listed, or 
targeted - for I oc per number; no extra charges. Choose 
from our frequently updated and extensive national database 
containing over 70 million households. Our flexible system 
can define geographic descriptions. code telephone records, 
suppress duplicate numbers within any sample, and provide 
a choice of output. 

1 oc per number includes these FREE seruices: 
• Job set-up 
• Cell/quota definitions 
• Custom area definitions 
• ZIP-based samples 
• Appending FIP, ZIP or other codes onto the output of 

telephone records 
• Use of high-density telephone blocks 
• Magnetic tapes/diskettes/modem 
• Printing of call dialing sheets 

CALL MARITZ TODAY AND TAKE ADVANTAGE 
OF A TOP QUALITY SAMPLE 

1-800-446-1690 
II~ ll MARITZ MARKETING RESEARCH INC 
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Performance Measurement Group 
Southpoint Tower 
1650 W. 82nd St. , Ste. 1400 
Bloomington , MN 55431 
Ph. 612-885-3885 
Fax 612-885-3886 
Lynn Newman, V.P., Div. Mgr. 

Performance Measurement Group 
142 Central Ave. 
Clark, NJ 07066 
Ph . 908-388-4800 
Fax ~08-388-4999 

Sandy Hoffman, Sr. Acct. Mgr. 

Performance Measurement Group 
17100 Pioneer Blvd. , Ste. 400 
Artesia, CA 90701 
Ph . 310-809-0500 
Fax 31 0-809-0422 
Julie Williams, V.P., Div. Mgr. 

Agricultural/Industrial Division 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph . 314-827-2305 
Fax 314-827-5433 
Janet Hanson, Sr. Acct. Mgr. 

Automotive Research Group 
3035 Moffat Dr. 
P.O. Box 352768 
Toledo, OH 43615 
Ph. 419-841 -2831 
Fax 41 9-841 -8349 
Tim Rogers, Group V.P. 

Automotive Research Group 
1515 W. 190th St. , Ste. 300 
Gardena, CA 90248 
Ph. 310-217-4600 
Fax 310-323-2459 
Larry Sherman, Acct. Mgr. 

Automotive Research Group 
1000 Town Center, Ste. 1100 
Southfield , Ml 48075 
Ph. 313-948-4500 
Fax 313-948-4647 
Pam Donoghue, Sr. Acct. Mgr. 

Full service marketing research firm . Internal 
data processing and data entry staff. Custom 
data tabulation , CATI interviewing. Statistical 
analysis experience with most multivariate 
methods (ANOVA regression , factor con­
joint, cluster, etc.) plus proprietary. 
(See advertisements on pp. 15, 46) 

Market Probe International 
19 W. 44th St. , Ste. 1004 
New York, NY 10036-6001 
Ph. 212-869-6262 
Fax 212-869-6593 
Alan Appelbaum , President 

Marketeam Associates 
1807 Park 270 Dr., #300 
St. Louis, MO 63146 
Ph . 314-878-7667 
David Tugend 
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Marketing Models 
303 Congress St. , 5th fl. 
Boston, MA 02210 
Ph. 617-261 -0050 
Fax 617-261-5390 
Meryl Kahn, Dir. Sales & Mktg . 

Marketing Probe 
1233 N. Mayfair Rd ., Ste. 100 
Milwaukee, WI 53226 
Ph. 414-778-6000 
T.R. Rao, President 

MarketPlace Research, Inc. 
7800 Cooper Rd., Ste. 202 
Cincinnati , OH 45242 
Ph. 513-891-8891 
Fax 513-891-8897 
Gregory R. Widmeyer, Dir. Mktg. Rsch. 

:.:::::. .iii ------· --· ---
MATRIXX Marketing- Research Division 
4600 Montgomery Rd., Ste. 400 
Cincinnati , OH 45212 
Ph. 800-323-8369 or 513-841 -1199 
Fax 513-841-0666 
Brian Goret, Acct. Exec. 

MATRIXX Marketing Research has a full­
service (in-house) data processing unit con­
sistently providing complete coding, data 
entry, editing, cleaning, tabulation , statistical 
testing and advanced reporting capabilities. 
Offering flexible, customized solutions for 
your specific needs since 1976. 
(See advertisement on p. 32) 

MICROTAB 
Microtab, Inc. 
380 Market Place 
Roswell , GA 30075 
Ph. 404-552-7856 
Fax 404-552-7719 
Larry Hills 

Based in Atlanta, Microtab offers full service 
data processing . Full service is provided , 
from data entry to presentation quality tables. 
Data entry and coding services available. We 
can read data generated by Ci2, Ci3, CfMC, 
Oscar, etc. We can test already compiled 
data (tables) for statistical significance, key­
ing areas where differences are found and 
annotating the results on the table. We can 
also provide overhead transparencies , slides 
or paper in black and white or in color. 

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 re­
sults are annotated automatically on your 
tables. Dr. Gary Mullet is a consultant to 
Microtab, Inc. 
(See advertisements on pp. 47, 73) 

Mid-America Research , Inc. 
999 N. Elmhurst Rd. 
Mt. Prospect, IL 60056 
Ph. 708-392-0800 
Fax 708-870-6236 
Marshall Ottenfeld, President 
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Gary Mullet Associates, Inc. 
466 Connemara Crossing 
Lawrenceville , GA 30244-4854 
Ph . 404-931 -1 060 

PINE COMPANY 

Gary Mullet, President 

Multivariate Software, Inc. 
4924 Balboa Blvd., #368 
Encino, CA 91316 
Ph. 818-906-0740 
Fax 818-906-8205 
Brian Lorber, Marketing Manager 

Dlllu Pmce.ui11g.for Murket i11g Research 

Pine Company 
1607 16th St. 
Santa Monica, CA 90404 
Ph. 310-453-0633 
Fax 310-453-3969 
Ben Pine, President 

Next Generation Research, Inc. 
30301 Wedgewood Dr. 
Cleveland , OH 44139-1508 
Ph. 216-498-1185 
Fax 216-498-0983 
Jonathan E. Brill , Ph.D. , Principal 

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

Established 1967, Pine Company is the 
West's largest full-service provider of data 
processing for market research . Expert staff 
works 24 hours a day 7 days a week. Ser­
vices include verbatim coding , CRT data 
entry/editing, optical scanning (1 00 times 
faster than manual keypunch) , interactive 
tabulation (proprietary software) , presenta­
tion quality graphics, multivariate analysis. 
Specializes in custom solutions to clients ' 
specific needs. 
(See advertisement on p. 27) 

Perfect Data 
2015 W. Cactus Rd. , #215 
Phoenix, AZ 85029-2792 
Ph. 602-861-2303 

Pizzano & Company, Inc. 
301 Edgewater Place 
Wakefield , MA 01880 
Ph. 617-245-9545 Fax 602-870-0221 

Mark Yannone, Owner Fax 617-245-9540 
Christal Changelian 

Pericles Software 
26952 Oakmead Dr. 
Perrysburg, OH 43551 

Processing Consultants In Mktg . 
410 Broad Ave. , #101 Ph. 419-872-0966 or 419-872-0441 (Tech.) 

Fax 419-872-0441 Palisades Park, NJ 07650 

Nora Logan Ph. 201-944-5585 

MICROTAB® 
is all you need 

to know. 

Microtab has been The Standard of 
Excellence in Cross Tabulation Software 
for over 14 years. We offer three 
editions to meet all your in-house cross 
tab needs as well as data manipulation 
and statistical testing software. All our 
software comes with a lifetime of free 
supporl. 

We also offer full-service data 
processing. With either our software or 
our service bureau, you receive superior 
service from the most customer-focused 
staff in the business. 

Check into Microtab today - for all of 
your cross tab needs. 

• 
380 Marlcet Place, Suite 100 • Roswell , Georgia 30075-3943 

Telephone (404) 552-7856 • FAX (404) 552-7719 

Microtab is a registered trademarlc of Microtab, lncorp<mlled 
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PAl 
PAl-Productive Access, Inc. 
19851 Yorba Linda Blvd., Ste. 203 
Yorba Linda, CA 92686 
Ph . 800-693-3111 
Fax 714-693-8747 
Bradley T. Hontz, Director 
Branch office: 

Ph . 810-646-7046 
Fax 81 0-646-7046 
John Sevec, Director 

PAl offers a complete turnkey solution to the 
analysis of survey research data via the mTAB 
Research Analysis system. Specializing in 
large and complex data tabulation projects , 
PAl offers a variety of data processing ser­
vices and provides a full featured database 
product via PAl's mTAB software. 
(See advertisement on p. 48) 

Pro Tab 
8692-B Skillman, Ste . 218 
Dallas, TX 75243 
Ph . 214-824-4939 
Fax 214-824-5670 
Vicki Bernstein, Owner 

P-STAT, Inc. 
230 Lambertville-Hopewell Rd. 
Hopewell , NJ 08525 
Ph . 609-466-9200 
Fax 609-466-1688 
Sebbie Buhler, Mktg . Mgr. 

Pulse Analytics , Inc. 
152 Jeffer Court 
Ridgewood , NJ 07450 
Ph . 201 -447-1395 
Fax 201-447-2104 
Stanley I. Cohen 

Pulse Train Technology 
618 U.S. Hwy. 1, Ste. 306 
N. Palm Beach, FL 33408 
Ph . 407-842-4000 
Fax 407-842-7280 
Henry A. Copeland 
Branch office : 

6232 N. Pulaski Rd ., Ste. 401 
Chicago, IL 60646 
Ph. 312-794-8900 

High capacity data processing , CATI ques­
tionnaire scripts and custom programming 
services using Pulse Train software are pro­
vided as needed upon request. 
(See advertisement on p. 77) 
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Quality Coding , Inc. 
130 Jane St. 
New York, NY 10014 
Ph . 212-243-0004 
Fax 212-627-4363 
MacGregor Suzuki 

Quality Information Center 
1374 Richmond Rd . 
Staten Island, NY 1 0304 
Ph . 718-987-0893 
Fax 718-667-8005 
Dennis If'. Burke 

QUANTI ME 

Quantime Corporation 
11 E. 26th St. , 16th fl. 
New York, NY 10010 
Ph . 212-447-5300 
Fax 212-447-9097 
Joseph P. Marinelli , President 
Branch offices : 

4010 Executive Park Dr., #226 
Cincinnati , OH 45241 
Ph . 513-563-8800 
Fax 513-563-8807 
Rudy Bublitz , Acct. Mgr. 

Citicorp Center 
One Sansome St. , Ste . 2100 
San Francisco, CA 94104 
Ph . 415-951 -4742 
Fax 415-951 -1077 
John Taggart, V.P. 

67 Maygrove Rd. 
London , U.K. NW6 2EG 
Ph . 011 -447-1-625-7222 
Fax 011 -447-1-624-5297 
Fax 011-447-1-624-5331 
Stephanie Gwilliam, Director 

Quantime has a full service data processing 
bureau offering coding , data entry, scanning , 
data editing, cleaning, full tabulation with 
complete sample balancing and various sta­
tistical applications including significance test­
ing on finished managementtables. Datafiles 
generated to feed into statistical , graphics 
and spreadsheet programs without re-enter­
ing specifications. Quantime provides data­
base for Quanvert, our menu driven user 
friendly PC based data analysis program for 
Windows or MS-DOS. 
(See advertisement on p. 3) 

Quantum Consulting , Inc. 
2030 Addison St. , Ste. 410 
Berkeley, CA 94704 
Ph. 510-540-7200 
Fax 510-540-7268 
Robert Uhlaner 
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Questar l1as the 

itzsigl1t to identify 

tl1e issztes, 

tl1e tools to 

·1zte ~~pret tl1e data, 
a Research Partner that takes you beyond 

Q SERVICE QUALITY RESEARC~ 
We Measure Quality. Inside and Out. 
2905 West Service Road 
Eagan, Minnesota 55121-2199 
(6U) 688-0089 
Fax(612)688-0546 

the expected le velttcles to 
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Questar Service Quality Research 
2905 W. Service Rd. 
Eagan, MN 55121 
Ph. 612-688-0089 
Fax 612-688-0546 
Julie Fontaine, Mktg. Support Supv. 

Specializing in customized assessment of 
internal and external customer satisfaction , 
Questar is a leader in helping clients develop 
effective strategies that improve the value of 
their products/services lending to increased 
customer satisfaction, retention and profits . 
(See advertisement on p. 49) 

ReData, Inc. 
6931 Arlington Rd. , Ste. 308 
Bethesda, MD 20814 
Ph. 301 -951 -4484 
Fax 301-951 -3362 
Peter Van Brunt, President 

Renaissance Rsch. & Consulting 
127 East 59th St. 
New York, NY 10022 
Ph. 212-319-1833 
Fax 212-319-1833 
Dr. Paul M. Gurwitz, Managing Dir. 
Branch office: 

120 Sundale Rd. 
Accord , NY 12404 
Ph. 914-626-3115 
Fax 914-626-8247 
Dr. Paul Gurwitz, Managing Dir. 

Research Data Analysis 
450 Enterprise Ct. 
Bloomfield Hills, Ml 48302 
Ph. 810-332-5000 
Fax 810-332-4168 
Frank Forkin 

Research Results , Inc. 
371 Wanoosnoc Rd. 
Fitchburg , MA 01420 
Ph. 508-345-5510 
Fax 508-345-5335 
John Zarrella 

Right Information Systems, Ltd. 
9 Westminster Pl. Gardens, Artillery Row 
London , U.K. SWIP IRL 
Ph. 011 -44-0-71 -976-0996 
Fax 011-44-0-71 -976-0901 
Richard Hoptroff, President 
Branch office: 

28 Green St. 
Newbury, MA 01951 
Ph . 800-803-0933 
Fax 508-462-9198 
Susan Yeames, Marketing Asst. 

The Sachs Group, Inc. 
1800 Sherman Ave. 
Evanston , IL 60201 
Ph. 708-475-7526 
Fax 708-475-7830 
Laurie Potter 

Saxe Research 
5248 Pizzo Ranch Rd. 
La Canada, CA 91 011 
Ph . 818-952-2446 
Fax 818-952-8117 
Robert Saxe 

Scantron Corp. 
1361 Valencia Ave. 
Tustin , CA 92680-6463 
Ph . 714-259-8887 

Scientific Computing Associates 
913 W. Van Buren St. , #3H 
Chicago, IL 60607 
Ph. 312-455-0222 
Fax 312-455-1 652 
Will iam Lattyak 

SDR, Inc. 
2251 Perimeter Park Dr. 
Atlanta, GA 30341 
Ph . 404-451-51 00 
Fax 404-451 -5096 
David Feldman 

Slater Hall Information Products 
1301 Pennsylvania Ave. NW, Ste. 507 
Washington D.C. 20004 
Ph . 202-393-2666 
George Hall 

Software Solution Specialist 
251 N. Cambridge 
Orange, CA 92666 
Ph. 714-633-2651 
David Lowerre 

Dwight Spencer & Associates 
1290 Grandview Ave. 
Columbus, OH 43212 
Ph. 614-488-3123 
Fax 614-421 -1154 
Betty Spencer, Vice President 

Spring Systems 
P.O. Box 10073 
Chicago, IL 60610 
Ph. 312-275-5273 
John Pavasars, President 

SPSS, Inc. 
444 N. Michigan Ave. 
Chicago, IL 60611 -3962 

---------------1.----------------i Ph. 800-543-5815 

TelePrompt ™- Questionnaire Setup & Interview Software 

EXCLUSIVE PRODUCT, FEATURES, AND SERVICES 

• Windows 
• Macintosh 
e MS-DOS 

includes user friendly mouse driven interface with 
menu bars, radio buttons, scroll boxes and more ... 

l!t 1 Multiple Projects Introductory Offer 
and 

Competitive Upgrade 

50 

2 Sample Management 
3 Questionnaire Setup 
4 Interview Screen 
5 Import/Export 

© 1994 3D Software Services 

call 30 Software Services (703) 525-1391 
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Fax 800-841 -0064 
Branch offices: 

SPSS Asia Pacific Pte. Ltd. 
Singapore, Singapore 
Ph . 011 -65-221 -2577 

SPSS Australasia Pty. Ltd. 
New South Wales, Australia 
Ph. 011-61-2-954-5660 

SPSS Benelux BV 
Gorinchem, The Netherlands 
Ph . 011 -31 -1830-36711 

SPSS France SARL 
Boulogne, France 
Ph . 011 -33-1-4699-9670 

SPSS GmBH Software 
Munich , Germany 
Ph . 011 -49-89-4890740 

SPSS Hispanaportuguesea S.L. 
Madrid , Spain 
Ph . 011 -34-1547-3703 
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Use SPSS 6.1 for the Macintosh when 
you need in-depth answers quickly 

and easily. Go beyond summary statis­
tics and spreadsheet row-and-column 
math by using the right tool for the job. 
SPSS is a complete tool kit of statistics, 
graphs and reports that enables you to 
answer tough questions like: 
• How satisfied are my customers? 
• What will sales be next quarter? 
• What are the patterns in my data? 

SPSS products are used 
today for: 
Survey research 
• Explore consumer awareness 
• Compare perceptions of products 
• Discover preferences by group 
Marketing and sales analysis 
• Analyze your customer database 
• Forecast sales by product and region 
• Improve mailing ~:"esponses 
• Determine which promotions 

work best 
Quality improvement 
• Assess process capability · 
• Reduce nonconformance 
• Spot unnatural patterns of variation 
• Track incidence of infection 
Research of all types 
• Test hypotheses 
• Determine group differences 
• Track performance over time 
• Prepare professional reports 

Answer your tough questions 
From the most basic to the most 
in-depth analysis, SPSS 6.1 for the 
Macintosh gives you a wide range of 
statistics. Use procedures from counts 
and crosstabs to regression, factor, 
Kaplan-Meier plus over 60 more! SPSS 
gives you all the statistics you need to 
answer your tough questions. 

All statistics are located in organized, 
easy-to-use menus and dialog boxes. 
Get up and running quickly with the 
online tutorial. Task~riented help and a 
statistical glossary guide novices and 
experts alike. 

See your results clearly and pinpoint 
your answers easily with 50+ fully­
integrated, high-resolution charts. 

Take advantage of System 7 features 
such as Apple® Events, Balloon HelpTM 
and AppleScripC support · 

Working with SPSS couldn't be 
easier. Call today to find out how to 
answer your tough questions every 
day with SPSS 6.1 for the Macintosh! 
Get a great value - order now! 

1 (800) 345-5383 
or Fax 1 (800) 841-0064 

Get answers to 
tough questions 
using in-depth 
statistics! 
Work with 60+ 
statistical procedures 
from basics such as 
counts and crosstabs 
to more sophisticated 
statistics including 
factor, regression and 
logistic regression. 

Work faster 
with an all new 
Macintosh 
interface! 

Ask about our 

Get fast, flexible 
data management! 
The new spreadsheet­
style Data Editor makes 
entering, editing and 
managing your data fast 
and easy using either 
values or value labels. 
And, you can work with 
even your largest data 
files! 

learn faster using an 
online tutorial and 
speed up analysis with 
task-oriented help, a 
statistical glossary and 
a new tool bar. Plus, all 
statistics are located in 
organized, convenient 
menus and dialog boxes 
for fast access without 
having to type 
commands! 

See your results quickly and clearly! 
Use 50+ integrated, high-resolution charts and graphs. Choose from business, 
statistical and SOC charts. All charts can be fully edited with point-and-click 
accuracy through tear-off menus and palettes. 

Take a closer look at SPSS 6.1 for the Macintosh: 
• All new Macintosh interface 
• Statistics located in easy-to­

understand menus and dialog 
boxes 

• 60+ statistical procedures -
from the most basic to the 
most advanced 

• Work with even your largest 
data files 

• 50t integrated, high-resolution 
business, statistical and SOC 
charts with automatic labels, 
including: Bar, Area, Pie, 
~igh-Low·Ciose, Histograms. 
Scatterplots, Boxplots, Error 
bars. Pareto. X-bar. Range. 
Autocorrelation Plots and 
many more 

• Create labeled charts auto­
matically as part of SPSS' 
powerful statistical routines 

• Tear -off tool palette for 
on-screen chart editing 

• Choose the right chart with 
the help of the SPSS' Chart 
Advisor 

• Manage and view charts 
easily with the SPSS Chart 
Carousel 

• Tool bar with one-button 
access to statistics. commonly 
used functions and results. 
Plus, with the Dialog Box 
Recall button, SPSS remem­
bers your last 12 steps making 
it fast and easy to do ad hoc 
or refine analyses. 

• System 7 puts multitasking 
power at your fingertips 

• Supports Apple" Events 
required suite 

• Quickly build error-free produc­
tion jobs from SPSS dialog 
boxes or type commands using 
our command language. Use 
AppleScript· to run your 
production jobs unattended 

• Hot buttons between graphs 
and numerical output 

• New spreadsheet-style Data 
Editor makes it easy for you to 
enter, edit, browse and man­
age your data. Display values 
as labels or as numbers. Use 
the Data Editor to add or 
delete cases. to search for a 
particular case or variable and 
much more 

• Option-click any variable cell 
to see a pop-up menu of value 
labels 

• Easily subset your data wilti 
the Data Editor's ability to 
show current case selection 

• Save time by defining 
templates for variable defini­
tions you use frequently 

• Keep your formulas safe and 
separate from your data 

• Identify individual cases in 
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scatterplots and boxplots and 

see related cases highlighted 
in the Data Editor 

• Directly read files from Excel 
4.0.• Lotus 1-2-3,• dBASE.• 
SPSS 5.0 or higher as well as 
SPSS 4.0 for the Macintosh 

• ODBC database access 
• Access files in other applica­

tions ltirough Easy Open 
translators 

• Complete report writer 
• Online tutorial with step-by­

step instructions and system 
overview 

• Task-oriented help system 
• Glossary of statistical terms 
• Documentation which clearly 

explains statistics 
• Technical support for statisti­

cal and operational help 

Available add-on modules: 
• Explore your data more thor­

oughly with factor. cluster. 
discriminant analysis and 
much more using SPSS 
Professional Statistics• 

• Execute advanced multivariate 
techniques such as Cox regres­
sion, Kaplan-Meier estimation, 
logistic regression and more 
using SPSS Advanced 
Statistics" 

• Create customized tabular 
reports with SPSS Tables· 

• Predict the future using 
advanced time-series analysis 
in SPSS Trends" 

~ Perform perceptual mapping, 
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conjoint analysis and optimal 
scaling procedures with SPSS 
Categories" 

• Build thematic maps with 
Maplnfo" 

r--- - ------- - --- - ------------- - -- - ---- -- ------ - ---------------------------------
Get a great value - order now! Name 

CaUl (800) 345-5383 
Title 

Organization 

or Fax 1 (800) 841-0064 Address 

or mail to: SPSS Inc. City 

444 North Michigan Avenue ZIP 
Chicago, IL 60611 

American Express, Discover, MasterCard, 
Phone number ( 

VISA and I.M.P A C. cards accepted Fax number ( 

State 

Email 

A5383 

Try SPSS 6.1 for the Macintosh 
with our unconditional, 60-day 
money-back guarantee. 

SPSS 
Real Stats. Real Easy. SM 

Chicago • Washington, D.C. • Boulogne • Chertsey • Gorinchem • Madrid • Munich • New Delhi • Singapore • Stockholm • Sydney • Tokyo • And distributors worldwide 
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SPSS India Private Ltd. 
New Delhi , India 
Ph. 011 -91-11 -600121 x. 1029 

SPSS ltalia 
Bologna, Italy 
Ph. 011-44-51 -234574 

SPSS Japan Inc. 
Tokyo, Japan 
Ph . 011-81 -3-5474-0341 

SPSS Scandinavia AB 
Stockholm, Sweden 
Ph. 011-46-8-1 02-610 

SPSS UK Ltd. 
Chertsey Surry, United Kingdom 
Ph. 011-44-1932-566262 

SPSS is a multi-national software products 
company that provides statistical product and 
service solutions. Since 1968, SPSS has 
produced products for use in marketing re­
search, along with survey research , sales 
and marketing analysis , quality improvement, 
scientific research , data reporting education , 
reporting and education. SPSS software de­
livers data management, statistical analysis , 
reporting and presentation capabilities on 
more than 80 different computer platforms. 
(See advertisement on p. 51) 

Statistical Innovations Inc. 
375 Concord Ave. 
Belmont, MA 02178 
Ph. 617-489-4490 
Frank Derrick 

StatSoft, Inc. 
2325 E. 15th St. 
Tulsa, OK 7 41 04 
Ph. 918-583-4149 
Fax 918-583-4376 
KerryAnn Wiens 

STS, Inc. 
1218 Massachusetts Ave. 
Cambridge, MA 02138 
Ph. 617-547-6475 
Fax 617-547-5176 
Arthur Spar, President 

Sulcer Services for Mktg. Rsch . 
291 8th St. , Ste. 2W 
Jersey City, NJ 07302-1946 
Ph. 201-420-5090 
Tom Sulcer 

Survey Analysis 
13428 Miles Standish Port 
Palm Beach Gardens, FL 33420 
Ph. 407-7754-1460 or 800-541-2735 
Fax 407-775-1474 
Michael Eiselman 

Survey Network Data Processing , Inc. 
10601 N.W. 47th Ct. 
Coral Springs , FL 33076 
Ph . 305-341-4929 
Fax 305-341 -4811 
Philip D. Bennis 
Branch office : 
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1660 N.E. 191 St. , A 1-202 
N. Miami Beach , FL 33179 
Ph . 305-944-5395 
Fax 305-944-5395 
Alan Coffiels 

Tabulyzer 
50 Greenwood Ave. 
West Orange, NJ 07052 
Ph. 201 -731 -7800 
Peter A. Sharpe, Vice President 

TIC/A 
461 Park Ave. S. 
New York, NY 10016 
Ph. 212-679-3111 
Fax 212-679-3174 

TeiSTAR (USA), Inc. 
235 Great Neck Rd. 
Great Neck, NY 11 021 
Ph . 516-829-1800 
Fax 516-829-1823 
Paul Capozzi 

n 3D Software Services 

3D Software Services 
825 Catamaran St. , #4 
Foster City , CA 94404-3143 
Ph . 415-57 4-0178 
Fax 415-574-0895 
David Griffis, President 
Branch office : 

2724 N. Nelson 
Arlington , VA 22207 
Ph . 703-525-1391 
Fax 703-525-0013 
Aubrey Mansfield, Sales Manager 

Questionnaire setup and interview software 
runs in Windows, MS DOS and Macintosh. 
Meets corporate standards and more. Ser­
vices include training , customization reports, 
and data processing . 
(See advertisement on p. 50) 

Training Technologies, Inc. 
11449 Lebanon Rd. 
Cincinnati , OH 45241 
Ph. 800-546-1 043 
Fax 513-769-5950 
Ken Reed 

Vital Statistics 
Lethbridge Plaza - P.O. Box 789 
Mahwah, NJ 07430 
Ph. 201 -512-0033 
Fax 201 -512-0044 
Emil Stern 

Jan Werner Data Processing 
34 Williams St. 
Pittsfield, MA 01201 
Ph . 413-442-0416 
Fax 413-499-5047 
Jan Werner, Principal 

Western Wats Center 
288 West Center St. 
Provo, UT 84601 
Ph. 801 -373-7735 
Fax 801-375-0672 

WMB & Associates 
2182 Bent Oak Dr. 
Apopka, FL 32712-3925 
Ph . 407-889-5632 
Fax 407-889-5632 
William M. Bailey, Ph.D., Principal 

CODING 
The Accutab Co. 
Analytical Computer Service, Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co. , Inc. 
Michael Blatt & Co. 
Bradenton Data, Inc. 
CACI Marketing Systems 
Cascio Research services 
Computers for Marketing Corporation 
Consumer Pulse, Inc. 
Comstat Research Corp. 
Doris J. Cooper Ascts., Ltd. 
CRC Data Systems 
DATAN , Inc. 
Datanetics 
DataSource 
DataStar, Inc. 
Data Probe , lnc./Datatab, Inc. 
Data Recognition Corporation 
Data Tabulating Service 
FM R Associates 
Hancock Information Group 
HBRS, Inc. 
lmagisys, Inc. 
Immediate Quality Data 
International Data Corp. 
R. Isaacs Computing Ascts . 
JRP Marketing Research Services, Inc. 
M. Lynch Company 
Management Science Ascts. 
Maritz Marketing Research 
Market Probe International 
MATRIXX Marketing - Research Division 
Microtab, Inc. 
Mid-America Research, Inc. 
Optimum Solutions Corp 
Pine Company 
PAl-Productive Access, Inc. 
Pro Tab 
Pulse Train Technology 
Quality Coding , Inc. 
Quality Information Center 
Quantime Corporation 
Questar Service Quality Research 
ReData, Inc. 
Research Data Analysis 
Research Results 
SDR, Inc. 
Software Solution Specialist 
Dwight Spencer & Associates 
STS, Inc. 
Sulcer Research Ascts . 
Survey Analysis 
TeiSTAR (USA), Inc. 
Training Technologies, Inc. 
Vital Statistics 
Western Wats Center 
WMB & Associates 
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DATA ENTRY 
The Accutab Co. 
Acquadata Entry Services 
Adapt, Inc. 
Analytical Computer Service, Inc. 
Apian Software 
Ardisson & Associates , Inc. 
Atlantic Marketing Research Co., Inc. 
AutoData Systems 
Michael Blatt & Co. 
Bradenton Data, Inc. 
Bruce Bell and Ascts . 
Brunetti & Associates 
Cardiff Software, Inc. 
Cascio Research Services 
Computers for Marketing Corporation 
Comstat Research Corp. 
Consumer Pulse, Inc. 
Consumer Research Ascts . 
Doris J. Cooper Ascts., Ltd. 
CRC Data Systems 
Creative Research Systems 
CTSC (Computer Training & Support Corp.) 
Data Lab Corp. 
Datanetics 
DATAN, Inc. 
Data Probe , lnc./Datatab, Inc. 
DataSource 
DataStar, Inc. 
Data Tabulating Service 
Data Vision Research 
FMR Associates 
Hancock Information Group 
HBRS, Inc. 
lmagisys, Inc. 
Immediate Quality Data 
International Data Corp. 
IRA 
R. Isaacs Computing Ascts. 
JRP Marketing Research Services, Inc. 
KG Tabs 
Management Science Ascts. 
Maritz Marketing Research 
Marketeam Associates 
Market Probe International 
MATRIXX Marketing - Research Division 
Microtab, Inc. 
Mid-America Research , Inc. 
Optimum Solutions Corp. 
Perfect Data 
Pine Company 
Pro Tab 
Processing Consultants In Mktg. 
PAl-Productive Access, Inc. 
Pulse Train Technology 
P-STAT, Inc. 
Qual ity Coding , Inc. 
Quality Information Center 
Quantime Corporation 
Questar Service Quality Research 
ReData, Inc. 
Research Data Analysis 
Research Results 
SDR, Inc. 
Dwight Spencer & Associates 
SPSS, Inc. 
STS, Inc .. 
Sulcer Services 
Survey Analysis 
TeiSTAR (USA), Inc. 
3D Software Services 
Training Technologies, Inc. 
Vital Statistics 

February 1995 

Western Wats Center 
WMB & Associates 

DATA TABULATION 
The Accutab Co. 
Analytical Computer Service, Inc. 
Apian Software 
Ardisson & Associates , Inc. 
Atlantic Marketing Research Co. 
Bruce Bell & Ascts ., Inc. 
Michael Blatt & Co. 
Bolding Tab Service, Inc. 
Bradenton Data, Inc. 
Brunetti & Associates 
Cascio Research Services 
Computers for Marketing Corporation 
Comstat Research Corp. 
Consumer Pulse, Inc. 
Consumer Research Ascts . 
Doris J. Cooper Ascts., Ltd. 
CRC Data Systems 
Creative Research Systems 
CTSC (Computer Training & Support Corp.) 
Data Lab Corp. 
DATAN, Inc. 
Datanetics 
Data Probe, lnc./Datatab, Inc. 
Data Recognition Corporation 
DataSource 
DataStar, Inc. 
Data Tabulating Service 
Data Vision Research 
FMR Associates 
Hancock Information Group 
HBRS, Inc. 
lmagisys, Inc. 
IRA 
R. Isaacs Computing Ascts. 
JRP Marketing Research Services 
KG Tabs 
Management Science Ascts. 
Maritz Marketing Research 
Marketeam Associates 
Marketing Probe, Inc. 
Market Probe International 
MATRIXX Marketing- Research Division 
Microtab, Inc. 
Mid-America Research , Inc. 
Next Generation Research , Inc. 
Perfect Data 
Pericles Software 
Pine Company 
Pro Tab 
Processing Consultants In Marketing 
PAl-Productive Access, Inc. 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
Quantum Consulting 
Questar Service Quality Research 
ReData, Inc. 
Research Data Analysis 
Research Results 
SDR, Inc. 
Dwight Spencer & Associates 
SPSS, Inc. 
TELSTAR (USA), INC. 
STS, Inc. 
Sulcer Research Ascts. 
Survey Analysis 

· Survey Network Data Processing 
Tabulyzer 
TIC/A 

YOUR 
ONE-STOP 
SHOP FOR 
EXECUTION 

SERVICES 
- SINCE 1975-

• CATI inter viewing fa cility 

with full predictive dialing 

capabiliti es 

• Tabulations from the most 

expe ri enced professionals in 

the indus try 

• In -house capabiliti es : 

• Coding 

• Data entry 

• So ftware to support your 

needs: 

• Tel-Athena ™ ... Advanced 

CATI package; 

• ADtab TM . . . Windows-based, 

user -fri endly cross tabu ­

lation package; 

• Post ™ ... Creates manage­

ment reports on your PC 

• Tabulous™ ... Sophisticat d, 

powe rful cross tabulation 

package 

"No Job Is Too BiB 
or Too Small" 

Data Systems 

EW YORK• CHI CAGO 

ATLA TA•BO STON •PHO ENIX 

Please Call: 

1 800 488 5881 
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3D Software Services 
Training Technologies, Inc. 
Vital Statistics 
Jan Werner Data Processing 
Western Wats Center 
WMB & Associates 

SCANNING SERVICES 
AutoData Systems 
Bradenton Data, Inc. 
Cardiff Software, Inc. 
Cascio Research Services 
CRC Data Systems 
Data Lab Corp. 
Data Recognition Corporation 
Market Probe International 
Optimum Solutions Corp. 
Pine Company 
Quantime Corporation 
Questar Service Quality Research 
ReData, Inc. 
Scantron 
Training Technologies , Inc. 

STATISTICAL ANALYSIS 
SERVICES 
Analytical Computer Service, Inc. 
Apian Software 
Ardisson & Associates , Inc. 
Atlantic Marketing Research Co., Inc. 
Michael Blatt & Co. 
BMDP Statistical Software, Inc. 
Bradenton Data, Inc. 
Business Forecast Systems, Inc. 
Buzz Saw Computing 
CACI Marketing Systems 
Cascio Research Services 
Claritas, Inc. 
Computers for Marketing Corporation 
Comstat Research Corp. 
Consumer Pulse, Inc. 
Consumer Research Ascts. 
CRC Data Systems 
Creative Research Systems 
CTSC (Computer Training & Support Corp.} 
Data Lab Corp. 
DATAN, Inc. 
Datanetics 
Data Recognition Corporation 
DataSource 
DataStar, Inc. 
Data Tabulating Service 
Data Vision Research 
Delphus, Inc. 
EnVision Knowledge Products 
FMR Associates 
Geographic Decision Support Systems 
Hancock Information Group 
HBRS, Inc. 
Idea Works , Inc. 
Immediate Quality Data 
lmagisys, Inc. 
Intelligent Marketing Systems, Inc. 
Lincoln Systems Corporation 
Management Science Ascts. 
Manugistics, Inc. 
Maritz Marketing Research 
Market Probe International 
Marketeam Associates 
Marketing Models 
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Marketing Probe, Inc. 
MarketPlace Research, Inc. 
MATRIXX Marketing - Research Division 
Microtab, Inc. 
Mid-America Research , Inc. 
Gary Mullet Ascts ., Inc. 
Multivariate Software, Inc. 
Next Generation Research , Inc. 
Pine Company 
Pizzano & Co. 
Pro Tab 
P-STAT Inc. 
Pulse Analytics 
Quantime Corporation 
Quantum Consulting 
Questar Service Quality Research 
ReData, Inc. 
Renaissance Rsch. & Consulting 
Research Data Analysis 
Right Information Systems, Ltd. 
The Sachs Group, Inc. 
Saxe Research 
Scientific Computing Associates 
SDR, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatSoft, Inc. 
STS, Inc. 
Sulcer Research Ascts . 
Survey Analysis 
Survey Network Data Processing 
Training Technologies, Inc. 
WMB & Associates 

PROVIDERS OF SOFTWARE 
PROGRAMS FOR USE WITH PCs 

Advanced Concepts, Inc. 
4129 N. Port Washington Ave. 
Milwaukee, WI 53212 
Ph. 414-963-0999 
Fax 414-963-2090 
Jeffrey W. Wohlfahrt, President 

Advanced Data Research 
2550 Telegraph Rd. , Ste. 107 
Bloomfield Hills, Ml 48302 
Ph . 810-332-1217 
Fax 810-332-6869 
Kevin Cook, Technical Mktg . Mgr. 

Analytical 
('0,..1PI 11 R Sl ~\I( I l'\1 

Analytical Computer Service, Inc. 
640 N. LaSalle Dr. 
Chicago, IL 60610 
Ph. 312-751 -2915 
Fax : 312-337-2551 
Jerry Madansky, President 
Branch office: 

8687 E. Via de Ventura 
Scottsdale , AZ 85258 
Ph . 602-483-2700 
Fax 602-483-9388 
Jack Pollack, Vice President 

Market research software developer for 25 
years. ACS-QUERY, PC based CATI and 
CAPI system features easy questionnaire 
setup, sample management, quota control, 

labeled marginals, one-by-one cross tabs , 
sorted open-ends and interviewers produc­
tivity and disposition reports. WINCROSS, 
PC cross tab package, offers mainframe fea­
tures in a Windows-based application . 
(See advertisement on p. 42} 

~A pian Software 
Pratttcul tool\ for modem manaKement 

Apian Software 
P.O. Bo~ 1224 
Menlo Park, CA 94026 
Ph . 800-237-4565 
Fax 415-694-2904 

Look as good as your research-choose Sur­
vey Pro, award-winning integrated survey 
tool adds speed, flexibility and polished out­
put to all your questionnaire projects. Auto­
mated questionnaire layout allows for user 
definable scales. Data export, import, or multi­
user data entry. Statistics in text, table or 
graphical formats . No database program­
ming! Standard Edition for DOS & Windows 
Edition with advanced features available! 
(See advertisement on p. 43) 

AutoData Systems 
6111 Blue Circle Dr. 
Minnetonka, MN 55343-9108 
Ph. 612-938-4710 
Fax 612-938-4693 
Ken Sourbeck, Sales Manager 

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

Bernett 

m1 
Research 

Bernett Research 
230 Western Ave. 
Boston , MA 02134 
Ph . 617-254-1314 ext. 333 
Fax 617-254-1857 
Andrew R. Hayes, V.P. Marketing 

FocusReports software enables moderators 
to slash the time it takes to create top line and 
in-depth reports by 50% or more. Search for 
all comments using certain words and phrases 
and view them in a separate window. Effort­
lessly cut and paste comments into your 
topline. Automatically merge highlights from 
multiple sessions into a single report. Call 
Andrew Hayes at Bernett Research. 
800.276.5594. 
(See advertisement on p. 13) 
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BMDP Statistical Software, Inc. 
12121 Wilshire Blvd ., Ste. 300 
Los Angeles , CA 90025 
Ph. 800-238-2637 
Fax 310-207-8844 
Leon DiiPare, Sales Manager 

BMDP offers several software programs for 
DOS and Windows, including data analysis , 
data visualization , structural equation model­
ing , and specialized statistical programs. 
(See advertisement on p. 11) 

Bretton-Clark 
89 Headquarters Plz., 14th fl. 
Morristown , NJ 07960 
Ph. 201 -993-3135 
Fax 201 -993-1757 
Steve Herman 

Brunetti & Associates 
201 Rock Rd ., Ste. 217 
Glen Rock, NJ 07452 
Ph . 201-652-6448 
Fax 201 -652-6318 
Wally Brunetti 

Business Forecast Systems, Inc. 
68 Leonard St. 
Belmont, MA 02178 
Ph. 617-484-5050 
Fax 617-484-9219 
K. Hemming, Marketing Director 

Buzz Saw Computing 
P.O. Box 7423 
Nashua, NH 03062 
Ph . 603-888-721 0 
Adam Rehbein , Marketing Specialist 

CACI Marketing Systems 
1100 N. Glebe Rd. 
Arlington, VA 22201 
Ph. 800-292-CACI(2224) 
Fax 703-243-6272 
Paul Davies 

Caliper Corporation 
1172 Beacon St. 
Newton, MA 02161 
Ph. 617-527-4700 
Howard Slavin 

Ceresco Marketing , Inc. 
8101 Agnew Rd. 
Ceresco, NE 68017 
Ph . 800-642-4638 
Fax 402-785-2073 
Robert Lookabaugh 

Claritas, Inc. 
1525 Wilson Blvd ., #1000 
Arlington, VA 22209 
Ph. 703-812-2700 

Computers for Marketing Corporation 
Headquarters/Western Region/Svce. Bureau 
54 7 Howard St. 
San Francisco, CA 94105 
Ph. 415-777-0470 
Fax 41 5-777-31 28 
Leif Gjestland , Pres. or Richard Rands , Mgr. 
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Branch offices : 
Eastern Region 
126 Fifth Ave ., Ste. 1501 
New York, NY 10011 
Ph . 212-627-7730 
Fax 212-633-2451 
Joyce Rachelson , Manager 

Mountain Reg ion/Svce. Bureau 
1888 Sherman St. , Ste. 425 
Denver, CO 80203 
Ph. 303-860-1811 
Fax 303-860-0501 
Kay Leaf, Manager 

European Rep. & Support Office 
STATIRO 
4, rue Louis Lejeune 
Montrouge 92120 France 
Ph . 011 -1-40-84-84-85 
Fax 011 -1-40-84-89-03 
Jean Sousselier 

Comstat Research Corporation 
17 John Alexander Dr. 
Cortlandt Manor, NY 1 0566-6303 
Ph. 914-739-1671 
Fax 914-739-1671 

Data Systems 

CRC Data Systems 
435 Hudson St. 
New York, NY 10014 
Ph. 212-620-5678 
Fax 212-924-9111 
Scott Waller, Vice President 
Branch office : 

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

CfMC offers a CATI and CAPI system (C­
SURVENT) for either telephone CRT inter­
viewing or face-to-face interviewing on free 
standing PCs. C-SURVENT can handle large 
and complex questionnaires and also has a 
quota control and a phone sample module 
available. EZWriter is also available as a 
dramatically easier way to prepare a ques­
tionnaire for CRT interviewing. 

CRC Software offers solutions for CATI inter­
viewing with TELATHENA™ , tabulation 
needs with TABULOUS™ and ADtab™, and 
data reporting with POST™. 
(See advertisement on p. 53) 

CfMC also offers a tabulation system (C­
MENTOR) designed specifically for market 
and opinion research . 

Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952-4728 
Ph. 707-765-1001 
Fax 707-76-1068 
Bill Eaton or Lisa Bacon 

(See advertisement on page 5) 

EN,,~riDN y·~-~ - TM 

If you're ready to start converting market research information into 
marketing knowledge, call Susan Pine at 1-800-854-0019 or by fax at 
610-566-4252 and get a demo disk of EnVision Knowledge Products' 
SmartReport. 

SmartReport an extremely easy to use computer program for creating and 
distributing interactive multimedia market research reports. The 
SmartReport allows market researchers to: 

}> Access built-in tools so users can perform their own analyses, including easy to 
use cross tab and statistical analysis, from simple t-tests to powerful perceptual 
maps. 

}> Completely integrate qualitative and quantitative research. 

}> Extremely easy to use interface. SmartReport works with hypertext so users 
simply cl ick their mouse over words or numbers to navigate through their market 
research knowledgebase. 

}> Automatically update text and graphics in tracking studies. 

}> Designed specifically for market research so the SmartReport's data handling 
and analytic capability exceed any other presentation or multimedia 
development package. 

}> Provides integration of complex statistica l models such as conjoint simulators so 
they are activated from within a report. 

}> Designed around the Windows operating system, SmartReport requires no 
additional software or hardware so researchers can immediately access a large 
installed base. 

}> SmartReport is Internet ready. Because of the authoring language underlying 
SmartReport, it is compatible with all specifications of Mosaic and Internet's 
World Wide Web. 

ENU~JIQN~ 
ENV ISION K NOWLEDGE PRODUCTS 

One Vetera ns Squa re, Media, PA 19061 

800-854-00 19 • 6 10-566-4210 

FAX 6 10-566-4252 
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~ COMPUTER TRAINING & SUPPORT CORPORATION 

CTSC (Computer Training & Support Corp.) 
14115 Farmington Rd. 
Livonia, Ml 48154 
Ph. 800-884-CTSC (2872) 
Fax 313-525-1401 
Steve Foster, Nat'l. Sales Mgr. 

CTSC provides software that offers a 
paperless method to create , distribute and 
take surveys and/or tests . With an automatic 
question/response layout, tests or surveys 
can be made in minutes. Surveys or tests 
may be taken over a network or a stand-alone 
PC. Contains its own database for analyzing 
results using complex formulas and statisti­
cal functions . Presentation quality display of 
results. 
(See advertisement on p. 2) 

Cybernetic Solutions Co. 
3479 W. 7480 So. 
Salt Lake City, UT 84084 
Ph. 801-568-1190 
Kent Francis 

Data Probe , lnc./Datatab, Inc. 
80 Fifth Ave. 
New York, NY 10011 
Ph . 212-255-3355 
Fax 212-255-9699 
Jim Sheridan , Exec. V.P . 

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

DATAN, Inc. 
301 N. Harrison, Ste. 482 
Princeton , NJ 08540 
Ph . 609-921-6098 
Fax 609-921-6731 
Michael Stentz 

Datanetics 
114 N. Beatty St. 
Pittsburgh , PA 15206-3002 
Ph. 412-363-3282 
Jerry Lisovich , Director 

DataSource 
3939 Priority Way S. Dr. 
P.O. Box 80432 
Indianapolis, IN 46280-0432 
Ph. 800-800-8370 
Fax 31 7-843-8638 
Teresa Young 

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

Digisoft Computers , Inc. 
310 Madison Ave ., Ste. 509 
New York, NY 10017 
Ph. 212-490-7980 
Fax 212-370-9118 
Peggy Maclean, Dir. Sales & Mktg. 

ENV~JIQN .. 

EnVision Knowledge Products 
1 Veterans Square 
Media, PA 19063 
Ph . 610-566-4210 
Fax 610-566-4252 
Mike Fassino, Principal 
Branch office : 

203 E. Baltimore Pike 
Media, PA 19063 
Ph . 610-565-1832 
Fax 61 0-565-7293 
Rose Marie McElwee, Dir. Sales & Mktg. 

EnVision Knowledge Products ' 
SmartReport™ is a computer program that 
puts your clients ' data at their fingertips , 
along with all the tools they need to explore, 
interpret and generate decisions. By simply 
moving the mouse, your client can move 
through an interactive market research re­
port containing text, graphics, build their own 
cross tabs and perform extensive statistical 
analysis. 
(See advertisement on p. 55) 

Equifax Nat'l. Decision Systems 
5375 Mira Sorrento Pl. , #400 
San Diego, CA 92121 
Ph . 619-622-0800 

Expert Choice, Inc. 
4922 Ellsworth Ave. 
Pittsburgh, PA 15213 
Ph . 412-682-3844 
Rozann Whitaker 

Ferox Microsystems, Inc. 
901 N. Washington St. , Ste. 707 
Alexandria , VA 22314 
Ph. 703-684-1660 
Fax 703-684-1666 
Rusty Luhring , President 

GENESYS Sampling Systems 
565 Virginia Dr. 
Ft. Washington , PA 19034 
Ph. 215-653-7100 
Fax 215-653-7114 
Amy Starer, Vice President 

Complete random digit dialing (ROD) sam­
pling system for IBM compatibles and Apple 
Macs. Geographic capabilities down to the 

ZIP code level (e.g. , state, county, DMA, 
MSA and area code /exchange). Targeted 
samples for over 20 demographic variables, 
including associated incidence and cover­
age estimates . Interfaces to all major CATI 
systems. PRIZM coding module available . 

GENESYS - 10: Hardware/software/database 
system for identifying and purging non-work­
ing and non-household numbers from ROD 
samples. 
(See advertisement on p. 57) , 

Geodemographics , Ltd . 
69 Arch St. 
Johnson City , NY 13790 
Ph . 607-729-5220 
Fax 607-729-5909 
Mike Nichols , Dir. of Mktg. 

Geographic Data Technology, Inc. 
11 Lafayette 
Lebanon , NH 03766 
Ph . 603-643-0330 
Section Ill 

Geographic Decision Support Systems 
2345 Queen St ., 2nd fl. 
Toronto, ON M4E 1 H2 
Ph . 416-693-9054 
Fax 416-693-7893 
Dr. David Brusegard 

HBRS, Inc. 
455 Science Dr. 
Madison, WI 53711 
Ph . 608-232-2800 
Fax 608-232-2858 
Kent D. Van Liere, Principal/President 
Branch office : 

20 Park Plaza, Ste. 1220 
Boston, MA 02116 
Ph . 617-695-9421 
Fax 61 7-695-1427 
Glen Weisbrod , Principal 

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

Idea Works, Inc. 
100 W. Briarwood 
Columbia, MO 65203 
Ph. 314-875-5827 or 800-537-4866 
Fax 314-875-5814 
Ed Brent, President 

I M A - Information Mgmt. Ascts ., Inc. 
One Corporate Dr., Ste. 414 
Shelton , CT 06484 
Ph . 203-925-6800 or 800-776-0462 
Fax 203-1170 
Kathleen Corry, Mktg. Comm. Specialist 
Branch offices : 

901 Warrenville Rd. 
Lisle, IL 60532 
Ph . 708-241 -4777 
Fax 708-241 -4781 
Jon Gassett, Reg . Mgr. 

1891 Professional Bldg. 
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Just because it has ten digits 
doesn't mean it's a phone number. 

(If you tried to find out where your telephone sample came from, would you be left empty handed?) 

No Black Boxes 

Sample development should not be a black box 
process. GENESYS is for researchers who want to 
know exactly where the ten digits come from. We 
are the company to call if you need to know your 
sampling options and the impact each will have. 
You can count on us to provide a detailed method­
ological definition for every sample we create. 
GENESYS has no black boxes, just explicit sam­
pling processes. 

Full Service 

One simple phone call gives you complete access to 
a wealth of experience and a collection of sampling 
resources that can handle any sampling problem. 
We have a full array ofRDD sample methodologies 
(including the industry's only single 
stage epsem telephone proeability sam­
ple) as well as listed household and 
business samples. Demographic tar­
geting, with exchange-level demo­
graphic estimates, is available for all 
RDD and listed samples. GENESYS 
does it all, from sample design thr9ugh 
generation. 

Economical 

GENESYS Sampling Systems has the experience 
and technology to help you hold down the high cost 
of data collection. Our G ENESYS Plus and GENE­
SYS ID systems economically purge business and 
non-working numbers from your RDD sample so 
you don't have to pay interviewers to find them. We 
also offer significant, automatic, volume discounts 
on both a job and an annual basis. 

Quality 

Quality research begins with a quality sample and 
you can count on G ENESYS to be the most statis­
tically accurate available. Whether you need a 
fully customized sample for a specific project, or 

you want to set up an in-house, stand­
alone system using your own comput­
ers, G ENESYS gives you the best of 
both worlds. The best way to find out 
what GENESYS Sampling Systems 
can do for you is to see us in action. Call 
today for a personal demonstration at 
your location. 

GENESYS Sampling Systems • 565 Virginia Drive • Fort Washington, PA 19034 • (215) 653-7100 
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Danvers, MA 01923 
Ph. 508-774-9941 
Fax 508-777-9452 
Scott Riley, Mktg . Rep. 

12020 Sunrise Valley Dr., Ste. 100 
Reston, VA 22091 
Ph. 703-391 -6011 
Fax 703-476-2217 
Mike Faul , Mktg . Rep. 

535 Colonial Park Dr. 
Roswell , GA 30075 
Ph. 404-552-7770 
Fax 404-552-7403 
Paul McGhee, Mktg. Rep. 

17550 Newhope St. , Ste. A 
Fountain Valley, CA 92708 
Ph . 714-549-3068 
Fax 714-641 -0689 
Mac McGary, Reg . Mgr. 

Harbour Exchange Square 
Ste. 4.04 Exchange Tower 
London , U.K. E14 9GB 
Ph. 011 -44-71 -512-1188 
Fax 011 -44-71 -512-0812 
Chris Brooks , Reg . Mgr. 

lmagisys , Inc. 
60 Rome St. 
Farmingdale, NY 11735 
Ph. 516-420-4770 
Herb Rubinsky 

IMSI 
1895 E. Francisco 
San Rafael , CA 94901 -5568 
Ph. 415-454-7101 
Fax 415-454-8901 

In no Vision 
555 Santa Alicia Ave. 
Rohnert Park, CA 96928 
Ph . 707-795-3031 
Fax 707-795-3031 
Bill Eaton 

Intelligent Marketing Systems, Inc. 
Ste. 2801 , 10303 Jasper Ave. 
Edmonton , AB T5J 3N6 
Ph . 403-944-9212 
Fax 403-426-7622 
Michael Williams, President 

IRI Software 
200 Fifth Ave. 
Waltham, MA 02154 
Ph . 617-890-1100 

R. Isaacs Computing Ascts ., Inc. 
734 Walt Whitman Rd. 
Melville, NY 11747 
Ph . 516-427-1444 
Fax 516-427-1455 
Richard Isaacs, President 

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

Leibowitz Market Research Ascts. · 
One Parkway Pl. , Ste. 110 
4824 Pkwy. Plz. Blvd. 
Charlotte, NC 28217 
Ph . 704-357-1961 
Fax 704'-357-1 965 
Teri Leibowitz, President 

Lincoln Systems Corporation 
P.O. Box 391 
West Ford, MA 01886 
Ph . 508-692-3910 

MacroWorld Research Corp. 
4265 Brownsboro Rd., #170 
Winston-Salem, NC 27106 
Ph. 910-759-0600 
Fax 91 0-759-0636 
Douglas A. Graham 

Management Science Associates, Inc. 
6565 Penn Ave. 
Pittsburgh, PA 15206-4490 
Ph. 412-362-2000 
Fax 412-363-8878 
James Stangl 

suR. v EY SJ.\1 !) TM fOR WINDOWS 
a a 
11111 

:ktarksting! 
:M_asters 

The most comprehensive survey software available for PCs! 

Question Librarian Survey Manager Survey Said Help 

:Here is just a sampfe of wliat our 

customers are using Survey Said for: 
Custollfte .. Satisfaction 
Ellnployee Satisfaction 

T .. aining Cou .. se Evaluation 
Ma .. keting Su..veys 

T .. ade Show Su..veys 
p.,oduct Testing Su..veys 

Mail Diskette Su..veys (DOS) 
Mail Diskette Su..veys (Windows) 

Touch Sc .. een/Kiosk Su..veys 
Telephone lnte..viewing 
Gove.-nllftent Resea .. ch 

and now 
lnte.-net Su..veys <New>!! 
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Example Hospital Survey - Gender » How Select Us 

I My do~ tor insis te d 

I My d octor 
l'"cc ommcndcd 

~ Docto..- atvc options 

I PcnonaJ selection 
by me 

I I insisted~ doctor 
ap-ccd 

lns~ancc m an date d 
hospital 

I Emcr ccncy brought 
m e: here 

Survey Said fo.r all Your Survey Needs! 
Networked version starting at $395. Harness the power 
of Windows with Survey Said ! Phone (414) 788-1675 
Marketing Masters, PO. Box 545, Neenah WI. 54957-0545 
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Manugistics, Inc. 
2115 E. Jefferson St. 
Rockville , MD 20852 
Ph. 301 -984-5000 
Fax 301 -984-5094 
Jhana Shimizu , Mktg . Mgr. 

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

M/NR/C, Inc. 
P.O. Box 650083 
Dallas, TX 75265-0083 
Ph. 214-506-3400 
Mike Reddington 

MARITZ® 
\I.\11KJO:TI. G HF:S E. \H C: II 1:'\ C 

?!f#tetktut ~ -Maritz Marketing Research, Inc. 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph . 314-827-1610 
Fax 314-827-3224 
Ron Lipovsky, President 
Branch offices : 

Performance Measurement Group 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-2417 
Fax 314-827-4651 
Michael D. Phillips, Exec. V.P. 

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

Performance Measurement Group 
100 Park Ave. , 34th fl. 
New York, NY 10017 
Ph. 212-983-7575 
Fax 212-983-7574 
Steve Wolf, Acct. Mgr. 

Performance Measurement Group 
Southpoint Tower 
1650 W. 82nd St. , Ste. 1400 
Bloomington , MN 55431 
ph. 61 2-885-3885 
Fax 612-885-3886 
Lynn Newman, V.P. , Div. Mgr. 

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

Performance Measurement Group 
17100 Pioneer Blvd., Ste. 400 
Arte"sia, CA 90701 
Ph. 310-809-0500 
Fax 31 0-809-0422 
Julie Williams, V.P., Div. Mgr. 

February 1995 

Agricultural/Industrial Division 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph. 314-827-2305 
Fax 314-827-5433 
Janet Hanson, Sr. Acct. Mgr. 

Automotive Research Group 
3035 Moffat Dr. 
P.O. Box 352768 
Toledo, OH 43615 
Ph. 419-841 -2831 
Fax 419-841 -8349 
Tim Rogers, Group V.P. 

Automotive Research Group 
1515 W. 190th St. , Ste. 300 
Gardena, CA 90248 
Ph. 310-217-4600 
Fax 310-323-2459 
Larry Sherman, Acct. Mgr. 

Automotive Research Group 
1000 Town Center, Ste. 1100 
Southfield, Ml 48075 
Ph . 313-948-4500 
Fax 313-948-4647 
Pam Donoghue, Sr. Acct. Mgr. 

PC-based statistical package performs ten 
significance 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 . 
(See advertisements on pp. 15, 46) 

Market ACTION 
2222 Westerland , #250 
Houston, TX 77063 
Ph . 713-789-0652 
Dr. Betsy Goodnow, President 

Market Power, Inc. 
101 Providence Mine Rd. , #1 04 
Nevada City, CA 95959 
Ph . 916-265-5000 

Market Probe International 
19 W. 44th St. , Ste. 1004 
New York, NY 10036-6001 
Ph . 212-869-6262 
Fax 212-869-6593 
Alan Appelbaum, President 

Marketing Information Systems 
1840 Oak Ave ., 4th fl. 
Evanston , IL 60201 
Ph . 708-491 -3885 
Fax 708-491 -0682 
Mark Johnson 

Marketing Masters 
P.O. Box 545 
Neenah, WI 54957-0545 
Ph. 414-788-1675 
Fax 414-788-1675 
Jodi Smits , Sales Manager 

Marketing Masters and Buzz Saw Comput­
ing have joined forces to create the next 
generation software suite for complete sur­
vey creation , administration and analysis. 
Survey Said™ and Survey Stats™ together 
provide the most comprehensive survey envi­
ronment available for PCs running DOS or 
Windows. Survey Said™ facilit ies question 
librarian functions and WYSIWYG question­
naire creation . Survey Stats™ provides pow­
erful statistical analysis directly on the survey 
data with an easy to use point and click 
interface. 
(See advertisement on p. 58) 

Survey Software for the professional researcher 
* Questionnaire Design * Questionnaire Printing 
* CAT! and CAP! * Questionnaire Analysis 

No matter what your requirements: 
crosstabulations, frequency tables, 

descriptive statistics or 3-D graphics, 
SNAP Professional is your 

"all in one" solution! 

St Call or fax Mercator Corporation 
centre or for your free evaluation diskette 

Tel: (508) 463-4093 
First Fax: (508) 463-9375 •™ 
Visited within the year. ... .... O 
Visited before that.. ....... ... ... . O 

F1rs t VISit 
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Marketing Metrics, Inc. 
305 Rte. 17 
Paramus, NJ 07652 
Ph. 201-599-0790 
Fax 201-599-0791 
Joseph Wyks 

Marketing Models 
303 Congress St. , 5th fl. 
Boston, MA 02210 
Ph. 617-261-0050 
Fax 617-261-5390 
Meryl Kahn , Dir. Sales & Mktg. 

Marketing Probe 
1233 N. Mayfair Rd., Ste . 100 
Milwaukee, WI 53226 
Ph. 414-778-6000 
T.R. Rao, President 

=:.-...-. .. -=---· - --
MATRIXX Marketing - Research Division 
4600 Montgomery Rd. , Ste. 400 
Cincinnati , OH 45212 
Ph. 800-323-8369 or 513-841-1199 
Fax 513-841-0666 
Brian Goret, Acct. Exec. 
(See advertisement on p. 32) 

NEW! TELEMARKETING, 

SURVEYS, STAT ANALYSIS 

"Feature packed and easy to use" 
- PC Week, 7 Feb 1994 

~Raosof~ SURVEY 
N Ew! V ER. 2 .7! 

Design your scripts with 
award winning R a osoft 
SUR VEY, make your call­
outs-or enter data with disk mail­
out, network pop-up, touchscreen, 
scan-in, plus, of course, paper forms! 

Then, powerful analysis explains it 
to you with automated, menu-driven 
power stats. Your reports turn data 
into valuable information! 

FREE DEMO! 

$495 SUR VEY $149 Raosoft® EZReport® 
$195 SUR VEYFirst® $395 USURVEY® 

Free Demo! Call Raosoft, Inc. at 
(206) 525-4025 Fax (206) 525-4947 
6645 NE Windermere Road 
Seattle, Washington 98115-7942 
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Mercator Corporation 
172 State St. 
Newburyport, MA 01950 
Ph . 508-463-4093 
Fax 508-463-9375 
Karen Murphy, General Manager 

SNAP Professional™: An integrated survey 
design and analysis software, available in 
Windows or DOS, for creating and analyzing 
surveys. Facilities include questionnaire print­
ing and 3 methods of data entry. Analysis 
incorporates cross tabulations, frequency and 
grid tables , 2D & 3D bar, pie and line charts , 
descriptive statistics, data import and export. 
SNAP™ Data Entry and SNAP™ Analysis 
editions are also available . 
(See advertisement on p. 59) 

MICROTAB 
Microtab, Inc. 
380 Market Place 
Roswell , GA 30075 
Ph . 404-552-7856 
Fax 404-552-7719 
Larry Hills 

Microtab's cross tabulation software is avail­
able 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 compre­
hensive. Free demo disk. Free telephone 
support and free updates. 

Microtab'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. 
(See advertisements on pp. 47, 73) 

Mid-America Research , Inc. 
999 N. Elmhurst Rd. 
Mt. Prospect, IL 60056 
Ph. 708-392-0800 
Fax 708-870-6236 
Marshall Ottenfeld, President 

Multivariate Software, Inc. 
4924 Balboa Blvd. , #368 
Encino, CA 91316 
Ph. 818-906-0740 
Fax 818-906-8205 
Brian Lorber, Marketing Manager 

The Namestormers 
4347 W. Northwest Hwy., Ste . 1040 
Dallas, TX 75220-3864 
Ph. 214-350-6214 
Fax 214-350-7617 
Michael Carr, Director 

NCSS 
329 N. 1000 E. 
Kaysville , UT 84037 
Ph . 801 -546-0445 
Fax 801 -546-3907 
Jerry ln intze 

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

PC-MDS 
678 Tnrb. 
Provo, UT 84602 
Ph . 801 -378-5569 
Fax 801 -378-5984 
Scott Smith 

Pericles Software 
26952 Oakmead Dr. 
Perrysburg, OH 43551 
Ph . 419-872-0966 or 419-872-0441 (Tech. ) 
Fax 419-872-0441 
Nora Logan 

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

Principia Products 
1506 McDaniel Dr. 
West Chester, PA 19380 
Ph . 61 0-429-1359 
Fax 61 0-430-3316 
Victor Berutti, V.P. Software Prod . 

PAl 
PAl-Productive Access, Inc. 
19851 Yorba Linda Blvd. , Ste . 203 
Yorba Linda, CA 92686 
Ph. 800-693-3111 
Fax 714-693-8747 
Bradley T. Hontz, Director 
Branch office : 

Ph . 81 0-646-7046 
Fax 81 0-646-7046 
John Sevec, Director 

The mTAB Research Analysis system is a 
complete turnkey approach for the analysis 
of survey research data. mTAB is set apart 
from the rest by its unique ability to handle 
extremely large data sets, to easily analyze 
studies across time, and by its integrated 
spreadsheet interface. PAl provides a com­
plete service including data processing , on­
site system installation and training , and on­
going support. 
(See advertisement on p. 48) 

Quirk's Marketing Research Review 



Productivity Consulting Services 
1749 Fairmont St. 
New Kensington, PA 15068 
Ph. 412-339-4776 
Dara Kubiak 

Pro Tab 
8692-B Skillman , Ste. 218 
Dallas, TX 75243 
Ph. 214-824-4939 
Fax 214-824-5670 
Vicki Bernstein , Owner 

Pros & Cons, Inc. 
6931 Arlington Rd ., Ste. 308 
Bethesda, MD 20814 
Ph . 301 -951 -8441 
Fax 301 -951 -3362 
Peter Van Brunt, President 

P-STAT, Inc. 
230 Lambertville-Hopewell Rd. 
Hopewell , NJ 08525 
Ph . 609-466-9200 
Fax 609-466-1688 
Sebbie Buhler, Mktg. Mgr. 

Pulse Analytics , Inc. 
152 Jeffer Court 
Ridgewood , NJ 07450 
Ph . 201-447-1 395 
Fax 201 -447-2104 
Stanley I. Cohen 

l)ulse l rain rechnology 

Pulse Train Technology 
618 U.S. Hwy. 1, Ste. 306 
N. Palm Beach , FL 33408 
Ph . 407-842-4000 
Fax 407-842-7280 
Henry A. Copeland 
Branch office : 

6232 N. Pulaski Rd ., Ste. 401 
Chicago, IL 60646 
Ph . 312-794-8900 

Pulse Train Technology provides interview­
ing systems for networked, laptop, stand 
alone and Pen PCs, as well as data tabula­
tion software for networked or stand alone 
PCs. The interface for Pen PCs makes inter­
viewing as easy as filling out paper question­
naires. Pulse Train also provides software to 
design questionnaires, including the ability to 
export data definitions to other software pack­
ages. 
(See advertisement on p. 77) 

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

Quality Information Center 
1374 Richmond Rd. 
Staten Island, NY 1 0304 
Ph . 718-987-0893 
Fax 718-66 7-8005 
Dennis P. Burke 

QUANTI ME 

Quantime Corporation 
11 E. 26th St. , 16th fl. 
New York, NY 10010 
Ph . 212-447-5300 
Fax 212-447-9097 
Joseph P. Marinelli , President 
Branch offices : 

4010 Executive Park Dr., #226 
Cincinnati, OH 45241 
Ph . 513-563-8800 
Fax 513-563-8807 
Rudy Bublitz , Acct . Mgr. 

Citicorp Center 
One Sansome St. , Ste. 2100 
San Francisco, CA 94104 
Ph . 415-951-4742 
Fax 415-951-1077 
John Taggart, V.P. 

Sawtooth Software provides innovative PC software for interviewing 
and advanced market research. Sawtooth Software offers: 

February 1995 

• Three complete data collection and analysis systems for 
Conjoint Analysis, including the first system that makes 
Choice-Based Conjoint accessible and affordable. 

• Advanced ·systems for CATI and CAPI interviewing, 
used around the world by marketing, academic, and 
social researchers. 

• Systems for Perceptual Mapping and Cluster Analysis 
that,go beyond what's found in standard statistical 
software products. 

For information, technical papers, or a free demo disk contact: 

~ 
Sawtooth 

1007 Church Street, Suite 402, Evanston, IL 60201 • 708/866-0870 FAX: 708/866-0876 
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67 Maygrove Rd. 
London , U.K. NW6 2EG 
Ph . 011-447-1-625-7222 
Fax 011-447-1-624-5297 
Fax 011-447-1-624-5331 
Stephanie Gwilliam, Director 

Quantum: Editing and correction facilities for 
Binary/ASCII data. Weighting types: sample 
balancing, pre/post, projections. Handles hi­
erarchical (trailer/panel) data. Table output: 
multiple level ranking ; row, column , total and 
cumulative percentages ; rank numbers, in­
dices ; row/table manipulation ;T/Ztests, P&G 
required stats.·supports Postscript and stan­
dard laser printers. Interfaces with 
Quanquest/Quanvert and Quancept. Avail­
able on Multi-User 80386, IBM CMS/MVS, 
DEC VMS, UNIX machines. 

Quanvert/Quanvert for Windows : Interactive 
data analysis for researchers. Tabulates any 
question (variable) in the database by any 
other. Some of Ouanvert's features include 
filtering tables on any answer or combination 
of answers from existing questions and cre­
ating new variables by combining/splitting 
parts of existing questions. Quanvert can 
also handle multiple projects simultaneously. 
Tables may be weighted, unweighted or volu­
metric. Interfaces with Quantum. Available 
on Multi-User UNIX machines, 640K MS­
DOS PCs and Windows. 

Quanquest: Interactive design system. Uses 
color windows and menus. Stores questions , 
groups of questions and entire question­
naires for use with new questionnaires. User 
enters text of questions and responses. 
Handles skip patterns and grid questions. 
Automatically assigns column and punches, 
generates printed questionnaires , CATI 
script, editing and tabulation specs. Inter­
faces with Quantum and Ouancept. Avail ­
able on 640K MS-DOS PCs. New more 
powerful and easier to use Windows version 
available mid-1995. 

Quancept/CATI : CRT Interviewing System. 
Handles very large and complex question­
naires. Significant features are telephone 
number management, quota control , com­
puter assisted coding, interviewer monitor­
ing , and interactive topline tabs. Generates 
printed questionnaire and tabulation specs 
from script. Predictive-dialer interface avail­
able. Interfaces with Quanquest and Quan­
tum. Available on multi -user UNIX machines. 

Quancept/CAPI : CRT interviewing system. 
Handles very large and complex question­
naires. Significant features are quota con­
trol , computer assisted coding and interac­
tive topline tabs. Displays color graphics. 
Generated printed questionnaires and tabu­
lation specs from script. Interfaces with 
Quanquest and Quantum. Available on 640K 
MS-DOS PCs. New Windows version avail ­
able mid-1995. 
(See advertisement on p. 3) 
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Quantum Consulting , Inc. 
2030 Addison St. , Ste. 410 
Berkeley, CA 94 704 
Ph. 51 0-540-7200 
Fax 51 0-540-7268 
Robert Uhlaner 

Raosoft, Inc. 
6645 N.E. Windermere Rd. 
Seattle, WA 98115 
Ph . 206-525-4025 
Fax 206-525-4947 
Catherine McDole Rao, President 

Raosoft®SURVEY-A new user-friendly data 
handling system for gathering and analyzing 
data. Displays powerful statistical tables and 
graphs instantly and simply with one stroke. 
Provides form design, data entry, import! 
export, data analysis and reports . Optional 
electronic entry for phone-out network pop­
up, mail-out, kiosk, notebook and bulletin 
boards. Extremely flexible form scripting . For 
end user and MIS application building and 
marketing training , TOM, employee reviews, 
testing , monitoring , statistical analysis , more. 
For beginners/advanced. Networkable with 
advanced confidentiality options. Unlimited 
fieldnames , records . DOS 2.0, 512K, Win­
dows-compatible (Windows version available 
6/95). Price : $495, network $249. The prod­
uct SURVEYFirst is the full SURVEY pro­
gram limited to 1000 records , $195. 
(See advertisement on p. 60) 

ReadSoft, Inc. 
3305 N. University Ave. , #250 
Provo, UT 84604 
Ph . 801 -377-9393 
Fax 801 -377-4916 
Winston Lee, President 

Right Information Systems, Ltd. 
9 Westminster Pl. Gardens, Artillery Row 
London , U.K. SW1 P 1 RL 
Ph. 011 -44-0-71-976-0996 
Fax 011 -44-0-71 -976-0901 
Richard Hoptroff, President 
Branch office: 

28 Green St. 
Newbury, MA 01951 
Ph. 800-803-0933 
Fax 508-462-9198 
Susan Yeames, Marketing Asst. 

RON IN 
CORPORATION 

RONIN Corporation 
1 03 Carnegie Center 
Princeton , NJ 08540 
Ph . 609-452-0060 
Fax 609-452-0091 
James Weber, Vice President 

Used to conduct large, complex, international 
business-to-business research since 1989, 
Results for Research TM is a comprehensive 
computer-aided telephone interviewing sys-

tem for networked PCs. 

Questionnaire : Change questionnaires on­
line , capture multiple responses per screen , 

· scroll long-lists, add to brand lists, interview 
in multiple languages, report question level 
timings. 

Sample management: Schedule appoint­
ments and callbacks, balance quotas auto­
matically, update sample records , add refer­
rals , conduct in-bound interviews. 

Call management: Detailed call reporting , 
comprehensive interviewer statistics. 

Analysis : On-line tabulation , easy access to 
data from other software (DBF format) , com­
prehensive file export to SPSS, SAS, P-Stat, 
Quantime, Mentor, Uncle, Excel , 123 and 
others. 
(See advertisement on the back cover) 

The Sachs Group, Inc. 
1800 Sherman Ave. 
Evanston , IL 60201 
Ph. 708-475-7526 
Fax 708-475-7830 
Laurie Potter 

Sales Technologies 
175 Canal St. , 1st fl. 
Manchester, NH 03101 
Ph. 603-623-5877 
Len Harrington 

Sammamish Data Systems, Inc. 
2889 152nd Ave. N.E., #A 
Redmond , WA 98052 
Ph. 206-867-1485 
Fax 206-861 -01 84 
Richard Schweitzar 

SAS Institute Inc. 
SAS Campus Dr. 
Cary, NC 27513 
Ph. 919-677-8000 
Fax 919-677-8123 
Software Sales & Mktg . Dept. 

j_jij Sawtooth Software 
Sawtooth Software 
1007 Church St. , Ste. 402 
Evanston, IL 60201 
Ph. 708-866-0870 
Fax 708-866-0876 
Brett Jarvis , Marketing Manager 

Software for data collection and market re­
search. Products include Ci3 system for com­
puter interviewing ; Ci3 CATI System ; ACA 
System for adaptive conjoint analysis ; CBC 
System for choice-based conjoint analysis ; 
and CCA System for convergent cluster analy­
sis . Also , sponsor conferences, seminars and 
quarterly newsletter on computer interview­
ing, disk-by-mail , and advanced research tech­
niques. Call for brochures and free demo disk. 
(See advertisement on p. 61) 
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Saxe Research 
5248 Pizzo Ranch Rd . 
La Canada, CA 91011 
Ph . 818-952-2446 
Fax 818-952-8117 
Robert Saxe 

Scientific Computing Associates 
913 W. Van Buren St. , #3H 
Chicago, IL 60607 
Ph . 312-455-0222 
Fax 312-455-1652 
William Lattyak 

Sc1Tech 
SOFTWARE FOR SCIENCE 

SciTech International, Inc. 
2525 N. Elston Ave. 
Chicago, IL 60647 
Ph. 312-486-9191 
Fax 312-486-9234 
Jennie Abrahamson, PR Manager 

Software for Science is a free 116-page color 
catalog of scientific and technical software 
which includes descriptions of more than 
2,100 products for DOS, Macintosh, Win­
dows and UNIX computers . It includes infor­
mative articles about scientific and technical 
problems and helpful hints and advice on 
finding the best software to get your job done. 
The company carries more than 4,000 differ­
ent programs and provides electronic ver­
sions of the catalog for Windows and for the 

Internet. Look for Software for Science over 
the Internet. Our URL is: 
http://www .scitechi nt. com/scitech/ 
To receive a free copy of Software for Sci ­
ence, contact Scitech International, Inc. at 
800 .622.3345, 312 .486.9191 , fax 
312.486.9234 or send an e-mail message to 
info@scitechint.com 
(See advertisements on pp. 23, 63) 

Screen Plus 
500 N.E. 9th Ave. 
Deerfield Beach , FL 33441 
Ph. 305-570-5387 
Fax 305-570-5387 
Geoffrey West, President 

Senecio Software, Inc. 
525 Ridge St. 
Bowling Green, OH 43402 
Ph. 419-352-4371 
Fax 419-352-4281 
Jerry Wicks 

Slater Hall Information Products 
1301 Pennsylvania Ave. NW, Ste. 507 
Washington D.C. 20004 
Ph . 202-393-2666 
George Hall 

Smart Software Inc. 
4 Hill Road 
Belmont, MA 02178 
Ph . 800-762-7899 
Fax 617-489-2748 
Charles N. Smart, President 

t=)LIFSTION 

Spring Systems 
P.O. Box 10073 
Chicago, IL 60610 
Ph . 312-275-5273 
John Pavasars, President 

SPSS 
SPSS, Inc. 
444 N. Michigan Ave. 
Chicago, IL 60611-3962 
Ph . 800-543-5815 
Fax 800-841-0064 
Branch offices: 

SPSS Asia Pacific Pte. ltd. 
Singapore, Singapore 
Ph. 011 -65-221 -2577 

SPSS Australasia Pty. Ltd. 
New South Wales, Australia 
Ph. 011 -61-2-954-5660 

SPSS Benelux BV 
Gorinchem, The Netherlands 
Ph. 011 -31 -1830-36711 

SPSS France SARL 
Boulogne, France 
Ph. 011-33-1 -4699-9670 

SPSS GmBH Software 
Munich , Germany 
Ph. 011-49-89-48907 40 

Tables Multl'..larlate An~sl~ Opel) [nde.cl Que~tlol)s ; 

~DTP-quality questionnaires 

~Unlimited size/questions 
~Smart data entry 
~Flexible cross-tabs 
~Comprehensive analysis tools 
~Presentation graphics 
~Open-ended questions 
~Sizing & weighing tools 
~Context sensitive help 

Sc1Tech 

Que 
Fast and ea 

Call 1.800.622.3 

SOFTWARE FOR SCIENCE SciTech International 2231 
Ph 1.800.622.3345 or 31 
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SPSS Hispanaportuguesea S.L. 
Madrid, Spain 
Ph. 011-34-1547-3703 

SPSS India Private Ltd. 
New Delhi , India 
Ph. 011-91-11-600121 x. 1029 

SPSS ltalia 
Bologna, Italy 
Ph . 011 -44-51 -234574 

SPSS Japan Inc. 
Tokyo, Japan 
Ph . 011-81-3-5474-0341 

SPSS Scandinavia AB 
Stockholm, Sweden 
Ph . 011-46-8-102-610 

SPSS UK Ltd. 
Chertsey Surry, United Kingdom 
Ph. 011-44-1932-566262 

Statistical Graphics Corporation 
5 Independence Way 
Princeton, NJ 08540 
Ph. 609-924-9374 
Fax 609-452-7792 
Peter Douglas, Sales Manager 

Statistical Innovations Inc. 
375 Concord Ave. 
Belmont, MA 02178 
Ph . 617-489-4490 
Frank Derrick 

tatPa 
StatPac, Inc. 
4532 France Ave. S. 
Minneapolis, MN 55410 
Ph . 612-925-0159 
Fax 612-925-0851 
David Walonick, President 

StatSoft, Inc. 
2325 E. 15th St. 
Tulsa, OK 7 41 04 
Ph . 918-583-4149 
Fax 918-583-4376 
KerryAnn Wiens 

William Steinberg Consultants, Inc. · 
P.O. Box 1754 
Champlain, NY 12919 
Ph. 514-483-6954 
Fax 514-483-6660 
Bill Steinberg , President 

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

Strategic Decisions Grp. 
2440 Sand Hill Rd . 
Menlo Park, CA 94025 
Ph. 415-854-9000 
Laura Hunter 

Strategic Mapping 
3135 Kifer Rd. 
Santa Clara, CA 95051 
Ph. 408-970-9600 
Fax 408-970-9999 
Craig Silverman 

SPSS is a multi-national software products 
company that provides statistical product and 
service solutions. Since 1968, SPSS has 
produced products for use in marketing re­
search, along with survey research , sales 
and marketing analysis, quality improvement, 
scientific research , data reporting education, 
reporting and education . SPSS software de­
livers data management, statistical analysis , 
reporting and presentation capabilities on 
more than 80 different computer platforms. 
(See advertisement on p. 51) 

StatPac Gold IV is designed exclusively for 
survey analysis and marketing research. Fea­
tures survey design, sample selection , data 
entry and management, CRT and telephone 
interviewing , basic analyses and presenta­
tion quality graphics. Includes frequencies , 
tabs and banners, open-ended response cod­
ing, multiple response , descriptives, break­
downs, correlations and t-tests. Advanced 
analyses available (regression , factor, clus­
ter, conjoint, perceptual mapping, etc.) Com-
plete tutorial. Sulcer Services for Mktg . Rsch . 
(See advertisement on p. 64) 291 8th St ., Ste. 2W 

----------------'---------------~ Jersey City, NJ 07302-1946 
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STATPAC GOLD IV­
PROFESSIONAL'S 

& MARKETING 
RESEARCH 

New 
Update 
Now 
Available 

User-friendly, comprehensive & 
dependable. Camera ready tables & graphics. 
Basic & advanced statistics. CRT & telephone 
interviewing. Easiest to learn. Guaranteed . 

StatPac Inc. 
4532 France Ave . S. ·Minneapolis, MN 55410 
(612) 925-0159 · Fax(612) 925 -0851 

® 

#1 Choice for Survey & Marketing Research 

Circle No. 137 on Reader Card 

Ph . 201-420-5090 
Tom Sulcer 

SumQuest Survey Software 
908 Niagara Falls Blvd . 
North Tonawanda, NY 141 20 
Ph . 416-482-6668 
Fax 416-482-4480 
Ross Macnaughton 

_....- SurvL:y 
• j sampling, 
=....Inc: 

Survey Sampling, Inc. 
One Post Rd . 
Fairfield, CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
Terrence Coen, V.P. Sales & Mktg. 

Survey Sampling, Inc. is the leading source 
for statistically accurate and cost efficient 
samples for telephone, mail and door-to­
door survey research. SSI 's new software, 
SSI-SNAP™ lets you place sample orders 
using your own PC and modem, combining 
the time and cost savings of in-house sample 
production with SSI 's 18 years of experience. 
Target race/ethnic groups, income, age, low­
incidence groups , and businesses . Call 
Terrence Coen at 203-255-4200 for more 
information. 
(See advertisements on pp. 18, 30) 
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Tabulyzer 
50 Greenwood Ave. 
West Orange, NJ 07052 
Ph. 201 -731 -7800 
Peter A. Sharpe, Vice President 

TIC/A 
461 Park Ave. S. 
New York , NY 10016 
Ph . 212-679-3111 
Fax 212-679-3174 

TeiSTAR (USA), Inc. 
235 Great Neck Rd. 
Great Neck, NY 11021 
Ph . 516-829-1800 
Fax 516-829-1823 
Paul Capozzi 

Tetrad Computer Applications Ltd . 
3873 Airport Way, Box 9754 
Bell ingham, WA 98227-9754 
Ph . 206-734-3318 
Fax 206-734-4005 
Wilson Baker, President 

n 30 Software Services 

30 Software Services 
825 Catamaran St. , #4 
Foster City , CA 94404-3143 
Ph . 415-574-0178 
Fax 415-574-0895 
David Griffis, President 

Branch office : 
2724 N. Nelson 
Arlington , VA 22207 
Ph . 703-525-1391 
Fax 703-525-0013 
Aubrey Mansfield, Sales Manager 

Questionnaire setup and interview software 
runs in Windows, MS DOS and Macintosh. 
Meets corporate standards and more. Ser­
vices include training, customization reports , 
and data processing . 
(See advertisement on p. 50) 

Touch Base Computing 
106 Woodcrest Dr. 
Rome, GA 30161 -4702 
Ph . 706-234-4260 
Fax 706-323-1330 
Tom Boylan 

Train ing Technologies, Inc. 
11449 Lebanon Rd. 
Cincinnati, OH 45241 
Ph . 800-546-1 043 
Fax 513-769-5950 
Ken Reed 

Tydac Technolog ies Inc. 
2 Gurdwara Rd. , Ste. 210 
Nepean, ON K2E 1 A2 
Ph . 613-226-5525 
Fax 613-226-3819 
Tonya Proctor 

The 

llii'Cre ® Group, Inc . 

The Uncle Group, Inc. 
3490 US Route 1 
Princeton, NJ 08540 
Ph . 800-229-6287 
Fax 609-452-8644 

UNCLE is a complete system for the analysis 
and processing of questionnaire data. Used 
by leading market research professionals 
since 1976, UNCLE defines the standard for 
function and features in survey software. 
UNCLE is enhanced annually and backed by 
service support from the Uncle Group staff. 
(See advertisement on p. 65) 

Viking Software, Inc. 
6804 S. Canton Ave ., Ste. 900 
Tulsa, OK 7 4136-3419 
Ph . 918-491 -6144 
Fax 918-494-2701 
John Haley 

Vision Database Systems 
853 Donald Ross Rd. 
Juno Beach , FL 33408 
Ph . 407-694-2211 
Amil Bonaduce 

nc e ® 

Market Research's friendliest tabulation software 
just got friendlier. 

Lowest prices in our two decades of service. 

call or write: 
The 

Group, Inc. 

3490 U.S. Route 1, Princeton, NJ 08540 
(800) 229-6287 

February 1995 

And graphs. 

© 1994 The Uncle Group, Inc. 

UNCLE is a registered trademark of The Uncle Group, Inc. 
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Jan Werner Data Processing 
34 Williams St. 
Pittsfield, MA 01201 
Ph . 413-442-0416 
Fax 413-499-5047 
Jan Werner, Principal 

Western Wats Center 
288 West Center St. 
Provo, UT 84601 
Ph. 801 -373-7735 
Fax 801 -375-0672 

ANALYSIS OF VARIANCE 
BMDP Statistical Software, Inc. 
Buzz Saw Computing 
Comstat Research Corporation 
CRC Data Systems 
CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 
HBRS, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
Marketing Masters 
Marketing Models 
MATRIXX Marketing- Research Division 
Microtab, Inc. 
Mid-America Research , Inc. 
Multivariate Software, Inc. 
NCSS 
Pizzano & Co. 
Pro Tab 
Productivity Consulting Services 
P-STAT, Inc. 
Quantime Corporation 
Raosoft, Inc. 
Right Information Systems, Ltd . 
SAS Institute Inc. 
Scientific Computing Associates 
SciTech International, Inc. 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
Vision Database 

BRAND SHARE ANALYSIS 
DATAN, Inc. 
EnVision Knowledge Products 
Equifax Natl. Decision Systems 
Geographic Data Tech. 
HBRS, Inc. 
IRI Software 
Landis Group 
Marketing Probe, Inc. 
Pulse Analytics 
Right Information Systems, Ltd. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
TIC/A 

CANONICAL ANALYSIS 
EnVision Knowledge Products 
HBRS, Inc. 
NCSS 
Right Information Systems, Ltd. 
Spring Systems 
SPSS, Inc. 

66 

Statistical Graphics Corporation 
StatPac, Inc. 

CENSUS REPORTING PROGRAMS 
EnVision Knowledge Products 
Equifax Natl. Decision Systems 
Geodemographics, Ltd. 
Geographic Data Tech . 
HBRS, Inc. 
Sammamish Data Systems 
Strategic Mapping 

CHI - SQUARE TESTS 
Pro Tab 

CLUSTER ANALYSIS 
BMDP Statistical Software, Inc. 
Bretton-Clark 
Claritas, Inc. 
Comstat Research Corporation 
CRC Data Systems 
CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 
Equifax Natl. Decision Systems 
Geographic Data Tech . 
HBRS, Inc. 
Landis Group 
Manugistics, Inc. 
Maplnfo Corp. 
Marketing Models 
MATRIXX Marketing- Research Division 
NCSS 
Pro Tab 
Productivity Consulting Services 
Pulse Analytics 
P-STA T, Inc. 
SAS Institute Inc. 
Sawtooth Software 
SciTech International, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 

COMPREHENSIVE STATISTICAL 
PACKAGES 
BMDP Statistical Software, Inc. 
Buzz Saw Computing 
CRC Data Systems 
CTSC (Computer Training &Support Corp.) 
Cybernetic Solutions Co. 
EnVision Knowledge Products 
HBRS, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
Marketing Masters 
Marketing Models 
Marketing Probe, Inc. 
MATRIXX Marketing- Research Division 
Mid-America Research, Inc. 
NCSS 
P-STAT, Inc. 
Raosoft, Inc. 
SAS Institute Inc. 
Scientific Computing Associates 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 

Statistical Graphics Corporation 
StatPac, Inc 
Training Technologies, Inc. 
Vision Database 

COMPUTER CODING 
CACI Marketing Systems 
Comstat Research Corporation 
CRC Data Systems 
Cybernetic Solutions Co. 
Datacap~ Inc. 
HBRS, Inc. 
MATRIXX Marketing - Research Division 
Mid-America Research, Inc. 
Pulse Train Technology 
Raosoft, Inc. 
StatPac, Inc. 
Training Technologies, Inc. 

COMPUTER GRAPHICS 
CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 
Equifax Natl. Decision Systems 
Ferox 
HBRS, Inc. 
IMSI 
IRI Software 
R. Isaacs Computing Ascts. , Inc. 
Management Science Ascts . 
Maplnfo Corp. 
Market Probe International 
Marketing Masters 
MATRIXX Marketing - Research Division 
Mid-America Research, Inc. 
NCSS 
Pro Tab 
Raosoft, Inc. 
Sammamish Data Systems 
SAS Institute Inc. 
SciTech International, Inc. 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
Vision Database 

COMPUTERIZED INTERVIEWING 
Analytical Computer Service, Inc. 
Ceresco Marketing , Inc. 
Computers for Marketing Corporation 
Comstat Research Corporation 
CRC Data Systems 
CTSC (Computer Training & Support Corp.) 
Cybernetic Solutions Corp. 
Digisoft Computers, Inc. 
HBRS, Inc. 
M/A/R/C, Inc. 
Marketing Masters 
Markeing Metrics, Inc. 
MATRIXX Marketing - Research Division 
Mid-America Research , Inc. 
Pro Tab 
Pulse Train Technology 
Quantime Corporation 
Raosoft, Inc. 
RONIN Corporation 
Sawtooth Software 
Senecio Software, Inc. 
StatPac, Inc. 
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3D Software Services 
Touch Base Computing 
Training Technologies, Inc. 

CONJOINT/TRADE OFF ANALYSIS · 
Bretton-Clark 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
Intelligent Marketing Systems, Inc. 
I R I Software 
Marketing Models 
MA TRIXX Marketing - Research Division 
Pulse Train Technology 
Right Information Systems, Ltd. 
Sawtooth Software 
SciTech International, Inc. 
SPSS, Inc. 
StatPac, Inc. 

CORRESPONDENCE ANALYSIS 
BMDP Statistical Software, Inc. 
Bretton-Clark 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
Market ACTION 
NCSS 
SPSS, Inc. 
StatPac, Inc. 

CROSST ABU LATION/DISPLA Y 
Analytical Computer Service, Inc. 
Apian Software 
BMDP Statistical Software, Inc. 
Bruce Bell and Ascts . 
Brunetti & Associates 
Buzz Saw Computing 
CRC Data Systems 
Creative Research Systems 
CTSC (Computer Training & Support Corp.) 
Cybernetic Solutions Co. 
DATAN, Inc. 
Datanetics 
Data Probe, lnc./Datatab, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
R. Isaacs Computing Ascts ., Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
M/AJR/C, Inc. 
Marketing Master 
Marketing Models 
Market Probe International 
Marketing Probe, Inc. 
MATRIXX Marketing- Research Division 
Mercator Corporation 
Microtab, Inc. 
NCSS 
Pericles Software 
PAl-Productive Access, Inc. 
Pro Tab 
Productivity Consulting Services 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
Raosoft, Inc. 
RONIN Corporation 
Scientific Computing Associates 
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SciTech International, Inc. 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
Statistical Innovations 
StatPac, Inc. 
Stolzberg Research 
Tabulyzer 
TIC/A 
3D Software Services 
Touch Base Computing 
The Uncle Group, Inc. 
Vision Database 
Jan Werner Data Processing 

CRT DATA ENTRY 
Analytical Computer Service, Inc. 
Ceresco Marketing , Inc. 
Computers for Marketing Corporation 
Creative Research Systems 
CTSC (Computer Training & Support Corp.) 
Cybernetic Research Co. 
Datacap, Inc. 
Datanetics 
Data Probe, lnc./Datatab, Inc. 
Digisoft Computers , Inc. 
HBRS, Inc. 
lmagisys, Inc. 
R. Isaacs Computing Ascts. , Inc. 
M/A/R/C, Inc. 
Marketing Master 
MATRIXX Marketing - Research Division 
Microtab, Inc. 
Mid-America Research , Inc. 
Pericles Software 
Pro Tab 
Pulse Train Technology 
P-STAT, Inc. 
Raosoft, Inc. 
ReadSoft, Inc. 
RONIN Corporation 
Sawtooth Software 
SPSS, Inc. 
StatPac, Inc. 
Tabulyzer 
3D Software Services 
Training Technologies, Inc. 

CRT TELEPHONE INTERVIEWING 
Analytical Computer Service, Inc. 
Computers for Marketing Corporation 
Comstat Research Corporation 
CRC Data Systems 
Creative Research Systems 
CTSC (Computer Training & Support Corp.) 
Cybernetic Solutions Co. 
Datanetics 
Digisoft Computers , Inc. 
HBRS, Inc. 
M/A/R/C, Inc. 
Marketing Master 
MATRIXX Marketing- Research Division 
Mid-America Research , Inc. 
Pericles Software 
Pulse Train Technology 
Quantime Corporation 
Raosoft, Inc. 
Sawtooth Software 
Senecio Software, Inc. 
StatPac, Inc. 

3D Software Services 
Training Technologies, Inc. 
Western Wats Center 

DATA EDITING 
Bruce Bell & Ascts. 
Brunetti & Associates 
Computers for Marketing Corporation 
CRC Data Systems 
Creative Research Systems 
Cybernetics Solutions Co. 
Datacap, Inc. 
DATAN , Inc. 
HBRS, Inc. 
Marketing Probe, Inc. 
MATRIXX Marketing - Research Division 
Microtab, Inc. 
Mid-America Research , Inc. 
NCSS 
Pericles Software 
Pro Tab 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
Raosoft, Inc. 
ReadSoft, Inc. 
Scientific Computing Associates 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
Tabulyzer 
TIC/A 
3D Software Services 
Training Technologies, Inc. 
Vision Database 
Jan Werner Data Processing 

DATA ENTRY 
Advanced Data Research 
Analytical Computer Service, Inc. 
Apian Software 
AutoData Systems 
Bruce Bell and Ascts . 
Brunetti & Associates 
Ceresco Marketing , Inc. 
Creative Research Systems 
CTSC (Computer Training & Support Corp.) 
Cybernetic Solutions Co. 
Data Probe , lnc./Datatab, Inc. 
Datacap, Inc. 
DATAN, Inc. 
Datanetics 
Detail Techologies, Inc. 
Digisoft Computers, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
Ibex Technologies, Inc. 
lmagisys, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
M/AJR/C, Inc. 
Marketing Masters 
Marketing Probe, Inc. 
Market Probe International 
MATRIXX Marketing - Research Division 
Mercator Corporation 
Microtab, Inc. 
Mid-America Research , Inc. 
Nestor, Inc. 
Pericles Software 
Principia Products 
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Productivity Consulting Services 
Pro Tab 
Pros & Cons, Inc. 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
Raosoft, Inc. 
ReadSoft, Inc. 
SAS Institute Inc. 
Sawtooth Software 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
Tabulyzer 
3D Software Services 
Training Technologies, Inc. 
The Uncle Group, Inc. 
Viking Software 
Vision Database 

DATABASE MANAGEMENT 
PROGRAMS 
Brunetti & Associates 
CRC Data Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
Datacap, Inc. 
Datanetics 
DataSource 
Digisoft Computers , Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
I R I Software 
Leibowitz Market Research Ascts . 
Maplnfo, Inc. 
Market Power, Inc. 
Market Probe International 
Marketing Information Sys. 
MATRIXX Marketing- Research Division 
PAl-Productive Access, Inc. 
Pizzano & Co. 
P-STAT, Inc. 
Raosoft, Inc. 
RONIN Corporation 
Spring Systems 
StatPac, Inc. 
3D Software Services 

DECISION SUPPORT SOFTWARE 
Apian Software 
AutoData Systems 
EnVision Knowledge Products 
Expert Choice 
Ferox Microsystems, Inc. 
HBRS, Inc. 
Idea Works, Inc. 
P-STAT, Inc. 
Raosoft, Inc. 
SAS Institute Inc. 
Smart Software, Inc. 
Spring Systems 
StatPac, Inc. 

DEMOGRAPHIC ANALYSIS 
CACI Marketing System 
Claritas, Inc. 
Comstat Research Corporation 
CTSC (Computer Training & Support Corp.) 
Cybernetics Solutions Co. 
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EnVision Knowledge Products 
Equifax Natl. Decision Systems 
Geodemographics, Ltd . 
Geographic Data Tech. 
HBRS, Inc. 
I R I Software 
Maplnfo Corp. 
Market Probe International 
Marketing Probe Inc. 
Marketing Models 
Microtab, Inc. 
Pizzano & Co. 
Productivity Consulting Services 
P-STAT, Inc. 
Raosoft, Inc. 
Right Information Systems, Ltd . 
Sammamish Data Systems 
SAS Institute Inc. 
Senecio Software, Inc. 
Slater Hall Information Products 
SPSS, Inc. 
StatPac, Inc. 
Strategic Mapping, Inc. 
Tetrad Computer Applications Ltd. 
Touch Base Computing 
Training Technologies, Inc. 

DISCRIMINANT ANALYSIS 
BMDP Statistical Software, Inc. 
CRC Data Systems 
CTSC(ComputerTraining & Support Corp.) 
EnVision Knowledge Products 
HBRS, Inc. 
Manugistics, Inc. 
Marketing Models 
Mid-America Research, Inc. 
NCSS 
P-STAT, Inc. 
Right Information Systems, Ltd. 
SAS Institute Inc. 
SciTech International, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 

DISCRIMINANT FUNCTION ANOVA 
CRC Data Systems 
CTSC(ComputerTraining & Support Corp.) 
EnVision Knowledge Products 
HBRS, Inc. 
Manugistics, Inc. 
Mid-America Research , Inc. 
NCSS 
SAS Institute Inc. 
SciTech International, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 

EXPERIMENTAL DESIGN THEORY 
Bretton-Clark 
EnVision Knowledge Products 
HBRS, Inc. 
Idea Works, Inc. 
Manugistics, Inc. 
Scientific Computing Associates 
Statistical Graphics Corporation 

FACTOR ANALYSIS/PRINCIPAL 
COMPONENTS 
.BMDP Statistical Software, Inc. 
CRC Data Systems 
CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 
HBRS, Inc. 
Manugistics, Inc. 
Marketing Models 
Multivariate Software, Inc. 
NCSS 
Pro Tab 
P-STAT, Inc. 
Right Information Systems, Ltd. 
SAS Institute Inc. 
SciTech International, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 

FOCUS GROUP MANAGEMENT 
CTSC(ComputerTraining&SupportCorp.) 
Datanetics 
HBRS, Inc. 
Mid-America Research, Inc. 
RONIN Corporation 
Training Technologies, Inc. 

FORMS PROCESSING 
AutoData Systems 

GENERATION/BALANCED 
SAMPLING DESIGN 
HBRS, Inc. 
P-STAT, Inc. 
Training Technologies, Inc. 

GEOGRAPHIC INFORMATION 
SERVICES 
Claritas, Inc. 
EnVision Knowledge Products 
Equifax Natl. Decision Systems 
Geodemographics , Ltd. 
Geographic Data Technology 
HBRS, Inc. 
Maplnfo Corp. 
Sammamish Data Sys. 
Strategic Mapping 
Tydac Technologies 

GRAPHIC DISPLAY 
Buzz Saw Computing 
CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 
Equifax Natl. Decision Systems 
HBRS, Inc. 
MacroWorld Research 
Manugistics, Inc. 
Market Probe International 
NCSS 
Raosoft, Inc. 
SAS Institute Inc. 
Senecio Software, Inc. 
Spring Systems 
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Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
Training Technologies, Inc. 
3D Software Services 
Vision Database 

HAND PRINT RECOGNITION 
ReadSoft, Inc. 

INDEXING 
Datacap, Inc. 
Equifax Natl. Decision Systems 
Market Probe International 
Marketing Models 
SPSS, Inc. 
Training Technologies , Inc. 

INTERACTION/CLASSIFICATION 
ANALYSIS 
CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 
HBRS, Inc. 
Market Probe International 
Raosoft, Inc. 
Right Information Systems, Ltd. 
SciTech International, Inc. 
SPSS, Inc. 
Statistical Graphics Corporation 
Statistical Innovations 
StatPac, Inc. 
StatSoft, Inc. 
Touch Base Computing 

INTERACTIVE TABULATION 
Computers for Marketing Corporation 
Creative Research Systems 
Cybernetic Solutions Co. 
Datanetics 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
R. Isaacs Computing Ascts ., Inc. 
Marketing Master 
Microtab, Inc. 
Pericles Software 
PAl-Productive Access, Inc. 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
Raosoft, Inc. 
Statistical Innovations 
StatPac, Inc. 
StatSoft, Inc. 
Tabulyzer 
3D Software Services 
Touch Base Computing 
Training Technologies, Inc. 
The Uncle Group, Inc. 

KEY TO DISK 
Creative · Research Systems 
Cybernetic Solutions Co. 
Datacap, Inc. 
Datanetics 
R. Isaacs Computing Ascts ., Inc. 
Market Probe International 
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MATRIXX Marketing- Research Division 
Microtab, Inc. 
Pulse Train Technology 
StatPac, Inc. 
Touch Base Computing 
The Uncle Group, Inc. 

LOGIT/LINEAR ANALYSIS 
BMDP Statistical Software, Inc. 
Concurrent Technologies Corp. 
EnVision Knowledge Products 
HBRS, Inc. 
Marketing Models 
NCSS 
Right Information Systems, Ltd. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 

MARKET MATCHING 
Equifax Natl. Decision Systems 
Maplnfo Corp. 
Management Science Associates 
Marketing Information Systems, Inc. 
Right Information Systems, Ltd. 

MARKET SEGMENTATION 
Bretton-Clark 
CACI Marketing Systems 
Claritas, Inc. 
Comstat Research Corporation 
EnVision Knowledge Products 
Equifax Natl. Decision Systems 
Geodemographics, Ltd. 
Geographic Data Tech . 
HBRS, Inc. 
Landis Group 
Management Science Ascts. 
Maplnfo, Inc. 
M/A/R/C Inc. 
Market Probe International 
Marketing Information Systems, Inc. 
Marketing Models 
Marketing Probe, Inc. 
MATRIXX Marketing - Research Division 
Right Information Systems, Ltd. 
Sammamish Data Systems 
Sawtooth Software 
SPSS, Inc. 
StatPac, Inc. 
Touch Base Computing 

MEDIA ANALYSIS 
Bruce Bell & Ascts . 
Claritas, Inc. 
CTSC (Computer Training & Support Corp.) 
Equifax Natl. Decision Systems 
Geographic Data Tech. 
HBRS, Inc. 
Maplnfo, Inc. 
Market Power, Inc. 
Marketing Models 
Productivity Consulting Services 
Right Information Systems, Ltd. 
SAS Institute Inc. 
SPSS, Inc. 

Strategic Mapping 
StatPac, Inc. 

MULTIDIMENSIONAL SCALING 
BMDP Statistical Software, Inc. 
Bretton-Clark 
CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 
HBRS, Inc. 
Landis Group 
Mid-America Research, Inc. 
NCSS 
SAS Institute Inc. 
SciTech International, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatSoft, Inc. 

MUL TINOMINAL LOG IT ANALYSIS 
BMDP Statistical Software, Inc. 
Caliper Corporation 
EnVision Knowledge Products 
HBRS, Inc. 
Intelligent Marketing Systems, Inc. 
Marketing Models 
Right Information Systems, Ltd . 
SAS Institute Inc. 
SPSS, Inc. 

MULTI-PAIRED COMPARISON 
BMDP Statistical Software, Inc. 
Buzz Saw Computing 
EnVision Knowledge Products 
HBRS, Inc. 
NCSS 
Pulse Analytics 
SAS Institute Inc. 
SPSS, Inc. 
Statistical Graphics Corporation 

MULTIVARIATE METHODS 
BMDP Statistical Software, Inc. 
Claritas , Inc. 
CRC Data Systems 
CTSC (Computer Training & Support Corp.) 
DATAN, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
Landis Group 
Market Probe International 
Manugistics , Inc. 
Marketing Models 
Multivariate Software, Inc. 
NCSS 
P-STAT, Inc. 
Pulse Analytics 
Right Information Systems, Ltd. 
SAS Institute Inc. 
SciTech International, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
Vision Database 
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NAME GENERATION 
The Namestormers 

NON-PARAMETRIC STATISTICS 
BMDP Statistical Software, Inc. 
Creative Research Systems 
EnVision Knowledge Products 
HBRS, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
Multivariate Software , Inc. 
NCSS 
SAS Institute Inc. 
Scientific Computing Associates 
SciTech International, Inc. 
Senico Software, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
TIC/A 

OCR/ICR 
AutoData Systems 
ReadSoft , Inc. 

ON-LINE DATA TABULATION 
Computers for Marketing Corporation 
CRC Data Systems 
CTSC (Computer Training & Support Corp.) 
Cybernetic Solutions Corp. 
Datanetics 
Digisoft Computers, Inc. 
EnVision Knowledge Products 
R. Isaacs Computing Ascts ., Inc. 
M/A/R/C Inc. 
Marketing Master 
Pericles Software 
Pulse Train Technology 
Quantime Corporation 
Raosoft, Inc. 
RONIN Corporation 
StatPac, Inc. 
Stolzberg Research 
3D Software Services 
Training Technologies, Inc. 

ON-LINE TELEPHONE 
INTERVIEWING 
CRC Data Systems 
CTSC (Computer Training & Support Corp.) 
Cybernetic Solutions Corp. 
Datanetics 
Digisoft Computers, Inc. 
HBRS, Inc. 
M/A/R/C Inc. 
Market Power, Inc. 
Marketing Master 
Pericles Software 
Pulse Train Technology 
Raosoft, Inc. 
RONIN Corporation 
Quantime Corporation 
Sawtooth Software 
Senecio Software, Inc. 
StatPac, Inc. 
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3D Software Services 
Training Technologies, Inc. 

PATTERN ANALYSIS 
CTSC(ComputerTraining & Support Corp.) 
Marketing Models 
NCSS 
Right Information Systems, Ltd. 
SAS Institute Inc. 
SciTech International, Inc. 
SPSS, Inc. 

PEN-BASED COMPUTING 
Advanced Data Research 

PERCEPTUAL MAPPING 
Bretton-Clark 
CTSC(ComputerTraining & Support Corp.) 
EnVision Knowledge Products 
HBRS, Inc. 
Landis Group 
Market Probe International 
MATRIXX Marketing - Research Division 
Mid-America Research, Inc. 
NCSS 
Right Information Systems, Ltd . 
SAS Institute Inc. 
Sawtooth Software 
SciTech International, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 

PRICE ELASTICITY 
MEASUREMENT 
Bretton-Clark 
EnVision Knowledge Products 
HBRS, Inc. 
Right Information Systems, Ltd. 
Sawtooth Software 
Spring Systems 
SPSS, Inc. 
Vision Database 

PROGRAMMING LANGUAGE 
Datacap, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
Pulse Train Technology 
P-STAT, Inc. 
SAS Institute Inc. 
SPSS, Inc. 
StatPac, Inc. 

PROPORTION SIGNIFICANCE 
TESTS 
Pro Tab 

QUADRANT ANALYSIS 
CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 
HBRS, Inc. 
MATRIXX Marketing- Research Division 
Pulse Analytics 

Spring Systems 
TIC/A 

. QUALITATIVE TRANSCRIPT 
ANALYSIS 
Bernett Research 

QUESTIONNAIRE ANALYSIS 
CTSC (Computer Training & Support Corp.) 
HBRS, lfl c. 
Productivity Consulting Services 

QUESTIONNAIRE DESIGN/ 
LANGUAGE 
Apian Software 
CRC Data Systems 
Computers for Marketing Corporation 
Cybernetics Solutions Corp. 
DATAN , Inc. 
HBRS, Inc. 
Marketing Master 
Marketing Models 
Mercator Corporation 
Productivity Consulting Services 
Pulse Train Technology 
Quantime Corporation 
Raosoft, Inc. 
RONIN Corporation 
Senecio Software, Inc. 
StatPac, Inc. 
Touch Base Computing 
Training Technologies, Inc. 

RANKING 
Brunetti & Associates 
Computers for Marketing Corporation 
CRC Data Systems 
Creative Research Systems 
CTSC(ComputerTraining & Support Corp.) 
Cybernetic Solutions Co. 
DATAN, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
M/A/R/C Inc. 
Market Probe International 
Marketing Models 
Microtab, Inc. 
Pro Tab 
P-STAT, Inc. 
Raosoft, Inc. 
Scientific Computing Associates 
SPSS, Inc. 
StatPac, Inc. 
Tabulyzer 
TIC/A 
Training Technologies, Inc. 

REGRESSION/CORRELATION 
ANALYSIS 
BMDP Statistical Software, Inc. 
Business Forecast Systems, Inc. 
Buzz Saw Computing 
Claritas, Inc. 
CRC Data Systems 
CTSC (Computer Training & Support Corp.) 
Cybernetic Solutions Co. 
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DATAN, Inc. 
EnVision Knowledge Products 
Ferox Microsystems, Inc. 
HBRS, Inc. 
IRI Software 
Lincoln Systems Corporation 
MacroWorld Research 
Manugistics, Inc. 
Marketing Models 
Multivariate Software, Inc. 
NCSS 
Pro Tab 
P-STAT, Inc. 
Raosoft, Inc. 
Right Information Systems, Ltd . 
SAS Institute Inc. 
Scientific Computing Associates 
Senecio Software, Inc. 
Smart Software, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
Touch Base Computing 

SALES ANALYSIS 
Advanced Concepts, Inc. 
Digisoft Computers , Inc. 
EnVision Knowledge Products 
Equifax Natl. Decision Systems 
Geodemographics, Ltd. 
Geographic Data Tech. 
HBRS, Inc. 
I M A, Inc. 
Management Science Associates 
Maplnfo. Corp. 
Marketing Information Sys. 
Marketing Probe, Inc. 
Market Power, Inc. 
Pizzano & Co. 
PAl-Productive Access, Inc. 
Productivity Consulting Services 
Raosoft, Inc. 
Right Information Systems, Ltd. 
Sales Technologies 
SAS Institute Inc. 
Scientific Computing Associates 
Smart Software, Inc. 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
Touch Base Computing 
Training Technologies, Inc. 
Vision Database 

SALES OAT ABASE 
Advanced Concepts, Inc. 
Cybernetic Solutions Co. 
Datanetics 
Digisoft Computers, Inc. 
EnVision Knowledge Products 
Geodemographics, Ltd. 
HBRS, Inc. 
I M A, Inc. 
IRI Software 
Management Science Ascts . 
Marketing Information Sys. 
Market Power, Inc. 
PAl-Productive Access, Inc. 
Raosoft, Inc. 
Smart Software , Inc. 
StatSoft , Inc. 

SALES EFFECTIVENESS 
MEASUREMENT 
Advanced Concepts 
Digisoft Computers, Inc. 
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EnVision Knowledge Products 
Equifax Natl. Decision Systems 
HBRS, Inc. 

StatSoft, Inc. 
Vision Database 

Marketing Information Sys. 
Marketing Probe, Inc. 
Market Power, Inc. 
Raosoft, Inc. 

SAMPLE SIZE DETERMINATION 

Right Information Systems, Ltd. 
StatPac, Inc 
Training Technologies, Inc. 

SALES FORECASTING 

BMDP Statistical Software, Inc. 
Cybernetic Solutions Co. 
EnVision Knowledge Products 
HBRS, Inc. 
Idea Works, Inc. 
Maritz Marketing Research 
Market Probe International 
Marketing Models 

BMDP Statistical Software, Inc. 
Business Forecast System, Inc. 
Delphus, Inc. 

MATRIXX Marketing- Research Division 
Mid-America Research, Inc. 

EnVision Knowledge Products 
Equifax Natl. Decision Systems 
Ferox Microsystems, Inc. 
Geographic Data Tech. 
HBRS, Inc. 
I M A, Inc. 
lnnoVision 
Lincoln Systems Corporation 
MacroWorld Research 
Manugistics, Inc. 
Market Power, inc. 

NCSS 
Pulse Analytics 
Raosoft, Inc. 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
Training Technologies, Inc. 

SAMPLE WEIGHTING 
BMDP Statistical Software, Inc. 
Brunetti & Associates 
Buzz Saw Computing 

Market Probe International 
Marketing Information Sys. 
Marketing Models 
NCSS 

Computers for Marketing Corporation 
CRC Data Systems 

Pizzano & Co. 
PAl-Productive Access, Inc. 
P-STA T, Inc. 

CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 

Right Information Systems, Ltd. 
SAS Institute Inc. 

HBRS, Inc. 
Market Probe International 
Marketing Master 

Scientific Computing Associates 
Smart Software, Inc. 

MATRIXX Marketing - Research Division 
Microtab, Inc. 

Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 

Mid-America Research , Inc. 
Productivity Consulting Services 
Pulse Analytics 

MICROTAB® 

The Service Bureau 
That Serves 

You Best 

Microtab offers full-service data 
processing for all of your cross 
tabulation projects. Our customer­
focused staff consistently provides you 
with personalized assistance at every 
level, so you get the information you 
need - when YOU need it. We still 
offer the lowest prices and fastest 
turnaround in the business. Call us 
today for more information and a 
no-charge, no-obligation, cost estimate. 

• 
380 Market Place, Suite 100 • R06well, Georgia 30075-3943 

Telephone (404) 552-7856 • FAX (404) 552-7719 

Microtab i.s a registered trademark: of Microtab, Inco!porated 
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P-STAT, Inc. 
Raosoft, Inc. 
SciTech International, Inc. 
SPSS, Inc. 
StatPac, Inc. 
Tabulyzer 
TIC/A 
Touch Base Computing 
Training Technologies, Inc. 
Jan Werner Data Processing 

SAMPLING SYSTEMS 
GENESYS Sampling Systems 
HBRS, Inc. 
MATRIXX Marketing- Research Division 
PAl-Productive Access, Inc. 
Productivity Consulting SeNices 
P-STAT, Inc. 
Raosoft, Inc. 
Screen Plus 
Survey Sampling, Inc. 
3D Software Services 
Training Technologies, Inc. 
Western Wats Center 

SIMULATION/MODELING 
EnVision Knowledge Products 
Ferox Microsystems, Inc. 
HBRS, Inc. 
Management Science Ascts . 
Marketing Models 
Pizzano & Co. 
Right Information Systems, Ltd . 
SAS Institute Inc. 
Sawtooth Software 
Spring Systems 
Strategic Decisions Group 
Statistical Graphics Corporation 

SITE EVALUATION 
Geographic Data Tech. 
HBRS, Inc. 
Right Information Systems, Ltd. 
Strategic Mapping 

SLATE COMPUTER SURVEY 
GENERATION 
CTSC (Computer Training & Support Corp.} 

STRUCTURAL EQUATION 
MODELING 
Multivariate Software, Inc. 

SURVEY ANALYSIS 
Apian Software 
Creative Research Systems 
CTSC (Computer Training & Support Corp.) 
EnVision Knowledge Products 
HBRS, Inc. 
Marketing Masters 
Marketing Models 
Mercator Corporation 
Microtab, Inc. 
Mid-America Research, Inc. 
NCSS 
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Principia Products 
PAl-Productive Access, Inc. 
P-STAT, Inc. 
Raosoft, Inc. 
SAS Institute Inc. 
SciTech International, Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
William Steinberg Consultants 
3D Software Services 
The Uncle Group, Inc. 

SURVEY DESIGN 
William Steinberg Consultants 

TTEST 
Analytical Computer Service, Inc. 
BMDP Statistical Software, Inc. 
Brunetti & Associates 
Buzz Saw Computing 
Computers for Marketing Corporation 
CRC Data Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
DATAN, Inc. 
Detail Technologies, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
M/A/R/C Inc. 
Maritz Marketing Research 
Marketing Master 
Marketing Models 
Market Probe International 
MATRIXX Marketing - Research Division 
Microtab, Inc. 
Mid-America Research, Inc. 
Multivariate Software , Inc. 
NCSS 
Pericles Software 
Pro Tab 
PAl-Productive Access, Inc. 
P-STAT, Inc. 
Quantime Corporation 
Raosoft, Inc. 
Right Information Systems, Ltd . 
SAS Institute Inc. 
Scientific Computing Associates 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
Sulcer Research Ascts . 
TIC/A 
Vision Database 

TABLE EDITING 
Computers for Marketing Corporation 
CRC Data Systems 
Data Probe, lnc./Datatab, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
Market Probe International 
MATRIXX Marketing- Research Division 
Microtab, Inc. 
Mid-America Research, Inc. 

P-STAT, Inc. 
Quantime Corporation 
Raosoft, Inc. 
The Sachs Group 
SPSS, Inc. 
StatPac, Inc. 
TIC/A 
Training Technologies, Inc. 
Vision Base 

TABULATION SYSTEM 
Analytical Computer Service, Inc. 
Bruce Bell and Ascts. 
Brunetti & Associates 
Computers for Marketing Corporation 
CRC Data Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
DATAN, Inc. 
Datanetics 
EnVision Knowledge Products 
HBRS, Inc. 
R. Isaacs Computing Ascts ., Inc. 
M/A/R/C Inc. 
Market Probe International 
Marketing Master 
MATRIXX Marketing- Research Division 
Microtab, Inc. 
Mid-America Research, Inc. 
NCSS 
Pericles Software 
Principia Products 
PAl-Productive Access, Inc. 
Productivity Consulting SeNices 
Pulse Train Technology 
P-STAT, Inc. 
Ouantime Corporation 
Raosoft, Inc. 
RONIN Corporation 
Senecio Software, Inc. 
SPSS, Inc. 
StatPac, Inc. 
StatSoft, Inc. 
William Steinberg Consultants 
Stolzberg Research 
Tabulyzer 
TIC/A 
3D Software Services 
Touch Base Computing 
Training Technologies, Inc. 
The Uncle Group, Inc. 
Jan Werner Data Processing 

TELEPHONE INTERVIEWING/ 
SAMPLING 
Computers for Marketing Corporation 
Comstat Research Corporation 
Creative Research Systems 
Cybernetic Solutions Co. 
Digisoft Computers, Inc. 
HBRS, Inc. 
M/A/R/C Inc. 
Marketing Information Systems 
MATRIXX Marketing- Research Division 
Mercator Corporation 
Mid-America Research, Inc. 
Pulse Train Technology 
Quantime Corporation 
Raosoft, Inc. 
Sawtooth Software 
Screen Plus 
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Senecio Software, Inc. 
StatPac, Inc. 
3D Software Services 
Training Technologies, Inc. 

TEXT ANALYSIS 
HBRS, Inc. 
Comstat Research Corporation 
P-STAT, Inc. 
Raosoft, Inc. 
SciTech International, Inc. 
StatPac, Inc. 

THURSTONE SCALING 
EnVision Knowledge Products 
HBRS, Inc. 
Mid-America Research, Inc. 
NCSS 

TIME-SERIES ANALYSIS 
BMDP Statistical Software, Inc. 
Business Forecast Systems, Inc. 
EnVision Knowledge Products 
Ferox Microsystems, Inc. 
HBRS, Inc. 
Lincoln Systems Corporation 
MacroWorld Research 
Manugistics, Inc. 
Marketing Models 
NCSS 
Pizzano & Co. 
PAl-Productive Access, Inc. 
P-STAT, Inc. 
Right Information Systems, Ltd . 
SAS Institute Inc. 
Scientific Computing Associates 
Smart Software, Inc. 
Spring Systems 
Statistical Graphics Corporation 
StatSoft, Inc. 
Training Technologies, Inc. 
Vision Database 

TRANSLATION 
HBRS, Inc. 
Pizzano & Co. 
Raosoft, Inc. 

UPC SCANNERS 
DATAN, Inc. 
IRI Software 
Raosoft, Inc. 

VERBATIM CODING 
Computers for Marketing Corporation 
Comstat Research Corporation ' 
CRC Data Systems 
Creative Research Systems 
Cybernetic Solutions Co. 
DATAN, Inc. 
HBRS, Inc. 
M/NR/C Inc. 
Market Probe International 
Marketing Master 
Marketing Metrics, Inc. 
MATRIXX Marketing - Research Division 
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Mid-America Research , Inc. 
Pro Tab 
Pulse Train Technology 
Raosoft, Inc. 
RONIN Corporation 
Sawtooth Software 
StatPac, Inc. 
Training Technologies, Inc. 
Western Wats Center 

VOLUMETRIC ANALYSIS 
Management Science Ascts . 
Microtab, Inc. 
Quantime Corporation 
Right Information Systems, Ltd. 
Statistical Innovations 
TIC/A 

PROVIDERS OF SOFTWARE 
PROGRAMS FOR USE WITH 
MAINFRAMES 

BMDP Statistical Software, Inc. 
12121 Wilshire Blvd ., Ste . 300 
Los Angeles , CA 90025 
Ph . 800-238-2637 
Fax 310-207-8844 
Leon DiiPare , Sales Manager 

BMDP statistical software for mainframes is 
one of the most comprehensive statistical 
analysis systems. 
(See advertisement on p. 11) 

Caliper Corporation 
11 72 Beacon St. 
Newton, MA 02161 
Ph . 617-527-4700 
Howard Slavin 

Claritas, Inc. 
1525 Wilson Blvd., #1000 
Arlington , VA 22209 
Ph . 703-812-2700 

Computer Associates lnt'l. 
1 Computer Associates Plz. 
Islandia, NY 11788-7000 
Ph . 516-342-5224 

Comstat Research Corporation 
17 John Alexander Dr. 
Cortlandt Manor, NY 10566-6303 
Ph. 914-739-1671 
Fax 914-739-1671 

Data Systems 

CRC Data Systems 
435 Hudson St. 
New York, NY 10014 
Ph. 212-620-5678 
Fax 212-924-9111 
Scott Waller, Vice President 

Branch office : 
70 E. Lake St. 
Chicago, IL 60601 
Ph . 312-443-1120 
Fax 312-443-1349 
Anthony Pacenti , Vice President 

CRC Software offers solutions for CATI inter­
viewing with TELATHENA ™, tabulation 
needs with TABULOUS™ and ADtab™, and 
data reporting with POST™. 
(See advertisement on p. 53) 

Data Probe, lnc./Datatab, Inc. 
80 Fifth Ave. 
New York, NY 10011 
Ph . 212-255-3355 
Fax 212-255-9699 
Jim Sheridan , Exec. V.P. 

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

EN'U~JIQN .. 

EnVision Knowledge Products 
1 Veterans Square 
Media, PA 19063 
Ph. 610-566-4210 
Fax 610-566-4252 
Mike Fassino, Principal 
Branch office: 

203 E. Baltimore Pike 
Media, PA 19063 
Ph. 61 0-565-1832 
Fax 61 0-565-7293 
Rose Marie McElwee, Dir. Sales & Mktg. 

EnVision Knowledge Products' 
SmartReport™ is a computer program that 
puts your clients ' data at their fingertips , 
along with all the tools they need to explore, 
interpret and generate decisions. By simply 
moving the mouse, your client can move 
through an interactive market research re­
port containing text, graphics, build their own 
cross tabs and perform extensive statistical 
analysis. 
(See advertisement on p. 55) 

Equifax Nat'l. Decision Systems 
5375 Mira Sorrento Pl. , #400 
San Diego, CA 92121 
Ph . 619-622-0800 
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GENESYS Sampling Systems 
565 Virginia Dr. 
Ft. Washington , PA 19034 
Ph . 215-653-7100 
Fax 215-653-7114 
Amy Starer, Vice President 

Complete random digit dialing (RDD) sam­
pling systems HP-3000 and DEC VAX com­
puters. Geographic capabilities down to the 
ZIP Code level (e.g., state, county, DMA, 
MSA and area code/exchange) . Targeted 
samples for over 20 demographic variables , 
including associated incidence and cover­
age estimates. Interface to all major CATI 
systems. Business purging , custom print pro­
grams and PRIZM coding module available. 
(See advertisement on p. 57) 

HBRS, Inc. 
455 Science Dr. 
Madison, WI 53711 
Ph. 608-232-2800 
Fax 608-232-2858 
Kent D. Van Liere, Principal/President 
Branch office : 

20 Park Plaza, Ste. 1220 
Boston, MA 02116 
Ph. 617-695-9421 
Fax 617-695-1427 
Glen Weisbrod, Principal 

IRI Software 
200 Fifth Ave. 
Waltham, MA 02154 
Ph. 617-890-1100 

R. Isaacs Computing Ascts. , Inc. 
734 Walt Whitman Rd. 
Melville, NY 11747 
Ph. 516-427-1444 
Fax 516-427-1455 
Richard Isaacs, President 

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

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

Market Probe International 
19 W. 44th St. , Ste. 1004 
New York, NY 10036-6001 
Ph. 212-869-6262 
Fax 212-869-6593 
Alan Appelbaum , President 

Marketing Information Systems 
1840 Oak Ave. , 4th fl. 
Evanston , IL 60201 
Ph. 708-491 -3885 
Fax 708-491-0682 
Mark Johnson 
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MPSI Systems, Inc. 
8282 S. Memorial Dr. 
Tulsa, OK 7 4133 
Ph . 918-250-9611 
Joseph Perrault 

Multivariate Software, Inc. 
4924 Balboa Blvd., #368 
Encino, CA 91316 
Ph . 818-906-0740 
Fax 818-906-8205 
Brian Lorber, Marketing Manager 

P-STA T, Inc. 
230 Lambertville-Hopewell Rd. 
Hopewell , NJ 08525 
Ph . 609-466-9200 
Fax 609-466-1688 
Sebbie Buhler, Mktg. Mgr. 

l' uls~.· I ra1n I c~o:hnolog~ 

Pulse Train Technology 
618 U.S. Hwy. 1, Ste. 306 
N. Palm Beach, FL 33408 
Ph . 407-842-4000 
Fax 407-842-7280 
Henry A. Copeland 
Branch office: 

6232 N. Pulaski Rd ., Ste . 401 
Chicago, IL 60646 
Ph. 312-794-8900 

Since 1976 Pulse Train Technology has pro­
vided integrated data collection, processing 
and tabulation software for marketing re­
search companies. Pulse Train Technology 
has clients in more than 22 countries and 
over 80 employees worldwide. Using Pulse 
Train software, the same specification that is 
used for interviewing may be used through­
out the data processing and tabulation stages 
of the research process. 
(See advertisement on p. 77) 

QUANTI ME 
Quantime Corporation 
11 E. 26th St. , 16th fl. 
New York, NY 10010 
Ph . 212-447-5300 
Fax 212-447-9097 
Joseph P. Marinelli , President 
Branch offices: 

4010 Executive Park Dr. , #226 
Cincinnati , OH 45241 
Ph . 513-563-8800 
Fax 513-563-8807 
Rudy Bublitz, Acct. Mgr. 

Citicorp Center 
One Sansome St. , Ste. 2100 
San Francisco, CA 94104 
Ph. 415-951-4742 
Fax 415-951-1077 
John Taggart, V.P. 

67 Maygrove Rd. 
London , U.K. NW6 2EG 
Ph. 011 -447-1-625-7222 
Fax 011 -447-1-624-5297 
Fax 011 -447-1-624-5331 
Stephanie Gwilliam, Director 

Quantum: Editing and correction fadlities for 
Binary/ASCII data. Weighting types: sample 
balancing , pre/post, projections. Handles hi­
erarchical (trailer/panel) data. Table output: 
multiple l~vel ranking ; row, column, total and 
cumulative percentages ; rank numbers, indi­
ces ; row/table manipulation ; T/Z tests , P&G 
required stats. Supports Postscript and stan­
dard laser printers. Interfaces with 
Quanquest/Quanvert and Quancept. Avail ­
able on Multi-User 80386, IBM CMS/MVS, 
DEC VMS, UNIX machines. 

Quanvert/Quanvert for Windows : Interactive 
data analysis for researchers . Tabulates any 
question (variable) in the database by any 
other. Some of Quanvert's features include 
filtering tables on any answer or combination 
of answers from existing questions and cre­
ating new variables by combining/splitting 
parts of existing questions. Quanvert can 
also handle multiple projects simultaneously. 
Tables may be weighted, unweighted or volu­
metric. Interfaces with Quantum. Available 
on Multi-User UNIX machines, 640K MS­
DOS PCs and Windows. 

Quanquest: Interactive design system. Uses 
color windows and menus. Stores questions, 
groups of questions and entire questionnaires 
for use with new questionnaires. User enters 
text of questions and responses. Handles 
skip patterns and grid questions. Automati­
cally assigns column and punches, gener­
ates printed questionnaires, CATI script, ed­
iting and tabulation specs. Interfaces with 
Quantum and Quancept. Available on 640K 
MS-DOS PCs. New more powerful and easier 
to use Windows version available mid-1995. 

Quancept/CATI : CRT Interviewing System. 
Handles very large and complex question­
naires. Significant features are telephone 
number management, quota control , com­
puter assisted coding , interviewer monitor­
ing, and interactive topline tabs. Generates 
printed questionnaire and tabulation specs 
from script. Predictive-dialer interface avail­
able. Interfaces with Quanquest and Quan­
tum. Available on multi-user UNIX machines . 

Quancept/CAPI : CRT interviewing system. 
Handles very large and complex question­
naires. Significant features are quota control , 
computer assisted coding and interactive 
topline tabs. Displays color graphics. Gener­
ated printed questionnaires and tabulation 
specs from script. Interfaces with Quanquest 
and Quantum. Available on 640K MS-DOS 
PCs. New Windows version available mid-
1995. 
(See advertisement on p. 3) 

ReadSoft, Inc. 
3305 N. University Ave ., #250 
Provo, UT 84604 
Ph. 801 -377-9393 
Fax 801 -377-4916 
Winston Lee , President 

Quirk's Marketing Research Review 



SAS Institute Inc. 
SAS Campus Dr. 
Cary, NC 27513 
Ph . 919-677-8000 
Fax 919-677-8123 
Software Sales & Mktg Dept. 

Scientific Computing Associates 
913 W. Van Buren St. , #3H 
Chicago, IL 60607 
Ph . 312-455-0222 
Fax 312-455-1652 
William Lattyak 

Sc1Tech 
SOFTWARE FOR SCIENCE 

SciTech International, Inc. 
2525 N. Elston Ave. 
Chicago, IL 60647 
Ph . 312-486-9191 
Fax 312-486-9234 
Jennie Abrahamson , PR Manager 

Software for Science is a free 116-page color 
catalog of scientific and technical software 
which includes descriptions of more than 
2,1 00 products for DOS, Macintosh, Win­
dows and UNIX computers. It includes infor­
mative articles about scientific and technical 
problems and helpful hints and advice on 
finding the best software to get your job done. 
The company carries more than 4,000 differ­
ent programs and provides electronic ver­
sions of the catalog for Windows and for the 
Internet. Look for Software for Science over 
the Internet. Our URL is http :// 
www.scitechint.com/scitech/ 

To receive a free copy of Software for Sci­
ence, contact Scitech International , Inc. at 
800 .622 .3345 , 312 .486 .9191 , fax 
312.486.9234 or send an e-mail message to 
info@scitechint.com 
(See advertisements on pp. 23, 63) 

SDR, Inc. 
2251 Perimeter Park Dr. 
Atlanta, GA 30341 
Ph . 404-451 -5100 
Fax 404-451-5096 
David Feldman 

SPSS 
SPSS, Inc. 
444 N. Michigan Ave. 
Chicago , IL 60611 -3962 
Ph . 800-543-5815 
Fax 800-841 -0064 
Branch offices: 

SPSS Asia Pacific Pte. Ltd. 
Singapore, Singapore 
Ph . 011 -65-221 -2577 

SPS·s Australasia Pty. Ltd. 
New South Wales, Australia 
Ph. 011 -61 -2-954-5660 

SPSS Benelux BV 
Gorinchem, The Netherlands 
Ph . 011 -31 -1830-36711 

February 1995 

Now the world's most 

powerful CATI system is 

also the most affordable 

Bellview is widely recognized 
throughout the world as the single 
most flexible and powerful CATI 
system around. Just some of its 
many advantages include: 

And now it's available on a 
powerful machine that can 
economically support as few as 4 
stations or as many as 100 for as 
little as $9950. Integrate this 

• 

• 

• 

• 

• 

• 

Automatic call management 
which handles appointments 
and time zones with ease. 
Powerful sample management 
and administration gives your 
supervisors time to supervise. 
Unlimited number of quota 
cells. 

with your existing PC network or 
add terminals for $400 per 
station, plus a low monthly rental 
for software, and it all adds up to 
the CATI system you really want 
- at a price you can afford. 

Choose from other modules of 
The Research Machine and you 
have an integrated tailor-made 

Runs on a PC network or as a solution to all your telephone 
standalone system. survey research needs. 
Easy for interviewers to learn For a demonstration diskette 
and use. and a custom quotation, contact 
Unique real-time tabulation Pulse Train today. There has 
gives up-to-the-minute reports never been a better time to 
to supervisors and clients. switch to Bellview. 

THE RESEARCH MACHINE 

from Pulse Train 

6232 North Pulaski Road 

Chicago IL 60646 

(312) 794-8900 
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SPSS France SARL 
Boulogne, France 
Ph. 011-33-1-4699-9670 

SPSS GmBH Software 
Munich, Germany 
Ph. 011-49-89-4890740 

SPSS Hispanaportuguesea S.L. 
Madrid, Spain 
Ph. 011 -34-1547-3703 

SPSS India Private Ltd. 
New Delhi , India 
Ph. 011-91-11-600121 X. 1029 

SPSS ltalia 
Bologna, Italy 
Ph. 011 -44-51-234574 

SPSS Japan Inc. 
Tokyo, Japan 
Ph. 011-81-3-5474-0341 

SPSS Scandinavia AB 
Stockholm, Sweden 
Ph . 011 -46-8-102-610 

SPSS UK Ltd. 
Chertsey Surry, United Kingdom 
Ph. 011 -44-1932-566262 

SPSS is a multi-national software products 
company that provides statistical product and 
service solutions. Since 1968, SPSS has 
produced products for use in marketing re­
search, along with survey research , sales 
and marketing analysis , quality improvement, 
scientific research , data reporting education , 
reporting and education. SPSS software de­
livers data management, statistical analysis , 
reporting and presentation capabilities on 
more than 80 different computer platforms. 
(See advertisement on p. 51) 

Statistical Innovations Inc. 
375 Concord Ave. 
Belmont, MA 02178 
Ph . 617-489-4490 
Frank Derrick 

_...- Survey 
• j Sampling, 
=.... Inc: 

Survey Sampling, Inc. 
One Post Rd . 
Fairfield , CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
Terrence Coen , V.P. Sales & Mktg. 

Survey Sampling, Inc. is the leading source 
for statistically accurate and cost efficient 
samples for telephone , mail and door-to­
door survey research. SSI 's new software, 
SSI-SNAP™ lets you place sample orders 
using your own PC and modem, combining 
the time and cost savings of in-house sample 
production with SSI 's 18 years of experience. 
Target race/ethnic groups, income, age, low­
incidence groups , and businesses . Call 
Terrence Coen at (203) 255-4200 for more 
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information. 
(See advertisements on pp. 18, 30) 

TIC/A 
461 Park Ave. S. 
New York , NY 10016 
Ph. 212-679-3111 
Fax 212-679-3174 

n 3D Software Services 

3D Software Services 
825 Catamaran St ., #4 
Foster City , CA 94404-3143 
Ph. 415-574-0178 
Fax 415-574-0895 
David Griffis , President 
Branch office : 

2724 N. Nelson 
Arlington , VA 22207 
Ph . 703-525-1391 
Fax 703-525-0013 
Aubrey Mansfield, Sales Manager 

Questionnaire setup and interview software 
runs in UNIX. Meets corporate standards and 
more. Services include training , customization 
reports , and data processing . 
(See advertisement on p. 50) 

Tydac Technologies Inc. 
2 Gurdwara Rd., Ste. 21 0 
Nepean, ON K2E 1 A2 
Ph. 613-226-5525 
Fax 613-226-3819 
Tanya Proctor 

ANALYSIS OF VARIANCE 
BMDP Statistical Software, Inc. 
Computer Associates lnt'l. 
Comstat Research Corporation 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
P-STAT, Inc. 
Quantime Corporation 
SAS Institute Inc. 
SciTech International, Inc. 
SDR, Inc . 
SPSS, Inc. 

BRAND SHARE ANALYSIS 
Computer Associates lnt'l. 
EnVision Knowledge Products 
HBRS, Inc. 
TIC/A 

CANONICAL ANALYSIS 
Computer Associates lnt'l. 
EnVision Knowledge Products 
HBRS, Inc. 
SPSS, Inc. 

CENSUS REPORTING PROGRAMS 
EnVision Knowledge Products 
HBRS, Inc. 

LPC, Pitney Bowes Co . 

CLUSTER ANALYSIS 
BMDP Statistical Software, Inc. 
Claritas, Inc. 
Computer Associates lnt'l. 
Comstat Research Corporation 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
LPC, Pitney Bowes Co. 
P-STAT, Inc. 
SAS Institute Inc. 
SciTech International, Inc. 
SDR, Inc. 
SPSS, Inc. 

COMPREHENSIVE STATISTICAL 
PACKAGE 
BMDP Statistical Software, Inc. 
Computer Associates lnt'l. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
P-STAT, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 

COMPUTER CODING 
Comstat Research Corporation 
CRC Data Systems 
HBRS, Inc. 
Pine Company 
Pulse Train Technology 

COMPUTER GRAPHICS 
Computer Associates lnt'l. 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 

COMPUTERIZED INTERVIEWING 
Comstat Research Corporation 
CRC Data Systems 
HBRS, Inc. 
Pulse Train Technology 
Quantime Corporation 
SciTech International, Inc. 
3D Software Services 

CONJOINT/TRADE-OFF ANALYSIS 
Computer Associates lnt'l. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
Pulse Train Technology 
SciTech International, Inc. 
SDR, Inc. 
SPSS, Inc. 
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CORRESPONDENCE ANALYSIS 
BMDP Statistical Software, Inc. 
Computer Associates lnt'l. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
SDR, Inc. 
SPSS, Inc. 

CROSSTABULATION/DISPLA Y 
BMDP Statistical Software, Inc. 
Computer Associates lnt'l. 
CRC Data Systems 
Data Probe, lnc./Datatab, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
Market Probe International 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
SciTech International, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 
Statistical Innovations 
TIC/A 
3D Software Services 

CRT DATA ENTRY 
HBRS, Inc. 
M/A/R/C Inc. 
Marketing Info. Systems 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
ReadSoft, Inc. 
SDR, Inc. 
3D Software Services 

CRT TELEPHONE INTERVIEWING 
Comstat Research Corporation 
CRC Data Systems 
HBRS, Inc. 
M/A/R/C Inc. 
Pulse Train Technology 
3D Software Services 

OAT A EDITING 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
M/A/R/C Inc. 
Market Probe International 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
ReadSoft, Inc. 
SDR, Inc. 
SPSS, Inc. 
TIC/A 
3D Software Services 

DATA ENTRY 
Devcom Mid-America 
HBRS, Inc. 

February 1995 

Pulse Train Technology 
P-STA T, Inc. 
Quantime Corporation 
ReadSoft, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 
3D Software Services 

DATABASE MANAGEMENT 
PROGRAM 
Computer Associates lnt'l. 
CRC Data Systems 
Devcom Mid-America 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
LPC, Pitney Bowes Co .. 
Marketing Info. Systems 
P-STAT, Inc. 
SDR, Inc. 
3D Software Services 

DECISION SUPPORT SOFTWARE 
EnVision Knowledge Products 
HBRS, Inc. 
SAS Institute Inc. 
P-STAT, Inc. 

DEMOGRAPHIC ANALYSIS 
Claritas, Inc. 
Computer Associates lnt'l. 
EnVision Knowledge Products 
HBRS, Inc. 
I R I Software 
LPC, Pitney Bowes Co .. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 

DISCRIMINANT ANALYSIS 
BMDP Statistical Software, Inc. 
Computer Associates lnt'l. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
P-STAT, Inc. 
SciTech International, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 

DISCRIMINANT FUNCTION ANOVA 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
SciTech International, Inc. 
SPSS, Inc. 

EXPERIMENTAL DESIGN THEORY 
EnVision Knowledge Products 
HBRS, Inc. 
SDR, Inc. 

FACTOR ANALYSIS/PRINCIPAL 
COMPONENT 
BMDP Statistical Software, Inc. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
P-STAT, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SciTech International, Inc. 
SPSS, Inc. 

FOCUS GROUP MANAGEMENT 
HBRS, Inc. 

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

GEOGRAPHIC INFORMATION 
SERVICE 
Claritas, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
MPSI Systems, Inc. 
Tydac Technologies 

GRAPHIC DISPLAY 
Computer Associates lnt'l. 
EnVision Knowledge Products 
HBRS, Inc. 
SAS Institute Inc. 
SPSS, Inc. 
3D Software Services 

HAND PRINT RECOGNITION 
ReadSoft, Inc. 

INDEXING 
SPSS, Inc. 

INTERACTION/CLASSIFICATION 
ANALYSIS 
EnVision Knowledge Products 
HBRS, Inc. 
SciTech International, Inc. 
SDR, Inc. 
SPSS, Inc. 
Statistical Innovations 

INTERACTIVE TABULATION 
EnVision Knowledge Products 
HBRS, Inc. 
Market Probe International 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
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Statistical Innovations 
3D Software Services 

KEY TO DISK 
Pulse Train Technology 

LOGIT/LOG-LINEAR ANALYSIS 
BMDP Statistical Software, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
SDR, Inc. 
SPSS, Inc. 

MARKET MATCHING 
Marketing Information Systems 

MARKET SEGMENTATION 
Claritas, Inc. 
Comstat Research Corporation 
EnVision Knowledge Products 
HBRS, Inc. 
LPC, Pitney Bowes Co. 
M/NR/C Inc. 
Marketing Info. Systems 
SDR, Inc. 
SPSS, Inc. 
Statistical Innovations 

MEDIA ANALYSIS 
Claritas, Inc. 
HBRS, Inc. 
SAS Institute Inc. 

MULTIDIMENSIONAL SCALING 
Computer Associates lnt'l. 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
SciTech International, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 
TIC/A 

MUL TINOMINAL LOG IT ANALYSIS 
BMDP Statistical Software, Inc. 
Caliper Corporation 
EnVision Knowledge Products 
HBRS, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 

MULTI-PAIRED COMPARISON 
BMDP Statistical Software, Inc. 
EnVision Knowledge Products 
HBRS, Inc. 
SAS Institute Inc. 
SPSS, Inc. 
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MULTIVARIATE METHODS 
BMDP Statistical Software, Inc. 
Claritas, Inc. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
P-STA T, Inc. 
SAS Institute Inc. 
SciTech International, Inc. 
SDR, Inc. 
SPSS, Inc. 

NON-PARAMETRIC STATISTICS 
BMDP Statistical Software, Inc. 
Computer Associates lnt'l. 
EnVision Knowledge Products 
HBRS, Inc. 
SAS Institute Inc. 
SciTech International, Inc. 
SDR, Inc. 
SPSS, Inc. 
TIC/A 

OCR/ICR 
ReadSoft, Inc. 

ON-LINE DATA TABULATION 
CRC Data Systems 
EnVision Knowledge Products 
M/A/R/C Inc. 
Pulse Train Technology 
Quantime Corporation 
R. Isaacs Computing Associates 
SDR, Inc. 
3D Software Services 

ON-LINE TELEPHONE 
INTERVIEWING 
CRC Data Systems 
HBRS, Inc. 
M/NR/C Inc. 
Marketing Info. Systems 
Pulse Train Technology 
Quantime Corporation 
3D Software Services 

PATIERN ANALYSIS 
Computer Associates lnt'l . 
SAS Institute Inc. 
SciTech International, Inc. 
SPSS, Inc. 

PERCEPTUAL MAPPING 
CRC Information Systems 
EnVision Knowledge Products 
HBRS, Inc. 
SAS Institute Inc. 
SciTech International, Inc. 
SDR, Inc. 
SPSS, Inc. 

PRICE ELASTICITY 
MEASUREMENT 
EnVision Knowledge Products 
HBRS, Inc. 
SDR, Inc. 
SPSS, Inc. 

PROGRAMMING LANGUAGE 
Devcom Mid-America 
EnViston Knowledge Products 
HBRS, Inc. 
Market Probe International 
Pulse Train Technology 
P-STAT, Inc. 
SAS Institute Inc. 
SPSS, Inc. 

QUADRANT ANALYSIS 
Computer Associates lnt'l. 
EnVision Knowledge Products 
HBRS, Inc. 
I R I Software 
SDR, Inc. 
TIC/A 

QUESTIONNAIRE DESIGN/ 
LANGUAGE 
CRC Data Systems 
HBRS, Inc. 
M/NR/C Inc. 
Marketing Information Systems 
Pine Company 
Pulse Train Technology 

RANKING 
Computer Associates lnt'l. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
M/NR/C Inc. 
P-STAT, Inc. 
Quantime Corporation 
SPSS, Inc. 
TIC/A 

REGRESSION/CORRELATION 
ANALYSIS 
BMDP Statistical Software, Inc. 
Claritas, Inc. 
Computer Associates lnt'l. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
P-STAT, Inc. 
SAS Institute Inc. 
SDR, Inc. 
SPSS, Inc. 

SALES ANALYSIS 
Claritas, Inc. 
Computer Associates lnt'l . 
Devcom Mid-America 
EnVision Knowledge Products 
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HBRS, Inc. 
IRI Software 

~-----------------------, 

1 To order any of the books shown below, simply send this form, along with payment information I 

Marketing Info. Systems 
SAS Institute Inc. 
SPSS, Inc. 

I to : Quirk's Marketing Research Review, Dept. 7-B, P.O. Box 23536, Minneapolis, MN 55423. If 
I you 'd like to use your Visa or Mastercard, call 612-861-8051 or fax the form to 612-861 -1836. 

SALES OAT ABASE 
Computer Associates lnt'l. 
Devcom Mid-America 
EnVision Knowledge Products 
HBRS, Inc. 
I R I Software 
Marketing Info. Systems 

I 
I 
1 o TARGETING THE NEW 
I PROFESSIONAL WOMAN (#549) $32.50 
I 
I o STRATEGIC DATABASE 
I MARKETING (#551) $32.50 
I 

o MULTI-CHANNEL MARKETING 
( #503) $32.50 

0 MARKET SEGMENTATION 
(#492) $32.50 

SALES EFFECTIVENESS 
MEASUREMENT 

I Name __________________________________________ __ 

EnVision Knowledge Products 
HBRS, Inc. 

Company -------------------------------------------

I R I Software Address ____________________________________________ _ 
Marketing Info. Systems 

City ________________ State _____ ZIP ________________ _ 

SALES FORECASTING Phone (In case we have a question about your order) ________ _ _ ___ __ 

Devcom Mid-America 
EnVision Knowledge Products 
HBRS, Inc. 

Please charge my o Visa 0 Mastercard Marketing Info. Systems 
P-STAT, Inc. 
SAS Institute Inc. Account # -----------------------------------------
SDR, Inc. 
SPSS, Inc. Signature _______________________ __ 

L _ _ ____________________ ~ 

. TARGETING THE NEW PROFESSIONAL 
WOMAN 
How to Market and Sell to Today's 57 Million Working 
Women 
by Gerry Myers 

©1994 I 258 pages I hardcover I $32.50 I 
order #549 

" A new, insightful approach to marketing in the '90s .. . 
addresses one of the key trends and market segments 
that will be critical to a company's survival in the years 

'------- ahead. The decade of the woman is here!" 

Gordon W. McPhaden, 
Vice President of Technical Support 
Pepsi-Cola Company 

~---- . STRATEGIC DATABASE MARKETING 
The Masterplan for Starting and Managing a Profitable, 
Customer-Based Marketing Program 
by Arthur M. Hughes 

©1994 I 352 pages I hardcover I $32.50 I order #551 

" A thorough understanding of the concepts contained 
tn Strategic Database Marketing will save the relationship 
marketing newcomer significant in-market tuition ." 

Frank Higgins, Director of Marketing 
Nutritional Products 

..__ ______ Nestle Food Company 

February 1995 

. MULTI-CHANNEL MARKETING 
Maximizing Market Share with an Integrated 
Marketing Strategy 
by Kevin B. Tynan 

©1994 I 245 pages I hardcover 1$29.95 I 
order #503 

" In today's hotly contested environment, every 
business must understand integrated marketing. 
Nationally renowned marketer Kevin Tynan tells 
you everything you need to know to gain the 

'------- competitive edge." 

Andrew Leckey, Nationally syndicated business 
columnist , Chicago Tribune 
Business Reporter, WLS-TV/Chicago 

. MARKET SEGMENTATION 
Using Demographics, Psychographies and Other 
Niche Marketing Techniques to Predict Customer 
Behavior 
by Art Weinstein 

©1994 I 313 pages I hardcover I $32.50 I 
order #492 

" Market Segmentation is a must-read for every 
market research professional-a book you 'll hope 
your competitors have not read. " 

..__ _____ Mike Reinemer, Director of Communications 
Claritas 
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Thanks to you, all sorts of everyday products are being made 
from materials you've recycled. But to keep recycling working 
to help the environment, you need to buy those products. 

So look for products made from recycled materials . and buy 
them. It would mean the world to all of us. For a free brochure, 
please write Buy Recycled, Environmental Defense Fund, 2S7 
Park Ave. South, New York, NY 10010, or calll-800-CALL-EDF. 

- A Public Service of 
~~ This Publication &EPA 

Circle No. 153 on Reader Card 

ENVIRONMENTAL B>F 
DEFENSE ~ 

FUND • 



SAMPLE SIZE DETERMINATION 
EnVision Knowledge Products 
HBRS, Inc. 
SDR, Inc. 
SPSS, Inc. 

SAMPLE WEIGHTING 
BMDP Statistical Software, Inc. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
M/A/R/C Inc. 
Market Probe International 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
SciTech International, Inc. 
SDR, Inc. 
SPSS, Inc. 
T/C/A 

SAMPLING SYSTEMS 
GENESYS Sampling Systems 
HBRS, Inc. 
P-STAT, Inc. 
Survey Sampling , Inc. 
3D Software Services 

SIMULATION/MODELING 
EnVision Knowledge Products 
HBRS, Inc. 
SAS Institute Inc. 
SDR, Inc. 

SITE EVALUATION 
HBRS, Inc. 
LPC, Pitney Bowes Co. 

STRUCTURAL EQUATION 
MODELING 
HBRS, Inc. 

SURVEY ANALYSIS 
HBRS, Inc. 
Pulse Train Technology 
P-STAT, Inc. 
SAS Institute Inc. 
SciTech International, Inc. 
SPSS, Inc. 
3D Software Services 

T TESTS 
BMDP Statistical Software, Inc. , 
Computer Associates lnt'l. 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
M/A/R/C Inc. 
P-STAT, Inc. 
Quantime Corporation 
SAS Institute Inc. 
SDR, Inc. 

February 1995 

SPSS, Inc. 
TIC/A 

TABLE EDITING 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
Market Probe International 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
SDR, Inc. 
SPSS, Inc. 

TABULATION SYSTEMS 
CRC Data Systems 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
R. Isaacs Computing Associates 
M/A/R/C Inc. 
Market Probe International 
Pulse Train Technology 
P-STAT, Inc. 
Quantime Corporation 
SDR, Inc. 
SPSS, Inc. 
T/C/A 
3D Software Services 

TELEPHONE INTERVIEWING/ 
SAMPLING 
Comstat Research Corporation 
HBRS, Inc. 
M/A/R/C Inc. 
Pulse Train Technology 
Quantime Corporation 
3D Software Services 

TEXT ANALYSIS 
Comstat Research Corporation 
HBRS, Inc. 
P-STAT, Inc. 
SciTech International , Inc. 

THURSTONE SCALING 
EnVision Knowledge Products 
HBRS, Inc. 
SDR, Inc. 

TIME-SERIES ANALYSIS 
BMDP Statistical Software, Inc. 
Computer Associates lnt'l. 
EnVision Knowledge Products 
HBRS, Inc. 
IRI Software 
Market Probe International 
P-STAT, Inc. 
SAS Institute Inc. 
SDR, Inc. 

TRANSLATION 
HBRS, Inc. 

VERBATIM CODING 
CRC Data Systems 
HBRS, Inc. 
M/A/R/C Inc. 
Pulse Train Technology 

VOLUMETRIC ANALYSIS 
Quantime Corporation 
SDR, Inc. 
TIC/A 

Looking for a 
moderator? 

Consult the 
Qualitative 
Research/ 

Focus Group 
Moderator 
Directory 
found in 

every 
issue of 

QUht'~------------------------
MARKETING RESEARCH 

Review 
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Please note the corrections to the following listings from the 1995 Directory of Focus 
Group Facilities (corrected text shown in bold): 

Pathfinder Research Group 
179 Great Road 
Acton, MA 01720-5740 
Ph. 508-263-0400 
Fax 508-264-4065 
Contact: James F. Shur 
1 ,3,4,6,7B 

The listing for Survey Central, Inc., Northfield, N.J. , on page 112 should have been 
placed under the Atlantic City heading. The company also has a new address: 

Survey Central, Inc. 
503 Mill Rd. 
Northfield, NJ 08225 
Ph. 609-383-1700 
Fax 609-383-1783 
Contact: Jody Davis 
1,3,6,7B 
Rm. 1) 15x20 Obs. Rm. Seats 10 

Please add the following facilities to the 1995 Directory of Focus Group Facilities: 

Atlanta Focus 
Druid Chase Office Park 
2801 Buford Hwy., Ste, 250 
Atlanta, GA 30329 
Ph. 404-636-9054 
Fax 404-636-8927 
Contact: Marianne H. Polk 
1 ,3,6,7B,8,9 
Rm. 1) 15x20 Obs. Rm. Seats 18 
Rm. 2) 15x20 Obs. Rm. Seats 18 
Rm. 3) 15x20 Obs. Rm. Seats 18 

The Consumer Center of Mid-Florida 
101 Philippe Pkwy., Ste. A 
Safety Harbor (Tampa), FL 34695 
Ph. 813-726-0844 
Fax 813-724-3944 
Contact: Ann Hudson 
1 ,2,3,4,6,7C,8 
Rm. 1) 29x18 Obs. Rm. Seats 25 
tRm. 2) 29x18 Obs. Rm. Seats 25 
tRm. 3) 26x12 

Sales Offices 
Headquarters: Evan Tweed, Quirk's Marketing Research 

Review, 6607 18th Ave. So. , Minneapoli s, MN 55423 , 

Phone: 61 2-861-8051. Fax: 612-861-1 836 

West Coast: Lane Wei ss, Lane Weiss & Associates, 10 

Black Log Rd. , Kentfield , CA 94904, Phone: 415-461 -

1404. Fax: 415 -461 -9555 
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Issues and Answers Network, Inc. 
301 N.W. 63rd St., Ste. 140 
Oklahoma City, OK 73116 
Ph. 405-840-4767 
Fax 405-840-5660 
Contact: Carla Lindemann 
1 ,3,6,7B,8,9 
Rm. 1) 21 x13 Obs. Rm. Seats 8 

Issues and Answers Network, Inc. 
5151 Bonney Rd. 
Virginia Beach, VA 23462 
Ph. 804-456-1100 
Fax 804-456-0377 
Contact: Carla Lindemann 
1 ,3,6,7C,8,9 
Rm. 1) 16x22 Obs. Rm. Seats 1 0 
Rm. 2) 14x20 Obs. Rm. Seats 8 

Strategic Marketing & Research , Inc. 
9200 Keystone Crossing, Ste. 400 
Indianapolis, IN 46240 
Ph. 317-574-7700 
Fax 317-574-7777 
Contact: Fred Bingle 
1,3,6,7B 

Will iams Research 
641 Ohio St. 
Terre Haute, IN 47808 
Ph. 812-232-0360 
Fax 812-232-1298 
Contact: Gerard Randall 
1,3,7B 
Rm. 1) 26x13 
Rm. 2) 13x13 

Target Market Research Group, Inc. 
FOR BROCHURE: (305 ) 262- 1606 • (305 ) 262-0372 (FAX) 

Marketing Research 
Very well-established and growing research firm based in 
Chicago has an attractive Business Development 
position available. Candidates must have five or more 
years' experience in consumer research, be outgoing and 
enjoy this significant role. Presentation and interpersonal 
client skills important. Very competitive compensation and 
benefit package. Will consider buyout of small firm to 
attract principal. Write in confidence to Foy Conway, 
CEO. 

Conway I Milliken & Associates 

875 North Michigan Avenue 
Chicago, Illinois 60611 

Quirk's Marketing Research Review 



Trade Talk 
continued from p. 86 

they expect to happen in terms of interest rates and 
inflation. Their expectations are moderate and realistic. 

"Most of those investing have that long-term horizon, 
they're not speculators. They're not in because they think 
they're smarter than the market they're there because they 
have their savings tucked away in an IRA." 

Zehren says he was impressed by the widespread nature 
of investing. "It's something that surely reaches into the 
middle class and isn't the domain of those in the highest 
income groups." 

Some of the major findings: 
• Two out of five ( 41 percent) Americans now invest in 

stocks, bonds, mutual funds or commodities; 
• Two-thirds of those with incomes of $50,000 or more 

As you might expect, investors were more bullish than 
non-investors. When the surveys were conducted, most 
investors felt the market wo uld go up (either a little or a 
lot) or stay the same. While nearly half of investors expect 
to hold their current portfolios, 33 percent expected only 
to buy in the next six months, 16 percent expected to buy 
and sell. Only 4 percent expected only to sell. 

Most investors and non-investors were realistic about 
another interest rate increase. 

There were also some differences between the sexes. 
"Men's portfolios are less conservative, and they are 
more aggressive players than women overall. This pattern 
does not stem from differences in expectations about 
interest rates or inflation, but rather seems to reflect 
different concerns and priorities," Zehren says. 

Three in ten men but only one in four women own 
stocks . Men take more risks and are for the most part more 

have some type of investment; 
half of them use a fu ll service 
broker; one-quarter use a dis­
count broker; 

Percentage of Americans Who 

active in the market. Of mu­
tual fund investors, 54 per­
cent of the men and 41 per­
cent of the women own 
shares in stock funds. 24 
percent of the men and 15 
percent of the women are in 
corporate bond funds; 29 
percent and 20 percent are in 
funds that invest in both. 

• Twenty-one percent of in­
vestors have all of their in-

Own one of more types of investments 41°/o 

vestments in a retirement ac­
count of some kind- an IRA, 
401 (k) or Keogh account. 

Stocks 

Mutual Funds 

Bonds 

Commodities 

27% 

23% 

22% 

4% 
Age is, not surprisingly, the 

biggest influence on people's 
investing practices and out- Do not invest in any of these 59°/o 

Women are more likely to 
invest in (ostensibly) more 
conservative vehicles like 
municipal, government or 

look. For investing, the prime Source: Chilton 's EXPRESS Omnibus Investors Survey 
age range is 45-54. Up to age 
45, investors are much more likely to say they expect to 
buy stocks than to sell them. After they hit 54, stock 
purchases drop sharply and selling is more common as 
investors turn towards concerns about stability and go to 
cash. 

Those in the 55-64 age group were the least optimistic 
about the stock market. Only 19 percent expected stock 
prices· to go up, compared to 31 percent of other age 
groups. 

Regional differences 
The research also uncovered some interesting regional 

differences in mutual fund investors. Those in the west 
are very concerned with a fund's financial objectives. 
Westerners and southerners said full disclosure of man­
agement fees, loads and other charges was very impor­
tant. Midwesterners are more concerned about avoiding 
risk: they are the least likely to decrease their cash 
holdings ( 17 percent as comp'ared to 27 percent to 29 
percent in other regions). Midwesterners who are looking 
for mutual funds are more likely to place the highest 
importance on the fund's past performance. 

Investors have higher average incomes than non-inves­
tors - $37,300 vs. $24,500 respectively. Investors are 
better-educated and are more likely to be white, married 
and work full-time. 

February 1995 

treasury bonds. Men more often invest in riskier, low­
grade corporate bonds. 

Zehren says that despite these findings, marketers should 
be careful about rushing into marketing programs that 
play to one sex or the other. "The differences are at the 
margin. Both may be predominately of the same attitude, 
it's just that one is a stronger majority than the other, 
that's why I'd be cautious if I were them. One can find 
uninformed men and women, so I would use a mix of male 
and female portrayals [in advertising]." 

Clear and up front 
One opportunity the results present is for mutual funds 

to be clear and up front about their management fees and 
other expenses. Not only are investors interested in these 
numbers but they seem to seek out fu nds that make this 
information easy to find and understand. 

For marketers of financial services, Zehren says the 
most important finding is that despite the market's gyra­
tions, investors haven't been scared away. 

"The research shows a receptive marketplace that wants 
to play ball and is quite realistic about the criteria they use 
to select their investments. They seemed to be reasonably 
informed and disciplined in the way that they operate." 
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By Joseph Rydholm/QMRR editor 

Confessions of a mutual fund junkie 

I confess: I'm a mutual fund junkie. My house is littered 
with fund prospectuses (prospecti?). I fi ll my waking 
hours poring over The Wall Street Journal , Smart Money, 

Money and Kiplinger's and watching CNBC or "Wall Street 
Week." 

Even if I don't have any cash to invest, I still think about 
mutual funds . Should I sw itch funds? Should I pick a differ­
ent international fund? Are thi s fund's 12b-l fees too high? 

At least I don't have photos of my favorite fund managers 

BI ,i. 
BRAND INSTITUTE, inc. 

YOUR POINT OF 
DIFFERENCE FOR.' 

BRAND NAMING • D ESIGN • MARKET R ESEARCH 
TRADEMARK SCREENING 

CALL US FOR A CAPABILITIES PRESENTATION. 
EXPERIENCE 11\'CLL'DES: 

AT&T, AMERICAN H OME PRODUCTS, COLGATE-PALMOLIVE, D UPONT, 
FRUIT OF THE L OOM, G LAXO, L EVER BROTHERS, M ERCK, PROCTER & GAMBLE, RALSTON 

PURl 'A, SMITHKLINE B EECHAM, SPRIST, US W EST 

300 Park Avenue • 17th Floor· New York NY 10022 
TEL (212) 572-6311 FAX (212) 572-6411 

Circle No. 141 on Reader Card 
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up on my walls- yet. 
The worst thing is, I think I've drawn some of my friends 

and co-workers into my sickness. Pals who three years ago 
looked at me quizzically when I started blabbing about 
mutual funds now come up to me, with that telltale look in 
their eyes, and ask ifl 've heard anything about " that hot new 
sector fund." 

At least we're not alone. There are millions of others with 
the investment bug. During the past few years, the assets of 
mutual funds have swelled to record levels as Jane and John 
Q. Public cashed in their CDs and savings accounts and 
jumped into the stock and bond market, hoping for double 
digit returns. Others have entered the market after realizing 
that soc ial ecurity and company pensions won't be enough 
to provide for retirement. 

Things went smoothly in the market for a while before it 
tanked last year. Since then it' s been a roller coaster. It seems 
like each week brings a new bugaboo: the Orange County 
mess, the earthquake in Kobe, the collapse of the pe o, the 
specter of inflation and the fed's attendant intere t rate 
shenanigans. 

When will it end? Probably never. But I'm sti ll in the 
market and I plan to be fo r the long term. According to 
surveys done by Chilton Research Services, Radnor, Pa., 
most other investors feel the same way. 

Two separate phone surveys were conducted last fall of a 
nationwide random sample of adults 18 and older to deter­
mine the level of U.S. consumers' investment activity, to 
understand the demographics of investors, and to take the 
pulse of investors and non-investors regarding the current 
economic climate. 

Optimism and resilience 
The research found considerable optimism and resilience 

in investors' attitudes, says Bart Zehren, research consu ltant 
with the CRS Financial Services Group of Chilton Research 
Services. "They have a willingness to stay with the market for 
the long haul. People were reali stic and ready to absorb what 

continued on p. 85 
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Experience Is The Best Teacher: 
We cordial I y invite you to learn marketing research methods and applications from the profess ionals who have done more 
customi zed marketing research and have taught it to more people than anyone else in the world! 

When you attend a Burke Institute seminar, you 
participate in more than an exci ting, on-target 
learning experience. You learn from what we 
have learned by do ing tens of thousands of 
marketing research studies. Our seminars refl ect 
thi s invaluable depth of real-li fe experti se, not 
avail able to you anywhere else. 

It is j ust one of the many reasons for the rave 
rev iews we have received worldwide from past 
participants at more than 2,000 marketing research 
seminars conducted by us during the past 20 
years. Here are just a few verbatims from recent 
seminar evaluations: 

1. The best seminar in marketing I've ever taken . Very timely . The 
content is abso lutely excellent. Speaker - excellent. engaging. It's 
nice to have someone who can help us to understand . . . Finally, a 
marketing seminar which is both in-depth and practical. 

Director of Market Research, Faultless Starch/Bon Ami 

2. Fantastic -I finally understand the stuff that good college professors 
could not explain if the ir lives depended on it. Great manual. Speaker 
is really g reat - I have learned more from him in 2 days than I did in 
2 years in grad school ! 

Market Administrator, GTE Directories 

3. If the wealth of information, knowledge and understanding I walked 
away with could be converted to money , I would be a millionaire from 
hereafter. I was never more impressed with an instructor and a 
seminar as I was with this . Workbook like none I have ever been 
exposed to ... somewhat similar to the Encyclopaedia Brittanica. 
Speaker dynamic, exciting , brilliant, showed tremendous interest in 
the subject as well as each participant. 

Project Coordinator, General Foods 

4. Super- best 2 day seminar I've ever had. Totally targeted . Best 
workbook I've seen in terms of walking away with a great memory 
jogger. Super speaker. 

Manager, ICI Pharmaceuticals 

5. I have listed more than 30 ideas for immed iate implementation at my 
company. Outstanding speaker: expert , enthusiastic, as good a 
listener as he is a teacher. 

Manager, Consumer Research, Heinz 

6. Fantastic and on-track ! The manual w il l be a great addition to our 
reference library! Priceless ! So well laid out. Speaker excellent. 
interesting - on-track. 

Product Researcher, Midmark Corporation 

7. The best (seminar) I've attended. Outstanding association of statistics 
to marketing research problems. Linked statistical background of 
MBA to study concerns I face everyday. (The speaker) explains 
statistics and methods better in 2 days than most professors have 
done in a semester of undergrad and grad work. 

Business Research Analyst, Dow Chemical 

8. Fantastic! Even though I have an M.S . in stats I have never had such 
a clear picture of how to apply stat techniques before . Wonderful 
examples to explain the theories. ideas. philosophies-superb 
(speaker) ! Helped to motivate me to expand my use of different 
techniques and explore more possibilities. 

Marketing Research Analyst, Consumer Power Company 

9. "Intensive" is an understatement. But, I sure feel I got my money's 
worth . I got everyth ing I came for, and more. Incredibly helpful and 
useful information . Terrific workbook. Unique instructor . .. someone 
who can "do" and "teach". Wonderfully enthusiastic. 

Principal, CreBive Focus 

10. Incredible - better than I expected . "Biggest Bang for the Buck" of 
any seminar I've ever attended . Fantastic. 

Marketing Research Analyst, Depuy 

ur e BTheiD 
Illst1 te 

Cincinnati Corporate Headquarters 

50 E. Rivercenter Boulevard 
Covington , Kentucky 41 0 11 

(800-543-8635 ext. 6 135) 
© 1995 . The Burke Institute 

The Burke Institute 
Partial Schedule of Burke Institute Seminars Through December 1995 

October -December 1994 dates precede the 1995 dates in the following list. 

101. Practical Marketing Research 
Toronto....... . ....... Oct. 31-Nov. 2 

ew Orleans . ov. 21-23 
San Antonio ......... .. Dec. 12-14 
Atlanta . . ... .... Jan. 9-11 
New York .. .... Jan. 30-Feb. I 
Cincinnati . . Feb. 27-Mar. I 
Chicago .. . Mar. 27-29 
Cincinnati . Apr. 17-19 
Toronto . .. ... May 1-3 
Boston ....................... . May 22-24 
Chicago ... .... ......... ... .. . ... June 12- 14 
New York .......................... Ju ly 10-12 
Cincinnati .. ......... ... ..... .. .... . Aug. 7-9 
Boston ............................... Sept. I 1-1 3 
Cincinnati .... . .... Oct. 2-4 
Boca Raton . . .. . ...... ....... Oct. 16-18 
Detroit .............. . ... Nov. 6-8 
Cincinnati .... . .. .... .. ..... Dec. 4-6 

104. Questionnaire Construction Workshop 
Boca Raton ... ... ............ ... .. Nov. 14- 16 
Atlanta ........ Jan. 16-18 
Cincinnati ............ Mar. 6-8 

ew York . . .. ........ ....... Apr. 24-26 
Boston..... . .......... June 19-21 
Cincinnati . . ..... Aug. 14-16 
New York ...... ................... Sept. 25-27 
Cincinnati .... ..... .. .... ... ..... ... Nov. 13- 15 

105. Quest ionnaire Design 
Boca Raton ...................... .. ov. 17-1 8 
Atlanta . . .... .... Jan. 19-20 
Cincinnati ........ .. .... ... Mar. 9-10 

ew York ..... .. ................... Apr. 27-28 
Boston .. . ... ... ....... .. ..... June 22-23 
Cincinnati ...................... Aug. 17-18 
New York ... . .. ... ...... ..... ... Sept. 28-29 
Cincinnati .. ... Nov. 16-17 

201. Focus Groups 
Chicago .... .. ....................... Oct. 20-21 
New York ......................... Mar. 14- 15 
Boston .. .. . ..... . Sept. 19-20 

202. Focus Group M oderator Tra ining 
Cincinnati .... ... ... Dec. 6-9 
Cincinnati ........... Jan. 24-27 
Cincinnati . . ... ... ... Feb. 21-24 
Cincinnati . ..... . .. . ... .. ... ... Apr. 10- 13 
Cincinnati ............ May 9- 12 
Cincinnati ............ June 13- 16 
Cincinnati ........ Aug. 29-Sept. I 
Cincinnati ....... Oct. 3-6 
Cincinnati ..... Dec. 5-8 

203. Focus Group Applicat ions 
Cincinnat i ... ............ . ... ... Dec. 12- 14 
Cincinnati .......................... May 15-17 
Cincinnati ....... .. ..... .... Dec. 11 -13 

204. Qualitat ive Research Reports 
Cincinnat i ........... Dec. 15-16 
Cincinnati .. . .... ............ May 18- 19 
Cincinnati .............. ............ Dec. 14-15 

301. Communicating Marketing Research 
Boston ................................ Nov. 7-9 
Atlanta ............................... Feb. 6-8 
Cincinnati ......................... Mar. 20-22 
Boston . May 31-June 2 

ew York ...... . July 17- 19 
Cincinnati . . .... ........... Aug. 28-30 
Chicago ................. .... ........ Oct. 30- ov. I 

40 I. Managing Marketing Research 
Boston ... .. . ............ Nov. 10- 11 
Atlanta .... . ....... Jan. 12- 13 
Cincinnati ...... ................. .. Mar. 23-24 
Boston ....................... ..... May 25-26 
Cincinnati ................. Aug. 31-Sept. I 
Chicago...... . ......... Nov. 2-3 

501. Applications of Marketing Research 
San Antonio ......... Dec. 15- 16 
Cincinnati .. ... Mar. 2-3 
Toronto ........................ May 4-5 
Chicago ..... June 15- 16 
<;: incinnati ....... . .... Aug. 10-11 
Boston ... ... ........... . ...... Sept. 14- 15 
Detroit... . ...... Nov. 9- 10 

502. Product Research 
New York ................ .. ....... Feb. 21-22 
Cincinnati ....................... July 6-7 
Cincinnati .......... Oct. 5-6 

504. Adver tising Research 
New York ............. Feb. 16-17 
Cincinnati ......................... May 18- 19 
Boston ........ . ...... July 27-28 
Cincinnati ... ............... .. ..... Oct. 26-27 

505. Segmentation and Positioning Research 
ew York ................. Feb. 14-15 

Cincinnat i ....... . . ..... May 16- 17 
Boston . . ............... July 25-26 
Cincinnati ........... Oct. 24-25 

506. Customer Satisfaction Research 
Toronto ... . ..... Nov. 3-4 
New York .......................... Feb. 23-24 
Cincinnati .... . .... Apr. 20-2 1 

ew York .............. . ..... July 13-14 
Boca Raton ........ Oct. 19-20 

601. Translating Data into Actionable 
Information 
Cincinnati .... Dec. 19-20 
New York ......... .. ....... ... ... Feb. 2-3 
Chicago ...... . .. Mar. 30-3 1 
Cincinnati ............ ............. June 1-2 
Chicago......... .. Sept. 7-8 
Cincinnati ......................... Dec. 7-8 

602. Tools and Techniques of Data Analysis 
Chicago .... ...... .. Oct. 18-2 1 
Cincinnati ..... Dec. 6-9 
Boston .... . ... . Jan. 24-27 
Cincinnati ... ........ Mar. 14-17 

ew York . . .... .... .. . May9- 12 
Atlanta ..... . ..... July 11 -14 
Cincinnati ................. ...... Aug. 22-25 

ew York ......................... Oct. I0- 13 
Cincinnati ....... ov. 28-Dec. I 

603. Practical Multivariate Analysis 
Cincinnati .... ...... .... ov. 29-Dec. 2 
NewYork .. .. ... ... .... Feb.7- IO 
Cincinnati ... . ......... Apr. I 0-13 
Atlanta ....... . ... .... .... June 6-9 
New York ..... Aug. 1-4 
Boston ... Sept. 19-22 
Cincinnati .... .... Nov. 7- 10 

701. International Marketing Research 
Cincinnati ...... .... ... ........... .. Oct. I 0- 11 
Cincinnati ... ....................... Mar. 8-9 
Boston .............. ... ... .. ......... June 26-27 
Cincinnati ... ....................... Sept. 26-27 

702. Business to Business M arketing Research 
Cincinnati .......................... Apr. 5-7 
Cincinnati . ov. 20-22 

Four-Week Certificate of Achievement 
Program 
Cincinnati ............. Feb. 27-Mar. 24 
Cincinnati . .. Aug. 7-Sept. I 

Two-Week Certificate of Proficiency in 
Qualitati ve Research Program 
Cincinnati . . ....... Dec. 6- 16 
Cincinnati .... .. May 9-19 
Cincinnati ........... Dec. 5-15 

Please call L isa Raffignone at 800-543-8635 (ex t. 6089) or 606-655-6089 for information on the 
following Burke Institute seminars which are also currently of fered by the Institute: 

102 Introduction to M arketing Research 
103 M arketing Research for Decision M akers 
205 Quali tati ve Marketing Research wi th Children 
302 Effective In-person Presentation of Marketing Information 
703 Industry Specific Seminars 
to • Health Care • Telecommunications • Public Utili ties 
708 • Pharmaceutical • Financial Institutions 

• Automotive(fransportation 

ALL OF THE ABOVE BURKE INSTITUTE SEMINARS ARE 
AVAILABLE FOR IN-HOUSE PRESENTATION. 

Please look over the li st of our current Burke Institute seminars. 
Then call us toll -free. We will help you select the best Burke 
Institute seminar or other educational opportunity to meet your 
specific needs. Please call Lisa Raffignone, Marketing Manager, 
or Dr. Sid Yenkatesh, Pres ident, at 800-543-8635 (ext. 61 35) or 
606-655-6 135 or fax us at 606-655-6064. 

Ctrcle No. 147 on Reader Card 
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