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INTRODUCING ... 

QUANVERT FOR 
WINDOWS 

> age ± 
> extras 
> ownski 

± 

CLICK 
·TO PICKYOUR 
VARIABLES 

TABLES AS QUICK 
AS YOU CLICK 

•• I ---. ---. ---. ---. 

CLICK 
TO SELECT 
THE SURVEY 

CLICK 
TO RUN 
THE TABLE 

With Quanvert on your PC, you no longer have to depend on others to produce your survey tables. 
You can do it yourself from the original survey data, with no special skills whatsoever. 

Contact Joe Marinelli at 
Quantime Carporatian 
11 East 26th Street, 
New York, NY 10010 
Telephone (212) 447 5300 

QUANTIME Fax (212) 447 9097 

Contact Rudy Bublitz at 
Quantime Corporation 
4010 Executive Park Drive, 
Cincinnati, Ohio 45241 
Telephone (513) 563 8800 
Fax (513) 563 8807 
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PULSAR: POWERFUL 
TABLES AND CHARTS AT YOUR 
FINGERTIPS. 
Feel the need to rearrange your tables? Combine 

them? Plot them as full color, 3-D charts? 

Today's the day, if you have the power and 

flexibility of Pulsar. 

Pulsar lets you explore data in an interactive 

way, and produce the tables and charts you 

want to see. 

There 's no need to have 'professional ' 

tabulation skills. And no need to use complex logic. 

You simply select questions or categories 

which interest you (Pulsar holds a full copy of 

your respondent data), and click to create tables, 

filters, weights, new questions and charts. 

A single project window 

makes it easy to manage 

your work. And , of course , 

you can copy and paste 

everything you create in 

Pulsar to a word processor, spreadsheet or 

graphics or presentation package. 

To find out more, call Pulse Train for 

details of Pulsar for Windows, Windows NT or 

Windows 95. And see what Pulsar can do for 

your tables . 

Pulse Train Technology, 618 U.S. Hwy 1, 

Suite 306, North Palm Beach , FL 33408. 

Telephone: (407) 842-4000. 



Kids turning off 
the TV, turning on 
the PC 

To the delight of many par­
ents, television viewing de­
clines dramatically when chil­
dren have a PC available to 
use at home, according to find­
ings from The American 
Learning Household Survey, 
a new study from FIND/SVP 
and Grunwald Associates. 
The study concludes that a 
major trend is in the making 
that could see TV use decline 
even more dramatically in the 
future. The trend is driven by 
increasing! y affordable and 
innovative PC technology and 
software content, spurred by 
a widespread belief among 
parents that they must supple­
ment what is being taught at 
school. 

The nine-month study was 
sponsored by over 20 U.S. 
learning, computer industry 
and media companies. Re­
search began with 12 focus 
groups with parents and chil­
dren in early 1995, followed 
by a survey of 1,200 family 
households using an in-depth 
35-minute questionnaire. 
Topics covered in the study 
include television viewing, 
on-line and Internet use, home 
PC hardware and software ap­
plications, household spend­
ing on learning resources, and 
parental interest in using a 
range of emerging interactive 
learning content and equip-

continued on p. 24 
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Florida remains most popular place to move 
A nationwide poll asking Americans which tate they would most like to move to shows 

Florida to be the top choice, according to Decision Analyst, Inc., an Arlington, Texas, marketing 
research firm. In a survey of more than 10,000 Americans, Florida was picked by 9.1 percent of 
the respondents. Those favoring Florida tended to live in the Northeast, were 35 to 54 years old, 
and earned more than $40,000 per year. In terms of education, the survey showed most of those 
selecting Florida had a high school education or less. 

Ranked second in the survey was Colorado, selected by 7.6 percent of respondents. Those 
favoring Colorado were more likely to be from the Midwest and be between the ages of 35 and 
44. They most likely earned $40,000 or more and had at least some college education. 

In a similar survey conducted by Decision Analyst, Inc.last year, Florida was followed in order 
by Arizona, Hawaii, Colorado and North Carolina as the five states where Americans would most 
like to move. This year the top five shifted slightly, with Florida and Colorado followed by 
.Arizona (7.3 percent), North Carolina (6.2 percent) and Hawaii (4.9 percent). 

Moving up appreciably this year to sixth place was California, ranked 11th in last year' s survey. 
Rounding out this year's top 10 were Or­
egon, Tennessee, Washington and Montana, The Ten Most Popular States To Move To 
respectively. The slightly different top 10 Base- Total Respondents 

~------------------------+-------~ 
10,250 

showed that Texas fell from the seventh spot Florida 
~------------------------~~----~ 

9.1% 

last year to llththis year,andSouthCarolina Colorado 7.6 
~------------------------~~----~ 

dropped from the lOth spot last year to 13th Arizona 7.3 
~------------------------~~----~ 

thisyear. ~N_ort_h_C_a_ro_l_in_a ________________ ~6~. 2----~ 

Some of this year's least favored states ~H_aw_a_ii ____________________ -+_4_.9 ____ ~ 
were Mississippi, Kansas, Nebraska, Rhode ~Ca_l_ifo_r_ni_a __________________ -+_3_.6 ____ ~ 
Island and North Dakota. "It isn't too diffi- 11--0_re_go_n___ 3.4 
cult to understand why Florida and Colorado 11--Te_n_ne_s_se_e _________ -t-3_.3 __ --1 

were favored, given the combination of rec- ~W_a_sh_in_g_to_n __________________ +-3_.2 ____ -t 

reational and economic opportunitie those Montana 3.1 

states offer," says Jerry W. Thoma , presi­ The Ten Least Popular States 

dent of Decision Analyst, Inc. "There are ~-------------------------+-------~ 

some anomalies, however, such a Texas ~-------------------------+-------~ 

and South Carolina slipping out of the top 10. 1---------------+---~ 
Texas is one of the fastest growing states, ~-------------------------t----------1 

and South Carolina has an economy that is ~D-el-aw_a_r_e --------------------+-0-. 3-----t 
quite strong. Iowa 0.4 

North Dakota 0.2% 
Rhode Island 0.2 
Nebraska 0.3 
Kansas 0.3 
Mississippi 0.3 

"Apparently what is happening i that a ~So-u-th-D.,--a--,-k-ot_a ________ -+ 0.-4---1 

higher-quality lifestyle - less congestion, Louisiana 0.4 
cleaner air, more recreational opportunities, 1-W-e-st-V-ir-g-in-ia-----------------+--,-0-.4----~ 
etc.-is proving more and more attractive to ~-.-__ ...;;..... _________ ~ ___ _. 

the average American. Yet, it'sstilljobopportunities that dictate where we must live. This survey 
indicates preferences, but not always population migration pattern ." 

In its survey, Decision Analyst asked the question: "If you had an opportunity to move to 
another state, which one state would you mo t like to move to?" The sample was balanced 
according to population. The statistical error was le than one percentage point, plu or minus. 
For more information call 817-640-6166. 
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Networked 
Multimedia Interviews. 

Virtually Simplified. 

It's finally time to tell you about 
our newest multimedia research 
authoring software and the 
powerful networking options that 
go with it. 

It's the only software of its kind that 
is compatible with the Internet, 
kiosks, fixed site facilities and 
in-home panels. It's Windows­
based and easy to use. 

It's more than an interviewing 
application. It's a network. 
It solves the problems of 
communications and field 
management. 

Americom Research has the most 
experience in the field of computer 
interactive interviewing and we 
have the best software. 

With these new research tools and 
HyperNet, you can count on: 

• the newest software 
- windows-based 
- point-and-click ease 
- full multimedia 
- internet-interactive 

• on-line service providers 
• fast interconnection 
• quickest data delivery 
• most field experience 

Let us bring you up to date on a faster, 
more reliable way of doing field 
interviewing. 

Call Bill Ahlhauser right now 
for more information and a 
demonstration. 

AM=s:RICOM 
RES£ ARCH 

{800) 469-1538 

27 Main Street East, P.O. Box 8, Wartrace, 1N 37183 Fax: (615) 389-6096 



LEX I S-N EXI S upgrades 
Mac interface, adds 
market research reports 

LEXIS-NEXIS has updated its re­
search software for Macintosh to ver­
sion 2.9. Fully compatible with Mac 
System 7.0 and higher, the software is 
now available via disk or can be down­
loaded from the LEXIS-NEXIS Com­
munication Center on the World Wide 
Web at http://www .lexis-nexis.com/. 
Improvements in the software include: 
a text input area that expands automati­
cally while you type in a search request; 
a scrollable research session history 
window that allows you to repeat a 
complex search without rekeying it; 
improved, automatic document format­
ting that allows customization for user 
needs; dual column printing with Post­
script printers; Internet access to LEXIS-

INSURANCE RESEARCH EVENTS 

NEXIS services; point and click LINK 
hypertext links to related documents. 

In other LEXIS-NEXIS news, the 
service now features report from more 
than a dozen market research firms, 
including Datamonitor, FIND/SVP and 
Nielsen. Customers can purchase re­
port information on-line by subsection, 
eliminating the cost of buying an entire 
report. Users will also have the ability to 
preview more of a market research re­
port than traditionally offered. Users 
may browse the entire table of contents 
and study the methodology of most re­
ports, as well as view actual tables, 
minus the data, before purchasing. The 
initial providers include: A. C. Nielsen, 
BCC Reports, Business Trend Analysts, 
Collector Trends Analysts, 
Datamonitor, Euromonitor MarketJour­
nals and Reports, FIND/SVP, Freedonia 
Group, The Information Catalog, Lead­
ing Edge, MarketLine International , 

Packaged Facts and Specialists in Busi­
ness Information (SBI). More provid­
ers will be added in the coming year. 
For more information contact your lo­
cal LEXIS-NEXIS representative or call 
800-227-4908. 

Software eases recruiting 
for research firms 

Marketing Decision Support Sys­
tems , Inc. , Indianapolis, Ind., has in­
troduced Research Tracker, a soft­
ware program developed to improve 
productivity for field services. Re­
search Tracker allows research firms 
to keep detailed information on re­
spondents to aid recruiting efforts, 
analyze frequency distribution , track 
alerts for jobs and client information , 
do invoicing and perform a variety of 

continued on p. 34 

Advanced Research Methodologies 
May 9- Princeton, N.J. 
May TBA- Chicago 
Oct. 3- Princeton, N.J. 
Oct. TBA- Chicago 

The Society of Insurance Research will hold its 26th 
annual conference November 13-15 at the Tradewinds 
Hotel & Resort in St. Petersburg Beach, Fla. Exhibits will be 
included. The organization's 17th annual Planning & Eco­
nomic Conference will be held May 8-10 at the Crystal City 
Marriott in Arlington, Va. An Internet workshop is tenta­
tively scheduled for March 1 in New York City. For more 
information call 404-671-9480. 

EquiTrend/Brand Management and Measurement 
May 16- Princeton, N.J. 
Oct. 17- Princeton, N.J. 

Customer Loyalty Management Process 
Apr. 25- Princeton, N.J . 
July 11 - Princeton, N.J. 
Oct. 24- Princeton, N.J. 

FREE SEMINARS FROM TOTAl RESEARCH 
Total Research, Princeton, N.J., will hold a series of free 

seminars on the following dates and topics. 
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Advanced Research for the Pharmaceutical Industry 
Mar. 25- Princeton, N.J. 
Sept. 9- Princeton, N.J. 

Call John Eaton for more information at 609-520-9100. 
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Focus V1Sion™ Network 
brin~ your customers into 
your office, 

How it Works: 
• FocusVision Network provides 

video transmission of five 
nationwide focus groups. 

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

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

• Turnkey End-to-End Service, with 
a FocusVision Facilitator at the 
client site, ensures the quality 
and comfort of every project. 

• Highest quality picture and sound 
with state-of-the-art CLI 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. 

Announcing FocusVision 
Worldwide co min soon ... 
London, Paris, Frankfurt and more. 
Call for information. 

Atlanta 
Reldwork, Inc. 
Quick Test Opinion Center 

Boston 
Fieldwork, Inc. 

Chicago Suburban 
Smith Research 
Quality Controlled Services 

Chicago Downtown 
Adler:VVeiner Research, Inc. 
Smith Research 

Cincinnati 
The Answer Group 

Columbus OH 
Quality Controlled Services 

Dallas 
Quality Controlled Services 

Denver 
Information Research, Inc. 

Detroit 
Quality Controlled Services 

Houston 
C. Q. S. Center for 
Qualitative Studies 

Kansas City 
Quality Controlled Services 

Los Angeles 
Adler-Weiner Research, Inc. 
Quick Test Opinion Center 
Trotta Associates 

Los Angeles Orange c;w. 
Trotta ~ssociates lrv1ne, CA 

V' Focus VIsioN™ 
~, NETWoRK, INc. 

Orman I..:JUIIJBm~e 
Research 

Nashville 
Quality Controlled Services 

New York c;ity 
Murray Hill Center 

Philadelphia 
Philadelphia Focus 

Phoenix 
Fieldwork, Inc. 

Raleiah 
L&Ef:lesearch 

Sacramento 
Research Unlimited 

San Francisco 
Ecker & Associates 

Seattle 
Gilmore Research Group 

St. Louis 
Quality Controlled Services 

Tampa 
Suburban Associates 

Washinaton. D.C. 
House Jillarket Research, 

Inc. 

Westchester. NY 
Fieldwork, Inc. 

London, UK 
Field Facts International 

1266 East Main Street • Stamford, Connecticut 06902 • (203) 961-1715 • Fax (203) 961-0193 



Case histor 
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Financial Advisors, headquartered in downtown Minneapolis' IDS Building (above) , provides financial products and services to almost two million 
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Employee research 
Redesigned questionnaire 
improves response rates, 
helps American Express 
Financial Advisors assess 
effectiveness of client 
acquisition techniques 
By D. L. Hudella 

merican Express Financial Advisors (AXP Advi­
sors) provides a wide range of financial products 
and services to almo t two million clients nation­
wide. The Minneapolis-based firm has spent the 

past year improving the way it measures how those clients 
are acquired, seeking to identify the most effective tech­
niques and pass them on to advisors in the field. One way 
it does that is by sending questionnaires to its advisors to 
find out which techniques they used to acquire new 
clients. 

The client acquisition technique (CAT) form is sent to 
7,800 financial advisors. Each form contains a list of the 
clients the advisor acquired during the past quarter. It asks 
the advisor to indicate which technique they used to 
acquire the client, which corporate office program was 
used, if any, and whether the client is a small business 
owner or not. 

The initial CAT study earned disappointing response 
rates. The form closely resembled other reports received 
by advisors from the corporate office. It was distributed to 
advisors through their manager (in many cases, a 
manager ' s assistant) and the form design simply failed to 
highlight the importance of the report. In addition, when 
the forms were returned to the corporate office, theta k of 
entering the data fell to various people. Advisors' confu­
sion in completing the report forms and inconsistent 
interpretation of the data by key entry professionals often 
rendered invalid up to 40 to 50 percent of the data for a 
single area office. 

February 1996 

Faced with di appointing response rates and a lack of 
dedicated resources to support the initial study, AXP 
Advisors turned to Data Recognition Corporation (DRC), 
a Minnetonka, Minn., firm pecializing in information 
management and survey processing ervices. "DRC rec­
ommended a creative solution that provided a profes­
sional, user-friendly report form design and a highly 
accurate method to capture the data," say Margaret 
Beier, analyst with AXP Advisors. 

To make the CAT report form easier for advisors to 
complete, the AXP Advisors Market Information and 
Controller's department introduced a machine-readable 
image/OCR (optical character recognition) document for 
it client acquisition study in 1995. "Based on the need 
de cribed by AXP Advi ors, we felt our integrated data 
collection approach could provide the needed solution 
and we are certainly pleased with the outcome," says 
Wayne Serie, DRC vice president. 

Boost response rates 
Research has long supported the idea that a form's 

appearance can significantly affect whether it will be read 
by a respondent and completed correctly. Larger print, 
balanced white space, use of color and a simple approach 
can help respondents more easily complete a form, ulti­
mately boosting respon e rates. However, making a 
respondent's job easier doesn't always result in a good­
looking form. 

Fortunately, recent advances in data capture software 
and technology now provide researchers with aestheti­
cally pleasing, computer-readable documents that can 
also read multiple formats, including handwritten marks 
and characters and machine written characters such as 
letters, numbers and bar codes. 

The new questionnaire developed by AXP Advisors 
and DRC i a four-page report form containing a custom­
ized cover letter outlining the benefits of the program for 
advisors. The new report form provides a flexible list of 
acquisition techniques and corporate sponsored programs 
with corresponding descriptions that can be revised as 
programs and techniques change. These descriptions 
are used to complete the final page that provides a Jist 
of clients acquired by the advisor in the previous 

quarter. 
Advisors are asked to indicate the acquisition tech­

nique and corporate sponsored program used to acquire 
the pecified client. The entire report form is variable­
including the response positions - which provides the 

continued on p. 35 
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Qualitative research 

Research with 
tourists and travel 
agents measures 
viability of high-speed 
train in Orlando 
By William M. Bailey 

Editor's note: WilliarnM. Bailey, Ph.D .,presidentofWMB 
& Associates, Orlando, Fla., is a statistical consultant and 
market analyst. 

As the home of Walt Disney World, Orlando, Fla., has 
no trouble attracting touri sts. But if all goes as pl~~ned, 
vacationers may have yet another reason to v1s1t the 

central Florida recreation mecca. A proposed mode of trans­
portation known as a maglev is in the planning stages by the 
Federal Department of Transportation (FDOT), in conjunc­
tion with local governments and private industry. 

Maglev is an elevated magnetic levitation train that can 
travel at speeds over 250 m.p.h. There are several demonstra­
tion projects planned across the U. S. , including one in 
Orlando. Approval and completion of the Orlando project 
would produce the first commercially operated train of this 
type in the world. Maglev Transit, Inc. (MTI), Orlando, 
received the certificate for Florida's demonstration project 
using German maglev technology. 

The proposed maglev would run between the Orlando 
International Airport and International Drive, a central point 
for tourists gathering outside Walt Disney World. From 
International Drive, tourists are within three to 15 minutes 

February 1996 

driving time from hotels along International Drive, at Walt 
Disney World, Lake Buena Vista, and along U.S. 192 in 
Kissimmee, Fla. 

By rental car or taxi, it typically takes 30 to 45 minutes to 
cover the 13.5 miles from the airport to International Drive. 
Via maglev, the trip would be cut to six -and-a-half to seven 
minutes. 

Maglev Transit, Inc. engaged the author to design a study 
that would measure con-
sumerand travel agent opin­
ion toward the proposed 
mode of high speed trans­
portation. Armed with this 
information, ridership esti­
mates could be determined 
based on various fare sce­
narios and an optimum fare 
provided to the financial 
plan being developed for the 
FDOT, the Florida Depart­
ment of Transportation and 
MTI's investor group. In 
addition to MTI, the re­
search steering committee 
included representatives 
from FDOT, Transrapid 
(the German maglev train 
design and engineering 
team), C-Itoh USA (a Japa­
nese consortium), and 
Amtrak. 

This article is the con­
solidation of a two-part 
study that integrates quali­
tative and quantitative re­
search techniques. The first 

Maglev Transit immedi­
ately used the focus 
group information to be­
gin design and develop­
ment of its marketing 
plan. The findings were 
also used extensively in 
preparing for meetings 
with other parties /hal 
had a vested interest in 
the rail system.· The City 
of Orland4 the Orlando 
lnlernalionaiAirporl, the 
International Drive Busi­
ness Associalio4 and 
several local communi­
lies and neighborhood 
associations. 

section of the article presents the design and results of the 
qualitative phase; the latter section highlights the results of 
the quantitative phase. 

Measure appeal 
The study sought to understand consumer reaction to the 

continued on p. 30 
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If you hate statistics. • • 
By Vince T. Migliore 

Editor's note: Vince Migliore is owner/manager of 
Accu-Stat, a San Jose , Calif., research firm specializing 
in statistical analysis. The Statistical Package for the 
Social Sciences (SPSS) is used for all tests and break­
downs in this article. SPSS is a registered trademark of 
SPSS Inc., Chicago, Ill. 

M ost people run away, or make a gagging gesture, 
when they hear the word "statistics." If you work 
in the field of market research, however, there are 

some basic principles of statistical analysis that you must be 
familiar with to do your job effectively. This article uses a 
simple example to explain the most important concepts of 
survey interpretation. No math or special jargon is used. If 
you hate statistics, but need to know the fundamentals of 
survey research analysis, then read on. 

Once a survey is completed, writing the findings can be 
fairly easy if you're looking at the total population. "57 
percent said 'yes' to question one." Or, for a rating question: 
"On a scale of 1 to 10, with 10 being the highest, Product A 
was given an average rating of8.7." Occasionally, the person 
or company paying for the research will be satisfied with such 
a superficial report, but more likely they will demand deeper 
analysis. 

Statistical analysis is required when you want to examine 
survey results in more detail. The two most commonly 
applied tests provide information about subgroup responses 
for a particular question. For instance, in question one above, 
57 percent said "yes" to question one, but that response was 
60 percent for women and 54 percent for men. Likewise, the 
rating scale question yielded 8.7 for the total sample, but 8.4 
for women, and 9.0 for men. The question that comes up 
immediately is whether or not such differences are real, or 
simply part of the normal variation found among respon-

14 

dents. The client needs to know if women really perceive hi s 
product differently. The tests we are about to describe will 
answer that question. More importantly, the statistical analy­
sis will help paint a picture for you that will provide a 
comprehensive understanding of what's going on with the 
survey responses. This insight is exactly what you need to 
write a meaningful report. 

The coach 
The following story illustrates critical abstractions that are 

required for the understanding of stati stical tests. These tests 
are for determining the significance of differences between 
subgroups of a population, for both category questions , and 
ratings questions. 

Sam Smith was the coach and organizer for the extra­
curricular activities of a high school in Kentucky. The 
school had just three teams - the jockey club, the glee 
club and the basketball team. In order to help him order 
the correct sizes for team shirts and jerseys, Sam got into 
the habit of recording the heights of the team members, by 
marking on a board in the gymnasium. Every year he 
changed the board (Fig. 1, left). The black marks record 
the glee club heights , gray for the basketball team , and 
striped for the jockey club. Later, he standardized the tick 
marks by plotting them onto g raph paper with equal 
squares to mark each student's height. The number of 
students in each l-inch category i shown by the graphs 
on the right side of Fig. 1. 

Each team has 25 members, and obvious ly , the basket­
ball team has the highest average height. The jockey club 
has a much lower average height and the glee club heights 
are spread all over the board. Fig. 1 shows a typical 
grouping, or distribution , for a s ingle school year. Sam 
collected data for 25 years . Naturally , the di stribution s 
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for each club were different for each year, but as you might gue s, the average height for the jockey club wa 
alway lower than the glee club and the basketball team 
was always higher. 

------..:--s -.. --.. ---~ ---
------- -----

r.?JO • 
_p !) _g) _91 !3 !11 !ZJ - ·- -
t:lOCJE!ElriD 
DOCJD 
CJ [il 

• • 
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Basketball 
Team 

Average: Glee Club ••• • -------- -- - - -•••• •• •• 
~~~ . 
~ ~ ~ ~ ~ ~ • Average: 
- - - - - - - - ._ - Jockey 
~ ~ l'ia ~ !'?a l'ia ~ Club 
~~~~ • 

Figure 1. Height tick marks on the gymnasium wall {left), and 
standardized into t -inch categories tor each team for a typical year. 

Key concepts 
Take a minute now for a hard look at Fig. 1. Understanding 

these next concepts is crucial for a grasp of survey data 
analysis. The board on the left, with the height marks on it, has 
been translated into boxes plotted at each inch on a yardstick. 
Rotate the graph 1/4 turn counterclockwise, and look at the 
distribution. There are three important points. 

1. You can distinguish which club i which by the average 
height (marked by a dashed line). If you saw this graph 
without any labels, you should be able to identify each team 
by its average height, assuming, for example, the jockey club 
needs short, lightweight riders. 

2. The central group, the glee club, has a wide range of 
heights , but the other two team have a distribution of 
member that are clustered close to the team average. This 
has the effect of creating a di tinct shape for their graphic 
representations. The shortest basketball player may be only 
three inches shorter than the average height for the team, but 
the shortest glee club member may be eight inche shorter 
than the average. Again, if there were no labels on the graph, 
you should be able to distinguish the glee club from the 
basketball team just from the spread, or range of height . 

3. Finally-and this is what forces many students to switch 
to liberal arts so they can avoid statistics- let's jump to a 
more abstract level. With the graph still rotated 1/4 turn, 

HOW MUCH CAN YOU SAVE 
AT A NICKEL 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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remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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imagine a line forming a smooth envelope for the three 
distributions. The graph you're looking at is for just one year. 
If we combined the graphs for the basketball teams, for 
instance, for all25 years we'd have a clean curve representing 
a more universal description of heights of people on the 
basketball team. 

10 

Count 

10 

Count 

55 
Jockey Club 

65 
Glee Club 

75 
Basketball Team 

Height (Inches) 25 years combined 

Height (Inches) 1971 

75 
Basketball T earn 

Figure 2. Height distributions for three teams: Jockey Club, 
Glee Club, and Basketball Team, for 25 years combined, and 1971 . 

Once you've gleaned these three essentials, tum your 

At the Blackstone Group, 
95% 

is very significant ... 

Over 95% of our clients 
return to us for more research. 

For a free consultation or proposal, call us 
at1•800•666•9847 
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(312) 419-0400 

attention to the top part of Fig. 2. This diagram represents the 
abstract, or smoothed, distributions for the three teams over the 
25-year period. Notice, by the way, that the axis shows increas­
ing height, so the jockey club curve is on the left, as opposed to 
the right (bottom) of Fig. 1. 

To review the key concepts, now applied to the top of Fig. 2: 
• You can distinguish the three teams just from the mean 

height: 55 inches for the jockey club, 65 inches for the glee 
club, and 75 inches for the basketball team. 

• You can distinguish the glee club from the basketball 
team just by the shape of the curve - the basketball team has 
most of its members crammed in close the 75-inch average 
height. 

• The shape of the curve for any one year might be a little 
bumpy, but as we combine measures for several years for each 
team, the distribution takes on a smooth, bell-shaped curve. 

The eyeball test 
Congratulations! You 've just learned the most difficult 

part of statistical theory! This type of analysis constitutes at 
least 80 percent of all the testing done on market research 
surveys. What follows is just the fine-tuning and technical 
procedures for carrying out the actual testing. Of course, 
there are many advanced statistical tests, and we're covering 
the basics of only two of them. 

The phrase "statistical analysis" sounds authoritative. Re­
member, however, the science of statistics is just a tool to help 
you in the evaluation of your survey findings. If you can reach 
an understanding of your research results without a lot of 
mathematics, then you're actually ahead of the game. This 
occurs quite often, and we call it the "eyeball test"- which, 
of course, you'll never find in a textbook. If we took the 
average height of the basketball team, for example, and 
plotted it on a graph covering 25 years, and the numbers rose 
steadily from 68 inches in 1971 to 75 inches in 1995, then 
that's an eyeball test. Put the fact that the average height 
increased seven inches in 25 years into your report and you 
really don't need any further elaboration. 

There's an eyeball test in the top of Fig. 2 also. The question 
is, are these three groups different statistically from each 
other? The answer is yes, intuitively, but why? Let ' s look at 
just the jockey club (avg. =55 inches) versus the glee club 
(avg. = 65 inches). There are three clues: 1) the averages are 
different, 2) the shapes of the curves are different, and 3) there 
is very little overlap between them. The statistical tests that 
you might perform on this data are simply mathematical 
techniques for verifying these same conditions. 

If you have a survey with a rating question, the rating scale 
is similar to the height-in-inches scale that we have in Fig. 2. 
Going back to a previous example with a 1 to 10 rating scale, 
the women respondents gave an average rating of 8.4 to a 
product, while the men rated itat9.0. The question is whether 
this difference is real or just due to chance? Here's how you 
tell. Create a plot of the male ratings and the female ratings 
-do this by asking your programmer (or statistical vendor) 
for a histogram of the rating question by male vs. female. If 
the two plots show very little overlap and have different 
shapes then the two subgroups (male and female) are differ­
ent. 

Quirk's Marketing Research Review 



Experienced researchers don't use plots and histograms 
that often, but instead rely on a statistical shorthand that 
conveys the same information. The shape, or spread, of the 
distribution is denoted by its "standard deviation," and the 
average by the "mean." In Fig. 2, the standard deviation for 
the jockey club is about two-and-a-half inches; for the glee 
club it's about five inches. By convention, two standard 
deviations includes 95 percent of the area under a curve. For 
the jockey club curve (mean= 55) you can see that at least 95 
percent of the group does not overlap with the middle curve. 
Key point: if two distributions have a separation in their 
means of two standard deviations or more - that is, 95 
percent of their areas do not overlap- then you can say the 
two are "significantly different" statistically. 

(I know I promised not to use technical terms, but . . . I lied. 
Besides, we'realmosthomefree,and ifyou'regoingtowalk the 
walk, you may as well talk the talk! From here on out, all 
technical matters will be in italics, in case you want to skip 
them.) 

Statistical testing 
In many research studies there is substantial overlap be­

tween two subgroups that are being tested, so the eyeball test 
doesn ' t work very well. In the bottom portion of Fig. 2, for 
1971, many of the basketball players were drafted into the 
Vietnam war. The mean height is close tothatofthe glee club, 
and there is substantial overlap between the two curves. It's 
still possible to prove, with confidence, that the groups are 
different, but we have to resort to a more formal statistical 
test. The test for establ is hi ng a difference between two means 
is called the Student's t-test, and for the shape of the curve, is 
the F-test. In most statistical software packages the two tests 
are combined into one operation (Fig. 3). 

t- tests for independent samples of TEAM 'I'E1IM HEIGHTS 

JA - SIGNIFICANT T - TEST {Probability < .050) 

GROUP 1 - TEAM EQ 2 : GLEE CLUB 
CROUP 2 - TEAM EQ 3 : BASKETBALL 

variable Standard Standard NUmber 
of c ases Mean Deviation Error 

HG'I'75 HEIGHT 1975 
GROUP 1 25 
GROUP 2 25 

64.0900 
74-9600 

B. 062 
5.726 

1. 612 
1.145 

I Pooled variance Estimate 1 Separate variance Estimate 
I I 

F 2- tail I t Degrees of 2- tai 1 I t Degrees of 2- tail 
Value Prob. I Value Freedom Prob. I Value Freedom Prob. 

1.99 .100 I - 5.50 49 .ooo I -5. 50 43.30 

3B - SIGNIFICANT F-TEST {Probability < • 050) 

Variable Number 
of cases 

HGT71 HEIGHT 1971 
GROUP l 25 
GROUP 2 25 

Standard Standard 
Mean Deviat1on 

64.6400 
75.0400 

8 .13 4 
2.653 

Error 

1.627 
. 531 

.ooo 

I Pooled Variance Estimate I Separate Variance Estimate 
I I 

F 2-tail I t Degrees of 2-tail I t Degrees o f 2-tail 
Value Prob . I Value Freedom Prob . I value Freedom Prob. 

9 . 40 . ooo I - 6.08 48 .ooo I -6.08 29.05 .000 

Figure 3. Glee Club vs. Basketball team F-test and t-test. 

If the means are fairly close, hut the shapes (standard 
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deviations) are markedly different, then the F-test will show 
significance (Fig. 3A, the F value is .050 or less) .!fthe means 
are different, and there is only a small amount of overlap in 
the distributions, then the t-test will show significance (Fig. 
38, the t value is .050 or less). The .050 or less standard 
represents the 95 percent confidence level. Some studies, 
such as in medical research, require a higher confidence 
level, such as 99 percent, in which case the significance 
threshold is .010 or less. 

Use the t-test for any rating question that is broken down 
into two distinct subgroups, such as male/female, or branch 
1 vs. branch 2. In a typical survey there are many scale and 
rating questions, such as evaluations for products A, B, C, D 
and E, as well as demographic measures, like age, income, 
height, and weight. 

Sometimes you 'II need to test two category questions for 
significance. For instance, you may want to test the differ­
ence for a "yes/no" question where 60 percent of the women 
said "yes" versus 54 percent of the men. Since there is no 
mean or standard deviation, we have to use a different test that 
is based on expected probabilities. This is the Chi-square test, 
Fig. 4. The Chi-square test can handle any number of catego­
ries , but for best results there should be at least five cases per 
cell. For example, if you're testing a "yes/no" question by 
ethnic group, the smallest ethn ic category should have five 
cases that said "yes" or "no." If the smallest ethnic category 
is Hispanic with 10 percent of the population, and the "yes/ 
no" question is split 50150, then 5 percent (50 percent of 10 
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63105 

PHONE: (314) 726-3403 
FAA: (314) 726-2503 
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True life tales in marketing research 

Editor's note: "War stories" is a 
regular feature in which Art 
Shulman, president of Shulman Re­
search, Van Nuys, Calif., presents 
humorous stories of life in the re­
search trenches. Readers are in­
vited to call (818-782-4252) orfax 
(818-782-3014) Shulman with sto­
ries of their own. 

A few issues ago I wrote about how 
I thought I was born to be in 
market re earch. Well, consult­

antRoxan DinwoodieofViaNovaCon-
ulting believes she too was destined 

for the research trade. She remembers 
when she was a pre-teen playing "pre­
tend" with her younger sister and a 
motley collection of dolls and stuffed 
animals, each with some sort of idio-
yncra y, a few verging on the bizarre. 

Dinwoodie pretended she was one of 
them and began to ask her sister ques­
tions like, "Is this Mrs. David Smith? 
Well, I'm a representative of Phillips 
Milk of Magnesia and I'm taking a 
survey. What kind of laxative do you 
prefer above all other ? Doesn't your 
doctor recommend any specific laxa­
tive? Well, I recommend Phillips Milk 
of Magnesia. It now comes in gum 

By Art Shulman 

form, as it's just as thorough and gentle 
a the liquid." 

Dinwoodie now cringe at the 
mistake she made back then, mis­
take that today, as a scrupulous 
researcher, she would never make. 
Still, what kind of kid would choose 
to play, of all the possibilities, the 
game of "Interviewer?" Only orne­
one truly born to be in market re­
search! 

Ben Pine, president of The Pine 
Company, remembers way back, to 
a time before shopping mall , when 
he wa a strapping lad of 20 and 
starting his market research career 
as an interviewer. His task was to 
approach male and female beer 
drinkers and ask if they were inter­
ested in ta ting beer at a nearby 
hotel. Pine nostalgically recalls the 
disappointment on the faces of some 
women after they reached the hotel 
and found that his story about taste­
testing beer was on the level and 
not a come-on. 

We research types have to be re­
sourceful. Terry Maize, research 
manager at Marketing Directions, 
recently was conducting in-home 
in-depth interviews. When Maize 

----------------, arrived at 5 p.m. the respondent had 
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just come home and was hectically 
trying to prepare dinner while deal­
ing with three young children clam­
oring for her attention. She held 
one child on her hip, conversed with 

another and quelled another's exu­
berance at indoor soccer. In this 
bedlam, the woman announced it 
was her first attempt at white sauce 
and he was failing miserably. 

Meanwhile, Maize had set up her 
tape recorder, pulled out the com­
munications material she was there 
to test and was futilely competing 
for the respondent's attention. Sud­
denly, Maize had an idea to make 
the be t of a chaotic situation. She 
took over the white sauce prepara­
tion and the respondent sat down 
with the materials and her children 
and gave rich (speaking of white 
sauce), considered answers during 
the interview. 

W .G. Eaton of Creative Research 
Systems cites a focus group on fro­
zen ham burger he once moderated 
for an ad agency he worked for. 
Early in the session one participant 
announced she was a vegetarian who 
detested all forms of meat and their 
cannibalistic consumers. Through 
the session she persisted with her 
viewpoint. Eaton cringed at what 
he thought his client's reaction was 
behind the one-way mirror for re­
cruiting the woman and not asking 
her to leave. To his relief and sur­
prise, the client greeted him later 
with, "What a great idea to put a 
vegetarian in a group of meat eaters 
to get a different perspective!" 0 
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Michael Mayernik has joined the 
Security Benefit Group ofCompanies, a 
Topeka, Kan. , life in urance provider, 
as market research director. 

Dianne Flock will serve as branch 
managerofQuality ControlledServices' 
new Farmington Hills, Mich. , telephone 
survey center. 

MIA/RIC Research, Dallas, has pro­
moted Maureen Keeting to project 
manager and Mark Johnson to account 
executive. The Chicago office of M/A/ 
RIC Research has added Dan Stults as 
vice president and Cathy Noji as senior 
analyst 

Richard W. Tobin, president of StJ-at­
egy Research Corp. , Miami , was in­
ducted into the His panic Business maga-

zine Se Habla Espafiol Hall of Fame for 
hi "outstanding contributions to the 
Hispanic market. " 

Microtab, Inc., Atlanta, has promoted 
Lisa Lesser to director of client ser­
vices. 

Linda Goulder has joined Behav­
ioral Analysis Inc. (BAI), Tarrytown, 
N.Y. , a as istant vice pre ident at BAI 
International. Sandra Kluttz has joined 
BAI as senior research a sociate in the 
qualitative research department. Glenda 
Auerbach has been named vice presi­
dent in the company 's product develop­
ment division. 

Edmund Kelley has joined C .J. 0 !son 
Market Research, Minneapoli , as re­
search analyst. The firm also promoted 

BI ~i. 
BRAND INSTITUTE, inc. 

BRAND NAMING. BRANDTESTSMMARKET RESEARCH 

230 Park Avenue 
2nd Floor 

New York NY 10169 
TEL (212) 557-2100 
FAX (212) 557-3232 

Contact: 
James Dettore or 

Robin Niecko 1888 Cemury Park East 
19th Floor 

Los Angeles CA 90067 
TEL (3 10) 284-3201 
FAX (3 10) 284-3204 

Experience: AT&T, A.H.P., DuPont, Fruit Of The Loom, Glaxo Wellcome, Hershey, 
J&J, Lever Brothers, Merck, Procter & Gamble, Ralston Purina, Sprint, etc. 
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Debbi Scheppard to data collection as­
sociate manager. 

The Society of Insurance Research 
has established a home page on the 
World Wide Web. The home page con­
tains jump links to membership infor­
mation , offi cers, upcoming events, pub­
lications, the S.I.R. Research Award 
and the Assoc iate in Research and 
Pl anning profes ional des ignation . 
Th e s ite address is : http: // 
conn ec tyou. com/in s/ sir.htm. Th e 
non-profit organi zation has a lso 
elected new officers and directors, 
in c ludin g: pres id e nt- Patricia 
Saporito; pres ident-elect- Wendell 
Larson ; sec retary-Peter Delucchi ; 
treasurer- Russell Bingham. 

Debbie Harsha has joined CB&A 
Market Research, Winston-Salem, N.C. , 

as local f ield manager. The firm has also 
promoted Scott Bryant to local field 
manager. 

Naomi Brody has joined Langer 
Assoc iates, New York , as research 
director. 

Market Direction s, Inc., Kansas 
City, Mo., has added Anthony Blum 
to its staff as vice pres ident. 
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Rizzo Research International, Inc. 
has opened a focus group facility in New 
York City's Flatiron district. The facility 
includes large and mall observation 
rooms and state-of-the-art audio/video 
including equipment for simultaneous 
translation of multilingual focus groups. 
For more information call Roberto Rizzo 
at 212-727-7161. 

TMP Milestone has changed its name 
to Milestone. The company's address is 
now P.O. Box 120, Sherborn, Mass. , 
01770. The new phone number is 508-
650-0007. 

BRX/Global, a Rochester, N.Y., re­
search firm, has announced that Tokyu 
Agency, a Japanese ad agency, has been 
appointed the exclusive licensee for BRX/ 
Global's Brand Equity Systems. The sys­
tem enables an advertiser to monitor the 
value of a brand name and to predict the 
effect of various marketing activities on 
that value. 

Youth Marketi ng Solutions has 
moved to a new location in the Cincinnati 
area. The new address is 7599 Legendary 
Lane, West Chester, Ohio, 45069. For 
more information call Tom Neiheisel at 
5 I 3-779-6884. 

The VideoConferencing Alliance 
Network (VCAN), an organization of 
videoconferencing centers, has added nine 
new members. YCAN now has centers is 
Atlanta, Boston, Charlotte, Chicago, Cin­
cinnati , Detroit, Houston, Indianapolis, 
Kansas City, Los Angeles, Minneapolis, 
New York, Philadelphia, St. Loui , San 
Diego, San Francisco, Seattle, Stamford, 
Tampa and Washington D.C. For more 
information call 800-288-8226. 
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In December, Market Facts, Arling­
ton Heights, Ill., signed the largest re­
search contract in its 50-year history. The 
customer satisfaction research contract, 
worth about$4.7 million over 15 months, 
is part of an ongoing program designed to 
help the U.S. Postal Service improve the 
quality of service provided to its residen­
tial customers. 

At an in temational conference on read­
ership re earch held in Berlin in October 
1995, Simmons Market Research Bu­
reau, Inc., New York, was presented 
with an award for the Best Technical 

Erlich 
Transcultural 

Consultants 

Latino 
Asian It 
African 

American 
Research 

Paper submitted. The winning paper, 
"Benchmarking Readership Levels in The 
New Study of Media and Markets to The 
Survey of American Readership," was 
written by Marty Frankel, Joe Agresti 
and Dan Mallet. The paper describes the 
process used to assure conformity in 

continued on p. 42 
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Telephone interviewing 

Let's put survey errors in 
perspective 

Editor' s note: Lee Slurzberg is presi­
dent of Lee Slurzberg Research, Inc., 
Englewood, N.J. 

After several decades in the profes­
sion of marketing research, I've 
come to some conclusions about 

the state of the art of sampling. As a 
profession, our ability to draw samples 
is far ahead of what we could do 40 or 
even 30 years ago. For example, back 
then , we drew random digit dialing 
(RDD) samples using tables of ran­
dom numbers and a systematic sample 
of central offices (NNXs- the first 
three digits). It took a couple of cod­
ers two days to write out the tele­
phone numbers on listing sheets for a 
national sample of 1,000 interviews. 
Today sampling companies can do 
that overnight. But then, we com­
pleted interviews with 50 to 60 per­
cent of the sample of live telephone 
numbers drawn. 

The problem in the '90s is the limi­
tations of completing a reliable sample 
using telephone interviews ofthe gen­
eral population and, therefore, the 
effect these limitations have on sam-
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piing error (the difference between 
the parameter estimate from the 
sample and the actual population pa­
rameter). 

"The validity of most market­
ing research projects ultimately 
rests upon the degree to which 
sample-based statistics are truly 
representative of actual popula­
tion parameters. If the sampling is 
biased or inadequate , it is unlikely 
that the research will provide mar­
keting management with a solid 
basis for decision." 

-from the foreword to "The Use 
of Sampling in Marketing Re earch" 
(American Marketing As ociation , 
1975). 

The example below reflects the typi­
cal result of conducting a national 
telephone study. 

If93 percent of all U.S. households 
have a telephone, and 70 percent of 
those are listed telephones, then 65 
percent of all U.S. households theo­
retically could be reached by using a 
listed telephone sample. But if 56 

percent of U.S. listed households have 
an answering machine and screen their 
calls, then 44 percent do not have a 
machine to screen out interviewers. 
Some persons with an answering ma­
chine will not screen all calls, or will 
return a call to an interviewing ser­
vice. 

Then only 29 percent (.44 x .65) of 
illl U.S. listed households are avail­
able for a live contact. 

If 5 percent of those contacted 
refuse or another 5 percent are deaf or 
don't speak English and the inter­
viewer doesn't have bilingual ques­
tionnaires and bilingual ability in the 
appropriate language, then only 26 
percent (.90 x .29) of households can 
be reached by an "ordinary" telephone 
interview. 

That 26 percent does not allow for 
the percentage of no-answers or busy 
signal after two, three or x callbacks. 

Ergo, if I survey a sample of 1 ,200, 
drawn from only 26 percent of the tele­
phone listed households in the U.S., 
how can I ay that the sampling error is 
only ±5 percent (or whatever) and sug­
gest that I am explaining the error in a 
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survey supposedly representing a 

sample of all U.S. households? 
Is the "non-sampling" error (or non­

response error) greater than the "sam­

pling error?" 
I'm not even addressing the issue 

that many telephone studies are not of 
the national variety. Perhaps answer­
ing machines are more popular in Los 

Angeles and New York than in Tu­
pelo, Miss. Are unli sted households 

(targets ofRDD samples) more likely 

to have an answering machine or an 
answering service? 

One additional point: if we choose 

to u e random digit dialing to pick up 
unli sted or not-yet-I is ted numbers, the 

26 percent may go up to 28 percent. 

Where does thi s leave us with re­

spect to conducting these national 
studies? 

It certainly doesn ' t mean we should 
stop doing them. Of course, in most 

cases, we are better off conducting 
the study than guessing or intuiting 
the findings. 

It does mean that we should be 

concerned about the publishing or 
reporting to non -resea rch manage­

ment the stati stical reliability of di­
rect projection s. Perhap when we 
publi sh sample survey findings, we 

should clarify sampling error andre­

port completion rates. We should also 
indicate that there are other sources 

of error: respondent' s inability tore­
call, wording of quest ion s, inter­

viewer error and non -respon se error. 
These survey error sources also af­

fect the reliability of th e data, but our 
profess ion doesn ' t have standardized 

measurements for them as we do for 
sampling error. 

It does mean that our indu stry 
(AMA , AAPOR, ARF, MRA) should 

strive to find ways to increa e comple­
tion rates. 

It does mean we should demand of 

clients the calendar time necessary to 

make callbacks on different days and 
day parts. Callbacks on live numbers 
(busy s ignal s, not at home) are usu­
ally less expensive than virgin tele­
phone numbers. 

I hope thi s article helps put our 

work in perspective. 0 

February 1996 

We've Been 
Asking 

luestions 
For Over 
II Years. 

WHERE WILL YOU TURN 

FOR ANSWERS? 

Burke 
INCORPORATED 

BURKE MARKETING RESEARCH 

BURKE CUSTOMER SATISFACTION ASSOCIATES 

THE TRAINING & DEVELOPMENT CENTER 

INFRATEST BURKE INTERNATIONAL SERVICES 

805 CENTRAL A VENUE CIN CINNATI, OH IO 45202 (513) 241-5663 FA X (513) 684-7500 

23 



Survey Monitor 
continued from p. 6 
ment. The error margin of the statistical 
data is ± 2.8 percent at the 95 percent 
confidence level. 

Parents in nearly two-thirds of family 
PC households report that their children 
watch less TV as a direct result of using 
the PC, rising to nearly three-quarters of 
households that own a multimedia PC 
equipped with a CD-ROM drive. 

"The survey shows that new forms of 
information-intensive learning are mov­
ing rapidly into the home," says Thomas 
E. Miller, vice president of the Emerging 
Technologies Research Group at FIND/ 
SVP, New York. "The really good news 
is that kids, themselves, are choosing to 
watch less TV once they get their hands 
on a PC," he adds. The study found that 
over 80 percent of parents interviewed 
who planned to purchase a home PC 
stated that their children 's education was 
a primary reason for purchasing. 

One very surprising finding of the new 
study is that young girls actually spend 
more time using home PCs than young 
boys. However, their use of PCs eventu-

OBJECTIVE: 

ally declines. "Sometime between the 
fourth and seventh grade, girls' use of 
home PCs begins to trail off,j ust like their 
much discussed tendency to become less 
involved in math studies," says Peter 
Grunwald, president of Grunwald Asso­
ciates and the lead educational consultant 
on the study. "This finding is especially 
important because it belies the stereotype 
that girls don 't like PCs as much as boys, 
and it also links the issue to the larger 
question of why girls' interests appear to 
shift so dramatically as they mature." 

The study also found that mothers are 
now as likely as fathers to use PCs at 
home in family households, and they are 
very much involved in making home PC 
purchase decisions. Women in 33 per­
cent of family PC households now say 
they use the PC for activities that include 
running home businesses, keeping track 
of household budgets, personal learning 
activities, on-line searching and volun­
teer activities. By comparison, adult males 
were found to use PCs at home in only 32 
percent of family PC households, prima­
rily for work-related activities. 

Children aren ' t just dropping TV to 
play games on homePCs, although games 

Track the volatile food industry on a daily basis. 
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551 SOLUTION: 
Jerry Rosenkranz and Joseph Goldstein (Chairman and 
President, respectively, of Data Development Corporation in New 
York City) - "Survey Sampling has pioneered proprietaty 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 
care samples from a variety of sources to 

ensure the most complete 
and in-depth coverage. 

Call SSI for sam­
pling solutions at 
(203)255-4200. 
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Partners With survey 
researchers since 1977 

are the single home PC application used 
most often by children. Parents estimate 
that under 40 percent of children's total 
PC time is used for games. Most time is 
spent writing homework papers and ex­
ploring information, including 14 per­
cent of family PC households where chi 1-
dren now use on-line services. 

"One of the most interesting findings is 
that children also like to collaborate on 
PCs at home," says Grunwald. The data 
show that brothers and sisters do activi­
ties together on home PCs in 45 percent 
of family PC households. Meanwhile, 
parents in nearly a third of all family 
households indicated that household 
members usePCs at other peoples' homes. 
These findings contradict the widely held 
view thatPCs andon-line services tend to 
isolate people by creating a new reason to 
stay at home and not mix with others. In 
fact, the study finds that children who go 
on-line are actually more likely to be 
involved in sports, outside activities, vol­
unteer activities and private lessons like 
music or dance. For more information 
call FIND/SVP at 212-645-4500. The 
company also maintains a Web site at 
http:/ /etrg. findsvp.com. 

Consumers fret over safety 
atATMs 

The public is increasingly aware, con­
cerned and demanding of action to re­
duce the perceived risks of using auto­
matic teller machines, according to find­
ings oflssueTrack/USA, an ongoing study 
by Audits & Surveys Worldwide (ASW), 
New York. After interviewing 1,200 ran­
domly selected adults, 18 years of age or 
older, ASW noted that safety concerns 
have grown as shorter days force many 
customers to bank past daylight hours. 

"Crime at or near ATM sites may not 
be on the ri se, but public fear of A TM 
related theft is increasing significantly," 
says Barry M. Feinberg, senior vice presi­
dent and director of ASW's Public Af­
fairs Division. "Twenty-four hour A TMs 
are a boon to busy customers and signifi­
cantly reduce transaction costs to banks 
and S&Ls, but the public is increasingly 
concerned about the possibility of un­
wanted transfers of money that do not 
appear on anybody's books. Nearly one­
quarter of those surveyed urgently want 
action taken to reduce the safety risks of 
using ATMs. Not surprisingly, the de-
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mand for increased security is more pro­
nounced among women than men and 
among those in metropolitan areas than 
those living in rural communities." 

The public is increasingly aware of the 
safety ri sks associated with using auto­
matic teller machines . .. 

0/o Aware 

Apr-95 33% 

May-95 37% 

Jun-95 36% 

Jul-95 40% 

Aug-95 38% 

Sep-95 39% 

Oct-95 43% 

. . . and has become significantly more 
concerned with the issue of A TM safety 
as daylight hours get shorter. 

0/o Concerned 
Apr-95 12% 

May-95 13% 

Jun-95 19% 

Jul-95 21 % 

Aug-95 16% 

Sep-95 20% 

Oct-95 21 % 

Nearly one-quarter of those surveyed 
urgently want action taken to reduce the 
safety ri sks associated with using A TMs. 

0/o Urgently 
Wanting 
Action 

Apr-95 14% 

May-95 15% 

Jun-95 20% 

Jul-95 22% 

Aug-95 21 % 

Sep-95 24% 

Oct-95 23% 

More for information call Barry 
Feinberg at 212-627-9700. 
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sponse rate of 20 percent. Survey looks at research 
and education habits of 
execs 

Strategic Directions Group, Inc. , a 
Minneapolis marketing consulting firm, 
recently completed its second study of 
U.S. marketing executives. This study 
of 390 marketing executives represent­
ing 381 of the largest U.S. companies 
and 24 industries was completed late in 
1994. Two thousand eight-page ques­
tionnaires were mailed to achieve a re-

Among the issues the segmentation 
study addressed were marketers' sources 
of information, goal setting and risk 
orientation. The study also focused on 
marketing executives' openness to new 
ideas and methods in marketing. 

The study categorized respondents 
into one of five segments that Strategic 
Directions Group developed in 1990. In 
the first study, respondents sorted a set 
of 77 statements on attitudes and moti­
vations. The segments were determined 
from this process. The five attitudinally-

Finally, an Omnibus that Is ... 

On time . 
Every time. 
Or you don't pay/ 

Fax us your ques1ton 
by noon Wednesday. 

You'll have your 
answer on Monday. 

Guaranteed. 
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call Kirsten Zapiec now! 1-800-EXP-POI.L 
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• Focus-group rooms in 
downtown Boston and 
downtown Austin 

• National telephone inter­
viewing -paper & pencil or 
computer aided with 
remote monitoring 
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based segments are the Sophisticates, 
Direct Answers, Mass Marketers, Con­
strained, and Networkers. 

The Sophisticates very strongly be­
lieve that pursuing niches or sub-groups 
is central to their marketing strategy. They 
believe that target marketing is the most 
efficient way to reach profitability. The 
Sophisticates work in companies that are 
"looking for change and innovation." 

Dedicated to keeping up on new devel­
opments and applications in marketing, 
the Sophisticates do so through reading 
industry publications. The Sophisticates 
are also committed to sending their man­
agers to seminars and training programs, 
thus investing in their company's future. 

The Sophisticates rely more on exter­
nal rather than internal data. They believe 
the research they've seen and agree that it 
gets used enough to be worth the money 
spent. However, the Sophisticates, along 
with the Constrained, appear frustrated 
by the lack of insight into their customers 
obtained from their current research. 

Those in the Direct Answers segment 
believe most marketing consultants tell 
them what they already know. The Direct 
Answers consider most of the market 
research they see as neither believable 
nor actionable. 

The research the Direct Answers tend 
to buy is straightforward. For marketers 
in the Direct Answers segment, a market­
ing niche is based on a two-dimensional 
view of the customer. This viewpoint 
"concentrates on a couple of key charac­
teristics of buyers rather than on a sophis­
ticated profile." 

For the Direct Answers, attending as 
many professional development semi­
nars as they can is not an important prior­
ity, nor do they try to send their managers 
to seminars or other training programs. 

Of the five segments, the Mass Mar­
keters least agree that marketing ton iches 
can be profitable. Targeting niches is not 
central to this segment's marketing strat­
egy. 

The Mass Marketers work at compa­
nies where decisions are based on "solid 
research data." As a computer-literate 
manager, the Mass Marketer feels ca­
pable of using "the most sophisticated 
information technology." 

The Mass Marketer is satisfied with 
being on time and on budget; it is "the 
most important consideration" for his or 
her market research suppliers. 

Of the five segments, only the Con­
strained agree that they don't have "time 

to do research." The Constrained report 
that their department waits until the last 
minute to get needed information. In ad­
dition, although they would like to do 
more research they are prevented by their 
budgets. 

Rather than gather external data, the 
Constrained's department relies prima­
rily on an analysis of internal information 
and secondary research. 

Of the five segments, only the Con­
strained and the Mass Marketers believe 
that focus groups produce "usefu l in­
sights into the behavior and needs of our 
customers and buyers." 

Those in the Constrained segment be­
lieve their companies don't have the in­
formation needed to compete success­
fully in the 1990s. The Constrained exec 
does not see the company he or she works 
for as one open to change and innovation. 
A marketer in this segment is far less 
willing than those in the other segments 
to point out new directions to manage­
ment. 

Networkers like working elbow-to-el­
bow with the consultants they employ. 
More than the other segments, Networkers 
think it's important "to develop long­
term relationships with the marketing 
consultants" they use. The Networker is 
open to using new consultants to help 
solve marketing problems. In selecting a 
consultant, a reference from a respected 
colleague is very important. 

The Networker is committed to send­
ing managers to seminars. In addition, 
this segment is the only one which at­
tends "as many professional develop­
ment seminars" as it can. Willing to pro­
pose new directions to management, the 
Networker believes that using "new sys­
tems and techniques in looking at mar­
keting problems" is one way to continue 
to grow on the job. For more information 
call Carol Morgan at 612-341-4244. 

Most credit card holders 
optimistic about finances 

Directions For Decisions Inc., a Jersey 
City, N .1., market research company, has 
released some findings from its study of 
credit card owners. The telephone study 
of 931 adults, 18 years of age and older, 
was conducted to provide a benchmark 
on consumers' economic point-of-view 
and to obtain insights into attitudes to­
ward credit card usage. Consumers were 
asked for perceptions about their job secu­
rity, personal financial situation, dis-
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posable income, ownership and usage 
of national credit cards, attitudes to­
ward credit card debt and the current 
business climate. 

Job confidence - A majority feel 
strongly that their job is secure. A third 
are on ly fairly confident in the future of 
their employment and 8 percent feel in 
jeopardy of being unemployed. 

Personal financial situation -
Younger consumers perceive their per­
sonal financial situations have improved 
over the past year. Those 50+ were most 
likely to feel their personal financial 
situations remain unchanged. 

A correlation between age and posi-

% % % 

Optimistic-Getting 40 57 43 

Better 

Status Quo-Staying 43 33 40 

the Same 

Pessimistic-Getting 17 10 18 

Worse 1 
tive change in personal financial situa­
tion is evident. Younger consumers (18 
to 29 years o ld), who are new to the job 
market, have experienced the greatest 
positive change. The percentage goes 
down as age goes up. Older age groups 
see their f inancial situation fo r the most 
part as status quo. 

The next six months - An equal 
number of consumers feel their income 
wi ll be unchanged (49 percent) as say 
they expect their income to increase (45 
percent). As few as 5 percent feel their 
personal income will decrease. 

Most likely to be optimistic about 
increased incomes are the 18- to 29-
year-o lds. Those expressing the great­
est stagnation in income are the 50+ 
group. 

Most credit card owners feel they 
have the same ( 4 1 percent) or less money 
(33 percent) to spend. Twenty-six per­
cent say they have more. 

Eighteen- to 29-year-olds ex hibit the 
greatest perceived increase in dispos­
able income. Forty-one percent say they 
foresee more money in their pockets. 

The survey identified two groups of 
credit card users, the Transactors and 
the Revolvers. Nearly four in ten (37 
percent) credit card owners state they 
always pay the total balance (on aver-

February 1996 

% % 

46 51 

18 21 

credit cards. For example, they usu­
ally pay more than the minimum due 
but less than the total balance. They 
profess to using their credit cards less 
or at the same frequency as a year 
ago. They say they have fewer credit 
cards than they had a year ago. They 
claim they pay in cash whenever they 
can. And, they claim they use credit 
cards for unexpected purchases, special 
purchases not budgeted purchases. 

However, this group exhibits high 
revolving debt in contrast to their 
perceived use. One-quarter (24 per­
cent) say they worry about how they 
will pay off their credit card debt. 
Unlike the Transactors, Revolvers 
express a lack of control in their credit 
card spending. Thirty-two percent of 
them agreed with the statement "I 
don't like using credit cards; I feel 
like I'll lose control over my spend­
ing," while only 19 percent of Trans­
actors felt the same way. Twenty-two 
percent of Revolvers are afraid they 
would overspend if they had a higher 
limit on their cards; 10 percent of 
Transactors share the same fear. For 
more information call Sue Stark at 
201-413-9000. 

? 
• 

The most fundamental part of research 
is the question. We believe that your 
questions are the very heart of what 
should matter, and those we leave in your 
capable hands. The answers however are 
where we specialize. Call us for your next 
data collection assignment. 

Consumer Opinion Services 
••••••••- We answer to you 
12825 1st Avenue South 
Seattle, WA 98168 206/241-6050 
Ask for Jerry or Greg Carter 
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Data Use 
continued from p. 17 
percent) would have to be in the "yes" category for an 
effective Chi-square test. If five cases equals 5 percent, then 
your sample size must be 100 cases. If you have smaller 
numbers you may want to collapse categories to reach the 
required size per cell. 

QS SHIRT SIZE by 08 GENDER 

Q5 

Q8A Page 1 of 1 
Count I 

ROw Pet I MALl! FEMALE 

Col Pet I Row 
I 1 I 2 I Total 

· - ----- ·+- ----- --·------- . ... 

1 I 60 I 68 I 12 8 
LIIRGB I 46.9 I 53.1 I 59. 5 

I 69.0 I 53.1 I 

2 I 22 I 53 I 75 
MEDIUM I 29. 3 I 7 0 . 7 I H. 9 

I 25.3 I 41.4 I 

3 I 5 I 7 I 12 
SMALL I 41.7 I 58.3 I 5.6 

I 5.7 I 5.5 I 

Column 87 128 215 
Total 40.5 59.5 100.0 

Chi · Square value DF Signir lcance 

Pearaon 6. 04800 . 04861 
LikelihOOd Ratio 6.17420 . 04563 
Mantel-Haenszel 3. 467 56 . 06258 
Minimwn Bxpected Frequency - 4. 856 
Cella with Bxpected Frequancy < 5 - 1 OP 6 I 16. 7') 

Figure 4. A significant Chi-square (Pearson) test tor category questions, shirt size by 
gender. (P < .050.) 

The Chi-square testis read the same way as the t-test. If the 

probability value is .050 or less, then the test shows a 
significant difference between the subgroups. Chi-square 
statistics are printed as an option to cross-tabulation tables. 

Real-world analysis 
Some surveys can be tabulated using a computer spread­

sheet program, but these are difficult to manipulate for 
crosstabulations and statistical tests. The best bet is to use a 
dedicated statistical package that has options for automati­
cally creating frequency counts, crosstabs with Chi-square 
tests, mean breakdowns, correlations, and t-tests. These are 
the basic necessities. Statistical programs often include fea­
tures that make analysis a lot easier, such as temporary 
Select-Ifs, new variable computations, and pre-formatted 
output reports. 

A thorough statistical analysis will include first the fre­
quency counts for all questions, then means and standard 
deviations for the scale and rating questions. This is followed 
by the mean breakdowns for each subgroup (Fig. 5) and 
finally t-tests between subgroups for the rating questions, and 
Chi-square tests for category question crosstabs. 

By studying the gross findings, as well as the variables with 
significant statistical tests, you' 11 be able to discover and 
write about patterns that are important to the client. A word 
of caution: statistics are based on probabilities. If you're 
working at the 95 percent confidence level, this means that 
for every 100 tests, as many as five may have false readings. 
With ample practice you '11 be able to spot the cases where the 
statistical test does not show significance but you know in 

RIZZO RESEARCH INTERNATIONAL 
YOUR FOCUS GROUP FACILITY & FIELD SERVICE COMPANY 
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Seven Years Of Experience In All Aspects Of Data Collection 

QUALITATIVE QUANTITATIVE 
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• One-On-One • Concept Testing 
• In-Depth Interviews • Street & Mall Intercepts 
• Moderating • Mystery Shopping 

• Interpreters • Telephone Interviewing 

In-house, state-of-the-art audio/video systems including equipment for simultaneous interpreter, wireless 
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observation room with tiered seating for 15 clients - Small observation room comfortably seats 10 clients 
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RIZZO RESEARCH INTERNATIONAL, INC. 
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your heart that there is meaning in a particular table. 

Q.26 IMPRESSION 

What ts your overall impression of XXX Company (10-Best; 1-worst) 

summaries of 026 IMPRESSION 
By levels of SEX GENDER GROUP 
variable value Labe l Mean Std oev cases 

percent, 48 percent, 49 percent, 52 percent, etc., then you know 
the Chi-square tests will not be significant. On the other hand, 
if you ee 60 percent/40 percent for the male/female cross tab, 
and 61 percent/51 percent/39 percent across the high/medium/ 
low income groups, then you can see that these subgroups vary 
considerably from the total. You can be fairly certain the tests will 
show that the differences are real-not due to chance. To make short 

Por Entire Population 

SEX 
SEX 

1 MALE 
2 ~'EMI\LE 

7 . 187 5 

7. 387 5 
7. 0104 

1 . 2811 

1.1111 
1. 5444 

300 work of banners, use a yellow highlighter to mark all the "deviant" 
~:; banner subgroups, then go back and note the patterns. 

AGE 
AGE 
AGE 
AGE 

1 UNDBR 3 0 YEARS 
1 3l '1'0 39 YRARS 
2 40 · 49 YEARS 

5.19 35 
6 . 1935 
7 . 0333 
7. 8250 

1.3018 
1. 5250 
1. 54.00 
1. 2444 

~~ Have no fear 

E'IIDIIC 
ETHNIC 
E'IIDIIC 

2 50 YEARS AND OVER 

l CAUCASIAN 
2 HISPANIC 
3 ALL OTHER 

7. 2455 
7 . 252 5 
7 .1900 

1. 2933 
l. 3030 
1.1375 

80 
There is no need to fear the idea of statistical analysis. For a 

comprehensive report using statistical testing, the two most 
2;! important procedures, besides the total frequency counts, are 

64 

31 
the t-test and the Chi-square test. The t-test is used to compare 

INCOME 
INCOME 
INCCME 

l UNDER $2 5 ,000 YR 
2 $25 • $50,000 YR 
3 OVER $ 5 0,000 YR 

5. 5455 
7. 0000 

1. 2933 
1.3000 
1. 337 5 

111 the mean for a rating or scale question between two subgroups, 
92 

8. 4545 97 such as male versus female. This requires a working knowledge 

Figure 5. Typical mean breakdowns for a rating question. 

Many programmer and vendors provide "banners," which 
are multiple crosstabs on one page. For example, a one-page 
banner would have the totals for a "yes/no" question in the 
leftmost column, showing the number of cases and percentage. 
To the right of that appears the count and percentage for each 
demographic subgroup - such as male/female, high/medium/ 
low income, ethnic group, etc. Here is another case where 
experience pays off. If the "yes/no" percentage is 50/50 for the 
total , and going across the banner categories aJJ you see is 50 

of the mean and standard deviation for a subgroup distribution. 
A graphic display, such as a histogram plot, aids in this 
understanding. For a two-category question, such as a "yes/no" 
response by "male/female," use across-tabulation with the Chi­
square test. 

To proceed from survey findings to an authoritative report, 
you must review and understand both the total findings and the 
data for each subgroup. The subgroup patterns and statistical 
tests add another dimension to the analysis of market research 
surveys. The tests described here are used most often in market 
research. They are, however, only two out of a vast array of 
statistical tools that are useful in data analysis. 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. 

• 100 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, give I/H/R Research Group a call. We' ll make sure your job's 
done right and at a cost you can live with . 

1/H/R Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy. -Suite 203- Las Vegas, NV 89119- (702) 734-0757 
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between Hispanic 

marketing success and 

failure. 

Hispanic Market Connections, Inc. 
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Maglev 
continued from p. 13 

maglev concept, its appeal as an a l­

ternate mode of ground transporta­

tion, its allure as an attraction, and the 
level of fare sensitivity of potential 

riders. From travel agents, the study 

so ught attitudes toward incorporat­

ing maglev as a tran sportation por­

tion of tour packages . 

The study objectives of the qualita­

tive phase included: 

• Measuring the level of expecta­

tions of the ystem, including wait­

time between train s and 

sess ion with travel agents who book 

a lot of trips to the area. 

Participant se lection criteria in­

c luded travel to the Orlando area with 

quotas involving travel patterns, fam­

ily type (with and without chi ldren), 

hou sehold income and gender. Ses­

sion were held with three types of 

consumers: those who travel to Or­

lando by pl ane, those who travel by 

car, and "snow bird ," those who live 

e lsewhere but maintain a home in 

F lorida, spending four to s ix months 

of the year there. 

All eight focu group e s ions (Fig. 

the viability of having 

an "attraction center" 
Figure 1 

Focus Group Sites 
promoting the maglev at -- . -
the airport. Audience Location 

• In sight into the sen-

s itivity of automatic bag­

gage transfer from the 

in bound airline to the ho-

Consumer Sessions 

Atlanta 
Garden City, New York 
Toronto 
Chicago 
Columbus, Ohio 

tel and its impact on 1------------t-------------. 
Orlando 

maglev ridership deci- Travel Agent Sessions Garden City, New York 
s ions. Chicago 

• An indication of fare L_ __________ ,_ _______ _. 

boundaries for the trade-off analy is 

in the quantitative phase and discus­

sion of que tion des ign. 

• From travel agents, input regard­

ing maglev 's "salabi lity" and how it 

might be incorporated into travel 

packages. 

• Appropriate strategies for prod-

uct introduction. 

PHASE ONE 

Qualitative research traditionally 

precedes more detailed analytical 

methods for a variety of reasons. Some 

researchers use a focus group setting 

for brainstorming; many use its re­

laxed environment to obtain consumer 

opinion on particular products and 

services. Today, researchers are be­

ginning to integrate quantitative meth­

ods into the qualitative arena, testing 

future survey design s and ultimately 

helping to formulate studies that pro­

vide more informed deci ion making. 
Focus groups for the maglev project 

involved both automobi le and air trav­

elers who frequented central F lorida 

for vacation purposes . There also were 

1) integrated s urveys to supplement 

the bas ic qua litative effort. After 

viewing a short concept video, par­

ticipants responded to an initial reac­

tion survey. Another survey , w ith sub­

sequent di sc uss ion , at the end of each 

session obtained more in-depth data 

on usability and seve ral trade-off 

que tion designs, one of which would 

be used in phase two of the project. 

The sess ions were organized as fo l­

lows: 

• A pre-se ion survey collected 

information related to travel plan­

ning, the booking of reservations and 

the importance of various attributes 

in deciding on the mode of transpor­

tation used to go from the airport to 

the hotel. 

• A nine-minute video of interior 

and exterior footage of the German 

maglev prototype developed for dem­

onstrat ion purposes by Transrapid . 

• Each participant completed a 
"concept reaction" survey to obtain 

top of mind impress ions, attitudes 

and pricing opinions. 

Thi s phase a lso involved seve ral 
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one-on-one interviews with signifi­
cant travel wholesalers who bundle 
and resell travel package to trave l 
agencies. These interviews were con­
ducted similarly to the focus groups. 

Positive reaction 
There was trong positive reaction 

from consumers and those in the travel 
indu try to the development of a high 
speed train system such as maglev. 
The written "concept reaction" sur­
vey reinforced opinions respondents 
expressed verbally during the groups. 
In open discussion in all sessions, 
respondents used words like neat, 
great, fun, exciting, good-looking, 
comfortable, futuristic, afe, and cool 
to describe their impre sions. The 
train's technology, speed, energy ef­
ficiency and environmental friendli­
ness were attributes that had impor­
tant appeal to the participants, though 
"high speed" unnerved some. 

Maglev was viewed more as an­
other mode of transportation than as 
an attraction. As an attraction, the 
ride's short duration could limit the 
number of repeat trips. 

Participants naturally based their 
ideas of an acceptable fare on their 
experiences with other modes of in­
ter-city transportation. Even so, cer­
tain incentives could elevate the ac­
tual fare charged. 

Ease of personal and baggage trans­
fer were found to be critical to the 
success of a system of this type . Trans­
fer from airline arrival gates and/or 
airport baggage areas to the train's 
terminal must be convenient and 
speedy to offset plans to take an alter­
nate mode of transportation - taxi, 
shuttle bus or rental car. Baggage 
transfer must be seamless. 

Respondents said that the maglev's 
airport terminal should be comfort­
able, similar to an airline's. Having a 
small information and/or technology 
display would be appropriate. First­
time users would be intere ted in the 
anticipation of the upcoming trip. It 
also would entice walk-on traffic. 

An on-board video of the technol­
ogy was the least important attribute 
according to the reaction survey. 
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However, during the disc ussion, posi­
tive comments were made about this 
feature, e.g., an educational exhibit 
while riding. 

Mag lev Transit immediately used 
the foc us group information to begin 
design and development of its mar­
keting plan. The findings were also 
used extensively in preparing for 
meetings with other parties that had a 
vested interest in the rail system: The 
City of Orlando, the Orlando Interna­
tional Airport, the International Drive 
Business Association, and several 
local communities and neighborhood 
associations. 

PHASE TWO 

Pha e two of the study used a paired 
trade-off approach to learn consumer 
opinion toward several competing 
modes of transportation and evaluate 
the price sensitivity between each. 
Specifically, this phase helped evalu­
ate the trade-offs consumers would 
make between the maglev and an al­
ternative mode of transportation. 

Conjoint analys is is widely recog­
nized as a way to query respondent 
for opinion toward a prod uct, service 
or a bundling of both. In a conjoint 
exercise, consumers make the same 
type of choices they make when shop­
ping. They weigh product feature 
and attributes, making trade-offs on 
their way to picking the product that 
best meet their needs and wants. This 
information facilitates optimum prod­
uct and pricing design and more in­
formed decision making. 

The primary purpose of the trade­
off phase was to obtain a direct com­
parison between alternate modes of 
transportation, including maglev, 
from the airport. This phase also was 
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designed to better understand some 
of the opinions derived from the focus 
groups. 

Specifically, the objectives included: 
• Comparison of competing modes of 

with travelers at the Orlando Interna­
tional Airport. The questionnaire used a 
series of questions based on a paired 
trade-off between two transportation 
options (see Fig. 2). The layout was 

· Figure 2 · 
Paired Comparison 

Preference scale: 

Strongly 
Prefer 
Mode A 

Neutral 
Strongly 

Prefer 
Mode B 2 3 4 5 6 7 8 9 

transportation from the airport based on 
travel time, drop-off convenience and 
cost. 

• Obtaining consumer opinion of the 
sensitivity of automatic baggage trans­
fer from the inbound airline to the hotel 
and its impact on ridership decisions. 

• Measuring the train's appeal as a 
tourist attraction. 

• Obtaining data on consumer travel 
patterns. 

• Obtaining basic demographic, geo­
graphic and psychographic information 
on the respondent. 

This phase used conjoint methodol­
ogy and involved personal interviews 

OBJECTIVE: 

based on a factorial design having four 
factors ofthree to four levels each. Fare 
is an example of a factor that has up to 
four levels. 

Several Likert scale questions were 
positioned between introductory travel 
related questions and respondent demo­
graphics. The scale ranged from 1, which 
denoted strong preference toward trans­
port mode A, to 9, which indicated a 
strong preference for mode B. Each 
respondent was shown three transporta­
tion pairs. Four combination of trade­
off pairs were then randomly distrib­
uted across the airport and rotated by 
day parts (morning, midday and evening 

\.I - Survey Hispanic males, ages 18 to 49, in states where 
only 11% of the households have Hispanics. 
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Warren Mitofsky (co-developer of the widely-used Mitofsky­
Waksberg random digit dialing method) - "Survey Sampling 
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Call S I for ampling solutions at 
(203)255-4200. 

........-: Survey 
~ ~ Sampling, 
=...... Inc~ 

Partners with survey 
researchers since 19 77 

hours). 
At an appropriate time during the 

interview, the respondent was shown a 
characteristics grid (Fig. 3) di splaying 
information about each transportation 
mode. As can be seen, an attempt was 
made to provide the respondent with an 
unbiased set of features for each mode. 

The study 's result is based on 400 
completed interviews, 100 per pair com­
bination set. Quotas were set for both 
inbound and outbound respondent type, 
and the final dataset was weighted to 
overcome disparities. The data were 
also adjusted for the seasonal variation 
between vacation and business traffic . 

Beyond basic descriptive statistics, 
the study used the Student' s t test to 
identify significant differences about 
the Likert scale centroid. The conjoint 
methodology identified a favorable fare 
structure and its elasticity. Factorial 
analysis was used to discern if clu ter­
ing existed among variables such as: 
reason for being in Orlando, method of 
transportation to/from the hotel , atti­
tude toward automatic baggage trans­
fer, likelihood of taking an advanced 
technology transport, attitude toward 
the maglev train as an attraction, and 
select demographics. Regression analy­
sis also was helpful in understanding 
the relationship among variables. 

The airport intercept research devel­
oped the ridership preference/likelihood 
grid (Fig. 4). The grid resulted from a 
series of crosstabulations using the set 
of trade-off questions and an "educated" 
ridership opinion question asked at the 
end of the survey. 

Based on the data illustrated in the 
grid, 12 percent of respondents indi­
cated that they had a strong preference 
for maglev compared to the alternative 
mode presented at a $21 fare , and they 
were very likely to take the maglev 
train, regardless of fare. Moreover, 20 
percent had a strong preference at a $ 12 
fare and were very likely to use the 
train. Well overhalf (59 percent) had a 
neutral to s trong preference for 
maglev , and were at least somewhat 
likely to use it from the airport to 
International Drive. 

The study 's data then was used as 
inputfortwomodels that provided rider­
ship estimates. The first, a trend & cycle 
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model , was based on analy i of linear 
and cyclical times eries at variou lag 
times. This model used hi toric airport 
statistics to project inbound traffic (do­
me tic and international ) through the 

seamless transfer of baggage from the 
airport to the visitor 's hotel. 

Information from this research formed 
an integral part of ridership projections, 
financial tructuring and strategic trans-

Figure 3 

The change resulted in a speed reduc­
tion from the approximate 250 m.p.h. 
used in the intercept study to 125 m.p.h. 
Even so, actual travel time from the 
airport to International Drive increased 

Transportation Characteristics Grid by Mode 

Aspect Taxi Rental Car Shuttle Bus Maglev 

Travel time to hotel 30-45 minutes 30-45 minutes 30-45 minutes 10-20 minutes 

Departure frequency On demand 30-45 minutes for check-in 
time and car retrieval 

Every 20 minutes Every 18 minutes 

Comments • Single transfer to hotel • Single transfer to hotel • Single transfer to hotel • Two transfers to hotel 

• Will need another mode of • No need for another mode of • Wil l need another mode of • 250 MPH ride 
transport to attractions transport wh ile in area transport to attractions 

• 7 minutes to 1-Drive 
• Personally handle baggage • Personally handle baggage • Personally handle baggage 
transfers transfers transfers • Will need another mode of 

transport to attractions 
• "Leave the driving to us" 
concept 

• Personally control drive and 
activity time to hotel/attractions 

• Possible multiple hotel stops 
• Baggage automatically 
transferred to maglev 

year 2000. The second model was for 
actual ridership. The ridership model 
combined elements of the preference/ 
like lihood grid and the trend & cycle 
projections to estimate market size then 
ridership at various fare levels for sev­
eral points in time. 

Strong advantage 
The study 's results coi ncided very 

closely to the qualitati ve research. Both 
were conclusive: The maglev concept 

Figure 4 
Preference/Likelihood Grid 

Fare 

Combination $21 $16 

Strong & Very Likely 12% 17% 

Moderate & Very Likely 9% 8% 

Neutral & Very Likely 1% 3% 

$12 

20% 

9% 

1% 

has merit and usability . Based on this 
research, a maglev train has strong com­
petitive advantage against its main com­
petition, the rental car. When taking 
into account the upper fare limit (from 
the fare elasticity finding ), its position 
remains espec ially strong if there is 
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• Unfamiliarity with road 
system 

• Possib le need for tolls 

• Provide own gas 

• Possible COW expense of 
$12/day 

• "Leave the driving to us" 
concept 

• 'Leave the driving to us" 
concept 

portation planning. 
Postscript: During 1994 (about ix 

months after completion of this research 
phase) Maglev Transit changed tech­
nology from that based on Germany 's 
Transrapid to Japan 's HSST ystem. 

no more than three minutes. However, 
the technology change did affect certi­
fication and the maglev train 's project 
implementation. At the time the article 
was written, the review and approval 
process was till underway.O 

ecialists! 
At Medical ~~~~~~·'K! e research 
is our speciality. e r .... , D...._, , .. , rview, conduct focus 
groups and survey m execu tives , through 
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physicians, pharmaci t ts and nu rses for all 
types of market researc involving health care 
issues. 

If health care experien""-.. c....,ft"lportant to you, don't 
trust your project to a g ist. Call the specialists 
-George Matijow, Ernie e, or Steve Wilson at .... 
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1-800-866-6550 

33 



Product & Service Update 
continued from p. 8 
reports. For more information call 
800-870-MDSS. 

Saporito establishes 
home page 

Saporito & Associates, a New York 
research and consulting firm specializ­
ing in the insurance industry, has estab­
lished a home page on the World Wide 
Web. In addition to information about its 
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products and services, the home page has 
a list of new insurance research re ources 
that the company selects from to include 
in its new database, INSCite. The site 
also includes a resource submission form 
that sub cribers or publishers can use to 
forward recommendations for additions 
to the INSCite database. The address is: 
http://www. brainlink.com/~saporito. 

New release of Customer 
Insight's AnalytiX 

Customer Insight Co., Orlando, Fla., 
has released AnalytiX 2.2, an enhanced 
version of its AnalytiX System for data­
base marketing. The Windows-based 
software helps companies analyze mar­
keting data by generating detailed, cus­
tom-designed reports compiled from 
transaction-level customer information. 
New features include faster write-back, 
distributed/remote processing capabili­
ties , an incremental database module, 
an OnSite database build module, neu­
ral net modeling interface, and a three­
level compression module. For more 
information call 303-397-7772. 

SDR puts-a dollar 
amount on brand equity 

SDR, Inc., Atlanta, has released 
BrandValuator, a new tool for estimat­
ing the value of a brand name or trade­
mark. The model is designed to benefit 
corporate financial officers and corpo­
rate planners. In 1992 SDR developed a 
conceptual framework for measuring 
brand value and brand equity from the 
buyer ' viewpoint. The goal was to de­
velop a tool for brand managers to bet­
ter understand brand value and brand 
equity and their various components. 
Using survey research techniques 
coupled with new information process­
ing theory, the model was tested and 
refined in 1993 and 1994. From this 
effort, SDR researchers felt that similar 
techniques could be used to estimate the 
actual dollars and cents a brand name or 
trademark was worth to buyers and po­
tential buyers of a product or service, at 
the unit level. Given accurate unit sales 
estimates, the model could then esti­
mate the value of a brand or trademark 
in the total market or in major 
subsegments. SDR's model is based on 

the assumption that only purchasers in a 
specific product or service category can 
determine the value of brand names in 
the category. The SDR BrandValuator 
is based on measuring uch buyers' 
choices in an experimental setting, us­
ing widely accepted marketing research 
methods. The buyer's evaluation of 
overall product/service value is then 
parceled into values due to price, prod­
uct/service features, and the intrinsic 
features of the brand name- the brand's 
equity. The buyer ' s evaluation of the 
brand name equity is them restated in 
dollars and cents. For more information 
call William Neal at 770-451-5100. 

Software gathers survey 
data through networks 

GroupSystems Survey by Ventana 
Corp., Tucson, Ariz., is a software pro­
gram that allows for rapid surveying of 
large numbers of people. The software 
is designed to: gather information 
through a network of PCs regardless of 
time or location; accumulate responses 
instantaneously; tabulate hundreds of 
surveys in minutes; distribute survey 
results rapidly. Participants respond on­
line in four ways: using networked train­
ing rooms, over office networks, using 
stand-alone diskettes or via kiosks. For 
more information call 800-368-6338. 

New toll-free survey 
program 

Decision Analyst, Arlington, Texas, 
has launched a customer survey pro­
gram that allows businesses to receive 
fast feedback via a 24-hour toll-free 
number. Called 800 Customer Opinion, 
the service provides businesses a way to 
receive continuous feedback relating to 
products, services, employees, dealers , 
retail stores, etc. Decision Analyst as­
signs businesses an 800-numberforspe­
cific projects, then assists in question­
naire design. The company also recom­
mends way clients can encourage their 
customers to re pond to the service. 
When customers call they hear a voice­
activated, automated questionnaire. 
They answer question by pressing num­
bers on the phone keypad and/or voic­
ing their opinions after a prompt. For 
more information call Jerry Thomas at 
817-640-6166. 
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American Express 
continued from p. 11 
flexibility to change any aspect of the form throughout the 
year. Finally, to increase awareness and to eliminate any 
delays caused by inter-office distribution, DRC sends the 
report form directly to advisors via U.S. mail. 

Advisors have indicated to management that past at­
tempts to collect this information were outdated, incon­
sistent and very confusing. "Our previous report forms 
included information that the corporate office needed in 
our database, but was confusing to the advisor," says 
Beier. "DRC used our database to streamline the form and 
to provide only the information that the advisor needed to 
complete the form. " 

A new distribution method, the addition of the descrip­
tion list, the elimination of unnecessary information and 
a user-friendly form resulted in a 30 percent jump in 
response rates in some area offices. With the program 
changes , AXP Advisors finally met and passed their 
response rate goal of 70 percent, closing last quarter at 77 
percent. 

Quarterly reports 
The client acquisition technique measurement team 

issues quarterly data reports on the study findings to field 
leaders and internal program leaders. "We report quar­
terly the results of the study so that the leadership in the 
field and corporate office is able to provide advisors 
adequate training and support, " says Beier. If needed, 
AXP Advisors can also call DRC to receive mid-quarter 
updates to see how things are going. 

DRC returns the results to AXP Advisors as raw data 
matched back to the firm ' s database. The report forms are 
scanned by DRC staff using image/OCR scanning soft­
ware. The software interprets the advisor's pre-printed 
identification number and the technique code hand printed 
by the advisor and converts the characters to an ASCII 
format . The scanned advisor data is matched to the corre­
sponding advisor number in the AXP Advisors database 
and merged. 

The new image scanning software solution has helped 
AXP Advisors rectify the data entry and invalid data 
problems. "Our internal staff have analyzed the data 
provided by the image scanner and found it to be 98 
percent accurate," says Beier. 

"Until now we have felt that we did not have a reliable 
process for collecting and analyzing client acquisition 
information. It had been a challenge to find the right 
combination of solutions for each step in the process. We 
were crawling with the program. DRC 's solutions have 
allowed us to get up and run with the program," says 
Beier. "The changes in our client acquisition techniques 
study allow the research department to focus on the 
immediate objective- to provide high quality data quar­
terly to its internal partners to be used for future resource 
planning. " 0 
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There is a difference between telephone 
research companies. And it isn't just in the 
equipment. At PhoneLab, we have new ideas 
as well as new technology. If you're content 
with the ordinary, that's fine. If you want a 
company that exceeds the norm, call Merrill 
Dubrow at (800) 220-5089. 

••• ••• ••• ••• 
Exceeds the norm. 

Medical, Consumer, Business-to-Business, 
and Public Opinion Research. 

100 North 17th Street, 4th Floor 
Philadelphia, Pa. 19103 

Phone: (215) 561 -7400 Fax: (215) 561-7403 
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Bus.-To-Bus./Consumer/Recruit! Exper./Focus Groups/1-0n-1 s/ln Nat'/Jint'l. Clients. Specialty: New Prod- Pharm/Med: Custom Global Ouan./ 
Moderate/Report. Broad Range Of Cat. ucts, Direct Marketing, Publishing. Qual. Res. & Facility. 

Directions Data Research First Market Research Corp. Grieco Research Group, Inc. JRH Marketing Services, Inc. 
1111 Northshore Dr. 2301 Hancock Drive 850 Colorado Blvd., Ste. 203C 29-27 41st Ave. (Penthouse) 
Knoxville, TN 37919-4046 Austin, TX 78756 Los Angeles, CA 90041 New York, NY 11101 
Ph. 423-588-9280 Ph. 800-FIRST-TX (347-7889) Ph. 213-254-1991 Ph. 718-786-9640 
Contact: Rebecca Bryant Contact: James R. Heiman Contact: Joe Grieco Contact: J. Robert Harris II 
Full Service: Medical/Consumer/New · High Tech, Publishing, Marketing and Advertising Founded 1975. Check Out The Rest 
Product!PR/Exec. Bus.-To-Bus. , Colleges. Focus Groups. But Use The Best! 

Dolobowsky Qual. Svcs., Inc. First Market Research Corp. Hammer Marketing Resources KidFactssM Research 
94 Lincoln St. 121 Beach St. 179 Inverness Rd. 34405 W. 12 Mile Road, Ste. 121 
Waltham, MA 02154 Boston, MA 02111 Severna Pk. (Balt./D.C.), MD 21146 Farmington Hills, Ml 48331 
Ph. 617-647-0872 Ph. 617-482-9080 Ph. 410-544-9191 Ph. 313-489-7024 
Contact: Reva Dolobowsky Contact: Jack M. Reynolds Contact: Bill Hammer Contact: Dana Blackwell 
Experts In Ideation & Focus Health Care & Advertising. 23 Years Experience - Consumer, Qual. & Ouan: Specialty Kids/Teens. 
Groups. Formerly with Synectics. Business & Executive. Prod./Pkg.l Advtg. 

Focus On Hudson 
Doyle Research Associates, Inc. 350 Hudson St. Heffernan Marketing Research Services Lachman Research & Mktg. Svces. 
919 N. Michigan/Ste. 3208 New York, NY 10014 4201 Fifth Ave. 29341/2 Beverly Glen Cir., Ste. 119 
Chicago, IL 60611 Ph. 212-727-7000 San Diego, CA 92103 Los Angeles, CA 90077 
Ph. 312-944-4848 Contact: Frank O'Biak Ph. 619-692-0100 Ph. 310-474-7171 
Contact: Kathleen M. Doyle New Foe. Grp. Fac., New Video Cont. Contact: Stephen Heffernan Contact: Roberta Lachman 
Specialty: Children/Teenagers Capability, Med., Bus.-To-Bus., Consumers Spec. In Health Care/Med./Church & Advg. & Mktg. Focus Groups and 
Concept & Product Evaluations. Religious Orgs/Member ORCA & AMA. One-on-Ones. Consumer/ Business. 

Focus Plus, Inc. 
D/R/S HealthCare Consultants 79 5th Avenue Pat Henry Market Research, Inc. Leichliter Associates 
3127 Eastway Dr., Ste. 105 New York, NY 10003 230 Huron Rd. N.W., Ste. 100.43 252 E. 61 st St., Ste. 2C-S 
Charlotte, NC 28205 Ph. 212-675-0142 Cleveland, OH 44113 New York, NY 10021 
Ph. 704-532-5856 Contact: John Markham Ph. 216-621-3831 Ph. 212-753-2099 
Contact: Dr. Murray Simon Impeccable Cons. & B-B Contact: Judith Hominy Contact: Betsy Leichliter 
Specialists in Research with Provid- Recruits/Beautiful New Facility. Luxurious Focus Group Facility. Ex- Innovative Exploratory Rsch./ldea De-
ers & Patients. pert Recruiting. velopment. Offices NY & Chicago. 

Focused Solutions 
Ebony Marketing Research, Inc. 907 Monument Park Cir., Ste. 203 Hispanic Market Connections, Inc. Nancy Low & Associates, Inc. 
2100 Bartow Ave. Salt Lake City, UT 841 08 5150 El Camino Real, Ste. D-11 5454 Wisconsin Ave., Ste. 1300 
Bronx, NY 10475 Ph. 801-582-9917 Los Altos, CA 94022 Chevy Chase, MD 20815 
Ph. 718-217-0842 Contact: Bill Sartain Ph. 415-965-3859 Ph. 301-951-9200 
Contact: Ebony Kirkland 30+ yrs. Exp.; 2500+ Groups with Contact: M. Isabel Valdes Contact: Nan Russell Hannapel 
Spac. Cont./Viewing Rooms/Client U.S. & International Goods & Serv. Foe. Grps., Door-to-Door, Tel. Stud- Health/Financial/Customer Satisfac-
Lounge/Quality Recruiting. ies, Ethnographies. tion. Upscale FG Facility. 

Franklin Associates, Inc. 
Elrick and Lavidge Rte. 3, Box 454 Hispanic Marketing Communica- Market Access Partners 
1990 Lakeside Parkway Louisa, VA 23093 lions Research/Div. of H&AMCR, Inc. 8 Inverness Dr. E., Ste. 130 
Tucker, GA 30084 Ph. 703-967-3170 1301 Shoreway Rd., Ste. 100 Englewood, CO 80112 
Ph. 404-621-7600 Contact: Tony Franklin Belmont, CA 94002 Ph. 800-313-4393 
Contact: Carla Collis 25 Years Consumer/New Product Po- Ph. 415-595-5028 Contact: Mary Goldman Kramer 
Full-Service National Capability. sitioning Research. Contact: Dr. Felipe Korzenny Specialists In New Prod. De vel., Medi-

Hisp. Bi-Ling./Bi-Cult. Foe Grps. Any- cal, Hi-Tech, Exec. 
where In U.S./Ouan. Strat. Cons. 
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Market Development, Inc. Michelson & Associates, Inc. Rhoda Schild Focus Group Sunbelt Research Associates, Inc. 
1643 Sixth Ave. 1900 The Exchange, Ste. 360 Recruiting/Marketing 1001 N. U.S. One, Ste. 310 
San Diego, CA 92101 Atlanta, GA 30339 330 Third Ave. Jupiter, FL 33477 
Ph. 619-232-5628 Ph. 770-955-5400 New York, NY 10010 Ph. 407-7 44-5662 
Contact: Esther Soto Contact: Mark L. Michelson Ph. 212-505-5123 Contact: Barbara L. Allan 
U.S. Hisp./Latin Amer., Offices In NY, Insightful sessions/Useful re- Contact: Rhoda Schild 20+ Years Exp. ; Business & Con-
Mexico City. ports. 1 0+ year experience. Excellent Medical, Consumer, Busi- sumer Studies; Nat'/. & lnt'l. Exp. 

ness Recruiting. 
Market Navigation, Inc. Nordhaus Research, Inc. Sweeney International, Ltd. 
Teleconference Network Div. 20300 W. 12 Mile Rd. Paul Schneller- Qualitative One Park Place 
2 Prel Plaza Southfield, Ml 48076 300 Bleecker St. 621 N.W. 53rd St. , Ste. 240 
Orangeburg, NY 10962 Ph. 313-827-2400 New York, NY 10014 Boca Raton, FL 33487 
Ph. 914-365-0123 Contact: John King Ph. 212-675-1631 Ph. 800-626-5421 
Contact: George Silverman Fu/1-Svce. Qual. & Quant., Fin. , Med. , Contact: Paul Schneller Contact: Timm Sweeney 
Med., Bus. -to-Bus., Hi-Tech, lndust., Uti!. , 3 Discussion Rms. Full Array: Ads/Pkg Gds/Rx/B-to-B/ Qualitative Research. Member: 
Ideation, New Prod. , Tel. Groups. Ideation (14+ Years). QRCA/AMA/Advt. Club. 

Outsmart Marketing 
Marketing Advantage Research 2840 Xenwood Ave. Gerald Schoenfeld, Inc. Target Market Research Group,lnc. 
2349 N. Lafayette St. Minneapolis, MN 55416 55 S. Broadway, 2nd fl. 5805 Blue Lagoon Dr., Ste. 185 
Arlington Heights, IL 60004 Ph. 612-924-0053 Tarrytown, NY 10591 Miami, FL 33126-2019 
Ph. 708-670-9602 Contact: Paul Tuchman Ph . 914-631-8800 Ph. 800-500-1492 
Contact: Marilyn Richards Helping You "Outsmart" Your Com- Contact: Gerry Schoenfeld Contact: Martin Cerda 
New Product Development/Hi-Tech/ petition. 20 Yrs. Full Service/Consumer/Bus./ Hispanic Quai./Quant. Research-Na-
Multimedia/Insurance. Blue Chip Clients. tiona! Capability. 

Phoenix Consultants 
Marketing Matrix, Inc. 5627 Arch Crest Dr. Jack M. Shapiro Healthcare Mktg. Treistman & Stark Marketing, Inc. 
2566 Overland Ave. , Ste. 716 Los Angeles, CA 90043 Rsch. & Mgmt. Consulting, Inc. Two University Plaza 
Los Angeles, CA 90064 Ph. 213-294-5648 P.O. Box 900 Hackensack, NJ 07601 
Ph . 310-842-8310 Contact: Diane Sanders West Nyack, NY 10994 Ph . 201-996-01 01 
Contact: Marcia Selz Nat'!. Group Expert Moderators, Eth- Ph. 914-353-0396 Contact: Joan Treistman 
Foe. Grps., In-Depth lntvs. & Sur- nic/Adv./Cons. Contact: Jack M. Shapiro ENVISIONTM, Other Approaches for 
veys For Financial Svce. Companies. Healthcare Market Research Special- Creative Insight. 

POV ists Since 1988. 
MarketVision Research, Inc. 99 Citizens Dr. Widener-Burrows & Associates, Inc. 
MarketVision Building Glastonbury, CT 06033 James Spanier Associates 130 Holiday Ct., Ste. 108 
4500 Cooper Rd. Ph . 203-659-6616 120 East 75th St. Annapolis, MD 21401 
Cincinnati , OH 45242 Contact: Lili Rodriguez New York, NY 10021 Ph. 410-266-5343 
Ph. 513-791-3100 Insights For Advtg., Positioning & Ph. 212-472-3766 Contact: Dawne Widener-Burrows 
Contact: Tina Rucker New Prod. Development. Contact: Julie Horner Four Moderators on Staff Spec. in 
Lux. Cons. Ctr. Dsgnd. For Comfort. Tiered Focus Groups And One-On-Ones Health Care, Fin. Svcs., Adv. Rsch. 
Suites, Lg. Kitch. , Qual. Recruit. In-house. Research Data Services, Inc. In Broad Range Of Categories. 

600 Magnolia Ave., Ste. 350 Dan Wiese Marketing Research 
Matrixx Marketing-Rsch. Div. Tampa, FL 33606 Dwight Spencer & Associates 2108 Greenwood Dr., S.E. 
Cincinnati , OH Ph. 813-254-2975 1290 Grandview Avenue Cedar Rapids, lA 52403 
Ph. 800-323-8369 Contact: Walter Klages, Ph.D. Columbus, OH 43212 Ph. 319-364-2866 
Contact: Michael L. Dean, Ph.D. Full Service Qualitative & Quantita- Ph. 614-488-3123 Contact: Dan Wiese 
Cincinnati 's Most Modern and Con- tive Market Research. Contact: Betty Spencer Highly Experienced: Farmers, Con-
venient Facilities. 4'x16 ' Mirror Viewing Rm. Seats 8- sumers, Business. 

Rockwood Research 12. In House AudioNid. Equip. 
MCC Qualitative Consulting 1751 W. County Rd. B Yarnell Inc. 
100 Plaza Dr. St. Paul, MN 55113 Spier Research Group 147 Columbia Tpke., #302 
Secaucus, NJ 07094 Ph. 612-631-1977 1 Lookout Circle Florham Park, NJ 07932 
Ph. 201-865-4900 Contact: Marilyn Rausch Larchmont, NY 10538 Ph. 201-593-0050 
Contact: Andrea Schrager Full Srv./Focus Fac. : Agri-Bus., Con- Ph. 914-834-37 49 Contact: Steven M. Yarnell 
Insightful, Innovative, lmpacttul, Ac- sumer, Customer Sat. Contact: Daisy Spier New Product Development & Posi-
tion-Oriented Team Approach. Advtg./Dir. Mktg./Prod. Dev./Cons./ tioning. HW/SW Cos. 

Rodgers Marketing Research Business/FG/'s/1 on 1 's. 
Medical Marketing Research, Inc. 4575 Edwin Drive, NW 
1201 Melton Ct. Canton, OH 44718 Strategic Focus, Inc. 
Raleigh, NC 27615 Ph. 216-492-8880 6456 N. Magnolia Ave. 
Ph. 919-870-6550 Contact: Alice Rodgers Chicago, IL 60626 
Contact: George Matijow Creative/Cost Effective: New Prod- Ph. 312-973-4729 
Specialist, Medicai/Pharm. 20 yrs. uct!Consumer, Etc. Contact: Dona Vitale 
Healthcare Exp. Creative Insights for Mktg./Advertis-

Pamela Rogers Research ing Strategy. 
MedProbe,lnc. 2759 4th St. 
600 S. Hwy. 169, Ste. 1410 Boulder, CO 80304 Strategy Research Corporation 
Minneapolis, MN 55426-1218 Ph. 303-443-3435 100 N.W. 37 Avenue 
Ph. 612-540-0718 Contact: Pamela Rogers Miami, FL 33125 
Contact: Asta Gersovitz, Phrm.D. Consumer, Business, Youth Grps./ Ph. 305-649-5400 
MedProbe Provides Full Service Gus- One-One 's In Many Categories. Contact: Jim Loretta 
tom Market Research. Serving All U.S. Hispanic Mkts. & 

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

California Illinois Missouri Ohio 
Asian Marketing George I. Balch i2 The Answer Group 
AutoPacific, Inc. Creative & Response Rsch . Svcs. CJI Research Corporation 
Erlich Transcultural Consultants Doyle Research Associates New Jersey Pat Henry Market Research, Inc. 
Grieco Research Group, Inc. Irvine Consulting, Inc. MCC Qualitative Consulting MarketVision Research, Inc. 
Heffernan Marketing Research Ser- Marketing Advantage Research Treistman & Stark Marketing, Inc. Matrixx Marketing 
vices Strategic Focus, Inc. Yarnell Inc. Rodgers Marketing Research 
Hispanic Market Connections Dwight Spencer & Associates 
Hispanic Marketing Iowa New York Lachman Research & Marketing Dan Wiese Marketing Research Pennsylvania 
Svces. Asian Perspective, Inc. 
Market Development, Inc. BAI Campos Market Research 

Kansas Ebony Marketing Research, Inc. Michael Carraher Discovery Rsch. 
Marketing Matrix, Inc. Consumer/Industrial Research (C/IR) 
Phoenix Consultants Delta3 Research Fader & Associates 

Data & Management Counsel , Inc. Focus On Hudson 

Maryland Focus Plus, Inc. Direct Feedback 
Colorado Horowitz Associates, Inc. 
Cambridge Associates, Ltd. Hammer Marketing Resources JRH Marketing Services, Inc. Tennessee 
Market Access Partners Nancy Low & Associates, Inc. Leichliter Associates Directions Data Research 
Pamela Rogers Research Widener-Burrows & Associates, Inc. Market Navigation, Inc. 

Connecticut Massachusetts 
Rhoda Schild FocusGrp. Recruiting/Mktg. Texas 
Paul Schneller- Qualitative 

Cunningham Research Associates 
The Clowes Partnership Daniel Associates Gerald Schoenfeld, Inc. 

Decision Analyst, Inc. 
POV Dolobowsky Qual. Svcs., Inc. Jack M. Shapiro Healthcare Rsch . & 

First Market Rsch. (J. Heiman) 
First Market Rsch. (J. Rynolds) Mgmt. Cnsltg. 

Florida Greenleaf Associates, Inc. James Spanier Associates Utah 
Cunninghis Associates 

Spier Research Group 
Focused Solutions 

The Deutsch Consultancy Michigan 
North Carolina Research Data Services, Inc. KidFacts Research Virginia 

Strategy Research Corporation Nordhaus Research, Inc. CB&A Market Research Bannon Moderating Services 
Sun belt Research Associates, Inc. The Customer Center, Inc. Franklin Associates, Inc. 
Sweeney International, Ltd. Minnesota D/R/S HealthCare Consultants 

Fuller Research Services, Inc. 
Target Market Research Group, Inc. Cambridge Research, Inc. FacFind, Inc. 

GraffWorks Marketing Research Medical Marketing Research, Inc. Washington 
Georgia MedProbe, Inc. Consumer Opinion Services 
Brittain Associates Outsmart Marketing 
Elrick and Lavidge Rockwood Research 
Michelson & Associates, Inc. 

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

ADVERTISING 
Bannon Moderating Services 
Cambridge Associates, Ltd. 
Cambridge Research, Inc. 
Creative & Response Rsch. Svcs. 
The Customer Center, Inc. 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
Erlich Transcultural Consultants 
Fader & Associates 
First Market Research (J. Reynolds) 
Outsmart Marketing 
POV 
Paul Schneller- Qualitative 
Spier Research Group 
Strategy Research Corporation 
Sweeney International , Ltd. 
Treistman & Stark Marketing, Inc. 
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Widener-Burrows & Associates, Inc. 
Dan Wiese Marketing Research 

AFRICAN-AMERICAN 
Ebony Marketing Research, Inc. 
JRH Marketing Services, Inc. 
Phoenix Consultants 

AGRICULTURE 
Cambridge Associates, Ltd. 
Cambridge Research, Inc. 
Consumer/Industrial Research (C/IR) 
The Customer Center, Inc. 
Rockwood Research 
Market Navigation, Inc. 
Dan Wiese Marketing Research 

ALCOHOLIC BEV. 
Creative & Response Rsch. Svcs. 
POV 
Gerald Schoenfeld, Inc. 
Strategy Research Corporation 

APPAREL/FOOTWEAR 
The Customer Center, Inc. 

ASIAN 
Asian Marketing 
Asian Perspective, Inc. 
Communication Research 
Data & Management Counsel , Inc. 
Erlich Transcultural Consultants 

ASSOCIATIONS 
Nancy Low & Associates, Inc. 

AUTOMOTIVE 
AutoPacific, Inc. 
Creative & Response Rsch. Svcs. 
Erlich Transcultural Consultants 
Matrixx Marketing-Research Div. 

BIO-TECH 
Focus On Hudson 
Irvine Consulting, Inc. 
Nancy Low & Associates, Inc. 
Market Navigation, Inc. 
MedProbe, Inc. 
Medical Marketing Research, Inc. 
Jack M. Shapiro Healthcare Rsch. & 
Mgmt. Cnsltg. 
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BUS.· TO-BUS. CONSUMERS Michael Carraher Discovery Rsch. Strategy Research Corporation 

Access Research, Inc. The Answer Group Creative & Response Rsch. Svcs. Sunbelt Research Associates, Inc. 

BAI The Clowes Partnership The Deutsch Consultancy Widener-Burrows & Associates, Inc. 

Brittain Associates Consumer Opinion Services Dolobowsky Qual. Svcs., Inc. 

Cambridge Associates, Ltd. Creative & Response Rsch. Svcs. Elrick and Lavidge HISPANIC 
Cambridge Research, Inc. Doyle Research Associates Fader & Associates Data & Management Counsel , Inc. 
Michael Carraher Discovery Rsch. Greenleaf Associates, Inc. Nancy Low & Associates, Inc. Ebony Marketing Research, Inc. 
Consumer/Industrial Research (C/IR) Pat Henry Market Research, Inc. Marketing Matrix, Inc. Erlich Transcultural Consultants 
Consumer Opinion Services Marketing Advantage Research Matrixx Marketing-Research Div. Hispanic Market Connections, Inc. 
Creative & Response Rsch. Svcs. Research Data Services, Inc. MCC Qualitative Consulting Hispanic Marketing 
Data & Management Counsel, Inc. Rodgers Marketing Research Nordhaus Research, Inc. Communication Research 
The Deutsch Consultancy Paul Schneller - Qualitative The Research Center Market Development, Inc. 
Direct Feedback Gerald Schoenfeld, Inc. Gerald Schoenfeld, Inc. Phoenix Consultants 
Fader & Associates Dan Wiese Marketing Research James Spanier Associates Strategy Research Corporation 
First Market Research (J. Heiman) Sweeney lnt'l. Ltd. Target Market Research Group, Inc. 
Pat Henry Market Research, Inc. CUSTOMER Widener-Burrows & Associates, Inc. 

MCC Qualitative Consulting SATISFACTION FOODS/NUTRITION 
HOUSEHOLD 

Paul Schneller- Qualitative PRODUCTS/CHORES Gerald Schoenfeld, Inc. The Answer Group Leichliter Associates 
James Spanier Associates BAI Paul Schneller- Qualitative 

Spier Research Group Michael Carraher Discovery Rsch. FOOD PRODUCTS 
Sunbelt Research Associates, Inc. Elrick and Lavidge 

The Answer Group IDEA GENERATION 
Sweeney International, Ltd. Fader & Associates Analysis Research Ltd. 

Nancy Low & Associates, Inc. BAI 
Yarnell Inc. Creative & Response Rsch. Svcs. The Answer Group 

Research Data Services, Inc. BAI 

CABLE Rockwood Research Doyle Research Associates 
Cambridge Associates, Ltd. 

Sun belt Research Associates, Inc. Greenleaf Associates, Inc. 
Creative & Response Svces., Inc. KidFacts Research Creative & Response Rsch. Svcs. 

DIRECT MARKETING Outsmart Marketing Dolobowsky Qual. Svcs., Inc. 

CHILDREN POV Elrick and Lavidge 
BAI Paul Schneller- Qualitative Leichliter Associates 

Creative & Response Rsch. Svcs. Greenleaf Associates, Inc. Gerald Schoenfeld, Inc. Matrixx Marketing-Research Div. 
Doyle Research Associates Spier Research Group James Spanier Associates POV 
Fader & Associates Rockwood Research 
Greenleaf Associates, Inc. DISTRIBUTION HEALTH & BEAUTY Paul Schneller- Qualitative 
KidFacts Research Gerald Schoenfeld, Inc. 
Matrixx Marketing-Research Div. GraffWorks Marketing Research PRODUCTS Sweeney International, Ltd. 
Outsmart Marketing 

EDUCATION The Answer Group 
Pamela Rogers Research BAI IMAGE STUDIES Paul Schneller- Qualitative Cambridge Associates, Ltd. Paul Schneller- Qualitative 
Gerald Schoenfeld, Inc. Greenleaf Associates, Inc. Gerald Schoenfeld, Inc. 

Cambridge Associates, Ltd. 

Marketing Advantage Research Paul Schneller - Qualitative 
Jack M. Shapiro Healthcare Rsch. & 

CHURCH & RELIGIOUS Mgmt. Cnsltg. INDUSTRIAL ORG. ENTERTAINMENT 
Heffernan Marketing Rsch. Svcs. Bannon Moderating Services HEALTH CARE The Customer Center, Inc. 

Sweeney International, Ltd. Access Research, Inc. 
First Market Research (J. Heiman) 
Market Navigation, Inc. 

COMMUNICATIONS EXECUTIVES 
The Answer Group Sweeney International, Ltd. 

RESEARCH Consumer/Industrial Research (C/IR) Dan Wiese Marketing Research 
BAI Directions Data Research 

Access Research, Inc. Brittain Associates Dolobowsky Qual. Svces., Inc. INSURANCE Cambridge Associates, Ltd. Creative & Response Rsch. Svcs. D/R/S HealthCare Consultants 
The Customer Center, Inc. Dolobowsky Qual. Svcs., Inc. Elrick and Lavidge Brittain Associates 

Fader & Associates Erlich Transcultural Consultants Nancy Low & Associates, Inc. 

COMPUTERS/MIS First Market Research (J. Heiman) First Market Research (J. Reynolds) Marketing Advantage Research 

Cambridge Associates, Ltd. Marketing Advantage Research Irvine Consulting, Inc. 
INTERACTIVE PROD./ Michael Carraher Discovery Rsch. Paul Schneller- Qualitative Nancy Low & Associates, Inc. 

Creative & Response Rsch. Svcs. James Spanier Associates Market Access Partners SERVICES/RETAILING 
Daniel Associates Strategy Research Corporation Market Navigation, Inc. Leichliter Associates 
Fader & Associates Sweeney International, Ltd. Matrixx Marketing-Research Div. 
First Market Research (J. Heiman) MedProbe, Inc. INVESTMENTS Leichliter Associates FINANCIAL SERVICES Medical Marketing Research, Inc. 
Market Navigation, Inc. Access Research, Inc. Nordhaus Research, Inc. The Deutsch Consultancy 

Marketing Advantage Research BAI Rockwood Research 
James Spanier Associates Brittain Associates Paul Schneller- Qualitative LATIN AMERICA 
Sweeney International, Ltd. Cambridge Associates, Ltd. Jack M. Shapiro Healthcare Rsch. & Market Development, Inc. 
Yarnell Inc. Cambridge Research, Inc. Mgmt. Cnsltg. 

James Spanier Associates 
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MEDICAL PROFESSION PACKAGED GOODS Paul Schneller- Qualitative TOURISM/HOSPITALITY 
The Answer Group The Answer Group Sun belt Research Associates, Inc. Research Data Services, Inc. 
Cambridge Associates, Ltd. BAI 
D/R/S HealthCare Consultants Bannon Moderating Services SERVICES TOYS/GAMES 
Focus On Hudson Creative & Response Rsch. Svcs. Spier Research Group Fader & Associates 
Pat Henry Market Research, Inc. Doyle Research Associates Greenleaf Associates, Inc. 
Matrixx Marketing-Research Div. Paul Schneller- Qualitative SMALL BUSINESS/ KidFacts Research 
MedProbe, Inc. Gerald Schoenfeld, Inc. ENTREPRENEURS Medical Marketing Research, Inc. 

Brittain Associates TRANSPORTATION Nordhaus Research, Inc. PARENTS 
Rhoda Schild Focus Group Rec./ Leichliter Associates SERVICES 
Mktg. 

Doyle Research Associates Strategy Research Corporation CJI Research Corporation Fader & Associates Yarnell Inc. Paul Schneller- Qualitative Greenleaf Associates, Inc. Strategic Focus, Inc. 
Jack M. Shapiro Healthcare Rsch . & Marketing Advantage Research SOFT DRINKS, BEER, 

Sweeney International, Ltd. 
Mgmt. Cnsltg. Paul Schneller- Qualitative 

WINE TRAVEL 
MODERATOR TRAINING PET PRODUCTS Cambridge Associates, Ltd. Cambridge Associates, Ltd. 
Cambridge Associates, Ltd. Cambridge Research, Inc. Creative & Response Rsch. Svcs. Michael Carraher Discovery Rsch. 
Cunning his Associates The Customer Center, Inc. Grieco Research Group, Inc. Greenleaf Associates, Inc. 
Fuller Research Services, Inc. Marketing Advantage Research POV Research Data Services, Inc. 

Strategy Research Corporation Paul Schneller- Qualitative 

MULTIMEDIA PHARMACEUTICALS James Spanier Associates 

Marketing Advantage Research The Answer Group 
TEACHERS Sweeney International, Ltd. 

BAI Greenleaf Associates, Inc. 
UTILITIES NATURAL HEALTH Cambridge Associates, Ltd. Marketing Advantage Research 

CARE/REMEDIES Creative & Response Rsch. Svcs. Cambridge Associates, Ltd. 

Focused Solutions D/R/S HealthCare Consultants TEENAGERS CJI Research Corporation 

Focus On Hudson The Clowes Partnership Fader & Associates 

NEW PRODUCT DEV. Irvine Consulting, Inc. Creative & Response Rsch. Svcs. Nancy Low & Associates, Inc. 

Market Navigation, Inc. Doyle Research Associates Nordhaus Research, Inc. 
The Answer Group MCC Qualitative Consulting Fader & Associates Rockwood Research 
BAI MedProbe, Inc. KidFacts Research 
Bannon Moderating Services Medical Marketing Research, Inc. Matrixx Marketing-Research Div. VIDEO 
Brittain Associates POV MCC Qualitative Consulting TELECONFERENCING Cambridge Associates, Ltd. Paul Schneller- Qualitative The Answer Group Creative & Response Rsch. Svcs. Jack M. Shapiro Healthcare Rsch. & TELECOMMUNICATIONS Daniel Associates Mgmt. Cnsltg. 
Data & Management Counsel , Inc. BAI WEALTHY 
Dolobowsky Qual. Svcs., Inc. POLITICAL RESEARCH 

Cunning his Associates Brittain Associates 
Elrick and Lavidge Daniel Associates The Deutsch Consultancy 
Fader & Associates Cambridge Associates, Ltd. Delta3 Research Strategy Research Corporation 
First Market Research (J. Heiman) Elrick and Lavidge 

First Market Research (J. Reynolds) PUBLIC POLICY RSCH. First Market Research (J. Heiman) YOUTH 
GraffWorks Marketing Research Cambridge Associates, Ltd. Horowitz Associates Inc. 

Marketing Advantage Research Fader & Associates 
Greenleaf Associates, Inc. CJI Research Corporation Outsmart Marketing 
KidFacts Research MCC Qualitative Consulting 

POV 
Leichliter Associates PUBLISHING POV 

Market Access Partners Rockwood Research 

Marketing Advantage Research 
Cambridge Associates, Ltd. Pamela Rogers Research 

Outsmart Marketing 
First Market Research (J. Heiman) Gerald Schoenfeld, Inc. 
Greenleaf Associates, Inc. Strategy Research Corporation POV Marketing Advantage Research 

Rockwood Research Spier Research Group 
Paul Schneller- Qualitative Dan Wiese Marketing Research TELECONFERENCING 
Gerald Schoenfeld, Inc. Cambridge Research, Inc. 
James Spanier Associates RETAIL TELEPHONE FOCUS 
NON-PROFIT First Market Research (J. Reynolds) 

GROUPS Pat Henry Market Research, Inc. 
Doyle Research Associates MCC Qualitative Consulting Cambridge Associates, Ltd. 

Paul Schneller- Qualitative Consumer/Industrial Research (C/IR) 
PACKAGE DESIGN Creative & Response Rsch. Svcs. 

RESEARCH SENIORS The Customer Center, Inc. 

Treistman & Stark Marketing, Inc. Erlich Transcultural Consultants Market Navigation, Inc. 

Fader & Associates Medical Marketing Research, Inc. 

Marketing Advantage Research MedProbe, Inc. 
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Research Company News 
continued from p. 21 

print audience levels between the two 
sample databases used in Simmons' re­
designed methodology. 

The David K. Hardin Memorial En­
dowment in Market Research has been 
created at Elmhurst College through a $1 
million gift from the David K. Hardin 
Generativity Trust. The Trust was estab­
lished by Dr. David K. Hardin, the late 
chairman and CEO of Market Facts, Inc. , 
to carry out some of his deeply held goals: 
the preservation of the Earth and bio­
diversity; the creation of jobs in devel­
oping countries; and to honor his busi­
ness interests in market research. The 
endowment will create The David K. 
Hardin Institute for Market Research at 
Elmhurst, which will be a catalyst for 
developing courses that contribute to 
the curriculum of the College's Center 
for Business and Economics, and spe­
cial programs for a variety of audiences 
in the area of market research. Each 
year, at least one Elmhurst student will 
be appointed "The David K. Hardin Pel-

low" and undertake an internship with 
Market Facts will receiving a merit schol­
arship. 

Quality Controlled Services, St. 
Louis, has opened a new telephone sur­
vey center in Farmington Hills, Mich., a 
suburb of Detroit. The center features 50 
CRT telephone interviewing stations 
equipped with predictive dialing. It also 
features digitized voice recording for 
verbatim responses. The center has a 
focus group suite equipped with 
FocusVision for live transmission of 
focus groups. Dianne Flock will serve 
as branch manager of the new facility. 

IriS (International Research InstituteS), 
Brussels, has added two new members to 
its network of international research firms: 
Brian Sweeney & Associates in South 
Melbourne, Australia, and Environics in 
Toronto, Canada. 

Spatial Insights, Inc., a Vienna, Va. 
geographic information services com­
pany, has donated a desktop mapping 
system and services to Food & Friends, a 
Washington, D.C., non-profit organiza-

THE 
INFORMATION 
ADVISOR 

tion that provides three meals a day, at no 
cost,topeoplewithHIV/AIDS. The com­
pany donated consulting services, 
Map Info software, and a color printer for 
Food & Friends staff to use in mapping 
and managing client meal deliveries. Busi­
ness Location Research, Tucson, Ariz. , 
also donated their proprietary 
StreetNetwork 5.0 product covering the 
Washington area. Food & Friends volun­
teers use maps prepared with Mapinfo 
and S treetN etwork to complete their daily 
deliveries to clients. 

Database America (DBA), Montvale, 
N.J., has signed a joint-marketing agree­
ment with Decisionmark Corp. under 
which Decisionmark will act as a reseller 
of DBA's All Business File and U.S. 
Consumer Information Database. The 
information will be formatted for use 
with Decisionmark 's desktop software 
package Proximity. 

Carlson Marketing Consultants, 
serving the restaurant and hospitality in­
dustry, has moved to 23267 Cherry Hill, 
Mission Viejo, Calif., 92692. Phone 714-
768-3624. 

Tips & Techniques for 
Smart Information Users 

The Information Advisor is the monthly newsletter for anyone who uses data on industries, 
markets, companies, new products, and high technologies - and wants to fmd the best informa­
tion. Published by consulting and research flrm FIND/SVP, The Information Advisor is specially 
developed for market researchers, information specialists, librarians and competitive intelligence 
professionals. With it, you can compare the features and costs of competing information sources -
both within the U.S. as well as in Europe,Asia, LatinAmerica and elsewhere - determine quality, 
and fmd out which sources to rely on and which to avoid. And, since there's no advertising, we're 
not afraid to name names. Call us now for your FREE three month trial subscription. 

Call 1·800·14&·1787 
FIND/SVP • 625 Avenue of the Americas • NY, NY 10011 • http://www.findsvp.com/ AHV 
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Editor's note: The QMRR data processing directory has been reorganized to make it more user-friendly (we hope!). Instead of a single 
directory of firms providing data processing/statistical analysis services and software, you'll find two separate directories. If you're 
looking for a firm to handle your data processing tasks or offer consultation on statistical analysis, consult the listings on the following 
pages. If you're looking for a software package to do the number crunching yourself, consult the directory on page 58. As always, if 
you have suggestions on how to make these directories better, please let us know. 

© 1996 Quirk's Marketing Research Review 
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Service Codes 
CD ........ ....... Coding 
DE ............ .... Data Entry 
DT ................ Data Tabulation 
SC ................ Scanning Services 
SA .... ............ Statistical Analysis 

AccuStat 
65 Washington St. 
Santa Clara, CA 95050 
Ph. 408-356-1255 
Fax 408-249-3780 
E-mail: glyph@well.com 
Vimce T. Migliore, Owner 
Services: CD, DE, DT, SA 

The Accutab Company 
125 Marsellus Pl. 
Garfield, NJ 07026 
Ph. 201-546-7100 
Fax 201-546-7100 
Jon Brunetti , Principal 
Services: CD, DE, DT 

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

Adapt, Inc. 
12400 Whitewater Dr. , Ste. 165 
Minnetonka, MN 55343 
Ph. 612-939-0538 
Fax 612-939-0361 
Dave Koch, General Manager 
Services: CD, DE, SC 

Advanced Data Research, Inc. 
329 Enterprise Ct. 
Bloomfield Hills, Ml 48302-0305 
Ph. 810-332-1217 
Fax 810-332-6869 
E-mail : ADR4@IX.Netcom.com 
Internet: http://ADR.com/ 
Kevin Cook, V.P. Tech . Mktg. 
Services: CD, DE, DT, SC 

Advantage Research, Inc. 
16875 W. Wisconsin Ave. 
Brookfield, WI 53005 
Ph. 414-827-7000 
Fax 414-827-701 0 
Scott Segrin, Vice President 
Services: CD, DE, DT, SA 

Since 1991, Delivering Quality Survey Research Samples 

Affordable Samples, Inc. 
312 Sound Beach Ave. 
Old Greenwich, CT 06870 
Ph. 800-784-8016 
Fax 203-637-8569 
E-mail: 72672.1327@compuserve.com 
James H. Sotzing, President 
Services: SA 

Quality samples and demographic analysis ser­
vices since 1991 : exact age, income, gender, new 
mothers, ethnic, businesses, track/block groups, 
ROD, many low incidence categories (product 
users, etc.), radius, census track/block groups, 
many others, standard formats, modem transfer, 
survey/sampling expertise. ASI 's uniqueness lies 
in its ability to provide complete survey sampling 
capabilities at lower prices than its competitors. 
(See advertisement on p. 45) 

Analytical 
COMPUTER SERVICE. I 

Analytical Computer Service, Inc. 
640 N. LaSalle Dr. 
Chicago, I L 60610 
Ph . 312-751-2915 
Fax: 312-337-2551 
Jerry Madansky, President 
Services: CD , DE, DT, SA 
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 pro­
viding 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, KNOCK­
OUT, for data entry, and JUGGLER, to match/ 
merge/sort ASCII and column binary data filer, 
randomize files and pick every nth number. 
(See advertisement on p. 61) 

Ardisson and Associates 
2399 Lawrenceville Hwy., Ste. 4 
Lawrenceville , GA 30244 
Ph . 770-339-1 091 
Fax 770-339-1 092 
Tom Ardisson , President 
Services: CD, DE, DT, SA 

Atlantic Marketing Research Co ., Inc. 
109 State St. , 4th fl. 
Boston, MA 021 09 
Ph. 617-720-0174 
Fax 617-589-3731 
Peter F. Hooper 
Services: CD, DE, DT, SA 

AutoData Systems 
_______________ ...__ ______________ --i 6111 Blue Circle Dr. 

In our experience, 
familiarity breeds success. 
The better you know your customers, the more focused, responsive and profitable your 
business can become. BAJ takes the guesswork out of customer satisfaction analysis . 
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BOSMA & ASSOCIATES 

INTERNATIONAL 

Fully-integrated Customer Satisfaction Research 
Seattle 1 800 377-2945 •!• Vancouver 1 800 377-2944 

Minnetonka, MN 55343-9108 
Ph. 612-938-4710 
Fax 612-938-4693 
Ken Sourbeck, Sales Manager 
Services: DE, SC 

Bruce Bell & Associates, Inc. 
P.O. Box 400 
Canyon City, CO 81212 
Ph . 800-359-7738 
Fax 719-275-1664 
Jim Parnau , President 
Services: DE, DT 

mJ 
Research 

Bernett Research 
1505 Commonwealth Ave. 
Boston, MA 02135 
Ph. 617-254-1314, ext. 333 
Fax 617-254-1857 
Andrew Hayes, V.P. Marketing 
Services: CD, DT, SA 

Bernett Research presents a better use for focus 
group data. Many researchers believe focus groups 
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are best viewed as an ongoing process. Bernett 
adds ODB's (qual itative databases) to its reports. 
Post-project, when our clients construct new hy­
potheses, they can easily refresh their memory 
through instant access to specific participant com­
ments. Digitize and embed important audio clips 
into the report. 
(See advertisement on p. 31) 

111 
The Blackstone (-,roup 

The Blackstone Group, Inc. 
360 N. Michigan Ave. 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
Ashref Hashim, President 
Service: CD, DE, DT, SC, SA 

The Blackstone Group offers the full range of 
research services in-house, including the follow­
ing types of multivariate analyses: discriminant, 
cluster, factor, segmentation , regression , conjoint, 
CHAID, and perceptual mapping . We are also 
equiped with a high volume scanner. 
(See advertisement on p. 16) 

Michael Blatt & Co ., Inc. 
606 Sespe Ave ., #203 
Fillmore, CA 93015 
Ph . 805-524-6845 
Fax 805-524-1531 
Michael Blatt, President 
Services: CD, DE, DT, SA 

BMDP Statistical Software, Inc. 
12121 Wilshire Blvd ., Ste. 300 
Los Angeles , CA 90025 
Ph . 800-238-2637 or 310-207-8800 
Fax 310-207-8844 
E-mail : sales@bmdp.bmdp.com 
Internet: http://www.bmdp.com 
Leon S. DiiPare, Sales Manager 
Services: SA 

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

Bosma & Associates International 
1111 Third Ave ., Ste. 2500 
Seattle, WA 98101 
Ph. 800-377-2945 
Fax 800-377-0866 
E-mail: Bosma@axionet.com 
John Bosma, President 
Services: CD, DE, DT, SC, SA 
Branch office: 

555 W. Hastings St. , Ste. 700 
Vancouver, BC V6B 4N5 
Canada 
Ph . 800-377-2944 
Fax 800-377-0866 
Steve McKay, Dir. Bus. Dev. 

For more than 10 years, BAI has led the design and 
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implementation of fully-integrated customer satis­
faction tracking programs and organizational qual­
ity measurement systems. Our clients encompass 
small/mid-sized business, Fortune 500 companies 
and government agencies. BAI utilizes a full range 
of sophisticated research/sampling designs, data 
collection methods, measurement instruments and 
analysis tools, including unique proprietary seg­
mentation models. 
(See advertisement on p. 44) 

Brunetti & Associates 
201 Rock Rd ., Ste. 217 
Glen Rock, NJ 07452 
Ph . 201-652-6448 
Fax 201-652-6318 
Wally Brunetti , President 
Services: CD, DE, DT, SA 

Business Forecast Systems, Inc. 
68 Leonard St. 
Belmont, MA 02178 
Ph. 617-484-5050 
Fax 617-484-9219 
Robert Goodrich , President 
Services: SA 

Business Research Services, Inc. 
Tri-Pointe Building 
23825 Commerce Park, Ste. A 
Cleveland , OH 44122 
Ph. 216-831-5200 
Fax 216-292-3048 
Ron Mayher, General Manager 
Services: CD, DE, DT, SA 

Buzz Saw Computing 
P.O. Box 7423 
Nashua, NH 03062 
Ph . 603-888-7210 
Services: SA 

CACI Marketing Systems 
3 Ballston Plaza 
1100 N. Glebe Rd. 
Arlington, VA 22201 
Ph. 800-292-CACI(2224) 
Fax 703-243-6272 
John Stokes 
Services: CD , SA 

Cascio Research Services 
32 Main St. 
Norwalk, CT 06851 
Ph . 203-854-6587 
Fax 203-866-5257 
John Cascio, President 
Services: CD , DE, DT, SC, SA 

Ceresco Marketing, Inc. 
8101 Agnew Rd. 
Ceresco, NE 68017 
Ph . 800-642-4638 
Fax 402-785-2073 
Robert E. Lookabaugh , Chairman 
Services: DE, DT, SA 

Exact A 
------~___, 

Income 
--------. 

Gender 
New Mothers 
Elderly 
Children 
Low Incidence 
Ethnic 
Business·· .. 
ROD . ~ :· 
Many Ottiers 

Call for quotes or free brochure. 

~?~,r.f .. ~r~lllli 
Old Greenwich, CT 06870 

800-784-8016 • FAX 203-637-8569 

e-mail 72672.1327@compuserve.com 
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Service Codes 
CD ............... Coding 
DE ................ Data Entry 
DT ........ ..... ... Data Tabulation 
SC ................ Scanning Services 
SA ... ............. Statistical Analysis 

Claritas, Inc. 
1525 Wilson Blvd., #1 000 
Arlington , VA 22209 
Ph. 703-812-2700 
Fax 703-812-2701 
Kathy Dugan, Dir. of Comm. 
Services: DT, SA 
Branch offices: 

5757 Wilshire Blvd ., Ste. 201 
Los Angeles, CA 90036 
Ph. 213-954-3210 

332 S. Michigan, Ste. 200 
Chicago, IL 60604 
Ph. 312-986-2650 

53 Brown Rd. 
Ithaca, NY 14850 
Ph. 607-257-5757 

11 W. 42nd, 12th fl. 
New York, NY 1 0017 
Ph. 212-789-3580 

STATISTICAL ANALYSIS 
AND 

DATA PROCESSING SERVICES 

For the right direction, 
it's 

Directions in Research. 

DIRECTIONS IN RESEARCH 
FULL SERVICE 

MARKETING RESEARCH & CONSULTING 
(619) 299-5883 I FAX (619) 299-5888 
CompuServe Address: 75061,02215 
5353 Mission Center Road, Suite 310 

San Diego, CA 92108 

(800) 676-5883 
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Computers for Marketing Corporation 
547 Howard St. 
San Francisco, CA 94105 
Ph. 415-777-0470 
Fax 415-777-3128 
Leif Gjestland , President 
Services: CD, DE, DT, SA 
Branch offices: 

Western Region/Service Bureau 
547 Howard St. 
San Francisco, CA 94105 
Ph. 415-777-0470 
Richard Rands, Manager 

Eastern Region 
915 Broadway, Ste. 609 
New York, NY 10010 
Ph . 212-777-5120 
Fax 212-777-5217 
Joyce Rachelson , Manager 

Mountain Region/Service 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 mar­
keting research applications including CRT inter­
viewing and tabulation software running on mini­
computers, PC Novell Network, MS/DOS PCs, and 
UNIX 486's. Our clients rely on our unequaled 
phone system, exceptional support staff, product 
R&D, custom programming and service bureau 
services. 
(See advertisement on p. 63) 

Comstat Research Corporation 
17 John Alexander Dr. 
Cortlandt Manor, NY 10566-6303 
Ph . 914-739-6800 
Fax914-739-1671 
Karen Vitacolonna, Associate Director 
Services: CD, DE, DT, SA 

Consumer Pulse, Inc. 
725 S. Adams 
Birmingham, Ml 48009 
Ph. 800-336-0159 
Fax 81 0-645-5685 
Richard Miller, PResident 
Services: CD, DE, DT, SC, SA 

Consumer Research Associates/Superooms 
111 Pine St. , 17th fl. 
San Francisco, CA 94111 
Ph. 415-392-6000 
Fax 415-392-7141 
Rich Anderson 
Services: DE, DT, SA 

Doris J. Cooper Associates, Ltd . 
1 North St. 
Hastings-on-Hudson, NY 10706 
Ph. 914-591-4731 
Fax 914-591-4659 
Doris J. Cooper, President 
Services: CD, DE, DT 

CRC Data Systems 
435 Hudson St. 
New York, NY 10014 
Ph . 212-620-5678 
Fax 212-924-9111 
Services: CD, DE, DT, SC, SA 
Branch office: 

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

Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952-4728 
Ph . 707-765-1001 
Fax 707-765-1 068 
E-mail : 72073.1207@compuserve.com 
Lisa Bacon or Bill Eaton 
Services: CD, DE, DT, SA 

Data Lab Corp. 
7333 North Oak Park Ave. 
Niles, IL 60714 
Ph . 708-647-6678 
Maurice Girardi , President 
Services: DE, DT, SC, SA 

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. 
Services: CD, DE, DT 

OAT A RECO GNITION 

DRC 
C ORPORATIO N 

Data Recognition Corporation 
5929 Baker Rd ., Ste. 420 
Minnetonka, MN 55345 
Ph. 612-935-5900 
Fax 612-935-1435 
Deanna L. Hudella, Dir. Nat'l. Acct. Svcs. 
Services: CD, DE, DT, SC, SA 
Branch office: 

316 Galway Dr. 
Iowa City, lA 52246 
Ph. 319-339-8011 
Fax 319-339-8010 
Patrick L. Hensel, Nat'l. Acct. Mgr. 

Data Recognition Corporation provides custom 
survey processing services, including project man­
agement, questionnaire design and printing , vari­
able intelligent printing, survey distribution/mail­
ing and collection , data capture and processing , 
using optical/IMAGE scanning and data entry, pro­
gramming, reporting, verbatim comment typing/ 
coding , and statistical analysis to commercial , 
medical , government and education markets. 
(See advertisement on p. 47) 
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Data Tabulating Service, Inc. 
3323 Chamblee-Dunwoody Rd . 
Chamblee, GA 30341 
Ph . 770-455-0114 
Fax 770-458-8926 
Bill Tyner 
Services: CD, DE, DT, SA 

Data Vision Research, Inc. 
29 Emmons, Bldg . G1 
Princeton , NJ 08540 
Ph . 609-987-0565 
Fax 609-987-9120 
Ron Vangi , President 
Services: DE, DT, SA 

Datacase, Inc. 
18 First St. 
Florham Park, NJ 07932-1720 
Ph . 201-377-4546 
Fax 201-377-4546 
Casey Zmuda, President 
Services: CD, DE, DT 

Datalogics 
P.O. Box 287 
Solebury, PA 18963 
Ph . 215-794-7486 
Fax 215-794-3177 
E-mail : JJeter@datalab.com 
Internet: http://datalab.com 
John Jeter, President 
Services: CD, DE , DT, SC, SA 

DATAN, Inc. 
301 N. Harrison, Ste. 482 
Princeton , NJ 08540 
Ph . 609-921-6098 
Fax 609-921-6731 
Michael Stentz, Ph .D., President 
Services: CD, DE, DT, SA 

DATAnetics 
7548 Roslyn St. 
Pittsburgh, PA 15218-2529 
Ph . 412-351-3282 
Jerry Lisovich , Director 
Services: CD, DE, DT, SA 
Branch office: 

434 Clinton Ave. 
Moundsville, WV 26041-2003 
Ph. 403-845-7319 
Michael Lisovich , Dir. Sys. Ops. 

DataStar, Inc. 
400 Main St. , Ste. 2 
Waltham, MA 02154 
Ph . 617-647-7900 
Fax 617-647-7739 
E-mail : datastar@world .std .com 
Internet: http://www.std .com/datastar/ 
Ellie Smerlas, President 
Services: CD, DE, DT, SA 

Delphus, Inc. 
103 Washington St. , Ste. 348 
Morristown, NJ 07960 
Ph . 201-267-9269 
Fax 201-285-1228 
Hans Levenbach , President 
Services: SA 
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Digisott Computers, Inc. 
1290 Ave. of the Americas, 5th fl. 
New York, NY 10104 
Ph . 212-581-2190 
Peggy Maclean, Dir. Sales & Mktg. 
Services: DT, SA 

Directions In Research 
5353 Mission Center Rd ., Ste. 310 
San Diego, CA 92108 
Ph. 619-299-5883 or 800-676-5883 
Fax 619-299-5888 
David Phife 
Patrick Elms 
Lori Galvan 
Janet Taylor 
Services: CD, DE, DT, SC, SA 

Established in 1985, Directions In Research is a 
young company employing motivated and experi­
enced professionals dedicated to providing expert 
market research and consulting services. Our Data 
Processing department handles hundreds of stud­
ies a year and will code and tabulate your surveys 
to your exact specifications. DIR Analytical Ser­
vices uses cutting-edge multivariate techniques to 
make sense of the most complex data. 
(See advertisement on p. 46) 

Elrick and Lavidge 
1990 Lakeside Pkwy. , 3rd fl. 
Tucker, GA 30084 
Ph. 770-938-3233 
Fax 770-621-7666 
E-mail: elavidge@mindspring.com 
Randy Hanson, V.P. Analytical Svcs. 
Services: SA 

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

Genius is just seeing a pattern 
sooner than everyone else. 

We make it easy to see patterns. 

Data Recognition. We deliver information you 
can depend on. So you can focus on identifying 
customer and employee patterns, planning 
strategies and taking action. Experienced survey 
process consultants. Give us a call today. 

Contact: 
Deanna L. Hudella 
Data Recognition Corporation 
5929 Baker Road, Suite 420 
Minneapolis, Minnesota 55345 
612 935-5900 Fax 612 935-1435 

DATA RECOGNITIOX 

DRC 
CORPORATION 

Questionnnaire design and printing .a. Distribution/collection 
Image and OMR scanning .a. Comment processing 
Reporting .a. Statistical analysis .a. Project management 
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CD ............... Coding 
DE ................ Data Entry 
DT ................ Data Tabulation 
SC ................ Scanning Services 
SA ................ Statistical Analysis 

tl~ 
First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
Ph. 800-347-7811 or 617-482-9080 
Fax 617-482-4017 
Internet http://www.firstmarket.com 
Jack Reynolds, Chairman 
Services: CD, DE, DT, SA 
Branch office: 

2301 Hancock Dr. 
Austin , TX 78756 
Ph. 800-347-7889 or 512-451-4000 
Fax 512-451-5700 
E-mail: jheiman@firstmarket.com 
James R. Heiman, President 

Full service marketing research group offering 
stand- alone field and tab or tab only services 
along with statistical analysis - multivariate, con­
joint, cross tabulation or marginals. Database pro­
gramming, web page design and script program­
ming. File formats handled and translated include 
ASCII , dBase, Excel, column bianary- either Mac 
or PC- SPSS, PC-QUIP, Ci3, ACROSS. 
(See advertisement on p. 26) 

FMR Associates, Inc. 
6045 E. Grant Rd. 
Tucson, AZ 85712 
Ph. 602-886-5548 
Fax 602-886-0245 
Lynn Moore, Dir. of Rsch . 
Services: CD, DE, DT, SA 

Hancock Information Group 
2180 West S.R. 434, Ste. 3170 
Longwood, FL 32779 
Ph. 407-682-1556 
Fax 407-682-0025 
John Bonsall , V.P. Ops. 
Services: CD, DE, DT, SA 

HBRS, Inc. 
455 Science Dr. 
Madison, WI 53711 
Ph. 608-232-2800 
Fax 608-232-2858 
Kent D. Van Liere, President 
Services: CD, DE, DT, SA 

Pat Henry Market Research, Inc. 
230 Huron Rd. N.W. , Ste. 100.43 
Cleveland, OH 44113 
Ph . 216-621-3831 
Fax 216-621-8455 
Mark Kikel , V.P. of Ops. 
Services: CD, DE, DT, SC, SA 

48 

lmagisys, Inc. 
60 Rome St. 
Farmingdale, NY 11735 
Ph. 516-420-4770 
Herb Rubinsky, President 
Services: CD, DE, DT, SA 

lnfoTek Research Group, Inc. 
4900 S.W. Griffith Dr., Ste. 274 
Beaverton, OR 97005 
Ph. 503-644-0644 
Fax 503-641-0771 
Steve Boespflug, Acct. Exec./Principal 
Services: CD, DE, DT, SA 

Innovative Marketing Inc. 
40 Eglinton Ave. E., Ste. 203 
Toronto, ON M4P 3A2 
Canada 
Ph. 416-440-0310 
Fax 416-440-1768 
E-mail: 75060,1350@compuserve.com 
Sharon Dolphay, Field Svcs. Mgr. 
Services: CD, DE, DT, SC, SA 
Branch office: 

23 Lensmith Dr. 
Aurora, ON L4G 6S1 
Canada 
Ph. 905-713-3743 
John Mayo 

Insight Analysis 
1301 Eugenia Ave. 
San Francisco, CA 94110-5647 
Ph. 415-282-1369 
Fax 415-282-0185 
E-mail: lanalysis@aol.com 
Jacqueline Dawley, President 
Services: SA 

Integrated Database Technologies, Inc. 
4100 Main St. , 4th fl. 
Philadelphia, PA 19127 
Ph. 215-487-4420 
Fax 215-487-311 0 
Tony Clemente, Director Mktg. 
Services: SA 

,nllrfacem 
Ttch .. w 

Interface Technologies 
5805 Blue Lagoon Dr. , Ste 170 
Miami, FL 33126 
Ph. 800-424-2266 
Fax 305-267-8069 
Internet http://www.teknologica.com/lnterTech/ 
Gary Chin, Operations Manager 
Services: CD, DE, DT, SC 

Interface Technologies is a full service data entry 
and database management firm. We specialize in 
the design , processing, and maintenance of opti­
cally scanned forms such as surveys, applications, 
and employee evaluations. We customize data­
bases to fit our client's needs and provide access 
to that information via modem, fax, diskettes, 
tapes, hard copy and direct high speed data links. 
(See advertisement on p. 49) 

International Data Corp. 
1884 Lackland Hill Pkwy., Ste. 3 
St. Louis, MO 6314fr 
Ph. 314-432-7866 
Fax 314-432-5960 
Gayle Myers, President 
Services: CD, DE 

Interviewing Service of America 
16005 Sherman Way 
Van Nuys, CA 91406-4024 
Ph . 818-989-1044 
Fax 818-782-1309 
Oliver Karp , Data Processing Mgr. 
Services: CD, DE, DT 

R. Isaacs Computing Assoc. , Inc. 
734 Walt Whitman Rd . 
Melville, NY 11747-2216 
Ph. 516-427-1444 
Fax 516-427-1455 
Richard Isaacs, President 
Services: CD , DE, DT, SA 

I.S.I.S.-Integrated Strategic lnfo.Svcs. , Inc. 
2516 Hastings Dr., Ste. 500 
Belmont, CA 94002 
Ph . 415-802-8555 
Fax 415-802-9555 
E-mail: ISIS@ISISGLOBAL.com 
Marc Limacher, Managing Director 
Services: SA 
Branch office: 

I.S.I.S.-Prognos AG 
Missionsstrasse 62 
Basel , Switerland, CH-4012 
Ph . 011-41-61-327-3200 
Fax 011-41-61-327-3300 
Dr. H.J. Fuchs, Dir. Client Svcs. 

J & D Data Services 
3400 Silverstone Dr., Ste. 123 
Plano, TX 75023 
Ph. 214-596-6474 
Fax 214-964-6767 
Joe Deegan 
Services: DE, DT, SC, SA 

JRP Marketing Research Services, Inc. 
100 Granite Dr., Terrace Level 
Media, PA 19063 
Ph. 610-565-8840 
Fax 610-565-8870 
Paul R. Frattaroli 
Services: CD, DE, DT, SA 

Ketron Research 
Div. of Bionetics Corp. 
350 Technology Dr. 
Malvern , PA 19355 
Ph. 800-982-7645 
Fax 610-648-9118 
Ron Levine, Director 
Services: DT, SA 

KG Tabs 
200 Park Ave. S., Ste. 818 
New York, NY 10003 
Ph. 212-67 4-2323 
Sally Krusch, Partner 
Services: DE, DT 
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Leflein Associates, Inc. 
8 Millay Ct. 
Teaneck, NJ 07666 
Ph . 201-801-0159 
Fax 201-801-07 48 
E-mail: Leflein@aol.com 
Barbara Leflein , President 
Services: SA 

Lein/Spiegelhoff, Inc. 
720 Thomas Ln . 
Brookfield, WI 53005-5748 
Ph . 414-797-4320 
Fax 414-797-4325 
Arlene Spiegelhoff, President 
Services: CD, DE, DT, SA 
Branch office: 

5300 S. 76th St. 
Greendale, WI 53129 
Ph . 414-797-4320 
Fax 414-797-4325 
Joyce Williams, Mall Coord. 

Lincoln Systems Corporation 
P.O. Box 391 
West Ford, MA 01886 
Ph. 508-692-3910 
Mike Harde, Vice President 
Services: SA 

M. Lynch Company 
80 Fifth Ave. , #11 08 
New York, NY 10011 
Ph. 212-243-9022 
Fax 212-989-2234 
Marguerite Lynch , President 
Services: CD 

Management Science Associates, Inc. 
6565 Penn Ave. 
Pittsburgh , PA 15206-4490 
Ph . 412-362-2000 
Fax 412-363-8878 
Services: CD, DE, DT, SA 

MARITz· 
~1.\ R K ET I N G H ESf. .\ R C I I I N C . 

~plait~ - -
Maritz Marketing Research, Inc. 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph . 314-827-1610 
Fax 314-827-3224 
Internet: http://www.maritz.com/m mri .htm 
Ron Lipovsky, President 
Services: CD , DE, DT, SA 
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. 
Gail G. Gilbert, V.P., Div. Mgr. 

Performance Measurement Group 
1415 W. 22nd St. , Ste. 800 
Oakbrook, IL 60521 
Ph . 708-368-3800 
Fax 708-368-3801 
George Wilkerson , V.P., Div. Mgr. 
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Performance Measurement Group 
100 Park Ave. , 34th fl. 
New York, NY 10017 
Ph . 212-983-7575 
Fax 212-983-7574 
Steve Wolf, Sr. Acct. Mgr. 

Performance Measurement Group 
South point Tower 
1650 W. 82nd St. , Ste. 1400 
Bloomington, MN 55431 
Ph. 612-885-3885 
Fax 612-885-3886 
Lynn Newman, V.P., Div. Mgr. 
Greg Blevins, Sr. Acct. 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 
Artesia, CA 90701 
Ph . 310-809-0500 
Fax 310-809-0422 
Julie Williams, V.P. , Div. Mgr. 
Susan Snell , Sr. Acct. Mgr. 

They love me. 
They lOve me not. 

Tfiey love me. 
They lOve me not 

Ouch! Yes! 

My clients think I'm doing a great job D D D D D 
My sales staff returns calls ASAP D D D D D 
My company Image is positive D D D D D 
My receptionist is courteous D D D D D 
Our products are a good value D D D D D 
We charge a fair price D D D D D 
Clients will return again D D D D D 
Knowing what customers think is important 0 D D D D 
I can't spend a fortune finding out 

I need to know right away what they think 

Do you know who your clients are? 
You can bet your competition does. 
Interface Technologies (IT) can design 
a complete system to gather that vital 
information for your company. 
Whether your company is a small 
startup or a Fortune 500 company, we 
will work with you to define who your 
customers are and what they really 
want. Then you can determine who 
will become your new customers. 

D D D D D 
D D D D D 

And what will they want next year? 
Business Week's top rated managers 
for 1995 found out and their com­
panies pursued growth strategies. To 
increase market share or create new 
markets you need information on 
what the markets did, what the mar­
kets are doing and where the markets 
are going. Interface Technologies can 
provide your company with this 
valuable information. 

Call 800·424·2266 now to discuss how Interface 
Technologies can design a solution for your data 
collection needs. 

Interface~ 
Technologies u..l 

5805 Blue lagoon Drive • Suite 170 • Miami. Florida 33126 • www.teknologica.com/lnterTech 
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DE ................ Data Entry 
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SC ................ Scanning Services 
SA .. ....... ... .. .. Statistical Analysis 

Agricultural/Industrial Division 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph . 314-827-2305 
Fax 314-827-5433 
Gloria Sloan-Reel , V.P., Div. Mgr. 

Agricultural/Industrial Division 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-1552 
Fax 314-827-5433 
Tim Brown, 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 

Automotive Research Group 
1000 Town Center, Ste. 1100 
Southfield, Ml 48075 
Ph . 313-948-4500 
Fax 313-948-4647 
Michael Brerton, V.P., Div. Mgr. 
Pam Donoghue, Sr. Acct. Mgr. 
Dave Pagnucco, 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 (AN OVA 
regression , factor conjoint, cluster, etc.) plus pro­
prietary. 
(See advertisements on pp. 19, 66) 

MarketACTION 
13 Woodlake Square, #384 
Houston, TX 77063-3201 
Ph. 713-785-1361 
Fax 713-785-1361 
Betsy Goodnow, Owner 

Market Development Associates , Inc. 
5050 Poplar Ave ., Ste. 821 
Memphis, TN 38104 
Ph. 901-682-1011 
Fax 901-684-5352 
E-mail: mktdevlp@aol.com 
Leslie Knowles , Mgr. of Rsch. 
Services: CD, DE, DT, SC, SA 
Branch offices: 

1420 Waterford Green Dr. 
Marietta, GA 30068 
Ph. 770-594-3234 
Mike Straus, Exec. V.P. 

9814 Windy Terrace 
Dallas, TX 75231 
Ph . 214-341-2506 
Sam Barrett, Sr. Vice President 

Market Probe, Inc. 
2655 N. Mayfair Rd. 
Milwaukee, Wl53226-1310 
Ph . 414-778-6000 
Fax 414-778-3730 
E-mail: mprobe@execpc.com 
Derek Allen , Dir. of Rsch. 
Services: CD, DE, DT, SA 
Branch office: 

Market Probe International 
900 The East Mall , Ste. 310 
Toronto, ON M9B 6K2 
Canada 
Ph . 416-622-2253 
Fax 416-622-2169 

Market Probe International 
114 E. 32nd, Ste. 1603 
New York, NY 10016-5506 
Ph . 212-725-7676 
Fax 212-725-7529 
Alan Appelbaum, President 
Services: CD, DE, DT, SC, SA 
Branch office: 

1111 3rd Ave ., #2500 
Seattle, WA 98101 
Ph. 212-725-7676 
Fax 212-725-7529 

Marketeam Associates 
1807 Park 270 Dr. , #300 

--------------L------------------1 St. Louis, MO 63146 
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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 also 
provide data entry (includes scanning), 
coding, statistical analysis and graphing 
services. Call us today for more 
information and a cost/timing estimate. 

• 
380 Market Place, Suite 100 • Roswell, Georgia 3007S..3943 

Telephone (770) SS2-78S6 • FAX (770) SS2-nl9 

Microtab ia a registered trademarlc of Microtab, Inc.nporated 

Ph . 314-878-7667 
Fax 314-878-7616 
Services: DE, DT, SA 

Marketing & Research Resources, Inc. 
5705 Industry Ln. , 2nd fl. 
Frederick, MD 21704 
Ph . 301-694-2800 
Fax 301-694-5171 
Lisa Hammer, V.P. Research 
Services: CD, DE, DT, SA 

Marketing Models 
132 Lincoln St. 
Boston , MA 02111 
Ph . 617-423-1780 
Fax 617-423-1995 
Meryl Kahn , Dir. Sales & Mktg . 
Services: SA 

Marketing Research Technologies 
10204 Washington Blvd . 
Indianapolis, IN 46280 
Ph . 317-844-6924 
Fax 317-844-6903 
Bob Dicus, President 
Services: CD , DE, DT, SA 

MarketPlace Research, Inc. 
7800 Cooper Rd ., Ste. 202 
Cincinnati , OH 45242 
Ph . 513-891-8891 
Fax 513-891-8897 
Greg Widmeyer, Dir. Mktg . Rsch . 
Services: SA 
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MarketVision Research , Inc. 
MarketVision Building 
4500 Cooper Rd . 
Cincinnati , OH 45242 
Ph. 513-791-3100 
Fax 513-794-3500 
Katie Klopfenstein , Dir. Client Svcs. 
Services: CD, DT, SA 

Matrix, Inc. 
3490 U.S. Rte. 1 
Princeton , NJ 08540 
Ph . 609-452-0099 
Fax 609-452-8644 
Jay Katz, President 
Services: CD, DE, DT 

~--------· --· - --
MATRIXX Marketing Research 
4600 Montgomery Rd ., Ste. 400 
Cincinnati , OH 45212 
Ph. 800-323-8369 
Fax 513-841-0666 
Brian D. Goret, Account Exec. 
Services: CD, DE, DT, SA 

MATRIXX Marketing Research has a full-service 
(in-house) data processing unit consistently pro­
viding complete coding, data entry, editing , clean­
ing , tabulation, statistical testing and advanced 
reporting capabilities. Offering flexible , custom­
ized solutions for your specific needs since 1976. 
(See advertisement on p. 51) 

McCarthy Associates 
6075 E. Molloy Rd . 
Syracuse, NY 13211 
Ph . 315-431-0660 
Fax 315-431-0672 
John McCarthy, President 
Services: CD, DE, DT, SA 

Meta Information Services 
P.O. Box 277037 
Sacramento, CA 95827-1736 
Ph . 916-368-94 7 4 
Fax 916-368-0705 
Kent Hymas, President 
Services: CD, DE, DT, SA 

MICROTAB® 
Microtab , lncorportated 
380 Market Pl. , Ste. 100 
Roswell , GA 30075-3943 
Ph. 770-552-7856 
Fax 770-552-7719 
E-mail : microtab@aol.com 
or 76043,3235@compuserve.com 

Larry Hi lls 
Services: CD, DE, DT, SA 

Based in Atlanta, Microtab offers complete data 
processing services, from mail out and receipt to 
complete graphing services. Data can be key en­
tered , scanned , or imported from many CRT inter­
viewing systems. Full statistical testing services 
are available. Results ofT-test, Z-tests and Chi-

February 1996 

Squares are annotated on the cross tabbed tables. 
Dr. Gary Mullet is a statistical consultant to Microtab, 
Incorporated. 
(See advertisements on pp. 50, 68) 

Mid-America Research , Inc. 
999 N. Elmhurst Rd. 
Mt. Prospect, IL 60056 
Ph . 708-870-6235 
Fax 708-870-6236 
Marshall Ottenfeld , President 
Services: CD, DE, DT, SA 

Gary Mullet Associates, Inc. 
466 Connemara Crossing 
Lawrenceville , GA 30244 
Ph . 770-931-1 060 
Fax 770-931-3654 
Gary Mul let, President 
Services: SA 

MATRIXX MARKETING RESEARCH 

51 



Service Codes 
CD ............... Coding 
DE ................ Data Entry 
DT ................ Data Tabulation 
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SA ............ .. .. Statistical Analysis 

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

NCS 
4401 W. 76th St. 
Edina, MN 55435 
Ph. 800-347-7226 
Fax 612-893-8102 
Services: DE, SC, SA 

survey design, questionnaire design and printing , 
variable intelligent printing, distribution/mailing of 
collateral and survey instruments, receiving , scan­
ning , statistical analysis and reporting. 
(See advertisement on p. 52) 

NCSS 
329 N. 1000 E. 
Kaysville , UT 84037 
Ph . 801-546-0445 
Fax 801-546-3907 
Internet: http://www.icw.com/ncss 
Jerry Hintze 
Services: DT, SA E-mail : eqs@netcom.com 

Brian Lorber, Sales Manager 
Services: SA 

NCS provides OMR, OCR, and ICR recognition 
scanners and utility software, multiple survey soft­
ware packages, consulting and outsource services 
for internal/external surveys and creation of cus- Nichols Research, Inc. 
tamer databases. Services include full research , 333 W. El Camino Real , Ste. 180 

-----------------'------------------4 Sunnyvale, CA 94087 
Ph. 408-772-8200 

One Clear Choice 

With the overwhelming number 
of survey options, sometimes it's 
not a matter of choosing the right 
tools-but rather the right company. 

NCS: Your Single-Source 
Survey Solution 

NCS' automated scanning 
systems and processing services 
can quickly provide the clear, 
concise, and actionable information 
needed to give the marketplace 
your undivided attention. 

In-House or Out-Source 
To Meet Your Needs 

NCS will help you match the right 
solution to your needs from our 
complete menu of survey 
solutions, including: 

• Forms 
• Distribution services 
• Comprehensive suite of 

software 
• Scanners (OMR & hand print) 
• Project management 
• Research planning & analysis 
• Processing & coding 
• Reporting • Archiving 

To find the right survey solution 
caiiB00-347-7226 ext. 3150 

© 1995 National Computer Systems, Inc. • All rights reserved . 
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Fax 408-773-8564 
E-mail : nichols@interserv.com 
Richard Robinson, MIS Manager 
Services: CD, DE, DT 

Optimum Solutions Corp. 
265 Sunrise Hwy. 
Rockville Centre, NY 11570 
Ph. 516-247-5300 
Fax 516-763-6769 
Ira Sadowsky 
Services: CD , DE, SC 

Outsource America 
130310th St. E. 
Palmetto, FL 34221 
Ph . 813-729-5694 
Fax 813-729-2739 
Scott Stewart, V.P. Bus. Dev. 
Services: CD , DE, DT, SC, SA 

PINE COMPANY 
Dara Processing fo r Ma rkering Research 

Pine Company 
160716th St. 
Santa Monica, CA 90404 
Ph . 800-969-PINE 
Fax 310-453-3969 
E-mail : PineData@aol.com 
Ben Pine, Founder/CEO 
Dan Dickson, President/COO 
Debbie Harbot, Vice President 
Ed Sugar, Dir. Mktg. Rsch . Sls./Mktg . 
Shannon McNeely, Dir. Sis. & Mktg . 
Services: CD, DE, DT, SC, SA 

Established 1967, Pine Company is the West's 
largest full-service provider of data processing for 
market research-the first to offer scanning with 
Intelligent Character Recognition (ICR). In addi­
tion to recognizing handprint, ICR has the speed 
and accuracy of Optical Mark Reading and frees 
questionnaire design from special printing require­
ments. Pine Company also provides coding, data 
entry, tabulation , and presentation graphics. 
(See advertisement on p. 53) 

Point-of-View™ Survey System, Inc. 
1380 Lawrence, Ste. 820 
Denver, CO 80204 
Ph . 303-534-3044 
Fax 303-623-5426 
E-mail : POVSS@aol.com 
Kevin Kearney, President 
Services: DT 
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Pro Tab 
8692-B Skillman, Ste. 218 
Dallas, TX 75243 
Ph . 214-824-4939 
Fax 214-824-5670 
Vicki Bernstein, Owner 
Services: CD, DE, SA 

PAl 
Productive Access, Inc. 
19851 Yorba Linda Blvd ., Ste. 203 
Yorba Linda, CA 92686 
Ph . 800-693-3111 
Fax 714-693-8747 
E-mail: bhontz@paiwhq.com 
Brad Hontz, President 
Services: CD, DT 
Branch office: 

148 N. Williamsbury 
Bloomfield Hills, Ml 48301 
Ph. 810-646-7046 
Fax 810-646-5459 
John Sevec, Director 

PAl 's mTAB™ service offers a complete data pro­
cessing and software solution for the analysis of 
survey research data. With PAl 's mTAB service, 
you can analyze your survey data in many unique 
ways, including analysis across time and across 
other similar studies. Therefore, mTAB is particu­
larly well suited for the analysis of large, ongoing 
studies such as customer satisfaction or con­
sumer tracking . 
(See advertisement on p. 69) 

Pulse Analytics, Inc. 
152 Jeffer Court 
Ridgewood, NJ 07450 
Ph. 201-44 7-1395 
Fax 201-447-2104 
Stanley I. Cohen , President 
Services: SA 

t>ul;,(' I n1n 1 nhoolos~ 

Pu lse Tra in Technology 
618 U.S. Hwy. One 
N. Palm Beach, FL 33408 
Ph. 407-842-4000 
Fax 407-842-7280 
E-mail : PTTSystems@aol.com 
Henry Copeland, President 
Services: CD, DE, DT, SC 

Full service data entry, coding and tabulation of 
market research data using the most sophisticated 
research software available. 
(See advertisement on p. 5) 

000 Software, Inc. 
302 N. Irving St. 
Arlington , VA 22201 
Ph . 703-528-1288 
Fax 703-528-1289 
E-mail : OQOSOFT@aol.com 
Pike C. Reynolds IV, V.P. Mktg. 
Services: DT, SA 
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At Pine Company, 
market research 
data processing 

starts here. 

Yes, we use a redundant VAX cluster. Yes, we have 

proprietary software that helps you see new depth in 

your data. Sure we offer optical scanning, presentation 

graphics and multivariate analysis. 

But first we listen. And because we speak your 

language, we understand what you tell us. Then we 

handle your project the way you want it - with speed 

and accuracy and every technological innovation. 

(Last year, we gave 1500 surveys 24 hour turnaround). 

But first, we listen. 

PII'-IE CC>IVIP..O..I'-I'V" 
30 Thars of Data Processing For Marketing 

1607 16th Street • Santa Monica, California 90404 

Phone: (800) 969-PINE • Fax: (310) 453-3969 
coding • optical scanning • data entry • tabulation 

multivariate analysis • presentation graphics 
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DE ................ Data Entry 
DT ................ Data Tabulation 
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SA .............. .. Statistical Analysis 

Quality Coding, Inc. 
130 Jane St. 
New York, NY 1 0014 
Ph. 212-243-0004 
MacGregor Suzuki , President 
Services: CD, DE 

Quality Information Center 
1374 Richmond Rd. 
Staten Island, NY 10304 
Ph . 718-987-0893 
Fax 718-667-8005 
William De Santis, Vice President 
Services: CD, DE 

QUANTI ME 

Quantime Corporation 
67 Maygrove Rd. 
London, England NW6 2EG 
Ph. 44-171-625-7222 
Fax 44-171-624-5297 
Norman Grunbaum, Director 
Services: CD, DE, DT, SA 
Branch offices: 

11 E. 26th St., 16 fl. 
New York, NY 10010 
Ph. 212-447-5300 
Fax 212-447-9097 
Joseph Marinelli , President 

100 Merchant St. , Ste. 125 
Cincinnati , OH 45246 
Ph. 513-771-7111 
Fax 513-771-2121 
Rudy Bublitz, Account Mgr. 

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

Quanti me Amsterdam 
Prinsengracht 747 
1017 Amsterdam the Netherlands 
Ph. 31-20-420-2631 
Fax 31-20-420-1163 
Rob Cival, Account Mgr. 

Quantime operates a full service data processing 
bureau offering coding, data entry, data editing , 
cleaning, full tabulation with complete sample bal­
ancing and various statistical applications includ­
ing significance testing on finished management 
tables. Data files are generated to feed into statis­
tical , graphics and spreadsheet programs without 
re-entering specifications. Quanti me provides da­
tabases readable in Quanvert, our easy to use data 
analysis program for Windows or PC based or MS­
DOS. 
(See advertisement on p. 3) 
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Quantum Consulting, Inc. 
2030 Addison St. , Ste. 410 
Berkeley, CA 94704 
Ph. 510-540-7200 
Fax 51 0-540-7268 
Robert Uhlaner, Vice President 
Services: DT, SA 

Questar Service Quality Research 
2905 W. Service Rd. 
Eagan, MN 55121 
Ph . 612-688-1938 
Fax 612-688-0546 
Julie Fontaine, Supv. Mktg. Support 
Services: CD , DE, DT, SC, SA 

Specializes in customized assessment of customer 
satisfaction and customer value management­
helping clients compare the value they offer with 
that of their competitors. We are a leader in linking 
management practices to long-term customer sat­
isfaction, loyalty and retention . We combine full­
service capabilities and state-of-the-art technol­
ogy to provide clients highly accurate research and 
help them develop effective improvement pro­
grams within their organizations. 
(See advertisement on the Back Cover) 

ReData, Inc. 
6931 Arlington Rd ., Ste. 308 
Bethesda, MD 20814 
Ph. 301-951-4484 
Fax 301-951-3362 
E-mail: REDATA@MCIMAIL.COM 
Peter Van Brunt, President 
Services: CD, DE, DT, SC, SA 

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. 
Services: SA 

Research Data Analysis, Inc. 
450 Enterprise Ct. 
Bloomfield Hills, Ml 48302 
Ph . 810-332-5000 
Fax 810-332-4168 
Frank Forkin, Vice President 
Services: CD, DE, DT, SA 

Research Results, Inc. 
371 Wanoosnoc Rd. 
Fitchburg , MA 01420 
Ph. 508-345-5510 
Fax 508-345-5335 
E-mail : info@rresults.com 
John Zarrella, President 
Services: CD, DE, DT 
Branch office: 

Independent Data Entry 
596 Washington St. 
Whitman , MA 02382 
Ph. 617-447-3282 
Fax 617-447-3276 
E-mail : ide@rresults.com 
David Campbell 

Right Information Systems, Inc. 
28 Green St. 
Newbury, MA 01951 
Ph. 508-463-9415 
Fax 508-462-9198 
E-mail : 103117,2041 @compuserve.com 
Susan Yeames, Marketing Manager 
Services: SA 

The Sachs Group, Inc. 
1800 Sherman Ave. 
Evanston , IL 60201 
Ph . 708-475-7526 
Fax 708-475-7830 
Services: SA 

SDR, Inc. 
2251 Perimeter Park Dr. 
Atlanta, GA 30341 
Ph . 404-451-5100 
Fax 404-451-5096 
Rick Hunter, Manager 
Services: CD, DE, DT, SC , SA 

Solution Desk Support Software 
1486 St. Paul Ave. 
Gurnee, IL 60031 
Ph . 708-662-6288 
Fax 708-336-7288 
E-mail : 72630,2370@compuserve.com 
Darlene DeRouchey, Product Mgr. 
Services: CD 

Dwight Spencer & Associates, Inc. 
1290 Grandview Ave. 
Columbus, OH 43212 
Ph . 614-488-3123 
Fax 614-421-1154 
Betty Spencer, Vice President 
Services: CD, DE, DT, SA 

Spring Systems 
P.O. Box 10073 
Chicago, IL 60610 
Ph. 312-275-5273 
E-mail: PAVI53@aol.com 
Internet: http://www.geopages.com/SunsetStrip/ 
1311 / 
John Pavasars, President 
Services: SA 

SPSS, Inc. 
444 N. Michigan Ave. 
Chicago, IL 60611-3962 
Ph. 800-543-5815 
Fax 800-841-0064 
Services: DE, DT, SA 
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 
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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 . 011-34-154 7-3703 

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 . 011-81-3-547 4-0341 

SPSS Scandinavia AB 
Stockholm, Sweden 
Ph . 011-46-8-1 02-61 0 

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

SPSS is a multi-national software products com­
pany that provides statistical product and service 
solutions. Since 1968, SPSS has produced prod­
ucts for use in marketing research , along with 
survey research , sales and marketing analysis, 
quality improvement, scientific research , data re­
porting education , reporting and education. SPSS 
software delivers data management, statistical 
analysis, reporting and presentation capabilities 
on more than 80 different computer platforms. 
(See advertisement on p. 75) 

Statistical Innovations Inc. 
375 Concord Ave. 
Belmont, MA 02178 
Ph . 617-489-4490 
Frank Derrick, Business Mgr. 
Services: SA 

StatPac, Inc. 
4532 France Ave. S. 
Minneapolis, MN 55410 
Ph . 612-925-0159 
Fax 612-925-0851 
E-mail : StatPac@aol.com 
David Walonick, Ph .D., President 
Services: DE, DT, SA 

STATpros 
2340 N. Shirley 
Tacoma, WA 98406 
Ph. 206-752-2640 
Steve Galbraith , Owner 
Services: SA 

StatSoft, Inc. 
2325 E. 13th St. 
Tulsa, OK 74104 
Ph . 918-583-4149 
Fax 918-583-4376 
KerryAnn Wiens, Gen. Mgr. 
Services: SA 

Stolzberg Research , Inc. 
3 Seabrook Ct. 
Strong Brook, NY 11790-3305 
Ph . 516-751-4277 or 800-568-4634 
Fax 516-689-6671 
Mark Stolzberg , Ph .D., President 
Services: DE, DT, SA 
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Suburban Associates 
579 Franklin Tpke. 
Ridgewood , NJ 07450 
Ph . 201-447-5100 
Fax 201-44 7-9536 
E-mail : Weask@aol.com 
Bill Bartlett, President 
Services: CD, DE, DT 

Sulcer Research Associates 
291 8th St. , Ste. 2W 
Jersey City, NJ 07302-1946 
Ph . 201-420-5090 
Fax 201-420-5090 
E-mail: 72212.21 07@compuserve.com 
Tom Sulcer, President 
Services: CD , DE, DT, SA 

Survey Analysis, Inc. 
13428 Miles Standish Port 
Palm Beach Gardens, FL 33410 
Ph. 800-541-2735 
Fax 407-775-1474 
E-mail: ZAQQ@msn.com 
Michael Eiselman, President 
Services: DE, DT, SA 

Survey Network Data Processing, Inc. 
10601 N.W. 47th Ct. 
Coral Springs, FL 33076-2127 
Ph . 954-341-4929 
Fax 954-341-4811 
E-mail : survnet@bcfreenet.seflin.lib.fl.us 
Philip D. Bennis, President 
Services: DT 
Branch office: 

771 Spring Lake Dr. 
Middle Island, NY 11953 
Ph . 516-345-3313 
Fax 516-345-3293 
William Crescenzo, Exec. V.P. 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
James R. Bachwitz, Vice President 
Services: CD, DE, DT, SA 

Survey Tabulation Services, Inc. 
1218 Massachusetts Ave. 
Cambridge, MA 02138 
Ph . 617-547-6475 
Fax 617-547-5176 
E-mail : STS1218@aol.com 
Arthur Spar, President 
Services: CD , DE, DT, SC, SA 

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

Technometrica, Inc. 
85 Kinderkamack Rd . 
Emerson , NJ 07630 
Ph. 800-328-TECH (8324) or 201-986-1288 
Fax 201-986-0119 
E-mail: info@technometrica.com 
Ravi lyer, Exec. President 
Services: CD, DE, DT, SC, SA 

Technometrica, Inc. is a full-service research firm 
specializing in business-to-business and consumer 
research . Our emphasis on in-house completion of 

all tasks allows us to maintain strict quality control, 
timely deliverables, and competitive pricing. In 
addition to traditional data collection methods, we 
can design and implement scannable forms, and 
provide tie-backs to your databases. We provide 
in-depth statistical analysis including regression , 
factor analysis, cluster analysis, CHAID, and con­
joint analysis. In addition, we can also develop 
custom solutions in SAS and SPSS. Our analysis 
goes beyond simple measurement- we provide 
our clients with actionable recommendations based 
on expert analysis of data. 
(See advertisement on p. 57) 

TeiSTAR (USA), Inc. 
235 Great Neck Rd . 
Great Neck, NY 11021 
Ph. 516-829-1800 
Fax 516-829-1823 
Paul Capozzi, President 
Services: CD, DE, DT, SC 

V & L Research and Cnsltg ., Inc. 
4294 Memorial Dr. , Ste. D 
Decatur, GA 30032 
Ph. 404-298-0139 
Fax 404-298-0026 
Delphyne Lomax, Principal 
Services: CD, DE, DT, SA 

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

Walker Information 
3939 Priority Way S. Dr. 
P.O. Box 40972 
Indianapolis, IN 46240-0972 
Ph . 317-843-3939 
Fax 317-843-8897 
Connie Burking, Sr. Bus. Dev. Assoc. 
Services: DE, DT, SA 

Jan Werner Data Processing 
34 Williams St. 
Pittsfield, MA 01201 
Ph. 413-442-0416 
Fax 413-499-5047 
E-mail: 711 06.1426@compuserve.com 
Jan Werner, Principal 
Services: DT 

Western Wats Center 
288 West Center St. 
Provo, UT 84601 
Ph. 801-373-7735 
Fax 801-375-0672 
Dan Williams, Data Processing Mgr. 
Services: CD, DE, DT 

WMB & Associates 
2182 Bent Oak Dr., Ste. 100 
Apopka, FL 32712-3925 
Ph . 407-889-5632 
Fax 407-889-5632 
E-mail : Wiii_Bailey@msn.com 
William M. Bailey, Ph.D., Principal 
Services: DT, SA 
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CODING 

AccuStat 
The Accutab Co. 
Adapt, Inc. 
Advanced Data Research, Inc. 
Advantage Research, Inc. 
Analytical Computer Service, Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co., Inc. 
Bernett Research 
The Blackstone Group, Inc. 
Michael Blatt & Co. 
Bosma & Associates International 
Brunetti & Associates 
Business Research Services, Inc. 
CACI Marketing Systems 
Cascio Research Services 
Computers for Marketing Corporation 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Doris J. Cooper Ascts. , Ltd. 
CRC Data Systems 
Creative Research Systems 
Data Probe, lnc./Datatab, Inc. 
Data Recognition Corporation 
Data Tabulating Service 
Datacase, Inc. 
Datalogics 
DATAN, Inc. 
DATAnetics 
DataStar, Inc. 
Directions In Research 
First Market Research Corp. 
FMR Associates 
Hancock Information Group 
HBRS, Inc. 
Pat Henry Market Research, Inc. 
lmagisys, Inc. 
lnfoTek Research Group, Inc. 
Innovative Marketing Inc. 
Interface Technologies 
International Data Corp. 
Interviewing Service of America 
R. Isaacs Computing Ascts. 
JRP Marketing Research Services, Inc. 
Lein/Spiegelhoff, Inc. 
M. Lynch Company 
Management Science Ascts. 
Maritz Marketing Research , Inc. 
Market Development Associates, Inc. 
Market Probe, Inc. 
Market Probe International 
Marketing & Research Resources 
Marketing Research Technologies 
MarketVision Research, Inc. 
Matrix, Inc. 
MATRIXX Marketing Research 
McCarthy Associates 
Meta Information Services 
Microtab, lncorportated 
Mid-America Research, Inc. 
Nichols Research , Inc. 
Optimum Solutions Corp 
Outsource America 
Pine Company 
Pro Tab 
PAl-Productive Access, Inc. 
Pulse Train Technology 
Quality Coding, Inc. 
Quality Information Center 
Quantime Corporation 
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Questar Service Quality Research 
ReData, Inc. 
Research Data Analysis, Inc. 
Research Results, Inc. 
SDR, Inc. 
Solution Desk 
Dwight Spencer & Associates 
Suburban Associates 
Sulcer Research Associates 
Survey Service, Inc. 
Survey Tabulation Services, Inc. 
Technometrica, Inc. 
TeiSTAR (USA) , Inc. 
V & L Rsch. and Cnsltg ., Inc. 
Vital Statistics 
Western Wats Center 

DATA ENTRY 

AccuStat 
The Accutab Co. 
AcquaData Entry Services 
Adapt, Inc. 
Advanced Data Research, Inc. 
Advantage Research, Inc. 
Analytical Computer Service, Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co. , Inc. 
AutoData Systems 
Bruce Bell & Associates 
The Blackstone Group, Inc. 
Michael Blatt & Co. 
Bernett Research 
Bosma & Associates International 
Brunetti & Associates 
Business Research Services, Inc. 
Cascio Research Services 
Ceresco Marketing, Inc. 
Computers for Marketing Corporation 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Research Ascts. 
Doris J. Cooper Ascts. , Ltd . 
CRC Data Systems 
Creative Research Systems 
Data Lab Corp. 
Data Probe, lnc./Datatab, Inc. 
Data Recognition Corporation 
Data Tabulating Service 
Data Vision Research 
Datacase, Inc. 
Datalogics 
DATAnetics 
DATAN, Inc. 
DataStar, Inc. 
Directions In Research 
First Market Research Corp. 
FMR Associates 
Hancock Information Group 
HBRS, Inc. 
Pat Henry Market Research, Inc. 
lmagisys, Inc. 
lnfoTek Research Group, Inc. 
Innovative Marketing Inc. 
Interface Technologies 
International Data Corp. 
Interviewing Service of America 
R. Isaacs Computing Ascts. 
J&D Data Services 
JRP Marketing Research Services, Inc. 
KG Tabs 
Lein/Spiegelhoff, Inc. 

Management Science Ascts. 
Maritz Marketing Research , Inc. 
Market Development Associates, Inc. 
Market Probe, Inc. 
Market Probe International 
Marketeam Associates 
Marketing & Research Resources 
Marketing Research Technologies 
Matrix, Inc. 
MATRIXX Marketing Research 
McCarthy Associates 
Meta Information Services 
Microtab, lncorportated 
Mid-America Research , Inc. 
NCS 
Nichols Research, Inc. 
Optimum Solutions Corp. 
Outsource America 
Pine Company 
Pro Tab 
Pulse Train Technology 
Quality Coding, Inc. 
Quality Information Center 
Quantime Corporation 
Questar Service Quality Research 
ReData, Inc. 
Research Data Analysis, Inc. 
Research Results, Inc. 
SDR, Inc. 
Dwight Spencer & Associates 
SPSS, Inc. 
StatPac, Inc. 
Stolzberg Research, Inc. 
Suburban Associates 
Sulcer Research Associates 
Survey Analysis 
Survey Service, Inc. 
Survey Tabulation Services, Inc. 
Technometrica , Inc. 
TeiSTAR (USA) , Inc. 
V & L Rsch. and Cnsltg ., Inc. 
Vital Statistics 
Walker Information 
Western Wats Center 

DATA TABULATION 

AccuStat 
The Accutab Co. 
Advanced Data Research, Inc. 
Advantage Research, Inc. 
Analytical Computer Service , Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co. 
Bruce Bell & Associates 
Bernett Research 
The Blackstone Group, Inc. 
Michael Blatt & Co. 
Bolding Tab Service, Inc. 
Bosma & Associates International 
Brunetti & Associates 
Business Research Services, Inc. 
Cascio Research Services 
Ceresco Marketing, Inc. 
Claritas, Inc. 
Computers for Marketing Corporation 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Research Ascts. 
Doris J. Cooper Ascts ., Ltd. 
CRC Data Systems 
Creative Research Systems 
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Join the Premiere Market Research 
Directory on the Internet 

Showcase your services to thousands of 
on-line customers on the Internet! 

The Internet holds great promise for the market research 
industry .... and to help you take advantage of these new 
opportunities, Technometrica is developing a comprehensive 
directory of the market research industry on the Internet. This 
directory will be available beginning February 1, 1996, and 

updated regularly so you can promote your company and services round the clock to a 
worldwide audience. A full year's listing costs only $50. Please complete the form 
below and send it in now. The first 50 companies to respond will get their first year's 
listing FREE! 

Company ____________________________________________________________ __ 

Contact _______________________________ Title __________________________ _ 

Street ______________________________________________________________ _ 

City _____________________________ State _______ Zip ____ _ 

Phone ( __ ) _________________ .Fax ( __ ) _______ e-mail. ______________ _ 

Signature ________________________________ _ 

Four Convenient Ways To Place Your Order: 
By Phone By Fax By Mail By e-mail 

1-800-328-TECH 

Q~ 
(201) 986-0119 Technometrica, Inc. 

85 Kinderkamack Road 
Emerson, NJ 07630 

Two easy payment options: _ Check enclosed 

directory@technometrica.com 

Bill me later 

Please print or type an 80-word description of your company as you would like it to appear in the Directory. 

Areas Of Specialization (Check any three) 
Full Service Research Field Service Organization Mall Research Facility 

Focus Group Facility Telephone Facility Statistical/ Analysis Services 

Focus Group Moderator Data Processing/Software Syndicated/Omnibus Research 

For more information on this service call us at 1-800-328-TECH 
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Data Lab Corp. 
Data Probe, lnc./Datatab, Inc. 
Data Recognition Corporation 
Data Tabulating Service 
Data Vision Research 
Datacase, Inc. 
Datalogics 
DATAN, Inc. 
DATAnetics 
DataStar, Inc. 
Digisoft Computers, Inc. 
Directions In Research 
First Market Research Corp. 
FMR Associates 
Hancock Information Group 
HBRS, Inc. 
Pat Henry Market Research, Inc. 
lmagisys, Inc. 
lnfoTek Research Group, Inc. 
Innovative Marketing Inc. 
Interface Technologies 
Interviewing Service of America 
R. Isaacs Computing Ascts. 
J&D Data Services 
JRP Marketing Research Services 
Ketron Research 
KG Tabs 
Lein/Spiegelhoff, Inc. 
Management Science Ascts. 
Maritz Marketing Research , Inc. 
Market Development Associates, Inc. 
Market Probe, Inc. 
Market Probe International 
Marketeam Associates 
Marketing & Research Resources 
Marketing Research Technologies 
MarketVision Research, Inc. 
Matrix, Inc. 
MATRIXX Marketing Research 
McCarthy Associates 
Meta Information Services 
Microtab, lncorportated 
Mid-America Research, Inc. 
NCSS 
Nichols Research, Inc. 
Outsource America 
Pine Company 
Point-of-View™ Survey System, Inc. 
Pro Tab 
PAl-Productive Access, Inc. 
Pulse Train Technology 
QQQ Software, Inc. 
Quantime Corporation 
Quantum Consulting 
Questar Service Quality Research 
ReData, Inc. 
Research Data Analys is, Inc. 
Research Results, Inc. 
SDR, Inc. 
Dwight Spencer & Associates 
SPSS, Inc. 
StatPac, Inc. 
Stolzberg Research, Inc. 
Suburban Associates 
Sulcer Research Associates 
Survey Analysis 
Survey Network Data Processing 
Survey Service, Inc. 
Survey Tabulation Services, Inc. 
TIC/A 
Technometrica , Inc. 
TELSTAR (USA), INC. 
V & L Rsch. and Cnsltg ., Inc. 
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Vital Statistics 
Walker Information 
Jan Werner Data Processing 
Western Wats Center 
WMB & Associates 

SCANNING SERVICES 

Adapt, Inc. 
Advanced Data Research, Inc. 
AutoData Systems 
The Blackstone Group, Inc. 
Bosma & Associates International 
Cascio Research Services 
Consumer Pulse, Inc. 
CRC Data Systems 
Data Lab Corp. 
Data Recognition Corporation 
Datalogics 
Directions In Research 
Pat Henry Market Research , Inc. 
Innovative Marketing Inc. 
Interface Technologies 
J&D Data Services 
Market Development Associates, Inc. 
Market Probe International 
NCS 
Optimum Solutions Corp. 
Outsource America 
Pine Company 
Pulse Train Technology 
Quantime Corporation 
Questar Service Quality Research 
ReData, Inc. 
SDR, Inc. 
Survey Tabulation Services, Inc. 
Technometrica , Inc. 
TeiSTAR (USA) , Inc. 

STATISTICAL ANALYSIS 
SERVICES 

AccuStat 
Advantage Research, Inc. 
Affordable Samples, Inc. 
Analytical Computer Service , Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co. , Inc. 
Bernett Research 
The Blackstone Group, Inc. 
Michael Blatt & Co. 
BMDP Statistical Software, Inc. 
Bosma & Associates International 
Brunetti & Associates 
Business Forecast Systems, Inc. 
Business Research Services, Inc. 
Buzz Saw Computing 
CACI Marketing Systems 
Cascio Research Services 
Ceresco Marketing, Inc. 
Claritas, Inc. 
Computers for Marketing Corporation 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Research Ascts. 
CRC Data Systems 
Creative Research Systems 
Data Lab Corp. 
Data Recognition Corporation 
Data Tabulating Service 
Data Vision Research 

Datalogics 
DATAN, Inc. 
DATAnetics 
DataStar, Inc. 
Delphus, Inc. 
Digisoft Computers, Inc. 
Directions In Research 
Elrick and Lavidge 
EnVision Knowledge Products 
First Market Research Corp. 
FMR Associates 
Hancock Information Group 
HBRS, Inc. 
Pat Henry Market Research, Inc. 
lmagisys, Inc. 
lnfoTek Research Group, Inc. 
Innovative Marketing Inc. 
Insight Analysis 
Integrated Database Technologies 
R. Isaacs Computing Ascts. 
I.S.I.S. 
J&D Data Services 
JRP Marketing Research Services, Inc. 
Ketron Research 
Leflein Associates 
Lein/Spiegelhoff, Inc. 
Lincoln Systems Corporation 
Management Science Ascts. 
Maritz Marketing Research, Inc. 
MarketACTION 
Market Development Associates, Inc. 
Market Probe, Inc. 
Market Probe International 
Marketeam Associates 
Marketing & Research Resources 
Marketing Models 
Marketing Research Technologies 
MarketPlace Research , Inc. 
MarketVision Research , Inc. 
MATRIXX Marketing Research 
McCarthy Associates 
Meta Information Services 
Microtab , lncorportated 
Mid-America Research, Inc. 
Gary Mullet Associates, Inc. 
Multivariate Software, Inc. 
NCS 
NCSS 
Outsource America 
Pine Company 
Pro Tab 
Pulse Analytics 
QQQ Software, Inc. 
Quantime Corporation 
Quantum Consulting 
Questar Service Quality Research 
ReData, Inc. 
Renaissance Rsch. & Consulting 
Research Data Analysis, Inc. 
Right Information Systems, Inc. 
The Sachs Group, Inc. 
SDR, Inc. 
Dwight Spencer & Associates 
Spring Systems 
SPSS, Inc. 
Statistical Innovations 
StatPac, Inc. 
STATpros 
StatSoft, Inc. 
Stolzberg Research , Inc. 
Sulcer Research Associates 
Survey Analysis 
Survey Service, Inc. 
Survey Tabulation Services, Inc. 
Technometrica, Inc. 
V & L Rsch . and Cnsltg ., Inc. 
Walker Information 
WMB & Associates 
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Editor's note: The QMRR data processing directory has been reorganized to make it more user-friendly (we hope!). Instead of a single 
directory of firms providing data processing/statistical analysis services and software, you'll find two separate directories. If you're 
looking for a firm to handle your data processing or offer consultation on statistical analysis, consult the directory on page 43. If you're 
looking for a software package to do the number crunching yourself, consult the listings on the following pages. In addition to basic 
contact information, each software provider entry includes a list of the software packages the firm provides. The second half of this 
section lists various statistical analysis tasks and the companies offering software to perform them. Codes indicate if the software is for 
use on a PC, mainframe or both . As always, if you have suggestions on how to make these directories better, please let us know. 
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SURVEY PRO is your 
fast, flexible, powerful 

tool for conducting surve 

Whether your project i 
+ customer atisfaction 
+ brand awareness 
+ new product development 

or almost anything else, SURVEY PRo ™ 

is your tool. From questionnaire design 
to data entry to analysis, SURVEY PRO 

smooths the process to cut project costs. 

To create a questionnaire, simply 
type your question text and select or 
create a scale-the automatic layout 
takes care of the details. This design ets 
up the data entry screen o there i no 
database programming. It also know 
what analysis can be done for fast point­
and-click tables and graphs. 

IUHIIWEEK ii:. 

LABS ~ 
ANALYST'S ;:::i 
CHOICE ~ 

CaiiS00-237-4565 x377 
Fax 415-694-2904 

Q)Apian Software 
Practical tools for modem management 

Advanced Data Research, Inc. 
329 Enterprise Ct. 
Bloomfield Hills, Ml48302-0305 
Ph. 810-332-1217 
Fax 810-332-6869 
E-mail: ADR4@IX.Netcom.com 
Internet: http://ADR.com/ 
Kevin Cook, V.P. Tech. Mktg. 
Software: 
ABASE 
Sidepad 
Viewer 

AM::RICOM 
R E S E A R C H 

Americom Research , Inc. 
27 Main St. E. 
P.O. Box 8 
Wartrace, TN 37183 
Ph. 615-389-6094 
Fax 615-389-6096 
E-mail : Americom@Firebird.com 
William Ahlhauser, Exec. V.P. 
Software: 
Firebird 

Internet capable, Windows-based multimedia inter­
viewing. Point-and-click ease, varied question types, 
answer randomization, graphics, audio, MPEG high 
resolution video, default background, colors, fonts 
and much more. Use lists, sublists, question groups, 
skips, compound conditionals. Change fonts and 
colors. WYSIWYG control of screen layout. Imme­
diate testing. Automated datamap. Graphical inter­
face to network for communications, frequent data 
retrieval , field quota controls. 
(See advertisement on p. 7) 

Analytical 
COMPUTER SERVICE. rNC 

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 

Software: 
ACS-QUERY 
ACS-QUERY Solo 
ACS-REQUEST 
WINCROSS 
KNOCKOUT 
JUGGLER 

Market research software developer for 25 years. 
ACS-QUERY, PC based CATI and CAPI system 
features easy questionnaire setup, sample manage­
ment, quota control, labeled marginals, one-by-one 
cross tabs, sorted open-ends and interviewers pro­
ductivity and disposition reports. WINCROSS, PC 
cross tab package, offers mainframe features in a 
Windows-based application. ACS-REQUEST, Win­
dow-based software that gathers and displays infor­
mation, letting users create and conduct interviews 
via touch-screen or mouse, with graphics, move­
ments and sound. 
(See advertisement on p. 61) 

({)Apian Software 
Practical tools fCTf modem manogemcu 

Apian Software 
P.O. Box 1224 
Menlo Park, CA 94026 
Ph. 800-237-4565 or 415-694-2900 
Fax 415-694-2904 
Software: 
Survey Pro for Windows 

Survey Pro for Windows is a comprehensive survey 
design , management and analysis tool. The 
WYSIWYG questionnaire design automatically cre­
ates the data entry screens and sets up analysis 
options. Multiple questionnaires within one file al­
low for the evolution over time and longitudinal 
studies. Point-and-click analysis creates presenta­
tion-quality printed documents and transparencies. 
Multi-user data entry also available. 
(See advertisement on p. 60) 

Applied Decision Analysis, Inc. 
2710 Sand Hill Rd. 
Menlo Park, CA 94025 
Ph . 415-854-7101 
Fax 415-854-6233 
E-mail : ricks@adainc.com 
Rick G. Schwartz, Principal 
Software: 
Market Analysis Systems 
DPL Desicion Analysis Software 

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

Bruce Bell & Associates, Inc. 
P.O. Box 400 
Canyon City, CO 81212 
Ph. 800-359-7738 
Fax 719-275-1664 
Jim Parnau , President 
Software: 
Abtab 
Surview 

~ 
Research 

Bernett Resea rch 
1505 Commonwealth Ave. 
Boston , MA 02135 
Ph. 617-254-1314, ext. 333 
Fax 617-254-1857 
Andrew Hayes, V.P. Marketing 
Software: 
FocusReports 

Bernett Research presents a better use for focus 
group data. Many researchers believe focus groups 
are best viewed as an ongoing process. Bernett adds 
QDB's (qualitative databases) to its reports. Post­
project, when our clients construct new hypoth­
eses, they can easily refresh their memory through 
instant access to specific participant comments. 
Digitize and embed important audio clips into the 
report. 
(See advertisement on p. 31) 

BMDP Statistical Software, Inc. 
12121 Wilshire Blvd., Ste. 300 
Los Angeles, CA 90025 
Ph. 800-238-2637 or 310-207-8800 
Fax 31 0-207-8844 
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E-mail: sales@bmdp.bmdp.com 
Internet: http://www.bmdp.com 
Leon S. DiiPare, Sales Manager 
Software: 
BMDP Classic Statistical Software 
BMDP New System 
SOLO Statistical Software 
SOLO Power Analysis 
BMDP/DIAMOND 

BOSMA f' AS.<;()("! ~TES 
INTERNATIONAL 

Bosma & Associates International 
1111 Third Ave., Ste. 2500 
Seattle, WA 98101 
Ph. 800-377-2945 
Fax 800-377-0866 
E-mail : Bosma@axionet.com 
John Bosma, President 
Branch office: 

555 W. Hastings St. , Ste. 700 
Vancouver, BC V6B 4N5 
Canada 
Ph. 800-377-2944 
Fax 800-377-0866 
Steve McKay, Dir. Bus. Dev. 

For more than 1 0 years, BAI has led the design and 
implementation of fully-integrated customer satis­
faction tracking programs and organizational qual-

ity measurement systems. Our clients encompass 
small/mid-sized business, Fortune 500 companies 
and government agencies. BAI utilizes a full range of 
sophisticated research/sampling designs, data col­
lection methods, measurement instruments and 
analysis tools, including unique proprietary seg­
mentation models. 
(See advertisement on p. 44) 

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

Business Research & Surveys 
50 Greenwood Ave. 
West Orange, NJ 07052 
Ph. 201-731-7800 
Jill Herman, Sales Manager 
Software: 
TABULYZER Ill 

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

use 

''Analytical ... the software 
solutions for your 

1172 Beacon St. 
Newton, MA 02161 
Ph. 617-527-4700 
Fax 617-527-5113 
E-mail: Sales@caliper.com 
Jack MacDougall , Marketing Director 
Software: 
MAPTITUDE 

Ceresco Marketing, Inc. 
8101 Agnew Rd . 
Ceresco, NE 68017 
Ph . 800-642-4638 
Fax 402-785-2073 
Robert E. Lookabaugh , Chairman 
Software: 
Niche 1 Insight™ 

Claritas, Inc. 
1525 Wilson Blvd ., #1 000 
Arlington, VA 22209 
Ph. 703-812-2700 
Fax 703-812-2701 
Kathy Dugan, Dir. of Comm. 
Branch offices: 

5757 Wilshire Blvd. , Ste. 201 
Los Angeles, CA 90036 
Ph. 213-954-3210 

alytic puter Software, Inc. 
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COLUMBIA INFORMATION SYSTEMS 

Product, Price, Promotion, Place 
and 

The Perception Analyzer™ 
• • • 

• Second by second analysis of the audience's 
reactions, opinions and emotions to video and 
audio test material. 

• Immediate aggregate group data displayed during 
the session. 

• Cross tabulation tables in ten minutes with full 
statistics (t-test, ANOVA, chi square, etc.). 

• Used by leading vendors for market, media, 
political and opinion research. 

• Scale, categorical , and paired comparison 
question types available. 

• Wireless dials allow easy equipment set-up and 
use in any environment. 

• Combines the exploratory freedom and the 
immediacy of interactive research with the 
precision of survey methodology. 

• Created and developed by a company that has 
been in market research since 1984. 

Join the Leader in Interactive Research 
Sales • Rentals • Custom Software 

.:~lL:UM~IIli 
Information Systems 

1-800-769-0906 or 1-503-225-8418 
visit our virtual showroom 
at http://www.cinfo .com/ 

111 SW Fifth Avenue, Suite 1850, Portland, Oregon 97204 

332 S. Michigan, Ste. 200 
Chicago, IL 60604 
Ph. 312-986-2650 

53 Brown Rd. 
Ithaca, NY 14850 
Ph. 607-257-5757 

11 W. 42nd, 12th fl. 
New York, NY 10017 
Ph . 212-789-3580 

Software: 
Compass for DOS 
Compass for Windows 
MarkeTab 
Claritab 

:~lL:Uiilll~llli 
Information Systems 

Columbia Information Systems 
111 S.W. 5th Ave., Ste. 1850 
Portland, OR 97204 
Ph. 503-225-8418 or 800-769-0906 
Fax 503-225-8400 
E-mail : cgrebisz@cinfo.com 
Internet: http://www.cinfo.com 
Chris Grebisz, Sales Manager 
Software: 
The Perception Analyzer™ (PA) 

Columbia Information Systems (CIS) sells and rents 
the Perception Analyzer™ (PA), a hand-held wire­
less dial based audience response system that 
operates with a DOS or Windows PC. We have over 
1 Oyears of experience in this technology in the fields 
of market, media, political and opinion research . 
(See advertisement on p. 62) 

Computers for Marketing Corporation 
547 Howard St. 
San Francisco, CA 94105 
Ph . 415-777-0470 
Fax 415-777-3128 
Leif Gjestland, President 
Branch offices: 

Western Region/Service Bureau 
547 Howard St. 
San Francisco, CA 94105 
Ph . 415-777-0470 
Richard Rands, Manager 

Eastern Region 
915 Broadway, Ste. 609 
New York, NY 10010 
Ph. 212-777-5120 
Fax 212-777-5217 
Joyce Rachelson , Manager 

Mountain Region/Service Bureau 
1888 Sherman St. , Ste. 425 
Denver, CO 80203 
Ph . 303-860-1811 
Fax 303-860-0501 
Kay Leaf, Manager 
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Sound-Survent® 
GET THE REAL SOUND TO GET THE REAL IDEA. 

INTRODUCING DIGITIZED SOUND RECORDING 

To play 1nu ic or commercials during an interview 
• 

To record and playback open end verbatims 
• 

To capture content and intensity of responses 

PC's 
MS-DOSIUNIX Channel 

Partner 

INCLUDED WITH SURVENT SOFTWARE RUNNING ON PC OR HP COMPUTER SYSTEMS 

SAN FRANCISCO: (415) 777-0470 • DENVER: (303) 880-1811 • NEW YORK: (212) 777-5120 • PARIS: (1) 40-84-84-85 



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 

Software: 
C-SURVENT 
C-MENTOR 
EZWriter 
COS I 

CfMC offers a CAT I and CAP I system (C-SURVENT) 
for either telephone CRT interviewing or face-to­
face interviewing on free-standing PC 's. C­
SURVENT can handle large and complex question­
naires and also has a quota control and a phone 
sample module available. EZWriter is also avail­
able as a dramatically easier way to prepare a 
questionnaire for CRT interviewing. 
CfMC also offers a tabulation system (C-MENTOR) 
designed specifically for market and opinion re­
search and a Windows-based tabulation and graph­
ics product (COS I) designed for the non-technical 
user to perform quick and easy cross-tabulations 
and graphics from survey data. 
(See advertisement on p. 63) 

Comstat Research Corporation 
17 John Alexander Dr. 
Cortlandt Manor, NY 10566-6303 
Ph . 914-739-6800 
Fax 914-739-1671 
Karen Vitacolonna, Associate Director 
Software: 
Text Analysis Program-TAP 

CRC Data Systems 
435 Hudson St. 
New York, NY 1 0014 
Ph. 212-620-5678 
Fax 212-924-9111 
Branch office: 

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

Software: 
Tel-ATHENA™ 
TABulous™ 
ADTABulous™ 
POSTTM 

Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952-4728 
Ph. 707-765-1001 
Fax 707-765-1068 
E-mail: 72073.1207@compuserve.com 
Lisa Bacon or Bill Eaton 
Software: 
The Survey System 

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. 
Software: 
Survey REport GEnerator 
Data Entry 
OUICKPOST 

64 

Datalogics 
P.O. Box 287 
Solebury, PA 18963 
Ph. 215-794-7486 
Fax 215-794-3177 
E-mail: JJeter@datalab.com 
or http://datalab.com 

John Jeter, President 
Software: 
Futrex EZ -Map 

DATAN, Inc. 
301 N. Harrison, Ste. 482 
Princeton, NJ 08540 
Ph. 609-921-6098 
Fax 609-921-6731 
Michael Stentz, Ph.D., President 
Software: 
MERLIN Tabulation/Analysis System 
MERLINPius (MPS) 

DATAnetics 
7548 Roslyn St. 
Pittsburgh, PA 15218-2529 
Ph . 412-351-3282 
Jerry Lisovich, Director 
Branch office: 

434 Clinton Ave. 
Moundsville, WV 26041-2003 
Ph . 403-845-7319 
Michael Lisovich, Dir. Sys. Ops. 

Software: 
dataTRAC 

DataStar, Inc. 
400 Main St., Ste. 2 
Waltham, MA 02154 
Ph. 617-647-7900 
Fax 617-647-7739 
E-mail: datastar@world .std.com 
Internet: http://www.std.com/datastar/ 
Ellie Smerlas, President 
Software: 
Starware/STA 'fl'M 

Delphus, Inc. 
103 Washington St. , Ste. 348 
Morristown, NJ 07960 
Ph. 201-267-9269 
Fax 201-285-1228 
Dr. Hans Levenbach , President 
Software: 
Peer Planner® for Windows 

Detail Technologies, Inc. 
29 Emmons Dr. 
Princeton, NJ 08540 
Ph. 609-452-8228 
Fax 609-987-9120 
Software: 
MPA 
Statchek 

Digisoft Computers, Inc. 
1290 Ave. of the Americas, 5th fl. 
New York, NY 10104 
Ph. 212-581-2190 
Peggy Maclean, Dir. Sales & Mktg. 
Software: 
Telescript 

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

Equifax Business Geo-Metries 
5355 Mira Sorrento Pl. , #650 
San Diego, CA 92121 
Ph. 800-699-8990 
Fax 619-452-9079 
Tom Bowers, V.P. Sales 
Software: 
ProphetPoint 

~ 
~ 
GENESYS Sampling Systems 
565 Virginia Dr. 
Ft. Washington , PA 19034 
Ph. 215-653-7100 
Fax 215-653-7114 
Amy Starer, Vice President 
Software: 
GENESYS Sampling System 
GENESYS-Pius 
GENESYS-ID 

The GENESYS Sampling System allows you to 
design and generate random digit dialing (ROD) 
sample- completely on your computer, no modem 
needed. Geographic capabilities down to the Zip 
Code level (e.g. , state, county, DMA, MSA and area 
code/exchange) . Target samples for over 20 de­
mographic variables. Create incidence and cover­
age estimates. PRIZM coding module available. 

GENESYS- Plus/GENESYS-10: Hardware/software/ 
database system for identifying and purging non­
household and non-working numbers from ROD 
samples. 
(See advertisement on p. 65) 

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 . 800-331-7881 
Fax 603-643-6808 
Software: 
Dynamap/1 000 
Dynamap/2000 
Matchmaker/2000 

HBRS, Inc. 
455 Science Dr. 
Madison, WI 53711 
Ph . 608-232-2800 
Fax 608-232-2858 
Kent D. Van Liere, Principal/President 
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THE WAY 

WANT IT. 
Generate RDD sample when and how you 

want - even using the PC you already 

have. Don't worry about blowing the 

budget, busy signals, ordering deadlines, 

turnaround time, modem problems, 

package pick-up times, sample quality, 

viruses or how well someone else's 

computer is working today. 

When you want total control over 
your sample production, 
call 215-653-7100. 

GENESYS Sampling Systems 
The first, the only. 



1/H/R Research Group 
Quality Marketing Research That Works. 

1/H/R Research Group 
4440 S. Maryland Pkwy. , Ste. 203 
Las Vegas, NV 89119 
Ph. 702-734-0757 
Fax 702-734-6319 
Ron Clark, Partner 
Software: 
CATIHELP 

Computerized interviewer/staff timekeeping and 
reports for stand-alone or networks. Project cost 
analysis looks at 30 possible task categories, in­
cluding interviewing, monitoring, coding , program­
ming, professional time, etc. Add-on module inte­
grates with Ci3 CAT I to automatically produce daily 
and summary project reports, detailed interviewer 
ratings including accurate production rates, refus­
als and questionnaire length. Many other features . 
Other CATI versions coming soon. 
(See advertisement on p. 29) 
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lmagisys, Inc. 
60 Rome St. 
Farmingdale, NY 11735 
Ph. 516-420-4770 
Herb Rubinsky, President 

Information Mgmt. Ascts. , Inc. (IMA) 
One Corporate Dr. , Ste. 414 
Shelton, CT 06484 
Ph. 203-925-6800 or 800-776-0462 
Fax 203-1170 
E-mail: imainfo@ima-inc.com 
Kathleen Corry, Mktg. Comm. Coord . 
Branch offices: 

Lake Shore Towers 
18101 Von Karman , Ste. 1100 
Irvine, CA 92715, CA 92715 
Ph . 714-622-6200 
Fax 714-622-6249 
Kathleen Corry, Mktg. Comm. Coord. 

Software: 
The EDGE TeleBusiness® Software Sys. 
TELEMAR 
TELEMAR/PC for Windows 

ONLY IOc PER NUMBER 
Maritz Sampling offers quality samples - random, list d , or 
targeted - for 1 oc per number; no extra charges . Choose 
from our frequently updated and extensive national database 
containing over 70 million households. Our flexibl system 
can define geographic descriptions , code t lephone records, 
suppress duplicate numbers within any sample, and prov ide 
a choice of output . 

1 oc per number includes these FR E 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/mod m 
• Printing of call dialing sheets 

CALL MARITZ TODAY AND TAKE ADVANTAGE 
OF A TOP QUALITY S AMPLE 

1-800-446-1690 
JlliJil MARITZ MARKEfiNG RESEARCH INC 
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INFO ZERO UN 
1134 Ste-Catherine W. 
Montreal , PO H3B 1 H4 
Canada 
Ph . 514-861-9255 
Fax 514-861-9209 
Software: 
INTERVIEWER 
STAT XP 

Integrated Database Technologies, Inc. 
4100 Main St. , 4th fl. 
Philadelphia, PA 19127 
Ph. 215-487-4420 
Fax 215-487-31 10 
Tony Clemente, Director Mktg. 
Software: 
The Datastation 

Intelligent Marketing Systems, Inc. 
Ste. 2801 , 10303 Jasper Ave. 
Edmonton, AB T5J 3N6 
Ph. 403-944-9212 
Fax 403-426-7622 
Michael Williams, President 
Software: 
CONSURV Ver. 3.0 
NTELOG IT Ver 2.1 

Ketron Research 
Div. of Bionetics Corp. 
350 Technology Dr. 
Malvern , PA 19355 
Ph. 800-982-7645 
Fax 610-648-9118 
Ron Levine, Di rector 
Software: 
GEOLINE-11 
KETRON Custome Sales Call Reporting System 
KETRON Sales Analyzer/Forecaster DSS 

Lincoln Systems Corporation 
P.O. Box 391 
West Ford, MA 01886 
Ph . 508-692-3910 
Mike Harde, Vice President 
Software: 
SIBYURUNNER® 

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

Manugistics, Inc. 
2115 E. Jefferson St. 
Rockville, MD 20852 
Ph. 301 -984-5000 
Fax 301 -984-5094 
Jhana Sh imizu, Marketing Manager 
Software: 
STATGRAPHICS 
STATGRAPHICS Plus 
STATGRAPHICS Plus for Windows 

Maplnfo Corp. 
1 Global View 
Troy, NY 12180 
Ph . 518-285-6000 
Fax 518-285-7080 
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MARITZ~ 
\I.\11KETIN\o KE Sr .\11CII II"C 

11t#tetltmt~ -
Maritz Marketing Research, Inc. 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-1610 
Fax 314-827-3224 
Internet: http://www.maritz.com/mmri.htm 
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. 
Gail G. Gilbert, V.P., Div. Mgr. 

Performance Measurement Group 
1415 W. 22nd St. , Ste. 800 
Oakbrook, IL 60521 
Ph . 708-368-3800 
Fax 708-368-3801 
George Wilkerson, 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, Sr. Acct. Mgr. 

Performance Measurement Group 
South point Tower 
1650 W. 82nd St. , Ste. 1400 
Bloomington, MN 55431 
Ph . 612-885-3885 
Fax 612-885-3886 
Lynn Newman, V.P., Div. Mgr. 
Greg Blevins, Sr. Acct. 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 
Artesia , CA 90701 
Ph . 310-809-0500 
Fax 310-809-0422 
Julie Williams, V.P., Div. Mgr. 
Susan Snell , Sr. Acct. Mgr. 

Agricultural/Industrial Division 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-2305 
Fax 314-827-5433 
Gloria Sloan-Reel , V.P., Div. Mgr. 

Ag ricultural/1 ndustrial Division 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph . 314-827-1552 
Fax 314-827-5433 
Tim Brown, Acct. Mgr. 
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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 

Automotive Research Group 
1000 Town Center, Ste. 1100 
Southfield, Ml 48075 
Ph . 313-948-4500 
Fax 313-948-464 7 
Michael Brerton , V.P. , Div. Mgr. 
Pam Donoghue, Sr. Acct. Mgr. 
Dave Pagnucco, Sr. Acct. Mgr. 

Software: 
Maritz Stats 

PC-based statistical package performs 10 signifi­
cance tests on summary data and analyzes fre­
quency distribution. Sample sizes module calcu­
lates sample sizes and precision for a variety of 
problems. Select-A-Stat module recommends ap­
propriate statistical test for most situations. Free 
for the asking. 
(See advertisements on pp. 19, 66) 

MarketACTION 
13 Woodlake Square, #384 
Houston, TX 77063-3201 
Ph . 713-785-1361 
Fax 713-785-1361 
Betsy Goodnow, Owner 
Software: 
MapWise 2.04 
Map Wise for Windows 

100 
80 

Market Probe International 
114 E. 32nd, Ste. 1603 
New York, NY 10016-5506 
Ph. 212-725-7676 
Fax 212-725-7529 
Alan Appelbaum, President 
Branch office: 

1111 3rd Ave., #2500 
Seattle, WA 98101 
Ph. 212-725-7676 
Fax 212-725-7529 

Software: 
SCANTEST 
REVISSA 

Marketing Masters 
P.O. Box 545 
Neenah, WI 54957-0545 
Ph. 414-788-1675 
Fax 414-788-1675 
Jodi Smits, Sales Manager 
Software: 
Survey Said™ 
Survey Stats™ 

Marketing Metrics, Inc. 
305 Rte. 17 
Paramus, NJ 07652 
Ph. 201-599-0790 
Fax 201-599-0791 
Software: 
Verbatim Analyzer™ 
lnterviewdisk™ 

~~ Survey Software for the professional researcher 
20 * Questionnaire Design * Questionnaire Printing 

0 ~=I::::.:t==l * CAT/ and CAP/ * Questionnaire Analysis 16 

No matter what your requirements: 
crosstabulations, frequency tables, 

descriptive statistics or 3-D graphics, 
SNAP Professional is your 

"all in one" solution! 

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 ........ 0 
Visited before that.. .............. 0 

First visi t 

fair 

125 138 
25% 28% 

55 87 
22% 35% 

51 
20% 
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Mercator Corporation 
172 State St. 
Newburyport, MA 01950 
Ph . 508-463-4093 
Fax 508-463-9375 
E-mail : 75372.2436@compuserve.com 
K.E. Murphy, General Manager 
Software: 
SNAP Professional™ 
SNAP™ Data Entry 
SNAP™ Analysis 

SNAP Professional™: An integrated survey design 
and analysis software, available for Windows, Win­
dows 95 and DOS, for creating and analyzing 
surveys. Facilities include questionnaire printing 
and three methods of data entry. Analysis incorpo­
rates crosstabulations, frequency and grid tables, 
2D & 3D graphics, descriptive statistics, data im­
port and export. Manipulation of results via per­
centages, filters, weights, ranking and zero sup­
pression. 
(See advertisement on p. 67) 

MICROTAB 
Microtab, lncorportated 
380 Market Pl. , Ste. 100 
Roswell , GA 30075-3943 
Ph . 770-552-7856 
Fax 770-552-7719 
E-mail : microtab@aol.com 
or 76043,3235@compuserve.com 

Larry Hills 
Software: 
Microtab Cross Tabulation Software 
MT/stat Software 

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

Microtab's MT/stat statistical analysis software 
lets you perform, on any ASCII table, Chi-Square 
contingency table analysis, one or two-tailed tests 
for independent means and one or two-tailed tests 
for independent proportions. The results are anno­
tated automatically on your tab les. 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 mov­
ing, copying, or deleting banner points. 
(See advertisements on pp. 50, 68) 

MICROTAB® 
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Is all you need 
to know. 

Microtab has been The Standard of 
Excellence in Cross Tabulation Software 
for over 15 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 Market Place, Suite 100 • Roswell, Georgia 30075-3943 

Telephone (770) 552-7856 • FAX (770) 552-7719 

Microtab is a registered tr&demarlc of Microtab, Incorporated 

Multivariate Software, Inc. 
4924 Balboa Blvd ., #368 
Encino, CA 91316 
Ph . 818-906-07 40 
Fax 818-906-8205 
E-mail : eqs@netcom.com 
Brian Lorber, Sales Manager 
Software: 
EQS Structural Equations Program 

The Namestormers 
4347 W. Northwest Hwy., Ste. 1040 
Dallas, TX 75220-3864 
Ph . 214-350-6214 
Fax 214-350-7617 
E-mail : 70401 ,271 O@compuserve.com 
Michael Carr, Director 
Software: 
Name Pro® 
Namer™ 
Headliner® 

NCS 
4401 W. 76th St. 
Edina, MN 55435 
Ph . 800-347-7226 
Fax 612-893-8102 
Software: 
NCS Survey 
NCS Works 
Survey Tracker 
NCS ViewPoint 

NCS Survey: Windows-based , easy-to-use survey 
design , printing, scanning, and reporting package 
allows users to define, customize, overprint onto 
NCS standard forms, scan , and produce up to 13 
statistical reports. Reports include frequency pro­
file , theme, cross-tabulation, difference scores, 
inter-item correlation in multigraphic formats . 
NCS Works: Macintosh based family of software 
products that designs custom optical-mark forms, 
laser prints, and scans. Also creates standard 
ASCII data files and designs graphical reports. The 
reports include survey, response, theme, cross 
tabulations, group and summary. 
Survey Tracker: This Windows-based survey man­
agement software provides planning , scheduling , 
budgeting , survey design , audience design, sam­
pling, administration , data collection , statistical 
analysis, reporting and tracking. Produces up to 
13 statistical reports. Reports include frequency, 
profile, theme, cross-tabulation , difference scores, 
and inter-item correlation in multigraphic formats. 
Survey models are available with pretested ques­
tions by industry, quality modules, e.g. Baldrige, 
ISO 9000 and QS9000 as well as type of survey. 
NCS ViewPoint: Windows-based package allows 
you to create your own survey or use standard 
survey instruments. Includes an item bank of pre­
defined survey questions, automated patient im­
port capabilities, summary, demographic, com­
parative, and action diagram reports , and HSQ and 
SF-36 standard reports including normative data. 
(See advertisement on p. 52) 

NCSS 
329 N. 1000 E. 
Kaysville , UT 84037 
Ph. 801-546-0445 
Fax 801-546-3907 
Internet: http://www.icw.com/ncss 
Jerry Hintze 
Software: 
NCSS 6.0 for Windows 

Quirk's Marketing Research Review 
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Optimum Solutions Corp. 
265 Sunrise Hwy. 
Rockville Centre, NY 11570 
Ph. 516-247-5300 
Fax 516-763-6769 
Ira Sadowsky 
Software: 
FAQSS 

PC-MDS 
678 TNRB I BYU 
Provo, UT 84602 
Ph . 801-378-5569 
Fax 801-378-5984 
Internet: http://www.mktresearch.com 
Scott Smith 
Software: 
PC-MDS 5.1 

Principia Products, Inc. 
1506 McDaniel Dr. 
West Chester, PA 19380 
Ph. 610-429-1359 
Fax 610-430-3316 
Victor Berutti , V.P. Imaging Prod. 
Software: 
Remark Office OMR 
Remark Office OMR Lite 

PAl 
Productive Access, Inc. 
19851 Yorba Linda Blvd. , Ste. 203 
Yorba Linda, CA 92686 
Ph. 800-693-3111 
Fax 714-693-8747 
E-mail: bhontz@paiwhq.com 
Brad Hontz, President 
Branch office: 

148 N. Williamsbury 
Bloomfield Hills, Ml 48301 
Ph. 810-646-7046 
Fax 810-646-5459 
John Sevec, Director 

Software: 
mTAB™ Research Analysis Service 

PAl offers a complete, turnkey solution for the 
analysis of survey research data via the mTAB™ 
Survey Research Analysis Service. mTAB has the 
unique ability to work with extremely large re­
search sets. In addition, mTAB facilitates analysis 
of data both across time as well as across various 
studies, enabling the analyst to combine the re­
sults of different studies in the same analysis. 
(See advertisement on p. 69) 

Pros & Cons, Inc. 
6931 Arlington Rd ., Ste. 308 
Bethesda, MD 20814 
Ph . 301-951-8441 
Fax 301-951-3362 
E-mail : 658-0500@mcimail.com 
Peter Van Brunt, President 
Software: 
PC PUNCH 

P-STAT, Inc. 
230 Lambertville-Hopewell Rd . 
Hopewell , NJ 08525-2809 
Ph . 609-466-9200 
Fax 609-466-1688 
E-mail : sales@pstat.com 
Internet: http://www.pstat.com 
Software: 
P-ST AT® Base Program 
Data Entry Program 
Advanced Statistics Program 
lntormix Interface Program 
TABS Program 
UNISTAT tor Windows® 
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Pulse Analytics, Inc. 
152 Jetter Court 
Ridgewood, NJ 07450 
Ph. 201-447-1395 
Fax 201-447-2104 
Stanley I. Cohen, President 
Software: 
Pulse/QUAD™ 
Pulse/RSAMP™ 
Pulse/TURflM 
Pulse/MPC™ 
Pulse/QSEG™ 

PulseTn~m r~hnoloa> 

Pulse Train Technology 
618 U.S. Hwy. One 
N. Palm Beach, FL 33408 
Ph. 407-842-4000 
Fax 407-842-7280 
E-mail: PTISystems@aol.com 
Henry Copeland, President 
Software: 
Bellview 
Pulsar 
Research Machine 
Star 

Pulse Train Technology's Research Machine pro­
vides high quality software systems and services 
for survey research professionals. Bellview (inter­
viewing and data entry) , Star and Pulsar (tabula­
tion), and a wide variety of data processing utilities 
are available to handle the most complex and 
demanding tasks with ease. Pulse Train has flex-

ible, state-of-the-art computing solutions to meet 
researchers ' needs. 
(See advertisement on p. 5) 

QQQ Software, Inc. 
302 N. Irving St. 
Arlington, VA 22201 
Ph. 703-528-1288 
Fax 703-528-1289 
E-mail: QQQSOFT@aol.com 
Pike C. Reynolds IV, V.P. Mktg. 
Software: 
TPL Tables 
TPL Report 

Qualitative Marketing Software, Inc. 
28051 U.S. Hwy. 19 N., Ste. E 
Clearwater, FL 34621-2647 
Ph. 813-725-9727 
Fax 813-725-2771 
Software: 
StarData™ 
GeoStan™ 

Quality Coding, Inc. 
130 Jane St. 
New York, NY 10014 
Ph. 212-243-0004 
MacGregor Suzuki , President 

Quality Information Center 
1374 Richmond Rd. 
Staten Island, NY 10304 
Ph. 718-987-0893 
Fax 718-667-8005 
William De Santis, Vice President 
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QUANTI ME 

Quantime Corporation 
67 Maygrove Rd. 
London, England NW6 2EG 
Ph. 44-171-625-7222 
Fax 44-171-624-5297 
Norman Grunbaum, Director 
Branch offices: 

11 E. 26th St. , 16 fl. 
New York, NY 1 001 0 
Ph. 212-447-5300 
Fax 212-447-9097 
Joseph Marinelli , President 

100 Merchant St. , Ste. 125 
Cincinnati , OH 45246 
Ph. 513-771-7111 
Fax 513-771-2121 
Rudy Bublitz, Account Mgr. 

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

Quanti me Amsterdam 
Prinsengracht 7 47 
1017 Amsterdam the Netherlands 
Ph. 31-20-420-2631 
Fax 31-20-420-1163 
Rob Cival, Account Mgr. 

Quancept CATI 
Quancept CAP I 
Quancept for Windows for Computer Assisted in 
Person or Self-Administered 
Quanquest: Questionnaire Design 
QTS (Quanti me Telephony System) 
Quinput: Data Entry 

Quantum: Editing and correction facilities for ASCII/ 
Binary data. Weighting types include sample bal­
ancing, RIM weighting, pre/post projections. Handles 
hierarchical (trailer/panel) data. Table output; mul­
tiple level ranking row; column, total and cumulative 
percentages; rank numbers indices; row/table ma­
nipulation; Tfl tests, P&G required stats. Supports 
Postscript and standard printers. Interface with 
Quanquest, Quanvert and Quancept. Available on 
Solaris-based SUN workstations and servers, HP/ 
UX-based HP workstations and servers and SCO 
UNIX-based lntei486/Pentium PC's. 

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 creating new variables by combining/ 
splitting parts of existing questions. Quanvert can 
also handle multiple projects simultaneously. Tables 
may be weighted, unweighted or volumetric. Inter­
faces with Quantum. Available on Multi-User UNIX 
machines, 640K MS-DOS PCs and Windows. 

Quancept: Our complete package for CAT I and CAP I 
data collection strikes the perfect balance between 
ease of use and flexibility. The script writing lan­
guage provides the basic building block for all types 
of surveys from the most simple to the most com-

Software: plex. Quancept allows interviewers to focus on their 
Quantum: Editing and Tabulation vital role, eliciting information from respondents, 
_a_ua_n_ve_rt_: _D_es_k_to_p_T_a_bu_la_t_io_n - - - ------t because it effectively handles sample management, 

quota control and the up-to-the-minute productivity 

NEw! RAosoFr 
SURVEYWIN! 

WINIWIN95/NT!OS2 

Design your scripts with 
point & click, make your 
callouts, or automate with 
electronic entry, then 

Analyze your information with 
automated interactive statistics. 

Networkable and robust, 
with unique confidentiality 
and secure electronic forms. 
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$495 SURVEYWin 
(DOS& Windows) 

$195 SURVElFirst 

reports and topline tables. These tools give supervi­
sors unparalleled control over the entire interview­
ing process, allowing them to make adjustments 
immediately when necessary. Quancept's Sample 
Management System (SMS) is a set of tools with 
unrivaled power and flexibility. With SMS, you can 
successfully implement virtually any sample man­
agement procedure. Many data collection and full-
service market research firms worldwide use 
Quancept. Quancept- CATI runs on Solaris-based 
SUN workstations and servers, HP/UX-based HP 
workstations and servers and SCO UNIX-based 
lntei486/Pentium PCs. Quancept-CAPI is DOS based. 

Quancept CAPI for Windows: A Windows-based 
version of Quancept is now available which com­
bines a powerful questionnaire script writing lan­
guages with a friendly graphical interface that allows 
the presentations of color pictures, video and audio, 
and to utilize the latest interactive screen techniques 
such as pen-based and touch-screen interviewing. 
Quancept for Windows also contains a powerful 
communications module which allows a host ma­
chines to communicate with the interviewers' CAP I 
machines. The module collects data and updates 
questionnaires automatically by telephone. The 
Quanti me CAP I Management system also allows for 
control of sample and the creation of productivity 
reports while the project is in the field . 

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. Automatically assigns column and 
punches, generates printed questionnaires, CATI 
script, editing and tabulation specs. Interfaces with 
Quantum and Quancept. Available on 640K MS­
DOS PCs. 

Quantime Telephony System: An integrated hard­
ware and software system which provides the ad­
vanced options that greatly increase the productiv­
ity of research companies conducted computer 
assisted telephone research with Quancept. The 
QTS consists of several core modules. The first, the 
QTS Dialer, provides for fast, automated dialing and 
call result detection and integral monitoring of inter­
views' screens and voices. The QTS Dialer offers the 
choice of automatic or predictive dialing ensuring 
high levels of productivity. The QTS also contains 
record and play functions which allow the playback 
of sound files over the telephone and the recording 
of both the interviewer and the respondent. Future 
versions of the QTS will also support touch-tone 
(DTMF) interviewing and allow for creating record­
ings of certain parts of the survey for executive staff 
who wish to listen to responses. 

Quinput: Streamlined define-and-punch data entry 
system. Features: menu-driven real-time data check­
ing from user-defined data mask includes full range 
of mathematic and logic operators. Punch program 
features automatic code conversion, code and num­
ber repeat, column counting and delete functions. 
Full verification. Quinput requires no technical train­
ing. Output in Quantum or plain text format. Avail­
able on Sea/Sun UNIX workstations and servers. 
DOS and XENIX. 
See advertisement on p. 3) 

Quantum Consulting , Inc. 
2030 Addison St. , Ste. 410 
Berkeley, CA 94704 
Ph. 510-540-7200 
Fax 51 0-540-7268 
Robert Uhlaner, Vice President 

Raosoft® 
Raosoft, Inc. 
6645 N.E. Windermere Rd. 
Seattle, WA 98115 
Ph . 206-525-4025 
Fax 206-525-4947 
E-mail : raosoft@raosoft.com 
Internet: http://www. raosoft.com/raosoft/ 
Catherine McDole Rao, President 
Software: 
Raosoft SURVEY & SURVEYWin 
Raosoft SURVEYFirst 
UFill 
USurvey 
SURVEY-Entry 
SURVEY-Tools 
UAdmin 
UReport 
EZReport 

Raosoft®SU RVEYWin- The Raosoft information 
system offers the new Raosoft SURVEYWin for 
Win/Win95/NT/OS2forautomated information gath­
ering and/or analysis. Unique online and network 
broadcast features include confidentiality options. 
Network support is robust. Drag-&-drop gives you 
full control over the design without database code. 
Point-&-click FastStats give statistical power. Non­
experts can build lntelligentShell applications in 
TOM and customer satisfaction, training, auditing, 
HelpDesk, plus more, by themselves. Win & Dos. 
(See advertisement on p. 70) 

ReadSoft, Inc. 
3305 N. University Ave., Ste. 250 
Provo, UT 84604 
Ph. 801 -223-7001 
Fax 801-223-9906 
E-mail : readsoft@aol.com 
Winston Lee, President 
Software: 
Eyes & Hands™ 
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Right Information Systems 
28 Green St. 
Newbury, MA 01951 
Ph. 508-463-9415 
Fax 508-462-9198 
E-mail : 10311 7,2041 @compuserve.com 
Susan Yeames, Marketing Manager 
Software: 
4Thought 

RON IN 
CORPORATION 

RONIN Corporation 
103 Carnegie Center 
Princeton , NJ 08540 
Ph. 609-452-0060 
Fax 609-452-0091 
E-mail: results_sales@ronincorp.com 
James Weber, Vice President 
Software: 
Results for Research™ 

Used to conduct large, complex, international busi­
ness-to-business research since 1989, Results for 
Research™ is a comprehensive computer-aided 
telephone interviewing system for networked PCs. 

Questionnaire: Change questionnaires on-line, 
capture multiple responses per screen, scroll long­
lists, add to brand lists, interview in multiple lan­
guages, report question level timings. 

Sample management: Schedule appointments and 
callbacks, balance quotas automatically, update 
sample records, add referrals, conduct in-bound 
interviews. 

Call management: Detailed call reporting , compre­
hensive interviewer statistics. 

Analysis: On-line tabulation , easy access to data 
from other software (DBFformat) , comprehensive 
file export to SPSS, SAS, P-ST AT, Quanti me, Men­
tor, Uncle, Excel , 123 and others. 
(See advertisement on p. 71) 

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

Sales Technologies 
175 Canal St. , 1st fl. 
Manchester, NH 03101 
Ph. 603-623-5877 

Sammamish Data Systems, Inc. 
2889 152nd Ave. N.E. , Ste. A 
Redmond , WA 98052-5514 
Ph. 206-867-1485 
Fax 206-861-0184 
E-mail : rick@sammdata.com 
Richard Schweitzar, President 
Software: 
GeoSight Ver. 4.3 
Census Data Systems 

SAS Institute Inc. 
SAS Campus Dr. 
Cary, NC 27513 
Ph . 919-677-8000 
Fax 919-677-8123 
Software Sales & Mktg. Dept. 

Better Clusters 

72 

Trend 
Setters 

The Sawtooth Challenge 

Disinterested 
Minority 

Cautious 
Emulators 

Cluster analysis always 
finds market segments­
whether they are real 
or not. Even with random 
data, creative marketers 
can weave elaborate 
descriptions into cluster 
results. That's not market 
segmentation. That's 
market figmentation . 

We designed CCA to 
recover the most 
reproducible solution, 
and report the solution's 
reliability. 

We challenge you to compare CCA to ANY other cluster 
package. Send us a data set and we'll return CCA's solution to 
you free of charge. What's the catch? You must tell us which 
is better. If you choose to purchase, we think you'll agree it's the 
best $500 you've ever spent for research software. 

"You save so much time with CCA that you get its price back in 
the first use." -John Fiedler, POPULUS, Inc. 

Sawtooth Software Inc. 
502 S Still Road • Sequim, WA 98382-3534 

360/681-2300 • 360/681-2400 (fax) 

Computer Interviewing • Conjoint • Cluster Analysis 

n Sawtooth Software 

Sawtooth Software , Inc. 
502 S. Still Rd . 
Sequim, WA 98382 
Ph. 360-681-2300 
Fax 360-681-2400 
E-mail : info@sawtoothsoftware.com 
Bryan Orme, Customer Support Cnslt. 
Software: 
Ci3 System 
ACA System 
CBC System 
CCA System 
CVA System 
APM System 

Sawtooth Software creates tools for computer 
interviewing, conjoint, and cluster analysis. The 
Ci3 system collects numeric, open-ended, select, 
and analog scale responses. Sawtooth has three 
conjoint packages: ACA is suggested for studies 
with many attributes, Choice-based Conjoint (CBC) 
for pricing research , and CVA for paper-and-pencil 
conjoint. CCA offers Convergent, K-means cluster­
ing. 
(See advertisement on p. 72) 

s~ 
Sawtooth Technologies 
1007 Church St. , Ste. 402 
Evanston , IL 60201 
Ph . 708-866-0870 
Fax 708-866-0876 
Brett Jarvis, Marketing Manager 
Software: 
Sensus TradeOff 
Sensus Q&A 
Ci3 CAT! System for Computer Aided Telephone 
Interviewing 
Ci3 System for Computer Interviewing 
KnowledgeSEEKER 

The Sensus products incorporate graphic images, 
sound and video with computer interviewing. Sen­
sus TradeOff provides multimedia conjoint analy­
sis interviewing and Sensus Q&A provides multi­
media CAP!. The networked Ci3 CATI System for 
Computer-Aided Telephone Interviewing offers 
features such as sample management, quota con­
trol and call management. The Ci3 system for 
Computer Interviewing offers sophisticated CAP!. 
KnowledgeSEEKER provides classification tree 
analysis. 
(See advertisement on p. 73) 

SciTech International , Inc. 
2525 N. Elston Ave. 
Chicago, IL 60647 
Ph. 312-486-9191 
Fax 312-486-9234 
Internet: http://www. scitech i nt. co m/scitech/ 

Senecio Software, Inc. 
525 Ridge St. 
Bowling Green , OH 43402 
Ph. 419-352-4371 
Fax 419-352-4281 
Software: 
MaCATI™2 
Flo•STAT™2 
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Service Measurement Group, Inc. 
3771 Raleigh St. 
Hollywood, FL 33021 
Ph . 954-987-3860 
Fax 954-981 -4285 
Steve Levy, President 
Software: 
Feedback Manager 

Smart Software Inc. 
4 Hill Road 
Belmont, MA 02178 
Ph. 800-762-7899 
Fax 617-489-27 48 
Charles N. Smart, President 

Solution Desk Support Software 
1486 St. Paul Ave. 
Gurnee, IL 60031 
Ph . 708-662-6288 
Fax 708-336-7288 
E-mail : 72630,2370@compuserve.com 
Darlene DeRouchey, Product Mg r. 
Software: 
Customer Support Help Desk 

Spring Systems 
P.O. Box 10073 
Chicago, IL 60610 
Ph. 312-275-5273 
E-mail: PAVI53@aol. com 
Internet: http://www.geopages.com/SunsetStrip/ 
1311/ 
John Pavasars, President 
Softwarf[_ 
TURBO Spring-Stat DOS/Win 
MktSIM DOS/Win 
Argus DOS/Win 

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 -49-89-4890740 

SPSS Hispanaportuguesea S.L. 
Madrid, Spain 
Ph . 011-34-1547-3703 

February 1996 

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 . 011-81-3-54 7 4-0341 

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 com­
pany that provides statistical product and service 
solutions. Since 1968, SPSS has produced prod­
ucts for use in marketing research , along with 
survey research , sales and marketing analysis, 
quality improvement, scientific research , data re­
porting education , reporting and education. SPSS 
software delivers data management, statistical 
analysis, reporting and presentation capabilities 
on more than 80 different computer platforms. 
(See advertisement on p. 75) 

Statistical Graphics Corporation 
512 Executive Dr. 
Princeton , NJ 08540 
Ph. 609-924-9374 
Fax 609-452-7792 
Software: 
Statgraphics Plus DOS/Windows 

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

StatPac, Inc. 
4532 France Ave. S. 
Minneapolis, MN 55410 
Ph. 612-925-0159 
Fax 612-925-0851 
E-mail : StatPac@aol.com 
David Walonick, Ph .D., President 
Software: 
StatPac Gold IV 

StatSoft, Inc. 
2325 E. 13th St. 
Tulsa, OK 74104 
Ph. 918-583-4149 
Fax 918-583-4376 
KerryAnn Wiens, Gen. Mgr. 

Finally, the interviewing 
system that leaves nothing 
to the imagination. 
Sawtooth Technologies introduces SensusQ&A, 

bringing the power of multimedia and the appeal of 

WindowsTM to computer-aided interviewing. 

• Sensus Q&A expands possibilities, leaving nothing 
to respondents ' imaginations. You can include images, 
sound , and full -motion video in your computer interview to 
convey concepts , show commercials , and more . 

• Sensus Q&A appeals to the senses, engaging 
respondents through the realism of multimedia and the 
elegance of a Windows interface. 

• Sensus Q&A renews enthusiasm, making it easy 
and enjoyable to author your computerized questionnaire. 

See the power of Sensus Q&A for yourself . Don 't just 
imagine how good Sensus O&A is , call 847-866-0870 for our 
free brochure and demo disk. 

~ 
Sawtooth 
Sawtooth Technologies 1007 Church Street, Suite 402, Evanston, IL 60201 
847/866-0870 Fax: 847/866-0876 Windows is a trademark of Microso~ Corporation 
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William Steinberg Consultants, Inc. 
P.O. Box 1754 
Champlain, NY 12919 
Ph. 514-483-6954 
Fax 514-483-6660 
Bill Steinberg, President 
Software: 
C•Gen (Customer Survey Generator) 
The Survey Genie 

Stolzberg Research, Inc. 
3 Seabrook Ct. 
Strong Brook, NY 11790-3305 
Ph . 516-751-4277 or 800-568-4634 
Fax 516-689-6671 
Mark Stolzberg, Ph .D., President 
Software: 
Public Opinion Survey 
Market Research 

Strategic Mapping 
3135 Kifer Rd. 
Santa Clara, CA 95051 
Ph. 408-970-9600 
Fax 408-970-9999 
Jack Norris 

OBJECTIVE: 

Suburban Associates 
579 Franklin Tpke. 
Ridgewood, NJ 07450 
Ph . 201-447-5100 
Fax 201-447-9536 
E-mail: Weask@aol.com 
Bill Bartlett, President 
Software: 
The T.A.B. Program 

Sulcer Research Associates 
291 8th St. , Ste. 2W 
Jersey City, NJ 07302-1946 
Ph. 201-420-5090 
Fax 201-420-5090 
E-mail: 72212.21 07@compuserve.com 
Tom Sulcer, President 
Software: 
Multi Paired Comparison Testing 
Crosstabulation Program 
Time Analysis Program 

SumQuest Survey Software 
908 Niagara Falls Blvd. 
North Tonawanda, NY 14120 
Ph. 416-482-6668 
Fax 416-482-4480 
R. Macnaughton, President 
Software: 
SumQuest Survey Software 

Unsurpassed client service. 
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551 SOLUTION: 
Beth Rounds (Senior Vice President at Custom Research Inc. in 
Minneapoli ) - "Satisfying our customers i our highest value, the 
driving force behind evetything we do. Which is why we work so 
closely with Survey Sampling. They don't just take our sample 
order. They're truly in touch with our needs, attuned to our 
corporate culture and who our clients are. They are constantly 

looking for innovative, improved ways to 
service us and developing suggestions 
that make our work easier and more 

effective. urvey Sampling ha more 
than once helped us meet 'impos­
sible' client deadlines. We choose to 
work with I because of client 

service - our driving force ... and theirs!" 

olutions at 

_...-: Survey 
• j Sampling, 
=.... Inc.® 

Partners with survey 
researchers since 1977 

_...- Survey 
• ~ Sampling, 
~Inc: 

Survey Sampling , Inc. 
One Post Rd . 
Fairfield, CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
E-mail : into@ssisamples.com 
Diane Urso, Mgr. of Adv./Promo 
Software: 
SSI-SNAP™ 

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 19 years of experi­
ence. 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. 24, 32, 74) 

Surveycraft System Ltd. 
3760 Broadview Dr. 
Cincinnati , OH 45208 
Ph . 513-871-2580 
Fax 513-871-4269 
E-mail : 76550.117 4@compuserve.com 
Andrew Jeavons, President 
Software: 
SayPhone (CATI) 
SayField (CAPI) 
SayTab (Cross-Tab) 
SaySample (CATI sample mgmt. system) 
SayEnter (Data Entry) 

The Surveycraft System is an integrated software 
system capable of CATI , CAPI , data entry and 
cross-tabulation. It can cope with all types of social 
and market research from two day CAP I interviews 
to 10 minute CATI interviews. The Surveycraft 
System is in daily use in over 23 countries in every 
continent in the world. 
(See advertisement on pp. 77, 81) 

Tactician Corporation 
16 Haverhill St. 
Andover, MA 01810 
Ph . 508-475-4475 
Fax 508-475-2136 
Hans Riemer, Dir. of Marketing 
Software: 
Tactician PowerMap 
Tactician Standard 
Tactician Buttons 
Tactician MicroMarketing Machine 
Tactician Selling Machine 
Tactician Heavy-Duty 
Tactician Targeting Machine 
Tactician CRA Analyzer 

TIC/A 
461 Park Ave. S. 
New York, NY 10016 
Ph . 212-679-3111 
Fax 212-679-3174 
Software: 
QUIP-QTAB II 
QUIP-QGEN 
QUIP-QMARG 
QUIP-QBAL 
QUIP-QED IT 

Quirk's Marketing Research Review 
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10 Reasons why SPSS helps you pinpoint customers and better understand your marketplace! 

1 Industry standard 
Used by 44 of the top 50 marketing 
research firms. The powerful SPSS line 

of statistical and presentation software and its 
wide range of services are capable of handling 
many facets of your marketing research. 

Marketing segmentation 
Using demographic and segmentation 
analysis to better understand your 

customers is one of the best assets a marketer 
can have. SPSS helps you go beyond recency, 
frequency and monetary criteria to reduce 
large demographic data into smaller, more 
meaningful and profitable market segments. 

Total survey solution 
With its large family of products, SPSS is 
your answer for handling survey data. 

SPSS can help collect data, perform a wide range 
of statistical analyses on the data and finish the 
process with presentation-quality output 

Product research 
Packed with the analytical functions you 
need, SPSS helps measure consumer 

preferences, define products and positioning, 
set prices and beat your competition. 

Ideal reporting and tables tools 
Crosstabulation is the bread and butter 
of your trade, and SPSS offers all you 

need for data management, analysis and high­
quality output. Display your results in any 
tabular form - stub-and-banner tables, contin­
gency tables and listings of data. It's also 
perfect for stacking and nesting variables. 

m Customer satisfaction studies 
Discover what it takes to please your 
customer with a complete toolkit for 

design, data entry and data analysis. SPSS 
offers Teleform'" to help you design survey 
forms in-house and automatically send and 
receive your forms as a broadcast fax. 

~ 
High-quality charts and graphs 
SPSS' powerful tools include excep­
tional graphics, mapping and reporting 

tools. Use high-quality and easily editable 
graphs, tables and charts to point out hidden 
trends or to display relationships between 
attributes. 

[3 Excellent data management 
SPSS products enable you to import 
70 different types of data, create 

portable files and automatically read standard 
file formats. Plus, you can work with an 
unlimited number of cases and variables, 
even missing data! 

B) Specialized add-on modules 
If you wish to increase your statistical 
capabilities or add presentation tools 

such as mapping, SPSS offers you the opportu­
nity to customize your system with specialized 
add-on modules. 

Call today and let an SPSS representative fit you with a suitable statistical package to meet your needs. 
Our products are available on several platforms. See for yourself why SPSS software is "Real Stats. Real Easy." 

For more information, ca11 l (800) 345-5383 or fax 1 (800) 841-0064 

i]] Free "Survey Tips" booklet 
When you respond to this ad, we 
will send you our exclusive 

"Survey Tips" booklet. This handy reference 
is perfect as a refresher for the seasoned pro­
fessional or as a quick reference for the novice 
researcher. With tips on topics such as "How 
long should a survey be?" "How to design a 
survey" and "How to analyze data," this book­
let will help prepare you and others for all 
your survey tasks. 

Real Stats. Real Easy. 
Athens • Chicago • Bologna • Chertsey • Gorinchem • Herzlia • Madrid • Munich • New Delhi • Paris • Singapore • Stockholm • Sydney • Tokyo • Washington , DC • And distributors worldwide 

A5383 
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TeiSTAR (USA) , Inc. 
235 Great Neck Rd. 
Great Neck, NY 11021 
Ph. 516-829-1800 
Fax 516-829-1823 
Paul Capozzi , President 

Tetrad Computer Applications 
3873 Airport Way, Box 9754 
Bellingham, WA 98227-9754 
Ph. 800-663-1334 
Fax 360-734-4005 
Internet: http://www.tetrad.com 
Norm Genier, Geographer 
Software: 
PCensus 
PSearch 
Map Info 

3D Software Services 
1015 E. Hillsdale Blvd ., Ste. 206 
Foster City, CA 94404-3143 
Ph . 415-574-0178 
Fax 415-574-0164 
David CushmanGriffis, Dir. of Software Svcs. 
Software: 
Teleprompt™ 

Touch Base Computing 
106 Woodcrest Dr. 
Rome, GA 30161-4702 
Ph. 706-234-4260 
Fax 706-323-1330 
Tom Boylan, President 
Software: 
QUIK-POLL- Survey System 

Tydac Technologies Inc. 
2 Gurdwara Rd ., Ste. 210 
Nepean, ON K2E 1 A2 
Ph. 613-226-5525 
Fax 613-226-3819 
Software: 
SPANS Map 
SPANS GIS 
SPANS Explorer 

The Uncle Group , Inc. 
3490 U.S. Route 1 
Princeton , NJ 08540 
Ph. 800-229-6287 
Fax 609-452-8644 

® 

Thomas Reeder, Vice President 
Software: 
UNCLE 

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. 76) 

nc e 

Viking Software, Inc. 
6804 S. Canton Ave., Ste. 900 
Tulsa, OK 74136-3419 
Ph. 918-491-6144 
Fax 918-494-2701 
John Haley, President 

Jan Werner Data Processing 
34 Williams St. 
Pittsfield , MA 01201 
Ph . 413-442-0416 
Fax 413-499-5047 
E-mail : 711 06.1426@compuserve.com 
Jan Werner, Principal 
Software: 
QTAB 
QGEN 
QMARG 
QBAL 
QUIP SYSTEM 

Western Wats Center 
288 West Center St. 
Provo, UT 84601 
Ph. 801 -373-7735 
Fax 801-375-0672 
Dan Williams, Data Processing Mgr. 
Software: 
WWC CATI 
Divine Link Predictive Dialer 

® 

FOR TWO DECADES, MARKET RESEARCH'S 

MOST POPULAR TABULATION SOFTWARE 
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NEW FOR 1996, VERSION 10.18 
ENHANCED STATISTICS AND A HOST OF NEW FEATURES 

The 

lJ"ncfe ®Group, 1nc. 

3490 U.S. Route 1, Princeton, NJ 08540 
(800) 229-6287 

<i:1 1995 The Uncle Group, Inc. 

UNCLE is a registered trademark of The Uncle Group, Inc. 

Quirk's Marketing Research Review 



'The only truly 
innovative thinking 
in data collection 

and analysis 
15 years• 

• 1n 

Surveycraft is the only fully integrated questionnaire data 
capture and analysis system with the power to meet aff the 
demands of the world's largest market research companies. 

'Surveycraft offers both th e productivity features that our quick turnar·ound s ur·veys demand 
and the powerful sample management capabilities that our more complex projects r quire.' 

/ lfti·/Jael Aft'lrtllltl, i '.:wcult't•t• Vt't•t' Pre,lt'r)t'n/, Rt', IPilll.lt' ,lna~lJ.I l; l Corporaltilll, N.!, { '--\', 1 

'We r·ecognized Surveycraft as being inher·ently superior to card/column-based systems 
over I 0 yea rs ago and have been delighted w ith the continued product development 

and support provided to our· oHices in Australia and throughout Asia since 1985.' 
Bart:lJ A/erre/1, CI1Li/ i'.:wcult't•t', Fmnk Small c:_-,' ,.-1.,1,1/ICtillt',l, ,.-lu,l/l'tlltil 

'After· using Surveycraft for more than a year I am conv in ced that it will g ive you a ll 
the functions you ne d within a CAT! envimnment.' 

/ lfarlt'n W~·rlw~j'n, 11/arkel R.t',lt'arc/J S~r;,l/t'll/,1 Alanayet; lnlt'rVt'ew, Tbe Ne!IJt'l'lallrJ.I 

'NOP has bee n committed to Sur·veyc raft and its CAP! so lution since 1993. 
We have been par· ticularly impressed with its robustness.' 

Aft'A:t' Brow11, A,l,ltJct'ale IJt'recltJI; NOP Re,lt'arc/J Group, { l!lt'!cd l(t'tzqdolll 

'Surveycraft was developed with complex projects in mind and is therefore un e ncumbered 
by outdated disciplines wh ich interfere with good market research design. Surveycraft's approach 

repr·ese nts the only truly innovative thinking in data collection and analysis in 15 years.' 
1/aru Su.:ukt~ Pre,1t'delll, ICC .lapa11 Inc., .Iapan 

Surveycraft minimum requirements: Novell 2.11, DOS 5.01 , Windows 3.11 running on 386 processors. The integrated product range includes: 
scyEntry (CADE), scyPhone (CATI ), scyField (CAPI), scySample (SMS), scyTab (Windows Tables). 

Survey craft 
Systems L m t e d 

Asia-Pacific North America 
Surveycraft systems Pty Ltd -- Surveycraft Systems Ltd 

3760 Broadview Drive 
lnfocorp Ltd 

13 Were Street, Montmorency, 
Victoria 3094, Australia 
Tel : +61 3 9432 8555 
Fax: +61 3 9434 4233 

100237. 2025@compuserve .com 

Cincinnati, Ohio 45208, USA 
Tel : +1 513 871 2580 
Fax: +1 513 871 4269 

76550.1174@compuserve.com 

6 Lanark Square, Glengall Bridge, 
London E14 9RE, United Kingdom 

Tel: +44171 712 0101 
Fax: +44 171 418 0500 
100626.1131 @compuserve .com 
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Codes 
B = Software available for use on 

PCs & mainframes 
M = Software available for use on 

mainframes only 
No code after listing indicates software 
for use with PC 

ANALYSIS OF VARIANCE 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
Buzz Saw Computing 
Columbia Information Systems 
Comstat Research Corporation (B) 
Creative Research Systems 
CRC Data Systems (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Lincoln Systems Corporation 
Manugistics, Inc. 
Marketing Masters 
Multivariate Software, Inc. (B) 
NCS 
NCSS 
P-STAT, Inc. (B) 
Quantime Corporation (B) 
Raosoft, Inc. 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
SciTech International, Inc. (B) 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
Tactician Corporation 

BRAND SHARE ANALYSIS 

DATAN, Inc. 
EnVision Knowledge Products (B) 
Geographic Data Tech . 
HBRS, Inc. (B) 
Integrated Database Technologies 
Pulse Analytics 
Right Information Systems, Inc. 
Sawtooth Software , Inc. 
Spring Systems 
SPSS, Inc. 
StatPac, Inc. 
Tactician Corporation 
T/C/A (B) 

CANONICAL ANALYSIS 

EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Manugistics, Inc. 
NCSS 
P-STAT, Inc. (B) 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 

CENSUS REPORTING PROGRAMS 

Claritas, Inc. (B) 
EnVision Knowledge Products (B) 
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Geodemographics, Ltd. 
Geographic Data Tech. 
HBRS, Inc. (B) 
Integrated Database Technologies 
Qualitative Marketing Software, Inc. 
Sammamish Data Systems, Inc. 
Strategic Mapping 
Tactician Corporation 

CLUSTER ANALYSIS 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
Bretton-Clark 
Comstat Research Corporation (B) 
CRC Data Systems (B) 
EnVision Knowledge Products (B) 
Geographic Data Tech. 
HBRS, Inc. (B) 
Manugistics, Inc. 
Map Info Corp. 
NCSS 
PC-MDS 
Pulse Analytics 
P-STAT, Inc. (B) 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
Sawtooth Software , Inc. 
SciTech International , Inc. (B) 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
Tactician Corporation 

COMPREHENSIVE STATISTICAL 
PACKAGES 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
Buzz Saw Computing 
CRC Data Systems (B) 
Digisoft Computers, Inc. 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
INFO ZERO UN 
Lincoln Systems Corporation 
Manugistics, Inc. 
Marketing Masters 
NCS 
P-STAT, Inc. (B) 
Raosoft , Inc. 
SAS Institute Inc. (B) 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 

COMPUTER CODING 

Advanced Data Research, Inc. 
Bosma & Associates International (B) 
Comstat Research Corporation (B) 
CRC Data Systems (B) 
DATAnetics 
HBRS, Inc. (B) 
Market Probe International 
Pulse Train Technology (B) 
Raosoft, Inc. 
Sawtooth Software , Inc. 

Service Measurement Group, Inc. 
StatPac, Inc. 
Surveycraft Systems Ltd . 

COMPUTER GRAPHICS 

Advanced Data Research , Inc. 
BMDP Statistical Software , Inc . 
Bosma & Associates International (B) 
DATAnetics 
EnVision Knowledge Products 
HBRS, Inc. (B) 
Management Science Ascts. 
Manugistics, Inc. 
Maplnfo Corp. 
Market Probe International 
Marketing Masters 
Multivariate Software, Inc. (B) 
NCSS 
P-STAT, Inc. (B) 
Pulse Train Technology 
Raosoft , Inc. 
SAS Institute Inc. (B) 
SciTech International , Inc . 
Senecio Software, Inc. 
Service Measurement Group, Inc. 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
Tactician Corporation 

COMPUTERIZED INTERVIEWING 

Advanced Data Research, Inc. 
Analytical Computer Service , Inc. 
Ceresco Marketing, Inc. 
Columbia Information Systems 
Computers for Marketing Corporation 
Comstat Research Corporation (B) 
Creative Research Systems 
CRC Data Systems (B) 
DATAnetics 
HBRS, Inc. (B) 
INFO ZERO UN 
Marketing Masters 
Markeing Metrics , Inc. 
Pulse Train Technology (B) 
Quantime Corporation (B) 
Raosoft , Inc. 
RDNIN Corporation 
Sawtooth Software , Inc. 
Sawtooth Technologies 
SciTech International , Inc . (M) 
Senecio Software, Inc. 
StatPac, Inc. 
SumQuest Survey Software 
Surveycraft Systems Ltd. 
Tetrad Computer Applications 
3D Software Services 
Touch Base Computing 

CONJOINT /TRADE OFF ANALYSIS 

Bosma & Associates International (B) 
Bretton-Clark 
CRC Data Systems (B) 
Datalogics 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Intelligent Marketing Systems, Inc. 
Manugistics, Inc. 

Quirk's Marketing Research Review 
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Multivariate Software, Inc. (B) 
PC-MDS 
Right Information Systems, Inc. 
Sawtooth Software , Inc. 
Sawtooth Technologies 
SciTech International, Inc. (B) 
SPSS, Inc. (B) 
StatPac, Inc. 

CORRESPONDENCE ANALYSIS 

BMDP Statistical Software, Inc. (B) 
Bretton-Clark 
Columbia Information Systems 
CRC Data Systems (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
MarketACTION 
NCSS 
PC-MDS 
Pulse Train Technology (B) 
Right Information Systems, Inc. 
SPSS , Inc. (B) 
StatPac, Inc. 

CROSSTABULATION/DISPLAY 

Analytical Computer Service , Inc. 
Apian Software 
BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
Bruce Bell & Associates, Inc. 
Business Research & Surveys 
Buzz Saw Computing 
CRC Data Systems (B) 
Creative Research Systems 
DATAN, Inc. 
DATAnetics 
Data Probe, lnc./Datatab, Inc. (B) 
Digisoft Computers, Inc. 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Integrated Database Technologies 
Lincoln Systems Corporation 
Manugistics, Inc. 
Marketing Master 
Mercator Corporation 
Microtab , lncorportated 
Multivariate Software, Inc. (B) 
NCSS 
Productive Access , Inc . 
Pulse Train Technology (B) 
P-STAT, Inc. (B) 
Quantime Corporation (B) 
Raosoft , Inc. 
Right Information Systems, Inc. 
SAS Institute, Inc. (M) 
SciTech International , Inc. (B) 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc . (B) 
Statistical Graphics Corporation 
Statistical Innovations (B) 
StatPac, Inc. 
William Steinberg Cnslts ., Inc. 
Stolzberg Research , Inc. 
Suburban Associates 
Sulcer Research Associates 
SumOuest Survey Software 
Surveycraft Systems ltd . 
Tactician Corporation 
T/C/A (B) 

February 1996 

Touch Base Computing 
The Uncle Group , Inc. 
Jan Werner Data Processing 

CRT DATA ENTRY 

Analytical Computer Service , Inc. 
Bosma & Associates International (B) 
Business Research & Surveys 
Ceresco Marketing, Inc. 
Computers for Marketing Corporation 
Creative Research Systems 
DATAnetics 
Data Probe, lnc./Datatab, Inc. 
HBRS, Inc. (B) 
lmagisys, Inc. 
Market Probe International 
Marketing Master 
Microtab, lncorportated 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Quantime Corporation (M) 
Raosoft , Inc. 
Right Information Systems, Inc. 
RONIN Corporation 
Sawtooth Technologies 
SPSS, Inc. 
StatPac, Inc. 
Stolzberg Research , Inc. 
SumOuest Survey Software 
Surveycraft Systems ltd. 

CRT TELEPHONE INTERVIEWING 

Analytical Computer Service , Inc. 

Computers for Marketing Corporation 
Comstat Research Corporation (B) 
CRC Data Systems (B) 
Creative Research Systems 
DATAnetics 
EnVision Knowledge Products (M) 
HBRS, Inc. (B) 
Marketing Master 
Pulse Train Technology (B) 
Quantime Corporation 
Raosoft , Inc. 
Sawtooth Technologies 
Senecio Software, Inc. 
StatPac, Inc. 
SumOuest Survey Software 
Surveycraft Systems ltd. 
3D Software Services 
Western Wats Center 

DATA EDITING 

Apian Software 
BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
Business Research & Surveys 
Computers for Marketing Corporation 
CRC Data Systems (B) 
Creative Research Systems 
DATAN, Inc. 
DATAnetics 
HBRS, Inc. (B) 
Manugistics, Inc. 
Market Probe International 
Microtab , lncorport~ted 
Multivariate Software, Inc. (B) 

Buy recycled. It would mean the world to them. 
Thanks to you, all sorts of everyday products are being made from materials 

you've recycled. But to keep recycling working, you need to buy those products. 
For a free brochure, write Buy Recycled, Environmental Defense Fund, 257 
Park Avenue South, New York, NY 10010, or call 1-800-CALL-ED F. 

- A Public Service of 
~ Thlo Publatlon &EPA 

ENVIRONMENTAL B>F 
DEFENSE ~ 

FUND 
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Codes 
8 = Software available for use on 

PCs & mainframes 
M = Software available for use on 

mainframes only 
No code after listing indicates software 
for use with PC 

Pulse Train Technology (B) 
P-STAT, Inc. (B) 
Quantime Corporation 
Raosoft, Inc. 
ReadSoft, Inc. 
Right Information Systems, Inc. 
Sawtooth Software, Inc. 
Sawtooth Technologies 
Spring Systems 
SPSS , Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
SumQuest Survey Software 
Suburban Associates 
Surveycraft Systems ltd. 
T/C/A (B) 
Jan Werner Data Processing 

DATA ENTRY 

Advanced Data Research, Inc. 
Analytical Computer Service, Inc. 
Apian Software 
AutoData Systems 
Bruce Bell & Associates, Inc. 
Bosma & Associates International (B) 
Business Research & Surveys 
Ceresco Marketing, Inc. 
Creative Research Systems 
Data Probe, lnc./Datatab, Inc. 
DATAN, Inc. 
DATAnetics 
Detail Techologies, Inc. 
EnVision Knowledge Products 
HBRS, Inc. (B) 
lmagisys, Inc. 
Lincoln Systems Corporation 
Manugistics, Inc. 
Market Probe International 
Marketing Masters 
Mercator Corporation 
Microtab, lncorportated 
Multivariate Software, Inc. (B) 
NCS 
Principia Products, Inc. 
Pros & Cons, Inc. 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Quantime Corporation (B) 
Raosoft, Inc. 
ReadSoft, Inc. 
SAS Institute Inc. (B) 
Sawtooth Software, Inc. 
Sawtooth Technologies 
Service Measurement Group, Inc. 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
William Steinberg Cnslts., Inc. 
Suburban Associates 
SumQuest Survey Software 
Surveycraft Systems ltd. 
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3D Software Services 
The Uncle Group, Inc. 
Viking Software 

DATABASE MANAGEMENT 
PROGRAMS 

Apian Software 
Bosma & Associates International (B) 
CRC Data Systems (B) 
DATAnetics 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Information Management Assoc., Inc. (M) 
Integrated Database Technologies 
Maplnfo, Inc. 
Market Probe International 
Productive Access , Inc. 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Raosoft, Inc. 
Service Measurement Group, Inc. 
Spring Systems 
StatPac, Inc. 

DECISION SUPPORT SOFTWARE 

Applied Decision Analysis, Inc. 
AutoData Systems 
EnVision Knowledge Products (B) 
Equifax Business Geo-Metries 
HBRS, Inc. (B) 
Integrated Database Technologies 
Ketron Research 
P-STAT, Inc. (B) 
Raosoft, Inc. 
Right Information Systems, Inc. 
Sammamish Data Systems, Inc. 
SAS Institute Inc. (B) 
Sawtooth Software, Inc. 
Smart Software, Inc. 
Spring Systems 
Tactician Corporation 

DEMOGRAPHIC ANALYSIS 

Advanced Data Research, Inc. 
Apian Software 
Bruce Bell & Associates, Inc. 
Bosma & Associates International (B) 
Business Research & Surveys 
Caliper Corporation 
Claritas, Inc. (B) 
Comstat Research Corporation 
Digisoft Computers, Inc. 
EnVision Knowledge Products (B) 
Geodemographics, Ltd. 
Geographic Data Tech. 
HBRS, Inc. (B) 
Integrated Database Technologies 
Map Info Corp. 
NCS 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Qualitative Marketing Software, Inc. 
Raosoft, Inc. 
Right Information Systems, Inc. 
Sammamish Data Systems, Inc. 
SAS Institute Inc. (B) 
Senecio Software, Inc. 
SPSS, Inc. (B) 

StatPac, Inc. 
Strategic Mapping, Inc. 
William Steinberg Cnslts., Inc. 
SumQuest Survey Software 
Tactician Corporation 
Tetrad Computer Applications 
Touch Base Computing 

DISCRIMINANT ANALYSIS 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
CRC Data Systems (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Manugistics, Inc. 
NCSS 
PC-MDS 
P-STAT, Inc. (B) 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
Sawtooth Software , Inc. 
SciTech International, Inc. (B) 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac. Inc. 

DISCRIMINANT FUNCTION ANOVA 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
CRC Data Systems (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Manugistics, Inc. 
NCSS 
SAS Institute Inc. 
SciTech International , Inc. (B) 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 

EXPERIMENTAL DESIGN THEORY 

BMDP Statistical Software , Inc. 
Bosma & Associates International (B) 
Bretton-Clark 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Manugistics, Inc. 
NCSS 
Statistical Graphics Corporation 

FACTOR ANALYSIS/PRINCIPAL 
COMPONENTS 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
CRC Data Systems (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Manugistics, Inc. 
Multivariate Software, Inc. (B) 
NCSS 
PC-MDS 
P-STAT, Inc. (B) 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
SciTech International , Inc. (B) 

Quirk's Marketing Research Review 
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Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 

FIElD MANAGEMENT 

Americom Research , Inc. 

FOCUS GROUP MANAGEMENT 

Advanced Data Research , Inc. 
Bernett Research 
DATAnetics 
HBRS, Inc. (B) 

FORMS PROCESSING 

Auto Data Systems 

GENERATION/BAlANCED 

SAMPliNG DESIGN 

Bosma & Associates International (B) 
HBRS, Inc. (B) 
Manugistics, Inc. 
P-STAT, Inc. (B) 
Pulse Train Technology (M) 

GEOGRAPHIC INFORMATION 

SERVICES 

Caliper Corporation 

Claritas, Inc. (B) 
EnVision Knowledge Products (B) 
Geodemographics, Ltd. 
Geographic Data Technology 
HBRS, Inc. (B) 
Integrated Database Technologies 
Ketron Research 
Maplnfo Corp. 
Qualitative Marketing Software, Inc. 
Sammamish Data Systems, Inc. 
Strategic Mapping 
Tactician Corporation 
Tetrad Computer Applications 
Tydac Technologies (B) 

GRAPHIC DISPlAY 

Advanced Data Research, Inc. 
Bosma & Associates International (B) 
Buzz Saw Computing 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Manugistics, Inc. 
Productive Access, Inc. 
Raosoft, Inc. 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
Sawtooth Technologies 
Senecio Software, Inc. 
Spring Systems 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
SumQuest Survey Software 
Tactician Corporation 

HAND PRINT RECOGNITION 

ReadSoft, Inc. 

INDEXING 

Integrated Database Technologies 
Productive Access , Inc. 
SPSS, Inc. (B) 
Tactician Corporation 

INTERACTION/ClASSIFICATION 

ANALYSIS 

EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Raosoft , Inc. 
Right Information Systems, Inc. 
SciTech International , Inc. (B) 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
Statistical Innovations (B) 
StatPac, Inc. 
StatSoft, Inc. 
Touch Base Computing 

INTERACTIVE MUlTIMEDIA 

INTERVIEWING 

Americom Research, Inc. 

electronic fiche 
The ideal way to store/send your survey reports on a disk ••• 

For distributors ••• arq;y.t.namg•&!ftttli++tli''•'*@&i' MMNIMMWMFPF 
Bcport fa ges Lis ts Edit ~ewer .Qptions ReJ.ources Window Help 

• Prepare an 'electronic ' report in just minutes 

• Works with output from any analysis package s .w...,;,robloot Contmb · 1 j_elodSection I I 
• Send reports on disk, CD, or via the Internet 

• No more manual spreadsheet conversions 

• No more poor quality fax copies for urgent jobs 

• No wasted time or money printing and binding a u • a u u a u u u u n 
loble ' • - I -u - :~ t -~" $.$0- ·H ·J4 ·5• •,s.o -u . ,.. -a.-1 -»-- · t 4 -H -!4 • + 

·' t. -----------------------------------------------------------------------

---- - -- - -~---~-~0 For users ••• 
:''lo ,, ~') '" - ' t • "" •• ~' J,. "~ ~~. f.. ~'\ $'1o 

-
~---=----=~- - ~~~· • &<. $'1~ • u. t :l· • 7 \ , ~ u;.. ·~ •t·~ •u 1!1!1'1- &'"' " il'· 1: .. ":' !<. 1!:1" " 

• No more re-typing of numbers 
)• .... !,, . .. -· :2:'> .. . &\ u ... '" !.• ~.. t• 4\ • 

• No time wasted searching for pages 

• Store all your reports in a central archive 

• Powerful library search by topic/keyword 

• Converts straight to SpreadSheet, Word Processor or Graphics 

electronic fiche - "Tables on your Desktop. Not on your desk." 

For more information 
and a free demo 

disk contact: 

North America: 
Surveycraft Systems Limited 
3760 Broadview Drive • Cincinnati, 
OH 45208-1921 • USA 
Tel: +1 -51 3-871 2580 
Fax: + 1-51 3-871 4269 

Europe: 
IS PC 
26 Hoop Lane, London, NW11 8BU 
United Kingdom 
Tel: +44 (0)181 -455 4665 
Fax: +44 (0)181 -458 9554 

Pacific Rim: 
DataChart 
P.O. Box 514, Avalon Beach 
NSW 2107 • Australia 
Tel : +61 -2-9180885 
Fax: +61 -2-9732061 

· h i 

Email: 76550.1174@compuserve.com Email: sales@ispc002.demon.co.uk Email: 1 00232.1402@compuserve.com 
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Codes 
B =Software available for use on 

PCs & mainframes 
M = Software available for use on 

mainframes only 
No code after listing indicates software 
for use with PC 

INTERACTIVE TABULATION 

Apian Software 
Computers for Marketing Corporation 
DATAnetics 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Manugistics, Inc. 
Market Probe International 
Marketing Master 
Productive Access, Inc. 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Quantime Corporation (B) 
Raosoft, Inc. 
Right Information Systems, Inc. 
Spring Systems 
Statistical Innovations (B) 
StatPac, Inc. 
StatSoft, Inc. 
SumQuest Survey Software 
Surveycraft Systems Ltd. 
Touch Base Computing 
The Uncle Group, Inc. 

INTERNET INTERVIEWING 

Americom Research, Inc. 

KEY TO DISK 

DATAnetics 
Market Probe International 
Microtab, lncorportated 
Pulse Train Technology (B) 
Raosoft, Inc. 
StatPac, Inc. 
SumQuest Survey Software 
Surveycraft Systems Ltd. 
Touch Base Computing 
The Uncle Group, Inc. 

LOGIT/LINEAR ANALYSIS 

Apian Software 
Concurrent Technologies Corp. 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
NCSS 
Right Information Systems, Inc. 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 

MARKET MATCHING 

Claritas, Inc. (B) 
Map Info Corp. 
Management Science Associates 
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MARKET SEGMENTATION 

Apian Software 
Bosma & Associates International (B) 
Bretton-Clark 
Claritas, Inc. (B) 
Comstat Research Corporation (B) 
EnVision Knowledge Products (B) 
Geodemographics, Ltd. 
Geographic Data Tech. 
HBRS, Inc. (B) 
Integrated Database Technologies 
Management Science Ascts. 
Maplnfo, Inc. 
PC-MDS 
Right Information Systems, Inc. 
Sawtooth Software , Inc. 
Sawtooth Technologies 
Spring Systems 
SPSS, Inc. (B) 
Statistical Innovations (M) 
SumQuest Survey Software 
Tactician Corporation 
Tetrad Computer Applications 
Touch Base Computing 

MEDIA ANALYSIS 

Bruce Bell & Associates, Inc. 
Geographic Data Tech . 
HBRS, Inc. (B) 
Maplnfo, Inc. 
Pulse Train Technology 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
SPSS, Inc. 
Strategic Mapping 
StatPac, Inc. 
Tactician Corporation 

MULTIDIMENSIONAL SCALING 

Apian Software 
BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
Bretton-Clark 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
NCSS 
PC-MDS 
SAS Institute Inc. (B) 
SciTech International, Inc. (B) 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatSoft, Inc. 
T/C/A (M) 

MUL TINOMINALLOGIT ANALYSIS 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Intelligent Marketing Systems, Inc. 
SAS Institute Inc. (B) 
SPSS, Inc. (B) 

MULTI-PAIRED COMPARISON 

BMDP Statistical Software, Inc. (B) 

Buzz Saw Computing 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
NCSS 
Pulse Analytics 
SAS Institute Inc. (B) 
Sawtooth Technologies 
SPSS, Inc . (B) 
Statistical Graph ics Corporation 
StatPac, Inc. 
Sulcer Research Associates 

MULTIVARIATE METHODS 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
CRC Data Systems (B) 
DATAN, Inc. 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Market Probe International 
Manugistics, Inc. 
Multivariate Software, Inc. (B) 
NCSS 
PC-MDS 
Pulse Analytics 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
SciTech International , Inc. (B) 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 

NAME GENERATION 

Integrated Database Technologies 
The Namestormers 

NON-PARAMETRIC STATISTICS 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Lincoln Systems Corporation 
Manugistics, Inc. 
Multivariate Software, Inc. (B) 
NCSS 
P-STAT, Inc. (B) 
Raosoft, Inc. 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
SciTech International , Inc. (B) 
Senico Software, Inc. 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
T/C/A (B) 

OCR/ICR 

AutoData Systems 

ON-LINE DATA TABULATION 

Advanced Data Research , Inc. 
Bosma & Associates International (B) 
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1996 DIRECTORY OF MARKETING RESEARCH SOFTWARE 
Computers for Marketing Corporation EnVision Knowledge Products (B) Creative Research Systems 
CRC Data Systems (B) HBRS, Inc. (B) DATAN, Inc. 
DATAnetics PC-MDS EnVision Knowledge Products (B) 
EnVision Knowledge Products (B) Right Information Systems, Inc. HBRS, Inc. (B) 
Marketing Master Sawtooth Software, Inc. Integrated Database Technologies 
NCS Spring Systems Market Probe International 
P-STAT, Inc. (B) SPSS, Inc. (B) Microtab, lncorportated 
Pulse Train Technology (B) NCS 
Quantime Corporation (B) PROGRAMMING LANGUAGE Productive Access, Inc. 
Raosoft, Inc. P-STAT, Inc. (B) 
RONIN Corporation Advanced Data Research , Inc. Pulse Train Technology (B) 
StatPac, Inc. EnVision Knowledge Products (B) Quantime (M) 
SumOuest Survey Software HBRS, Inc. (B) Raosoft, Inc. 

Pulse Train Technology (B) Sawtooth Software, Inc. 

ON-LINE TELEPHONE P-STAT, Inc. (B) Sawtooth Technologies 

Raosoft, Inc. SPSS, Inc. (B) 
INTERVIEWING Right Information Systems, Inc. StatPac, Inc. 

SAS Institute Inc. (B) SumOuest Survey Software 
Advanced Data Research, Inc. SPSS, Inc. (B) Tactician Corporation 
CRC Data Systems (B) StatPac, Inc. T/C/A (B) 
Creative Research Systems 
DATAnetics 

QUADRANT ANALYSIS REGRESSION/CORRELATION HBRS, Inc. (B) 
Marketing Master 

Apian Software ANALYSIS 
P-STAT, Inc. (B) 

Bosma & Associates International (B) Pulse Train Technology (B) BMDP Statistical Software, Inc. (B) 
Raosoft, Inc. Columbia Information Systems Bosma & Associates International (B) 
RONIN Corporation EnVision Knowledge Products (B) Buzz Saw Computing 
Quantime Corporation HBRS, Inc. (B) CRC Data Systems (B) 
Sawtooth Software, Inc. Pulse Analytics Creative Research Systems 
Sawtooth Technologies Spring Systems DATAN, Inc. 
Senecio Software, Inc. T/C/A (B) EnVision Knowledge Products (B) 
Service Measurement Group, Inc. HBRS, Inc. (B) 
StatPac, Inc. QUALITATIVE TRANSCRIPT Lincoln Systems Corporation 
SumQuest Survey Software 

ANALYSIS 
Manugistics, Inc. 

Surveycraft Systems Ltd. NCS 
3D Software Services 

Bernett Research 
NCSS 
PC-MDS 

PATTERN ANALYSIS QUESTIONNAIRE ANALYSIS 
P-STAT, Inc. (B) 
Raosoft, Inc. 
Right Information Systems, Inc. NCSS 

HBRS, Inc. Raosoft, Inc. SAS Institute Inc. (B) 
Right Information Systems, Inc. Senecio Software, Inc. 
SAS Institute Inc. (B) QUESTIONNAIRE DESIGN/ Smart Software, Inc. 
SciTech International , Inc. (B) 

LANGUAGE 
Spring Systems 

SPSS, Inc. (B) SPSS, Inc. (B) 

Advanced Data Research, Inc. 
Statistical Graphics Corporation 

PERCEPTUAL MAPPING 
StatPac, Inc. 

Apian Software StatSoft, Inc. 

Bosma & Associates International (B) 
Bosma & Associates International (B) Tactician Corporation 
Computers for Marketing Corporation Touch Base Computing Bretton-Clark CRC Data Systems (B) 

Caliper Corporation DATAN, Inc. 
SALES ANALYSIS Datalogics HBRS, Inc. (B) 

EnVision Knowledge Products (B) Marketing Master 
Caliper Corporation HBRS, Inc. (B) Mercator Corporation 

Market Probe International Pulse Train Technology (B) EnVision Knowledge Products (B) 
NCSS Quantime Corporation 

Geodemographics, Ltd. 
Right Information Systems, Inc. Raosoft, Inc. Geographic Data Tech. 
SAS Institute Inc. (B) RONIN Corporation 

HBRS, Inc. (B) 
Sawtooth Software, Inc. Sawtooth Software, Inc. Information Management Assoc., Inc. (B) 
SciTech International , Inc. (B) Sawtooth Technologies Integrated Database Technologies 
Spring Systems Senecio Software, Inc. Ketron Research 
SPSS, Inc. (B) StatPac, Inc. Management Science Associates 
StatPac, Inc. Touch Base Computing Maplnfo. Corp. 

Pulse Train Technology (B) 

PRICE ELASTICITY RANKING 
Raosoft, Inc. 
Right Information Systems, Inc. 

MEASUREMENT Advanced Data Research, Inc. 
Sales Technologies 
Sammamish Data Systems, Inc. 

Advanced Data Research , Inc. Business Research & Surveys SAS Institute Inc. (B) 
Bosma & Associates International (B) Columbia Information Systems Smart Software, Inc. 
Bretton-Clark Computers for Marketing Corporation SPSS, Inc. (B) 

CRC Data Systems (B) Statistical Graphics Corporation 
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1996 DIRECTORY OF MARKETING RESEARCH SOFTWARE 

Codes 
B = Software available for use on 

PCs & mainframes 
M = Software available for use on 

mainframes only 
No code after listing indicates software 
for use with PC 

StatPac, Inc. 
StatSoft, Inc. 
Tactician Corporation 
Touch Base Computing 

SALES DATABASE 

DATAnetics 
EnVision Knowledge Products (B) 
Geodemographics, Ltd. 
HBRS, Inc. (B) 
Information Management Assoc., Inc. (B) 
Integrated Database Technologies 
Management Science Ascts . 
Raosoft, Inc. 
Smart Software, Inc. 
Solution Desk Support Software 
StatSoft, Inc. 

SALES EFFECTIVENESS 
MEASUREMENT 

Bosma & Associates International (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Information Management Assoc., Inc. (B) 
Integrated Database Technologies 
Raosoft, Inc. 
Right Information Systems, Inc. 
Tactician Corporation 

SALES FORECASTING 

Applied Decision Analysis , Inc. 
BMDP Statistical Software, Inc. 
Delphus, Inc. 
EnVision Knowledge Products (B) 
Geographic Data Tech . 
HBRS, Inc. (B) 
Information Management Assoc., Inc. (B) 
Integrated Database Technologies 
Ketron Research 
Lincoln Systems Corporation 
Manugistics, Inc. 
NCSS 
Productive Access, Inc. 
P-STAT, Inc. (B) 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
Smart Software, Inc. 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
Tactician Corporation 

SAMPLE SIZE DETERMINATION 

BMDP Statistical Software, Inc. 
Bosma & Associates International (B) 
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Creative Research Systems 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Manugistics, Inc. 
Maritz Marketing Research, Inc. 
NCS 
Pulse Analytics 
Raosoft, Inc. 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 

SAMPLE WEIGHTING 

Advanced Data Research, Inc. 
Apian Software 
Bosma & Associates International (B) 
Buzz Saw Computing 
Columbia Information Systems 
Computers for Marketing Corporation 
CRC Data Systems (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Marketing Master 
Microtab , lncorportated 
NCS 
Pulse Analytics 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Quantime Corporation (M) 
Raosoft, Inc. 
SciTech International, Inc. (B) 
SPSS, Inc. (B) 
StatPac, Inc. 
Tactician Corporation 
TIC/A 
Touch Base Computing 
Jan Werner Data Processing 

SAMPLING SYSTEMS 

Advanced Data Research, Inc. 
Bosma & Associates International (B) 
GENESYS Sampling Systems (B) 
HBRS, Inc. (B) 
NCS 
P-STAT, Inc. (B) 
Survey Sampling, Inc. 

SCANNING SYSTEMS 

Advanced Data Research, Inc. 
Bosma & Associates International (B) 
Market Probe International 
NCS 
Principia Products, Inc. 
Pulse Train Technology (B) 

SIMULATION/MODELING 

EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Management Science Ascts . 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
Sawtooth Software, Inc. 
Spring Systems 
Statistical Graphics Corporation 

SITE EVALUATION 

Caliper Corporation 
Claritas, Inc. (B) 
Geographic Data Tech . 
HBRS, Inc. (B) 
Integrated Database Technologies 
Right Information Systems, Inc. 
Sammamish Data Systems, Inc. 
Strategic Mapping 
Tactician Corporation 
Tetrad Computer Applications 

SLATE COMPUTER SURVEY 
GENERATION 

William Steinberg Cnslts., Inc. 

SURVEY ANALYSIS 

Apian Software 
Bruce Bell & Associates, Inc. 
Bosma & Associates International (B) 
Creative Research Systems 
DATAnetics 
EnVision Knowledge Products 
HBRS, Inc. (B) 
Integrated Database Technolog ies 
Marketing Masters 
Mercator Corporation 
NCS 
NCSS 
Princip ia Products, Inc. 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Raosoft, Inc. 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
SciTech International , Inc. (B) 
SPSS, Inc. (B) 
StatPac, Inc. 
William Steinberg Cnslts., Inc. 
Stolzberg Research, Inc. 
SumOuest Survey Software 
Surveycraft Systems Ltd. 

TTEST 

Analytical Computer Service, Inc. 
Bruce Bell & Associates, Inc. 
BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
Business Research & Surveys 
Buzz Saw Computing 
Columbia Information Systems 
Computers for Marketing Corporation 
CRC Data Systems (B) 
Creative Research Systems 
DATAN, Inc. 
DataStar, Inc. 
Detail Techolog ies, Inc. 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Lincoln Systems Corporation 
Manugistics, Inc. 
Maritz Marketing Research, Inc. 
Marketing Master 
Microtab, lncorportated 
Multivariate Software, Inc. (B) 
NCSS 
Productive Access, Inc. 
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1996 DIRECTORY OF MARKETING RESEARCH SOFTWARE 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Quantime Corporation (B) 
Raosoft , Inc. 
SAS Institute Inc. 
Senecio Software, Inc. 
Spring Systems 
SPSS, Inc. (B) 
Statistical Graphics Corporation 
StatPac, Inc. 
StatSoft, Inc. 
Sulcer Research Associates 
Surveycraft Systems Ltd. 
T/C/A (B) 

TABLE EDITING 

Business Research & Surveys 
Computers for Marketing Corporation 
CRC Data Systems (B) 
Creative Research Systems 
Data Probe, lnc./Datatab, Inc. 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Market Probe International 
Microtab, lncorportated 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Quantime Corporation (B) 
Raosoft , Inc. 
The Sachs Group 
Spring Systems 
SPSS, Inc. (B) 
StatPac, Inc. 
Sulcer Research Associates 
Surveycraft Systems Ltd. 
TIC/A 
Vision Base 

TABULATION SYSTEM 

Advanced Data Research, Inc. 
Analytical Computer Service , Inc. 
Apian Software 
Bruce Bell & Associates, Inc. 
Bosma & Associates International (B) 
Business Research & Surveys 
Columbia Information Systems 
CRC Data Systems (B) 
Creative Research Systems 
DATAN, Inc. 
DATAnetics 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Market Probe International 
Marketing Master 
Microtab , lncorportated 
NCSS 
Principia Products, Inc. 
Productive Access , Inc. 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
QQQ Software, Inc. 
Quantime Corporation (B) 
Raosoft, Inc. 
Senecio Software, Inc. 
SPSS, Inc. (B) 
StatPac, Inc. 
StatSoft, Inc. 
Stolzberg Research , Inc. 
Suburban Associates 
SumQuest Survey Software 

February 1996 

Surveycraft Systems Ltd. 
T/C/A (B) 
Touch Base Computing 
The Uncle Group, Inc. 
Jan Werner Data Processing 

TELEPHONE INTERVIEWING/ 

SAMPLING 

Computers for Marketing Corporation 
Comstat Research Corporation (B) 
Creative Research Systems 
Digisoft Computers, Inc. 
HBRS, Inc. (B) 
1/H/R Research Group 
Mercator Corporation 
Pulse Train Technology (B) 
Quantime Corporation (B) 
Raosoft, Inc. 
Sawtooth Technologies 
Senecio Software, Inc. 
StatPac, Inc. 
Surveycraft Systems Ltd. 
3D Software Services 

TEXT ANALYSIS 

Apian Software 
HBRS, Inc. (B) 
Bosma & Associates International (B) 
Comstat Research Corporation (B) 
HBRS, Inc. (B) 
P-STAT, Inc. (B) 
Raosoft , Inc. 
SciTech International, Inc. (B) 
StatPac, Inc. 

THURSTONE SCALING 

Bosma & Associates International (B) 
EnVision Knowledge Products 
HBRS, Inc. 
NCSS 

TIME-SERIES ANALYSIS 

BMDP Statistical Software, Inc. (B) 
Bosma & Associates International (B) 
EnVision Knowledge Products (B) 
HBRS, Inc. (B) 
Integrated Database Technologies 
Lincoln Systems Corporation 
Manugistics, Inc. 
NCS 
NCSS 
P-STAT, Inc. (B) 
Pulse Train Technology (B) 
Right Information Systems, Inc. 
SAS Institute Inc. (B) 
Smart Software, Inc. 
Spring Systems 
Statistical Graphics Corporation 
StatSoft, Inc. 

TRANSLATION 

Advanced Data Research, Inc. 
HBRS, Inc. (B) 
Raosoft , Inc. 

UPC SCANNERS 

DATAN, Inc. 

VERBATIM CODING 

Advanced Data Research, Inc. 
Apian Software 
Bosma & Associates International (B) 
Business Research & Surveys 
Computers for Marketing Corporation 
Comstat Research Corporation 
CRC Data Systems (B) 
Creative Research Systems 
DATAN, Inc. 
DATAnetics 
HBRS, Inc. (B) 
Market Probe International (B) 
Marketing Master 
Marketing Metrics, Inc. 
NCS 
Raosoft, Inc. 
ReadSoft, Inc. 
Sawtooth Software, Inc. 
Sawtooth Technologies 
Service Measurement Group, Inc. 
StatPac, Inc. 
Surveycraft Systems Ltd. 

VOLUMETRIC ANALYSIS 

Management Science Ascts. 
Pulse Train Technology (B) 
Quantime Corporation (B) 
Statistical Innovations 
T/C/A (B) 
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Review 

Editorial Calendar 
~~ 

January Ethnic Research*~ystery Shopping* 
• Directory of ethnic research providers. Directory of mystery shopping. 
• Editorial emphasis on ethnic research and on mystery shopping. 

February Data Processing/Software* 
• Annual directory of firms providing data processing services and 

software products for the marketing research industry. 
• Research case histories and technique discussions. 

March Advertising Research 
• Articles and case histories about advertising research. 
• Spring Researcher Card Deck (mailed separately). 

April Business-to-Business Research 
• Articles and case histories about business-to-business research. 

May Telephone Interviewing* 
• Annual directory of telephone interviewing facilities. 
• Research case histories and technique discussions. 

June/July Syndicated & Omnibus Studies*/Health Care Research 
• Annual directory of firms that conduct syndicated and/ or omnibus 

research. 
• Articles on health care research. 

AugJSept. Researcher Sourcebook* 
• Annual nationwide directory listing over 3000 providers of research 

products and services. No editorial content. 

October Customer Satisfaction* 
• Annual directory of firms specializing in customer satisfaction and 

service quality research. 
• Articles and case histories about customer satisfaction research. 

November Mall Research* I Packaging Research 
• Annual directory of permanent mall research facilities. 
• Articles and case histories about packaging research. 
• Fall Researcher Card Deck (mailed separately). 

December Qualitative Research/ Focus Groups* 
• Annual directory of focus group facilities. 
• Articles and case histories on focus group research. 

*includes directory 



Listin Additions 
Please add the following firm to the 1996 Directory of Focus Group 
Facilities: 

Market Trends Pacific, Inc. 
1136 Union Mall, Ste. 310 
Honolulu, HI 96813 
Ph. 808-532-0733 
Fax 808-532-07 44 
Wanda L. Kakugawa, President 

Corrections 
Please note the following corrections to the December 1995 issue of 
QMRR (corrected text shown in bold): 

The display ad for Focus First America on p. 78 contains an incorrect 
fax number. The number should read 203-968-0421 . 

The display ad for O'Hare in Focus on p. 97 contains incorrect area 
codes for the phone and fax numbers. The numbers should read 
(phone) 847-299-6636, (fax) 847-824-3259. 

Please note the change to the following listing from the 1996 The display ad for The Gilmore Research Group on p. 128 should 
Directory of Focus Group Facilities: have contained the FocusVision Network logo. 

On p. 95, the area code for the phone and fax numbers in the listing 
for O'Hare in Focus should be 847. 

Please add the following firms to the 1996 Directory of Mystery 
Shopping Firms: 

Cross Financial Group 
2418 Ammon Ave., Ste. 100 
Lincoln, NE 68507 
Ph. 800-566-3491 
Fax 402-441-3136 
E-mail: crossfin@aol.com 
Steve Bars, Senior V.P. 
Nat'l. - Full Service 
svc 

Innovative Marketing Inc. 
40 Eglinton Ave. E. , Ste. 203 
Toronto, ON M4P 3A2 
Ph. 416-440-031 0 
Fax 416-440-1768 
Email: CompuServe 75060,1350 
Sharon Dolphay, Field Services Mgr. 
Nat'l. - Full Service 
RT, RIFF, 811 , SVC 

Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph. 770-955-5400 
Fax 770-955-5040 
Email: Focus@onramp.net 
Mark Michelson, President 
Nat'l. - Full Service 
RT, RIFF, SVC 
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Sales Offices 
Headquarters: Evan Tweed, Quirk's Marketing 
Research Review, 8030 Cedar Ave. So. , Ste. 229, 
Bloomington, Minn. , 55425. Phone 612-854-5101. 
Fax 612-854-8191. 

West Coast: Lane Weiss, Lane Weiss & Associates, 
10 Black Log Rd., Kentfield, Calif. , 94904. Phone 
415-461-1404. Fax 415-461-9555. 

Classified Ads 
-c:::::>c:::::>c:::::>c:::::>c:::::>c:::::>c:::::>c:::::>c:::::>c:::::>c:::>c:::::>c:::::>c:::::>c:::::>c:::::>c:::::>c:::::>c:::::> 

Data Entry 1 & D Data Services Tallying 
-c:::::>c:::::> c:::::>c:::::> 

Scanning (214) 596-6474 Printing 

- c:::>c:::> Specializing in Optical Mark Reading Technology c:::>c:::> 

Mail Out OMR forms printed in 10 days or less Mail Back 
-c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::> 

TelePrompt™ 
Interactive Telephone Center Software 

for Surveys, Sales. Support 

David Cushman Griffis (415) 574-0178 

a 3D Software Services 
1015 E Hillsdale Blvd. Ste. 206, Foster City CA 94404 
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Trade Talk 
continued from p. 90 

One reason for the shortage of workers with two to 
seven years under their belt is that on-the-job training has 
been harder to come by in the past few years, Lee says. 
Companies have cut back training programs because 
they've been stung by employees who have worked their 
way up the ladder and then quit just at the time the 
company expected to reap the benefits of training and 
educating them. "The payback isn't always there for the 
companies that train, so the companies got smart and 
stopped training. It costs too much to keep people but it 
also costs an awful lot to train them. 

"When I started out in marketing research, you got out 
of school with an MBA or B.A. and there actually was a 
path that you could follow. You started out in marketing 
research and after a year or two you went to product 
management. You rotated between groups in a company, 
working on two or three products before you ended up in 
a p_lace that you stayed for a while. You learned how to 
introduce a new product, how to do a promotion, how to 
get legal approval, what claims you could and couldn't 
make in advertising. Companies just aren't doing that 
these days. I don't know if they're expecting the schools 
to teach it- to some extent they do but you never learn 
it as well as when you learn it in the school of hard 
knocks." 

If people aren't getting training at work, it's their 
responsibility to seek it out, Lee says. There are many 
avenues available, whether it's college programs, con­
ferences offered by professional associations or courses 
from firms like Burke, Inc. or The Burke Institute. 

On the other hand, it's possible to have too much 
experience. Lee says there is an excess of people with 10 
to 20 years of experience and companies don't want to 
hire them because they think they'reover-qualified. "Com­
panies don't seem to understand that for a week or two or 
a month those people don't mind doing a junior-level job. 
Just because someone is willing to do telephone inter­
viewing doesn't mean they're not good. A lot of times 
if you get in there and do it you have a better under­
standing than if you hire someone else to do it and then 
analyze the results. It's like my old theory that if 
you're in research you make a much better researcher 
if you've been an interviewer. You understand what it 
takes to do the job." 

Burned by outsourcing 
The nationwide move to outsourcing hasn't resulted in 

a frenzied hiring of short-term workers in the marketing 
research field. A lot of companies have tried outsourcing, 
Lee says, and many have stopped. "The idea of outsourcing 
was great, but I don't think the human resources depart­
ments or whoever is in charge of training really taught 
managers within companies how to work with freelancers. 
It's like making an employee a manager without training 
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them. That was a problem and some people feel like 
they've gotten burned. 

What makes a good freelancer? "You can't be type of 
person who has to burrow into the company, who has to 
belong and get into everybody's business. If they can't 
get out of that mindset we can't use them. They have to be 
flexible, keep their nose clean," Lee says. 

The most critical attribute is experti e. "When we ask 
for a resume we ask for as much detail and as much variety 
as possible. Clients are looking for those hooks. You 
either have to know an industry or you have to specialize 
- in research, strategic planning, media planning, pro­
duction or communication strategy, whatever. If you say, 
'I can go in there and roll up my sleeves and get anything 
done,' I don't have a place for you. There are too many of 
those people out there. They don't want a generalist. 
Generalists don't make it. 

"The employees need to understand that when you get 
to a certain age, 40-plus, you have to be willing to create 
your own little pyramid. The baby boom generation has 
come of age and there always were too many of us. The 
corporate structure is triangular and the higher you get on 
that triangle the fewer positions there are for you, so you 
have to create your own little triangle. If you're looking 
for a place where you can belong and with stability, that 
just doesn't happen these days." 

It also helps to have specialization within research, 
more than just quantitative vs. qualitative. "Clients are 
not averse to paying an expert but they expect you to be 
an expert. They don't expect you to learn at their expense. 
Our clients want a hero, they want you to get in there and 
rescue them and if you haven't got a skill that can rescue 
them, they don't want you. They don't need you to 
duplicate what they do." 

Be realistic 
Finally, Lee says, researchers should be realistic about 

their abilities. "I talk to people who have a couple years 
of research background and want to get into marketing. 
They say, 'Who's going to give me a break?' Probably 
nobody. Not these days. Twenty years ago, maybe, but 
not now. The only way you're going to get that experience 
is to go to a really small company where they let you do 
anything you want. But most of them don't want that. 
They want the glamour along with it. But you have to 
realize that things have changed." 

Lee says she sees fewer prospective employees who are 
willing to do what is perceived as the grunt work of 
research. "Nobody wants to code. Nobody wants to tab 
anymore. Everybody wants to be a product manager. 
Some people just don't have the skills to do that. They're 
better at the detailed kinds of things but it's not glamorous 
to do that. There's a class distinction that if you can 
manage a project that you're better than a person who can 
write tab specs or code - which is just as important. 
There's nothing wrong with the coders and the copy 
writers and the production people. There's a need for that 
kind of specialization." 0 
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By Joseph Rydholm/QMRR editor 

Job hunter market thyself 

Looking for a job in the research industry? Susan Lee 
has some good ideas for you. As president of The 
Marketing Link, a Chicago placement firm, dispens­

ing employment advice is what she does for a living. 
Though the firm - which she runs with Managing 

Director Suzanne Walchli- specializes in placing mar­
keting and marketing research professionals on a short­
term basis, I think her insights on job hunting also apply 
to those going after something more long-term, whether 
it's a full-time research position or starting a consulting 
business. 

The firm places workers in all manner of research­
related assignments, filling in for employees on extended 
leave or when a company needs extra help to finish a 
proje~t. It's rare for someone to get a permanent position; 
the jobs last an average of four weeks to two months but 
can range anywhere from a day to a year. 

Most of the employers The Marketing Link serves are 
in the Chicago area. While 65 to 70 percent of the 
assignments are research related, the company also places 
people in general marketing work. 

Lee's best piece of advice? Know how to market 
yourself. "The thing that gets me about marketing people 
is that they talk about doing a marketing plan when 
they're on the job but they never do it for themselves. I 
tell them to practice what they preach," says Lee, who has 
worked on the client and provider sides of research, 
including a stint as director of marketing research at 
Citicorp Diners Club, before founding The Marketing 
Link in 1990. 

"Go back and take a look at the four Ps of marketing 
that you were taught in school and apply them to yourself. 
I understand it's hard to be objective when you're talking 
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about yourself but you have to step back and analyze what 
your skill sets are, why anyone would want to hire you , 
who your competition is. It's not that different from what 
you do as a marketing person. You have to put together a 
one-year, five-year and 1 0-year plan, just like you go 
around preaching to companies to do. And then measure 
and see what happened." 

Misconceptions 
Lee says she often encounters misconceptions about 

the job market from both prospective employees and the 
companies that are looking to hire them. "Companies 
seem to think that it's a buyer's market, that they can 
demand anything they want to because in theory there are 
so many people unemployed," she says. 

At the same time, some employees think they can walk 
into a swell job just because they have an MBA. "Com­
panies are not paying $60,000 to $80,000 a year for an 
MBA with no experience," Lee says. "That went away in 
the '80s but people don't seem to understand that. Com­
panies did that for a while and then they realized that they 
weren't getting anything out of it. The return-on-invest­
ment just wasn't there." 

On-the-job training 
Currently, people with two to seven years' experience 

are in high demand, Lee says. Trouble is, those folks are 
in short supply. "The people with that level of experience 
tend to realize that there's a mismatch in the supply and 
demand and they tend to be unreasonable in what they 
demand in terms of compensation." 

continued on p. 89 
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INTEGRITY 
Is Part Of What We're Instituting. 

We cordially invite you to experience our commitment to Integrity, while learning marketing research methods 

and applications from the most experienced marketing research training organization in the world! 

Participate in a Burke Institute 
sem inar and you can be certain that you 
will not get any phone calls from an 
account executive soliciting your 
research business. Nor will the seminar 

participant li st end up in a prospect file. 
Becau e educating you on the best 

research practices utilized by marketing 
researchers worldwide is our miss ion. Our only 

mission. Preserving a rel ationship of trust between us and our 
seminar participants is our ethical obligation. And we will not 
violate that trust and the integrity of the learning process under 
any circumstances. Guaranteed unconditionally. 

But integrity is not the only benefit you get when you attend our 
seminars. Here are a few more: 

OBJECTIVITY. You receive a fu ll and impartial perspective on the best research 
methods used by state-of-the-art practitioners and research suppliers worldwide. Not 
just the proprietary techniques and viewpoin ts of a particular supplier. 

EXPERTISE. You learn from the experts who "wrote the book" on marketing 
research training and have educated more practitioners than anyone else in the world. 

BREADTH. You get to select from a wide range of programs designed to meet 
your continuing educational needs. Our programmed sequence of seminars elimi­
nates the duplication and conflicting content which often results from attending dis­
jointed seminars from different sources. 

RECOGNITION. You get tangible professional recognition for attendance 
through our highly respected certificates of achievement. 

REALISM. Our seminars combine academic rigor with real-life expertise gained 
from having done tens of thousands of research studies. The content is usable 
immediately in day-to-day work. 

These are just some of the many reasons for the superlative 
evaluations we receive from our participants: 
Fantastic- the best seminar on any subject I've been to. Right on target- will be a help 
immediately. Speaker superb. A born teacher. 

Marketing Research Analyst, Ford Motor Co. 

Excellent! Best professional seminar I've been to. Content was practically oriented. 
Speaker excel lent' Presented information in an extremely "user friendly" manner. 
Energy le·,rel was phenomenal. 

Manager, Marketing Research, Bausch & Lomb 

This seminar has been more useful than any other coursework I've completed. This was 
worth more than the$ my company spent to send me. Very comprehensive - everything 
I needed. 

Assistant Manager, Marketing Research, Riverside Methodist Hospital 

BThek ur e 
Institute 

Cincinnati Corporate Headquarters 
50 E. RiverCenter Boulevard 
Covington, Kentucky 41011 

o /996, The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through December 1996 

101. Practical Marketing Research 
San Francisco . . . . .. .. Jan. 8- 10 
Chicago. . . . . .... Jan. 29-31 
Cincinnati .. . .. Feb. 19-21 
Baltimore . . . . .. Mar. 18-20 
New York . . . . . .. Apr. 22-24 
New Orleans . . . May 13- 15 
Boston .. .... June 3-5 
Cincinnati . . . June 24-26 
Chicago... . . July 15- 17 
Cincinnati . . .. Aug. 5-7 
New York .. Sept. 9- 11 
Chicago. . . . Oct. 7-9 
San Diego . . . Oct. 28-30 
Atlanta . . Dec. 2-4 

102. Introduction to Marketing Research 
Cincinnati . . ... ..... May 7-8 

103. Marketing Research for Decision Makel'!i 
Baltimore . . ..... June 25-26 

104. Questionnaire Construction Workshop 
San Antonio . . . .. Jan. 15- 17 
Cincinnati . . . Feb. 26-28 
New York . . . .. Apr. 15- 17 
Chicago. . .. June 10- 12 
Cincinnati . . .. Aug. 12- 14 
Boston ................ Sept. 23-25 
Toronto .. ... ... .... .. .. Nov. 12- 14 
San Francisco . . .. Dec. 16- 18 

105. Questionnaire Design 
San Antonio . .. .. Jan. 18- 19 
Cincinnati . . Feb.29-Mar.l 
New York .. . .. April 18-19 
Chicago. . .. .. June 13- 14 
Cincinnati ..... . . .. Aug. 15- 16 
Boston . . . . . . . . . . . . . . Sept. 26-27 
San Francisco . . . . . • . . . Dec. 19-20 

201. Focus Groups 
Chicago. . . Feb. 1-2 
Boston . . . . Oct. 1-2 

202. Focus Group Moderator Training 
Cincinnati . . . ... Jan.30-Feb.2 
Cincinnati . . . .. Mar. 12- 15 
Cincinnati . . . Apr. 9- 12 
Cincinnati .. . ... May 21 -24 
Cincinnati . . .. July 9- 12 
Cincinnati . . . Aug. 20-23 
Cincinnati . . ... Sept. 17-20 
Cincinnati . . ... Oct. 15- 18 
Cincinnati . . . ...... Nov. 19-22 

203. Focus Group Applications 
Cincinnati . Apr. 15- 17 
Cincinnati . . ..... Oct. 21 -23 

204. Quali tative Research Reports 
Cincinnati ........... . .. Apr. 18- 19 
Cincinnati .. .. . . . . ...... Oct. 24-25 

301. Commun icating Marketing Research 
New York . . .... .. .. .. .. Jan. 22-24 
Cincinnati . ............ Mar. 11 - 13 
Toronto . . . . . .. Apr.29-May I 
Detroit . . . . . . . . June 17- 19 

ew York . . . . . . . . . July 22-24 
Cincinnati . . . . . .. Aug. 26-28 
Chicago. . . . . . . .. .. Oct. 2-4 
Cincinnati . . . . Nov. 4-6 

40 I. Managing Marketing Research 
Cincinnati .. . Mar. 14- 15 
Boston . . . .... June 6-7 
Cincinnati . . Aug. 29-30 
San Diego . . . .. .... Oct. 31 -Nov. I 

501 . Applications of Ma rketing Research 
Cincinnati .... Feb. 22-23 
New York . . . .. Apr. 25-26 
Cincinnati . . . .. June 27-28 
Cincinnati . . .... Aug. 8-9 
Chicago. . . .. .... Oct. 10- 11 
Atlanta . .. .. .. ... .. .... Dec. 5-6 

502. Product Research 
Cincinnati . 
New York .. . 
Chicago ... . 
Cincinnati .. . 

. ... .Jan. 11 - 12 
. . Apr. 11 - 12 

. ...... July 18- 19 
. Oct. 15- 16 

504. Advertis ing Research 
Baltimore . .. Feb. 15- 16 
Cincinnati . . .... May 23-24 
New York. . Aug. 1-2 
Cincinnati . . .. Oct. 24-25 

505. Market Segmentation Research 
Baltimore ... Feb. 13· 14 
Cincinnati . . ... May 21 -22 
New York . . . . . ... July 30-31 
Cincinnati . . . Oct. 22-23 

506. Customer Satisfaction Research 
San Francosco .. .... . .. .. Jan . 11 - 12 
Cincinnati . . .... . May 9- 10 
New York . ..... Sept. 5-6 
Cincinnati . . . . . .... Nov. 25-26 

509. Using Geodemographlcs for Marketing 
Decision Making 
New Orleans . . . June 6-7 

60 I. Translating Data into Actionable 
Information: An lntroduction 
New York . . . Jan . 25-26 
Baltimore . Mar. 21 -22 
Toronto . . .. May 2-3 
New York . . . .. July 25-26 
Chicago. .. . .. Sept. 12- 13 
Cincinnati . . Nov. 7-8 

602. Tools and Techniques or Data Analysis 
New York ... . . . . Jan.30-Feb.2 
Cincinnati . . . . . . Mar. 5-8 
Toronto. . . May 7- 10 
Detroit .... June 25-28 
Cincinnati . . .. Aug. 20-23 
Baltimore . . . Oct. 1-4 
Cincinnati . . . . . ..... .. Nov. 12- 15 
San Franci sco . . ...... Dec. 10- 13 

603. Practical Multivar iate Analysis 
New York . . ..... Feb. 6-9 
Cincinnati . . . Apr. 1-4 
Chicago. . ... May 14- 17 
San Francisco . . ... July 23-26 
New York . . Oct. 8- 11 
Cincinnati . . Nov. 19-22 

70 I. lnternational Marketing Research 
ew York ............. . May 29-30 

Cincinnati . . .. ... Sept. 17- 18 

702. Business to Business Marketing Research 
New York . . . . July 1-3 

CERTIFICATE OF ACH IEVEMENT IN MARKETING RESEARCH METHODOLOGY & 
APPLICATIONS 
Cincinnati . .. .... Feb. 19-Mar. 15 Cincinnati . . . . Aug. 5-30 

CERTIFICATE OF PROFICIENCY IN QUALITATIVE RESEARCH 
Cincinnati . . . . . . . . ... Apr. 9- 19 Cincinnati .. ... Oct. 15-25 

CERTIFICATE OF PROFICIENCY IN QUA TITATIVE ANALYS IS 
New York . . . . . . . . .. .. . .Jan.22-Feb.9 Cincinnati .. Nov. 4-22 
Toronto/Chicago . . ..... . . Apr.29-May- 17 

Please call for additional information on these and othe• Burke Institute seminars. 
A lithe above Burke Institute Seminars are available for in-house presentation. 

Please contact: 
Ms. Lisa Raffignone, Marketing Manager, 

or 
Dr. Sid Venkatesh, President 

Voice: 800-543-8635 (ext. 6135) 
606-655-6135 

Fax: 606-655-6064 
E-mail: via Internet at Burkelnstitute @BASES.com 
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a Research Pa er that opens minds 
and expands markets. 

2905 West Service Road 
Eagan, Minnesota 55121 -2199 

(612) 688-0089 
fax (612) 688-0546 
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ding full-service research and consulting 
exclusive combination of insight, technology 

oersor.a lized service, Questar tailors our services to 
mee unique needs. Our action-Oriented reporting 
delivers easily understood information, and our expertise 
in strategic planning will help lead your business into the 
21st century. 

Take the next step toward managing customer value 
and call Questar today. Because when it comes to 
maintaining and expanding your customer base, 
the key to opening doors is opening minds. 
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