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Trusting your instincts i an important 
part of doing busines . But bu ines i also 
a lot more complicated than it used to be. 
And even if you do trust your instincts, 
you still have to persuade others. How? 
Use MarketSight to ask the right que tions 
and get real data. 

GET QuiCK ANSWERS To CRITICA L QUESTIONS. 

MarketSight is the first truly complete PC­
based survey and analysis tool designed for 
everyday business users. It automates the 
entire process from start to finish, letting 
you conduct both simple and complex 
surveys in-house without having to be an 
expert in statistics or market research. 
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MarketSight makes designing telephone, 
mail, fax-, and Web-based surveys a snap. 
It guides you through writing a wide 
variety of questions, supporting everything 
from simple multiple choice to open-ended 
text questions. And it automatically 
creates a Web-ready version of your survey. 
MarketSight even comes with a how-to 
primer on market research that offers tips 
and techniques on question phrasing and 
survey layout. 

GET To KNOW YOUR CU STO MERS. 

MarketSight helps you quickly collect 
and easily understand critical information 
about your customers and prospects so 
that you can make smarter decisions. 

DATA MANAGEMENT 

The more you really know, the more 
likely you are to turn those relation hips 
into profits. 

REAL DATA. THE REAL DEAL. 

Real data means real knowledge. Real 
knowledge leads to better deci ions. Order 
MarketSight today to reduce risks, increase 
profits, and compete with an edge. 

,.., ... _ .... _ ............ ·-·-

MarketSight painlessly handles everything 
related to managing your survey data. Use 
MarketSight's Interviewer, an automatically 
created data entry form, to enter results 
live during a telephone survey or from 
hardcopy responses. Or put your survey on 
the Web and have your data collected for 
you. Behind the scenes, MarketSight 
checks, cleans, and verifies your data while 
building a database for later analysis. 

At $495, MarketSight is the real deal. 
AND PRESENTATION-QUALITY OUTPUT 

To order MarketSight call: 800-788-8840, Ext. 26 . 
For more information, visit our website at www.decisionarc.com 

or e-mail: info@decisionarc.com 

MarketSight's built-in wizards help you 
quickly and easily analyze your survey 
data by creating simple tabulations, cross 
tabulations, and custom analyses. It 
instantly displays these analyses in 
professional-quality tables and graphs. Plus 
MarketSight gives you full formatting 
control for guaranteed attention-getting 
reports and presentations. 

AJlC' 

'1-

DECISION ~ ,.... Built For Business 
..... 

s ~ ") 

Minimum System Requirements: PC, Windows 3.1 or higher, 8MB RAM, and 12MB of available disk space.© 1996, Decision Architects. MarketSight is a trademark of Decision Architects. 
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Will you be my 
valentine? 

Men are just as likely as w01pen to 
pl an ahead for Valentine's Day, ac­
cording to a national study by the 
researc h di vi s ion of th e St. 

Louis-based Aragon 
Consulting Group, a 
ma nage me nt con ­
sulting and market­
research firm. 

"We found that the 
vari abl e which af­

fec ts thi s planning process the most is 
income. Individuals of both sexes are 
more likely to plan to do something 
special for their loved pne as their 
income increases," says Gary Miller, 
pres ident of Aragon Consultin g 
Group. 

About a third (34.1 percent) of the 
participants in the study, which was 
conducted prior to Valentine's Day 
1996, planned weeks in advance how 
they would mark Valentine's Day. Of 
those earning $25,000 to $50,000, 
37.9 percent already were planning 
weeks ahead for Valentine's Day, as 
were 43 .9 percent of those earning 
$50,000 to $75 ,000 and 50 percent of 
those earning $75 ,000 or more. 

By contras t, 70.5 percent of those 
earning less than $25,000 annually 
had not started planning for cupid 's 
visit. Nearly 42 percent of those with 
a college degree said they were plan­
ning to do something for their loved 
one, while nearly 68 percent of those 
with a high school education had not 
given it any thought. 

Nearly 58 percent of those surveyed 
w ho had s tar ted pl annin g for 
Valentine's Day were men, while only 
42 percent were women. Those plan­
ning to buy a gift said that they would 
spend $50 or more on their spouse or 

6 

significant other with an average ex­
penditure of $65 anticipated. 

love said they woul d buy a greeting 
card. 

The greeting card industry benefits 
most from those who take Valentine's 
Day to heart. More than 70 percent of 
those who plan to celebrate the day of 

The study also showed women are 
more likely to buy a Valentine's Day 

continued on p. 26 

Study finds Spanish ads more effective 

Can English language advertising reach U.S. Hispanics? This is a 
question frequently asked by advertisers and marketers who would like to 
reach the Hispanic market. Many advertisers would rather consolidate 
their advertising in the English language instead 
of having to advertise in Spanish to Hispanics. 

The data presented here, however, substantiates 
that Spanish language advertising is much more 
effective than English language advertising in 
reaching Spanish-speaking Hispanics. 

It is understood that U.S. Hispanics have differ­
ent levels of proficiency in the English language. 
Still the Bureau of the Census has published data 
indicating that about 75 percent of U.S. Hispanics 
speak Spanish at home. In addition it has been documented that only about 
40 percent feel they are fully conversant in English. 

With these considerations in mind, Hispanic & Asian Marketing Com­
munication Research, Inc., Belmont, Calif., conducted a random telephone 
survey with 312 Hispanic female heads of household who indicated 
speaking Spanish at home most of the time. The study was conducted in the 
San Francisco/San Jose Bay Area during November and December of 
1996. The following are key finding of the tudy: 

• Almost half ( 46 percent) of these Spanish-speaking female heads of 
household indicated they have been influenced by a Spanish language 
television ad in purchasing a product in the past month. 

• Less than a fourth (23 percent) indicated that an English language ad 
influenced them to purchase a product advertised on English television in 
the past month. 

• Thirty-nine percent (39 percent) indicated they would believe the 
Spanish television version of an ad more than its identical English lan­
guage counterpart on English television. Only 3 percent indicated they 
would believe the English version more. 

These trends highlight the importance of Spanish language advertising 
in reaching the Spanish-speaking consumer. Spanish language ads are not 
only more effective in communicating the main message intended by the 
advertiser, but they are more credible as well. For more information call 
415-595-5028. 
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The easiest, most 
powerful way to collect 
data interactively 

Open VISUAL Q, a 
you're ready to wo 

nd 
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Easy to learn ... easy to use! 

Computer-Aided Telephone Interviewing 

Computer-Aided Personal Interviewing 

Disk-by-Mail 

., Step-by-step question designer puts you in control 
with intuitive procedures 

., Point-and-click Windows™ interface makes even 
difficult survey problems easy Online Surveys 

Interactive Forms 

Test Administration and more ... 

Includes 
Charting 

Crosstabulation 

Auto Test Survey 
Analyzer 

Basic Statistics 

System Requirements 
25 MHZ 80386 or higher IBM PC Compatible 
Minimum of 4MB of RAM 
MS-DOS 3.1 or higher, running 
Microsoft Windows• 3.1 or higher 
Runs under Windows• 95 
Runs on Apple Macintosh"' using SoftPcr• 

., Graphical overview shows your survey at a glance 

., Even advanced research functions require no 
programming skills 

., Customize your survey to include graphics, colors 
and backgrounds 

., Choose from 10 
pre-tested backgrounds 
designed for legibility 
and minimum distraction 

Please choose the vacation 
you would most like to win 

in ou,. com est. 

., Paste in your own bitmap ''wallpaper" to create a 
designer look for your particular survey 

• SOCRATIC 
SOFTWARE 

Post Office Box 460863, San Francisco CA 94146-0863 
E-mail: info_sotech@sotech.com • WWW: http://www.sotech.com/vq 

::i 

::: 

!) 
[' ·. 

Full WYSIWYG rich 
text editing gives you 
complete control and 
great results. 

Just click to see 
hundreds of pre-tested 
response types ... 

Or easily create a 
customized scale 
ojyourown. 

! 

Call now for more information! 

1-800-5 76-2 728 

Windows is a registered trademark of Microsoft, Inc. SoftPC is a trademark of Insignia Solutions, Inc., Macintosh is a trademark of Apple Computer, Inc. 



New retail product 
testing service 

Audits International , Highland 
Park, Ill., and Tragon Corp. , Red­
wood City, Calif., have jointly devel­
oped AdvantEdge, a retail product 
testing service that is designed to ex­
pose a product's (and its 
competition's) strengths and weak­
nesses in a point-of-sale environment. 
The process begins when field reps 
from Audits International visit stores 
in cities across the country where the 
product is sold. The reps purchase 
products (the client's and the 
competition ' s) from four major su-
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etc" Erlich 
Transcultural 

Consultants 

Latino 
Rsian 

Rfrican 
Rmerican 
~ Natiue 

Rmerican 
Research 

permarket chains in each city. The 
minimum purchase requirement per 
product includes multiple packages 
from the display with three different 
production codes per store. The field 
reps then evaluate the products for 
display appearance, package condi­
tion and age as well as flavor , texture, 
aroma and overall. Those packages 
deemed "typical" (what consumers 
expect the products to be) are then 
delivered to Tragon Corp. for prefer­
ence testing. At Tragon, the products 
are tested by a panel of sensory ex­
perts to determine if there are differ-

continued on p. 31 

Full Service Domestic and 
International Qualitative 
Research Including: 
Bilingual/Bicultural Focus Groups 
In-depth/In-language Executive 

Interviews 
Simultaneous Translation 

Quantitative Research Including: 
Questionnaire Translation Into 

Familiar, Readily Understandable 
Language 

Segmentation Studies 
Full Range of Multivariate 

Techniques 

Insightful Analysis and Cultural 
Interpretation of Findings 

Highly Experienced Research 
and Marketing Consulting Staff 

Contact: Andrew Erlich, Ph.D. 
Phone: 818.226.1333 
Fax: 818.226.1338 

BENCHMARKING FOR INSURANCE 
INDUSTRY 

On March 6-7, the Society of In­
surance Research will present a 
workshop on how to make 
benchmarking work in an insurance 
organization . The workshop will be 
conducted by John Ward , chairman 
of the Ward Financial Group, a Cin­
cinnati-based investment banking 
and management consulting com­
pany special izing in insurance re­
lated benchmarking functions . The 
site will be the Holiday Inn Crowne 
Plaza Airport Hotel in Los Angeles . 
For more information call Diana Lee 
at 847-297-7800. 

UPCOMING RESEARCH INDUSTRY 
CONFERENCES: 

• April 7-9: Advertising Research 
Foundation (ARF) Conference & 
Expo, New York City. For more in­
formation call 212-751-5656. 

• May 14-16:Marketing Research 
Association (MRA) Annual Confer­
ence, San Francisco. For more in­
formation call 860-257-4008. 

• May 15-18: American Associa­
tion for Public Opinion Research 
(AAPOR) Conference, Norfolk, Va. 
For more information call313-764-
1555. 

• May 18-21: American Market­
ing Association (AMA) Customer 
Satisfaction Conference, Washing­
ton , D.C. For more information call 
312-648-0536. 

Quirk's Marketing Research Review 



Systems I n corporated 

Integrated Software 
for Survey Ruearch 

Asia-Pacitlc 
Surveycraft Systems Pty Ltd 

13 Were Street, Montmorency, 
Victoria 3094, Australia 
Tel: +61 3 9432 85S5 
Fax: +61 3 9434 4233 

100237.2025@cornpuserve.com 

l'olorth America 
Surveycraft Systems Inc. 

2637 Erie Ave., Suite 207 
Cincinnati, Ohio 45208, USA 

Tel : +15138712580 
Fax: +15138714269 

76550.1174@compuserve.com 

http://www.surveycraft.com 

Europe 
lnfocorp Ltd 

6 Lanark Square, Glengall Bridge, 
London E14 9RE, United Kingdom 

Tel: +441717120101 
Fax: +44171 418 0500 

100626.1131@compuserve.com 



Case historv 

Cotton Inc. uses tracking 
study to monitor 
consumer attitudes 
toward clothing, fashion 

By ·Amy Campman 
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Tracking research 
Editor's note: Amy Campman is project coordinator with 

Bellomy Research, Inc., Winston-Salem, N.C. 

/NT: Do you think a good-looking man looks most 
sexy in denim jeans and a casual shirt, a jacket and a tie, 
or slacks and a nice sweater? 

RESP: Well, I think men can look pretty good in jeans. 
Remember that soda ad with all the women running to 
the window to look outside at the guy wearing jeans ... 

A I though it may seem like idle chatter among friends, 
the precedingconver ation is theheartoftheLifestyle 
Monitor™, an ongoing research project that' the 

result of the alliance of Cotton Incorporated, the research and 
promotion vehicle of U.S. cotton grower and importers, and 
Bellomy Research, Inc., Win ton-Salem, N.C. 

The survey instrument utilizes a carefully constructed 
series of over 100 clo ed-ended questions designed to tap into 
the lifestyles of American con umers. The goal of the Lifestyle 
Monitor is to understand fashion, apparel and home furnish­
ing trends by monitoring changes in con umer behavior, 
values and attitude over time and to develop hypotheses 
about the direction the trend might take in the future. 

In the planning stages of the project, Bellomy researchers 
recommended to Cotton Incorporated a continuous tracking 
methodology in which interviews would be conducted every 
day using CA TI technology. Data can be downloaded at any 
time to determine the effect of a pecific event, but is 
routinely analyzed quarterly. Additionally, a random digit 
ample i used to provide as accurate a national repre enta­

tion a po sible. Age, ex and regional quota were estab­
lished to be sure the sample represented the shopping popu­
lation. 

Bellomy Research established benchmark findings through 
3,600 interviews conducted during the fourth quarter of 
1994. Each month ince then, Bellomy interviewers have 
talked to 350 people between the ages of 16 and 70 years of 
age. As of December 1996, a total of 11,894 interviews had 
been completed. 

Cotton Incorporated publishes the re earch results in a 
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quarterly publication called the Lifestyle Monitor, which i 
distributed to mills, manufacturers, retailer , the media and 
other sources to provide in ight into day-to-day consumer 
life. Data is also reported in the Textile Consumer, a Cotton 
Incorporated report for executive in the textile industry. 

~~Most projects are a balancing act 
in which the researcher tries to 
gather the most information in the 
least amount of time so as to 
maximize cooperation. With the 
Lifestyle Monitor interviews, the 
respondents rarely ever realize how 
long they have been on the phone 
because they have fun. " 

The following statement of purpose appears inside each 
quarterly issue of the Lifestyle Monitor magazine: "In our 
effort to provide meaningful services to decision-makers 
who impact the market for cotton, we've discovered that 
there i generally greater intere tin information on where we 
are going than on where we have been." 

Barometers provide insight 
The study utilizes a form of measurement other than 

traditional percentages and re pondent counts. What make 
the Lifestyle Monitor of such interest to researcher are it 
barometer . 

Based on the data collected in re ponse to given ets of 
questions placed throughout the interview, eight index core 

continued on p. 44 
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Product testin 

12 

User 

interface 

.··~ testing 

becomes 

accessible 

and cost­

effective 

By Cheo Massion 
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Editor's note: Cheo Massion is qualitative research man­
ager at Socratic Technologies, a San Francisco research 
firm specializing in interactive and computer-based tech­
niques. 

W ith the rapid increase in software program releases 
and daily additions to the World Wide Web, soft­
ware developers and publishers are becoming in­

creasingly aware of customers' reactions to and acceptance 
of their products. In order to understand how customers 
will respond to new software versions, many companies 
are undertaking user interface (UI) research and usability 
testing. 

This testing allows a company's developers and mar­
keting staff to view real-time customer reaction to their 
prototype software. Once the testing is completed and 
analyzed, the development team can alter critical areas of 
the software program making it more user-friendly before 
the product is shipped, and thereby greatly enhancing the 
product's overall acceptance and success. 

Traditionally UI testing has been done in formal UI labs 
where multiple unit audio and video equipment is perma­
nently installed. These types of laboratories require large 
capital investments and usually employ human factors 
engineers. If you're wondering how much it costs to use 
such a laboratory, be prepared to pay up to $20,000 per 
day. For most research budgets, this kind of investment is 
well out of reach. The good news is that user interface 
testing has changed considerably over the last few years 
with the PC revolution and accessibility to portable UI 
equipment. Now not only can the development team go 
where the customers are, but overall research costs are 
significantly less; for about $4,500 per day clients receive 
a full day of UI testing. 

So what would one find as part of a portable test lab? 
The portable UI equipment setup includes a personal IBM 
or Macintosh computer, a professional quality video cam­
era connected to a video-out splitter, a viewing monitor 
and recording VCR. This system creates two images: the 
first image is of the software interface (full screen image), 
and the second image is a "head-shot" of the respondent. 
By using the video-out splitter a single video image is 
ultimately created which shows both the live action on the 
PC screen and then superimposes in a smaller floating 
window the head-shot of the respondent. The effect of this 
technique allows clients to see and hear both the screen 
activity and the emotional state of the respondent as they 
interact with the software program. Output from the 
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system is fed to a viewing monitor for observers follow­
ing the live action and also to a VCR for permanent video 
recording. With this setup virtually any focus group 
facility or spare office can be turned into a UI Lab 
overnight for interface testing. 

Very useful 
Companies who have used this technology find the live 

action testing very useful in understanding what portions 
of the program work well for the customer and which 
areas need more refinement by the development team. 
Even if only six to eight in-depth interviews are con­
ducted usually one or two key areas of confusion are 
identified which baffle most respondents. Incorporating 

U I testing alloH'S a COI1lJ)(lny 's de1•elopers 

and nzarketing st(~ff· to vie~r real-tilne 

custrnner reaction to their prototype 

sr~ft~vare. Once the testing is conzpleted and 

analyzed, the developnzent tecun can alter 

critical areas r~f the sr~ft~vare progra1n 

nu1king it 111ore user~fi·iendly he.fore the 

product is shipped, and thereby greatly 

enhancing the product's ove rail acceptance 

and success. 

this feedback into final programming code has been 
invaluable to the ultimate success of their products ac­
cording to software manufacturers, Web site developers, 
game producers and multimedia publishers. 

A basic UI test interview is direct and employs standard 
in-depth personal interviewing techniques. Normally, re­
spondents are pre-recruited with the help of a fielding 
agency and are offered a cash incentive ($35-$45). The 
respondent is brought into a viewing room with a one-way 
mirror for client observation. The moderator introduces 
the discussion topic and puts the respondent at ease. After 
general impressions about the application are verbally 
explored, the respondent is shown the software, usually 

continued on p. 54 
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teven Struhl is vice president, senior 
l Research, Chi o. 

~J..:'Y.',,~Je(l:s;ea version 7.5 of the SPSS statistical 
a1N:Sl"8·.soJttwate suite gives a strong example of how 

progressed in th a t ew years. SPSS 
' many of them aunting, and then 

y. This integrated set of programs 
performance in the area of data 

analy i . arul compelling ev1 ce that we have 
reaChed a..r:.eaLturning p_oint in comput -based applications. 
In short, it seems that the "era of really neat software" has 
begun and the "era of truly awful software" is slowly drawing 
to a close. 

The Awful Days 
The term "era of truly awful software" may not mean much 

to more recent computer users and those blessed with the 
ability to forget painful experiences. As recently as four or 
five years ago, though, many programs simply refused to 
perform under many conditions, produced dreadful output, 
communicated only fitfully with their users, and/or managed 
to crash the entire computer on a regular basis. Even the best 
software was often incompatible with other programs (that is, 
refused to work with products from infidel competitors), 
looked completely different from all other programs, and 
used idiosyncratic commands and procedures. 

The great progress of software came home forcibly when 
I dusted off my old 386-based laptop computer in a recent 
rearrangement of my office. This computer had been serving 
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After I poked around the laptop's directories for few 
. 00°/o . 100°' . mmutes, the etup started to rerrund me of a lew of my 

fiefdoms, each ith its o n rules a a laws, nd wit ener­
ally impassable borders. But this was, in the bad old days, a 
much a we had. Then, ease of use was entirely relative- as 
Christopher O'Malley ob erved (in 1992): "Word Perfect is 
easy to use compared to WordStar, which is really a snap 
compared to XyWrite, which is a breeze compared to intes­
tinal surgery." 1 

Software's new challenges 
The fact that software now often work so much better 

opens an entirely new set of challenges, both for users and 
your reviewer. Rather than concerning ourselves with the 
ways in which the program fails or crashes, or what it refuses 
to do, we can consider the goals of the software, and how 
much these meet our needs. This makes evaluating the 
software both more interesting and more complex. We have 
an opportunity to discuss why we are using the software, 
which can take somewhat more thought than noting what the 
program will not do. 

continued on p. 33 
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Something to think 
about before 
you go ... ~ f!: 

''Focus Group Video Conferencing 
where you never thought it could go before!'' 

TO ANY OFFICE LOCATION 
Even if you don't own your own equipment! 
We offer the most viewing options including 35 
member facilities , public viewing rooms -we'll 
even rent you a portable unit for your office by 
the @t 

WITH ANY CLIENT OWNED 
EQUIPMENT 
Whatever the manufacturer! 

Video 
Focus 
Direct 

FROM VIRTUALLY ANY MARKET 
No matter what size or location! 
Our unique distribution methods (with no 
equipment costs to our member facilities) 
allow us to equip any new market or facility of 
your choice on short notice! 

FOR JUST ABOUT ANY BUDGET 
With no contracts or down time charges! 

We connect to PictureTel , CLI , V-Tel, or any 
video conferencing equipment operating on 
the national standard H.320. Plus we always 
schedule a free test well in advance of your 
project. 

(800) 23S-S028 

You pay only for the video conferencing 
services you actually need - whether it's by the 
hour, by the group, or by the day. From one 
low basic fee to a number of options tailored to 
your specific project. 

Atlanta 
Compass Market Research 
Baltimore 
Assistance In Marketing 
Boston 
National Qualitative Centers 
Chicago 
Assistance In Marketing 
Chicago 
Home Arts Guild Research 
Chicago 
National Qualitative Centers 
Chicago 
Time N Talent Market Research 
Strictly Medical Market Research 

Chicago - O'Hare 
Precision Field Services 
Cincinnati 
Assistance In Marketing 
Columbus 
Focus & Phones 
Dallas 
Wilmington Institute 
Davenport, lA 
Personal Marketing Research 
Des Moines, lA 
Personal Marketing Research 
Hartford 
Hartford Research Center 

Houston 
Wilmington Institute 
Los Angeles - Encino 
Field Dynamics 
Los Angeles - Garden Grove 
Ask Southern California 
Los Angeles - Long Beach 
Assistance In Marketing 
Los Angeles - Orange 
The Question Shop 
Los Angeles - West Side 
Marketing Matrix 
Memphis 
Market Development Associates 

Miami 
Rife Market Research 
Nashville 
The Nashville Research Group 
New York 
Focus Plus, Inc. 
New York 
Manhattan Opinion Center 
New York 
New York Conference Center 
Northern New Jersey 
Focus Room of New Jersey 
Phoenix 
Time N Talent Market Research 
Strictly Medical Market Research 

Pittsburgh 
Focus Center of Pittsburgh 
Pittsburgh 
Guide Post Research 
Puerto Rico 
Custom Research Center 
Sacramento 
Sacramento Research Center 
San Diego 
Fogerty Group 
San Francisco 
Consumer Research Associates 
Superooms 
Toronto 
Decisions Marketing Research 



True-life tales in marketing research 
By Art Shulman 

Editor's note: "War Stories" is a regular feature in which 
Art Shulman, president of Shulman Research, Van Nuys, 
Calif., presents humorous stories of life in the research 
trenches. 

I 
recently conducted focus groups with girls ages 6 to 8 

about a new toy called Showtime Stables. One of our 
objectives was to determine the extent to which the 

product's commercial was noticeable in a clutter reel of 
commercials. When we told the hostess, who was unaware of 
our test product, that we were ready to begin, she went to the 
lobby where the kids were waiting and announced, "OK 
ladies, it's showtime." 

Dan Philip, president of Weitzman & Philip, recalls con­
ducting a focus group years ago with boys and girls ages 7 to 
9 concerning a new logo forB urger King. Philip told the kids, 
"I want to go around the table so each of you can pick out the 
sign you like most." 

With that, each of the kids got up from their chairs, walked 
around the table one time and then sat down, ready to express 
their preferences. 

In a focus group on chewing tobacco, when Saul Cohen of 
Saul Cohen & Associates asked "Who uses chewing to­
bacco?" the participants all agreed it was "rednecks." Cohen's 
next question, naturally, was, "What's a redneck?" 

After a short while, the one black man in the group blurted 
out, "Well, I'm a redneck." 

"No, you're black," piped in another respondent. 
"Yeah, I'm a black redneck," came the confident reply. 
Market researchers may not have the wholesome image we 

often think we do, especially in other countries. Cohen tells 
about doing focus groups in England, where a man who was 
very protective of his wife wouldn't let her participate in the 
group until he met "the American" who could assure him that 
she wouldn't have to strip in front of the mirror while others 
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watched from behind the glass. 
Perhaps the gentleman had read previous "War Stories" 

columns ... 
How many of you out there have experienced something 

similar to what happened to Ron Sellers of Ellison Research? 
He got a call from a potential client who ran a manufacturing 
business and was convinced she needed in-depth research to 
build market share. 

She spoke knowledgeably about focus groups, depth inter­
views, pre/post testing, etc. After taking calls from countless 
neophytes, finally Seller had someone who understood 
research! 

They talked for an hour about numerous strategies, finally 
deciding that their starting point could be a series of focus 
groups among different market segments, followed by quan­
titative work. Before they went any further, Sellers felt he 
needed to make sure they were on the same page in terms of 
budgets. "Oh, I've got almost $500 set aside for research," 
she gushed. 

Peter Rich, director of research at Lois/EGL, cites a prod­
uct placement study, conducted early in his career, where he 
and his field crew inserted the test product into mailboxes, 
unaware that it's illegal for non-postal employee to place 
anything inside a mailbox, even if po tage is affixed. 

Soon, Rich reports, he was surrounded by tough-talking 
police, who weren't exactly familiar with the concept of 
market research. 

Fortunately he was able to talk his way out of that one. 
In future issues, we'll report on more quirky, loopy and 

strange happenings in the world of market research. If you'd 
like your story to be told - anything related to research is 
usable, from spilling soup on your client's new suit to cute 
answer respondents provide on questionnaires- please call 
me at 818-782-4252 or, better yet, write it up and fax it to me 
at 818-782-3014 or E-mail me at artshulman@aol.com. 0 
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More than measurement: 
Real time 

customer feedback 
with SpeakBackr 

SM 

SpeakBack! from Maritz could revolutionize your 

customer satisfaction process. Why? Because 

SpeakBack! is a 24-hour, customer driven 

"listening post" that gives your organization 

access to customer feedback instantly. It's 

the fastest, most cost -efficient way to 

hear the Voice of the Customer. Use it 

for customer satisfaction feedback, 

customer recovery, customer 

service improvement, and 

more! D SpeakBack! 

employs an automated telephone 

interviewing system. 

Respondents call a toll-free 

number from a touch-tone or 

rotary phone and a friendly, recorded 

voice conducts the interview. It even 

digitizes open-end responses so you can 

literally hear the caller's voice in tone and 

intensity. SpeakBack! is fast, cost-efficient, 

and lets you reach more customers than you 

ever thought you could afford to-yielding targeted, 

actionable data. D It's all part of our commitment to 

delivering More than measurement!_we deliver innovative 

solutions that help you achieve results . D Listen to the 

Voice Of Your Customers with SpeakBack! For more 

information, call 800-446-1690. 

MARITz· 
MARKET I NG RESEARC H I C. 

?!l#tetluHt ~® 

http:/ jwww.maritz.com/mmri .htm 



Public relatioos [esea[Gb 

Using research to measure the effectiveness of 
public relations programs 

Editor's note: Walter K. Lindenmann 
is senior vice president and director of 
research, Ketchum Public Relations 
Worldwide, New York. This article is 
adapted from a presentation made in 
Frankfurt, Germany on May 10, 1996 
at a special public relations evaluation 
workshop initiated by Ketchum Public 
Relations, GmbH, Munich. 

D uring the past four to five years 
there has been a considerable 
amount of downsizing in busi­

ne e tablishments, both large and 
small, in all four corners of the globe. 
This often has resulted in cuts in the 
amount of funds available for advertis­
ing, marketing and public relations pro­
grams and activities. 

To justify new expenditures in any of 
these areas, communications profession­
al have found it increa ingly necessary 
to ju tify their existence. Top corporate 
executives no longer simply approve 
advertising and/or public relations pro­
grams or activities becau e they look or 
sound creative, or are omething that 
have always been done- rather, they 
are first asking question uch as these: 

"Will this advertising and/or public 
relations effort actually move the needle 
in the right direction? Will the new 
communications activities change what 
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By Walter K. Lindenmann 

people know, what they think and feel, 
and how they are inclined to act? What 
impact- if any- will the adverti ing 
and public relations programs have in 
changing consumer and opinion-leader 
awareness, retention , attitude and be­
havior levels?" 

As the research director of one of the 
world's large t public relations coun­
seling firms- Ketchum Public Rela­
tions Worldwide- I am well aware of 
a growing interest in my field in the 
need to measure public relation effec­
tivene from a bottom-line perspec­
tive. Within our own agency, the num­
ber of PR measurement and evaluation 
projects that we have de igned and car­
ried out for our clients during the pa t 
four to five years has more than tripled. 

Not only that, during the past two 
year , we have experienced a urge of 
intere tinPRmeasurementthatcro se 
international boundarie . More and more 
of our clients are asking u to mea ure 
the effectiveness of their PR programs 
and activities in several countries. 

Practitioners uneasy 
De pite the growing interest in evalu­

ation, often I find that public relations 
practitioner are uneasy about incorpo­
rating measurement and evaluation into 
their activities. Many of them contend 

they do not know where to begin. At 
Ketchum, we've tried to implify the 
proces by developing what we call a 
public relations "effectivene s yard­
stick"- a traightforward et of guide­
lines or standards that the professional 
PR practitioner can follow to measure 
PR effecti vene . 

It involve a two-step process: first, 
setting public relations objectives and 
then determining at what levels you 
wish to mea ure public relations effec­
tivene . 

Step 1: Setting objectives 
To begin, the public relation practi­

tioner mu task himself or herself: What 
are the goals or objectives of the public 
relations program? What i the PR pro­
gram or activity seeking to accomplish? 
Toa e theimpactofpublicrelations, 
we need to determine who within our 
organization are the appropriate per-
on to peak on behalf of the organiza­

tion. We need to pinpoint our me sages, 
our target audiences and our channel 
of communication, and then use each of 
the e a gauges to determine our effec­
tivene in achieving our goal . 

Step 2: Determining levels of PR 
measurement 

After we have set our objective we 

continued on p. 40 
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HANDS UP IF YOU NEED THE 
SPEED OF BELLVIEW SCAN. 
New Bellview SCAN will save you . 

Unlike other scanning software, it's specifically 

designed to speed through research questionnaires. 

With Bellview SCAN you get quick, accurate, 

cost-effective capture of paper questionnaires-

all but eliminating the need for manual intervention. 

It simplifies everything from questionnaire 

set-up and defining validation to dealing with 

open-ends and reporting. 

Need to move jobs efficiently through the 

whole scanning process? Bellview SCAN does it 

with ease. Its uniquely powerful workflow and 

batch control features make this possible. 

Want to make productive use of your scanners 

by having many jobs using the system at one 

time? Bellview SCAN keeps everything in order. 

The client/server system runs on Windows 

NT/95 and supports as 

many scanners and 

editing stations as you 

need. Data are fully 

compatible with 

Bellview CATI , 

CAPI and ODBC compliant databases. 

To find out more, call Pulse Train for details of 

Bellview SCAN. And avoid getting snowed under. 

Pulse Train Technology Ltd , 631 U.S. Hwy One, 

Suite 406 , North Palm Beach , Florida, 33408. 

Tel: (561) 842 4000. Fax: (561) 842 7280. 

Email: PTTSystems@aol.com ..:.s ~~ 
http://www.ws.pipex.com/ptt v 

PULSE · TRAIN 
TECHNOLOGY · LTD 



Southern California Interviewing 
Service, Encino, Calif., has appointed 
Denise DuChene-McGowan as presi­
dent. 

Donald Passaglia has been named 
vice president of Roper Starch 
Worldwide 's Newport Beach, Calif. , 
office. 

Robert Holland, Jr. has been elected 
to the board of directors of A CNielsen 
Corp., Stamford, Conn. 

The Society of Insurance Research 
has elected new officers and directors 
for 1997: Wendell Larson, president; 
Russell Bingham, president-elect; Pe­
ter Delucchi, vice president -annual con­
ference; Edward Belton, vice presi­
dent-P&E conference; Diana Lee, vice 
president-education; Jerry Lopes, vice 

president -research; Robert Norris, vice 
president-membership;EdwardSeipp, 
treasurer; Lynn Kelly, secretary. Di­
rectors include Wayne Holdredge, 
Larry Reynolds, Mike Murray, Brad 
Wilson, Don Wolf, Ken Simon and 
Philip Stichter. 

Arthur Christiani has joined 
Yankelovich Partners, Inc., Norwalk, 
Conn. , as a partner. 

Kelly Tiggard has joined Aragon 
Consulting Group in St. Louis as a 
project coordinator. 

Wirthlin Worldwide, McLean, Va. , 
has named Jim Granger chief execu­
tive officer and president and Joel White 
chief operating officer and chief finan­
cial officer. 

Eleanor Garro has joined the Mar­
keting Research Association, Rocky 
Hill, Conn., as training and education 
coordinator. In addition, Valerie Starr 
has been named marketing communi­
cations coordinator. 

Andrew Sawieljewski has joined 
Northeast Data Collection, Danbury, 
Conn., as technical associate. 

Steven Markenson ha joined Wid­
ener-Burrows & Associates, Annapo­
lis, Md. , as senior vice president. The 
firm has also added Pauline Bassler as 
field director, Allison Shriner as re­
search analyst and Kristen Chisari as 
assistant field director/personnel spe­
cialist. In addition, Susan Landis has 
been promoted to vice president, ad­
ministrative services, Dinah Ostenso 
has been promoted to senior project 

--------------------------------------------------------~ manager,andS.ReneeSimonhasbeen 

We Specialize In Specialists! 
~ 

issues. 

If health care experie ,__,,..,....__ 
trust your project to a 
-George Matijow, Nancy~fr;.=:;&"" 

MEDICAL MARKET G RESEARCH, INC. 

1-800-866-6550 
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promoted to project manager. 

Friedman Marketing , Mamaroneck, 
N.Y. , has named Arlene Haskins man­
ager of its Castelton Square Mall in 
Indianapolis, Ind. Also named manager 
are: Laura Motycka (Chicago), Laurie 
Wickett (Minneapolis), Jason Rodgers 
(Richmond, Va.) , and Denise Raupp 
(Raleigh Springs, Tenn.). The company 
named Shirley Caldwell of its New 
Orleans location as Manager of the Year. 

QMRR welcomes press releases 
on your company's research-related 
hirings and promotions. Send them 
to Joe Rydholm, Quirk 's Marketing 
Research Review, P. 0. Box 23536, 
Minneapolis, MN 55423. Our fax 
number is 612-854-8191. 
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Southern California Interview­
ing Service (SCIS), Encino, Calif., 
plans to expand its Lo Angeles facil­
ity, which will feature a 25-station 
phone room and a focus "super room." 
The "super room" will be used for 
focus groups, mock juries, simulated 
shopping studies and other qualita­
tive projects. The viewing room will 
accommodate 40 clients and feature 
and adjoining lounge. Denise 
DuChene-McGowan, recently ap­
pointed SCIS pre ident, will oversee 
the expansion. 

New England Marketing Re­
search has opened at 200 Connecti­
cut Ave., 4th floor, Norwalk, Conn., 
06880. Phone 203-855-5500. Fax 
203-855-5501. 

Roller Marketing Research , 
Urbanna, Va., now ha a Web site at 
http://www .rollerre earch.com. 

Northeast Data Collection (NDC), 
Danbury, Conn., has installed two 
computer systems with internal mo­
dems, giving NDC the capability to 
directly input client questionnaires 
via the modem and transmit the re­
sults of the re earch. Judith 
Mammolite, administrative manager, 
will coordinate the new systems. 

Market Development Associates, 
Memphis, Tenn., has moved to a new 
facility in Memphis. The new 2,700 
sq. ft. facility has a large phone room 
with 30 CATI W ATS tations on-line 
to 40 additional tation . The new 
focus group suite ha a client lounge, 
tiered seating with large viewing ca-

February 1997 www.quirks.com 

pacity and a 21' by 15 ' focus group 
room. For more information call Res a 
McVay at 901-682-1011. 

Pulse Train Technology and PTT 
Systems Inc. have moved to 631 U.S. 
Hwy. One., Suite 406, North Palm 
Beach, Fla., 33408. Phone and fax 
numbers remain the same. 

Marketing Viewpoints Inc. has 
moved to 2340 Lake Lucy Rd ., 
Chanhassen, Minn., 55317. Phone 
612-470-8620. Fax 612-470-8628. 

OBJECTIVE: 

QMRR welcomes press releases 
containing news of research com­
pany expansion, relocation, new 
accounts, awards, etc., as well as 
other information of interest to the 
industry. Send them to Joe Ryd­
holm, Quirk's Marketing Research 
Review, P. 0. Box 23536, Minne­
apolis, MN 55423. Our fax number 
is 612-854-8191. 

Samples around specific store sites for our retail clients 
who need quick results. 

551 SOLUTION: 
Barry Sabol (President of Strategic Consumer Research in 
Cleveland, Ohio) - "When we do urvey for retailers, we select a 
radiu around a store ite in a particular market. S I's Site-Radius 
methodology i really outstanding. In fact, we once had to do a 
urvey to confinn the pecific store do e t to the respondent1s home 

and we experienced a virtual 990/o match of trade 
area with the store! 

"Turnaround time is often an issue -
a retailer will call and say 'I need to 
know what1s happening at store 1542 
by the end of the week.' I know I can 
make one call to my S I account 

executive and have the sample the next 
day. That1s one of the main things I love 
about Survey Sampling - just unbelievable 
responsiveness." 

Call SSI for sampling solutions at 
(203) 255-4200. 

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

Partners with survey 
researche rs since 1977 
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Interactive research 

Editor's note: Michele Holleran is 
president of Holleran Consulting, 
York, Pa. 

Faced with focus groups on con­
troversial and complex subjects? 
In many cases, an interactive re­

sponse system can be an especially use­
ful way to allow respondents to express 
themselves freely. Each participant is 
given a hand-held keypad with 10 large 
numbers on it. The facilitator explains 
that this technology is easy to use and 
allows every person in the room to 
anonymously register his/her opinion 
about the subject to be discussed. To 
prove the point, the facilitator even in­
vites participants to switch keypads with 
one another if they have any lingering 
doubts about confidentiality. 

Next, a series of"posture statements" 
are projected onto an overhead screen at 
the front of the room. Participants are 
asked to register their opinions by push­
ing the keypad button that most closely 
correlates to their level of agreement 
with the statement. For instance, a group 
of employees at a company might be 
asked to respond to this statement: "I 
feel management has made a genuine 
effort to hear the employee's point of 
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One of 
the crowd 

Interactive response 
systems ease research on 

controversial subjects 

view in the past." Employees can push 
any button numbered 1 through 7 ( 1 = 
strongly disagree, 7 =strongly agree) to 
indicate their level of agreement with 
this statement. If appropriate, the facili­
tator can immediately show the results 
by projecting the opinion poll onto the 
screen, stimulating immediate discussion. 

More comfort 
The benefits of this interactive y -

tern are numerous. Not only do partici­
pants feel more comfort in expressing 
their true opinions, but the ice breaker 
effect is tremendous. Once participants 
see how everyone else in the room voted, 
they feel more comfortable discussing 
their view. 

Two added benefits are provided to 
the facilitator and the client: (1) the 
majority, not the vociferous few, are heard 
from, eliminating some of the natural 
bias that can exist in a focus group 
session; and (2) the conversation stays on 
track because the question being dis­
cussed is on display for everyone to see. 

The system isn't appropriate to use in 
every focus group, but its application is 
ideal for specific types of sessions. 
Additionally, the system enhances fo­
cus group sessions where product and 

By Michele Holleran 

ad concepts are being tested by offering 
the facilitator a paired comparison analy­
sis feature, whereby one concept is con­
trasted against another until the vote 
sequence is complete. This type of pref­
erence testing is popular among manu­
facturing clients who produce home 
fashions such as fabric , china, flatware 
and window treatments. 

Business-to-business marketing ef­
fort are enhanced by u e of the re­
sponse system in focus groups as well. 
Assessment of customer satisfaction can 
be carried out by having participants 
identify factors of importance, rating 
each factor on a scale of 1-10 ( 1 = least 
important, 10 = most important) and 
then cycling back through to vote on 
perceived performance on each factor. 
The result is a quadrant map instanta­
neously projected in front of the group 
with the factors plotted on two axes. 

With the map up front, participants 
are asked to interpret it and bring out 
additional points of view regarding their 
satisfaction levels. With companies that 
have a smaller number of customers 
who participate at trade shows, there­
sults become statistically valid after 
enough sessions are held because the 
data are continuously and automatically 
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When you're with FocusVision, 
you're in good company. 

Video transmission of 
live focus groups. 

T oday more and more blue chip marketers and advertising agencies 
are reaping the benefits of video transmission of their live focus groups 
with FocusVision Network. They are adopting FocusVision as their 
preferred methodology to see, hear and interact with their nationwide 
focus groups-without leaving the office. • The acknowledged 

leader in the field 

• Largest network of As America 's first and largest provider of video transmitted focus 
groups, FocusVision sets the industry standard. Only FocusVision has 
the depth of experience to deliver thousands of projects in a seamless, 
worry-free manner. 

focus group facilities. 

• Superior client service 

• Leading edge technology 
With a network of 43 client-preferred focus facilities in the U.S. and 
Britain, exclusive leading edge technology with multiple cameras and 
enhanced sound systems, FocusVision offers the quality you need. 
And only FocusVision provides client-site technical support. 

• Worry-free projects 

Atlanta 
Fieldwork, Inc. 
Plaza Research 
Superior Research 

Baltimore 
House Market Research 

Boise 
Clearwater Research 

Boston 
Bernett Research Services 
Fieldwork, Inc. 

Chicago Suburban 
Smitfi Research 
Quality Controlled Services 

~ 
~ 

When you've decided that you want to be in good company, 
call our President John Houlahan for more information, 
a live demonstration or a trial project 
at 203-961-1715. 

Chicago Downtown 
Adler-Weiner Research, Inc. 
Smd:h Research 
TA~hicago, Inc. 

Cincinnati 
The Answer Group 

Columbus OH 
Quality Controlled Services 

Dallas 
Quality Controlled Services 
Savitz Research Center 

Denver 
Information Research, Inc. 
Colorado Market Research 

Detroit 
Quality Controlled Services 

Houston 
C. Q. S. Center for 
Qualitative Studies 

Kansas City 
Quality Controlled Services 

Los Angeles 
Adler-Weiner Research, Inc. 
National Qualitative Network 

[Quick Test) 
Trotta Associates 

Los Angeles Orange Ctv. 
Trotta Associates Irvine, c4 

Minneapolis 
Orman Guidance Research 

Nashville 
Quality Controlled Services 

New Jersey 
Schlesinger Associates, Inc. 
TAl- New Jersey, Inc. 

New York City 
Murray Hill Center 

Philadelphia 
Philadelphia Focus 

Phoenix 
Fieldwork, Inc. 

Raleigh 
L~Research 

Sacramento 
Research Unlimited 

San Francisco 
Ecker &Associates 
Fleischman Field Research 

Seattle 
Gilmore Research Group 

St. Louis 
Quality Controlled Services 

Tampa 
Superior Research 

Washington, D.C. 
House M arket Research 

Westchester, NY 
Fieldwork, Inc. 

London, UK 
Field Facts International 

Toronto, Canada 
Focus First 

__,''Focus VISION™ NETWORK, INc. 1266 East Main Street • Stamford, CT 06902 • (2031 961 -1715 



no More Problems. 
Dnlu Solutions. 

When it comes to choosing a WATS 

telephone research house, we have 
your solution. PhoneSolutions. Our 
standard is to provide impeccable 
survey results, on time, and at a 
competitive price. We offer: 

• 75 CAT/ stations 
• CfMC software 
• 15 hour dialing day 
• Low-incidence respondents 
• Hard-to-reach or tough-to-recruit 

respondents 
• Medical/professional/consumer studies 
• Programming and tabulation services 

THE TRIAD OF A PHONE SOLUTION 

Quality 

Competitive 
Price 

Timeliness & 
Reliability 

Let us show you the 
perfect solution to your 

field service needs. 

Call Mark Sullivan at 
(520) 296-1015 or e.mail him at 

marks@phonesol utions. com 

1101 North Wilmot Road, Suite 253,Tucson, Arizona 85712 
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accumulated. Sub-group analysi can also 
be carried out. This approach i also 
useful to hospitals that wish to assess 
patient satisfaction levels after discharge. 

More time to explore the "whys" 
In a more traditional focus group et­

ting, getting a group warmed up and 
expressing their opinion takes a chunk 
of time which could be better spent un­
derstanding the "why ."With interactive 
keypad technology, facilitators are able 
to quickly and accurately get each 
individual ' s "cards on the table" so that 
more time i pent di cussing the rea ons 
behind the opinions. 

As an experiment, our firm conducted 
two groups with the arne target consum­
ers: recently engaged women. In one 
group, we u ed the interactive keypad 
technology; in the other, we did not. We 
asked the first group of women to tell us 
whether anyone in their lives would in­
fluence their decision on a china pattern. 
One woman immediately stated, "No one 
tells me what I like. I'm a woman of the 
'90s." The others, feeling put off by the 
statement, were reluctant to admit that 
their mothers and store bridal consultants 
would, in fact, greatly influence their 
decision. This fact emerged about 45 
minutes into the session, and then we 
sought to understand why this was the 
case. With the second group, it was dis­
covered within three minutes thatmostof 
theparticipantssoughtadvicefrommoth­
ers and bridal consultants. Consequently, 
the "whys" were addre sed much sooner 
in the second session. 

Not appropriate 
Some researchers don' t feel that audi­

ence response technology is appropriate 
in a focus group setting. They argue that 
it' s too much like a poll or a statistical 
study in its approach, and that results may 
be misinterpreted as being projectable. 
However, they miss the point. The sys­
tem is not attempting to quantify any­
thing in the final analysi , but is simply 
focusing the conversation in a way that 
the most skilled of all facilitators is un­
able to match. 

As consumers become more frag­
mented in their views and organizations 
dig deeper into controversial subject 
matter, interactive audience systems will 
become more popular a an enhancement 
to focus group research. Take the ex-

ample of what is happening in the health 
care market. As tates abandon Medicaid 
coverage, more at -risk populations are 
expected to seek care at hospitals, and the 
hospitals will be uncompensated for the 
care in many instances. It i , therefore, in 
their best interest to learn from these at­
ri k populations what their health risks 
are so that wellne intervention pro­
grams can be developed. Yet this popula­
tion is untru ting of institutions and is not 
inclined to be candid in focus groups, 
afraid that their an wer will incriminate 
them in some way. However, if the inter­
active technology is used by a trust-in-
piringfacilitator, participants realize they 

In a more traditional focus 
group setting, getting a 
group warmed up and 
expressing their opinions 
takes a chunk of time which 
could be better spent 
understanding the "whys." 
With interactive keypad 
technology, facilitators are 
able to quickly and 
accurately get each 
individual's "cards on the 
table" so that more time is 
spent discussing the reasons 
behind the opinions. 

are free to reveal the truth without conse­
quence. 

This technique has revealed why people 
with multiple ex partner don't use 
condoms or get tested for HIV; why 
people with diabetes smoke, drink, and 
overeat when they know better; and why 
pregnant women put their unborn chil­
dren at risk by u ing substances, such as 
crack and cocaine. 

More from each group 
A re earch dollars tighten up again in 

the future, it will be incumbent upon 
researchers to get more out of each 
focus group se ion held. Writing off a 
se ion or two due to untalkative or shy 
participants won ' t be acceptable. Au­
dience interactive ystem can help 
make very session count. 0 
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ADVERTISING 
RESEARCH FOUNDATION 
43Ro Annual Conference 
and Research Expo 
APRIL 7-9, 1997 

THE NEW YORK HILTON 

NEW YORK, NEW YORK 

HIGHLIGHTS 
t Three days pocked with TOP Marketers and Researchers 

• NEW Monday om, Research Community ''Town Meeting" - open forum for 
innovative industry ideas and issues 

• Monday Keynote General Session- "Shooting the Rapids with Senior 
Management." Keynote Address given by Martin Sorrell 

• The traditional Monday evening President's Reception preceded by the 
"Best Commercials of the Year" presentations 

• Popular Tuesday and Wednesday Networking Breakfasts 
• Tuesday Keynote General Session - "Market Tectonics" 

• Tuesday and Wednesday afternoon concurrent Research Services Presentations 

• The ARF David Ogilvy Research Awards Ceremony 
t Wednesday Concurrent Research Forums 

• RESEARCH EXPO '97- Tuesday and Wednesday pre-luncheon receptions 

Full Conference Program on ARF's Web Site 
http:/ /www.arfsite.org/arf 

Monday Keynote Address 
Martin Sorrell 
Group Chief Executive 

WPP Group pic 

Annual Conference Chairman Tuesday Luncheon Speaker 
Cokie Roberts 
Special Correspondent 

ABC News 

Dr. Scott McDonald 
Director of Research, Time Worner, Inc. 

Wednesday Morning Concurrent Research Forums 
• Consumer Strategy and Brand Behavior in a Vortex 
• Discussion Panel- Battle of the Brands: Do Consumers Really Care? 
• Will Technology ZAP Mass Marketing? 
• Words Woven in the Web: Three Internet Showcase Studies 
• Regulation and the Media: Consumer Protedion or Big Brother? 

FOR MORE INFORMATION on Registration and Hotel Accommodations or to obtain the 
Complete Conference Program, Contact the Advertising Research Foundation at 
(212) 751-5656 or FAX: (212) 319-5265 Full Conference Program on ARF's web site: 
hHp:/ /www.arfsite.org/arf 

For Exhibiting Information contact Expocon Management Associates, Inc. at 
(203) 256-4700, ext. 107, FAX: (203) 256-4730, E-mail: efavata@expocon.com or 
Visit us on the web at: hHp:/ /www.expocon.com 

Special Optional Social Activities­
~~stepping Out in The Big Apple" 
Call ARF for more information 

RESEARCH EXPO '97 
The World's Largest Showcase lor New Research 
Products, Services and Ideas. 

RESEARCH -The power to know your market, to custom-design products and services to reach that 
market, and to choose just the right time to expond your offerings or diversify your product line. It's no 
secret to sovvy marketers that thorough research can mean the difference between a failed venture and a 
profitable success story. And there's no beHer place to gain complete research information than RESEARCH 
EXPO 97. On~ at RESEARCH EXPO will you get the most recent raw data and research on the topics that are 
crnicalto your growth and to your future profitability. 

In the Exhibit Hall - more than 150 booths filled with the industry's leading suppliers, displaying 
everything from audit & tracking services, commercial and concept testing, computers and database 
management systems, interactive software, to focus group facilitators & moderators to telemarketing 
systems and much more. 

EXHIBIT HALL HOURS 
Tuesday, April 8 .. .. .............. . ......................... 12:00 - 6:00 PM 
Wednesday, April 9 .. .. . ..... . ...... . . .......... .. .......... 12:00 - 5:00 PM 

© 1997 Expocon Management Associates, Inc. 



Survey Monitor 
continued from p. 6 

card than any other action for the 
holiday , and nearly four times more 
likely to do that than plan a "special 
dinner at home" or go out for enter­
tainment. Men, on the other hand , 
were nearly as likely to plan a dinner 
out a they were to buy a card. 

In addition, survey re ults revealed 
that nearly 57 percent of America ' 
couple planned to go out for dinner 
and more than 50 percent planned to 
give gifts. Nearly 12 percent of the 
re pondents had "something else" in 
mind other than a card, gift, night out 
or a home-cooked meal for their 
spou e or significant other, but that 
"something el e" was not defined. 
(Which is probably just as well.-Ed. ) 

More than 40 percent of those buy­
ing gifts planned to purchase flowers, 
and 73 percent of those purchases 
would be made by men. More than 30 
percent of those who select gifts will 
be trying to satisfy a loved one' s sweet 
tooth. A national random sample was 

drawn to complete thi tudy . The 
margin of error was ±5 percent. For 
more information call314-726-3403. 

U.S. workers rank among 
world's most committed 

Despite conventional wisdom that 
some people live to work, and others 

work to live, a 
new tudy 
found that 
workers in 
Canada , Fin­
land , Spain and 
the U.S. have 
the highe t lev­
el of commit­
ment to their 

employer , while workers in the Asian 
countrie (excluding Japan), Germany 
and the U.K. are least committed. 

The study was relea ed by India­
napolis , Ind.-based Walker Informa­
tion and the CSM Worldwide Net­
work, which asked more than 7,500 
worker from large companie in 13 
countries a serie of 97 questions. 

Full-profile Conjoint From 
Sawtooth Software 

Sawtooth Software has upgraded its full-profile conjoint system. 
CVA v2.0 is ideal for paper-and-pencil or other fixed design 
interviewing. 

CVA v2.0 is the easiest-to-use full-profile conjoint package 
available, guaranteed! CVA v2.0 features: 

New user-friendly interface makes entering attribute 
levels and setup options a breeze. 

New iterative designer for developing fixed single­
concept (card-sort) or pairwise designs. 

Two utility calculators: OLS (for ratings) and Monotone 
Regression (for rankings) . 

The same powerful market simulator as used in our 
popular ACA v4.0. 

Call today for a free demo diskette. 

Sawtooth Software Inc. 
502 S. Still Rd. • Sequim, WA 98382-3534 
360/ 681-2300 · 360/ 681-2400 (fax) 

http:/ /www.sawtoothsoftware.com 

Computer Interviewing • Conjoint • Cluster Analysis 
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Each country completed a minimum 
of 400 interview . Survey data were 
collected by using methodology most 
appropriate for each local market. 
Sample ize then were weighted rela­
tive to the total population to ensure 
representation based on census data. 

The study questions tapped a vari­
ety of dimen ions of workplace cul­
ture to determine employees' com­
mitment to their companie . Que -
tion focused on the employees' per­
ceptions about their companies' fo­
cus on customers, quality and em­
ployee , and whether the employees 
believe better job opportunities exist 
el ewhere. 

Employee Commitment by Country 
(1-5 scale with 5 the highest) 

~ Ranking 
Canada 4.19 
Finland 4.15 
Spain 4.14 
USA 4.06 
South Africa 3.92 
Netherlands 3.84 
Japan 3.84 
Italy 3.82 
India 3.77 
Australia 3.76 
Asian Composite 3.70 
Germany 3.53 
UK 3.53 

In addition to revealing that em­
ployee commitment differs by coun­
try, the study found that what drive 
commitment changes from country to 
country. For example, a focus on con­
tinuous improvement might drive 
commitment in one country, wherea 
an employee focu might be the key 
driver in another. For companie ' 
improvement efforts to be effective, 
they hould allow for different sets of 
key drivers in different countries. 

Finally , the tudy hawed that 
people in different countrie use re-
ponse (i.e., agreement) scales dif­

ferently. Cultural difference affect 
the way employees answer survey 
que tions, which make understand­
ing survey score aero markets more 
complicated. The study determined 
cui tural tendencies to agree, then 
scores were adju ted accordingly. For 
more information . please call 317-
272-8536. 

Quirk's Marketing Research Review 



1996 saw record number 
of new products 

Packaged good companie hifted 
their new product marketing efforts 

into high 
gear in 1996 
by introduc­
ing a record 
number of 
new product 
introduc­
tion , ac­

cording to Naples , N.Y.-based Mar­
keting Intelligence Service, Ltd., a 
new product reporting and product 
retrieval firm. Marketers introduced 
a total of 24,496 new food , beverage, 
health & beauty aids , household, and 
pet products in 1996, breaking the 
previou record set in 1994. For the 
third year in a row, new product 
launches topped the 20,000 mark . By 
industry , 11,072 new food were in­
troduced in 1996 (up 2.4 percent from 
1995), 3,524 beverage (up 36.5 per­
cent) , 8,204 health & beauty aid (up 

40 percent) , 785 hou ehold products 
(down 5.3 percent), 467 miscella­
neous products (up 15 percent) and 
444 pet products were introduced (up 
41 percent). 

New Product Introductions: 1989-1996 

1989 ·· ········· ····· 13,382 
1990 ··· ········ ····· 15,879 
1991 ... .. ........... 15,401 
1992 ... ... .... .. .... 15,886 
1993 ........... ..... 17,363 
1994 ........ .... .... 21 ,986 
1995 ................ 20,808 
1996 ... .... ..... ... . 24,496 

While new products were abundant 
in 1996, truly innovative new prod­
ucts offering significant new or added 
benefit were a decided minority. Ac­
cording to Marketing Intelligence ' s 
Innovation Ratings, 7.2 percent of 
1996 ' new products featured inno­
vations in any one of the following 
five areas: formulation, positioning, 
packaging, technology, or creating a 
new market. That's an inc rea e from 
1995' 6. 7 percent rate, but is still far 
below the peak innovation rate of 

18.6 percent in 1986. 
While packaged goods marketers 

introduced new product at a record 
pace in 1996, the unfortunate fact is 
that most new products fail, prima­
rily because they don't offer the con­
sumer anything that is really new or 
different. Rest as ured that the fol­
lowing 10 products do offer out tand­
ing new benefit . These top innova­
tions were chosen by Marketing In­
telligence Service from the more than 
24,000 new entries reported in 1996 
in the firm ' s Product Alert publica­
tion. All were introduced nationally, 
regionally or into test market in 1996. 

• Pillsbury OneStep Ready to Bake 
Pan Cookie proves that there's no 
uch thing a a chocolate chip cookie 

that ' s too big. Stealing a page from 
the pan pizza makers, this refriger­
ated cookie dough is packaged in its 
own circular shaped aluminum foil 
pan. Bake it in the oven for 10 to 14 
minutes, lice the cookies in wedges 
or pieces to share or eat the whole 
thing your elf! Forget about mixing, 

State-of-the-Art Focus Group Facility Telephone Interviewing 

~ Located in the center of the San 
Francisco-San Jose Peninsula, the heart of 
Silicon Valley 

~ One of the top Asian and Hispanic 
DMAs 

~ Experienced recruiting of general market, 
Asian and Hispanic respondents 

~ Multilingual moderators on staff 

~ Telephone interviewing in English, 
Spanish, Portuguese, and most major 
Asian languages 

~ Multilingual Computer Assisted Telephone 
Interviewing .... Now With More Stations!! 

~ Custom studies, tracking studies, and a 
quarterly Hispanic Omnibus 

~ On-site and remote monitoring capabilities 

Call: Felipe Korzenny, Ph. D., Betty Ann Korzenny, Ph . D., 
Sandra M.J. Wong, Ph. D., Rebecca Abravanel, Ph. D. 

Phone: (415) 595 5028 FAX: (415) 595 5407 
130 1 Shorevvay Road , Suite 1 00 • B e l m ont, C a l iforn ia 9 4002 
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' 
AND LOOK WHAT 
10¢ STILL BUYS YOU. 

./ Random, Listed, or 
Targeted sample 

./Job set-up 
./ Call/ quota definitions 
./ Custom area 
definitions 
./ ZIP-based samples 
./ Appending FIP, 
ZIP or other codes 
onto the output of 

telephone records 
./Use of high-density 

blocks 
./ Modem/ diskettes or 

Internet 
./Printing of call dialing sheets 

A 11 of these services are free with our fee of 10¢ per number. 
.ft. That's real value! 

There are no hidden charges. Maritz Sampling offers quality 
samples - random, listed, or targeted. Choose from our current 
national database of over 70 million households. Our flexible 
system can define geography descriptions, code numbers 
within any sample, and provide a choice of output. 

For real value, call Maritz Sampling today and take advantage 

~~rao:~ io~i:e::er. 1-800-2 99-4 7 42 

http:/ /www.maritz.com/mmri 
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spooning or cleanup; since the cook­
ies bake in their own pan, there' no 
mes . OneStep i new from Minneapo­
lis, Minn.-based Pillsbury Company. 

• With 25 percent of all U.S. house­
hold consisting of just one person, up 
from 7. 7 percent just 50 years ago, prod­
ucts that offer the ability to prepare 
smaller portion should strike a chord 
with consumers. If o, that' good news 
for Jell-0 Stir 'n Snack Instant Pudding 
Mix from Kraft Foods, Inc. Packed in a 
resealable cani ter complete with a 
measuring scoop, Stir 'n Snack lets you 
make as much or as little pudding as you 
want, when you want. It's quick too­
Stir 'n Snack is ready-to-eat inju t five 
minutes . 

• Are your mornings so rushed you 
don't have time to butter your toast 
before you fly out the door? Now there's 
a solution with Colonial Toaster Magic 
Bread from St. Louis, Mo.-based 
Earthgrains Co. Each slice of this loaf 
bread is packed with honey and butter 
or cinnamon and butter nuggets so you 
don't have to lift a finger or spread a 
knife. 

• Today's increased time demands 
mean that breakfast (if it's not skipped) 
may be eaten behind the wheel of a car 
and lunch consumed at a cluttered de k . 
Dalla -ba ed State Fair Food ha cre­
ated the perfect meal for "stuffed sched­
ule " with it State Fair Incredi-Bagel 
Stuffed Bagels. The no-mess way to eat 
on the run, the center of each of these 
bagels i filled with breakfa tor lunch 
food for a convenient meal. Varieties 
include pizza, ham & cheese, au age, 
egg & chee e, and bacon, egg & cheese. 

• Kick the can (canned soup, that is) 
with Stockpot Cia sic Soups Soup Con­
centrate from Redmond, Wash.-based 
Stockpot Soups. Packed in re ealable 
pouche , the e soups are sold in the 
refrigerated dairy case where they're 
the fresh alternative to canned and dry 
soup . Each 10 oz. pouch makes four 
bowls of hearty homestyle oup with 
ingredient like fresh-cut vegetables, 
real dairy products and premium meats 
& seafoods. 

• Hot chocolate lovers who can't get 
enough chocolate would be wise to give 
Her hey's Goodnight Kis e Hot Co-
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coaMixandHer hey'sGoodnightHugs 
Hot Cocoa Mix a try. Milk chocolate 
flavored Goodnight Kisses and white 
chocolate flavored Goodnight Hugs both 
offer the added plu of tiny Hershey's 
Kisses milk chocolates in each enve­
lope. When combined with hot water in 
a cup or mug, the Kisses melt to provide 
additional richne for a delicious treat. 
The product i new from Hershey, 
Pa.-based Hershey Foods Corporation. 

• Of all household cleaning chores, 
window washing ranks right up there 
with cleaning the toilet or scrubbing the 
bathtub on the list ofleast favorite tasks. 
If racing to catch drip isn ' t your idea of 
a good time, then try new Windex 
NoDrip Glass Cleaner. NoDrip elimi­
nates the race to catch drips because it 
stays where you spray it, ticking to 
glass surfaces without running. It's from 
Racine, Wis.-ba edS.C.Johnson&Son, 
Inc. 

• The Instead 12 Hour Feminine 
Protection Cup is hailed as the first real 
advance in feminine protection in over 
60 years. This "cup" is worn internally 

February 1997 www.quirks.com 

to collect rather than absorb menstrual 
fluid so it can be worn twice as long as 
a tampon on heavy flow days and up to 
12 hours on light flow days. And since 
Instead conforms to the shape of a 
woman's body, it fits comfortably even 
while sitting, swimming or exerci ing. 
It's new from Ultrafem, Inc. ofMissoula, 
Mont. 

• An upset stomach won't be enough 

stomach discomfort and make kids feel 
better fast. It even contains calcium, an 
important nutrient for kids. 

• If you like Tupperware brand con­
tainers but wish they were le expen­
sive and maybe even disposable, you ' re 
in luck. New GladWare Tight Sealing 
Containers are the equivalent of dispos­
able Tupperware - resealable plastic 
containers you can afford to lose. 

New Product Counts by Industry (1 992-1 996) as reported in Product Alert 

~ Beverages Health & Beaut~ Aids Household Misc. Pet PrQducts 
1992 8,159 1,611 4,625 786 254 451 
1993 8,077 2,243 5,327 790 462 464 
1994 10,854 2,597 7,161 704 293 377 
1995 10,816 2,581 5,861 829 406 315 
1996 11 ,072 3,524 8,204 785 467 444 
Note: The "miscellaneous" classi fication includes tobacco, car care and food-, beverage-, health & beauty aids- and household-related products. 

to keep junior from missing school with 
new Fort Washington , Pa.-ba ed 
Johnson & Johnson Merck Con umer 
Pharmaceuticals Co. ' s Children's 
Mylanta, the first upset stomach rem­
edy made ju t for children. Aimed at 
kids between the ages of 2 and 11 , the 
bubble gum flavored product relieves 

Top-shelf dishwasher safe, GladWare 
can be used over and over again and 
comes in two izes: soup & alad size 
and entree size. It ' s new from Danbury, 
Conn.-based First Brands Corp. 

New product innovation wasn't lim­
ited to the U.S. , as demonstrated by 
the e five top international innovations 
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We've Been 
As kino 

luestions 
For over 
II Years. 

WHERE WILL YOU T URN 

FOR ANSWERS ? 

Burke 
INCORPORATED 

BURKE MARKETING RESEARCH 

BURKE CUSTOMER SATISFACTION ASSOCIATES 

THE TRAINING & DEVELOPMENT CENTER 

INFRATEST BURKE INTERNATIONAL SERVICES 

805 CEN TRAL A VENUE CINCINNATI, OH IO 45202 (513) 241-5663 FA X (513) 684-7500 

chosen from the innovations featured 
in Marketing Intelligence Service 's 
International Product Alert. 

Thorny Rot Weis s (red white) 
Ketchup & Mayonnaise i the perfect 
picnic companion since it's the only 
tube that offers portions of both 
ketchup and mayonnaise. New in 
Germany from Thorny GmbH, the 
product ha a red and white swirl 
design when squeezed out of the tube. 

Cocktail mix in an instant - liter­
ally- is the concept behind Kruger 
Cocktail mit Alkohol, which is of­
fered in Germany by Kruger GmbH 
& Co. KG. Offered in three varietie , 
iri h coffee, lumamba , and piiia 
colada, the powdered mix actually 
contain the alcohol and only requires 
the addition of hot water or cold milk. 

Tampon buyers who want two dif­
ferent ab orbencies are stuck buying 
two different packages in the U.S. 
That 's not theca e in Au tralia, where 
Cotton Choice Tampon come in 
16-count and 32-count packs of regu­
lar/super and light/regular tampons. 
They ' re new from Cotton Australia. 

Infants suffering from conge tion 
due to a cold had few choices, until 
now. Debuting in the U.K. is 
John on' Baby Breathea y Bath, the 
first decongestant bath product that 's 
mild enough for infants starting at six 
month of age. Breatheasy contain a 
blend of rosemary, eucalyptus and 
menthol. John on & Johnson is the 
manufacturer. 

U.S. consumers will have to wait 
for FDA approval of the new Persona 
Home Ovulation Kit from Unilever's 
U.K.-based Unipath Ltd. Touted as 
the bigge t thing to happen to contra­
ception ince the 1960s, Persona mea­
sures a woman' hormone level via 
urine te ts , indicating days of the 
month when pregnancy i mo t likely 
to occur. The di po able urine-te t 
stick is read by a monitor which gives 
a green light on afe day and a red 
light on at-ri k days. What' more, 
the monitor also acts as a database, 
storing data that' used to determine 
a woman 's specific fertility pattern. 
For more information call 716-
374-6326. 
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Product & Service Update 
continued from p. 8 

ence from city to city. After that, a 
consumer panel determines product 
preference. For more information call 
Larry Kaufman at 847-433-0900. 

Service uses POS data 
to define trade areas 

Spatial Insights, Inc. , Vienna, Va., 
has developed a proprietary mapping 
technology that uses customer-based 
point-of- ale data to define trade ar­
eas by modeling the true geographic 
di tribution of customer density or 
revenue. The company use the tech­
nology in a new service , 
CustomTrend, which is de igned for 
retailers that want to define trade ar­
eas or identify trade area overlap. By 
defining the geographic extent and 
characteri tic of their trade areas, 
the service helps retailers define the 
demographics of their cu tamers , 
quantify trade area cannibalization 
and delineate market opportunities. 
To define demographic profiles or 
develop site uitability models, de­
mographics and other geographically 
referenced data can be ub et and 
ummarized according to the actual 

trade area or trength of revenue con­
centration. For more information call 
703-827-7031. 

TelAe debuts omnibus 
study of Asian market 

TelAe, Inc. , an Arlington , Va., pro­
vider of multi-lingual telemarketing 
ervices , has launched it first omni­

bus re earch study in the Asian mar­
ket, surveying awarene s and usage 
habit via telephone ca11 conducted 
in the native language of Chinese 
(Mandarin and Cantonese) , Korean 
and Vietnamese hou eholds. The sur­
vey measures usage of ervices such 
as telecommunication , banking and 
financial services , in urance and 
health care and u age of computers 
and other product . The urvey also 
measures media u age and key demo­
graphics. Preliminary result can be 
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OBJECTIVE: 
Quality samples that are friendly to the way research 
moves nowadays. 

551 SOLUTION: 
Howard Ziment and Cynthia Schlegel (Managing Directors at 
Ziment in ew York City) - "There1s so many different steps and 
details in the proce s of doing a custom research project. When we 
work with urvey ampling, the sample is one step we don1t have to 
worry about. We know we1re going to get a quality product and we 
know we1re going to get it on time. 

"We1ve found SSI samples to be solid - they're reliable, tudy after 
study. That1S why we1ve been working with SSI since 

they1ve opened their doors in 1977." 

"Finally 
a decent focus 
group room," 
spoke Anne 

Er ... we mean Spokane as in Washington. Consumer Opinion 
Services is proud to announce the reopening of our Spokane 
Focus Group Facility. The new room is great, offering a 
tapered table, full audio visual services and the kind of 
environment youlve come to expect from C.O.S. Give us a 
call at 206-241-6050 for your next focus group. We think 
youlll agree with Anne. 

Consumer Opinion Services 
••••••••••We answer to you 
12825 1st A venue South Seattle Wa. 98168 
206-241-6050 FAX 206-241-5213 
Ask for Jerry or Greg Carter 

Seattle + Portland + Spokane + Boise + San Jose 
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viewed at the company's Web site at 
http://www.telac.com. For more in­
formation call Glenn Braverman at 
800-522-3447. 

lnfomark users can now 
access crime data 

The CAPCrime database from CAP 
Index, Inc., King of Prus ia, Pa., is now 
available from Equifax National Deci­
sion Systems, San Diego. The database 
lets marketers assess vulnerability to 
crimes against persons and property any­
where in the U.S. Through a sophisti­
cated evaluation system, the CAPRisk 
model, used to create the database, scores 
an area for probability of crime occur­
rences. This data can be incorporated into 
any business location decision, but is 
especially valuable in selecting sites that 

require 24-hour safe acce , uch a those 
for automatic teller machine , conve­
nience stores and distribution facilities. 
The database provides scores indexed to 
the national average for any geographical 
area down to the census tract level for the 
following types of crime: homicide, rape, 
robbery, aggravated assault, burglary, 
larceny and motor vehicle theft. In addi­
tion, aggregated scores are available for 
four crime categories: crimes against per­
sons, crimes against property, total crime 
and the CAP Index (a weighted average 
of homicide, rape and robbery). 
CAPCrime data is available for 1990, the 
current year, and a five-year projection. It 
can be provided in a number of formats, 
including reports, maps, and dBASE files 
for use with Infomark, Equifax National 
Decision Systems' desktop decision sup­
port system. For more information call 

Conduct Surveys the Fast and Easy Way 

PowerTab 

Paper or Web, PowerTab Makes it Easy 
Demonstrated at MacWorld Expo/SF as one 
of 1997's hottest new software products, 
PowerTab can handle all aspects of your 
research project, including: 

T Expert Helper questionnaire builder 

T intuitive and fast data entry 

Tone command tabulation 

T complete cross tabulation capability 

T easy Web formatting and secure 
data retrieval 

Visit our web site to load our free demo: www.powerknowledge.com 
Or call us at (805) 545-5468 

l Power 
Knowledge 
Software, uc 

Macintosh System Requirements: 5 MB available RAM, 5 MB available hard drive space, CD-ROM drive 

FOCUS-GROUP 
WAR COLLEGE 
NOW, this gloves-off, hands-on, inter- WAR COLLEGE is in Seattle, April 1-4. 

active WAR CoLLEGE has you working Other cities include Orlando, Chicago, 
closely with the nation's top focus- Boston, Washington. Get everything 
group experts. It has you mastering the you need to plan ... organize ... moder­
new strategies and methods that have ate ... manage focus groups! Phone toll­
turned an old warhorse into a super- free for no-obligation info. CAMBRIDGE 

accurate research weapon. The next AssociATES, LTD., 800.377.8903 
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800-866-6510 or visit the Equifax NDS 
Web site at http://www.ends.com. 

Customer Insight 
updates AnalytiX 

Customer Insight Company, 
Englewood, Colo., has released 
AnalytiX 2.3, a database marketing 
system that enables users to analyze cli­
ent data on their own desktop. The new 
version's enriched capabilities include 
added report flexibility, advanced mod­
eling techniques and improved direct mail 
tools. With the new Analytical Report 
Template, non-technical users can se­
lect from multiple report options to 
build customized reports, giving them 
more power to create sophisticated 
reports without understanding the un­
derlying programming technology. Ver­
sion 2.3 also eliminates the data prepara­
tion proce s often associated with com­
pleting advanced data models. A new 
statistical modeling interface lets users 
manipulate, analyze and export data to 
SPSS to complete statistical analysis. In 
addition, AnalytiX delivers enhanced di­
rectmail tools to make it easier to group 
and track household activity over a 
specified time series. Group Sets al­
low u ers to create a static sample of 
the database to which they can com­
pare purchase behavior over time. 
Release 2.3 also contain a Decoy 
Manager that automatically seeds 
mailing lists to ensure rental integ­
rity. U er can view multiple tables 
simultaneou ly, create table queries 
simply and automatically assign 
segmentation codes. They can also 
recall and query against multiple 
tables. In addition, release 2.3 has 
taken advantage of its Windows­
based structure by enabling the 
tool bar functionality for query man­
agement. U er can enter and edit 
field description , filter fields from 
view and take advantage of toolbar 
menus to cut, copy, paste, save and 
print query expressions. The 
autosequencing function in 2.3 is de­
signed to make database segmenta­
tion fa ter and easier. This segmenta­
tion scoring capability assigns mail 
keys and segment codes to facili­
tate mas cu tomization of special 
offers. For more information call 
303-790-7002. 
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Data Use 
continued from p. 14 

The basics about SPSS 
If you already use SPSS or know it fairly well, you 

probably can skip, jump or leap directly to the next section. 
This introduction is here because it recently became highly 
apparent that your reviewer should not assume everybody 
knows SPSS and what it does. More specifically, a major 
computer-oriented publication ran a review of this product 
which (not to denigrate a competitive reviewer more than is 
absolutely needed) spent much of its time "comparing" SPSS 
and Microsoft Excel. These programs most definitely are not 
intended to do the same things, although they overlap in some 
small areas. Excel in fact picked up a few of its many features 
from SPSS, and recently SPSS seems to have returned the 
favor. Trying to compare the performance and capabilities of 
these two programs, though, seems something like compar­
ing a super-tanker and a moving van because they both carry 
things. Comparisons soon become just as informative as 
noting that the super-tanker does not fit neatly into most 
driveways, and that the moving van does not do well crossing 
most large bodies of water. 

In brief, consider using SPSS if you need to find the 
relationships between items of data, and particularly what 
sets of values (numbers) have in common, and how sets of 
values predict (or explain) other sets of value . Providing you 
have some ideas about what you need to do, even the most 
powerful spreadsheet will not approach a program like SPSS 
in these areas. With SPSS, you can find complex inter­
relationships in data that will elude the simpler forms of 
analysis available in spreadsheets. 

SPSS also holds more information about the data than any 
spreadsheet can. For instance, SPSS can hold long labels for 
the values of a variable in addition to holding a long label for 
the variable itself. (This means SPSS can retain a label of 
"excellent" for a numeric response of 5, a label of"good" for 
a response of 4, and so on. It can have different long labels for 
the values of different variables. You can then use the long 
labels in reports and analyses of many types.) Figure 1 shows 
how SPSS both holds the data in a spreadsheet-like form, and 
allows you to examine, apply or change labels for data values 

in a "dialogue box" (or small window). 
Excel has its own set of distinctive strengths also. It makes 

sensational-looking tables and forms, which also can do 
sophisticated calculations with the numbers you enter. Per­
haps most impressively, Excel has a built-in programming 
language that allows its spreadsheets to become programs, 
complete with menus, controls, and so on. SPSS 7.5 has 
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moved closer to Excel in thi area with the inclusion of a new 
"scripting" feature. This new feature aiJows you to build 
cu tomized routines in SPSS that automate analyse and 
displays. (We will discuss this more later.) Overall, though, 
SPSS still does not match Excel in ability to make truly 
customized displays- up to and including interactive ones. 

Often I find Excel useful to format result or to create small 
programs ba ed on analyse conducted in SPSS. The basic 
analytical power comes from SPSS. The final integration into 
findings that will get applied still largely relies on Excel- and 
other programs. Perhaps this is oversimplifying, but this seems 
to capture the ba ic difference between the two programs. 

SPSS: What comes in the package 
SPSS has taken a modular approach to its package for a 

number of years. Those of you who u e SPSS now will be 
familiar with it organization into a base package (required 
for all operations) and a number of add-on modules that have 
special analytical capabilitie . Several of the e modules 
themselves contain bundles of programs. 

SPSS has steadily added procedures and options over the 
year , but the basic organization of the program into sets has 
remained fairly constant. Ver ion 7.5 continues the trend that 
SPSS has followed in recent release , adding more analytical 
power to the base, and more cutting-edge procedure to the 
add-on modules. Here ' s a run-down of what you will find in 
the base and the two large t module : 

la.u.h.G.kaJII Professional Statistics 

File management and case selection Probit analysis 

Data manipulation: transformations (Binary) logistic regression 

Data weighting and aggregating Weight estimation 

Adyanced Statistics 

General linear models (GLM) 

Variance components analysis 

Log linear analysis 

Frequencies and descriptives 

Data exploration 

Cross-tabulation 

Two stage least squares regression MANOVA 

I Multidimensional scaling Cox regression 

T-tests and ANOVA 

Correlation 

Linear regression 

Curve fitting 

Non-parametric tests 

Charting 

Hierarchical clustering 

K-means clustering 

Discriminant analysis 

Factor analysis · 

-

--+--
General non-linear regression Actuarial life tables 

Reliability-analysis Survival analysis 

:l 

Other option incluse the e: 

Conjoint analysis Forecasting and time series CHAID analysis 
!-----

Correspondence analysis Multiple curve-fitting models 

Other optimal scaling procedures Smoothing models J 

Neural Connection 

Complex and formatted tables, Tests for very small samples or 
includ ing stub and banner formats samples with very uneven distributions Neural network analysis 

If you are involved in the analy i of databa e or market 
re earch data, then you will find the Base program and 
Categorie - and perhaps Professional statistics - the 
"must have" modules. If you do not have another favorite 
classification tree analy i program, you will find CHAID a 
highly competent performer, if not quite as full-featured a 
some competitors. Trends is a highly powerful time series 
analysis program with many advanced feature . La tly, if you 
run into more complex analyses, you hould find Advanced 
Statistics highly useful. Overall , SPSS cover nearly every­
thing you will need, leavingju t a few item for the wish list 
for later relea e . (See "The SPSS wi h li t and competitive 
options" below for a full description. ) 

How SPSS works 
You mu t have either Windows 95 or Window NT for 

SPSS 7.5 to run. If you still have Windows 3.0 or 3.1 (or 3.11 
or 3.01 , etc.) , you will need to stay with SPSS version 6.0 or 
6.1. (Incidentally, if you need an excuse to upgrade to 
Window 95, thi will give you as good a any. You will find 
many advantages to the new operating sy tern , as we dis­
cussed in our review in the May 1996 QMRR.) The older 
SPSS ver ion (6.1) ha mo t of the analytical features of 
ver ion 7.5, but it doe not have the new and improved 
product architecture, or the arne ability to cu tomize output 
and automate involved analytical procedures. 

One of the fir t fact you will notice about version 7.5 is that 
it exists as a eries of windows, each of which will appear 
separately identified on the Window 95 task manager bar. 
The program does not have a solid "back wall " as do appli­
cations such as Excel or Word for Windows. The free floating 
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windows may seem lightly disconcerting at fir t (you can 
click your way into another program in the background at 
times), but then should quickly become familiar. The win­
dows include the familiar data editor (showing the file which 
you are using in preadsheet-like form), the syntax editor, and 
the new output navigator. 

The output navigator pre ents the single most striking 
improvement in SPSS over the older versions 6.0 and 6.1. It 
replaces the old text output and "chart carou el" window 
that SPSS once u ed, and very nicely organizes all the types 
of output SPSS produce . Small "books" go into an organized 
tree-like display window to the left of the display creen, with 
each book containing all the output from a procedure. You 
can label these books yourself, or use the default labels that 
SPSS provides. Scrolling to a given book in this left window 
brings you quickly to the exact portion of the analysis that you 
need. You can move ection of the analy i around by 
dragging the books to different spots in the tree display. You 
can edit the output on the spot or ave it to revise later. You 
also can copy and paste all or any part of the output into 
Windows-based word processing and presentation packages. 

As you run longer analy es, the tremendous value of this 
output navigator become more obvious. Everything you 
have done stays readily at hand, so that you can quickly 
review and compare re ult . You can in tantly eliminate 
sections that you decide are superfluou . Chart remain 
connected to the analyses that generated them. In short, 
everything becomes more organized and efficient. Figure 2 
shows a portion of an output navigator window, with the tree 

diagram to the left and the output corresponding to the 
selected item in the tree on the right. 

Among the types of output SPSS generates, the "pivot 
table" was introduced in ver ion 7 .0, and made still more 
flexible in this new release. Many types of output now go into 
these tables, which are quite handsome and professional in 
appearance. Pivot tables may be familiar to users of Excel, 
Quattro Pro - and the late, lamented Lotus Improv, which 
introduced the idea. In a pivot table, you can swap rows and 
column with a click of a button. Even more impressive, if 
you have a table with "nesting" (headings within headings), 
you can change rows, column and nestings within each. You 
may not need to do such fancy maneuvering often, but now 
you can. You get the tables to pivot simply by pulling around 
icons that appear in pivot trays at the margins of the table. 

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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Everything gets rearranged instantly. Figure 3 shows two 
pivoted views of the same data. For simplicity, this table 
shows only counts. Any extra in-cell statistics you choose 
also get pivoted instantly. 

GENDER Gender M, F, U • CEHSUS4 census 4 regions • AHYGE18 any kids 18 & up Crosstabulatlon 

Count 

ANYGE1 8 CENSUS4 census 4 regions 

anyklds18 1.00 2.00 
&up .00 Northeast lllldwest 3.00 South 4.00West Total 
.00 N GENDER 64 25 13 1134 1236 

Genderlll, 1 F 847 476 1691 2818 1018 6851 
F,U 1111 839 635 1804 3054 1229 7562 

IU 7567 7554 203H 29159 15949 80572 
Total 9316 8665 23865 350H 19330 96221 

1.00 y GENDER l 25 38 64 
Genderlll, 1 F 53 H 88 98 19 272 
F,U 1111 27 2 71 151 92 344 

u 229 318 879 1185 611 3223 
Total 335 334 1038 H35 761 3903 

GENDER Gender M, F, U • CENSUS4 census 4 regions • ANYGE18 any kids 18 & up Crosstabulatlon 

Count 

ANYGE1 8 GENDER Gender Ill F U 
any kids 18 
&up F Ill u Total 

CENSUS4 .00 .00 N 64 847 839 7567 9316 
census 4 regions 1.00 y 25 53 27 229 335 

1.00 .00 N 476 635 7554 8665 
Northeast 1.00 y 14 2 318 334 

2.00 .00 N 25 1691 1804 20344 23865 
lllldwast 1.00 y 88 71 879 1038 

3.00 South .00 N 13 2818 3054 29159 35044 

1.00 y 98 151 11 85 1435 

4.00Wesl .00 N 1134 1018 1229 15949 19330 

1.00 y 38 19 92 611 761 

Total .00 N 1236 6851 7562 80572 96221 

1.00 y 64 272 344 3223 3903 

Figure 3: The data are the same, but they look quite different after pivoting the 
table. Incidentally, this is one huge and awful database, with its quality 
problems shown by the high number of "unknown" and otherwise unclassified 
respondents. 

You can change the basic "look" of these tables, as you can 
in programs like Excel, choosing a scheme with special 
shading, cell borders and colors. The results look at least as 
good as the tabular output that appears in professional jour­
nals. 

Pivot tables, bringing a new level of output to much of the 
program, exact only a small price in return. They sometimes 
show slight "hesitation" when you select them for viewing, 
even on a reasonably fast PC. (Our test machines included a 
586-133 desktop computer with 32MB of RAM and a 586-
75 notebook with 16MB ofRAM. The program ran with little 
discernible speed difference on either for most operations.) 
This behavior of the output navigator may seem a little 
disconcerting if you are used to scrolling instantly through 
several miles of text-based output- as you could in earlier 
versions of SPSS. However, only the chart editing function 
seems to need some speed enhancements. It runs perceptibly 
slower than the graphing module in Microsoft Powerpoint, 
for instance, which is already slower than anything your 
reviewer likes to use regularly. The convenience of having all 
your output readily at hand more than makes up for any small 
performance lags, though- at least on a 586-class machine. 

Also, since output navigator files contain all sorts of 
handsome graphical objects, they tend to require more disk 
space than did the corresponding text-based output. You can, 
without too much effort, generate a navigator file holding 
charts, tables and text output the size of an average University 
of Chicago doctoral dissertation. The navigator saves the 
entire session and the tree structure organizing it in a special 
".spo" file, which can run up to several megabytes. You 
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definitely will want to eliminate any unwanted analyses 
before saving the navigator document. 

As mentioned earlier, SPSS has continued to add new 
features and procedures, as it has done with every recent new 
release. In fact, you can see in many details of SPSS (both 
how it looks and acts) evidence of considerable careful 
thought and many years of refinement. New procedures in 
this version include, most notably, tests in the analysis of 
variance module that will handle distributions with widely 
different patterns of dispersion (or variance). Among the 
features, you can get several fine bonuses in the CD-ROM 
version of the program. SPSS has put this medium's great 
storage capacity to good use by including files with basic 
demographic information from Claritas and Wessex, some of 
which extends down to the census tract level. This allows you 
to append this data to files you are analyzing where you have 
a person's ZIP code (or census tract), greatly boosting your 
ability to profile respondents or database members demo­
graphically. The CD-ROM also has the syntax guide online, 
making it easier to specify details of the analysis as you want 
them. 

Version 7.5 also makes strides toward helping users less 
familiar with statistics, with a new statistics on-line "statistics 
coach." Using the coach involves answering a series of 
questions about your data and the type of chart or table you 
would like, and then following the directions it gives toward 
the dialogue boxes of specific procedures. The coach seemed 
to handle straightforward requests well - but the PC still 
cannot substitute for knowing the methods available and 
thinking through what you really need. Also, even if a novice, 
you will need to know what type of data you are analyzing 
(nominal, continuous, etc.), and a few statistical terms. SPSS 
also had added a related but simpler "ODBC Wizard" which 
can prompt you step-by-step through accessing a database 
and joining multiple database tables. 

What remains the same 
SPSS retains its basic operating structure, in which you can 

build up a complex chain of analyses by selecting items from 
menus or by filling in "dialogue boxes" on screen. The 
program then generates a series of commands from your 
choices. You still can choose to run commands once they 
have been completed by pushing an "OK" button, or can 
choose to paste these commands into a "syntax window." 
Pasting the commands into the window has its advantages. 
First, and most obviously, you can see exactly what your 
menu choices make the program do, in the program's own 
terms. Also, you can compare the commands you chose 
versus all possible options by pushing the handy "syntax 
checker" button (which appears on the bar at the top of the 
syntax window). Finally, you can save and recycle the 
commands you have generated in a text-based ".sps" file. 
You can keep reusing the pasted commands in any analysis 
at hand, or call up ".sps" files to use in another analysis. 

SPSS allows you to open many command and output files 
simultaneously in a session. You can cut and paste between 
any of them. You still are restricted to one data file per 
session, though. (Unlike Excel, SPSS will not allow you to 
have many data windows - or spreadsheets - open for 
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viewing and manipulating at the same time.) SPSS does give 
you remarkable power in merging many files into one unified 
databa e, though. You have precise control over how SPSS 
adds variables or cases - even according to incredibly 
complex rules. Given this capability, using one data file per 
analysis seems a minor limitation. Even if you do not do much 
data analysis, you should find the file management abilities 
of the ba e program- to put together data files, to select 
specific cases according to exact criteria, to exclude data, to 
sort data, to transform data, and to create new variables from 
others -remarkably useful. 

"Real Stats-Real Easy" 
SPSS has used this as a slogan for several years. While I 

agree that the statistics are real, I don't know if! can agree that 
second "real" is real, really. (Sorry, but I couldn't resist.) The 
statistics are easy in the sense that your PC can, in seconds, 
rip through mountains of data analysis that the combined 
math faculties of every American college and university 
could not solve in decades. The speed of analysis can be 
amazing. Watching SPSS sprint through, say, a discriminant 
analysis with 200 variables and 30,000 cases is not likely to 
replace cable TV a entertainment, but you will be impressed 
with how quickly it gets done. (All right, perhaps you won't, 
but it still impressed your reviewer.) 

In any event, you now can do more analyses and test more 
options and alternatives than ever before. The question then 
becomes whether you should do the analysis at all, not 
whether you can do the analysis. 

With your forbearance, let's try another analogy, hoping 
that this does not stretch things too far. In a way, having SPSS 
to analyze your data is something like finding that- instead 
of buying a hand saw- you can now have an entire millwork 
factory delivered to your basement. Now, when you go 
downstairs, you can knock out an oak dining room table with 
fancy scrollwork and turned legs in about 16 minutes. If you 
get really ambitious, and you have an afternoon to two to 
spare, you can make up a pre-fabricated addition for your 
house. You find only one catch to this marvelous set-up: you 
have to know how to use the machinery- or at least some of 
it. 

If you run the machinery the wrong way, you can create a 
pile of sawdust in an instant- or perhaps even bum down a 
substantial portion of you neighborhood. Assuming you 
know how to avoid a disaster, you then have to know what to 
make, and how to make it. You can use your basement mill 
to produce things that seem fine, but which do not stand up to 
use, like three-legged chairs, couches without any internal 
supports, and o on. 

At the end of this long analogy, we come back to the 
powerful analytical capabilities you find in SPSS. With this 
program, you can generate immense quantities of"output" in 
nearly no time. But you must have the requisite knowledge 
and do the needed thinking for this material to perform 
adequately. No statistics program can advise you against 
mistakes or misconceptions in basic approach. You may get 
some guidance on the correct comparison method to use with 
certain forms of data, but the program will not tell you 
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whether you should draw a given comparison or do some­
thing else entirely. With a program as sophisticated and 
analytically capable as SPSS, you may almost start to think 
that your PC can think- which (unfortunately or not) is most 
definitely an illusion. You will still need to know what the 
computer should be doing, and instruct it accordingly. And 
(unfortunately), doing this is not always "real easy." 

The presentation dilemma 
By now, you should have few questions about the ability 

SPSS has to analyze most forms of data, and to solve many 
analytical problems. Also, SPSS can do nearly anything you 
will ever need- in data display and presentation- to get an 
article into any academic journal. Where SPSS leaves you a few 
steps from the finished product, though, is in creating the types 
of presentations that most decision-makers (managers, execu­
tives, etc.) need to see. This final distillation of data into so­
called "actionable" form remains largely up to you. Figure 4 
shows this familiar problem in schematic form, with the precise 
scientific name for each stage in preparing information. 

~~ w~ 
Stat. ~Nice ~charts~ decision 

output ~~bl~ts ~ and ~ m~~~rs I I graphs / "get' 

(arrow) (arrow) (ma'IY, ma'IY arrows) 

SPSS will bring you at most times to "nice neat tables," and 
at others all the way to "cool charts and graphs." But the last 
long transition remains squarely outside the program's design. 
In a way, this seems all we could ever expect. The makers of 
SPSS are serious scientists and statisticians. They could never 
understand how frequently we need to present our findings to­
and get some action from -people with the attention span of 
children. (This is getting worse, if anything, with corporate 
downsizing. Now you encounter more and more people acting 
like stressed-out and overworked children.) 

These comments may more properly belong in the "SPSS 
wish list," but it seems that the program could go still further in 
making its output flexible, and in allowing you to extract only 
those few items your audience will need to see. SPSS has in this 
release eliminated much of the typewriter-like ASCII-text 
format that it once produced. For instance, the output from 
discriminant analysis or factor analysis used to appear as a large 
block of text which you had to keep in a "fixed font" (like 
Courier). Now, you get a series of handsomely formatted 
"objects," but objects that remain fairly fixed in content, if not 
appearance. You may need to devise complex strategies to get 
a simple measure that the output does not provide. 

Suppose, for example, you decide you want "overall weighted 
importances" for the variables in a discriminant analysis which 
has produced several functions (or dimensions). Each variable 
has a coefficient in each function and the functions each have 
relative strengths, in terms of how much variance they explain. 
To get some overall measure, you have to excise the correct 
section of the output, make sure it has the correct format, paste 
it into a spreadsheet, multiply the coefficients within each 
function by the strength or size of the function, and sum. Who's 
ready to take a quiz about what I just said? I thought so. 

Anyhow, this is the kind of thing (misguided or not) that you 
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may need to do. Theideaisfairly simple(whichis why the client 
asked you to do it, anyhow), but the doing is not. Running up 
numbers like this can become time consuming and tedious 
when you have many analyses to complete. Perhaps the new 
scripting procedures in SPSS 7.5 can a~ to mate some tasks like 
these, but for now the commands available seem mostly to 
affect formatting of output, rather than producing any new 
values from the output, even simple ones. 

The SPSS wish list and competitive options 
As the section above suggested, SPSS still seems to need 

some progress in letting the user isolate and format just the few 
key fragments of information coming from a long analysis. The 
new output navigator and scripting language make several long 
steps toward this goal, but more control over results produced 
could only help. Again, seeking major changes in this area 
seems more like demanding a shift in how the program is 
conceptualized than claiming it has any actual deficiencies. 
Indeed, when we look at its operations, SPSS has omitted little 
that you are likely to need in the analysis of surveys and 
databases. 

Perhaps the largest omission is that SPSS cannot perform 
multinomiallogit analysis (and such related logit analyses), 
which you need for discrete choice modeling (DCM) as it is 
usually done. The lack of true capability to analyze DCM 
problems prevents SPSS from handling an entire branch of 
analysis that has proven remarkably useful for product and 
service optimization and pricing research. 

Finally, the CHAID program could use some updating. It has 
all the basics for classification tree analysis, and using it 
certainly is far better than not having any program with these 
capabilities. It has been surpassed by competitive offerings in 
recent years, though. In particular, KnowledgeSeeker from 
Angoss continues to advance its remarkable range of capabili­
ties and features. (We plan to review the KnowledgeSeeker 
version 4.2 in an upcoming issue.) 

SPSS has a growing list of competitors in the Windows 
environment. However, SPSS remains a top choice for analyz­
ing surveys, databases and other data from which you must 
make decisions. It strikes an excellent balance between power, 
features and usability, making it the leading contender to 
become the analytical software that you use most often. 

SPSS is not the reigning heavyweight champion of data 
analysis, though. This distinction belongs to SAS, as it likely 
has for some years now. SAS remains a staggering program, in 
terms of number of procedures and options within procedures. 
In general, if somebody somewhere is doing some obscure form 
of statistical analysis, the odds are that you too can do it with 
SAS. However, SAS does exact more of a price for the power 
it provides. Some of this price is purely monetary: SAS does not 
sell its program, but only licenses it- meaning that you must 
pay an annual fee to continue using it. Licensing fees vary based 
on the number of users, but they tend to be more expensive than 
the cost of purchasing and maintaining a program like SPSS. 
Also, with SAS, you probably will want to keep one or several 
of the many manuals close at hand while doing an analysis. 
While the manuals are extremely clear and provide many 
helpful examples of exactly how to do different procedures, it 
seems that you need to refer to them fairly often to do what you 
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want. Although SAS has graduated to Windows, it still has 
much more of the feel of a basic DOS program. You can still use 
the basic command line structures and SAS manuals from six 
to 10 years ago. Also, you may find the tremendous arrays of 
options daunting in themselves. You reviewer is willing to 
wager that nobody knows exactly how all the different choices 
you have in SAS really differ, even in theory- and certainly 
not in practice. 

Two programs formerly competing with SPSS have become 
companion products, also distributed by SPSS, with each 
intended for slightly different groups of users. Systat has 
become the SPSS product for engineering and technical users, 
and BMDP has become the product for biomedical research. 
Each has a few special features that their intended audiences 
find helpful. Since becoming part of the SPSS product line-up, 
though, each of these programs has taken on a somewhat SPSS­
like appearance and has gained in useful SPSS-like capabilities 
and amenities. I know a few market researchers who prefer 
Systat to SPSS, but similarities between these programs now 
seem to outweigh points of difference. 

SPSS pricing 
SPSS is priced on modular basis. The base package lists for 

$695. SPSS offers special pricing on the base with added 
modules. For instance, you can buy a "Base +2 bundle" for 
$1 ,295. Other additional modules usually cost $395 to $495 
each. SPSS offers a number of standard discounts (for educa­
tional and government users, for instance), and site licenses are 
available. Special discounts on extra modules are sometimes 
available; you can call SPSS at the numbers below for more 
information. 

Conclusions 
Given the market prices for data analyses, SPSS is in fact a 

terrific bargain. The incredible usefulness of this program in 
solving real-world problems, and in making real-world deci­
sions, is beyond dispute. Unless you have highly specialized 
needs, the SPSS base and two or three additional modules are 
very likely to provide all the analytical power you need. The 
program provides the best balance achieved by any software so 
far between analytical power and ease of use. You may need to 
fuss with the output somewhat to reduce it to a form that most 
audiences can understand and use, but that is the only qualifi­
cation to a very strong recommendation. Provided you have 
moved to Windows 95 or the Windows NT operating system, 
you will find a great deal to like in SPSS version 7.5. And if you 
have not yet upgraded your operating system, this program 
could provide precisely the reason you needed. 0 

'As quoted by David Lubar in It's Not a Bug, It's a Feature, Reading, Mass.: 
Addison Wesley Publishing Company, 1995. 
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You can reach SPSS at: 
SPSS Inc. 

444 North Michigan Ave. 
Chicago, Ill. , 60611-3692 

800-525-4980 or 312-329-2400 
312-329-3690 (fax) 

http://www.spss.com 

You can reach Steven Struhl at: 
847-251-9395 (phone) 

847-256-7263 (fax) 
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Changing minds 
continued from p. 18 

have to decide what we want to mea­
sure: Is it how good aPR job we did? Is 
it finding out if anyone heard us or paid 
attention to our PR efforts? Or, is it deter­
mining if anyone is about to think or act 
differently because of our PR efforts? 

I label these three different measures of 
PR effectiveness: 

Level 1, the basic level for measuring 
PR outputs; 

Level 2, the intermediate level for 
measuring PR outgrowths; and, 

Level 3, the advanced level for mea­
suring PR outcomes. 

Like marks on a yardstick or a ruler 
each level identifies a higher plateau for 
the measurement of public relations suc­
cess or failure. 

At our firm, we like to use a yardstick 
to graphically show the three different 
levels, each one higher and more ad­
vanced than the one before it. The lowest 
step on the ladder-or the ftrst marker on 
my imaginary yardstick - is Level 1, 
which measures what we, or our orga­
nization, actually did. For example, if our 

ACG 
RESEARCH 
SOLUTIONS 
Chromalloy Plaza 
Suite 1750 
120 South Central 
St. Louis, Missouri 
63105 

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

Our experienced staff has served the 
qualitative and quantitative research 
needs of many Fortune 500 clients. 
Let us put that experience to work 
for you. 
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organization happened to be a hospital, 
health clinic or pharmaceutical company, 
did we prepare an attractive-looking bro­
chure for our patients or prospective cus­
tomers? Was the press conference that 
we held to publicize or promote a new 
product or service well attended? Did the 
media pick up and use our press releases 
or announcements? Did our messages get 
transmitted to the specific audience groups 
we were trying to reach? 

Levell measures PR outputs; it exam­
ines how well PR people present them­
selves, how they handle given activities 
or events. At this level, the PR practitio­
ner measures the amount of exposure his 
or her organization received in the media, 
the total number of placements, the total 
number of audience impressions, and/or 
the likelihood of having reached pecific 
target audience groups. 

Easy to carry out 
This type of measurement is relatively 

ea y to carry out; that's why I call it a 
basic measure. To measure outputs, PR 
practitioner often use content analysis 
techniques to track or measure publicity 
placements or conduct simple public opin-

RAMS™, a form of 
electronic audience 
response technology. 

Quantitative data collection 
utilizing computer-aided 
phone interviews. 

Focus group facility in 
St. Louis with FREE 
videotaping. 

Experienced focus group 
moderators and one-on-one 
executive interviewers. 

Sophisticated database 
technology for analysis 
and warehousing. 

Multivariate analyses, 
including conjoint analysis 
and perceptual mapping. 

ion polls to find out if targeted groups 
have been exposed to certain messages. 

An example: A well-known technol­
ogycompany headquartered in New York 
City with offices throughout the U.S. and 
Europe and which markets its hardware 
products and selected software services 
on both sides of the Atlantic held two 
press conferences to announce six major 
new products. 

The pres conferences were held on the 
same day- one in New York City, the 
other in Paris- and generated consider­
able media coverage in the U.S. and 
Europe. Within a matter of a few days, 
491 print and broadcast news and feature 
storie appeared in the press - 373 in 
U.S. media and another 118 in the Euro­
pean media. 

We were retained to determine how 
favorable toward the company and its 
new products the press coverage ended 
up being. More specifically, our client 
sought answers to these questions: 

• How did the media in the U.S. and 
Europe handle this major announcement 
of the company pertaining to its new 
products and services? 

• Was press treatment favorable, neu­
tral or unfavorable toward the company 
and toward key themes and messages 
important to the company? 

• Which spokespersons were quoted 
most frequently, in what context and to 
what extent? 

• How did the media treat the company 
in comparison to its principal competi­
tors? 

• How did the media's handling of the 
announcement correlate to consumer in­
quiries and/or purchase behavior patterns 
pertaining to the company's products and 
services? 

Content analysis of the 491 news and 
feature stories was the methodology used 
to measure PR outputs in this ca e. We 
examined the press coverage by ftrst cod­
ing and categorizing each tory on the 
basis of 37 different analytical variables, 
classifying the stories by such categories 
as type of media in which they appeared, 
by company, competitor and topic men­
tions, by position or stance taken by the 
media, by persons and/or organizations 
quoted by the media, and so on. 

Then we entered this information in 
our computer, processed and analyzed 
the data, and prepared a detailed report 
for our client giving the findings and their 
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implications. The entire effort was car­
ried out relatively quickly and inexpen­
sively. It took six weeks from start to 
finish. 

Output measures can be summarized 
this way: 

Level3: Advanced (Outcomes) 
Level 2: Intermediate (Outgrowths) 
Levell: Basic (Outputs) 

Measuring ... 
Targeted Audiences 
impressions 
Media Placements 

Keep in mind that measuring outputs 
is only the most basic level of PR mea­
surement. The only thing you're doing 
at this level is measuring whether or not 
your messages, or your organization's 
messages, were actually disseminated 
and picked up by the media. 

Don't stop at Levell 
Whatever you do, don't stop at Level 

1. Move up the yardstick or the ladder to 
higher levels. Level2 is somewhat more 
sophisticated. At this level, PR practi­
tioners measure whether target audi­
ence groups actually received themes­
sages directed at them, whether they 
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paid attention to those messages, 
whether they understood and retained 
them. 

Level 2 contains PR outgrowth mea­
sures. To measure outgrowths, PR prac­
titioners usually rely on a mix of quali­
tative and quantitative data collection 
techniques, using focus groups, depth 
interviews with opinion-leaders and ex­
tensive polling of key target audience 
groups either by telephone, face-to-face, 
or- at least in the U.S., and I realize 
that cultures can change from country 
to country - by conducting surveys 
using the mails. 

An example: One of our clients - a 
well-known beverage company- sells 
its products around the world. During 
the past two years it has been actively 
distributing background and promo­
tional materials about its products and 
services to reporters and editors in the 
general and trade press in four countries 
in Europe- France, Germany, Great 
Britain and Spain; in four Latin Ameri­
can countries-Argentina, Brazil, Costa 
Rica, Mexico- and Puerto Rico; and 
in six Asian and Pacific Rim countries 
-China, Hong Kong, Japan, Korea, 

the Philippines and Taiwan. 
The company wished to determine 

how familiar its products and brands 
were among key media it was targeting 
in those 15 countries, in comparison to 
its major competitors. It also was inter­
ested in measuring- both qualitatively 
and quantitatively- how much atten­
tion those in the media were paying to 
the company's publicity efforts, whether 
reporters and editors were aware of the 
range of the client's products and ser­
vices, and whether those in the media 
were retaining key messages that the 
company was disseminating through its 
publicity materials. 

For this client, we suggested a series 
of one-on-one depth interviews with 
key representatives of the media in each 
of the countries being targeted. We are 
convinced that by focusing on issues of 
importance to the client and by con­
ducting interviews with selected report­
ers and editors that we have obtained 
first-hand information from those in the 
media regarding how much they know, 
how much they understand, and how 
much information they have retained 
relating to our client and its products 

YOU'VE GOT THE QUES110NS. 

Nationally representative sample of 1,000 adults 18+ 

• $725 per question, with discounts for subsamples, 
multiple questions, long-term tracking 

Questions in by noon Wednesday, banners to you by 
3 p.m. Monday 

• Guaranteed on-time results- or you don't pay! 

Call us this week. We guarantee you'll like the results! 
CH/J.TON'S 

-~"""~~~ .... 1-soo.EXP-POLL -a;~r na; fi:lfi:l......._ 
(1-80().397-7655) --OMNIBUS 
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and ervices. 
Here's a second example of a re­

search project that we have fielded that 
sought to measure outgrowths - that 
i , how much people know, understand 
and retain. A technology client in the 
U.S . several year ago developed a new 
diagnostic imaging machine that brought 
the latest technology to ho pitals and 
clinics that do not have specialists in 
residence. The technology allowed pa­
tients to go to their local hospital for an 
on-the-spot live ultrasound exam that 
was transmitted by telephone lines to a 
specialist in another city. 

The company held a first-time-ever 
serie of remote, live demonstrations of 
an actual exam taking place in Mem­
phis, Tenn. The exam was hown live at 
two major trade hows: the annual con­
ference of the American Heart Associa­
tion in Dallas, and the annual confer­
enceoftheRadiological SocietyofNorth 
America in Chicago. 

The company wanted immediate feed­
back on the new machine from the car­
diologi ts and radiologists attending the 
two trade shows. It wanted to assess 
physician familiarity, comprehension 
and retention levels of the benefits of­
fered by its new machine. To obtain the 
data needed, we suggested a series of 
on-site, face-to-face, intercept inter­
view with tho e physicians who at­
tended the two conferences. The com­
pany arranged for special demonstra­
tions of its new machine during the first 
two days of each convention. During 
the third day we sent a team of inter­
viewers onto the convention floor to 
conduct intercept interviews. 

A total of 100 cardiova cular phy i­
cians and surgeons were interviewed at 
the Dalla trade show and another 239 
radiologists and hospital administrators 
were interviewed in Chicago. 

In both cases, interview were com­
pleted in one day, data were tabulated 
and analyzed overnight, and the com­
pany not only obtained useful back­
ground information concerning physi­
cian familiarity, comprehension and 
retention levels pertaining to its new 
machine, but it also was able to prepare 
and distribute special press release sum­
marizing the research finding and their 
bro~der implications, displaying how 
technology could be used to improve 
patient diagnostic services. 
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Outgrowth measures can be summa­
rized this way: 

Leve13: Advanced (Outcomes) 
Level2: Intermediate (Outgrowths) 

Measuring ... 
Retention 
Comprehension 
Awareness 
Receptivity 

Level 1: Basic (Outputs) 
Measuring ... 

Targeted Audiences 
Impression 
Media Placements 

Most advanced 
Level 3 i the most advanced PR mea-

urement level of all. When one reaches 
this higher end of the effectivene s yard­
stick, what is being measured i out­
comes- uch things as opinion, attitude, 
and behavior change. 

To measure outcomes, the PR practi­
tioner need to rely on uch techniques as 
before-and-after poll (pre- and post­
tests); on the development and use of 

OUTCOMES 
Level 3 - How did we do in 

getting them to change their behav­
ior, attitudes or opinions? 

OUTGROWTHS 
Level 2 - How did we do in 

getting them to remember, under­
stand and pay attention? 

OUTPUTS 
Level 1 - How did we do in 

having messages actually appear 
and getting messages out in the 
first place? 

experimental and quasi-experimental re­
search designs; on the use of unobtrusive 
data collection method such as observa­
tion, participation and role-playing; on 
the use of advanced data analy i tech­
niques (such as perceptual mapping, psy­
chographic analysi , factor and clu ter 
analy i ,andconjointanalysis);oronthe 
conducting of comprehensive, multi-fac­
eted communications audits. 

Let me give you an example of the type 
of re earch project that begins to measure 
not only message receptivity, awarene s 
levels, comprehension and retention but 
al o start to get at opinion, attitude and 
behavior change. 

One of our U.S. client i the Dole 
Food Company. Several year ago, in 
collaboration with the Society for Nutri­
tion Education, Dole developed a special 
CD-ROM program deigned to educate 
children between the ages of9 and 10 and 
their teachers about the importance of 
proper nutrition and the role that eating 
five erving of fruits and vegetables a 
day can play in achieving proper nutri­
tion. Students at the third-grade level in 
178 cla e in 65 different schools in five 
different state were selected by Dole to 
participate in a pilot test of the CD-ROM 
educational program. 

Dole wanted to measure the knowl­
edge, attitude and behavior levels of a 
selected group of third-grade teachers 
and their tudents regarding fruits and 
vegetables and proper nutrition, both be­
fore and after these audiences were ex­
po ed to the CD-ROM program prior to 
a national rollout. 

Ourre earchde ignconsi tedofdistri­
butionof elf-admini teredque tionnaire 
to approximately 1,000 students and 40 
teachers to measure awarene , attitude 
and behavior level before the CD-ROM 
introduction, followed by the distribu­
tion of a virtually identical elf-adminis­
tered que tionnaire to the same approxi­
mately 1,000 students and 40 teacher to 
measure awareness, attitude and behav­
ior levels four months after the program 
introduction. 

Completed, matched pre- and post­
questionnaires were filled out and re­
turnedbystudent in44ofthe 178clas es. 
In tho e 44 cia e , a total of 1,038 stu­
dent and 37 teacher participated in the 
before-and-after study. 

The data found the 5 A Day Adven­
ture CD-ROM program to be extremely 
successful. More importantly, the pro­
portion of students giving correct an-
wer increa ed from the before to the 

after phase on 17 of the 18 que tions that 
were asked. 

The proportion of students expressing 
an intere tin talking to other family mem­
ber about the importance of eating five 
serving of fruits and vegetables a day 
increa ed from 45.1 percent before they 
had been expo ed to the program to 67.0 
percent after expo ure. 

More than eight out of every 10 teach­
er felt their student had found the pro­
gram easy to u e and a imilar proportion 
of teacher were convinced that 5 A Day 
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Adventures had encouraged their stu­
dents to eat more fruit and vegetables. 
Eight in 10 of the teachers al o felt the 
program had encouraged they, them­
selves, to eat more fruits and vegetables. 

Based on the re earch findings, Dole 
modified the CD-ROM program and then 
launched a national rollout. One year 
after the completion of this pilot research 
project, 13,000 school throughout the 
U.S. were participating in the program 
and 50,000 CD-ROM disks had been 
distributed to schools and teachers across 
the country. 

Fascinating problem 
Here is a second example of a study 

that we designed and carried out to mea­
sure change at the outcome level. Several 
years ago, another food company came to 
us with a fascinating problem. They 
wanted to determine which is more effec­
tive in promoting a new product: public 
relations alone, advertising alone, or pub­
lic relations and advertising together. 

For this client we u ed a variation of 
what is known a the "classic research 
design" methodology. First, we identi­
fied four comparable communities in four 
different sections of the country. Then, 
we conducted telephone interviews in all 
four communities - 250 interviews per 
community- to determine familiarity, 
attitude and behavior levels relating to 
the company, its products and services. 

The company's new product was then 
introduced in the first community using 
only public relations techniques. The 
new product was introduced at the exact 
same time in the second community 
using only advertising techniques. It 
was introduced at the same time in the 

third community using a mix of public 
relations and advertising techniques. In 
the fourth community it received no 
public relations or advertising support. 

After the introductions, identical fol­
low-up telephone interviews were con­
ducted in all four locations. Once again, 
250 consumers were interviewed in each 
community. We probed to determine 
familiarity , attitude and behavior levels 
relating to the company, its products 
and it services. We then compared data 
from the pre- and post-interviews in all 
four communities to determine which 
of the different communications ap­
proaches was most effective. 

When I tell people about this before­
and-after quasi-experimental design 
they always ask me who won. Which 
communications approach turned out to 
be most effective? Keep in mind, results 
can change depending on the product, 
depending on the community, depend­
ing on the types of PR and advertising 
techniques utilized. 

In this particular instance, however, 
communications turned out to be most 
effective in the community in which the 
new product was introduced using pub­
lic relations techniques only. It was next 
most effective in the community in 
which the new product wa introduced 
using a mix ofPR and advertising tech­
niques. In third place was the commu­
nity in which advertising only was used. 

And, thank goodness, especially for 
those of us who are professional com­
municators, in last place was the com­
munity in which the new product was 
introduced without any public relations 
or advertising support at all. 

Outcome measures can be summa-

Big, Bigger, Bigge11 
We're big. We're big because we have the biggest testing rooms in Chicago, great for 
aud ience tests & taste tests. We're big because we have one of the largest databases in 
Chicago nearly 70,000 respondents. We're big because our viewing rooms are huge, 
seating 18 +. We're big because we treat you and your client like you 're our only 
client. The next time your research takes you to Chicago, think big, think Precision. 

rized this way: 
Level3: Advanced (Outcomes) 

Measuring ... 
Behavior Change 
Attitude Change 
Opinion Change 

Level 2: Intermediate (Outgrowths) 
Measuring ... 

Retention 
Comprehension 
Awareness 
Receptivity 

Level 1: Basic (Outputs) 
Measuring ... 

Targeted Audiences 
Impressions 
Media Placements 

No single method 
These are just some of the ways to 

measure success in public relations. But 
to put things into perspective, there are 
two final pieces of advice for those of you 
who plan to plunge more deeply into 
measuring public relations effectiveness. 

First, it is important to recognize that 
there is no one simplistic method for 
measuring PR effectiveness. Depending 
upon which level of measurement is re­
quired, an array of different tools and 
techniques are needed to properly assess 
PR impact. 

And, finally, it is extremely important 
before you attempt to evaluate anything 
you do that you first set specific goals and 
objectives against which the activities of 
your programs can eventually be mea­
sured. That's called formulative evalua­
tion. 

The time to think about evaluation 
is before a public relations program 
has been launched, not after it is un­
der way. 0 

PRECISION FIELD SERVICES 

MEE71NG YOUR NEEDS, EXCEEDING YOUR EXPECTATIONS 

call or e-mail us for a complete brochure: 847 • 390 • 8666 info@pfschgo.com 
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Cotton 
continued from p. 11 

are computed. The barometers, as they 
are called, are designed to provide 
insight into areas of behavior that 
have an impact on the markets for 
apparel , home furni shings and fiber 
selection. Through analysis of move­
ment in the barometer cores over 
time, industry leaders can better hy­
pothesize about where consumers' at­
titudes and behaviors may be going in 
the future. 

Each barometer summarizes re­
sponses to a cluster of questions re­
lating to a single subject. The eight 
measures include: denim fondness, 
tendency for casual dressing, con­
cern for appearance, shopping affin­
ity , fa shion consciousness , fibe r 
awareness, fiber preference and ex­
ternal influences. 

Barometers are calculated by de­
termining a positive variable and a 
negative variable for each index. For 
example, for the shopping barometer, 
a positive shopping variable and a 
negative shopping habits variable are 
determined. These figures are derived 
by summing the responses to ques­
tions in the specific set, in this case, 
those dealing with shopping. This 
number is then multiplied by a set 
value calculated using the possible 
affirmative and negative answers to 

ADDITIONAL SERVICES: 

* BRAND STRATEGY 

* BRAND IDEATIO~ Creative 

* BRANDSEARCH5
M Trademark Screening 

Among the findings reported in the Autumn 1996 issue of the Lifestyle Monitor 

How we feel about our jeans 
• Almost everybody (97 percent) owns at least one denim item. The typical consumer 
owns nearly 15 different pieces of denim clothing . 

• More than two in three (67 percent) agree that jeans are their first pick for casual 
wear. 

• More than two in three (68 percent) prefer to wear denim jeans over any other type 
of casual slacks. 

• Almost nine in 10 (87 percent) think neat jeans should be allowed on casual day. 

How things have changed in the past year 
• From the second quarter of 1995 to the second quarter of 1996, the percentage of 
those who are willing to sacrifice comfort for fashion decreased from 38 percent to 
36 percent. 

• We are less concerned about price and more concerned about fabric content than 
we were a year ago . In the second quarter of 1995, 74 percent said that the price is 
important information when it comes to purchasing garments and 46 percent said 
fabric content. Over the course of the year, the price segment fell 3 percent to 71 
percent and the fabric content contingent increased by 2 percent to 48 percent. 

• The portion of $500 we would spend on clothing decreased by $18 since second 
quarter 1995. Back then we would have spent $246 of the money on clothes, today 
we would only spend $228 of it on clothing. 

• When dressing undertime constraints , 62 percent would rather be on time and look 
okay and 37 percent would rather be 10 minutes late and look great. These findings 
represent a 5 percent shift in favor of spending the extra minutes to look better since 
this time last year. In the second quarter of 1995, 67 percent would sacrifice fashion 
for timeliness and only 32 percent would choose to be late but look great. 

each set. This process yields a num­
ber ranging from 0 to 100. This num­
ber is not a percentage however, but a 
composite tabulation of multiple re­
sponses to a specific barometer 's 
question cluster. Therefore, a barom-

CLIENTS INCLUDE: , 

AT&T, A.H.P., Bayer, Chrysler, Conoco, DuPont, 
Fruit Of The Loom, General Motors, Glaxo Wellcome, 
Hershey, J&J, Lever Brothers, McDonald's, Merck, 
Mobil Oil, Procter & Gamble, Ralston Purina, 
Sara Lee, Searle, Sprint and other industry leaders. 

eter of 50 is neutral, and as preference 
increases and decreases so does the 
barometer reading. 

Using a method very similar to the 
barometer calculation, each quarter 
certain groups of respondents are clas­
sified as "fashion innovators" and 
"opinion leaders ." It is thought that 
trend among the general population 
first can be een as trend among 
these leader . The researchers in ­
volved deemed it vital to identify them 
and keep tabs on both their attitudes 
toward fabrics and their buying be­
havior. 

For our Brochure, References, or Brand Building Seminar please contact any of our offices. 

NEW YORK 

Fashion innovators and opinion 
leaders are not of any single person­
ality type. Rather, each type of per­
sonality has its own leaders. Gener­
ally, they are of a higher socio-eco­
nomic status and are more educated 
than their fo llowers. They tend to be 
more innovative and have greater so­
cial participation . 

Vincent Morella TEL (212) 557-2 100 

LOS ANGELES 
Irwin Moskowitz TEL (310) 284-3201 

CHICAGO 
Michael Grove TEL (312) 21 4-1500 

MIAMI 
Dave Dettore TEL (305) 374-2500 

DURHAM 
David Floyd TEL (919) 572-931 1 
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Visit our web site at: 
http://www.brandinst.com 

BI ,i. 
BRAND INSTITUTE, inc. 

Aggressive marketing 
Cotton Incorporated was officially 

formed in 1970, although it work 
began almo t half a decade earlier. J. 

Quirk's Marketing Research Review 



Nicholas Hahn, Cotton Incorporated's 
pre identand CEO, explained the pur­
pose of the company during an inter­
view in the July 19, 1994 issue of 
Women 's Wear Daily . "Seeing a need 
for an entity to promote and market 
their products, a handful of cotton 
growers petitioned Congress to set up 
a funding mechanism. That action 
ultimately led to the pa sage of the 
Research and Promotion Act of 1966, 
and helped create the Cotton Produc­
ers Institute, the forerunner of Cotton 
Incorporated." 

Today, aggressive marketing pro­
grams play a crucial role in cotton's 
success at retail. Supporting these 
marketing program with marketing 
research is important to Cotton Incor­
porated. "The Life tyle Monitor is a 
blend of art and science," says John 
Ses ions, president of Bellomy Re­
search. "We use a series of introspec­
tive questions which re pondents en­
joy answering to obtain data which is 
statistically analyzed to produce mea­
sures which characterize our nation's 
attitudes toward fashion , apparel and 
fibers on an ongoing basis." 

So far, the Lifestyle Monitor project 
has been an overwhelming success, 
providing interesting, actionable data. 
Most projects are a balancing act in 
which the researcher tries to gather 
the most information in the least 
amount of time so a to maximize 
cooperation. With the Lifestyle 
Monitor interviews , the respondents 
rarely ever realize how long they 
have been on the phone because 
they have fun . 

They forget to watch the clock when 
they are being asked questions like: 

• Do you like this season ' s fashions 
more or less than in previous years? 

• Do you feel it is appropriate to 
have "casual Fridays" or a casual day 
in a business office environment? 

• In the coming 12 months , do you 
plan to purchase more or le s apparel 
than in the past 12 month ? 

• Do you agree or disagree with the 
statement "Jeans are in my past, not 
my future."? 

• If you get tea ed about a particu­
lar outfit or article of clothing, do you 
stop wearing it? 

"The Lifestyle Monitor has a sur­
prisingly high completion rate, espe-
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cially for its length," says Carol 
Hefner, vice president client services, 
Bellomy Research. "People want to 
stay on the phone for the whole 20 
minute or more. We all like talking 
about ourselves and, in a way, an­
swering these questions seems like 
you're doing just that." 

Win-win 
The enthusiasm of Lifestyle Moni­

tor participants is proof that when it's 
done right, research can be a win-win 

situation for researcher and respon­
dent. When the process is interesting 
and fun , consumers enjoy participat­
ing and may be more willing to take a 
few minutes out of their busy sched­
ules the next time they are called 
upon to provide their opinions. As the 
industry struggles to keep response 
rates up and fend off the damaging 
effects of telemarketer sugging, 
projects like the Lifestyle Monitor 
are important to the future succe s of 
research. 0 

Don't Gamble On 
Field Services, 

Place a Sure Bet On 
Las Vegas Surveys 

Join The Industry Leaders Who Depend 
On Las Vegas Survers' l!fofessionals For 
Market Research Needs 

• 2 New Focus Group Facilities w/Full Service 
Business Suites 

• 2 Executive Meeting Rooms 

• 5 One-on-One Rooms w/Client Viewing 

• 2 Blocks From Convention Center/Mall 

• Recruiting/Focus Groups/One-on-One's 

• Executive/Professional/Media 

• Telephone Interviews 

• Mall Intercepts 

• Conventions 

• Radio Music Tests 

• Mock Jury Trials 

• Hispanic Research Capabilities 

• Data Processing 

Las Vegas SUnetS 

3405 S. Cambridge St. 

Las Vegas, V 891 09 

(800) 797-9877 

(702) 650-5500 

FAX (702) 650-0729 

Elecatift omces 
4616 Mission Gorge Pl. 

San Diego, CA 92 120 

(619) 265-2361 

(800) 895-1225 

FAX (619) 582-1562 

email- sdsurveys@aol.com 

Mall omce 
3689 "D" Midway Dr. 

San Diego, CA 9211 0 

(619) 224-311 3 

FAX (619) 224-0301 
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devo ed solely to marketing research. Fmm in-depth case 
~.~t~fj~~!~J!iJif·~~-M~~~~rrP articles by andustry experts, if it's about research, you'll find it 

tn the pages of QMRR. 



listed below are names of companies specializing in qualitative research moderating. Included 
are contact personnel, addresses and phone numbers. Companies are listed alphabetically and 
are also classified by state and specialty for your convenience. Contact publisher for listing 
rates: Quirk's Marketing Research Review, P. 0. Box 23536, Minneapolis, MN 55423. Phone 
612-854-5101/ fax 612-854-8191. 

Asian Marketing Communication Cambridge Research, Inc. Data & Management Counsel, Inc. 
Research/Div. of H&AMCR, Inc. 5831 Cedar Lake Rd. P.O. Box 1609 I 608 Chadds Ford Dr. 
1301 Shoreway Rd., Ste. 100 St. Louis Park, MN 55416 Chadds Ford, PA 19317 
Belmont, CA 94002 Ph. 612-525-2011 Ph. 610-388-1500 
Ph. 415-595-5028 Contact: Dale Longfellow Fax 61 0-459-4825 
Fax 415-595-5407 High Tech, Executives, Bus.-To- E-mail: wktripp@aol.com 
E-mail: gateway@hamcr.com Bus., Ag., Specifying Engineers. Contact: Bill lift-Levine 
http://www.hamcr.com 

CB&A Market Research 
Extensive Experience In Domestic & 

Contact: Dr. Sandra M.J. Wong International Qualitative Research. 
Quai./Quant.Rsch. -cantonese, Mandarin, 1400 Westgate Center Dr., Ste. 200 
Japanese, Korean, Tagalog, etc. U.S. & Inti. Winston-Salem, NC 271 03 Decision Analyst, Inc. 

Ph. 910-765-1234 604 Ave. H East 
AutoPacific, Inc. Fax 91 0-765-1234 Arlington, TX 76011-3100 
12812 Panorama View E-mail: cba@nr.infi.net Ph. 817-640-6166 
Santa Ana, CA 92705-6306 http://www.cba@nr.infi.net Fax 817-640-6567 
Ph. 714-838-4234 Contact: Amy Anderson E-mail: JThomas@danalyst.com 
Fax 714-838-4260 Full Service Research Marketing, http://www.danalyst.com 
E-mail: karxprt1 @ix.netcom.com State-of-the-Art Facilities. Contact: Jerry W Thomas 
Contact: George Peterson 

CJRobbins 
Depth Motivation Research. National 

Auto Marketing & Product Experts. Firm. 
1100 Groups Moderate & Recruit. 3832 Mintwood St. 

Pittsburgh, PA 15201 Decision Drivers 
BAI (Behavioral Analysis Inc.) Ph. 412-683-5975 197 Macy Rd. 
580 White Plains Rd. Fax 412-681-7975 Briarcliff, NY 10510-1017 
Tarrytown, NY 10591 E-mail: cjrobbins@activemac.com Ph. 914-923-0266 
Ph. 914-332-5300 http://www.activemac.com/focus Fax 914-923-3699 
Fax 914-631-8300 Contact: Carole Robbins Contact: Sharon Driver 
E-mail: kpermut@BehavioraiAnalysis.com Creative Evocative Methods/Fast Ac- Actionable Results To Drive Your 
Contact: Kate Permut tionable Reports. Market Decisions. 
Innovative & Standard Approaches 

Consumer Opinion Services Decker Research Associates, Inc. To Qual. Research. 
12825-1 st Ave. South 4 Upper Bank Dr. 

George I. Balch Seattle, WA 98168 Chadds Ford, PA 19317 
635 S. Kenilworth Ave. Ph. 206-241-6050 Ph. 800-832-1930 
Oak Park, IL 60304 Fax 206-241-5213 Fax 61 0-388-7821 
Ph. 708-383-5570 E-mail: cos-info@cosvc.com Contact: Bruce Decker 
Fax 708-383-5570 http://www.cosvc.com Sr. Exec. Moderator, Extensive Drug/ 
E-mail: gbalch.uic.edu Contact: Jerry Carter Health Experience. 
Contact: George Balch Consumer, Business Groups and 

The Deutsch Consultancy Experience With Advertisers, Agen- One-On-Ones. 
cies, Government. 1500 N.W. 49th St., Ste. 532 

Creative & Response Svces., Inc. Ft. Lauderdale, FL 33309 
Brittain Associates 500 N. Michigan Ave., 12th Fl. Ph. 954-938-9125 
3400 Peachtree Rd. N.E., Ste. 1015 Chicago, IL 60611 Fax 954-771-5214 
Atlanta, GA 30326 Ph. 312-828-9200 E-mail: bideutsch@advize.com 
Ph. 404-365-8708 Fax 312-527-3113 Contact: Barry Deutsch 
Fax 404-261-7607 Contact: Christian de Brauw We Crack Tough Nuts. 
E-mail: brittain@mindspring.com Thirty Years of Leadership in Qua/ita-

Direct Feedback http://www.brittainassociates.com tive Research. 
Contact: Bruce Brittain 4 Station Square, Ste. 545 
Custom Research Consultants. "Next- Cunningham Research Associates Pittsburgh, PA 15219 
Step" Solutions. 2828 W. Parker Rd., Ste. B202 Ph. 412-394-3676 

Plano, TX 75075 Fax 412-394-3660 
Burr Research/Reinvention Preven- Ph. 972-596-4072 Contact: Tara Hill Conroy 
tion Fax 972-964-3404 Bus.-To-Bus./Consumer/Recruit/ 
4760 Fremont St. E-mail: crasrch@airmail.net Moderate/Report. 
Bellingham, WA 98226 Contact: Mark W. Cunningham 

Directions Data Research Ph. 360-671-7813 Qual. & Quant. Rsch.: Consumer, 
Fax 360-671-7813 Advg., Bus./Bus., Hi-Tech. 1111 Northshore Dr. 
E-mail: BURRRESEAR@aol.com Knoxville, TN 37919-4046 
Contact: Robert L. Burr Cunninghis Associates Ph. 423-588-9280 
Answers Via Actionable Survey & 6400 Flotilla Dr., #56 Contact: Rebecca Bryant 
Qualitative Research; 1-on-1 s. Holmes Beach, FL 34217 Full Service: Medical/Consumer/New 

Ph. 813-778-7050 Product/PR!Exec. 
Cambridge Associates, ltd. Contact: Burt Cunninghis 

Dolobowsky Qual. Svcs., Inc. 2315 Fairway Ln. 37 Years Exp., Moderator & Madera-
Greeley, CO 80634 tor Training. 94 Lincoln St. 
Ph. 800-934-8125 Waltham, MA 02154 
Fax 970-339-8313 Daniel Associates Ph. 617-647-0872 
E-mail: walt_kendall@prodigy.com 49 Hill Rd., Ste. 4 Fax 617-64 7-0264 
Contact: Walt Kendall Belmont, MA 02178 E-mail: 73521.3172@compuserve.com 
The Finest- Telephone Focus Groups, Ph. 617-484-6225 Contact: Reva Dolobowsky 
Traditional Focus Groups, 1-on-1 s. Contact: Stephen Daniel Experts In Ideation & Focus 

FOCUS/IT Understanding Technology Groups. Formerly with Synectics. 
Buying Processes. 
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Doyle Research Associates, Inc. Focus Plus, Inc. Hispanic Marketing Communications Lachman Research & Mktg. Svces. 
919 N. Michigan/Ste. 3208 79 5th Avenue Research/Div. ofH&AMCR, Inc. 29341 /2 Beverly Glen Cir., Ste. 119 
Chicago, IL 60611 New York, NY 10003 1301 Shoreway Rd., Ste. 100 Los Angeles, CA 90077 
Ph. 312-944-4848 Ph. 212-675-0142 Belmont, CA 94002 Ph. 310-474-7171 
Fax 312-944-4159 Fax 212-645-3171 Ph. 415-595-5028 Fax 310-446-4758 
E-mail: jodra@aol.com E-mail: focusplus@earthlink.net Fax 415-595-5407 E-mail: rflachman@aol.com 
Contact: Kathleen M. Doyle Contact: John Markham E-mail: gateway@hamcr.com Contact: Roberta Lachman 
Full Svc. Qual. Four Staff Moderators. Impeccable Cons. & B-B http://www.hamcr.com Advg. & Mktg. Focus Groups and One-
Varied Expertise. Recruits/Beautiful New Facility. Contact: Or. Felipe Korzenny on-Ones. Consumer/ Business. 

D/R/S HealthCare Consultants Focused Solutions 
Hisp. Bi-Ling.!Bi-Cult. Foe Grps. Any-
where In U.S./Quan. Strat. Cons. Leichliter Associates Mktg. Rsch./ 

3127 Eastway Dr., Ste. 105 907 Monument Park Cir., Ste. 203 Idea Development 
Charlotte, NC 28205 Salt Lake City, UT 841 08 Horowitz Associates Inc. P.O. Box 788 FOR Station 
Ph. 704-532-5856 Ph. 801-582-9917 1971 Palmer Avenue New York, NY 10150-0788 
Fax 704-532-5859 Contact: Bill Sartain Larchmont, NY 1 0538 Ph. 212-753-2099 
Contact: Dr. Murray Simon 30+ yrs. Exp.; 2500+ Groups with U.S. Ph. 914-834-5999 Fax 212-753-2599 
Specialists in R_esearch with Provid- & International Goods & Serv. Contact: Howard Horowitz E-mail: leichliter@aol.com 
ers & Patients. 

GraffWorks Marketing Research Cable/ Video Marketing-Program- Contact: Betsy Leichliter 
Elrick and Lavidge 10178 Phaeton Dr. ming-Advertising Strategy. Innovative Exploratory Rsch.lldea De-
1990 Lakeside Parkway Eden Prairie, MN 55347 velopment. Offices NY & Chicago. 
Tucker, GA 30084 Ph. 612-829-4640 Irvine Consulting, Inc. 

Nancy Low & Associates, Inc. 
Ph. 770-621 -7600 Fax 612-829-4645 2207 Lakeside Drive 
Fax 770-621-7666 Contact: Carol Graff Bannockburn, IL 60015 5454 Wisconsin Ave., Ste. 1300 

E-mail: elavidge@atl.mindspring.com Custom Marketing Research & New Ph. 847-615-0040 Chevy Chase, MD 20815 
Fax 847-615-0192 Ph. 301-951-9200 

http://www.elavidge.com Business Development Consulting. Fax 301-986-1641 
Contact: Carla Collis E-mail: DBSG96A@prodigy.com 

E-mail: n.l.a.@clark.net 
Full-Service National Capability. Greenleaf Associates, Inc. Contact: Ronald J. Irvine 

800 South St. , Ste. 170 Pharm/Med: Custom Global Quan./ Contact: Nan Russell Hannapel 
Erlich Transcultural Consultants Waltham, MA 02154 Qual. Res. & Facility. Health/Fin./Cust. Sat. Upscale FG Fa-
21241 Ventura Blvd ., Ste. 193 Ph. 617-899-0003 cility. Recruit from MD, DC, No. VA. 
Woodland Hills, CA 91364 Contact: Or. Marcia Nichols Trook JRH Marketing Services, Inc. Market Development, Inc. 
Ph. 818-226-1333 Nat'/Jint'l. Clients. Specialty: New Prod- 29-27 41st Ave. (Penthouse) 1643 Sixth Ave. 
Fax 818-226-1338 ucts, Direct Marketing, Publishing. New York, NY 11101 San Diego, CA 921 01 
E-mail : AEetc@aol.com 

Grieco Research Group, Inc. 
Ph. 718-786-9640 Ph. 619-232-5628 

Contact: Andrew Erlich, Ph.D. Fax 718-786-9642 Fax 619-232-0373 
Full Svc. Latino, Asian, African Amer., 850 Colorado Blvd ., Ste. 203C E-mail: 72114.1500@compuserve.com E-mail: lnfo@mktdev.com 
Amer. Indian Mktg. Rsch. Los Angeles, CA 90041 Contact: J. Robert Harris II http://www.info@mktdev.com Ph. 213-254-1991 Founded 1975. Check Out The Rest 
FacFind, Inc. Fax 213-254-3465 Contact: Esther Soto 
6230 Fairview Rd., Ste. 108 E-mail: GRGINC@aol.com 

But Use The Best! U.S. Hisp./Latin Amer., Offices In NY, 
Charlotte, NC 28210 Contact: Joe Grieco Just The Facts, Inc. 

Mexico City. 
Ph. 704-365-8474 Marketing and Advertising P.O. Box 365 Market Navigation, Inc. 
Fax 704-365-87 41 Focus Groups. Mt. Prospect, IL 60056 Teleconference Network Div. 
E-mail: facfind@aol.com 

Hammer Marketing Resources Ph. 847-506-0033 2 Prel Plaza 
Contact: Tracey Snead Fax 847-506-0018 Orangeburg, NY 10962 
Varied, Affordable Southern Generalists. 179 Inverness Rd. 

Severna Pk. (Balt./D.C.), MD 21146 E-mail : JTFacts@islandnet.com Ph. 914-365-0123 
Fader & Associates Ph. 410-544-9191 http://www.just-the-facts.com Fax 914-365-0122 
372 Central Park W., Ste. 7N Fax 41 0-544-9191 Contact: Bruce Tincknell E-mail : GRS@mnav.com 
New York, NY 1 0025 E-mail: 70426.1237@compuserve.com We Find The Facts!™ Fuii-Svc., Camp. http://www.mnav.com 
Ph. 212-7 49-3986 Contact: Bill Hammer Intel., Mktg. Cnsltg. Actionable Re- Contact: George Silverman 
Fax 212-7 49-4087 25 Years Experience- Consumer, Busi- suits. Med., Bus. -to-Bus., Hi-Tech, lndust., 
Contact: Susan Fader ness & Executive. Ideation, New Prod., Tel. Groups. 
Exper./Focus Groups/ 1-0n-1 s/ ln KidFacts8M Research 

Market Research Associates Pat Henry Market Research, Inc. 3331 W. Big Beaver Rd., Ste. 114 Broad Range Of Cat. 
230 Huron Rd. N.W., Ste. 100.43 Troy, Ml48084 2082 Business Center Dr., Ste. 280 

First Market Research Corp. Cleveland, OH 44113 Ph. 810-816-6772 Irvine, CA 92612 
2301 Hancock Drive Ph. 216-621-3831 Fax 81 0-816-6772 Ph. 714-833-9337 
Austin, TX 78756 Fax 216-621-8455 Contact: Dana Blackwell Fax 714-833-2110 
Ph. 800-FIRST-TX (347-7889) Contact: Mark Kikel Qual. & Quan: Specialty Kids/Teens. Contact: Barbara Fields 
Fax 512-451-5700 Luxurious Focus Group Facility. Ex- Prod./Pkg./ Advtg. Customized, Creative Research De-
E-mail: jheiman@firstmarket.com pert Recruiting. signed For Actionable Findings. 
http://www.firstmarket.com 

Hispanic Market Connections, Inc. 
Bart Kramer & Associates MarketingAdvantageRsch. Cnslts., Inc. 

Contact: James R. Heiman 6 Barbara Dr. 2349 N. Lafayette St. 
High Tech, Publishing, 5150 El Camino Real , Ste. D-11 Succasunna, NJ 07876-1908 
Bus.-To-Bus., Telecommunications. Los Altos, CA 94022 Ph. 201-927-5507 

Arlington Heights, IL 60004 
Ph. 415-965-3859 Ph. 847-670-9602 

Fax 201-252-0354 Fax 847-670-9629 Linda Fitzpatrick Research Svcs. Corp. Fax 415-965387 4 E-mail : KRAMER.ASSOCIATES@ 
102 Foxwood Rd. Contact: M. Isabel Valdes worldnet.att.net 

E-mail : mjrichards@aol.com 
West Nyack, NY 1 0994 Foe. Grps. , Door-to-Door, Tel. Stud- Contact: Bart Kramer 

Contact: Marilyn Richards 
Ph. 914-353-4470 ies, Ethnographies. Design/Execution Of New/Improved 

New Product Development/Hi-Tech/ 
Fax 914-353-4471 Product Research. 

Multimedia/Telecommunications. 
E-mail: Linda@fitzpatrickmarketing.com 
Contact: Linda Fitzpatrick 
Since 1985, Expert In Marketing/Group 
Dynamics. 
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Marketing Matrix, Inc. Nordhaus Research, Inc. Pamela Rogers Research Strategic Focus, Inc. 
2566 Overland Ave., Ste. 716 20300 W. 12 Mile Rd., Ste. 102 2759 Fourth St. 6456 N. Magnolia Ave. 
Los Angeles, CA 90064 Southfield, Ml 48076 Boulder, CO 80304 Chicago, IL 60626 
Ph. 310-842-8310 Ph. 800-860-9996 Ph. 303-443-3435 Ph. 312-973-4729 
Fax 310-842-7212 Contact: John King Fax 303-443-3621 Fax 312-973-0378 
E-mail: mmatrix@primenet.com Fu/1-Svce. Qual. & Quant., Fin., Med., E-mail: rogela@aol.com E-mail: DonaJ@aol.com 
Contact: Marcia Selz Uti!., 3 Discussion Rms. Contact: Pamela Rogers Contact: Dona Vitale 
Foe. Grps., In-Depth lntvs. & Surveys 

Northwest Research Group, Inc. 
Adver., Med., TeleCom., New Prod. Creative Insights tor Mktg./Advertis-

For Financial Svce. Companies. 
400 1 08th Ave. N.E., Ste. 200 

Grps./1-1's Since 1985. ing Strategy. 

MCC Qualitative Consulting Bellevue, WA 98004 Paul Schneller- Qualitative Strategy Research Corporation 
100 Plaza Dr. Ph. 206-635-7481 300 Bleecker St., 3rd fl. 100 N.W. 37 Avenue 
Secaucus, NJ 07094 Fax 206-635-7 482 New York, NY 10014 Miami, FL 33125 
Ph. 201-865-4900 or 800-998-4777 E-mail: ethertn@nwrg.com Ph. 212-675-1631 Ph. 305-649-5400 
Fax 201-865-0408 http://www.nwrg.com Contact: Paul Schneller Fax 305-649-6312 
Contact: Andrea Schrager Contact: Jeff Etherton Full Array: Ads/Pkg Gds/Rx!B-to-BI E-mail: strategy@icanect.net 
Insightful, Innovative, lmpacttul, Ac- Facilities, Moderating, Full Service Ideation (14+ Years). http://. icanect. neVstrategy 
lion-Oriented Team Approach. Market Research. 

Gerald Schoenfeld, Inc. 
Contact: Jim Loretta 
Serving All U.S. Hispanic Mkts. & 

Meczka Marketing/Research/Con- Olson Aycock, All Points Research 55 S. Broadway, 2nd fl. Latin America. 
suiting 8025 N. Point Blvd., #215E Tarrytown, NY 10591 
5757 W. Century Blvd., Lobby Level Winston-Salem, NC 27106 Ph. 914-631-8800 Sunbelt Research Associates, Inc. 
Los Angeles, CA 90045 Ph. 910-768-7368 Contact: Gerry Schoenfeld 1001 N. U.S. One, Ste. 310 
Ph. 310-670-4824 Fax 91 0-768-7 428 20 Yrs. Full Service/Consumer/Bus./ Jupiter, FL 33477 
Fax 310-410-0780 Contact: Sherrie Aycock Blue Chip Clients. Ph. 561-744-5662 
Contact: Michael Meczka Innovative State-Of-The-Art Moderat-

Jack M. Shapiro Healthcare Mktg. 
Contact: Barbara L. Allan 

Quai./Quant. Rsch. 25 Yrs. Exp. Re- ing Techniques. 20+ YearsExp.;Business&Consumer 
cruit & Facility. Rsch. & Mgmt. Consulting, Inc. Studies; Nat'/. & lnt'l. Exp. 

Outsmart Marketing P.O. Box 900 
Medical Marketing Research, Inc. 2840 Xenwood Ave. West Nyack, NY 1 0994 Target Market Research Group, Inc. 
1201 Melton Ct. Minneapolis, MN 55416 Ph. 914-353-0396 4990 S.W. 72 Ave., Ste. 110 
Raleigh, NC 27615 Ph. 612-924-0053 Contact: Jack M. Shapiro Miami, FL 33155-5524 
Ph. 919-870-6550 Contact: Paul Tuchman Healthcare Market Research Special- Ph. 800-500-1492 
Fax 919-848-2465 Helping You "Outsmart" Your Compe- ists Since 1988. Call About Our New Fax 305-661-9966 
E-mail: 103677.1312@compuserve.com titian. Homecare Study! E-mail: TARGETmgc@aol.com 
Contact: George Matijow 

Perception Research Services, Inc. SIL: Worldwide Marketing Services 
Contact: Martin Cerda 

Specialist, Medicai/Pharm. 20 yrs. Hispanic Quai./Quant. Research-Na-
Healthcare Exp. One Executive Dr. 7601 N. Federal Hwy., Ste. 205-B tiona/ Capability. 

Ft. Lee, NJ 07024 Boca Raton, FL 33487 
MedProbe, Inc. Ph. 201-346-1600 Ph. 800-626-5421 Thorne Creative Communications 
600 S. Hwy. 169, Ste. 1410 Fax 201-346-1616 Fax 800-599-5688 65 Pondfield Rd., Ste. 3 
Minneapolis, MN 55426-1218 E-mail: prseye@aol.com E-mail: sil@siltd.com Bronxville, NY 10708 
Ph. 612-540-0718 http://www.prsresearch.com http://www.siltd.com Ph. 914-337-1364 
Fax 612-540-0721 Contact: Joe Schurtz Contact: Timm Sweeney Fax 914-337-2331 
Contact: Asta Gersovitz, Pharm.D. Expertise In Packaging & Marketing Qualitative Research. Member: E-mail: gthorne@pipeline.com 
MedProbe Provides Full Service Gus- Communications. QRCAIAMA/Advt. Club. Contact: Gina Thorne 
tom Market Research. 

Shelli Reichwald James Spanier Associates 
Sensitive Style/Actionable Results 

Michelson & Associates, Inc. 184-24 Midland Parkway 120 East 75th St. 
With Kids & Teens. 

1900 The Exchange, Ste. 360 Jamaica Estates, NY 11432 New York, NY 10021 Treistman & Stark Marketing, Inc. 
Atlanta, GA 30339 Ph. 718-374-0473 Ph. 212-472-3766 Two University Plaza 
Ph. 770-955-5400 Contact: Shelli Reichwald Contact: Julie Horner Hackensack, NJ 07601 
Fax 770-955-5040 Specializing In Children, Parents & Focus Groups And One-On-Ones In Ph. 201-996-0101 
E-mail: focus@onramp.net Teachers. Broad Range Of Categories. Fax 201-996-0068 
http://www.michelson.com/research 

Research Connections, Inc. Dwight Spencer & Associates, Inc. 
E-mail: tsmi@carroll.com 

Contact: Mark L. Michelson Contact: Joan Treistman 
Much More Than Moderation 414 Central Ave. 1290 Grandview Avenue ENVISIONTM, Other Approaches For 
Nat'/. Fu/1-Svc. Quai./Quant. Westfield, NJ 07090 Columbus, OH 43212 Creative Insight. 

Ph. 908-232-2723 Ph. 614-488-3123 
Francesca Moscatelli Fax 908-654-9364 Fax 614-421-1154 Widener-Burrows & Associates, Inc. 
506Ft. Washington Ave., 3C http://wwwresearchconnections.com Contact: Betty Spencer 130 Holiday Ct., Ste. 108 
New York, NY 10033 Contact: Amy J. Yoffie 4'x16' Mirror Viewing Rm. Seats 8- Annapolis, MD 21401 
Ph. 212-7 40-2754 Online Foe. Grps., Nat'/.1/nt'/., Recruit 12. In House AudioNid. Equip. Ph. 410-266-5343 
Fax 212-923-7949 Online or Phone. Web Site Evaluation. 

Spier Research Group 
Fax 41 0-841-6380 

E-mail: romanaaa@aol.com E-mail: WBandA@aol.com 
Contact: Francesca Moscatelli Research Data Services, Inc. 1 Lookout Circle Contact: Dawne Widener-Burrows 
Latino Bi-Lingual/Bi-Cultural Groups; 600 S. Magnolia Ave., Ste. 350 Larchmont, NY 1 0538 Four Moderators on Staff Spec. in 
ORCA Member. Tampa, FL 33606 Ph. 914-834-37 49 Health Care, Fin. Svcs., Adv. Rsch. 

Ph. 813-254-2975 Fax 914-834-37 49 
Nevada Market Research Fax 813-254-2986 Contact: Daisy Spier Yarnell, Inc. 
2050 W. Warm Springs Rd., Ste. 424 E-mail: KlagesMktg@aol.com Excellent Track Record! Strategic Res./ 147 Columbia Tpke., #302 
Henderson, NV 89014 Contact: Walter Klages, Ph.D. Brand Image/New Prods.! A/I Age Grps. Florham Park, NJ 07932 
Ph. 702-451-8210 Full Service Qualitative & Quantitative 

Spiller & Reeves Research 
Ph. 201-593-0050 

Fax 702-451-8215 Market Research. Fax 201-593-0164 
E-mail: NMResearch@aol.com 950 S. Tamiami Trail, #208 E-mail: syarnell@attmail.com 
Contact: Vivian Scott Rodgers Marketing Research Sarasota, FL 34236 Contact: Steven M. Yarnell 
Consumer, Business, Seniors, Stu- 4575 Edwin Drive, NW Ph. 941-954-3367 New Product Development & Posi-
dents, One-On-Ones. Canton, OH 44718 Fax 941-951-1576 tioning. HWISW Cos. 

Ph. 330-492-8880 E-mail: Killinme@aol.com 
Contact: Alice Rodgers Contact: Kendall Gay 
Creative/Cost Effective: New Product/ Med./Parm.: Foe. Grps./1-0n-1 s/Con-
Consumer, Etc. vention Rsch. 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Illinois Nevada North Carolina 
Asian Marketing George I. Balch Nevada Market Research CB&A Market Research 
AutoPacific, Inc. Creative & Response Rsch. Svcs. D/R/S HealthCare Consultants 
Erlich Transcultural Consultants Doyle Research Associates New Jersey FacFind, Inc. 
Grieco Research Group, Inc. Irvine Consulting, Inc. Bart Kramer & Associates Medical Marketing Research, Inc. 
Hispanic Market Connections Just The Facts, Inc. MCC Qualitative Consulting Olson Aycock, All Points Research 
Hispanic Marketing Leichliter Assoc. Mktg. Rsch./ldea Perception Research Services, Inc. 

Ohio Lachman Research & Marketing Svces. Dev. Research Connections, Inc. 
Market Development, Inc. Marketing Advantage Rsch. Cnslts., Treistman & Stark Marketing, Inc. Pat Henry Market Research, Inc. 
Market Research Associates Inc. Yarnell Inc. Rodgers Marketing Research 
Marketing Matrix, Inc. Strategic Focus, Inc. 

New York 
Dwight Spencer & Associates, Inc. 

Meczka Marketing/Research/Con-
suiting Maryland BAI (Behavioral Analysis Inc.) Pennsylvania 

Colorado 
Hammer Marketing Resources Decision Drivers CJRobbins 
Nancy Low & Associates, Inc. Fader & Associates Data& Management Counsel, Inc. 

Cambridge Associates, Ltd. Widener-Burrows & Associates, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. Decker Research Associates, Inc. 
Pamela Rogers Research Focus Plus, Inc. Direct Feedback 

Massachusetts Horowitz Associates, Inc. CJRobbins 
Florida 

Daniel Associates JRH Marketing Services, Inc. 
Cunning his Associates Dolobowsky Qual. Svcs. , Inc. Leichliter Assoc. Mktg. Rsch./ldea Tennessee 
The Deutsch Consultancy Greenleaf Associates, Inc. Dev. Directions Data Research 
Research Data Services, Inc. Market Navigation, Inc. 
SIL: Worldwide Marketing Services Michigan Francesca Moscatelli Texas 
Spiller & Reeves Research Shelli Reichwald Cunningham Research Associates 
Strategy Research Corporation KidFactssM Research Paul Schneller - Qualitative Decision Analyst, Inc. 
Sunbelt Research Associates, Inc. Nordhaus Research, Inc. Gerald Schoenfeld, Inc. First Market Rsch. (J. Heiman) 
Target Market Research Group, Inc. 

Minnesota 
Jack M. Shapiro Healthcare Rsch. & 
Mgmt. Cnsltg. Utah 

Georgia Cambridge Research, Inc. James Spanier Associates Focused Solutions 
Brittain Associates GraffWorks Marketing Research Spier Research Group 
Elrick and Lavidge MedProbe, Inc. Thorne Creative Communications Washington 
Michelson & Associates, Inc. Outsmart Marketing Burr Research/Reinvention Prevention 

Consumer Opinion Services 
Northwest Research Group, Inc. 

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

ADVERTlSING 
Cambridge Associates, ltd. 
Cambridge Research, Inc. 
CJRobbins 
Creative & Response Rsch. Svcs. 
Decision Drivers 
DolobowskyQual. Svcs., Inc. 
Erlich Transcultural Consultants 
Fader & Associates 
Market Research Associates 
Olson Aycock, All Points Research 
Outsmart Marketing 
Perceptive Research Services, Inc. 
Paul Schneller- Qualitative 
SIL: Worldwide Marketing Services 
Spier Research Group 
Strategy Research Corporation 
T reistman & Stark Marketing, Inc. 
Widener-Burrows&Associates, Inc. 
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AFRICAN-AMERICAN 
Erlich Transcultural Consultants 
JRH Marketing Services, Inc. 

AGRICULTURE 
Cambridge Associates, ltd. 
Cambridge Research, Inc. 

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

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 
MatrixxMarketing-Research Div. 
Perceptive Research Services, Inc. 

BIQ-TECH 
lrvineConsutting, Inc. 
Market Navigation, Inc. 
MedProbe, Inc. 
Medical Marketing Research, Inc. 
JackM. Shapiro HeatthcareRsch. & Mgmt 
Cnsltg. 

BUS.-TQ-BUS. 
Access Research, Inc. 
BAI (Behavioral Analysis Inc.) 
Brittain Associates 

Cambridge Associates, Ltd. 
Cambridge Research, Inc. 
ConsumerOpinion Services 
Creative & Response Rsch. Svcs. 
Data & Management Counsel, Inc. 
The Deutsch Consultancy 
Direct Feedback 
Fader & Associates 
First Market Research 
Linda Fitzpatrick Rsch. Svcs. Corp. 
Pat Henry Market Research, Inc. 
Just The Facts, Inc. 
Market Research Associates 
MCC Qualitative Consulting 
Research Connections, Inc. 
Paul Schneller - Qualitative 
Gerald Schoenfeld, Inc. 
SIL: Worldwide Marketing Services 
Sunbelt Research Associates, Inc. 
Yarnell Inc. 
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CABLE CUSTOMERSA]SFACTION FOOD PRODUCTS/ IDEAGENERATlON 
Creative & Response Svces., Inc. BAI (Behavioral Analysis Inc.) NUTRmON Analysis Research Ltd. 

Burr Research/Reinvention Prevention BAI (Behavioral Analysis Inc.) BAI (Behavioral Analysis Inc.) 
CHILDREN CJRobbins Creative & Response Rsch. Svcs. Cambridge Associates, Ltd. 

Creative & Response Rsch. Svcs. Elrick and Lavidge Greenleaf Associates, Inc. Creative & Response Rsch. Svcs. 

Doyle Research Associates Fader & Associates Just The Facts, Inc. Dolobowsky Qual. Svcs., Inc. 

Fader & Associates Nancy Low &Associates, Inc. KidFactssM Research Doyle Research Associates 

Greenleaf Associates, Inc. Research Data Services, Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. Elrickand Lavidge 

Just The Facts, Inc. SunbettResearchAssociates,lnc. Outsmart Marketing JustTheFacts,lnc. 

KidFacts8M Research Paul Schneller - Qualitative Leichliter Assoc. Mktg. RschlldeaDev. 

Matrixx Marketing-Research Div. DIRECT MARKETING Gerald Schoenfeld, Inc. MatrixxMarketing-Research Div. 

Outsmart Marketing BAI (Behavioral Analysis Inc.) Paul Schneller -Qualitative 

Shelli Reichwald Greenleaf Associates, Inc. HEAL TH&BEAUTY Gerald Schoenfeld,lnc. 

Gerald Schoenfeld, Inc. Perceptive Research Services, Inc. 
PRODUCTS 

Sl L: Worldwide Marketing Services 

Spier Research Group Spier Research Group 

Thorne Creative Communications BAI (Behavioral Analysis Inc.) IMAGE STUDIES 
DISTRIBUTION Paul Schneller-Qualitative Cambridge Associates, Ltd. 

COMMUNICATIONS Burr Research/Reinvention Prevention Gerald Schoenfeld, Inc. 

RESEARCH GraffWorksMarketing Research Jack M. Shapiro Healthcare Rsch. & INDUSTRIAL Mgmt. Cnsltg. 
Access Research, Inc. Thorne Creative Communications Rrst Market Research 

Cambridge Associates, Ltd. EDUCATION MarketNavigation,lnc. 

Perceptive Research Services, Inc. Cambridge Associates, Ltd. HEALTH CARE SIL:WorldwideMarketingServices 
Greenleaf Associates, Inc. 

Access Research, Inc. 
COMPETITIVE JustThe Facts, Inc. INSURANCE 

Marketing Advantage Rsch. Cnstts., lnc. DeckerResearchAssociates,lnc. 
POSmONING Spier Research Group Directions Data Research Brittain Associates 

GraffWorks Marketing Research Dolobowsky Qual. Svces., Inc. Burr Research/Reinvention Prevention 

ELECTRONICS D/R/S HealthCare Consultants Erlich T ranscuttural Consultants 

Elrick and Lavidge NancyLow&Associates,lnc. 
COMPUTERs- LeichliterAssoc.Mktg.RschlldeaDev. 

Erlich Transcultural Consultants 
HARDWARE Irvine Consulting, Inc. INTERACTIVE PRODJ 
Leichliter Assoc. Mktg. Rsch./ldea Dev. EXECUTIVES Nancy Low & Associates, Inc. SERVICES/RET AILING 

BAI (Behavioral Analysis Inc.) Market Navigation, Inc. Leichliter Assoc. Mktg. Rsch./ldea Dev. 
COMPUTERS/MIS Brittain Associates Market Research Associates Perceptive Research Services, Inc. 
Cambridge Associates, Ltd. Creative & Response Rsch. Svcs. Matrixx Marketing-Research Div. Research Connections, Inc. 
Creative & Response Rsch. Svcs. Decision Drivers MedProbe, Inc. 
Daniel Associates DolobowskyQual. Svcs.,lnc. Medical Marketing Research, Inc. INTERNET Fader & Associates Nordhaus Research, Inc. Fader & Associates 

RrstMarketResearch GraffWorks Marketing Research 
RrstMarketResearch Jack M. Shapiro Healthcare Rsch. & 
Greenleaf Associates, Inc. 

Marketing Advantage Rsch. Cnstts., lnc. Mgmt. Cnsltg. 
Leichliter Assoc. Mktg. RschlldeaDev. 

Paul Schneller-Qualitative Spiller & Reeves Research INVESTMENTS 
Marketing Advantage Rsch. Cnstts., lnc. 

SIL: Worldwide Marketing Services Strategy Research Corporation The Deutsch Consultancy 

SIL:WorldwideMarketingServices 
Strategy Research Corporation Sunbelt Research Associates, Inc. 

James Spanier Associates 
ANANCIAL SERVICES 

Thome Creative Communications KEY OPINION LEADERS 
Yamelllnc. Widener-Burrows & Associates, Inc. GraffWorks Marketing Research 

Access Research, Inc. 

CONSUMERS BAI(BehavioralAnalysislnc.) HISPANIC LATIN AMERICA 
ConsumerOpinion Services 

Brittain Associates 
Data & Management Counsel, Inc. 

Burr Research/Reinvention Prevention Market Development, Inc. 
Creative & Response Rsch. Svcs. Cambridge Associates, Ltd. 

Erlich Transcultural Consultants 
Decision Drivers Cambridge Research, Inc. 

Hispanic Market Connections, Inc. MEDICAL PROFESSION 
Greenleaf Associates, Inc. Creative & Response Rsch. Svcs. 

Hispanic Marketing 
CambridgeAssociates, Ltd. 

Pat Henry Market Research, Inc. The Deutsch Consultancy Communication Research Decker Research Associates, Inc. 
Just The Facts, Inc. DolobowskyQual. Svcs.,lnc. Market Development, Inc. D/R/S HealthCare Consultants 
Market Research Associates Elrick and Lavidge Francesca Moscatelli PatHenryMarketResearch,lnc. 
Marketing Advantage Rsch. Cnstts., lnc. Fader & Associates Strategy Research Corporation Matrixx Marketing-Research Div. 
Research Connections, Inc. Nancy Low &Associates, Inc. Target Market Research Group, Inc. MedProbe, Inc. 
Research Data Services, Inc. Marketing Matrix, Inc. Medical Marketing Research, Inc. 
Rodgers Marketing Research MatrixxMarketing-Research Div. HI-TECH Nordhaus Research, Inc. 
Gerald Schoenfeld, Inc. MCC Qualitative Consulting Greenleaf Associates, Inc. Paul Schneller-Qualitative 

Nordhaus Research,! nc. MarketNavigation,lnc. JackM. ShapiroHeatthcare Rsch. & Mgmt. 
The Research Center Cnsltg. 
Gerald Schoenfeld,lnc. HOUSEHOLDPROOlJCTSI 
SIL:WorldwideMarketingServices 

CHH:S MODERATOR TRAINING 
James Spanier Associates Cambridge Associates, Ltd. 
Widener-Burrows & Associates, Inc. Paul Schneller - Qualitative 

Cunninghis Associates 
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MULTIMEDIA 
Marketing Advantage Rsch. Cnslts., Inc. 

NATIONAL ACCOUNTS 
GraffWorksMarketingResearch 

NATURAL HEALTH CARE/ 
REMEDIES 
Focused Solutions 

NEW PRODUCT DEV. 
BAI (Behavioral Analysis Inc.) 
Brittain Associates 
CambridgeAssociates, Ltd. 
CJRobbins 
Creative & Response Rsch. Svcs. 
Daniel Associates 
Data& Management Counsel, Inc. 
DoloboiNSkyQual. Svcs., Inc. 
Doyle Research Associates 
Elrick and Lavidge 
Fader &Associates 
RrstMarketResearch 
Greenleaf Associates, Inc. 
Just The Facts, Inc. 
KidFactssM Research 
Bart Kramer & Associates 
Leichl~er Assoc. Mktg. Rsch./ldea Dev. 
Market Research Associates 
Marketing Advantage Rsch. Cns~s. , Inc. 
Outsmart Marketing 
Paul Schneller - Qual~tive 
Gerald Schoenfeld, Inc. 
Spiller & Reeves Research 

NON-PROFIT 
Doyle Research Associates 

OBSERVATIONAL 
Doyle Research Associates 

ONUNEFOCUSGROUPS 
Research Connections, Inc. 

PACKAGEDGOOilS 
BAI (Behavioral Analysis Inc.) 
CJRobbins 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
Just The Facts, Inc. 
Market Research Associates 
Gerald Schoenfeld, Inc. 
Thome Creative Communications 

PACKAGE DESIGN 
RESEARCH 
Treistman&StarkMarketing, Inc. 

PACKAGING RESEARCH 
Perceptive Research Services, Inc. 
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PARENTS 
Fader & Associates 
Greenleaf Associates, Inc. 

PET PRODUCTS 
Cambridge Research, Inc. 

PHARMACEUTICALS 
BAI (Behavioral Analysis Inc.) 
Cambridge Associates, Ltd. 
Creative & Response Rsch. Svcs. 
Decker Research Associates, Inc. 
DIR/S Hea~Care Consultants 
Irvine Consulting, Inc. 
Market Navigation, Inc. 
MCCQual~tiveConsulting 

MedProbe, Inc. 
Medical Marketing Research, Inc. 
Paul Schneller-Qual~tive 
JackM . ShapiroHea~careRsch.&Mgmt. 

Cns~g. 

Spiller & Reeves Research 

POLITICAL/SOCIAL 
RESEARCH 
Cambridge Associates, Ltd. 
Francesca Moscatelli 

POSmONING RESEARCH 
Paul Schneller - Qual~tive 

PUBUC POUCY RSCH. 
Cambridge Associates, Ltd. 

PUBUSHING 
Cambridge Associates, Ltd. 
First Market Research 
Greenleaf Associates, Inc. 
Marketing Advantage Rsch. Cnslts., Inc. 
Spier Research Group 

RETAIL 
Pat Henry Market Research, Inc. 
Leichl~er Assoc. Mktg. Rsch./ldea Dev. 
MCC Qualitative Consu~ing 

SENIORS 
Fader & Associates 
Sunbe~ Research Associates, Inc. 

SERVICES 
Spier Research Group 

SMALL BUSINESS/ 
ENTREPRENEURS 
Brittain Associates 
Linda Fitzpatrick Rsch. Svcs. Corp. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 
Strategy Research Corporation 
Yarnell Inc. 

SOFT DRINKS, BEER, 
WINE 
Cambridge Associates, Ltd. 
Creative & Response Rsch. Svcs. 
Grieco Research Group, Inc. 
Strategy Research Corporation 

TEACHERS 
Greenleaf Associates, Inc. 

TEENAGERS 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 
Fader & Associates 
KidFactssM Research 
Matrixx Marketing-Research Div. 
MCC Qualitative Consulting 
Thorne Creative Communications 

TELECOMMUNICA110NS 
BAI (Behavioral Analysis Inc.) 
Cunning his Associates 
Daniel Associates 
Elrick and Lavidge 
Erlich Transcu~ural Consu~nts 
First Market Research 
Linda Fitzpatrick Rsch. Svcs. Corp. 
Horowitz Associates Inc. 
Marketing Advantage Rsch. Cnslts., Inc. 
MCC Qual~tive Consu~ing 
Gerald Schoenfeld, Inc. 
Strategy Research Corporation 

~ 
Cambridge Research, Inc. 
Decker Research Associates, Inc. 

T'EL.EPIDJEFOCUS 
GROUPS 
Cambridge Associates, Ltd. 
Creative & Response Rsch. Svcs. 
Doyle Research Associates 

Market Navigation, Inc. 
Medical Marketing Research, Inc. 
MedProbe, Inc. 
Olson Aycock, All Points Research 

TOURISM/HOSPITALITY 
Research Data Services, Inc. 

TOYS/GAMES 
Fader & Associates 
Greenleaf Associates, Inc. 
KidFactssM Research 

TRANSPORTATION 
SERVICES 
Nancy Low &Associates, Inc. 
Sl L: Worldwide Marketing Services 
Strategic Focus, Inc. 

TRAVEL 
Cambridge Associates, Ltd. 
Greenleaf Associates, Inc. 
Research Data Services, Inc. 
SILWorldwideMarketingServices 
James Spanier Associates 

UTILITIES 
Cambridge Associates, Ltd. 
Fader &Associates 
NordhausResearch, Inc. 

WEALTHY 
Br~in Associates 
The Deutsch Consultancy 
Strategy Research Corporation 

YOUTH 
Fader & Associates 
Outsmart Marketing 

When contacting a 
moderator listed in this 

section, let them know you 
found them through the 

IJMRR Focus Group 
Moderator MarketPlace! 

It's featured in every issue 
Quirk's of 
MARKETING RESEARCH 

Review 
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Interface testing 
continued from p. 13 
through a brief demonstration. 

In the next step, the respondent is 
given one or more tasks or activities 
to complete on their own, unaided by 
the moderator yet with encourage­
ment to identify what areas of the 
program work well or are easy to use. 
Equally important, the respondent 
should indicate what areas do not 
work well and explain why these ar­
eas are problematic from their per­
spective. The moderator' s role here 
is to capture the respondent's internal 
dialogue while working with the pro­
gram. As with most qualitative stud­
ies, it is critical that the moderator 
remain neutral about the respondent's 
commentary and avoid answering the 
usual series of questions about how 
the software works versus their ex­
pectations of it. 

Test concepts and content 
Specific areas ofUI testing include 

concept and content testing, where 
the overall concept of the software or 
Web site is evaluated by the respon­
dent. Here questions explore what 
functional areas of the program the 

Name Creation: 
Name Testing. 

Best New Product Branding 

~ 
For Information Contact: John P. Hoeppner 

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

e-mail : namequest @ aol.com 

llalnl':! Qul':!st ® 
The Science of Name Creation 

respondent would use first and why, 
which areas may be appealing or un­
appealing and why, and possible ar­
eas that they would avoid. The latter 
is especially interesting to develop­
ers because the feedback may lead to 
a simple alteration in the program 
design or copy which greatly improves 
the initial impression a customer has 
about the program. 

In a recent UI project, a travel 
club was designing its Web 
site for its customer base and 
also with the intention of 
signing on new members. To 
make the site visually 
appealing and to create an 
exciting site experience, the 
developers were experimen­
ting with some avant-garde 
art images for the icon buttons 
and hot links. The test results 
showed that for two or three 
of these images the respond­
ents could only guess at what 
the image intended to convey. 

A project for a financial services 
company revealed in early prototype 
UI testing that respondents were con­
fused about the process they were 
supposed to go through while using 
the application. Apparently the more 
knowledgeable the respondent was 
about this financial activity the less 
problematic. However, the company 
developing the software wanted to 

----------------1 reach both beginners and sophisti-

MRCF®CUS 
Las Vegas' Premier 

Focus Group Facility 
Focus Groups • Intercept Interviewing 

Mystery Shopping 
101 Convention Ctr. Dr., S.1 005 

Las Vegas, NV 891 09 
Phone (702) 734-7511 

E-mail : research@MRCGroup.com 
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cated users. Because of the UI test 
results the software developers cre­
ated a simple new introduction screen 
which informed the user of the steps 
they were about to complete with brief 
explanation. This new addition to the 
program met with favorable response 
in subsequent testing. 

Another specific area of UI testing 
is functionality testing where a re­
spondent is asked to complete an as­
signed task. From this testing devel­
opers can determine if the program's 
flow matches the respondent's natu-

ral strategy in approaching a task for 
the application. And should the re­
spondent make an error, valuable in­
formation can be collected by ob­
serving their rec.overy process, use of 
the Help function, and general emo­
tional reaction to the error involved. 
Functionality testing can result in 
simple adjustments to the program, 
such as adding confirmation dialogue 
boxes , which greatly improve the 
program' s functionality and increase 
users ' acceptance. 

Lastly, navigation testing can help 
determine the customer' s ability to 
move from area to area within the 
program. This testing can determine 
if a respondent navigates easily or 
with difficulty, understands where 
they are within the program at all 
times , and corrects mistakes easily. 
For example, in a recent UI project, a 
travel club was designing its Web site 
for its customer base and also with 
the intention of signing on new mem­
bers. To make the site visually ap­
pealing and to create an exciting site 
experience, the developers were ex­
perimenting with some avant-garde 
art images for the icon buttons and 
hot links. The test results showed that 
for two or three of these images the 
respondents could only guess at what 
the image intended to convey. With 
this information, new art images were 
constructed which illustrated the topic 
or function so that users could easily 
understand them. 

The UI interview normally con­
cludes with asking the respondent's 
overall reaction to the program. At 
this time the moderator can summa­
rize points already made and ask for 
further clarification. Also general 
questions about probability of pur­
chase, degree of usefulness and com­
parison with other software products 
can be explored. It ' s usually a good 
idea to a k the respondent for a bot­
tom line message to the development 
team; this simple question allows the 
respondent to impact the design and 
development of software that they 
will potentially be using . There is no 
more convincing feedback for the 
development team than to hear it in 
the customer' s own words. 0 
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If you're looking for a firm to handle your data processing tasks or offer consultation on statistical analysis, check 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 71. 
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Service Codes 
CD .. .. .. .... .. CODING 
DE .... .... ..... DATA ENTRY 
DT .... ........ . DATA TABULATION 
SC .... .. .... .. . SCANNING SERVICES 
SA ............. STATISTICAL ANALYSIS 

The Accutab Co. 
125 Marsellus Pl. 
Garfield, NJ 07026 
Ph. 201-546-7100 
Fax 201-546-9687 
E-mail: Tabmann@aol.com 
Jon Brunetti , Principal 
Services: CD, DE, DT, SC, SA 

Survey Processing 
for Market Research 

Let us handle the labor 
intensive portions of your 
study. Put 14 years of Survey 
Processing experience to 
work for you. We specialize in 
Market Research Survey 
Processing so we speak your 
language. We are fast and 
accurate, and can cut the 
processing time required for 
your project. 

Services include: 
I) Survey printing and mail 

distribution 
2) Incoming mail handling 
3) Survey check-in and editing 
4) Comment coding and 

verbatim transcriptions 
5) Data entry 
6) State-of-the-art Character 

Recognition Scanning 
7) Tabulation 
8) Document storage 

Get your survey processed by 
Market Research Professionals 

Adapt Inc. 
12400 Whitewater Drive, Suite 165 

Minnetonka, MN 55347 

( 612) 939-0538 

56 

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

A--~nb 

•!aflf!ll(~~J£; .. 
ADAPT, Inc. 
12400 Whitewater Dr., Ste. 165 
Minnetonka, MN 55343 
Ph. 612-939-0538 
Fax 612-939-0361 
E-mail : adapt@winternet.com 
Dave Koch , General Manager 
Services: CD, DE, DT, SC 

Over 20 years of data capture experience dedicated 
to the market research industry. Our services in­
clude: printing, outgoing/incoming mail process­
ing , data entry, OCR scanning , coding, verbatim 
keying/editing , database management, document 
storage, and tabulation. We deal with a national 
client base, who value our market research data 
capture expertise. When you need fast and accu­
rate data processing , call the marketing research 
professionals, ADAPT, Inc. 
(See advertisement on p. 56) 

Advanced Data Research, Inc. 
1092 Centre Rd . 
Auburn Hills, Ml 48321 
Ph. 810-371-1857 
Fax 810-371-1869 
E-mail : adr4@ix.netcom.com 
http://www.adr1.com 
Kevin Cook, V.P. Tech. Mktg. 
Services: CD, DE, DT, SC 

Analytical 
COMPUTER SERVICE. INC. 

Analytical Computer Service , Inc. 
640 N. LaSalle Dr. 
Chicago, I L 60610 
Ph. 312-751-2915 
Fax 312-337-2551 
E-mail : jack@acsinfo.com 
http://www.acsinfo.com 
Jerry Madansky, CEO 
Services: CD, DE, DT, SA 

Data processing service bureau for over 25 years 
providing coding , data entry, data cleaning , 
crosstabulations, and multivariate analysis. 
(See advertisement on p. 73) 

Ardisson & Associates, Inc. 
2399 Lawrenceville Hwy., Ste. 4 
Lawrenceville, GA 30244 
Ph. 770-339-1091 
Fax 770-339-1 092 
E-mail: ardisson@ilinks.net 
http://www.ilinks.net/-ardisson/ 
Tom Ardisson , President 
Services: CD, DE, DT, SA 

Atlantic Marketing Research Co. , Inc. 
109 State St. 
Boston, MA 02109 
Ph . 617-720-0174 
Fax 617-589-3731 
E-mail : PHOOPER111 @aol.com 
http://www.netcom.com/-atlantic 
Peter Hooper, President 
Services: CD, DE, DT, SA 

Auto Data Systems 
6111 Blue Circle Dr. 
Minnetonka, MN 55343 
Ph. 612-938-4710 
Fax 612-938-4693 
Larry Werth, Sales Manager 
Services: DE, SC 

The Blackstone Group 
360 N. Michigan Ave., Ste. 1501 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
Ashref Hashim, President 
Services: CD, DE, DT, SC, SA 

Michael Blatt & Co., Inc. 
606 Sespe Ave. , Ste. 203 
Fillmore, CA 93015 
Ph. 805-524-6845 
Fax 805-524-1531 
E-mail: blattco@aol.com 
Michael Blatt, President 
Services: CD , DE, DT, SA 

Bolding Tab Service , Inc. 
5308 N.W. 57th Terrace 
Coral Springs, FL 33067-3510 
Ph. 954-255-0095 or 954-255-0097 
E-mail : BTSINC@aol.com 
Lee Bolding , President 
Services: CD, DE, DT 

Bosma & Associates lnt'l., Inc. 
1111 Th ird Ave., Ste. 2500 
Seattle, WA 98101 
Ph. 800-377-2945 
Fax 800-377-0866 
E-mail : JohnB@Bosma-Associates.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 

Cus~omer satisfaction research and analysis; cus­
tomized q~antitative and qualitative studies (re­
search des1gn, data collection instruments, mea­
s~rement/~racki ng indices, multivariate data analy­
SIS, reportmg , and presentations) ; employee sur­
veys; market profiling and segmentation; competi­
tive positioning; company image studies; busi­
ness-to-business and consumer research ; quanti­
tative (tracking studies, mall , and phone surveys); 
qualitative (executive interviewing, focus groups); 
dat~ processing (data entry, OMR/OCR scanning, 
codmg , content analysis) and statistical consulting 
and analysis. 
(See advertisement on p. 57) 
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1997 DATA PROCESSING/STATISTICAL ANALYSIS DIRECTORY 
Bretton-Clark 
89 Headquarters Plaza 
North Tower, 14th fl. 
Morristown, NJ 07960 
Ph. 201-993-3135 
Fax 201-993-1757 
Services: SA 

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 Research Services, Inc. 
Tri Pointe Building, Ste. A 
23825 Commerce Park 
Cleveland, OH 44122-5841 
Ph. 216-831-5200 or 888-831 -5200 
Fax 216-292-3048 
Ronald J. Mayher, V.P. & G.M. 
Services: CD, DE, DT, SA 

Buzzsaw Computing 
P.O. Box 7423 
Nashua, NH 03062-7423 
Ph. 603-888-721 0 
E-mail: service@dragoweb.com 
Adam Rehbein 
Services: 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 
Services: DE, DT, SA 

Claritas, Inc. 
1525 Wilson Blvd ., #1 000 
Arlington, VA 22209 
Ph. 703-812-2700 
Fax 703-812-2701 
E-mail: CLARITAS.com 
http://www.claritas.com 
Kathy Dugan , Sr. Director 
Services: DT, SA 
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Computers for Marketing Corp. (CfMC) 
547 Howard St. 
San Francisco, CA 94105 
Ph. 415-777-0470 
Fax 415-777-3128 
E-mail : cfmc@cfmc.com 
Leif Gjestland, President 
Services: CD, DE, DT 

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 PC's, and 
UNIX 486's. Our clients rely on our unequalled 
phone system, exceptional support staff, product 
R&D, custom programming and service bureau 
services of tabulation, CATI programming and on­
line surveying. 
(See advertisement on p. 75) 

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

Consumer Pulse, Inc. 
725 S. Adams Rd ., Ste. 265 
Birmingham, Ml 48009 
Ph. 800-336-0159 
Fax 810-645-5685 
E-mail : ConsumerPulse@internetMCI.COM 
Services: CD, DE, DT, SC, SA 

STATISTICAL ANALYSIS 
AND 

DATA PROCESSING SERVICES 

For the right direction, 
it's 

Directions in Research. 

-~ 1!1 ~ -

L' &i r'!ii~ii!~~~Eii!!i~IP 
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 

In our experience, 
familiarity breeds stie~ess~r~ 
The better you bow your customers, the more focused, responsive and profitable your 

business can become. BAI takes the guesswork out of customer satisfaction analysis. 

BOSMA & ASSOCIATES 
INTERNATIONAL 

Full-Service Customer Satisfaction Research 
Seattle 1800 377-2945 •) Yancouver 1800 377-2944 
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Service Codes 
CD .. ...... .... CODING 
DE ............. DATA ENTRY 
DT ............. DATA TABULATION 
SC .. ...... ..... SCANNING SERVICES 
SA ............. STATISTICAL ANALYSIS 

Consumer Research Associates/Superooms™ 
111 Pine St. , 17th fl. 
San Francisco, CA 94111 
Ph. 800-800-5055 or 415-392-6000 
Fax 415-392-7141 
E-mail: superooms@aol.com 
Rich Anderson 
Services: CD, DT, SA 

Doris J. Cooper Associates, Ltd. 
One North St. 
Hastings-On-Hudson, NY 10706 
Ph. 914-478-0444 
Fax 914-478-7631 
E-mail: 71541.552@compuserve.com 
Doris Cooper, President 
Services: CD, DE, DT 

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

Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952 
Ph. 707-765-1001 
Fax 707-765-1068 
E-mail: surveys@usa.net 
http:/ /currents. neVp rod ucts/creative 
Lisa Bacon , V.P. Sales 
Services: DE, DT, SC, SA 

Crimmins & Forman Market Research 
29955 Southfield Rd. 
Southfield , Ml 48076 
Ph. 810-569-7095 
Fax 810-569-8927 
E-mail : CardF2@juno.com 
Tim Englehart 
Services: CD, DE, DT, SA 

Data Probe, Inc. 
Datatab 
80 Fifth Ave. 
New York, NY 10011 
Ph. 212-255-3355 
Fax 212-255-9699 
E-mail: DATAPROB@mail.idt.net 
Jim Sheridan , Vice President 
Services: CD, DE, DT 

DATA I ECOGNITIO~ 

DRC 
t.O IP O IA T IO ~ 

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 

Data Recognition Corporation provides custom 
survey consulting and processing services, in­
cluding project management, questionnaire de­
sign and printing , sample selection, variable intel­
ligent printing, survey distribution/mailing and 
collection , processing using optical/IMAGE and 
OMR scanning and data entry, programming, re­
porting , comment keying/coding, and statistical 
analysis to commercial , medical, government, and 
education markets. 
(See advertisement on p. 58) 

Data Tabulating Service, Inc. 
3323 Chamblee-Dunwoody Rd. 
Chamblee, GA 30341 
Ph. 770-455-0114 
Fax 770-458-8926 
E-mail : tab@dataservice.com 
http://www.dataservice.com 
Bill Tyner, President 
Services: CD, DE, DT, SA 

Data Vision Research , Inc. 
29 Emmons Dr. 

----------------'------------------t Princeton , NJ 08540 
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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 
CORPO R .,TION 

Questionnnaire design and printing .., Distribution/collection 
Image and OMR scanning .., Comment processing 
Reporting .._ Statistical analysis .._ Project management 

Ph. 609-987-0565 
Fax 609-987-9120 
E-mail: RonV@aol.com 
Ron Vangi , President 
Services: CD, DE, DT, SC, SA 

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

Data logics 
P.O. Box 287 
27 Bellingham Shire 
Solebury, PA 18963 
Ph. 215-794-7 486 
Fax 215-794-3177 
E-mail: JJeter@datalab.com 
http://www.datalab.com 
John Jeter, President 
Services: CD, DE, DT, SC, SA 

DataMost Corporation 
P.O. Box 127 
Sandy, UT 84091 
Ph. 801-255-5008 
Fax 801-255-5009 
E-mail : datamost@datamost.com 
Richard Su, President 
Services: DE, DT, SA 
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Datan, Inc. 
301 N. Harrison St. , Ste. 482 
Princeton , NJ 08540 
Ph. 609-921-6098 
Fax 609-921-6731 
Michael C. Stentz, Ph.D., President 
Services: CD, DE, DT, SC, SA 

Datanetics 
7548 Roslyn St. 
Pittsburgh, PA 15218-2529 
Ph. 412-351-3282 
Fax 412-351-3284 
Jerry Lisovich , Director 
Services: CD, DE, DT, SA 

DataStar, Inc. 
400 Main St. , Ste. 2 
Waltham, MA 02154 
Ph. 617-647-7900 
Fax 617-647-7739 
E-mail : datastar@world.std .com 
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 201-285-9248 
E-mail : 7 4242.1 020@compuserve.com 
http://www.delphus.com 
H. Levenbach, President 
Services: SA 

DIRECTIONS IN RESEARCH 

Directions In Research 
5353 Mission Center Rd ., Ste. 310 
San Diego, CA 92108 
Ph. 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail : CALLDIR@aol.com 
David Phife 
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 p. 57) 

Elrick and Lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 770-621-7600 
Fax 770-621-7666 
E-mail: elavidge@mindspring.com 
http://www.elavidge.com 
Jeff McWey, President 
Services: SA 
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EnVision Knowledge Products 
77 W. Baltimore Pike 
Media, PA 19063 
Ph. 610-361-8000 
Fax 610-361-7835 
E-mail : ekp@interserv.com 
Brian P. Carey, Dir. Sales & Mktg. 
Services: SA 

t ii:ket 
= IR.esffirch 

First Market Research Corp . 
656 Beacon St. , 6th fl. 
Boston , MA 02115 
Ph. 800-FIRST-1-1 or 617-236-7080 
Fax 617-267-9080 
http://www.firstmarket.com 
Jack M. Reynolds, Chairman 
Services: CD, DE, DT, SA 
Branch office: 

2301 Hancock Dr. 
Austin , TX 78756 
Ph. 800-FIRST-TX or 512-451-4000 
Fax 512-451-5700 
E-mail : jheiman@firstmarket.com 
http://www.firstmarket.com 
James Heiman, President 

Full-service marketing research group offering 
stand-alone field and tab or tab only services along 
with statistical analysis - multivariate, conjoint, 
cross tabulation or marginals. Database program­
ming, Web page design and script programming. 
File formats handled and translated include ASCII , 
dBASE, Excel , column binary- either Mac or PC­
SPSS, PCQUIP, Ci3, ACROSS. 
(See advertisement on p. 59) 

FMR Associates, Inc. 
6045 E. Grant Rd. 
Tucson, AZ 85712 
Ph. 520-886-5548 
Fax 520-886-0245 
E-mail : FMRASSOC@adl.com 
Services: CD, DE, DT, SA 

Hagler Bailie Consulting , Inc. 
455 Science Dr. 
Madison, WI 53711 
Ph. 608-232-2800 
Kent Van Liere, President 
Services: CD, DE, DT, SA 

Hancock Information Group, Inc. 
2180 W. State Rd . 434, Ste. 3170 
Longwood, FL 32779 
Ph . 407-682-1556 
Fax 407-682-0025 
E-mail : john.bonsall@hancockinfo.com 
John Bonsall , Mgr. of Focus Groups 
Services: CD, DE, DT 

Pat Henry Market Research, Inc. 
230 Huron Rd . N.W., #1 00.43 
Cleveland, OH 44113 
Ph. 216-621-3831 
Fax 216-621-8455 
E-mail : phenry3@ix.netcom.com 
Mark Kikel , V.P. of Operations 
Services: CD , DE, DT, SA 

FIRST, 
MARKET 

RESEARCH. 
fi rst Market Research helps 
its clients "get the facts" with : 

• Focus-group rooms in 
downtown Boston and 
downtown Austin 

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

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

• Multivariate analysis & 
affordable conjoint designs 

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

http://www. fi rstmarket. com 

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

First 
Market 

= Research 
656 Beacon Street, Boston, MA 02215 

(617) 236-7080 
2301 Hancock Drive, Austin, TX 75756 

(512) 451-4000 
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I.S.I.S.-Integrated Strategic Information Services 
2516 Hastings Dr., Ste. 500 
Belmont, CA 94002 
Ph. 415-802-8555 
Fax 415-802-9555 
E-mail: 73244.2556@compuserve.com 
Marc Limacher, Managing Director 
Services: SA 

lnfoMaker, Inc. 
950 Milwaukee 
Glenview, IL 60025 
Ph. 847-390-6660 
Fax 847-390-6774 
E-mail: info@infomaker.com 
http://www.infomaker.com 
Maria Lupetin, President 
Services: DT, SA 

lnfoTek Research Group, Inc. 
4900 S.W. Griffith Dr., Ste. 274 
Beaverton, OR 97005 
Ph. 503-644-0644 
E-mail : lnfotek@teleport.com 
http://www.teleport.com/-infotek 
Steve Boespflug, Principal 
Services: CD, DE, DT, SA 

Innovative Marketing, Inc. 
40 Eglinton Ave. E. 
Toronto, ON M4P 3A2 
Canada 
Ph. 416-440-0310 ext. 31 
Fax 416-440-1768 
E-mail : imi@istar.ca 
Don Mayo, Vice President 
Services: CD, DE, DT, SC, SA 

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. 
The Lincoln Mill Building 
4100 Main St. 
Philadelphia, PA 19127-1623 
Ph. 215-487-4420 
Fax 215-487-3110 
E-mail: idtmktg@intedatatech.com 
Tony Clemente, Dir. Sales & Mktg. 
Services: SA 
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Intelligent Analytical Services 
11610 Regent St. 
Los Angeles, CA 90066 
Ph. 310-390-6380 
Fax 310-390-4720 
E-mail: demomet@directnet.com 
Charles J. Schwartz, Principal 
Services: SA 

International Data Corp. 
1884 Lackland Hill Pkwy., Ste. 3 
St. Louis, MO 63146 
Ph . 314-432-7866 
Fax 314-432-5960 
Gayle Myers, President 
Services: CD, DE, DT, SC, SA 

Interviewing Service of America, Inc. 
16005 Sherman Way, Ste. 209 
Van Nuys, CA 91406 
Ph. 818-989-1044 
Fax 818-782-1309 
Services: CD, DE, DT 

R. Isaacs Computing Associates, Inc. 
20 Gilbert Ave. , Ste. 202 
Smithtown, NY 11787-5312 
Ph. 516-979-1444 
E-mail: 73443,531@compuserve.com 
Richard Isaacs, President 
Services: CD, DE, DT, SA 

J & D Data Services 
3400 Silverstone Dr., #123 
Plano, TX 75023 
Ph. 972-596-6474 
Fax 972-964-6767 
Joe Deegan 
Services: CD , DE, DT, SC, SA 

JRP Marketing Research Services 
100 Granite Dr., terrace level 
Media, PA 19063 
Ph . 610-565-8840 
Fax 610-565-8870 
Paul Frattaroli , President 
Services: CD, DE, DT, SA 

Ketron Research 
Div. of Bionetics Corp. 
103 Arran dale Blvd. 
Exton , PA 19341 
Ph. 610-280-9060 or 800-982-7645 
Fax 610-280-9079 
http://www.ketron.com 
Ronald B. Levine, Director 
Services: DT, SA 

KG Tabs, Inc. 
200 Park Ave. S. 
New York, NY 10003 
Ph. 212-67 4-2323 
Sally Krusch, Partner 
Services: DE, DT 

Leflein Associates, Inc. 
One Bridge Plaza 
Ft. Lee, NJ 07024 
Ph. 201-363-1661 
Fax 201-363-1663 
E-mail : LEFLEIN@aol.com 
Barbara Leflein, President 
Services: SA 

Lein/Spiegelhoff, Inc. 
720 Thomas Ln. 
Brookfield, WI 53005 
Ph. 414-797-4320 
Fax 414-797-4325 
E-mail: LS@execpc.com 
Arlene Spiegelhoff, President 
Services: CD, DE, DT, SC, SA 

Management Science Associates, Inc. 
6565 Penn Ave. 
Pittsburgh, PA 15206-4490 
Ph. 800-MSA-INFO 
Fax 412-363-5598 
E-mail: info@msa.com 
http://www.msa.com 
Services: CD, DE, DT, SA 

MARITZ~ 
:\1.\RKE T ING RESf' .'\ R CI I INC . 

?!f#tetftut~ - --
Maritz Marketing Research, Inc. 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-1610 
Fax 314-827-3224 
http://www.maritz.com/mmri 
Ron Lipovsky, President 
Services: CD, DE, DT, SA 
Branch offices: 

Agricultural/Industrial Division 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph. 314-827-2305 
Fax 314-827-5433 
http://www.maritz.com/mmri 
Gloria Sloan-Reel, V.P., Div. Manager 

Agricultural/Industrial Division 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-1552 
Fax 314-827-8676 
http://www.maritz.com/mmri 
Tim Brown, Account Manager 

Automotive Research Group 
1515 W. 190th St. , Ste. 300 
Gardena, CA 90248 
Ph. 310-217-4600 
Fax 310-323-2459 
http://www.maritz.com/mmri 
Terry Kaufman , Account Manager 

Automotive Research Group 
1 000 Town Center, Ste. 1100 
Southfield, Ml 48075 
Ph. 810-948-4650 
Fax 810-948-4647 
http://www.maritz.com/mmri 
Michael Brereton, V.P., Div. Manager 
Pam Donoghue, Sr. Account Manager 
Dave Pagnucco, Sr. Account Manager 

Automotive Research Group 
3035 Moffat Dr. 
P.O. Box 352768 
Toledo, OH 43615 
Ph. 419-841-2831 
Fax 419-841-8349 
http://www.maritz.com/mmri 
Tim Rogers, Group Vice President 

Quirk's Marketing Research Review 



1997 DATA PROCESSING/STATISTICAL ANALYSIS DIRECTORY 
Performance Measurement Group 
17100 Pioneer Blvd ., Ste. 400 
Artesia, CA 90701 
Ph. 310-809-0500 
Fax 310-809-0422 
http://www.maritz.com/mmri 
Julie Williams, V.P., Div. Manager 
Susan Snell , Sr. Account Manager 

Performance Measurement Group 
1415 W. 22nd St. , Ste. 800 
Oak Brook, IL 60521 
Ph. 708-368-3800 
Fax 708-368-3801 
http://www. maritz.com/m m ri 
Alex Vayslep, V.P., Div. Manager 

Performance Measurement Group 
South point Tower 
1650 W. 82nd St. , Ste. 1400 
Bloomington, MN 55431 
Ph. 612-885-3885 
Fax 612-885-3886 
http://www.maritz.com/mmri 
Lynn Newman, V.P. , Div. Manager 
Greg Blevins, Sr. Account Manager 

Performance Measurement Group 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph . 314-827-2417 
Fax 314-827-4561 
http://www.maritz.com/mmri 
Michael D. Phillips, Exec. Vice President 
Gail G. Gilbert, V.P., Division Manager 

Performance Measurement Group 
485 A Rte. 1 S. , Ste. 350 
Iselin, NJ 08830 
Ph. 908-726-0300 
Fax 908-726-1854 
http://www.maritz.com/mmri 
Scott Ludwigsen, Division Manager 

Performance Measurement Group 
100 Park Ave ., 34th fl. 
New York, NY 1 0017 
Ph. 212-983-7575 
Fax 212-983-757 4 
http://www.maritz.com/mmri 
Steve Wolf, Sr. Account Manager 

Full-service marketing research firm . Internal data 
processing and data entry staff. Custom data tabu­
lation , CATI interviewing. Statistical analysis expe­
rience with most multivariate methods (ANOVA 
regression , factor conjoint, cluster, etc.) plus pro­
prietary. 
(See advertisements on pp. 28, 63) 

Market ACTION/MapWise 
13 Woodlake Sq. , #384 
Houston, TX 77063 
Ph. 800-998-0830 
E-mail : DocBetsy@aol.com 
Dr. Betsy Goodnow, President 
Services: SA 
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Market Development Associates, Inc. 
5050 Poplar Ave., Ste. 821 
Memphis, TN 38157 
Ph. 901-682-1011 
Fax 901-684-5352 
E-mail : MKTDEVLP@aol.com 
http://www.mdaresearch.com 
John Choate, President 
Services: CD, DE, DT, SC, SA 

Market Probe International , Inc. 
114 E. 32nd St. , Ste. 1603 
New York, NY 10016-5506 
Ph. 212-725-7676 
E-mail : mkprbint@haven.ios.com 
http://haven.ios.com/-mkprbint 
Alan Appelbaum , President 
Services: CD, DE, DT, SC, SA 

Market Probe, Inc. 
2655 N. Mayfair Rd. 
Milwaukee, Wl53226-1310 
Ph. 414-778-6000 
Fax 414-778-3730 
E-mail : mprobe@execpc.com 
http://www.marketprobe.com 
Derek Allen , Director of Research 
Services: CD, DE, DT, SC, SA 

Marketeam Associates 
1807 Park 270 Dr. , Ste. 300 
St. Louis, MO 63146 
Ph. 314-878-7667 
Fax 314-878-67 43 
Services: DE, DT, SA 

a 

Marketing & Research Resource, 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 Masters 
926 Willard Dr. , Ste. 223 
Green Bay, WI 54304 
Ph. 414-490-8770 
Fax 414-490-8771 
E-mail : http://www.surveysaid.com 
Michael Smits, Sales & Mktg. Mgr. 
Services: DE, DT 

Marketing Models 
132 Lincoln St. , 3rd fl. 
Boston , MA 02111 
Ph. 617-423-1780 
Fax 617-423-1995 
Meryl Kahn, Dir. Sales & Mktg . 
Services: SA 

MarketVision Research, Inc. 
Corporate Headquarters 
MarketVision Building 
4500 Cooper Rd. 
Cincinnati , OH 45242 
Ph. 513-791-3100 
Fax 513-794-3500 
Services: CD, DT, SA 

2 
Check out the 

online Researcher 
SourceBook at 

www.quirks.com 
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Matrix, Inc. 
3490 U.S. Rte . 1 
Princeton , NJ 08540 
Ph. 609-452-0099 
Fax 609-452-8644 
E-mail: matrix@aosi.com 
Jacob Katz, President 
Services: CD, DE, DT 

::::::. -------· ---· ---
MATRIXX Marketing-Research Division 
MATRIXX Center 
4600 Montgomery Rd ., Ste. 400 
Cincinnati , OH 45212 
Ph. 513-841-1199 
Fax 513-841-9966/0666 
http://www .matrixx.com 
Brian 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 p. 63) 

Matthews Research 
17320 Ashworth Ave. N. 
Shoreline, WA 98133 
Ph. 206-546-3471 
Fax 206-542-6402 
E-mail: bmatthews@microsharp.net 
Barbara J. Matthews, President 
Services: SA 

McCarthy Associates 
6075 E. Molloy Rd. 
Syracuse, NY 13290 
Ph. 315-431-0660 
Fax 315-431-0672 
John McCarthy, President 
Services: CD, DE, DT, SA 

Meta Information Services 
9806 Old Winery Pl. , Ste. 4 
Sacramento, CA 95827 
Ph . 916-368-94 7 4 
Fax 916-368-0705 
E-mail: metainfo@ix.netcom.com 
Services: CD, DE, DT, SA 

WE'RE EXpERTS AT MAkiNG TAblEs. 
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MICROTAB .. We CREATE YouR KiNd OF TAbles! 

380 Market Place- Suite 100 • Roswell, Georgia 30075-3943 
Telephone (770)552-7856 • Fax (770)552-7719 
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e-mail: microtab@aol.com or microtab @compuserve.com 
Visit us at: http://www.microtab.com 

Microtab is a registered trademark of Microtab, Incorporated 

Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph. 770-955-5400 
Fax 770-955-5040 
E-mail: focus@onramp.net 
http://www.michelson.com/research 
Mark L. Michelson, President/CEO 
Services: CD, DE, DT, SA 

MICROTAB® 
Microtab, Inc. 
380 Market Pl. , Ste. 100 
Roswell , GA 30075 
Ph. 770-552-7856 
Fax 770-552-7719 
E-mail : microtab@aol.com 
http://www.microtab.com 
Lisa Lesser 
Services: CD, DE, DT, SC, SA 

Using the same software that it sells , Microtab has 
uniquely combined value, a commitment to the 
highest level of customer service, and a commit­
ment to the highest level of quality, to establish its 
service bureau as a force in the industry. 
Because the service bureau uses the same soft­
ware that it sells, the software user's group is 
provided even greater benefits. Microtab can step 
in to invisibly assist users with overflow work, and 
can act as the user's "in-house" staff during vaca­
tion periods, eliminating potential down-time. 
Microtab provides a complete array of data pro­
cessing services, including: mailing services (out­
bound and receipt) , labels, data entry/scanning , 
data conversion, database program design, data­
base segmentation, database management, cod­
ing/typed verbatims, complete cross-tabulation 
services (of course) , list maintenance, statistical 
testing and graphing services. 
Since we were researchers first , we are aware of 
the deadlines you face. Because of this, we will 
consistently provide you with personalized assis­
tance so you get the information you need , when 
you need it. For your next project, no matter what 
its size or what phase of the process you would like 
us to handle, call Microtab for a cost estimate. You 
can also e-mail us at microtab@compuserve.com 
or microtab@aol.com . Visit us at http:// 
www.microtab.com. 
(See advertisements on pp. 62, 81) 

Mid-America Research/Facts In Focus 
Administrative Offices 
999 N. Elmhurst Rd ., Ste. 17 
Mt. Prospect, IL 60056 
Ph . 847-392-0800 
Fax 847-870-6236 
Marshall Ottenfeld, President 
Services: CD , DE, DT, SA 

Gary Mullet Associates, Inc. 
466 Connemara Crossing 
Lawrenceville , GA 30244 
Ph. 770-931-1060 
Fax 770-931-3654 
Gary M. Mullet, President 
Services: SA 
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NCS 
4401 W. 76th St. 
Minneapolis, MN 55435 
Ph. 800-347-7226 
Fax 612-893-8102 
E-mail: dcs@ncs.com 
http://www.ncs.com 
Services: DE, SC, SA 

Nichols Research , Inc. 
333 W. El Camino Real , Ste. 180 
Sunnyvale, CA 94087 
Ph . 408-773-8200 
Fax 408-733-8564 
E-mail : nichols@interserv.com 
http://www.nichols-research.com 
Richard Robinson, Data Processing Mgr. 
Services: CD, DE, DT 

OPI N IONation 
4301 Ridge Rd. 
Cleveland, OH 44144 
Ph. 216-351-4644 
Fax 216-351-7876 
E-mail : OPINION@ix.netcom.com 
Ron Kornokovich, President 
Services: CD , DE, DT 

Optimum Solutions Corp. 
265 Sunrise Hwy. 
Rockville Centre, NY 11570 
Ph . 516-247-5300 
Fax 516-763-6769 
E-mail: osc@netusa.net 
Ira Sadowsky, Vice President 
Services: CD , DE, DT, SC 

PAl 
PAl-Productive Access , Inc. 
19851 Yorba Linda Blvd ., Ste. 203 
Yorba Linda, CA 92686 
Ph . 800-693-3111 
Fax 714-693-87 4 7 
E-mail: bhontz@paiwhq.com 
Brad Hontz, Director 
Services: DT, SA 
Branch office: 

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

PAl 's mTAB™ service is a turnkey solution for the 
analysis of survey research data. Our mTAB ser­
vice includes both the software and data process­
ing required to make your survey data immediately 
accessible and actionable. In addition to preparing 
data for analysis with mTAB's system software. 
PAl offers custom data tabulation services and 
electronic reporting tools that facilitate the distri­
bution of your survey results and analysis. 
(See advertisement on p. 81) 
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Pattern Discovery, Inc. 
1313 S. King St. , Ste. 714 
Honolulu, HI 96814 
Ph. 808-591-1300 
Fax 808-591-0970 
E-mail : 73700.1212@compuserve.com 
Services: SA 

PINE COMPANY 
Data Processing for Marketing Research 

Pine Company 
160716th St. 
Santa Monica, CA 91404 
Ph. 800-969-PINE or 310-453-0633 
Fax 31 0-453-3969 
E-mail : PineData@aol.com 

http://www.pinedata.com 
Ben Pine, COB 
Debbie Harbort, COO 
Ed Sugar, Director, Market Rsch. Sales & Marketing 
Shannon McNeely, Director, Sales & Marketing 
Services: CD, DE, DT, SC, SA 

Establ ished in 1967, Pine Company is the West's 
largest full-service provider of data processing for 
marketing research - the first to offer scanning 
with intelligent character recognition (ICR). In ad­
dition to recognizing handprint, ICR has the speed 
and accuracy of optical mark reading and frees 
questionnaire design from special printing requ ire­
ments. Pine Company also provides cod ing , data 
entry, tabulation , and presentation graphics. 
(See advertisement on p. 65) 

MATRIXX MARKETING RESEARCH 
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Service Codes 
CD ............ CODING 
DE ........... .. DATA ENTRY 
DT .... .. .... ... DATA TABULATION 
SC .. ...... ..... SCANNING SERVICES 
SA ............. STATISTICAL ANALYSIS 

Point-of-View™ Survey Systems 
1380 Lawrence, Ste. 820 
Denver, CO 80204 
Ph. 800-829-7839 
Fax 303-623-5426 
E-mail: POUSS@aol.com 
Kevin Kearney, President 
Services: SC, SA 

Pro Tab 
8692-B Skillman St., Ste. 218 
Dallas, TX 75243 
Ph. 214-367-8310 
Fax 214-367-8311 
Vicki Bernstein, Owner 
Services: CD, DE, DT, SA 

Pulse Analytics , Inc. 
152 Jeffer Ct. 
Ridgewood , NJ 07450 
Ph. 201-447-1395 
Fax 201-447-2104 
Stanley I. Cohen, President 
Services: SA 
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Pulse Train Technology 
618 US Hwy. 1, Ste. 405 
N. Palm Beach, FL 33408 
Ph. 561-842-4000 
Fax 561-842-7280 
E-mail: PTISystems@aol.com 
http://www.ws.pipex.com/ptt 
Henry A. Copeland, President 
Services: CD, DE, DT, SC 
Branch office: 

6232 N. Pulaski Rd. , Ste. 401 
Chicago, IL 60646 
Ph. 773-794-8900 
Fax 773-794-0732 
E-mail : PTISystems@aol.com 
http://www.ws.pipex.com/ptt 

Full-service data entry, coding and tabulation of 
market research data using the most sophisticated 
research software available. 
(See advertisement on p. 19) 

QQQ Software, Inc. 
302 N. Irving St. 
Arlington, VA 22201 
Ph. 703-528-1288 
Fax 703-528-1289 
E-mail: qqqsoft@aol.com 
Pike Reynolds, V.P. Sales 
Services: SA 

Quality Coding, Inc. 
130 Jane St. 
New York, NY 10014 
Ph. 212-243-0004 
E-mail: Autocode@coding .com 
MacGregor Suzuki , President 
Services: CD 

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

QUANTI ME 

Quantime Corporation 
11 E. 26th St. , 16th fl. 
New York, NY 1 001 0 
Ph. 212-447-5300 
Fax 212-44 7-9097 
E-mail: salesteam@quantime.com 
http://www.quantime.com 
Joseph Marinelli , President 
Services: CD , DE, DT 
Branch offices: 

Quantime Ltd. 
67 Maygrove Rd. 
London, England NW6 2EG 
United Kingdom 
Ph. 44-171-625-7222 
Fax 44-171-624-5297 
Norman Grunbaum, Sales Director 
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Quantime Corporation 
100 Merchant St. , Ste. 125 
Cincinnati , OH 45246 
Ph. 513-771-7111 
Fax 513-771-2121 
Rudy Bublitz, V.P. Sales & Acct. Mgmt. 

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

Quantime Amsterdam 
Raadhuisstraat 15 
1 016DB Amsterdam 
The Netherlands 
Ph. 31-20-420-2631 
Fax 31-20-420-1163 
Norman Grunbaum, Sales Director 

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. 83) 

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 

QlfSfAR 
Questar 
2905 W. Service Rd . 
Eagan, MN 55121 
Ph. 612-688-0089 
Fax 612-688-0546 
Julie Fontaine, Supervisor, Marketing 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. 
(See advertisement on the Back Cover) 

RDA Group 
450 Enterprise Ct. 
Bloomfield Hills, Ml 48302 
Ph. 81 0-332-5000 
Fax 810-332-4168 
E-mail : Webmaster@rdagroup.com 
Frank Forkin, Sr. Vice President 
Services: CD , DE, 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>IVIPA.I'I~ 
30 rears 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 



Service Codes 
CD ........ ... . CODING 
DE .. ........... DATA ENTRY 
DT .... ......... DATA TABULATION 
SC ... ... ....... SCANNING SERVICES 
SA .... ......... STATISTICAL ANALYSIS 

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

Renaissance Research & Consulting 
127 E. 59th St. 
New York, NY 10022 
Ph. 212-319-1833 
Fax 212-319-1833 
Services: SA 

R E s E A R €0NNECTIONS~ 
Research Connections, Inc. 
414 Central Ave. 
Westfield , NJ 07090 
Ph. 908-232-2723 
Fax 908-654-9364 
E-mail: rconnect@aol.com 
http://www.researchconnections.com 
Amy J. Yoffie , President 
Services: CD, DT, SA 

Research Connections, Inc. provides full-service 
data processing , with an emphasis on tabulating 
data generated by CATI programs. We offer cod­
ing, tabulations, statistical analysis and graphics. 
We provide direction throughout the project, with 
service so personalized , you'll think you own the 
company! Experts in SPSS and WinCross. 
(See advertisement on p. 64) 

Research Results, Inc. 
371 Wanoosnoc Rd. 
Fitchburg, MA 01420 
Ph. 508-345-5510 
John Zarrella, President 
Services: CD, DE, DT 

Research Results/1 DE 
596 Washington St. 
Whitman , MA 02382 
Ph. 617-447-3282 
Fax 617-447-3276 
Services: CD, DE, DT 

Right Information Systems, Inc. 
21 Pleasant St. 
Newburyport, MA 01950 
Ph. 508-463-9415 
Fax 508-463-6916 
E-mail : 103117.2041 @compuserve.com 
Susan Yeames, Marketing Manager 
Services: SA 
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Ruf Strategic Solutions 
1533 E. Spruce 
Olathe, KS 66061 
Ph. 913-782-8544 
Fax 913-782-0150 
E-mail: solutions@ruf.com 
http://www.ruf.com 
Kurtis Rut, Vice President 
Services: SA 

Scantron Service Bureau 
14661 Franklin Ave. 
Tustin, CA 92680 
Ph. 714-730-8232 
Fax 714-730-6377 
E-mail : pmmiszko %sb@scantron.com 
http://www.scantron.com 
Paul M. Miszkowicz, Director 
Services: CD, DE, DT, SC, SA 

Senecio Software, Inc. 
139 W. Wooster 
Bowling Green , OH 43402 
Ph. 419-352-4371 
Fax 419-354-7512 
E-mail : info@senecio.com 
http://www.senecio.com 
Connie Black-Postl , Marketing Director 
Services: DT 

Socratic Technologies, Inc. 
3850 25th St. , 2nd fl. 
San Francisco, CA 94114 
Ph. 800-5-Socratic 
Fax 415-641-8205 
E-mail: info@sotech.com 
http://www .sotech .com 
Bill MacEiroy, President 
Services: SA 

Solution Desk 
1486 St. Paul Ave. 
Gurnee, IL 60031 
Ph. 847-662-6260 
Fax 847-336-7288 
E-mail : 72630,2370@compuserve.com 
Darlene DeRouchey, Product Manager 
Services: CD 

Spectra/Market Metrics, Inc. 
333 W. Wacker, Ste. 900 
Chicago, IL 60606 
Ph. 312-263-0606 
Fax 312-263-7022 
E-mail : spectra-mm@msn.com 
Monica Torrence, V.P. Product Management 
Services: SA 

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 
Ch icago; I L 60610 
Ph. 773-275-5273 
E-mail: Pavi53@aol.com 
http://www. geocities .com/wallstreet/3960/ 
John Pavasars, President 
Services: SA 

SPSS, Inc. 
444 N. Michigan Ave. 
Chicago, IL 60611 
Ph. 800-543-5815 
Fax 800-841-0064 
E-mail: sales@spss.com 
http://www.spss .com 
Services: SA 
Branch Offices: 

SPSS Federal Systems (U.S.) 
Ph . 703-527-6777 

SPSS Argentina sri. 
Ph . 541-816-4086 

SPSS Asia Pacific Pte. ltd. 
Ph . 65-3922-738 

SPSS Australasia Pty. ltd. 
Ph. 61-2-9954-5660 

SPSS Belgium 
Ph . 32-162-389-82 

SPSS Benelux BV 
Ph . 31-183-636711 

SPSS Central and Eastern Europe 
Ph. 44-0-1483-719200 

SPSS East Mediterranean and Africa 
Ph. 972-9-526700 

SPSS France SARL 
Ph. 33-1-4699-9670 

SPSS Germany 
Ph. 49-89-4890740 

SPSS Hellas SA 
Ph. 30-1-7251925 

SPSS Hispanoportuguesa S.l. 
Ph. 34-1-547-3703 

SPSS Ireland 
Ph. 353-1-66-13788 

SPSS Israel ltd. 
Ph. 972-9-526700 

SPSS ltalla sri. 
Ph. 39-51-252573 

SPSS Japan Inc. 
Ph. 81-3-5474-0341 

SPSS Korea 
Ph. 82-2-552-9415 

SPSS Latin America 
Ph. 1-312-494-3226 

SPSS Malaysia Sdn Bhd 
Ph. 60-3-704-5877 

SPSS Mexico Sa de CV 
Ph . 52-5-575-3091 
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SPSS Middle East and Africa 
Ph. 44-0-1483-719200 

SPSS Scandinavia AB 
Ph . 46-8-102-610 

SPSS Schweiz AG 
Ph. 41-1-201-0930 

SPSS Singapore Private ltd. 
Ph. 65-2991238 

SPSS UK ltd . 
Ph. 44-0-1483-7192 

SPSS is a multinational 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. 
SPSS offers training and consulting services to 
help our clients with their statistical analysis needs. 
(See advertisement p. 87) 

Statistical Graphics Corporation 
512 Executive Dr. 
Princeton, NJ 08540 
Ph. 609-924-9374 
Fax 609-924-9354 
E-mail : sales@sgcorp.com 
http://www.sgcorp.com 
Juanita Meadows, Office Manager 
Services: SA 

tatPd 
StatPac, Inc. 
4425 Thomas Ave. S. 
Minneapolis, MN 55410 
Ph. 612-925-0159 
Fax 612-925-0851 
E-mail: statpac@aol.com 
David Walonick, President 
Services: DT, SA 

StatPac Gold IV is designed exclusively for survey 
analysis and marketing research. Features survey 
design, sample selection, data entry and manage­
ment, CRT and telephone interviewing, basic analy­
ses and presentation quality graphics. Includes 
frequencies , tabs and banners, open-ended re­
sponse coding, multiple response, descriptives, 
breakdowns, correlations and t-tests. Advanced 
analyses available (regression , factor, cluster, con­
joint, perceptual mapping , etc.) . Complete tutorial. 

STATpro's 
340 N. Shirley 
Tacoma, WA 98406 
Ph. 206-752-2640 
Fax 206-752-2640 
Steve Galbraith, Owner 
Services: SA 
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StatSoft, Inc. 
2300 E. 14th St. 
Tulsa, OK 74104 
Ph . 918-749-1119 
Fax 918-749-2217 
E-mail : info@statsoftinc.com 
http://www.statsoftinc.com 
J. Dean Westervelt 
Services: SA 

TS/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, Chairman 
Services: CD, DE, DT, SC, SA 

Suburban Associates 
579 Franklin Tpke. 
Ridgewood, NJ 07450 
Ph . 201-447-5100 
Fax 201-44 7-9536 
E-mail : WeAsk@aol.com 
William C. Bartlett, President 
Services: CD, DE, DT 

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

Survey Network Data Processing , Inc. 
10601 N.W. 47th Ct. 
Coral Springs, FL 33076 
Ph . 954-341-4929 
Fax 954-341-4811 
E-mail : SURVNET@BCFREENET.SEFLIN.LIB.FL.US 
Philip D. Bennis, President 
Services: DT 

Survey Service, Inc. 
1911 Sheridan Dr. 
Buffalo, NY 14223 
Ph. 716-876-6450 
Fax 716-876-0430 
E-mail: sservice@surveyservice.com 
http://www.surveyservice.com 
Susan Adelman, President 
Services: CD, DE, DT, SA 

Technometrica, Inc. 
85 Kinderkamack Rd. 
Emerson , NJ 07630 
Ph . 201-986-1288 
Fax 201-986-0119 
E-mail : yavi@technometrica.com 
http://www.technometrica.com 
Ravi lyer, Exec. President 
Services: CD, DE, DT, SC, SA 

Techtel Corporation 
2000 Powell St. , Ste. 1500 
Emeryville, CA 94608 
Ph. 510-655-9414 
Fax 51 0-655-9670 
E-mail: mkelly@techtel.com 
Michael F. Kelly, President/CEO 
Services: CD, DE, DT, SA 

Trewhella, Cohen & Arbuckle , Inc. (TIC/A) 
461 Park Ave. S. 
New York, NY 10016 
Ph. 212-679-3111 
Fax 212-679-317 4 
E-mail : tcainc@worldnet.att.net 
Dirk Rosholt, Director of Systems 
Services: DT 

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

Vital Statistics 
Lethbridge Plaza 
P.O. Box 789 
Mahwah, NJ 07430-0789 
Ph. 201-512-0033 
Fax 201-512-0044 
E-mail : eastern125@aol.com 
Emil Stern 
Services: CD, DE, DT 

Walker Information 
3939 Priority Way South Dr. 
Indianapolis, IN 46240 
Ph. 317-843-3939 
Fax 317-843-8897 
E-mail : cburking@walkernet.com 
http://www.walkernet.com 
Connie Burking , Director 
Services: DE, DT, SA 

Jan Werner Data Processing 
34 Williams St. 
Pittsfield , MA 01201 
Ph. 413-442-0416 
Fax 413-499-504 7 
E-mail : jwerner@vgernet.net 
Jan Werner, Principal 
Services: DT 

Western Wats Center Data Services 
288 W. Center St. , 2nd fl. 
Provo, UT 84601 
Ph. 801-37 4-8780 or 801-373-7735 
Fax 801-370-2212 
E-mail: wwatsdata@aol.com 
Dan Williams, Managing Partner 
Services: CD, DE, DT, SA 

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: CD , DE, DT, SA 
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The Accutab Co. 
ADAPT, Inc. 
Advanced Data Research, Inc. 
Analytical Computer Service, Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co. , Inc. 
The Blackstone Group 
Michael Blatt & Co., Inc. 
Bolding Tab Service, Inc. 
Bosma & Associates lnt'l., Inc. 
Brunetti & Associates 
Business Research Services, Inc. 
Cascio Research Services 
Computers for Marketing Corp. (CfMC) 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Research Associates/Superooms™ 
Doris J. Cooper Associates, Ltd. 
CRC Data Systems 
Crimmins & Forman Market Research 
Data Probe, Inc. 
Data Recognition Corporation 
Data Tabulating Service, Inc. 
Data Vision Research, Inc. 
Datacase, Inc. 
Datalogics 
Datan, Inc. 
Datanetics 
DataStar, Inc. 
Directions In Research 
First Market Research Corp. 
FMR Associates, Inc. 
Hagler Bailie Consulting, Inc. 
Hancock Information Group, Inc. 
Pat Henry Market Research, Inc. 
lnfoTek Research Group, Inc. 
Innovative Marketing, Inc. 
International Data Corp. 
Interviewing Service of America, Inc. 
R. Isaacs Computing Associates, Inc. 
J & D Data Services 
JRP Marketing Research Services 
Lein/Spiegelhoff, Inc. 
Management Science Associates, Inc. 
Maritz Marketing Research, Inc. 
Market Development Associates, Inc. 
Market Probe International, Inc. 
Market Probe, Inc. 
Marketing & Research Resource, Inc. 
MarketVision Research, Inc. 
Matrix, Inc. 
MATRIXX Marketing-Research Division 
McCarthy Associates 
Meta Information Services 
Michelson & Associates, Inc. 
Microtab, Inc. 
Mid-America Research/Facts In Focus 
Nichols Research, Inc. 
OPINIONation 
Optimum Solutions Corp. 
Pine Company 
Pro Tab 
Pulse Train Technology 
Quality Coding, Inc. 
Quality Information Center 
Quantime Corporation 
Questar 
RDA Group 
ReData, Inc. 
Research Connections, Inc. 
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Research Results, Inc. 
Research Results/IDE 
Scantron Service Bureau 
Solution Desk 
Dwight Spencer & Associates, Inc. 
STS/Survey Tabulation Services, Inc. 
Suburban Associates 
Survey Analysis, Inc. 
Survey Service, Inc. 
Technometrica, Inc. 
Techtel Corporation 
V & L Research & Consulting, Inc. 
Vital Statistics 
Western Wats Center Data Services 
WMB & Associates 

DATA ENTRY ..t 

The Accutab Co. 
AcquaData Entry Services, Inc. 
ADAPT, Inc. 
Advanced Data Research, Inc. 
Analytical Computer Service, Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co ., Inc. 
AutoData Systems 
Michael Blatt & Co ., Inc. 
The Blackstone Group 
Bolding Tab Service, Inc. 
Bosma & Associates lnt'l., Inc. 
Brunetti & Associates 
Business Research Services, Inc. 
Cascio Research Services 
Ceresco Marketing, Inc. 
Computers for Marketing Corp. (CfMC) 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Doris J. Cooper Associates, Ltd. 
CRC Data Systems 
Creative Research Systems 
Crimmins & Forman Market Research 
Data Probe, Inc. 
Data Recognition Corporation 
Data Tabulating Service, Inc. 
Data Vision Research, Inc. 
Datacase, Inc. 
Datalogics 
DataMost Corporation 
Datan, Inc. 
Datanetics 
DataStar, Inc. 
Directions In Research 
First Market Research Corp. 
FMR Associates, Inc. 
Hagler Bailie Consulting , Inc. 
Hancock Information Group, Inc. 
Pat Henry Market Research, Inc. 
lnfoTek Research Group, Inc. 
Innovative Marketing, Inc. 
International Data Corp. 
Interviewing Service of America, Inc. 
R. Isaacs Computing Associates, Inc. 
J & D Data Services 
JRP Marketing Research Services 
KG Tabs, Inc. 
Lein/Spiegelhoff, Inc. 
Management Science Associates, Inc. 
Maritz Marketing Research, Inc. 
Market Development Associates, Inc. 
Market Probe International, Inc. 
Market Probe, Inc. 
Marketeam Associates 

Marketing & Research Resource, Inc. 
Marketing Masters 
Matrix, Inc. 
MATRIXX Marketing-Research Division 
McCarthy Associates 
Meta Information Services 
Michelson & Associates, Inc. 
Microtab, Inc. 
Mid-America Research/Facts In Focus 
NCS 
Nichols Research , Inc. 
OPINIONation 
Optimum Solutions Corp. 
Pine Company 
Pro Tab 
Pulse Train Technology 
Quality Information Center 
Quantime Corporation 
Questar 
RDA Group 
ReData, Inc. 
Research Results , Inc. 
Research Results/IDE 
Scantron Service Bureau 
Dwight Spencer & Associates, Inc. 
STS/Survey Tabulation Services, Inc. 
Suburban Associates 
Survey Analysis , Inc. 
Survey Service, Inc. 
Technometrica, Inc. 
Techtel Corporation 
V & L Research & Consulting, Inc. 
Vital Statistics 
Walker Information 
Western Wats Center Data Services 
WMB & Associates 

DATA TABULATION 

The Accutab Co. 
ADAPT, Inc. 
Advanced Data Research, Inc. 
Analytical Computer Service, Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co., Inc. 
The Blackstone Group 
Michael Blatt & Co. , Inc. 
Bolding Tab Service, Inc. 
Bosma & Associates lnt'l. , Inc. 
Brunetti & Associates 
Business Research Services, Inc. 
Cascio Research Services 
Ceresco Marketing, Inc. 
Claritas, Inc. 
Computers for Marketing Corp. (CfMC) 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Research Associates/Superooms™ 
Doris J. Cooper Associates, Ltd 
CRC Data Systems 
Creative Research Systems 
Crimmins & Forman Market Research 
Data Probe, Inc. 
Data Recognition Corporation 
Data Tabulating Service, Inc. 
Data Vision Research, Inc. 
Datacase, Inc. 
Datalogics 
DataMost Corporation 
Datan , Inc. 
Datanetics 
DataStar, Inc. 
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1997 DATA PROCESSING/STATISTICAL ANALYSIS DIRECTORY 
Directions In Research 
First Market Research Corp. 
FMR Associates, Inc. 
Hagler Bailie Consulting, Inc. 
Hancock Information Group, Inc. 
Pat Henry Market Research, Inc. 
lnfoMaker, Inc. 
lnfoTek Research Group, Inc. 
Innovative Marketing, Inc. 
International Data Corp. 
Interviewing Service of America, Inc. 
R. Isaacs Computing Associates, Inc. 
J & D Data Services 
JRP Marketing Research Services 
Ketron Research 
KG Tabs, Inc. 
Lein/Spiegelhoff, Inc. 
Management Science Associates, Inc. 
Maritz Marketing Research , Inc. 
Market Development Associates, Inc. 
Market Probe International , Inc. 
Market Probe, Inc. 
Marketeam Associates 
Marketing & Research Resource, Inc. 
Marketing Masters 
MarketVision Research , Inc. 
Matrix, Inc. 
MATRIXX Marketing-Research Division 
McCarthy Associates 
Meta Information Services 
Michelson & Associates , Inc. 
Microtab , Inc. 
Mid-America Research/Facts In Focus 
Nichols Research, Inc. 
OPINIONation 
Optimum Solutions Corp. 
PAl-Productive Access , Inc. 
Pine Company 
Pro Tab 
Pulse Train Technology 
Quantime Corporation 
Quantum Consulting, Inc. 
Questar 
RDA Group 
ReData, Inc. 
Research Connections , Inc. 
Research Resu lts , Inc. 
Research Results/IDE 
Scantron Service Bureau 
Senecio Software, Inc. 
Dwight Spencer & Associates , Inc. 
StatPac, Inc. 
STS/Survey Tabulation Services, Inc. 
Suburban Associates 
Survey Analysis, Inc. 
Survey Network Data Processing, Inc. 
Survey Service, Inc. 
Technometrica, Inc. 
Techtel Corporation 
Trewhella, Cohen & Arbuckle , Inc. (TIC/A) 
V & L Research & Consulting , Inc. 
Vital Statistics 
Walker Information 
Jan Werner Data Processing 
Western Wats Center Data Services 
WM B & Associates 
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SCANNING SERVICES 

The Accutab Co. 
ADAPT, Inc. 
Advanced Data Research, Inc. 
AutoData Systems 
Bosma & Associates lnt'l. , Inc. 
The Blackstone Group 
Cascio Research Services 
Consumer Pulse, Inc. 
CRC Data Systems 
Creative Research Systems 
Data Recognition Corporation 
Data Vision Research , Inc. 
Datalogics 
Datan , Inc. 
Innovative Marketing, Inc. 
International Data Corp. 
J & D Data Services 
Lein/Spiegelhoff, Inc. 
Market Development Associates, Inc. 
Market Probe International, Inc. 
Market Probe, Inc. 
Microtab , Inc . 
NCS 
Optimum Solutions Corp. 
Pine Company 
Point-of-View™ Survey Systems 
Pulse Train Technology 
Questar 
ReData, Inc. 
Scantron Service Bureau 
STS/Survey Tabulation Services, Inc. 
Technometrica, Inc. 

STATISTICAL ANALYSIS 
SERVICES 

The Accutab Co. 
Analytical Computer Service , Inc. 
Ardisson & Associates, Inc. 
Atlantic Marketing Research Co., Inc. 
The Blackstone Group 
Michael Blatt & Co. , Inc. 
Bosma & Associates lnt'l. , Inc. 
Bretton-Clark 
Brunetti & Associates 
Business Research Services, Inc. 
Buzzsaw Computing 
Cascio Research Services 
Ceresco Marketing, Inc. 
Claritas, Inc. 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Research Associates/Superooms™ 
CRC Data Systems 
Creative Research Systems 
Crimmins & Forman Market Research 
Data Recognition Corporation 
Data Tabulating Service, Inc. 
Data Vision Research , Inc. 
Datalogics 
DataMost Corporation 
Datan, Inc. 
Datanetics 
DataStar, Inc. 
Delphus, Inc. 
Directions In Research 
Elrick and Lavidge 
EnVision Knowledge Products 

First Market Research Corp. 
FMR Associates, Inc. 
Hagler Bailie Consulting, Inc. 
Pat Henry Market Research , Inc 
I.S.I.S.-Integrated Strategic Information Services 
lnfoMaker, Inc. 
lnfoTek Research Group, Inc. 
Innovative Marketing, Inc. 
Insight Analysis 
Integrated Database Technologies, Inc. 
Intelligent Analytical Services 
International Data Corp. 
R. Isaacs Computing Associates, Inc. 
J & D Data Services 
JRP Marketing Research Services 
Ketron Research 
Leflein Associates, Inc. 
Lein/Spiegelhoff, Inc. 
Management Science Associates, Inc. 
Maritz Marketing Research , Inc. 
Market ACTION/MapWise 
Market Development Associates, Inc. 
Market Probe International, Inc. 
Market Probe, Inc. 
Marketeam Associates 
Marketing & Research Resource, Inc. 
Marketing Models 
MarketVision Research , Inc. 
MATRIXX Marketing-Research Division 
Matthews Research 
McCarthy Associates 
Meta Information Services 
Michelson & Associates, Inc. 
Microtab , Inc. 
Mid-America Research/Facts In Focus 
Gary Mullet Associates, Inc. 
NCS 
PAl-Productive Access , Inc. 
Pattern Discovery, Inc. 
Pine Company 
Point-of-View™ Survey Systems 
Pro Tab 
Pulse Analytics , Inc. 
QQQ Software, Inc. 
Quantum Consulting , Inc. 
Questar 
RDA Group 
ReData, Inc. 
Renaissance Research & Consulting 
Research Connections , Inc. 
Right Information Systems, Inc. 
Ruf Strategic Solutions 
Scantron Service Bureau 
Socratic Technologies , Inc. 
Spectra/Market Metrics, Inc. 
Dwight Spencer & Associates, Inc. 
Spring Systems 
SPSS, Inc . 
Statistical Graphics Corporation 
StatPac, Inc. 
STATpro's 
StatSoft, Inc. 
STS/Survey Tabulation Services, Inc. 
Survey Analysis, Inc. 
Survey Service, Inc. 
Technometrica, Inc. 
Techtel Corporation 
V & L Research & Consulting , Inc. 
Walker Information 
Western Wats Center Data Services 
WMB & Associates 
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If you're looking for a firm to handle your data processing tasks or offer consultation on statistical analysis, 
check the listings on page 55. If you're looking for a software package to do the number crunching yourself, 
consult the directory on the following pages. In addition to basic contact information, each software provider 
entry includes a list of the software packages the firm offers. On page 89 you'll find a list of data gathering/ 
statistical analysis functions and the companies offering software to perform them. And on page 94 is an 
alphabetical list of the software packages and their makers. 
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Exact Ag:-e _____ 
Income 
Gender 
New Mothers 
E Ide rly _ _____, 
Children 
Low Incidence 
Ethnic 
Business • . 
ROD . ~ :· 
Man~ Ottiers 

Call for quotes or free brochure. 

~&Al~l~!fil~t~lllli 
Old Greenwich, CT 06870 

800-784-8016 • FAX 203-637-8569 

e-mail 72672.1327@compuserve.com 
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Able Software Co. 
5 Appletree Ln. 
Lexington, MA 02173 
Ph. 617-862-2804 
Fax 617-862-2640 
E-mail : info@ablesw.com 
http://www.ablesw.com 
Dr. Yecheng Wu , President 
Software: 
R2V for Windows & NT 

Advanced Data Research, Inc. 
1092 Centre Rd. 
Auburn Hills, Ml 48321 
Ph. 810-371-1857 
Fax 810-371-1869 
E-mail : adr4@ix.netcom.com 
http://www.adr1 .com 
Kevin Cook, V.P. Tech. Mktg. 
Software: 
ABASE 
Side pad 
Viewer 

Affordable Samples, Inc. 
185 Sound Beach Ave. 
Old Greenwich, CT 06870 
Ph. 800-784-8016 or 203-637-8563 
Fax 203-637-8569 
E-mail: 72672.1327@compuserve.com 
James Sotzing, President 

Quality samples and demographic analysis ser­
vices since 1991: exact age, income, gender, new 
mothers, ethnic, businesses, track/block groups, 
RDD, 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 advertising on p. 72) 

Americom Research, Inc. 
25 Main St. E. 
Wartrace, TN 37183 
Ph. 615-389-6094 
Fax 615-389-6096 
E-mail : eds@research.net 
http://www.research.net 
Ed Shrawder, Director of Marketing 
Software: 
Voice-Net 
1-Net 
Hyper Q. 
Panel Net 
CATI-Net 

Analytical 
COMPUTER SERVlCI!, INC. 

Analytical Computer Service , Inc. 
640 N. LaSalle Dr. 
Chicago, IL 60610 
Ph. 312-751-2915 
Fax 312-337-2551 
E-mail: jack@acsinfo.com 
http://www.acsinfo.com 
Jerry Madansky, CEO 
Software: 
ACS-Query 
Win Cross 
Knockout 
Juggler 
Win link 
SpUnk 
Q-Leap 
Arthur 

ACS-Query, PC-based computer-aided interview­
ing system featuring easy questionnaire set-up, 
sample management, quota control , interviewing 
productivity and disposition reports. WinCross a 
Windows-based crosstabulations system. Full fea­
tured tabulations with point and click Windows 
ease of use. WinCross features include a spell 
checker, editor, and database compatibility. 
(See advertisement on p. 73) 

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 2.0 

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

Ardisson & Associates, Inc. 
2399 Lawrenceville Hwy., Ste. 4 
Lawrenceville, GA 30244 
Ph. 770-339-1091 
Fax 770-339-1 092 
E-mail : ardisson@ilinks.net 
http://www.ilinks.net/-ardisson/ 
Tom Ardisson , President 

AutoData Systems 
6111 Blue Circle Dr. 
Minnetonka, MN 55343 
Ph. 612-938-4710 
Fax 612-938-4693 
Larry Werth, Sales Manager 
Software: 
AutoData Pro™ II 
AutoData Survey 

Bruce Bell & Associates, Inc. 
425 Main St. , Ste. 10 
Canon City, CO 81212 
Ph. 800-359-7738 
Fax 719-275-1664 
Software: 
Abtab for Windows 
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m1 
Research 

Bernett Research Services, Inc. 
1505 Commonwealth Ave. 
Boston , MA 02134 
Ph. 617-746-2600 
Fax 617-7 46-2609 
E-mail : Andrew@Bernett.com 
http://www.bernett.com 
Andrew Hayes, V.P. Marketing 
Software: 
FocusReports 

FocusReports and Bernett Research of Boston 
bring focus groups to new heights. Use your inno­
vative software at Boston 's newest 1 0,000-square­
foot focus facility. Variable Boolean searching, cli­
ent lounges, synonym searching, 700-square-foot 
auditorium style room, automatic time stamping, 
free parking, digital audio highlight capture, test 
kitchen, and more! Linked topline, find in context, 
session statistics, and money back guarantee! 
(See advertisement on p. 73) 

Bretton-Clark 
89 Headquarters Plaza 
North Tower, 14th fl. 
Morristown, NJ 07960 
Ph. 201-993-3135 
Fax 201-993-1757 
Software: 
Conjoint Designer 
Conjoint Segmenter 
Conjoint Analyzer 
Conjoint Linmap 
MCA;e 
Simgrat 
Bridger 

Focus GROUP SoFTWARE 
Cuts Reporting and Analysis Time in Half! 
Report Benefits Analysis Tools 
• Automatic Time Stamping • Search and Retrieval 
• Auto-Formatting • Word Frequency Analysis 
• Audio Capture of Highlights • Synonym Searching 
• One Button Speaker 10 • Boolean Searching (and/or/with/not) 
• Summarized Highlights • Coding Analysis 
• Session Statistics • Import/Export Documents 

From or to Any Word Processor 

And it's fully compatible with Perseus Coding Analysf~ Bernett 
the complete automated solution for coding . 

FocusReports™ for Windows® ONLY $295.00 
For information call: Andrew Hayes at 800.276.5594 

Risk free 60 day money back guarantee. 
Research 

Bernett Research : Guiding You To Informed Decisions 
FocusReports and Coding Analyst are products of Perseus Development Corporation. 

MAKING CROSSlABS A BREEZE 
WinCross gives you the most advanced crosstab 
software power available, packed with features, 
and easy-to-use with Windows and Windows 9 5. 

Win Cross is designed to be used by either the inex­
perienced analyst who simply wants to identify 
various data relationships or the experienced 
researcher who needs greater flexibility and 
advanced features . Ask for our 30-day free 
evaluation copy. 

HERE ARE JUST A FEW 
WINCROSS FEATURES: 

Seamless link with SPSS for Windowsft 

Export tables directly to spreadsheets 

Significance testing on tables 

Presentation-quality tables and full 
featured OLE editing 

Glossary capabilities including test 
statements for data cleaning and exploration 

February 1997 www.quirks.com 

Large data capacity and automatic 
import/export of most data formats 
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Together they 

provide seven 

more reasons to 

join the 

Interactive 

n lyz r™ d 

1 Enhances Focus Group~ 
Allows for nonverbal response, eliminating 
negative group dynamics. 

2 Faster Data Processing 
Turnaround 

Creates stat tested tables in ten minutes 
without transcription errors or coding 
delays. 

3 A New Way to Analyze 
Video and Audio Material 

Eliminates reliance on retrospective 
measures as well as providing second-by­
second analysis of respondents' reactions 
to test material. 

4 So~histicated 
The expert system for questionnaire design 
provides a framework for constructing 
groups of related questions and displaying 
summarized data. One of the editor 
options is the "evaluation module" which 
can compare various products and their 
attributes with optional attribute weighting. 

5 Intuitive 
The Windows '95™ interface makes 
operation easy and smooth for users of all 
experience levels. 

6 Streamlined 
A single laptop computer displays 
questions to the respondents as well as 
collecting the data. 

7 Building on Excellence 
As always, Columbia Information Systems 
remains committed to product reliability and 
performance while continually refining the 
Perception Analyzer™ technology. 

!!Join the Leader in Inter active esearch 
Sales • Rentals • Custom Software 

1-800-769-0906 or 1-503-225-8418 

~ 

=~LlUiin~lla\ 
Information Systems 

virtual showroom: 
at http:/ /www.cinfo.com/ 

e-mail address : 
sales@cinfo .com 

snail mail: 
111 SW Fifth Avenue, Suite 1850 
Portland, Oregon 97204 

All prod ucts indica ted by trademark symbols are trademarked and / or registered by their respective companies 

Buzzsaw Computing 
P.O. Box 7423 
Nashua, NH 03062-7423 
Ph. 603-888-7210 
E-mail : service@dragoweb.com 
Adam Rehbein 
Software: 
Survey Stats 

Caliper Corporation 
1172 Beacon St. 
Newton, MA 02161 
Ph. 617-527-4700 
Fax 617-5275113 
E-mail : info@caliper.com 
http://www.caliper.com 
Graham Barrowman, Director of Marketing 
Software: 
MAPTITUDE 
GISPLUS 

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

Claritas, Inc. 
1525 Wilson Blvd., #1 000 
Arlington , VA 22209 
Ph . 703-812-2700 
Fax 703-812-2701 
E-mail : CLARITAS.com 
http://www.claritas.com 
Kathy Dugan , Sr. Director 
Software: 
Compass for Dos/Windows 
MarkeTab 
Claritab 

=~u;n:~~a 
lniOfmot+onSyilemt 

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 : cis@cinfo.com 
http://www.cinfo.com 
Darin Goble, Sales Manager 
Software: 
Perception Analyzer 

The Perception Analyzer™ (PA) is a hand-held dial­
based electronic group measurement system that 
operates with a DOS or Windows 95-based PC. The 
PA enables the user to immediatley collect and 
present data gathered from a live audience's re­
sponse to a large variety of stimuli , from traditional 
closed ended questions to second-by-second analy­
sis of audio and video. 
(See advertisement on p. 74) 
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Computers for Marketing Corp. (CfMC) 
547 Howard St. 
San Francisco, CA 94105 
Ph. 415-777-0470 
Fax 415-777-3128 
E-mail: cfmc@cfmc.com 
Leif Gjestland, President 
Software: 
C-SURVENT 
C-MENTOR 
COS I 

CfMC offers a CAT I and CAP I system (C-SURVENT) 
for either telephone CRT interviewing of 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 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 research and a 
Windows-based tabulation and graphics product 
(COSI) designed for the non-technical user to 
perform quick and easy cross-tabulations and 
graphics from survey data. 
(See advertisement on p. 75) 

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

CRC Data Systems 
Opinion Access Corp. 
435 Hudson St. 
New York, NY 10014 
Ph . 212-620-5678 
Fax 212-924-9111 
Software: 
Tel-ATHENA™ 
TABulous™ 
ADTABulous™ 
POSTTM 

Creative Research Systems 
140 Vista View, Ste. 1 00 
Petaluma, CA 94952 
Ph. 707-765-1001 
Fax 707-765-1 068 
E-mail: surveys@usa.net 
http:/ leu rrents. net/products/creative 
Lisa Bacon, V.P. Sales 
Software: 
The Survey System 

Data Probe, Inc. 
Datatab 
80 Fifth Ave. 
New York, NY 10011 
Ph. 212-255-3355 
Fax 212-255-9699 
E-mail : DATAPROB@mail.idt.net 
Jim Sheridan, Vice President 
Software: 
Surge 
Quick Post 
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Data Tabulating Service, Inc. 
3323 Chamblee-Dunwoody Rd. 
Chamblee, GA 30341 
Ph. 770-455-0114 
Fax 770-458-8926 
E-mail: tab@dataservice.com 
http://www.dataservice.com 
Bill Tyner, President 
Software: 
Epsilon™ 

Datalogics 
P.O. Box 287 
27 Bellingham Shire 
Solebury, PA 18963 
Ph. 215-794-7 486 
Fax 215-794-3177 
E-mail: JJeter@datalab.com 
http://www.datalab.com 
John Jeter, President 
Software: 
Futrex 
EZ-Map 

DataMost Corporation 
P.O. Box 127 
Sandy, UT 84091 
Ph. 801-255-5008 
Fax 801-255-5009 
E-mail: datamost@datamost.com 
Richard Su, President 
Software: 
StatMost 
Numerica 
DataTrix 

Datan , Inc. 
301 N. Harrison St. , Ste. 482 
Princeton , NJ 08540 
Ph. 609-921-6098 
Fax 609-921-6731 
Michael C. Stentz, Ph.D ., President 
Software: 
MERLIN Tabulation System 
MERLINPius 
MER LINT 
FASTAB 

Datanetics 
7548 Roslyn St. 
Pittsburgh, PA 15218-2529 
Ph . 412-351-3282 
Fax 412-351-3284 
Jerry Lisovich, Director 
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 
http://www.std.com/datastar/ 
Ellie Smerlas, President 
Software: 
Starware/STA TTM 

Web-Survent 
CATI ON THE INTERNET 

OMC 
SURVENT 
COMPUTERS FOR MARKETING CORPORATION 

SAN fRANCISCO: (415) 777-0470 • DENVER: (303) 860-1811 

NEW YORK: (212) 777-5120 • PARIS: (1) 40-84-84-85 
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Decision Architects 
25 First St. 
Cambridge, MA 02141 
Ph. 617-252-2250 
Fax 617-252-2113 
E-mail: info@decisionarc.com 
http://www.decisionarc.com 
Tom Timko 
Software: 
MarketSight 2.0 

MarketSight is a simple to use new survey tool that 
lets you quickly collect and easily understand 
critical information about customers, prospects 
and employees. It supports live interviews, instant 
analysis of results , and professional quality graphic 
output. MarketSight automates the process from 
start to finish . 
(See advertisement on p. 3) 

Delphus, Inc. 
103 Washington St. , Ste. 348 
Morristown, NJ 07960 
Ph . 201-267-9269 
Fax 201-285-9248 
E-mail: 7 4242.1 020@compuserve.com 
http://www.delphus.com 
H. Levenbach, President 
Software: 
PEER Planner for Windows 
AUTOCAST II 
Spreadsheet Forecaster 
WINXII 

Detail Technologies, Inc. 
29 Emmons Dr. , Bldg. G-1 
Princeton, NJ 08648 
Ph. 609-452-8228 
Fax 609-987-9120 
Software: 
MPA 
STATCHEK 
ONCEOVER 

Digisoft Computers, Inc. 
1290 Ave. of the Americas, 5th fl. 
New York, NY 10104 
Ph. 212-581-2190 
E-mail: sales@digtel.com 
http://www.gidtel.com/ 
Bruce Adams, Marketing Coordinator 
Software: 
Telescript 4.0 

EnVision Knowledge Products 
77 W. Baltimore Pike 
Media, PA 19063 
Ph. 610-361-8000 
Fax 610-361-7835 
E-mail : ekp@interserv.com 
Brian P. Carey, Dir. Sales & Mktg. 
Software: 
Smart Report 
Neuro Seg 
Visual Cross Tab 
Neuro Map 
Sales Territory Generator 

Equifax National Decision Systems 
5375 Mirra Sorrento Pl. , Ste. 400 
San Diego, CA 92121 
Ph. 800-250-7817 
Fax 619-550-5800 
E-mail : prodinfo@ends.com 
http://www.ends.com 
Software: 
ProphetPoint™ 
lnfoMaker™ 
Micro Vision™ 

~ 
L] 
GENESYS Sampling Systems 
565 Virginia Dr. 
Fort Washington, PA 19034 
Ph. 215-653-7100 
Fax 215-653-7114 
E-mail : amystarer@aol.com 
Amy Starer, Vice President 
Software: 
GENESYS Sampling Systems 
GENESYS-Pius 
GENESYS-10 

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 cen­
sus tracVBG level (e .g. national, state, county, 
DMA, MSA, zip code and area code/exchange) . 
Target samples for over 20 demographic vari­
ables. Create incidence and coverage estimates, 
PRIZM and congressional district available. 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ GENESY~Piu~GENESY~ID : Ha~ware~oftware/ 

a 

Check out the 
online Researcher 

SourceBook at 
www..quirks.com 

QUwks ____________________ __ 
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database system for identifying and purging non­
household and non-working numbers from ROD 
samples. 
(See advertisement on p. 77) 

1/HIR Research Group 
Quality MarketiiiK Research That Works. 

1/H/R Research Group - CatiHelp 
4440 S. Maryland Pkwy., Ste. 203 
Las Vegas, NV 89119 
Ph. 888-CATIHLP 
Fax 702-734-6319 
Ron Clark, Partner 
Software: 
CatiHelp 

CatiHelp brings the next generation of manage­
ment software to data collection and research 
facilities. The first software integrating complete 
facilities management in one comprehensive sys­
tem. Makes management and reporting of all CAT I 
operations fast, easy. Substantial time savings, 
simplifies timekeeping/accounting, produces cli­
ent-ready reports at one touch, employee produc­
tivity, cost accounting. Available stand-alone & Ci3 
CATI. ACS Query, lnfo-Zer·o-Un, others soon. 
(See advertisement on p. 79) 
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Just because it has ten digits 

doesn't mean it's a phone number. 
(If you tried to find out where your telephone sample came from, would you be left empty handed?) 

No Black Boxes 

Sample development should not be a black box 
process. G ENESYS is for researchers who want to 
know exactly where the ten digits come from. We 
are the company to call if you need to know your 
sampling options and the impact each will have. 
You can count on us to provide a detailed method­
ological definition for every sample we create. 
GENESYS has no black boxes, just explicit sam­
pling processes. 

Full Service 

One simple phone call gives you complete access to 
a wealth of experience and a collection of sampling 
resources that can handle any sampling problem. 
We have a full array ofRDD sample methodologies 
(including the industry's only single 
stage epsem telephone probability sam­
ple) as well as listed household and 
business samples. Demographic tar­
geting, with exchange-level demo­
graphic estimates, is available for all 
RDD and listed samples. GENESYS 
does it all, from sample design through 
generation. 

Economical 

GENESYS Sampling Systems has the experience 
and technology to help you hold down the high cost 
of data collection. Our G ENESYS Plus and GENE­
SYS ID systems economically purge business and 
non-working numbers from your RDD sample so 
you don't have to pay interviewers to find them. We 
also offer significant, automatic, volume discounts 
on both a job and an annual basis. 

Quality 

Quality research begins with a quality sample and 
you can count on G ENESYS to be the most statis­
tically accurate available. Whether you need a 
fully customized sample for a specific project, or 

you want to set up an in-house, stand­
alone system using your own comput­
ers, G ENESYS gives you the best of 
both worlds. The best way to find out 
what GENESYS Sampling Systems 
can do for you is to see us in action. Call 
today for a personal demonstration at 
your location. 

GENESYS Sampling Systems • 565 Virginia Drive • Fort Washington, PA 19034 • (215) 653-7100 



INFO ZERO UN 
1134 St. Catherine W. 
Montreal, PO H3B 1 H4 
Canada 
Ph. 514-861-9255 
Fax 514-861-9209 
Software: 
INTERVIEWER 
STAT XP 

INFONETICS Corporation 
386 W. Main St. , Ste. 10A 
Northboro, MA 01532 
Ph. 508-393-8088 
Fax 508-393-8114 
E-mail : dsaad@ask-em.com 
http://www.ask-em.com 
David L. Saad , President 
Software: 
ASK?em 

Information Innovation 
5414 N.W. 60th Terrace 
Kansas City, MO 64151 
Ph. 816-746-7446 
Fax 816-587-0076 
Arlander Card, Owner 
Software: 
Idea Factory & Concept Generator 
SA VI-Simulated Automated Visual Integration 

Information Management Assoc., Inc. (IMA) 
One Corporate Dr., Ste. 414 
Shelton, CT 06484 
Ph. 800-776-0462 or 203-925-6800 
Fax 203-925-1170 
E-mail: imainfo@ima-inc.com 
http://www.ima-inc.com 
Mary Fiorello, Market Specialist 
Software: 
The EDGE TeleBusiness® 

Integrated Database Technologies, Inc. 
The Lincoln Mill Building 
4100 Main St. 
Philadelphia, PA 19127-1623 
Ph. 215-487-4420 
Fax 215-487-3110 
E-mail: idtmktg@intedatatech.com 
Tony Clemente, Dir. Sales & Mktg. 
Software: 
DataStation Architect 
DataStation Quest 
DataStation Transact 

Ketron Research 
Div. of Bionetics Corp 
1 03 Arrandale Blvd . 
Exton, PA 19341 
Ph. 610-280-9060 or 800-982-7645 
Fax 610-280-9079 
http://www.ketron.com 
Ronald B. Levine, Director 
Software: 
GEOLINE-11 
SALES FORECASTER 
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Management Science Associates, Inc. 
6565 Penn Ave. 
Pittsburgh, PA 15206-4490 
Ph. 800-MSA-INFO 
Fax 412-363-5598 
E-mail : info@msa.com 
http://www.msa.com 

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

MARITZ~ 
~1.\£\KETING RES 1: .'\£\C I I INC . 

~tktut~ --
Maritz Marketing Research, Inc. 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-1610 or 800-446-1690 
Fax 314-827-8605 
http://www.maritz.com/mmri 
Ron Lipovsky, President 
Branch offices: 

Agricultural/Industrial Division 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph. 314-827-2305 
Fax 314-827-5433 
http://www.maritz.com/mmri 
Gloria Sloan-Reel, V.P., Div. Manager 

Agricultural/Industrial Division 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph . 314-827-1552 
Fax 314-827-8676 
http://www.maritz.com/mmri 
Tim Brown, Account Manager 

Automotive Research Group 
1515 W. 190th St. , Ste. 300 
Gardena, CA 90248 
Ph . 310-217-4600 
Fax 310-323-2459 
http://www.maritz.com/mmri 
Terry Kaufman, Account Manager 

Automotive Research Group 
1000 Town Center, Ste. 1100 
Southfield, Ml 48075 
Ph. 810-948-4650 
Fax 810-948-4647 
http://www.maritz.com/mmri 
Michael Brereton, V.P., Div. Manager 
Pam Donoghue, Sr. Account Manager 
Dave Pagnucco, Sr. Account Manager 

Automotive Research Group 
3035 Moffat Dr. 
P.O. Box 352768 
Toledo, OH 43615 
Ph . 419-841 -2831 
Fax 419-841 -834 9 
http://www.maritz.com/mmri 
Tim Rogers, Group Vice President 

Performance Measurement Group 
17100 Pioneer Blvd ., Ste. 400 
Artesia, CA 90701 
Ph . 310-809-0500 
Fax 310-809-0422 
http://www.maritz.com/mmri 
Julie Williams, V.P., Div. Manager 
Susan Snell , Sr. Account Manager 

Performance Measurement Group 
1415 W. 22nd St. , Ste. 800 
Oak Brook, IL 60521 
Ph. 708-368-3800 
Fax 708-368-3801 
http://www.maritz.com/mmri 
Alex Vayslep, V.P., Div. Manager 

Performance Measurement Group 
South point Tower 
1650 W. 82nd St. , Ste. 1400 
Bloomington, MN 55431 
Ph. 612-885-3885 
Fax 612-885-3886 
http://www.maritz.com/mmri 
Lynn Newman, V.P., Div. Manager 
Greg Blevins, Sr. Account Manager 

Performance Measurement Group 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph . 314-827-2417 
Fax 314-827-4561 
http://www.maritz.com/mmri 
Michael D. Phillips, Exec. Vice President 
Gail G. Gilbert, V.P. , Division Manager 

Performance Measurement Group 
485 A Rte. 1 S., Ste. 350 
Iselin , NJ 08830 
Ph. 908-726-0300 
Fax 908-726-1854 
http://www.maritz.com/mmri 
Scott Ludwigsen, Division Manager 

Performance Measurement Group 
100 Park Ave., 34th fl. 
New York, NY 10017 
Ph . 212-983-7575 
Fax 212-983-757 4 
http://www.maritz.com/mmri 
Steve Wolf, Sr. Account Manager 

Software: 
Maritz StatssM 

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. 17, 28) 
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1997 DIRECTORY OF MARKETING RESEARCH SOFTWARE 
Market ACTION/MapWise 
13 Woodlake Sq ., #384 
Houston, TX 77063 
Ph. 800-998-0830 
E-mail: DocBetsy@aol.com 
Dr. Betsy Goodnow, President 
Software: 
Map Wise 

Market Probe International , Inc. 
114 E. 32nd St. , Ste. 1603 
New York, NY 10016-5506 
Ph. 212-725-7676 
E-mail : mkprbint@haven .ios.com 
http://haven.ios.com/-mkprbint 
Alan Appelbaum, President 
Software: 
SCANTEST 
REVISSA 

Marketing Masters 
926 Willard Dr., Ste. 223 
Green Bay, WI 54304 
Ph. 414-490-8770 
Fax 414-490-8771 
E-mail : http://www.surveysaid.com 
Michael Smits, Sales & Mktg. Mgr. 
Software: 
Survey Said for Windows 
Survey Said for the Web 
Survey Stats 

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

Marketing Systems Group 
565 Virginia Dr. 
Ft. Washington, PA 19034 
Ph. 215-653-7100 
Fax 215-653-7114 
Jerry Oberkofler, Vice President 
Software: 
PRO•T•S (PROactive Telephony System) 
Survey Database Management Systems 

PRO•T•S: The first integrated data collection man­
agement system designed specifically for survey 
research environment, not just another predictive 
dialer transported from telemarketing. Five, hierar­
chical dialing mode options allows data collection 
managers to maximize productivity simultaneously 
across multiple projects. Using state-of-the-art 
telephony and research sensitive procedures, 
means no sacrifice in survey and sample manage­
ment quality. PRO•T•S also provides integrated 
inbound/outbound data collection capabilities, in­
corporates full ANI and DN IS digital capabilities, as 
well as the seamless integration of IVR and other 

voice capture/playback options. 
Survey Database Management Systems: Survey 
database management and analytic systems; point­
and-click user interface allows for fast and easy 
access to the underlying survey data warehouse. 
System can handle any number of queries/filters, 
aggregate and detailed analyses. Full inferential 
and descriptive suite: tabular reports, graphs, sta­
tistics module. Support for virtually all PC, main­
frame, and network environments. 

How To Find The Best Deal 
On WATS Interviewing. 

The high costs of telephone interviewing getting you down? 1/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 1/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 1/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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Mercator Corporation 
172 State St. 
Newburyport, MA 01950 
Ph. 508-463-4093 
Fax 508-463-9375 

MICROTAB 
Microtab, Inc. 
380 Market Pl. , Ste. 100 
Roswell, GA 30075 
Ph. 770-552-7856 
Fax 770-552-7719 

E-mail : 75372.2436@compuserve.com 
http://www.mercatorcorp.com 

E-mail: microtab@aol.com 
http://www.microtab.com 
Lisa Lesser 

Karen Murphy, General Manager 
Software: 

Software: 
Professional Crosstab Software 
Platinum Crosstab Software 
Gold Crosstab Software 

snap professional® 

snap® survey software is a Windows based, inte­
grated survey design and analysis tool for creating 
and analyzing questionnaires. snap® enables users 
to create professional quality questionnaires and 
offers a choice of three data entry methods. snap® 
analyzes data in both tabular and graphical format 
providing descriptive statistics, data import/export 
and manipulation of results via percentages, fi lters, 
weights, ranking and zero suppression. 

Silver Crosstab Software 
Plastic Crosstab Software 
MT/Stat 

New for '96- The Professional Edition!!! This is the 
crosstab software preferred by data processing 
service bureaus and large research agencies around 
the world. The Professional Edition processes 
data more than six times faster than the Platinum 
Edition - our previous "top of the line." What this 
means is "If it used to take one minute to compile 
data and start printing tables, it now takes less than 
10 seconds." 

(See advertisement on p. 80) 

1 How often, on average, doyouvisitthls 
restaurant? 

~~ Q 
TWICBBWHI< . Q 
w .. k~ . 0 
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That's not all! Survey capacity has been increased 
from 10,000 respondents to 10,000,000 (that's 10 
million!) respondents. Additionally, a survey's ca­
pacity, judged by the number of variables, has 
been doubled. All this power- from the same PC 
that sits on your desktop right now! 
Perhaps the most important feature of the Profes­
sional Edition is that tables can be saved directly 
into an Excel spreadsheet. This allows you to print 
your final tables in a presentation quality propor­
tional font. It also means that any graphing capa­
bilities available in Excel are now available for use 
with Microtab tables. 
If the professional Edition is too much, we also 
have the Platinum, Gold , Silver and Plastic edi-

survey design & snap® analysis software 

... the smartest way from Q to An" 
from survey design~data collection~analysis 

j.:--H-!Tfl-ofte-n,on-m-rag-e,d-oyo-uvislt-. . -lh~-rem-ura-nf?---1 to results presentation 
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featuring: 
* on-screen survey design facility 
* extended codes and label text 
* full data verification 
* literal responses of up to 999 characters 
* expanded graphics 
* design and save table styles 

Mercator Corporation 
172 State Street 

Newburyport, MA 01950 
Tel: 508-463-4093 Fax: 508-463-9375 
eMail : 75372.2436@compuserve.com 

tions. Call for pricing. You can also e-mail us at 
microtab@compuserve .com or microtab 
@aol.com. Or you can visit us at http:// 
www.microtab.com. 
(See advertisements on pp. 62, 81) 

Multivariate Software, Inc. 
4924 Balboa Blvd ., #368 
Encino, CA 91316 
Ph. 818-906-07 40 
Fax 818-906-8205 
E-mail: sales@mvsoft.com 
http://www. mvsoft.com 
Maresha Sceats Leeds, Product Manager 
Software: 
EQS Structual Equation Modeling Software 

The Namestormers 
2811 Declaration Cir. 
Largo Vista, TX 78645 
Ph. 512-267-1814 
Fax 512-267-9723 
http://www.namestormers.com 
Michael L. Carr, Director 
Software: 
NamePro 
Namer 
Headliner 

NCS 
4401 W. 76th St. 
Minneapolis, MN 55435 
Ph. 800-347-7226 
Fax 612-893-8102 
E-mail : dcs@ncs.com 
http://www.ncs.com 
Software: 
NCS Survey 
NCS Works 
Survey Tracker 
NCS ViewPoint 

NCSS 
329 N. 1000 E. 
Kaysville, UT 84037 
Ph. 801-546-0445 
Fax 801-546-3907 
E-mail : ncss@ix.netcom.com 
http://www. ncss.com 
Jerry Hintze 
Software: 
NCSS 
PASS 

Optimum Solutions Corp. 
265 Sunrise Hwy. 
Rockville Centre, NY 11570 
Ph. 516-247-5300 
Fax 516-763-6769 
E-mail : osc@netusa.net 
Ira Sadowsky, Vice President 
Software: 
FAQSS 
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P-STAT, Inc. 
230 Lambertville-Hopewell Rd. 
Hopewell , NJ 08525-2809 
Ph. 609-466-9200 
Fax 609-466-1688 
E-mail: sales@pstat.com 
http://www.pstat.com 
Software: 
P-ST AT® Base Program 
Data Entry Program 
Advanced Statistics Program 
lnformix Interface Program 
TABS Program 
UNISTAT for Windows 

PAl 
PAl-Productive Access , Inc. 
19851 Yorba Linda Blvd ., Ste. 203 
Yorba Linda, CA 92686 
Ph. 800-693-3111 
Fax 714-693-87 4 7 
E-mail : bhontz@paiwhq.com 
Brad Hontz, Director 
Branch office: 

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

Software: 
mTAB Research Analysis System 

PAl 's mTAB™ service is a uniquely powerful tool 
for the analysis of survey research data. Now in use 
for over 10 years at many of the world's largest 
consumer product companies, mTAB enables our 
customer's "knowledge workers" to quickly and 
easily link and mine large even the largest survey 
research data sets. 
(See advertisement on p. 81) 

PenQuest Ltd. 
3 Bezalel St. 
Ramat Gan, 52521 
Israel 
Ph. 972-3-575-8254 
Fax 972-3-751-0549 
E-mail: asherbu@trendline.co.il 
Gideon Cohen , President/CEO 
Software: 
EnterView for CAPI 
EnterView for Web 

Pitney Bowes Software Systems 
4343 Commerce Ct. , Ste. 500 
Lisle, I L 60532-3618 
Ph. 800-624-5377 
Fax 630-505-5948 
E-mail : mcronin@pitneysoft.com 
http://www.pitneysoft.com 
Lynn Stefik, Mktg. Comm. Mgr. 
Software: 
Final Focus 
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If TltE SPEED Of YouR TABULATION 
SofTwARE is slowiNG you dowN ... 

SwiTck To Tke PROFESSIONAL EdiTioN by 
MicROTAb, INcoRpoRATEd. IT's New FoR 1997! 

• Up TO 10,000,000 (TEN MillioN) RESpoNdENTS 
• 99 CARds PER QuEsTioNNAiRE 
• CoMpilEs DATA Six TiMES FASTER 
• SAvE TAblEs foR Uu iN AN ExcEl SpREAdshEET 
• FREE TElEphoNE SuppoRT FoREVER 

380 Market Place - Suite 100 • Roswell, Georgia 30075-3943 
Telephone (770)552-7856 • Fax (770)552-771 9 

e-mail: microtab@aol.com or microtab @compuserve.com 
Visit us at: http://www.microtab.com 

Microtab is a registered trademark of Microtab, Incorporated 
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Point-of-View™ Survey Systems 
1380 Lawrence, Ste. 820 
Denver, CO 80204 
Ph. 800-829-7839 
Fax 303-623-5426 
E-mail: POUSS@aol.com 
Kevin Kearney, President 
Software: 
QWRITERII 

~'~ •• PowerTab 
Power Knowledge Software, LLC 
3421 Emplesa Dr. , Ste. C 
San Luis Obispo, CA 93401 
Ph. 805-545-5468 
Fax 805-545-5465 
http://www.powerknowledge.com 
Taffy Gonzalez, Production Director 
Software: 
PowerTab™ 

Power Tab™ v0.9 has a built-in Expert Helper sys­
tem that interviews the user to create a question­
naire, simplifies data entry and automatically tabu­
lates results. Specifying cross tabulation tables is 
also simplified and includes t-distribution testing 
throughout the maximum 20 columns of data per 
page. The PowerTab questionnaire can be con­
verted to HTML and run on Web sites. Available for 
Macintosh only. 
(See advertisement on p. 32) 

PRiNCiPiA 
INNOVATIVE IMAGING SOLUTIONS ' " 

Principia Products, Inc. 
1506 McDaniel Dr. 
West Chester, PA 19380 
Ph. 800-858-0860 or 610-429-1359 
Fax 610-430-3316 
E-mail : sales@PrincipiaProducts.com 
http://www.principiaproducts.com 
Victor Berutti , V.P. Imaging Products 
Software: 
Remark Office OMR 

Remark Office OMR for Windows is a flexible 
software package for scanning and processing 
data from plain-paper forms such as surveys and 

evaluations. Forms can be created with any word 
processor or survey design package and are 
scanned using any common desktop scanner. 
Output is compatible with any database, spread­
sheet or statistical package. Also includes survey 
tabulation and test grading features . http:// 
www.principiaproducts.com 
(See advertisement on p. 82) 

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

Pulse Analytics , Inc. 
152 Jetter Ct. 
Ridgewood, NJ 07450 
Ph. 201-447-1395 
Fax 201-447-2104 
Stanley I. Cohen , President 
Software: 
Pulse/QUAD™ 
Pulse/RSAMP™ 
Pulse/TURPM 
Pulse/MPC™ 
Pulse/QSEG™ 

Pulse Train Technology 
618 US Hwy. 1, Ste. 405 
N. Palm Beach , FL 33408 
Ph. 561-842-4000 
Fax 561-842-7280 
E-mail : PTISystems@aol.com 
http://www.ws.pipex.com/ptt 
Henry A. Copeland , President 
Branch office: 

6232 N. Pulaski Rd. , Ste. 401 
Chicago, IL 60646 
Ph. 773-794-8900 
Fax 773-794-0732 
E-mail: PTISystems@aol.com 
http://www.ws.pipex.com/ptt 

Software: 
Bellview 
Star 

AUTOMATE DATA ENTRY 
Remark Office OMR® is a leading Windows based forms-processing software 
package for automatically collecting data from surveys, tests & questionnaires. 

o Allows You To Create Your Own Forms o Tallies Surveys & Grades Tests 

0 Processes Forms Using Your Scanner o Exports Data to Any Analysis Package 

0 Recognizes "Bubbles" & Barcodes o Saves Time & Money- Only $399.95 

Stop purchasing special forms! Call today or download our FREE working 
demo to learn how to automate your data entry chores! 

PRiNCiPi~ 1 -8 o o- 8 s 8- o 8 6 o vvvvvv. pa-i ll(..: i piapn. H.lll(..:lS.C( llll 

'-· I M+ info~principiaproducts .com , Phone (610) 429-1359, Fax (610) 430-3316 
IN NO VA TIVE IMAGING SOL UTIONS• 1506 McDaniel Drive, West Chester, Pennsylvania 19360-6682 USA 
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Pulsar 
Bellview Scan 

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. 19) 

QQQ Software, Inc. 
302 N. Irving St. 
Arlington , VA 22201 
Ph . 703-528-1288 
Fax 703-528-1289 
E-mail : qqqsoft@aol.com 
Pike Reynolds, V.P. Sales 
Software: 
TPL Tables 
TPL Reports 

Qualitative Marketing Software, Inc. 
28051 U.S. Hwy 19 N., Ste. E 
Clearwater, FL 34621-2647 
Ph . 813-725-9727 
Fax 813-725-2771 
E-mail : info@qmsost.com 
Software: 
StarData™ 
GeoStan™ 

Quality Coding , Inc. 
130 Jane St. 
New York, NY 10014 
Ph. 212-243-0004 
E-mail : Autocode@coding.com 
MacGregor Suzuki , President 
Software: 
AUTOCODE™ 

QUANTI ME 

Quantime Corporation 
11 E. 26th St. , 16th fl. 
New York, NY 10010 
Ph. 212-447-5300 
Fax 212-44 7-9097 
E-mail : salesteam@quantime.com 
http://www.quantime.com 
Joseph Marinelli , President 
Branch offices: 

Quanti me Ltd. 
67 Maygrove Rd. 
London, England NW6 2EG 
United Kingdom 
Ph. 44-171-625-7222 
Fax 44-171-624-5297 
Norman Grunbaum, Sales Director 

Quantime Corporation 
100 Merchant St. , Ste. 125 
Cincinnati , OH 45246 
Ph. 513-771-7111 
Fax 513-771-2121 
Rudy Bublitz, V.P. Sales & Acct. Mgmt. 
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Quantime Corporation 
One Sansome St. , Ste. 2100 
San Francisco, CA 94104 
Ph. 415-951-4742 
Fax 415-951-1077 
John Taggart, V.P. Cnsltg. Svcs. 

Quanti me Amsterdam 
Raadhuisstraat 15 
1 016DB Amsterdam 
The Netherlands 
Ph . 31 -20-420-2631 
Fax 31-20-420-1163 
Norman Grunbaum, Sales Director 

Software: 
Quanquest 
Quancept CATI 
The QTS 
Quancept CAPI 
Quancept Web 
Quantum 
Quanvert 

Quantime is a leading supplier of software and 
services to the market research industry world­
wide. The Quanti me System is an integrated suite 
of software tools covering each stage of the survey 
research process. 
Quanquest: Provides a tailored working environ­
ment for researchers to develop surveys. Exports 
paper questionnaires, computer assisted inter­
viewing scripts, and specifications for tabulation. 
Quancept CATI : a robust system for computer 
assisted telephone interviewing offering a user­
customizable sample management system that 
can be easily modified while interviewing is live. 
The QTS: A telephony solution that greatly in­
creases the productivity of research conducted 
over the phone. Automatic and pred ictive dialing, 
voice-playback and record , integrated visual and 
audio monitoring. 
Quancept CAPI: For distributed personal inter­
viewing. Window interface with a communications 
module connecting the interviewers ' machines to 
a remote host. Full multimedia capabilities- sound, 
pictures, video. Works with keyboard , touch screen 
and per interfaces. 
Quancept Web: Interactive interviewing offering 
tight control over respondent navigation and full 
validation of responses. The Quantime Web Bu­
reau provides a complete service from survey 
design and Web site access to tabulation and 
reports. 
Quantum: The most widely used package of its 
kind in the world. Data validation, editing, report­
ing and batch tabulation. 
Quanvert: A database package specifically designed 
for researchers to extract and present survey infor­
mation easily and quickly, often from projects with 
hundreds of thousands of respondents. 
(See advertisement on p. 83) 
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The largest supplier of data collection 

and analysis software in the world. 

We offer the only complete solution 

for survey research. 
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Raosoft® 
Raosoft, Inc. 
6645 N.E. Windermere Rd . 
Seattle, WA 98115 
Ph. 206-525-4025 
Fax 206-525-4947 
E-mail: raosoft@raosoft.com 
http://www. raosoft. com 
Catherine McDole Rao, President 
Software: 
Raosoft SURVEYWin, V.3.2 
Raosoft SURVEY, V.2.7 
UFill 
USurvey 

· Raosoft EZReport 
SURVEY-Tools 
SURVEY-Entry 

SURVEYWin lets end users design sophisticated 
electronic collection or phone-out instruments with 
instant ready-made statistics and reports after­
ward. You may include collection for networks and 
e-mail , mail-out disks, HTML forms for the Internet, 
kiosks, phone interviewing, and paper. You may 
use confidentiality options and skipping/branch­
ing, plus many more options to guide entry for 
accurate data. Sample size determination and hy­
pothesis testing help guide your decisions. 
(See advertisement on p. 84) 

ReadSoft, Inc. 
625 N. Michigan Ave. , Ste. 500 
Chicago, IL 60611 
Ph. 312-867-1008 
Fax 312-751-5427 
E-mail: matst@readsoft.com 
Mats Thunell , President 
Software: 
Eyes & Hands 

Right Information Systems, Inc. 
21 Pleasant St. 
Newburyport, MA 01950 
Ph. 508-463-9415 
Fax 508-463-6916 
E-mail: 103117.2041 @compuserve.com 
Susan Yeames, Marketing Manager 
Software: 
4THOUGHT 
4TUNE 

RONIN Corporation - Software Products Group 
103 Carnegie Center 
Princeton, NJ 08540 
Ph. 800-352-2926 
Fax 609-452-0091 
http://www.ronincorp.com 
James C. Weber, Vice President 
Software: 
Results for Research® 
Results for the Net™ 

Results for Research® is a fully integrated PC­
based CATI software package. Easy to use yet 
capable of conducting large and complex tele­
phone interviewing programs. Unique features in­
clude the ability to: add coded response categories 
from within the questionnaire; modify question­
naires while in the field ; interview in multiple lan­
guages; build and track referral lists; report on and 
control call managment; access data from dBase, 
FoxPro and other PC software; comprehensive 
export including SPSS, SAS, Quantime, Mentor, 
Uncle, Excel , 1-2-3 and more. 
(See advertisement on p. 5) 

Sammamish Data Systems 
P.O. Box 70382 
Bellevue, WA 98007 
Ph. 206-867-1485 
Fax 206-861-0184 
E-mail : rick@sammdata.com 
http://www.sammdata.com 
Richard Schweitzer, President 
Software: 
Geo Sight for Windows 
Census Data Systems 

SAS Institute, Inc. 
SAS Campus Dr. 
Cary, NC 27513-2414 
Ph. 919-677-8000 
Fax 919-677-8123 
Software Sales & Marketing 

NEw! RAosoFT SURVEYW1N 3.2! 
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SEE ELEGANT ELECTRONIC DATA COLLECTION & fAST5TAT ANALYSIS 

Design an elegant, guided entry screen .. . use with email & on 
your network, or generate HTML forms! Great for your disk mail­
outs, kiosks, .· and CAT/! (does paper forms, too) 

Great power, beauty and ease! 

FREE D EMO: www .raosoft.com 
Emai I raosoft @ raosoft.com 

.,R aosoft® 
Call 206-525-4025 
Fax -4947, Seattle 

Sawtooth Software 
Sawtooth Software, Inc. 
502 S. Still Rd. 
Sequim, WA 98382-3534 
Ph . 360-681-2300 
Fax 360-681-2400 
E-mail : info@sawtoothsoftware.com 
http://www.sawtoothsoftware.com 
Bryan Orme, Customer Support Cnslt. 
Software: 
Ci3 System for Computer Interviewing 
ACA System 
CBC System 
CVA System 
CCA 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 Software 
has three conjoint packages: ACA is suggested for 
studies with many attributes, Choice-based Con­
joint (CBC) for pricing research , and CVA for pa­
per-and-pencil conjoint. CCA offers Convergent, 
K-means clustering. 
(See advertisement on p. 26) 
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Sawtooth Technologies 
1007 Church St. , Ste. 402 
Evanston, IL 60201 
Ph. 847-866-0870 
Fax 847-866-0876 
E-mail : info@sawtooth.com 
http://www.sawtooth.com 
Brett Jarvis, Dir. of Sales & Mktg. 
Software: 
Sensus Q&A 
Sesus TradeOff 
Ci3 System for CATI 
Ci3 System for Computer Interviewing 

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 CAPI. 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 I. 
(See advertisement on p. 85) 

Scantron Service Bureau 
14661 Franklin Ave. 
Tustin, CA 92680 
Ph. 714-730-8232 
Fax 714-730-6377 
E-mail : pmmiszko %sb@scantron.com 
http://www.scantron.com 
Paul M. Miszkowicz, Director 
Software: 
Pulse Survey II 
Par Survey GST 
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SciTech International, Inc. 
2525 N. Elston Ave. 
Chicago, IL 60647-2003 
Ph. 773-486-9191 or 800-622-3345 
Fax 773-486-9234 
E-mail : info@scitechint.com 
http://www.scitechint.com 
Ken Kornbluh 

Senecio Software, Inc. 
139 W. Wooster 
Bowling Green , OH 43402 
Ph. 419-352-4371 
Fax 419-354-7512 
E-mail : info@senecio.com 
http://www.senecio.com 
Connie Black-Post! , Marketing Director 
Software: 
MaCATI 2- CAT! 
MaCATI 2- CAP! 
MaCATI 2- OMS 
MaCATI 2- e-Poll 
Flo- Stat 2 

Service Measurement Group, Inc. 
3771 Raleigh St. 
Hollywood, FL 33021 
Ph. 954-987-3860 
Fax 954-981-4285 
E-mail : SMG@JRCNET.COM 
http://www.jrcnet.com 
Steve Levy, President 
Software: 
Feedback Manager 

Irwin P. Sharpe & Associates 
50 Greenwood Ave. 
West Orange, NJ 07052 
Ph. 201-731-7800 
http ://www. me m bers@aol .co m/i s harpeso/ 
index.html 
Peter A. Sharpe, Vice President 
Software: 
TABULYZER Ill 

Smart Software, Inc. 
4 Hill Rd. 
Belmont, MA 02178 
Ph. 617-489-2743 
Fax 617-489-2748 
Charles Smart, President 
Software: 
Smart Forecasts for Windows 
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Socratic Software, Inc. 
3850 25th St. , 3rd fl. 
San Francisco, CA 94114 
Ph. 800-5-Socratic 
Fax 415-641-8205 
E-mail : info@sotech.com 
http://www.sotech.com/vq 
Michael M. Gray, COO 
Software: 
Visual Q™ 

Socratic Software, Inc. produces Visual Q™ for 
Windows - a modern, computer-aided research 
authoring tool. It includes an easy-to-use, yet 
powerful , po int-and-cl ick questionnaire de­
signer which allows you to run inte ractive sur­
veys in CAT! , CAPI , online/Web and disk-by­
mail interactive formats as well as paper-and­
pencil surveys. Charting , crosstabulations, ba­
sic statistics and data export functions are in­
cluded . 
(See advertisement on p. 7) 

Solution Desk 
1486 St. Paul Ave. 
Gurnee, IL 60031 
Ph. 847-662-6260 
Fax 847-336-7288 
E-mail : 72630,2370@compuserve.com 
Darlene DeRouchey, Product Manager 
Software: 
Customer Support Help Desk 

Spectra/Market Metrics, Inc. 
333 W. Wacker, Ste. 900 
Chicago, IL 60606 
Ph. 312-263-0606 
Fax 312-263-7022 
E-mail : spectra-mm@msn.com 
Monica Torrence, V.P. Product Management 
Software: 
Advantage® 
Enlighten™ 
Enlighten™ for Retailers 
Network TV Optimizer 
Coupon Optimizer 

Spring Systems 
P.O. Box 10073 
Chicago, I L 60610 
Ph. 773-275-5273 
E-mail: Pavi53@aol.com 
http://www.geocities.com/wallstreet/3960/ 
John Pavasars, President 
Software: 
ARGUS Perceptual Mapper 
TURBO Spring-Stat 
MKTSIM 

If you're still collecting 
data by hand, 
let Ci3 CATI 
lend you a hand. 
Whether your interviews are simple or complex, 
conducted by phone or in person, 
Ci3 CATI witt automate your data collection. 

Need a hand? 
Call 847/866-0870 for a free brochure and demo disk. 

sawt~ 
TECHNOLOGIES 

1007 Church Street, Suite 402, Evanston, IL 60201 

Phone: 847/866-0870 Fax: 847/866-0876 

http://www.sawtooth .com E-mail: info@ sawtooth .com 
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SPSS 
SPSS, Inc. 
444 N. Michigan Ave. 
Chicago, IL 60611 
Ph. 800-543-5815 
Fax 800-841-0064 
E-mail : sales@spss.com 
http://www.spss.com 
Branch offices: 

SPSS Federal Systems (U .S.) 
Ph. 703-527-6777 

SPSS Argentina sri 
Ph. 541-816-4086 

SPSS Asia Pacific Pte . ltd . 
Ph. 65-3922-738 

SPSS Austalasia Pty. ltd. 
Ph. 61-2-9954-5660 

SPSS Belgium 
Ph . 32-162-389-82 

SPSS Benelux BV 
Ph. 31-183-636711 

SPSS Central and Eastern Europe 
Ph. 44-0-1483-719200 

SPSS East Mediterranean and Africa 
Ph. 972-9-526700 

SPSS France SARL 
Ph. 33-1-4699-9670 

SPSS Germany 
Ph. 49-89-4890740 

SPSS Hallas SA 
Ph. 30-1-7251925 

SPSS Hispanoportuguesa S.L. 
Ph. 34-1-547-3703 

SPSS Ireland 
Ph. 353-1-66-13788 

SPSS Israel ltd . 
Ph. 972-9-526700 

SPSS ltalia sri. 
Ph. 39-51-252573 

SPSS Japan Inc. 
Ph. 81-3-5474-0341 

SPSS Korea 
Ph. 82-2-552-9415 

SPSS Latin America 
Ph. 1-312-494-3226 

SPSS Malaysia Sdn Bhd 
Ph. 60-3-704-5877 

A. 
c 
z 

OBJECTIVE: 
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A sample production system ... simple and friendly ... 
for anyone on staff to draw sample any time, any day. 

551 SOLUTION: 
Bruce McCleary (Vice President of Bellomy Research, Inc. 
in Winston- alem, onh Carolina)- "Unlike orher systems 
we've tried, urvey Sampling's on-line sampling system, 
Sf- NAP", lets you set up pees in minutes with a imple 

point-and-click. ample is produced from a daraba e that's 
truly up-to-date and provides a variety of 

advantages that just aren't possible with 
typica l PC-based systems - such as 
automatic clecluplication, optional 
number protection, business number 
removal, and sample screening .. , 

You roo can gain cost savings and 
convenience with 55/-S 'AP". Call SI 

fo r sampling solutions at (203)255-4200. 

IIIIIP"'"': Survey 
~ ~ Sampling, 
=........ Inc~ 

Partn ers witb survey 
researchers since 1977 

SPSS Mexico Sa de CV 
Ph. 52-5-575-3091 

SPSS Midd le East and Africa 
Ph . 44-0-1483-719200 

SPSS Scandinavia AB 
Ph. 46-8-102-610 

SPSS Schweiz AG 
Ph . 41-1-201-0930 

SPSS Singapore Private ltd . 
Ph. 65-2991238 

SPSS UK ltd. 
Ph. 44-0-1483-7192 

Software: 
SPSS Base & Specialized Add-On Modules 

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. 
SPSS 7.5 for Windows is our latest release for 
Windows 95 and Windows NT 3.51 and NT 4.0. For 
more information telephone the nearest SPSS 
office orvisitourWeb site at http://www.spss.com. 
(See advertisement p. 87) 

Statistical Graphics Corporation 
512 Executive Dr. 
Princeton, NJ 08540 
Ph. 609-924-9374 
Fax 609-924-9354 
E-mail : sales@sgcorp.com 
http://www.sgcorp.com 
Juanita Meadows, Office Manager 
Software: 
Stratgraphics Plus 

tatPa 
StatPac, Inc. 
4425 Thomas Ave. S. 
Minneapolis, MN 55410 
Ph. 612-925-0159 
Fax 612-925-0851 
E-mail : statpac@aol.com 
David Walonick, President 
Software: 
StatPac Gold IV 
Statistics Calculator 

StatPac Gold IV is designed exclusively for survey 
analysis and marketing research. Features survey 
design , sample selection, data entry and manage­
ment, CRT and telephone interviewing, basic analy­
ses and presentation quality graphics. Includes 
frequencies, tabs and banners, open-ended re­
sponse coding, multiple response, descriptives, 
breakdowns, correlations and t-tests. Advanced 
analyses available (regression, factor, cluster, con­
joint, perceptual mapping , etc.). Complete tutorial. 
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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. SP S 
offers Teleform'" to help you design survey 
forms in-house and automatically send and 
receive your forms as a broadcast fax. 

fJ 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! 

m Specialized add-on modules 
U 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 

ii!l 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. 

II 
ltnnswith 
NetW:re 

Real Stats. Real Easy. 
Athens • Chicago • Bologna • Chertsey • Gorinchem • Herzlia • Madrid • Munich • New Delhi • Paris • Singapore • Stockholm • Sydney • Tokyo • Washington, DC • And distributors worldwide 
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StatSoft, Inc. 
2300 E. 14th St. 
Tulsa, OK 74104 
Ph. 918-749-1119 
Fax 918-749-2217 
E-mail: info@statsoftinc.com 
http://www.statsoftinc.com 
J. Dean Westervelt 
Software: 
STATISTICA/W 
STATISTICA/Mac 
Quick STATISTICA/W 
Quick STATISTICA/Mac 

William Steinberg Consultants, Inc. 
P.O. Box 1754 
Champlain, NY 12919 
Ph. 514-483-6954 
Fax 514-483-6660 
E-mail : steinbg@cam.org 
http://www.cam.org/-steinbg 
William Steinberg, Ph .D., President 
Software: 
The Survey Genie 
C•Gen 

Suburban Associates 
579 Franklin Tpke. 
Ridgewood , NJ 07450 
Ph. 201-447-5100 
Fax 201-44 7-9536 
E-mail : WeAsk@aol.com 
William C. Bartlett, President 
Software: 
The T.A.B. ProgramSM 

~ Survey 
• j Sarnpiing, 
=...Inc' 

Survey Sampling , Inc. 
One Post Rd. 
Fairfield, CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
E-mail: info@ssisamples.com 
http://www.ssisamples.com 
Christopher De Angel is, Sales Manager 
Software: 
SSI-SNAP™ 

SSI 's 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 20 years of experience. You 
can generate: random digit (ROD) samples, Epsem 
samples, listed household samples, samples bas.ed 
on age, income, and race/ethnic group. Call ~hns­
topher DeAngelis at 203-255-4200 for more mfor­
mation. 
(See advertisements on pp. 21, 31, 86) 
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I Survey$!] d 
Systems Incorporated 

Surveycraft Systems, Ltd. 
2757 Observatory Ave. , Ste. 207 
Cincinnati , OH 45208 
Ph. 513-871-2580 
Fax 513-871-4269 
E-mail: info@surveycraft.com 
http://www.surveycraft.com 
Andrew Jeavons 
Software: 
scyTab 
scyCode 
scyField 
scySample 

Surveycraft is a comprehensive, integrated suite of 
software for market research data collection and 
analysis. It can cope with anything fr?m a 30 to a 
3,000 question survey. Full tabulat~on , sample 
managemnet and interactive analysis tools are 
available. Integrates to SAS, SPSS, UNCLE, Quan­
tum, Excel , Xbase are available. Multi-lingual. sup­
port including Japanese/Chinese/Korean available 
for all modules. 
(See advertisement on p. 9) 

Tactician Corporation 
305 N. Main St. 
Andover, MA 01810 
Ph. 508-475-4475 
Fax 508-475-2136 
E-mail : sales@tactician.com 
http://www.tactician.com 
David Donelan, Director of Sales 
Software: 
Tactician 4.0 
Tactitian Micro-Marketing Machine 
Site America 
Tactitian Selling Machine 
Tactician Snap-On-Solutions 
Tactician Map Scape 

Techtel Corporation 
2000 Powell St. , Ste. 1500 
Emeryville, CA 94608 
Ph. 510-655-9414 
Fax 510-655-9670 
E-mail: mkelly@techtel.com 
Michael F. Kelly, President/CEO 
Software: 
T-MAS™ 

Tetrad Computer Applications, Ltd . 
3873 Airport Way 
P.O. Box 9754 
Bellingham, WA 98227-9754 
Ph. 360-734-3318 
Fax 360-734-4005 
E-mail : email@tetrad.com 
http://www.tetrad .com 
Wilson Baker, President 
Software: 
Pcensus 
Psearch 
Map Info 
Vertical Mapper 

3D Software Services 
859 Cabot Ln. 
Foster City, CA 94404-3143 
Ph. 800-992-0178 or 415-57 4-0178 
Fax 415-57 4-0164 
E-mail: tprompt@ix.netcom.com 
http://www.teleprompt.com 
David Cushman Griffis, Dir. Software Svcs. 
Software: 
Teleprompt™ 

Touch Base Computing 
106 Wood crest Dr. 
Rome, GA 30161-4702 
Ph. 706-234-4260 
Tom Boylan, President 
Software: 
QUICK-POLL- Survey System 

Trewhella, Cohen & Arbuckle, Inc. (TIC/A) 
461 Park Ave. S. 
New York, NY 10016 
Ph . 212-679-3111 
Fax 212-679-3174 
E-mail: tcainc@worldnet.att.net 
Dirk Rosholt, Director of Systems 
Software: 
QTAB 
QGEN 
QMARG 
QBAL 
QED IT 
QTILE 

Tydac Technologies, Inc. 
Two Gurdwara Rd. , Ste. 210 
Nepean, ON K2E 1A2 
Canada 
Ph. 613-226-5525 
Fax 613-226-3819 
E-mail : info@tydac.com 
Software: 
SPANS Map 
SPANS GIS 
SPANS Explorer 

The Uncle Group, Inc. 
3490 U.S. Rte. 1 
Princeton , NJ 08540 
Ph. 800-229-6287 
Fax 609-452-8644 
Thomas Reeder, Vice President 
Software: 
UNCLE 

Jan Werner Data Processing 
34 Williams St. 
Pittsfield, MA 01201 
Ph. 413-442-0416 
Fax 413-499-504 7 
E-mail : jwerner@vgernet.net 
Jan Werner, Principal 
Software: 
QTAB-11 
QGEN 
QMARG 
QBAL 
QED IT 
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Cross-index by 
software capability 

Codes 
PC = for use on personal computer 
MF =for use on mainframe 
Both = for use on both PC and mainframe 

Analysis of variance 

Analytical Computer Service, Inc. (PC) 
Buzzsaw Computing (PC) 
Computers for Marketing Corp. (CfMC) (PC) 
Creative Research Systems (PC) 
DataMost Corporation (PC) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
Marketing Masters (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
NCSS (PC) 
QQQ Software, Inc. (PC) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
Scantron Service Bureau (PC) 
SciTech International, Inc. (Both) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Audience response system 

Columbia Information Systems (PC) 
Creative Research Systems (PC) 
Brand share analysis 
Datan, Inc. (PC) 
EnVision Knowledge Products (PC) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
Spring Systems (PC) 
StatPac, Inc. (PC) 
Tactician Corporation (Both) 

Canonical analysis 

EnVision Knowledge Products (PC) 
NCSS (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

CAP I 

Americom Research, Inc. (PC) 
Analytical Computer Service, Inc. (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
Creative Research Systems (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
PenQuest Ltd. (PC) 
Power Knowledge Software, LLC (PC) 
Pulse Train Technology (PC) · 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
RON IN Corporation - Software Products Group (PC) 
Sawtooth Software, Inc. (PC) 
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Sawtooth Technologies (PC) 
Senecio Software, Inc. (PC) 
Service Measurement Group, Inc. (PC) 
Socratic Software, Inc. (PC) 
StatPac, Inc. (PC) 
Surveycraft Systems, ltd. (PC) 

CAS I 

Americom Research, Inc. (PC) 
Analytical Computer Service, Inc. (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
Creative Research Systems (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
Marketing Masters (PC) 
PenQuest Ltd. (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
RON IN Corporation - Software Products Group (PC) 
Sawtooth Software, Inc. (PC) 
Sawtooth Technologies (PC) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
StatPac, Inc. (PC) 
Surveycraft Systems, ltd. (PC) 

CATI 

Americom Research, Inc. (PC) 
Analytical Computer Service, Inc. (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
Creative Research Systems (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
Digisoft Computers, Inc. (PC) 
1/H/R Research Group - CatiHelp- CatiHelp (Both) 
INFONETICS Corporation (PC) 
Mercator Corporation (PC) 
Pulse Train Technology (Both) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
RONIN Corporation - Software Products Group (PC) 
Sawtooth Software, Inc. (PC) 
Sawtooth Technologies (PC) 
Senecio Software, Inc. (PC) 
Service Measurement Group, Inc. (PC) 
Socratic Software, Inc. (PC) 
StatPac, Inc. (PC) 
Surveycraft Systems, ltd. (PC) 

Census reporting programs 

Integrated Database Technologies, Inc. (PC) 
Sammamish Data Systems (PC) 
Spectra/Market Metrics, Inc. (Both) 

Cluster analysis 

Analytical Computer Service, Inc. (PC) 
Computers for Marketing Corp. (CfMC) (PC) 
Creative Research Systems (PC) 
DataMost Corporation (PC) 
EnVision Knowledge Products (PC) 
NCSS (PC) 
Right Information Systems, Inc. (PC) 
Sawtooth Software, Inc. (PC) 
Scantron Service Bureau (PC) 
Spectra/Market Metrics, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Comprehensive statistical package 

Computers for Marketing Corp. (CfMC) (Both) 
DataMost Corporation (PC) 
Decision Architects (PC) 
NCS (PC) 
NCSS (PC) 
Scantron Service Bureau (PC) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Computer coding 

Analytical Computer Service, Inc. (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
Quality Coding, Inc. (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
Sawtooth Technologies (PC) 
StatPac, Inc. (PC) 

Computer directed/predictive dialing 

Marketing Systems Group (Both) 

Computer graphics 

Buzzsaw Computing (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
NCSS (PC) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Conjointllrade-off analysis 

Bretton-Clark (PC) 
EnVision Knowledge Products (PC) 
Right Information Systems, Inc. (PC) 
Sawtooth Software, Inc. (PC) 
Sawtooth Technologies (PC) 
SciTech International, Inc. (Both) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 

Correspondence analysis 

Computers for Marketing Corp. (CfMC) (PC) 
DataMost Corporation (PC) 
EnVision Knowledge Products (PC) 
Market ACTION/MapWise (PC) 
NCSS (PC) 
Raosoft, Inc. (PC) 
SciTech International, Inc. (Both) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Crosstabulation/display 

Analytical Computer Service, Inc. (PC) 
Apian Software (PC) 

89 



Ardisson & Associates, Inc. (PC) 
Bruce Bell & Associates, Inc. (PC) 
Buzzsaw Computing (PC) 
Columbia Information Systems (PC) 
Computers for Marketing Corp. (CfMC) (PC) 
Creative Research Systems (PC) 
Data Probe, Inc. (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
INFONETICS Corporation (PC) 
lnt~grated Database Technologies, Inc. (PC) 
Irwin P. Sharpe & Associates (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
Microtab , Inc. (PC) 
NCSS (PC) 
PAl-Productive Access, Inc. (PC) 
Point-of-view™ Survey Systems (PC) 
Power Knowledge Software, llC (PC) 
000 Software, Inc. (PC) 
Quantime Corporation (Both) 
Raosoft , Inc. (PC) 
Sawtooth Technologies (PC) 
SciTech International, Inc. (Both) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems, ltd. (PC) 
Trewhella, Cohen & Arbuckle, Inc. (TIC/A) (PC) 
The Uncle Group, Inc. (PC) 
Jan Werner Data Processing (PC) 

Data editing 

Analytical Computer Service, Inc. (PC) 
Apian Software (PC) 
Bruce Bell & Associates, Inc. (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
Creative Research Systems (PC) 
DataMost Corporation (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
Marketing Masters (PC) 
Microtab , Inc . (PC) 
Multivariate Software, Inc. (Both) 
NCSS (PC) 
Point-of-view™ Survey Systems (PC) 
Principia Products, Inc. (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
Sawtooth Technologies (PC) 
Scantron Service Bureau (PC) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems, ltd. (PC) 
Trewhella, Cohen & Arbuckle, Inc. (TIC/A) (PC) 
Jan Werner Data Processing (PC) 

Data entry 
Analytical Computer Service, Inc. (PC) 
Apian Software (PC) 
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Bruce Bell & Associates, Inc. (PC) 
Com~uters for Marketing Corp. (CfMC) (PC) 
Creat1ve Research Systems (PC) 
DataMost Corporation (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
Detail Technologies, Inc. (PC) 
INFONETICS Corporation (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
lnt~grated Database Technologies, Inc. (PC) 
Irwin P. Sharpe & Associates (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
Microtab , Inc. (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
NCSS (PC) 
Optimum Solutions Corp. (PC) 
PenOuest Ltd. (PC) 
Power Know!edge Software, llC (PC) 
Principia Products, Inc. (PC) 
Pulse Train Technology (Both) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
ReadSoft, Inc. (PC) 
Sawtooth Software, Inc. (PC) 
Sawtooth Technologies (PC) 
Scantron Service Bureau (PC) 
SciTech International, Inc. (Both) 
Socratic Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (PC) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems, ltd. (PC) 
The Uncle Group, Inc. (PC) 

Database management programs 

Apian Software (PC) 
Datanetics (PC) 
Decision Architects (PC) 
Detail Technologies, Inc. (PC) 
Digisoft Computers, Inc. (PC) 
INFONETICS Corporation (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
Integrated Database Technologies, Inc. (PC) 
Marketing Systems Group (Both) 
Raosoft , Inc. (PC) 
RON IN Corporation - Software Products Group (PC) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
Tactician Corporation (Both) 

Decision support software 
Datan, Inc. (PC) 
Decision Architects (PC) 
Delphus, Inc. (PC) 
EnVision Knowledge Products (PC) 
1/H/R Research Group- CatiHelp (Both) 
Integrated Database Technologies, Inc. (PC) 
Multivariate Software, Inc. (Both) 
NCSS (PC) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
Sammamish Data Systems (PC) 
SciTech International, Inc. (Both) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 

Tactician Corporation (Both) 

Demographic analysis 
Apian Software (PC) 
Bruce Bell & Associates, Inc. (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
Integrated Database Technologies, Inc. (PC) 
Marketing Masters (PC) 
NCS (PC) 
Pitney Bowes Software Systems (MF) 
000 Software, Inc. (PC) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
Sammamish Data Systems (PC) 
Scantron Service Bureau (PC) 
SciTech International, Inc. (Both) 
Spectra/Market Metrics, Inc. (Both) 
SPSS, Inc. (PC) 
StatPac, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 
Tactician Corporation (Both) 
Tetrad Computer Applications, Ltd. (PC) 

Discriminant analysis 
DataMost Corporation (PC) 
EnVision Knowledge Products (PC) 
NCSS (PC) 
Scantron Service Bureau (PC) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Discriminant function ANOVA 

DataMost Corporation (PC) 
EnVision Knowledge Products (PC) 
Multivariate Software, Inc. (Both) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatSoft, Inc. (PC) 

Disk by mail interviewing 

Americom Research, Inc. (PC) 
Analytical Computer Service, Inc. (PC) 
Computers for Marketing Corp. (CfMC) (PC) 
Creative Research Systems (PC) 
Datan, Inc. (PC) 
Ketron Research (PC) 
Marketing Masters (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
Sawtooth Software, Inc. (PC) 
Sawtooth Technologies (PC) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
StatPac, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 
Suburban Associates (PC) 

Electronic group measurement 
Columbia Information Systems (PC) 
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Experimental design theory 

DataMost Corporation (PC) 
EnVision Knowledge Products (PC) 
NCSS (PC) 
SciTech International, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatSoft, Inc. (PC) 

Factor analysis/principal comp. 

Computers for Marketing Corp. (CfMC) (PC) 
Creative Research Systems (PC) 
DataMost Corporation (PC) 
EnVision Knowledge Products (PC) 
Multivariate Software, Inc. (Both) 
NCSS (PC) 
Right Information Systems, Inc. (PC) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Field management 

ltli/R Research Group- CatiHelp (Both) 
Right Information Systems, Inc. (PC) 
SciTech International, Inc. (Both) 

Focus group analysis & capture 

Bernett Research Services, Inc. (PC) 

Focus group management 

Bernett Research Services, Inc. (PC) 
Columbia Information Systems (PC) 
Datanetics (PC) 
Marketing Masters (PC) 

Forms processing 

Information Management Assoc., Inc. (IMA) (MF) 
Principia Products, Inc. (PC) 
Raosoft, Inc. (PC) 
ReadSoft, Inc. (PC) 
SciTech International, Inc. (Both) 

Generation/balanced sampling design 

Datan, Inc. (PC) 
Trewhella, Cohen & Arbuckle, Inc. (TIC/A) (PC) 

Geographic information services 

Able Software Co. (PC) 
Caliper Corporation (PC) 
EnVision Knowledge Products (PC) 
Ketron Research (PC) 
Pitney Bowes Software Systems (MF) 
Sammamish Data Systems (PG) 
SPSS, Inc. (PC) 
Tactician Corporation (Both) 
Tetrad Computer Applications, Ltd. (PC) 

Hand print recognition · 

ReadSoft, Inc. (PC) 
SPSS, Inc. (PC) 
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Indexing 

PAl-Productive Access, Inc. (PC) 
Scantron Service Bureau (PC) 

Idea generation 

Information Innovation 

Interaction/classification analysis 

Analytical Computer Service, Inc. (PC) 
EnVision Knowledge Products (PC) 
Right Information Systems, Inc. (PC) 
StatPac, Inc. (PC) 

Interactive tabulation 

Analytical Computer Service, Inc. (PC) 
Apian Software (PC) 
Ardisson & Associates, Inc. (PC) 
Datan, Inc. (PC) 
EnVision Knowledge Products (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
PAl-Productive Access, Inc. (PC) 
PenQuest Ltd. (PC) 
Power Knowledge Software, LLC (PC) 
Pulse Train Technology (Both) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
Spring Systems (PC) 
StatPac, Inc. (PC) 
Surveycraft Systems, Ltd. (PC) 
The Uncle Group, Inc. (PC) 

Internet interviewing 

Americom Research, Inc. (PC) 
Computers for Marketing Corp. (CfMC) (PC) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
Marketing Masters (PC) 
PenQuest Ltd. (PC) 
Power Knowledge Software, LLC (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
RONIN Corporation - Software Products Group (PC) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 

Key-to-disk 

Datan, Inc. (PC) 
Microtab, Inc. (PC) 
Raosoft, Inc. (PC) 
StatPac, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems, Ltd. (PC) 
The Uncle Group, Inc. (PC) 

Log it/linear analysis 

DataMost Corporation (PC) 
EnVision Knowledge Products (PC) 
Multivariate Software, Inc. (Both) 
NCSS (PC) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatSoft, Inc. (PC) 

Market matching 

Datan, Inc. (PC) 

Market segmentation 

Datan, Inc. (PC) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
Integrated Database Technologies, Inc. (PC) 
Right Information Systems, Inc. (PC) 
Sammamish Data Systems (PC) 
Sawtooth Software, Inc. (PC) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Tactician Corporation (Both) 

Marketing effectiveness measurement 

Techtel Corporation (PC) 

Media analysis 

Bruce Bell & Associates, Inc. (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
Datan, Inc. (PC) 
StatPac, Inc. (PC) 
Tactician Corporation (Both) 

Multi-dimensional scaling 

Apian Software (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
EnVision Knowledge Products (PC) 
NCSS (PC) 
Scantron Service Bureau (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
StatSoft, Inc. (PC) 

Multi-paired comparison 

Sawtooth Technologies (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 

Multinominallogit analysis 

EnVision Knowledge Products (PC) 
Sawtooth Software, Inc. (PC) 
SPSS, Inc. (Both) 
StatSoft, Inc. (PC) 

Multivariate methods 

Buzzsaw Computing (PC) 
EnVision Knowledge Products (PC) 
Multivariate Software, Inc. (Both) 
Right Information Systems, Inc. (PC) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Name generation 

The Namestormers (PC) 
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Non-parametric statistics 

Datan, Inc. (PC) 
NCSS (PC) 
Raosoft, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

OCR/ICR 
Creative Research Systems (PC) 
Decision Architects (PC) 
ReadSoft, Inc. (PC) 
SciTech International, Inc. (Both) 

OMR 
Principia Products, Inc. (PC) 

Pattern analysis 

EnVision Knowledge Products (PC) 
NCSS (PC) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
StatSoft, Inc. (PC) 

Perceptual mapping 

Bretton-Clark (PC) 
Caliper Corporation (PC) 
EnVision Knowledge Products (PC) 
NCSS (PC) 
Sawtooth Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (PC) 
StatPac, Inc. (PC) 

Price elasticity measurement 

EnVision Knowledge Products (PC) 
Right Information Systems, Inc. (PC) 
Spring Systems (PC) 

Programming language 

Datan, Inc. (PC) 
Decision Architects (PC) 
Pulse Train Technology (Both) 
Quantime Corporation (Both) 

Quadrant analysis 
Apian Software (PC) 
Datan, Inc. (PC) 
EnVision Knowledge Products (PC) 
Spectra/Market Metrics, Inc. (Both) 

Questionnaire design/language 
Apian Software (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
Datan, Inc. (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
Mercator Corporation (PC) 
PenQuest Ltd. (PC) 
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Point-of-View™ Survey Systems (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
RONIN Corporation - Software Products Group (PC) 
Sawtooth Technologies (PC) 
SciTech International, Inc. (Both) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 

Ranking 

Americom Research, Inc. (PC) 
Analytical Computer Service, Inc. (PC) 
DataMost Corporation (PC) 
INFONETICS Corporation (PC) 
Integrated Database Technologies, Inc. (PC) 
Marketing Masters (PC) 
Microtab, Inc. (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
NCSS (PC) 
PAl-Productive Access, Inc. (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
Scantron Service Bureau (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Trewhella, Cohen & Arbuckle, Inc. (TIC/A) (PC) 

Regression/correlation analysis 
Buzzsaw Computing (PC) 
Computers for Marketing Corp. (CfMC) (PC) 
Creative Research Systems (PC) 
DataMost Corporation (PC) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
Marketing Masters (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
NCSS (PC) 
Power Knowledge Software, LLC (PC) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
SciTech International, Inc. (Both) 
Senecio Software, Inc. (PC) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Tactician Corporation (Both) 

Sales analysis 

Datan, Inc. (PC) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
Integrated Database Technologies, Inc. (PC) 
Ketron Research (PC) 
QQQ Software, Inc. (PC) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
SciTech International, Inc. (Both) 
Smart Software, Inc. (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
Tactician Corporation (Both) 

Sales database 

Datan, Inc. (PC) 
Datanetics (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
Integrated Database Technologies, Inc. (PC) 
Ketron Research (PC) 
Pulse Train Technology (Both) 
Raosoft, Inc. (PC) 
SciTech International, Inc. (Both) 

Sales effectiveness measurement 
Datan, Inc. (PC) 
Decision Architects (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
Integrated Database Technologies, Inc. (PC) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
Tactician Corporation (Both) 

Sales forecasting 

Delphus, Inc. (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
Integrated Database Technologies, Inc. (PC) 
Ketron Research (PC) 
Market Probe International, Inc. (PC) 
NCSS (PC) 
Right Information Systems, Inc. (PC) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 

Sample size determination 
Data Tabulating Service, Inc. (PC) 
Detail Technologies, Inc. (PC) 
Maritz Marketing Research, Inc. (PC) 
NCS (PC) 
NCSS (PC) 
Raosoft, Inc. (PC) 
Spring Systems (PC) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 

Sample weighting 

Apian Software (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
Marketing Masters (PC) 
Microtab, Inc. (PC) 
NCS (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
Surveycraft Systems, ltd. (PC) 
Trewhella, Cohen & Arbuckle, Inc. (TIC/A) (PC) 
Jan Werner Data Processing (PC) 

Sampling systems 
Affordable Samples, Inc. (PC) 
GENESYS Sampling Systems (Both) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
StatSoft, Inc. (PC) 
Survey Sampling, Inc. (PC) 
Surveycraft Systems, ltd. (PC) 
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Scanning systems 

Able Software Co. (PC) 
NCS (PC) 
Principia Products, Inc. (PC) 
Pulse Train Technology (Both) 
ReadSoft, Inc. (PC) 
Scantron SeNice Bureau (PC) 
SPSS, Inc. (PC) 

Simulation modeling 

EnVision Knowledge Products (PC) 
Market Probe International, Inc. (PC) 
Multivariate Software, Inc. (Both) 
Right Information Systems, Inc. (PC) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
Techtel Corporation (PC) 

Site evaluation 

Integrated Database Technologies, Inc. (PC) 
Right Information Systems, Inc. (PC) 
Sammamish Data Systems (PC) 
Spectra/Market Metrics, Inc. (Both) 
Tactician Corporation (Both) 

Survey analysis 

Apian Software (PC) 
Bruce Bell & Associates, Inc. (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
Creative Research Systems (PC) 
DataMost Corporation (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
Information Management Assoc., Inc. (IMA) (MF) 
Mercator Corporation (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
Optimum Solutions Corp. (PC) 
PAl-Productive Access, Inc. (PC) 
Point-of-View™ SuNey Systems (PC) 
Principia Products, Inc. (PC) 
000 Software, Inc. (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
Sawtooth Technologies (PC) 
Scantron SeNice Bureau (PC) 
SciTech International, Inc. (Both) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
Spring Systems (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 
Surveycraft Systems, ltd. (PC) 
Techtel Corporation (PC) 

T-Tests 

Analytical Computer Service, Inc. (PC) 
Bruce Bell & Associates, Inc. (PC) 
Buzzsaw Computing (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
Creative Research Systems (PC) 
DataMost Corporation (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
Detail Technologies, Inc. (PC) 
EnVision Knowledge Products (PC) 
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Maritz Marketing Research, Inc. (PC) 
Marketing Masters (PC) 
Microtab, Inc. (PC) 
Multivariate Software, Inc. (Both) 
NCSS (PC) 
PAl-Productive Access, Inc. (PC) 
PenOuest Ltd. (PC) 
Power Knowledge Software, LLC (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
Right Information Systems, Inc. (PC) 
SciTech International, Inc. (Both) 
Senecio Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Surveycraft Systems, ltd. (PC) 

Table editing 

Analytical Computer Service, Inc. (PC) 
Data Probe, Inc. (PC) 
DataMost Corporation (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
Microtab, Inc. (PC) 
Multivariate Software, Inc. (Both) 
Power Knowledge Software, LLC (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
SciTech International, Inc. (Both) 
Spring Systems (PC) 
StatPac, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems, ltd. (PC) 

Tabulation system 

Analytical Computer Service, Inc. (PC) 
Apian Software (PC) 
Bruce Bell & Associates, Inc. (PC) 
Creative Research Systems (PC) 
Data Probe, Inc. (Both) 
DataMost Corporation (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
Microtab, Inc. (PC) 
NCSS (PC) 
PenOuest Ltd. (PC) 
Point-of-View™ SuNey Systems (PC) 
Power Knowledge Software, LLC (PC) 
Principia Products, Inc. (PC) 
Pulse Train Technology (Both) 
000 Software, Inc. (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
Scantron SeNice Bureau (PC) 
SciTech International, Inc. (Both) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
StatPac, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems, ltd. (PC) 
Trewhella, Cohen & Arbuckle, Inc. (TIC/A) (PC) 
The Uncle Group, Inc. (PC) 
Jan Werner Data Processing (PC) 

Telephone interviewing/sampling 

Creative Research Systems (PC) 

Datan, Inc. (PC) 
Decision Architects (PC) 
Digisoft Computers, Inc. (PC) 
1/H/R Research Group- CatiHelp (Both) 
Information Management Assoc., Inc. (IMA) (MF) 
Marketing Masters (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
RONIN Corporation - Software Products Group (PC) 
Sawtooth Technologies (PC) 
SciTech International, Inc. (Both) 
Senecio Software, Inc. (PC) 
StatPac, Inc. (PC) 
Surveycraft Systems, ltd. (PC) 

Text analysis 

Apian Software (PC) 
Creative Research Systems (PC) 
Decision Architects (PC) 
Raosoft, Inc. (PC) 
StatPac, Inc. (PC) 

Thurstone scaling 

EnVision Knowledge Products (PC) 
NCSS (PC) 
SPSS, Inc. (Both) 

Time series analysis 

DataMost Corporation (PC) 
Delphus, Inc. (PC) 
EnVision Knowledge Products (PC) 
Integrated Database Technologies, Inc. (PC) 
NCS (PC) 
NCSS (PC) 
PAl-Productive Access, Inc. (PC) 
Right Information Systems, Inc. (PC) 
SciTech International, Inc. (Both) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatSoft, Inc. (PC) 
Techtel Corporation (PC) 

Touch-Tone interviewing {TATI) 

Quantime Corporation (Both) 

Translation 

Quantime Corporation (Both) 
SciTech International, Inc. (Both) 

Verbatim coding 

Apian Software (PC) 
Computers for Marketing Corp. (CfMC) (Both) 
Creative Research Systems (PC) 
Datan, Inc. (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
NCS (PC) 
Optimum Solutions Corp. (PC) 
PenOuest Ltd. (PC) 
Quantime Corporation (Both) 
Raosoft, Inc. (PC) 
Sawtooth Technologies (PC) 
SeNice Measurement Group, Inc. (PC) 
StatPac, Inc. (PC) 
Surveycraft Systems, ltd. (PC) 

Volumetric analysis 

Datan, Inc. (PC) 
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Cross-index of research 
software by title 

A 
ABASE, Advanced Data Research , Inc. 
Abtab for Windows, Bruce Bell & Associates, Inc. 
ACA System, Sawtooth Software, Inc. 
ACS-Query, Analytical Computer Service, Inc. 
ADTABulous™, CRC Data Systems 
Advanced Statistics Program, P-ST AT, Inc. 
Advantage®, Spectra/Market Metrics, Inc. 
ARGUS Perceptual Mapper, Spring Systems 
Arthur, Analytical Computer Service, Inc. 
ASK?em, INFONETICS Corporation 
AUTOCAST II, Delphus, Inc. 
AUTOCODE™, Quality Coding, Inc. 
AutoData Pro™ II , AutoData Systems 
AutoData Survey, AutoData Systems 

B 
Bellview, Pulse Train Technology 
Bellview Scan, Pulse Train Technology 
Bridger, Bretton-Clark 

c 
C•Gen , William Steinberg Consultants, Inc. 
C-MENTOR, Computers for Marketing Corp. (CfMC) 
C-SURVENT, Computers for Marketing Corp. (CfMC) 
CATI-Net, Americom Research, Inc. 
CatiHelp , 1/H/R Research Group- CatiHelp 
CBC System, Sawtooth Software, Inc. 
CCA System, Sawtooth Software, Inc. 
Census Data Systems, Sammamish Data Systems 
Ci3 System, Sawtooth Software, Inc. 
Ci3 System for CATI, Sawtooth Technologies 
Ci3 System for Computer Interviewing, Sawtooth Technologies 
Claritab, Claritas, Inc. 
Compass for Dos/Windows, Claritas, Inc. 
Conjoint Analyzer, Bretton-Clark 
Conjoint Designer, Bretton-Clark 
Conjoint Linmap, Bretton-Clark 
Conjoint Segmenter, Bretton-Clark 
COSI , Computers for Marketing Corp. (CfMC) 
Coupon Optimizer, Spectra/Market Metrics, Inc. 
Customer Support Help Desk, Solution Desk 
CVA System, Sawtooth Software, Inc. 

D 
Data Entry Program, P-ST AT, Inc. 
DataStation Architect, Integrated Database Technologies, Inc. 
DataStation Quest, Integrated Database Technologies, Inc. 
DataStation Transact, Integrated Database Technologies, Inc. 
Datatrac, Datanetics 
DataTrix, DataMost Corporation 
DPL Decision Analysis Software, Applied Decision Analysis , Inc. 

E 

The EDGE TeleBusiness®, Information Management Assoc. , Inc. (IMA) 
Enlighten™, Spectra/Market Metrics, Inc. 
Enlighten™ for Retailers , Spectra/Market Metrics, Inc. 
EnterView for CAP I, Pen Quest Ltd. 
EnterView for Web, Pen Quest Ltd . 
Epsilon™, Data Tabulating Service, Inc. 
EQS Structual Equation Modeling Software, Multivariate Software, Inc. 
Eyes & Hands, ReadSoft, Inc. 
EZ-Map, Datalogics 

FAQSS, Optimum Solutions Corp. 
FASTAB, Datan, Inc. 

F 

Feedback Manager, Service Measurement Group, Inc. 
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Final Focus, Pitney Bowes Software Systems 
Flo- Stat 2, Senecio Software, Inc. 
FocusReports, Bernett Research Services, Inc. 
4THOUGHT, Right Information Systems, Inc. 
4TUNE, Right Information Systems, Inc. 
Futrex, Datalogics 

G 
GENESYS Sampling Systems, GENESYS Sampling Systems 
GENESYS-10, GENESYS Sampling Systems 
GENESYS-Pius, GENESYS Sampling Systems 
Geo Sight for Windows, Sammamish Data Systems 
GEOLINE-11 , Ketron Research 
GeoStan™, Qualitative Marketing Software, Inc. 
GISPLUS, Caliper Corporation 
Gold Crosstab Software, Microtab, Inc. 

Headliner, The Namestormers 
Hyper Q., Americom Research , Inc. 

1-Net, Americom Research , Inc. 

H 

Idea Factory & Concept Generator, Information Innovation 
lnfoMaker™, Equifax National Decision Systems 
lnformix Interface Program, P-ST AT, Inc. 
lnterviewdisk™, Marketing Metrics, Inc. 
INTERVIEWER, INFO ZERO UN 

J-K-L 

Juggler, Analytical Computer Service , Inc. 
Knockout, Analytical Computer Service, Inc . 

M 

MaCATI 2- CAPI , Senecio Software, Inc. 
MaCATI 2- CATI , Senecio Software, Inc. 
MaCATI 2- OMS, Senecio Software, Inc. 
MaCATI 2- e-Poll , Senecio Software, Inc. 
Maplnfo, Tetrad Computer Applications, Ltd. 
MAPTITUDE, Caliper Corporation 
MapWise, Market ACTION/MapWise 
Maritz StatssM, Maritz Marketing Research , Inc. 
Market Analysis Systems, Applied Decision Analysis , Inc. 
MarkeTab, Claritas, Inc. 
MarketSight 2.0, Decision Architects 
MCA:;t, Bretton-Clark 
MERLIN Tabulation System, Datan, Inc. 
MERLINPius, Datan , Inc. 
MERLINT, Datan, Inc. 
MicroVision™, Equifax National Decision Systems 
MKTSIM, Spring Systems 
MPA, Detail Technologies, Inc. 
MT/Stat, Microtab, Inc. 
mTAB Research Analysis System, PAl-Productive Access , Inc. 

NamePro, The Namestormers 
Namer, The Namestormers 
NCS Survey, NCS 
NCS ViewPoint, NCS 
NCS Works, NCS 
NCSS, NCSS 

N-0 

Network TV Optimizer, Spectra/Market Metrics, Inc. 
Neuro Map, EnVision Knowledge Products 
Neuro Seg, EnVision Knowledge Products 
Niche 1 Insight™, Ceresco Marketing, Inc. 
Numerica, DataMost Corporation 
ONCEOVER, Detail Technologies, Inc. 

p 

P-STAT® Base Program, P-STAT, Inc. 
Panel Net, Americom Research, Inc. 
Par Survey GST, Scantron Service Bureau 
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PASS, NCSS 
Pcensus, Tetrad Computer Applications, Ltd. 
PCPUNCH, Pros & Cons, Inc. 
PEER Planner for Windows, Delph us, Inc. 
Perception Analyzer, Columbia Information Systems 
Plastic Crosstab Software , Microtab , Inc. 
Platinum Crosstab Software , Microtab , Inc . 
POSTTM, CRC Data Systems 
PowerTab™, Power Knowledge Software , LLC 
PRO•T•S {PROactive Telephony System) , Marketing Systems Group 
Professional Crosstab Software , Microtab , Inc. 
ProphetPoint™, Equifax National Decision Systems 
Psearch , Tetrad Computer Applications, Ltd . 
Pulsar, Pulse Train Technology 
Pulse Survey II, Scantron Service Bureau 
Pulse/MPC™, Pulse Analytics , Inc. 
Pulse/QSEG™, Pulse Analytics, Inc. 
Pulse/QUAD™, Pulse Analytics , Inc. 
Pulse/RSAMP™, Pulse Analytics, Inc. 
Pulse/TURF™, Pulse Analytics , Inc. 

Q 

Q-Leap , Analytical Computer Service , Inc . 
QBAL, Jan Werner Data Processing 
QBAL, Trewhella, Cohen & Arbuckle, Inc. (TIC/A) 
QEDIT, Trewhella , Cohen & Arbuckle , Inc. (TIC/A) 
QED IT, Jan Werner Data Processing 
QGEN, Trewhella, Cohen & Arbuckle, Inc. (T/C/A) 
QGEN, Jan Werner Data Processing 
QMARG, Jan Werner Data Processing 
QMARG , Trewhella, Cohen & Arbuckle , Inc. (T/C/A) 
QTAB, Trewhella, Cohen & Arbuckle , Inc. (T/C/A) 
QTAB-11 , Jan Werner Data Processing 
QTILE, Trewhella, Cohen & Arbuckle , Inc. (T/C/A) 
The QTS , Quantime Corporation 
Quancept CAPI , Quanti me Corporation 
Quancept CATI , Quantime Corporation 
Quancept for Windows , Quanti me Corporation 
Quancept Web , Quanti me Corporation 
Quanquest: Questionnaire Design , Quantime Corporation 
Quantum: Editing and Tabulation , Quantime Corporation 
Quanvert: Desktop Tabulation , Quantime Corporation 
Quick Post, Data Probe, Inc. 
Quick STATISTICA/Mac, StatSoft, Inc. 
Quick STATISTICA/W, StatSoft, Inc. 
QUICK- POLL- Survey System, Touch Base Computing 
QWRITERII , Point-of-View™ Survey Systems 

R 

R2V for Windows & NT, Able Software Co. 
Raosoft EZReport, Raosoft , Inc. 
Raosoft SURVEY, V .2. 7, Raosoft , Inc. 
RaosoftSURVEYWin , V.3.2, Raosoft, Inc. 
Remark Office OMR, Principia Products , Inc. 
Results for Research®, RONIN Corporation - Software Products Group 
Results for the Net™, RON IN Corporation - Software Products Group 
REVISSA, Market Probe International , Inc. 

s 
SALES FORECASTER, Ketron Research 
Sales Territory Generator, EnVision Knowledge Products 
SAVI , Information Innovation 
SCANTEST, Market Probe International, Inc. 
scyCode , Surveycraft Systems, Ltd . 
scyfield , Surveycraft Systems, Ltd . 
scySample , Surveycraft Systems, Ltd . 
scyTab , Surveycraft Systems , Ltd . 
Sensus Q&A, Sawtooth Technologies 
Sesus TradeOff, Sawtooth Tephnologies 
Sidepad, Advanced Data Research, Inc. 
Silver, Microtab , Inc. 
Simgrat, Bretton-Clark 
Site America, Tactician Corporation 
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Smart Forecasts for Windows, Smart Software, Inc. 
Smart Report, EnVision Knowledge Products 
snap professional®, Mercator Corporation 
SPANS Explorer, Tydac Technologies, Inc. 
SPANS GIS, Tydac Technologies, Inc. 
SPANS Map, Tydac Technologies, Inc. 
SpUnk, Analytical Computer Service , Inc. 
Spreadsheet Forecaster, Delphus, Inc. 
SPSS Base & Specialized Add-On Modules, SPSS , Inc. 
SSI- SNAP™, Survey Sampling , Inc . 
Star, Pulse Train Technology 
StarData™, Qualitative Marketing Software, Inc. 
Starware/STATTM, DataStar, Inc. 
STAT XP, INFO ZERO UN 
STATCHEK, Detail Technologies, Inc. 
STATGRAPHICS, Manugistics, Inc. 
STATGRAPHICS Plus, Manugistics, Inc. 
STATGRAPHICS Plus for Windows, Manugistics, Inc. 
STATISTICA/Mac, StatSoft, Inc. 
STATISTICA/W, StatSoft, Inc. 
Statistics Calculator, StatPac, Inc . 
StatMost, DataMost Corporation 
StatPac Gold IV, StatPac, Inc. 
Stratgraphics Plus, Statistical Graphics Corporation 
Surge, Data Probe, Inc. 
Survey Database Management Systems, Marketing Systems Group 
The Survey Genie, William Steinberg Consultants, Inc. 
Survey Pro 2.0, Apian Software 
Survey Said for the Web, Marketing Masters 
Survey Said for Windows, Marketing Masters 
Survey Stats, Marketing Masters 
Survey Stats, Buzzsaw Computing 
The Survey System, Creative Research Systems 
Survey Tracker, NCS 
SURVEY -Entry , Raosoft, Inc. 
SURVEY-Tools , Raosoft , Inc. 

T 
T -MAS™, Techtel Corporation 
The T.A.B. Programs"'. Suburban Associates 
TABS Program, P-STAT, Inc. 
TABulous™, CRC Data Systems 
TABULYZER Ill , Irwin P. Sharpe & Associates 
Tactician 4.0, Tactician Corporation 
Tactician Map Scape, Tactician Corporation 
Tactician Snap-On-Solutions, Tactician Corporation 
Tactitian Micro-Marketing Machine, Tactician Corporation 
Tactitian Selling Machine, Tactician Corporation 
Tel-ATHENA™, CRC Data Systems 
Teleprompt™, 3D Software Services 
Telescript 4.0, Digisoft Computers, Inc. 
Text Analysis Program-TAP, Comstat Research Corporation 
TPL Reports, QQQ Software, Inc. 
TPL Tables, QQQ Software, Inc. 
TURBO Spring-Stat, Spring Systems 

Utili , Raosoft, Inc . 
UNCLE, The Uncle Group, Inc. 
UNISTAT for Windows, P-ST AT, Inc. 
Usurvey, Raosoft , Inc. 

u 

v 
Verbatim Analyzer™, Marketing Metrics, Inc. 
Vertical Mapper, Tetrad Computer Applications, Ltd . 
Viewer, Advanced Data Research, Inc. 
Visual Cross Tab, EnVision Knowledge Products 
Visual Q™, Socratic Software , Inc. 
Voice-Net, Americom Research , Inc. 

w-x-v-z 
WinCross, Analytical Computer Service , Inc. 
Win link, Analytical Computer Service , Inc. 
WINXII , Delphus, Inc. 
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Classified Ads 
SENIOR CONSUMER RESEARCH ANALYST 

(Several opportunities available) 
Kellogg Company, a world leader in manufacturing ready-to-eat 
cereals and other convenience foods, recently selected as "One of 
the Best 100 Companies to work for in America," has a current 
opening for a Senior Consumer Research Analyst. 

The Senior Consumer Research Analyst serves as a critical member 
of a multi-functional business team. This individual leads the team 
in its ongoing quest to fully understand the consumer by designing, 
coordinating and analyzing all quantitative and qualitative consumer 
tests. This individual will be accountable for uncovering key 
consumer insights and provide actionable information and 
recommendations on consumer tests. Excellent verbal and written 
communication skills are essential. 

This position requires a Bachelors degree and Masters is preferred 
in Marketing, Business Administration, or a closely related field , 
plus a minimum of three years of consumer packaged goods 
experience. 

This position is located at our Headquarters facility in Battle Creek, 
Michigan, where recreation opportunities are plentiful and housing 
is affordable. 

If you are interested, ambitious, and have a track record of 
accomplishments, please send a letter and resume with salary 
expectations clearly stated to: 

Market Research Recruiter 
KELLOGG COMPANY 

P.O. Box 3599 
Battle Creek, Ml 49016-3599 

An Equal Opportunity Employer M/FN/H 

STAT 
PAC 

~ 
GOLD 

#1 in Survey Software- StatPac Gold IV 
Professional's choice for survey & marketing 
research. User-friendly, comprehensive & 
dependable. Camera ready tables & graphics. 
Basic & advanced statistics. CRT & telephone 
interviewing. Easiest to learn. Guaranteed. 

1&111JhM"statPac Inc. 
4425 Thomas Ave. S., Minneapolis, MN 55410 
Tel:.(612) 925-0159 Fax: (612) 925-0851 

Field Director 
Online Qualitative Division 

Rapidly expanding online division of leading marketing 
research company has an immediate opportunity for a field 
director with a strong work ethic. Candidate must have a 
college degree and 3-5 years of qualitative industry experi­
ence. Excellent client service, organization and problem 
solving skills are essential to coordinate online focus groups. 
Strong writing skills are also required to prepare screeners, 
client proposals, etc. A knowledge of and interest in the 
Internet and WWW is necessary. 

The ability to work a flexible schedule is a must as hours will 
fluctuate based on project load and scheduling. Strong PC 
and word processing skills are also needed. MS Word and 
Excel for Windows 95 is a plus. 

We are offering a salary of $40-$45K plus excellent benefits 
and the opportunity to join an innovative team in a casual, 
professional environment. Please send resume and cover let­
ter to Greenfield Online, 274 Riverside Avenue, Westport, 
CT 06880, Attn: Paul Jacobson or fax: 203-221-0791, email: 
greenfield@ greenfieldgroup.com. EOE 

Greenfield 

MARKETING & OPINION RESEARCH firm seeks 
experienced professionals to join expanding office in Northern 
Virginia. Must have at least 5 years experience in a marketing/ 
opinion research capacity. Positions include the following 
opportunities: business development, client service, project 
management, analytical services (quantitative and qualitative). 
Outstanding opportunity to grow with expanding firm. Send 
resume and cover letter, with salary history to: Research Dept. , 
Box 7 47, Arlington VA 22216. 

Listin Additions 
Please add the following firms to the 1997 Focus Group Facilities 
Directory: 

The Consumer Center of Mid-Florida 
101 Phillippe Pkwy. , Ste. A 

'-;:::========================================~! Safety Harbor, FL 34695 

SALES- MARKETING RESEARCH- TELEPHONE 
Earn what you•re worth! 

Help yourself, our clients, the end-user and us. We have strategic 
alliances with our clients who are some of the best full-service 
market researchers in the industry. We think we're one of the best 
telephone data collection houses. 

Help us all grow. 
We offer a great starting package with unlimited potential , including 
an equity position. All responses will be kept confidential , reply to 
Lou Roth @ The Wats Room, (201) 585-1400 

-c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::> 

Data Entry J & D Data Services Tallying 
- c:::>c:::> (972) 596-6474 Phone c:::>c:::> 
Scanning (972) 964_6767 Fax Printing 

- c:::>c:::> jddata@flash.net Email c:::>c:::> 

Mail Out Specializing in Optical Mark Reading Technology Mail Back 
-c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::>c:::> 
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Ph. 813-726-0844 
Fax 813-724-3944 
Ann Hudson, V.P./Managing Ptnr. 
Location: Office building 
CR, LR, OR, TK, VE, 1-1 , 1-10R 
1) 27x19 Obs. Rm. Seats 25 
2) 15x13 Obs. Rm. Seats 6 
3) 27x19 Obs. Rm. Seats 25 (living room style) 

The Herron Group of Tampa, Inc. 
600 N. Westshore Blvd. , Ste. 702 
Tampa, FL 33609 
Ph. 813-282-0866 
Fax 813-282-3553 
E-mail : Herrontpa@aol.com 
Elaine Herron-Cravens, President 
Location: Office building 
CR, OR, 1-1 I 1-10R, TK, TKO, VE, vc 
1) 15x20 Obs. Rm. Seats 15-20 
2) 15x20 Obs. Rm. Seats 15-20 
3) 15x20 Obs. Rm. Seats 10 
4) 22x24 Obs. Rm. Seats 15 
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From the Publisher 
continued from p. 98 

write or call us with comments, pro and con. We have 
heard from you , followed your advice, and trust you will 
continue to contact us with your comments. 

How time flies. Thi is our 100th issue. It is hard to 
believe more than 10 year have pas ed and what has 
occurred during thi time. 

What does the future hold? The major change we see in 
marketing research is in its globalization. As more com­
panies market their products and services beyond their 
borders good market information becomes critical. Com­
panies will expect, even demand, uniformly high levels of 
data collection throughout the world. As we expand our 
circulation to reach those outside the United States we 
plan to be there to assist them. 

The technical part of the publication has changed enor­
mously. The prepre work formerly took more than two 
weeks and now is accomplished in three or four days. 
Printing began on a small sheet-fed press and we now use 
a web. The first computer we bought to handle circulation 
data had a 20MB hard drive, which we thought wa more 
than enough for any future needs . The unit we now u e has 
a 2.5 gigabyte hard drive and 32MB of RAM. 

But although scores of mechanical changes have taken 
place the goals have not changed. Often during these 100 
issues we have reviewed the original guidelines and goals 
to insure we are not deviating from them. Based on the 
respon e from our readers and adverti ers I believe we 
have generally been ucces ful. 

Reaching thi s milestone could not have been possible 
without the support of you , our readers. We humbly thank 
you. One of the reasons I stayed in research for my entire 
working career is because I found the vast majority of 
people working in this field to be very nice. That has been 
a constant for the 40 years I have been in this industry . 

In the first issue I stated our goal as follow s: " to serve 
you with practical and timely information concerning the 
marketing research industry. " I also asked readers to 

Finally , thanks to those who are responsible for getting 
the magazine out. Joe, Jim, Evan, Steve, Dan and Marlene 
are the ones who should get the credit, as they have taken 
on the day-to-day responsibility of producing each issue. 
They are the un ung heroes. 

Here ' s looking forward to the next 100 issues! 0 
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By Tom Quirk/QMRR Publisher 

One hundred issues and 
counting 

I n the summer of 1986 the concept for Quirk 's Marketing 
Research Review, a new bu iness magazine for the mar­
keting research indu try, was introduced to potential 

reader and adverti ing prospects. A mock issue wa printed 
which included a sampling of articles, a peek at the graphics 
to be used, and some guidelines the proposed publication 
would adhere to, including: 

• having a qualified, viable reader audience that is actually 
involved in marketing research ; 

• pre enting material that is valuable, understandable and 
intere ting (using knowledge of the field, good contacts 
within the industry, and a clean, straightforward writing 
style); 

• keeping reader informed of new technologies and meth-

Fa reus by David Waisglass 
Gordon Coulthart 
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"Greetings. We seek new markets." 
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odologies being used in the industry ; 
• avoiding too much talk about what is going on in 

academia or including peripheral new except as it relates to 
marketing re earch. 

My belief that such a magazine wa needed grew out of my 
experience in the 1960s as the research director for the 
Miller Publishing Co. in Minneapoli . It was my re ponsibil­
ity to conduct the research and make presentations to client . 
Many of the individual at the client level had limited 
experience in and knowledge of re earch and most did not 
expect continued involvement in thi field. I believed a 
bu ine publication tre ing the practical side of marketing 
re earch would be a valuable tool but I did not know if 
marketers in other industries also had limited experience with 
market re earch technique . It was only when doing in-depth 
research for the publication that I realized thi is the norm in 
many industries. 

In 1986 we knew that for Quirk 's Marketing Research 
Review to be a ucce we would need the support and 
cooperation of many people. Fir t would be tho e who 
a isted with the initial i sue , including Emmet Hoffman, 
Robert Truhlar, Keith Hunt, Dave Hahn , Jim Quirk and Beth 
Hoffman. We also needed adverti ing support from the 
providers of marketing re earch products and services. Fi­
nally, it wa critical to have the support of the reader audience 
(in the form of requests to receive the publication) in order to 
allow us to meet the criteria for obtaining econd-cla 
mailing privileges hortly after our initial issue were mailed . 

Some didn ' t believe the marketing research community 
would or could upport thi effort. It wasn't so much that they 
were negative but rather keptical. One individual , who had 
considered a similar venture, believed the risks were too 
great. However, most were supportive and urged us to pur ue 
the venture. 

Well , all of the element did come together and we were 
able to get the first issue out. And then the econd, and the 
third , and the fourth, fifth, ixth and o on. 

continued on p. 97 
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OBJECTIVITY 
Is Part Of What We're Instituting. 

We cordially invite you to experience our commitment to Objectivity, while learning marketing research 
methods and applications from the most experienced marketing research training organization in the world! 

Pmicipate in a Burke Institute 
seminar and you can expect to gain a 
valuable point of view. Not ours, but 
your own. Because we provide a full 
and impartial look at the best practices 

, utilized by marketing researchers world-
• •••• WoR\..0~ wide. Not just the proprietary techniques 

and viewpoints of a particular supplier. The 
250+ marketing research suppliers who have sent their employees 
to our seminars for job training is testament to our objectivity. 
Through nearly 2,500 seminars on 25 topics with more than 
40,000 participants in 26 countries, our complete objectivity has 
remained constant. 

But objectivity is not the only benefit you get when you attend our 
seminars. Here are a few more: 
INTEGRITY. Our mission is education. Participants from our seminars are~ con­
tacted for anything other than follow-up related to their continuing education. Guaranteed 
unconditionally. 

EXPERTISE. You learn from ~ 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 con­
tinuing educational need . Our programmed sequence of seminars eliminates the duplication 
and conflicting content which often results from attending disjointed 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 re earch tudie . The content is u able immediately in day­
to-day work. 

These are just some of the many reasons for the superlative evaluations 
we receive from our participants: 

Excellent - highly recommended and of immediate practical value upon return to work, 
excellent balance of examples and background/explanatory info. Speaker the best -
incredibly lively, interesting, helpful , dynamic, genuine and thoroughly knowledgeable 
about the ubject - as well as relating the info pre ented to audience need . 

Marketing Analyst, Merck Sharp & Dohme 

Excellent - Learned extraordinary amount in 2 days. Excellent content, excellent work­
book. Will refer to manual often in the future. 

Marketing Research Manager, U.S. West 

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 Company 

BThek ur e 
Institute 

Cincinnati Corporate Headquarters 
50 E. RiverCenter Boulevard 
Covington, Kentucky 41011 

© 1996, The Burke institute 

The Burke Institute 
Partial Schedule of Seminars Through December 1997 

101. Practical Marketing Research 

Boston ............ Jan . 6-8 
St. Louis . . . . ... Jan . 27-29 
Cincinnati . . ... Feb. 17· 19 
Chicago .... Mar. I0- 12 
Houston . . .. Apr. 7-9 

ew York ..... Apr. 28-JO 
Cincinnati. . ... May 19·21 
Atlanta . . .. June9-ll 
Philadelph ia . . .... June 30-July 2 
Denver .. July 15- 17 
Cincinnati . . . . • . • • . . . • • • . . . . July 28-30 
Seattle . . . ... Aug. 25-27 
New York . . ..... . . . ... Sept. 15- 17 
Minneapolis . . ... Oct. 7-9 
Chicago . . . .. Oct. 20-22 
Boston . ov. 17· 19 
Cincinnati. . . . . .. . . . ... . ... . .. Dec. 8- 10 

103. Markellng Research for Decision Makers 

New York . . ..... . ...... May29-30 

J04. Quesllonnalre Construction Workshop 

Boston . . . . Jan . 20-22 
Cincinnati . . . Feb. 24-26 
Detroit . . .. Mar. 24-26 
New York . . ..... Apr. 14-16 
Kansas Ci ty . . . . . .. May 12- 14 
Chicago . . . . .. June 23·25 
Cincinnati .....•••...••••.... Aug. 4-6 
New Orleans ............. Sept. 8- 10 
Minneapolis .... Sept. 29-0ct. I 
New York . . ..... Nov. 3-5 
Dallas. . ... Dec. 15- 17 

105. Questionnaire Design 

Boston . . .... Jan . 23-24 
Cincinnati ... Feb. 27-28 
New York. . .... Apr. 17- 18 
Chicago ..... June 26-27 
Cincinnati . . ... Aug. 7-8 
New Orleans ..... Sept. 11 - 12 
New York . . . .... . .... . .•. . . . . Nov. 6-7 

201. Focus Groups 

Toronto . . .... . . .. . . .. . . . . .. . . Mar. 18- 19 
Chicago . . . .. . . .. . . . . . .. . . .. .. Oct. 23-24 

202. Focus Group Moderator Training 

Cincinnali .................... Feb. 4-7 
Cincinnati . .. . . Mar. 4-7 
Cincinnati . . . . . . Apr.8· 11 
Cincinnati .... . May 6-9 
Cincinnati .. June 17-20 
Cincinnati . . ... July22·25 
Cincinnati ...... Aug. 26-29 
Cincinnati . . .. Oct. 7- 10 
Cincinnati .................... Dec. 2-5 

203. Focus Group Applications 

Cincinnati ... . 
Cincinnati .. . 

204. Qualltatlve Resean:h Reports 

. . Feb. 10- 12 
. ... Oct. 13-15 

Cincinnati ............. . .... . . Feb. I 3-14 
Cincinnati. . ....... Oct. 16--1 7 

JOI . Communicating Marketlng Resean:b 

New York . ...... ... .. . . .. . . ... Jan . l3· 15 
Cincinnari .. . ... Mar. t()..I2 
New Orleans ...... Apr. 21 -23 
NewYork . . ..... June2-4 
Seattle .. . .. . .... .. .. ... . . . ... July 7-9 
Cincinnati ... . .. Aug. 18·20 
Chicago . . . Sept. 22-24 

ew York ...... . .... ... .... .. . Nov. 10-12 

401. Managing Marketing Resean:b 

Cincinnati . . . Mar. IJ- 14 
New York . . . . ...... . ... . . . . . . . June 5--6 
Cincinnati . . . . . . ... .. ... . . Aug. 2 1-22 
Boston ...................... Nov. 20-2 1 

501. Applications of Marketlng Research 

Cincinnati . . .. Feb. 20-2 1 
Houston ...... Apr. 10-11 
Atlanta .... June 12-13 
Cincinnati . . ..... JuJy 31 -Aug. I 
New York ................... Sept. 18-19 
Cincinnati . . . . Dec. 11-12 

502. Product Resean:h 

Cincinnati .... . . . . . ... . .. . . . .. Jan. 30-31 
ew York . . . . .. Apr. 24-25 

Cbicago . .. .. .... .. .. ....... July 15- 16 
Cincinmui . . .. . . . ...... Oct. 14- 15 

504. Advertising Research 

New York . .. ... . ............ . Feb. 6-7 
Cincinnati . . May 15- 16 
Detroit . . . July 24-25 
Cincinnati . . . . Oct. 30-31 

505. Market Segmentation Research 

ew York . . ... Feb. 4-5 
Cincinnati ..... May 13-14 
Detroit . . .... July22-23 
Cincinnati . . . . ... . . . ... . . . . . .. Oct. 28-29 

506. Customer Satisfactlon Resean:b 

Boston . 
New York 
Seattle . 
Cincinnati . 

. ...... Jan. 9-10 
...... May 1-2 
..... Aug. 28-29 

ov. 24-25 

509. Using Geodemognophlcs for Marketing Decision 
Making 

Orlando . . ..... ...... .. .. .... May 1-2 

601. Translating Data into Actionable Information: An 
Introduction 

ew York .. ...... Jan . 16-17 
Cbicago . . . . . .. . . . . .. . . . . . . Mar. 13- 14 
Cincinnati . . . . . May 22-23 
Seattle . . . . .. ... July 10-11 
Cbicago ..... . ........ . ... . . . . Sept. 25-26 
New York . .. ........ Nov. 13- 14 

602. Tools and Techniques of Data Analysl 

Cbicago . .. .. Jan. 2 1-24 
Cincinnati ........ Mar. 4-7 
Kan as City ....... .. Apr. 15-18 
Cincinnati . . . . . . . • • • • • • . . . . . . May 27-30 

ewYork . . . . JuneJO...July3 
Cincinnati . . . .... . .. Aug. 12· 15 
Chicago .. Sept. JO.Oct. 3 

ew York ... .. . ... , ........... Nov. 4-7 
Boston .. .... .. .. .. .. .. .. Dec. 16- 19 

603. Practical Multivariate Analysis 

ewYork . ... . Jan . 28-31 
Seattle . . ..•..... Mar. l8-2 1 
Cincinnati ......•••....••.... May6-9 
Cbicago . . . . . . . June 17-20 
Kansas Ci ty . . . .... July 22-25 
New York . . . . .. Aug. 19-22 
Cbicago . . . .... Oct. 7- 10 
Cincinnati . . .............. Dec. 2-5 

701. International Markedng Research 

Boston 
Cincinnati . 

. Apr. 3-4 
... .. Sept. 4-5 

702. Business to Business Marketing Research 

New York .. . . .. . . . . ...... .. . . . Mar. 24-26 
Cincinnati . . .... Sept. 8-10 

CERTIF ICATE OF AC HIEVEMENT IN MARKETING RESEARC H METHODOLOGY & APPLICATIONS 
Cincinnati . . . . Feb. 17-Mar. 14, 1997 Cinc innati . . .... .. .Ju ly 28-Aug. 22, 1997 

CERTIFICATE OF PROFIC IENCY IN Q UALITATIVE RESEARCH 
Cincinnati . . ... Feb. 4- 14, 1997 Cincinnati . . ....... Oct. 7- 17, 1997 

CERTIFICATE O F PROFICIENCY IN QUANTITATIVE A A LYS IS 
Chicago/New York . . .Jan . 13-31, 1997 Cbicago . . . . . Se pt. 22-0ct. JO, 1997 

Please call for additional infonnation on these and o ther Burke Institute seminars. 

A ll the above Burke Institute Se minars are available for in-house presentation. 

Please contact: 

MS. LISA RAFFIGNONE, Marketing Manager, or 
DR. SID VENK.ATESH, President 

Voice: 800-543-8635 (ext. 6135) 
606-655-6135 

Fax: 606-655-6064 
E-mail: Burkelnstitute@BASES.com 
Web Site: http://www.Burkelnstitute.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 

Dlt''SOrYc11ized service, Questar tailors our services to 
mee unique needs. Our action-ariented 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. 

Q ® 

SERVICE QUALITY RESEARCH 

We Measure Quality. Inside and Out. 
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