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There's treasure waiting to be found in your marketplace ... 
a Big Idea that opens a rich new vein of consumer gold. 
Let ldeaMap®'s concept development studies lead you to it. 
Gain Comprehensive Power. With ldeaMap®'s powerful, com­
puter-based conjoint technology, you examine as many as 400 
elements - words or phrases describing benefits or features; 
pictures; even videoclips - with a relatively small, efficient 
sample of respondents. Uncover the most compelling of all pos­
sible elements- and develop yourself a sure-fire advertising or 
product concept. 
Discover New Opportunities. ldeaMap®'s stimulus­
response testing and powerful attitudinal segmentation 

G. C. 

lets you see the category as it really is, not as it is thought to be. 
It reveals promising segments you never knew existed - and 
shows you how to exploit these lucrative new opportunities with 
maximum impact. 
Lower Your Costs. One moderately-sized ldeaMap® study 
yields more complete and more actionable results, more rapidly, 
than a large and expensive study with any alternative methods. 

Discover where the real treasure is buried. Write or call: 
Moskowitz Jacobs Inc., 

1025 Westchester Avenue, White Plains, N.Y. 10604. 
Telephone 914.421.7400. Fax 914.428.8364. 
Or visit our web site at: www.mji-designlab.com. 
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Practical applications in marketing research 

Charlotte, N.C., residents 
provided valuable input 
on local attitudes toward 
the Mint Museum of Art. 
Photo courtesy of the 
Mint Museum of Art. 
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Video transmission of 
live Focus Groups ... 
... right to your office. 
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Europe had largest research market in 1996 
Each year, the European Society for 

Opinion and Marketing Research 
(ESOMAR), based in Amsterdam, 
The Netherlands, conducts a study to 
estimate the total size of the market 
for market research. The most recent 
data available shows that in 1996 the 
worldwide value of the research mar­
ket was estimated to be worth just over 
$11 billion, 9 percent more than in 
1995. 

European research sales. As in previ­
ous years , Italy, Spain and The 
Netherlands are in fourth, fifth and 
sixth positions in the total European 
market. 

The pattern of growth was uneven in 
Europe. In the larger markets , France 
grew by 3 percent, Germany by 7 per­
cent, and the U .K. by I 0 percent 
between L 995 and 1996. Fast growing 
markets were Russia (up by 139 per­

Estimated Size of the Research Market in 1996 

cent), the 
C z e c h 
Republic (up 
by 27 per­
cent) and 
over 15 per­
cent growth 
in Sweden 
and Norway. 
For more 
information 
call 31-20-
664-2141 or 
send an E­
mail to 
email @e so-

1996 Sales Percentage of 
(mil. $)1 world sales 

European Union 15 4656 42 --- --- -- --
Otber Europe 411 4 

-
Total Europe 5067 46 

USA 3940 36 --- --
Japan_ 947 9 ----- -- --
Other 1143 10 

Total World 11097 100 

1 excludes in-house research by marketing departments, advertising agencies, governmental and academic 
institutions, etc.; using average calendar year 1996 exchange rates at 1 ECU = US$ 1.27 = Yen 138.03. 

mar.nl. 

Top new product 
introductions of '97 

What was new in 1997? Try 
more than 25 ,000 new consumer 
packaged goods, a record num­
ber of new products. For the sec­
ond consecutive year, packaged 
goods companies introduced a 
record number of new products, 
according to Naples, N.Y.-based 
Marketing Intelligence Service, 
Ltd. , a new product reporting 

overall, food launches declined 5.9 
percent to I 0,416. Ditto for beverages 
(down 2.8 percent to 3,424 new prod­
ucts) and miscellaneous products (cig­
arettes, 'car care, etc.) off by 37.7 per­
cent to 291 new launches. All other 
new product industries reported new 
product gains from 1996 including 
health & beauty aids (up 14.2 percent 
to 9,371 new products) , household 
products (up 49.9 percent to I , 177 
entries) and pet products (up 31.1 per­
cent to 582 products). 

And while the quantity of new prod­
ucts has never been higher, the quality 
of introductions as measured by the 
percentage of new products offering 
significant new or added benefits 
slipped compared to 1996. According 
to Marketing Intelligence Service's 
Innovation Ratings , 5.8 percent of 
1997's new products featured innova­
tions in any one of the following six 
areas: formulation, positioning, pack­
aging, technology, creating a new 
market and merchandising. That's a 
sizable decline from 1996's 7.2 per­
cent innovation rating and well below 
the peak innovation rate of 18.6 per­
cent in 1986. 

Facing an explosion of choices in 
the marketplace, it's more difficult 

New Product Introductions: 1990-1997 

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

The market in Europe grew by I 0 
percent over the year and accounted 
for 46 percent of the worldwide total 
in 1996, compared to 45 percent in 
1995. The U.S. market grew by 9 per­
cent, taking 36 percent of the world­
wide total; Japan's market shrank and 
its share decreased from I 0 percent to 
9 percent and the market for the rest of 
the world fell from II percent to 10 
percent. These apparent shifts are par­
tially accounted for by exchange rate 
fluctuations and also because the total 
for Europe includes Bulgaria, the 
Czech Republic , Hungary, Poland , 
Russia, Slovenia and the former 
Yugoslavia for the first time. 

1997 ............ 25,261 
and product retrieval firm. 6==================.~ 
Marketers introduced a total of 

Within Europe, Germany continues 
to have the largest market ($1171 mil­
lion), followed by the U.K. ($1 045 
million) and France ($883 million) . 
Together the three major markets 
account for nearly two-thirds of all 

6 

25 ,261 new food , beverage, health & 
beauty aids, household, miscellaneous 
and pet products in 1997, eclipsing the 
previous high of 24,496 products set 
in 1996. 

Though 1997 was a record year 

than ever to find ways to stand apart 
from the crowd. Even o, the top 1 0 
new product innovations chosen by 

Marketing Intelligence Service from 
the more than 25 ,000 new entries 

continued on p. 40 
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Of course, the Florida setting is memorable. What you may not know is that the 

beaches and retirement havens you associate with Florida are actually more typi­

cal of the St. Petersburg and Clearwater cities across the bay from us. These areas 

represent the "greying" of America and are certainly accessible. 

More typical of the U.S. generally, however, is our own city ofTampa, a business, 

professional and family-oriented city, where the 

demographics often perfectly march national 

census data. 

So whether you need to study older or newer citi­

zens, both are accessible at our new focus facility on 

the 37th floor of 100 North Tampa Street. 

Downtown Tampa is our 
location. Recruiting is in­

house and the staff is 

~ trained by TAi-N.J. and 
i , j 7 

Chicago managers. 
I \1 

I I ~ 

'. ~; .,. Origin of newcomers 
50~,TH \

5"f to Tampa 
\ I 

',,\ \ 
...,.;&~' 1

1/ FLORIDA 19% 
~ -.:-,~/ 

Come to Tampa Bay ... America, the way it is. 

(813) 226-1800 
TAi-Tampa Bay, Inc. • 100 North Tampa Street, Suite 3700, Tampa, Florida 33602 •Fax: (813) 226-1808 

An affiliate ofTA.i-N.]. and TA.i-Chicago • A FocusVision® sire. 



Hybrid approach to 
conjoint from Macro 

Macro Consulting, Inc., Mountain 
View, Calif., has developed a hybrid 
approach to conjoint analysis called 
the Cake Method. With the Cake 
Method, a large number of feature 
utilities (50 or more) can be estimated 
at the individual level while at the 
same time allowing for complete con­
trol over the experimental design in a 
full-profile format. Design control 
allows for specification of product 
combinations, via traditional experi­
mental design, in advance of the inter­
view process. This permits the incor­
poration of physical exhibits into the 
interview in order to minimize respon­
dent confusion. First-order interac­
tions can also be estimated at both the 
disaggregate and aggregate levels. For 
more information call Dick 

ACG 
RESEARCH 
SOLUTIONS 
7701 Forsyth Blvd. 
Suite 11 00 

St. Louis, Missouri 
63 105 

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. 

8 

McCullough at 650-964-9707 or visit 
the company's Web site at 
http:/ /www.macroinc.com. 

Pulse Train debuts 
survey design package 

Pulse Train Technology has 
launched Visual QSL, a software 
package for survey design. Visual 
QSL runs under Windows and 
Windows 95 and allows the user to 
build up a survey interactively using 
simple menus, toolbars and standard 
drag-and-drop features. As questions 
and displays are added, the survey is 
presented graphically on the user's 
screen in a simple tree structure. All 
routing, logic and validity controls can 
be included and these are shows as part 
of the tree structure. Standard cut and 
paste feature are available to allow 
sections of earlier surveys to be used 

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. 

again. Surveys created in Visual QSL 
can be used in any of Pulse Train's data 
collection software programs. A paper 
version of the questionnaire can also be 
produced automatically with Visual 
QSL's ~resentation module. This allows 
the user to rearrange questions and 

continued on p. 47 

SENSORY WORKSHOP: Tragon 
Corp. , a Palo Alto, Calif., research 
firm , will conduct a workshop enti­
tled "Principles of Sensory 
Evaluation" from March 2-4. The 
workshop will include topics such 
as: organization of a sensory testing 
program; design of facilities ; selec­
tion of subjects; a description of test 
procedures including descriptive 
analysis; consumer testing guide­
lines and methods; optimization 
techniques. The program will be held 
in Palo Alto. For more information 
call 650-365-1833. 

SAWTOOTH TECHNOLOGIES 
SEMINARS: Sawtooth Technologies 
will hold the following seminars near 
the company's offices in Evanston, 
Ill.: conjoint analysis: theory and 
practice, March 16-17; introduction 
to ACA & Sensus TradeOff, March 
18; introduction to choice-based 
conjoint, March 19. The seminars 
are designed for researchers who 
have had little or no practical expo­
sure to the techniques. With the 
exception of the one-day introduc­
tion to ACA/Sensus TradeOff, the 
classes are not training classes for 
Sawtooth Technologies products. 
Topics covered include: study 
design, sampling, analysis and pre­
sentation of results; case studies are 
also presented. Discounts are avail­
able for three or more attendees 
from the same company. For infor­
mation on fees and registration call 
.Nicole Garneau at 847-866-0870 
or visit the company's Web site at 
http://www.sawtooth.com. 

www.quirks.com Quirk's Marketing Research Review 
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PULSAR 2. FLEXIBLE 
ENOUGH TO MAKE ANY KIND 
OF DATA FEEL AT HOME. 

Some tabulation software is less than 

accommodating. Especially when you try to 

introduce external data. 

Happily, Pulsar 2 is a lot more friendly. It's 

the exciting new upgrade of our highly successful 

Pulsar product. 

As well as its own data format, Pulsar 2 is 

compatible with almost any relational database. 

So it gives you unparalleled access to all sorts of 

information- even data from other sources like 

Microsoft Access or Oracle. 

And you can manipulate it in more ways, too. 

Pulsar 2 is faster and more powerful , letting 

you rearrange tables, plot charts and generally 

present your material in more ways than ever. 

What's more, you can 

use Pulsar 2 to del iver 

data to your clients. Just 

set up a survey and 

free them to easily 

explore their data in more detail. 

Pulsar 2 is part of Pulse Train 's integrated 

range of software for survey research. Our 

products cover the whole survey process from 

questionnaire design through to data analysis. 

Isn 't it time you opened the door to Pulsar 2? 

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

Suite 406, North Palm Beach, Florida, 33408. 

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

E-mail: PTISystems@aol.com. -~ 

http://www.ws.pipex.com/ptt fJ 
PULSE · TRAI N 

TECHNOLOGY · LT D 
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Charlotte art museum uses research to 
light path into 21st century 

Editor's note: Michael Straus is 
president of InterActive Research 
Corp., a group of full-service research 
companies including InterActive 
Research of Atlanta and Project 
Research, Inc. of Minneapolis. He can 
be reached at 770-818-0060. 

T
he company's original prod­
uct is mature, perhaps in 
need of a makeover. A new 
product is under develop­

ment, but requires definition and 
direction. Where does a company turn 
for market information and guidance? 
A logical first step for most consumer 
product companies would be to con­
duct in-depth marketing research. 

But what if the company is a muse­
um and the product is art apprecia­
tion? Could it also benefit from mar­
keting research? The Mint Museum of 
Art in Charlotte, N.C., preparing to 
embark on a bold growth plan for the 
21st century, decided to give research 
a try and discovered it can be highly 
effective in ensuring future success. 

The museum, nestled in Charlotte's 
affluent Eastover community, enjoys a 
reputation as one of the Southeast's 
leading cultural institutions. Offering 
a little something for everyone, the 
Mint's holdings include American and 
European paintings and decorative 
arts; pre-Columbian, African and 
Spanish Colonial art; historic cos­
tumes; the definitive collection of his­
toric North Carolina pottery, regional 
crafts and one of the premiere collec­
tions of European and American 
porcelain and pottery in the nation. 

But Charlotte had grown and 
changed in recent years, and it was 
time to reconsider the museum's col­
lection · mix. The city's population 
includes a sizable segment of art­
savvy newcomers from northern cities 
who have been exposed to some of the 

February 1998 www.quirks.com 

country's great art institutions. Was 
the Mint's vast and diverse collection 
the best way for a small museum to 
present art to the public? And just who 
was this public? 

In addition, NationsBank, the city's 
leading corporate citizen and an 
ardent proponent of uptown Charlotte, 
had recently given the Mint the his­
toric Montaldo's building, a former 
uptown women's clothing store. The 
Mint had decided to create the Mint 
Museum of Craft + Design in the 
82,000-square-foot, five-story build­
ing. But was this what the public 
wanted and did they understand the 
concept? Who would come and when? 

Needed information 
These were the types of questions 

the museum faced as it grappled with 
its future. A committee was formed to 
implement a full-fledged marketing 
plan. First, however, they needed 
information and InterActive Research, 
an Atlanta-based marketing research 
firm, was retained to help. 

InterActive Research devised a two­
part study for gathering data for the 
Mint. The research was designed to 
measure awareness, usage and atti­
tudes toward the existing Mint 
Museum and the new Museum of 
Craft + Design. The first part, a quali­
tative study, consisted of 15 focus 
groups made up of Mint members, 
non-members, young professionals 
and Charlotte residents who did not fit 
the traditional Mint member demo­
graphics. The purpose of this phase 
was to explore the issues and attitudes 
facing the Mint. 

The second part of the research, a 
quantitative study, consisted of a 
detailed questionnaire mailed to 
approximately I 0,000 Charlotte area 
residents. Designed to quantify the 
issues and aid in developing a pro-

gram, this mailing elicited I ,300 
responses, far exceeding the norm for 
a typical mail survey and indicative of 
the strong feelings the community 
holds for the Mint. 

The results of the marketing 
research have served several important 
purposes. According to Harry 
Creemers, vice president of develop­
ment and marketing at the Mint, the 
data confirmed what the museum had 
suspected about its market and its col­
lections, while shedding much-needed 
light on many other areas as well. 
Armed with this data, Creemers feels 
the Mint is moving confidently into 
the future on a well-marked path. 

Clearer picture 
Boosting membership is a critical 

issue for all museums and one 
addressed in the study. While the 
Mint's existing membership data was 
thorough, it only provided a glimpse 
into the lives of those actively 
involved in the museum. InterActive 
Research gave the museum a clearer 
picture of its potential customer, why 
that person had not yet become a 
member and what that person was 
looking for in an art museum experi­
ence. 

Another hurdle to increased mem­
bership uncovered by the research is 
that, like most art museums, the Mint 
is perceived as elitist. First-time visi­
tors found the expansive, highly pol­
ished marble lobby intimidating. One 
participant went so far as to say she 
felt she needed a written invitation to 
go to the Mint. Such data helped the 
Mint realize it had a great deal of work 
to do to make the museum more invit­
ing. It also gave a clear indication of 
how the new museum entrance should 
be designed. An effort will be made to 

continued on p. 49 
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Brand eguitv 

What is brand identity and how can 
knowing it increase your bottom line? 

Editor's note: Harry Vardis is 
founder of Creative Focus Inc., an 
Atlanta qualitative research firm. He 
can be reached at 404-256-7000. 

()3 rand equity is a hot topic in the 
minds of the marketing 
research community these 

days. The Advertising Research 
Foundation (ARF) has held several 
conferences on the topic and there is 
a body of data that is being analyzed 

12 

By Harry Vardis 

in an effort to further explain brand 
equity quantitatively. This article 
deals with the qualitative aspect of 
brand equity, the brand 's identity. 

The many definitions of brand 
equity illustrate the fact that attempts 
to describe a brand 's equity typically 
seem to refer to a brand 's core identi­
ty. Some of the definitions given to 
brand equity are: 

"The value added inherent in a 
brand." 

"The reason consumers pay more 
for a brand." 

"The durabi lity of a brand ." 
"The power of a brand to mai ntain 

a share of market, ROI and cash 
flow." 

"The brand 's franchise and the loy­
alty it commands." 

"The set of brand assets and liabil­
ities that add or subtract from the 
value provided by a product or ser­
vice to a firm and/or the firm's cus-

www.quirks.com Quirk's Marketing Research Review 



tomers." 
Behavioral research claims that 

there are five logical levels that peo­
ple use to organize the information 
they receive, including information 
relative to a product or service. These 
five levels are: environment, behav­
iors, capabilities, beliefs and identity. 
There is a unique organization of 
information that takes place at each 
one of these levels for each individ­
ual. 

When some information at the 
identity level is changed because of 
the intervention of marketing com­
munications relative to the product, it 
changes the organization at all other 
levels below it since this is the high­
est level. The converse is not true, 
e.g., liquid soap has a different iden­
tity from bar soap (identity is not nec­
essarily related to physical form). As 
a result, all other levels are different. 
When Arm & Hammer changed the 
identity of baking soda to use it as a 
deodorizer, all other levels also 
changed. But when a fire-ant insecti­
cide is no longer sold at the super­
markets and is only sold in the lawn 
and garden stores, its identity is not 
changed, only its environment. 

Brand-related environment 
A brand, in a consumer's mind, is a 

living entity that operates in a given 
environment, i.e., it is manufactured, 
sold and used in specific environ­
ments. It has a contextual space that it 
inhabits and it evokes a set of behav­
iors in that space. 

A laundry detergent, for instance, 
is sold at the supermarket and used in 
the laundry room. This may seem like 
mundane information initially, but 
the descriptions of these environ­
ments are critical. Supermarkets may 
conjure up images of long lines and 
coupon filing to one person whereas 
for som~one else it is an enjoyable 
experience! Similarly, one person 
may see laundry as time-off from 
other routines while someone else 
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thinks of it as a pain! 

Brand-related behavior 
A brand elicits purchase and usage 

behaviors. Purchase behaviors are 
primarily the relationships between 
the brand and the manufacturer and 
secondarily between the brand and 
the consumer. They are related to 
pricing strategies, promotions, distri­
bution, packaging, etc. Usage behav­
iors are related primarily to the inter­
actions between the brand and the 
consumer (i.e., how it is used, when it 
is used, by whom it is used, etc.). 

Brand capabilities 
We can think of the capabilities of 

a brand in terms of its performance. 

to that brand. They are the reasons 
consumers become loyal to the brand 
and reflect the feelings consumers 
hold toward the brand. These beliefs 
usually show up as third- or fourth­
level benefits in the questioning 
process. 

For example when we ask: 
"What is it that you like about (X) 

laundry detergent?" 
"It leaves clothes smelling fresh." 
"Why is this important to you?" 
"Because it tells me that the clothes 

have just been washed." 
Here we have: 
The attribute: fresh smelling. 
The benefit: a tell-tale sign. 
The belief: fresh-smelling clothes 

Beliefs associated with a brand are the 

attitudes consumers hold relative to that 

brand. They are the reasons consumers 

become loyal to the brand and reflect the 

feelings consumers hold toward the brand. 

The brand's capabilities are the 
attributes responsible for customer 
satisfaction. They are the taste of a 
soft drink, the comfort of a hotel 
room, the performance characteris­
tics of a tire and in general the attrib­
utes consumers associate with a spe­
cific brand of a product or service. A 
brand's capabilities dictate the accep­
tance of line extensions and drive the 
benefits consumers derive from a 
brand. 

Brand beliefs and attitudes 
Beliefs associated with a brand are 

· the attitudes consumers hold relative 

are clean. 
The attitude: I like brand X 

(because it lets me know when the 
clothes are clean). 

Brand identity 
The qualitative part of a brand's 

equity is its identity. The core of the 
brand. The reason consumers are 
willing to be loyal to that brand and 
become the advocates who will bring 
others to that brand's franchise. It is 
the one single descriptor which cap­
tures the totality of all the elements 

continued on p. 53 
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Trade-off analysis: 
a survey of 

commercially 
available 

techniques 
By Dick McCullough 

Editor's note: Dick McCullough is president of Macro Consulting, 
Inc., Mountain View, Calif. He can be reached at 650-964-9707 or at 
dick@ macro inc. com. 

Trade-off analysis is a family of methods by which respondents' 
utilities for various product features (usually including price) are 
measured. In some cases, the utilities are measured indirectly. In 

these cases, respondents are asked to consider alternatives and state a 
likelihood of purchase or preference for each alternative. As the 
respondent continues to make choices, a pattern begins to emerge 
which, through complex multiple regression (and other) techniques, 
can be broken down and analyzed as to the individual features that 
contribute most to the purchase likelihood or preference. The impor­
tance or influence contributed by the component parts. i.e., product 
features, are measured in relative units called "utils" or "utility 
weights." 

In other ca es, respondents are a ked to tell the interviewer directly 
how important 
various product 
features are to 
them. For exam­
ple, they might be 
asked to rate on a scale of one to I 00 various product features, where 
one means not at all important to their purchase decision and 100 
means extremely important to their purchase decision. 

Trade-off analyses produce several types of information. First, they 
tell us what features (and levels of features) are most valued by cus­
tomers. Second, they allow us to model how likely people will be to 
purchase various configurations of products, the share of revenue 
these products will most likely receive and what role price plays in the 
assessment of acceptability. 

There are four main types of trade-off: conjoint, discrete choice, 
se lf-explicated, hybrid. 

We will discuss each of these trade-off types after reviewing a few 
basic concepts. 
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Experimental design 
A critical issue in most trade-off methods is the selection 

of product configurations, i.e., the combinations of product 
attributes, to be tested. 

If every possible combination of attributes were included 
in the study, the study would be said to be using a complete 
or full factorial design. This is desirable but very seldom 
practical. For example, if we had six attributes with three 
levels each, the total number of possible combinations 
would be 36 or 729. This is much too large to ask one 
respondent to rate (and six attributes with three levels each 
is a fairly modest requirement) . 

When a fractional factorial design is used, only a fraction 
of the total possible number of product combinations needs 
to be tested. For the above example, a fractional factorial 
design could be generated (usually with the help of a com­
puter) that would require perhaps as few as 14 product con­
figurations to be rated. It must be kept in mind, however, 
that whenever a fractional factorial design is used, some 
potential information from the modeling stage will be lost. 
It is the job of the researcher creating the experimental 
design to ensure that the information being sacrificed (usu­
ally higher order interaction effects) does not compromise 
the project's ability to answer the research objectives. 

Bridging 
Occasionally, even with the most efficient fractional fac­

torial design, we still end up with more products than can 

be practically accommodated. One possible solution to that 
problem is bridging. Bridging allows the attributes to be 
divided into two or more sets (with some attributes com­
mon to all sets). Each set of attributes is treated like its own 
trade-off study. A fractional factorial design is created for 
each set of attributes. Respondents are asked to rate or rank 
these smaller sets of products rather than one large set. The 
utilities are calculated for each trade-off exercise indepen­
dently and bridged together to create one final set of utili­
ties. There are several different ways this bridging compu­
tation can be accomplished, each with its own advantages 
and disadvantages. 

Cognitive and non-cognitive behavior 
Critical to the selection of an appropriate trade-off tech­

nique is the issue of which type of behavior, cognitive or 
non-cognitive, best represents the behavior being mea­
sured. Cognitive behavior is behavior that is based on ratio­
nal, conscious decision making. Such factors as price, func­
tionality or durability are typically cognitive. Non-cogni­
tive behavior is behavior that is based on less tangible or 
even less conscious factors such as various emotional 
needs, e.g. , status, aspiration, insecurity, or non-verbal (and 
often subconscious) communications, e.g. , those communi­
cated by a package or other visual devices. One might argue 
that the selection of a life insurance policy, a computer or a 

continued on p. 50 
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Tme-life tales in marketing research 

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. He can be reached 
at 818-782-4252 or at artshul­
man@aol.com. 

M 
ark Michelson of Michelson 
& Associates relates that a 
number of years ago his com­

pany sent a mystery shopper to eval­
uate an optical store in Florida. The 
shopper seemed like a nice guy on 
the phone and his references were 
good. For the shop he had to get an 
exam, buy glasses and return to pick 
them up. 

In between his shopping trips to 
the store, he was featured on the TV 
show America's Most Wanted. The 
store manager recognized him and 
had him arrested after he picked up 
his glasses. 

He still managed to send his report 
in, though. 

Dave Chill of Disney Channel 
reports on a focus group he was mod­
erating. His client arrived just as the 
session was to begin, sat behind the 
mirror, took one look at the respon­
dents, and immediately called for the 
hostess. The client informed the 
hostess of what she had seen, and the 
hostess soon entered the focus room 
and informed one of the female 
respondents that she had a telephone 
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By Art Shulman 

call. It turns out that the woman, who 
never returned to the group, was the 
sister of the late-arriving client. 

Ted Dunn, technical consulting 
director to the Advertising Research 
Foundation, recalls that he conduct­
ed a survey among dog owners con­
cerning their pets. Some of the ques­
tions had to do with the functions the 
dog played in the life of the family. 

A few years later, someone else in 
his client's company was indepen­
dently conducting a similar study 
among cat owners. So they cribbed 
the earlier questionnaire on dogs, 
and substituted "cat" for "dog" wher­
ever it appeared on the questionnaire. 
This was the reason why respondents 
in the second study were asked if their 
pet served as a "watchcat." 

Dunn also recalls the time that he 
felt like giving up on the validity of 
random sampling. He was conduct­
ing a survey among 3,000 respon­
dents and randomly chose 10 com­
pleted surveys to examine, to give 
him some idea whether interviewing 
was properly being conducted. Of 
the 10, he found interview error on a 
particular question on eight docu­
ments. So, that morning he assigned 
his entire staff to go over every last 
questionnaire. 

Among the remaining 2,990 docu­
ments, his staff found two with inter­
viewer error. 

Sometimes respondents put each 
other in their places. Sig Saltz of 

Comiskey Research recalls attending 
a focus group on mouthwash where it 
became obvious that one particular 
respondent might be a problem. The 
hostess had complained about his 
demeanor during check-in and at 
times he appeared to be scowling 
during the session. After about an 
hour he finally offered a contribu­
tion, in a rather gruff voice, "On 
Friday nights I have friends over for 
poker. Before we begin, I put a bottle 
of mouthwash on the card table and 
tell them they'd better use it!" 

A subdued voice from a corner of 
the table meekly asked, "What do 
your friends say?" 

Without skipping a beat another 
respondent replied sarcastically, "He 
doesn't have many friends!" 

The entire group immediately 
broke into uncontrollable laughter, 
including the formerly scowling 
respondent. For the remainder of the 
session he was a complete teddy bear. 

In future issues, we'll report on 
more quirky, loopy and strange hap­
penings 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 answers 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 artshul­
man@aol.com. 0 
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Editor's note: Kathleen Knight is president & CEO of 
BA!Global Inc., a Tarrytown, N.Y., researchfirm. She can be 
reached at 914-332-5300. 

e primary asset of a service business is its staff. 
Proprietary techniques and models can help differentiate 

market research business, but eventually a firm's suc­
cess depends on the professional nature of its staff and their 
determination to deliver a quality product. Consequently, 
recruiting and retaining a competent, enthusiastic staff is a 
crucial and constant management challenge. 

In years past there was a plentifu.J talent pool for the mar­
ket research industry to tap. The challenge was simply to 
locate, meet, and hjre top-notch candidates. Today, staffing is 
perhaps the most difficult issue facing our industry as we 
approach the year 2000. There are several contributing fac­
tors: 
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• Full employment: In the research arena, as in several 
other professions, we appear to be near full employment. 
There is a small pool of job seekers from which to choose. 

• Growth of research products: Employees who develop 
their research skjlls selling and administering standardized 
research products have a different skjll set than that needed 
for custom research. These individuals have not learned how 
to originate their own custom research design, nor have they 
supported senior researchers conducting custom work. Thus, 
finding talented custom researchers is a growing challenge. 

• Budget pressures: Non-stop client pressure to reduce 
research costs is now a way of life. This adds a difficult ele­
ment to the conduct of business overall. It puts pressure on 
salaries and has an impact on training costs as well. 

• Rapid data delivery: Technology has expanded our abil­
ity to produce mountains of data rapidly. However, it has not 

continued on p. 54 
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Caroline (Carrie) Hagmann has 
been named associate project director 
at Affordable Samples, Old 
Greenwich, Conn. 

Steven Goldbaum has been named 
CEO of Consumer Research Center in 
Las Vegas·. 

Decision Analyst, Inc., Arlington, 
Texas, has expanded its Statistical 
Science Group. Heading the program 
is Cindy R. Ford, vice president, who 
previously served as director of 
Southern Methodist University 's 
Center for Statistical Consulting and 
Research. 

Skila Inc., a Mahwah, N.J., develop­
er of knowledge management systems 
for the health care industry, has named 
Margaret Nelson vice president of 
knowledge support and Hank 

Berkowitz vice president of market­
ing. 

Linda D. Martin has been named 
vice president of Joel Benson 
Associates, a New York research firm. 

Cheryl Karn has been named vice 
president of marketing and project 
director at Aragon Consulting Group, 
St. Louis. In addition, Jeffrey Bergen 
has been named vice president and 
senior consultant in new business 
development. 

Seamus Palmer of Express Market 
Research, West Somerville, Mass., is 
pleased to announce the birth of his 
second son, Donovan Ross Palmer, on 
December 8. 

Brian Clark has joined Intelligent 
Marketing Systems, Minneapolis, as 

an account manager. 

Reece Ritter has joined the Atlanta 
office of Elrick & Lavidge as group 
leader. ' Previously she was with The 
Coca-Cola Company. In addition, 
Carla Collis has been appointed to the 
senior management team. 

Eagle Research, Denver, has pro­
moted Christine Farber to vice pres­
ident/director of market research. She 
will continue her role as executive in 
charge of the firm's Denver facility. In 
addition, Joel Reish has been named 
vice president/director of market 
research and Michael Pelaia has been 
named project director. 

Digital Marketing Services, a Dallas 
firm providing marketing research via 
America Online (AOL), has appointed 
Jim Simon vice president of AOL 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Rewards marketing. Previously he 
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1 call to 1 source = access 
to 15 NETWORK 
Member Markets 

1. Nolan Research 
Montgomery, AL 

2. Luth Research, Inc. 
San Diego, CA 

3. Margaret Yarbrough & Associates, In c. 
San Francisco, CA 

4. Irwin Research Services, Inc. 
Jacksonvill e, FL 

5. Jackson Associates, Inc. 
Atlanta, GA 

6. Consumer Surveys Company 
Chicago, lL 

7. Dennis Research Service, Inc. 
Ft. Wayne, I 

8. Performance Plus 
Bos ton, MA 

9. Bay Area Research, Inc. 
Baltimore, MD 

10. Superior Surveys of St. Louis 
St. Louis,MO 

11. Answers To Questions/ 
Long Island Groups In Focus 
New York, NY 

12. Pat Henry Market Research, Inc. 
Cleveland, OH 

13. JRA Q. Reckner Associates, Inc.) 
Philadelphia, PA 

14. Probe Research, Inc. 
Dallas, TX 

IS. McMillion Research Service 
Charleston, WV 

was manager, commerce services, for 
the interactive marketing department 
of AOL. 

Lynn Hibben has joined the Dallas 
office of Quality Controlled Services 
as a branch manager. Previously she 
was interim regional vice president 
with Certified Marketing Services, 
Inc. Marty Mills has joined the firm 
as a branch manager of its Los 
Angeles office. Previously he was 
operations manager at LMS Reports. 
And Candice Wysock has been 
named branch manager at the QCS 
Chicago office. Previously she was 
marketing supervisor at Abercrombie 
& Kent International. 

Sirish Mani has joined Maritz 
Marketing Research Inc. as an account 
manager in the firm's Chicago office. 

Walker Information, Indianapolis, 
has named Kevin Zerrenner vice 
president, business development. In 
addition, Jane McCaslin has been 
promoted to vice president interna­
tional services. 
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Doane Marketing Research, St. 
Louis, has acquired the agricultural 
business of St. Louis-based Maritz 
Marketing Research for an undis­
closed amount. 

Affordable Samples, Inc. has 
formed an alliance with Dun & 
Bradstreet for the distribution of busi­
ness samples to the research commu­
nity. Using a direct access link to the 
D&B business database, counts can be 
provided in minutes and orders are 
available for downloading in 24 hours. 
For more information call 800-784-
8016. 

ASI Market Research Inc. (ASI), 
Stamford, Conn., has signed a letter of 
intent to be acquired by IPSOS 
Group S.A., a Paris-based research 
company. To date, ASI has been a pri­
vately held corporation owned by 

Big Beaver Rd. , Suite 300, Troy, 
Mich. , 48084. Phone 248-526-1200. 
Fax 248-526-1250. 

Market Perceptions, Inc. (MPI), 
Denver, has been selected to conduct a 
tracking study for NEC Japan' PC 
Monitor Division. MPI will conduct 
the study for NEC's Japan Division, 
surveying corporate IT managers in 
the U.S. to uncover trends in the PC 
monitor industry. MPI has also been 
selected to conduct competitive intelli­
gence for Compaq Computer Corp. 

Wendy Huck Godfrey has opened 
Huck-Godfrey Marketing Research 
at 4826 N. 35th Pl. , Phoenix, Ariz., 
85018. 

Discovery Research Group, Salt 
Lake City, has remodeled and expand­
ed its facility, adding fully equipped 

client offices, expanded viewing areas 
and office space, client conference 
rooms and all new furnishings. The 
company has also expanded its phone 
room. For more information call 801-
944-0326. 

Anchor Network, Inc., has moved 
to 915 Broadway, Ste. 1603, New 
York, N.Y., 10010. Phone 212-260-
1295. Fax 212-260-9461. 

New York-based Jupiter Commu­
nications, a new-media research firm, 
and NFO Interactive, a division of 
NFO Worldwide, Greenwich, Conn., 
have formed an alliance to provide 
businesses with primary research and 
analyses on the on-line market. 
Separately, the listing of NFO 
Worldwide common stock (ticker 
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Apollo Partners LLC and Alliance ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
Capital Management Corporation. 
Under the terms of the agreement, 
ASI's current management team will 
remain in charge of the U.S. opera­
tions, which will now be named 
IPSOS-ASI. 

SAS Institute Inc., Cary, N.C., and 
Exchange Applications, Inc., Boston, 
have formed a partnership that will 
link SAS Institute 's Enterpri e Miner 
software with Exchange Applications ' 
ValEX direct marketing campaign 
management system. The integration 
will enable marketers to increase accu­
racy of targeted campaigns. 

Burke Marketing Research 
(BMR), Cincinnati, conducted all the 
research for Janice Fudyma's book 
What Do I Take ? A Consumer's Guide 
to Non-Prescription Drug . The 
research was managed by BMR Vice 
President Mike Pietrangelo and Senior 
Account Manager Barb Jasper. It 
included survey design, data collection 
and analysi s. 

Affina Corp. has moved to 1 00 W. 
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OBJECTIVE: 
Instant samples that are truly representative. 

551 SOLUTION: 
Mickey Blum (President of Blum & Weprin Associates Inc. in 
New York City) - "When one of my media clients calls, I 
typically need a sample within two hours. We need to be in the 
field the day of the news event and have the results available the 
next morning. I need an instant sample for an instant response. I 

can get that from Survey Sampling. And I 
can get the sample screened for 

disconnects! That has been 
invaluable to me. The most 
important thing is a quality 

sample, but timing is absolutely 
critical. We simply wouldn't be 
able to do what we do without 
Survey ampling." 

Call SSI for sampling solutions 
at 203-255-4200 or send e-mail 

to info@ssisamples.com. 

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

Partners with survey 
researchers since 1977 
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New product research 

Editor's note: Steve Mamarchev is 
senior vice president of Research 
Dimensions International, Cam­
bridge, Mass. He can be reached at 
617-576-5745. 

The first rule of computers is 
"Garbage in, garbage out," indi­
cating that the quality of output 

from any effort is only as good as the 
quality put into it. In like fashion, the 
results of research depend not only on 
the quality of effort put into the pro­
ject by the researcher, but often more 
critically on the quality of information 
given to the researcher before the pro­
ject begins. 

When doing new product research, 
the dialogue between the client and 
researcher at the project's inception is 
key to properly establishing research 

needs, fully understanding research 
feasibility and arriving at a research 
solution. This pre-research stage is 
when to ask certain questions to pro­
vide the researcher with the informa­
tion needed to develop the final con­
sumer questions. 

Therefore, any new product 
research project must begin by 
researching the client long before the 
consumer is asked a question. Each 
series of research questions is based 
on the 10 most common consumer 
questions that are addressed from con­
cept generation and product develop­
ment and refinement to evaluation and 
finally to tracking: 

Client question# 1: Where do we get 
new product ideas? 

Before going to consumers, a 
researcher will want to ask a set of 

questions of the client, such as: 
Where are your company 

strengths? 
• What opportunities are there for us 

to take advantage of? 
• What gaps exist (or can be created) 

within the market, within the category, 
or within related categories? 

• What fits with your company's 
image, marketing goals, financial 
goals, and long range capacity? 

The researcher must ask at least 
these questions because, while con­
sumers can help generate new product 
ideas, they are least able to do so 
working from a vacuum. Consumers 
need starting points. These researcher­
to-client questions are designed to find 
that new product idea starting point. 

For example, a manufacturer had an 
extensive distribution network through 

22 www.quirks.com Quirk's Marketing Research Review 



Focus Vision Goes Global! 

Video transmission of • Everyone Can AHend 

live International Focus Groups ... 
... right to your office. 

• Speeds Up Information 
• Saves StaH Time 

• Cuts Travel Costs 

Now you can see, hear and interact with live 

focus groups globally thanks to FocusVi sion 's new 

partnerships with e tabli shed focus research facilities 

around the world. With videoconferencing direct to 

your office, you avoid the ex pensive and time-con um­

ing process of international traveling simply by using 

our expanded network of sites. 

The same reliable service that has been avail­

able in the US for years is now in Western Europe and 

the U.K. Shortly, sites will be joining us from Asia and 

Latin America. Our international partners come to us 

with years of experience in qualitative re earch and 

modern attractive studio that qualify them to be part of 

Buenos Aires, Argentina 
INFOQUAL/TY 

Frankfurt, Germany 
Field Facts International 
MR&S 

Hamburg, Germany 
INRA Deutschland 

London, UK 
Field Facts International 
London Focus 
Westend Focus 

, Madrid, Spain 
Inner 

Mexico City, Mexico 
EPI Grupo 
Pearson WGC 

America 's largest videoconferencing network. 

Like our American locations, international 

site are equipped with multiple cameras,local or client­

site camera control, simultaneous translation voice­

over, two way video debriefing and direct back room 

communication. 

Focus Vi sion invented the idea of videoconfer­

encing of focus group research and , as the acknowl­

edged leader, set the standard. We bring this same stan­

dard to our new expanded international network. 

To find out more, or to schedule a project call 

our Pre ident John Houlahan at 203-961-1715 or fax us 

at 203-961-0 193 . 

Milan, Italy 
CIRM 

Naples, Italy 
Ad acta 

Paris, France 
Field Facts International 
MV2 Conseil 
Nova Test 

Rome, Italy 
Pragma 

Tokyo, Japan 
Market Focus 

Toronto, Canada 
Focus First 
Toronto Focus 

Plus more than 50 
facilities in the U.S. 

~ 

~Focus VISION W oRIDwroE™ INc. 
1266 East Main Street • Stamford, Connecticut 06902 • Tel : (203) 961 -1715 • Fax: (203) 961.0193 

• E-mail: FVN1 @aol.com • Web Site: IN\IWV.focusvision.com 



FIRST, 
MARKET 

RESEARCH. 
f irst 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.firstmarket.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 

24 

newspaper stands and variety stores. It 
also had an excellent sales force to 
service this retail distribution network. 
This gave the researcher a starting . 
point. We began by asking consumers 
"What do you buy in these outlets? 
When? What do you not buy in these 
stores?" Gradually we built a picture 
of what was appropriate to the store. 
From there it was a simple task for 
consumers to suggest viable new 
products that they felt comfortable 
buying in these stores. Consumers 
were further directed along lines dic­
tated by the manufacturer's produc­
tion capability. The new product ideas 
were thus determined by what con­
sumers need and what they expect. 
But the ideas were also generated in 
the direction of the company's 
strengths. 

New product research which does 
not take into account a manufacturer's 
distribution system can be seriously 
misleading. 

Access to new technology is anoth­
er company strength that can provide a 
researcher with an important starting 
point. For example, one company had 
access to a new packaging process. 
The research objective was to first 
determine the perceived benefits of the 
new package, and then to determine 
which products gained a marketing 
advantage by having thi s benefit. 
Consumers can tell us what is most 
suitable for a bubble pack, or an Alu­
pack or a plastic pouch, but first we 
must know where we are heading. 

In one enviable situation, a manu­
facturer had resource capital (spare 
cash) and was prepared to try virtually 
anything. In his briefing, he said 
"Assume everything is technically 
possible, everything is affordable, and 
we are prepared to try anything." 

We asked the client: 
• What areas are most profitable for 

you? 
• What opportunities are there for us 

to take advantage of? What kinds of 
raw materials (including people) are 
most readily available to you? 

• What personally seems the most 
fun to you? 

In this particular project, the last 
question was key. Commitment is 
highest when interest is high. And 

staff commitment can be the differ­
ence between new product success 
and new product failure. How many 
times have you thought about "fun" in 
a research briefing? Perhaps that's 
correlated with the number of dull 
products on the market. "Fun" is the 
best starting point of all. 

Client question #2: Which idea has 
the best potential? 

Because some new product criteria 
are tandard, some new product ques­
tions hardly need to be asked. Simple 
curiosity is often a critical factor in 
determining the eventual success of a 
new product idea. Degree of perceived 
newness is a related factor. Perceived 
value, perceived efficacy (where 
appropriate), or perceived nutritional 
value (in many food products), are a 
few of the many common factors that 
research can examine when investigat­
ing new product ideas, and determin­
ing which has the best potential. You 
can, therefore, expect all of these 
issues to be raised in the dialogue 
between the researcher and the client. 

But determining potential means 
more than simply asking the first 200 
respondents whether or not they are 
interested in trying your new product. 
A researcher needs a tight definition 
of the target group and, more impor­
tant, a real understanding of your 
company goals. You can expect at 
least the fo llowing questions from 
your researcher: 

• What is the purchase pattern of 
competitive products within the cate­
gory? 

• Are con umers brand loyal? 
• Do consumers purchase from a 

short li st of several acceptable prod­
ucts? 

• Do consumers tend to purchase 
any brand that is on special? 

• Do you have to overcome strong 
brand loyalty, or is this a category in 
which a proportion of consumers are 
adventuresome? 

• What is the elasticity of your com­
pany 's name? (i.e., is this product suit­
able, in consumers' perceptions, to 
your company 's ex ist ing brand 
name?) 

• Do you want to provide a product 
that fits comfortably within your com­
pany 's family of products, or do you 
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want to extend your company's 
range? 

• What is your company actually 

best capable of producing and mar­
keting? 

In another example, a manufacturer 

of snack foods decided not to bring 
out a health food product, one similar 
to a health food packaged cake. 

Research respondents loved the prod­

uct. They understood the product. 
They knew when to buy it, how to use 

it, and to whom it would appeal. Had 
the product been launched, however, 
it would have failed because the com­
pany sales force and the retailers 

associate this company's products so 
strongly with snack foods that they 

would have refused to shelve the new 

product with health foods. Knowing 
this, the critical research question was 

not "How good is this product com­

pared to existing health food prod­
ucts?" but "How good is this com­
pared with less healthy snack food 

products?" The product did not mea­
sure up when confronted with this 

important question. This excellent 

product had little potential unti l the 
company was willing to alter the per­

ceptions of the consumers, retailers 

and, especiall y, its own sales force, 
which it is now doing. 

In this situation, the most important 

question that the researcher had to ask 
was "Where will the product be 

shelved?" Forgetting this question can 

yield research that is reliable and 
valid but useless. 

Client question #3: Which proto­
type product is best? 

This question requires the 

researcher to ask the client in return: 
• What does "be t" mean in terms 

of product attributes or benefits? In 
terms of client image? In terms of 

market potential? 
If there is no knowledge in advance 

of which attributes or benefits consti­
tute superiority, the researche; should 

ask such questions as: 

• Is sweetness an important product 

variabl.e? 
• Is texture an important product 

variable? 

• Are durability, reliability, style, · 
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crunchiness, lightness, calories, effi­

cacy, color, etc., important to con­

sumers? 
We can easily investigate response 

to a product. Respondents can tell us 

if the product is sweet enough, if the 
texture is too thick or too thin, if the 

color is too light or too dark. But 

some questions are not quite so obvi­
ous. For example, if you have a dairy 

and you want to produce hot choco­
late, shou ld your product be the most 
chocolatey or the creamiest? If you 

are a food processor, should your 
complete meal-in-a-package be the 
most convenient or the most nutri­

tious? One of the questions often 

neglected is "Should your product 
appeal to the buyer or to the end 
user?" 

A product can never be "best" in a 
vacuum. It must be "best" relative to 

specific needs. Determining or decid­
ing what the real consumer needs are, 

before researching "best," is the key 
to a successful research project. The 

marketplace is littered with the bones 
of products that were "best" in the 

wrong ways. 
Client question #4: What should we 

name the product? 
Each product has its own special 

criteria and demands its own special 

questions that the researcher must 

ask. However, the researcher will, 

most likely, ask the following types 

of questions of the client: 
• Should the name have literal 

meaning? 
• Should the name have literal 

meaning in both English and 

Spanish? 
• Should the name be easy to pro­

nounce? 
• What image do you want to con­

vey with this name? 
• Should the name be memorable? 

• Should the brand name empha­
size or deemphasize your company 

name? How should it relate to your 

other products? 
Client question #5: Is the packag­

ing any good? 
Normally three areas must be 

looked at when researching packag­

ing: its intrusiveness, its memorabili­

ty, the image it projects. 
Your packaging is part of your 

advertising. It should be noticed, 

remembered, and should convey the 
correct information. A few of the 
questions you can expect include: 

• What is the image that the pack­

aging is meant to convey? 
• What are the priorities between 

these several packaging objectives? 
• What is the competitive environ-

Spacing Out In Chicago? 
We have the space you need. We're Chicago's experts in recruiting & facilitating large 
scale studies. Our facility offers seating space for up to SO, plenty of room for mock 
juries, audience studies, large product displays and taste tests. Our phone center is 
very experienced at recruiting from client lists as well as our 70,000 person database. 
We've recruited studies with 400 + people. Our staff is also experienced in satisfy­
ing challenging clients. When you need space & expertise for large scale testing, 
remember us! -

- - -
PRECISION~~~ RESEARCH 

Tormerlv Precision field Services 
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Call us for a complete brochure: 847•390•8666 or 
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ment? 
• What are the marketing and retail­

ing factors that will influence the suc­

cess or failure of the product? 
A package with a stark design will 

probably be noticed more quickly on 
a shelf or a billboard than a package 

with a soft pastoral scene. But the 
image of these two packages will 

undouptedly differ. If a product is to 
be placed on a shelf in the middle of 

several brands, and, if the product 
must prove itself quickly or be delist­

ed, then intrusiveness is probably the 
key factor. In this situation, the pack­

age must have impact, even if image 

must be sacrificed to achieve it. Thus, 
a researcher must understand the 

competitive environment, and any 
other marketing and retailing factors 

that are likely to influence the prod­
uct's performance. 

In one situation, a manufacturer 
who was a market leader used consis­

tent graphics on its products and 
shelved them together in one display 
unit. This gave strong impact and 

maintained an image of market dom­
inance. A problem, however, arose 

whenever a new product was 

launched. It disappeared into the gen­

eral display. A short-term solution 
wou ld have been to give each new 

product its own distinct packaging. 
But the long-term effect of this "best" 

solution would be disastrous. In this 
example, the best solution was com­

promise. The manufacturer used 

short-term tags and overwraps, but 
left the general packaging consistent 

with the line. 

Client question #6: Where should 
we position the product? 

This question demands more 

advance information about the entire 
market than any other question. At 

the minimum, the researcher needs to 

know: 
• What are the behavior patterns 

and attitudes of the potential user? Of 

the potential buyer? 
• What is the expected usage pat­

tern? 
• What is the seasonality of product 

consumption? 
• What is the regionality of product 
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consumption? 
• What have the market patterns 

been during the past several years? 
• What are the available (and 

options) distribution channels? 
• What are the current and past 

advertising strategies of competitive 
products? 

• What are the potential benefits 
and positive attributes of the new 
product? 

When a manufacturer decides in 
advance where to position a product, 
the most important question the 
researcher can ask the client becomes 
"Why do you want to position the 
product there?" 

Client question #7: What advertis­
ing concept should we explore? 

Client question #8: Which advertis­
ing concept is best? 

Client question #9: How good is 
the finished advertising? 

These three questions deal with 
advertising research, the area where 
research has probably been most mis­
used. Much advertising research is 
conducted with little understanding 
of the strategic demands or of the 
reasons underlying the advertising 
strategies. And, worse, much 
research is carried out with little 
understanding and empathy for the 
creative process and input. There 
isn ' t enough room to list here the 
many research questions related to 
advertising that have been neglected. 
It is clear, however, that to be of any 
help, the researcher must know in 
advance this history of the company, 
the product, the competition, and the 
advertising. And, the researcher must 
know the anticipated results of the 
new advertising before deciding what 
research would be of greatest value. 

A mini-survey of creative and 
account personnel at selected adver­
tising agencies was conducted recent­
ly by Re earch Dimen ions t9 deter­
mine what they want from advertis­
ing research and what they dislike 
about existing advertising research. 
The bi.ggest complaint was that the 
research often "does not define the 
problem well and clearly enough" in 
advance. It is not flexible enough to · 
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measure the "ability of an execution 
to fulfill a strategic direction." And 
the creative staff complained that 
research often ignores the creative 
aspect of advertising. In other words, 
the complaint is not asking enough 
questions of the advertising agency 
before conducting the research. 

Research is used least well when it 
is brought in after the fact to perform 
a limited function or to answer a lim­
ited question. Regardless of the stage 
in the development of new products, 
research will perform its task best if 
researchers know in detail who uses 

· the product and related products; 
what the frequency and incidence of 
use is; why the product is purchased; 
what the advertising is trying to 
accomplish; why and how. 

Client question #10: How well is 
the product performing on the mar­
ket? 

In providing an answer to this 
question, the researcher is likely to 
continue the dialogue with the client 
through the following questions: 

• What are your sales/volume pro­
jections? 

• What benchmarks in the category 
do you have to measure your new 
product against? 

• What is the time period over 
which success is judged? 

Determining action standards in 
advance from realistic objectives and 
experience provides the basis for 
more solid decision making in the 
marketplace. 

To go back to the example of the 
manufacturer with the visibility 
problem, the objective was to 
increase line sales through the new 
product. Had the new product's 
objective been to sell a certain dollar 
volume on its own, the situation and 
degree of success would have had to 
be different. 

In summary, when carrying out 
new product research, expect your 
research company to ask everything 
about the potential new market and 
your plans before approaching the 
consumer. Open and honest dialogue 
is the key to success. 0 
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Ethnic research 

Trends in 

I Hispanic I 

research 
By Felipe Korzenny and Betty Ann Korzenny 

Editor's note: Felipe Korzenny is 
president, and Betty Ann Korzenny is 
executive vice president, of Hispanic 
& Asian Marketing Communication 
Research, Inc., a multicultural 
research firm in Belmont, Calif. They 
can be reached at 650-595-5028. 

I
t's difficult to differentiate between 
what one would like to see in the 
future and what one believes will 

happen. Nevertheless, below we have 
listed what we consider to be trends in 
Hispanic qualitative marketing 
research. These trends are based on 
about 20 of years experience in con­
ducting qualitative and quantitative 
research in the U.S. Hispanic market. 
Wishful thinking or a view into the 
future? Only time will tell. 

Increased emphasis on culturally­
based research 

Increasingly, advertisers are under-
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standing that merely adapting their 
communications to the Hispanic mar­
ket is not enough. Up to now many 
marketers have sought to fit their gen­
eral market campaigns into the 
Hispanic market, as opposed specifi­
cally targeting the Hispanic con­
sumer. 

Thus, more research will attempt to 
be motivationally based. That is , to 
understand the inner workings of the 
Hispanic consumer to obtain insights 
for positioning within the culture. For 
example, a brand can be positioned in 
the general market as the brand for the 
individual. The same brand in the 
Hispanic market, however, may need 
to be positioned as the brand for the 
group or family. A more complex 
example is that a brand could be posi­
tioned as the materialistic brand in the 
general market, but may need to be 
positioned as a mystical brand in the 
Hispanic market. 

"Within" rather than "across" 
Many who do research in the 

Hispanic market tend to see it as a rel­
atively homogeneous mass. Matching 
the goals of the client to the pecific 
segment within the Hispanic market 
will be an increasingly important con­
sideration in the future. For example, 
Spanish-dominant consumers are not 
a homogeneous group. There are 
Spanish-dominant consumers who are 
very literate in their own language and 
those who are not. Clearly, conducting 
research with literate consumers is 
different from doing it with individu­
als who have not benefited from high­
er levels of formal education. Less-lit­
erate recent immigrants who come 
from the rural areas of Mexico and 
Central America can't be reached 
through the mail. But mail does work 
to reach those from urban areas who 
have higher levels of education. 
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Similarly, qualitative research tasks 
that require writing and complex role 
playing may be beyond the reach of 
certain segments. Segmenting the 
Hispanic consumer can only lead to 
more accurate results. 

ural habitat can be much more illus­
trative than just listening to con­
sumers' words. 

Observational research 
When attempting to understand 

other cultures, it is particularly 
important to obtain first-hand infor­
mation from consumers. Observing 
them in their daily routines and nat-

Observing behavior is more likely 
to render accurate and valuable infor­
mation than attempting to extract oral 
responses '. We feel there will be 
increased used of videotaped inter­
views in the homes and other con­
texts where these consumers operate. 
The need to observe behavior is more 
urgent in markets like the Hispanic 
market because so many habits stand 
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in sharp contrast to behaviors of the 
general market. That way brand man­
agers and decision makers can obtain 
a more accurate picture of their clien­
tele. For example, we recently asked 
in focus groups about how much oil 
consumers use in their cooking. Most 
said a little. Then we conducted in­
home interviews and discovered that 
"little' ~ meant almost an inch-deep 
portion of oil in the frying pan. 

"Focused" qualitative research 
Many focus groups are currently 

conducted as interrogation sessions 
or as game-playing sessions. Few 
Hispanic focus groups are now con­
ducted in which ideas are debated to 
yield in-depth learning. It is antici­
pated that in the future more focus 
group sessions with Hispanics will be 
truly "focused." That is , in more 
focus groups respondents will be 
given assignments of activities to do 
before attending focu groups. Those 
assignments tend to provide a focus 
for the di cussion and re pondents 
then have vivid experiences to talk 
about. 

For example , more respondents 
will be given the task of acting as 
mystery shoppers and then come to a 
focus group session to talk about 
their experience . Also, respondents 
will more often be asked to try a 
product or idea at home with their 
familie before attending a focus 
group discussion . Respondents will 
be asked to think about an issue 
before discussing it in a focus group 
ses ion. Some would argue that such 
an approach may contaminate the 
responses. The answer is that in qual­
itative research one ideally wants to 
stimulate thinking and discussion to 
obtain qualitative insights. 
Quantitative research should usually 
follow to sub tantiate the qualitative 
insights obtained. 

More quantitative and even quali­
tative omnibuses 

Few quantitative omnibuses have 
succeeded in the Hispanic market and 
those that succeed find it difficult to 
keep to a schedule due to lack of 
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demand. It can be anticipated that as 

the market continues to grow the 

demand for quality omnibuses will 

increase2
• That will clearly help 

clients with just a few questions or 

who want to track a particular issue 

over time at a reduced expense. 

Another related trend will be to see 

the emergence of focus group clu -

ters used to analyze issues in the 

Hispanic market. This may be a great 

tool for clients who have brief con­

cerns or issues to obtain insights at 
affordable costs. Also, these groups 

could be u ed to study issue of gen­
eral applicability to many clients, 

e.g., the study of Hispanic con umer 

values, lifestyles, and ways of think­

ing. 

Shopping clinics 
In the future more Hispanic quali­

tative research will be conducted in 

real or simulated hopping environ­
ments, similar to what car clinics 

have been up to now. In those envi­

ronments, Hispanic families would 

be invited to look at merchandise and 
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display arrangements and provide 

their opinions on their experience. 

This type of environment would 

also serve for naturalistic observation 

on how decision making processes 

take place. This type of clinic could 

be conducted for retailing, banking 

and even for the purpose of under­

standing in-store deci ion making 

regarding specific brands. 

Network analysis 
Quantitatively and qualitatively, it 

is likely that more and more Hispanic 

analysis could help in understanding 

patterns of opinion leadership and 

influence. It could also help make 

sense of decision making processes. 

Further, it could help understand how 

advertising interacts with word-of­

mouth to create the momentum for a 

brand. 0 

1Something that is accentuated in the case of 

less literate consumers. 
2The U.S. Hispanic market now is composed of 

about 30 million people with purchasing power 

of about $250 billion . 
research will include orne type of r----------------

network analysis. This is particularly 

important in the Hispanic market 

because the culture is highly gregari­

ous and word-of-mouth is strongly 

influential. 

Network analysis is a technique 

that has been around for about 40 

years, and perfected in the social sci­
ences over the last 25 years but it has 

not been exploited in marketing 

research. Just consider the impor­

tance of knowing who talks to whom 

about what in a community. Network 

W e create 
on-the-mark brand 
names. When you need a 
new company or product name 

~~~ 
512-267-1814 

www.namestormers.com 
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l~ nternational research 

Surveying international markets 
demands special attention 

Editor's note: Michael Halberstam 
is president of Van Nuys, Calif. -based 
Interviewing Service of America, a 
market research data collection and 
processing firm. He can be reached at 
818-989-1044. 

I 
f you've ever attempted to conduct 

a telephone market research survey 

simultaneously in several foreign 

countries, you know what a daunting 

task it can be. You are typically faced 

with the need to brief and field-super­

vise in various locations around the 

world, time zone changes, poor qual­

ity and consistency of local phone 

systems, translation difficulties, 

inconsistent sampling and interview­

ing techniques, and to top it off, each 
country can have several different 

cultures. Even if you haven't con­

ducted a survey of this type, you can 

probably imagine the hurdles that 

have to be overcome to successfully 

complete multinational data collec­

tion. Fortunately, with recent 

improvements in telephone technolo-
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gy and falling international telephone 

rates, data collection can now be 

implemented worldwide using U.S.­
based data collection firms. 

Until recently, international phone 

rates made it cost-prohibitive to exe­

cute global telephone interviewing 

projects from the U.S. However, 

international per-minute rate have 

fallen since the 1984 breakup of 

AT&T. This was fueled in part by 

competition from various long dis­

tance providers negotiating for agree­

ments with phone companies around 

the world. 

Cost and consistency 
Today, instead of having to spend 

the time investigating, selecting, and 

managing independent data collec­

tion companies in many different 

countries simultaneously, you can 

call upon the service of domestic 

firms. In this way, U.S. firms can 
avoid many of the problems previous­

ly stated, which can result in unnec­

essary changes and errors and add 

cost to your project. You also elimi­

nate travel expenses required to brief 

and supervise numerous individual 

data collection firms in various coun­

tries . If you utilize a domestic firm , 

you are also conducting business in a 

time zone much closer to home, elim­

inating the need for odd-hour phone 

calls to discuss changes or project 

status. Using a single source also 

helps reduce translation difficulties , 

communications problems, and 

ensures accurate and consi tent data 

collection. 

Global telecommunications impro­
vements and variances 

It is also important to note that 

while telecommunications technolo­

gy is advancing rapidly around the 

world, capabilities and costs vary 

widely from country to country. And, 

there are countries that continue to 

po e specific challenges. We experi­

ence some of the highest phone long­

di tance rates in the world in Mexico. 

Historically, Italy and Spain have had 
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ocs 
The sniart source 

for data collection. 

Connect with QCS for Focus Groups in 
major markets across America. 

With 35 focus group suites offering unsurpassed 
professional services, Quality Controlled Services is 
clearly the right choice for your next focus groups. 
You'll find us in these major markets; 

Appleton (WI) . Atlanta . Chicago 
Columbus ( OH) . Dallas . Detroit . Houston 

Overland Park (KS) . Kansas City . Los Angeles 
Minneapolis. Philadelphia. Phoenix 

St.Louis. Seattle 

You can make a virtual visit to each of our facilities 
at our web site location. 

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

We feature large, modern conference rooms, com­
fortable viewing areas and lounges, excellent food and 
amenities, private telephones, quality audio and video 
taping and convenient fax services. Over the years 
we've developed an extensive computerized database 
of consumer, executive, professional, and technical 
respondents. In most cases, locating your respondents 
is faster and more economical using the QCS system. 

All of which should put your @ 
choice in clear focus. QCS makes ~ 
doing business easy. Call us today ® 

for pricing, scheduling, Quality Controlled Services® 
and project booking. http ://www.qcs.com 

1 800 325 3338 ~ FocusVISION NETWORK~ MEMBER 
- - - ~ EqulppedlorvldtolrarmnlsslonoiiiYtlocutgroups 

~ lnsoloc1odmarl!ets 



inconsistent operator and directory 

services and in parts of Africa as well 
as countries behind the old Iron 

Curtain, phone service at times is 

non-exi stent. The cost of telephone 
surveying in As ia varies widely. We 

find that while China 's rates are 

beginning to come down , Vietnam 

and Cambodia have extremely high 

phone rates. 
The percentage of hou sehold 

phone penetration in many of these 

countries is lower than American 

firm s are u ed to , therefore care must 
be taken in how a data collection 
strategy is developed. In Vietnam 's 

Name Creation: Best New Product Branding 

Name Testing. 

For Information Contact: John P. Hoeppner 

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

e-mail: namequest @ aol.com 

llaln& ttu&st ® 
The Science of Nome Creation 

major population centers, for exam­

ple, phones are accessib le to most 
families but it means that an apart­

ment building with 10 families might 

share one common phone. However, 
a normal telephone survey would not 

provide you with a representative 

sample of the total population due to 

a lack of phone access in rural com­

munities. Working with a firm with 
strong local knowledge is critical to 

developing a proper interviewing 

strategy which addresses these 

issues. 

Addressing cultural differences 
Cultural differences in foreign 

countries are also extremely impor­

tant when conducting research over 

the phone. There are cultural nuances 
that can significantly affect the qual­

ity of the data being collected. You 

can do almost the same types of sur­
veys you can in the U.S. Keep in 

mind however, that contrary to popu­

lar belief, the whole world doe n 't 

revolve around the U.S.! So be pre-

Don't you wish 
you knew 

everything? 

Fortunately, nobody does. That's why we can help. 
Our business is data collection . We've done it for 
over 30 years in the Pacific Northwest and we can do 
it for you. We don 't know everything, but we can get 
you the answers .. Call us 

Consumer Opinion Services 
----------· We answer to you 
12825 I st Avenue South Seattle Wa. 98 168 
206-241-6050 FAX 206-241-5213 
ask for Jerry or Greg Carter 

Http://www.Cosvc.com E-mail COS-info@cosvc.com 

pared to reevaluate your process and 

approach. The most common mis­

conception is that any survey 

designed for the U.S. will or should 

work anywhere. While I believe 
researchers intuitively understand 

this, they are often upset when told a 

certain question won't work. 

Some topics are very sensitive , 

such a~ health care, public opinions 
regarding politics and soc ial issues, 

taxes or insurance. Expect differ­

ences in household composition as 

well as extreme differences, or in 
some cases extreme s imilarities, 

between generations on various top­

ics. In short, be prepared for varia­

tion s from what you might normally 

expect. 

For example, when surveying in 

Japan , the topic often determines 

whether it is appropriate to speak to 

the male or female head of house­

hold . Not surpri s ingly, it is easiest to 

survey topi cs of general interest or 

universal appeal, such as television 

and radio. Questions about music or 
sports, or general news items also 

make it rel at ive ly easy to gain coop­

eration for survey . Surveying gener­

al buying habits or advertising is also 

acceptable. 

With so many fami li es working 

outside the home at small , family­
owned businesses, it is often easier to 

find people at home a ll day rather 

than Monday throu g h Friday 

between 5 and 9:30p.m. or on week­
ends. Thi s is because family mem­

bers have more flex sc heduling. Thi s 

cheduling, combined with larger 

multi -generat ion hou eholds, means 

that so meone is home more often to 

answer the phone. Hi torically, 

researchers shied away from calling 
homes too early for fear of skew ing 

the sampl e toward unemployed 

females. 

U.S. data collection goes global 
International research is a natural 

outgrowth of the domestic multilin­

gual/multicultural research being 

done by U.S. data collection compa­

nies. Prompted by the results of the 
1980 Census, many data collection 
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firms began to aggressively explore 
the ethnic markets in the U.S. 
Segmentation tools used to differen­
tiate large ethnic communities in the 
U.S. based on surname were created 
and data collection techniques were 
fine-tuned. Over the years we have 
seen the need for domestic ethnic 
data collection continue to grow, 
especially among the Hi spanic and 
Asian segments of the population. 
And the growth of non-U.S. research 
among the top 25 research firms 
between 1995 and 1996 was reported 
a II percent by Advertising Age. As 
phone rates continue to decline, we 
expect to continue to see growth in 
the international segment. 

Consistent with industry needs, 
telephone data collection is com­
monly conducted from the U.S. in 
many of the world's largest industri­
al countries, such as the U.K., 
France, Germany, Ita ly, Canada, 
Australia, New Zealand, the 
Philippines, Korea, Taiwan, Hong 
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Kong and India. However, we also 
execute phone interviews in Poland, 
Russ ia, Mexico, Brazil , Argentina, 
Columbia and Chile. 

International interviewing pro­
vides an excellent vehicle for U.S. 
data collection firm to better utilize 
their resources. By interviewing 24 
hours a day we are able to match the 
lowest phone rates with local calling 
times worldwide. Because of the 
large mix of immigrants in the U.S., 
companies are able to utilize foreign-
born nationals who are capable of 
bilingual interviewing in English and 

experience in multilingual interview­
ing - one that has the language 
capabilities and that also understand 
each country's cultural nuances , the 
influence of special holidays and 
events, as well as local telephone 
system limitations. Ignoring either 
the ethnic populations in the U.S. or 
international markets can prove 
extremely shortsighted for any busi­
ness with plans for significant growth 
in the future. 0 

· numerou.s native languages- giving fliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 
local insight into markets around the 
world. C PH®NE 
Formula for success 

So what is the formula for success­
ful international survey research? 
Create a sound strategy, work with a 
research firm known for its interna­
tional work and execute your data 
collection through a company with 

Specialists in Small 
Sample Surveys and 
Focus Group Recruiting 

101 Convention Ctr. Drive, Suite1 005 
Las Vegas, NV 89109 
Fax: (702) 734-7598 

Phone(702)734-7511 
E-mail: research@ MRCGroup.com 

• Nationwide weekly consumer omnibus survey 

• Nationally representative household sample of 
1,000 adults 18+ 

• $750 maximum per closed-end question; 
discounts for subsamples, multiple questions, 
long-term tracking 

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

• Guaranteed on-time delivery of full tabulations 

Call Roy Cooper 

1-800-EXP-POLL 
or email express@chilton.net ,. ....... ,.AI RESEARCH 

., ....... .,IWSERVICES 
( 61 0-964-6400) 
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Ideation 

Editor's note: Michelle Taufman is 
a research associate at Doyle 
Research Associates, a Chicago qual­
itative research firm. She can be 
reached at 312-944-4848. 

I
f your company is looking for the 

next breakthrough idea to help 

expand your marketing opportuni­

ties, the answer might be closer than 

you think! Consider conducting inter­

nal creativity sessions among your 

own staff members. With an internal 

ideation session, led by an experi­

enced facilitator, you can take advan­

tage of the creative talents and unique 

perspectives already at your finger­

tips to generate hundreds of fresh 

ideas - for barely a dent in the 

department pocketbook. 

Contrary to popular belief, innova­

tion is not necessarily born from the 
creative or marketing departments 
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alone. Truly novel ideas can come 

from a wide range of individuals 

offering diverse perspectives from 

their own unique views of the world. 

After all, take off our work hats and 

we are all customers and consumers. 

By simply tapping into the creativity 

of a diverse range of staff members 

throughout the organization, from 

research and development, to public 

relations, human resources, and pro­

duction - and even the number 

crunchers, you are expanding the 

breadth and diversity of ideas gener­

ated. The key is getting participants 

from outside the project staff. 

The generation of many new ideas 

is certainly not the only benefit of 

conducting internal creativity ses­

sions. Utilizing internal resources, 

rather than recruiting outside talent, 

can save your company valuable time 
and money. Eliminating external 

recrUiting can help reduce the pro­

ject's turnaround time by more than 

two weeks. And best of all, inviting 

employees to participate in creativity 

sessions shows them that your com­

pany really value their input. Thi 

type of employee recognition can 

prove to be a real morale and motiva­

tion booster. 

Positive and lasting 
Another benefit of internal ideation 

is that it can have a positive and last­

ing influence on your marketing 

team. Facilitated effectively, an inter­

nal ideation session establishes a cul­

ture of innovation that strongly 

rewards openness, enthusiasm, 

uncensored thinking and new ideas 

- and discourages (tactfully and 

with humor) the "evaluation reflex" 

-our natural tendency to judge new 

ideas. (Dismissing new ideas before 
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into 10,000. 

) 

Telephone Interviewing 

Project Coordination 

Data Management 

Data Processing 

Data Collection 
I 

CAT/ System 

Predictive Dialing 

Bi-lingual Capabilities 

w're OAC-OpinionAccess Corp. 
One phone call to us, and we're the One-Stop­
Shop for your telephone interviewing, data 
management and data processing needs. 
We make the phone calls. We process the 
information. We handle your entire telephone 
interviewing project from start to finish. 

That's what makes us unique. 

Market researchers -
you manage-we coordinate. 
We know your time is valuable, so you need 
fast and efficient telephone interviewing 
capabilities, which we provide, thanks to our 
flexible CATI system, integrated with the 
most advanced predictive dialing. 
Our skilled staff of professionals gives every 
project the careful attention to detail that is 
so important for the results that you require. 

We tabulate-you celebrate. 
We do the coding, data entry, and tabulation­
we give you a complete package. That means 
that from start to finish, your entire project is 
faster and more cost-effective. 

We're OAC-Opinion Access Corp. 
We hear you. • • rtnton 

&~p~ss 
31-00 47th Avenue. Long Island Ciry. New York 11101 • Phone 718-729-20AC or toll free 888-489-DATA 
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they are given adequate consideration 

is the quickest route to "same old 
same old.") An idea generation ses­

sion held early in the new product 
development effort can establish 

momentum and a productive attitude 

that will help launch a stronger, better 

product. 
When should you conduct internal 

ideation? Whenever you are seeking 

fresh perspectives or a unique way to 
differentiate your product or service. 

Internal ideation is often the ideal 
choice when you want to generate 
ideas for new: 

• business opportunities; 

• product /line or brand extensions; 
• positioning strategies; 

• product features, benefits; 
• promotions; 

• packaging; 

• public relations efforts; 
• themes and imagery. 

What is the most critical factor 

contributing to the success of an idea 

generation project? Accurate defini­
tion of the session parameters. That 

is, making sure you're creating solu­
tions to the right problem. Internal 

idea generation is most effective 
when the client and facilitator go into 

the session with an in-depth under­

standing of, I) how the results will be 
applied, 2) the ideas that have 

already been explored in previous 
efforts, 3) the types of ideas that 

would be considered for implementa­
tion, 4) the types of ideas that would 

not be considered for implementation 
or are beyond the scope of the current 

project. 
Other tips for conducting a suc­

cessful internal idea generation ses­

sion include: 
- Allow sufficient time for plan­

ning. 
- Choose your ideation team care­

fully to achieve a broad range of per­

spectives and right and left brain 
thinking; avoid idea killers! 

- Choose your facilitator just as 
carefully: he or she plays a critical 

role in drawing out idea from every­

one and keeping the session focused. 

- Pre-brief your idea generation 
· consultant on any hidden agendas or 

political land mines that could handi­

cap the project. 
- Hold the session off-site· to get 

participant away - phy ical1y and 
mentally- from the structured, eval­

uative, , hierarchical office environ­
ment. 

- Position the session as a perk for 
participants. 

- Promote a casual atmosphere for 
the day. 

-Have fun! 

Out of the box 
As Socrates aid, "If you always do 

what you've always done you'll 

always get what you always got!" 
Next time you're looking for a few 

bright ideas, tap the talents of your 
colleagues first, with an internal cre­

ative session. Getting out of the box 

can be easier - and le s expensive 
-than you think! 0 

HOW MUCH CAN YOU SAVE 
AT A NICKEL A lUMBER? 

38 

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 

sTs 
SCIENTIFIC 
TELEPHONE 

SAMPLES 

remember little niceties. Like a 100% 
guarantee. Professional advice. 24 hour 
service. An aggressive discount policy. 
Free record coding and sampling reports. 
No contracts to sign. Even an 800 number. 
Call STS now at 1-800-944-4-STS. 
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www.decisionanalyst.com 

How do you generate new product ideas? 
How do you build a product to fit the concept, 

or a concept to fit the product? 
How do you predict new product success? 

We can answer these questions with a blend of brainstorming, 
focus groups, and depth interviews, plus Conceptor® concept testing and other 

quantitative analyses. Our staff has over 20 years of experience in new products 
research in packaged goods, high technology, telecommunications, and 

computers. Call Garry Upton, Kim Worley, Tim Riggins or 

-.-.. .... , .. . .. . ... •..... .. .... . . . . . . . ... . .. .. . . . ··~ ...... 
••• I ....... . .... . .. .. . , .. . 

• • •• P' ..... . . .. ...... . . ....... .. .... ,. 
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Jerry Thomas for more information. 

Decision Analyst, Inc. 
Knowledge. The ultimate competitive advantage. 

604 Ave nu e H Eas t , Arl in gto n ,Texas 76 011- 3 100 Phon e: 1. 8 17.640 .6166 or 1. 800 .ANALYSIS Fax: 1.817 .640 .6567 
For your free copy of t he new, improved ve r s io n o f STATS 7 pl ease ca ll , w r i t e o r v i it o ur ho m e page a t www.d ec is io na n a lys t. co m 



Survey Monitor 
continued from p. 6 

reported in 1997 in the firm 's Product 
Alert publication not only stand apart 
from the crowd, but manage to offer 
truly new benefits and features. All 
were introduced nationally, regional­
ly, or into test markets in 1997. 

A fun appetizer, an easy main 
course or a tasty snack - it 's all 
three when it comes to versatile new 
Dippin' Pizza. A fun new twist on 

frozen pizza, Dippin' Pizza is a ring­
shaped, cheese-stuffed pizza that 
comes with its own bowl of zesty dip­
ping sauce. Just pull or cut off pieces 
and dip them in the sauce. Waupaca, 
Wis.-based Chef Fresh Frozen, Inc. is 
the manufacturer. 

Every young athlete's dream is to 
end up on the front of a Wheaties 
box. Impossible for all but a select 
few, those dreams can (almost) come 
true for kids that live in areas that 
offer new HomeTown Stars Cereal 

from Bismarck, N.D.-based Carlisle 
Cereal Co. That's because the front of 
these cereal boxes feature pictures of 

. local sports teams, making them 
instant collector's items and conver­
sation pieces. 

Do you drink more than three 
glasses of milk a day? If not you may 
not be getting enough calcium, which 
is where Uncle Ben's Calcium Plus 
Rice comes in. Fortified with calcium 
and eight essential vitamins, Calcium 
Plus contains as much calcium (in 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ each one-cup serving) as a glass of r-·-·-·-·-------·-·-----·-·-·-• 
flcpert Vi<(eoc,o.,~ere.,e,;.,~ 
at o.,e low, J,oorly ra-te. 

With GroupNet's new hourly pricing, you won't have to guess at your research costs 

because you'll already know! Each of GroupNet's 25 members charge only $275 per 

hour* for the best in videoconferencing services, whether for focus groups or one-on-

one sessions. GroupNet's new hourly rate really saves you money since you pay only for 

the time you book. It's yet another way GroupNet makes budgeting your research 

projects simpler than e~r. And just like you've come to expect, each GroupNet member 

is always on call for the best recruiting, services, and facilities. 

tJow, tl1at' s really SttJart: 
So, call os. 

1-800-288-8226 

(jrOUpmJNeT~ 
VIDEDCDNFERENCING Al LI AN CE NET WORK , I NC. 

Si~t~r-le. E''ec.fi"e . S~t~~rf. 

L*Ciien t to GroupNet transmission J 
----~---~----~---------------~ 

~-----------------------------· 

milk. It's an easy and painless way to 
·add calcium to the diet. Consumers 
can choose from two varieties -
Original Long Grain Rice and Instant 
Long Grain Rice. 

Ever long for a bowl of ice cream 
only to lose the longing after scoop­
ing through ice cream that has the 
consistency of dried concrete? Well 
you can put those ice cream scoops 
away thanks to Breyers Soft ' n 
Creamy Ice Cream. That's because 
Soft' n Creamy scoops right out of the 
carton, straight from the freezer, 
without bending your spoon. Offered 
in chocolate and fudge twirl flavors , 
it's new from Green Bay, Wis.-based 
Good Humor-Breyers Ice Cream. 

Colgate Total Toothpaste does it 
all. It's the first and only toothpaste 
on the U.S. market to help prevent 
gingivitis, plaque and cavities simul­
taneously. It's also the first toothpaste 
to contain the antibacterial ingredient 
triclosan as well as the patented 
copolymer Gantrez, which binds tri­
closan to teeth, producing a timed 
release action that enables Colgate 
Total to work between brushings -
another first for toothpaste. It's new 
from New York-based Colgate­
Palmolive Co. 

Every parent knows the drill : water 
and dispo able diapers don't mix , so 
those summertime trips to the beach 
or dips in the wading pool mean rub­
ber pants or nothing at all. That was 
before the introduction of Huggies 
Little Swimmers Disposable 
Swimpants from Neenah, Wis.-based 
Kimberly-Clark. Unlike regular dis­
posable diapers which swell in water, 
Little Swimmers contain unique 
absorbent material that protects with-
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no More Problems. Dnlv 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: 

• 150 CAT/ stations 

• 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 Timeliness & 
Price Reliability 

Let us show you the perfect solution to your field 
service needs. 

Call Mark Sullivan at (520) 296-7075 
or Mike Schlegel at (2 7 2) 352-0445 

PhoneSolu1J6ils 
Tucson Albany New York 

liOur Calling 
Is Your 

Calling" 



out swelling in water. Little 
Swimmers come in two sizes and sev­
eral colors, including hot pink, royal 
blue and turquoise. 

Coppertone Kids Colorblock 
Disappearing Purple Sunblock is 
another innovative convenience prod­
uct aimed at parents who have their 
hands full. Applying sunblock to kids 
is difficult even in the best of circum­
stances, and when you miss a spot, it's 
obvious only after the damage is done. 
Colorblock puts an end to those 
missed spots because it goes on purple 
so you can see what's covered and 
what isn't. The purple color disap­
pears completely after the SPF 30 sun­
block is rubbed into the skin. 
Colorblock is new from Memphis, 
Tenn.-based Schering-Plough 
HealthCare Products, Inc. 

If window cleaning, especially out­
door, second-story windows isn ' t your 
bag, then you might want to check out 
new Windex Outdoor Concentrated 
Liquid Glass Cleaner. Just hook this 
bottle up to your garden hose and 
spray your windows, right through the 
screens! Harmless to plants, paint and 

• Where to look for published market 
research online 

• How to cost-effectively search online 
databases 

• Step-by-step directions on how 
to get straight to the vital information 
within a research report online 

• Describes, analyzes, and compares 
more than 80 market research 
publishers and their publications 

siding, Windex Outdoor features a 
special sheeting action that allows 
windows to dry without wiping. A 32 
fl. oz. bottle cleans 18-23 windows. 
Windex Outdoor is manufactured by 
Racine, Wis.-based S.C. Johnson & 
Son. 

Americans are eating more meals 
away from home and on the run, 
which is probably good news for dry 

easily carried in a purse or pocket. 
They're new from Racine, Wis.-based 
S.C. Johnson & Son, Inc. 

Tide HE High Efficiency Laundry 
Detergent may be a little ahead of its 
time in 1997, but it 's likely to be the 
first of many products designed to 
work with new horizontal axis wash­
ing machines starting to appear in 
stores. These front-loaders use up to 

New Product Counts by Industry (1993-1997) as reported in Product Alert 

~ ~ t:Jealtb Ill 6eau1Y 8ids ~ M.i.s.Q. Pet PrQQU!:;tS 
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 
1997 10,416 3,424 9,371 1,177 291 582 

Note: The "Miscellaneous" classification includes tobacco, car care and items related to foods, beverages, health & beauty aids and household products. 

cleaners but bad news for clothes. 
Clothes get a reprieve with Shout 
Wipes, which take the stain removing 
power of Shout brand stain treater on 
the road in a towelette format which, 
when used on fresh stains, keeps most 
from setting into clothes and elimi­
nates many completely. Packed in 
convenient pouches, Shout Wipes are 

How To 

40 percent less water per wash and 
over 50 percent less electricity than 
regular washers. But using regular 
detergent in them can bring their 
mechanical cleaning action to a 
screeching halt due to oversudsing, 
something low-sudsing Tide HE pow­
der and liquid address. Tide HE is new 
from Cincinnati, Ohio-based Procter 

Just Published! 

Find Market 
Research Online 
The only guide to finding, evaluating, and effectively 
using published market research online. 

• What each service offers ... what they 
charge ... when they are updated ... 
what they cover ... 

• Que tions to ask. .. strategies to 
use ... warning signs to look fo r 

• How to determine the quality of 
research 

• How to use the Internet for your 
research needs 

• Assessments of today's most popular 
Internet search engines 

• Search trategies, commands, and 
fea tures 

• How to find the market research you 
want on: DataStar ... Dialog ... FT 
Profile ... I!Plus ... Profound ... Lexi -

ex is ... And More ... 

r-----------------------------------------------------, 
i FREEl One Year of Updates: The guide i 
! will be regularly updated and all updates ! 
! for one year after purchase are FREE. ! 

l __________ ~ __ ?_~~-~~~~--:- -~-~!~·-~~- -~-- --------- J 
Call now to order 
1-800-346-3787 
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& Gamble. 
Some of the more interesting inno­

vations in 1997 came from interna­
tional markets. These top five interna­
tional innovations were chosen from 
the new product innovations featured 
in Marketing Intelligence's 
International Product Alert. 

Made with menthol and eucalyptus, 
Wrigley's Airwaves Chewing Gum 
claims to be the first "vapor release" 
chewing gum in the U.K. and alleged­
ly minimizes nasal congestion. 

slows down hair regrowth. 
For more information call 716-374-

6326. 

Strong brand equity 
bolsters Web site 

As the number of site on the 
Infobahn continues to proliferate with 
almost unbelievable speed, its toll 
upon both consumers and producers 
of Web site content is becoming 

Web today is no longer "simply" hav­
ing a presence on the Web, but retain­
ing and maintaining their on-line cus­
tomer base. Companies can no longer 
assume that "if they build it, the cus­
tomers will come," or, even more 
important, that "they will come 
back." 

As reported in the Cyber Insider 
newsletter, a publication of Cyber 
Dialogue and Yankelovich Partners 
Online, a Cyber Dialogue Omnibus 

How do you get kids to eat their 
vegetables? If you're the maker of new 
Wacky Veg Vegetables you add choco­
late flavoring to your carrots, baked 
bean flavors to peas and pizza flavors 
to sweet corn. They ' re offered in the 
U.K. 

increasingly 
clear. Web 
surfers report 
feeling lost, 
overwhelmed 
by an abun­
dance of sites 
commercial 
and personal, 
while compa­
nies are getting 
lost, their sites 
floundering in 
an ocean of 
information. 

Returning 'Home' - Reasons More Likely to Return 
to Some Web Sites than Others 

Easier and safer to open and close 
than cans (particularly for children or 
families with kids) is the new reseal­
able standing pouch for Inaba Vacuum 
Pack Tuna, which is offered in Japan. 

You don't need a spoon to enjoy 
Yoplait Petit Miam Dairy Dessert 
Tubes. Available in berry and vanilla 
flavors, this fro mage frais is packaged 
in plastic tubes that eliminate the need 
for a spoon. It's sold in Australia. 

Women who hate to shave their legs 
are a natural market for Bio Depiless 
Body Lotion. New in the U.K., this 
moisturizing lotion is made with a bio­
logical hair retardant that actually 
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Internet revolution. But it is becoming 
ever more obvious that the crucial 
challenge facing companies on the 
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Visit our web site at http://www.brandinst.com BRAND INSTITUTE, inc. 

59% 

survey conducted in October 1997 
suggested that one of the keys to 
building a stable, loyal customer base 
on-line is differentiation through a 
strong and trustworthy brand pres­
ence. In the survey of 300 consumers 
the most-cited reason for first-time 
and repeat visits, ranking above even 
the traditional "free stuff' require­
ment (56 percent), is trust in a com­
pany or brand name (59 percent). 

Respondents in the survey also 
mentioned customized E-mail news 
updates relevant to the consumer's 
interests (51 percent), and site 
announcements or updates (50 per­
cent) as important factors in their 
decision to return to a site . 
Interestingly, the survey's partici­
pants identified the recognition of a 
brand from off-line media such as TV 
and magazines as a relatively minor 
component (40 percent) of the equa­
tion for building and sustaining loyal 
site visitors. 
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The survey questions also sought to 
examine the role of branding in pro­
moting customer click-thrus. When 
asked what makes them more likely 
to click on some Web page advertise­
ments than others, respondents 
emphasized having the right product 
(90 percent), being a recognizable 
off-line brand (54 percent), and pos­
sessing a sense of humor (52 percent) 
as being among the most motivating 
factors. Toggle-this (http://www.tog­
glethis.com), one of the more suc­
cessful on-line advertisers, uses a 
sophisticated blend of humor and 
clever programming to keep comput­
er users glued to their desktops. 

Taken together, these survey ques­
tions highlighted the difficulties of 
successful site and product branding 
in a largely undifferentiated medium 
where all sites are initially created 
equal. The data suggests that while 
companies with established off-line 
brands possess an inherent marketing 
advantage over any upstart on-line 
competition - even in cyberspace­
this leverage is far from secure. 

The democratic nature of the 
Internet- where consumers can eas­
ily vote with their mouse clicks and 
keyboard strokes - makes brand 
leveraging of paramount importance. 
The emphasis placed by respondents 
upon trust in a brand, but not neces­
sarily upon one with an established 
off-line presence, suggests that mar­
keters must strive to safeguard the 
"name" above all else. The data sug­
gests that marketers and companies 
who acquire a reputation for exploita­
tive on-line behavior- the selling of 
lists, high-pressure selling, or overly 
personal questioning - will have 
gained little and lost much. For more 
information call 212-255-6655. 

Local carriers may 
lose customer base 

Local phone companies could be at 
risk of losing more than a third (36.5 
percent) of their current residential 
customer base as competition increas­
es in the local market, based on the 
findings of a national study conducted 
by Aragon Consulting Group's 
research subsidiary. Aragon is a St. 
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Louis-based management consulting 
firm that serves the telecommunica­
tions, utility and media industries. 

responses, such as "whichever com­
pany offers the least expen ive 
option," "depends on the service" or 
they simply could not say what they 
would do. 

Since the Telecommunications Act 

long-distance and local telephone ser­
vice providers as well as their electric 
utility and cable television carrier on 

· a cale of one to even, with seven 
being "very reliable." 

"The telephone companies clearly 

These findings surfaced when resi­
dential telephone customers partici­
pating in Aragon's study were asked 
which they would select to provide 
their local phone service if they could 
choose from among their current 
provider, a long-distance carrier, an 
electric utility or cable television 
company. 

Who would you choose to provide your local telephone service? 

"While it's true that 63.5 percent of 
our respondents say they would 
select their current local phone com­
pany, we expected this number to be 
high - the local companies have the 
home field advantage," says Gary 
Miller, chairman and CEO of Aragon 
Consulting Group. 

"That said, it's notable to find that 
14.5 percent of respondents say they 
would pick their long-distance carrier 
for local service, 3.8 percent say their 
electric utility and 1.2 percent say 
their cable company," says Miller. 

The remaining 17.0 percent partic­
ipating in the study gave other 

of 1996 opened the door to such com­
petition among service providers in 
the local calling market, Aragon also 
asked consumers to rate the reliability 
of the service they receive from their 

Source: Aragon Consulting Group's ResearCh SubSidiary , St LoUis 

came out ahead on the reliability 
scale with 71.0 percent of respon­
dents saying their long-di stance ser­
vice is 'very reliable ' and 70.0 per­
cent say ing their local phone service 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ is 'very reliable ,' but the electric util­

Sawtooth Software Just 
Increased Your Vocabulary ... 

ICE (Is) abbr. Individual Choice 
Estimation. Software for estimating 
individual-level utilities from CBC data. 

Leading-edge researchers and academics have been investigating 
individual-level models from Choice data. Those methods have 
been very time intensive and not generally practical. 

ICE is a new approach and the first software package 
to make individual choice estimation from CBC data 
accessible to practitioners. 

Markets don't consist of clean segments. Respondents are 
unique. Take Choice analysis to a new level. Call today for 
information and a technical paper. 

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 

ities are on their heel s," says Miller. 
Nearly 64.0 percent of those who 

participated in the study rate electric 
service as "very reliable," while only 
32.9 percent of cable company cus­
tomer rate that service similarly. 

"Thi s data gives credence to future 
alliances between long-distance com­
panie and utilities, much like that of 
AT&T with Kan sas City-based 
UtiliCorp United and Philadelphia­
based PECO Energy Co., as long-dis­
tance companies look for ways to 
enter the local market and utilities 
facing deregu lation search for addi­
tional streams of revenue," says 
Miller. "The utilities have the net­
work to provide the residential con­
nections and a relatively good reputa­
tion for reliable ervice, while the 
long-distance carriers have the 
telecommunications expertise and an 
even better service reputation." 

A national random sample of 400 
adult was drawn to complete the 
study with a ±5 percent margin of 
error. For more information call 314-
726-3403 . 
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Product & Service Update 
continued from p. 8 

change text fonts on-screen to produce 
a "house style" for the urvey. Any style 
can be saved and later applied to other 
questionnaires. Visual QSL also 
includes a tran lation module designed 
to make the set up of international sur­
veys easier. After a survey has been 
written in one language this module can 
be used to present text from the survey 
for translation into any of 16 other lan­
guages. The survey script is updated 
automatically as the text is tran lated 
and the finished survey can then be used 
to interview respondents in any of the 
languages specified. For more informa­
tion call Hank Copeland at 561-842-
4000 or visit the company's Web ite at 
http://www.ws.pipex.com/ptt. 

Stats package designed 
for non-technical users 

Assessment Technologies, Inc., 
Preston, Minn., is now offering its pro­
prietary, in-house software package for 
sale. MergeTABS 2.0 is a Windows 95-
based application that allows users to 
create crosstabs and statistics, for use in 
a mail merge data file, without any 
knowledge of programming. The out­
put file may be used to mail merge the 
frequencies, percentages and statistics 
into a mail merge report form that has 
been created using packages such as 
Microsoft Word, WordPerfect, 
Framework, and dBASE/FoxPro or any 
package that allows mail merge forms 
to be developed. Command files can be 
created and saved using a simple, self­
prompting, on-screen form that lets 
users compute crosstabs (frequencies, 

Kit links data acquisition N's, and percentages), bivariate and 

and analySiS univariate stati tics (Student's t-test for 
independent and dependent samples, 

choosing a data file, and running the 
command file. For more information 
call 507-765-4985 or visit the compa­
ny's Web site at 
http://members.aol.com/assesstch/. 

Quantime to offer new 
capabilities 

New York-based Quantime, a 
provider of research software and ser­
vices, has introduced software 
enhancements to ensure that results 
from multiversion surveys are directly 
comparable. Quantime will release a 
version of its CAPI software with a 
translation database facility that stores 
translations separately from the logic, 
reducing errors becau e the logic need 
only be defined once. At the data 
analysis stage, users of Quantime soft­
ware can now choose the language in 
which to display text when viewing 
variables or running tables. This year 
the company expects to offer its soft­
ware in various Asian languages in 
Windows. For more information c~l 
Anastasia Schleck at 212-447-5300 or 
visit the company's Web site at 
http:/ /www.quantime.com. 

COB launches Web site, 
panel surveys 

StatSoft, Inc., Tulsa, Okla., has Pearson correlation, and chi-square), 
released the Statistica Connectivity Kit, and descriptive stati tics (average, 
an application de igned to integrate standard deviation, variance, mini­
Statistica for Windows statistics and mum/maximum range). The command 
analytic graphics software with external files are saved to a text file and may be 
sources of data such as real-time data reused to analyze new/updated data 
acquisition and monitoring systems, and rerun mail merge reports. A library 
measurement devices, data collectors, of command files may be built for each 
or laboratory equipment. The Statistica project allowing users to re-run data in 

Connectivity Kit can read data via seri- seconds by opening the command file, CDB Research & Consulting Inc., 
~ ports or from PC-bus-compatible ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
interface cards, uch as the universal, 
high-performance Rockwell/DataM yte 
InterGage card. The Statistica 
Connectivity Kit also includes options 
to facilitate connecting Statistica to 
specialized databases that store the rel­
evant information. The application can 
be used in a variety of environments, 
from simple ingle-workstation 
arrangements to large enterprise-wide 
computing environments (e.g., where 
multiple Statistica Connectivity Kit 
applications connected to multiple data 
acquisition channels would preprocess 
data and then feed them into the 
Statistica databases, to be then trans­
ferred to corporate databases). For 
more information call 918-7 49-1119 or 
visit the company's Web site at 
http://www.statsoft.com. 
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New York, has launched a Web site at 
http://www.cdbresearch.com. The site 
includes results of CDB 's new Hidden 
Value Index research, which provides 
investors a new way of looking at 
companies. The survey asks financial 
analysts to rate companies in selected 
industries on eight "Hidden Value" 
assets, including "Concern for and 
relations with its employees," "Ability 
to reduce costs," and "Research and 
development, intellectual capital , and 
ability to innovate." Also on the site 
are results from the first dozen Trends 
Capsules Surveys, research on quality 
of life issues ranging from consumers ' 
health and well-being to their access 
and use of technology. The data is 
gathered from the firm's proprietary 
National Research Panel of consumer 
attitudes and trends. 

CDB 's America's Forum bi-month­
ly panel surveys provide consumer 
opinions , attitudes and behavior. 
Questions are included in the firm 's 
bi-monthly panel surveys along with 
those of other clients. Panel members 
are recruited through standard ran­
dom-digit technique. Client compa­
nies may commission one question or 
many. Client company data can be 
representative of the entire American 
public or focus on special demograph­
ic groups. For more information call 
Larry Chiagouris at 212-367-6858. 

Polk offers incidence rate 
information 

Polk's Research Sampling Group has 
completed a study that measured inci-

Select Calls Completion 
Made Rate 

Cell Phone Owner 997 301 30.19% 

Dog Owner 1,039 300 28.87% 
Frequent Flyer 1,354 287 21 .20% 
Pager Owner 1,097 300 27.35% 
Diabetes Sufferer 705 300 42.55% 
On-line Service 1,297 360 27.76% 

Humulin User 1,100 300 27.27% 

Cardizem User 864 321 37.15% 
CD-ROM Owner 735 297 40.41 % 
Bufferin User 665 292 45.11 % 

Total 8,499 3,079 36.23% 
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dence rates from some of its more 
popular selects. The study measured 
incidence rates among self-reported 
data gathered through Polk's Survey 
of America, DataCap, and product 
information questionnaires. Incidence 
rates are the rate of occurrence or the 
percentage of households on a partic­
ular sampling list that actually have 
the identified select criteria. The find-
ings provide information to 
researchers who are interested in more 
accurately estimating their study 's 
costs and in-field timing/scheduling. 
The results are from a telephone sur­
vey initiated to measure the incidence 
rates among 10 Polk data selects (see 
below) . Additionally, demographic 
data on Polk's consumer files were 
compared to the responses obtained 
through the survey for home tenure, 
age, income and number of children. 
Approximately 300 surveys (3,000 
names) were completed for each of the 
10 selects. To obtain a copy of the 
entire incidence rate study or for more 
information call 888-225-1434. 

New Principia 0 M R 
software 

Principia Products, Inc., West 
Chester, Pa., has introduced Remark 
Office OMR version 4.0. The software 
scans forms containing optical marks 
(bubbles or checkboxes) and barcodes 
from plain-paper forms. It supports 
virtually all scanners currently on the 
market. The software eliminates the 
need for specially printed forms 

Incidence Responses 95% Confidence 
Limits 

Yes No Don 't Incidence Lower Upper 
Know Rate Limit Limit 

228 45 28 75.75% 70.91 % 80.59% 
225 73 2 75 .00% 70.1 0% 79.90% 

207 67 13 72.13% 66.94% 77.31% 

216 80 4 72.00% 66.92% 77.08% 

212 77 11 70.67% 65.51 % 75.82% 
225 115 20 62.50% 57.50% 67.50% 

185 104 11 61 .67% 56.16% 67.17% 
178 124 19 55.45% 50.01 % 60.89% 

144 90 63 48.48% 42.80% 54.17% 
117 177 6 40.07% 34.45% 45.69% 

1,943 959 177 63.10% 61.40% 64.80% 

employing drop-out colors and timing 
marks. Forms can be created with any 
word processor or survey design pack-

. age and can be printed on any laser 
printer. The output is compatible with 
any database, spreadsheet or stati stical 
package. The product is available in 
both 16-bit and 32-bit versions. 
Version 4.0 adds the ability to perform 
database verification of scanned infor­
mation ' and can import and export to 
more than 30 different file formats 
including Excel, Access, FoxPro, 
SPSS and ODBC compliant databases. 
For more information call 800-858-
·0860 or visit the company's Web site at 
http:/ /www.Pri nci piaProducts.com. 

NOS offers geocoding 
product 

National Decision Systems (NDS) 
has released PrecisionCode I .0, a new 
geocoding solution . PrecisionCode 
will augment any customer file with 
the following: 

• Batch appending latitude/longi­
tude coordinates to customer address 
files. This function can be used with 
mapping software packages to see 
where customers are traveling from 
and how far they are traveling to reach 
the business . 

• Appending market segmentation 
codes from the leading segmentation 
packages to their customer address 
files. Market segmentation coding is 
available for Micro Vi sion, PRIZM 
and ClusterPlus. 

• Appending geographies to any 
customer address. PrecisionCode can 
append exact latitude/longitude coor­
dinates, ZIP+4s, ZIP codes, state, 
county, census tract and block group 
codes to any customer address. 

• Standardizing customer address 
records. Address standardization mod­
ifies the street, city and state names 
within the customer's file to adhere to 
USPS standards. 

PrecisionCode uses the Qualitative 
Marketing Software geocoding engine 
to calculate address or intersection lat­
itude and longitude coordinates. It 
includes Wizard screens and on-line 
help to walk the user through each 
process. For more information call 
800-866-6510. 
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Mint 
continued from p. 11 

warm up the entrance to the Museum 
of Craft + Design with wood floors 
and neutral tones. 

The research also served to validate 
the Mint's decision to consolidate its 
collections in the existing museum 
around a more focused theme - art in 
the Americas. The Mint is reinstalling 
its collections accordingly and in 
chronological order, starting with pre­
Columbian art and artifacts and mov­
ing up through modem art. The collec­
tion will be peppered with key. 
European pieces representative of the 
various influences on American artists 
at a specific point in time. Art that no 
longer fits this redefinition, as well as 
copies and lesser pieces by an artist, 
will be auctioned off in order to raise 
capital for additional acquisitions. 

What is a craft? 
Interestingly, the research generally 

supported the plan to create a Museum 
of Craft + Design, but indicated a 
greater educational outreach effort was 

cated a $5 to $7 fee structure would be 1999, with the White House 
acceptable, with joint museum mem­
berships even more attractive. The 
Mint is looking into joint member­
ships for both its own locations and 
with those of other uptown institu­
tions. 

Many museums offer visitors food 
and beverage service, and the Mint 
was curious as to whether it should. 
The research resulted in a resounding 
"yes." Respondents wanted some type 
of food service at both locations. 
Unfortunately, neither the Mint 
Museum of Art, nor the Museum of 
Craft+ Design is equipped to offer an 
on-site restaurant to the general public. 

However, ince the craft museum i 
located uptown near a number of 
restaurants and cafes, the museum 
may give visitors a map that indicates 
where food and drink can be pur­
chased nearby. This will be particular­
ly important for attracting the uptown 
worker on his or her lunch hour. 

Clear understanding 
The Mint Museum of Craft + 

Design is scheduled to open January 

Collection of American Craft, created 
under the auspices of Hillary Rodham 
Clinton. It will be the last stop on this 
prestigious collection's tour before it 
is permanently installed at the 
Smithsonian. Mounting this show also 
fits in well with the research results, 
which indicated the public wants to 
see more national touring shows, 
something to which both the Mint and 
the Mint Museum of Craft + Design 
are committed. 

These are just a few of the issues that 
the marketing research was able to 
clarify for the Mint Museum of Art as 
it moves into the next century. With 
answers to puzzling questions and a 
clear understanding of public wants 
and desires, the Mint is able to avoid 
the pitfalls faced by any new business 
or one in the throes of redefining itself. 

These answers will serve as guide­
posts as the Mint Museum of Art and 
its new sibling, the Mint Museum of 
Craft + Design, strive to meet some of 
the changing cultural needs of 
Charlotte and the surrounding com­
munities in the coming years. 0 

neededoobetterdefineilieconcept. ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

According to some of the findings 
from both the focus groups and the 
questionnaires, the public does not 
have a clear understanding of what is 
meant by craft. Crafts can be anything 
from rudimentary folk art to studio 
glass. Obviously, an effort must be 
undertaken to educate the market as to 
what is meant by craft and to clearly 
explain what is to be included in the 
new location. 

Parking and price are two typical 
attendance barriers for any urban loca­
tion, and the Mint Museum anticipat­
ed both might pose a problem for the 
new Museum of Craft + Design. The 
research suggested the museum make 
plans early on to alleviate the parking 
crunch as its impact on attendance 
could be severe from the beginning. 
Potential customers revealed they 
worried about the availability, cost and 
safety of parking uptown. 
Accordingly, the Museum is exploring 
the possibilities of safe, close visitor 
parking. 

Admission price also emerged as a 
definite issue for both the existing and 
the new museum. The research indi-
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Data Use 
continued from p. 15 

water heater are all cognitive decisions and that the selec­
tion of a beer, a skin cream or a pair of pants are all non­
cognitive. One might also argue that all decisions made 
by humans are non-cognitive or at least have a substantial 
non-cognitive component. 

However, trade-off techniques that employ direct ques­
tions (self-explicated and , hybrid) all assume that the 
behavior being modeled is cognitive, because at least 
some of the product attributes are being rated in a way 
that requires both awareness and honesty from the respon­
dent. That is, the respondent must be aware of the degree 
to which a product attribute affects his or her purchase 
decision and also be willing to admit to it. 

Additionally, any data collection methods that rely on 
verbal or written descriptions of product attributes all 
assume that the behavior being modeled is cognitive, 
because the process of understanding a verbal or written 
description is itself a cognitive behavior. 

Non-cognitive trade-off models should be based on an 
indirect trade-off technique (conjoint or discrete choice) 
and data collection that, to the greatest degree possible, 
relies on experience rather than language to communicate 
the product choices. For example, if you are modeling the 
pant selection process, show re pondents a variety of 
pants that they can see and touch. A consumer may 
respond to the phrase "light blue pants" very differently 
than he or she would to a particular pair of light blue 
pants. If you are modeling beer purchases, show respon­
dents cans of beer. 

Here are the four main types of trade-off: 
• Conjoint analysis. Conjoint analysis is the original 

trade-off approach and uses linear models. There is met­
ric conjoint, where respondents monadically rate various 
product configurations, and non-metric conjoint, where 
respondents rank a set of product configurations. There 
are also full-profile conjoint, partial-profile conjoint and 
pairwise conjoint. Full-profile conjoint uses all product 
features in every product configuration. Partial profile 
conjoint use a smaller sub et of available product fea­
tures in the product configurations. Pairwise conjoint 
requires the respondent to rate their preference for one 
product over another in a paired comparison. We will only 
discuss conjoint methods in general in this article. 

Conjoint models are simply regression models which 
are constructed for each individual respondent. Typically, 
each respondent rates or ranks 20 to 30 product configu­
rations. Each product configuration contains different lev­
els of the product attributes being tested. If the product 
levels are varied appropriately (the role of experimental 
design), a regression model can be estimated for each 
individual, using the product ratings as cases. The coeffi­
cients from the model are the utilities or utils. 

A conjoint approach should be used if a limited number 
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of attributes needs to be tested and/or utilities need to be 
estimated for individual respondents, e.g., conjoint-based 
segmentation. 

• Discrete choice. Discrete choice usually differs from 
conjoint in that respondents are hown a set of products 
from which they pick the one they most want to buy or 
none if they are not interested in any of the choices shown 
(rather than rate or rank choices). Respondents are shown 
several sets of choices sequentially. For each choice set, 
they are asked to pick one or none. This is in contrast to 
most forms of conjoint where respondent are not allowed 
to choose none of the product options. The di crete choice 
procedure has the advantage of being more like the actu­
al purchase decision process than do any of the data col­
lection methods used in most conjoint studies. 

Also, in conjoint methods, the mathematical models 
constructed to simulate market behavior are based on lin­
ear regression models. In discrete choice, the basis is the 
multinomial logit model, which is non-linear. Another 
analytical difference is that, in conjoint procedures, the 
utility weights are estimated for each respondent individ­
ually. These weights can often provide the basis for a very 
powerful customer segmentation. Most commercially 
available forms of discrete choice do not allow this 
option, although this may be rapidly changing. 

Further, because discrete choice models are generally 
estimated at the aggregate level, there exists the possibil-

ity that respondents will have strong but opposite prefer­
ences to one another. These preferences will effectively 
cancel each other out when the model is constructed at the 
aggregate level, yielding the incorrect conclusion that 
respondents had no strong preference. This is sometimes 
referred to as the heterogeneity problem. If a form of dis­
crete choice is used which allows for estimation of utility 
weights at the individual respondent level, the hetero­
geneity problem is solved. There are also several other 
potential solutions to the heterogeneity problem. 

There are two basic forms of discrete choice: classic 
and exploding data. Classic discrete choice involves 
showing a respondent a series of sets of products (as 
described above). In exploding data discrete choice, 
respondents are asked to rank order a set of products 
based on purchase interest (similar to non-metric con­
joint). This rank-ordered data set can be transformed into 
a format suitable for Iogit model estimation. Exploding 
data discrete choice has the advantage of more efficient 
data collection over classic discrete choice. The exploding 
data approach creates many times more data points (or 
cases) than the classic approach with the same interview 
length. 

Discrete choice should be used if the primary objective 
of the study is to estimate market share or price sensitivi­
ty, a limited number of attributes need to be tested and the 
sample population is known to be homogeneous with 
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respect to all product attributes. 
• Self-explicated scales. Conjoint and discrete choice 

both determine respondents utilities indirectly. Self­
explicated determines respondents' utilities directly. 
With self-explicated scales, respondents are asked direct­
ly how important all levels of all attributes are to their 
purchase interest. Despite its conceptual simplicity, self­
explicated models have been shown to be comparable to 
conjoint models. 

Self-explicated conjoint analysis requires respondents 
to reveal their utilities directly. Accordingly, standard 
questionnaire methods can be used to collect the infor­
mation. The most common form of the technique 
involves the following steps: Respondents are informed 
about all the attributes and their levels, and the respon­
dents are then asked to identify attribute levels that are 
totally unacceptable to them. From among the acceptable 
levels of the attributes, respondents are asked to indicate 
which are the most preferred and least preferred levels of 
each attribute. 

Using the respondents' most important attribute as an 
anchor, importance ratings are gathered for the other 
attributes (on a 0 to 100 scale) . For each attribute, the 
desirability of the different acceptable levels within the 
attribute is rated. Utilities for acceptable attribute levels 
are obtained by multiplying the importance rating and the 
desirability ratings. The utilities are then entered into a 
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choice simulator program, and choice information simi­
lar to other conjoint programs can be obtained. Self­
explicated approaches are useful when there are many 
attributes, no interaction effects and the decision process 
being modeled is cognitive. 

• Hybrid models. Hybrid models are models that _use a 
combination of self-explicated scales and either conjoint 
or discrete choice. The most popular hybrid model com­
bines self-explicated scales with conjoint. In this proce­
dure, a computer program prompts the interviewer with 
questions . The procedure is as follows: 

Respondents are first walked through a battery of fea­
ture-importance ratings and rankings; second, through a 
series of pairwise trade-offs of different product configu­
rations. The product configurations shown to any one 
respondent may not include all of the attributes being 
tested. 

The configurations to be paired are based on the 
answers to the importance questions and rankings asked 
in the beginning of the interview. Items that are consid­
ered of little importance show up in the comparisons less 
often. Items that are considered of greater importance 
show up in the comparisons more often. 

For each pair of products being tested, the respondent 
is to indicate which product they prefer and the degree to 
which they prefer it. 

The software continues prompting with pairwise com­
parisons of product configurations until enough data has 
been collected to estimate conjoint utilities for each level 
of each feature. Since the procedure is adaptive, only a 
fraction of the total number of possible product combi­
nations are tested. 

Hybrid models are appropriate for building preference 
models of cognitive behavior with large numbers of 
attributes. They are generally inappropriate when price 
sensitivity, non-cognitive purchase decisions or interac­
tion terms are to be modeled. 

Variety of approaches 
There are a variety of commercially available 

approaches to trade-off analysis, each with its advantages 
and disadvantages. Which trade-off procedure is best is 
dependent on the issues and constraints of each market­
ing problem. The marketing problem should be discussed 
with a researcher who is knowledgeable in all potential 
methodologies before a research approach is selected. 0 

References 
Pierre Fran~ois , Douglas L. Maclachlan and Anja Jacobs, "Bridging 
Designs for Conjoint Analysis: The Issue of Attribute Importance," 
Leuven , Belgium, 1991-2. An unpublished paper. 
Duncan Luce, Individual Choice Behavior: A Theoretical Analysis, New 
York: John Wiley, 1959. 
Randall G. Chapman and Richard Staelin , "Exploiting Rank Ordered 
Choice Set Data Within the Stochastic Utility Model," Journal of Marketing 
Research, August, 1982. 
V. Srinivasan, "A Conjunctive-Compensatory Approach To The Self­
Explication of Multiattributed Preferences ," Decision Sciences, 1988, val. 
19. 

www.quirks.com Quirk's Marketing Research Review 



Brand equity 
continued from p. 13 

mentioned above. 
The identity of a brand is structuted 

through careful orchestration by the 
brand's marketing team including the 
brand manager, the advertising 
agency, the package design team, the 
distribution channels and others and it 
resides in the consumer's brain. It 
might be the boldness in Bold, the 
smoothness in your Parker pen, the 
promise of freshness in the Jolly 
Green Giant. It is the images, the 
sounds, and the feelings associated 
with the brand. 

How to arrive at the brand's identi­
ty 

To arrive at the brand's identity, the 
administration of carefully selected 
questions is critical. The specific ques­
tions will vary but some administra­
tive issues remain the same. 

1. Be careful to screen for verbal 
and expressive respondents. Start by 
recruiting the brand 's more frequent 
users. Heavy users have more involve­
ment with the product and are more 
vocal about its characteristics. We call 
these "Star Consumers." 

2. Establish rapport. Unless the 
respondent feels rapport with the facil­
itator, the information flow will not be 
as clear and full of insights as it might 
have been. 

3. Stay in rapport and pace the 
respondent so that they stay in a pro­
jective and emotional mode. 

4. Do not ask "Why." "Why" nar­
rows the band of answers. "How" and 
"What" broaden the answers. 

5. Take the respondent through three 
brands in the same category. This 
design not only provides differences 
among brands , it also allows the 
respondent to deal with the "brand­
scape" more effectively. 

6. Stay alert for all the embellish­
ments the respondent brings jnto the 
descriptions. Pay particular attention 
to the beliefs and probe the sources of 
their origin. 

7. Capture key words the respon­
dent uses. (e.g. , Are they visual or 
auditory? Do they relate to feelings? 
Nonverbal clues and voice inflections 
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are also important to consider.) 
8. Using a stimulus like a package 

or an ad or some other visual aid can 
start you off nicely but it's best to hide 
the stimulu soon after the exercise 
has begun so that the respondent can 
use his/her imagination for richer 
information. 

9. Allow 1.5 hours for the complete 
proces . 

10. This process can be accom­
plished through in-depth interviews 
eliciting each of the levels until the 
information stabilizes and no new 
information is elicited. This may 

. require 35 to 50 interviews. 
11. If necessary, elicit the brand's 

identity from competitive brand users 

increase its share of the market? What 
new products or line extensions would 
have a natural fit with this brand? 
What is the brand's capability to be 
extended? 

• The values and beliefs. What is the 
emotional linkage of the brand to the 
consumer? What values does the 
brand satisfy for the consumer? 

• The identity. What is the core iden­
tity of the brand? How can the identi­
ty be described? 

Characterizing a brand's equity 
through this qualitative process does 
not provide the quantitative answers 
most marketers attach to brand equity. 
For instance, it does not tell you what 
the brand's awareness is, or the repeat 

The identity of a brand is structured 

through careful orchestration by the 

brand's marketing team including the 

brand manager, the advertising agency, the 

package design team, the distribution 

channels and others and it resides in the 

consumer's brain. 

to obtain information based on their 
perceptions towards your brand. 
Compare these perceptions with those 
of your heavy users to detect unique 
perceptions among competitive brand 
users which you may wish to change. 

A few sample questions we have 
used very successfully to arrive at a 
brand's identity are: 

• What is the brand-related environ­
ment? What is the environmental 
space in which the brand exists? 
Where is the brand purchased and 
where is it used? 

• What are the brand-related behav­
iors? What are the behavioral func­
tions the brand fulfills relative to other 
brands in the category? How is the 
brand used? 

• The brand's capabilities. What is 
the brand's ability to maintain and/or 

usage patterns of your loyal cus­
tomers, or who are the 20 percent of 
your customers who are 80 percent of 
your sales. These are all quantitative 
tssues. 

This process helps with your mar­
keting communications programs in 
the following ways. It reveals the 
mindsets your consumers have about 
your brand. It provides rich, intuitive, 
strategic intelligence to maximize the 
efficiency of your marketing commu­
nications program and give your cre­
ative writers the hot buttons of you 
consumers. You can form marketing 
strategy, reposition brands, develop 
new names, line extensions and of 
course, advertising strategy. It is 
grounded on your customers so your 
strategy is formed from the outside in 
rather than from the inside out. 0 
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Retaining staff 
continued from p. 18 

necessari ly increased our capability to 
integrate and ascribe meaning to that 
information. An ability to manage rapid 
time frames and mountainous data is 
now a requirement. In our experience, 
this requires significant learning for 
most people and can be quite frustrat­
ing. 

• Corporate downsizing of research 
departments: Today there are fewer sea­
soned researchers within corporations, 
making the outside research firm's task 
ever more challenging. Some of the 
"downsized" senior professionals have 
become consultants. When these sole 
practitioners function as low cost oper­
ators and further drive down price lev­
els, they create additional budget pres­
sures for our industry. Recruiting costs, 
salaries, and other human resource 
expenditures all feel the budget pinch. 

In sum, for our industry as elsewhere, 
this is a time of very great change. 

Managing the staffing challenge 
These business conditions exist today 

and are likely to continue. For rapidly 
growing research firms, the challenge is 
even greater. They must continuously 
recruit, hire and retain talented employ­
ees if they are to continue to grow. 

At BAIGlobal we've given signifi­
cant thought to how to manage our firm, 
attract the best research talent and nur­
ture top business performers. We offer 
these concrete recommendations to 
those who face a similar task: 

1. Create an environment that encour­
ages risk-taking, experimentation and 
responsibility. The benefits to the 
research firm, such as new service 
development, new techniques and busi­
ness growth, outweigh any potential 
risks. However, to encourage employ­
ees to try out various ways of doing 
things, they need to feel support in tak­
ing ri sks. New ideas and different busi­
ness approaches need to be treated with 
respect and given room to develop. At 
the same time, entrepreneurial employ­
ees have to take ownership and respon­
sibility for their endeavors. Those who 
take ownership have a commitment to 
themselves, their co-workers and clients 
to do the best they can to get the job 
done well. 

2. Foster recognition and account­
ability. Recognize good effort and 
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reward it. One of the best forms of 
reward is visibility within the company. 
Make sure that everyone knows when 
an outstanding job was done and that 
excellence matters. To do this, it is 
important to give employees enough 
freedom so that real accountability can 
develop. Management must take a step 
back, since it's difficult for researchers 
to take full ownership of their work if 
supervision is "overcontrolling." 

3. Provide job autonomy within a cer­
tain structure. Market research is a tech­
nical science and the numbers have to 
add up. But it also is a business and pro­
jects have to generate money to pay the 
bills. Within these boundruies, there ru·e 
many different ways to get the job done. 
Let employees put their personal stamp 
on a project and they will feel like true 
partners in their work. 

4. Attract and support people with 
entrepreneurial attitudes. The dictionary 
definition of entrepreneur is "one who 
organizes, manages, and assumes the 
ri sks of a business or enterprise." 
Entrepreneurs are those with a can-do 
attitude who actually get the job done. 
We want new employees with enthusi­
asm as well as technical proficiency. 
(Negativism is catching and not prof­
itable. ) Once hired, we need to support 
some ri sk-taking within a business 
structure. We can set business goals and 
management parameters, then let the 
staff determine the path to take to get 
the job done. Thi s allows each person to 
leverage their own abilities and achieve 
their highest level of success. 

5. Connect rewards to a business 
result. Providing open financial data to 
researchers seems to create a business 
consciousness that is exciting for all. 
Often we find that very talented 
researchers know little about the finan­
cial dynamics of their own industry. 
They welcome the chance to Jearn and 
thus become more accountable for bot­
tom-line results. 

6. Open your financial books. 
Research firms can provide senior 
employees with full financial informa­
tion to truly show them how they are 
doing. Part of the satisfaction in doing 
research is in knowing how well you're 
doing across the months and years. Your 
bottom-line is the best aggregate mea­
sure of how you're doing- individual­
ly, as a group and as a firm. Opening the 
books establishes a common mission 
and goal across the organization. It can 

be used to educate all employees about 
their contribution to the business and 
encourage the balance between team­
work and entrepreneurship that leads to 
profitable growth. 

7. Establish a profit center system to 
connect senior researchers to the bot­
tom-line. Researchers who have a bot­
tom-line responsibility and understand­
ing of their own business have several 
advantages. They realize the full 
dynamics of how the research business 
works. They feel empowered as impor­
tant partners in the research firm's suc­
cess, which indeed they are. They grasp 
the bottom-line implications of their 
research's results for their clients more 
easily. 

8. Offer diversity within your organi­
zation. It 's fun and exciting to learn 
new products, serve new clients, and 
work with a new research team. A 
chance at a new position is often the 
park someone needs to really do well 

within a firm. And the possibility of 
this kind of job change seems to really 
add to the satisfaction that employees 
feel. By paying attention to individuals 
and creating a career path across disci­
plines within your organization it 's 
more likely that talented researchers 
will stay. 

9. Provide clear promotional paths. 
Employees like to know how they can 
advance and want to feel some control 
over their careers. Clear criteria and 
expectations go a long way toward 
helping researchers feel comfortable. 
Plus, in our business, the best training 
is as an apprentice, working with other 
senior researchers doing interesting 
work. Talented people will grow and 
prosper where there's an expectation 
that senior managers will be mentors, 
junior staff will learn, and that excel­
lent work produced together will lead 
to everyone's career advancement. 

New kind of thinking 
For market research to attract practi­

tioners of the caliber of those who 
founded the industry, current manage­
ment must realize that a new kind of 
thinking is needed. A good, fair bargain 
must be struck between research staff 
and management - one that goes 
beyond mere dollars to restructuring 
the organization. Without this change, 
the- very talented will choose other 
careers and our staffing challenge will 
continue. 0 
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Research Industry News 
continued from p. 21 

symbol: NFO) has moved to the 
NYSE from the NASDAQ. 

Lein/Spiegelhoff, Inc., Brookfield, 
Wis., has a new Web site at 
http:/ /www.execpc.com/-ls. 

The Analytical Companies have 
been combined into one company. The 
Analytical Group, Inc., will encom­
pass Analytical Computer Service, 
Inc., suppliers of tabulation and statis­
tical consultation and analysis; 
Analytical Computer Software, Inc., 
the creators of Query and WinCross; 
and Innovative Query, Inc., the tele­
phone interviewing center. 

ACNielsen Corp. , Stamford, 
Conn. , has expanded into India by 
acquiring a 70 percent stake in Market 
Research & Advisory Services, a 
Bombay research firm. 

Personal Touch Marketing, Inc., a 
research and planning firm , has moved 
to 325 E. Eisenhower Pkwy., Ste. 7, 
Ann Arbor, Mich. , 48108. Phone 313-
741-1134. Fax 313-741-1206. 

Grocery retailers Randall s Food 
Markets, Eagle Food Centers, and 
A&P have selected the Apollo space 
management system, made by 
Information Resources, Inc. (IRI), 
Chicago, and IRI's National Product 
Library to support their category and 
space management programs. 

Millward Brown International 
(MBI) has signed a world-wide licens­
ing agreement with U.K-based ISPC 
Ltd. to use ISPC's ite electronic fiche 
software, which automatically pack­
ages research tabulations, summary 
reports, show cards, and charts and 
presentations, as a standard tool across 
the group. The agreement will allow 
research firms within the MBI group 
around the world to in tall the soft­
ware on their internal computer net­
works . for electronic publishing and 
archiving. For more information call 
914-426-2653. 

February 1998 www.quirks.com 

THIS IS NOT THE 
WAY TO I MANAGEf--, 

CUSTOMER 
SATISFACTION 

At Burke CSA we work with you to develop measurement 

and management processes that "close the loop" with 

your customers to create long-term customer value, 

loyalty and improved business performance. We help 

you target priorities for improvement and develop 

action plans to address them. The result is a process 

of focused , on-going improvement based on your 

customers ' voices and your company 's actions. 

1- 80 0-2 6 4- 9970 

BURKE CUSTOMER SATISFACTION ASSOCIATES 

I WORLD WIDE WEB SITE : www . burke.com I 

55 



Ma 

add 
value 

Editor's note: Robert Sullivan is 
president of RCS Management Group, 
an Akron, Ohio, reseller of mapping 
software and sales-automation soft­
ware. He can be reached at 330-929-
1353. 

I
n a Niagara of numbers, some sta­
tistics may be overlooked in tradi­
tional rows and columns of data. 

When spatial relationships of data are 
viewed via maps, significant research 
findings may be found more quickly 
and easily. 

Frequently used in sales and mar­
keting, PC-generated maps can add 
value to research and enhance 
research reports. During the past five 
years, economical, easy-to-use PC 
software has replaced manual meth­
ods of mapping (e.g., pushpins in wall 
maps and color markers on travel 
maps). 

This article describes a mapping 
application in which results from a 
survey are mapped by state. (With 
enough returns per county or ZIP 
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By Robert Sullivan 

code, survey data could also be 
mapped by these areas.) The survey, 
conducted among manufacturing engi­
neers and managers, determined the 
number of manufacturing machines 
installed, and to be purchased, in the 
U.S. American Machinist magazine 
(Penton Publishing, Cleveland, Ohio) 
conducted the survey known a the 
"15th Inventory of Manufacturing 
Equipment." 

More than numbers 
Basic statistics in the manufactur- . 

ing-equipment survey include: 1) 
number of machines by type of 
machine (computer controlled vs. 
non-computer controlled) and equip­
ment age; 2) SIC, size (number of 
employees), and location of plants 
where machines are installed/to be 
purchased. 

Traditional printouts with these 
data provide essential information 
and permit analyses and crosstabula­
tion. However, geographic analyses of 
the same data yield at-a-glance com-

parisons of survey data (primary and 
secondary data), as well as enhance 
the presentation of data (one's report 
really stands out from others with 
color maps). 

Let's say you're presenting survey 
data to sales and marketing manage­
ment who will be establishing new or 
revised sales territories for a manufac­
turer or distributor. Sales territories 
are geographic and, thus, can easily 
be analyzed with maps. 

Knowing the number of installed 
machines (drilling machines, turning 
machines, etc.), per state, you can 
divide the country into manageable, 
fairly distributed territories. Your own 
customers and prospects could be 
mapped on an overlay to see how you 
compare with the total universe. 

Both the location and features 
(characteristics) of database names 
can be mapped and identified in terms 
of name criteria, for instance, cus­
to~er sales volume or buying power, 
and not just the number of machines 
(or whatever product you sell, or sell 
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to). 
Maps displaying features or themes 

are called thematic maps. Typical 
thematic codes are colors, shades of 
gray, fill patterns (crosshatches, dots, 
etc.), and symbols (circles, squares, 
etc.). A circle might represent a cus­
tomer, while a square could designate 
a prospect. When symbols are col­
ored, or their size varied, additional 
feature information can be expressed. 
A red square or a large circle, for 
instance, could mean a high sales vol­
ume prospect or territory. 

The power of PC map-

your own database; there are many 
outside geographic data references 
such as census tracts, designated 
market areas, population, buying­
power indexes, total business estab­
lishments, and total employment. 

How to get started 
You can do desktop mapping your­

self or subcontract to a value-added 
software reseller (VAR) or consul­
tant. PC mapping is part of a larger 
system called GIS (geographic infor­
mation system). VARs and consul-

patible, with 4MB memory and at 
least 120MB hard disk; mouse; 
Windows 3.1 ; 

• a Windows-supported printer or 
plotter; 

• mapping software to manipulate 
data and produce maps (software 
capabilities from simple presenta­
tions to integrated information sys­
tems, including maps, charts, tables, 
database management, and statistics); 

• geographic data to identify loca­
tions, such as the U.S., states, coun­
ties, ZIP codes, and streets; 

ping is limited only by ~----------------------------------------------------------------~ 

your creativity. Many 
mapping software prod­
ucts let you create bar 
charts, pie charts, line 
graphs, and tables - for 
a complete presentation. 

Number of Installed Joining/Assembly Machines, per State 

Maps help when select­
ing names 

So far, we've seen how 
a map can help present 
and analyze survey 
results. This is the com­
pletion end. Maps can 
also help with the start of 
a research project. 

Let's say you wanted to 
know how many name 
would be available in a 
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given location for a focus .__ ________________________________________________________________ ____. 
Maps reveal spatial relationships not readily seen in conventional rows and columns of survey statistics. group survey, or how many 

names could be expected 
within a given distance of a city. 
Mapping software, operating on a 
database of names, can come up with 
a name count in minutes, versus 
hours by hand. Selection criteria, 
such as SIC, company size, job title, 
or whatever information is in one's 
database, can be part of the name 
selection. 

This geographic search is not limit­
ed to a radius, known as a buffer. 
Searches can be made for the pumber 
of names in a buffer such as "x" miles 
on either side of a highway, within a 
given sales territory, within a tele­
phone area code, or within "x" miles 
of a shopping mall, distribution cen­
ter, or warehouse. 

Not all data mapped has to be from 
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tants might be under a "GIS" listing, 
or under "Mapping." 

PC mapping with adequate capa­
bilities starts at $1,300. Included are 
maps for the U.S. and world, states, 
counties, and ZIP codes. Counties 
and ZIP codes, in basic mapping 
packages, are centroid points (used 
for "geocoding" - affixing latitude 
and longitude coordinates to objects 
to be mapped). 

A VAR or consultant can demon­
strate software, show sample maps, 
discuss case histories, and help select 
hardware/software. To do PC map­
ping yourself, in a Windows environ­
ment, with minimum features, you'll 
need: 

• an IBM 486/33 computer or com-

• your database; 
• outside references such as gov­

ernment data and business statistics 
(optional, to complement one's own 
database); 

• a person to learn and operate the 
PC-mapping system. 

Subcontract to a value-added 
reseller for a cost-effective way to get 
started with maps when you: 

• need help with a work overload or 
tight schedule or special customizing; 

• need to produce maps quickly, 
with immediate start-up; 

• don't have a budget or equipment 
or trained personnel; would like to 
see what PC mapping is all about 
before committing your resources; 
need only a few maps. 0 
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Alexander + Parker 
30 Almaden Ct. 
San Francisco, CA 94118 
Ph. 415-751-0613 
Fax 415-751-3620 
E-mail: 
1 03054.304@compuserve.com 
Contact: Sherry Parker 
Observational/Ethnographic Rsch. , 
Food!Bev., Package Goods, 
Healthcare. 

Jeff Anderson Mktg. Rsch. 
Consulting 
1545 Hotel Circle S., Ste. 130 
San Diego, CA 92108 
Ph. 619-566-3269 
Fax 619-295-6645 
E-mail: JAMRC@aol.com 
Contact: Jeff Anderson 
"Blending Art With Science." Member 
QRCA/AMA. 

Asian Marketing Communication 
Research/Div. of H&AMCR, Inc. 
1301 Shoreway Rd., Ste. 100 
Belmont, CA 94002 
Ph. 650-595-5028 
Fax 650-595-5407 
E-mail: gateway@hamcr.com 
http://www.hamcr.com 
Contact: Dr. Sandra M.J. Wong 
Qua/.IOuant. -cantonese, MarKJarin, Japanese, 
l<orEm, ~ Tw;alog, etc. US & Inti. 

AutoPacific, Inc. 
12812 Panorama View 
Santa Ana, CA 92705-6306 
Ph. 714-838-4234 
Fax 714-838-4260 
E-mail: karxprt1 @ix.netcom.com 
Contact: George Peterson 
Auto Marketing & Product Experts. 
1300 Groups Moderate & Recruit. 

BAIGioballnc. 
580 White Plains Rd . 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail: kpermut@baiglobal.com 
Contact: Kate Permut 
Innovative & Standard Approaches 
To Qual. Research. 

Best Practices Research 
Div. Meridian Business Resources, Inc. 
27140 Colo Hwy. 7 4 
Evergreen, CO 80439 
Ph. 303-670-7989 
Fax 303-670-7226 
Contact: Ron Riley 
Since 1983. F-1 000 Client List. 
Innovative. Solid 
Interviewing/Analysis. QRCA. 

David Binder Research 
44 Page St., Ste. 401 
San Francisco, CA 94102 
Ph. 415-621-7655 
Fax 415-621-7663 
E-mail: DBRESEARCH@aol.com 
Contact: Ken Cappie 
Featuring The Perception Analyzer , 
Automated Response System. 

Milton I. Brand Marketing 
Consultant 
20300 Civic Center Dr. , Ste. 207 
Southfield, Ml 48076 
Ph. 810-223-0035 
Fax 81 0-223-0036 
E-mail: MILBRA@aol.com 
Contact: Milton Brand 
New Products - Qualitative Research 
& Consulting. 

Burr Research/Reinvention 
Prevention 
4760 Fremont St. 
Bellingham, WA 98226 
Ph. 360-671-7813 
Fax 360-671-7813 
E-mail: BURRRESEAR@aol.com 
Contact: Robert L. Burr, FLMI, CLU 
Providing Answers Via Actionable 
Survey, Focus Group, And 1-on-1 
Research. Financial Services 
Consulting. 30+ Yrs. Experience. 

C&R Research Services, Inc. 
500 N. Michigan Ave. , 12th Fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail: info@crresearch.com 
Contact: Jim Flannery 
Leading Supplier Of Qual. Rsch. In 
The U.S. With Over 30 Yrs. Of 
Experience. 

Cambridge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: walt_kendall@prodigy.com 
Contact: Walt Kendall 
Finest In Focus Grp. Prep., Mod. & 
Analysis. Call To Discover The 
Difference. 

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

Campos Market Research 
216 Blvd. of the Allies 
Pittsburgh, PA 15222 
Ph. 412-471-8484 
Fax 412-471-8497 
E-mail: info@campos.com 
Contact: R. Yvonne Campos 
Full Service Mkt. Rsch. Firm -
Consumer & Bus. -to-Bus. 
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CB&A Market Research 
1400 Westgate Center Dr. , Ste. 200 
Winston-Salem, NC 271 03 · 
Ph. 91 0-765-1234 
Fax 91 0-765-11 09 
E-mail: cba@nr.infi.net 
http://www.cba@nr.infi .net 
Contact: Amy Anderson 
Full Service Marketing Research, 
State-of-the-Art Facilities. 

CJRobbins 
3832 Mintwood St. 
Pittsburgh, PA 15201 
Ph. 412-683-5975 
Fax 412-681-7975 
E-mail: cjrobbins@activemac.com 
http://www.activemac.com/focus 
Contact: Carole Robbins 
Creative Evocative Methods/Fast 
Actionable Reports. 

Colburn & Associates 
Research Triangle Park 
8421 Kempton Rd. 
Raleigh, NC 27615 
Ph. 919-847-6135 
Fax 919-676-4571 
E-mail: marketrsh@aol.com 
http://members.aol.com/marketrsh/in 
dex.html 
Contact: Paul L. Colburn 
Extensive Pharma Industry 
Experience, Focus Groups. 

Consumer Opinion Services 
12825-1 st Ave. South 
Seattle, WA 98168 
Ph. 206-241-6050 
Fax 206-241 -5213 
E-mail: cos-info@cosvc.com 
http://www.cosvc.com 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones. 

Cunningham Research Associates 
2828 W. Parker Rd. , Ste. 8202 
Plano, TX 75075 
Ph. 972-596-4072 
Fax 972-964-3404 
E-mail: crasrch@airmail.net 
Contact: Mark W. Cunningham 
Qual. & Quant. Rsch.: Consumer, 
Advg., Bus./Bus., Hi-Tech. 

Daniel Associates 
49 Hill Rd ., Ste. 4 
Belmont, MA 02178 
Ph. 617-484-6225 
Fax 800-243-3493 
E-mail: sdaniel@earthlink.net 
http://www.earthlink.net/- sdaniel 
Contact: Stephen Daniel 
FOCUS/IT Understanding Technology 
Buying Processes. 
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Data & Management Counsel, Inc. Doyle Research Associates, Inc. First Market Research Corp. Grieco Research Group, Inc. 
P.O. Box 1609 I 132 Commons Ct. 919 N. Michigan/Ste. 3208 656 Beacon St., 6th floor 850 Colorado Blvd., Ste. 203C 
Chadds Ford, PA 19317 Chicago, IL 60611 Boston, MA 02215 Los Angeles, CA 90041 
Ph. 610-459-4700 Ph. 312-944-4848 Ph. 800-FIRST-11 (347-7811) Ph. 213-254-1991 
Fax 61 0-459-4825 Fax 312-944-4159 Fax 617-267-9080 Fax 213-254-3465 
E-mail: WZL4DMC@aol.com E-mail: jodra@aol.com E-mail: mpriddy@ziplink.net E-mail: GRGINC@aol.com 
Contact: Bill lift-Levine Contact Kathleen M. Doyle http://www.firstmarket.com Contact: Joe Grieco 
Extensive Experience In Domestic & Full Svc. Qual. Five Staff Moderators. Contact: Jack M. Reynolds Marketing and Advertising 
International Qualitative Research. Varied Expertise. Health Care, Physicians, Advertising, Focus Groups. 

Financial Services. 
Decision Analyst, Inc. D/R/S HealthCare Consultants guskey & heckman, research 
604 Ave. H East 3127 Eastway Dr., Ste. 105 First Market Research Corp. cnslts. 
Arlington, TX 76011-3100 Charlotte, NC 28205 2301 Hancock Drive Duquesne Univ., School of Business 
Ph. 817-640-6166 Ph. 704-532-5856 Austin, TX 78756 Pittsburgh, PA 15282 
Fax 817-640-6567 Fax 704-532-5859 Ph. 800-FIRST-TX (347-7889) Ph. 412-396-5842 
E-mail: Contact: Dr. Murray Simon Fax 512-451-5700 Fax 412-396-4764 
jthomas@decisionanalyst.com Specialists in Research with E-mail: jheiman@firstmarket.com E-mail: guskey@duq3.cc.duq.edu 
http://www.decisionanalyst.com Providers & Patients. http://www.firstmarket.com Contact: Dr. Audrey Guskey 
Contact: Jerry W. Thomas Contact: James R. Heiman Full Svc., University Affiliations, Mkt. 
Depth Motivation Research. National The Eisenmann Group High Tech, Publishing, Strategies. 
Firm. 

734 W. Willow St. Bus.-To-Bus., Telecommunications. 

Decision Drivers Chicago, IL 60614 Hammer Marketing Resources 

197 Macy Rd. Ph. 312-255-1225 linda Fitzpatrick Research Svcs. 179 Inverness Rd. 

Briarcliff, NY 10510-1017 Fax 312-255-1226 Corp. Severna Pk. (Balt./D.C.), MD 21146 

Ph. 914-923-0266 E-mail: EGroup@juno.com 102 Foxwood Rd. Ph. 410-544-9191 

Fax 914-923-3699 Contact: Audrey Eisenmann West Nyack, NY 1 0994 Fax 410-544-9189 

Contact: Sharon Driver Productive Groups, Incisive Reports, Ph. 914-353-4470 E-mail: bhammer@gohammer.com 

Actionable Results To Drive Your Quality Service. Fax 914-353-4471 Contact: Bill Hammer 

Market Decisions. E-mail: Linda@fitzpatrickmarketing.com 25 Years Experience - Consumer, 
Elrick and Lavidge Contact: Linda Fitzpatrick Business & Executive. 

The Deutsch Consultancy 1990 Lakeside Parkway Since 1985, Expert In 
1500 N.W. 49th St. , Ste. 532 Tucker, GA 30084 Marketing/Group Dynamics. Pat Henry Market Research, Inc. 

Ft. Lauderdale, FL 33309 Ph. 770-621-7600 230 Huron Rd. N.W., Ste. 100.43 

Ph. 954-938-9125 Fax 770-621-7666 Focus Plus, Inc. Cleveland, OH 44113 

Fax 954-771-5214 E-mail: elavidge@atl.mindspring.com 79 5th Avenue Ph. 216-621-3831 

E-mail: bideutsch@advize.com http://www.elavidge.com New York, NY 1 0003 Fax 216-621-8455 

Contact: Barry Deutsch Contact: Carla Collis Ph. 212-675-0142 Contact: Mark Kikel 
Full-Service National Capability. Fax 212-645-3171 Luxurious Focus Group Facility. 

Dialectics Inc. E-mail: focusplus@msn.com Expert Recruiting. 

340 Minorca Ave., Ste. 4 Erlich Transcultural Consultants Contact: John Markham 
Coral Gables, FL 33134 21241 Ventura Blvd. , Ste. 193 Impeccable Cons. & B-B Hispanic Market Connections, Inc. 
Ph. 305-461 -0544 Woodland Hills, CA 91364 Recruits/Beautiful New Facility. 5150 El Camino Real, Ste. D-11 

Fax 305-461 -0564 Ph. 818-226-1333 Los Altos, CA 94022 

E-mail: dialectics@shadow.net Fax 818-226-1338 Focused Solutions Ph. 415-965-3859 

http://www.shadow.net/- dialectics E-mail: Etcethnic@aol.com 907 Monument Park Cir., Ste. 203 Fax 415-965387 4 
Contact: Deborah Biele Contact: Andrew Erlich, Ph.D. Salt Lake City, UT 84108 Contact: M. Isabel Valdes 
Energy/Finance/Transportation/Travel/ Full Svc. Latino, Asian, African Amer. , Ph. 801-582-9917 Foe. Grps., Door-to-Door, Tel. 
Education. Amer. Indian Mktg. Rsch. Contact: Bill Sartain Studies, Ethnographies. 

Essential Resources 
30+ yrs. Exp.; 2500+ Groups with 

Hispanic Marketing Direct Feedback U.S. & International Goods & Serv. 
4 Station Square, Ste. 545 P.O. Box 781 Communications 

Pittsburgh, PA 15219 Livingston, NJ 07039 John Fox Marketing Consulting Research/Div. of H&AMCR, Inc. 

Ph. 412-394-3676 Ph. 973-740-0255 260 Northland Blvd., Ste. 308B 1301 Shoreway Rd., Ste. 100 

Fax 412-394-3660 Fax 973-7 40-0267 Cincinnati, OH 45246 
Belmont, CA 94002 

E-mail: essresou@idt.net Ph. 650-595-5028 
Contact: Tara Hill Conroy 

Contact: L. Mundo 
Ph. 513-771-3699 Fax 650-595-5407 

Bus.-To-Bus./Consumer/Recruit/ 
Foe. Grps., Mod., /Dis, Surveys, 

Fax 513-772-5369 E-mail: gateway@hamcr.com 
Moderate/Report. 

Secondary Rsch., Cl. 
E-mail: JonFoxMktg@aol.com http://www.hamcr.com 
Contact: John Fox Contact: Dr. Felipe Korzenny 

Directions Data Research 
FacFind, Inc. 

Ex-P&Ger With Mktg. Focus. Also Hisp. Bi-Ling/Bi-Gult. Foe Grps. Anywhere 
1111 Northshore Dr. Does One-on-Ones. In U.S. Or Latin AmerJQuan. Strat Cons. 
Knoxville, TN 37919-4046 6230 Fairview Rd., Ste. 108 

Ph. 423-588-9280 Charlotte, NC 2821 0 GraffWorks Marketing Research Kenneth Hollander Associates 
Fax 423-588-9280 Ph. 704-365-8474 10178 Phaeton Dr. 3490 Piedmont Rd., #424 

E-mail: Rbryant@directionsdata.com Fax 704-365-8741 Eden Prairie, MN 55347 Atlanta, GA 30305 

Contact: Rebecca Bryant E-mail: facfind@aol.com Ph. 612-829-4640 Ph. 404-231-4077 

Full Service: Medical/New Contact: Tracey Snead Fax 612-829-4645 Fax 404-231-0763 

Product/PR!Exec./Child/Teen. Varied, Affordable Southern Contact: Carol Graff Contact: Bob Briggs 
Generalists. Custom Marketing Research & New 

Located In Heart Of Buckhead. 

Dolobowsky Qual. Svcs., Inc. 
Fader & Associates 

Business Development Consulting. Horowitz Associates Inc. 
94 Lincoln St. 

372 Central Park W., Ste. 7N 1971 Palmer Avenue 
Waltham, MA 02154 

New York, NY 10025 
Greenleaf Associates, Inc. Larchmont, NY 10538 

Ph. 781-647-0872 470 Boston Post Rd. Ph. 914-834-5999 
Fax 781-647-0264 Ph. 212-749-3986 Weston, MA 02193 Contact: Howard Horowitz 
E-maii:Reva -Dolobowsky@wor1dnet .att.n:t Fax 212-749-4087 Ph. 617-899-0003 CableNideo Marketing-
Contact: Reva Dolobowsky Contact: Susan Fader Contact: Dr. Marcia Nichols Trook Programming-Telecommunications-
Experts In Ideation & Focus Focus Groups/1-0n-1 s/ln Broad Nat'l.llnt'l. Clients. Specialty: New Internet. 

Groups. Formerly with Synectics. Range Of Cat. & New Prod. Products, Direct Mktg., Publishing. 
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In Focus Consulting Lachman Research & Mktg. Svces. Market Research Associates Michelson & Associates, Inc. 
2327 Blueridge Ave. 29341/2 Beverly Glen Cir., Ste. 119 2082 Business Center Dr., Ste. 280 1900 The Exchange, Ste. 360 
Menlo Park, CA 94025 Los Angeles, CA 90077 Irvine, CA 92612 Atlanta, GA 30339 
Ph. 415-854-8462 Ph. 310-474-7171 Ph. 714-833-9337 Ph. 770-955-5400 
Fax 415-854-4178 
E-mail: echardon@compuserve.com 

Fax 31 0-446-4758 Fax 714-833-2110 Fax 770-955-5040 

Contact: Elena Chardon-Pietri, Ph.D. 
E-mail: rflachman@aol.com Contact: Barbara Fields E-mail: focus@onramp.net 

Bilingual, Eng. & Spanish, Qual. & Contact: Roberta Lachman Customized, Creative Research http://www.michelson.com/research 

Quant. Rsch., Wide Range Advg. & Mktg. Focus Groups and Designed For Actionable Findings. Contact: Mark L. Michelson 

lndus./Mkts. One-on-Ones. Cons./ Business-to- Much More Than Moderatio/1' 
Business. Marketing Advantage Rsch. Cnslts., Nat'/. Fuii-Svc. Quai./Quant. 

Irvine Consulting, Inc. Inc. 
2207 Lakeside Drive Leichliter Associates Mktg. Rsch./ 2349 N. Lafayette St. MindSearch 
Bannockburn, IL 60015 Idea Development Arlington Heights, IL 60004 272 Whipple Rd . 
Ph. 847-615-0040 P.O. Box 788 FOR Station Ph. 847-670-9602 Tewksbury, MA 01876 
Fax 847-615-0192 
E-mail: DBSG96A@prodigy.com 

New York, NY 10150-0788 Fax 847-670-9629 Ph. 978-640-9607 

Contact: Ronald J. Irvine 
Ph. 212-753-2099 E-mail: mjrichards@aol.com Fax 978-640-9879 

Pharm/Med: Custom Global 
Fax 212-753-2599 Contact: Marilyn Richards E-mail: msearch@ziplink.net 

Quan./Qual. Res. & Facility. 
E-mail: leichliter@aol.com New Product Development/Hi- Contact: Julie Shay/or 
Contact: Betsy Leichliter Tech/Multimedia/Telecomm. Direct Marketing, Sm. Bus., 

Just The Facts, Inc. Innovative Exploratory Rsch./ldea Bus./Bus., Execs./Profs. 

P.O. Box 365 Development. Offices NY & Chicago. Marketing Matrix, Inc. 

Mt. Prospect, IL 60056 2566 Overland Ave., Ste. 716 Francesca Moscatelli 

Ph. 847-506-0033 Low + Associates, Inc. Los Angeles, CA 90064 506 Ft. Washington Ave., 3C 

Fax 847-506-0018 (Formerly Nancy Low & Assoc., Inc.) Ph. 310-842-8310 New York, NY 10033 

E-mail: JTFacts@islandnet.com 5454 Wisconsin Ave., Ste. 1300 Fax 310-842-7212 Ph. 212-740-2754 

http://www.just-the-facts.com Chevy Chase, MD 20815 E-mail: mmatrix@primenet.com Fax 212-923-7949 

Contact: Bruce Tinckne/1 Ph. 301-951-9200 Contact: Marcia Selz E-mail: romanaaa@aol.com 

We Find The Factsfl Fuii-Svc., Comp. Fax 301-986-1641 Foe. Grps. , In-Depth lntvs. & Surveys Contact: Francesca Moscatel!i 

Intel., Mktg. Cns/tg. Actionable E-mail: research@lowassociates.com For Financial Svce. Companies. Latino Bi-Lingual/Bi-Cultural Groups; 

Results. Contact: Nan Russell Hannapel ORCA Member. 
Health/Fin./Cust. Sat. Upscale FG Markinetics, Inc. 

Kerr & Downs Research Facility. Recruit from MD, DC, No. VA. P.O. Box 809 The New Marketing Network 

2992 Habersham Dr. Marietta, OH 45750 225 W. Ohio St. 

Tallahassee, FL 32308 Macro International Ph. 614-374-6615 Chicago, I L 60610-4119 

Ph. 850-906-3111 11785 Beltsville Dr. Fax 614-37 4-3409 Ph. 312-670-0096 

Fax 850-906-3112 Calverton, MD 20705-3119 E-mail : coleman@markinetics.com Fax 312-670-0126 

E-mail: PD@kerr-downs.com Ph. 301-572-0200 Contact: Donna Coleman E-mail: NewMktg@aol.com 

http://www. kerr -downs. com Fax 301-572-0999 Custom Primary Research, All Qual. Contact: Priscilla Wallace 

Contact: Phillip Downs E-mail : halverson@macroint.com & Quant. Methods. 
Creative, Strategic and Results 

Master Moderator - The Moderator Contact: Lynn Halverson 
Oriented Moderator. 

Makes or Breaks a Focus Group. Large Staff of Trained Moderators MCC Qualitative Consulting Northwest Research Group, Inc. 
Available in Many Areas. 1 00 Plaza Dr. 400 108th Ave. , N.E., Ste. 200 

KidFactssM Research Secaucus, NJ 07094 Bellevue, WA 98004 

3331 W. Big Beaver Rd., Ste. 114 Market Access Partners Ph. 201-865-4900 or 800-998-4777 Ph. 206-635-7481 

Troy, Ml48084 Genesee Center One Fax 201-865-0408 Fax 206-635-7 482 

Ph. 248-816-6772 602 Park Point Dr., Ste. 100 Contact: Andrea Schrager E-mail: ethertn@nwrg.com 

Fax 248-816-6772 Golden, CO 80401 Insightful, Innovative, lmpactful, http://www. nwrg .com 

Contact: Dana Blackwell Ph. 800-313-4393 Action-Oriented Team Approach. Contact: Jeff Etherton 

Qual. & Quan: Specialty Kids/Teens. Fax 800-420-8193 Facilities, Moderating, Full-Service 

Prod./Pkg./Advtg. Contact: Mary C. Goldman Meczka Marketingfflsch./Cnsltg., Inc. Market Research. 

Specialists In New Prod. Deve., 5757 W. Century Blvd., Lobby Level 
Outsmart Marketing 

Knowledge Systems & Research, Medical, Hi-Tech, Executive. Los Angeles, CA 90045 

Inc. Ph. 310-670-4824 
2840 Xenwood Ave. 

500 South Salina St., Ste. 900 Market Development, Inc. Fax 310-410-0780 
Minneapolis, MN 55416 
Ph. 612-924-0053 

Syracuse, NY 13202 600 B St., Ste. 1600 Contact: Anthony Diaz Contact: Paul Tuchman 
Ph. 315-470-1350 San Diego, CA 92101 Quai./Quant. Rsch. 25 Yrs. Exp. Full-Service Nationwide Research. 
Fax 315-471-0115 Ph. 619-232-5628 Recruit & Facility. 

E-mail: HQ@krsinc.com Fax 619-232-0373 Perception Research Services, Inc. 

http://www.krsinc.com E-mail: lnfo@mktdev.com Medical Marketing Research, Inc. One Executive Dr. 

Contact: Lynn Van Dyke http://www.info@mktdev.com 1201 Melton Ct. Ft. Lee, NJ 07024 

Full Svce. All Expertise In-House. Contact: Laurie Elliot Raleigh, NC 27615 Ph. 201-346-1600 

Strategic Focus. Bus. to Bus. All U.S. Hisp./Latin Amer., Offices In NY, Ph. 919-870-6550 Fax 201-346-1616 

Industries. Mexico City. Fax 919-848-2465 E-mail: prseye@aol.com 
E-mail: 103677.1312@compuserve.com http://www.prsresearch.com 

Bart Kramer & Associates Market Navigation, Inc. Contact: George Matijow Contact: Joe Schurtz 

440 Wood Acres Dr. Teleconference Network Div. Specialist, Medicai/Pharm. 20 yrs. Expertise In Packaging & 

East Amherst, NY 14051-1668 2 Prel Plaza Healthcare Exp. Direct/Internet Marketing. 

Ph. 716-688-8653 Orangeburg, NY 10962 

Fax 716-688-8697 Ph. 914-365-0123 MedProbe, Inc. Performance Research 

E-mail: kramer.associates@wor1dnet.att.net Fax 914-365-0122 600 S. Hwy. 169, Ste. 1410 25 Mill St. 

Contact: Barton J. Kramer E-mail: GRS@mnav.com Minneapolis, MN 55426-1218 Newport, Rl 02840 

Design/Execution Of New/Improved http://www.mnav.com Ph. 612-540-0718 
Ph. 401-848-0111 

Product Research. Contact: George Silverman Fax 612-540-0721 
Fax 401-848-011 0 

Med., Bus. -to-Bus., Hi-Tech, lndust.; Contact: Asta Gersovitz, Pharm.D. 
E-mail: focus@performanceresearch. com 

Ideation, New Prod., Tel. Groups. MedProbe Provides Full Service 
http://www.performanceresearch.com 

Custom Market Research. 
Contact: William Doyle 
Corporate Sponsorship Of Major 
Sports And Special Events. 
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QS&A Research & Strategy Paul Schneller - Qualitative Sunbelt Research Associates, Inc. Valley Research, Inc. 
5367 Anvil Court 300 Bleecker St., 3rd fl. 1001 N. U.S. One, Ste. 310 1800 S.W. Temple, Ste. A226-1 
Fairfax, VA 22030 New York, NY 10014 Jupiter, FL 33477 Salt Lake City, UT 84115-1851 
Ph. 703-502-7611 Ph. 212-675-1631 Ph. 561-744-5662 Ph. 801-467-4476 
Fax 703-502-0467 Contact: Paul Schneller Contact: Barbara L. Allan Fax 801-487-5820 
E-mail: SarahF49@aol.com Full Array: Ads/Pkg Gds/Rx/B-to-B/ 20+ Years Exp.; Business & E-mail: dennis.valley@aros.net 
http://www.worldweb.net/-strategy/ Ideation (14+ Years). Consumer Studies; Nat'/. & tnt'/. Exp. http: ww.valley-research.com 
Contact: Sarah Fulton Contact: Dennis L. Guiver 
Three Moderators. Executive and SIL: Worldwide Marketing Services Sundberg-Ferar, Inc. 30 Yrs. Exp. Ortek 
Depth Interviews. 7601 N. Federal Hwy., Ste. 205-B 4359 Pineview Or. Discrete/Continuous System. 

Qualitative Applied Research Boca Raton, FL 33487 Walled Lake, Ml 48390-4129 
Ph. 561-997-7270 Ph. 248-360-5596 Widener-Burrows & Associates, Inc. 20808 Aspenwood Ln. 
Fax 561-997-5844 Fax 248-360-6900 130 Holiday Ct., Ste. 1 08 Gaithersburg, MD 20879 
E-mail: sil@siltd.com E-mail: indesign@sundbergf.com Annapolis, MD 21401 Ph. 301-670-9320 http://www.sundbergf.com 

Fax 301-670-0696 http://www.siltd.com 
Contact: Ron Cieri Ph. 410-266-5343 

E-mail: QARESEARCH@aol.com Contact: Timm Sweeney 
Prod. Design & Development; Qual. Fax 41 0-841-6380 

Contact: Suzanne M. Beck Qualitative Specialists Since 1983. 
Rsch. Serv. & Facility. E-mail: WBandA@aol.com 

Cons./Bus. Focus Grps. - Adv./New Business-to-Business & Contact: Dawne Widener-Burrows 
Prod. Dev./Telecom. - QRCAIMRA. International. Target Market Research Group, Inc. Four Moderators on Staff Spec. in 

4990 S. W. 72 Ave ., Ste. 110 Health Care, Fin. Svcs., Adv. Rsch. 
Research Connections, Inc. James Spanier Associates Miami, FL 33155-5524 414 Central Ave. 120 East 75th St. Ph. 800-500-1492 Susan M. Williams Research & 
Westfield, NJ 07090 New York, NY 10021 Fax 305-661-9966 Discovery USA 
Ph. 908-232-2723 Ph. 212-472-3766 E-mail: martin_cerda@tmrgroup.com 5300 Ridgeview Circle #8 
Fax 908-654-9364 Contact: Julie Horner 
http://www.researchconnections.com Focus Groups And One-On-Ones In 

http://www.tmrgroup.com El Sobrante, CA 94803 

Contact: Amy J. Yoffie Contact: Martin Cerda Ph. 510-222-9515 

Online Foe. Grps., Naf/Jinfl, Rec. Online 
Broad Range Of Categories. Hispanic Quai./Quant. Research- Fax 510-758-7582 

by Phone or lntemet Panel, Web Site Eva!. Spiller & Reeves Research 
National Capability. E-mail: swillims@pacbell.net 

Contact: Susan Williams 
Research Data Services, Inc. 950 S. Tamiami Trail, #208 Thorne Creative Research 17 Years Medical: 
600 S. Magnolia Ave. , Ste. 350 Sarasota, FL 34236 Eastview Technology Center Drs./PharmDs/RNs/Patients/Mgd. 
Tampa, FL 33606 Ph. 941-954-3367 350 Main St. , 231 Care. 
Ph. 813-254-2975 Fax 941-951-1576 Ph. 914-328-5859 
Fax 813-254-2986 E-mail: Killinme@aol.com Fax 914-328-3729 Wolf/Aitschui/Callahan, Inc. 
E-mail: KlagesMktg@aol.com Contact: Kendall Gay E-mail: ginat@compuserve.com 60 Madison Ave. 
Contact: Walter Klages, Ph.D. Medical/Pharmaceutical, Agriculture Contact: Gina Thorne New York, NY 10010 
Full Service Qualitative & Quantitative & Veterinary. Sensitive Issues/Actionable Results Ph. 212-725-8840 
Market Research. ORCA Member. With Kids, Teens, and Hi-Tech. Fax 212-213-9247 

Strategic Focus, Inc. Contact: Judi Lippert Research Options, Inc. 6456 N. Magnolia Ave. Treistman & Stark Marketing, Inc. Senior Moderators - 25 Years 90 Rockland St. Chicago, IL 60626 Two University Plaza, Ste. 301 Experience. Hanover, MA 02339 Ph. 312-973-4729 Hackensack, NJ 07601 
Ph. 617-826-7511 Fax 312-973-0378 Ph. 201-996-0101 Yarnell, Inc. Fax 617-826-7433 E-mail: DonaJ@aol.com Fax 201-996-0068 
E-mail: dave@researchoptions.com Contact: Dona Vitale E-mail: tsmi@carroll.com 110 Sutter St., Ste. 811 
http://www.researchoptions.com Creative Insights for Contact: Joan Treistman San Francisco, CA 941 04 
Contact: David Hoyle Mktg./Advertising Strategy. ENVISIONTM, Other Approaches For Ph. 415-434-6622 
Exp. In Health, Fitness & Sports- Creative Insight. Fax 415-434-0475 
Related Industries. Strategy Research Corporation 

E-mail: SYarneii@Yarnell-

V & L Research and Cnsltg., Inc. Research.com 
Pamela Rogers Research 100 N.W. 37 Avenue Contact: Steven M. Yarnell, Ph. D. 

Miami, FL 33125 655 Village Square Dr., Ste. 101 
2759 Fourth St. 

Ph. 305-649-5400 Stone Mountain, GA 30083 New Product Development & 
Boulder, CO 80304 

Fax 305-649-6312 Ph. 404-298-0139 Positioning. HW/SW Companies. 
Ph. 303-443-3435 

E-mail: strategy@icanect. net Fax 404-298-0026 
Fax 303-443-3621 E-mail: VLResearch@mindspring.com 
E-mail: rogela@aol.com http://www.icanect.net/strategy 

Contact: Dydra Virgil 
Contact: Pamela Rogers Contact: Be/kist Padilla 

African-Amer. Mod. - Focus Grps./1-
Adver., Med., TeleCom. , New Prod. Serving All U.S. Hispanic Markets & 

on-1s. Fu/1-Svc.: Design, Mod., Report. 
Grps./1-1 's Since 1985. Latin America. 

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

California 
Alexander + Parker 
Jeff Anderson Mktg. Rsch. 
Consulting 
Asian Marketing 

Communication Research 
AutoPacific, Inc. 
David Binder Research 
Erlich Transcultural Consultants 
Grieco Research Group, Inc. 
Hispanic Market Connections 

February 1998 

Hispanic Marketing 
Communication Research 

In Focus Consulting 
' Lachman Researth & Marketing Svces. 

Market Development, Inc. 
Market Research Associates 
Marketing Matrix, Inc. 
Meczka Mktg./Rsch./Cnsltg., Inc. 
Susan M. Williams Rsch. & Discovery lJSl\ 
Yarnell, Inc. 

www.quirks.com 

Colorado 
Best Practices Research 
Cambridge Associates, Ltd. 
Market Access Partners 
Pamela Rogers Research 

Florida 
The Deutsch Consultancy 
Dialectics Inc. 
Kerr & Downs Research 
Research Data Services, Inc. 
SIL: Worldwide Marketing Services 

Spiller & Reeves Research 
Strategy Research Corporation 
Sunbelt Research Associates, Inc. 
Target Market Research Group, Inc. 

Georgia 
Elrick and Lavidge 
Kenneth Hollander Associates 
Michelson & Associates, Inc. 
V & L Research and Cnsltg., Inc. 
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Illinois Michigan Bart Kramer & Associates Rhode Island 
C&R Research Services, Inc. Milton I. Brand Marketing Consultant Leichliter Assoc. Mktg. Rschlldea Dev. Performance Research 
Doyle Research Associates KidFactsSM Research Market Navigation, Inc. 

Francesca Moscatelli Tennessee The Eisenmann Group Sundberg-Ferar, Inc. 
Paul Schneller - Qualitative Irvine Consulting, Inc. 

Minnesota James Spanier Associates Directions Data Research 
Just The Facts, Inc. 
Leichliter Assoc. Mktg. Rsch./ldea Dev. Cambridge Research, Inc. 

Thorne Creative Research Texas 
Marketing Advantage Rsch. Cnslts. GraffWorks Marketing Research 

Wolf/Aitschui/Callahan, Inc. 
Cunningham Research Associates 

The New Marketing Network MedProbe, Inc. North Carolina Decision Analyst, Inc. 
Strategic Focus, Inc. Outsmart Marketing 

CB&A Market Research First Market Research Corp. (Heiman) 

Maryland New Jersey Colburn & Associates Utah 
D/R/S HealthCare Consultants Hammer Marketing Resources Essential Resources FacFind , Inc. Focused Solutions 

Low+ Associates, Inc. MCC Qualitative Consulting Medical Marketing Research, Inc. Valley Research, Inc. 
Macro International Perception Research Services, Inc. 
Qualitative Applied Research Research Connections, Inc. Ohio Virginia 
Widener-Burrows & Associates, Inc. Treistman & Stark Marketing, Inc. 

John Fox Marketing Consulting QS&A Research & Strategy 

Massachusetts New York Pat Henry Market Research, Inc. 
Washington 

Daniel Associates BAIGiobal lnc. 
Markinetics, Inc. 

Dolobowsky Qual. Svcs. , Inc. Decision Drivers Pennsylvania 
Burr Research/Reinvention 

Rrst Market Research Corp. (Reynolds) Fader & Associates 
Prevention 

Greenleaf Associates, Inc. Linda Fitzpatrick Rsch. Svcs. Corp. Campos Market Research Consumer Opinion Services 

MindSearch Focus Plus, Inc. CJRobbins Northwest Research Group, Inc. 

Research Options, Inc. Horowitz Associates, Inc. Data & Management Counsel , Inc. 

Knowledge Systems & Research, Inc. Direct Feedback 
guskey & heckman, research cnslts. 

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

ADVERTISING ASIAN Linda Fitzpatrick Rsch. Svcs. Corp. Cambridge Associates, Ltd. 
Jeff Anderson Mktg. Rsch. Consulting Asian Marketing Pat Henry Market Research, Inc. Daniel Associates 
Best Practices Research Communication Research Just The Facts, Inc. Fader & Associates 
David Binder Research Asian Perspective, Inc. Knowledge Systems & Research, Inc. First Market Research Corp. (Heiman) 
Milton I. Brand Marketing Consultant Data & Management Counsel, Inc. Markinetics, Inc. Greenleaf Associates, Inc. 
C&R Research Services, Inc. Erlich Transcultural Consultants MCC Qualitative Consulting Leichliter Assoc. Mktg. RschJidea Dev. 
Cambridge Associates, Ltd. Paul Schneller - Qualitative Marketing Advantage Rsch. Cnslts. 
Cambridge Research, Inc. ASSOCIATIONS 

Yarnell , Inc. James Spanier Associates 
CJRobbins Yarnell, Inc. 
Decision Drivers Low+ Associates, Inc. CABLE 
Dolobowsky Qual. Svcs., Inc. 

AUTOMOTIVE 
Creative & Response Svces., Inc. CONSUMERS 

Erlich Transcultural Consultants Best Practices Research 
Fader & Associates AutoPacific, Inc. CHILDREN C&R Research Services, Inc. 
Rrst Market Research Corp. (Reynolds) C&R Research Services, Inc. C&R Research Services, Inc. Consumer Opinion Services 
Kenneth Hollander Associates Erlich Transcultural Consultants Doyle Research Associates Decision Drivers 
Outsmart Marketing Matrixx Marketing-Research Div. Fader & Associates The Eisenmann Group 
Performance Research Perception Research Services, Inc. Greenleaf Associates, Inc. Greenleaf Associates, Inc. 
Paul Schneller- Qualitative 

Just The Facts, Inc. Pat Henry Market Research, Inc. 
Qualitative Applied Research BIO-TECH KidFactssM Research Just The Facts, Inc. 
Strategy Research Corporation 

Irvine Consulting, Inc. Macro International Knowledge Systems & Research, Inc. 
Treistman & Stark Marketing, Inc. 
V & L Research and Cnsltg., Inc. Market Navigation, Inc. Matrixx Marketing-Research Div. Macro International 

Widener-Burrows & Associates, Inc. MedProbe, Inc. Outsmart Marketing Marketing Advantage Rsch. Cnslts. 

Wolf/Aitschui/Callahan, Inc. Medical Marketing Research, Inc. Thorne Creative Research 
CORPORATE 

AFRICAN-AMERICAN BUS.· TO-BUS. COMMUNICATIONS SPONSORSHIP 
Erlich Transcultural Consultants Access Research, Inc. RESEARCH Performance Research 
V & L Research and Cnsltg., Inc. BAIGiobal Inc. Access Research, Inc. 

Best Practices Research Cambridge Associates, Ltd. CUSTOMER 
AGRICULTURE C&R Research Services, Inc. Performance Research SATISFACTION Cambridge Associates, Ltd. QS&A Research & Strategy Cambridge Associates, Ltd. Cambridge Research, Inc. BAIGiobal Inc. Cambridge Research, Inc. Campos Market Research COMPUTERS Best Practices Research 

Consumer Opinion Services David Binder Research 
ALCOHOLIC BEV. Data & Management Counsel , Inc. HARDWARE Elrick and Lavidge 
C&R Research Services, Inc. The Deutsch Consultancy Leichliter Assoc. Mktg. Rschllqea Dev. Fader & Associates 
Perception Research Services, Inc. Direct Feedback guskey & heckman, research 
Strategy Research Corporation Fader & Associates COMPUTERS/MIS consultants 

First Market Research Corp. (Heiman) 
C&R Research Services, Inc. 

Low + Associates, Inc. 
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Markinetics, Inc. 
QS&A Research & Strategy 
Research Data Services, Inc. 

DIRECT MARKETING 
BAIGiobal Inc. 
Best Practices Research 
Greenleaf Associates, Inc. 
Mind Search 
Perception Research Services, Inc. 

DISCRETE 
CHOICE/CONJOINT 
Yarnell , Inc. 

DISTRIBUTION 
Burr Research/Reinvention 

Prevention 
GraffWorks Marketing Research 

EDUCATION 
Cambridge Associates, ltd. 
Greenleaf Associates, Inc. 
Just The Facts, Inc. 
Marketing Advantage Rsch. Cnslts. 

ELECTRONICS 
Leichliter Assoc. Mktg. Rsch./ldea Dev. 

ENTERTAINMENT 
Performance Research 

ETHNOGRAPHIC 
RESEARCH 
Alexander + Parker 

EXECUTIVES 
BAIGiobal Inc. 
C&R Research Services, Inc. 
Decision Drivers 
Dolobowsky Qual. Svcs., Inc. 
Fader & Associates 
First Market Research Corp. (Heiman) 
John Fox Marketing Consulting 
Marketing Advantage Rsch. Cnslts. 
Paul Schneller - Qualitative 
Strategy Research Corporation 

FINANCIAL SERVICES 
Jeff Anderson Mktg. Rsch. Consulting 
BAIGiobal Inc. 
Best Practices Research 
Burr Research/Reinvention 

Prevention 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Cambridge Research, Inc. 
The Deutsch Consultancy 
Dolobowsky Qual. Svcs., Inc. 
Elrick and Lavidge 
The Eisenmann Group 
Fader & Associates 
First Market Research Corp. (Reynolds) 
Low + Associates, Inc. 
Marketing Matrix, Inc. 
Matrixx Marketing-Research Div. 
MCC Qualitative Consulting 
James Spanier Associates 
Widener-Burrows & Associates, Inc. 

FOOD 
PRODUCTS/NUTRITION 
Alexander + Parker 
BAIGiobal Inc. 
C&R Research Services, Inc. 
CJRobbins 
Greenleaf Associates, Inc. 
Just The Facts, Inc. 
KidFactssM Research 
Leichlite.r Assoc. Mktg. RschJidea Dev. 
Macro International 
The New Marketing Network 
Outsmart Marketing 
Perception Research Services, Inc. 
Paul Schneller - Qualitative 

FOOTWEAR 
Best Practices Research 

HEALTH & BEAUTY 
PRODUCTS 
BAIGioballnc. 
Qualitative Appl ied Research 
Paul Schneller - Qualitative 
Thorne Creative Research 

HEALTH CARE 
Alexander + Parker 
Jeff Anderson Mktg. Rsch. Consulting 
David Binder Research 
Colburn & Associates 
Directions Data Research 
Dolobowsky Qual. Svces., Inc. 
D/R/S HealthCare Consultants 
Elrick and Lavidge 
Erlich Transcultural Consultants 
The Eisenmann Group 
First Market Research Corp. (Reynolds) 
Irvine Consulting, Inc. 
Knowledge Systems & Research, Inc. 
Low+ Associates, Inc. 
Macro International 
Market Access Partners 
Market Navigation, Inc. 
Matrixx Marketing-Research Div. 
MedProbe, Inc. 
Medical Marketing Research, Inc. 
Research Options, Inc. 
Spiller & Reeves Research 
Strategy Research Corporation 
V & L Research and Cnsltg ., Inc. 
Widener-Burrows & Associates, Inc. 
Susan M. Williams Rsch. & Disc. USA 

HISPANIC 
Data & Management Counsel , Inc. 
Erl ich Transcultural Consultants 
Hispanic Market Connections, Inc. 
Hispanic Marketing 

Communication Research 
, In Focus Consulting 

Market Development, Inc. 
Francesca Moscatelli 
Strategy Research Corporation 
Target Market Research Group, Inc. 

HI-TECH 
Greenleaf Associates, Inc. 
Market Navigation, Inc. 
Research Connections, Inc. 
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Perception Research Services, Inc. 
Thorne Creative Research 

HOUSEHOLD 
PRODUCTS/CHORES 
Paul Schneller- Qualitative 

IDEA GENERATION 
Analysis Research Ltd. 
BAIGioballnc. 
Best Practices Research 
C&R Research Services, Inc. 
Cambridge Associates, ltd. 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
Elrick and Lavidge 
John Fox Marketing Consulting 
Just The Facts, Inc. 
Leichliter Assoc. Mktg. RschJidea Dev. 
Matrixx Marketing-Research Div. 
Paul Schneller - Qualitative 

IMAGE STUDIES 
Cambridge Associates, ltd. 

INDUSTRIAL 
First Market Research Corp. (Heiman) 
Market Navigation, Inc. 

INSURANCE 
Burr Research/Reinvention 

Prevention 
Erl ich Transcultural Consultants 
Low + Associates, Inc. 

INTERACTIVE PROD./ 
SERVICES/RETAILING 
Leichliter Assoc. Mktg. RschJidea Dev. 
Research Connections, Inc. 

INTERNET 
Knowledge Systems & Research, Inc. 
Research Connections, Inc. 

INTERNET SITE DEV. 
Perception Research Services, Inc. 

INVESTMENTS 
The Deutsch Consultancy 

LATIN AMERICA 
Best Practices Research 
Market Development, Inc. 

MANUFACTURING 
Best Practices Research 

MEDICAL PROFESSION 
Cambridge Associates, Ltd. 
Colburn & Associates 
D/R/S HealthCare Consultants 
Pat Henry Market Research, Inc. 
Matrixx Marketing-Research Div. 
MedProbe, Inc. 
Medical Marketing Research, Inc. 
QS&A Research & Strategy 
Paul Schneller - Qualitative 

Susan M. Williams Rsch. & Disc. USA 

MODERATOR TRAINING 
Cambridge Associates, Ltd. 
Macro International 

MULTIMEDIA 
Marketing Advantage Rsch. Cnslts . . 

NATURAL HEALTH 
CARE/REMEDIES 
Focused Solutions 

NEW PRODUCT DEV. 
Jeff Anderson Mktg. Rsch. Consulting 
BAIGioballnc. 
Best Practices Research 
Milton I. Brand Marketing Consultant 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
CJRobbins 
Daniel Associates 
Data & Management Counsel, Inc. 
Dolobowsky Qual. Svcs., Inc. 
Doyle Research Associates 
Elrick and Lavidge 
Fader & Associates 
First Market Research Corp. (Heiman) 
Greenleaf Associates, Inc. 
Kenneth Hollander Associates 
Just The Facts, Inc. 
KidFactssM Research 
Bart Kramer & Associates 
Leichliter Assoc. Mktg. Rschl ldea Dev. 
Market Access Partners 
Marketing Advantage Rsch. Cnslts. 
The New Marketing Network 
Outsmart Marketing 
Qualitative Applied Research 
Paul Schneller - Qualitative 
Spiller & Reeves Research 
Sundberg-Ferar, Inc. 

NON-PROFIT 
David Binder Research 
Doyle Research Associates 
Performance Research 

OBSERVATIONAL 
Doyle Research Associates 

ON-LINE FOCUS 
GROUPS 
Research Connections, Inc. 
Thorne Creative Research 

PACKAGED GOODS 
BAIGiobal Inc. 
Best Practices Research 
C&R Research Services, Inc. 
CJRobbins 
Doyle Research Associates 
Just The Facts, Inc. 
Thorne Creative Research 

PACKAGE DESIGN 
RESEARCH 
Perception Research Services, Inc. 
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Treistman & Stark Marketing, Inc. POSITIONING 
RESEARCH PANELS 

Greenleaf Associates, Inc. 
Paul Schneller - Qualitative 

PARENTS PUBLIC POLICY RSCH. 

Fader & Associates 
David Binder Research 
Cambridge Associates, Ltd. 

PET PRODUCTS 
PUBLISHING Cambridge Research, Inc. 
Best Practices Research 

PHARMACEUTICALS Cambridge Associates, Ltd. 

BAIGiobal Inc. 
The Eisenmann Group 

C&R Research Services, Inc. 
First Market Research Corp. (Heiman) 
Greenleaf Associates, Inc. 

Cambridge Associates, Ltd. Marketing Advantage Rsch. Cnslts. 
Colburn & Associates 
D/R/S HealthCare Consultants RETAIL Kenneth Hollander Associates 
Irvine Consulting, Inc. Pat Henry Market Research, Inc. 
Macro International Knowledge Systems & Research, Inc. 
Market Navigation, Inc. Leichliter Assoc. Mktg. RschJidea Dev. 
MCC Qualitative Consulting MCC Qualitative Consulting 
MedProbe, Inc. 
Medical Marketing Research, Inc. SENIORS 
QS&A Research & Strategy Fader & Associates 
Paul Schneller - Qualitative 
Spiller & Reeves Research SERVICES Susan M. Williams Rsch. & Disc. USA 

guskey & heckman, research con-

POLITICAUSOCIAL sultants 

RESEARCH SMALL BUSINESS/ 
Cambridge Associates, Ltd. ENTREPRENEURS Francesca Moscatelli 

Linda Fitzpatrick Rsch. Svcs. Corp. 

Leichliter Assoc. Mktg. Rsch./ldea Dev. 
MindSearch 
Strategy Research Corporation 
Yarnell , Inc. 

SOFT DRINKS, BEER, 
WINE 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Grieco Research Group, Inc. 
Strategy Research Corporation 

SPORTS 
Performance Research 
Research Options, Inc. 

TEACHERS 
Greenleaf Associates, Inc. 

TEENAGERS 
C&R Research Services, Inc. 
Doyle Research Associates 
Fader & Associates 
KidFactssM Research 
Matrixx Marketing-Research Div. 
MCC Qualitative Consulting 
Performance Research 
Thorne Creative Research 

TELECOMMUNICATIONS 
BAIGiobal Inc. 
Daniel Associates 
Elrick and Lavidge 
Erlich Transcultural Consultants 

First Market Research Corp. (Heiman) 
Knowledge Systems & Research, Inc. 
Linda Fitzpatrick Rsch. Svcs. Corp. 
Horowitz Associates Inc. 
Marketing Advantage Rsch. Cnslts. 
MCC Qualitative Consulting 
Qualitative Applied Research 
Strategy Research Corpor~tion 

TELECONFERENCING 
Cambridge Research, Inc. 

' TELEPHONE FOCUS 
GROUPS 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Doyle Research Associates 
Market Navigation, Inc. 
Medical Marketing Research, Inc. 
MedProbe, Inc. 

TELEVISION 
Best Practices Research 

TOURISM/HOSPITALITY 
QS&A Research & Strategy 
Research Data Services, Inc. 

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

TRANSPORTATION SER­
---------'--------"'--------------1 VICES 
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click away 
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Low + Associates, Inc. 
Markinetics, Inc. 
Strategic Focus, Inc. 

TRAVEL 
Best Practices Research 
Cambridge Associates, Ltd. 
Greenleaf Associates, Inc. 
Performance Research 
Research Data Services, Inc. 
James Spanier Associates 

UTILITIES 
Cambridge Associates, Ltd. 
Fader & Associates 
Knowledge Systems & Research, Inc. 

WEALTHY 
The Deutsch Consultancy 
Strategy Research Corporation 

YOUTH 
Fader & Associates 
Macro International 
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44TH ANNUAL CONFERENCE OF THE ADVE 

·ngAway; 
davs packed with TOP Marketers and Researchers 

morning pre-conference "SMART" Seminar, 
s•. Top notch Keynote General Session speakers 

•nd bV the Open Forum, Research IndustrY Town 

The Popular Mondavavenlng President's Reception 

rues:aav• WedBsllll etworklna Brlllluts 

:111•1rentR-l8nlc8s Presentations Tuesday 
•w8111esdav 

• .. Stall II The lnd•;tn 
lallewed bY the 
Mid the 1St ADI•1 
Leadershlllwn. 

• TIIIIIIIJ, •aast Com11181'Cials 111118 
Year" presentations 

• Don't Miss .. The Debate ofT 
W8dnesdav morllia 

• 3 Concurrent Research Fan•• 
.. Hot" Industry Topics 

ARCH 23·25, 1998 • NEW YORK HILTON • NEW YORK 

New this Year 
Visit the lnfoplex Theaters 
· Americas Hall l & " to 
'l~arn the latest indust~ 

For information on Elizabeth Favata, Sales Manager • Expocon, a division of Advanstar Communications, Inc. 
exhibiting contact: 363 Reef Road • Fairfield, cr 06430 • Phone: (203) 256-4700, ext. 107 

FAX: (203) 256-4730 • E-Mail : efavata@advanstar.com 
Visit us on the World Wide Web at: http://www.arfsite.org/arf 

ds from the industry s 
tren . 

leading supphers 

3 Ways to Register for FREE admission to the Research lnfoplex '98 Exhibit Hall 
By Mail: Research lnfoplex '98 Registration, 641 Lexington Ave., NY, NY 10022 

NAME 

TITLE 

CITY 

COUNTRY 

PHONE 

E·MAIL 

By FAX: (212) 319-5265 (24 hours-a-day) • By E-Mail: lnfoplex@arfsite.org 

Exhibit Hall Registration Only: There is no charge to visit the 
exhibits at Research lnfoplex '98. Mail of fax your Registration by 
February 23, 1998 and your badge will be mailed to you approxi­
mately 2 weeks before the Show. (Note: All International registrants 
and registrations received after February 23, 1998 will pick-up 

FIRST LAST 

badges on-site at the Desk marked Pre-Registration.) REGISTER 
NOW and avoid lines on-site. Photocopy this form for additional regis­
trants. No one under 18 admitted. For general information, please call 
Expocon at (203) 256-4700 ext 120. To receive a copy of the 
Conference Brochure, please call ARF at (21 2) 751-5656. 

STATE/PROVINCE A 
ZIP/POSTAL CODE I I I I I I I I 
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ndicate Your Firm's 
Primary Business 
D 1 0 Advertiser Manufacturer 
D 11 Agency 
D 12 Media 
D 13 Research Company 
D 14 Systems/Software 
D 15 Education 

D 16 Association 
0 17 Other 
Your Job Function 
0 20 General or Corp. Management 
0 21 Marketing Management 
0 22 Systems/MIS/Database 
0 23 Sales Management 
0 24 Advertising Management 

I I I I I I I I I I I I I 
0 25 Account Management 
0 26 Media Buying/Planning 
0 27 Advertising/Marketing Research 

(for non Research Firms) 
0 28 Advertising/Marketing Research 

(affiliated w/ a Research Co.) 

0 29 Other 

D 30 Send me information on 
the Journal of Advertising 
Research 

Are you currently an ARF member? 
0 40 Yes D 41 No 

R Please let us know if you have 
1.!:1 any special needs which require 
assistance in the Exhibit Hall. 
Call (203) 256-4700, ext. 156. 

Sponsored by ~ Produced by ocorr 
ADVANBTAB COMKVNICATION8 
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,r 1998 DATA PROCESSING/STATISTICAL ANALYSIS DIRECTORY 
I 

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

A. Tent & Associates 
34 Sunset, Ste. A-1 
Clementon, NJ 08021 
Ph. 888-601-8673 or 609-435-8673 
Fax 609-435-8973 
E-mail : annamaria@atent.com 
http://www.atent.com 
Anna-Maria Tentnowski , President 
Services: CD, DE, DT, SA 

A.I.M. Field Service 
1428 E. Semoran Blvd ., Ste. 104 
Apopka, FL 32703 
Ph . 407-886-5305 or 407-886-5365 
Fax 407-884-0333 
Patricia Blackwell , President 
Services: DT, SA 

AccuStat 
65 Washington St. , #400 
Santa Clara, CA 95050 
Ph. 408-356-1255 
E-mail : tabulator@earthlink.net 
http://www.altair1 .com 
Services: CD, DE, DT, SA 

The Accutab Co. 
125 Marsellus Pl. 
Garfield, NJ 07026 
Ph. 973-546-7100 
Fax 973-546-9687 
E-mail : Tabmann@bellatlantic.net 
Jon Brunetti , Principal 
Services: CD , DE, DT, SC, SA 

ACG~ 
RESEARCH 
SOLUTIONS 

ACG Research Solutions 
Pierre Laclede Center 
7701 Forsyth , Ste. 1100 
St. Louis, MO 63105 
Ph. 314-726-3403 
Fax 314-726-2503 
http://www.AragonConsulting.com 
Services: CD, DE, DT, SC, SA 

ACG Research Solutions, a full-service market 
research firm with extensive research capabili­
ties, has a 40-station CATI (computer-aided tele­
phone interviewing) system. Data collected on 
the CATI system is imported directly into 
WinCross or SPSS for Windows for analysis. 
Analysis capabilities are extensive, including: 
crosstabs with significance testing , analysis of 
variance, multivariate and conjoint analysis, dis­
crete choice, perceptual mapping , etc. 
(See advertisement on p. 8) 

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

Cod•ng- Data Entry- Sample Select1on- Cross Tabulat1on- Verbat1ms- Database Generat1on- Spec•al Reports- Return Management 

I I 
ir Too Much Market Research And Too Little Time? a 
I I 

I You Have The Research And No One To Process Your Data? I 
~ ~ 

~ 
~ 
~ 
I 

~ MEET YOUR 
J GOALS 

I 

• Accurately 

• On Time 
" HEAD ON! " 
~ • Efficiently ~ 
i i 
~ ~ 
I f 
I Assess your Data Processing Needs And Add Us To Your Team I 

~ ~ 
[ Cont act The Expert s I n The Field [ 

l ArdissoJ(BJAssociates ~ r I N C 0 R P . . o R A T £ D-- --- --- f 
:r 2399 Lawrencevi lle Hwy., Suite 4 , Lawrenceville, GA 30044 :r 
1- (770) 339-1091 ard isson@mindspr ing.com I· 

Cod1ng- Data Entry- Sample Select•on - Cross Tabulat1on- Verbat•ms- Database Generat •on - Spec•al Reports- Return Management 

ADAPT, Inc. 
12400 Whitewater Dr. , Ste. 165 
Minnetonka, MN 55343 
Ph . 888-52-ADAPT 
Fax 612-939-0361 
E-mail : adapt@winternet.com 
Dave Ko~h . General Manager 
Services: CD, DE, DT, SC 

Over 20 years of data capture experience dedi­
cated to the market research industry. Our ser­
vices include: printing , outgoing/incoming mail 
processing , data entry, scanning, coding, verba­
tim keying/editing, audio tape transcription, doc­
ument storage, and tabulation . We deal with a 
national client base , who value our market 
research data capture expertise. When you need 
fast and accurate data processing , call the mar­
keting research professionals, ADAPT, Inc. 
(See advertisement on p. 69) 

Adrian Information Strategies (AIS) 
14677 Midway Rd ., #201 
Dallas, TX 75244-3125 
Ph. 972-980-0227 
Fax 972-385-77 45 
E-mail : RCCDallas@aol.com 
Services: CD, DE, DT, SC, SA 

Advanced Data Research , Inc. 
1092 Centre Rd . 
Auburn Hills, Ml 48321 
Ph . 248-371-1857 
Fax 248-371 -1869 
E-mail : adr4@ix. netcom.com 
http://www.adr1 .com 
Craig Miller, V.P. Marketing 
Services: CD, DE, DT, SC 

Advantage Research , Inc. 
16875 W. Wisconsin Ave. 
Brookfield , WI 53005 
Ph. 414-827-7000 
Fax 414-827-701 0 
E-mail : info@ariadvantage.com 
http://www.ariadvantage.com 
Services: CD, DE, DT, SA 

~J.,~,u~r .. e .. ~ 
Since 1991, Delivering Qual ity Survey Research Samp les 

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 : ASISAMPLING@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, 
ROD, many low incidence categories (product 
users, etc.), radius, census track/block groups, 
many others, standard formats , modem transfer, 
survey/sampling expertise. ASI 's uniqueness lies 
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in its ab ility to provide complete survey sampling 
capabilities at lower prices than its competitors. 
(See advertisement on p. 27) 

AIS Market Research 
5707 N. Palm , Ste. 101 
Fresno, CA 93704 
Ph . 800-627-8334 or 209-252-2727 
Fax 209-252-8343 
Services: CD, DE, DT, SC, SA 

An.alyt·ca 

The Analytical Group , Inc. 
640 N. LaSalle Dr. 
Ch icago, I L 60610 
Ph. 312-751-2915 
Fax 312-337-2551 
E-mail : jerry@Analytialgroup.com 
http://www.acsinfo.com 
Jerry Madansky, CEO 

Branch office: 
8687 E. Via de Ventura 
Scottsdale, AZ 85258 
Ph. 602-483-2700 
Fax 602-905-1416 
E-mail : Jack@acsinfo.com 
http://www.acsinfo.com 

Services: CD , DE, DT, SC, SA 

Data processing service bureau for over 25 years 
providing coding, data entry, scanning , data 
cleaning , crosstabulations, and multivariate 
analysis. 
(See advertisement on p. 88) 

Ardisson & Associates , Inc. 
2399 Lawrenceville Hwy., Ste. 4 
Lawrenceville , GA 30044 
Ph . 770-339-1091 
Fax 770-339-1 092 
E-mail : ardisson@mindspring.com 
http://www.mindspring.com/-ard isson/ 
Tom Ardisson, President 
Services: CD , DE, DT, SA 

Research data processing professionals with 
over 50 years experience, providing high quality 
coding , data entry and crosstabulation services. 
Other services include sample selection from 
client supplied lists, sample maintenance, return 
management, typed verbatims with tie back to 
data, graphics, database generation and special 
reports . Consulting available to ensure you get 
appropriate output and the most from your data. 
(See advertisement on p. 68) 

Asia Market Intelligence Ltd . 
9/F, Leighton Centre 
77 Leighton Road 
Causeway Bay 
Hong Kong 
Ph. 852-2881-5388 
Fax 852-2881-5918 
E-mail : info@ami-group.com 
http://www.ami-group.com 
Services: CD, DE, DT, SC, SA 
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Aspen Systems Corporation 
2277 Research Blvd. 
Rockville, MD 20850 
Ph . 301-519-5000 
Fax 301-519-5885 
E-mail : pmcarthy@aspensys.com 
http://www.aspensys.com 
Services: 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 

Austin Trends 
7101 Hwy. 71 W. , Ste. 213 
Austin , TX 78735 
Ph. 512-288-8501 
Fax 512-288-8502 
E-mail : TJUKAM@smart1 .net 
Services: CD , DE, DT, SC, SA 

AutoData Systems 
6111 Blue Circle Dr. 
Minnetonka, MN 55343 
Ph. 612-938-4 710 
Fax 612-938-4693 
http://www.autodata.com 
Services: DE, SC 

B & B Research Services, Inc. 
8005 Plainfield Rd . 
Cincinnati , OH 45236 
Ph . 513-793-4223 
Fax 513-793-9117 
E-mail : BBRSRCH@aol.com 
Services: CD, DE, DT, SA 

Barry Leeds & Associates , Inc. 
38 E. 29th St. 
New York, NY 10016 
Ph. 212-889-5941 
Fax 212-889-6066 
E-mail : Bleedsny@aol.com 
Services: CD, DT 

Behavior Research Center 
1101 N. First St. 
P.O. Box 13178 
Phoenix, AZ 85002-3178 
Ph. 602-258-4554 
Fax 602-252-2729 
E-mail : brc@primenet.com 
http://www.primenet.com/-brc/ 
Services: CD, DE, DT, SC, SA 

The Blackstone Group 
360 N. Michigan Ave ., Ste. 1500 
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 

Full Service 
Survey Processing 
Let us handle the labor 
intensive portions of your 
study. Put 20 years of 
experience to work for you. 
We specialize in Market 
Research Survey processing 
so we speak your language. 
We are fast, accurate, and 
can usually have closed-end 
data to you within 24 hours 
of closing returns. 

Services include: 
I) Survey Printing and mail 

distribution 
2) Returns management for 

follow-up mailings to non­
responders 

3) Return Mail Handling 
4) Survey check-in and editing 
5) Comment coding and 

verbatim transcription 
6) Data Entry 
7) State-of-the-art Character 

Recognition Scanning 
8) Tabulation 
9) Audio tape transcription 

Get your survey processed by 
Market Research Professionals. 

ADAPT Inc. 
12400 Whitewater Drive, Suite 165 

Minnetonka, MN 55343 

1-888-52ADAPT 
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Service Codes 
CD . . .... Coding 
DE ...... Data Entry 
DT ...... Data Tabulation 
SC .. ... . Scanning Services 
SA ...... Statistical Analysis 

Bolding Tab Service, Inc. 
5308 N.W. 57th Terrace 
Coral Springs, FL 33067-3510 
Ph . 954-255-0095 or 954-255-0094 
Fax 954-255-0097 
E-mail: BTSINC1 @aol.com 
Lee Bolding, President 
Services: CD, DE , DT 

Bosma & Associates lnt'l. , Inc. 
1111 Third 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 

Bretton-Clark 
89 Headquarters Plaza 
North Tower, 14th fl. 
Morristown, NJ 07960 
Ph. 973-993-3135 
Fax 973-993-1757 
Services: 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 
E-mail : busresinc@aol.com 
Barb Elioff, Director, Field Svcs. 
Services: CD, DE, DT, SC, SA 

Buzzsaw Computing 
P.O. Box 7423 
Nashua, NH 03062-7423 
Ph. 603-888-7210 
E-mail: service@dragoweb.com 
Services: SA 

C&R Research Services, Inc. 
Creative & Response Research Services, Inc. 
500 N. Michigan Ave ., 12th fl. 
Chicago, IL 60611 
Ph . 312-828-9200 
Fax 312-527-3113 
E-mail : info@crresearch.com 
http://www.crresearch .com 
Services: SA 

CACI Marketing Systems 
1100 N. Glebe Rd . 
3 Ballston Plaza 
Arlington , VA 22201 
Ph . 800-292-2224 
Fax 703-243-6272 
Services: SA 
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Cambridge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: GVKB87 A@prodigy.com 
Services: CD, DE, DT, SC, SA 

Cardiff Software 
1782 Lacosta Meadows Dr. 
San Marcos, CA 92069 
Ph . 760-752-5244 
E-mail : sales@cardiffsw.com 
Services: DE 

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

Gimbal Research Services 
420 Boulevard , Ste. 101 
Mountain Lakes, NJ 07046 
Ph. 973-402-1179 
Fax 973-402-1422 
E-mail : alancimbal@sprintmail.com 
Alan H. Gimbal , President 
Services: CD 

Claritas, Inc. 
1525 Wilson Blvd ., #1 000 
Arlington , VA 22209 
Ph. 703-812-2700 
Fax 703-812-2701 
E-mail : info@claritas.com 
http://www. claritas.com 
Kathleen Dugan, Sr. Dir. , Corp . Mktg. Svcs. 
Services: CD , DT, SA 

Cognos Corporation 
67 S. Bedford St. 
Burlington, MA 01803 
Ph . 617-229-6600 or 800-426-4667 
Fax 617-229-9844 
Services: SA 

=~~~!.na 
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 
Services: DT, SA 

Stat tested tables from Perception Analyzer data 
with our "TAB" software. 
(See advertisement on p. 91) 

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 pro­
gramming and on-line surveying. 
(See advertisement on p. 19) 

Comstat Research Corporation 
17 John Alexander Dr. 
Cortlandt Manor, NY 10566-6303 
Ph . 914-739-6800 
Fax 914-739-1671 
E-mail : comstat@cstat.com 
http://www.cstat.com/-comstat 
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 : consumer.pulse@internetMCI.com 
http://www.consumerpulse.com 
Services: CD, DE, DT, SC, SA 

Consumer Surveys Co. 
Northpoint Shopping Center 
304 E. Rand Rd. 
Arlington Heights, IL 60004 
Ph . 847-394-9411 
Fax 847-394-0001 
E-mail : fberla19@mail.idt.net 
Services: CD, DE, DT, SA 

Doris J. Cooper Associates, Ltd . 
One North St. 
Hastings-On-Hudson, NY 10706 
Ph . 914-4 78-0444 
Fax 914-4 78-7631 
Doris Cooper, President 
Services: CD , DE, DT 

(CI2C) 
DATA SYSTEMS 

CRC Data Systems 
31-00 47th Ave. 
Long Island City, NY 11101 
Ph . 718-937-2727 
Fax 718-729-2444 
Se ~vices : CD, DE , DT, SC, SA 

For almost two decades, CRC Data Systems has 
been providing outstanding tabulation , coding 
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and data entry services for market research . Our 
experienced staff, our proprietary and sophisti­
cated multivariate statistical packages, and our 
dedication to customer service combine to make 
CRC the leader in market research processing. 

Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952 
Ph . 707-765-1 001 
Fax 707-765-1 068 
E-mail : surveys@usa.net 
http://www. surveysystem.com 
Lisa Bacon, V.P. Sales 
Services: DE, DT, SC, SA 

Crimmins & Forman Market Research 
29955 Southfield Rd . 
Southfield , Ml 48076 
Ph . 248-569-7095 
Fax 248-569-2220 
E-mail: CrimForm@aol.com 
Lisa Cupples 
Services : CD , DE, DT, SA 

Cunn ingham Field & Research Service, Inc. 
Administrative/Focus Facility 
770 W. Granada Blvd ., Ste. 101 
Ormond Beach , FL 3217 4 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail: CFSFIELD@aol.com 
Services: CD , DE, DT, SC, SA 

Customer Contact, Inc. (CCI) 
1082 Bower Hill Rd. 
Pittsburgh, PA 15063 
Ph . 412-279-0909 
Fax 412-279-1 002 
Eugenia Brandemarte, General Manager 
Services : CD, DE, DT, SC , SA 

Data Probe, Inc. 
Datatab 
49 East 21st St. 
New York, NY 1001 0 
Ph. 212-228-6800 
Fax 212-228-9600 
E-mail : DATAPROB@mail.idt.net 
Jim Sheridan , Vice President 
Services: CD , DE, DT 

DATA RECOGN IT IO \ 

DRC 
t U I P ll I AT I U..,. 

Data Recognition Corporation 
5929 Baker Rd. , Ste. 470 
Minnetonka, MN 55345 
Ph. 612-935-5900 
Fax 612-935-1435 
http ://www.drc-mn.com 
Deanna L. Hudella, Business Developrflent Svcs. 
Services: CD, DE , DT, SC, SA 

Data Recognition Corporation provides custom 
survey consulting and processing services, 
including project management, questionnaire 
design and printing, sample selection , variable 
intelligent printing , survey distribution/mailing 
and collection, processing using optical/ IMAGE · 
and OMR scanning and data entry, program-
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ming , reporting , comment keying/coding , and 
statistical analysis to commercial , medical , gov­
ernment, and education markets. 
(See advertisement on p. 71) 

Data Research Services, 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 

Datacase, Inc. 
18 First St. 
Florham Park, NJ 07932-1720 

· Ph. 201-377-4546 
Fax 201-377-4546 
Casey Zmuda 
Services: CD, DE , DT 

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

Datan, Inc. 
735 Prospect Ave . 
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 
Jerry Lisovich , Director 
Services: CD , DE, DT, SA 

DataStar, Inc. 
85 River St. , Ste. 6 
Waltham, MA 02154 
Ph . 781-647-7900 
Fax 781-647-7739 
E-mail : info@surveystar.com 
http://www.surveystar.com 
Ellie Smerlas, President 
Services: CD, DE, DT, SA 

Dataxiom Software, Inc. 
3701 Wilshire Blvd ., Ste. 1122 
Los Angeles , CA 90010 
Ph. 213-383-9973 
Fax 213-383-3542 
E-mail : sales@dataxiom.com 
http://www.dataxiom.com 
Richard Su, President 
Services: DE, DT, SA 

Genius is just seeing a pattern 
sooner than everyone else. 

We make it easy to see patterns. 

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

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

DATA IECOGNITlO\ 

DRC 
COIPO I ATION 

Questionnnaire design and printing A Distribution/collection 
Image and O M R scanni n g A Comm en t processin g 
Reporting Statistical analysis A Project management 
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Service Codes 
CD .. .. . . Coding 
DE ... . . . Data Entry 
DT .. . .. . Data Tabulation 
SC ...... Scanning Services 
SA ... ... Statistical Analysis 

Davis Coding, Inc. 
625 Broadway 
New York, NY 10012 
Ph. 212-67 4-2230 
Fax 212-674-2099 
E-mail : MrCoding@aol.com 
Steve Davis, President 
Services: CD, DE 

>:::~1)-.:::;f 
• : 1.• :'• :.~ DECISION A .VAL YST, I.VC. 

Decision Analyst, Inc. 
604 Avenue H East 
Arlington , TX 76011-3100 
Ph . 817-640-6166 
Fax 817-640-6567 
E-mail : jthomas@decisionanalyst.com 
http://www.decisionanalyst.com 
Services: CD, DE, DT, SA 

Full-service. Specialize in advertising testing 
(CopyTest®), product testing (Optima™), new 
products research and strategy research . 
Statistical Science Group. Econometrics 
Modeling Group. National mail panel of 20,000 
households. International on-line Internet panel 
of 20,000 households. R&D product testing pan­
els. National Survey Center with 65 work sta­
tions. Packaged goods, food service, beverages, 
retailing , telecommunications and computers. 
(See advertisement on p. 39) 

Decisive Technology 
1991 Landings Dr. 
Mountain View, CA 94043 
Ph. 650-528-4300 
Fax 650-528-4321 
E-mail : info@decisive.com 
http://www.decisive.com 
Services: DT, SA 

Delphi Market Research 
42 Temple St. 
Arlington, MA 0217 4-6343 
Ph. 781-646-0558 
Fax 781-643-5023 
E-mail: staff@delphi marketing .com 
http://www.delphimarketing.com 
Services: SA 

Delphus, Inc. 
103 Washington St. , Ste. 348 
Morristown, NJ 07960 
Ph . 973-267-9269 
Fax 973-285-9248 
E-mail : delphus@worldnet.att.net 
http://www.delphus.com 
H. Levenbach, President 
Services: SA 
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DESAN Marketresearch BV 
P.O. Box 10288 
1001 EG Amsterdam 
The Netherlands 
Ph. 31-20-620-15-89 
Fax 31-20-638-72-99 
E-mail: info@xs4all.nl 
http://www.xs4all.nl 
Andre Smit 
Services: CD, DE, DT, SA 

Diffsimilar Analytics 
3399 Kent St. , #31 0 
Shoreview, MN 55126-4086 
Ph . 612-482-9724 
Fax 612-486-6347 
E-mail : diffsimilar@wavefront.com 
http://www.wavefront.com/-diffsimilar 
Services: SA 

DIMARSO 
57 Boulevard Lambermont 
1030 Brussels 
Belgium 
Ph. 32-2-215-19-30 
Fax 32-2-216-13-96 
E-mail: info@dimarso.com 
Services: CD, DE, DT, SA 

Directions In Research 
8593 Aero Dr. 
San Diego, CA 92123 
Ph. 800-676-5883 or 619-299-5883 
Fax 619-299-5888 
E-mail : info@diresearch.com 
Sherri Crispin 
Services: CD , DE, DT, SA 

Discovery Research Group of Utah 
2089 E. Fort Union Blvd . 
Salt Lake City, UT 84121 
Ph . 800-678-3748 or 801-944-0326 
Fax 801-944-0550 
E-mail : ewsax@drgutah.com 
http://www.drgutah.com 
Services: CD , DE , DT 

Eagle Research - Atlanta 
One Dunwoody Park, Ste. 128 
Atlanta , GA 30338 
Ph. 770-395-6090 
Fax 770-671-9708 
E-mail: eagleresearch .com 
Services: CD, DE, DT, SC, SA 

Eagle Research - Denver 
12157 W. Cedar Dr. 
Denver, CO 80228 
Ph . 303-980-1909 
Fax 303-980-2270 or 980-5980 
E-mail : eagleresearch .com 
Services: CD, DE, DT, SC, SA 

Elrick & 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: CD , DE, DT, SC, SA 

EnVision Knowledge Products 
77 W. Baltimore Pike 
Media, PA 19063 
Ph. 610-361-8000 
Fax 610-361-7835 
E-mail : ekp@interserv.com 
http://member.aol.com/ekpcorp 
Mike Fassino, Owner 
Services: SA 

Essex 3 Tabulations 
4091 Saltburg Rd ., Ste. F 
Murrysville, PA 15668-8524 
Ph. 412-798-0444 
Fax 412-798-0450 
E-mail : mitch@essex3.com 
Mitch Sinkerman, General Partner 
Services: CD, DE, DT, SA 

t li:ket 
= IB.esoorch 

First Market Research Corp. 
656 Beacon St. , 6th fl. 
Boston, MA 02215 
Ph. 800-FIRST-1 -1 or 617-236-7080 
Fax 617-267-9080 
E-mail : mpriddy@ziplink.net 
http://www.firstmarket.com 
Jack M. Reynolds, Chairman 

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 

Services: CD, DE, DT, SA 

Full-service marketing research group offering 
stand-alone field and tab or tab only services 
along with statistical analysis - multivariates, 
conjoint, crosstabulation or marginals. Database 
programming , web page design and script pro­
gramming . File formats handled and translated 
include ASCII , dBase, Excel , column binary -
either Mac or PC - SPSS, PCQUIP, Ci3, ACROSS. 
(See advertisement on p. 24) 

Forum Canada Research , Inc. 
14 Prince Arthur Ave ., Ste. 200 
Toronto, ON M5R 1 A9 
Canada 
Ph. 416-960-9600 
Fax 416-960-9602 
E-mail : forum@pathcom.com 
Dr. Lorne Bozinoff, President 
Services: CD , DE, DT, SA 

Friedman Marketing Services 
566 E. Boston Post Rd . 
Mamaroneck, NY 10543 
Ph. 914-698-9591 
Fax 914-698-2769 
E-mail : dsmith@rapon .com 
Services: CD, DE, DT 
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GeoDemographics, Ltd. 
69 Arch St. 
Johnson City, NY 13790 
Ph . 607-729-5220 
Fax 607-729-5909 
E-mail : GDLLTD@aol.com 
Warren Crowder, Marketing Director 
Services: CD, DE, DT, SA 

Georgia Data Processing, Inc. 
120 Gloster Rd. N.W. , Ste. 4B 
Lawrenceville , GA 30244 
Ph . 770-806-9040 
Fax 770-806-9553 
Georgia Briggs, President 
Services: CD, DE, DT. SA 

Pat Henry Market Research, Inc. 
230 Huron Rd. N.W., Ste. 100.43 
Cleveland, OH 44113 
Ph . 216-621-3831 
Fax 216-621-8455 
E-mail: phenry3@ix.netcom.com 
Mark Kikel, V.P. of Operations 
Services: CD, DE, DT. SA 

HR and Associates, Inc. 
223 Burlington Ave. 
Clarendon Hills, IL 60514-1168 
Ph. 630-789-0444 
Fax 630-323-4066 
E-mail : hra@hrandassociates.com 
http://www.hrandassociates.com 
Services: CD, DE, DT, SA 

I.S.I.S.-Integrated Strategic Information Services 
2516 Hastings Dr. 
Belmont, CA 94002 
Ph. 415-802-8555 
Fax 415-802-9555 
E-mail: isis@isisglobal.com 
http://www.isisglobal.com 
Marc Limacher, Managing Director 
Services: CD, DT, 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 

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

I ntersearch Corporation 
410 Horsham Rd . 
Horsham, PA 19044 
Ph. 215-442-9000 
Fax 215-442-9040 
E-mail : bshandler@intersearchcorp.com 
http://www.intersearchcorp.com 
Services: SA 
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INTERtab 
4950 Yonge St. , Ste. 1002 
Toronto, ON M2N 6K1 
Canada 
Ph. 416-250-8511 
Fax 416-250-8515 
E-mail : randa@crii.com 
Randa Bell , Operations Manager 
Services: CD, DE, DT 

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

ite - electronic fiche 
Presumably you're using the latest Windows 

technology for collecting your data. 

But isn't it time you did the same for 
distributing the final results ? 

Last year ... 
• We saved researchers over 50 million sheets of paper 
• But, more than 90% of all cross-tabs were provided on paper 

Over 4,000 end-users and 200+ research firms across 
the world are benefiting from ite. They actively use it for 
electronic archiving and delivery of survey tabs/reports 
via disk, CD, e-mail or even as HTML pages for Intranet/ 
Internet applications. Here are some of the US research firms ... 

Beta Research • Bruskin Goldring • Chilton • Elrick & Lavidge 

FRC • ICR • lntersearch • Louis Harris • Market Facts 
Millward Brown • Roper Starch Worldwide • SRBI 

Strategic Marketing Corp • Yankelovich Partners Inc. 

This year ... 
• Why not make 1998 your year for saving paper 
• From just $299 you could be archiving/distributing your survey 

cross-tabs/reports using the latest Windows-based software 

ite - Power to Deliver survey Reports on PC 

Call us for more info and a free demo disk. 
Website: http:llwww.efiche.com/efiche Email: sales@efiche.com 

N.America: ISPC Inc. 
2 Tokay Lane, Monsey 
NY 10952, USA 
Tel: 1·914-426 2653 
Fax: 1-914-425 3018 

Europe: ISPC 
26 Hoop Lane 
London, NW11 8BU, U.K 
Tel: +44-181-455 4665 
Fax: +44-181-458 9554 Innovation in Data Delivery 
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Service Codes 
CD .. . . . . Coding 
DE .. .... Data Entry 
DT ...... Data Tabulation 
SC .. . . . . Scanning Services 
SA .. . . . . Statistical Analysis 

IRB International Ltd . 
Fenchurch House 
31 Hillcrest Road , South Woodford 
London E18 2JP 
United Kingdom 
Ph . 44-181-505-9211 
Fax 44-181-505-1333 
E-mail: irb-int@easynet.co.uk 
http://www.irbinternational .co.uk 
John Kelly, CEO 
Services: CD, DE, DT 

Irish Marketing Surveys Limited 
20/21 Upper Pembroke Street 
Dublin 2 
Ireland 
Ph. 353-1 -676-1196 
Fax 353-1-676-0877 
E-mail : ims@indigo.ie 
Eamonn F. Williams, Managing Director 
Services: CD, DE, DT, SA 

R. Isaacs Computing Associates, Inc. 
20 Gilbert Ave ., Ste. 202 
Smithtown, NY 11787-5312 
Ph . 516-979-1444 
Fax 516-979-2697 
E-mail : 73443 .531 @compuserve.com 
http://ourworld.compuserve.com/homepages/ric 
_assoc 
Richard Isaacs, President 
Services: CD, DE, DT, SA 

Innovation In Doto Delivery 

ISPC Ltd. 
26 Hoop Lane 
London NW11 8BU 
United Kingdom 
Ph . 44-181-455-4665 
Fax 44-181-458-9554 
E-mail : info@efiche.com 
http://www.efiche.com/efiche 

Branch office: 
2 Tokay Lane 
Monsey, NY 1 0952 
Ph. 914-426-2653 or 888-8EFICHE (833-4243) 
Fax 914-425-3018 
E-mail : lnfo@efiche.com 
http://www.efiche.com/efiche 

Services: Data delivery 

ISPC offers highly innovative consultancy, prod­
ucts and services for the delivery of data to end­
users. Their primary software package, ite elec­
tronic fiche, is a Windows-based arch iving and 
delivery tool for statistical/survey research tabu­
lations. This offers user-friendly browsing of 
crosstabs on screen as well as automatic trans­
fer of data to spreadsheet and charting packages 
and even conversion to "Internet/Web format" 
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pages. With over 5,000 users across 37 coun­
tries, ite has become the industry standard for 
replacing large volume survey reports. 
(See advertisement on p. 73) 

J & D Data Services 
3401 Custer Rd ., Ste. 108 
Plano, TX 75023 
Ph . 972-596-6474 
Fax 972-964-6767 
E-mail: jddata@flash 
Joe Deegan 
Services: CD , DE, DT, SC, SA 

JRA, Marketing Research (J. Reckner Assoc.) 
587 Bethlehem Pike, Ste. 800 
Montgomeryville, PA 18936-9742 
Ph. 215-822-6220 
Fax 215-822-2238 
E-mail : info@reckner.com 
http://www.reckner.com 
Frances Grubb or Nancy Kolkebeck 
Services: CD, DE, DT 

JRP Marketing Research Services 
100 Granite Dr., terrace level 
Med ia, PA 19063 
Ph. 61 0-565-8840 
Fax 61 0-565-8870 
Paul Frattaroli , President 
Services: CD , DE, DT, SA 

Ketron 
Div. of The Bionetics Corp 
103 Arrandale Blvd . 
Exton , PA 19341 
Ph. 610-280-9027 or 800-982-7645 ext. 9027 
Fax 610-280-9079 
E-mail : kknoebel@ketron.com 
http:/www.ketron.com 
Kathy Knoebel , Director 
Services: DT, SA 

KG Tabs, Inc. 
200 Park Ave. S. 
New York, NY 10003 
Ph . 212-674-2323 
Saaly Krusch , Partner 
Services: DE, DT 

Kudos Research 
11 Northburgh Street 
London EC1 V OAH 
United Kingdom 
Ph . 44-171-490-7888 
Fax 44-171-41 0-9390 
E-mail : info@kudosresearch.com 
Services: CD , DE, DT, SA 

Lein/Spiegel hoff, Inc. 
720 Thomas Ln. 
Brookfield , WI 53005 
Ph . 414-797-4320 
Fax 414-797-4325 
E-mail : LS@execpc.com 

http://www.execpc.com/- ls 
Arlene Spiegelhoff, President 
Services: CD, DE, DT 

MACRO Consulting, Inc. 
2581 Leghorn St. 
Mountain View, CA 94043 
Ph. 650-964-9707 
Fax 650-964-9949 
E-mail : d ~ck@macroinc . com 

http://www.macroinc.com 
Services: SA 

MACRO Consulting Inc. specializes in full-service 
market research using the most advanced meth­
ods in statistical analysis and experimental 
design . In addition to using virtually all commer­
cially available multivariate statistal routiner, 
MACRO offers several proprietary analytic solu­
tions in the fie lds of trade-off, modeling and seg­
mentation. 
(See advertisement on p. 75) 

Charles R. Mann Associates, Inc. 
1828 L St. N.W. , Ste. 950 
Washington, DC 20036-5104 
Ph . 202-466-6161 
Fax 202-466-6050 
Charles R. Mann, Ph .D. 
Services: CD, DT, SA 

MARITZ~ 
\ 1. \f\K ET I Ci 1-U: S f"' .\f\ CI I INC . 

?f!#tetfftut ~ - -Maritz Marketing Research Inc. 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph . 314-827-1610 or 800-446-1690 
Fax 314-827-8605 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Ron Lipovsky, President 

Branch offices: 
Automotive Research Group 
1000 Town Center, Ste. 1100 
Southfield , Ml 48075 
Ph. 248-948-4650 
Fax 248-948-4647 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Michael Brereton , V.P., Div. Manager 

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

Automotive Research Group 
1515 W. 190th St. , Ste. 300 
Gardena, CA 90248 
Ph . 310-21 7-4600 
Fax 310-323-2459 
E-mail: mmri@maritz.com 
http://www.maritz.com/mmri 
Terry Kaufman, Account Manager 

www.quirks.com Quirk's Marketing Research Review 
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Industrial Division 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph. 314-827-2417 
Fax 314-827-5433 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Gail Gilbert, V.P., Div. Manager 

Performance Measurement Group 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph . 314-827-2417 
Fax 314-827-4561 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Michael D. Phillips, Exec. Vice President 

Performance Measurement Group 
1415 W. 22nd St. , Ste. 800 
Oak Brook, IL 60523 
Ph . 630-368-3800 
Fax 630-368-3801 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Alex Vayslep, V.P., Div. Manager 

Performance Measurement Group 
Centennial Lakes 
7701 France Ave. S., Ste. 300 
Minneapolis, MN 55435 
Ph. 612-841-2400 
Fax 612-841-2424 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Lynn Newman, V.P. , Div. Manager 

Performance Measurement Group 
100 Park Ave ., 34th fl. 
New York, NY 10017 
Ph. 212-983-7575 
Fax 212-983-757 4 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Steve Wolf, Sr. Account Manager 

Performance Measurement Group 
17100 Pioneer Blvd. , Ste. 400 
Artesia, CA 90701 
Ph. 562-809-0500 
Fax 562-809-0422 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Sue Carlson , V.P., Div. Manager 

Services: CD , DE, DT, SA 

Full-service marketing research firm . Internal 
data processing and data entry staff. Custom 
data tabulation, CATI interviewing. Statistical 
analysis experience with most multivariate meth­
ods (ANOVA regression , factor conjoint, cluster, 
etc.) plus proprietary. 
(See advertisement on p. 45) 

Market Advantage Consulting & Software 
4708 Main St. , Ste. 201 
Lisle, IL 60532 
Ph. 630-271-1315 
Fax 630-271-3011 
Services: DT, SA 
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Market Decisions Corporation 
8959 S.W. Barbur Blvd ., Ste. 204 
Portland, OR 97219 
Ph . 503-245-4479 
Fax 503-245-9677 
E-mail : info@mdcresearch.com 
http://www.mdcresearch.com 
Services: CD, DE, DT, SA 

Market Development Associates, Inc. 
5050 Poplar Ave ., Ste. 920 
Memphis, TN 38157 
Ph . 800-480-8334 or 901-682-1011 
Fax 800-480-0861 
E-mail : Mktdevlp@aol.com 
http://www.MDARESEARCH.com 
John Choate, President 
Services: CD, DE, DT, SC, SA 

Market Perceptions, Inc. 
Healthcare Research, Inc. 
240 St. Paul St. , Ste. 100 
Denver, CO 80206 
Ph. 303-388-0873 
Fax 303-388-3822 
E-mail: kweiss@marketperceptions 
http://www.marketperceptions.com 
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@idt.net 
http:/ /haven. ios.com/- m kprbi nt 
Alan Appelbaum, President 
Services: CD, DE, DT, SC, SA 

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

Marketing Intelligence Corp. (MiG) 
Global Services 
1-4-1 Hon-Cho Higashi Kurume-Shi 
Tokyo 203 
Japan 
Ph . 81-424-76-5164 
Fax 81-424-76-5169 
E-mail : global-service@mictokyo.co.jp 
http ://www.mictokyo.co.jp/mic/ 
John Stebbins, Mktg. Rsch Consultant 
Services: SA 
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Service Codes 
CD ..... . Coding 
DE . . ... . Data Entry 
DT . ..... Data Tabulation 
SC ... . .. Scanning Services 
SA ... . .. Statistical Analysis 

Marketing Masters 
5782 Gold Dust Dr. 
DePere, ~154115 
Ph. 920-532-0406 
Fax 920-532-0407 
E-mail: jsmits@masters.atw.earthreach.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 
E-mail : mktgmodels@aol.com 
Susan E. ~elch , Mgr. Sales & Mktg. 
Services: SA 

MarketVision Research® 
Corporate Headquarters 
MarketVision Building 
4500 Cooper Rd . 
Cincinnati , OH 45242-5617 
Ph. 513-791-3100 
Fax 513-794-3500 
http://www.marketvisionresearch.com 
Services: CD, DT, SA 

Mathematical Data Systems, Inc. 
P.O. Box 685 
Bridgehampton, NY 11932 
Ph . 516-537-6949 
Fax 516-537-6944 
E-mail: melmds@ibm.net 
Services: DT, SA 

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 
MATRIXX Center 
4600 Montgomery Rd . 
Cincinnati , OH 45212 
Ph. 513-841 -1199 
Fax 513-841-0666 
E-mail: lgrome@matrixx.com 
http://www. matrixx. com 
Brian Goret, Account Exec. 
Services: CD, DE, DT, SA 

, 
MedProbe, Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426 
Ph. 612-540-0718 
Fax 612-540-0721 
E-mail : MedPr@aol.com 
Services: SA 

Mercator Corporation 
21 Pleasant St. , Ste. 248 
Newburyport, MA 01950 
Ph. 978-463-4093 
Fax 978-463-9375 
E-mail: 75372.2436@compuserve.com 
http://www.mercatorcorp.com 
Donna O'Neil , General Manager 
Services: CD, DE, DT, SC, SA 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ snap® surveysoftwareisa~indows-based , inte­
grated survey design and analysis tool for creat­
ing and analyzing questionnaires. snap® enables 
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t:i -=::--:~~~~STORM 
~¢ of WORk? 

LET M ICROTAB RESCUE you ... 
From New York City to Los Angeles, Microtab provides the 

Standard of Excellence in tables. Whether you need occasional 

data entry or weekly tabulations with coding and graphs, you'll 

have peace of mind when you work with the most customer­

focused tabulation experts in the business. You'll get a break 

from the turbulence - and our surprisingly low prices will keep 

your budget grounded in reality. 

Don't get carried away by the demands of your growing business. 
Call us today! 

500 Sun Valley Drive - Suite 0-2 • Roswell , Georgia 30076 
Telephone (770) 552-7856 • Fax (770) 552-7719 

e-mail: microtab@aol.com or microtab@compuserve.com 
Visit us at http://www.microtab.com 

Microtab is a registered trademark of Microtab, Incorporated 

users to create professional quality question­
naires 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, filters, weights , ranking and 
zero suppression. 
(See advertisement on p. 95) 

Meta Information Services 
9806 Old ~inery Pl. , Ste. 4 
Sacramento, CA 95827 
Ph . 916-368-9474 
Fax 916-368-0705 
E-mail : metainfo@metasite.com 
http://www.metapage.com 
Services: CD, DE, DT, SA 

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 

www.quirks.com Quirk's Marketing Research Review 
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MICROTAB 
Microtab , Inc. 
500 Sun Valley Dr. , Unit D-2 
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 com­
mitment to the highest level of quality, to estab­
lish its service bureau as force in the industry. 
Because the service bureau uses the same soft­
ware it sells, the software user's group is provid­
ed with even greater benefits. Micotab can step 
in to invisibly assist users with overflow work, 
and can act as the user's "in-house" staff during 
vacation periods, eliminating potential down­
time . Microtab provides a complete array of data 
processing services, including: mailing services 
(outbound and receipt) , labels, data entry/scan­
ning , data conversion , database program design, 
database segmentation, database management, 
coding/typed verbatims, complete crosstabula­
tion services (of course) , list maintenance, sta­
tistical testing and graphing services. Since we 
were researchers first , we are aware of the dead­
lines you face . Because of this , we will consis­
tently provide you with personalized assistance 
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@com­
puserve.com or microtab@aol.com. Visit us at 
http://www.microtab.com. 
(See advertisements on pp. 76, 96) 

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

The Miller Research Group, Inc. 
134 N. LaSalle St. , Ste.1424 
Chicago, IL 60602 
Ph. 312-621-1900 
Fax 312-621-9960 
Jim Miller, President 
Services: CD, DE, DT, SA 

Gary Mullet Associates, Inc. 
466 Connemara Crossing 
Lawrenceville , GA 30044 
Ph . 770-931-1060 
Fax 770-931-3654 
Gary M. Mullet, President 
Services: SA 
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Now you can have the speed and accuracy of scanning 

without special paper, timing marks or bubbles. Pine 

Company's *Intelligent Character Recognition Scanning 

Service is the new industry standard for data capture . 

Design your survey just as you like. Check boxes, circle 

codes, write-in numbers, open ends. Place the answers 

anywhere you want. Customize it with logos, special 

messages and print it on regular paper from 3-l /2"x2" 

to 11 " x 17'' printed both side and multiple pages. 

Use Pine Company to scan your survey. We'll give you 

the results any way you want. Our cross tab package can 

handle any tabulation. Tables or data may be exported 

to any spreadsheet software, with pie charts, bar graphs, 

or customized graphics. 

An excellent resource for database tieback, Pine can 

mail your survey, identify the returned questionnaires with 

the database, remail to non-responders or match with 

the database. Call us with a project. Seeing is believing. 

PII'IE COIVIP~I'I'V' 
30 Years of Data Processing For Marketing 

1607 16th Street • Santa Monica, California 90404 

Phone: (800) 969-PINE • Fax: (31 0) 453-3969 
coding • opti ca l scanning • data entry • tabu lation 

multi va riate analys is • presentation graphics 
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Service Codes 
CD ... . .. Coding 
DE ..... . Data Entry 
DT ...... Data Tabulation 
SC . ... .. Scanning Services 
SA . . . .. . Statistical Analysis 

NCS 
4401 W. 76th St. 
Minneapolis, MN 55435 
Ph. 800-447-3269 
Fax 612-830-7691 
E-mail : dcs@ncs.com 
http://www.ncs.com 
Services: CD , DE, DT, SC, SA 

Nevada Market Research 
2050 W. Warm Springs Road , Ste . 424 
Henderson, NV 89014 
Ph. 702-451-8210 
Fax 702-451-8215 
E-mail : NMResearch@aol.com 
Services: CD, DE, SA 

Niche I Insight, Inc. 
8101 Agnew Rd . 
Ceresco, NE 68017 
Ph. 800-642-4638 
Fax 402-785-2073 
E-mail : lookie@compuserve.com 
Services: DE, DT, SA 

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

NIPO, The Market Research Institute 
P.O. Box 247 
Grote Bickersstraat 74 
1000 AE Amsterdam 
The Netherlands 
Ph. 31-20-522-54-44 
Fax 31-20-522-53-33 
E-mail : info@nipo.nl 
http://www.nipo.nl 
Services: CD, DE, DT, SA 

Olson Aycock, All Points Research 
8025 N. Point Blvd ., #215E 
Winston-Salem, NC 27106 
Ph . 336-896-2200 
Fax 336-896-2201 
http://www.allpointsresearch.com 
Services: CD, DE, DT, SA 

C.J. Olson Market Research , Inc. 
2125 E. Hennepin Ave., Ste. 100 
Minneapolis, MN 55413-2720 
Ph . 612-378-5040 or 800-788-0085 
Fax 612-378-5401 
E-mail : cjo@minn.net 
http://www.fouthgen.com/-cjolson 
Services: CD, DE, DT, SA 
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Opinion Access Corp. 
31-00 47th Ave. 
Long Island City, NY 11101 
Ph. 718-729-20AC (2622) or 888-489-DATA (3282) 
Fax 718-729-2444 
E-mail : opinionaccess@msn.com 
Services: CD , DE, DT, SC, SA 

Opinion Access Corp . provides market 
researchers with a one-stop shop for all data col­
lection and data processing needs. We provide 
the fastest and most adaptable telephone inter­
viewing using Tel-ATHENA™, the flexible CATI 
system integrated with the most advanced pre­
dictive dialer. While our leading edge technology 
sets the standard for productivity and cost-effec­
tive calling , our extensively trained and skilled 
interviewing staff ensures the highest level of 
quality for every project. 
(See advertisement on p. 37) 

OPINIONation 
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, SC 

Optimum Solutions Corp. 
100 Banks Blvd ., Ste. 100 
Rockville Centre , NY 11570 
Ph . 516-247-5300 
Fax 516-247-5301 
E-mail : osc@netusa.net 
Ira Sadowsky, Vice President 
Services: CD, DE, DT, SC, SA 

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 
Services: DT, SA 

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 

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 pro­
cessing required to make your survey data 
immediately accessible and actionable. In addi­
tion to preparing data for analysis with mTAB's 

system software. PAl offers custom data tabula­
tion services and electronic reporting tools that 
_facilitate the distribution of your survey results 
and analysis. 
(See advertisement on p. 52) 

Paradigm Technologies lnt'l. 
20 Valley Ave ., Ste. A 18 
Westwood , NJ 07675-3604 
Ph . 201 -722-3550 
Fax 201-722-3557 
E-mail : ravipara@aol.com 
http://www.parad igmtek.com 
Services: CD, DE, DT, SC, SA 

PGM Incorporated 
Precision Gathering & Management, Inc. 
581 W. 1600 N. 
Orem, UT 84057 
Ph . 801-434-9546 
Fax 801-434-7304 
E-mail : generic@pgmincorporated .com 
http://www.pgmincorporated .com 
Todd J. Waters , V.P. of Marketing 
Services: CD , DE, DT 

PINE COMPANY 
Datu Pmn'.\-.1-ing fo r Ma rkctill t-: Research 

Pine Company 
10559 Jefferson Blvd . 
Culver City, CA 90230 
Ph. 800-969-PINE or 310-453-0633 
Fax 310-453-3969 
E-mail : PineData@aol.com 
http://www.pinedata.com 
Ed Sugar, Director Sales & Mktg. 
Services: CD, DE, DT, SC, SA 

Established in 1967, Pine Company is the West's 
largest full-service provider of data processing 
for marketing research - the first to offer scan­
ning with intelligent character recognition (ICR). 
In addition to recognizing handprint, ICR has the 
speed and accuracy of optical mark read ing and 
frees questionnaire design from special printing 
requirements . Pine Company also provides cod­
ing , data entry, tabulation , and presentation 
graphics. 
(See advertisement on p. 77) 

Point-of-ViewrM Survey Systems 
1380 Lawrence, Ste. 820 
Denver, CO 80204 
Ph . 800-829-7839 
Fax 303-623-5426 
E-mail : POVSS@aol.com 
http://www.povss.com 
Kevin Kearney, President 
Services: DE, DT, 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 
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Pulse Analytics , Inc. 
152 Jetter Ct. 
Ridgewood , NJ 07450 
Ph. 201-447-1395 
Fax 201-447-2104 
E-mail: PULSEINC@compuserve.com 
Stanley I. Cohen , President 
Services: SA 

Pulse Train Technology 
631 US Hwy. 1, Ste. 406 
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 

Services: CD , DE, DT, SC 

Full-service data entry, coding and tabulation of 
market research data using the most sophisticat­
ed research software available. 
(See advertisement on p. 9) 
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Quantime Corporation 
11 E. 26th St. , 16th fl. 
New York, NY 10010 
Ph . 212-447-5300 
Fax 212-447-9097 
E-mail : sales@quantime.com 
http://www.quantime.com 
Joseph Marinelli , President 
Services: CD, DE, DT, SC, SA 
(See SPSS listing) 

Quest Research 
2900 N. Loop W. , 10th fl. 
Houston, TX 77092 
Ph. 713-956-6569 
Fax 713-956-2593 
E-mail : research@tqba.com 
http://www.tqba.com 
$ervices: CD , DE, DT, SA 

QLESfl\R 
QUESTAR 
2905 W. Service Rd. 
Eagan , MN 55121-2199 
Ph . 612-688-0089 
Fax 612-688-0546 
E-mail : webmaster@questarweb.com 
http://www.questarweb.com 
Julie Fontaine, Supervisor, Marketing Support 
Services: CO, DE, DT, SC, SA 

Specializes in customized assessment of cus­
tomer satisfaction and customer value manage­
ment - helping clients compare the value they 
offer with that of their competitors. We are a 
leader in linking management practices to long­
term customer satisfaction , loyalty and retention. 
(See advertisement on the back cover) 

Quick Tab Associates, Inc. 
5000 Hilltop Dr., Ste. 3 
Brookhaven , PA 19015 
Ph. 610-490-0400 
Fax 61 0-490-0415 
E-mail : QTAB@aol.com 
Services: CD , DE , DT 

R.I.S. Christie- The Data Collection Co. 
14 Verral Ave. 
Toronto, ON M4M 2R2 
Canada 
Ph. 416-778-8890 
Fax 416-778-8898 
E-mail : ris@inforamp.net 
Services: CD , DE, DT 

ReData, Inc. 
6931 Arlington Rd ., Ste. 308 
Bethesda, MD 20814 
Ph. 301-951-4484 
Fax 301-951-3362 
Peter Van Brunt, President 
Services: CO, DE, DT, SC, SA 
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Service Codes 
CD . . . ... Coding 
DE .... . . Data Entry 
DT .... .. Data Tabulation 
SC . . .... Scanning Services 
SA .. . . .. Statistical Analysis 

TYPESETTING • LANGUAGE TRANSLATION 
PRINTING • STUFFING • MAILING 

RETURN MANAGEMENHODING•VERBATIMS 
KEYPUNCHING • TABULATIONS 

STATISTICAL ANALYSIS I MODELING 
CUSTOM REPORT GENERATION • GRAPHICS 

It's harder now to answer complex 
marketing questions with what 
were the latest technology and 
skills 18 months ago. Especially in 
a leaner organization doing more 
with less-less time, fewer people. 

If your in-house operation is feel­
ing the heat, our house can cool 
things down. 

Your house+our house= 
accurate, fast, cost-effective research 

20 years of expertise in market 
research and data technology have 
kept us ahead of the curve. 

Our people are the power users 
in their field, our computer systems 
constantly updated. The result? 
We can meet new challenges from 
multiple sources of information­
no matter how complex. 

Choose what you need from a 
complete survey package to an 
individual service. You'll get the 
right answers on time and at an 
in-house price. 

Call Carol Parker or Maria 
LaRosa today at (617) 547-6475. 
Or fax (617) 547-5176. 

STS I Survey Tabulation Services ·1218 Massachusetts Ave., Cambridge, MA 02138 
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Renaissance Research & Consulting 
127 E. 59th St. 
New York, NY 10022 
Ph. 212-319-1833 
Fax 212-319-1833 
E-mail: postmaster@renaiss.com 
Services: SA 

Research & Marketing Services ltd. (RMS) 
(P.O. Box 8225, lkeja) 
26, Odozi Street, Odoju 
Lagos 
Nigeria 
Ph. 234-1-492-2100 or 234-1-492-2099 
Fax 234-1-492-2099 
E-mail: rms@infoweb.abs.net 
Services: CD, DE, DT, SA 

We offer these data processing/statistical analy­
sis services: coding ; data tabulation ; data 
entry/verification and cleaning ; statistical analy­
sis (descriptive statistics); data weighting ; hier­
archical (levels) data processing ; database man­
agement (using Quanvert) . The software we have 
in house includes: Quantum; Quinput; Quanvert 
and SNAP Professional. Data can be provided in 
any of theses formats: card column (single or 
multi punch) ; standard ASCII fixed length; SPSS 
and SAS. 
(See advertisement on p. 30) 

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: ayoffie@researchconnections.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. 79) 

Research Data Services, Inc. 
600 S. Magnolia Ave ., Ste. 350 
Tampa, FL 33606 
Ph . 813-254-2975 or 800-330-MKTG 
Fax 813-254-2986 
E-mail : KlagesMktg@aol.com 
Walter Klages, President 
Services: DT, SC, SA 

Rockbridge Associates, Inc. 
421-E Church St. , N.E. 
·Vienna, VA 22180-4708 
Ph . 703-281-9541 
Fax 703-281-5763 
E-mail: rockinfo@rockresearch.com 
http://www.rockresearch.com 
Services: SA 

Romtec pic 
Vanwall Road, Maidenhead 
Berks SL~ 4UB 
United Kingdom 
Ph . 44-1-62-877-0077 
Fax 44-1-62-878-5433 
E-mail : sales@romtec.co.uk 
http://www.romtec.co.uk 
Services: SA 

RSVP/Research Services 
1916 Welsh Rd . 
Philadelphia, PA 19115 
Ph . 215-969-8500 
Fax 215-969-3717 
E-mail : rsvp@wiltel.net 
http://www.rsvpresearch .com 
Harris Bockol , Sr. Systems Manager 
Services: CD , DE, DT 

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 Ruf, Vice President 
Services: SA 

Saja Software, Inc. 
Survey Select 
6735 Snead Ct. 
Longmont, CO 80503 
Ph . 303-449-2969 or 800-945-0040 
Fax 303-938-4015 
http://www.surveyselect.com 
Services: DE, DT, SA 

Salford Systems 
8880 Rio San Diego Dr., Ste. 1045 
San Diego, CA 92108 
Ph. 619-543-8880 
Fax 619-543-8888 
E-mail : info@salford-systems.com 
http://www.salford-systems.com 
Kerry Martin 
Services: SA 

SURVEY GROUP 
Scantron Survey Group 
1361 Valencia Ave. 
Tustin , CA 92780 
Ph . 714-247-2830 
Fax 714-247-2874 
E-mail : pmmiszko@scantron .com 
http://www.scantron.com 
Paul M. Miszkowicz, Director 
Services: CD, DE, DT, SC , SA 

Scantron Survey Group provides custom survey 
processing services, including: project manage-
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ment, questionnaire design and printing, variable 
intell igent printing, survey distribution and col ­
lection, data capture using OMR, OCR and ICR 
scanners, data entry, programming, statistical 
analysis and reporting . Scantron also provides 
multiple survey software packages and an array 
of consulting services. 
(See advertisement on p. 81) 

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 
Jerry Wicks, President 
Services: DT 

Socratic Technologies, Inc. 
3850 25th St. , 2nd fl. 
San Francisco, CA 94114 
Ph. 415-648-2802 
Fax 415-641-8205 
E-mail : info@sotech.com 
http://www.sotech .com 
Bill MacEiroy, President 
Services: SA 

A HARLAND COMPANY 

S U RVE Y GROUP 

® 
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Solution Desk 
1486 St. Paul Ave. 
Gurnee, IL 60031 
Ph . 847-662-6288 or 847-662-6260 
Fax 847-336-7288 
E-mail : 72630,2370@compuserve.com 
Kim Coleman , 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 
Services: SA 

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 
Services: SA 

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 
Services: SA 

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 
reporting education , reporting and education. 
SPSS software delivers data management, sta­
tistical analysis, reporting and presentation capa­
bilities on more than 80 different computer plat­
forms. SPSS offers training and consulting ser­
vices to help our clients with their statistical 
analysis needs 
(See advertisements on pp. 103, 1 05) 

To learn more about bringing Scantron's survey expertise to your organization, 
call 800·122·6816 or visit our Web site at www.scantron.com 

ST79-997 
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Service Codes 
CD ...... Coding 
DE ...... Data Entry 
DT ...... Data Tabulation 
SC ...... Scanning Services 
SA ...... Statistical Analysis 

Standard Data Corporation 
440 Ninth Ave. 
New York, NY 1001 
Ph . 516-226-5900 
Fax 516-226-5923 
http://www.stddata.com 
Services: DE, SA 

Star Data Systems, Inc. 
6232 N. Pulaski Rd. 
Chicago, IL 60646 
Ph. 773-794-0400 
Fax 773-794-0732 
E-mail : stardatasystems@compuserve .com 
Services: CD , DE, DT, SC 

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 

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

STATpro's 
2340 N. Shirley 
Tacoma, WA 98406 
Ph. 206-752-2640 
Fax 206-752-2640 
E-mail : sorkgalbraith@msn.com 
Steve Galbraith , Owner 
Services: SA 

StatSoft, Inc. 
2300 E. 14th St. 
Tulsa, OK 74104 
Ph. 918-749-1119 
Fax 918-749-2217 
E-mail: info@statsoft.com 
http://www.statsoft.com 
Susan Pedersen 
Services: SA 

Stolzberg Research , Inc. 
3 Seabrook Ct. 
Stony Brook, NY 11790-3305 
Ph. 800-568-4634 
Fax 516-689-6671 
E-mail : mstolzberg@notes.cc .sunysb.edu 
Services: DT, SA 
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STS 
STS/Survey Tabulation Services, Inc. 
1218 Massachusetts Ave. 
Cambridge, MA 02138 
Ph. 617-547-6475 
Fax 617-547-5176 
E-mail : cparker@stsresearch .com 
Carol Parker, President 
Services: CD, DE, DT, SC, SA 

STS - the specialist in all aspects of survey 
research , diary-panel analysis and customer 
response systems. Serving the market research 
community since 1974, STS people and systems 
can meet the new challenges from multiple 
sources of information and convert them into 
solutions. 
(See advertisement on p. 80) 

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 

Superior DataWorks 
7477 Juniper Ridge Dr. 
Memphis, TN 38125 
Ph. 901-753-2132 
Fax 901-759-0171 
E-mail : svega@SuperiorDataWorks.com 
http://www.SuperiorDataWorks.com 
Sharon Vega, Principal 
Services: CD, DE, DT, SC, SA 

Survey Analysis, Inc. 
13428 Miles Standish Port 
Palm Beach Gardens, FL 33410 
Ph . 800-541-2735 
Fax 561-775-1474 
E-mail : mike@surv.com 
http://www.surv.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@juno.com 
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, SC, SA 

SurveySite 
10 Torresdale Ave ., Ste. 202 

· Willowdale, ON M2R 3V8 
Canada 
Ph. 416-410-3457 
Fax 416-663-6977 
E-mail : Help@surveysite.com 
http://www.surveysite.com 
Services: SA 

MacGregQr Suzuki , Inc. 
28 W. 25th St. 
New York, NY 1001 0 
Ph. 212-243-0004 
E-mail : Autocode@coding.com 
MacGregor Suzuki , President 
Services: CD , DE 

Tangram Corporation 
1701 River Run Rd ., Ste. 800 
Ft. Worth, TX 76107 
Ph . 817-339-8888 
Fax 817-339-8818 
E-mail : mricharme@tangram-corp .com 
http://www.tangram-corp .com 
Michael Richarme 
Services: SA 

Taylor Research 
Video Conferenc ing Center 
1545 Hotel Circle S. , Ste.350 
San Diego, CA 92108 
Ph. 619-299-6368 or 800-922-1545 
Fax 619-299-6370 
E-mail: mktres@taylorresearch.com 
http ://www.taylorresearch.com 
Services: CD, DE, DT 

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

Techtel Corporation 
2000 Powell St. , Ste. 1500 
Emeryville, CA 94608 
Ph. 510-655-9414 
Fax 510-655-9670 
E-mail: mkelly@techtel.com 
http://www.techtel .com 
Melissa Sheehan , Sales 
Services: CD, DE, DT, SA 

Teller Tab Services, Inc. 
26 Pearl St. 
Norwalk, CT 06850 
Ph . 203-849-8287 
Fax 203-849-0238 
E-mail : telltab@erols.com 
Janet Teller, President 
Services: CD, DE, DT 
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Trewhella, Cohen & Arbuckle, Inc. (T/C/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 
Services: DT 

V & L Research & Consulting , Inc. 
655 Village Square Dr., Ste. 101 
Stone Mountain, GA 30083 
Ph . 404-298-0139 
Fax 404-298-0026 
E-mail: VLResearch@mindspring .com 
Delpyne L. Lomax, Principal , Quant. Rsch . 
Services: CD, DE, DT, SA 

Validata Yankelovich 
13/2 Ordzkonikidze St. 
117071 Moscow 
Russia 
Ph. 7-095-954-9895 or 7-095-954-0300 
Fax 7-095-954-9896 
E-mail: validata@glas.apc.org 
http://www.validata.ru 
Services: CD , DE, DT, SA 

Walker Information 
3939 Priority Way South Dr. 
Indianapolis, IN 46240 
Ph. 317-843-3939 
Fax 317-843-8584 
E-mail : cburking@walkernet.com 
http://www.walkernet.com 
Connie Burking , Director 
Services: DE, DT, SA 

Walker Information Canada 
1090 Don Mills Rd ., Ste. 300 
Willowdale, ON M3C 3R6 
Canada 
Ph . 416-391-5934 or 416-391-1844 
Fax 416-391-3290 
E-mail : lmosca@walkernet.com 
http://www.walkernet.com 
Louie Mosca, Dir. , Field & Tab Sales 
Services: CD , DE, DT, SC, SA 

The Wats House, Inc. 
The Tab House, Inc. 
6908 Market St. , 3rd fl. 
Upper Darby, PA 19082 
Ph . 610-352-5700 
Fax 61 0-352-7381 
Services: CD, DE, DT, SC, SA 

Jan Werner Data Processing 
34 Williams St. 
Pittsfield , MA 01201 
Ph. 413-442-0416 
Fax 413-499-5047 
E-mail : jwerner@jwdp.com 
http://www.jwdp.com 
Jan Werner, Principal 
Services: DT 

Western Wats Center 
288 W. Center St. 
Provo, UT 84601 
Ph . 801-373-7735 
Fax 801-375-0672 
Dan Williams, Managing Partner 
Services: CD , DE, DT, SA 

William M. Bailey, Ph.D. 
WMB & Associates 
2182 Bent Oak Dr., Ste. 100 
Apopka, FL 32712-3925 
Ph. 407-889-5632 
Fax 407-889-5632 
E-mail : WBailey@cse-online.com 
http:/ /www.geocities .com/e u reka/8565/wm b. ht 
ml 
William M. Bailey, Ph .D., Principal 
Services: CD, DE, DT, SA 

Yee/Minard & Associates , Inc. 
27300 W. 11 Mile Rd ., Ste 500 
Southfield, Ml 48034 
Ph . 248-352-3300 
Fax 248-352-3787 
Anne Scott-Montgomery 
Services: CD, DE, DT, SC, SA 

0 

Data Processing/Statistical Analysis Cross-Index 

Coding 
A. Tent & Associates 
The Accutab Co. 
AccuStat 
ACG Research Solutions 
ADAPT, Inc. 
Adrian Information Strategies (AIS) 
Advanced Data Research, Inc. 
Advantage Research , Inc. 
AIS Market Research 
The Analytical Group, Inc. 
Ardisson & Associates, Inc. 
Asia Market Intelligence Ltd. 
Atlantic Marketing Research Co ., Inc. 
Austin Trends 
B & B Research Services, Inc. 
Barry Leeds & Associates, Inc. 
Behavior Research Center 
The Blackstone Group 
Michael Blatt & Co ., Inc. 
Bolding Tab Service, Inc. 
Bosma & Associates lnt'l. , Inc. 
Business Research Services, Inc. 
Cambridge Associates , Ltd. 
Cascio Research Services 
Gimbal Research Services 
Claritas, Inc. 
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Computers for Marketing Corp. (CfMC) 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Surveys Co. 
Doris J. Cooper Associates , Ltd . 
CRC Data Systems 
Crimmins & Forman Market Research 
Cunningham Field & Research Service, Inc. 
Customer Contact, Inc. (CCI) 
Data Probe , Inc. 
Data Recognition Corporation 
Data Research Services, Inc. 
Datacase, Inc. 
Datalogics 
Datan, Inc. 
Datanetics 
DataStar, Inc. 
Davis Coding, Inc. 
Decision Analyst, Inc. 
DESAN Marketresearch BV 
DIMARSO 
Directions In Research 
Discovery Research Group of Utah 
Eagle Research - Atlanta 
Eagle Research - Denver 
Elrick & Lavidge 
Essex 3 Tabulations 
First Market Research Corp. 
Forum Canada Research , Inc. 

Friedman Marketing Services 
GeoDemographics, Ltd . 
Georgia Data Processing , Inc. 
Pat Henry Market Research , Inc. 
HR and Associates , Inc. 
I.S.I.S.-Integrated Strategic Information Services 
International Data Corp. 
INTERtab 
Interviewing Service of America, Inc. 
IRB International Ltd. 
Irish Marketing Surveys Limited 
R. Isaacs Computing Associates, Inc. 
J & D Data Services 
JRA, Marketing Research (J. Reckner Associates) 
JRP Marketing Research Services 
Kudos Research 
Lein/Spiegelhoff, Inc. 
Charles R. Mann Associates , Inc. 
Maritz Marketing Research Inc. 
Market Decisions Corporation 
Market Development Associates, Inc. 
Market Perceptions, Inc. 
Market Probe International , Inc. 
Marketing & Research Resources, Inc. 
MarketVision Research® 
Matrix, Inc. 
MATRIXX Marketing Research 
Mercator Corporation 
Meta Information Services 
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Service Codes 
CD . .... . Coding 
DE ...... Data Entry 
DT . ..... Data Tabulation 
SC . . .. .. Scanning Services 
SA ...... Statistical Analysis 

Michelson & Associates, Inc. 
Microtab , Inc. 
Mid-America Research/Facts In Focus 
The Miller Research Group, Inc. 
NCS 
Nevada Market Research 
Nichols Research , Inc. 
NIPO, The Market Research Institute 
Olson Aycock, All Points Research 
C.J. Olson Market Research , Inc. 
Opinion Access Corp . 
OPI N IONation 
Optimum Solutions Corp. 
Paradigm Technologies lnt'l. 
PGM Incorporated 
Pine Company 
Pro Tab 
Pulse Train Technology 
Quantime Corporation 
Quest Research 
QUESTAR 
Quick Tab Associates, Inc. 
R.I.S. Christie - The Data Collection Co. 
ReData, Inc. 
Research Connections, Inc . 
RSVP/Research Services 
Scantron Survey Group 
Solution Desk 
Star Data Systems, Inc. 
STS/Survey Tabulation Services, Inc. 
Suburban Associates 
Superior DataWorks 
Survey Analysis, Inc. 
Survey Service, Inc. 
MacGregor Suzuki , Inc. 
Taylor Research 
Technometrica, Inc. 
Techtel Corporation 
Teller Tab Services, Inc. 
V & L Research & Consulting , Inc. 
Validata Yankelovich 
Walker Information Canada 
The Wats House, Inc. 
Western Wats Center 
William M. Bailey, Ph.D. 
Yee/Minard & Associates, Inc. 

Data Entry 
A. Tent & Associates 
The Accutab Co. 
AccuStat 
ACG Research Solutions 
AcquaData Entry Services, Inc. 
ADAPT, Inc. 
Adrian Information Strategies (AIS) 
Advanced Data Research , Inc. 
Advantage Research, Inc. 
AIS Market Research 
The Analytical Group , Inc . 
Ardisson & Associates , Inc. 
Asia Market Intelligence Ltd. 
Atlantic Marketing Research Co. , Inc. 
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Austin Trends 
AutoData Systems 
B & B Research Services, Inc. 
Behavior Research Center 
The Blackstone Group 
Michael Blatt & Co ., Inc. 
Bolding Tab Service, Inc. 
Bosma & Associates lnt'l. , Inc. 
Business Research Services, Inc. 
Cambridge Associates, Ltd. 
Cardiff Software 
Cascio Research Services 
Computers for Marketing Corp. (CfMC) 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Surveys Co. 
Doris J. Cooper Associates, Ltd . 
CRC Data Systems 
Creative Research Systems 
Crimmins & Forman Market Research 
Cunningham Field & Research Service, Inc. 
Customer Contact, Inc. (CCI) 
Data Probe, Inc. 
Data Recognition Corporation 
Data Research Services, Inc. 
Datacase, Inc. 
Datalogics 
Datan , Inc. 
Datanetics 
DataStar, Inc. 
Dataxiom Software, Inc. 
Davis Coding , Inc. 
Decision Analyst , Inc. 
DESAN Marketresearch BV 
DIMARSO 
Directions In Research 
Discovery Research Group of Utah 
Eagle Research - Atlanta 
Eagle Research - Denver 
Elrick & Lavidge 
Essex 3 Tabulations 
First Market Research Corp . 
Forum Canada Research, Inc. 
Friedman Marketing Services 
GeoDemographics , Ltd. 
Georgia Data Processing , Inc. 
Pat Henry Market Research , Inc. 
HR and Associates, Inc. 
International Data Corp. 
INTERtab 
Interviewing Service of America, Inc. 
IRB International Ltd. 
Irish Marketing Surveys Lim ited 
R. Isaacs Computing Associates, Inc. 
J & D Data Services 
JRA, Marketing Research (J. Reckner Associates) 
JRP Marketing Research Services 
KG Tabs, Inc. 
Kudos Research 
Lein/Spiegelhoff, Inc. 
Maritz Marketing Research Inc. 
Market Decisions Corporation 
Market Development Associates, Inc. 
Market Perceptions, Inc. 
Market Probe International , Inc. 
Marketing & Research Resources, Inc. 
Marketing Masters 
Matrix, Inc. 
MATRIXX Marketing Research 
Mercator Corporation 
Meta Information Services 

Michelson & Associates, Inc. 
Microtab , Inc. 

. Mid-America Research/Facts In Focus 
The Miller Research Group, Inc. 
NCS 
Nevada Market Research 
Niche I Insight, Inc. 
Nichols Research , Inc. 
NIPO, The Market Research Institute 
Olson Aycock, All Points Research 
C.J. Olsop Market Research, Inc. 
Opinion Access Corp . 
OPINIONation 
Optimum Solutions Corp. 
Paradigm Technologies lnt'l. 
PGM Incorporated 
Pine Company 
Point-of-View™ Survey Systems 
Pro Tab 
Pulse Train Technology 
Quantime Corporation 
Quest Research 
QUESTAR 
Quick Tab Associates, Inc. 
R.I.S. Christie -The Data Collection Co. 
ReData, Inc. 
RSVP/Research Services 
Saja Software, Inc. 
Scantron Survey Group 
Standard Data Corporation 
Star Data Systems, Inc. 
STS/Survey Tabulation Services , Inc . 
Suburban Associates 
Superior DataWorks 
Survey Analysis , Inc. 
Survey Service, Inc. 
MacGregor Suzuki , Inc. 
Taylor Research 
Technometrica, Inc. 
Techtel Corporation 
Teller Tab Services, Inc. 
V & L Research & Consulting , Inc. 
Validata Yankelovich 
Walker Information 
Walker Information Canada 
The Wats House, Inc. 
Western Wats Center 
William M. Bailey, Ph .D. 
Yee/Minard & Associates, Inc. 

Data Tabulation 
A. Tent & Associates 
A.I.M. Field Service 
The Accutab Co. 
AccuStat 
ACG Research Solutions 
ADAPT, Inc. 
Adrian Information Strategies (AIS) 
Advanced Data Research, Inc. 
Advantage Research , Inc. 
AIS Market Research 
The Analytical Group , Inc. 
Ardisson & Associates, Inc. 
Asia Market Intelligence Ltd. 
Aspen Systems Corporation 
Atlantic Marketing Research Co ., Inc. 
Austin Trends 
B·& B Research Services, Inc. 
Barry Leeds & Associates, Inc. 
Behavior Research Center 
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The Blackstone Group 
Michael Blatt & Co., Inc. 
Bolding Tab Service, Inc. 
Bosma & Associates lnt'l. , Inc. 
Business Research Services, Inc. 
Cambridge Associates, Ltd. 
Cascio Research Services 
Claritas, Inc. 
Columbia Information Systems 
Computers for Marketing Corp. (CfMC) 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Surveys Co. 
Doris J. Cooper Associates, Ltd. 
CRC Data Systems 
Creative Research Systems 
Crimmins & Forman Market Research 
Cunningham Field & Research Service, Inc. 
Customer Contact, Inc. (CCI) 
Data Probe, Inc. 
Data Recognition Corporation 
Data Research Services, Inc. 
Datacase, Inc. 
Datalogics 
Datan , Inc. 
Datanetics 
DataStar, Inc. 
Dataxiom Software, Inc. 
Decision Analyst, Inc. 
Decisive Technology 
DESAN Marketresearch BV 
DIMARSO 
Directions In Research 
Discovery Research Group of Utah 
Eagle Research -Atlanta 
Eagle Research - Denver 
Elrick & Lavidge 
Essex 3 Tabulations 
First Market Research Corp. 
Forum Canada Research, Inc. 
Friedman Marketing Services 
GeoDemographics, Ltd. 
Georgia Data Processing , Inc. 
Pat Henry Market Research , Inc. 
HR and Associates, Inc. 
I.S.I.S.-Integrated Strategic Information Services 
International Data Corp. 
INTERtab 
Interviewing Service of America, Inc. 
IRB International Ltd. 
Irish Marketing Surveys Limited 
R. Isaacs Computing Associates, Inc. 
J & D Data Services 
JRA, Marketing Research (J. Reckner Associates) 
JRP Marketing Research Services 
Ketron 
KG Tabs, Inc. 
Kudos Research 
Lein/Spiegelhoff, Inc. 
Charles R. Mann Associates, Inc. 
Maritz Marketing Research Inc. 
Market Advantage Consulting & Software 
Market Decisions Corporation 
Market Development Associates, Inc. 
Market Perceptions, Inc. 
Market Probe International, Inc. 
Marketing· & Research Resources, Inc. 
Marketing Masters 
MarketVision Research~ 
Mathematical Data Systems, Inc. 
Matrix, Inc. 
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MATRIXX Marketing Research 
Mercator Corporation 
Meta Information Services 
Michelson & Associates , Inc. 
Microtab, Inc. 
Mid-America Research/Facts In Focus 
The Miller Research Group, Inc. 
NCS 
Niche I Insight, Inc. 
Nichols Research , Inc. 
NIPO, The Market Research Institute 
Olson Aycock, All Points Research 
C.J. Olson Market Research, Inc. 
Opinion Access Corp. 
OPINIONation 
Optimum Solutions Corp. 
P-STAT, Inc. 
PAl-Productive Access, Inc. 
Paradigm Technologies lnt'l. 
PGM Incorporated 
Pine Company 
Point-of-View™ Survey Systems 
Pro Tab 
Pulse Train Technology 
Quantime Corporation 
Quest Research 
QUESTAR 
Quick Tab Associates, Inc. 
R.I.S. Christie - The Data Collection Co. 
ReData, Inc. 
Research Connections, Inc. 
Research Data Services, Inc. 
RSVP/Research Services 
Saja Software, Inc. 
Scantron Survey Group 
Senecio Software, Inc. 
Star Data Systems, Inc. 
StatPac, Inc. 
Stolzberg Research, Inc. 
STS/Survey Tabulation Services , Inc. 
Suburban Associates 
Superior DataWorks 
Survey Analysis, Inc. 
Survey Network Data Processing , Inc. 
Survey Service, Inc. 
Taylor Research 
Technometrica, Inc. 
Techtel Corporation 
Teller Tab Services, Inc. 
Trewhella, Cohen & Arbuckle , Inc. (T/C/A) 
V & L Research & Consulting , Inc. 
Validata Yankelovich 
Walker Information 
Walker Information Canada 
The Wats House, Inc. 
Jan Werner Data Processing 
Western Wats Center 
William M. Bailey, Ph.D. 
Yee/Minard & Associates, Inc. 

Scanning Services 
The Accutab Co. 
ACG Research Solutions 
ADAPT, Inc. 
Adrian Information Strategies (AIS) 
Advanced Data Research, Inc. 
AIS Market Research 
The Analytical Group, Inc. 
Asia Market Intelligence Ltd . 
Austin Trends 

AutoData Systems 
Behavior Research Center 
The Blackstone Group 
Bosma & Associates lnt'l. , Inc. 
Business Research Services, Inc. 
Cambridge Associates , Ltd. 
Cascio Research Services 
Consumer Pulse, Inc. 
CRC Data Systems 
Creative Research Systems 
Cunningham Field & Research Service, Inc. 
Customer Contact, Inc. (CCI) 
Data Recognition Corporation 
Datalogics 
Datan , Inc. 
Eagle Research -Atlanta 
Eagle Research - Denver 
Elrick & Lavidge 
International Data Corp. 
J & D Data Services 
Market Development Associates , Inc. 
Market Perceptions, Inc. 
Market Probe International , Inc. 
Mercator Corporation 
Microtab, Inc. 
NCS 
Opinion Access Corp. 
OPINIONation 
Optimum Solutions Corp. 
Paradigm Technologies lnt'l. 
Pine Company 
Point-of-View™ Survey Systems 
Pulse Train Technology 
Quantime Corporation 
QUESTAR 
ReData, Inc. 
Research Data Services, Inc. 
Scantron Survey Group 
Star Data Systems, Inc. 
STS/Survey Tabulation Services, Inc. 
Superior DataWorks 
Survey Service, Inc. 
Technometrica, Inc. 
Walker Information Canada 
The Wats House, Inc. 
Yee/Minard & Associates , Inc. 

Statistical Analysis 
A. Tent & Associates 
A.I.M. Field Service 
The Accutab Co. 
AccuStat 
ACG Research Solutions 
Adrian Information Strategies (AIS) 
Advantage Research , Inc. 
AIS Market Research 
The Analytical Group, Inc. 
Ardisson & Associates, Inc. 
Asia Market Intelligence Ltd. 
Aspen Systems Corporation 
Atlantic Marketing Research Co ., Inc. 
Austin Trends 
B & B Research Services, Inc. 
Behavior Research Center 
The Blackstone Group 
Michael Blatt & Co ., Inc. 
Bosma & Associates lnt'l. , Inc. 
Bretton-Clark 
Business Research Services, Inc. 
Buzzsaw Computing 
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Service Codes 
DESAN Marketresearch BV 
Diffsimilar Analytics 
DIMARSO 

CD ...... Coding 
DE .. . ... Data Entry 
DT .. . .. . Data Tabulation 
SC . . .... Scanning Services 
SA ...... Statistical Analysis 

C&R Research Services, Inc. 
CACI Marketing Systems 
Cambridge Associates, Ltd . 
Cascio Research Services 
Claritas, Inc. 
Cognos Corporation 
Columbia Information Systems 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Consumer Surveys Co. 
CRC Data Systems 
Creative Research Systems 

Directions In Research 
Eagle Research - Atlanta 
Eagle Research - Denver 
Elrick & Lavidge 
EnVision Knowledge Products 
Essex 3 Tabulations 
First Market Research Corp . 
Forum Canada Research , Inc. 
GeoDemographics, Ltd. 
Georgia Data Processing , Inc. 
Pat Henry Market Research , Inc. 
HR and Associates, Inc. 
I.S.I.S.-Integrated Strategic Information Services 
Insight Analysis 
International Data Corp. 
I ntersearch Corporation 

Crimmins & Forman Market Research 
Cunningham Field & Research Service, Inc. 
Customer Contact, Inc. (CCI) 

Interviewing Service of America, Inc. 
Irish Marketing Surveys Limited 
R. Isaacs Computing Associates, Inc. 
J & D Data Services 
JRP Marketing Research Services 
Ketron Data Recognition Corporation 

Data Research Services, Inc. 
Datalogics 
Datan , Inc. 
Datanetics 
DataStar, Inc. 
Dataxiom Software, Inc. 
Decision Analyst, Inc. 
Decisive Technology 
De lphi Market Research 
Delphus, Inc. 

Kudos Research 
MACRO Consulting , Inc. 
Charles R. Mann Associates, Inc. 
Maritz Marketing Research Inc. 
Market Advantage Consulting & Software 
Market Decisions Corporation 
Market Development Associates, Inc. 
Market Perceptions, Inc. 
Market Probe International , Inc. 
Marketing & Research Resources, Inc. 

Over 5~500 
research 

providers are 
just a mouse 

click away 

.,.,.,.,.,.,_quirks. con~ 

~GRESEARCH 
Review 

Marketing Intelligence Corp. (MiG) 
Marketing Models 
MarketVision Research~!!) 

·Mathematical Data Systems, Inc. 
MATRIXX Marketing Research 
MedProbe, Inc. 
Mercator Corporation 
Meta Information Services 
Michelson & Associates, Inc. 
Microtab , Inc . 
Mid-America Research/Facts In Focus 
The Miller Research Group, Inc. 
Gary Mullet Associates , Inc. 
NCS 
Nevada Market Research 
Niche I Insight, Inc. 
NIPO, The Market Research Institute 
Olson Aycock, All Points Research 
C.J. Olson Market Research, Inc. 
Opinion Access Corp . 
Optimum Solutions Corp. 
P-STAT, Inc. 
PAl-Productive Access , Inc. 
Paradigm Technologies lnt'l. 
Pine Company 
Point-of-View™ Survey Systems 
Pro Tab 
Pulse Analytics , Inc. 
Quantime Corporation 
Quest Research 
QUESTAR 
ReData, Inc. 
Renaissance Research & Consulting 
Research Connections , Inc. 
Research Data Services, Inc. 
Rockbridge Associates, Inc. 
Romtec pic 
Rut Strategic Solutions 
Saja Software, Inc. 
Salford Systems 
Scantron Survey Group 
Socratic Technologies, Inc. 
Spectra/Market Metrics, Inc. 
Spring Systems 
SPSS, Inc. 
Standard Data Corporation 
Statistical Graphics Corporation 
StatPac, Inc. 
STAT pro's 
StatSoft, Inc. 
Stolzberg Research , Inc. 
STS/Survey Tabulation Services, Inc. 
Superior DataWorks 
Survey Analysis , Inc. 
Survey Service, Inc. 
SurveySite 
Tangram Corporation 
Technometrica, Inc . 
Techtel Corporation 
V & L Research & Consulting , Inc. 
Validata Yankelovich 
Walker Information 
Walker Information Canada 
The Wats House, Inc. 
Western Wats Center 
Will iam M. Bailey, Ph .D. 
Yee/Minard & Associates, Inc. 
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Able Software Co. 
5 Appletree Ln . 
Lexington , MA 02173 
Ph. 781-862-2804 
Fax 781-862-2640 
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. 248-371-1857 
Fax 248-371-1869 
E-mail : adr4@ix.netcom.com 
http://www.adr1.com 
Craig Miller, V.P. Marketing 
Software: 
ABASE 
Sidepad 
Viewer 
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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 0. 
Panel Net 
CATI-Net 

Analy ·ca 
The Analytical Group, Inc. 
640 N. LaSalle Dr. 
Chicago, IL 60610 
Ph . 312-751-2915 
Fax 312-337-2551 
E-mail : jerry@Analytialgroup.com 
http ://ww~acsinfo .com 
Jerry Madansky, CEO 

Branch office: 
8687 E. Via de Ventura 
Scottsdale, AZ 85258 
Ph. 602-483-2700 
Fax 602-905-1416 
E-mail : Jack@acsinfo.com 
http://www.acsinfo.com 

Software: 
OueryXM 
Win Cross 
Knockout 
Juggler 
Win link 
SP-Link 
0-Leap 
Arthur 

QueryXM, 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 
featured tabulations with point and click 
Windows ease of use. WinCross features include 
a spell checker, editor, and database capatibility. 
(See advertisement on p. 88) 

~Apian Software 

Apian Software, Inc. 
400 N. 34th St. , Ste. 310 
Seattle, WA 98103 
Ph . 206-54 7-5321 ext. 14 
Fax 206-547-8493 
E-mail : sales@apian .com 
http://www.apian.com 
Software: 
Survey Pro for Windows 

Survey Pro for Windows is your total solution for 
surveys. Design polished questionnaires using 
automated layout tools , selecting among pre­
built scales or creating your own. Enter data into 
the automatically generated data entry screens 
or bring responses in from scanners, the Web, or 
other sources. Analyze responses with tools 
ranging from basic frequencies to complex 
crosstabulations and respondent segmentation . 
Create professional reports with point-and-click 
tables, pie charts, bar graphs, comments, head­
ings and graphics. Consider Key. collect for multi­
user and distributed data entry, o Net.collect for 
HTML form design and Web data collection. 
Multi-user licenses available. 
(See advertisement on p. 89) 
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Applied Decision Analysis, Inc. 
2710 Sand Hill Rd. 
Menlo Park, CA 94025 
Ph . 650-854-7101 
Fax 650-854-6233 
E-mail : lweber@adainc.com 
Lynn Weber, Principal 
Software: 
Market Analysis Systems 
DPL Decision Analysis Software 

The Arbitron Company 
142 West 57th Street 
New York, NY 10019 
Ph . 212-887-1300 
Fax 212-887-1401 
http://www.arbitron.com 
Software: 
Maximi$er 
Media Professsional 

Asia Market Intelligence Ltd . 
9/F, Leighton Centre 
77 Leighton Road 
Causeway Bay 
Hong Kong 
Ph. 852-2881-5388 
Fax 852-2881-5918 
E-mail : info@ami-group.com 
http://www.ami-group.com 
Software: 
AMI PinPoint™ 
Ad Check™ 

AutoData Systems 
6111 Blue Circle Dr. 
Minnetonka, MN 55343 
Ph . 612-938-4710 
Fax 612-938-4693 
http://www.autodata.com 
Software: 
AutoData Pro™ II 
AutoData Survey 

Beach Tech Corporation 
4131 Vincent Ave . S. 
Minneapol is, MN 55410 
Ph . 800-323-0434 or 612-924-9193 
Fax 612-926-1145 
E-mail: sales@beachtech.com 
http://www.beachtech .com 
Software: 
E-Form Version 1.0 

Bretton-Clark 
89 Headquarters Plaza 
North Tower, 14th fl. 
Morristown, NJ 07960 
Ph. 973-993-3135 
Fax 973-993-1757 
Software: 
Conjoint Designer 
Conjoint Segmenter 
Conjoint Analyzer 
Conjoint Linmap 
MCA= 
Simgrat 
Bridger 
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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 

Buzzsaw Computing 
P.O . Box 7423 
Nashua, NH 03062-7423 
Ph. 603-888-7210 
E-mail : service@dragoweb.com 
Software: 
Survey Stats 

CACI Marketing Systems 
1100 N. Glebe Rd. 
3 Ballston Plaza 
Arlington, VA 22201 
Ph . 800-292-2224 
Fax 703-243-6272 
Software: 
Site Reporter 
Site America 
Sourcebook America 

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 

Cardiff Software 
1782 Lacosta Meadows Dr. 
San Marcos, CA 92069 
Ph. 760-752-5244 
E-mail : sales@cardiffsw.com 
Software: 
Cardiff Software 

Catapult Systems Corp. 
3001 Bee Caves Rd. , Ste. 220 
Austin , TX 78746 
Ph . 512-328-8181 
Fax 512-328-0584 
E-mail : info@launch.com 
http://www.launch 
Sandy Dennison 
Software: 
lnquisite Survey 

Web, Fax, 
Mail, Phone 

Survey Pro streamlines the 
survey process so you can 
focus on what you want to 
know, whether it's customer 
satisfaction, employee 
surveys, or new products. 

Start with paper and Web 
form design where fast 
tools create desktop­
publishing quality surveys. 

Gather information from 
one or many sources with 
flexible data collection. 

Finally, use comprehensive 
analysis tools to explore 
your data and create reports. 

Call {800) 237-4565 (sou rce 453) 

or visit www.apian.com to 
try our free demo. 

i UHI\~JEEK 

LABS 
ANALYST'S 
CHOICE 

c2Apian Software 
Practical tools for modern management 
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Claritas, Inc. 
1525 Wilson Blvd. , #1000 
Arlington, VA 22209 
Ph. 703-812-2700 
Fax 703-812-2701 
E-mail : info@claritas.com 
http://www.claritas.com 
Kathleen Dugan, Sr. Dir. , Corp. Mktg. Svcs. 
Software: 
Compass 
MarketQuest 
lnfoMark 
Claritas Connect 
Claritas Coder 
Solution Series 
Claritas Mapping 

Cognos Corporation 
67 S. Bedford St. 
Burlington , MA 01803 
Ph . 617-229-6600 or 800-426-4667 
Fax 617-229-9844 
Software: 
4THOUGHT 
4TUNE 

=~~~,m!.ll~ 

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 
TAB 

The Perception Analyzer™ (PA) is a hand-held , 
dial-based electronic group measurement sys­
tem that operates with a DOS or Windows 95-
based PC. The PA enables the user to immediat­
ley collect and present data gathered from a live 
audience 's response to a large variety of stimuli , 
from traditional closed ended questions to sec­
ond by second analysis of audio and video. 
(See advertisement on p. 91) 

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: 
SURVENT 
MENTOR 
COS I 

CfMC offers a CATI and CAPI system (SURVENT) 
for either telephone CRT interviewing of face-to­
face interviewing on free standing PC's. SUR­
VENT can handle large and complex question-
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naires and also has a quota control and phone 
sample module available. CfMC also offers a tab­
ulation system (MENTOR) designed specifically 
for market and opinion research and a Windows­
based tabulation and graphics product (COSI) 
designed for the non-technical user to preform 
quick and easy cross-tabulations and graphics 
from survey data. 
(See advertisement on p. 19) 

Comstat Research Corporation 
17 John Alexander Dr. 
Cortlandt Manor, NY 10566-6303 
Ph . 914-739-6800 
Fax 914-739-1671 
E-mail: comstat@cstat.com 
http://www.cstat.com/-comstat 
Software: 
Text Analysis Program-TAP 

(CI2C) 
DATA SYSTEMS 

CRC Data Systems 
31-00 47th Ave. 
Long Island City, NY 11101 
Ph. 718-937-2727 
Fax 718-729-2444 
Software: 
TABulous™ 
ADTABulous™ 
POSTTM 

Creative Research Systems 
140 Vista View, Ste. 100 
Petaluma, CA 94952 
Ph. 707-765-1001 
Fax 707-765-1 068 
E-mail : surveys@usa.net 
http ://www.surveysystem.com 
Lisa Bacon, V.P. Sales 
Software: 
The Survey System 

Customer Contact, Inc. (CCI) 
1082 Bower Hill Rd . 
Pittsburgh, PA 15063 
Ph . 412-279-0909 
Fax 412-279-1002 
Eugenia Brandemarte, General Manager 
Software: 
Qualitative Software 

Data Probe , Inc. 
Data tab 
49 East 21st St. 
New York, NY 1 001 0 
Ph . 212-228-6800 
Fax 212-228-9600 
E-mail : DATAPROB@mail.idt.net 
Jim Sheridan , Vice President 
Software: 
Surge 
Quick Post 

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 ' 

Datan, Inc. 
735 Prospect Ave. 
Princeton , NJ 08540 
Ph. 609-921-6098 
Fax 609-921-6731 
Michael C. Stentz, Ph.D., President 
Software: 
MERLIN Tabulation System 
MERLIN Plus 
MER LINT 
FASTAB 

Datanetics 
7548 Roslyn St. 
Pittsburgh , PA 15218-2529 
Ph . 412-351-3282 
Jerry Lisovich , Director 
Software: 
Custom Applications 

DataStar, Inc. 
85 River St. , Ste. 6 
Waltham, MA 02154 
Ph. 781-647-7900 
Fax 781-647-7739 
E-mail: info@surveystar.com 
http://www. surveystar.com 
Ellie Smerlas, President 
Software: 
Starware/STATTM 

Dataxiom Software , Inc. 
3701 Wilshire Blvd ., Ste . 1122 
Los Angeles , CA 90010 
Ph. 213-383-9973 
Fax 213-383-3542 
E-mail : sales@dataxiom.com 
http://www.dataxiom.com 
Richard Su , President 
Software: 
Stat Most 
Power & Precision 
DataTrix 

DBM Associates 
One Salem Sq ., Ste. 1 04W 
Whitehouse Station, NJ 08889 
Ph . 908-534-1665 
Fax 908-534-1244 
E-mail: gmfishback@aol.com 
http://www.dbma.com 
Software: 
Automated Research Communications Sys. 
(ARCS) 

www.quirks.com Quirk's Marketing Research Review 



p 
e 

e r c e p t 0 
e c t r o n c g r o u p 

• v r 
1 Used by leading vendors for market, 
media, political and opinion research. 
Additional applications include meeting 
facilitation , consensus building, and 
speaker evaluation and curriculum support. 

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

3 Moment-to-moment analysis of the 
group's reactions , opinions and emotions 
to video, audio and live test material 
produced on a second-by-second basis. 

4 Nonverbal response eliminates negative 
group dynamics. 

5 The simple dial interface translates 
easily to all languages and cultures. 

6 Scale, discrete choice and paired 
comparison question types available. 

7 Immediate aggregate group data 
displayed during the session . 

8 The Windows '95™ interface makes 
operation easy and smooth for users of all 
experience levels. 

9 Wireless dials make equipment 
set-up and use easy in any environment. 

10 For over ten years Columbia 
Information Systems has been committed 
to product reliability and performance while 
continually refining the Perception 
Analyzer™ technology. 

Moment-to-Moment Analysis 

=~LlUiift'DIIIi 800-769-0906 

Information Systems 

n A n a y z e r TM 

m e a s u r e m e n t s y s t e m 

I lw 0. )ffi 
503-225-8418 fax 503-225-8400 sales@ cinfo .com 
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Decision Analyst , Inc. 
604 Avenue H East 
Arlington , TX 76011-3100 
Ph . 817-640-6166 
Fax 817-640-6567 
E-mail : jthomas@decisionanalyst.com 
http://www.decisionanalyst.com 
Software: 
STATS™ 

STATS™ is a software package for IBM-compati­
ble PCs. The software generates random num­
bers; calculates sample sizes; computes the 
mean; standard deviation ; standard error, range 
for keyboard-entered data; determines the stan­
dard error of proportion: performs significance 
tests between two percentages from independent 
samples, or dependent samples; does signifi­
cance tests between averages from independent 
samples; performs Chi-square analysis. 
(See advertisement on p. 39) 

Decision Architects 
A Monitor Group Affiliate 
25 First St. 
Cambridge, MA 02141 
Ph. 800-788-8840 or 617-252-2250 
Fax 617-252-2113 
E-mail : info@decisionarc.com 
http://www.decisionarc.com 
Software: 
MarketSight 2.5 

Decisive Technology 
1991 Landings Dr. 
Mountain View, CA 94043 
Ph. 650-528-4300 
Fax 650-528-4321 
E-mail : info@decisive.com 
http://www.decisive.com 
Software: 
Decisive Survey 
DecisionSource 

Delphus, Inc. 
103 Washington St. , Ste. 348 
Morristown, NJ 07960 
Ph. 973-267-9269 
Fax 973-285-9248 
E-mail: delphus@worldnet.att.net 
http://www.delphus.com 
H. Levenbach, President 
Software: 
PEER Planner for Windows 
WINXII 
Spreadsheet Forecaster 

DESAN Marketresearch BV 
P.O. Box 10288 
1001 EG Amsterdam 
The Netherlands 
Ph . 31-20-620-15-89 
Fax 31-20-638-72-99 
E-mail: info@xs4all.nl 
http://www.xs4all.nl 
Andre Smit 
Software: 
IT CATI/CAPI 
IT Dmaker 
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Detail Technologies, Inc. 
3490 U.S. Hwy. One, Bldg. 16-B 
Princeton, NJ 08648 
Ph . 609-452-8228 
Fax 609-987-9120 
Software: 
MPA 
STATCHEK 
ONCEOVER 

Digisoft Computers, Inc. 
369 Lexington Ave. 
New York, NY 1 0017 
Ph. 212-687-1810 
Fax 212-687-1781 
E-mail : sales@digtel.com 
http://www.digtel.com 
Andrew Davidson , Marketing Coordinator 
Software: 
Telescript 4.0 
Super-Scrpting 

Eagle Research - Atlanta 
One Dunwoody Park, Ste. 128 
Atlanta , GA 30338 
Ph. 770-395-6090 
Fax 770-671-9708 
E-mail: eagleresearch.com 
Software: 
HitSearch™ 

Eagle Research - Denver 
12157 W. Cedar Dr. 
Denver, CO 80228 
Ph . 303-980-1909 
Fax 303-980-2270 or 980-5980 
E-mail: eagleresearch .com 
Software: 
HitSearch™ 

EnVision Knowledge Products 
77 W. Baltimore Pike 
Media, PA 19063 
Ph . 610-361-8000 
Fax 610-361-7835 
E-mail : ekp@interserv.com 
http://member.aol .com/ekpcorp 
Mike Fassino, Owner 
Software: 
Smart Report 
Neuro Seg 
Visual Cross Tab 
Neuro Map 
Sales Territory Generator 

GENESYS Sampling Systems 
565 Virginia Dr. 
Ft. Washington , PA 19034-2706 
Ph. 215-653-7100 
Fax 215-653-7114 
E-mail : jsp@m-s-g.com 
http://www.genesys-sampling.com 
Jeff Palish , Vice President 
Software: 
GENESYS Sampling Systems 
GENESYS-Pius 
GENESYS-10 

GENESYS allows you to design and generate ran­
dom digit dialing (ROD) sample - completely on 

your computer, no modem needed. Geographic 
definitions as small as census tract/BG (e.g . 
national , state, county, DMA, MSA, zip code and 

·area code/exchange.) Targets samples based on 
over 20 demographic variables. Create incidence 
and coverage estimates, PRIZM and congres­
sional districts available. 
G EN ESYS-Pius/G EN ESYS-1 D: Hardware/soft­
ware/database system for identifying and purg­
ing non-household and non-working numbers 
from ROD samples. 
(See adv~rtisement on p. 93) 

GeoDemographics, Ltd . 
69 Arch St. 
Johnson City, NY 13790 
Ph . 607-729-5220 
Fax 607-729-5909 
E-mail : GDLLTD@aol.com 
Warren Crowder, Marketing Director 
Software: 
Housing Planning Analysis 
Censational Mapper Forecast 
Industry Info Analysis 
"TIPS" (Permitting Software) 

1/H/R Research Group 
Quality Marketinx Research That Work s. 

1/H/R Research Group 
4440 S. Maryland Pkwy., Ste. 203 
Las Vegas, NV 89119 
Ph . 702-734-0757 
Fax 702-734-6319 
E-mail : IHRRRA@aol.com 
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 
system. Makes management and reporting of all 
CATI operations fast, easy. Substantial time sav­
ings, simplifies timekeeping/accounting, pro­
duces client-ready reports at one touch , employ­
ee productivity, cost accounting . Available for Ci3 
CATI and ACS Query. 
(See advertisement on p. 51) 

INFO ZERO UN 
1134 St. Catherine W. , Ste. 600 
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 . 1 OA 
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 

www.quirks.com Quirk's Marketing Research Review 



Just because it has ten digits 
doesn't mean it's a phone number. 

(If you tried to find out where your telephone sample came from, would you be left empty handed?) 

No Black Boxes 

Sample development should not be a black box 
process. GENESYS is for researchers who want to 
know exactly where the ten digits come from. We 
are the company to call if you need to know your 
sampling options and the impact each will have. 
You can count on us to provide a detailed method­
ological definition for every sample we create. 
G ENESYS has no black boxes, just explicit sam­
piing 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 afullarrayofRDD 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, GENESYS gives you the best of 
both worlds. The best way to find out 
what GENESYS Sampling Systems 
can do for you is to see us in action. Call 
today for a personal demonstration at 
your location. 

GENESYS Sampling Systems • 565 Virginia Drive • Fort Washington, PA 19034 • (215) 653-7100 
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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® Software System 

Innovation In Dolo Delivery 

ISPC ltd . 
26 Hoop Lane 
London NW11 8BU 
United Kingdom 
Ph. 44-181 -455-4665 
Fax 44-181 -458-9554 
E-mail : info@efiche.com 
http://www.efiche.com/efiche 

Branch office: 
2 Tokay Lane 
Monsey, NY 1 0952 
Ph. 914-426-2653 or 888-8EFICHE (833-4243) 
Fax 914-425-3018 
E-mail : lnfo@efiche.com 
http://www.efiche.com/efiche 

Software: 
ITE Electronic Fiche 
ITE Browser 
ITE Publisher 
ITE Web Publisher 

ISPC offers highly innovative Consultancy, prod­
ucts and services for the delivery of data to end­
users. Their primary software package, ite elec­
tronic fiche, is a Windows-based archiving and 
delivery tool for statistical/survey research tabu­
lations. This offers user-friendly browsing of 
crosstabs on screen as well as automatic trans­
fer of data to spreadsheet and charting packages 
and even conversion to "Internet/Web format" 
pages. With over 5,000 users across 37 coun -

tries, ite has become the industry standard for 
replacing large volume survey reports. 
(See advertisement on p. 73) 

Manugistics, Inc. 
2115 E. Jefferson St. 
Rockville , MD 20852 
Ph . 301-984-5123 or 800-592-0050 
Fax 301-984-5094 
E-mail : sgsales@manu.com 
Jhana Shimzu , Marketing Manager 
Software: 
STATGRAPHICS Plus (DOS) 
STATGRAPHICS Plus for Windows 

MARITZ* 
~ 1. \ R K ET I NC KE S I": :\ R C: I I INC . 

~tffalt~ - --Maritz Marketing Research Inc . 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph. 314-827-1610 or 800-446-1690 
Fax 314-827-8605 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Ron Lipovsky, President 

Branch offices: 
Automotive Research Group 
1000 Town Center, Ste. 1100 
Southfield , Ml 48075 
Ph. 248-948-4650 
Fax 248-948-4647 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Michael Brereton , V.P., Div. Manager 

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

5,500 research 
providers are 
just a mouse 

click aiNay 

.,.,.,.,.,.,_quirks. co111 

Quwks ____________________ _ 

MARKETING RESEARCH 
Review 

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

Industrial Division 
1297 N. Highway Dr. 
Fenton, MO 63099 
Ph. 314-827-2417 
Fax 314-827-5433 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Gail Gilbert, V.P., Div. Manager 

· Performance Measurement Group 
1297 N. Highway Dr. 
Fenton , MO 63099 
Ph. 314-827-2417 
Fax 314-827-4561 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Michael D. Phillips, Exec. Vice President 

Performance Measurement Group 
1415 W. 22nd St. , Ste. 800 
Oak Brook, IL 60523 
Ph. 630-368-3800 
Fax 630-368-3801 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Alex Vayslep , V.P., Div. Manager 

Performance Measurement Group 
Centennial Lakes 
7701 France Ave. S., Ste. 300 
Minneapolis, MN 55435 
Ph . 612-841-2400 
Fax 612-841 -2424 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Lynn Newman, V.P., Div. Manager 

Performance Measurement Group 
100 Park Ave ., 34th fl. 
New York, NY 10017 
Ph . 212-983-7575 
Fax 212-983-7574 
E-mail : mmri@maritz.com 
http://www.maritz.com/mmri 
Steve Wolf, Sr. Account Manager 

Performance Measurement Group 
17100 Pioneer Blvd ., Ste. 400 
Artesia , CA 90701 
Ph . 562-809-0500 
Fax 562-809-0422 
E-mail: mmri@maritz.com 
http://www.maritz.com/mmri 
Sue Carlson , V.P., Div. Manager 

Software: 
Maritz Stats5M 

PC- based statistical package performs 10 signif­
icance 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 
appropriate statistical test for most situations. 
Free for the asking . 
(See advertisement on p. 45) 
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Market Advantage Consulting & Software 
4708 Main St. , Ste. 201 
Lisle, IL 60532 
Ph . 630-271-1315 
Fax 630-271-3011 
~ 
PrefSolv 
PositionSolv 
SegmentSolv 
ChanneiSolv 
SatisSolv 
Data Mining Automation Engine 
Crossfire 

Market Probe International, Inc. 
114 E. 32nd St. , Ste. 1603 
New York, NY 10016-5506 
Ph. 212-725-7676 
E-mail : mkprbint@idt.net 
http:/ /haven . ios.com/-m kprbi nt 
Alan Appelbaum, President 
~ 
SCANTEST 
REVISSA 

Market Research Software Ltd. 
Thames Park, Lester Way 
Hithercroft, Wallingford 
Oxon OX1 0 9TA 
United Kingdom 
Ph. 44-191-825644 
Fax 44-1491-832376 
E-mail : QPS_Software@msn.com 
http://www.qps-software.com 
~ 
QPS for Windows 

Marketing Masters 
5782 Gold Dust Dr. 
DePere, Wl54115 
Ph . 920-532-0406 
Fax 920-532-0407 
E-mail : jsmits@masters.atw.earthreach.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™ 
I nterviewdisk™ 

Marketing Systems Group 
565 Virginia Dr. 
Ft. Washington , PA 19034-2706 
Ph . 215-653-7100 
Fax 215-653-7115 
E-mail : dwk@m-s-g.com 
http://www. m-s-g-.com 
Dale W. Kulp , President 
Software: 
PRO-T-S Telephony Systems 
Survey Database Management Systems 
GENESYS Sampling Systems 

Survey Database Management Systems: Survey 
database management and analytic systems; 
po int-and-click user interface allows for fast and 
easy access to the underlying survey data ware­
house. System can handle any number of 

February 1998 www.quirks.com 

queries/filters, aggregate and detailed analyses. 
Full inferential and descriptive suite: tabular 
reports , graphs, statistics module. Support for 
virtually all PC , mainframe, and network environ­
ments. 
PRO-T-S Telephony Systems: See PRO-T-S 
Telephony Systems listing. 
GENESYS Sampling Systems: See GENESYS 
Sampling Systems listing. 

Mathematical Data Systems, Inc. 
P.O. Box 685 
Bridgehampton, NY 11932 
Ph. 516-537-6949 
Fax 516-537-6944 
E-mail: melmds@ibm.net 
~ 
Mapping 
Positioning 
Simulation 

MOSS 
Marketing Decision Support Systems, Inc. 
7321 Shadeland Station, Ste. 250 
Indianapolis, IN 46256 
Ph . 800-870-MDSS 
Fax 317-594-3155 
E-mail : MDSS@iquest.net 
Kathy Pellman , Vice President 
~ 
Research Tracke 

Research Tracke 97 is a database software for 
qualitative research recruiting . Easy point-and­
click operation . Can manage respondent files of 
1 00,000+. Unlimited query options, including 
past participation by date, topic , or client, or any 
of 100 user-defined fields . Automatically transfer 
job information to each participant's record after 
job completion. Research Tracke 97 also prints 

recruiting lists, mailing labels, confirmations, 
invoices, and reports. 
(See advertisement on p. 97) 

Mercator Corporation 
21 Pleasant St. , Ste. 248 
Newburyport, MA 01950 
Ph. 978-463-4093 
Fax 978-463-9375 
E-mail: 75372.2436@compuserve.com 
http://www.mercatorcorp.com 
Donna O'Neil, General Manager 
~ 
SNAP professional® 

snap® survey software is a Windows-based , inte­
grated survey design and analysis tool for creat­
ing and analyzing questionnaires. snap® enables 
users to create professional quality question­
naires 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, filters , weights, ranking and 
zero suppression. 
(See advertisement on p. 95) 
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MICROTAB® 
Microtab, Inc. 
500 Sun Valley Dr. , Un it D-2 
Roswell , GA 30075 
Ph. 770-552-7856 
Fax 770-552-7719 
E-mail : microtab@aol.com 
http://www.microtab.com 
Lisa Lesser 
Software: 
Professional 
Professional W/Stat 
Platinum 
Gold 
Silver 
Plastic 
MT/Stat 
Data Manipulation 

New for '98- The Professional Edition with built­
in statistical testing capabilities! This is the 
crosstab software preferred by data processing 
service bureaus and large research agencies 
around the world . Both Professional Editions 
process 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 compi le data and start printing tables , it now 
takes less than 10 seconds." With the profes­
sional Edition that includes stat capabilites , the 
printed tables can display the results of the sta-

tistical testing you request right on the tables as 
they are printed - and there is no slow down in 
the compilation and printing time. Perhaps the 
most important feature of both Professional 
Editions 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 Editions. Call for pricing . 
You can also e-mail us at microtab@com­
puserve.com or microtab@aol.com. Visit us at 
http://www.microtab.com. 
(See advertisements on pp. 76, 96) 

Moskowitz Jacobs Inc. 
1 025 Westchester Ave . 
White Plains, NY 10604 
Ph . 914-421-7400 
Fax 914-428-8364 
E-mail: mji@mji-designlab.com 
http://www.mji-designlab.com 
Software: 
ldeaMapQ!Wizard™ 

ldeaMap<!tWizard™ is the do-it-yourself concept 
development and evaluative research tool for 
Windows 95 . Its powerful , multimedia format 
integrates sound , video, pictures and text, which 

If TJ-iE SPEED Of YouR TABUlATION 
SohwARE is slowiNG you dowN ... 

SwiTcH To THE PROFESSIONAL EdiTioN WiTH STAT 
by MicROTAb, INCORpORATEd. IT 's AvAilAblE Now! 

• Up To 10,000,000 (TEN M illioN) REspoNdENTS, 
• 99 CARds Pm Q uESTiONNAiRE, 

• EAsily SAvE TAblEs To A SpR EAd s ~ EET FoRMAT, 

• Now AvAilAblE, STAT TEsTiNG O N DATA As YouR TAblEs 
ARE pRiNTEd, WiT~ T~ E REsu lTs AuTOMATicAlly INSERTEd, 

• ANd, As AlwAys, FR EE T ElEp~ONE SuppoRT 

500 Sun Valley Drive - Suite 0-2 • Roswell , Georgia 30076 
Telephone (770)552-7856 • Fax 552-7719 

e-mail: microtab@aol.com or microtab @compuserve.com 
Visit us at: http://www.m1crotab.com 

Microtab IS a registered trademark of Microtab, Incorporated 

allows the user to identify critical hot buttons. By 
pretesting buyer reactions to alternative benefits , 
positionings, and attributes, the user can reduce 
in.itial product development time from a matter of 
months to minutes. 
(See advertisement on p. 3) 

Multivariate Software, Inc. 
4924 Balboa Blvd ., #368 
Encino, CA 91316 
Ph . 818-906-0740 or 800-301-4456 
Fax 818-906'-8205 
E-mail : sales@mvsoft.com 
http://www. mvsoft.com 
Maresha Sceats Leeds, Product Manager 
Software: 
EOS Structual Equation Modeling Software 

The Namestormers 
2811 Declaration Cir. 
Lago Vista, TX 78645-7523 
Ph. 512-267-1814 or 214-350-6214 
Fax 512-267-9723 
http://www.namestormers.com 
Michael L. Carr, Di rector 
Software: 
Name Pro 
Namer 
Headliner 

NamePro is a $500 Window-based brand name 
development system. It comes with a variety of 
database and software tools to help you develop 
memorable company, product and service brand 
names. Headliner is a $200 DOS product (the 
Windows version is currently in Beta test) for 
creating attention-grabbing tag lines and slo­
gans. Namer is a $200 DOS-based brand name 
development toolkit. 
(See advertisement on p. 31) 

National Decision Systems 
5375 Mira Sorrento Pl. , Ste. 400 
San Diego, CA 92121 
Ph. 800-866-6510 
Fax 619-550-5800 
E-mail : prodinfo@natdecsys.com 
http://www.natdecsys.com 
Software: 
ProphetPoin 
lnfoMar!(® 
MicroVision® 

NCS 
4401 W. 76th St. 
Minneapolis, MN 55435 
Ph. 800-447-3269 
Fax 612-830-7691 
E-mail : dcs@ncs.com 
http://www.ncs.com 
Software: 
NCS Survey 
NCS Works 
Survey Tracker 
Survey Tracker Plus 
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Finding the right fac-..... 
crowd can be a s~-

< or really, a click!) 

Are you still recruiting respondents using slow, outdated software? 
Or, heaven forbid, sorting through stacks and boxes of paper records? 

Research Tracker® 97 is designed to meet the unique database needs 
of market research firms. Research Tracker® 97 puts all your 
respondent and client information at your fingertips. It's easy to use, 
easy to update, and easy to customize. With simple "point and click" 
action, you can enter multiple query criteria and locate respondents in 
seconds. And, after the job is over, Research Tracker® 97 automati­

cally updates each respondent's participation history. 

Plus, Research Tracker® 97 keeps you on top of your 
business with an extensive array of outputs including 
mailing labels, letters, lists, invoices, and reports. 

Runs on 
Windows 95, 97 

or NT 

Want more information? Give us a call at 1-800-870-MDSS. 
We'll send you a free, no obligation demo disk, including answers to 

your most freq4ently asked questions. 

1-800-870-MDSS • 1-317-594-3150 

7321 Shadeland Station, Suite 250 
Indianapolis, IN 46256 
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NCSS 
329 N. 1000 E. 
Kaysville, UT 84037 
Ph. 801-546-0445 
Fax 801-546-3907 
E-mail : sales@ncss.com 
http://www.ncss.com 
Jerry Hintze 
~ 
NCSS 
PASS 

Niche I Insight, Inc. 
8101 Agnew Rd. 
Ceresco, NE 68017 
Ph. 800-642-4638 
Fax 402-785-2073 
E-mail: lookie@compuserve.com 
~ 
Niche 1 Insight™ 

NIPO, The Market Research Institute 
P.O. Box 247 
Grote Bickersstraat 74 
1000 AE Amsterdam 
The Netherlands 
Ph. 31-20-522-54-44 
Fax 31-20-522-53-33 
E-mail: info@nipo.nl 
http://www.nipo.nl 
Software: 
NIPO Interview System (Stand Alone) 
NIPO CATI System 
NIPO CAPI System 
NI PO Paper System 
NIPO DIANA 

Optimum Solutions Corp. 
100 Banks Blvd ., Ste. 100 
Rockville Centre, NY 11570 
Ph. 516-247-5300 
Fax 516-247-5301 
E-mail : osc@netusa.net 
Ira Sadowsky, Vice President 
Software: 
FAQSS 

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-STAT® Base Program 
Data Entry Program 
Advanced Statistics Program 
lnformix Interface Program 
TABS Program 
UNISTAT for Windows 

98 

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 
~ 
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. 52) 

PINE COMPANY 
Datu Processing .for Markc•till!.( Research 

Pine Company 
10559 Jefferson Blvd. 
Culver City, CA 90230 
Ph . 800-969-PINE or 310-453-0633 
Fax 310-453-3969 
E-mail : PineData@aol.com 
http://www.pinedata.com 
Ed Sugar, Director Sales & Mktg. 
Software: 
Custom Software Packages 

Established in 1967, Pine Company is the West's 
largest full-service provider of data processing 
for marketing research - the first to offer scan­
ning with intel ligent character recognition (ICR) . 
In addition to recognizing handprint, ICR has the 
speed and accuracy of optical mark reading and 
frees questionnaire design from special printing 
requirements. Pine Company also provides cod­
ing , data entry, tabulation , and presentation 
graphics. 
(See advertisement on p. 77) 

Point-of-View™ Survey Systems 
1380 Lawrence, Ste. 820 
Denver, CO 80204 
Ph . 800-829-7839 
Fax 303-623-5426 
E-mail: POVSS@aol.com 
http://www.povss.com 
Kevin Kearney, President 
Software: 
QWRITERII for Windows 

Power Knowledge Software, LLC 
3421 Empresa Dr., Ste. C 
San Luis Obispo, CA 93401 
Ph. 805-545-5468 or 888-797-5669 
Fax 805-545-5465 
http://www.powerknowledge.com 
Software: 
Power Tab™ 

PRiNCiPii{ 
. INNOVATIVE IMAGING SOLUTIONS '" 

Pri ncipia Products, Inc. 
1506 McDaniel Dr. 
West Chester, PA 19380 
Ph. 800-858-0860 or 610-429-1359 
Fax 610-430-3316 
E-mail : sales@Princ ipiaProducts.com 
http://wwVj.principiaproducts.com 
Victor Berutti , V.P. Imaging Products 
~ 
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.princ ipiaproducts.com. 
(See advertisement on p. 1 00) 

PRO-T-S Telephony Systems 
565 Virgina Dr. 
Ft. Washington , PA 19034-2706 
Ph. 215-653-7100 
Fax 215-653-7115 
E-mail: gpo@m-s-g .com 
http://www.pro+s 
Gerald Oberkofle r, Sr. Vice President 
Software: 
PRO-T-S (Proactive Telephony Systems) 

PRO-T-S: The first integrated data collection 
management system designed specifically for 
the survey research environment, not just anoth­
er predictive dialer transported from telemarket­
ing . Five hierarchical dialing mode options allow 
data collection managers to maximize productiv­
ity simultaneously across multiple projects. 
State-of-the-art telephony and research sensitive 
procedures, mean no sacrifice in survey and 
sample management quality. PRO-T-S also pro­
vides integrated inbound/outbound data collec­
tion capabilities, incorporates full ANI and DNIS 
digital capabilities, as well as the seamless inte­
gration of IVR and other voice capture/playback 
options. 
(See advertisement on p. 99) 

Pros & Cons, Inc. 
6931 Arlington Rd. , Ste. 308 
Bethesda, MD 20814 
Ph. 301-951-8441 
Fax 301-951-3362 
Peter Van Brunt, President 
Software: 
PCPUNCH 
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Pulse Analytics, Inc. 
152 Jeffer Ct. 
Ridgewood , NJ 07450 
Ph. 201-447-1395 
Fax 201-447-2104 
E-mail: PULSEINC@compuserve.com 
Stanley I. Cohen , President 
Software: 
Pulse/QUAD™ 
Pulse/K-of-N™ 
Pulse!TURF™ 
Pulse/MPC™ 
Pulse/QSEG™ 

Pulse Train Technology 
631 US Hwy. 1, Ste. 406 
N. Palm Beach, FL 33408 
Ph . 561-842-4000 
Fax 561-842-7280 
E-mail : PTTSystems@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 : PTTSystems@aol.com 
http://www.ws.pipex.com/ptt 

Software: 
Bellview 
Star 
Pulsar 
Bellview Scan 

Pulse Train Technology's Research Machine pro­
vides high quality software systems and services 

NEw! RAosoFT SURVEYW1N 3.5 FOR 1998! 
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 CA Tl! (does paper forms, too) 

Please rat.! yo:.:rcvera:lso!Jsf;;aionwrth:he product 

Great power, beauty and ease/ 

FREE D EMO: www .raosof't.com 
Email raosoft@raosoft. com 

- Raosoft® 
Call 206-525-4025 
Fax -4947 , Seattle 

Scan Your 
Own Surveys! 

Create, print and process your own 
scannable surveys with the powerful 
Remark Office OMR software for 
Windows. Dramatically reduce costs 
by eliminating pre-printed forms, 
dedicated scanners and outside 
service bureaus! 

Download a FREE working demo: 
www.PrincipiaProducts.com 

or call 1-800-858-0860 

PRiNCiPi~ 
·-·M•M•W•W-- W?W* 
INNOVATIVE IMAGING SOLUTIONS" 

Email: info@principiaproducts.com 
Fax: ( 61 0) 430-3316 

A 

for survey research professionals. Bellview 
(interviewing and data entry) , Star and Pulsar 
(tabulation) , and a wide variety of data process-

. ing utilities are available to handle the most com­
plex and demanding tasks with ease. Pulse Train 
has flexible , state-of-the-art computing solutions 
to meet researchers ' needs. 

• 

(See advertisement on p. 9) 

QMIRAC International , Inc. 
P. 0. Box 940964 
Plano, TX 75094 
Ph. 972-516-3717 
Fax 972-517-4078 ext. 51 
E-mail : Qmirac@concentric .net 
http ://www.concentric . net/ -q m i rae/OM I RAC. htm 
~ 
QPS for Windows 

QQQ Software, Inc. 
302 N. Irving St. 
Arlington , VA 22201 
Ph. 703-528-1288 
Fax 703-528-1289 
E-mail : info@qqqsoft.com 
http://www.qqqsoft.com 
Pamela L. Weeks 
Software: 
TPL Tables 
TPL Report 

Qualitative Marketing Software, Inc. 
28050 U.S. Hwy 19 N., Ste. 500 
Clearwater, FL 34621-2630 
Ph . 813-725-9727 or 800-782-7988 
Fax 813-725-2771 
E-mail: info@qmsoft.com 
http://www.qmsoft.com 
Software: 
Centrus™ Desktop 
GeoStan™ 

Quantime Corporation 
11 E. 26th St. , 16th fl. 
New York, NY 1 0010 
Ph. 212-447-5300 
Fax 212-44 7-9097 
E-mail : sales@quantime.com 
http://www.quantime.com 
Joseph Marinelli , President 
Software: 
Quanquest: Questionnaire Design 
QuancepCATI 
The QTS: Automatic/Predictive Dialing 
Quancept CAPI 
Quancept Web 
Quantum: Tabulation 
Quanvert: Desktop Tabulation 
QScan: Capture of Paper Questionnaires 
Quinput: Data Entry 
(See SPSS listing for more information) 
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ttRaosoft. 
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 
EZSurvey 97 for the Internet 

SURVEYWin lets end users design sophisticated 
electronic collection or phone-out instruments 
with instant ready-made statistics and reports 
afterward . You may include collection for net­
works and e-mail , mail-out disks, HTML forms 
for the Internet, kiosks , phone interviewing, and 
paper. You may use confidentiality options and 
skipping/branching , plus many more options to 
guide entry for accurate data. Sample size deter­
mination and hypothesis testing help guide your 
decisions. The new program EZSurvey 97 for the 
Internet gives e-mail and Web site collection and 
analysis ability. 
(See advertisement on p. 100) 

ReadSoft, Inc. 
205 N. Michigan Ave ., Ste. 3910 
Chicago, IL 60601 
Ph . 888-732-3763 
Fax 888-732-3329 
E-mail : matst@readsoft-us .com 
Mats Thunell , President 
Software: 
Eyes & Hands 

Research Solutions 
Part of Addison Wesley Longman 
One Jacob Way 
Reading , MA 01867-3999 
Ph . 781-942-3935 
Fax 781-942-3930 
E-mail : research .solutions@awl.com 
http ://www.researchsolutions.com 
Software: 
PinPoint 
E-Surveys 

PinPoint, the complete survey solution! PinPoint 
is a Windows-based software package ,that pro­
vides you with easy-to-use tools for designing 
questionnaires, collecting data, analyzing data 
and producing meaningful charts , graphs, and 
tables. PinPoint provides you with dozens of 
commonly used analysis tools, statistics, and 20 
and 30 graph types. It's simple to use and deliv­
ers professional results . 
(See advertisement on p. 101) 
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RONIN Corporation 
103 Carnegie Center 
Princeton , NJ 08540 
Ph. 800-352-2926 
Fax 609-452-0091 
E-mail : ronin@ronincorp .com 
http://www.ronincorp .com 
Software: 
Results for Research 
Results for the Net 

Saja Software, Inc. 
Survey Select 
6735 Snead Ct. 
Longmont, CO 80503 
Ph . 303-449-2969 or 800-945-0040 
Fax 303-938-4015 
http://www.surveyselect.com 
Software: 
Survey Select 

The 
Complete 

Survey 
Solution 

Questionnaire Design 
Design and formatting tools let 
you create complex question­
naires effortlessly 

Data Collection 
Use the method most suitable 
to you to enter data straight 
onto the questionnaire. 

Survey Analysis 
Fully functional database lets 
you sort and analyze data 
quickly and effectively 

Graphing & Charting 
Tools to visualize your data 
and get quick answers to 
critical questions. 

Part of Addison Wesley Longman 

One Jacob Way • Reading , MA 01867 
Tel 781 942 3935 
Fax 781 942 3930 

www. researchsol uti on s.com 
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Salford Systems 
8880 Rio San Diego Dr., Ste. 1045 
San Diego, CA 92108 
Ph . 619-543-8880 
Fax 619-543-8888 
E-mail : info@salford-systems.com 
http://www.salford-systems.com 
Kerry Martin 
Software: 
CART (classification & Regression Trees) 
LOG IT 

Sammamish Data Systems 
P.O. Box 70382 
Bellevue, WA 98007 
Ph . 425-867-1485 or 800-869-6845 
Fax 425-861-0184 
E-mail : rick@sammdata.com 
http ://www.sammdata.com 
Richard Schweitzer, President 
Software: 
GeoSight 

SAS Institute Inc. 
SAS Campus Dr. 
Cary, NC 27513-2414 
Ph. 919-677-8000 
Fax 919-677-4444 
E-mail : software@sas.com 
http://www.sas.com 
Software Sales & Marketing 
Software: 
SAS Software 

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 
ACA System 
CBC System 
CVA System 
CCA System 
Latent Class Module 
ICE Module 

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 
Conjoint (CBC) for pricing research , and CVA for 
paper-and-pencil conjoint. CCA offers 
Convergent, K-means clustering . 
(See advertisement on p. 46) 

SAWTOOTH TECHNOLOGIES 

ANNOUNCES: 

Computer- Aided Te I e phone Interviewing 

The cutting edge just got sharper. 
Phone: 847 j866-o870 Web Site: www.sawtooth .com 

saa 
. TEC H N O LOGIES 

Sawtooth Techno logies 
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 Jarvi ~ . Dir. of Sales & Mktg. 
Software: 
Ci3 CATI for Windows 
Sensus O&A 
Sensus Multimedia 
Sensus TradeOff 
Sensus Advanced Development Environment 
(ADE) 
Ci3 for Windows 

New Ci3 CATI for Windows combines affordabil­
ity and simplicity with advanced , highly sophisti­
cated telephone interviewing. It provides flexible 
sample management, call management, call his­
tories , disposition monitoring , productivity 
reporting , quota controls and more. 
Sensus suite of interviewing products combine 
powerful interviewing capabilities - including 
multimedia, complex skips and conjoint analysis 
-with point-and-click interview design for CAPI , 
CASI , ACASI and DBM interviewing. 
(See advertisement on p. 1 02) 

SURVE Y GROUP 
Scantron Survey Group 
1361 Valencia Ave. 
Tustin , CA 92780 
Ph. 714-247-2830 
Fax 714-247-2874 
E-mail : pmmiszko@scantron.com 
http://www.scantron.com 
Paul M. Miszkowicz, Director 
Software: 
Pulse Survey II 
Par Survey GST 
Scan Survey 

Scantron Survey Group provides custom survey 
processing services, including: project manage­
ment, questionnaire design and printing , variable 
intelligent printing , survey distribution and col­
lection , data capture using OMR, OCR and ICR 
scanners, data entry, programming , statistical 
analysis and reporting . Scantron also provides 
multiple survey software packages and an array 
of consulting services. 
(See advertisement on p. 81) 

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 
Software: 
Catalog of software products 
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With Answer Tree's powerful algorithms 

and easy-to-read tree diagrams, you'll 

automatically discover statistically 
significant groups in your marketing data. 

You'll also strengthen your marketing position. AnswerTree 
enables you to discover segments, build customer profiles, 
predict outcomes and uncover hidden patterns quickly. 
AnswerTree is easy to use -you don't need to be a statistician 
to arrive at smarter conclusions for better strategies. Use 
AnswerTree in applications including: 
• market segmentation ... 

find the most profitable target markets 
• customer profiles ... 

identify characteristics of customer types 
• promotion response ... 

discover who is most likely to respond 
• buyer behavior ... 

understand customer buying habits 

Get unmatched results with unprecedented 
analytical power. Because different algorithms work 
better with different types of data, AnswerTree is the only 
tool to meet all your needs. Four robust algorithms enable 
you to build the model that is right for you. No other 
software offers this much flexibility and power. 

www.spss.com/software/spss/ Answer Tree/ 
1 (800) 345-5383 

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

~ 
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You'll find important relationships and interactions using: 

• CHAID • Exhaustive CHAID • QUEST 
• Classification and Regression Tree 

Work more productively. 
AnswerTree generates tree diagrams 
automatically, so you get started inunedi­
ately. Then use Gains and Misclass­
ification charts to compare incremental 
costs and benefits, and select the most 
profitable segments. Easily perform 
''What If?" analysis by acljusting your 
model with an interactive interface. 
And, refine your model by pruning a 
branch or dragging and dropping nodes. 
You'll see changes instantly in dynami­
cally changing diagrams, charts and 
tables. You can also apply your model 
to new data for consistent segments. 

Communicate results easily. 

Answer Tree beats ... 
linear & logistic regression 
- automatically considers 

every interaction 
- analyzes data when 

more variables than cases 

crosstab analysis 
- more flexible because 

you analyze cateoorical and 
continuous variables 

- gives answers in one report 

neural networks 
makes more repeatable 
models since decision 
rules are clearly defined 

tree-based products 
- offers four powerful 

algorithms including 
OUEST, the fastest, most 
accurate algorithm 

- provides many advanced 
features to put your 
models to work for you 

With AnswerTree, you share results clearly and professionally. 
Presentation-quality tree diagrams, tables and charts highlight 
discoveries and make it easy for you to prove your point. 

Getting to know your customers is easier than you might 
thi.nk VISit our Web site or call us for more information. 

AnswerTree~ is a trademark of SPSS Inc. SPSS Inc. 444 N. Michigan Ave. Chicago, IL 60611 (312)329-2400 Fax (800)841-0064 ATAD-1197 A5383A 
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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 
Jerry Wicks, President 
~ 
MaCATI 2 - CATI 
MaCATI 2 - CAPI 
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. 973-731-7800 
Fax 973-731-4214 
http://www.members@aol.com/isharpe5o/index.html 
Peter A. Sharpe , Vice President 
Software: 
TABULYZER Ill 

Smart Software, Inc. 
4 Hill Rd ., Ste. 2 
Belmont, MA 02178 
Ph. 617-489-27 43 
Fax 617-489-2748 
Charles Smart, President 
Software: 
Smart Forecasts for Windows 

Socratic Software, Inc. 
3850 25th St. , 3rd fl. 
San Francisco, CA 94114 
Ph . 800-767-0022 or 415-648-3826 
Fax 415-641-8205 
E-mail : info@sotech .com 
http://www.sotech.com/socraticsoftware/ 
Michael M. Gray, COO 
Software: 
Visual Q™ 

Over 5~500 
research 

providers are 
just a mouse 

click away 

.,.,.,.,.,.,_quirks. coin 

QUwks ____________________ _ 

MARKETING RESEARCH 
Review 

Solution Desk 
1486 St. Paul Ave. 
Gurnee, IL 60031 
Ph. 847-662-6288 or 847-662-6260 
Fax 84 7-336-7288 
E-mail : 72630,2370@compuserve.com 
Kim Coleman, 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 
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 

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 
Software: 
SPSS 
NewView 
Answer Tree 
Quantime Products 
ln2itive Products 
TextS mart 
Amos 
Sample Power 

SPSS Inc. is a multi-national company that 
delivers software and service solutions for data 
collection , reporting , analysis and model ing . A 
leading worldwide supplier to the market 
research industry, SPSS products include: 
SPSS for statistical analysis and modeling ; 
NewView for analytical reporting ; AnswerTree 
for segmentation ; and Quantime System and 
ln2itive for market research data collection and 
tabulation . 
(See advertisements on pp. 103, 105) 
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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. 

rn Customer satisfaction studies 
Discover what it takes to please your 
customer with a complete toolkit for 

design, data entry and data analysis. SPSS 
offers Teleform TM to help you design survey 

forms in-house and automatically send and 
receive your forms as a broadcast fax. 

rl 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. 

m Excellent data management 
SPSS products enable you to import 
70 different types of data, create 

portable files and automatically read standard 
file formats. Plus, you can work with an 
unlimited number of cases and variables, 
even missing data! 

B) Specialized add-on modules 
If you wish to increase your statistical 
capabilities or add presentation tools 

such as mapping, SPSS offers you the opportu­
nity to customize your system with specialized 

add-on modules. 

Call today and let an SPSS representative fit you with a suitable statistical package to meet your needs. 
Our products are available on several platforms. See for yourself why SPSS software is "Real Stats. Real Easy." 

For more mformation, call l (800) 345-5383 or fax 1 (800) 841-0064 

iDl 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. 

MK'ROSOFT. 
WJND<JNS 
COM~llRI.E 

Real Stats. Real Easy. 
Athens o Chicago o Bologna o Chertsey o Gorinchem o Herzlia o Madrid o Munich o New Delhi o Paris o Singapore o Stockholm o Sydney o Tokyo o Washington , DC o And distributors worldwide 

A5383 

February 1998 www.quirks.com 105 



1998 DIRECTORY OF MARKETING RESEARCH SOFTWARE 
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 
~ 
Stratgraphics Plus 

StatPac, Inc. 
4425 Thomas Ave. S. 
Minneapolis, MN 55410 
Ph. 612-925-0159 
Fax 612-925-0851 
E-mail : info@statpac.com 
http://www.statpac.com 
David Walonick, President 
~ 
StatPac Gold IV 
Statistics Calculator 
Verbatim Blaster 

StatSoft, Inc. 
2300 E. 14th St. 
Tulsa, OK 74104 
Ph. 918-749-1119 
Fax 918-749-2217 
E-mail : info@statsoft.com 
http://www.statsoft.com 
Susan Pedersen 
~ 
STATISTICA/W 
STATISTICA/Mac 
STATISTICA/Neural Networks 
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 
~ 
The Survey Genie 
C-Gen 

Suburban Associates 
579 Franklin Tpke. 
Ridgewood , NJ 07450 
Ph. 201-447-5100 
Fax 201-447-9536 
E-mail: WeAsk@aol.com 
William C. Bartlett, President 
~ 
The T.A.B. ProgramsM 

106 

...... Survey 
~~Sampling, 
~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 Angelis , Sales Manager 
Software: 
SSI-SNAP™ 

Place sample orders on-line with SSI -SNAP™, 
combining time and cost savings of in-house 
sample production with SSI 's 20 years of experi­
ence. Orders can be placed anytime of the day. 
Random digit (ROD), listed household , epsem, 
age, income, race/ethnic group, and internation­
al samples are available. The most up-to-date 
SNAP software and geography files can be 
downloaded. 
(See advertisements on pp. 21, 49, 107) 

lsurveVR 
Surveycraft Systems, Inc. 
2637 Erie 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 
~ 
scyTab 
scyCode 
scyField 
scySample 
scyNet 
scyField/CE 
scyPhone 
scyWriter 

Surveycraft is a comprehensive, integrated soft­
ware system for market research data collection 
and analysis. Batch tabulation , Windows based 
interactive tabulation , CATI , sample manage­
ment, web interviewing and Windows CE CAPI 
modules are available. Interfaces to SAS, SPSS, 
UNCLE, Quantum and Excel are included. Multi­
lingual support including Japanese, Chinese and 
Korean is available for all modules including web 
and Windows CE modules. 
(See advertisement on p. 29) 

SurveySite 
10 Torresdale Ave ., Ste. 202 
Willowdale, ON M2R 3V8 
Canada 
Ph. 416-410-3457 
Fax 416-663-6977 
E-mail : Help@surveysite.com 
http://www.surveysite.com 
Software: 
Pop-up Survey Software 

MacGregor Suzuki , Inc. 
28 W. 25th St. 
.New York, NY 10010 
Ph. 212-243-0004 
E-mail : Autocode@coding.com 
MacGregor Suzuki , President 
Software: 
AUTOCODE™ 

Tactician Corporation 
305 N. Main St. 
Andover, IV1A 01810 
Ph. 978-475-4475 or 800-927-7666 
Fax 978-475-2136 
E-mail : info@tactician.com 
http://www.tactician.com 
Robert Reading , Vice President 
~ 
Tactician 4.0 
Tactician Micro-Marketing Machine 
Site America 
Tactician Selling Machine 
Tactician Snap-On-Solutions 
Tactician MapScape 

Techtel Corporation 
2000 Powell St. , Ste. 1500 
Emeryville, CA 94608 
Ph . 51 0-655-9414 
Fax 510-655-9670 
E-mail : mkelly@techtel.com 
http://www.techtel.com 
Melissa Sheehan , Sales 
~ 
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 
~ 
Pcensus 
Psearch 
Map Info 
Vertical Mapper 

30 Software Services 
859 Cabot Ln . 
Foster City, CA 94404-3143 
Ph. 800-992-0178 or 415-57 4-0178 
Fax 415-574-0178 
E-mail : info@teleprompt.com 
http://www.teleprompt.com 
David Cushman Griffis, Dir. Software Svcs. 
~ 
Teleprompt™ 

Time & Territory Management, Inc. 
P.O. Box 237 
Yardley, PA 19067 
Ph. 215-295-6726 or 609-896-8065 
Fax 215-295-6726 
E-mail : strahle@genius.rider.edu 
~ 
Sfa Forecaster 
Tag Along Trainer 
Auto Tour 
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Touch Base Computing 
106 Woodcrest Dr. 
Rome, GA 30161-4702 
Ph. 706-234-4260 
E-mail : TBoylan41 O@aol.com 
Tom Boylan, President 
Software: 
QUICK-POLL- Survey System 

Trewhella, Cohen & Arbuckle, Inc. (T/C/A) 
461 Park Ave. S. 
New York, NY 1 0016 
Ph. 212-679-3111 
Fax 212-679-3174 
E-mail : tcainc@worldnet.att.net 
Dirk Rosholt, Director of Systems 
Software: 
QTAB 
OGEN 
QMARG 
OBAL 
OED 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 
~ 
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 
E-mail : uncle_group@compuserve.com 
Thomas Reeder, Vice President 
Software: 
UNCLE 

Viking Software Services, Inc. 
6804 S. Canton Ave ., #900 
Tulsa, OK 7 4136-4959 
Ph. 918-491-6144 
Fax 918-494-2701 
E-mail : sales@vikingsoft.com 
http://www.vikingsoft.com 
~ 
VDE 
I mag Entry 

Jan Werner Data Processing 
34 Williams St. 
Pittsfield , MA 01201 
Ph . 413-442-0416 
Fax 413-499-504 7 
E-mail : jwerner@jwdp.com 
http://www.jwdp.com 
Jan Werner, Principal 
~ 
QTAB-11 
QGEN 
QMARG 
QBAL 
OED IT 
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OBJECTIVE: 
A .flexible sampling system, power-packed with options. 

551 SOLUTION: 
Rick Hoeft (President of Discovery Research Group, one of 
the nation's leading telephone interviewing companies) - "With 
SSI-S AP'", one of our computers is not tied up while a sample 
i being generated as it was with our old in-house sampling 
system. Our old system forced us to dedicate a high-end 

computer. ow, we're free to access and 
draw NAP samples on any computer in 

our company. 

"SSI is very, very open about how its 
samples are developed and gives us 
choices. That's something we truly 
appreciate - and our clients 

appreciate, too. " 

Call SSI for sampling solutions at 
203-255-4200 or send e-mail to 

info@ssi amples.com. 

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

Partners with survey 
researchers s ince 1977 
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Software Feature Cross-Index 

Analysis of Variance 
Asia Market Intelligence Ltd. (PC) 
Buzzsaw Computing (PC) 
Cognos Corporation (PC) 
Columbia Information Systems (PC) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
Dataxiom Software, Inc. (PC) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
Manugistics, Inc. (PC) 
Marketing Masters (PC) 
Microtab , Inc. (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
NCSS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
Raosoft , Inc. (PC) 
Research Solutions (PC) 
SAS Institute Inc. (Both) 
Scantron Survey Group (PC) 
Senecio Software, Inc. (PC) 
Irwin P. Sharpe & Associates (PC) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Audience Response System 
(See also Electronic Group Measurement) 
Columbia Information Systems (PC) 
Creative Research Systems (PC) 
Brand Share Analysis 
Cognos Corporation (PC) 
StatPac, Inc. (PC) 
Canon ical Analysis 
Asia Market Intell igence Ltd. (PC) 
Manugistics, Inc. (PC) 
NCSS (PC) 
P-STAT, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc . (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Census Reporting Programs 
CACI Marketing Systems (Both) 
Claritas, Inc. (Both) 
GeoDemographics, Ltd . (PC) 
Sammamish Data Systems (PC) 
SAS Institute Inc. (Both) 
Spectra/Market Metrics, Inc. (Both) 
Tactician Corporation (PC) 

Cluster Analysis 
The Arbitron Company (PC) 
Asia Market Intelligence Ltd. (PC) 
CACI Marketing Systems (Both) 
Claritas, Inc. (Both) 
Cognos Corporation (PC) 
Comstat Research Corporation (Both) 
Dataxiom Software, Inc. (PC) 
EnVision Knowledge Products (PC) 
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Manugistics, Inc. (PC) 
Market Advantage Cnsltg. & Software (PC) 
Mathematical Data Systems, Inc. (PC) 
National Decision Systems (PC) 
NCS (PC) 
NCSS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
Pulse Analytics , Inc. (PC) 
SAS Institute Inc. (Both) 
Sawtooth Software , Inc. (PC) 
Scantron Survey Group (PC) 
Spectra/Market Metrics, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Tactician Corporation (PC) 

Comprehensive Statistical Package 
The Arbitron Company (PC) 
Computers for Marketing Corp . (CfMC) (PC) 
Customer Contact, Inc. (CCI) (Both) 
Dataxiom Software, Inc. (PC) 
Decision Architects (PC) 
Manugistics, Inc. (PC) 
Mercator Corporation (PC) 
NCS (PC) 
NCSS (PC) 
P-STAT, Inc. (Both) 
OMIRAC International, Inc. (PC) 
SAS Institute Inc. (Both) 
Scantron Survey Group (PC) 
Senecio Software, Inc. (PC) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc . (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Computer-Aided Personal Interviewing (CAPI) 
Americom Research , Inc. (PC) 
Asia Market Intelligence Ltd. (PC) 
Computers for Marketing Corp . (CfMC) (PC) 
Creative Research Systems (PC) 
Datan , Inc. (Both) 
DBM Associates (PC) 
Decision Architects (PC) 
DESAN Marketresearch BV (PC) 
INFONETICS Corporation (PC) 
Market Research Software Ltd. (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
Niche I Insight, Inc. (PC) 
NIPO, The Market Research Institute (PC) 
Power Knowledge Software, LLC (PC) 
Pulse Train Technology (PC) 
Quantime Corporation (Both) 
Raosoft , Inc. (PC) 
Research Solutions (PC) 
RONIN Corporation (PC) 
Sawtooth Software , Inc. (PC) 
Sawtooth Technologies (PC) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
SPSS, Inc. (Both) 
Surveycraft Systems, Inc. (PC) 
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Computer-Aided Self-Admin. Interviewing (CASI) 
Americom Research , Inc. (PC) 
The Analytical Group , Inc. (PC) 
Asia Market Intelligence Ltd. (PC) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
DBM Associates (PC) 
Decision Architects (PC) 
Digisoft Computers, Inc. (PC) 
INFONETICS Corporation (PC) 
Marketing Masters (PC) 
Niche I Insight, Inc. (PC) 
Pulse Train Technology (PC) 
Quantime Corporation (Both) 
Raosoft , Inc. (PC) 
Research Solutions (PC) 
RONIN Corporation (PC) 
Sawtooth Software , Inc. (PC) 
Sawtooth Technologies (PC) 
Senecio Software, Inc. (PC) 
Socratic Software , Inc. (PC) 
StatPac, Inc. (PC) 
Surveycraft Systems, Inc . (PC) 

Computer-Aided Telephone Interviewing (CATI) 
Americom Research , Inc. (PC) 
The Analytical Group , Inc. (PC) 
Asia Market Intelligence Ltd . (PC) 
Computers for Marketing Corp . (CfMC) (PC) 
Creative Research Systems (PC) 
DBM Associates (PC) 
Decision Architects (PC) 
DESAN Marketresearch BV (PC) 
Digisoft Computers, Inc. (PC) 
1/H/R Research Group (PC) 
INFONETICS Corporation (PC) 
Market Research Software Ltd. (PC) 
Mercator Corporation (PC) 
NCS (PC) 
Niche I Insight, Inc. (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
Pulse Train Technology (Both) 
Quantime Corporation (Both) 
Raosoft , Inc . (PC) 
Research Solutions (PC) 
RONIN Corporation (PC) 
Sawtooth Software , Inc . (PC) 
Sawtooth Technologies (PC) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
Surveycraft Systems , Inc . (PC) 
3D Software Services (PC) 

Computer Coding 
Able Software Co. (PC) 
The Analytical Group , Inc . (PC) 
Creative Research Systems (PC) 
Customer Contact, Inc. (CCI) (Both) 
Decision Architects (PC) 
Decisive Technology (PC) 
GeoDemographics, Ltd. (PC) 
INFONETICS Corporation (PC) 
NIPO, The Market Research Institute (PC) 
Quantime Corporation (Both) 
StatPac, Inc. (PC) 
Surveycraft Systems , Inc . (PC) 
MacGregor Suzuki , Inc. (PC) 
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3D Software Services (PC) 

Computer Directed/Predictive Dialing 
Computers for Marketing Corp. (CfMC) (PC) 
DBM Associates (PC) 
Digisoft Computers, Inc. (PC) 
NIPO, The Market Research Institute (PC) 
PRO-T-S Telephony Systems (Both) 
Pulse Tra in Technology (Both) 
Quantime Corporation (Both) 

Computer Graphics 
Able Software Co. (PC) 
The Arbitron Company (PC) 
Beach Tech Corporation (PC) 
Buzzsaw Computing (PC) 
Cognos Corporation (PC) 
Decision Architects (PC) 
GeoDemographics, Ltd . (PC) 
INFONETICS Corporation (PC) 
Manugistics, Inc. (PC) 
Market Advantage Consulting & Software (PC) 
NCSS(PC) . 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (PC) 
Raosoft , Inc . (PC) 
Saja Software, Inc. (PC) 
SAS Institute Inc. (Both) 
Service Measurement Group, Inc. (PC) 
Spring Systems (PC) 
StatSoft, Inc. (PC) 
Conjointrrrade-off Analysis 
Asia Market Intelligence Ltd. (PC) 
Bretton-Clark (PC) 
Cognos Corporation (PC) 
Columbia Information Systems (PC) 
EnVision Knowledge Products (PC) 
NCS (PC) 
NIPO, The Market Research Institute (PC) 
Salford Systems (Both) 
SAS Institute Inc. (Both) 
Sawtooth Technologies (PC) 
SPSS , Inc . (Both) 
StatPac, Inc. (PC) 

Correspondence Analysis 
Dataxiom Software, Inc. (PC) 
Mathematical Data Systems, Inc. (PC) 
NCS (PC) 
NCSS (PC) 
SAS Institute Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc . (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Crosstabulation/Display 
The Analytical Group , Inc. (PC) 
Apian Software , Inc . (PC) 
The Arbitron Company (PC) 
Asia Market Intelligence Ltd . (PC) 
Bruce Bell & Associates, Inc. (PC) 
Buzzsaw Computing (PC) 
Claritas, Inc. (Both) 
Columbia Information Systems (PC) 
Computers for Marketing Corp. (CfMC) (PC) 
Creative Research Systems (PC) 
Customer Contact, Inc. (CCI) (Both) 
Data Probe, Inc. (PC) 
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Datan, Inc. (Both) 
Decision Architects (PC) 
Decisive Technology (PC) 
EnVision Knowledge Products (PC) 
INFONETICS Corporation (PC) 
ISPC Ltd. (Both) 
Manugistics, Inc. (PC) 
Market Advantage Consulting & Software (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
Microtab , Inc. (PC) 
NCS (PC) 
NCSS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
PAl-Productive Access , Inc. (PC) 
Point-of-View™ Survey Systems (PC) 
Power Knowledge Software, LLC (PC) 
QMIRAC International, Inc. (PC) 
QQQ Software, Inc. (Both) 
Quantime Corporation (Both) 
Raosoft , Inc. (PC) 
Research Solutions (PC) 
RONIN Corporation (PC) 
Saja Software, Inc. (PC) 
SAS Institute Inc. (Both) 
Senecio Software, Inc. (PC) 
Irwin P. Sharpe & Associates (PC) 
Socratic Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc . (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems , Inc. (PC) 
Trewhella, Cohen & Arbuckle , Inc. (PC) 
The Uncle Group, Inc. (PC) 
Jan Werner Data Processing (PC) 

Data Editing 
Apian Software , Inc . (PC) 
Asia Market Intelligence Ltd. (PC) 
Bruce Bell & Associates, Inc. (PC) 
Creative Research Systems (PC) 
Datan , Inc. (Both) 
Dataxiom Software, Inc. (PC) 
Decision Architects (PC) 
Detail Technologies, Inc. (PC) 
GeoDemographics, Ltd. (PC) 
Manugistics, Inc. (PC) 
Market Research Software Ltd . (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
Microtab , Inc. (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
NCSS (PC) 
NIPO, The Market Research Institute (PC) 
Optimum Solutions Corp. (PC) 
P-STAT, Inc. (Both) 
Point-of-View™ Survey Systems (PC) 
Principia Products, Inc. (PC) 
Pulse Tra in Technology (Both) 
QMIRAC International , Inc. (PC) 
Quantime Corporation (Both) 
Raosoft, Inc . (PC) 
Research Solutions (PC) 
Sawtooth Technologies (PC) 
Scantron Survey Group (PC) 
Senecio Software, Inc. (PC) 
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Irwin P. Sharpe & Associates (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems, Inc . (PC) 
Trewhella, Cohen & Arbuckle , Inc. (PC) 
Viking Software Services, Inc. (PC) 
Jan Werner Data Processing (PC) 

Data Entry 
The Analytical Group , Inc . (PC) 
Apian Software , Inc. (PC) 
Asia Market Intelligence Ltd. (PC) 
Bruce Bell & Associates, Inc. (PC) 
Cardiff Software (Both) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
Datan , Inc. (Both) 
Dataxiom Software, Inc. (PC) 
Decision Analyst , Inc. (PC) 
Decision Architects (PC) 
Decisive Technology (PC) 
DESAN Marketresearch BV (PC) 
Detail Technologies, Inc. (PC) 
GeoDemographics, Ltd. (PC) 
INFONETICS Corporation (PC) 
Manugistics, Inc. (PC) 
Market Research Software Ltd . (PC) 
Marketing Masters (PC) 
MOSS (PC) 
Mercator Corporation (PC) 
Microtab , Inc . (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
NCSS (PC) 
Optimum Solutions Corp. (PC) 
P-STAT, Inc. (Both) 
Pine Company (PC) 
Point-of-View™ Survey Systems (PC) 
Power Knowledge Software, LLC (PC) 
Principia Products , Inc. (PC) 
Pros & Cons, Inc. (PC) 
Pulse Train Technology (Both) 
QMIRAC International , Inc. (PC) 
Quantime Corporation (Both) 
Raosoft , Inc . (PC) 
ReadSoft, Inc. (PC) 
Research Solutions (PC) 
Saja Software, Inc. (PC) 
Sawtooth Software , Inc. (PC) 
Sawtooth Technologies (PC) 
Scantron Survey Group (PC) 
Senecio Software, Inc. (PC) 
Service Measurement Group, Inc. (PC) 
Irwin P. Sharpe & Associates (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, Inc . (PC) 
The Uncle Group, Inc. (PC) 
Viking Software Services, Inc. (PC) 
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Database Management Programs 
Asia Market Intelligence Ltd . (PC) 
Datanetics (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
Information Management Assoc ., Inc. (IMA) (Both) 
Marketing Systems Group (Both) 
MOSS (PC) 
Niche I Insight, Inc. (PC) 
Optimum Solutions Corp. (PC) 
P-STAT, Inc. (Both) 
Raosoft, Inc . (PC) 
Research Solutions (PC) 
Spring Systems (PC) 
StatSoft, Inc. (PC) 
3D Software Services (PC) 

Decision Support Software 
Claritas, Inc. (Both) 
Cognos Corporation (PC) 
Decision Architects (PC) 
Decisive Technology (PC) 
EnVision Knowledge Products (PC) 
MOSS (PC) 
NCS (PC) 
NCSS (PC) 
P-STAT, Inc. (Both) 
Raosoft , Inc. (PC) 
Sammamish Data Systems (PC) 
SAS Institute Inc. (Both) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
StatSoft, Inc. (PC) 
Tactician Corporation (PC) 

Demographic Analysis 
Able Software Co. (PC) 
Apian Software , Inc . (PC) 
The Arbitron Company (PC) 
Bruce Bell & Associates, Inc. (PC) 
CACI Marketing Systems (Both) 
Claritas, Inc. (Both) 
Cognos Corporation (PC) 
Customer Contact, Inc. (CCI) (Both) 
Decision Architects (PC) 
GENESYS Sampling Systems (Both ) 
GeoDemographics, Ltd . (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
National Decision Systems (PC) 
NCS (PC) 
Niche I Insight, Inc. (PC) 
QQQ Software , Inc. (Both) 
Qualitative Marketing Software, Inc. (PC) 
Raosoft , Inc . (PC) 
Research Solutions (PC) 
Saja Software , Inc. (PC) 
Sammamish Data Systems (PC) 
SAS Institute Inc. (Both) 
Scantron Survey Group (PC) 
Senecio Software , Inc. (PC) 
Spectra/Market Metrics, Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc . (Both) 
StatPac, Inc. (PC) 
Tactician Corporation (PC) 
Tetrad Computer Applications, Ltd . (PC) 
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Discriminant Analysis 
Asia Market Intelligence Ltd . (PC) 
Dataxiom Software, Inc. (PC) 
Manugistics, Inc. (PC) 
Mathematical Data Systems, Inc. (PC) 
NCS (PC) 
NCSS (PC) 
P-STAT, Inc. (Both) 
SAS Institute Inc. (Both) 
Scantron Survey Group (PC) 
Spring Systems (PC) 
SPSS, Inc . (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Discriminant Function ANOVA 
The Analytical Group , Inc . (PC) 
Asia Market Intelligence Ltd. (PC) 
Dataxiom Software, Inc. (PC) 
Manugistics, Inc. (PC) 
NCSS (PC) 
SAS Institute Inc. (Both) 
Spring Systems (PC) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Disk By Mail Interviewing 
Americom Research , Inc. (PC) 
The Analytical Group , Inc. (PC) 
Catapult Systems Corp. (PC) 
Computers for Marketing Corp . (CfMC) (PC) 
Creative Research Systems (PC) 
Marketing Masters (PC) 
NCS (PC) 
Niche I Insight, Inc. (PC) 
Quantime Corporation (Both) 
Raosoft , Inc . (PC) 
Research Solutions (PC) 
RONIN Corporation (PC) 
Saja Software, 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) 

Electronic Group Measurement 
(See also Audience Response System) 
Columbia Information Systems (PC) 
NCS (PC) 
Point-of-View™ Survey Systems (PC) 
Experimental Design Theory 
Dataxiom Software, Inc. (PC) 
Manugistics, Inc. (PC) 
NCSS (PC) 
Salford Systems (Both) 
SAS Institute Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatSoft, Inc. (PC) 

Factor Analysis/Principal Comp. 
Asia Market Intelligence Ltd. (PC) 
Cognos Corporation (PC) 
Dataxiom Software, Inc. (PC) 
Manugistics, Inc. (PC) 
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Mathematical Data Systems, Inc. (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
NCSS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
SAS Institute Inc. (Both) 
Spring Systems (PC) 
SPSS, Inc . (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Field Management 
The Analytical Group , Inc. (PC) 
Cognos Corporation (PC) 
MOSS (PC) 
NIPO, The Market Research Institute (PC) 
Surveycraft Systems, Inc. (PC) 
Tactician Corporation (PC) 
Time & Territory Management, Inc. (Both) 

Focus Group/Qualitative Transcript Analysis 
Comstat Research Corporation (Both) 
NCS (PC) 
Raosoft , Inc. (PC) 

Focus Group Management 
Datanetics (PC) 
Marketing Masters (PC) 
MOSS (PC) 
NCS (PC) 

Forms Processing 
Datan , Inc. (Both) 
NCS (PC) 
Optimum Solutions Corp. (PC) 
Pine Company (PC) 
Principia Products, Inc. (PC) 
Pulse Train Technology (PC) 
Raosoft , Inc. (PC) 
ReadSoft, Inc. (PC) 
Spring Systems (PC) 
SPSS , Inc. (PC) 

Generation/Balanced Sampling Design 
GENESYS Sampling Systems (Both) 
Microtab , Inc. (PC) 
NCS (PC) 
NCSS (PC) 
P-STAT, Inc. (Both) 
Trewhella, Cohen & Arbuckle, Inc. (T/C/A) (PC) 

Geographic Information Services 
The Arbitron Company (PC) 
Caliper Corporation (PC) 
Claritas, Inc. (Both) 
GeoDemographics, Ltd . (PC) 
Qualitative Marketing Software, Inc. (PC) 
Sammamish Data Systems (PC) 
SAS Institute Inc. (Both) 
SPSS, Inc. (PC) 
Tactician Corporation (PC) 
Tetrad Computer Applications, Ltd . (PC) 

Hand Print Recognition 
Cardiff Software (Both) 
NCS (PC) 
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Optimum Solutions Corp. (PC) 
Quantime Corporation (Both) 
ReadSoft, Inc. (PC) 
SPSS , Inc . (PC) 

Indexing 
Customer Contact, Inc. (CCI) (Both) 
Microtab , Inc . (PC) 
PAl -Productive Access , Inc . (PC) 
Scantron Survey Group (PC) 
Viking Software Services, Inc. (PC) , 

Interaction/Classification Analysis 
Cognos Corporation (PC) 
EnVision Knowledge Products (PC) 
Salford Systems (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Interactive Tabulation 
Apian Software , Inc . (PC) 
Datan , Inc. (Both) 
Decisive Technology (PC) 
EnVision Knowledge Products (PC) 
ISPC ltd . (Both) 
Niche I Insight, Inc. (PC) 
P-STAT, Inc. (Both) 
PAl-Productive Access , Inc. (PC) 
Power Knowledge Software, LLC (PC) 
Pulse Train Technology (Both) 
Quantime Corporation (Both) 
Raosoft , Inc . (PC) 
Research Solutions (PC) 
Irwin P. Sharpe & Associates (PC) 
StatPac, Inc. (PC) 
Surveycraft Systems , Inc. (PC) 
The Uncle Group, Inc. (PC) 

Internet Interviewing 
Americom Research, Inc. (PC) 
Apian Software , Inc . (PC) 
Asia Market Intelligence Ltd. (PC) 
Beach Tech Corporation (PC) 
Catapult Systems Corp. (PC) 
Comstat Research Corporation (Both) 
Decision Analyst, Inc. (PC) 
Decision Architects (PC) 
Decisive Technology (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
NIPO, The Market Research Institute (PC) 
Power Knowledge Software, LLC (PC) 
Pulse Train Technology (PC) 
Quantime Corporation (Both) 
Raosoft , Inc . (PC) 
RONIN Corporation (PC) 
Sawtooth Software, Inc . (PC) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
Surveycraft Systems , Inc. (PC) 
3D Software Services (PC) 
Key-to-Disk 
Mercator Corporati on (PC) 
Suburban Associates (PC) 
Surveycraft Systems , Inc. (PC) 
The Uncle Group, Inc. (PC) 
Viking Software Services, Inc. (PC) 
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Logit/linear Analysis 
Apian Software , Inc. (PC) 
Asia Market Intelligence Ltd . (PC) 
Dataxiom Software, Inc. (PC) 
EnVision Knowledge Products (PC) 
Manugistics, Inc. (PC) 
Mathematical Data Systems, Inc. (PC) 
NCSS (PC) 
P-STAT, Inc. (PC) 
Salford Systems (Both) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Market Matching 
The Arbitron Company (PC) 
Customer Contact, Inc. (CCI) (Both) 
Pulse Analytics , Inc. (PC) 

Market Segmentation 
Apian Software , Inc. (PC) 
The Arbitron Company (PC) 
CACI Marketing Systems (Both) 
Claritas, Inc. (Both) 
Cognos Corporation (PC) 
Customer Contact, Inc. (CCI) (Both) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
GeoDemographics, Ltd. (PC) 
Mathematical Data Systems, Inc. (PC) 
National Decision Systems (PC) 
NCS (PC) 
Niche I Insight, Inc. (PC) 
NIPO, The Market Research Institute (PC) 
Pulse Analytics, Inc. (PC) 
Salford Systems (Both) 
Sammamish Data Systems (PC) 
SAS Institute Inc. (Both) 
Sawtooth Software , Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Marketing Effectiveness Measurement 
Customer Contact, Inc. (CCI) (Both) 
Information Management Assoc., Inc. (IMA) (Both) 
Niche I Insight, Inc. (PC) 
Raosoft , Inc. (PC) 
SAS Institute Inc. (Both) 
SPSS, Inc . (Both) 
Techtel Corporation (PC) 

Media Analysis 
The Arbitron Company (PC) 
Bruce Bell & Associates, Inc. (PC) 
Customer Contact, Inc. (CCI) (Both) 
Mathematical Data Systems, Inc. (PC) 
Pulse Train Technology (PC) 
SAS Institute Inc. (Both) 
SPSS , Inc . (Both) 
StatPac, Inc. (PC) 

Multi-Dimensional Scaling 
Apian Software, Inc. (PC) 
Mathematical Data Systems, Inc. (PC) 
NCS (PC) 
NCSS (PC) 
SAS Institute Inc. (Both) 
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Scantron Survey Group (PC) 
Spring Systems (PC) 
SPSS , Inc. (Both) 
StatSoft, Inc. (PC) 

Multi-Paired Comparison 
Decision Analyst, Inc . (PC) 
Manugistics, Inc. (PC) 
Market Advantage Consulting & Software (PC) 
NCSS (PC) 
Pulse Analytics , Inc. (PC) 
SAS Institute Inc. (Both) 
Spring Systems (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Multinominal Logit Analysis 
EnVision Knowledge Products (PC) 
Mathematical Data Systems, Inc. (PC) 
Salford Systems (Both) 
SAS Institute Inc. (Both) 
StatSoft, Inc. (PC) 

Multivariate Methods 
Asia Market Intelligence Ltd . (PC) 
Buzzsaw Computing (PC) 
Claritas, Inc. (Both) 
Cognos Corporation (PC) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
Manugistics, Inc. (PC) 
Multivariate Software, Inc. (Both) 
NCSS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
Pulse Analytics , Inc. (PC) 
SAS Institute Inc. (Both) 
Senecio Software, Inc. (PC) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS , Inc . (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Name Generation 
The Namestormers (PC) 
Non-Parametric Statistics 
Multivariate Software, Inc. (Both) 
NCSS (PC) 
P-STAT, Inc. (Both) 
Salford Systems (Both) 
SAS Institute Inc. (Both) 
Senecio Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

OCR/ICR 
Cardiff Software (Both) 
Decision Architects (PC) 
Mercator Corporation (PC) 
NCS (Both) 
Optimum Solutions Corp. (PC) 
Pine Company (PC) 
Pulse Tra in Technology (PC) 
Quantime Corporation (PC) 
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ReadSoft, Inc. (PC) 
SAS Institute Inc. (Both) 
SPSS , Inc. (PC) 

OMR 
Cardiff Software (Both) 
Creative Research Systems (PC) 
NCS (Both) 
Optimum Solutions Corp. (PC) 
Pine Company (PC) 
Principia Products, Inc. (PC) 
Quantime Corporation (PC) 
ReadSoft, Inc. (PC) 
SPSS , Inc. (PC) 

Pattern Analysis 
Able Software Co. (PC) 
Cognos Corporation (PC) 
GeoDemographics, Ltd . (PC) 
NCSS (PC) 
Raosoft , Inc . (PC) 
Salford Systems (Both) 
SAS Institute Inc. (Both) 

Perceptual Mapping 
Able Software Co. (PC) 
Bretton-Clark (PC) 
Caliper Corporation (PC) 
EnVision Knowledge Products (PC) 
Market Advantage Consulting & Software (PC) 
NCSS (PC) 
SAS Institute Inc. (Both) 
Sawtooth Software , Inc. (PC) 
Spring Systems (PC) 
SPSS , Inc. (Both) 
StatPac, Inc. (PC) 

Price Elasticity Measurement 
Cognos Corporation (PC) 
EnVision Knowledge Products (PC) 
Spring Systems (PC) 

Programming Language 
Datan , Inc. (Both) 
Decision Architects (PC) 
P-STAT, Inc. (Both) 
Quantime Corporation (Both) 
Senecio Software, Inc. (PC) 
SPSS , Inc . (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Surveycraft Systems, Inc . (PC) 
Tactician Corporation (PC) 

Quadrant Analysis 
Mathematical Data Systems, Inc. (PC) 
Research Solutions (PC) 
SAS Institute Inc. (Both) 
Spectra/Market Metrics, Inc. (Both) 
Spring Systems (PC) 
StatSoft, Inc. (PC) 

Questionnaire Design 
Apian Software , Inc. (PC) 
Beach Tech Corporation (PC) 
Catapult Systems Corp. (PC) 
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Customer Contact, Inc. (CCI) (Both) 
Datan , Inc. (Both) 
DBM Associates (PC) 
Decision Architects (PC) 
Decisive Technology (PC) 
DESAN Marketresearch BV (PC) 
Digisoft Computers, Inc. (PC) 
GeoDemographics, Ltd . (PC) 
INFONETICS Corporation (PC) 
Market Research Software Ltd . (PC) 
Mercator Corporation (PC) ' 
NCS (PC) 
Niche I Insight, Inc. (PC) 
NIPO, The Market Research Institute (PC) 
Quantime Corporation (Both) 
Raosoft , Inc. (PC) 
Research Solutions (PC) 
Sawtooth Technologies (PC) 
Senecio Software, Inc. (PC) 
Socratic Software, Inc. (PC) 
SPSS , Inc . (PC) 
StatPac, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 
Surveycraft Systems , Inc . (PC) 

Ranking 
Americom Research, Inc. (PC) 
The Analytical Group , Inc. (PC) 
The Arbitron Company (PC) 
Asia Market Intelligence Ltd . (PC) 
Creative Research Systems (PC) 
Datan , Inc. (Both) 
Dataxiom Software , Inc. (PC) 
INFON ETICS Corporation (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
Microtab , Inc. (PC) 
NCS (PC) 
NCSS (PC) 
NIPO , The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
PAl-Productive Access , Inc. (PC) 
Quantime Corporation (Both) 
Raosoft , Inc . (PC) 
Research Solutions (PC) 
Saja Software, Inc. (PC) 
Sawtooth Technologies (PC) 
Scantron Survey Group (PC) 
Irwin P. Sharpe & Associates (PC) 
Spring Systems (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Trewhel la, Cohen & Arbuckle , Inc. (T/C/A) (PC) 

Regression/Correlation Analysis 
Asia Market Intelligence Ltd . (PC) 
Buzzsaw Computing (PC) 
Cognos Corporation (PC) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
Dataxiom Software, Inc. (PC) 
Decision Architects (PC) 
EnVision Knowledge Products (PC) 
Manugistics, Inc. (PC) 
Marketing Masters (PC) 
Multivariate Software, Inc. (Both) 
NCSS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
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Power Knowledge Software, LLC (PC) 
Raosoft , Inc . (PC) 
Salford Systems (Both) 
SAS Institute 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 (PC) 

Sales Analysis 
The Arbitron Company (PC) 
Cognos Corporation (PC) 
Decision Architects (PC) 
Information Management Assoc., Inc. (IMA) (Both) 
Mathematical Data Systems, Inc. (PC) 
NCS (PC) 
Raosoft , Inc . (PC) 
SAS Institute Inc. (Both) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS , Inc. (Both) 
StatPac, Inc. (PC) 
Tactician Corporation (PC) 
Time & Territory Management, Inc. (Both) 

Sales Database 
The Arbitron Company (PC) 
Datanetics (PC) 
Digisoft Computers, Inc. (PC) 
GeoDemographics, Ltd . (PC) 
Information Management Assoc., Inc. (IMA) (Both) 
Marketing Systems Group (Both) 
Raosoft, Inc . (PC) 

Sales Effectiveness Measurement 
Claritas, Inc. (Both) 
Cognos Corporation (PC) 
Decision Architects (PC) 
Raosoft , Inc . (PC) 
StatPac, Inc. (PC) 
Tactician Corporation (PC) 
Time & Territory Management, Inc. (Both) 

Sales Forecasting 
Cognos Corporation (PC) 
Delphus, Inc. (PC) 
EnVision Knowledge Products (PC) 
Market Advantage Consulting & Software (PC) 
Market Probe International, Inc. (PC) 
NCSS (PC) 
P-STAT, Inc. (Both) 
SAS Institute Inc. (Both) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both ) 
Statistical Graphics Corporation (PC) 
Time & Territory Management, Inc. (Both) 

Sample· Size Determination 
The Arbitron Company (PC) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
Dataxiom Software, Inc. (PC) 
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Decision Analyst , Inc. (PC) 
GENESYS Sampling Systems (Both) 
Manugistics, Inc. (PC) 
Maritz Marketing Research Inc . (PC) 
Mathematical Data Systems, Inc. (PC) 
NCS (PC) 
NCSS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
Pulse Analytics, Inc. (PC) 
Raosoft , Inc . (PC) 
SPSS , Inc . (PC) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 

Sample Weighting 
The Analytical Group , Inc . (PC) 
The Arbitron Company (PC) 
Creative Research Systems (PC) 
Decision Architects (PC) 
GENESYS Sampling Systems (Both) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
Microtab , Inc . (PC) 
NCS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
Quantime Corporation (Both) 
Raosoft , Inc. (PC) 
Research Solutions (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems , Inc. (PC) 
Trewhella , Cohen & Arbuckle , Inc. (T/C/A) (PC) 
Jan Werner Data Processing (PC) 

Sampling Systems 
The Arbitron Company (PC) 
GENESYS Sampling Systems (Both) 
NCS (PC) 
NIPO, The Market Research Institute (PC) 
Pulse Analytics, Inc. (PC) 
SAS Institute Inc. (Both) 
StatSoft, Inc. (PC) 
Survey Sampling , Inc . (PC) 

Scanning Systems 
Able Software Co. (PC) 
Creative Research Systems (PC) 
Customer Contact, Inc. (CCI) (Both) 
NCS (PC) 
Pine Company (PC) 
Principia Products , Inc. (PC) 
Quantime Corporation (Both) 
Scantron Survey Group (PC) 

Simulation Modeling 
Cognos Corporation (PC) 
EnVision Knowledge Products (PC) 
Manugistics, Inc. (PC) 
Market Advantage Consulting & Software (PC) 
Market Probe International , Inc. (PC) 
Multivariate Software, Inc. (Both) 
Pulse Analytics , Inc. (PC) 
SAS Institute Inc. (Both) 
Spring Systems (PC) 
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StatSoft, Inc. (PC) 
Techtel Corporation (PC) 

Site Evaluation 
CACI Marketing Systems (Both) 
Claritas, Inc. (Both) 
Cognos Corporation (PC) 
National Decision Systems (PC) 
Sammamish Data Systems (PC) 
Spectra/Market Metrics, Inc. (Both) 
SPSS , Inc. (Both) 
SurveySite (PC) 
Tactician Corporation (PC) 

Survey Analysis 
Apian Software , Inc . (PC) 
The Arbitron Company (PC) 
Bruce Bell & Associates, Inc. (PC) 
Cognos Corporation (PC) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
Customer Contact, Inc. (CC I) (Both) 
Datan, Inc. (Both) 
Dataxiom Software , Inc. (PC) 
Decision Architects (PC) 
Decisive Technology (PC) 
INFONETICS Corporation (PC) 
ISPC Ltd . (Both) 
Mercator Corporation (PC) 
Multivariate Software, Inc. (Both) 
NCS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
PAl-Productive Access , Inc. (PC) 
Pine Company (PC) 
Principia Products , Inc. (PC) 
QMIRAC International , Inc. (PC) 
QQQ Software, Inc. (Both) 
Raosoft , Inc. (PC) 
Research Solutions (PC) 
Saja Software , Inc. (PC) 
SAS Institute Inc. (Both) 
Scantron Survey Group (PC) 
Senecio Software, Inc. (PC) 
Irwin P. Sharpe & Associates (PC) 
Socratic Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Wi lliam Steinberg Consultants, Inc. (PC) 
Surveycraft Systems , Inc. (PC) 
SurveySite (PC) 
Techtel Corporation (PC) 

T-Tests 
The Analytical Group , Inc . (PC) 
Bruce Bell & Associates, Inc. (PC) 
Buzzsaw Computing (PC) 
Cog nos Corporation (PC) 
Columbia Information Systems (PC) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
Datan, Inc. (Both) 
DataStar, Inc. (PC) 
Dataxiom Software, Inc. (PC) 
Decision Analyst , Inc. (PC) 
Decision Architects (PC) 
Detail Technologies, Inc. (PC) 
Manugistics, Inc. (PC) 
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Maritz Marketing Research Inc . (PC) 
Marketing Masters (PC) 
Mathematical Data Systems, Inc. (PC) 
Mercator Corporation (PC) 
Microtab , Inc . (PC) 
Multivariate Software, Inc. (Both) 
NCSS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
PAl-Productive Access , Inc . (PC) 
Power Knowledge Software, LLC (P, C) 
Pulse Train Technology (Both) 
QMIRAC International , Inc. (PC) 
Quantime Corporation (Both) 
Raosoft , Inc . (PC) 
SAS Institute Inc. (Both) 
Senecio Software, Inc. (PC) 
Irwin P. Sharpe & Associates (PC) 
Spring Systems (PC) 
SPSS , Inc . (Both) 
Statistical Graphics Corporation (PC) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Surveycraft Systems , Inc. (PC) 

Table Editing 
Creative Research Systems (PC) 
Data Probe, Inc. (PC) 
Datan, Inc. (Both) 
Dataxiom Software, Inc. (PC) 
Decision Architects (PC) 
Manugistics, Inc. (PC) 
Mercator Corporation (PC) 
Microtab , Inc. (PC) 
P-STAT, Inc. (Both) 
Pulse Train Technology (Both) 
QQQ Software, Inc. (Both) 
Quantime Corporation (Both) 
Raosoft , Inc . (PC) 
Research Solutions (PC) 
Irwin P. Sharpe & Associates (PC) 
Spring Systems (PC) 
SPSS , Inc . (Both) 
StatPac, Inc. (PC) 
StatSoft, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems , Inc. (PC) 

Tabulation System 
The Analytical Group , Inc. (PC) 
Apian Software , Inc. (PC) 
Bruce Bell & Assoc iates, Inc. (PC) 
Columbia Information Systems (PC) 
Creative Research Systems (PC) 
Data Probe, Inc. (Both) 
Datan , Inc. (Both) 
Dataxiom Software, Inc. (PC) 
Decision Architects (PC) 
Decisive Technology (PC) 
INFONETICS Corporation (PC) 
ISPC Ltd. (Both) 
Mercator Corporation (PC) 
Microtab , Inc. (PC) 
NCS (PC) 
NIPO, The Market Research Institute (PC) 
P-STAT, Inc. (Both) 
Pine Company (PC) 
Point-of-View™ Survey Systems (PC) 
Power Knowledge Software, LLC (PC) 
Principia Products , Inc. (PC) 
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Pulse Train Technology (Both) 
QMIRAC International, Inc. (PC) 
QQQ Software, Inc. (Both) 
Ouantime Corporation (Both) 
Research Solutions (PC) 
Scantron Survey Group (PC) 
Irwin P. Sharpe & Associates (PC) 
Socratic Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
William Steinberg Consultants, Inc. (PC) 
Suburban Associates (PC) 
Surveycraft Systems , Inc . (PC) 
Trewhella, Cohen & Arbuckle , Inc. (T/C/A) (PC) 
The Uncle Group, Inc. (PC) 
Jan Werner Data Processing (PC) 

Telephone Interviewing/Sampling 
Computers for Marketing Corp . (CfMC) (PC) 
Creative Research Systems (PC) 
DBM Associates (PC) 
Decision Architects (PC) 
Digisoft Computers, Inc. (PC) 
1/H/R Research Group (PC) 
Marketing Masters (PC) 
Mercator Corporation (PC) 
NIPO, The Market Research Institute (PC) 
Pulse Train Technology (PC) 
Ouanti me Corporation (Both) 
Raosoft , Inc . (PC) 
Research Solutions (PC) 
Sawtooth Technologies (PC) 
Senecio Software, Inc. (PC) 
SPSS, Inc. (Both) 
StatPac, Inc. (PC) 
Surveycraft Systems , Inc . (PC) 

Text Analysis 
Apian Software, Inc. (PC) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
Decision Architects (PC) 
ISPC ltd. (Both) 
Mercator Corporation (PC) 
P-STAT, Inc. (Both) 
Raosoft , Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc . (PC) 
StatPac, Inc. (PC) 

Thurstone Scaling 
NCSS (PC) 

Time Series Analysis 
Cognos Corporation (PC) 
Dataxiom Software, Inc. (PC) 
EnVision Knowledge Products (PC) 
Manugistics, Inc. (PC) 
NCS (PC) 
NCSS (PC) 
P-STAT, Inc. (Both) 
PAl-Productive Access , Inc . (PC) 
Smart Software, Inc. (PC) 
Spring Systems (PC) 
SPSS, Inc. (Both) 
Statistical Graphics Corporation (PC) 
StatSoft, Inc. (PC) 
Techtel Corporation (PC) 
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Touch-Tone Interviewing (TATI) 
DBM Associates (PC) 
NCS (PC) 
PRO-T-S Telephony Systems (Both) 
Ouantime Corporation (Both) 

Translation 
Ouantime Corporation (Both) 

Verbatim Coding 
The Analytical Group , Inc. (PC) 
Apian Software , Inc. (PC) 
Comstat Research Corporation (Both) 
Creative Research Systems (PC) 
Decision Architects (PC) 
INFONETICS Corporation (PC) 
Mercator Corporation (PC) 
Microtab , Inc . (PC) 
NCS (PC) 
Optimum Solutions Corp. (PC) 
Ouantime Corporation (Both) 
Raosoft , Inc . (PC) 
Research Solutions (PC) 
Sawtooth Technologies (PC) 
Service Measurement Group, Inc. (PC) 
StatPac, Inc. (PC) 
Surveycraft Systems , Inc. (PC) 

Volumetric Analysis 
The Analytical Group , Inc . (PC) 
Datan , Inc. (Both) 
NCS (PC) 

Software Title Cross-Index 
ABASE, Advanced Data Research , Inc. 
Abtab for Windows, Bruce Bell & Associates, Inc. 
ACA System , Sawtooth Software , Inc . 
AdCheck™, Asia Market Intelligence Ltd. 
AOTABulous™, CRC Data Systems 
Advanced Statistics Program, P-STAT, Inc. 
Advantage®, Spectra/Market Metrics, Inc. 
AMI PinPoint™, Asia Market Intelligence Ltd. 
Amos , SPSS , Inc. 
AnswerTree , SPSS , Inc . 
ARGUS Perceptual Mapper, Spring Systems 
Arthur, The Analytical Group , Inc . 
ASK?em , INFONETICS Corporation 
AUTOCODE™, MacGregor Suzuki , Inc. 
AutoData Pro™ II , AutoData Systems 
AutoData Survey, AutoData Systems 
Automated Research Communications Sys. (ARCS) , DBM Associates 
AutoTour, Time & Territory Management, Inc. 
Bellview, Pulse Train Technology 
Bellview Scan , Pulse Tra in Technology 
Bridger, Bretton-Clark 
C-Gen , William Steinberg Consultants, Inc. 
Cardiff Software, Cardiff Software 
CART (classification & Regression Trees) , Salford Systems 
Catalog of software products, SciTech International, Inc. 
CATI-Net, Americom Research, Inc. 
CatiHelp , 1/H/R Research Group 
CBC System, Sawtooth Software , Inc. 
CCA System, Sawtooth Software , Inc. 
Censational Mapper Forecast, GeoDemographics, Ltd . 
Centrus™ Desktop, Qualitative Marketing Software, Inc. 
ChanneiSolv, Market Advantage Consulting & Software 
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Ci3 CAll for Windows , Sawtooth Technologies 
Ci3 for Windows, Sawtooth Technologies 
Ci3 System, Sawtooth Software , Inc. 
Claritas Coder, Claritas, Inc. 
Claritas Connect, Claritas, Inc. 
Claritas Mapping, Claritas, Inc. 
Compass, 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. 
Crossfire, Market Advantage Consulting & Software 
Custom Applications, Datanetics 
Custom Software Packages , Pine Company 
Customer Support Help Desk, SolutionDesk 
CVA System, Sawtooth Software , Inc . 
Data Entry Program, P-STAT, Inc. 
Data Manipulation , Microtab , Inc. 
Data Mining Automation Engine, Market Advantage Consulting & Software 
DataTrix, Dataxiom Software, Inc. 
DecisionSource, Decisive Technology 
Decisive Survey, Decisive Technology 
DPL Decision Analysis Software, Applied Decision Analysis , Inc. 
E-Form Version 1.0, Beach Tech Corporation 
E-Surveys , Research Solutions 
The EDGE TeleBusiness<~~> Software Sys., Information Management Assoc., Inc. 
Enlighten'", Spectra/Market Metrics, Inc. 
Enlighten'" for Retailers , Spectra/Market Metrics, Inc. 
EOS Structual Equation Modeling Software, Multivariate Software, Inc. 
Eyes & Hands, ReadSoft, Inc. 
EZ-Map, Datalogics 
EZSurvey 97 for the Internet, Raosoft , Inc . 
FAQSS, Optimum Solutions Corp. 
FASTAB, Datan , Inc. 
Feedback Manager, Service Measurement Grp, Inc. 
Flo - Stat 2, Senecio Software, Inc. 
4THOUGHT, Cognos Corporation 
4TUNE, Cognos Corporation 
Futrex, Datalogics 
GENESYS Sampling Systems , GENESYS Sampling Systems 
GENESYS-10, GENESYS Sampling Systems 
GENESYS-Pius , GENESYS Sampling Systems 
GeoSight, Sammamish Data Systems 
GeoStan™, Qualitative Marketing Software, Inc. 
GISPLUS, Caliper Corporation 
Gold , Microtab , Inc. 
Headliner, The Namestormers 
HitSearch™, Eagle Research - Denver 
HitSearch™, Eagle Research -Atlanta 
Housing Planning Analysis, GeoDemographics, Ltd . 
Hyper Q. , Americom Research , Inc. 
1-Net, Americom Research, Inc. 
ICE Module , Sawtooth Software , Inc. 
ldeaMap<~~>W i zard™, Moskowitz Jacobs Inc . 
lmagEntry, Viking Software Services, Inc. 
ln2itive Products , SPSS , Inc . 
Industry Info Analysis , GeoDemographics, Ltd. 
lnfoMark, Claritas, Inc. 
lnfoMark<~~> , National Decision Systems 
lnformix Interface Program, P-STAT, Inc. 
lnquisite Survey, Catapult Systems Corp. 
lnterviewdisk™, Marketing Metrics, Inc. 
INTERVIEWER, INFO ZERO UN 
IT CATI/CAPI , DESAN Marketresearch BV 
IT Dmaker, DESAN Marketresearch BV 
ITE Browser, IS PC Ltd . 
ITE Electronic Fiche , ISPC Ltd . 
ITE Publisher, ISPC Ltd . 
ITE Web Publisher, ISPC Ltd . 
Juggler, The Analytical Group , Inc. 
Knockout , The Analytical Group , Inc . 
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Latent Class Module , Sawtooth Software, Inc . 
LOGIT, Salford Systems 
MaCATI 2 - CAP I, 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 . 
Mapping, Mathematical Data Systems, Inc. 
MAPTITUDE, Caliper Corporation 
Maritz StatsSM , Maritz Marketing Research Inc. 
Market Analysis Systems, Applied Decision Analysis, Inc. 
MarketQuest, Claritas, Inc. 
MarketSight 2.5 , Decision Architects 
Maximi$er, The Arbitron Company 
MCA=, Bretton-Clark 
Media Professsional , The Arbitron Company 
MENTOR, Computers for Marketing Corp . 
MERLIN Tabulation System, Datan , Inc. 
MERLINPius, Datan , Inc. . 
MERLINT, Datan , Inc. 
MicroVision<~~> , National Decision Systems 
MKTSIM, Spring Systems 
MPA, Detail Technologies, Inc. 
MT/Stat , Microtab , Inc. 
mTAB Research Analysis System , PAl- Prod uctive Access , Inc . 
NamePro, The Namestormers 
Namer, The Namestormers 
NCS Survey, NCS 
NCS Works, NCS 
NCSS, NCSS 
Network TV Optimizer, Spectra/Market Metrics, Inc. 
Neuro Map, EnVision Knowledge Products 
Neuro Seg, EnVision Knowledge Products 
NewView, SPSS , Inc. 
Niche 1 Insight™, Niche I Insight, Inc. 
NIPO CAPI System, NIPO, The Market Research Institute 
NIPO CATI System, NIPO, The Market Research Institute 
NIPO DIANA, NIPO, The Market Research Institute 
NIPO Interview System (Stand alone) , NIPO, The Market Research Institute 
NIPO Paper System, NIPO, The Market Research Institute 
ONCEOVER, Detail Technologies, Inc. 
P-STAT® Base Program, P-STAT, Inc. 
Panel Net, Americom Research, Inc. 
Par Survey GST, Scantron Survey Group 
PASS, NCSS 
Pcensus, Tetrad Computer Applications, Ltd. 
PCPUNCH, Pros & Cons, Inc. 
PEER Planner for Windows , Delph us, Inc. 
Perception Analyzer, Columbia Information Sys . 
PinPoint, Research Solutions 
Plastic , Microtab , Inc . 
Platinum, Microtab , Inc. 
Pop-up Survey Software, SurveySite 
Positioning , Mathematical Data Systems, Inc. 
PositionSolv, Market Advantage Cnsltg & Software 
POS'fl'M, CRC Data Systems 
Power & Precision , Dataxiom Software, Inc. 
PowerTab™, Power Knowledge Software, LLC 
PrefSolv, Market Advantage Consulting & Software 
PRO-T-S (Proactive Telephony Systems), PRO-T-S Telephony Systems 
Professional , Microtab , Inc. 
Professional W/Stat, Microtab , Inc . 
ProphetPoin , National Decision Systems 
Psearch , Tetrad Computer Applications, Ltd . 
Pulsar, Pulse Tra in Technology 
Pulse Survey II , Scantron Survey Group 
Pulse/K-of-N™, Pulse Analytics , Inc. 
Pulse/MPC™, Pulse Analytics , Inc. 
Pulse/QSEG™, Pulse Analytics , Inc. 
Pulse/QUAD™, Pulse Analytics , Inc. 
Pulse/TURflM, Pulse Analytics , Inc. 
0-Leap , The Analytical Group , Inc . 
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QBAL, Jan Werner Data Processing 
QBAL, Trewhella, Cohen & Arbuckle , Inc. (T/C/A) 
QEDIT, Jan Werner Data Processing 
QEDIT, Trewhella, Cohen & Arbuckle , Inc. (T/C/A) 
QGEN, Jan Werner Data Processing 
QGEN, Trewhella, Cohen & Arbuckle , Inc. (T/C/A) 
QMARG, Trewhella, Cohen & Arbuckle , Inc. (T/C/A) 
QMARG, Jan Werner Data Processing 
QPS for Windows, QMIRAC International, Inc. 
QPS for Windows, Market Research Software Ltd. 
QScan , Quantime Corporation 
QTAB, Trewhe lla , Cohen & Arbuckle , Inc. (T/C/A) 
QTAB-11 , Jan Werner Data Processing 
QTILE, Trewhella, Cohen & Arbuckle , Inc. (T/C/A) 
The QTS , Quantime Corporation 
Qualitative Software, Customer Contact, Inc. (CCI) 
QuancepCATI , Quantime Corporation 
Quancept CAPI , Quantime Corporation 
Quancept Web , Quantime Corporation 
Quanquest, Quantime Corporation 
Quantime Products , SPSS , Inc. 
Quantum , Quantime Corporation 
Quanvert , Quantime Corporation 
QueryXM , The Analytical Group , Inc. 
Quick Post, Data Probe, Inc. 
Quick STATISTICA/Mac, StatSoft, Inc. 
Quick STATISTICA/W, StatSoft, Inc. 
QUICK-POLL- Survey System, Touch Base Computing 
Quinput , Quantime Corporation 
QWRITERII for Windows, Point-of-View™ Survey Systems 
R2V for Windows & NT, Able Software Co. 
Raosoft EZReport , Raosoft , Inc . 
Raosoft SURVEY, V.2 .7, Raosoft , Inc. 
Raosoft SURVEYWin , V.3.2 , Raosoft , Inc. 
Remark Office OMR , Principia Products , Inc. 
Research Tracke ,-®, MOSS 
Results for Research , RONIN Corporation 
Results for the Net, RON IN Corporation 
REVISSA, Market Probe International , Inc. 
Sales Territory Generator, EnVision Knowledge Products 
Sample Power, SPSS , Inc. 
SAS Software, SAS Institute Inc. 
SatisSolv, Market Advantage Consulting & Software 
ScanSurvey, Scantron Survey Group 
SCANTEST, Market Probe International , Inc. 
scyCode , Surveycraft Systems, Inc . 
scyField , Surveycraft Systems, Inc . 
scyField/CE, Surveycraft Systems, Inc . 
scyNet , Surveycraft Systems, Inc. 
scyPhone , Surveycraft Systems , Inc . 
scySample , Surveycraft Systems, Inc. 
scyTab , Surveycraft Systems , Inc. 
scyWriter, Surveycraft Systems , Inc. 
SegmentSolv, Market Advantage Consulting & Software 
Sensus Advanced Development Environment (ADE) , Sawtooth Technologies 
Sensus Multimedia , Sawtooth Technologies 
Sensus Q&A, Sawtooth Technologies 
Sensus TradeOff, Sawtooth Technologies 
Sfa Forecaster, Time & Territory Management, Inc. 
Sidepad , Advanced Data Research, Inc. 
Silver, Microtab , Inc . 
Simgrat, Bretton-Clark 
Simulation , Mathematical Data Systems, ~ nc . 
Site America , Tactician Corporation 
Site America, CACI Marketing Systems 
Site Reporter, CACI Marketing Systems 
Smart Forecasts for Windows, Smart Software, Inc. 
Smart Report, EnVision Knowledge Products 
snap professional®, Mercator Corporation 
Solution Series, Claritas, Inc. 
Sourcebook America , CACI Marketing Systems 
SP-link, The Analytical Group , Inc. 
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SPANS Explorer, Tydac Technologies, Inc. 
SPANS GIS, Tydac Technologies, Inc. 
SPANS Map, Tydac Technologies, Inc. 
Spreadsheet Forecaster, Delphus, Inc. 
SPSS , SPSS , Inc. 
SSI - SNAP™, Survey Sampling , Inc. 
Star, Pulse Train Technology 
Starware/STAfTM, DataStar, Inc. 
STAT XP, INFO ZERO UN 
STATCHEK, Detail Technologies, Inc. 
STATGRAPHICS Plus (DOS) , Manugistics, Inc. 
STATGRAPHICS Plus for Windows, Manugistics, Inc. 
STATISTICA/Mac, StatSoft, Inc. 
STATISTICA/Neural Networks, StatSoft, Inc. 
STATISTICA/W, StatSoft, Inc. 
Statistics Calculator, StatPac, Inc. 
StatMost, Dataxiom Software, Inc. 
StatPac Gold IV, StatPac, Inc. 
STATS™, Decision Analyst , Inc. 
Stratgraphics Plus, Statistical Graphics Corporation 
Super-Scrpting, Digisoft Computers, Inc. 
Surge , Data Probe, Inc. 
SURVENT, Computers for Marketing Corp . (CfMC) 
Survey Database Management Systems, Marketing Systems Group 
The Survey Genie, William Steinberg Consultants, Inc. 
Survey Pro for Windows , Apian Software , Inc. 
Survey Said for the Web, Marketing Masters 
Survey Said for Windows, Marketing Masters 
Survey Select, Saja Software, Inc. 
Survey Stats, Buzzsaw Computing 
Survey Stats, Marketing Masters 
The Survey System, Creative Research Systems 
Survey Tracker, NCS 
Survey Tracker Plus, NCS 
SURVEY-Entry, Raosoft , Inc. 
SURVEY-Tools , Raosoft , Inc. 
The T.A.B. Program 5

M, Suburban Associates 
T-MAS™, Techtel Corporation 
TAB , Columbia Information Systems 
TABS Program, P-STAT, Inc. 
TABulous™, CRC Data Systems 
TABULYZER Ill , Irwin P. Sharpe & Associates 
Tactician 4.0, Tactician Corporation 
Tactician MapScape, Tactician Corporation 
Tactician Micro-Marketing Machine, Tactician Corporation 
Tactician Selling Machine, Tactician Corporation 
Tactician Snap-On-Solutions, Tactician Corporation 
Tag Along Trainer, Time & Territory Management, Inc. 
Teleprompt™, 3D Software Services 
Telescript 4.0, Digisoft Computers, Inc. 
Text Analysis Program-TAP, Com stat Research Corporation 
TextSmart , SPSS , Inc. 
"TIPS" (Permitting Software) , GeoDemographics, Ltd. 
TPL Report, QQQ Software, Inc. 
TPL Tables , QQQ Software, Inc. 
TURBO Spring-Stat, Spring Systems 
UFill , Raosoft , Inc. 
UNCLE, The Uncle Group, Inc. 
UNISTAT for Windows, P-STAT, Inc. 
USurvey, Raosoft, Inc. 
VDE, Viking Software Services, Inc. 
Verbatim Analyzer™, Marketing Metrics, Inc. 
Verbatim Blaster, StatPac, 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. 
WinCross, The Analytical Group , Inc. 
Winlink, The Analytical Group , Inc. 
WINXII , Delphus, Inc. 
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Classified Ads 

V I~S U A l The easiest. most powerful way 
to collect data interactiuely 

VISUAL Q FEATURES 

• DBM, CAP!, 
CAT! modes 
of interviewing 

• Skip patterns, 
grouping and 
piping · 

• Pre-defined 
scales and answer 
controls for quick 
development and 
flexibility 

• Unlimited number 
of questions and 
vari ables, with 
hundreds of 
response types 

• Seamless export 
of data to SPSS 

07 00y(IIJ(U'Tfl1'1f!y 

::::::~~~ 
010 F'le<Kedloose 

011 

""' 

• SOCRATIC 
SOFTWARE 

MANAGER, 

Call now for more information! 

1-800-767-0022 
Post Office Box 460863 
San Francisco CA 94146-0863 
info@sotech.com 
http:/ lwww.sotech.com 

Home Box Office, a Time Warner Entertainment Company, 
seeks a Manager for our Marketing Research Department. 

We are looking for a project manager with a minimum of 
5 years of marketing research experience to work on 
entertainment/cable business. Ideal candidate will be bright, 
energetic and motivated. The successful candidate will be 
responsible for identifying information needs, and collection and 
dissemination of qualitative and quantitative research findings. 
A Bachelor's degree in marketing or equivalent exp preferred. 

We offer a competitive salary, a tremendous work environ­
ment, and excellent benefits. Interested applicants should 
send a resume with salary history to: Home Box Office, 
Room 3-12 (PF), 1100 Avenue of 
the Americas, New York, NY HBe® 
10036. HBO is an Equal Opportunity 
Employer, M/F/0/V. 

California market research' company is looking for an experienced quanti­
tative researcher/analyst. Ideal candidate will have a minimum of 5-7 
years quantitative market research experience managing multiple projects 
including client contact. Candidate should have experience with question­
naire/sampling design , data analysis and report writing. Candidate must 
have demonstrated track record of successful projects. College degree or 
related experience a must. For immediate consideration send resume and 
salary requirements to : Meta Information Services, Attn : Judy Marston, 
P. 0. Box 277037, Sacramento, CA 95827-7037. Fax 916-368-0705. 
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BERNHARD 
SCHREIBER 
President 

DATA COLLECTION IN 
GERMANY & WORLD.WIDE 

Phone +1-817-431-3899 
Fax: 431-5572 

E-Mail: info@fieldresearch.com 
' http:/ / www.fieldresearch.com 

fteld research 1511 Windsor Forest Trail 
Roanoke, TX 76262 USA Schreiber, Inc 

THE 
OUEOTION 

RYAN REASOR 
President 

OHOP,inc. 
2860 N. Santiago Blvd. 
Suite 100 A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

Orange, CA 92667 
(714) 97 4-8020 
FAX: (714) 974-6968 

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. 

61MJGM !> statPac Inc. 
4425 Thomas Ave. S., Minneapolis, MN 55410 
Tel:" (612) 925-0159 Fax: (612) 925-0851 

-<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=) 

Data Entry J & D Data Services Tallying 
- <=)c::> (972) 596-6474 Phone <=)c::> 
Scanning (972) 964_6767 Fax Printing 

- c::>c::> jddata@flash.net Email C><=) 

Mail Out Specializing in Optical Mark Reading Technology Mail Back 
-<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)<=)c:::Jc:::Jc:::Jc:::Jc:::Jc:::Jc::> 

Kingsley & Associates seeks a motivated, team-player to fill a senior 
research position. We prefer candidates who have 2-4 years experience 
designing studies using primary research. The position involves client 
contact and industry visibility. Some travel required . Kingsley & 
Associates is a San Francisco based market research and consulting firm , 
specializing in commercial real estate. Please fax resume, cover letter, and 
salary requirements to: (415) 777-0949 

Verbatim BlasterTM 

automatic coding of open-ended responses 

StatPac Inc. (612) 925-0159 http://www.statpac.com 
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Listin Additions 
Please add the following firms to the 1998 Focus Group Facilities Directory: 

Advantage Field & Focus 
40 Tower Lane 
Avon , CT 06001 
Ph. 860-679-9722 
Fax 860-679-9750 
E-mail : RosalieR@mintz-hoke.com 
Rosalie Renfrew 
Location: Office building 
CR, OR, 1-1 , TK, VE 
17x26 Obs. Rm. Seats 12 

C-Y Research Inc. 
Ameritest 
Two San Rafael 
Albuquerque, NM 87122 
Ph. 505-856-7999 
Fax 505-856-3388 
E-mail : cyres@nmi.com 
Charles Young , President 
Location: Freestanding building 
CR, LR, OR, TK, TKO 
20x20 Obs. Rm. Seats 10 

Quality Controlled Services (Br.) 
1650 Des Peres Rd ., Ste. 110 
Des Peres, MO 63131 
Ph . 800-992-2139 or 314-966-6595 
Fax 314-822-4294 
E-mail : postmaster@qcs.com 
http://www.qcs.com 
Location : Office building 
CR, OR, 1-1 , TK, VE, VC 
18x22 Obs. Rm. Seats 14 
19x22 Obs. Rm. Seats 14 
20x19 Obs. Rm. Seats 16 

Quality Controlled Services (Br.) 
9233 Ward Pkwy., Ste. 150 
Kansas City, MO 64114 
Ph. 800-628-3428 or 816-361-0345 
Fax 816-361-3580 
E-mail : postmaster@qcs.com 
http://www.qcs.com 
Iva Schlatter 
Location: Office building 
CR , OR , 1-1 , TK, VE, VC 
21 x21 Obs. Rm . Seats 10 
20x19 Obs. Rm. Seats 18 

Sales Offices 
Headquarters: Evan Tweed, Quirk's 

Marketing Research Review, 8030 Cedar Avenue 
South, Suite 229, Minneapolis, MN 55425. 
Phone 612-854-5101. Fax 612-854-8191. E­
Mail: evanqmrr@mn.uswest.net. 

West Coast: Lane Weiss, Lane Weiss & 
Associates, 10 Black Log Road, Kentfield, CA, 
94904. Phone 415-461-1404. Fax 415-461-9555. 
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Corrections 
Due to a production error, a line of text is missing at the end of the article 
"Extending excellence" on p. 51 of the January issue. QMRR apologizes for 
any confusion the error may have caused. The final paragraph should read 
as follows: 

Bose conducts an annual telephone survey to make sure 
that the service attributes it measures in the mystery shop­
ping are still important to customers. "Prior to each fiscal 
year we reevaluate the behaviors we're asking the staff to 
demonstrate and make sure that we're raising the bar," 
Pazol says. "If we can identify the things that satisfy cus­
tomers, and then determine the behaviors that contribute to 
them, we can measure those behaviors in the mystery shops 
and we can continue to try to exceed their expectations," 
Pazol says. 

The display ad for The Performance Group on p. 73 of the January issue 
contained an incorrect page reference. The company's listing was on p. 74, 
not p. 65 as indicated. 

Due to an editing error, the story "Why are the employees leaving?" 
(December QMRR, p. 34) contained an inaccurate subheadline: "Focus 
groups uncover reasons for worker flight. " Focus groups were not part of 
the research process detailed in the article. QMRR apologizes for any con­
fusion the error may have caused . 

On p. 144 of the December issue, in the 1998 Focus Group Facilities 
Directory, the E-mail address for Wiese Research Associates is incorrect. It 
should read : Mary_Arkfeld@wraresearch.com. 

Fa reus by David Waisglass 
Gordon Coulthart 
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C 1992 Farcus Cartoons/dis1. by Universal Press Syndicate W,4/S6i-A-~S / C()!JC.. -ri-4-AlL( ~ 

"Send in Furlow. I have some 
numbers to run by him." 
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EXCELLENCE 
Is Part Of What We're Institut·ng. 

We cordially invite you to experience our commitment to Excellence, while learning marketing research 
methods and applications from the most experienced marketing research training organization in the world! 

R ticipate in a Burke Institute 
seminar and you will experience our 
unconditional commitment to excellence. 
From the intensive, on-target seminar 
content to the workbooks which rival the 
best reference sources. From our dedicat­

ed staff who will counsel you concerning 
, the best training programs (ours or others) 

•• ••• WoR\..0~ to our outstanding seminar leaders who will 
educate you in the best practices utilized by 

marketing researchers worldwide. Through over 
2,500 seminars on 25 topics with more than 40,000 participants in 
28 countries, we have demonstrated our single-minded dedication to 
excellence for more than 20 years. The exceptionally high rate of 
repeat participation in our seminars by past attendees is testament to 
our commitment to excellence. 
But excellence is not the only benefit you get when you attend our 
seminars. Here are a few more: 
OBJECTIVITY. You receive a full and impartial perspective on the best research 
methods used by state-of-the-art practitioners and research suppliers worldwide. Not 
just the proprietary techniques and viewpoints of a particular supplier. 

INTEGRITY. Our mission is education . Participants from our seminars are never 
contacted for anything other than fo llow-up related to their continuing education. 
Guaranteed unconditionally. 

EXPERTISE. You learn from the experts who "wrote the book" on marketing 
research training and have educated more practitioners than anyone else in the world. 

BREADTH. You get to select from a wide range of programs designed to meet 
your continuing educational needs. Our programmed sequence of seminars elimi­
nates the duplication and conflicting content which often results from attending dis­
jointed seminars from different sources. 

RECOGNITION. You get tangible professional recognition for attendance 
through our highly respected certificates of achievement. 

REALISM. Our seminars combine academic rigor with real-life expertise gained 
from having done tens of thousands of research studies. The conten t is usable imme­
diately in day-to-day work . 

These are just some of the many reasons for the superlative evaluations 
we receive from our participants: 

Fantastic - the best \eminar on any subject rve heen to. Right on target - will he a help 
immediately. Speaker superh. A horn teacher. 

Marketing Research Analyst. Ford Motor Co. 

Excellent' Best professional <,eminar I've heen to. Content was practically oriented . 
Speal-.er excellent ! Presented information in an extremely ··user friendly" manner. 
Energy level was phenomenal. 

Manager. Marketing Research , Bausch & Lomb 

This seminar ha<. been more u-.cful than any other coursework I've completed . This was 
worth more than the S my company spent to send me. Very comprehensive- everything 
1 needed . Assistant Manager. Marketing Research , Riverside Methodist Hospital 
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Please contact: 

JIM BERLING, Client Service Manager or 
DR. SID VENKATESH, President 

Voice: 800-543-8635 
606-655-6135 

Fax: 606-655-6064 
E-mail: Burkelnstitute@BASES.com 
Web Site: http://www.Burkelnstitute.com 
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