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Remember when research 
took weeks or months? 

Oh, at your com pan 

Harris Interactive QuickQuery 5
M: 

2,000 Responses, 2 Days. 

ll does? 

QuickQuery is an omnibus survey that leverages the power of the Internet to quickly and 
economically answer your toughest consumer-based questions. 

Our survey consultants will work with you to finalize your questions, and in just two days you'll 
have accurate, projectable results. And with more than 2,000 completed interviews nationwide, 
your data will have twice the depth and detail of competitive omnibus services. 

Harris Interactive is the global leader in Internet-based market research , with a multimillion 
member online panel. 

For more information please call 877.919.4765 or visit our website at : 
www.harrisinteractive.comfqq 

@ Harris I nteractivesM 
MARKET RESEARCH 

Harris Heritage. Interactive Power. 

~ www.harrisinteractive.com Tel 877.919.4765 
1--llll!llllllllilmlll-· ~ ©2001, Harris Interactive Inc. All rights reserved. TM ©1997 SLOC 36USC220506 EOE M/ F/0/V 02.02 



Need to get plugged-into 
what kids have to say? 
The KidzEyes.com TM online children's 
research panel can give you amazing insight 

to what thousands of 6-to-14 year-olds 
nationwide are thinking. Whether you want to 
conduct a custom, full-scale study or ask only 

few questions in our monthly omnibus, 
dzEyes can provide you with a fresh, kids­

eye view on topics ranging from advertising, 
prQmotions, packaging, concept and pilot 
tasting, Web site evaluations, trend tracking 
and more. And you can rest easy knowing 
that every KidzEyes panelist has been pre­
screened and permissioned in full compli­
ance with the Children's Online Privacy Pro­
tection Act. 

KidzEyes.com - the latest creative research 
solution from C&R Research Services. 

r more information, visit us at www.crresearch.com, email us at lnfo@Kidzeyes.com, or call us at 1-800-KIDZEYES. 
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yourcustomers 
talk to us 

worldwide 

Africa 

America 

Internet: www.probert.com 

Australasia 

Asia 

Europe 

A one-stop marketing research agency 
for all your international surveys 

• full service 

• international staff 

• worldwide activities supervised locally 

by PRP managers 

• 130 CATI work-stations 

• interviews in customers' native languages 
• certified ISO 9001 International 

INTERNATIONAl MARKETING RESEARCH 

P. Robert and Partners SA International Marketing Research • Phone +41 21 802 84 84 • Fax +41 21 802 84 85 • Internet: www.probert.com 
E-mail: mail@probert.com • P.O. Box • 1110 Merges • Switzerland 



With dual cameras, on-site technicians, 
and multiple views, 

you'd swear you were there. 

FocusVision video transmits the live focus group experie 
right to your office or home ... without travel. 

The focus group experience is not simply "watching" a focus 
group. Focus Vision captures all of the nuances ana expres­
sions, the all-important "immediate debrief' from your mod­
erator, and a shared experience with your business associates. 

Whether it's FocusVision Videoconferencing or 
Videostreaming, we have multiple cameras, picture-in-pic­
ture, plus live camera operators who get close-ups and full­
group views. 

Moderators can now conduct their interviews remotely via 
two-way videoconferencing from the clients office, their own 
office, or a nearby focus facility equipped with FocusVision 
videoconferencing. 

With Focus Vision you increase staff productivity; allow more 
people to view the groups and save the time, cost and hassle 
of travel. 

FocusVisionTM 
VV ORLDVVIDE , INC . 

Call 1-800-433-8128 
or e-mail: info@focusvision.com to find out more. 



9FocusVision™ 
MEMBER FACILITIES 

ARIZONA 
Phoenix: 
* FIELDWORK PHOENIX, INC.­

SOUTH MOUNTAIN 
* FIELDWORK PHOENIX, INC. 

SCOTTSDALE 
* FOCUS MARKET RESEARCH, 

INC.-GroupNetTM 
* PLAZA RESEARCH-PHOENIX 

CALIFORNIA 
Northern 
San Francisco: 
* CONSUMER RESEARCH 

ASSOC./SUPEROOMS 
* ECKER & ASSOCIATES 

DOWNTOWN & 
SOUTH SAN FRANCISCO 

* FLEISCHMAN FIELD 
RESEARCH, INC. 

* NICHOLS RESEARCH, INC. 
-GroupNetTM 

* PLAZA RESEARCH 
SAN FRANCISCO 

San Francisco {suburban}: 
* NICHOLS RESEARCH, INC. 

-GroupNetTM 
San Jose: 
* NICHOLS RESEARCH , INC. 

-GroupNetTM 
Southern 
Los Angeles 
* ADEPT CONSUMER 

TESTING, INC. 
-GroupNetTM BEVERLY HILLS 

* ADEPT CONSUMER 
TESTING, INC. 
-GroupNetTM ENCINO 

* ADLER-WEINER RESEARCH 
WESTWOOD 

MECZKA MARKETING 
RESEARCH 
CONSULTING 

MURRAY HILL CENTER 
WEST-SANTA MONICA 

* PLAZA RESEARCH LA 
* SAVITZ FIELD & FOCUS 
* SCHLESINGER ASSOCIATES 
* TROTTA ASSOCIATES 

MARINA DEL RAY 
L.A. Orange County 
* FIELDWORK, L.A., INC. -

IN ORANGE COUNTY 
TROTTA ASSOCIATES 

-IRVINE 
San Diego 
* LUTH RESEARCH , INC. 

SAN DIEGO 
* TAYLOR RESEARCH, lnc.­

GroupNetTM 

COLORADO 
Denver 

ACCUDATA MARKET 
RESEARCH, INC.­
GroupNetTM 

COLORADO MARKET 
RESEARCH 

FIELDWORK DENVER, INC. 
INFORMATION RESEARCH 
PLAZA DENVER 

CONNECTICUT 
Danbury 

MARKETVIEW 
Stamford 
* FOCUS FIRST AMERICA 
Norwalk 

NEW ENGLAND 
MARKETING 
RESEARCH 

FLORIDA 
Fort Lauderdale 
* PLAZA RESEARCH 
* WAC OF SOUTH FLORIDA, 

INC.-Gr oupNetTM 
Jacksonville 

IRWIN RESEARCH 
SERVICES 

Miami 
* NATIONAL OPINION 

RESEARCH SERVICES 
RIFE MARKET RESEARCH, INC 

Orlando 
* SCHLESINGER ASSOCIATES 
Tampa 
* THE HERRON GROUP 

-GroupNet TM 
WESTSHORE BLVD. 

* PLAZA RESEARCH • TAMPA 
SUPERIOR RESEARCH 

* TAi-TAMPA BAY INC. 

GEORGIA 
Atlanta 

FIELDWORK ATLANTA, INC. 
MURRAY HILL 

CENTER-ATLANTA 
JACKSON ASSOCIATES, 

INC.-GroupNetTM 
JOHN STOLZBERG MARKET 

RESEARCH 
PLAZA RESEARCH-ATLANTA 
SCHLESINGER ASSOCIATES 
SUPERIOR RESEARCH 
T & K RESEARCH CENTERS 

The largest network of top-rated facilities now equipped for 
videoconferendng and videostreaming service. 

ILLINOIS 
Chicag~ Downtown 
* ADLER·WEINER RESEARCH 

CHICAGO FOCUS 
FOCUSCOPE, INC. 
ILLINOISE CENTER 

MARKET RESEARCH 
* MURRAY HILL CENTER 

CENTRAL, INC. 
* NATIONAL DATA 

RESEARCH, INC. 
-GroupNetTM 

NATIONAL QUALITATIVE CENTERS 
* PLAZA RESEARCH CHICAGO 
• SAVITZ FIELD & FOCUS 
* SCHLESINGER ASSOCIATES 
* SMITH RESEARCH 
Chicag~ Suburban 
* FIELDWORK CHICAGO, INC.­

NORTH 
* FIELDWORK CHICAGO-O'HARE, INC. 
* FIELDWORK CHICAGO, INC.­

SCHAUMBURG 
FOCUSCOPE, INC.-

OAK PARK 
* NATIONAL DATA 

RESEARCH, INC. 
-GroupNet""- NORTHFIELD 

• OAKBROOK INTERVIEWING 
CENTER 

O'HARE IN FOCUS 
DELVE(QCS)-OAK BROOK 

* SMITH RESEARCH, INC. 
DEERFIELD 

INDIANA 
Indianapolis 
* HERRON ASSOCIATES, 

INC.-GroupNetTM 

KANSAS 
Kansas City 

THE FIELD HOUSE 

MARYLAND 
Baltimore 
* CHESAPEAKE SURVEYS, 

INC.-GroupNetTM 
* HOUSE MARKET RESEARCH 

THE BALTIMORE RESEARCH GROUP 

MASSACHUSETTS 
Boston- Downtown 
* BERNETT RESEARCH 
* BOSTON FIELD & FOCUS 

PERFORMANCE 
PLUS-GroupNetTM 

FOCUS ON BOSTON 
* FOCUS POINTE BOSTON 

NATIONAL QUALITATIVE CENTERS 
Boston- Suburban 
* BOSTON FIELD & FOCUS 

PERFORMANCE PLUS­
GroupNet TM FRAMINGHAM 

* FIELDWORK BOSTON, INC. 
FOCUS ON BOSTON-BRAINTREE 
NATIONAL FIELD 

& FOCU5-NATICK 

MICHIGAN 
Detroit 
* MORPACE lnt'l 

GroupNet TM 
SHIFRIN-HAYWORTH 

MINNESOTA 
Minneapolis 
* FIELDWORK MINNEAPOLIS, INC. 
* FOCUS MARKET 

RESEARCH , INC. 
-GroupNetTM 

* ORMAN GUIDANCE RSH. 

MISSOURI 
St. Louis 
* PETERS MARKETING 

RESEARCH, INC. 
DELVE(QCS) 

NEW JERSEY 
FIELDWORK EAST, INC.­

FORT LEE 
FOCUS POINTE NORTH JERSEY­
TEANECK 

GROUP DYNAMIICS-CHERRY 
HILL, INC.-GroupNetTM 
VOORHEES 

MEADOWLANDS 
CONSUMER 
CENTER, INC.-SECAUCUS 

PETERS MARKETING 
RESEARCH, INC. 

PLAZA PARAMUS 
SCHLESINGER ASSOCIATES 

EDISON 
TAi • NEW JERSEY-TEANECK 

NEVADA 
Las Vegas 

LAS VEGAS SURVEYS 

NEW YORK 
New York City 
* FOCUS POINTE 
* FOCUS SUITEs-NEW YORK 

MURRAY HILL CENTER 
* NEW YORK FOCUS 
* SCHLESINGER ASSOCIATES 

* WAC OF NEW YORK, 
INC.-Gr oupNetTM 

New York-Suburban 
* FIELDWORK NY, INC.­

WESTCHESTER 
* JRA: WHITE PLAINS NY 
* THE LOOKING GLASS-SYOSSET 

NORTH CAROLINA 
Raleigh 
* L & E RESEARCH 
Charlotte 
* LEIBOWITZ MARKET 

RESEARCH ASSOC., 
INC.-GroupNetTM 

OHIO 
Cincinnati 

THE ANSWER GROUP 
* QFACT MARKETING 

RESEARCH, INC.-
GroupNetTM · 

Cleveland 
* FOCUS GROUPS OF CLEVELAND 
* PAT HENRY CLEVELAND 
Columbus 

DELVE(QCS) 

OREGON 
Portland 
* CONSUMER OPINION 

SERVICES, INC. 
-GroupNetTM 

PENNSYLVANIA 
PHILADELPHIA- Downtown 
* FOCUS POINTE 
* JRA 
* SCHLESINGER ASSOCIATES 
Philadelphia-suburban 
* FOCUS POINTE-

BALA CYNWYD 
FOCUS SUITES 

OF PHILADELPHIA 
* GROUP DYNAMIICS 

IN FOCUS, INC.­
BALA CYNWYD 
-GroupNetTM 

* PLAZA MARLTON­
MALTON, NJ 

RHODE ISLAND 
Providence 
* BOSTON FIELD & FOCUS 

PERFORMANCE 
PLUS-GroupNetTM 

TEXAS 
Austin 

TAMMADGE MARKET 
RESEARCH 

Dallas 
* CONSUMER RESEARCH 

ASSOC./SUPEROOMS 
* FIELDWORK DALLAS, INC. 
* FOCUS ON DALLAS, 

INC.-GroupNetTM 
FENTON SWANGER 

CONSUMER RESEARCH 
* PLAZA RESEARCH DALLAS 

DELVE(QCS) 
* SAVITZ FIELD & FOCUS 
Houston 
* CQS RESEARCH, INC. 

OPINIONS UNLIMITED, INC. 
-GroupNetTM 

* PLAZA RESEARCH 
* SAVITZ FIELD & FOCUS 

TENNESSEE 
Memphis 

ACCUDATA MARKET 
RESEARCH, INC. 
.,ProupNet TM 

VIRGINIA 
Fairfax 

METRO RESEARCH 
SERVICES, INC. 

WASHINGTON 
Seattle 
* CONSUMER OPINION 

SERVICES, INC. 
-GroupNetTM 

GILMORE RESEARCH GROUP 
* FIELDWORK SEATTLE, INC. 

WASHINGTON DC 
• HOUSE MARKET RESEARCH 
* SHUGOLL RESEARCH, 

INC.-GroupNetTM 

WISCONSIN 
Milwaukee 

LEIN/ SPIEGELHOFF, INC. 

CANADA 
Toronto 

TORONTO FOCUS 

* Videostreaming 
also avialable 

Plus 70+ International 
Facilities 

FocusVision Worldwide, Inc. 1266 East Main Street, Stamford, CT 06902-3562 
Tel: 800-433-8128 • Fax: 203-961-01 93 • E-mail : info@focusvision.com • Web Site: www.focusvision.com 

©2001, FocusVision Worldwide, Inc. 



Julia Roberts most popular movie star 
Each December since 1993, Rochester, N.Y.-based Harris 

Interactive has a ked a cross-section of adults who their 
favorite movie star is. In 2001, for the first time, a female 
star, Julia Roberts, topped the list. She 
was followed by Tom Hanks, who 
moved up from number six in 2000, 
and Harrison Ford, who was the 
nation's favorite star in 1998, 1999, and 
2000. 

In 2000 Julia Roberts was in fourth 
place, and the year before that she was 
number eight. 

The other stars in 2001's top 10 were 
Mel Gibson (down from number three 
in 2000 to number four), Sean Connery 
(up from number 10 to number five), 
John Wayne (down from number two for the 1998-2000 
period to number six), Clint Eastwood (down from num­
berfive to number seven), Denzel Washington (down from 
number seven to number eight), with Robin William and 
Sandra Bullock in positions nine and 10, respectively. 

The biggest changes since 2000's poll were: Sean 
Connery up five places to number five; John Wayne down 
four place to number six; Tom Hanks up four places to 

number two. 
Bruce Willis (number seven in 2000), 

Arnold Schwarzenegger (number nine) 
and Robert DeNiro (number 1 0) all drop 
out of the top 10, a Robin Williams and 
Sandra Bullock moved in. 

When different segments of the popu­
lation are analyzed separately, Julia 
Roberts is in first place with women and 
Hispanics, and she shares first place with 
Harrison Ford in the key moviegoing 
crowd aged 18-29. Tom Hanks is number 
one among men and whites; and Denzel 

Washington is the favorite among African-Americans. 
These are there ults for The Harris Poll of 1,065 adults 

surveyed online nationwide between November 9-14, 2001. 
To view the article with all the tables visit www.harrisin­
teracti ve.comlharris_polllindex.asp ?PID=27 4. 

Americans on a mission 
to lose 20 pounds 

Year 

I 
Percent of Adults Agreeing with the Statement: 

Even though weight 
i s on the minds of 
more American s, 
Eating Pattern s in 
America respondents 
are le ss concerned 
with fat , cholesterol , 
salt and other nutri­
tional issues than they 
were in the ' 90s. 

Nearly two-thirds of American 
adults want to lo e 20 pounds, accord­
ing to Port Washington , N.Y. , research 

firm The NPD 
Group, Inc. This is 
an all-time-high 
percentage from 
the respondents in 
The NPD 
Group' s Annual 
Report on Eating 
Patterns 1 n 
America. 
Respondent s 
were asked to 
agree or disagree 

with the statement, "I would like to 
lo e 20 pounds." 

" During the ' 80s and '90s, 
Americans tried to eat their way to 
better health with all the new low­
fat , low-sodium, low-everything 
products offered to them. During that 
time, however, the percent of people 
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" I would like to lose 20 pounds." 

2001 63% 

1995 54% 

1990 52% 

1985 54% 

Source: The NPD Group, Inc. 

who wanted to lose 20 pound did not 
decline," says Harry Balzer, vice pres-

"I think Americans 
have come to realize that the most 

Percent of Adults Agreeing with the Statement: "A person should be cautious serving foods with ... " 

Year I Fat 

2001 32% 

1995 47% 

1990 51% 

1985 40% 

Source: The NPD Group, Inc. 

ident of The NPD Group, Inc. and 
author of the report. 

I Cholesterol I Salt 

29% 38% 

38% 33% 

51% 43% 

40% 43% 

pressing health issue is the most obvi­
continued on p. 54 

www.quirks.com Quirk's Marketing Research Review 



COMPLETE FOCUS GROUP FACILITIES 

CONSUMER, EXECUTIVE, AND MEDICAL RECRUITING 

PRODUCT AND TASTE TESTS 

CENTRAL LOCATION TESTS 

MOCK JURIES 

WEBSITE USABILITY TESTING 

STORE AUDITS 

CENTRAL LOCATION INTERVIEWING 

INTERCEPT INTERVIEWING 

CATI INTERVIEWING 

IN-STORE MERCHANDISING AND DISTRIBUTION 

MYSTERY SHOPPING PROGRAMS 

COUPONING AND DEMONSTRATIONS 

Schles i nger Associates 

A Marketing Research Corporation 



Avon Products In c., New York, 

ha named William Susetka to its 

top marketing po t, filling a post 

that ha s been vacant si nce 

November 2000, when former mar­

keting chief Lynn Emmolo 
resigned. Susetka will be responsi­

ble for all of Avon's global market­

ing functions, including research 

and development and advertising, 

as well as marketing research and 

strategy for global direct selling of 

Avon brands. 

Nanuet, N.Y.-based Target 

Research Group Inc. has announced 

a new executive management struc­

ture. Ron Silver, founder and co­

leader of the company for the past 

15 years, has retired. Steve Cook 
has been promoted to pre ident and 

CEO. Joe Jesuele assumes the title 

of chairman and will continue to be 

actively involved in the company. 

Gayle Hazard has been promoted 

to senior vice president of opera­

tion . 

On November 28, 2001, Target 

Research Group, Inc. acquired cer­

tain asset of the former Dennis & 

Company (DAC) . Joinin g Target 

from the Stamford , Conn., office 

(now closed) are Steve Campana , 
executive vice president, and Pat 
Peterson , group director. The 

Winston-Salem office of the former 

Denni s & Company has been kept 

intact and is now part of Targe t 

Re earch. Lynn Bowden is execu­

tive vice president and general man­

ager of Target Research, Winston­

Salem. Her taff includes Tara 
Bennett, senior project director, and 

Amy Moses, assistant project direc­

tor. 

Sigma: R esearch Management 
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Group, Ltd., Cincinnati, has named 

Stacey Horton senior analyst and 

online service coordinator. 

B urke Customer Satisfaction 

Associates, Cincinnati, has named 

Yvette Wikstrom enior acco unt 

executive and senior consultant. In 

addition, Tom Myers ha been pro­

moted to senior vice president , 

client services, and Greg Van Scoy 
ha been promoted to senior account 

executive. 

Bill Stevens has been named pro­

ject superv isor in the telephone 

department of San Diego Surveys. 

Chicago-based SPSS MR has 

named Nicole Cachia professional 

services manager for North America 

and Matthew Wrenn eastern region 

sales manager. 

ICR/I nternational 
Communications Research, Media, 

Pa., has named Jill Glathar, vice 

president, advanced research meth­

ods, and Claudia Roeder-Leuz , 
project director. 

Todd Biederman ha joined 

Philade lphia research firm Focus 

Pointe as executive vice president. 

At the firm' newest location, Focu 

Pointe North Jersey, Teaneck, N.J., 

Janis Wagman ha s been named 

facility director. At Focus Pointe 

Manhattan , Chona Castillo has 

been named faci lity director and 

Sheryl Brie has been named faci li­

ty manager. At Focu Pointe Boston 

Joanne West has been named fac il ­

ity director. 

Fairfield, Conn., research firm 

IMS Health a nnoun ced that 

Kathryn E. Giusti , president, 

Multiple Myeloma R esearch 

Foundation, and Con tantine L. 
"Lou" Clemente , executive vice 

pre ident, corporate affairs, ecre­

tary and corporate counsel of Pfizer, 

Inc., have been elected to IMS 

Health' board of directors . 

Mike Sineni ha joined the qual­

it ative team of Research 
International, Chicago , as senior 

project director, qualitative services. 

Seattle-based customer experi­

ence management firm Kinesis has 

named eight to its advisory board: 

Marie Bennowitz , director , 

re earch, We tern Wirele ; Shelley 
Caro, director, training programs, 

Children 's Hospital; Robb Krieg, 
vice president, operation , 

Expedia.com; Dave Martine, direc­

tor, drop-ship operations, 

Nordstrom; Herman Milligan, vice 

pre s ident , corporate marketing , 

Well s Fargo; Jon Mittmann, for­

mer director, member services, 

HomeGrocer.com ; Tanya Perpich , 
formerly director of training , REI; 

Troy Schmeil , di strict sales manag­

er, E.piphany; and Brad Stenhjem, 
director, sale , Onvia. 

Health Care Direct, Inc. a 
Flemington , N.J. , medical informa­

tion and Internet marketing compa­

ny, has named Hardoncourt "Trip" 
Trepagnier and Paul Brala con­

s ulting directors for marketing 

research services. 

John Dinsdale has been named 

senior vice pres ident of research at 

RHK Inc., a South San Francisco, 

Calif. research and con ulting 

firm. 

www.quirks.com Quirk's Marketing Research Review 



Ahead. 
To stand out in a crowd, you need to 
leap ahead of what everyone else is 
doing. The people of Delve5

M can help 
you do just that. 

Delve's goal is to help you go deeper into 
the minds of your customers. We see the 
future of data collection as being more 
than just a quality supplier; it's going 
beyond the ordinary to provide more 
creative ways of connecting with your 
customers and gaining greater insights 
into tomorrow's marketplace. We've 
transformed our business to fill your need 
for more far-reaching marketing, product, 
and business information. 

Delve creates and fosters environments for 
dynamic dialogues between marketers and 
customers. Be they face-to-face, voice-to­
voice, or technology-based settings like the 
Internet, we are committed to providing 
the best in the business. 

Call us today. We'll take you to a higher 
level of success. 

Focus Groups 
Pre-recruits 

Web Surveys 
Telephone Interviews 

Central location Testing 
Taste Tests 

Interactive Voice Response 
Mystery Shopping 

www.delve.com 
800-325-3338 

DelveSM 



Study examines buying 
process for heating and 
air conditioning systems 

Arlington, Texas, research firm 
Decision Analyst has relea ed its 
American Comfort Survey Replacement 
Report, a look at heating and air condi­
tioning replacements from the home­
owner's perspective. Decision Analyst 
surveyed over 10,000 homeowners to 
identify those who recently replaced one 
or more major components of their 
home comfort sy terns. The report 
begins with homeowner brand aware­
ness and continue through the entire 
replacement process, including brand 
selection, contractor selection, shopping 
time, decision criteria, price, warranty, 
high efficiency, sources of information, 
contractor sales practices, satisfaction, 
and after-sale service. The report 
includes breakouts on air conditioners, 
furnaces, heat pumps, and boiler as well 
as detailed information on accessory 
items such as thermostats, zoning sys­
tems, air cleaners, humidifiers, and so 
on. For more information call Matt 
Michel at 800-262-5974 or visit 
www.decisionanalyst.com/publ_data/20 
0 1/ComfortTech.htm. 

New version of ACA from 
Sawtooth Software 

Sawtooth Software, Sequim, Wash., is 
now offering ACA (Adaptive Conjoint 
Analysis) v5 for Windows. ACA v5 
offers a point-and-click graphical inter­
face and improvements such as: level 
text is no longer limited to just 64 char­
acters; header text can be customized 
for each ACA que tion; the level order 
presentation within an attribute can be 
randomized; new drag-and-drop control 
for ranking questions has been added; 
the maximum number of levels is 
increased from nine to 15; the number of 
levels taken forward to pairs is no longer 
limited to five. 

ACA v5 lets users conduct interviews 

12 

using any computer running Windows 
95 or better. It is typically used for CAPI, 
central site, or disk-by-mail interview­
ing. The program/files to run an ACA 
survey can fit on a single floppy diskette 
(1.44MB).ACAv5 is partoftheSMRT 
software suite, which also include CBC 
(Choice-Based Conjoint). A free demo 
version lets users compose surveys but 
won ' t collect data. It includes a tutorial 
with data to practice data analysis. 
Installing this demo will not conflict 
with other Sawtooth Software programs, 
including existing installations of 
SMRT. To download, visit www.saw­
toothsoftware.com/download/releas­
es/DemoSMRT.exe. 

New Web testing suite 
from NetRaker 

NetRaker Corporation, a Sunnyvale, 
Calif., research firm, is now offering 
NetRaker Suite 3.5, the newest version 
of its Web testing product. NetRaker 
Suite 3.5 delivers the following new fea­
tures: NetRaker Clickstream tracks Web 
site customers as they move through a 
site and provides visual analy is of nav­
igational paths to identify problem pot 
in real time; Auto NetRaker Experience 
Recorder builds on the NRER technol­
ogy to enable users to record videos of 
visitors as they move through a site 
whether client staff is available to watch 
participants or not; and Custom Ratings, 
a new question type that enables 
researchers to create almo t every scale 
or semantic differential required, includ­
ing 1-5, 1-7, 1-10, 1-6 as well as textu­
ally labeled scales such as 
"Never/Rarely /Sometimes/Often/ 
Always." For more information call 
877-483-2114, option 2, or vi it 
www. netraker.com. 

MARS adds sponsors to 
pharmaceutical study 

Aventis Pharmaceuticals Inc., has 
joined other charter sponsors for the sec­
ond annual MARS pharmaceutical 

OTC/DTC survey. New York-based 
MARS (Multimedia Audience Research 
Systems) is a division of Kantar Media 
Research. Among last year's charter 
sponsors who renewed for the 2002 
study are: BBDO (Bayer), Carat 
(Pfizer), Mindshare (Bri tol-Myers 
Squibb), Initiative Media (Merck), and 
The Media Edge and Media Planning 
Group (Glaxo SmithKline). 

Over 100 magazines and national 
new papers, Web sites and portals will 
be measured. Magazines measured 
range from large consumer titles to 
smaller niche title . This study provides 
an opportunity for smaller magazines 
(presently unmeasured) to be measured 
in a syndicated setting. MARS will also 
mea ure cable TV viewing across more 
than 30 cable networks. The question­
naire will be mailed to a sample of over 
40,000 people specifically tratified 
according to a list of variables that are 
related to health and medical issues. The 
2002 study began fieldwork in January 
and the results will be availableApri115. 
For more information contact Hugh 
White at hwhite@kantarrnedia.com. 

Clementine updated 
SPSS Inc., Chicago, has released 

Clementine 6.5, the newest version of 
the firm's data mining software. 
Clementine 6.5 includes a new 
Clementine Application Template 
(CAT) for customer relationship man­
agement. CATs are complete, pre-built 
project outlines tailored to specific data 
mining applications. 

Clementine takes a visual, interactive 
approach to data mining. Users build a 
map of their data mining project -
called a "stream" - by selecting icons 
-called "nodes"-that repre ent steps 
in the process. CATs contain pre-built 
streams, sample data and user guides 
designed for pecific application . 
Clementine 6.5 also includes CATs for 
analy i of Web site data to improve site 
efficiency and analysis of customer data 
in the telecommunications industry. 
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Don't 
Get Burned 

by 

Data Collection 
Costs 

The painful truth is that you're getting burned by all those 
unproductive numbers in your RDD samples. 

GENESYS-IDI'/u.s will give you the highest RDD household 
hit rates available (approaching those of a listed sample), 
along with the pure, unadulterated statistical integrity only 
GENESYS provides. 

IDI'Iu.s processing will speed up your data 
money and keep you looking good. 



The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold its annual automotive con­
ference on March 4-6 in Lausanne, 
Switzerland. For more information visit 
www.esomar.nl. 

Trag on Corporation will hold a work­
shop titled "Gaining a Competitive 
Advantage Through Sensory 
Evaluation " on March 4-6 at the 
Sheraton Palo Alto , Palo Alto, Calif. 
For more information visit 
www.tragon.com. 

Frost & Sullivan will hold its annual 
advanced marketing research execu­
tive summit on March 10-14 at the 
Sheraton World Resort, Orlando, Fla. 
For more information visit 
www.frost.com. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold a conference on CRM/data 
mining on March 17-19 in Prague. For 
more information visit www.esomar.nl. 

Britain 's Market Research Society 
will hold its annual conference on 
March 20-22 at the Hilton Brighton 
Metropole, Brighton , England. For 
more information visit 
www.mrs.org .uk. 

News notes 
New York- based DoubleClick 

Inc., hurting from a lumping adver­
tising market, announced a deal 
through which New York research 
firm Dynamic Logic will take over 
its Ad Effectiveness research prac­
tice. In exc h a nge for the Ad 
Effectiveness business, DoubleClick 
will receive a 10 percent minority 
stake in D ynamic Logic. 
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Advertising Research 
Foundation will hold its annual con­
ference on April 8-1 0 at the New York 
Hilton. For more information visit 
www.arfsite .org. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold a conference on managing 
research for profit ("The Cl ient's 
Perspective ") on April 14-16 in 
Gothenburg, Sweden. For more infor­
mation visit www.esomar.nl. 

Tragon Corporation will hold a work­
shop titled "Designing Product 
Success Through Descr iptive 
Analysis" on May 6-8 at the Sheraton 
Palo Alto, Palo Alto, Calif. For more 
information visit www.tragon.com. 

The European Society for Opinion 
and Marketing Research (ESOMAR) 
will hold its Latin American confer­
ence on May 12-14 in Buenos Aires. 
For more information visit www.eso­
mar.nl. 

The American Marketing 
Association (AMA) will hold a confer­
ence on applied research methods on 
May 14-17 at the Palmer House Hilton, 
Chicago. For more information vis it 
www.marketingpower.com. 

DoubleClick also has the opportuni­
ty to earn additional equity in the 
practice in future. DoubleClick will , 
however, continue to provide media 
planning tools like @plan, as well as 
campaign reporting and analysis 
tool uch a DART for Advertisers. 

New York-ba ed Arbitron Inc. 
has completed the first phase of the 
Portable People Meter (PPM) U.S. 

market trial with the release of a third 
round of ratings comparisons for its 
new televi ion, cable, and radio audi­
ence mea urement system. Since 
December of 2000, the Portable 
People Meter ha been undergoing 
U.S. market trials in Wilmington , 
Del., which is within the Philadelphia 
TV market. The PPM is a pager-sized 
device that i carried by consumers. 
It detect inaudible codes that TV 
and radio broadcasters as well as 
cable networks embed in the audio 
portion of their programming using 
encoders provided by Arbitron. At 
the end of each day, the survey par­
ticipant place the meters into base 
tation that recharge the devices and 

send the collected codes to Arbitron 
for tabulation. The meters are 
equipped with a motion sensor that 
allows Arbitron to monitor the com­
pliance of the PPM survey partici­
pants every day. 

In December, Milpitas, Calif., 
research firm NetRatings, Inc. and 
Jupiter Media Metrix, Inc., New 
York, announced that they had 
received a reque t for additional 
information (commonly known as a 
"second reque t") pertaining to the 
pending acquisition of Jupiter Media 
Metrix by NetRatings from the 
Federal Trade Commission. 

The waiting period applicable to 
the pending acquisition under the 
U.S. Hart-Scott-Rodino Antitrust 
Improvements Act would therefore 
expire, unless terminated earlier by 
the FTC, 30 day after ubstantial 
compliance with the request for addi­
tional information. Subject to com­
pletion of the Hart-Scott-Rodino 
proce and ati faction of other cus­
tomary closing conditions contained 
in the definitive merger agreement, 
including Jupiter Media Metrix 
tockholder approval, the companies 
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anticipated the acqui ition would 
close in the first quarter of 2002. 

New York re earch firm 
Schulman, Ronca, & Bucuvalas, 
Inc. (SRBI) commemorated its 20th 
anniversary by introducing a new 
logotype. 

Acquisitions 
U.K.-based WPP Group Pic has 

acquired 100 percent of Penn , 
Schoen and Berland Associates, 
Inc. , a Washington , D.C. , research 
and polling firm. The company had 
revenue of $31.4 million for the cal­
endar year 2000 and net a set of 
$4.3 million as of December 31 , 
2000. The company will operate 
within WPP as a standalone public 
affairs unit and will continue to be 
managed by company principal s 
Mark Penn , D oug Scho e n, and 
Michael Berland. 

East Hanover, N.J., research firm 
NOP World Health ha acquired 

Cozint in a cash transaction for 
$10.5 million. NOP World Health 
will integrate Cozint, a supplier of 
Web-based research services to the 
pharmaceutical and biotechnology 
indu s trie s, with the Promotional 
Effectivene ss Group of Market 
Measure Interactive (MMI) to form 
a new division. Rob Sederman , 
Cozint' current CEO, will become 
CEO of the newly-integrated divi-
ion , reporting to Elaine Riddell , 

CEO of MMI and N O P World 
Health. 

Nuremberg, Germany-based GfK 
Group has acquired a 19.9 percent 
share of Brazilian research firm 
Indicator Brazil. With 130 employ­
ee , the company was expected to 
generate sales of EUR 7.3 mill ion in 
2001. GfK plans a 100 percent 
takeover of the company in three 
stages by the end of 2004. 

U.K.-based Cambridge Pharma 
Consultancy has been acquired by 
IMS Health , a Fairfield , Conn. , 

research firm. Terms of the transac­
tion were not disclosed. 

Alliances/strategic 
partnerships 

Wilton , Conn., research firm 
Greenfield Online has entered into 
a strategic alliance with Quick 
Test/Heakin, a Jupiter, Fla.-ba ed 
network of re earch facilities. The 
agreement appoints Greenfield 
Online as Quick Test/Heakin's pre­
ferred partner in the programming 
and hosting of Web-based interviews 
to be conducted at Quick Test 's 80 
U.S. mall locations. The agreement 
al so provides the framework for the 
two companies to develop a face-to­
face recruited Internet panel called 
Web-Mall. 

Association/organization news 
Bob Cohen of Scarborough 

Research has been elected chair of 
the Council of American Survey 
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Work with a full-service research firm 
that explores , understands and answers 

the diverse cultural and linguistic 
questions that are vital to the design, 

execution and analysis of every project. 

Domestic and International 
Qualitative and 

Quantitative Research 
(Hispanic, Asian, Mrican American, Native American and General Market) 
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etc Erlich Transcultural Consultants 
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Woodland Hills, CA 91364 
Ph: 818/226-1333 Fax: 818/226-1338 

Email: info@etcethnic.com Web: www.etcethnic.com 
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Tme-life tales in marketing research 

Editors note: War Stories is a semi­
regular feature in which Art Shulman, 
president of Shulman Research, Van 
Nuys, Calif., presents humorous sto­
ries of life in the research trenches. He 
can be reached at 818-782-4252 or at 
artshulman@ aol. com. 

Neil Kalt of Neil Kalt & Associates 
tells about a focus group he con­
ducted with life insurance agents. 

As is his habit, Kalt stood on the other 
side of the one-way mirror and 
watched re pondents enter the room. 
When they were all seated he made his 
entrance. 

The respondent incentive must have 
been good because he had a full house. 
But the room had a small conference 
table, so the table was packed by the 
time the la t respondent, a fellow Kalt 
characterizes as "wolfish," ambled into 
the room. 

Surveying the situation, the wolf saw 
two empty chairs. One was in between 
two portly gentlemen, so he knew it 
was going to be a tight fit. The other 
chair wa at the head of the table. The 
wolf looked at his two options, first 
the empty chair between the big guy , 
then the chair at the head, which he 
must have assumed had been taken by 
someone who, for whatever reason, 
wa not now in the room. 

Moving decisively, he went to the 
chair at the head, looked around once 
more, surreptitiously swiped the name 
card onto the floor, and with a look of 
satisfaction, sat down. 
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By Art Shulman 

The name on the card was, of course, 
Kalt's. 

Kalt then entered the room, introduced 
himself, and informed the wolf he could 
keep his seat as long as he wa prepared 
to lead the discussion. The wolf smiled 
weakly, moved to the empty chair and 
shoehorned himself into it. 

Speaking of wolfish men, a moder­
ator preferring anonymity cites a les­
son she learned about enhancing the 
mood of clients in the back room. It 
seems that the night before her ses­
sions were held, various prototypes of 
the test product, worth thousands and 
thousands of dollars, were stolen from 
the hotel room of the leader of the 
client contingent. 

Thus, the clients, all men, were fully 
expecting to be fired once they 
returned to their company's offices, 
and were in a foul mood. They retained 
their negativity through the first group, 
in the break between groups, and vir­
tually through the completion of the 
second session. They exuded grumpi­
ne s, and were never satisfied with 
what the moderator did. 

But toward the very end of the sec­
ond e ion one of the respondents, an 
attractive, buxom lady, approached the 
mirror, and for some reason bent down. 
This resulted in part of her ample anato­
my pilling out from under her blou e. 

A those of you familiar with thi 
column are well aware, this type of 
event is not that unusual. And, as is 
typical, the ogling clients roared with 
laughter, and their mood changed dra-

matically. Suddenly, they were warm 
and jolly, and courteous and compli­
mentary to the moderator. 

This taught the moderator a valuable 
lesson: If a respondent is to accidental­
ly expose herself in front of a one-way 
mirror, try to arrange for it to happen 
toward the beginning of the first es ion 
rather than the end of the final session. 

Sometimes clients can be scary to 
respondents, even if they don't mean to 
be. Tony Memoli of Cha e Manhattan 
Bank tells about some group e sions 
he attended a few years ago. He and his 
fellow client in the back room had 
just finished eating u hi, and even 
though the group wa n't anywhere 
near done, one of his colleagues had 
dozed off on the couch. 

Suddenly, the door to the back room 
opened, and in tepped one of the 
young paneli ts, who had chosen the 
wrong door while on her way back to 
the session from the ladies room. 

What she encountered stunned her 
- darkness, the mell of raw fish, 
snoring, and voice bellowing over the 
loud peaker . When she found her way 
back to the focus group, she didn't say 
a word for the rest of the night. 

In future issues, we'll report on more 
quirky, loopy, and strange happenings 
in the world of market research. If 
you'd like your story to be told- any­
thing related to research is usable, from 
spilling soup on your client' new uit 
to cute answers respondents provide 
on questionnaires- plea e e-mail me 
at artshulman@aol.com. r~ 
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Voxco's Pronto 

Editor's note: Tim Macer is a U.K.­
based independent specialist and 
adviser in the use of technology for 
survey research. He can be reached at 
tim@macer.co.uk. 

Most firms faced with an upturn 
in survey work that forces 
them to double the capacity of 

their CATI facility would be out talk­
ing to architects, realtors, and placing 
ads in the vacancies column of the 
local newspaper. But a growing num­
ber of firms using Vox co's Pronto sy -
tern have found they can take such 
upswings in their stride, without need­
ing to hire anyone, let alone build the 
extra booths for them to use. The only 
change are to install extra telephone 
lines and connect the Pronto dialer­
a hardware device that sits between 
Voxco's Interviewer CATI system and 
the facility's telephone line . By 
automating call connection in a high-

By Tim Macer 

ly intelligent way, it enables inter­
viewers to spend upwards of 55 min­
utes in the hour actually interview­
ing, instead of the more customary 25 
to 35 minutes when the interviewer i 
in charge of the dialing. 

Pronto is a predictive dialing (PD) 
solution that either connects directly 
with blocks of ISDN lines, or indi­
rectly through a switch, if one is 
already in place. At the other end, it 
communicates with Voxco's CATI 
olution, though there are plans to cre­

ate an open interface to allow Pronto 
to work with other CATI systems too. 

While automated dialing systems 
can increa e productivity by reduc­
ing the number of misdials and speed­
ing up the connection process , PD 
goes that extra mile by working out in 
advance when it needs to get the next 
respondent on the line and how many 
actual calls are needed to reach any­
one at home. If necessary, it will fire 

off several call at once, anticipating 
that only one of the e is likely to result 
in a uccessful connection to an actu­
al person- which is why PD systems 
need more phone lines than actual 
interviewers. Voxco recommends a 
ratio of between 1.6 and 2 lines for 
each interviewer. 

Pronto predictive dialing solution, from Voxco (www.voxco.com) 

A few other firm also offer predic­
tive or power dialing solutions, but 
what is unique about Voxco 's is the 
way it integrates with the CATI sys­
tem's call management capabilities, 
and in particular, the ease by which 
you can modify the rules and set your 
own game plan to optimize sample 
use. Pronto can accurately discrimi­
nate between busy lines, fax 
machines, lines carrying a service 
mes age of some kind, and phone 
simply not answered. In the last year, 
Voxco has successfully added detec­
tion for an wering machines and 
voicemail. What you decide to do 
with each outcome is up to you, and 
can be built into your calling rules. 

Pros 
• Easy to use (most functions are carried 
out using Windows-based GUI tools) 

• Good integration with CATI system's call 
management capabilities 

• Simplifies monitoring of interviewers 
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Cons 
• Complex callback rules can slow system 

down 
• Analysis capabilities limited by weak 
StatXP module 

Increase in productivity 
A typical Pronto user is political 

and consumer research specialist 
Cole Hargrave Snodgras s & 
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WORLDWIDE 
Internet panels 

Decision Analyst, an 

innovator in tnarl~eting research 

methods for over two decades, 

i s at the forefront of Internet 

research with these worldwide 

online panels: 

• American Consumer 
Opinionn' Online 

n internet panel with over 1,000,000 

co nsum ers in the .. , Canada, Europe, 

Latin America, and Asia . 

• The Technology 
Advisory Boardn' 

worldwide Internet panel of scientist s, 

engineers, IT professiona ls, and 

tec l1no logy executives . 

• Physicians Advisory Councif~' 
A globa l Internet panel of physicia ns, 

doctors and surgeons, including general 

practitioners and specia list s . 

• The Contractor 
Advisory Boardn' 
A n international Intern et panel of building 

co ntractors and subco ntractors, spanning 

all segm ents of t l1e co nstruction industry. 

Let us help you exploit the potential 

a/ the Internet to accelerate your 

marketing research processes. 

Calll-800-ANALYSIS 
for more information 

or visit our website at: 

www.decisionanalyst.com 

- ~:;~~;:~: 
: :· ··~ 
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.·=~}~: DecisionAnalyst,lnc. 
A global leader in In ternet research systems 





Editor's note: Nina Rook is principal 
of Marketing Resources, a Tacoma, 
Wash., research firm. She can be 
reached at 253-759-4152 or at 
nina@ nina rook. com. 

I 
s the Internet just another useful 
way to collect data, or is it a whole 
new re earch paradigm? How 
does Web-collected data compare 
with more established data col-

lection methods? Do you have to be a 
digital wizard to work with the new 
medium? How effective is the Web 
when you are urveying IT decision­
makers? A project fielded in May of 
last year gave me an opportunity to 
explore these questions, and to see 
what evolving Web technology pro­
vides for a researcher looking at com­
plex B2B issues in the IT market. 

The project 
My client, a developer of Internet 

management software, needed infor­
mation to support market development 
efforts. This included prioritizing prod­
uct features for the development team, 
exploring messages, and identifying 
promising segments. We conducted 
focus groups to explore issues and lan­
guage, then developed the survey. It 
was a long survey - more than 50 
questions - generating a complex 
dataset which could be analyzed using 
multiple techniques. The study was to 
be conducted blind. The target respon­
dents were IT decision-makers and 
influentials who were involved in 
Internet management and security. We 
suspected that larger companies -
defined as those having more than 500 
Internet-connected PCs- might have 
distinct needs and were especially 
interested in looking at respondents 
from such companies. 

IT professionals are notoriously hard 
and expensive to reach by phone, so 
phone calls were never considered for 
data collection. For some years, a reli­
able way to reach them has been disk­
by-mail. The classic form is a mailing 
with good production tandards, com-

prising a customized letter with a $1 
incentive, and a prepaid cardboard 
mailer. Often, the respondents are also 
offered a summary of the results of the 
survey. The survey is programmed tak­
ing advantage of standard computer­
aided interviewing (CAl) techniques. 
The respondent puts the disk into his 
PC (most of these respondents are 
male) at his convenience, fills out the 
survey, and then mail back the 
diskette. The data is loaded into a data­
base for analysis. 

In my experience, studies using this 
method have been reliable in the best 
sense of the word: they have provided 
information that has turned out to be 
good. For example, two studies in con­
secutive years for one client produced 
sales trends forecasts which were more 
accurate than tho e produced by inter­
nal forecasting or by the third-party 
research house in the industry. 

Response rates for disk-by-mail 
depend on the salience of the topic, the 
quality of the mail list, and whether 
the respondent has an ongoing rela­
tionship with the identified sponsor of 
the research. For software customer 
lists, re ponse rates of 30 percent or 
more have not been uncommon. 

However, times and technology 
change. Because the study was blind 
and would use purchased li ts, we 
could not be confident of the histori­
cally high response rate . Our study 
was on Internet management; there is 
something inelegant about asking an 
Internet expert to use a disk. Disk­
based responses might under-represent 
the most Web-savvy individuals, who 
might turn out to be key in our market. 
Conversely, Internet surveys are an 
evolving medium: I did not want to 
rely olely on untried techniques. So 
we decided to field the two approach­
es in parallel, sending out a disk-by­
mail survey, and posting an equivalent 
survey on the Web. 

The disk side was a well-developed 
if laborious proce s: I programmed the 
survey using familiar PC-based tools, 
worked with my excellent list broker to 
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find a paid magazine subscription list 
with the right reputation in the market, 
which would give me the qualifying 
sorts that I wanted and that permitted 
survey use. In-house staff cleaned the 
list and generated letters and labels; a 
media house duped the di k and 
assembled the mailing. Because we 
were posting the survey on the Web, 
we included the survey URL in the let­
ter, to allow our respondents a choice 
of response mechanism and further 
encourage response. The question was 
- what was the parallel Web-based 
process? 

Approaches to Web-based surveys 
There are as many approaches to sur­

veys on the Web as off the Web. Think 
of the differences between a hotel 
leave-behind satisfaction survey, a 
multi-page "check the box" incidence 
tudy for consumer products, and a 

CAl-implemented, richly textured 
phone survey. Each has its uses, but 
they are very different. Web surveys 
also come in many forms. They can be 
presented a short pop-ups on specific 
gateway or Web sites, as panel stud­
ies, or through e-mail solicitation. One 
vendor even offers to intercept traffic 
to specific sites, so that you could 
potentially survey your competitors' 
customers. 

The most difficult problem for us 
was that we needed highly qualified 
respondents. We settled on the Web­
based equivalent of the disk-by-mail 
method: sending e-mails to lists of 
(hopefully) qualified respondents, with 
the URL of the survey embedded in the 
e-mail, and the offer of an incentive (in 
this case, the same summary of re ults 
offered to the disk recipients, and a 
chance to win a $500 shopping pree). 

Fielding the survey is two ets of 
tasks: programming and hosting the sur­
vey, and recruiting respondent . 
Because I anticipated that finding good 
ways to recruit respondents would be 
time-consuming and difficult, I decided 

continued on p. 58 
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Case History 

Editor 's note: John Chisholm is 
CEO of CustomerSat , In c . , a 
Mountain View, Calif , researchfirm. 
He ca n be reac hed at 
jchisholm@customersat. com. 

S 
cientists tell us that the 
human brain has thousands 
as many times inputs as out­
puts. Optic and auditory 
nerves and the spinal cord 

are among the high-bandwidth 

inputs; speech and motor control are 
among the relatively few low-band­

width outputs. Few would dispute 
the effectivene s of the re sulting 
human design. 

22 

Similarly, highly effective enter­

prises have many more inputs than 
output . All individuals 
and organization that 
touch or are touched by 
an enterprise - cus-

tomers, prospect , sup­
pliers, employee , 
shareholders, partners 
( in our parlance , all 
" cu stomers") - have 
knowledge that can 
benefit enterprises. 

Some of thi s valuable 
know ledge is reflected 

Collect Feedback 
from : 

Prospects 
• Web site visits 
• Trade shows 
• Lead -generation 

Customers 
• Customer service 
• OnHne orderh1g 
• Delivery/ hutaDation 
• Technical support 
• Bill presentment 
• Tralnh1g/ Education 

Employees 
• Workforce survey 
• IT effectiveness 
• Benetlts satisfaction 

Partners 
• Events 
• Call~)aigllS 

es and support transactions. But the 
va t majority of it - future inten-

Real-time 
ECEM Reports & Alerts to : 

System & Data Mart 

• Reports 
• Analytk:s 
• Benchmarks 
• Alerts 
·Surveys 
• Rules 
• Sampling 

t 

lnte~rate with enterprise applications 

in 0 r can be inferred Figure 1: Enterprise customer experience management (ECEM) systems 
' deliver feedback from all points of contact between the enterprise and 

from, customer purchas- customers to potentially every employee in the enterprise. 
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Custom e rSatisfaction 

Firms employ ECEM systems to monitor all 
phases of interaction with customers 

BY John Chisholm 
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tions , perception , competittve 
knowledge , willingnes to recom­
mend, satisfaction and other attitudes 
- cannot. Enterpri es that system­
atically gather and channel these 
" inputs" to the employee who can 
act on them enjoy advantages in 
competitiveness and profitabi I ity. 

Enterprise sensory nervous system 
Enterpri se customer experience 

management (ECEM) sy terns serve 
enterprises in the sa me way that 
optic, auditory, and other nerve s 
se rve the brain. ECEM sys tem s 
enable enterprises to fully tap the 
knowledge of customers, in rea l-

time , so employee can act on it 
immediately (Figure 1). ECEM sys­
tems gather feedback from every key 
point of contact between enterprises 
and their customers- from call cen­
ters to Web sites to bill presentment 
to trade shows - and deliver that 
feedback in forms actionable by 
potentially any and every employee 
in the enterprise. Rating sc ore s, 
tables, trend lines, statistics, sugges­
tions, complaints, and praise are pre­
sented graphically and can be ana­
lyzed by product, region, sales or ser­
vice rep , or any other way desired, 
enabling employees to pinpoint con­
cerns, opportunities, and responsive 
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action (Figure 2). ECEM sys tems 
deliver feedback intelligently, with­
out swamping employees with irrel­
evant data or barraging customers 
with unreasonable requests. 

In our experience with designing 
and implementing online ECEM sys­
tems, we have di scovered that the 
effectiveness and productivity of 
every employee, from CEO to ser­
vice rep, can be enhanced by the right 
stream of real-time customer feed­
back. Regional sales directors use 
feedback from customers in their 
regions to make staffing and resource 

continued on p. 62 
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OnlineResearch 

Editor's note: RobertS. Owen is pro­
ject manager at Sykronix, a 
Jeffersonville, Pa., research firm. He 
can be reached at rsowen@sykro­
nix.com. 

N
o one method of conducting 
research is ideal in all situations. 
Each method that we might 

choo e for questioning participants in 
a tudy has advantages and disadvan­
tages in different situations. Situational 
variables include constraints on and 
trade-offs between cost, turnaround 
time, the level of accuracy that is 
required of the data, and the appropri­
ateness of the method used to tease out 
the kind of insight that we need. 

For example, personal individual 
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depth interviews provide very rich 
insights. The length of a pause in 
answering a question and the expres­
sion on a person's face can say more 
than the words that are transcribed. 
Interpretation, however, is very sub­
jective, and some interviewers are bet­
ter than others at eliciting such reac­
tions- suggesting that this richness is 
also laden with bias. Paper-and-pencil 
surveys conducted by mail, on the 
other hand, can be designed to mini­
mize these sorts of biases, but the struc­
tured, inflexible methods of mail sur­
veys don't allow for the richness of 
insights that we can obtain from a per­
sonal interview. 

What happens when we conduct 
online survey ? Online urvey meth-

ods mimic methods that we have used 
in the past. An online questionnaire is 
similar in format to a paper-and-pencil 
mail survey, and an online focus group 
in a chat room ha orne similarities to 
a conference telephone call. The con­
duct of survey online, however, pre­
sents a different set of costs, of tum­
around times, and such. The focus of 
this article is on outlining some of these 
features and a sociated advantages and 
disadvantages. 

Before moving on, it is important to 
clarify what I mean by "online sur­
vey," because the sorts of online sur­
veys that are technologically possible 
right now are much different from the 
way that most people conceptualize 
online surveys. For the sake of this 
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article, "online survey" should be taken 
to mean the conduct of an html forms­
based survey via a current generation, 
mouse-ba ed Web browser on the 
Internet or on a company intranet or, 
much less frequently, interactively 
through a live chat room or a message 
board system. This clarification is 
important because the Internet is not 
the only form of online communica­
tion. The future won't necessarily see 
us communicating on something like 
the Internet with mouse-pointing 
devices that are connected to browser . 

Even now, for instance, we can 
watch streaming video and can com­
municate telephone-style through the 
Internet- but I don't want to confu e 
this with, ay, watching a videotape 
while talking to a marketing researcher 
on the telephone. And there are other 
wild new capabilities that are enabled 
by Web technology, such a mimicking 
eye tracking via a mou e pointer -
but we haven't yet arrived to any level 
of acceptance beyond Web technolo­
gies that mimic the sorts of tools to 
which we are already accustomed. The 
discussion in this article, then, is lim­
ited to the context of current genera­
tion, standard html forms-based sur­
veys - radio buttons, check boxes, 
text boxes, and such- and the less fre­
quent use of live chat rooms and me -
sage board systems. 

Trade-offs in selecting a method 
In choosing a particular method, one 

must con ider trade-offs in: 
• ability to answer research objec­

tives; 
• structure or flexibility to be adapt­

ed during the conduct of the survey; 
• error and bias that is introduced in 

taking measure ; 
• total turnaround time; 
• monetary cost. 
And we consider the e trade-offs in 

comparing basic methods such as: 
• personal interviews (individual or 

focus group); 
• telephone interviews; 
• mail-based paper-and-pencil sur­

veys; 
• online forms-based surveys. 
If we are conducting exploratory 

research and don't yet even know what 

questions to ask, then an impersonal 
questionnaire type of survey would not 
have the ability to answer our research 
objective . An open-ended paper-and­
pencil survey might be helpful, but our 
best choice would be telephone or face­
to-face personal interviews because 
these are adaptive. That is, we can gain 
insights from the participant during the 
interview and use these in ights to ask 
probing questions- questions that we 
might not have known to ask before 
startin the interview. 

On the other hand, if we know that 
some consumers in our competitive 
target market are price sensitive and 
others are brand sensitive, conducting 
one hour interviews with a sample of 
30 prospective buyer will not yield 
information that will allow us to make 
predictions of market share in a market 
composed of a name-brand item and a 
lower priced generic. Prospective buy­
ers themselves might not even be able 
to estimate their own price sensitivities, 
but could rank order a few different 

~----~------------------------------------------------------
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products from most to least desirable 
- a task that could easily be done 
through html forms on a Web browser. 
An analysis could quickly be done with 
an off-the-shelf conjoint analyzer, 
yielding estimates of market share. 

Trade-offs in online research 
Ability to answer research objectives 
• Online research via html forms has 

about the same capabilities as a paper­
and-pencil questionnaire. It is well­
suited for questionnaires that use 
anchored scales such as semantic dif­
ferential or Likert-type scales, and it 
can accept open-ended, typewritten 
responses. 

• Online research via a chat room 
can crudely mimic telephone inter­
views, either one-on-one or in a group 
setting. Waiting for individuals to type 
responses , however, makes this a 
painful experience for all involved. 
The introductory exchange, "Hello!" 
"Hello!" "What is your name?" "My 
name is Kim" would take less than 
three seconds face-to-face, but could 
take a minute online. In other words, 
the richness in online interactivity is of 
no comparison to the richne s of tele­
phone or face-to-face interviews. 

Structure/flexibility 
• Like its paper-and-pencil coun­

terpart, a forms-based questionnaire 
is usually rigid and structured. 
Although the questions must be cho­
sen ahead of time, an online ques­
tionnaire has two programmed capa­
bilities that add to its flexibility: 

--Branching takes the participant 
to a different set of questions based on 
the answer that is given to a prior ques­
tion. This could be a "simple skip," in 
which questions are skipped because 
they would not be relevant to the 
respondent, or could be "dynamic 
branching," in which one of many pos­
sible sets of questions is presented to 
the participant depending on the way 
that s/he responded to a question. 

-- Piping integrates responses from a 
question into later questions. A partic­
ipant could be a ked to type an answer 
to an open-ended question, and the text 
of that answer could be incorporated 
into the wording of the next question. 
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An online questionnaire, then, can be 
programmed to be much more dynam­
ic and flexible than a mail survey. 

• Like telephone and face-to-face 
personal interviews, interactive inter­
views via chat rooms and message 
boards can be flexible. However, 
online methods don't have the same 
real-time capability and don ' t allow 
for as much to be communicated in the 
interactive exchange. 

Error and bias in taking measures 
• Being non-direct, pre-programmed 

online questionnaires will not suffer 
from interviewer bias , but we wil l 
often lose control over the environ­
ment in which the participant com­
pletes the survey. In some cases it is to 
our advantage that the participant is in 
her/his own home or office environ­
ment, as is usually the case with an 
online survey. On the other hand, we 
have no control over the distractions 
that come through the e environment . 
For example, if a household consumer 
is on a survey panel in which s/he i 
entered into a drawing for prizes with 
the completion of every survey, the 
participant would be motivated to com­
plete a survey once started, no matter 
the quality of the answers. A paper­
and-pencil survey can be set a ide to be 
completed later, but an online survey 
will be rushed to completion if there is 
another local demand. 

• An advantage of online surveys is 
that we can often work with consumer 
or professional participants who are 
part of a panel. One reason that uni­
versity researchers like using students 
is that repeat participants become adept 
at using the measurement instruments: 
people who have previously done, say, 
a conjoint sorting task now understand 
how to do it and can provide better 
(more valid and reliable) answers. 
Online panel participants, too, will 
become adept at using the measure­
ment instruments such that we are like­
ly to reduce measurement error with 
repeated participation . This doesn 't 
mean that they are wise to what answer 
we want, but rather means that they 
know how to give us an an wer. 

• Interactive online methods will 
have many of the same interviewer 

bia es that would be found in telephone 
or personal interview . They might 
have additional errors, however, due to 
the difficulty encountered in the inter­
active experience. There is only so 
much that a participant can say when 
typing at a keyboard, and a burst of 
ideas can be completely lost across the 
time that it takes to type a si ngle en­
tence. Retrieving merely what is at top­
of-mind awareness does not give us a 
complete picture. 

Total turnaround time 
• Online questionnaires can be very 

fast in turnaround time. For a single 
page questionnaire (no branching or 
piping), it takes little more time to pre­
pare a survey from an html template 
than it does to prepare one on a word 
processor. It takes no more time to 
upload the urvey to a server than it 
does to send a paper survey down the 
hall to a laser printer- but now you 
don 't have to walk down the hall to 
pick it up and don ' t have to print more 
copies. If you already have a partici­
pant panel in place, you could begin 
data collection immediately. Online 
surveys save the data, of course, into a 
computer file- so you can skip the 
keypunch tep. With a panel in place, 
you could possibly have data ready to 
analyze on the same day that you post 
a survey. 

• Branching or piping question­
naires: A single-page questionnaire can 
be created in minutes, but one with 
branching or skips requires a little bit 
of programming on the server side to 
create the "if this then go here" proce­
dures. Even still , this might only add a 
few hours of programming, testing, 
and mounting to the total turnaround 
time- if you aren ' t using a commer­
cial application to prepare surveys 
(which would be faster). Piping is nec­
essarily cu tomized and is likely to be 
more complex and requ ire more time 
-perhaps even weeks of customized 
programming. 

• Using an online chat facility for a 
di scussion , you also should be able to 
keep relatively fast turnaround times if 
you have a panel. You don ' t have to 
make travel plans to personally visit 
different cities, don 't have make 
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appointments for the rental of facilities, 
and, if you have a panel in place, can 
simplify recruiting and setting up a 
meeting time for an individual or group 
of participants. Using a message board 
panel , you might also be abJe to obtain 
responses in a few days. 

Monetary cost 
• Single-page online questionnaires 

cost almost nothing to prepare. If you 
have technical skills, you can use tem­
plates and Notepad on a PC to paste 
together a single page survey in min­
utes. The only other tool that you need 
is an FfP client to make a directory on 
your server, to upload your question­
naire, and to copy the script (program) 
that saves the data to a file in your fold­
er. If you don ' t have the e kill s and 
don ' t have your own server, there are 
a few organizations that allow you to 
create your own questionnaire to run 
on their server and generate analyses at 
a cost of a few hundred doll ar . If you 
already have a panel , recruiting costs 
are likely to be low- people partici­
pate for the chance to win , say, a watch 

or cash, or for a small donation to a 
worthy cause. Of course, you have no 
copying, postage, or travel costs. 

• Questionnaire branching and pip­
ing are more labor intensive, so there 
is the added cost of these. Contrast this 
cost, however, with the days lost in 
travel time for individual depth inter­
views- during which little is accom­
plished by a skilled person. If you are 
a third-party research firm, consider 
that things like travel costs and facili­
ty rental result in billables that con­
tribute absolutely nothing toward inter­
nal costs and profits. The time spent to 
develop a customized survey in-hou e 
creates billables that contribute direct­
ly to the organization. 

• Online chat rooms and message 
boards have no variable costs associ­
ated with usage and cost nothing to 
maintain once in tailed, and these are 
available as freeware or for a few hun­
dred dollars. Installation does, howev­
er, require orne technical skill . Once 
installed, the only cost associated with 
using these methods would be for 
recruiting or maintaining a panel. 
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Advantages and disadvantages 
Online research has advantages and 

di sadvantage s, as does any othe r 
method. Online questionnaire meth­
ods are similar in form to paper-and­
pencil survey methods, but offer the 
general advantage of being lower in 
cost and having potentially faster 
turnaround time. Online chat room 
cannot provide the same rich quality 
as individual dept interviews, focu s 
group interviews, or telephone inter­
views. However, the only cost of 
doing personal interviews through a 
chat room or message board is the 
cost of recruiting. Even with sub­
stantially decreased quality, online 
personal interviews could yield use­
ful insights at the exploratory stages 
of research. r~ 

:) QUICIILIDII 
To find out more about online surveys, visit 
www.quirks.com and enter Article Quicklink 
number 605 ("Variables influencing dropout 
rates in Web-based surveys") or 608 
("Untangling the Web"). 
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DataAnalvsis 

Editor's note: Wade Boudreaux is 
director of marketing at Danos & 
Curole, Inc., a Larose, La., marine 
contracting company. He can be 
reached at wadeb@danos.com or at 
985-693-3313. 

F
or some companies, forecasting 
demand for products and ser­
vices is about as easy as predict­

ing the weather. Though there are 
many useful statistical methods 
allowing for better forecasting, some­
times it just doesn't seem to work 
out. In many case , analysts may have 
a good handle on what their firm's 
key demand drivers are; however, 
they may be attempting to forecast 
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the wrong factor. 
For example, in 1997 the company 

I work for hired an MBA statistics 
major to develop an econometric 
regression model. The project's goal 
was to attempt to identify key vari­
ables that drive the demand for our 
products and services (we provide 
contract personnel, liftboat , con­
struction crews, and fabrication ser­
vice to offshore oil and gas cus­
tomers). In this case the dependent 
variable used was " man-hours 
worked." Key variables were identi­
fied , and the model was actually pret­
ty good. The analyst did wi ely state 
during the executive presentation, 
however, that she felt the model was 

missing key explanatory variables, 
which were probably internal com­
pany data. Since good internal data 
was not readily available, the model 
was left a it was and mostly dis­
missed as a useable forecasting tool 
by executive management. 

While I do believe that there are 
internal variables that could help bet­
ter predict "man-hours worked," I 
also believe that the model would 
have been significantly more accu­
rate if the correct dependent variable 
would have been used. In my opinion, 
thi s variable would have been 
"demanded man-hours, " which 
would have been the number of man­
hours demanded by customers that 
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were both filled as well as unfilled. 
Sometimes we get caught in a trap, 

associating demand with the number 
of products or services actually sup­
plied. There are, however, supply 
problems that may have caused real­
ized utilization or purchases to be 
lower than what was actually 
demanded. This is the case for many 
industries- especially the one that I 
work in. 

In the case of my firm's industry­
contract personnel services - there 
are huge supply problems associated 
with a lack of available talent 
required to meet customer demand. 
Recently, we have faced a shortage of 
approximately 75 people per month 
to fill demanded labor po itions. 
These 75 people per month would 
amount to an additional 12,000 man­
hours per month if the positions could 
have been filled. In the regression 
model that was created for our com­
pany in 1997, monthly figures for the 
dependent variable during the recent 
time period would have been approx­
imately 12,000 less than actual 
demand for services. And isn't 
demand what we are actually trying 
to predict? 

What to do 
In order to begin making more 

accurate forecasts, company analysts 
should go through the effort of track­
ing actual product/service demand 
rather than merely associating it with 
purchases or utilization. This task is 
more significant for companies that 
regularly have supply shortages or 
are plagued in an industry that hin­
ders delivery of products and ser­
vices. Examples of these kinds of 
firms might be 1) home-construction 
companies, which might have to turn 
down work when interest rates fall 
and the new- build market for homes 
skyrockets, or 2) airline companies, 
which may have to cancel flights due 
to union activity. 

The main point is: wouldn't it be 
better to keep historical information 
on what could have been as well as 
what actually happened? When com­
panies try to forecast future demand, 
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based on the current condition of key 
industry drivers, wouldn't they want 
to know what demand might actual­
ly be? The alternative to this method 
would nearly always produce a con­
servative demand outlook, especially 
for those industries that have large 
supply problems. In such a scenario, 
a firm might not attempt to begin 
beefing up supply to meet desired 
demand levels (that are, say, predict­
ed to rise) and once again lose oppor­
tunities for more sales due to the 
unavailability of needed resources. 
And there is nothing more frustrating 
for a company than seeing opportu­
nities for sales being lost due to prod­
uct/service unavailability. 

Practical use 
To keep better data, simple addi­

tions to existing spreadsheets may 
only be necessary. Take, for exam­
ple, one simple scenario that applies 
to my company's Marine Vessels 
division: 

My firm owns and operates a fleet 
of oil platform service vessels that 
are rented to customers out on a daily 
contract rate. Price and utilization for 
these vessels fluctuate with the oil 
and gas market, which is plagued 
with highs and low . The company 
currently has six of its 10 vessels on 
contract and four on the open (spot) 
market. My model for forecasting 
future demand for these four market 
vessels basically states that changes 
in demanded vessel utilization 
depend upon changes in the following 
variables: the wellhead price of nat­
ural gas; the utilization rates of shal­
low water drilling rigs in the Gulf of 
Mexico (GOM); changes in capital 

Vessell Scheduled (145 , GOM) 

Vessell Actual 

On Payroll (Hours) l 17 
Off ~oll_frlours)_ _ 

Unscheduled Down Time ours 

Scheduled Down Time (Hours) 

Stan~ {Reduced Day Rate) 

Grace Day Downtime on Payrol 

2 

offshore production and drilling; and 
the wellhead prices ofWTI crude oil. 

I believe that when these key indus­
try drivers begin to rise, generally, so 
will the demand for our spot market 
vessels. To capture historical demand 
for utilization of these vessels, the 
following information is tracked in a 
spreadsheet, shown below. 

In the table, "On Payroll (Hours)" 
indicates that the vessel was working 
that day. "Off Payroll (Hours)" indi­
cates that the vessel was available for 
work but did not work that day 
because there was no work available. 
"Unscheduled Down Time (Hours)" 
indicates that the vessel was not 
available to work that day due to 
unscheduled problems or events that 
did not allow the vessel to operate 
even though there was work avail­
able. "Scheduled Down Time 
(Hours)" indicate that the vessel was 
down due to scheduled repairs or 
events, not necessarily lack of 
demand. "Standby (Reduced Day 
Rate)" indicates that the vessel is 
working at reduced day rate, usually 
due to a transition from one customer 
to another or negotiated terms of a 
work order. "Grace Day (Downtime 
on Payroll)" is used for vessels under 
fixed-rate contract only and does not 
apply in this case. 

Actual monthly utilization of spot­
market Vessel 3 for a particular month 
would be calculated by adding the 
sums of all hours in the categories 
"on payroll" and "standby" and then 
dividing the total by the total amount 
of hours in that particular month. So, 
if the vessel worked a total of 312 
"on payroll" and "standby" hours in 
April , then the percent utilization 

3 4 5 6 8_ ~ 
1 

16 18 24 24 24 24 
24 

Day Rate 4675 4675 0 4725 6300 6300 6300 6300 

spending of oil and gas operators in 
the GOM; production levels in GOM 

would be 43.3 percent (3127 720). 
Actual monthly demand, however, 
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Vessel 3 Scheduled (145, GOM) 

Vessel 3 Actual 

On Payroll (Hours) 

Off Payroll (Hours) 

Unscheduled Down Time (Hours) 

Scheduled Down Time Hours 

Stancby (Rec:klced Day Rate) 

Total Demand/Total Possible Hours 

Demand for April 

Actual Utilization/Total Possible Hours 

Actual Utilization for April 

for spot-market Vessel 3 for a partic­
ular month would be calculated by 
adding the sums of all hours in the 
categories on payroll , "unscheduled 
downtime," and "standby." The hour 
that are in the category "scheduled 
downtime" would not be included in 
calculating demand, nor would they 
be included in the total hours avail­
able for the month. For example , 
assume that Vessel 3 had the mix of 
hours for the month of April shown in 
the second spreadsheet. 

So, in this case demand for the ves­
sel in April was actually 75 percent, 
as compared to a monthly utilization 

r APRIL I 

t UTILIZATION TOTALS 

( 298 

t 
t 

120 

48 

240 

24 
N/A 

360/480 

75% 

_ 3j?.J7_20 

43% 

rate of 43 percent. What was demand 
for Vessel 3 in April? I say 75 percent. 

Now, if it just so happen s that 
Vesse l 3 always seems to incur 
unscheduled down time in April due 
to seaso nal or other unexplained 
forces, then we might compensate for 
thi s scenario in our demand data fig­
ures by some "seasonal" factor, if it 
holds true over a number of years. As 
a rule of thumb , however, actual 
demand figures rather than utiliza­
tion/purcha e figures should be used 
for forecasting, assuming that the 
firm has reason to believe that the 
product should be readily available 

during a particular time period. Thus, 
analysts who take the time to track 
actual demand will find that using 
this data actually helps to solve many 
of the problems associated with 
unavailable internal data, mainly 
because it compensates for most of 
the internal factors causing discrep­
ancies between demand and utiliza­
tion. This is e pecially true in indus­
tries that are plagued by supply prob­
lems. 

The realization of these factors has 
definitely changed the way I view 
demand foreca ting for my firm's 
products and services. It has caused 
me to reword my forecast reports to 
begin with, "given an operational 
piece of equipment," or "assuming 
personnel availability." There may be 
a lot of analysts out there who seem 
to be missing the mark, but are actu­
ally dead-on accurate in regards to 
forecasting true demand. A little extra 
effort on the data-tracking side may 
alleviate this scenario, allowing for 
the correct strategy to be implement­
ed given the firm's true situation. r~ 

RESEARCH 

In fact, our clients sleep so well when 

working with us some refer to Precision 

as their "I can sleep at night recruiting 

service". That is how we like to be 

viewed. You have plenty to be con­

cerned about without having to worry 

whether the field service you selected is 

diligently working on and managing 

your project from start to fmish. We 

refuse to use home recruiters or outside 

recruiting services because we simply 

can't control the quality. All our recruit­

ing is done in house tmder close super­

vision. So why worry? Call Precision and 

get a good night's rest so you can be at 

your best. We'll see you at the group. 

CALL 84 7 • 390• 8666 or visit our Web Site: U'U'U'.preres. com 
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OualitativeResearch 

Editor's note: George Silverman is 
president of Market Navigation, Inc., 
an Orangeburg, N. Y, research firm. 
He can be reached at grs@mnav.com. 

n a past article in the December 
1996 qualitative research issue of 
Quirk's, I made the case for 

researching word of mouth, and 
wrote about how to do it. I'd like to 
build on that article and add some of 
what additional years of experience 
have taught us about the importance 
of word of mouth and methods of 
researching it. 

Word of mouth is becoming an 
extremely hot topic. You are ure to 
be asked about this subject by clients 
and colleagues. Three recent books 
on the topic are business bestsellers 
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and I heartily recommend them: 
Tipping Point, by Malcolm Gladwell, 
ldeavirus, by Seth Godin, and 
Anatomy of Buzz, by Emanuel Rosen. 

They all give amazing example of 
the power of word of mouth, but have 
nothing in them about how to 
research word of mouth and little in 
them about how to systematically 
construct a word-of-mouth campaign. 
(For more on that topic, consult my 
book, The Secrets of Word-of-Mouth 
Marketing: How to Trigger 
Exponential Sales Through Runaway 
Word of Mouth, published by AMA­
COM.) 

How powerful is word of mouth? 
All three books consistently under­

estimate the power of word of mouth. 

Just how powerful is it? It is thou­
sands of times more powerful than 
all of the rest of marketing combined, 
and I'll prove it using estimations. 
Let' not quarrel over the exact num­
bers. It is orders of magnitude that 
are important here: the average con­
sumer receives several hundred com­
mercial communications per day 
(studies show 200-800), but only acts 
on approximately one every week or 
two. And these actions are usually 
weak actions , not to buy the product 
but to find out more information. So 
the average person receives several 
thousand commercial communica­
tions before taking an action. 

Contras t this with the fact that 
when a person receives a recommen­
dation from a friend, colleague, or 
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Sorensen Associates Raised The Standards 0 

O v er twenty years of quality in-store research 

(20 years ago) Interviewer Certification: An early component 
of Sorensen Associates quality program was our unique 
interviewer certification program. Since the majority of our 
research is based on data collected at the point-of-purchase, 

1 
we started a certification program for trained in-store 
interviewers from MRA member fie ld services. Professional 
data collection in the retail environment requires training as 
"customer service representatives" in addition to standard 
interviewing skills. Besides knowing the interviewers on 
every project, we monitor their individual performance on 
every single study. 

( 10 years ago) Field Auditing (Mystery Shopping): We deploy 
an independent force of trained "auditors" in each of our markets . 
Each study is shopped by having one of these decoys "break-in" 
to the study (according to our directions) and then complete 
an evaluation of the interviewers' performance. 

(2001) ISO 9001:2000 Certification: Sorensen Associates was 
independently assessed by Perry Johnson Registrars and found 
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An important aspect of this program is our C lient Satisfaction 
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understanding marketing issues and providing actionable analysis : 
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• Client Satisfaction Measures 
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trusted advisor, that person acts on 
approximately one out of three. And 
that action is often trial of the prod­
uct. That is a ratio of three to several 
thousand, or one to about one to 
3,000. 

Another way of looking at this is 
that one person telling a few friends 
can be more powerful than a 1,000-
person sales force working for a day. 
Or, a few people telling a few more 
people can be as powerful as an entire 
advertising campaign. Every mar­
keter knows that when those people, 
in turn, tell other people, a chain reac­
tion can easi ly overwhelm and 
reverse an entire expensive marketing 
campaign. 

Barking up the wrong tree 
All of this means that most mar­

keting and marketing research is 
barking up the wrong tree most of the 
time. People are trying to understand 
the influence of advertising and sales, 
and trying to make them more effec­
tive, when they would do 1,000 times 
better putting the same efforts into 
understanding and influencing word 
of mouth. In fact, it is an illusion that 
adverti ing and alespeople are sell­
ing products. What is usually hap­
pening is that these media arouse 
interest, then people talk with their 

'I Q Research 
~ ....... .4 S o I u t i o n s. , 
The Source For Consumer Product Testing & CATI 

friends about the products or serv ices, 
and then purchase. In other words, 
word of mouth is the intervening vari­
able or trigger to trial , purcha e, and 
adoption. 

The implications for marketing and 
market research are enormous. We 
would better serve our internal and 
external clients by inventing ways to 
re sea rch and influence word of 
mouth. 

How to research word of mouth 
I've described how to resea rch 

word of mouth qualitatively in the 
article referenced above, but let me 
briefly describe the methodology. The 
fundamental idea here is to have peo­
ple actually engag in g in word of 
mouth in front of you. And there are 
several ways to do thi s . The most 
effective we have found is to run 
focus groups in which you have invit­
ed enthusiastic users of the product to 
talk with interested skeptic s. The 
users are a ked to convince the skep­
tics and the skeptics are asked to rai se 
all their questions, qualms, and objec­
tions. Usually, the enthusiasts will 
convince the skeptics. You then di s­
cuss with the skeptics what convinced 
them, or what moved them further 
toward a positive deci sion. In this 
way, you develop powerfully persua-

search 
is our middle name 

Our Vision ... 
to be the best resource in the Research industry 

www.whois O .com • Patti Nelson, Client Services • 732 .952.0000 

si ve stories that can then be spread 
through other means. 

Notice that this is in direct contra­
diction to conventional ways of run­
ning focu s groups. Usually, users are 
separated from prospects to avoid 
"contamination and influence." Focus 
group are severely criticized because 
one person can sway the whole group, 
so steps are taken to avoid this "prob­
lem." I realized about 30 years ago 
that thi s is usually not a problem at 
all. We want to understand influence. 
If the group is swayed, that is an 
important finding . If the group is 
swayed toward your client' product, 
you have found out how peoples' 
opinions can be changed. You may 
have found the key to persuading 
people to use the product. If the group 
is swayed again t the product, you 
have di scovered a vulnerability. 
Presumably, the competition is also 
running focus groups and di scovering 
the same thing, to be u ed against 
your client 's product. 

Opinion change in focus groups is 
not to be avoided, it is to be encour­
aged to emerge, to be observed, and 
then studied in depth. The opportuni­
ty to unders tand the underlying 
dynamics of opinion change is one 
of the s trengths of qualitative 
research. Opinion change is often 
measured in quantitative research, but 
its underlying dynamics are rarely 
under tood by quantitative research. 

New techniques 
Since describing the above tech­

nique, we came up with another very 
powerful strategy. One of our clients 
had a ervice that tracked the source 
of new customers. They didn ' t just 
ask, "How did you hear about us?" If 
the perso n sa id that they were 
referred by a friend, they would actu­
ally get the name of the friend. In that 
way, we could tell which people were 
actuall y sphe res of influence. We 
invited those people (people who had 
actually gotten more than three of 
their friends to sign up!) and some of 
their friends to be in the same focus 
group . We would typically have two 
to three ver ifi ed persuaders , and 
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about seven to 10 of their friend s. We 
openly discussed what the influencer 
said that piqued the interest of the 
referees, what information they found 
most persuasive, in what sequence, 
and what actually triggered their trial. 
We explored in depth what got the 
referrers to try to convince their 
friends. We actually used that to build 
a customer referral system that wa so 
powerful it actually stressed the order 
capacity of the service. 

Believe me , these weren ' t the 
things that the advertising agency 
came up with. They weren ' t the 
things the salespeople were saying. 
What motivated people to want to 
convince their friends, and what actu­
ally convinced their friend s was a 
totally different set of benefits, 
expressed in a different way, and in a 
different sequence than was obvious. 

Another way to research word of 
mouth is to bring together an expert 
with people selected from the popu­
lation you are trying to influence. So, 
you might bring together a medical 
expert with a group of doctors. The 
medical expert, in effect, teaches a 
seminar. However, you just don ' t let 
him or her lecture. You make it a rule 
that the information will only be 
forthcoming in response to que tions 
from the people in the group. In that 
way, you force out the issues that are 
most important and you find out 
through probing what was mo t per­
suasive. 

With a little imagination, you won ' t 
have any trouble figurin g out your 
own approaches to fit almost any cir­
cumstance. I'll give you some idea 
stimul ators : dyad s, triads, mini­
groups, super-groups, online groups, 
telephone groups (in which you split 
the groups, then re-merge them). The 
possibilities are endless once you get 
past the belief that different respon­
dents have to be in separate cell s. 

So far, I have been writing about 
understanding the content and moti ­
vation of word of mouth . Clients will 
ask you to al o measure the ex tent to 
which their products or services are 
receiving positive word of mouth. To 
be honest, I don ' t have a clue about 

how to measure word of mouth quan­
titatively. I do, however, know many 
ways not to do it. Usually, a question 
is asked about how the customer 
heard about the product. Usually, 
about 50 to 75 percent of people 
claim that it was word of mouth that 
triggered their purchase. Thi s only 
tell s us that word of mouth is impor­
tant, something we already know. It 
does not tell us which products are 
receivin g wh a t kind of word of 

mouth. If anyone out there has a way 
to do this, contact us because we cer­
tainly know clients who would pay a 
great deal of money for a solution to 
this problem! r~ 

:) QUiCIILinll 
To read George Silverman's 1996 article "How 
and why to research word of mouth", visit 
www.quirks.com and enter Article Quicklink 
number 10. 
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DataAnalysis 

Editor's Note: Steven Struhl is senior 
vice president, senior methodologist, at 
Total Research/Harris Interactive. He 
can be reached at smstruhl@aol.com. 

S
PSS has continued its fast-paced 
schedule of releasing both new 
products and major updates to its 

growing catalog of software titles. This 
article will review three updates which 
we trust will have wide applicability to 
the needs of data analysts. We promise 
to do our best to keep you on the edges 
of your seats. 

We will start with a new version of 
the base SPSS package, Version 11. 
We also will look at an excellent chart­
ing package, DeltaGraph Version 5, 
and examine a new iteration of the 
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SPSS classification tree (CHAID and 
CART) package, An werTree 3. 

SPSS Version 11 
Although the list of new features in 

SPSS Version 11 would extend aero s 
several pages , it seems more like an 

incremental upgrade than a major revi­
sion which effectively changes the pro­
gram's operations or greatly expands 
its capabilities. The program still 
retains its basic structure (a base pro-

gram with added module that do more 
specialized or advanced tasks). To get 
the full range of capabilities in SPSS , 
you would need - in addition to the 
base - the advanced and regre sion 
models modules, conjoint, trends (for 
time series analysis), categories (for 
correspondence analy i and related 
procedures) , and perhaps the special 
module for missing value analysis. If 
you work with small sample , you 
might also want the SPSS "exact te ts" 
module, which returns incredibly pre­
cise statistical test results with limited 
amounts of data. 

SPSS retains its basic "tree and out­
put window" structure for organizing 
the re ults of statistical procedures. 
Unfortunately, it still does not put any 
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titles you specify directly into the tree 
window, where they can be seen easi­
ly, but rather refers to them as "page 
titles" there (see Figure 1). So the tree 
still does not allow really rapid navi­
gation to a spot of interest to you in a 
long output file, unless you alter the 
text in it by typing over the default 
labels. 

fie ~eft '£- lnse~l Fgmal AnalYze Ji.rapho J.[liilies lr![ndow li~ 

change the starting and stopping values 
on the axi of a chart produced in SPSS 
gave your reviewer only frustration. 
To get complex charts to come out very 
much as you would like them, you will 
find the SPSS companion product, 
DeltaGraph, to be a much better choice 
-as we discuss in the next section of 
the review. 

SPSS retains its 
ability to accept 
most commands 

users most likely will find the need to 
go to the syntax window a little vexa­
tious. Getting used to SPSS syntax and 
some areas where the program can be 
very picky about it- such as the use 
of periods - can be a challenge to 
those just starting with the program. 

~IIIITi![}~~~~ ~ JJ ,­
~!Qjg] ~1~1~1 1 

~~------------------------~· either through an 
extensive series of 
menus and dialog 
boxes, or by typing 
and running them in 

The menus themselves can be some­
what un ettling to neophytes as well. 
Nearly all of the program's analytical 
procedures are crowded into one menu, 
called Analyze. The grouping of the 
commands there is not entirely intu­
itive (both clustering and discriminant 
analysis are grouped under the entry 
"classify," for instance). Some proce­
dures are never named directly in the 
menus (for instance, MANOVA is run 
by electing "general linear model" and 
then "multivariate"). In any event, your 
reviewer would like to give SPSS a 
gentle hint: the program's interface isn ' t 
quite where it needs to be yet, espe­
cially for newer users. We can only 
hope that in upcoming versions some 
enhancements like those discussed here 
will find their way into the program. 

Unwelghted Cases 
Valid 
Excluded Missing or out-o~range 

group codes 
At least one missing 
discriminating variable 
Both missing or 
out-o~range group codes 
and at least one missing 
discriminating variable - . . 

• SPSS Procetsot is ie* 
Figure 1: An example of how SPSS organizes files. 

In addition, the output from SPSS 
still can be read only by SPSS itself or 
its companion Smart Viewer. However, 
you can paste chart-based output from 
SPSS directly into spreadsheet pro­
grams such as Microsoft Excel, and 
the small amount of text-based output 
it produces into a word processor such 
as Microsoft Word. You can retain all 
the formatting in SPSS tables by 
exporting them in HTML format 
(using the SPSS file menu), and then 
opening them in a spreadsheet. This 
works particularly well with Microsoft 
Excel, which now includes HTML as 
one of its native languages. 

In keeping with recent versions of 
SPSS, tables are very nicely formatted, 
and certainly meet or exceed the 
requirements for any scientific publi­
cation. These charts may need a little 
simplification for use in reports for 
more general audiences, though -
which is where the ability to export to 
Excel becomes very handy. 

Graphs created in SPSS still cannot 
be manipulated as "live" objects in 
other programs. Unfortunately, SPSS 
still gives less control over many chart­
ing options than does a program such 
as Excel. For instance, efforts to 
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N Percent 
73 78.5 

0 .0 

20 21 .5 

0 .0 

. . . . . ____ lt 

a special sy ntax 
command window. 
The syntax window 
is just a regular text 
editor, something 
like the notepad 
program that comes 
with Window , and 

all SPSS command 
files are made up of plain text. SPSS 
syntax files remain the one item relat­
ed to the program that can be easily 
modified with other software. 

SPSS also retains many of the eccen­
tricities of earlier versions. Some u e­
ful commands remain unavailable 
from its menus, and so must be typed 
into the syntax window. One example 
of a missing menu command is the 
option to rotate discriminant analysis 
solutions. Rotation of these solutions 
has much the same effect as rotation of 
factor analysis solutions, leading to 
clearer, more easily explainable results. 
To get this done you must perform 
some careful surgery on the commands 
available from the menus, or just type 
everything from scratch. Similarly, the 
entire conjoint analysis procedure still 
requires use of the syntax window, 
with no menu equivalents. 

The typical old-timer (or as your 
reviewer prefers to think of himself, a 
very experienced user) mostly won't 
mind the syntax window. After all, 
early versions of SPSS accepted only 
typed commands - and at one time 
Uust after Roman gladiator days) those 
commands even needed to be on com­
puter punch cards. However, newer 

Dramatic change 
Perhap the most dramatic change in 

SPSS is a new ability to rearrange data 
files. You can change data to and from 
the so-called univariate layout - or 
several records per respondent - to 
and from the multivariate layout- or 
one record per respondent. This capa­
bility can be really handy if you have 
data arranged in a way that makes it 
impossible to do certain forms of 
analysis. For example, doing repeat 
measures analysis of variance requires 
data in the multivariate layout, with 
the repeated measurements all record­
ed on one line per respondent. 

In the more advanced analytics, per­
haps the most salient improvement 
comes in linear mixed models. A new 
procedure allows you to construct 
models to analyze data that fall into a 
ne ted structure. One particularly nice 
feature of this is that you can do incom­
plete repeated measures, in which the 
number of observations varies across 
subjects. This can prove to be highly 
useful if you need to analyze, for 
instance, a patient record study where 
patients have different numbers of vis-
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Cincinnati ...................... Jan 22-25 
Cincinnati .................... Mar 12-15 
Cincinnati .............. Apr 30-May 3 
Cincinnati .................... June 18-21 
Cincinnati .................... Aug 27-30 
Cincinnati ...................... Oct 15-18 
Cincinnati .................... Dec 10-13 

203. Specialized Moderator 
Skills for Qualitative 
Research Applications 

Cincinnati ..................... .Jan 28-31 
Cincinnati .................... June 24-27 
Cincinnati ............ ...... .... Oct 21-24 

205. Qualitative Research 
with Children 

Chicago .. .... .. .... .............. .. April 16 

301. Writing and Presenting Actionable 
Marketing Research Reports 

New York ................ Jan 30-Feb J 
Chicago ...................... April 17-19 
Lo Angeles .............. .. July 17-19 
Cincinnati ................ Oct 30- ov 1 

401. Managing Marketing 
Research to Enhance 
Accountability and ROI 

Chicago ........................ Mar 25-26 
Lo Angele ................ July 15-16 

501. Applications of 
Marketing Research 

New York ...................... Jan 10-11 
Chicago ...................... .. Mar 21-22 
Los Angeles ................. .July 11-12 
Atlanta ........................ Sept 26-27 
Bo ton .. ............................ Dec 5-6 

502. Product & Service Research 
New York .......... .. ............ Mar 4-5 
Chicago ............................ Aug 5-6 

504- Advertising Research 
New York ........................ Mar 6-7 
Chicago ............................ Aug 7-8 

505. Market Segmentation 
Research 

New York .......................... Feb 5-6 
Chicago ........................... .June 4-5 
Los Angeles ............ Sept 30-0ct 1 

506. Customer Satisfaction 
Research 

ew York .............. ... ..... Feb 25-26 
Chicago .. .... .. .... .. ...... .. .. Sept 10-11 

507. Analysis and 
Interpretation of 
Customer Satisfaction Data 

ew York ...................... Feb 27-28 
Chicago ........................ Sept 12-13 

508. Positioning Research 
New York ............................ Feb 7 
Chicago .............................. June 6 
Lo Angeles .......................... Oct 2 

509. Pricing Research 
New York ................... .... ..... Feb 8 
Chicago .... .......................... June 7 
Los Angele .......................... Oct 3 

601. Data Analysis for 
Marketing Research: 
The Fundamentals 

ew York ...................... Jan 28-29 
Chicago ........................ Apr 15-16 
Los Angeles .... .. .......... July 15-16 
Cincinnati ...................... Oct 28-29 
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6o2. Tools and Techniques 
of Data Analysis 

Cincinnati ......... .............. .Jan 8-11 
New York .................... Mar 12-15 
Denver .......................... May 7-10 
Atlanta ......................... .July 23-26 
Chicago ........................ Sept 24-27 
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6o3. Practical Multivariate 
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Cincinnati ..................... .Jan 14-17 
New York .... .. .............. Mar 18-21 
Denver ........................ May 13-16 
At1anta ................... .July 29-Aug I 
Chicago .. .. .............. Sept 30-0 ct 3 
La Vega .. ...................... Dec 3-6 

6o4- Translating Data Into 
Actionable Information: 
A Hands-on PC 
Based Workshop 

Cincinnati .................... Mar 25-27 
Cincinnati ........................ Oct 8-10 

6os. Practical Conjoint 
Analysis and Discrete 
Choice Modeling 

New York .......................... Apr 3-4 
Chicago ........................ Oct 15-16 

701. Conducting Research in 
International Markets 

New York .............. Apr 30-May 1 
Chicago ........................ Sept 18-19 

Sot. How to Use Marketing 
Information for Better Decision Making 
New York .................... May 21-22 
Chicago .... ......... ........ ....... Sept 5-6 
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it or observations. 
The number of formal ANOVA 

models you can specify has expanded 
somewhat as well, which should be 
helpful to more advanced data ana­
lysts. To get these new capabilities 
you will need to get the Advanced 
Models option. 

SPSS also has improved the per­
formance of several of its procedures 
- although with a 1 GHz machine 
most of these seemed fairly speedy 
already. General linear models, prox­
imities, hierarchical cluster analysis 
(in the SPSS base system), and multi­
nomiallogistic regre ion (in regre -
sion models module) now run much 
faster than in earlier releases. 

Improvements also have been made 
to the SPSS database wizard. This 
now allows you to recode categorical 
"s tring" (or alphabetic) variable 
automatically into numeric variables, 
and to retain the original character­
based values as value labels . You now 
also can extract random samples from 
large data sources. 

Some moderate inconveniences 
found in earlier versions have been 
ameliorated. The text wizard, which 
reads in ASCII and delimited data, 
now is approaching the level of the 
excellent one found in Excel. The 
SPSS wizard now allows you to read 
CSV-format text data that contains 
text qualifiers (such as, "1,000," 
"2,000," etc.), and to pecify a wider 
variety of text separators for delimit­
ed data. In another welcome enhance­
ment, SPSS also no longer forces you 
to u e scientific notation for small 
numbers in your output. You can 
choose not to see this notation at all, 
showing just decimal values if you 
prefer. The insistence on scientific 
notation for small values in earlier 
versions could sometimes require 
reformatting of charts before they 
could be used. 

There are many other enhancements 
to the product, some small and others 
doubtless important to variou read­
ers. A full li t can be found on the 
SPSS Web site (www.spss.com). 

Less is less 
One unfortunate change in SPSS is 
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the elimination of manuals for all but 
the base product in the package you 
receive from SPSS, even if you buy 
the base with many optional modules. 
Documentation for these now is pro­
vided in PDF form on the installation 
CD-ROM. You also can insta ll the 
manuals on your computer's hard 
drive. However, for some user , the 
paper manuals are still indispensable. 
If you want these, you now need to 
order them and pay for them sepa­
rately. No doubt this saves something 
in production co ts for SPSS, but your 
reviewer wonders if thi s is much of a 
service to the u er. The extremely use­
ful syntax guide ha long been an 
extra cost item, so perhaps this change 
for the manual s was inevitable. (By 
the way, I highly recommend the syn­
tax guide, even as an extra purchase. 
At time , it will provide an answer 
for a problem that does not seem to be 
addressed anyplace else, and is often 
handier than the corresponding pop­
up screens in the help system of the 
SPSS program.) 

At the very least, SPSS could have 
devoted some special ections of the 
help system to the new procedures 
instituted in this release and how to 
use them. Your reviewer did not find 
full descriptions of these and how they 
work in one location. 

Version 11 and Windows XP 
The documentation that comes with 

SPSS Version 11 states quite plainly 
that the product has not been tested 
with the new Microsoft operating sys­
tem, Windows XP. Thi s is quite odd 
since working late-stage beta releas­
es of the XP system have been avail­
able for some months. Perhaps SPSS 
is just hedging it s bet , s ince 
Microsoft has been known to put 
some last-minute surprises- appar­
ently intentional and not - into many 
of its products. However, your 
reviewer's preliminary trials of SPSS 
on a Windows XP machine reveal 
absolutely no problems so far. In the 
spirit of SPSS, though, let me be quick 
to add that thi s is no guarantee that 
everything will run just as smoothly 
on your PC. Please check the SPSS 
site for updates on anything that might 

possibly not work. 

Extend and refine 
Grumbles about the manuals aside, 

this release continues to extend and 
refine the basic SPSS product. As stat­
ed earlier, it does not change much 
about the basic functioning of the pro­
gram, except for a new ability to 
rearrange data. It is best characterized 
as mainly an incremental upgrade, cer­
tainly of great interest to those who 
want to stay up to date, but not crucial 
to those who do not need any of the 
improvements in thi s release. As has 
been usual for SPSS relea es, every­
thing seemed to be in perfect running 
order in the first shipping version of the 
product. That is something many oft­
ware makers could use as a shining 
example. 

DeltaGraph 5.0 
DeltaGraph started life, a good num­

ber of years ago, as one of those 
Macintosh programs which users of 
IBM-compatible PCs strongly coveted. 

It has long been a top-notch charting 
and graphing program, boasting both 
an extremely wide range of graph types 
and the ability to customize nearly 
everything in any graph it created. 

For the new version, SPSS has 
entirely revamped the program. It is 
much quicker in general and more 
respon ive to commands. There no 
longer i any hesitation as the program 
loads- it is o quick on a 1 GHz-class 
machin e that the u s ual opening 
"splash" sc reen (with the program 
name and a cute graphic) never appears 
at all- if it even exi ts. SPSS also has 
cleaned up the operations and menus of 
the older versions, which used to be 
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confusing even if you used the pro­
gram often. (In older versions, you 
needed to search up to three menu loca­
tions and right-click on the object in 
question to see if you could change 
many aspects of the chart.) Now the 
program is much more intuitive, 
although so many things can be 
changed on a chart that you still need 
to learn which ones are specified some­
place on the screen and which ones 
can be reached with a simple right­
click of the mouse. Moving from the 
old menu system to the new one, 
though, was generally painless. 

DeltaGraph always made an incred­
ible variety of charts (well over 100), 
and now has managed to add 11 new 
types to the list. It is very likely that 
you will find precisely what you need 
from its selections, or be able to cus­
tomize a chart it produces so that it 
closely matches your needs. The vari­
ety of options it presents may even 
start you thinking about new ways to 
present your data. 

For instance, one DeltaGraph chart 
type that is rarely seen but seems quite 
useful is called an x/y bar chart (and 
this can be expanded into an even more 
complex variant called the segmenta­
tion bar chart). In the x/y bar chart, 
both the heights of the bars and their 
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widths have meaning. You could, for 
instance, specify that the height of each 
bar represent that group's level of 
agreement with an idea, and the width 
represent the size of group, as in the 
example shown here. 

Perhaps one of the program's most 
intriguing features is that it works from 
within Microsoft Office. DeltaGraph 
can place a button on the toolbar in a 
Microsoft application (such as Excel or 
PowerPoint). If you click on this but-
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ton in the Microsoft program's tool bar, 
it calls up DeltaGraph's charting abil­
ities without leaving the Microsoft 
application. When you work in Excel, 
updates to your data are reflected auto­
matically in the DeltaGraph chart. As 
long as you have both programs on 
your PC, then, DeltaGraph charts can 
behave like "live" objects in Excel. 
(Of course, if you move the spread­
sheet to another computer without 
DeltaGraph, the chart will become a 
completely static - if still pretty -
picture.) 

Beyond the variety of charts, 
DeltaGraph ha many other excellent 
features. A real favorite of your review­
er's is that, unlike Excel and 
PowerPoint, it really create charts the 
way you want them. So if you want a 
horizontal bar chart with 28 bars and 
you want them all labeled in 11-point 
type, DeltaGraph will do what you ask. 
(In this case, PowerPoint and Excel 
both will insist that they know better 
than you, and skip at least every other 
label, unless you make the chart some­
thing like 20 inches tall. You can safe­
ly try this at home and see exactly what 
your reviewer means.) 

DeltaGraph now can import files 
from SPSS, the major spreadsheets and 
databases, and from various type of 
delimited ASCII (or plain) text. It can 
import graphics in a wide range of for­
mats, and export its charts in still more 
formats. The imported graphics can be 
put to some fairly exotic uses, such a 
filling bar charts with custom pictori­
al symbols. 

DeltaGraph retains its helpful chart 
gallery, which provides visual cues and 
descriptions that aid you in finding and 
choosing the chart or graph you need. 
If you are not sure how to set up a 
chart, you can display one with sample 
data provided by DeltaGraph and then 
examine the underlying spreadsheet to 
learn how it i done. 

A particularly useful feature of 
DeltaGraph is that it allows you to save 
charts with all the custom features you 
specify in a "library," and further, to 
integrate your custom charts with its 
standard selections when you look in 
the chart gallery. In this way, you can 
quickly review the chart types you 

have modified and see how these com­
pare with each other and the program's 
preset choices. 

The program also boasts a chart wiz­
ard which it claims will turn new users 
"into pros in seconds." I cannot really 
speak to this, since wizards tend to 
slow me down in programs with which 
I am already familiar. However, the 
wizards did seem logical and general­
ly seemed to give good advice. 

In keeping with its serious scientif­
ic side, the program also includes a 
sophisticated equation editor. This 
gives you the ability to create publica­
tion-quality equations along with your 
charts and graphs, should you ever 
need these. You can edit these equa­
tions directly on the DeltaGraph page. 
DeltaGraph also includes a healthy 
variety of statistical functions, and 
allows you to manipulate and trans­
form data without leaving the program. 

Too new for its own good? 
When SPSS revised this program, 

they made one exceptionally ques­
tionable decision: they did not make it 
compatible with earlier releases. This 
mean that you cannot import chart 
templates from earlier ver ions of this 
program or even open charts from ear­
lier versions. Your reviewer has to 
wonder just what the folks in pro­
gramming were thinking when they 
did this. Not only could work done 
even in recent weeks become com­
pletely inaccessible, but al o all the 
many hours pent building up an exten­
sive chart library in earlier versions 
are rendered useles . 

You can rest assured that your 
reviewer both made an irate phone call 
and sent a stern note to the people at 
SPSS about this. So far, their response 
has been a lukewarm assertion that it i 
a sort of shame that nothing from old 
version works with the new one­
but don't worry, you can keep both 
versions on your PC. This raises a 
somewhat obvious question: if the old 
version is good enough to keep around 
indefinitely, why bother with the new 
version anyhow? 

SPSS really needs to do some seri­
ous work here, and write import rou­
tines for both charts and chart libraries 
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created in older versions of the pro­
gram. 

As good as anything 
If you are looking for an advanced 

charting package for the first time, 
DeltaGraph seems as good as anything 
you will find anywhere. It is flexible 
and allows you to do what you want 
with charts and graphs. Once you have 
a graph just the way you want it, it can 
go into the "library" and serve as a 
template for later graphs you make. 
The program works within Microsoft 
Office, so you finally can get Excel 
and PowerPoint to stop acting smarter 
than you and create the charts you 
want. 

If you are thinking about upgrading 
DeltaGraph, fire off a note to SPSS 
and ask them when they are planning 
to make the product compatible with 
earlier versions. Then consider whether 
you want to go through the rather frus­
trating process of recreating everything 
you did in earlier versions of this pro­
gram. The new upgrade indeed is 
excellent, as you likely would expect 
from using earlier versions, so balance 
this carefully against the inconve­
nience that will be caused by a lack of 
compatibility with the Ia t iteration of 
this product. 

AnswerTree Version 3 
SPSS bills the late t version of 

AnswerTree, its classification tree soft­
ware package, as data mining software. 
Since the term data mining may not be 
entirely clear to many readers, and 

classification tree analysis also may 
remain somewhat vague, let us start 
by trying to delineate what "mining" of 
this type is all about. 

Data mining, aside from being 
viewed as part of the good, the true 
and the beautiful, in practical terms 
usually involves sifting through large 
heaps of data. Also, the data sets being 
mined typically have not been collect­
ed or structured for the purpo e of 

being analyzed. 
The phrase data mining also often 

serves as a kind of code for digging 
through the entirety of a huge data­
ba e, whether this runs to gigabytes 
(billions of bytes) or terabytes (tril­
lions of bytes). Therefore, just the fact 
that software can tackle an entire data­
base of any size may, in the minds of 
some, transform it into a data-mining 
tool. 

The larger question is what extra 
value we can find in analyzing a ter­
abyte of data rather than a "sample" as 
large as 40,000 to 200,000 records -
which a relatively high-powered PC 
can handle without much strain. The 
working idea behind poking through 
all the data, regardless of how much, 
seems to be that if you have enough 
data, it is practically imperative that 
something of value 
will emerge from it. 

In case you had any 
doubts , this belief is 
not true. In fact, very 
large data sets can 
cause problems of 
their own, leading 
some tatisticians to 

[11~ 
12'1 ,.,1181 

... f'I~R.I\ 

T* tll55a.n 
1 

Q1Cl ... ctlf .. ...., ...... ... _ 
........... 
Tllll tnii11W 

0 

with trying to move a huge amount of 
information to a PC and process it 
there. 

What classification tree analysis 
does 

We don't have space in this review 
to do a complete summary of classifi­
cation tree analysis and all its remark­
able power but here are a few high 
points. 

Basically, the method creates its tree 
structures by splitting the sample (or 
database) repeatedly. More specifical­
ly, it finds ways to split and re-split a 
sample to create groups with relative­
ly high and relatively low incidences of 
some important variable. If, for 
instance, we want to find the demo­
graphic characteristics most and least 
associated with, for example, sticking 
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suggest there may be Figure 2: An example of a classification tree. 

such a thing as too much data. With with a diet, classification trees are (in 
large enough samples, nearly all (or your reviewer's opinion) one of the 
all) variables can look like significant best ways to do this. Classification 
predictors - and with their signifi- trees can simultaneously handle all 
cance often at a tronomical levels. types of data- nominal level, ordinal 
Finding what is truly important can level, and continuous- in one analy­
become quite difficult if you have (say) sis. A small classification tree, labeled 
100 variables significant at a level of and arranged as your reviewer likes 
1 o -zo or better. This can happen quite them, appears in Figure 2. 
easily with a very large data set. Classification trees also have spe-

Nonetheless, the idea that you will cia] capabilities for handling missing 
benefit by sifting through everything in data. Rather than dropping any indi­
a database has become popular. The vidual with a missing response, as most 
new version of AnswerTree indeed will multivariate procedures do by default, 
allow you to do this, as it now comes or substituting an average, classifica­
in both "client" and "server" ver ions, tion trees treat "missing" as just anoth­
just as the main SPSS program has er response. The most sophisticated 
done since its version 10. The server classification tree programs can in fact 
version is designed to attack huge handle missing data in several ways 
masses of data, with the PC program and allow the user to choose one. 
sending commands to the server PC AnswerTree does not offer options in 
which in turn does all the heavy data the ways it handles missing data. 
manipulation. This ability to reach Finally, these methods allow inter­
right into a databa e, and get the larg- actions in data to appear in levels of 
er computer to do the actual calcula- detail and complexity not possible with 
tion, has obvious advantages compared any other method. Suppose you create 
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a split in the sample and below it dif­
ferent predictor appear for each of the 
values found in the first split- just as 
we have in our sample tree diagram. 
This means that different values of the 
first predictor in the model (how often 
the person limits carbohydrates) lead to 
different variables emerging as the 
most significant predictor. 

This is nothing other than an inter­
action between the variables in ques­
tion. That is, the ways the predictors in 
the bottom row of the model behave 
depend upon the values of the predic­
tor in the row above them. Without 
knowing the precise state of both the 
first and second predictor in each 
"branch" of the tree, we cannot esti­
mate the value of the dependent vari­
able. The complexity of this interaction 
most likely could not be captured by 
most other methods - note that low 
values for how often the person limits 
carbohydrates lead to one predictor as 
most significant, middling values lead 
to another, and high values lead to a 
third predictor. 

The ability of this method to ferret 
out complex interactions led to one of 
its earliest names: CHAID, which 
stands for Chi-square automatic inter­
action detection. (The Chi-square is 
the test that the method uses to deter­
mine significance.) 

Other extensions of classification 
trees 

Like everything else in the world of 
data analysis, classification trees have 
added complexity upon complexity, 
and o have grown nearly impossible 
to explain in detail to any but the fully 
initiated. However, we need at least to 
make a start on some of the al temati ves 
available, since AnswerTree offers 
them. The CHAID algorithm - the 
first method to develop classification 
trees that actually works - has since 
been joined by several others. Two of 
these (and a more advanced variant of 
CHAID) are offered by the 
AnswerTree program. 

The advanced variant of CHAID is 
called the "exhaustive" method, and is 
a substantial advance over earlier ana­
lytical procedures for creating classi­
fication tree . Basically, ordinary 
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CHAID sometimes would stop before 
it found the most powerful way to plit 
a sample. That is, it would stop testing 
ways to split the sample as soon as it 
found a way to make all the groups 
statistically different. Exhaustive 
CHAID goes on and continues to test 
all possible ways of splitting the sam­
ple. It usually finds more possible pre­
dictors and stronger levels of statistical 
significance than the garden-variety 
method, and so is preferable. 

AnswerTree, of course, offers users 
the choice of the preferable (exhau -
tive) and the non-preferable (ordinary) 
methods, just in case you would real­
ly like to use something inferior. (This 
is doubtless the same spirit that impels 
SPSS to offer over 20 methods for 
comparing groups in ANOVA, includ­
ing several that have been thoroughly 
discredited. In any event, if you really 
want to do something wrong, the help­
ful statistics program is there to aid 
you in doing it.) 

AnswerTree also offers the ability 
to perform analyses using a different 
strategy. Classification tree analyses 
of this type are called CART. In many 
ca e , the method is called C&RT, 
since one software maker managed to 
get an ® symbol on the acronym 
"CART" itself. CART or C&RT stands 
for "classification and regression 
trees." This nomenclature seems a lit­
tle like allowing one manufacturer to 
put an® on a term like "dog food" so 
that everybody else in the business 
needs to call their product something 
like "dog f_d." However, ours is not to 
question the wisdom of regulatory 
agencies. 

The acronym CART (or C&RT) 
really is proper usage for any classifi­
cation tree analysis where the depen­
dent variable is continuous. You cannot 
use Chi-squares to test significance 
unless the dependent variable is nom­
inal or ordinal. (And it would seem 
that without the Chi- quare involved, 
the first part of the acronym CHAID no 
longer applies.) However, CART or 
C&RT now means something else 
entirely. It is applied to a method that 
can split a sample only into two groups 
at any point in the tree diagram -or 
more forma lly, a method that always 

bifurcates the sample. 
The advantage of CART/C&RT is 

that it can not only build a tree by going 
forward and looking for significant 
predictors, but it also can tear the tree 
back down again. Tearing the tree back 
down can lead to very economical 
models (with just a few important pre­
dictors) . This can happen because a 
variable that looks significant at some 
point in a classification tree may not 
add to the overall predictive power of 
the model. That is, the incremental gain 
from adding another predictor- even 
one that looks significant - can 
become insignificant after some point 
in the analysis. 

CART/C&RT also can do some 
fancy types of model validation not 
available with CHAID. With CHAID, 
model validation is done a it is in most 
other methods, by having a big sample 
and subdividing it into two portions, or 
partitions. One of these partitions, 
often called the "main" or "learning" 
sample, is used to develop the model. 
The model then gets tried on the other 
partition, often called the test or hold­
out sample. How well the model works 
in both partitions is then compared. 

ln most cases, the model will per­
form somewhat worse in the test par­
tition because the model tends to fit 
the peculiarities of the main or learn­
ing partition. Therefore, how the model 
works in the test partition is said to 
give an estimate of how well it would 
function if applied to an entirely new 
data set. This really isn ' t true, but it 
does tend to tone down overly opti­
mistic estimate of how the model will 
perform if used again in the outside 
world. 

CART/C&RT can do something 
called cross-fold validation, which 
repeatedly takes random subsets of the 
sample and sees how the model per­
forms in those. (Usually 90 percent of 
the sample is drawn 10 different times, 
and results in each of the e 10 subsets 
are compared with re ults in the entire 
sample.) This turns out to have about 
the same effect as u ing a main and a 
hold-out sample , in that the model 
seems to perform somewhat worse 
than in the total sample when results 
are averaged across the randomly 
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drawn subsets. So this method also can 
tone down overly optimistic estimates 
of how well a model will perform with 
other data. 

Finally, AnswerTree provides yet 
another analytical algorithm, called 
QUEST. This method is something like 
CART (or C&RT), but has a speedier 
algorithm. Whether it produces results 
that are as good is another matter, and 
still open to some debate, si nee 
QUEST is a relatively new method (c. 
1997). With AnswerTree, it is there if 
you want it. 

Analytically capable, not flexible in 
output 

As the section above suggests, 
AnswerTree is analytically versatile. 
Also, as a reminder, it offers the option, 
with its server version, of tearing into 
a huge database in its entirety. 

AnswerTree seems very capable 
analytically, but not flexible in its out­
put. It offers the user a lot of informa­
tion, but does not allow much cus­
tomization in presentation. This may 
be more of a problem to your review­
er, who wants all his results to look 
just so, than to many users. 
AnswerTree has advanced substantial­
ly over its last version, in that its tree 
diagrams now paste nicely into pro­
grams like PowerPoint, where you can 

1.-----~ --'---[----.::::~::::J I 

bitmaps, which are just collections of 
dots, and so not readily edited.) 

As Figure 3 shows, the basic inter­
face in AnswerTree is rich in informa­
tion. This shows the first split in a clas­
sification tree (CHAID) analysi . In 
the main (largest) window, you see 
detailed information about the ignifi­
cance of the split, and how the distrib­
ution of responses shifts in each of the 
groups formed. 

Somewhat less clear is the indication 
of just exactly how the groups are 
defined. For instance, you have to 
know something about the data to fig­
ure out just what a response of 
"<=Yes" means. For instance, you 
would not know if this category 
includes "No" or not unless you knew 
the number codes involved. 
Unfortunately, the level of detail you 
see in the diagram is all you can get. 
You cannot get the specific categories 
included in "<=Yes" to be shown. This 
is a really salient shortcoming in the 
display of results. In fact, the way that 
the specifics appear in each box (or 
"node") in the tree also is set. You have 
a choice of a display like this , or this 
display with a small chart added below 
the distribution of responses. Asking 
for a more compact display, or one that 
omits some of the information shown, 
just isn' t possible. 

NodeO 
Cel~ Yo n 

• Poof 12.74 85 
• Foir 9.75 65 
• Good 19.94 133 
• Ve<ygood 31.63211 
• Ex~ 25.94 173 

Total 100.00 667 

I I= 
Have 1roUlle reachilg a represertatiYe "'*· P-~.0000, O'i--eoo88.4533, d1•1 

Node 14 Node 15 
Celepory Yo n Cel~ Yo n 

• Poof 38.46 40 • Poof 7.99 45 
• Foir 1827 19 • Foir 8 .17 46 
• Good 21 .15 22 • Good 19.72 111 
• Ve<ygood 14.42 15 • Very good 34.81 196 
• Ex~ 7.69 8 • Ex~ 29.31 165 

Tolol 15.59 104 Tolol 184.41 563 

R~ 

Figure 3: The interface of Answer Tree. 

edit them. (In earlier versions, the tree 
diagrams could be pasted only as 

If you look back at the first tree dia­
gram sample in this section, you will 

see that only one category of response 
(the percentage who quit) appears in 
each box. If AnswerTree produced that 
diagram, it would print out both the 
percentage who quit and the essential­
ly redundant information about the per­
cent who did not quit. (Percentage who 
did not quit equals 100 percent minus 
the percentage who did quit.) With an 
AnswerTree diagram, you would need 
to trim out the information you did not 
want from each node in the tree. 

Looking at the smaller windows in 
Figure 3, you also can see that a chart 
of the node highlighted in the larger 
window (it has a dashed line around it) 
is produced automatically (see the 
lower left corner). Above that, an over­
all diagram of the tree appears. There 
is so me ve ry st range numbering 
appearing in that diagram. At the top 
there is a box or node numbered "0" 
and then two nodes below it numbered 
" 14" and "15" respectively. You might 
think, a your reviewer does, that the 
numbers 1 and 2 naturally should fol­
low from 0, but this is not necessarily 
the case in An werTree. The reason 
for the high numbers on these nodes is 
that I tried several other pos ible pre­
dictors in that location before ettling 
on the one you see there as most use­
ful for presentation. Unfortunately, 
AnswerTree insisted on giving new 
numbers to all the nodes tried and dis­
carded, which seems like (to put it 
mildly) a non-optimal approach. A pro­
gram that can do all the intensive cal­
culations required in thousands or mil­
lions of comparisons ought to be able 
to start counting with the number 1 . 

At the bottom of the diagram, you 
see some tabs that point to further 
information about the tree. The gains 
analysis can be a very helpful supple­
ment to the tree diagram itself. The 
gains chart shows a great deal of detail 
about the groups at the end of the tree 
(the so-called "terminal nodes"), but 
not about the sequence of events that 
led to the group 'formation. The gains 
chart gives another way to organize 
and augment the information in the 
tree diagram. As trees get larger, there 
usually is not a straightforward pro­
gression from (say) very high inci­
dence of the group being studied to 
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very low incidence of that group, as 
you move acros the groups at the bot­
tom of the tree diagram. The gains 
chart shows these groups in order of 
incidence, either from low to high or 
from high to low, and gives many other 
stati stics about each group. 

Ideally, a gains chart should give the 

the tree diagram th ey most like ly 
would belong. 

An werTree also does not allow the 
user to do anything with the data -
other than identify whether each vari­
able is categorical, ordinal, or contin­
uous, inside the program. For instance, 
you cannot "map" data- doing oper-

Gain Summary · · · ······· ··· ·· .. ·.· . . : tt~~b~y~ri~f ~~~: :?~~f.S.i l i~~~i ~t::~~r.~i~~ ~;;~~iii~:~ ; x~r.~~ ?.~e:9..~ri~:ii;t:~~=·i~ ic~ · · 
: 'Node :n • No.de' % ' Gain n : Gain (%) : R~sp; % ; ind~x (%) Nod~ n ; Node % : Gain n. 'oain (%i ; Resp .. ~ ; Index (% j 

-- 563 844 165 %4 29 3 11 3 0 56 3 844 165 954 29 3 1130 

: ... : 1..~· ~·····; 4.6 7.7 

Figure 4: A sample gains chart from Answer Tree. 

defining characteristics of the group 
along with all the numbers associated 
with that group. As the small sample 
gains chart from AnswerTree in Figure 
4 shows, the program does not do thi s. 
Rather, it just haws the number that 
the program has given the group, and 
then all incidence figures for the group. 
To determine who actually is in each 
group, you would need to append the 
group de criptions to the AnswerTree 
gains chart yourself. This is a tedious 
process to do by hand, and something 
that a computer program can automate 
easily. However, thi s has not yet hap­
pened with AnswerTree. 

An werTree also produces classifi­
cation rules, which are a simple set of 
if-then statements that describe the var­
ious groups formed. There may still be 
a slight bug in the program in display­
ing the rules. I could highlight several 
of the nodes on the tree diagram and 
get the program to show the rule for 
them at the same time. However, if I 
tried to highlight all the ending nodes, 
and so get rules corre ponding to all 
the groups formed at the end of the 
tree diagram, the program just returned 
a one-line statement. This seems to be 
something that SPSS needs to investi­
gate. 

However, such rules as are generat­
ed can appear in ordinary Engli sh, in 
SPSS syntax , and in a format that can 
be used with an SQL database. Once 
the problem with the rules gets cleared 
up, the program should be very handy 
to use with SPSS itself or with database 
programs for "scoring" people - or 
identifying in which group found in 

29.7 667 100.0 173 100.0 25.9 100.0 

ations such as collapsing the categories 
of a variable if this proves to be valu­
able during an analysis, or changing 
descriptive labels to something that 
proves to be more intelligible. Rather, 
you mu st ex it AnswerTree, do the 
needed tran formations in SPSS, and 
restart the program. 

Unfortunately, AnswerTree appar­
ently does not allow you to "inherit" an 
analysis- that is, to use the settings 
from another project and apply them to 
the one at hand. So it appears that once 
you exit AnswerTree, even if thi is 
just to do a simple re-labeling of vari­
ables, you must set all the required 
parameters fo r the project again. 

To conclude thi s section with some­
thing positive (always good manners 
according to some more influential 
family members), AnswerTree has 
become substantially faster than the 
last version. In the last release, you 
would set up the project, tell the pro­
gram to start analyzing, and then go out 
and make a cup of coffee, hoping it 
would be done before you returned. 
This version till hesitates for a short 
time at the same point in the analys is, 
but seems many, many times faster 
there and overall. The improvement in 
speed is most welcome. 

Costs 
If you have been fo llowing these 

reviews and have an incred ibly reten­
tive memory- or if you have looked 
at enough software yourse lf - you 
will already suspect that the server ver­
sion of AnswerTree is in the enterpri se 
class of software. In ordinary English, 

this means the program can handl e 
larger problems than mere PC soft­
ware, and that it costs far, far more. 
Expect enterprise class software to cost 
somewhere between 1 0 and 1 00 times 
the price of its PC counterpart. The 
erver version of AnswerTree i no 

exception. 
Commercial classification tree soft­

ware, a a cla , tends to be quite 
expensive, so the AnswerTree server 
ver ion i a major in vestment. 
AnswerTree, at about $2,000 for the 
client or PC version , costs less than at 
lea t two main competitor , CART 
from Salford Softw are and 
KnowledgeSeeker from Angoss, Inc. 
The leading "bargai n" in classification 
tree software appears to be the routine 
inc luded in Sy tat program. All of 
Systat, wh ich does a remarkably wide 
range of statistical routines, can be had 
for under $1,500. It includes a full pro­
gram that does CART analysis (or, 
thanks to Salford putting an ® on the 
term CART, C&RT analysis). 

AnswerTree is avai lable as a product 
from a group at SPSS called SPSS BI, 
which presumably refer to the fact 
that they help produce business infor­
mation rather than to any lifestyle pref­
erences. 

Range of capabilities, inflexibility of 
output 

AnswerTree has as wide a range of 
capabi lities as any other classification 
tree analysis program, doing two forms 
of CHAID analys is, along with CART 
(or C&RT) and QUEST. We can have 
little doubt that it is an analytically 
capable program, especially given its 
provenance from SPSS. Its server ver­
sion gives the user the ability to reach 
directly into a huge database housed on 
a large computer and get the large com­
puter to do the analytical heavy lifting. 
AnswerTree is most seriously com­
promised by the inflexibility of its out­
put- wh ich, while generally attrac­
tive, may not meet user ' needs in a 
variety of situations. It also is limited 
by an inability to do even the most 
simple touc h-up or tran format ion 
operations in the program, and by its 
inability to inherit settings from anoth­
er analysis that you already have done. 
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Also, as mentioned earlier, the gains 
charts have a serious shortcoming in 
not providing li stings of the sets of 
variables that desc ribe the gro ups 
emerging from the analysis. 

Users who are not terribly choosy 
about how their output looks most like­
ly will find a great deal to like in 
AnswerTree. Also, users of the last ver­
sion of thi s program are likely to find 
this iteration an improvement. Those 
who are more exacting about their out­
put, though, may find the program very 
frustrating. The basic analytical tool s 
you need for this form of analys i are 
all there, but getting the di splays to 
convey the desired information may 
require an undue amount of work. 

A three-paragraph summary 
Of the thre e SPSS products, 

DeltaGraph 5 appears to have changed 
the most from its last version. It is 
faster, sleeker, and better organized. If 
you are considering a charting and 
graphing package, and especially if 
you want nearly complete control over 
how those charts and graphs look, it is 

doubtful you could do better than this 
package. For those who already have 
owned the product, let 's hope that 
SPSS responds to your reviewer 's tem­
perate entreaties, gets off the stick, and 
makes the needed import functions for 
charts and chart templates from earli­
er versions. 

The upgrades to AnswerTree also 
have been major. The program boasts 
a wide range of analytical methods, 
a nd see ms to have become more 
speedy and efficient s ince the last 
release. However, its lack of flexibili­
ty in output may prove to be frustrat­
ing to those users who - like your 
reviewer - want their findings to con­
vey very specific types of information. 
However, compared with the major 
commercial alternatives, AnswerTree 
does appear to offer more analytical 
power at a less extreme cost. It cer­
tainly appears competent in all that it 
does, and like all classification tree 
programs, provides analytical power 
you cannot find in other methods. 

The base SPSS product , again, 
see m s more like an incremental 

upgrade than anything el se. Many 
use rs will find it s new ability to 
rearrange data files quite helpful , and 
it is filled with many enhancements 
and performance improvements. Those 
of you who want to keep up with the 
latest developments definitely will 
want this release. 

To close with what may be the 
most controversial assertion in this 
entire review, SPSS appears to 
remain the stati stical analysis pro­
gram that best combines depth of fea­
tures and ease of use. Those of you 
who are not worn down to indiffer­
ence by now, and who have con­
trasting points of view, are welcome 
to send rejoinders - very politely 
worded of course - to the reviewer 
at the e-mail address listed. r~ 
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Research Industry News 
continued from p. 15 

Research Organizations (CASRO). 
Also elected as officers at the annual 
CASRO conference in October were: 
Paul Talmey (Talmey -Drake 
Research & Strategy) as chair-elect; 
Dale Lersch (PERT Survey Research) 
as treasurer; Michael Errecart (ORC 
Macro) as secretary. Nick Tortorello 
will serve as immediate past-chair, 
and Diane Bowers as CASRO presi­
dent. Dennis Gonier (DMS/ America 
Online) and Mark Shugoll (Shugoll 
Re search) were reelected to the 
CASRO board along with newly 
elected directors: Roger Bacik (Elrick 
& Lavidge) , Simon Chadwick (NOP 
World ), Kevin Mabley (Cyber 
Dialog ue, Inc.), and David 
Richardson (Wirth lin Worldwide). 
All directors were elected for three­
year term beginning in 2002. 

Harry O 'Neill (RoperASW) and 
Michael Sandler (Re search 1 00) 
were selected to be CASRO's first 
inductees into the newly formed 
CASRO Hall of Honors at the annu­
al conference banquet. The di sti nc­
tion recognizes the honoree ' years in 
the survey research industry as well 
as activities on behalf of CASRO. 
Both received the Gold Star Award 
for Perfect Attendance at all 26 
CASRO annual conferences since 
CASRO 's inception in 1975. O 'Neill 
also received a Lifetime 
Achievement Award for hi s contri­
butions to CASRO and the entire 
research indu try. 

The Qualitative Research 
Consultants Association, Rochester, 
N.Y., has formed a new chapter, the 
Western New York (WNY) State 
Chapter. Co-chairs of the WNY 

Name Creation: Bt<INMronding 

Name Testing. ce.~ 

For Information Contact: John P. Hoeppner 
(480) 488-9660 
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chapter are Lana Limpert, owner of 
TechniClarity, a qualitative research 
firm, and Betsy Friedman, an inde­
pendent qualitative researcher. 
Michelle Soto, project manager at 
Harri s Interactive, serves as ecre­
tary; Claire Heffernan, president of 
Claire Heffernan Associates, is trea­
surer. For more information contact 
Lana Limpert at 716-4 73-5506 or at 
llimpert@aol.com or visit 
www.qrca.org. 

Awards 
London research firm Taylor 

Nelson Sofres (TNS) has received 
U.K.-based Marketing magazine's 
Agency 200 I award for Market 
Research Agency of the Year. The 
Agency 2001 a wards recognized 
excellence within marketing disci­
plines of media, design, telemarket­
ing, PR, and market research. Entries 
were assessed according to a range of 
criteria including creativity, effec­
tive and efficient client service, and 
innovative product development. 

New accounts/projects 
Encino, Calif., research firm E­

Poll ha s signed on Bu ena Vista 
Television, MGM Worldwide 
Television, the Scripp Networks, 
and Studios USA for the launch of 
The EDGE, a sub scription -based 
environment that allows acces toE­
Poll 's database of cu tom and syndi­

cated re earch with report generating 
tools. These clients join the original 
development partners announced last 
Jun e: Twentieth Television 
Di stribution, A&E Television 
Network , Carsey-Werner 
Mand abach Studios, and Warner 
Bro s. Dom estic Television 
Di stribution. 

New companies/new locations 
London-based Web site u abi lity 

testing firm Netusability has opened 
a U.S. division in San Franci co. 

David Bottomley's As ia 

Hong Kong, having joined forces 

with A B S Research, headed by 

Stephen Cheung and Joe Wong. 

Cheung wi ll serve as AMRD's oper­

ations manger; Wong wi II be the 

firm's project manager. The new 

Hong Kong addre s is 20 B, Eton 

Building, 288 Des Voeux Road 

Central, Hong Kong. Phone 852-
2388-3296. 

St. Louis-based Maritz Inc. has 

formed a new division called ONE, 

which will offer brand management 

and consulting services, including 

research and assessment, facilitation, 

measurement and feedback, and pro­
ject management. 

Sunbelt Research Associates 
Inc. , Ju piter, Fla. , has changed its 

name to SRA Research Group Inc. 

Paris-based market research com­

pany, MV2 Group, has opened an 

office in New York: EFG Inc. The 

firm is located at 45 We t 21st Street, 

New York, N.Y., 10010. Phone 866-

334-6927. Fax 866-334-4692. Web 

www.efgre earch.com. 

Company earnings reports 
Rochester, N. Y.-based Harris 

Interactive announced projections 
for its econd quarter of fiscal year 
2002, which ended on December 31. 

The company expected to report Q2 
revenues of between $24-$26 mil­
lion, and a net loss before one-time 
charges, of between ($0.08-$0.1 0) 
per share, a decline from the ($0.17) 
per hare loss reported in the com­
parable period last year. For the quar­
ter, the company expected to see an 
approximate $1.3 million cash loss as 
compared to a $4.2 million cash loss 
for the same quarter a year ago. 
These figure include the Harris 
Interactive subsidiaries MRSL in the 
U.K. and Harri Interactive Japan, as 
well as two months of revenues from 
Total Research, which merged with 

Marketing Research Directions Harri Interactive on November 1, 
(AMRD) is now based in Central 200 I. 
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Product & Service Update 
continued from p. 12 

Other new features in Clementine 6.5 
include: a new sequence algorithm; 
enhanced Web mining CAT; operation 
reordering- Clementine now automat­
ically reorders operations to push more of 
Clementine's execution into the database; 
and expression builder, a mouse-driven 
tool designed to reduce reduces errors by 
freeing users from typing complex or 
lengthy expressions. For more informa­
tion visit www.spss.com/clementine or 
call800-543-2185. 

Scott-Levin debuts online 
research services for 
drug companies 

Scott-Levin Linx, a new series of 
online market research services designed 
to answer business questions for the 

alliance between the two companies . 
The alliance lets MMI integrate a 12-
month, national data feed from Focus's 
The Surveillance Network (TSN)- a 
proprietary antibiotic resistance data­
base - into its report. The MMI study 
will feature top-line information from 
TSN, including the rate of key organ­
isms, a well as their resistance to the 
drugs most frequently included on hos­
pital panels. For more information visit 
www.mrni-research.com. 

Briefly ... 
Schlesinger Associates has opened a 

new four-room focus group facility on 
North Michigan Avenue in Chicago. The 
facility also offers quantitative services, 
online focus groups, and national recruit­
ing. Dan Andrews is facility director. 
For more information visit 
www.schlesingerassociates.com or call 
866-549-3500. 

of qualitative market research tool , 
which enables !tracks customers to 
create their own Web-based surveys; 
field their surveys to 200 target audi­
ences; and analyze the results in real 
time. The new service is available at 
www. insightex press/itracks. 

Precision Research, Inc., Chicago, has 
launched a new Product Retrieval 
Department, which will help clients find 
products for a study, find a competitor's 
brand, and handle consumer complaints. 
The department will be managed by 
Carol Andrews. The ervice includes 
locating, purchasing, and shipping the 
product to the client's desired location. 
For more information visit www.pre­
res.com. 

pharmaceutical industry, is now avail- Stamford, Conn., research firm 
able from Scott-Levin, a Newtown, Pa., InsightExpress has formed a strategic 

London-based Web usability testing 
firm Netusability has launched its 
Customer Experience Platform, a selec­
tion of Web site monitoring, usability 
testing, and online analytics software 
and services for businesses with an 
online channel. For more information 
visit www.netusability.com. health care market research and con- partnership with Saskatoon, 

suiting firm. Scott-Levin Linx offers: Saskatchewan-based !tracks, a provider 
rn~drespon~re~arch,whichpro~d~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
quick design, collection and analysis for 
time-sensitive projects, from urvey on 
awareness/trial/usage to product profile 
and development to name testing; pro­
motional concept/detail aid testing, 
which deliver customer reactions to 
promotional themes, advertising copy 
and positioning strategies; detail follow­
up and recall, which measures physi­
cian recall and reaction to detailing activ­
ities (personal details ore-details); and 
launch capture analysis, which mea ures 
and analyzes brand awarenes , u age 
and uptake during product launches. For 
more information contact Gina Barbetta 
at gina.barbetta@scottlevin.com or vi it 
www.scottlevin.com. 

M M I study incorporates 
proprietary susceptibility 
data 

Market Measures Interactive (MMI), 
Livingston, N.J., will now incorporate 
Herndon, Va.-based Focus 
Technologies' proprietary susceptibility 
data into its annual Antibiotic Resistance 
Study, as a re ult of a new strategic 

• More 
ts more 

We have eleven mall offices (including our newest at Capitol 
Mall in Olympia, Washington) which means you have a wide 
range of choices for data collection. You can choose from the 

midwest in Chicago to the west coast in Seattle, Portland, or 
San Jose with mountain state offices Boise, Salt Lake City, and 
Spokane in between. 

So while we understand the expression "Less is more", when 

it comes to data collection .. . more is more. 
Call us with your next data collection assignment. 

j Consumer Opinion Services " -------We answer to you 
12825 1st Avenue South Seattle, WA 98168 www. cosvc . com 206-241-6050 

Seattle + Spokane + Boise + Portland + Salt Lake City + San Jose + Chicago 
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Survey Monitor 
continued from p. 8 
ous -our weight," says Balzer. 

Yet despite their resolve to lose 
weight, Americans aren't likely to 
begin this year on a diet. Eating 
Pattern in America respondents' 
monthly diet habits during the past 
decade show January to be the least 
likely month to be on a diet. March is 
the month when people start to get seri­
ous about changing their eating pat­
terns. 

Balzer speculates: "Perhaps the drop 

Percent of Adults on All Types of 
Diets from 1989 Through 1999 

January 25% 

February 29% 

March 30% 

April 29% 

May 29% 

June 28% 

July 28% 

August 28% 

September 27% 

October 26% 

November 28% 

December 26% 

Sample: Approximately 3,500 people sur­
veyed monthly during the past 10 years 
Source: The NPD Group, Inc. 

in dieting in January is because 
Americans like to start the year think­
ing that they will get in shape and begin 
exercising more. By March, they find 
it's easier to lose weight by cutting 
back on their food intake." 

The NPD Group's 16th Annual 
Report on Eating Patterns in America 
is based on the results of over 30 
research studies conducted by NPD, 
including the daily food and beverage 
consumption of 5,000 Americans. The 
tudies u ed for this analysis included 

proprietary daily food diaries , retail 
sales, kitchen audit , restaurant sales, 
food safety concerns, appliance and 
cookware sales, nutritional concerns, 
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and others. For more information con­
tact Harry Balzer at 84 7-692-1704 or 
harry_balzer@npd.com or vi it 
www.npd.com. 

Detroit leads in 
car-shopper savvy 

If you were an auto dealer, where 
would you like to sell cars and trucks? 
Stay away from Detroit and make your 
way to Portland, Oregon. 

In a study of car- hopper savvy in 15 
cities as well as a national sample, it i 
not surprising that Detroit new-vehicle 
shoppers prove to get the best di s­
counts, haggle the most, have high 
vehicle knowledge and use the Internet 
to find the best deals and make prod­
uct comparisons. 

At the other end of the spectrum, 
Portland new-car shoppers receive the 
smallest discounts, are second-worst 
(behind Seattle) in terms of haggling 
and vehicle knowledge and barely 
above national average in terms of 
Internet usage. 

"Being an Oregon-based company, I 
would have preferred to see Portland 
do better," says Art Spinella, vice pres­
ident and general manager of CNW 
Marketing Research in Bandon, Ore. 
"But Portland resident are known for 
being self-absorbed and more than a 
little arrogant- the perfect attributes 
for high dealer profits ." 

Car Smarts Index 
Detroit .................. 21 . 7 
Los Angeles .. . .... . ...... 21.3 
Princeton, N.J. ..... . . . .... 18.9 
Chicago .... . .. . .. . .... . . 18. 7 
Boise, Idaho ..... . ........ 18.6 
Atlanta .................. 18.4 
Phoenix . ... . . . .. . . .. .... 18.3 
Dallas .......... . ...... . . 17.8 
San Francisco .. . . . . .. . .... 17 .1 
Kansas City, Mo. . . . . . .. . . . 16.6 
New Orleans .. ... . .... .. .. 16.5 
Miami ...... .. ... . . . .. . .. 16.2 
Seattle .............. . ... 15.3 
Washington, D.C. . . . . . . . .. . . 15 
Portland , Ore . . . ... . .... . . . 13.1 
U.S. overall . ..... .. .. .... . 16.9 

The Car Smarts Index is constituted 
from an analysi s of new-vehicle price 
in each city, actual transaction prices, 
typical discounts , the amount of hag­
gling shoppers perform, depth of vehi­
cle knowledge and use of the Internet 

for collecting vehicle information. For 
more information vi it 
www.nvo.com/cnwmr. 

G'day indeed: 
Australians among most 
optimistic people 

Australians, along with New 
Zealanders and Canadians, are among 
the most optimistic people on the plan­
et with regard to the year 2002. 
However, for the econd consecutive 
year, respondents from Kosovo were 
the most likely of 62 countries sur­
veyed to think the year 2002 will be 
better than last year, according to the 
2001 Gallup International Survey. 
Eighty-three percent of Kosovars sur­
veyed said they think 2002 will be bet­
ter than the previous year, with 65 per­
cent of New Zealander , 54 percent of 
Canadians, and 54 percent of Latvians 
also saying they expect 2002 to be bet­
ter. Australians (53 percent said they 
expect 2002 to be better) ranked fifth 
overall on the measure along with 
Denmark (53 percent) , with former 
Cold War rivals the United States (52 
percent) and Russia (52 percent) sev­
enth. Other nation among the 10 most 
optimi s tic about 2002 included 
Norway (51 percent) and Sweden (49 
percent). 

Respondents from Japan (11 percent 
expect a better year in 2002 ) and 
Turkey (13 percent) were the least like­
ly to predict 2002 would be better, with 
respondents from Zimbabwe (14 per­
cent), Bolivia (14 percent), Poland (14 
percent), the Netherlands (15 percent) 
and Austria (16 percent) al o among 
the least likely to be optimistic about 
2002. Respondents from Turkey (68 
percent) and Zimbabwe (68 percent) 
were the most likely to expect 2002 
would be worse than la t year. 
Respondents from Bolivia (56 per­
cent), Poland (51 percent), Hong Kong 
(50 percent), and Mexico (48 percent) 
were al so among the most likely to 
predict 2002 would be worse. 

Asked specifically about economic 
prosperity in the coming year, citizens 
of most countrie were more pes­
simistic about the coming 12 months 
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than they were a year ago. Seventeen 
of the countries surveyed showed an 
increase in their expectations for eco­
nomic prosperity, with 37 countries 
showing a decrease in expectations for 
prosperity, and eight countries that 
were steady or did not ask this question 
last year. Importantly, 35 percent of 
re pondents from the United States (up 
20 percent) predicted that 2002 would 
be a year of economic prosperity, while 
23 percent (up 7 percent) predicted a 
year of economic difficulty. 

On the other hand, Japan ("prosper­
ity" - 4 percent; "difficulty" - 54 
percent) and Germany ("prosperity" 
- 11 percent; "difficulty" - 56 per­
cent) , numbered among the nations 
where more respondents expect eco­
nomic difficulty than economic pros­
perity. Kosovo (64 percent expect eco­
nomic prosperity) was the only coun­
try surveyed in 2001 that showed a 
majority of citizens expect 2002 to be 
a year of economic pro s perity. 
Respondents from Poland (3 percent) 
and Japan were the least likely to 
expect economic prosperity followed 

Half of all respondents in the United 
Kingdom and 54 percent of New 
Zealanders predict 2002 will be a year 
filled with much international discord. 
Once again, Kosovars are the most opti­
mistic about 2002, with 40 percent of 
respondents expecting it to be a peace­
ful year. For more information visit 
www.roymorgan.com/polls/2002/3488/. 

Retailers struggled to 
respond to customers' 
e-mails during holiday 
season 

New York -ba sed research firm 
Jupiter Media Metrix reports that 
brick-and-mortar and online-only 
retailers struggled to respond to cus­
tomer service e-mails quickly during 
the 2001 holiday season. According to 
data from a December 2001 Jupiter 
Customer Service WebTrack, just 30 
percent of all retailer tracked resolved 
basic customer service requests online 
within six hours. While this is a slight 

improvement over the previous quar­
ter's 27 percent, Jupiter analysts advise 
retailers to concentrate on retaining 
customers acquired during the holiday 
season by reaching out to those that 
bore the brunt of slow respon e. 

"Santa might be relaxing now, but 
retailers can ' t," says David Daniels, 
Jupiter senior analyst. "The implica­
tions of unsatisfying online service 
remain particularly harsh. These are 
peak return and customer service 
weeks for retailers to focus on retain­
ing holiday shopping customers. 
Retailers must scrutinize online cus­
tomer service response times, contact 
center service levels and staffing 
resources. " 

Jupiter's Web Track data indicate that 
while a greater percentage of online­
only retailers (33 percent) responded to 
customer service e-mails within six 
hours than brick-and-mortar retailers 
(28 percent) did, online-only retailers 
were less res pon si ve overall. 
According to the Web Track, 40 percent 
of online-only retailers took more than 
three days to respond or did not 

by the Netherlands ( 5 percent), .----------------------------­
Lithuania (6 percent) and Finland (6 
percent). Australia (14 percent, up 3 
percent from a year ago) ranked an 
equal 38th on this issue, along with 
Bulgaria and the Czech Republic. New 
Zealand (26 percent, down 1 0 percent) 
ranked 13th. Respondent from 
Zimbabwe (65 percent expect eco­
nomic difficulty in 2002) and Poland 
(59 percent) , on the other hand, were 
the most likely to say they expect eco­
nomic difficulty in 2002. 

When respondents from the world 's 
flash points were asked if they expect 
2002 to be a peaceful year, free of inter­
national di cord, a troubled year, or one 
that is about the same as last year, 48 per­
cent of Americans, 43 percent oflsraelis, 
51 percent of Indians, and 40 percent of 
Pakistanis predicted a troubled year in 
2002. Austrians were the most pes­
simistic of all the countries, with 64 per­
cent expecting 2002 to be a troubled 
year, followed by Germany, Spain (both 
61 percent) and Mexico (58 percent). In 
Australia, 53 percent (up 14 percent 
since 2000) believe 2002 will be a trou­
bled year while 10 percent (up 2 percent) 
expect a more peaceful year than 200 I . 

All Branding Begins with the 
Brand Name 

Entering a market without the 
best possible strategic image 
positioning and brand name could 
be a costly mistake 

Goldman & Young is the recognized 
industry leader in creating innovative 
company and product brand names 
that meet a client's specific marketing 
goals and can be trademarked for 
national and international use 

Our state-of-the-art Linguistic 
Architecture™ process contains the 
building blocks that deliver exciting 
on-target brand names for the 
automotive, pharmaceutical, 
healthcare, consumer, 828 and high 
technology market segments 

Work with highly skilled marketing 
and branding pros for guaranteed 
outstanding results 

Core Branding Capabilities: 

• Strategic Analysis & Positioning 

• Name Development 

• Brand Research 
-Qualitative, Quantitative & 

Internet Studies 

- Pharmaceutical Name Testing 
to support FDA nomenclature 
regulatory requirements 

• Trademark Evaluation 

• Foreign Language Review 

• Visual Identity & Brand 
Architecture Design 

Goldman& Young Group 
Creating, Building and Managing Brands 

545 Mad1son Avenue New York. NY 10022 Tel : 212·223·1308 Fax: 212·223·2916 www.golddmanyoung.com 
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respond to e-mails at all, compared 
with 28 percent of brick-and-mortar 
retailers in the same category. 

A majority of consumers (57 per­
cent) polled in a November 2001 
Jupiter Consumer Survey said that 
the speed of a retailer's response to 
customer service e-mail inquiries 
would affect their decision to make 
future purchases from the particular 
Web site. Jupiter analysts have found 
that the impact of poor customer ser­
vice online cascade across channels. 
According to the survey, 53 percent 
of consumers said they would be less 
likely to buy again from a retailer's 
offline store if they had an unsatisfy­
ing experience with the online store. 
Only a mere 3 percent of consumers 
surveyed indicated that online ser­
vice would not affect their future pur­
chases or that they would continue to 
buy from the merchant regardless of 
price. 

"It's time for retailers to focus on 
the basics and invest in critical e­
mail customer service automation 
systems. A recent Jupiter Executive 

Survey found that only 43 percent of 
Web sites have an e-mail automa­
tion system. This in part explains 
this season's lackluster online cus­
tomer service performance," Daniel 
says. 

Instead of issuing deep dollar dis­
counts to appease disgruntled cus­
tomers , retailers must explain to cus­
tomers the changes they are imple­
menting to improve the quality of ser­
vice. Jupiter analysts advise retailers 
to invite customers to contribute to 
this process by using Web-based sur­
veys to collect customer feedback and 
capture individual preferences. 
Furthermore, retailers should use cus­
tomer interaction records and histor­
ical response time data as an attribute 
to earmark the profiles of customers 
that had a sub-par shopping experi­
ence. According to Jupiter analysts, 
this data can be used to fuel person­
alized marketing campaigns at a later 
date just for this audience. 

Methodology: In December 2001, 
Jupiter mea ured the Web sites of 250 
leading companies in the automobile, 
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bu iness-to-business, consumer pack­
aged goods, finance, health, music, 
retail , and travel industries. The sites 
were se lected based on a mix of 
Jupiter 's judgment of the most impor­
tant and representative Web sites in 
each space, and the Media Metrix 100 
most popular sites for October 2001. 
The observation data were logged in 
a large, longitudinal WebTrack data­
base that Jupiter began building in 
1996. 

For the November 2001 Jupiter 
Consumer Survey, Jupiter designed 
and fielded a survey to online con­
sumers selected randomly from NPD 
consumer panels. A total of 2,110 
individuals responded to the survey. 
Re pondents received an e-mail 
invitation to participate in the survey 
with an attached URL linked to the 
Web-based survey form. The sam­
ples were balanced by a series of 
demographic and behavioral charac­
teristics to ensure that they were rep­
resentative of the online population. 
Demographic weighting variables 
included age, gender, household 
income , household education, 
household type, region, and market 
size. Additionally, Jupiter weighted 
the data by AOL usage, online 
tenure, and connection speed (broad­
band versus dial-up), three key 
determinants of online behavior. In 
this survey effort, Jupiter worked 
with NPD on the technical tasks of 
survey fielding, sample building, 
balancing, and data processing. For 
more information visit 
www.jmm.com. 

California businesses 
still cite energy costs 
as top concern 

About two-thirds of California 
businesses polled say that they have 
a "generally negative" feeling about 
deregulation in the state and more 
than 80 percent cite the cost of ener­
gy as a top concern, according to a 
recent survey conducted statewide. 

The survey also revealed that more 
than three-quarters of businesses 
polled are displeased with the sus-
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pension of direct access on 
September 20, 200 I , by th e 
California Public Utilities 
Commission. Under C a lifo rnia 's 
original electric deregulation plan, a 
direct-access provision allowed busi­
ness and residential customers to pur­
c hase electricity from alternative 
energy erv ice providers outside of 
their local utility, typically at a lower 
pnce. 

In the wake of the suspension of 
direct access, 77 percent of business­
es polled say energy efficiency now is 
"very important" to them and many 
are actively seeking out companies 
to develop potential energy-saving 
opportuniti es in diverse buildin g 
types and locations. In addition, they 
are seek ing help from energy service 
providers to implement strategies that 
will allow them to capitalize on cost­
co ntrol meas ures, energy-pricing 
o pportunities and reduced market 
risk. 

Market Strategies, a Detroi t mar­
keting research firm, conducted the 
survey October 29-31, 200 I , polling 

energy manage ment profess ion als 
from the manufacturing, transporta­
tion , retai I, pub! ic administration, 
education and health care industries. 
Commiss ioned by Sempra Energy 
Solutions, a San Diego-based retail 
energy services company, the survey 
focused on businesses throughout the 
state with an annual electric bill of 
about $500,000. 

"It 's understandable that business­
es are now struggling to cope with 
the re-regulation of the California 
electricity market and suspension of 
direct access," says Mark Camack of 
Market Strategie s . " The s urvey 
shows that customers are exploring 
their options in energy-efficiency 
improvements as the principal way 
to control their energy costs." 

" Clearly, California customers 
know that controlling their energy 
consumption is critical to the bottom 
line," ays Bob Dickerman, president 
of Sempra Energy Solutions. "The 
survey demonstrates that, with com­
panies now facing fixed market prices 
and no ability to secure their own 

commodity deal s, they need to focus 
on making changes that reduce con­
sumption- changes that pay off very 
rapidly. " 

Some improvements businesses 
can implement for quick savings 
include substituting antiquated light­
ing systems with newer, more effi­
cient ones and replacing standard 
electric motors with premium-effi­
ciency motors on equipment, such as 
exhaust fans , water chilling and heat­
ing pumps , and vacuum and pool 
pumps. Large businesses also can uti­
lize real-time controls on equipment, 
such as heating, venti lation , refriger­
ation and air-conditioning systems, 
elevators and escalators. 

"Executives responsible for energy 
management understand that the 
more precisely they can control and 
forecast power needs, the easier it is 
for them to save money," says 
Dickerman. "By implementing ener­
gy-efficiency programs today, com­
panies will be better positioned to 
make the right decision , when direct 
access returns to California." 
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Mixed methods 
continued from p. 21 

to concentrate on that phase and not to 
host the survey myself. I found a ser­
vice provider, NetReflector.com, whose 
business model seemed to fit my needs. 
The process went smoothly. 
Programming the survey one more time 
wa tedious, but necessary to running 
parallel forms. It was also slow, even 
with a DSL line, compared to PC-based 
programming. While I did not take 
advantage of all the analytical capabil­
itie that NetReflector provided, I found 
one aspect very useful. They provided 
the researcher - and anyone else she 
shares the appropriate URL with -
with real-time "marginal" analysis. In 
this project, this offered reassurance 
that things were working, that respon­
dents were interpreting questions right, 
while the continuous count allowed me 
to tailor the right level of e-mail 
"bursts." 

Finding good li ts was more prob­
lematic. I had a couple of leads from 
book and articles, and some sugges­
tions from my client's direct marketing 
arm. My trusted li t broker deals with 
many e-mail campaign , but could not 
help me. So back to the Web. I consid­
ered panels, but the vendors I spoke 
with could not provide the right quali­
fying sorts. 

After an extensive review process, I 
chose two list sources . One, 
101Communications, provides e-mail 
addresses from their print magazine 
ubscriber lists. This was a clear paral­

lel to the disk-by-mail case - while 
there was a limited number of ort cri­
teria, most people had provided enough 
information about themselves that the 
criteria could be used. The ervice they 
offered was straightforward. Once I 
specified the list, they would send me 
an e-mail pretest of my offer copy, and 
then mail in bulk. All responses would 
go directly to the client site, without 
being routed through their URL. 
Because of this, no historic response 
rate data was available. 

The second source, Po tmaster 
Direct, had a very different service. 
They broker lists from many different 
sources, including many Internet-gen­
erated lists, and claim that the names on 

58 

their list are "double opt-in"- i.e. , peo­
ple have confirmed their willingne to 
accept e-mails on specific subjects. 
Their system allows you to build any li t 
you want, using key word searches 
online to identify a "list" (often one cut 
of a larger list, defined by product inter­
est, for example). For each list, you can 
dig down one or two layers to find 
demographics and average hi storic 
re pon e rates. 
If there are 
multiple lists 
that meet the 
criteria , it is 
even po sible 
to prioritize by 
response rates. 
Once you 
build to com­
posite list, the 
system elimi­
nates dupli­
cates and the e­
mails are sent. 
If you choose 
to route 
response s 
through them 
(i.e., put a 
URL as igned 
by them on top 
of the survey 
URL) they can 
provide real­
time click­
through data 
on your mail-
ing (for exam-
ple, how many 
and what pro-

Project Flow 

Close, 
download 
dataset 

portion of the e-mail recipients hit the 
survey URL). 

While the disk-by-mail survey was 

Table 1: Structure of sample 

Ust Ouallflcatloncntena 

Disk·by·Mall 

Wm2000 Mag Networks1ze:lllle 

E·maii/Web 

executed as a single shot, the possibili­
ty of continuously monitoring margin­
als, and the relatively short turnaround 
on e-mail bursts made it possible to fine­
tune the number of e-mails sent. 

Not quite nirvana 
All thi s is not quite the digital nirvana 

that it seems. In Web-generated li sts, 
only a few people had submitted all the 

Figure 1 

demographic data that was requested. 
You may know that 70 percent of the 
list is IT professionals, but you are pow-

tncent1ve 

$t , Summary report 

Subtect Lme 

Message Number Sent 

t ,OOO 

PostMaster-Direct Composite (t8 lists) Pos111vely identified as IT, productmteresl Draw for $500. Summary report A 4.256 

PostMasler·Difecl Compos1te: Second ma1lmg Same as above Draw for $500. Summary report Last Chance/A 4 256 

PostMasler·D~recl Tech Target Spill mailing A Product1nterest Draw for $500. Summary report A 1.714 

PostMaster-Direct Tech Target Split mailing B Product mterest Draw lor $500 Summary report B 1.714 

101 Commun1ca110ns vanous magaz1nes Network s1ze. t1lle. productmterest Draw for $500. Summary report A 4 000 
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erless to exclude the 30 percent who are 
not. While product interest sorts were 
available, company size was not. Also, 
click-throughs are just that - many 
people click to the survey, take one 
look, and click right on back. 

While the Web sites of the companies 
I dealt with were bulging with infor­
mation , the process actually reinforced 
the value and efficiency of one-on-one 
conversation with a knowl edgeable 
human. A five-minute conversation 
which deal s with issue at the right 
level can substitute for an hour of min­
ing a Web site. And people develop 
experti se: while the composite li st I 
built by rigorous extractions from 80 
different sources drew well , its results 
were matched by a li st that had not 
turned up in my search , that my sales 
rep recommended in-person. 

The project flow is shown in Figure 
1, while the lists that were used are 
shown in Table I. 

Response rates 
Over 10 percent of the di sk recipients 

responded. This compared to 15 per­
cent to 20 percent for blind surveys two 
years ago, but with different li sts and 
topics. Thirty percent of these respon­
dents preferred to answer on the Web, 
which required them to key in a 36- let-

Table 3: Percentage of surveys submitted that were complete 

List % complete 

Win2000 Magazine: disk/mail responses 91% 

Win2000 Magazine: disk/Web responses 80% 

PostMaster-Direct Composite (18 lists) 68% 

PostMaster-Direct Composite: second mailing 61% 

PostMaster-Direct Tech Target 62% 

101 Communications: various magazines 85% 

data in the survey, giving an effective 
response rate of 1.7 percent (Table 2). 

Even when people started the sur­
vey, they dropped out before comple­
tion . Subscription li sts and di sks were 
best, followed by subscription li sts on 
the Web, then Web li sts, on the Web 
(Table 3). The inability to screen for 
large companies showed up in the 
responses. The Web-based lists had just 
13 percent of respondents from large 
companies (Table 4). 

"No"). I suspect that we might have seen 
wide variations with different incentives, 
but we were unable to conduct a test in 
this area. 

Subject line key to e-mail response 
On an e-mail, the only thing that the 

respondent may see is a subject line. Of 
two different subject lines sent over the 

Table 2: Response rates for different lists: Web survey 

Does source affect response? At one 
level , yes; but it was a second-order 
effect. There were about 70 variables in 
my results where it was possible to make 
a simple t-test comparison. Comparing 
all e-mail to all disk, there were multi­
ple differences, but if I controlled for 
size of organization- our most impor­
tant demographic distinction- most of 
these disappeared, leaving only three 
relatively unimportant differences. In 
general, respondents from larger orga­
nizations responded in very similar 
ways, whether they had received the 
disk or the e-mail. However, there were 
minor differences when we looked at 
specific industries- for example, gov­
ernment respondents receiving diskettes 
were more likely to respond by disk, 
while computer software respondents 
receiving the same mailing often 
answered by the Web. 

List 

PostMaster-Direct Composite (181ists) 

PostMaster-Direct Composi te Second mailing 

PostMaster-Direct Tech Target/Message 1 

PostMaster-Direct Tech Target/Message 2 

101 Communications: various magazines 

ter URL. The comparable rate two 
years ago was about 3 percent. 
Damaged di sks, unqualified respon­
dents, and blanks reduced the effective 
response rate to 8.5 percent. Responses 
to thee-mails peaked about a day after 
their being sent, and had dried up with­
in five days. For the e-mail li sts, click­
through rates ranged from I .8 percent 
to 4.6 percent, but there was a fall-off 
between thi s and actually providing 

Click-throughs Started survey 

Not chosen 2.20% 

1.80% 0.87% 

4.60% 2.20% 

3.20% 1.60% 

Not avai lable 0.75% 

same split list, one had a 38 percent 
hi gher response than the other. This is 
shown in Table 2. 

Once our drop-dead date was reached, 
NetReflector downloaded the data to me 
in Excel format, and I loaded it into the 
disk-based database. This required some 
non-intuitive manipulations- what one 
tool coded as " 1" (leaving everything 
else as missing data) , the other one 
coded a "Yes" (coding non-selection as 
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Cost 
Getting data from IT people is expen­

sive, no matter how you do it. It was 
hard to do a rigorous head-to-head 
comparison because the fixed and vari­
able cost structures are different for 
each case and because some of the disk 
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Table 4: Percentage of Respondents with >500 PCs 

Disk-by-Mail: Windows 2000 

PostMaster Direct: various 

101 Communications: various 

respondents had used the Web. 
However, in the interests of providing 
some concrete guidance, I performed a 
post-hoc cost analysis. 

Responses >500 PCs % 

85 43 51% 

249 33 13% 

33 15 45% 

response errors, but there i the same 
concern with phone surveys with low 
response rates. Using dual sources 

Web , seek ing out suppliers and opti­
mizing the design of this study, that 
there are three groups of service 
providers on the Web. One group 
comprises companies that have 
grown up with direct marketing or 
research , and put an e-business front 
end on their established services. 
They have long seen themselves a 
one part of a complex solution, and 
their Web business replicates their 
establi hed se rvice online. While 
these organizations may understand 
research , they do not offer increased 

Looking at the overall responses , 
Web-based responses were less expen­
sive than disk-based response , even 
when I included the hosting costs 
(Table 5) . However, when just the 
prized large company re pondents were 
included, these differences disappeared. 

Table 5: Per case costs: Disk-by-mail and Web 

There did not seem to be any clear 
relationship between list co t and 
response rate for the Web-generated lists. 

Reliability of results 
With response rates as low as these, 

there is a real concern about non-

Initial 

Complete 

>500 PCs 

provided some assurance that findings 
were robust. 

Old vs. new business paradigms 
It seemed to me as I roamed the 

Access to job 
postings is 

just a mouse 
click away 

Mflllflllf.quirks.conJ 

Web Disk 

$24 $69 

$37 $80 

$143 $137 

value in the new technology. 
A second group is technology­

savvy and extends a lot of benefits of 
Internet technology into this envi­
ronment, giving researchers 
unprecedented feedback and control 
of the process . Some of these orga­
nization s tend towards a "be your 
own researcher" message , which 
underplays the difficulty of framing 
research questions, study design , and 
especially conducting thorough 
analysis- all of which are key for 
the robust findings that people need 
for good deci ion-making. 

Third , there are, of course, com­
panies that offer soup-to-nuts 
research focu ed on the Internet as 
the data collection medium- at the 
risk of allowing the data collection 
mechanism to drive the research 
design. 

The data collection mechanism is 
just one of the many design deci­
sions required in good research , and 
the Web is just one more data col­
lection mechanism, however smart. 
My experience with this study has 
hown that the services are now in 

place so that a researcher who is pre­
pared to think things through for the 
needs of a specific project can take 
advantage of Web technology if and 
when it is appropriate. r~ 
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Software Review 
continued from p. 18 

Associates (CHSA) in Oklahoma 
City, Okla., with 35 interview work­
stations connected to 72 lines. Pat 
McFerron , director of survey 
research, describes the increase in 
productivity using Pronto as "tremen­
dous." 

" It has reduced my interviewer 
hours by as much as 50 percent on 
short surveys and even up to 30 per­
cent on those exceeding 20 minutes," 
McFerron says. "It has also allowed 
me to expand my hours of operation 
as I can use a limited number of 
agents to interview during daytime 
hours, knowing that I will have the 
capability to re-call all those not 
reached later in the day." 

A key measure of increased pro­
ductivity is the time interviewers 
spend between calls. At CHSA, this is 
typically down to eight seconds, 
though this will vary a lot according 
to the kind of project. The improve­
ments are also most dramatic where 
interviews are short, but long inter­
views where a high proportion of calls 
are abandoned early, such as after a 
few screener questions, also show 
striking productivity gains. Pronto 
will slice its way through RDD sam­
ples or poor quality samples contain­
ing a lot of disconnected numbers. On 
the other hand, the gains are less dra­
matic on high-incidence studies or 
lengthy interviews, and PD is virtual­
ly no help with B2B work, since the 
phone is generally answered prompt­
ly. 

The Pronto prediction algorithm is 
optimized for market research inter­
views, and will take into account the 
variability of interview length over a 
study. If two or more studies are live 
at once, it will operate a different pre­
dictive model for each one. 

It also gives you great control over 
what Voxco calls "drop" calls - the 
calls you have to abandon because 
more respondents were ready than 
there were interviewers available to 
take the calls. These nuisance calls­
where someone answers the phone 

but the line is dead - are a common 
event in direct marketing, where PD is 
widely used. In research, we need to 
take a more respondent-friendly and 
responsible approach, and keep drop 
calls to a minimum. Again, Pronto 
and Interviewer between them allow 
you to handle these any way you like. 

You can get Pronto to switch out of 
predictive dialing for an instant, to 
what is called "preview dial," where 
the number is presented to an inter­
viewer who clicks a button to initiate 
the call. This is a handy feature, not 
least because you can route any calls 
that were previously dropped to a real 
interviewer - and real quick, if you 
want- something they tend to do at 
CHSA. As a final safety valve, if the 
drop rate rises above a pre-determined 
threshold, it will automatically step 
the whole survey back to preview 
dialing. 

In an equally respondent-responsi­
ble way, McFerron routes any suspect 
calls such as answering machines to a 
live interviewer whenever Pronto is 
not 100 percent sure. 

"This is the advantage of getting a 
market research provider and not just 
one for a sales system," McFerron 
says. "It takes a lot to get the balance 
right. I really like the flexibility of the 
callback module, where you can set 
up your own callback rules so you can 
get through the least amount of sam­
ple." 

He gives the example of how he 
built recall rules to take into account 
church attendance in his state. "A lot 
people will just increase the sample to 
compensate, but this approach means 
you are not skewing the sample." 

Pronto will also provide audio inte­
gration, either to play sounds such as 
advertising jingles down the line to 
the respondent, or to capture open­
ended answers as voice files. 
Although this is not in use at CHSA, 
I have seen it demonstrated. Voice 
capture of verbatim responses will 
not only increase the quality and 
amount of data captured for open­
ended questions, it will also provide 
another productivity boost, as the 
interview is not artificially slowed 
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down by interviewers having to type 
in the answers. 

Ease-of-use 
One of the nicest and, at present, 

unique features of the telephony inte­
gration offered by Voxco is in the 
monitoring capabilities it affords, pro­
viding an audio feed to the supervi­
sor's ear and at the same time a 
screen-pop of the CATI interview 
being completed, simply by selecting 
the interviewer from an on-screen 
floor plan of the telephone room. 

This level of ease-of-use is a hall­
mark of the Voxco package. Most 
functions are carried out using 
Windows-based GUI tools, including 
survey script preparation. McFerron 
estimates it would take a new user 
under two days to learn the basics, 
and in three-and-a-half years he has 
only encountered two problems that 
required a call to support. The dialer 
has also proved to be very stable. The 
most serious problem CHSA experi­
enced, which required a dialer update, 
was fixed in just 20 minutes over the 
phone. 

Speaking to other users, there are 
relatively few problems with the sys­
tem. At times, complex callback rules 
can slow the system down, and when 
problems occur, people have found the 
documentation to be somewhat lacking 
in good examples or step-by-step guid­
ance on what to do. Another disap­
pointment is the analysis suite StatXP, 
which is overdue a major upgrade: 
many Voxco users tend to use the 
excellent export facilities to analyze 
their data in other tab packages. 

Cost and quality benefits 
It is always encouraging to see an 

application of technology that brings 
not just cost benefits but quality ones 
too. One of the most surprising reac­
tions to using Pronto comes from the 
interviewers. They love it, as they get 
to spend most of their time doing what 
they came to work to do - to inter­
view. Without the constant stop-and­
start, they find themselves on a roll, 
and the shift flies by. It is a puzzle to 
me that more people are not using this 
technology. r~ 
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Tracking 
continued from p. 23 

decisions. Product line managers use 
feedback from users of their prod­
ucts to prioritize new features and 

I l• 

the enterprise, helping align objec­
tives and priorities of people across 
all departments , divi s ions, and bus i­

ness units. 

ECEM ROI in e-commerce 
Ariba, a Sunnyvale, 

Calif. , enterprise spend 
management so lution s 
provider, ha s ex peri­

enced a 100 percent 
<'J return on it s ECEM 

investment. Multiple 
factors contribute to thi 
strong ROI (Figure 3). 

The largest contributor 
is increa sed revenue 
resulting from enhanced 

.....__ ___________________ ____, customer retention and 

efficient response . Ari ba has also 
continuou ly improved all of it s 
processes based on ECEM feedback. 
For example, support reps now use a 
customer-preferred contact method 
for communications, speeding prob­
lem reso lution time. By making pos­
itive feedback very visible, ECEM 
has improved employee morale and 
retention . Ariba managers proactive­
ly di ssem inate pos itive feedback and 
use it to drive rewards and recogni­
tion . Finally, product-related feed­
back has enabled Ariba to deliver 
new products/services more quick­
ly. As a result of these and other 
actions , overall sa ti s faction 
improved by a full half-point in six 
months. "Online customer feedback 
helps us retain valued customer and Figure 2: Interactive reports ("dashboards") deliver the right feedback 

to the employees who can act on it in real-time. 
advocacy. ECEM 

plan marketing campaigns. Customer enables Ariba 
emp loyees to 
address customer 

concerns and 
opportunities 
immediately. 
Very often, cus­

tomers are more 
satisfied and loyal 
if concerns are 

dealt with swiftly 
- thus demon­

strating a uppli-

4. Po~onallzod 
email 
Invitation sent 
to custom•r. 
who 
complotos 
survey 

5 . Ontlno dashboards. 
analytlcs. and alerts 
updated lhroughout 
the enterprtsa in reaf · 

ECEM ~~· -:-- -

·~-----------:-~••••••~ !Syl•:mcus~mor -~~ _· -

~ \ ~~::~~aMy ::::~!t ,.. - -
1 . Cus~mor \ \ transtorrod Into CRM 

servic:o is \ \ trom CRM to systom _ 
do'v.,.d \ \ OCEM system _ _ 

:~:~:~.. \" ,.;;::::::-
chat 

RM System 

ervice reps are empowered to 
improve their kills and work habits 

by responding to feedback from cus­
tomers they have served. Web oper­
ations uses feedback to enhance Web 
site effectiveness; manufacturing 
uses feedback to enhance product 
reliability. ECEM "data marts" -

central repositories of customer feed­
back easi ly accessible to authorized 
users throughout the enterprise -
enable managers at all levels to mon­
itor and manage performance in real­
time. ECEM real-time alerts drive 
workflow and enable immediate 
responses to customer concerns and 

opportunities . ECEM ystems pro­
vide a better, common understand­

ing of the external world throughout 

er's respon s ive- Figure 4: 360-degree integration of ECEM system with CRM system. 
ne ss - than if 
concerns never arise in the first 

place. Keeping just one customer 

from defecting to a competitor, or 
winning one new customer throu gh 

word-of-mouth, will often more than 

Five Factors Contributing to ECEM Return on Investment 

1. Increased revenue and profit resulting from enhanced customer 

retention and advocacy 

2. New processes built around the ECEM system streamline 

operations 

3. Continuous improvements of all processes based on ECEM 

feedback 

4. Positive feedback drives rewards, recognition, and improved 

employee morale and retention 

s. Product-relaed feedback enables delivery of new 

products/services more quickly 

pay for an ECEM 
solution. 

Other factors con-
tribute to s trong 
ECEM returns as 
well. Ariba put new 

proce sses in place 
around its ECEM sys­
tem that s treamlined 
operations. For exam­
ple, technical support 

reps now provide 
immediate follow-up 
on real-time alerts, 

Figure 3: Five factors contributing to ECEM return on investment (ROI). thu s avoiding I e s s 

build life- long relationships," says 
Keith Krach, chairman of the board 

of Ariba. 

ECEM extends CRM at McKesson 
ECEM systems integrate with and 

complement enterprise applications, 
in parti cu lar customer relation ship 

management (CRM) sys tems (Figure 
4). Whil e CRM systems track behav­
ior (which customers purchased how 
much of what and visited which areas 
of a Web s ite), ECEM system s track 
attitudes and intentions (e.g., sati s­
faction , future purchase intentions, 
likelihood to recommend). As a 

result , ECEM show why particular 

results occurred that were reported 
by CRM. 

For example, CRM systems may 
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indicate that financial services cus­
tomers in the northeast region bought 
10 percent less of product X last week 
than they did in an earl ier week. 
ECEM systems can indicate that that 
drop in sales was due to dissatisfac­
tion with reliability of product X; a 
lack of technical skills in the repre­
sentative that serves those cus-

Later, selected customer feedback 
can be sent from the ECEM to the 
CRM system to become part of the 
customer record, if desired. Such 
360-degree integration enables a sup­
port rep contacting a customer to be 
particularly sensitive to satisfaction 
drivers , such as technical skills, 

satisfied on the last interaction. 
ECEM systems also integrate with 

e-commerce Web sites to enable all 
departments that support e-com­
merce - such as Web operations, 
on line marketing, product manage­
ment, online fu lfil lment, and busi­
ness development- to act immedi­

ately on real-time feedback 
tomers ; the introduction of a 
superior product from a com­
petitor in that region; or a com­
bination of the above factors. 

.--- - --------------------... from online customers and 

By integrating with a CRM 
system, an ECEM solution, be it 
internal or outsourced, becomes 
an integral part of an enterprise 's 
information network. At 
McKesson Information 
Solutions, Alpharetta, Ga., for 
example, ECEM extends its 
PeopleSoft CRM system. Each 
night, the PeopleSoft system 

1•-,.ufa r .. /\\AI' 
r..a.l...L.L.ut U 

prospects. Web site visitors 
can be surveyed as soon as 
they complete a transaction 
or, as in the case of Humana, 
Inc., a Louisville, Ky., 
health services company, as 
they exit a site from any 
page (Figure 5). Smart 
ECEM questionnaires 
reflect customers' purchase 
histories or sections of the 
site visited. 

sends to ECEM a data file con- Figure 5: A visitor is invited to provide feedback on overall Web site effec- Global ECEM at Nortel 
taining records of customer cases tiveness after exiting Humana site and going to Yahoo. ECEM systems integrate 

closed the previous day. ECEM first promptness , or courtesy, with which with all enterprise databases, not just 
applies business rules to determine the customer may not have been fully CRM. Integrating with supply chain 
which customers will be asked for 
feedback. Typically, only customers 
who have not previously been sur­
veyed in the last 45 days will be 
asked , to avoid over-surveying cus­
tomers. ECEM then generates a per­
sonalized e-mail invitation to each 
customer requesting feedback 
through an online survey. The ques­
tionnaire seen by the customer is 
completely tailored to the customer 
and ca e, based on information pro­
vided by the CRM system. Because 
of the personalization and ease with 
which customers respond, McKesson 
enjoys response rates of nearly 60 
percent to the survey. 

~~~~~~======================~ 

As soon as the customer completes 
the survey, online reports and ana­
lytics are updated for, and alerts e­
mailed to, the appropriate employ­
ees throughout the enterprise in real­
time. Authorized employees can use 
information from the CRM system 
-for example, case type, severity, 
sales region, customer ize or type, 
product type, service rep , day of 
week, or time of day - to analyze 
data to pinpoint responsive action . 
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Productj Servlte Attributes 
: • Accenlbfllty of serviCe .toent 
• • Technical skills 

• Speed of retolutlon 
• Court•y 
• Qulllity of status reports 

drives 

management systems provides real­
time feedback from suppliers; with 
HR systems, from employees; and 
with enterprise resource planning 
systems, from internal customers of 
finance and operations. 

tomer base in 
15 different 
languages, 
ranging from 
French and 
Spanish, to 
different 
Chinese 
dialects , " 
say Richard 
Jung, vice 
president, 
marketing , 
Norte! 
Networks. 

• Effectlveneu of solution provided 

Customer 
Satisfaction, 
Retention, 
Advocacy • Effectiveness of escalation 

• etc. 

Toronto-based communications 
firm Nortel Networks uses a com­
prehensive ECEM solution to gath­
er detailed feedback on Nortel prod­
ucts and services from 4,000 key 
customers worldwide. Fifty-four dif­
ferent fields describing customers 
and their purcha es are transferred 
from various Norte! enterprise data­
bases to their ECEM sy tern, allow­
ing high degrees of personalization 
of invitation and questionnaires 
(including language) and precision 
in pinpointing issues and follow-on 
actions. The system is highly vi ible, 
a customer feedback drives incen­
tive compensation for executives 
and managers throughout Nortel. 

lncre11lng Performance by 10% on each Metric Thla Year 11 
Expected to Ylald the Indicated Revenue lncrea111 (SM) Next Year 

- -
Rellablll1y S10 

Ease of use $8.2 

Promptne• $8.1 I 
Technical Skll I s .5 I 

Functlonall1y $4 .3 

I 
Court~ -S2.1 

- -- J 
"We continu-
a II y Figure 6: Enterprise modeling (top) uses ECEM feedback to project impacts on rev-

access enue and profit (bottom) . 
and review the 
ongoing stream of customer data a few months, ECEM solutions 
through ECEM's online reporting, become strategic data repositories 

so we can proactively address our 
customers' needs and drive 
improved satisfact ion and reten­
tion." 

that can help firms prioritize invest-
ments and predict their effect on the 
bottom line. Enterprise modeling 
u e ECEM data to determine the 

"Our ECEM ystem enables us to 
very quickly deploy a complex feed­
back program to our worldwide cus-

Predicting the future 
After gathering feedback for only 

impacts on business goals, such as 
revenue and profitability, of changes 
in performance metrics such as prod­
uct reliability, ease of use, service 
promptness and technical skills 
(Figure 6). These models let man­
agers predict, for example: 
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• ROI by customer, product, chan­
nel, region, department, supplier, or 
employee; 

• areas in which to invest or de­
invest to increase revenues and ROI ; 

• expected financial impacts of 
improvements in performance. 

Enterprise modeling with ECEM 
can show, for example, that 
" improving satisfaction with tech­
nical skills by l 0 percent this year 
can be expected to yield an addi­
tional $5.5 million in revenues next 
year." Such models help ensure that 
enterprises apply capital and people 
most effectively. They also help 
executives justify and attract inter­
nal funding for operations, service , 
and support. 

Like the human sensory nervous sys­
tem, ECEM systems enable enterpris­
es to keep in touch with the outside 
world. ECEM systems are truly the 
eyes, ears, and fingertips of healthy, 
growing enterprise . r~ 
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Dolobowsky Qualitative Services, Inc. 
94 Lincoln St. 
Waltham, MA 02451 
Ph. 781-647-0872 
Fax 781-647-0264 
E-mail : reva@doloqual.com 
www.doloqual.com 
Contact: Reva Dolobowsky 
Experts In Ideation & Focus 
Groups. For 20+ Years. 

D/R/S Health Care Consultants 
121 Greenwich Rd. , Ste. 209 
Charlotte , NC 28211 
Ph . 704-362-5211 
Fax 704-362-5216 
E-mail: drsimon@mindspring.com 
Contact: Dr. Murray Simon 
Qualitative Market Research By A 
Former Provider. 

Erlich Transcultural Consultants 
21241 Ventura Blvd ., Ste. 193 
Woodland Hills, CA 91364 
Ph. 818-226-1333 
Fax 818-226-1338 
E-mail : info@etcethnic.com 
www.etcethnic.com 
Contact: Andrew Erlich, Ph.D. 
Full Svc. Latino, Asian, African-Amer. , 
Amer. Indian Mktg. Rsch. 

Essman/Research 
100 E. Grand , Ste. 340 
Des Moines, lA 50309-1800 
Ph . 515-282-7145 
Fax 515-282-4535 
E-mail: mail@eassoc.com 
www.eassoc.com 
Contact: Deborah Stearns, Rsch. Dir. 
Fuii-Svc. Qual. & Quant. Rsch./New 
Facilities/Moderators. 

\ I 
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Fader & Associates 
372 Central Park W. , Ste. 7N 
New York, NY 10025 
Ph. 212-749-3986 
Fax 212-749-4087 
E-mail: faderassoc@aol.com 
Contact: Linda Hu 
Exp. In Broad Range of Categories, New 
Products, Repositioning, Concept Dev., 
Creative Diag. 
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Focus Latino 
1617 Cabinwood Cove 
Austin , TX 78746 
Ph . 512-306-7393 
Fax 512-328-6844 
E-mail : gcafocuslatino@austin .rr.com 
Contact: Guy Antonioli 
Specialize in Qualitative Hispanic 
Consumer Research. 

FOCUSED Marketing Research, Inc. 
P.O. Box 290 
Bedminster, PA 18910-0290 
Ph . 215-795-9993 
Fax 215-795-9992 
E-mail : quirks@focused1 .com 
www.focusedmr.com 
Contact: Vern Dougherty 
Insightful Analysis & Actionable 
Reports. Consumer, B-to-B, Internet, Rx 
& Pets Products. Call Us Today! 

Franklin Communications 
200 Valley Rd . 
Mt. Arlington , NJ 07856 
Ph . 973-601-0111 
Fax 973-601-01 09 
E-mail: michael@fc4research.com 
Contact: Michael Franklin 
Specializing in Healthcare Research 
Since 1982. 

Global Qualitative Group , llC (GOG) 
One World Trade Center 
121 S.W. Salmon St., 11th floor 
Portland , OR 97204 
Ph . 503-471-1397 or 503-784-5110 
Fax 800-878-1422 or 253-681-8102 
E-mail: ghansen@globalqualitative.com 
www.globalqualitative.com 
Contact: Greg Hansen 
Focus Grps./ln-Depths/Dyads/Triads/Online 
For Technology & Telecomm. Also Edu., 
Utilities, Gov't., Health care. Design/ 
Mgmt./Recruit/Mod./Ana/ysis/Report. 

g r a f f g r o u p f.::r-' 

Graff Group 
10178 Phaeton Dr. 
Eden Prairie, MN 55347 
Ph . 952-829-4640 
Fax 952-829-4645 
E-mail : carol@graffgroup.com 
www.graffgroup.com 
Contact: Carol Graff 
Partnering with Market Leaders to 
Deliver Qualitative Market, Customer & 
Competitive Intelligence, Focusing on 
Bus. -to-Bus. Challenges & Opportunities. 

Hispanic Research Inc . 
1 Springfield Rd . 
East Brunswick, NJ 08816 
Ph . 732-613-0060 
Fax 732-613-8612 
E-mail : info@hispanic-research.com 
www.hispanic-research .com 
Contact: Ricardo A. Lopez 
Contact: Otto Rodriguez 
Consulting Firm Specializing In U.S. 
Hispanic Market. Serving Firms 
Targeting U.S. Latino Market. Offices: 
Miami/New York. 

~H Y P N 0 SIS 
~)FOCUS GROUPS 

Hypnosis Focus Groups 
39 Acacia Tree Lane 
Irvine, CA 92612 
Ph . 800-646-4041 or 949-551-3400 
Fax 949-551-3419 
E-mail : hgqandqres@aol.com 
www.hypnosisfocusgroups.com 
Contact: Hal Goldberg 
Free Demo Video, Fortune 500 & Major 
Ad Agency References. 

Image Engineering · 
Image Engineering , Inc . 
10510 Buckeye Trace 
Goshen, KY 40026 
Ph. 502-228-1858 
Fax 502-228-2829 
E-mail : listening@imageengineering.net 
www.imageengineering .net 
Contact: Michael C. Sack 
Image Engineering's Unique Visual 
Approach Uncovers Consumer Insights 
Unattainable Via Traditional Approaches. 

insight europe gmbh 
Turmstr. 5 
60385 Frankfurt 
Germany 
Ph. +49-69-956366-0 
Fax +49-69-956366-11 
E-mail : eva@insighteurope.de 
www.insighteurope.de 
Contact: Eva Caspary 
International Full-Service Institute, 
European Coordination, In-House 
German and French Moderators, Also 
Bilinguals. 

Insight Research Associates 
500 N. Wells St. , Ste. 300 
Chicago, IL 60610 
Ph . 312-595-9500 
Fax 312-595-9980 
E-mail : insight@insightresearch.net 
www.insightresearch.net 
Contact: Mark lngwer, President 
Full-Service Qualitative Research. 
B2B, Kids/Teens, Financial, Healthcare, 
Technology, Niche & Media. 

Knowledge Systems & Research, Inc. 
500 South Salina St. , Ste. 900 
Syracuse, NY 13202 
Ph . 315-470-1350 
Fax 315-471-0115 
E-mail : HQ@krsinc.com 
www.krsinc.com 
Contact: Lynne Van Dyke 
Fuii-Svc./AII Expertise In-House/ 
Strategic Focus/B2B. 

www.quirks.com 

leflein Associates , Inc. 
1 Bridge Plaza 
Fort Lee, NJ 07024 
Ph. 201 -363-1661 
Fax 201-363-1663 
E-mail : bleflein@leflein com 
www.leflein.com 
Contact: Barbara Leflein 
Strategic Focus. Experience In Broad 
Range of Categories. 

Leichliter Ascts . Mkt. Rsch ./ldea Dev. 
P.O. Box 788 FDR Station 
New York, NY 10150-0788 
Ph. 212-753-2099 
Fax 212-753-2599 
E-mail : leichliter@aol.com 
www. leichliter.com 
Contact: Betsy Leichliter 
High-Yield Focus Grps., Interviews, 
Worksessions. Classic & New 
Approaches. Face-to-Face/Phone/ 
Internet. NYC & Chicago Offices, Global 
Resources. 

loretta Marketing Group 
13935 S.W. 102 Court 
Miami , FL 33176 
Ph. 305-232-5002 
Fax 305-232-801 0 
E-mail: lmg801 O@bellsouth.net 
Contact: Jim Loretta 
U.S. Hispanic/Latin Amer. Consumer 
Rsch. 25 Yrs. Exp. Bilingual/Bicultural. 
Born in Mexico/Educated in the U.S. 

l ow + Associates , Inc . 
5454 Wisconsin Ave ., Ste . 1400 
Chevy Chase , MD 20815 
Ph . 301-951-9200 
Fax 301 -986-1641 
E-mail: nrussell@lowassociates.com 
www.lowassociates.com 
Contact: Nan Russell, VP Mkt. Intel. 
Health/Fin./Cust. Sat. Upscale FG 
Facility. Recruit from MD, DC, N. VA. 
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Marketing Advantage Rsch . Cnslts ., Inc. 
2349 N. Lafayette St. 
Arlington Heights, IL 60004 
Ph . 847-670-9602 or 800-935-4220 
Fax 847-670-9629 
E-mail : mjrichards@aol.com 
Contact: Marilyn Richards 
New Product Development/High­
Techl lnternet/Telecomm. 

Marketing Matrix International , Inc. 
2566 Overland Ave ., Ste. 675 
Los Angeles, CA 90064 
Ph. 310-842-8312 
Fax 310-842-7212 
E-mail : moran@markmatrix.com 
Contact: Marcia Selz, Ph.D. 
Foe. Grps., In-Depth lntvs. & Surveys For 
Financial Svce. Companies. 
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MCC Qual itative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201-865-0408 
E-mail: aschrager@meadowcc.com 
Contact: Andrea Schrager 
Insightful, Innovative, lmpactful, Action­
Oriented Team Approach. 

Meczka Mar1<eting/Research/Cnsltg., Inc. 
5757 W Century Blvd. , Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 31 0-41 0-0780 
E-mail: adiaz@mmrcinc.com 
www.mm rcinc.com 
Contact: Anthony Diaz 
Ouai./Ouant. Rsch. 25 Yrs. Exp. Recruit 
& Facility. 

Medical Moderators, Inc. 
1201 Melton Court 
Raleigh , NC 27615 
Ph. 919-848-3807 
Fax 919-848-2465 
E-mail : george@mmrx.com 
www. medicalmoderators.com 
Contact: George Matijow 
Contact: Carol Welch 
Contact: Kathleen Starr, Ph.D. 
Moderate for Pharm. , Med. Equip., Med. 
Device & Tech. Highly Experienced. 
U.S./Int'l. Cost Competitive. 

MedProbe™ Inc. 
600 S. Hwy. 169, Ste. 1410 
Minneapolis, MN 55426-1218 
Ph . 952-540-0718 
Fax 952-540-0721 
E-mail: MedPr@aol.com 
Contact: Asta Gersovitz, Pharm.D. 
MedProberM Provides Full Qualitative & 
Advanced Quantitative Market Research 
Including SHARECAST & SHAREMAP 

.dttf1chelson 
~~ociates,lnc. 
Strateg ic M arketing Research 

Michelson & Associates, Inc. 
1900 The Exchange, Ste. 360 
Atlanta, GA 30339 
Ph. 770-955-5400 
Fax 770-955-5040 
E-mail : mark@michelson.com 
www.michelson.com/research 
Contact: Mark L. Michelson 
Much More Than Moderation, 
Inspired Global Thinking. 

Mi llennium Research , Inc. 
7493 W 147th St. , Ste. 201 
Apple Valley, MN 55124 
Ph . 952-431-6320 
Fax 952-431-6322 
E-mail : millenres@aol.com 
Contact: Jan Johnson 
Nat'/. & lnt'l. Focus Groups, Executive 
Interviews, Fast Turnaround. 
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Francesca Moscatell i, M.S. 
6 Hemlock Rd . 
South Salem, NY 1 0590 
Ph. 914-629-2162 
Fax 914-533-2244 
E-mail: romana@optonline.net 
Contact: Francesca Moscatelli 
Latino Bi-Lingual/Bi-Cultural Groups; 
ORCA Member 

NOP, Strategic Research , Inc . 
11654 Plaza America Dr., Ste. 174 
Reston , VA 20191 
Ph. 703-390-9330 
Fax 703-390-9332 
E-mail : info@nopresearch .com 
www.nopresearch.com 
Contact: Bernadette DeLamar, Ph.D. 
Extensive Experience - Top High-Tech 
Clients. Domestic and International. 
B2B, B2C, IT, Communications. 

Outsmart Marketing 
2840 Xenwood Ave. 
Minneapolis, MN 55416 
Ph . 952-924-0053 
Fax 952-924-0920 
Contact: Paul Tuchman 
Ten Years of Full-Service Nationwide 
Research. 

Planet Latino Market Intelligence, Inc . 
4837 S.W. 147th Place 
Miami , FL 33185 
Ph . 305-480-0096 
Fax 305-480-7732 
E-mail : latinoplanet@aol.com 
www.marketp lanetlatino .com 
Contact: Horacia Segal, President 
Qual. Rsch. Specializes in U.S. 
Hispanic/Latin America. All Indus. 
Consumer/Prof./Bicu/. Teens. Ads. 

Pri mary Insights, Inc . 
801 Warrenville Rd ., Ste. 185 
Lisle, IL 60532 
Ph . 630-963-8700 
Fax 630-963-8756 
E-mail : info@primaryinsights.com 
www.primaryinsights.com 
Contact: Deb Casey 
Sensitive Topics. Ideation. In-Depth 
Analysis. Action-Oriented 
Recommendations. 

The Research Department 
220 E. 73rd St. , Ste. 7D 
New York, NY 10021 
Ph . 212-717-6087 
Fax 212-717-6382 
E-mail: alexabsmith@earthlink.net 
Contact: Alexa Smith 
Experienced Specialist in Fuii-Svc. Qual. 
Rsch. - Focus Grps., lndiv Depth 
Interviews, Mini Grps. Skilled High 
Quality Moderating. Over 25 Yrs. Exp. 

www.quirks.com 

Jay L. Roth & Associates, Inc. 

Jay l. Roth & Associates, Inc. 
27 First St. 
Syosset, NY 11791-2504 
Ph. 516-921-3311 
Fax 516-921-3861 
E-mail : jay@jlrothassoc.com 
Contact: Jay L. Roth 
Expert Moderator & Marketer Delivers 
on Promises! More than 20 Years 
Experience! Great Groups, Insights & 
Reports! 

Saurage Research 
12946 Dairy Ashford 
Sugar Land, TX 77478 
Ph . 800-828-2943 
Fax 281-494-0009 
E-mail : ssaurage@SaurageResearch.com 
www.SaurageResearch.com 
Contact: Susan Saurage-Aitenloh 
Full-Service, Qual. & Quant., 20+ Years 
Exp. , Strategy, Image, Branding, B2B, 
B2C, In-Person & Online. 

S c HNELLER ­
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Paul Schneller Qualitative llC 
300 Bleecker St. , 3rd fl. 
New York, NY 1 0014 
Ph. 212-675-1631 
www.gis.net/-answers 
Contact: Paul Schneller 
Full Array: Ads/Pkg Gds/Rx/B-to-B/ 
Consumer (14+ Years). 

Sll Group 
413 N.E. Third St. 
Delray Beach , FL 33483 
Ph. 561 -997-7270 
Fax 561-997-5844 
E-mail : sil@silgroup.net 
www.silgroup.net 
Contact: Timm Sweeney 
Qualitative Specialists Since 1983. 
Business-to-Business & International. 

James Spanier Research 
120 E. 75th St. 
New York, NY 1 0021 
Ph . 212-472-3766 
E-mail: paninfo@ix.netcom.com 
Contact: Jim Spanier 
Excellent focus groups and interviews in 
many categories. Serving domestic and 
international clients since 1986. 

Strategic Focus, Inc . 
6456 N. Magnolia Ave. 
Chicago, IL 60626 
Ph. 773-973-7573 
Fax 773-973-0378 
E-mail: DonaJ@aol.com 
Contact: Dona Vitale 
Brand & Organizational Development 
Strategy, Target Audience Analysis, 
Message Communication Research. 

Sunbelt Research Associates 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-7 44-5662 
E-mail: info@sunbeltresearch.com 
www.sunbeltresearch .com 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & Consumer 
Studies; Nat'/. & lnt'l. Exp. 

rtar/t: : Research 
G roup, Inc. 

Target Market Research Group, Inc. 
4990 S.W. 72 Ave., Ste. 110 
Miami, FL 33155-5524 
Ph . 800-500-1492 
Fax 305-661-9966 
E-mail: martin_cerda@tmrgroup.com 
www.tmrgroup.com 
Contact: Martin Cerda 
Hispanic Ouai./Ouant. Research-National 
Capability. 

Turnstone Research , Inc. 
570 Carved Terrace 
Colorado Springs, CO 80919-1129 
Ph. 719-266-0949 
Fax 719-266-0946 
Email: sandra@turnstoneresearch.com 
www.turnstoneresearch.com 
Contact: Sandra Trujillo 
Qual. & Quant. Rsch. Focus Groups In 
Many Categories. 

Understanding Unltd. 
816 Delta Ave. 
Cincinnati , OH 45226 
Ph . 513-871-4644 
Fax 513-871-2292 
E-mail: info@understanding-unltd.com 
www.understanding-unltd .com 
Contact: Dennie Patton 
Contact: Susan Wissman 
Full-Service Qual. Firm; 9 Moderators 
Design & Direct U.S. & Global Research; 
Concept/Positioning Develop. Specialty. 

<Un! NTOTHE FUTURE 

View Finders Market Research 
11 Sandra Lane 
Pearl River, NY 1 0965 
Ph . 845-735-7022 
Fax 845-735-7256 
www.view-finders.com 
Contact: Janet Gaines 
Specializing in Advertising, Political, 
Consumer and Business-to-Business 
Research. Complete Project 
Management. 
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GEOGRAPHIC CROSS-INDEX OF MODERATORS 
Refer to Preceding Pages For Address, Phone Number and Contact Name 

California Illinois New Jersey Oregon 
Jeff Anderson Consulting , Inc. C R Market Surveys Franklin Communications Global Qualitative Group, LLC (GOG) 
AutoPacific , Inc. C&R Research Services, Inc. Hispan ic Research Inc. 
Competitive Edge Insight Research Associates Leflein Associats, Inc. Pennsylvania 
Erlich Transcultural Consultants Leichliter Assoc. Mktg. RschJidea Dev. MCC Qual itative Consulting 
Hypnosis Focus Groups Marketing Advantage Rsch. Cnslts. 

ActiveFOCUS 

Marketing Matrix International, Inc. Primary Insights, Inc. New York 
Campos Market Research , Inc. 

Meczka Mktg./Rsch ./Cnsltg ., Inc. Strategic Focus, Inc. 
Data & Management Counsel , Inc. 

BAIGioballnc. FOCUSED Marketing Research , Inc. 

Iowa Decision Drivers 
Colorado 

Essman/Research 
Fader & Associates Texas 

Cambridge Associates, Ltd . Knowledge Systems & Research , Inc. 
Consumer Focus LLC 

Turnstone Research, Inc. Kentucky Leichliter Ascts. Mkt. Rsch ./ldea Dev. 
Cunningham Research Associates 

Image Engineering , Inc. 
Francesca Moscatell i, M.S. 

Focus Latino 
Florida The Research Department 

Saurage Research 
Jay L Roth & Associates, Inc. 

Loretta Marketing Group Maryland 
Paul Schneller Qualitative LLC 

Planet Latino Market Intelligence, Inc. Low+ Associates, Inc. 
James Spanier Research Virginia 

SIL Group 
Sunbelt Research Associates, Inc. Massachusetts View Finders Market Research NOP, Strategic Research , Inc. 

Target Market Research Group, Inc. Audience Insights 
North Carolina Daniel Associates Washington 

Georgia Dolobowsky Qualitative Services, Inc. D/R/S Health Care Consultants Burr Research 
Medical Moderators, Inc. 

Creative Focus, Inc. 
Minnesota Michelson & Associates, Inc. Ohio Wisconsin 
Cambridge Research , Inc. Chamberlain Research Consultants, Inc. 
Graff Group Calo Research Services 

MedProbe™ Inc. ConsumerSpeak 
Germany Millennium Research, Inc. Design Forum Research 

Outsmart Marketing Understanding Unltd. insight europe gmbh 

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

ADVERTISING AGRICULTURE Design Forum Research Knowledge Systems & Research, Inc. 

Jeff Anderson Consulting, Inc. Cambridge Associates, Ltd . Erlich Transcultural Consultants Leichliter Ascts. Mkt. Rsch/ldea Dev. 

C&R Research Services, Inc. Cambridge Research , Inc. Matrixx Marketing-Research Div. MCC Qualitative Consulting 

Cambridge Associates, Ltd. FOCUSED Marketing Research , Inc. Millennium Research, Inc. 

Cambridge Research, Inc. Millennium Research, Inc. BIO-TECH NOP Business Strategic Research 

Creative Focus, Inc. Leichliter Ascts. Mkt. Rsch/ldea Dev. The Research Department 

Decision Drivers ALCOHOLIC BEV. MedProbe, Inc. Jay L. Roth Associates, Inc. 

Erlich Transcultural Consultants C&R Research Services, Inc. 
Saurage Research 

Fader & Associates BRAND/CORPORATE Paul Schneller Qualitative LLC 
James Spanier Research 

Global Qualitative Group, LLC (GOG) IDENTITY CABLE Image Engineering, Inc. ARTS & CULTURE Millennium Research, Inc. Primary Insights, Inc. C&R Research Services, Inc. 
Outsmart Marketing Strategic Focus, Inc. Leflein Associates, Inc. 
Planet Latino Market Intelligence BUS.-TO-BUS. 
The Research Department ASIAN Access Research, Inc. CHILDREN 
Jay L. Roth Associates, Inc. Data & Management Counsel , Inc. BAIGioballnc. C&R Research Services, Inc. 
Saurage Research Erlich Transcultural Consultants C&R Research Services, Inc. Fader & Associates 
Paul Schneller Qualitative LLC Calo Research Services Image Engineering, Inc. 

ASSOCIATIONS Cambridge Associates, Ltd . Outsmart Marketing 
AFRICAN-AMERICAN Low+ Associates, Inc. Cambridge Research, Inc. 

C R Market Surveys Competitive Edge COMMUNICATIONS 
Erlich Transcultural Consultants AUTOMOTIVE Creative Focus, Inc. 

RESEARCH Image Engineering, Inc. Data & Management Counsel , Inc. 
AutoPacific, Inc. Fader & Associates Cambridge Associates, Ltd . 
C&R Research Services, Inc. FOCUSED Marketing Research, Inc. ConsumerSpeak 
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Creative Focus, Inc. 
NOP, Strategic Research 
Jay L. Roth Associates, Inc. 

COMPUTERS/HARDWARE 
Global Qualitative Group, LLC (GOG) 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 
NOP Business Strategic Research 

COMPUTERS/MIS 
C&R Research Services, Inc. 
Calo Research Services 
Cambridge Associates, Ltd . 
Competitive Edge 
Daniel Associates 
Fader & Associates 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Marketing Advantage Rsch. Cnslts. 
NOP, Strategic Research 

CONSUMERS 
C&R Research Services, Inc. 
Decision Drivers 
Design Forum Research 
Fader & Associates 
Knowledge Systems & Research, Inc. 
Marketing Advantage Rsch. Cnslts. 
Planet Latino Market Intelligence 
The Research Department 
Jay L. Roth Associates, Inc. 
Saurage Research 

CUSTOMER 
SATISFACTION 
BAIGioballnc. 
Competitive Edge 
Global Qualitative Group, LLC (GOG) 
Low + Associates, Inc. 

DIRECT MARKETING 
BAIGioballnc. 
Consumer Focus LLC 
Strategic Focus, Inc. 

DISTRIBUTION 
Burr Research 

EDUCATION 
Cambridge Associates, Ltd . 
Leflein Associates, Inc. 
Marketing Advantage Rsch. Cnslts. 

EMPLOYEE 
Primary Insights, Inc. 
Turnstone Research , Inc. 

ETHNOGRAPHIC 
RESEARCH 
Active FOCUS 
Alexander + Parker 
Image Engineering, Inc. 
Primary Insights, Inc. 

EXECUTIVES 
BAIGioballnc. 
C&R Research Services, Inc. 
Calo Research Services 

February 2002 

Decision Drivers 
Fader & Associates 
Image Engineering, Inc. 
Low+ Associates, Inc. 
Marketing Advantage Rsch. Cnslts. 
The Research Department 
Jay L. Roth Associates, Inc. 
Paul Schneller Qualitative LLC 

FINANCIAL SERVICES 
Jeff Anderson Consulting, Inc. 
BAIGioballnc. 
Burr Research 
C&R Research Services, Inc. 
Cambridge Associates, Ltd . 
Cambridge Research , Inc. 
Consumer Focus LLC 
Fader & Associates 
FOCUSED Marketing Research, Inc. 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Low + Associates, Inc. 
Marketing Matrix International, Inc. 
MCC Qualitative Consulting 
Jay L. Roth Associates, Inc. 
The Research Department 

FOOD PRODUCTS/ 
NUTRITION 
ActiveFOCUS 
BAIGioballnc. 
C&R Research Services, Inc. 
ConsumerSpeak 
Image Engineering, Inc. 
Outsmart Marketing 
The Research Department 
Jay L. Roth Associates , Inc. 
Paul Schneller Qualitative LLC 

HEALTH & BEAUTY 
PRODUCTS 
BAIGioballnc. 
Image Eng ineering, Inc. 
Paul Schneller Qualitative LLC 

HEALTH CARE 
Jeff Anderson Consulting, Inc. 
D/R/S Health Care Consultants 
Erlich Transcultural Consultants 
Fader & Associates 
Franklin Communications 
Knowledge Systems & Research, Inc. 
Low + Associates, Inc. 
Medical Moderators, Inc. 
MedProbe™ Inc. 
Saurage Research 

HIGH-TECH 
Jeff Anderson Consulting, Inc. 
Calo Research Services 
Global Qualitative Group, LLC (GOG) 
Leflein Associates, Inc. 
NOP, Strategic Research 
Jay L. Roth Associates, Inc. 
Saurage Research 
James Spanier Research 
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Data & Management Counsel , Inc. 
Erlich Transcultural Consultants 
Focus Latino 
Hispanic Research Inc. 
Image Engineering, Inc. 
Loretta Marketing Group 
Francesca Moscatelli , M.S. 
Planet Latino Market Intelligence 
Target Market Research Group, Inc. 

HOUSEHOLD 
PRODUCTS/CHORES 
The Research Department 
Paul Schneller Qualitative LLC 

HUMAN RESOURCES 
ORGANIZATIONAL DEV. 
Primary Insights, Inc. 

IDEA GENERATION 
BAIGioballnc. 
C&R Research Services, Inc. 
Creative Focus, Inc. 
Global Qualitative Group, LLC (GOG) 
Image Engineering, Inc. 
Primary Insights, Inc. 

IMAGE STUDIES 
Cambridge Associates , Ltd. 
Image Engineering, Inc. 
Saurage Research 

INSURANCE 
Burr Research 
Consumer Focus LLC 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Low + Associates, Inc. 

INTERACTIVE PROD./ 
SERVICES/RETAILING 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Low+ Associates, Inc. 

INTERNATIONAL 
Fader & Associates 
Primary Insights, Inc. 

INTERNET 
Calo Research Services 
Fader & Associates 
FOCUSED Marketing Research, Inc. 
Global Qualitative Group, LLC (GOG) 
Image Engineering, Inc. 
Knowledge Systems & Research, Inc. 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Low+ Associates, Inc. 
MCC Qualitative Consulting 
Jay L. Roth Associates, Inc. 

INTERNET SITE 
CONTENT & DESIGN 
FOCUSED Marketing Research , Inc. 

Leichliter Ascts. Mkt. Rsch/ldea Dev. 

LATIN AMERICA 
Loretta Marketing Group 
Planet Latino Market Intelligence 

MEDICAL PROFESSION 
Cambridge Associates, Ltd . 
D/R/S Health Care Consultants 
Franklin Communications 
Matrixx Marketing-Research Div. 
Medical Moderators, Inc. 
MedProbe™ Inc. 
Paul Schneller Qualitative LLC 

MULTIMEDIA 
Marketing Advantage Rsch . Cnslts. 

NEW PRODUCT DEV. 
Active FOCUS 
BAIGioballnc. 
C&R Research Services, Inc. 
cambridge Associates , Ltd . 
ConsumerSpeak 
Data & Management Counsel , Inc. 
Fader & Associates 
Global Qualitative Group, LLC (GOG) 
Leflein Associates, Inc. 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Marketing Advantage Rsch . Cnslts. 
Millennium Research , Inc. 
Outsmart Marketing 
Primary Insights, Inc. 
The Research Department 
Jay L. Roth Associates, Inc. 
Saurage Research 
Paul Schneller Qualitative LLC 

NON-PROFIT 
Leflein Associates, Inc. 

OBSERVATIONAL RSCH. 
Primary Insights, Inc. 

ONLINE FOCUS GROUPS 
Saurage Research 

PACKAGED GOODS 
ActiveFOCUS 
BAIGioballnc. 
C&R Research Services, Inc. 
ConsumerSpeak 
Image Engineering, Inc. 
Jay L. Roth Associates, Inc. 

PACKAGE DESIGN 
RESEARCH 
ConsumerSpeak 
Image Engineering, Inc. 
The Research Department 

PARENTS 
Fader & Associates 
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Moderator MarketPlace TM 
PET PRODUCTS QUALITATIVE END-USER TEACHERS TOURISM/HOSPITALITY 
Cambridge Research, Inc. TRAINING Leflein Associates , Inc. Image Engineering, Inc. 
FOCUSED Marketing Research, Inc. Primary Insights, Inc. Leflein Associates, Inc. 
Primary Insights, Inc. TEENAGERS 

RETAIL C&R Research Services, Inc. TOYS/GAMES 
PHARMACEUTICALS 

Design Forum Research Fader & Associates Fader & Associates 
ActiveFOCUS 

Knowledge Systems & Research , Inc. Planet Latino Market Intelligence 
BAIGioballnc. TRANSPORTATION 
C&R Research Services, Inc. Leflein Associates, Inc. 

Cambridge Associates , Ltd. MCC Qualitative Consulting TELECOMMUNICATIONS SERVICES 
D/R/S Health Care Consultants BAIGioballnc. Low + Associates, Inc. 
Fader & Associates SENIORS Calo Research Services Strategic Focus, Inc. 
Leichliter Ascts. Mkt. Rsch/ldea Dev. Burr Research Creative Focus, Inc. 
MCC Qualitative Consulting Leflein Associates, Inc. Daniel Associates TRAVEL Medical Moderators, Inc. Primary Insights, Inc. Global Qualitative Group, LLC (GQG) 

Cambridge Associates , Ltd. MedProbe™ Inc. Knowledge Systems & Research, Inc. 
Paul Schneller Qualitative LLC 

SMALL BUSINESS/ Leichliter Ascts. Mkt. Rsch/ldea Dev. Image Engineering, Inc. 

Marketing Advantage Rsch . Cnslts. James Spanier Research 
POLITICAUSOCIAL ENTREPRENEURS MCC Qualitative Consulting 

RESEARCH FOCUSED Marketing Research , Inc. NOP, Strategic Research UTILITIES 
Cambridge Associates, Ltd. The Research Department Cambridge Associates, Ltd . 

Francesca Moscatelli , M.S. SOFT DRINKS, BEER, WINE Jay L. Roth Associates, Inc. Competitive Edge 

C&R Research Services, Inc. Knowledge Systems & Research, Inc. 

POSITIONING RESEARCH Cambridge Associates , Ltd . TELECONFERENCING Jay L. Roth Associates, Inc. 

Paul Schneller Qualitative LLC Jay L. Roth Associates, Inc. Cambridge Research , Inc. Turnstone Research , Inc. 

Leichliter Ascts. Mkt. Rsch/ldea Dev. 

PUBLIC POLICY RSCH. SPORTS VETERINARY MEDICINE 

Cambridge Associates , Ltd . FOCUSED Marketing Research, Inc. TELEPHONE FOCUS FOCUSED Marketing Research , Inc. 

GROUPS Paul Schneller Qualitative LLC 
Leflein Associates , Inc. 

STRATEGY DEVELOPMENT C&R Research Services, Inc. WEALTHY PUBLISHING Saurage Research Cambridge Associates, Ltd . 

Cambridge Associates , Ltd. Paul Schneller Qualitative LLC Leichliter Ascts. Mkt. Rsch/ldea Dev. Leflein Associates , Inc. 

Leichliter Ascts. Mkt. Rsch/ldea Dev. MedProbe, Inc. 

Marketing Advantage Rsch . Cnslts. Millennium Research , Inc. YOUTH 
James Spanier Research Image Engineering , Inc. 

Leflein Associates , Inc. 

-

A Great Opportunity 
Tell your clients and associates about your success with professional , custom repr in ts. 

• Distribute to potential clients 

• Include with marketing materials and proposals 

• Use at trade shows and events 

• Display in your office 

• Create a direct mail piece 

To order reprints from this issue call FosteReorints: 1.800.382.0808, ext. 132 

M inum um order 500 re rints . 
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The 2002 Directory of Data Processing and Statistical 

Analysis was compiled by sending listing forms to firms 

we identified as providers of data processing and statisti­

cal analysis services. This year's directory lists over 330 

firms, arranged alphabetically. In addition to the compa­

ny's vital information, we've included the types of data 

processing services they provide (coding, data entry, data 

tabulation, scanning services and statistical analysis). A 

cross-reference of these services is also offered for your 

convenience. 

The Directory of Data Processing and Statistical Analysis 

begins on page 72. 

The cross-reference of data processing services begins 

on page 92. 

1,11 
I' 

.,S 
Research Review 
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Service Codes 
CD . . . . .. Coding 
DE . . . . . . Data Entry 
DT .. . ... Data Tabulation 
SC . . .. . . Scanning Services 
SA . . .... Statistical Analysis 

A & G Marketing Research , Inc. 
276 Fifth Ave. 
New York, NY 1 0001 
Ph . 212-686-6370 
Fax 212-779-3297 
E-mail : agr@agresearchny.com 
Services: SA 

ABACO Marketing Research, ltd. 
Sao Paulo Marketing Center 
Rua Minas Gerais, 396 
01244-010 Sao Paulo 
Brazil 
Ph . 55-11-3257-071 1 or 55-11-3257-0030 
Fax 55-11-3256-3982 
E-mail : abaco@abacoresearch .com 
www.abacoresearch.com 
Alan Grabowsky, President 
Services: CD, DE, DT, SC, SA 

Accountability Information Management, Inc. 
553 N. North Court, Suite 160 
Palatine, IL 60067 
Ph . 847-358-8558 
Fax 84 7-358-8089 
E-mail: info@a-i-m.com 
www.a-i-m .com 
Services: DE, DT, SA 

The Accutab Co. 
51 Wyckham Rd. 
Tinton Falls, NJ 07724 
Ph . 732-460-1224 
Fax 732-460-1215 
E-mail : jbrunetti@theaccutabcompany.com 
www.theaccutabcompany.com 
Jon Brunetti , Principal 
Services: CD, DE, DT, SC, SA 

Accu-Tab Computer Services 
4950 Yonge St. , Suite 312 
Toronto, ON M2N 6K1 
Canada 
Ph . 416-226-5344 
Fax 416-226-1062 
E-mail : p.lui@goldfarbconsultants.com 
Peter Lui , Vice President 
Services: CD, DE, DT, SC, SA 

ACNielsen Australia 
ACNielsen Centre 
11 Talavera Road 
Macquarie Park, NSW 2113 
Australia 
Ph. 61-2-8873-7813 
Fax 61-2-8873-7001 
E-mail : acnielsen@acnielsen.com.au 
www.acnielsen .com .au 
Services: CD, DE, DT, SC 
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Acumen Research Group Inc. 
131 Wharncliffe Road South, 2nd floor 
London, ON N6J 2K4 
Canada 
Ph. 519-433-8302 
Fax 519-433-8062 
E-mail: sgobeil@acumenresearch .com 
www.acumenresearch.com 
Simon Gobeil , Research Associate 
Services: CD, DE, DT, SA 

ADAPT, Inc. 
5610 Rowland Rd ., Suite 160 
Minnetonka, MN 55343 
Ph. 888-52-ADAPT 
Fax 952-939-0361 
E-mail : dkoch@adaptdata.com 
www.adaptdata.com 
Dave Koch, General Manager 
Services: CD, DE, DT, SC 

Over 20 years of data capture experience dedicat­
ed to the market research industry. Our services 
include: printing , outgoing/incoming mail pro­
cessing , data entry, scanning , coding , verbatim 
keying/editing, audio tape transcription, document 
storage, and tabulation. We deal with a national 
client base, who value our market research data 
capture expertise. When you need fast and accu­
rate data processing , call the marketing research 
professionals, ADAPT, Inc. 
(See advertisement on p. 73) 

Adrian Information Strategies (AIS) 
14675 Midway Rd ., #200 
Addison, TX 75001-4991 
Ph . 972-980-0227 
Fax 972-385-77 45 
E-mail : RCCDallas@aol.com 
www.adrianreyesconsulting .com 
Adrian Reyes, President 
Services: CD, DE, DT, SC, SA 

Advanis 
Suite 1600 Sun Life Place 
10123-99 St. 
Edmonton, AB TSJ 3H1 
Canada 
Ph. 780-944-9212 
Fax 780-426-7622 
www.advanis .ca 
Services: SA 

Advantage Research, Inc. 
W202 N1 0246 Lannon Rd . 
Germantown, WI 53022 
Ph . 262-502-7000 or 877-477-7001 
Fax 262-502-701 0 
E-mail: ssegrin@ariadvantage.com 
www .ariadvantage. com 
Scott Segrin , Vice President 
Services: CD , DE, DT, SA 

ADVANTIS Research & Consulting , Inc. 
2600 Eagan Woods Dr. , Suite 130 
St. Paul , MN 55121 
Ph . 651-452-8632 or 651-681 -5654 
Fax 651-452-9820 
E-mail : marketing@advantisresearch .com 
www.advantisresearch.com 
Services: CD , DE, DT, SA 

~J•11U!ftftu~ 
Since 1991 , Del ivering Quality Survey Research Samples 

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 : sales@affordablesamples.com 
James Sotzing, President 
Services: Sampling services 

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 e-mail 
delivery, survey/sampling expertise. ASI 's unique­
ness lies in its ability to provide complete survey 
sampling capabilities at lower prices than its com­
petitors. 
(See advertisement on p. 28) 

AIS Market Research 
1320 E. Shaw, Suite 100 
Fresno, CA 93710 
Ph . 800-627-8334 or 559-252-2727 
Fax 559-252-8343 
E-mail : jnichols@aismarketresearch .com 
www.aismarketresearch.com 
Services: CD , DE, DT, SC, SA 

American Opinion Research 
A Division of Integrated Marketing Services 
279 Wall St. 
Princeton, NJ 08540 
Ph . 609-683-9055 
Fax 609-683-8398 
E-mail : lkaufman@lmsworld .com 
www.lmsworld .com 
Services: CD , DE, DT, SA 

The AMI Group of Companies 
9/F, Leighton Centre 
77 Leighton Road 
Causeway Bay 
Hong Kong 
Ph . 852-2881-5388 
Fax 852-2881-5918 
E-mail : marketing@ami-group.com 
www.ami-group.com 
Services: CD, DE, DT, SC, SA 

Analysis & Research Service 
P.O. Box 351 
Lansdale, PA 19446-0351 
Ph . 215-859-8378 
Fax 215-361-2491 
E-mail : data_analysis@consultant.com 
www.data-info-decision.com 
Kevin Chen , Ph .D. 
Services: CD, DE, DT, SC, SA 
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Group Inc. 

The Analytical Group, Inc. 
8687 E. Via de Ventura 
Scottsdale, AZ 85258 
Ph. 480-483-2700 
Fax 480-905-1416 
E-mail : Jack@acsinfo.com 
www.acsinfo.com 
Jack Pollack, President 
Branch office: 

640 N. LaSalle Dr. 
Chicago, IL 60610 
Ph . 312-751-2915 
Fax 312-337-2551 
E-mail : jerry@analyticalgroup.com 
www.acsinfo.com 
Jerry Madansky, CEO 

Services: CD, DE, DT, SC, SA 

More than 30 years of quality and technological 
excellence. Tabulation services, from question­
naire development through analysis. Telephone 
and Web interviewing services including full pro­
ject and field management. Scanning services, 
data entry, coding , and statistical consultation and 
analysis including conjoint analysis, perceptual 
mapping , modeling and forecasting , sample bal­
ancing , and custom programming. 
(See advertisement on p. 1 00) 

Answers Research, Inc. 
722 Genevieve St. , Suite C 
P.O . Box 1050 
Solana Beach , CA 92075 
Ph. 858-792-4660 
Fax 858-792-1075 
E-mail : aboutus@answersresearch .com 
www.answersresearch.com 
Chuck Sinks 
Services: DT, SA 

(:.Apian Software 

Apian Software 
400 N. 34th St. , Suite 310 
Seattle, WA 98103 
Ph . 800-237-4565 
Fax 206-54 7-8493 
E-mail : sales@apian .com 
www.apian .com 
Services: SA 

SurveyPro 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 
automatical ly generated data entry screens or 
bring responses in from scanners, the Web, or 
other sources. Analyze responses with tools rang­
ing from basic frequencies to complex crosstab­
ulations and respondent segmentation. Create pro­
fessional reports with point-and-click tables, pie 
charts , bar graphs, comments , headings and 
graphics. Consider KeyCollect for multi-user and 

distributed data entry, or NetCollect for HTML form 
design and Web data collection. Multi-user licens­
es available. 
(See advertisement on p. 1 02) 

Arbitron Inc. 
142 West 57th St. 
New York, NY 10019 
Ph. 212-887-1300 
Fax 212-887-1401 
www.arbitron.com 
Gloria Kestenbaum 
Services: SA 

Ardisson & Associates, Inc. 
270 Arnold Rd ., Suite A 
Lawrenceville, GA 30044 
Ph . 770-339-1091 
Fax 770-339-1 092 
E-mail : ardisson@mindspring.com 
www.mindspring.com/-ardisson/ 
Tom Ardisson, President 
Services: CD , DE, DT, SA 

Ask Arizona 
A division of WestGroup Research 
2720 E. Thomas, Bldg . A 
Phoenix, AZ 85016 
Ph. 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail: bethsmith@westgroupresearch .com 
www.westgroupresearch.com 
Darin Rogers 
Services: CD , DE, DT, SA 

Atlantic Research & Consulting , Inc. 
109 State St. 
Boston , MA 02109 
Ph. 617-720-0174 
Fax 617-589-3731 
E-mai I: phooper@atlantic-research . net 
www.atlantic-research.net 
Peter Hooper, President 
Services: CD , DE, DT, SA 

ATP Canada 
10 W. Pearce St, Unit #1 0 
Richmond Hill , ON L4B 1 B4 
Canada 
Ph. 905-889-8783 
Fax 905-889-9023 
E-mail : info@atpcan .com 
www.atpcan.com 
Services: CD, DE, DT 

ATP limited 
Roebuck House 
288 Upper Richmond Road West 
E. Sheen, London SW14 7 JG 
United Kingdom 
Ph. 44-20-8878-4695 
Fax 44-20-8876-0439 
E-mail : info@atp.co.uk 
www.atp.co.uk 
Raz Khan 
Services: CD, DE, DT 
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AutoData Systems 
6111 Blue Circle Dr. 
Minneapolis, MN 55343 
Ph. 952-938-4710 or 800-662-21 92 
Fax 952-938-4693 
E-mail : sales@autodata.com 
www.autodata.com 
Joanne Norris 
Services: DE, DT, SC, SA 

Full Service 
Survey Processing 
Let us handle the labor 
intensive portion 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. 

Our service offering: 
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. 

Contact: Dave Koch 

1-888-SlADAPT 
dkoch@adaptdata.com 

www.adaptdata.com 
ADAPT Inc. 

561 0 Rowland Road, Suite 160 
Minnetonka, MN 55343 
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Service Codes 
CD .... .. Coding 
DE . .... . Data Entry 
DT . .. . . . Data Tabulation 
SC ... . . . Scanning Services 
SA . . . . .. Statistical Analysis 

B & B Research Services, Inc. 
8005 Plainfield Rd . 
Cincinnati , OH 45236 
Ph . 513-793-4223 
Fax 513-793-9117 
E-mail : bbresearchserv@aol.com 
Jim Moler, President 
Services: CD, DE, DT, SA 

William M. Bailey, Ph.D. 
WMB & Associates, Statistical Services 
2182 Bent Oak Dr., Suite 100 
Apopka, FL 32712-3925 
Ph. 407-889-5632 
Fax 407-889-5632 
E-mail : WBailey@worldramp.net 
www.worldramp.net/-wbailey 
William M. Bailey, Ph.D., Principal 
Services: CD, DE, DT, SA 

Baltic Data House 
5/7 Akas Street 
Riga 1011 
Latvia 
Ph. 371-7096300 
Fax 371-7096314 
E-mail : bdh@bdh.lv 
www.bdh.lv 
lneta Narodovska 
Services: CD, DE, DT, SA 

Barnes Research , Inc. 
4920 Plainfield N.E. 
Grand Rapids, Ml 49525 
Ph. 616-363-7643 
Fax 616-363-8227 
E-mail : bids@barnesresearch.com 
Sana Barnes or Della Welch 
Services: CD, DE, DT 

Batch Data Processing , Inc. 
1411 -B N. Fairfield Rd . 
Dayton, OH 45432 
Ph . 937-320-1915 
Fax 937-426-8198 
E-mail : bdp.inc.lcs@att.net 
Services: CD , DE, DT 

Bay Analytics 
P.O. Box 472288 
San Francisco, CA 94147 
Ph. 415-292-0694 
E-mail : jforcier@bayanalytics.com 
www.bayanalytics.com 
Services: DT, SA 

Beach Tech Corporation 
4131 Vincent Ave. S. 
Minneapolis, MN 55410 
Ph . 612-924-9193 ext. 521 
Fax 612-926-1145 
E-mail : doug@beachtech.com 
www.beachtech.com 
Services: DE, DT, SA 
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Bell Research 
Baross u. 133. 
1 089 Budapest 
Hungary 
Ph. 36-1-477-0100 
Fax 36-1-477-0101 
E-mail : info@bellresearch .com 
www.bellresearch .com 
Eva Pinter 
Services: CD, DE, DT, SC, SA 

Lisette Berry Associates , Inc. 
100 Bank St. , #3H 
New York, NY 10014 
Ph. 212-691-7592 
Fax 212-691 -7543 
E-mail : lberry@lbacom.com 
www.lbacom.com 
Lisette Berry, President 
Services: SA 

Beta Research, Inc. 
18379 Main Blvd . 
Los Gatos, CA 95033 
Ph . 408-353-2665 
Fax 408-353-6725 
E-mail : info@beta-research .com 
www.beta-reseach .com 
Services: SA 

BJD Processing 
15 Horseshoe Lane 
Newtown Square, PA 19073 
Ph . 610-359-9006 
Fax 610-359-9056 
E-mail : bjdinc@jersey.net 
Services: CD, DE, DT 

The Blackstone Group 
360 N. Michigan Ave ., Suite 1500 
Chicago, IL 60601 
Ph. 312-419-0400 
Fax 312-419-8419 
E-mail : info@bgchicago.com 
www.bgglobal.com 
Ash ref Hashim, President 
Services: CD, DE, DT, SC, SA 

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

Bolding Tab Service, Inc. 
P.O. Box 970758 
Coconut Creek, FL 33089-0758 
Ph. 954-931 -1414 
E-mail: BTSINC1 @aol.com 
Lee Bolding, President 
Services: CD, DE, DT 

Bosma & Associates International/ 
Web-Surveys. Net 
1420 Fifth Ave., 22nd fl. 
Seattle, WA 98101 
Ph. 800-377-2945 
Fax 800-377-0866 
E-mail : moreinfo@bosma-associates.com 
www.bosma-associates.com 
Services : CD, DE, DT, SC, SA 

Brunetti & Associates 
222 Lafayette Ave. 
Hawthorne, NJ 07506 
Ph . 973-636-9600 
Fax 973-636-0533 
E-mail : TABWB@aol.com 
Services : CD, DE, DT, SA 

Business and Marketing Analytic Center 
21 b, Kuusinena Street 
125252 Moscow 
Russia 
Ph . 7-095-943-3666 or 7-095-198-9871 
Fax 7-095-943-3666 
E-mail : bma@bma.ru 
www.bma.ru 
Vladimir Fetsenko, Ph .D. 
Services: CD, DE, DT, SC, SA 

Business Forecast Systems 
68 Leonard St. 
Belmont, MA 02478 
Ph . 617-484-5050 
Fax 617-484-9219 
E-mail: info@forecastpro .com 
www.forecastpro.com 
Services: SA 

Business Research Services, Inc. 
P.O. Box 22127 
Cleveland , OH 44122 
Ph. 216-831 -5200 or 888-831-5200 
Fax 216-292-3048 
E-mail: info@b-r-s.com 
www.marketingresearch.com 
Barb Elioff, Director, Operations 
Services: CD , DE, DT, SC, SA 

CACI Marketi ng Systems 
14151 Park Meadow Dr. 
Chantilly, VA 20151 
Ph . 800-292-2224 
Fax 703-679-3371 
E-mail : msgw@hq.caci .com 
www.demographics.caci .com 
David Huffman, Managing Director 
Services: SA 

Cactus Research 
Calusei 12, Sector 2 
Bucharest 
Romania 
Ph . 40-1-252-71 -46 
Fax 40-1-252-71-48 
E-mail : info@cactus-research .com 
www.cactus- research .com 
Cristina Mititelu , Marketing Manager 
Services: CD, DT, SA 

www.quirks.com Quirk's Marketing Research Review 



Cambridge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph . 800-934-8125 
Fax 970-339-8313 
E-mail: lynn@postslot.com 
www.focusg roupguru.com 
Lynn Kendall 
Services: CD , DE, DT, SC, SA 

CAMO 
1600 S.W. Western Blvd ., Suite 320 
Corvallis, OR 97333 
Ph . 541-757-1404 
Fax 541-757-1402 
E-mail : sales@camo.com 
www.camo.com 
Greg Stucky 
Services: SA 

Cathlan Pty Ltd. 
P.O. Box 1041 
Lane Cove, NSW 1595 
Australia 
Ph . 61-2-9428-4418 
Fax 61-2-9428-4463 
E-mail : cathlan@iprimus.com.au 
Services: CD , DE, DT 

Gimbal Research Services 
275 Ate. 10 E. , Suite 220-286 
Succasunna, NJ 07876 
Ph . 973-601-0801 
Fax 973-601-0802 
E-mail: alancimbal@sprintmail.com 
Alan H. Gimbal, President 
Services: CD 

Claritas Inc. 
5375 Mira Sorrento Pl. , #400 
San Diego, CA 92121 
Ph. 800-866-6520 
Fax 858-550-5800 
E-mail : info@claritas.com 
www.claritas.com 
Monique Smith 
Services: CD , DT, SA 

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 
www.cfmc.com 
Richard Rands, President 
Services: CD , DE , DT 

Leading developer of computer software for mar­
ket research for over 35 years , for data collection 
and tabulation on multiple platforms - MS/DOS 
PC's 486 and higher, networked using Novell , SCO­
UNIX, PC 's, LINUX, HP3000 under MPE, HP9000 
under HP-UX, SUN-Solaris, IBM RS6000 under 
AI X. This means field services using any of these 
can collect your data. CfMC also provides a service 
bureau with Web survey capabilities. 
(See advertisement on p. 1 05) 

Comstat Research Corporation 
17 John Alexander Dr. 
Cortlandt Manor, NY 10567 
Ph . 914-739-6800 
Fax 914-739-1671 
E-mail : comstat@cstat.com 
www. cstat.com 
Karen Vitacolonna, Assistant Director 
Services: CD , DE, DT, SC, SA 

Consumer Pulse, Inc. 
725 S. Adams Rd. , Suite 265 
Birmingham, Ml 48009 
Ph. 800-336-0159 or 248-540-5330 
Fax 248-645-5685 
E-mail : cpi@consumerpulse.com 
www.consumerpulse.com 
Richard Miller 
Services: CD , DE, DT, SC, SA 

Convergys Marketing Research Services 
4600 Montgomery Rd . 
Cincinnati , OH 45212 
Ph . 800-344-3000 
Fax 513-458-1315 
E-mail : marketing@convergys.com 
www.convergys.com 
Lien Yoder 
Services: CD , DE, DT, SA 

Doris J. Cooper Associates, Ltd. 
One North St. 
Hastings-On-Hudson, NY 10706 
Ph . 914-4 78-0444 
Fax 914-478-7637 
E-mail : info@djcooper.com 
www. djcooper.com 
Doris Cooper, President 
Services: CD, DE, DT 

Craciun Research Group, Inc. 
742 K St. 
Anchorage, AK 99501 
Ph. 907-279-3982 
Fax 907-279-0321 
E-mail : craciun@craciun .com 
www.craciun.com 
Services: CD, DE, DT, SA 

(CJ?C) 
DATA SYSTEMS 

CRC Data Systems 
31-00 47th Ave. 
Long Island City, NY 11101 
Ph . 718-937-2727 or 888-489-DATA 
Fax 718-729-2444 
www. opinionaccess.com 
Joe Rafael 
Services: CD , DE , DT, SC 

For almost two decades, CRC Data Systems has 
been providing outstanding tabulation, coding and 
data entry services for market research. Our expe­
rienced staff, our proprietary and sophisticated 
multivariate statistical packages, and our dedica­
tion to customer service combine to make CRC the 
leader in market research processing. 
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Creative Research Systems 
411 B St. , Suite 2 
Petaluma, CA 94952 
Ph . 707-765-1001 
Fax 707-765-1 068 
E-mail : surveys@usa.net 
www.surveysystem.com 
Lisa Bacon, V. P. Sales 
Services: CD , DE, DT, SC, SA 

Crescent Research, Inc. 
7502 Greenville Ave ., Suite 500 
Dallas, TX 75231 
Ph . 214-890-4030 
Fax 214-890-4031 
E-mail : donw@crescentresearch.com 
www.crescentresearch .com 
Don Winspear, President 
Services: CD , DE, DT, SA 

Crimmins & Forman Market Research 
29955 Southfield Rd. 
Southfield , Ml 48076 
Ph . 248-569-7095 
Fax 248-569-8927 
E-mail: pcrimmins@crimminsandforman .com 
www.crimminsandforman .com 
Robert Sullivan 
Services: CD , DE, DT 

Cunningham Field & Research Service, Inc. 
Administrative/Focus Facility 
770 W. Granada Blvd. , Suite 300 
Ormond Beach , FL 3217 4 
Ph. 904-677-5644 
Fax 904-677-5534 
E-mail : Executive Department@cu n n ing ham re­
search .com 
www.cunninghamresearch.com 
Services: CD , DE, DT, SA 

Customer Research International 
3007 Longhorn Blvd ., Suite 110 
Austin , TX 78758-7636 
Ph. 512-832-8288 
Fax 512-832-8088 
E-mail : melissa@cri-research .com 
www.cri-research .com 
Services: CD, DE, DT, SA 

Data Analytics Corp. 
44 Hamilton Lane 
Plainsboro, NJ 08536 
Ph. 609-936-8999 
Fax 609-936-3733 
E-mail : dataanalytics@earthlink.net 
www.dataanalyticscorp.com 
Walter R. Paczkowski , President 
Services: SA 

Data Probe, Inc. 
Datatab 
49 East 21st St. 
New York, NY 1 0010 
Ph . 212-228-6800 
Fax 212-228-9600 
E-mail: dpi@dataprobe.net 
www.dataprobe.net 
Jim Sheridan , Vice President 
Services: CD , DE, DT 
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DT ... . .. Data Tabulation 
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Data Processing of America , Inc. 
98 Cuttermill Rd., Suite 368 South 
Great Neck, NY 11021 
Ph . 51 6-482-2987 
Fax 516-482-4788 
E-mail : sales@dpamerica.com 
www.dpamerica.com 
Services: CD, DE, DT 

DATA RECO GNITI O N 

DRC 
C O R P ORATI O N 

Data Recognition Corporation 
13490 Bass Lake Rd. 
Maple Grove, MN 55311 
Ph. 763-268-2000 or 800-826-2368 
Fax 763-268-3002 
www.datarecognitioncorp.com 
Contact: V.P., Survey Division , Dir., Business 
Development 
Services: CD , DE, DT, SC, SA 

Data Recognition Corporation provides custom 
survey consulting and large scale processing ser­
vices including survey content design, focus 
groups, sample selection, project management, 
survey distribution/mailing, data collection includ­
ing large-scale IMAGE/OMR scanning and 
Internet/Web surveys, comment processing and 
content analysis, online data and comment report­
ing, and statistical analysis. 
(See advertisement on p. 77) 

Data Research Services 
3323 Chamblee- Dunwoody Rd. 
Atlanta, GA 30341 
Ph. 770-455-0114 
Fax 770-458-8926 
E-mail: jon@dataservice.com 
www.dataservice.com 
Jon A. Mitchell , Exec. Vice President 
Services: CD, DE, DT, SC, SA 

Data Solutions Group LLC 
350 W. Kensington Rd ., Suite 109 
Mt. Prospect, IL 60056 
Ph. 847-342-1500 
Fax 84 7-342-1509 
E-mail : jmiller@datasolutionsgrp.com 
www.datasolutionsgrp.com 
Services: CD , DE, DT, SC, SA 

Data Vision Research, Inc. 
Web Services: SurvCity.com 
3490 U.S. Rte. 1, Bldg . 16B 
Princeton , NJ 08540 
Ph. 609-987-0565 
E-mail: ronv@dvrinc.net 
www.dvrinc.net 
Ron Vangi , President 
Services: CD, DE, DT, SC, SA 
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Datacase, Inc. 
18 First St. 
Florham Park, NJ 07932-1720 
Ph. 201-377-4546 
Fax 201-377-4546 
Casey Zmuda, President 
Services: CD , DE, DT 

DATAN, Inc. 
96 Angen Rd . 
Washington , NJ 07882 
Ph . 609-921-6098 ext. 15 or 908-689-4060 
Fax 609-921-6731 
E-mail : merlin@datan.com 
www.datan.com 
Michael C. Stentz, Ph.D., President 
Services: DT, SA 

Datanetics 
155 Glenfield Dr. 
Pittsburgh, PA 15235 
Ph. 412-795-3401 
E-mail : datanetics@aol.com 
Jerry Lisovich , Director 
Services: CD, DE, DT, SA 

DataStar, Inc. 
85 River St. 
Waltham, MA 02453 
Ph . 781-647-7900 
Fax 781-647-7739 
E-mail : info@surveystar.com 
www.surveystar.com 
Ellie Smerlas, President 
Services: CD , DE, DT, SA 

DataUSA, Inc. 
P.O. Box 91 
Madison, CT 06443 
Ph. 203-453-5555 
Fax 203-453-8322 
E-mail: tracy@datausainc.com 
www.datausainc.com 
Services: CD , DE, DT, SA 

Dat@xiom 
Software, Inc. 

Dataxiom Software, Inc. 
3700 Wilshire Blvd ., Suite 1000 
Los Angeles, CA 9001 0 
Ph . 213-383-9973 
Fax 213-383-3542 
E-mail : sales@dataxiom.com 
www.dataxiom.com 
Services: DE, DT, SA 

Dataxiom Software Inc. provides data analysis 
solutions for researchers and marketing research 
professionals. We offer a collection of very afford­
able statistical software such as StatMost, NCSS, 
Power & Precision and various interactive data 
analysis learning tools like Statistics on CD-R OMs. 
With expertise in various areas , we offer data 
analysis and statistical consulting to market 
research professionals. 
(See advertisement on p. 1 06) 

Datum lnternacional SA 
Luis F. Villaran, 365 San Isidro 
Lima 27 
Peru 
Ph . 51-1 -421-8740 or 51-1-221-4355 
Fax 51-1-221-5147 
E-mail: datum@datum.com.pe 
www.datum.com.pe 
Urpi Torrado 
Services: CD, DE, DT, SC, SA 

Decision Analyst, Inc. 
604 Avenue H East 
Arlington, TX 76011-3100 
Ph . 817-640-6166 or 800-ANALYSIS 
Fax 817-640-6567 
E-mail: jthomas@decisionanalyst.com 
www.decisionanalyst.com 
Jerry W. Thomas 
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. 
Internet survey capabilities: sampling software 
(lcoin™); Questionnaire programming software 
(Logician™). American Consumer Opinion™ online 
panel of over 2.5 million members. National Survey 
Center with 65 CATI workstations . Packaged 
goods, food service, beverages, retailing , telecom­
munications and computers. 
(See advertisement on p. 19) 

Decision Data Ltd . 
7962 Madison Ave ., Suite A 
Burr Ridge , IL 60527 
Ph . 630-734-8244 
Fax 630-734-8245 
E-mail: ddata1 @aol.com 
Services: CD, DE, DT, SC, SA 

Delphus, Inc. 
152 Speedwell Ave. 
Morristown, NJ 07960 
Ph . 973-267-9269 
Fax 973-285-9248 
E-mail : hlevenbach@delphus.com 
www.delphus.com 
H. Levenbach , President 
Services: SA 

Design Fo ru m Research 
7575 Paragon Rd . 
Dayton , OH 45459 
Ph. 937-439-4400 
Fax 937-439-4340 
E-mail : pvanderburgh@designforum.com 
www.designforum.com 
Paul Vanderburgh 
Services: CD, DE, DT, SA 
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Digitab 
33 Paul Street 
London EC2A 4JU 
United Kingdom 
Ph . 44-20-7588-6669 
Fax 44-20-7588-6645 
E-mail : enquiries@digitab.demon.co.uk 
www.digitab.demon.co.uk 
Eric Willson 
Services: CD, DE, DT, SA 

Digital Research , Inc. 
201 Lafayette Center 
Kennebunk, ME 04043-1853 
Ph . 207-985-7660 
Fax 207-985-5569 
E-mail : bob.domine@digitalresearch.com 
www.digitalresearch.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 
www.diresearch.com 
David Phife, President 
Services: CD, DE, DT, SA 

Discovery Research Group 
2089 E. Fort Union Blvd . 
Salt Lake City, UT 84121 
Ph. 800-678-37 48 or 801 -944-0326 
Fax 801-944-0550 
E-mail : info@drgutah.com 
www.drgutah.com 
Mary Spain , Account Executive 
Services: CD, DT 

DSC Services, Inc. 
340 N. Westlake Blvd ., Suite 240 
Westlake Village, CA 91362 
Ph. 805-495-5128 
Fax 805-495-1 097 
E-mail : dimplv@dscservice.com 
www.dscservice.com 
Dimple Verma, Dir. Sales & Marketing 
Services: CD , DE, DT 

Eagle Research - Atlanta 
1835 Savoy Dr., Suite 215 
Atlanta, GA 30341 
Ph. 770-395-6090 or 770-350-7709 
Fax 770-458-1652 
E-mail : joe.schwartz@eagleresearch.com 
www.eagleresearch .com 
Joe Schwartz, Vice President 
Services: CD, DE, DT, SC, SA 

Edison Media Research 
6 W. Cl iff St. 
Somerville, NJ 08876 
Ph. 908-704-9473 
Fax 908-707-4 7 40 
E-mail : jcharneski@edisonresearch.com 
www.edisonresearch.com 
Services: DT, SA 
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El ri ck & Lavidge 
1990 Lakeside Pkwy., 3rd fl. 
Tucker, GA 30084 
Ph. 770-621-7600 or 800-456-1314 
Fax 770-723-6408 
E-mail : pws@elavidge.com 
www.elrickandlavidge.com 
Paul Sherrington , Vice President 
Services: CD, DE, DT, SC, SA 

Equifax Direct Marketing Solutions, Inc. 
1621 18th St. , Suite 300 
Denver, CO 80202 
Ph. 303-298-5277 
Fax 303-298-5633 
E-mail : david .triggs@equifax.com 
David Triggs, Dir. of Market Research 
Services: CD, DE, DT, SC, SA 

Essex 3 Tabulations 
4091 Saltburg Rd ., Suite F 
Murrysville, PA 15668-8524 
Ph. 412-798-0444 
Fax 412-798-0450 
E-mail : mitch@essex3.com 
www.essex3.com 
Mitch Singerman, General Partner 
Services: CD , DE, DT, SA 

Essman/Research 
100 E. Grand Ave ., Suite 340 
Des Moines, lA 50309-1800 
Ph. 515-282-7145 
Fax 515-282-4535 

Estymator 
Szpitalna 4/11 
00-031 Warsaw 
Poland 
Ph. 48-22-827-47-62 
Fax 48-22-826-30-67 
E-mail : office@estymator.com.pl 
www.estymator.com.pl 
Jacek Choloniewski , Director 
Services: CD, DE, DT, SA 

E-Tabs Ltd . 
European Headquarters 
Heather House 
Heather Gardens 
London NW11 9HS 
United Kingdom 
Ph. 44-20-8455-4665 
Fax 44-20-8731-9591 
E-mail: info@e-tabs.com 
www.e-tabs.com 
Benjamin Rietti 
Branch Office: 

927 Suzy St. 
Sandwich, IL 60548 
Ph. 888-823-8227 
Fax 888-680-9009 
E-mail : info@e-tabs.com 
www.e-tabs.com 

Services: SA, Data Delivery 

Facts International Ltd. 
Facts Centre, 3 Henwood 
Ashford , Kent TN24 8FL 
United Kingdom E-mail : mail@essmanresearch .com 

www.essmanresearch.com 
Deborah Stearns 

Ph. 44-123-363-7000 or 0800-716731 (freephone) 
Fax 44-123-362-6950 

Services: CD, DE, DT, SA E-mail : facts@facts.uk.com 
www.facts.uk.com 
Barbara Lee, Managing Director 
Services: CD, DE, DT, SA 

Survey Research Consulting 

,... 
~L 

Well design<'d ;;urvey research make. good 
finan cial sr,nsc. 

Whateve r your research needs, DRC ensures 
that th e solutions strengthen your partnerships 
and , ultimately, benefit your bottom line. 
The resul ts are e ·traordinary. 

Custo nwr Satisfa(•tion S11rve~·s Employt>e Sun eys 360 ' Fet>dhack Weh Surveys and Rt>po rts Rt>search Consulting 
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Service Codes 
CD . .... . Coding 
DE ... ... Data Entry 
DT ...... Data Tabulation 
SC . . .. . . Scanning Services 
SA ...... Statistical Analysis 

First Market Research Corp. 
167 Corey Rd ., #1 02 
Brighton , MA 02135 
Ph. 800-FI RST-1-1 or 617-734-7080 
Fax 617-734-9080 
E-mail: mpriddy@firstmarket.com 
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 
www.firstmarket.com 
James Heiman, President 

Services: CD, DE, DT, SA 

Flake-Wilkerson Market Insights, LLC 
333 Executive Ct. , Suite 100 
Little Rock, AR 72205 
Ph . 501-221-3303 or 800-327-8831 
Fax 501-221-2554 
E-mail : research@mktinsights.com 
www.mktinsights.com 
Randy Hanson, V.P. & Chief Methodologist 
Services: CD, DE, DT, SA 

Forum Canada Research , Inc. 
180 Bloor St. W. , Suite 1401 
Toronto, ON M5S 2V6 
Canada 
Ph. 416-960-9600 ext. 9603 
Fax 416-960-9602 
E-mail : lbozinoff@forumresearch .com 
www.forumresearch .com 
Dr. Lorne Bozinoff, President 
Services: CD, DE, DT, SC, SA 

Framework 
1 Rosebery Avenue 
London EC1 R 4SR 
United Kingdom 
Ph . 44-20-7278-0187 
Fax 44-20-7278-0195 
www.framework.co.uk 
Services: CD, DE, DT, SC, SA 

Freeman , Sullivan & Co. 
Population Research Systems, LLC 
131 Steuart St. , Suite 500 
San Francisco, CA 94105 
Ph . 415-777-0707 or 800-777-0737 
Fax 415-777-2420 
E-mail : lesliederbin@fsc-research .com 
www.fsc-research .com 
Services: SA 
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Frekans Research Field & Tab Services Ltd . 
Koresehitleri Cad . No:1 D:5 
Zincirlikuyu 
80300 Istanbul 
Turkey 
Ph . 90-212-274-2063 
Fax 90-212-267-1502 
E-mail: frekans@frekans .com.tr 
www.frekans.com .tr 
Services: CD, DE, DT, SA 

Friedman Marketing Services 
500 Mamaroneck Ave. 
Harrison, NY 10528 
Ph . 914-698-9591 
Fax 914-698-2769 
E-mail : gvigeant@roper.com 
www.friedmanmktg.com 
Gary Vigeant or David Smith 
Services: CD , DE, DT 

Gage Marketing Services 
5130 Industrial St. 
Maple Plain, MN 55359 
Ph. 763-479-4645 
Fax 763-479-4718 
E-mail : wolf_fiedler@gage.com 
Services: DE 

Georgia Data Processing , Inc. 
120 Gloster Rd . N.W. , Suite 4B 
Lawrenceville , GA 30044 
Ph. 770-806-9040 
Fax 770-806-9553 
E-mail : gadp@mindspring.com 
Georgia Briggs, President 
Services: CD, DE , DT 

Global Market lnsite, Inc. 
1474 N.E. Katsura St. 
Issaquah, WA 98029 
Ph . 425-369-0197 
Fax 425-369-0198 
E-mail : rwmonster@gmi-mr.com 
www.gmi-mr.com 
Rob Monster 
Services: CD, DE, DT 

GMI provides e-business solutions for market 
research . GMI 's Net-MR software suite integrates 
features for panel management, project manage­
ment, mixed-mode data collection , and analysis 
and reporting. Net-MR is entirely Web-based . The 
tools are enhanced by access to GMI 's online con­
sumer panel , which is active in over 170 countries. 
In addition, GMI provides cost-effective service 
bureau support and custom software development 
services. 
(See advertisement on p. 99) 

GMRC - Global Marketing Research & Consulting 
32 Station Approach 
West Byfleet, Surrey KT14 ONF 
United Kingdom 
Ph . 44-01932-351-733 
Fax 44-01932-351-803 
www.gmr-c.com 
Services: CD, DE, DT, SA 

Goldfarb Consultants 
4950 Yonge St. , Suite 1700 
Toronto, ON M2N 6K1 
Canada 
Ph . 800-803-6332 or 416-221-9200 
Fax 416-221-2214 
E-mail : info@goldfarbconsultants.com 
www.goldfarbconsultants.com 
Todd Gillam 
Services: CD, DE, DT, SA 

Group Si gma Ltd . 
143 Westmoreland Road 
Bromley, Kent BR2 OTY 
United Kingdom 
Ph . 44-20-8460-9191 
Fax 44-20-8460-3969 
E-mail: groupsigma@compuserve.com 
Services: CD, DE, DT, SC, SA 

H & H Data Services 
12184 Waters Edge Court 
Loveland , OH 45140 
Ph. 513-625-1270 
Fax 513-625-1359 
E-mail: hhdata1 @aol.com 
Cathy L. Hughes, Managing Partner 
Services: CD, DE, DT 

Robert Hale & Associates 
4655 Cass St. , Suite 110 
San Diego, CA 92109 
Ph . 858-270-1600 
Fax 858-270-2064 
E-mail : info@roberthaleassociates.com 
www.roberthaleassociates.com 
Robert Hale, President 
Services: SA 

Hase/Schannen Research Associates , Inc. (HSR) 
231 Clarksville Rd . 
P.O. Box 2061 
Princeton , NJ 08543 
Ph . 609-799-3939 
Fax 609-799-4134 
E-mail : hsr@hsra.com 
www.hsra.com 
Services: SA 

Hearne Sci entific Software Pty Ltd 
Level 6, 552 Lonsdale Street 
Melbourne, VIC 3000 
Australia 
Ph . 61-3-9602-5088 
Fax 61 -3-9602-5050 
E-mail : info@hearne.com .au 
www. hearne .com .au 
Services: CD , DT, SA 

humanvoice, inc. 
2155 N. Freedom Blvd ., Suite 100 
Provo, UT 84604 
Ph . 801 -344-5500 
Fax 801 -370-1 008 
E-mail : jmchood@humanvoice.com 
www.humanvoice.com 
Services: CD, DE, DT, SC , SA 
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Hunter Associates 
Richard Hunter Associates 
7710 Carondelet, Suite 303 
St. Louis, MO 63105 
Ph. 314-727-8887 
Fax 314-721-2011 
E-mail : jhunter@brick.net 
www.rhaweb.com 
Jan Hunter, Partner 
Services: SA 

I.S.I.S.-Integrated Strategic Information Services 
2160 Ward Way 
Woodside, CA 94062 
Ph. 650-298-8555 
Fax 650-298-9555 
E-mail : isis@isisglobal.com 
Marc Limacher, Managing Director 
Services: SA 

IN-2-TAB 
23 W. 17th St. 
New York, NY 10011 
Ph . 212-390-5750 
Fax 212-390-5751 
E-mail : arosen@in2tab.com 
www.in2tab.com 
Andrew Rosen 
Services: CD , DE, DT 

Independent Data Analysis Ltd 
33 Wei beck Street 
London W1 G 8EX 
United Kingdom 
Ph . 44-20-7486-4300 
Fax 44-486-4322 
E-mail : info@ida.co.uk 
www.ida.co .uk 
Services: CD, DE, DT, SC , SA 

lnfoCorp 
135 Gymea Bay Rd . 
Gymea, NSW 2227 
Australia 
Ph. 61-2-9576-6997 
Fax 61-2-9576-6996 
E-mail : infocorp@infocorp.com.au 
Services: CD , DE, DT, SA 

Information & Data Services 
22 Hamlin St. 
Orono, ME 04473-1612 
Ph . 207-866-3696 
E-mail : ggordon@adephia.net 
Services: CD , DE, DT, SA 

lnfoTek Research Group , Inc. 
4915 S.W. Griffith Dr. , Suite 200 
Beaverton , OR 97005 
Ph . 503-644-0644 
Fax 503-641-0771 
E-mail : Steveb@infotekresearch.com 
www.infotekresearch.com 
Steve Boespflug , V.P./Principal 
Services: CD , DE, DT, SA 

Innis Maggiore Group 
4715 Whipple Ave. N.W. 
Canton , OH 44718 
Ph. 330-492-5500 
Fax 330-492-5568 
E-mail: dick@innismaggiore.com 
www.innismaggiore.com 
Dick Maggiore, President & CEO 
Services: CD , DE , DT, SA 

Inquire Market Research , Inc. 
1801 E. Edinger Ave ., Suite 205 
Santa Ana, CA 92705-4734 
Ph. 714-835-8020 or 800-995-8020 
Fax 714-835-8060 
E-mail : don .minchow@inquireresearch.com 
www.inquireresearch.com 
Don Minchow, President 
Services: CD, DE, 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 

Insight Express, LLC 
700 Canal St. , 1st floor 
Stamford , CT 06902 
Ph. 877-329-1552 or 203-359-417 4 
Fax 203-359-4718 
E-mail: lsmith@insightexpress.com 
www.insightexpress.com 
Lee Smith 
Services: CD, DT 

Insight Research , Inc. 
1000 Broadway, Suite 292 
Oakland , CA 94607 
Ph. 510-286-8000 
Fax 510-286-2022 
E-mail: info@iresearchinc.com 
www.iresearchinc.com 
Services: CD, DE, DT, SC, SA 

Intelligent Analytical Services 
11610 Regent St. 
Los Angeles, CA 90066 
Ph . 310-390-6380 
Fax 310-390-4720 
E-mail : iasinfo@mediaone.net 
www.iasinfo.com 
Charles J. Schwartz, Principal 
Services: SA 

International Data Corp . 
1884 Lackland Hill Pkwy. , Suite 3 
St. Louis, MO 63146 
Ph . 314-432-7866 
Fax 314-432-5960 
E-mail : gm@intl-data.com 
www.intldatacorp.com 
Gayle Myers, President 
Services: CD , DE, DT, SC, SA 
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INTERtab 
4950 Yonge St. , Suite 1002 
Toronto, ON M2N 6K1 
Canada 
Ph . 416-250-8511 
Fax 416-250-8515 
E-mail: randa@crii.com 
Services: CD, DE, DT 

Interview Technology 
Raadhuisstraat 46 
1016 DG Amsterdam 
The Netherlands 
Ph . 31-20-620-15-89 
Fax 31-20-638-72-99 
E-mail: itsales@interviewtechnologies.com 
www.interviewtechnologies.com 
Andre Smit 
Services: CD , DE, DT, SC, SA 

Interviewing Service of America , Inc. 
15400 Sherman Way, Suite 400 
Van Nuys, CA 91406-4211 
Ph . 818-989-1044 
Fax 818-756-7489 
E-mail: mhalberstam@isacorp.com 
www.isacorp.com 
Michael Halberstam, President 
Services: CD, DE, DT, SC, SA 

Irwin Research Associates 
Div. of The Irwin Companies 
4112 N.W. 22nd Dr. 
Gainesville, FL 32605 
Ph . 352-371-7800 
Fax 352-371-0087 
E-mail: dhenry@irwinservices.com 
www.irwinservices.com 
Denise Henry, President 
Services: CD , DE, DT 

R. Isaacs Computing Associates , Inc. 
20 Gilbert Ave., Suite 202 
Smithtown, NY 11787-5312 
Ph. 631-979-1444 
Fax 631-979-2697 
E-mail : info@ricassociates.com 
www.ricassociates .com 
Richard Isaacs, President 
Services: CD, DE, DT, SA 

Issues and Answers Network, Inc . 
5151 Bonney Rd ., Suite 100 
Virginia Beach , VA 23462 
Ph . 757-456-1100 or 800-23-ISSUE 
Fax 757-456-0377 
E-mail : peterm@issans.com 
www.issans.com 
Peter McGuinness, President 
Services: CD, DE, DT, SA 

J & D Data Services 
3401 Custer Rd ., Suite 108 
Plano, TX 75023 
Ph. 972-596-6474 
Fax 972-964-6767 
E-mail : joe@jddataservices.com 
www.jddataservices.com 
Joe Deegan 
Services: CD , DE, DT, SC, SA 
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JRA, J. Reckner Associates, Inc. 
587 Bethlehem Pike, Suite 800 
Montgomeryville, PA 18936-97 42 
Ph. 215-822-6220 
Fax 215-822-2238 
E-mail : info@reckner.com 
www.reckner.com 
Gina Cassel 
Services: CD, DE, DT 

JRP Marketing Research Services 
100 Granite Dr., Terrace Level 
Media, PA 19063 
Ph. 610-565-8840 
Fax 610-565-8870 
E-mail : jrpmark@jrpmr.com 
www.jrpmr.com 
Paul Frattaroli , President 
Services: CD, DE, DT, SA 

Jupiter MMXI 
Watson House, 54 Baker Street 
London W1 U 7BU 
United Kingdom 
Ph. 44-20-7563-1600 
Fax 44-20-7563-1601 
E-mail : lgreen@jupitermmxi.com 
www.jupitermmxi.com 
Lucy Green, Marketing Director 
Services: DT, SA 

K P C Research 
600 S. Tryon St. 
Charlotte, NC 28202 
Ph. 704-358-5757 or 800-852-2794 
Fax 704-358-57 45 
E-mail : kpcresearch@charlotteobserver.com 
www.kpcresearch .com 
Services: DT, SA 

KG Tabs, Inc. 
221 Essex St. 
P.O. Box 1648 
Montauk, NY 11954 
Ph. 631-668-9402 
Fax 631-668-9408 
Services: DE, DT 

Kudos Research 
19-21 Nile Street 
London N1 7LL 
United Kingdom 
Ph. 44-20-7490-7888 
Fax 44-20-7 410-9390 
E-mail : info@kudosresearch .com 
www.kudosresearch .com 
Services: CD, DE, DT, SA 
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Leflein Associates, Inc. 
One Bridge Plaza 
Fort Lee, NJ 07024 
Ph . 201-363-1661 
Fax 201-363-1663 
E-mail : bleflein@leflein.com 
www.leflein .com 
Lynnae Psaras 
Services: DT, SA 

Lein/Spiegelhoff, Inc. 
720 Thomas Ln. 
Brookfield , WI 53005 
Ph. 262-797-4320 
Fax 262-797-4325 
E-mail : info@lein-spiegelhoff.com 
www.lein-spiegelhoff.com 
Charles Spiegelhoff, President 
Services: CD , DE, DT 

Leone Marketing Research 
4250 Alafaya Trl. , Suite 212-410 
Oviedo, FL 32765 
Ph. 407-977-0948 
Fax 407-977-8553 
E-mail : ftrimboli@cfl.rr.com 
Felicia Trimboli , President 
Services: CD, DE, DT, SC, SA 

LiveWorld Research Services 
434 Sandford Ave. 
Westfield , NJ 07090 
Ph. 908-232-2723 
Fax 908-654-9364 
E-mail : ayoffie@liveworld .com 
www. rei .liveworld .com 
Amy J. Yoffie , V.P. & General Manager 
Services: CD , DT, SA 

Living Questions AB 
Eastmansvagen 18 
113 24 Stockholm 
Sweden 
Ph. 46-8-5621 -0300 
Fax 46-8-5621-0310 
E-mail : info@living-questions.se 
www.living-questions.se 
Services: DE, DT, SC 

Lone Star Research, Inc. 
4104 24th St. , #346 
San Francisco, CA 94114-3615 
Ph. 415-820-9503 
Fax 415-641-0716 
E-mail : bill .macelroy@lonestarrsrch.com 
www.lonestarrsrch.com 
Bill MacEiroy, President 
Services: DT, SA 

MacGregor Suzuki, Inc. 
28 W. 25th St. 
New York, NY 1 001 0 
Ph . 212-243-0004 
Fax 212-627-4363 
E-mail : Autocode@suzukidata.com 
Anthony Olivia, President 
Services: CD, DE, DT 

MACRO Consulting, Inc. 
1900 Embarcadero Rd ., Suite 110 
Palo Alto, CA 94303 
Ph . 650-812-7550 
Fax 650-812-7551 
E-mail: dick@macroinc.com 
www.macroinc.com 
Dick McCullough 
Services: SA 

Mangen Research Associates, Inc. 
77 40 W. 78th St. 
Minneapolis, MN 55439 
Ph . 952-942-5383 
Fax 952-942-7015 
E-mail : djmangen@mrainc.com 
www.mrainc.com 
Services: CD, DE, DT, SA 

Charles R. Mann Associates, Inc. 
1730 K St. N.W., Suite 901 
Washington, DC 20006-3833 
Ph . 202-466-6161 or 800-669-7828 
Fax 202-466-6050 
E-mail: crmann@mannassociates.com 
www. mannassociates.com 
Charles R. Mann, Ph.D ., President 
Services: CD, DE, DT, SA 

Maritz Research 
1355 N. Highway Dr. 
Fenton , MO 63099 
Ph. 636-827-8532 or 800-446-1690 
Fax 636-827-8605 
E-mail : maritzresearch@maritz.com 
www.maritzresearch.com 
Phil Wiseman , V.P. Marketing 
Services: CD , DE, DT, SC, SA 

A full-service firm conducting custom research 
studies. Specialists in customer satisfaction/cus­
tomer value measurement. Research services in 
key areas: qualitative, tactical (tracking , AT&U , 
etc.) and strategic (product positioning , market 
segmentation, etc.). Maritz covers major markets 
in North America, Central and Latin America, 
Europe, Africa, the Middle East, and the Asia Pacific 
Region. Member CASRO. 
(See advertisement on p. 31) 

Market Advantage Consulting & Software 
1751 W. Diehl Rd ., Suite 150 
Naperville, IL 60563 
Ph . 630-428-1847 
Fax 630-428-1947 
E-mail : info@marketadvantageconsult.com 
www.marketadvantageconsult.com 
James Libby 
Services: DT, SA 
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Market Analytics , Inc. 
109 Forrest Ave. 
Narberth, PA 19072 
Ph . 61 0-667-9625 
Fax 610-664-3998 
E-mail : info@marketanalytics.com 
www.marketanalytics.com 
Stanley L. Hunter, President 
Services: SC, SA 

Market Decisions Corporation 
8959 S.W. Barbur Blvd. , Suite 204 
Portland , OR 97219 
Ph . 503-245-4479 
Fax 503-245-9677 
E-mail : info@mdcresearch.com 
www.mdcresearch.com 
Lester Harman 
Services: CD , DE, DT, SA 

Market Insight, Inc. 
112 W. Foster Ave. , Suite 202-C 
State College, PA 16801 
Ph . 800-297-7710 or 814-231-2140 
Fax 814-234-7215 
E-mail: frankf@mkt-insight.com 
www.mkt-insight.com 
Services: CD, DE, DT, SA 

Market Probe International , Inc. 
114 E. 32nd St. , Suite 1603 
New York, NY 1 0016-5506 
Ph. 212-725-7676 
Fax 212-725-7529 
E-mail: alan@marketprobeint.com 
www.marketprobeint.com 
Alan Appelbaum , President 
Services: CD , DE, DT, SC, SA 

Market Probe, Inc. 
2655 N. Mayfair Rd . 
Milwaukee, WI 53226-1310 
Ph. 414-778-6000 
Fax 414-778-3730 
E-mail : info@marketprobe.com 
www.marketprobe.com 
Services: CD, DE, DT, SC 

Market Research Solutions , Ltd. (MRSL) 
Little Baldon House, Little Baldon 
Oxford OX44 9PU 
United Kingdom 
Ph . 44-1865-788000 
Fax 44-1865-788001 
E-mail: sales@mrsl.co.uk 
www.mrsl.co.uk 
Bernard Hudson 
Services: CD , DE, DT 
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Market Resource Associates , Inc. 
15 S. Fifth St. , 8th fl. 
Minneapolis, MN 55402 
Ph . 612-334-3056 or 800-795-3056 
Fax 612-334-3121 
E-mail : john.cashmore@mraonline.com 
www.mraonline.com 
John Cashmore, CEO 
Services: CD, DE, DT, SA 

Market Trends Pacific , Inc. 
1001 Bishop St. , Suite 505 
Honolulu , H196813 
Ph . 808-532-0733 
Fax 808-532-07 44 
E-mail : wanda@markettrendspacific.com 
www.markettrendspacific.com 
Wanda Kakugawa, President 
Services: CD , DE, DT, SA 

Market Trends, Inc. 
(Corporate Headquarters) 
375 Corporate Dr. S. , Suite 100 
Seattle, WA 98188 
Ph. 206-575-1222 
Fax 206-575-8779 
E-mail: infomanager@markettrends.com 
www.markettrends.com 
Jackie Weise, Exec. Vice President 
Services: CD , DE, DT, SC, SA 

Marketing & Research Resources, Inc. 
1303-A East Patrick St. 
Frederick, MD 21701 
Ph . 301-694-2800 
Fax 301-694-5171 
E-mail : david_vershel@m-rr.com 
www.m-rr.com 
Services: CD, DE, DT, SA 

The Marketing Center 
Cavalieri 1594, URB. Caribe Rio Piedras 
San Juan, PR 00927 
Puerto Rico 
Ph. 787-751-3532 
Fax 787-765-2096 
E-mail : info@tmcgroup.net 
www.tmcgroup.net 
Services: CD , DE, DT, SA 

Marketing Information Systems lnt'l. 
1 00 Sylvan Ave. 
Englewood Cliffs, NJ 07632 
Ph . 201-947-6900 
Fax 201-947-2706 
E-mail : j.shari@misi-intl.com 
Services: CD, DE, DT, SA 

www.quirks.com 

Marketing Intelligence 
1636 N. Swan Rd., Suite 102 
Tucson, AZ 85712 
Ph . 520-321-0110 
Fax 520-321-1649 
E-mail: chrisb@mktg-intelligence.com 
www.mktg-intel ligence.com 
Services: SA 

Marketing Masters 
5782 Gold Dust Dr. 
De Pere, Wl54115 
Ph. 920-532-0406 
Fax 920-532-0407 
E-mail : sales@surveysaid .com 
www.surveysaid.com 
Michael Smits, Sales & Mktg. Mgr. 
Services: DE, DT 

Marketing Research Associates 
83 Alexander Street 
Crows Nest, NSW 2065 
Australia 
Ph . 61-2-9966-4811 
Fax 61-2-9966-4822 
E-mail: mra@mraholdings.com.au 
www.mraholdings.com.au 
Kylie Jeffree 
Services: CD, DE, DT, SA 

Marketing Research Services, Inc. (MRSI) 
600 Vine Street, Suite 2900 
Cincinnati , OH 45202 
Ph . 513-579-1555 
Fax 513-562-8819 
E-mail : info@mrsi.com 
www.mrsi .com 
Holly Ford 
Services: CD, DE, DT, SA 

Marketing 
§ystems 
Group 

Marketing Systems Group 
565 Virginia Dr. 
Fort Washington , PA 19034-2706 
Ph . 800-336-767 4 or 215-653-71 00 
Fax 215-653-7115 
E-mail: info@m-s-g.com 
www.m-s-g.com 
Dale W. Kulp , President 
Services: DT, SA 
(See advertisements on pp. 13, 113) 

MarketVision Research® 
Corporate Headquarters 
10300 Alliance Rd ., Suite 160 
Cincinnati , OH 45242 
Ph . 513-791-3100 
Fax 513-794-3500 
E-mail : info@marketvisionresearch.com 
www. marketvision research. com 
Services: CD, DT, SA 
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Service Codes 
CD ...... Coding 
DE . ..... Data Entry 
DT ...... Data Tabulation 
SC ...... Scann ing Services 
SA ...... Statistical Analysis 

MarketVisions 
(A Div. Of Environics Research Group-Western Ltd .) 
630, 999-8 Street, S.W. 
Calgary, AB T2R 1 J5 
Canada 
Ph. 403-229-0711 or 403-802-4336 
Fax 403-228-9165 
E-mai l: smanser@environics-west. com 
Services: CD , DE, DT, SA 

Mathematical Data Systems, Inc. 
P.O. Box 685 
Bridgehampton, NY 11932 
Ph. 631-537-6949 
Fax 631-537-6944 
E-mail : melmds@attglobal.net 
www. mathdatasys.com 
Dr. Mel Taiuiter 
Services: DT, SA 

Matousek & Associates 
1270 Main St. 
Green Bay, WI 54302 
Ph. 920-436-4647 
Fax 920-436-4651 
E-mail : tamatousek@aol.com 
Services: CD , DE, DT, SA 

The Matrix Group, Inc. 
501 Darby Creek Rd ., #25 
Lexington, KY 40509 
Ph. 859-263-8177 or 800-558-6941 
Fax 859-263-1223 
E-mail : matre@infi.net 
www.tmgresearch .com 
Services: CD, DE, DT, SC, SA 

Matrix Research Limited 
Field & Tab & More 
55 Doncaster Ave ., Suite 280 
Thornhill , ON L3T 1 L7 
Canada 
Ph. 905-707-1300 
Fax 905-707-1307 
E-mail: survey@matrixresearch.ca 
www. matrix research .ca 
Chris Loree 
Services: CD, DE, DT, SC, SA 

Matrix, Inc. 
3490 U.S. Rte. 1 
Princeton , NJ 08540 
Ph. 609-452-0099 
Fax 609-452-8644 
E-mail : i nfo@matrixdataprocessi ng .com 
www. matrixdatap recessing . com 
Jacob Katz, President 
Services: CD , DE, DT 

82 

Maverick Research Inc. 
248 Dupont St. 
Toronto, ON M5R 1V7 
Canada 
Ph. 416-960-9934 
Fax 416-960-1917 
E-mail : nancy@maverickresearch .com 
www.maverickresearch .com 
Nancy Gulland, President 
Services: CD , DE, DT 

MAXimum Research , Inc. 
1860 Greentree Rd . 
Cherry Hill , NJ 08003 
Ph . 856-874-9000 or 888-212-7200 
Fax 856-87 4-9002 
E-mail: sales@maximumresearch.com 
www.maximumresearch .com 
Robert A. Mal mud, President 
Services: CD, DE, DT, SA 

MCA (Marketing Research & Communications Ascts.) 
4th floor, Yeosun Bldg. 
694-34, Yeoksam-dong , Kangnam-ku 
Seoul135-0800 
South Korea 
Ph. 82-2-568-5440 or 82-2-555-5218 
Fax 82-2-575-7266 
E-mail : msymca@unitel.co.kr 
www. mcaresearch .co. kr 
Jessica Yang 
Services: CD, DE, DT, SC , SA 

MOSS 
Marketing Decision Support Systems, Inc. 
7098 N. Shadeland Ave ., Suite H 
Indianapolis, IN 46220 
Ph. 800-870-MDSS or 317-594-3150 
Fax 317-594-3155 
E-mail : kathy@mdssworld .com 
www.mdssworld.com 
Kathy Pellman, Vice President 
Services: DE 

Media Market Reports, Inc. 
406 N. 130 St. , Suite 100 
Omaha, NE 68154 
Ph. 402-493-8229 
Fax 402-493-517 4 
E-mail: info@mediamarketreports.com 
www.mediamarketreports.com 
Services: CD , DE, DT, SC , SA 

MedProbe Inc. 
600 S. Hwy. 169, Suite 1410 
Minneapolis, MN 55426 
Ph. 952-540-0718 
Fax 952-540-0721 
E-mai l: MedPr@aol.com 
Mitchell T. Gersovitz, Ph.D. 
Services: CD, DE , DT, SA 

Megatab 
1405 Bishop, Suite 101 
Montreal , PO H3G 2E4 
Canada 
Ph. 888-920-0085 or 514-847-0085 
Fax 888-510-0023 
E-mail: info@megatab.com 
www.megatab.com 
Jean-Sebastien Cardinal , President 
Services: CD , DE, DT 

Mercator Corporation 
21 Pleasant St. , Suite 201 
Newburyport, MA 01950 
Ph . 978-463-4093 or 800-997-7627 
Fax 978-463-0515 
E-mail : info@mercatorcorp.com 
www.mercatorcorp.com 
Services: CD , DE, DT, SC , SA 

MERCURY Research 
95 , Siret Street, 1st floor, District 1 
Bucharest 70211 
Romania 
Ph . 401 -224-6600 
Fax 401-224-6611 
E-mail : contact@mercury.ro 
www.mercury.ro 
Georgiana Nicodim, General Manager 
Services: CD , DE , DT, SA 

Meta Information Services 
1819 K St. , Suite 200 
Sacramento, CA 95814 
Ph. 916-325-1222 
Fax 916-325-1224 
E-mail : morley@metasite.com 
www.meta-info.com 
Services: CD, DE, DT, SA 

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

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 
www.microtab.com 
Larry Hills, Managing Director 
Services: CD , DE, DT, SC, SA 

We are a fu ll featured data processing service 
bureau , founded in 1979 by research profession­
als to fulfill every research data processing need . 
Using Microtab XP 2002, we have no tabulation 
limits on number of questionnaires or length of 
survey. We perform Web-interviewing , mailing 
in/out, Internet/CAT! data import, coding , key data 
entry, graphing, stat testing , and/or typed verba­
tims. Low cost, fast turnaround . 
(See advertisement on p. 83) 

www.quirks.com Quirk's Marketing Research Review 



Mid-America Research/Facts In Focus 
Administrative Offices 
999 N. Elmhurst Rd. , Suite 17 
Mt. Prospect, IL 60056 
Ph . 847-392-0800 or 847-870-6262 
Fax 84 7-870-6236 
E-mail : randhurst@mar-fif.com 
www.mar-fif.com 
Marshall Ottenfeld , President 
Services: CD, DE, DT, SC, SA 

The Miller Research Group , Inc. 
350 W. Kensington Rd ., Suite 109 
Mt. Prospect, IL 60056 
Ph . 847-342-1500 
Fax 84 7-342-1509 
E-mail: info@mrgservices.com 
www. mrgservices.com 
Jim Miller, President 
Services: CD, DE, DT, SA 

MindSearch 
272 Whipple Rd. 
Tewksbury, MA 01876-3540 
Ph . 978-640-9607 
Fax 978-640-9879 
E-mai l: ju lie@mind-search.com 
Services: CD , DE, DT, SA 

MMR Research 
8700 N. Stemmons Fwy., Suite 190 
Dallas, TX 75247-3715 
Ph. 800-315-TEXX 
Fax 214-630-6769 
E-mail : tveliz@aol.com 
Tony Veliz 
Services: CD, DE, DT, SA 

Moskowitz Jacobs Inc. 
1025 Westchester Ave. 
White Plains, NY 10604 
Ph. 914-421-7400 
Fax 914-428-8364 
E-mail: mji@mji -designlab.com 
www. mji-designlab.com 
Services: DT, SA 

MR&S Market Research & Services GmbH 
Mainluststrasse 2 
60329 Frankfurt/Main 
Germany 
Ph . 49-69-2426650 
Fax 49-69-250016 
E-mail : mr-s@mr-s.com 
www.mr-s.com 
Thomas Aragones, Managing Director 
Services: CD , DE, DT, SA 

MRDC Ltd 
14 Tonbridge Chambers 
Pembury Road 
Ton bridge, Kent TN9 2HZ 
United Kingdom 
Ph. 44-1732-350035 
Fax 44-1732-351135 
E-mai l: info@mrdc.co.uk 
www.mrdc.co.uk 
Phil Hearn 
Services: CD, DE, DT 
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MSIInternational , Inc. 
16702 Valley View Ave. 
La Mirada, CA 90638 
Ph. 714-684-1136 or 888-853-2938 
Fax 714-684-1 126 
www.msiinternational.com 
Services: CD , DE, DT 

Gary Mullet Associates , Inc. 
466 Connemara Crossing 
Lawrenceville , GA 30044 
Ph. 770-931 -1060 
Fax 770-931-3654 
E-mail: gmmullet@mindspring.com 
Gary M. Mullet, President 
Services: SA 

MVJ Group Inc. 
1240 Bay St. , Suite 204 
Toronto, ON M5R 2A7 
Canada 
Ph. 416-445-2478 
Fax 416-445-7003 
E-mail : admin@mvj-group.on.ca 
www.mvj-group.on .ca 
Margaret Torrance, President 
Services: CD, DE, DT, SC, SA 

National Survey Research Center 
5350 Transportation Blvd ., Su ite 19 
Cleveland , 0 H 44125 
Ph . 800-837-7894 or 216-518-2805 
Fax 216-518-2903 
E-mail : nsrc@nsrc.com 
Alan F. Dutka 
Services: CD, DE , DT, SA 

NCH Analytical Services 
75 Tri-State International , Suite 400 
Lincolnshire, IL 60069-4443 
Ph . 847-317-5661 
Fax 84 7-317-5628 
E-mail: dstepanek@nuworld .com 
www.nuworld.com 
Services: SA 

NCS 
4401 W. 76th St. 
Minneapol is, MN 55435 
Ph. 800-328-6172 
E-mai l: info@ncs.com 
www.ncs.com 
Services: CD, DE, DT, SC, SA 

NCSS 
329 N. 1000 E. 
Kaysville , UT 84037 
Ph. 801 -546-0445 
Fax 801-546-3907 
E-mail : sales@ncss.com 
www.ncss.com 
Jerry Hintze 
Services: SA 

New Orleans Field Services Associates 
257 Bonnabel Blvd. 
Metairie, LA 70005-3738 
Ph. 504-833-0641 
Fax 504-834-2005 
Peggy T. Gereighty 
Services: CD , DT 

Nichols Research , Inc. 
333 W. El Camino Real , Suite 180 
Su nnyvale, CA 94087 
Ph. 408-773-8200 
Fax 408-733-8564 
E-mai l: sunnyvale@nicholsresearch.com 
www.nicholsresearch.com 
Ray Yeen , Data Processing Mgr. 
Services: CD, DE, DT 

~~- MicROTAb XP 2002 CRoss TAbulATiON SofTwARE 

This is the software you should use. Choose either the Standard or 
the Professional Edition. Both come with 24/7 support that doesn't cost 
anything extra. With a capacity of 1 0 million surveys per study and an 
unlimited number of questions, you'll never be caught short. 

The Professional Edition includes extensive statistical testing 
capabilities, sophisticated sample balancing and the ability to perform 
any math operations on and between variables. 

Call and request the Free Microtab XP 2002 full-featured Evaluation 
Edition. Every capability is included. 

Microtab XP 2002 runs on any Windows platform (9x, 2000, NT, 
Millennium, or XP). Priced (including support) at $895 and $1595. 
These are one-time charges, not monthly leasing costs. 

www.quirks.com 

Microtab, Incorporated 
500 Sun Valley Drive • Roswell , Georgia USA 30076 

770.552.7856 • fax 770.552.7719 
lnfo@microtab.com • http//:www.Microtab.com 

Microtab is a registered trademark of Microtab, Incorporated 
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Service Codes 
CD .. . . . . Coding 
DE .. .. . . Data Entry 
DT . . . . . . Data Tabulation 
SC . .. . . . Scanning Services 
SA . . . .. . Statistical Analysis 

NIPO Software 
P.O. Box 247 
Grote Bickersstraat 74 
1000 AE Amsterdam 
The Netherlands 
Ph. 31-20-523-59-89 
Fax 31-20-522-53-33 
E-mail : sales@niposoftware.com 
www. n i posoftware. com 
Jeroen Noordman 
Services: CD , DE, DT, SA 

North Coast Behavioral Research Group 
25 Prospect Ave. W. , Suite 1700 
Cleveland, OH 44115 
Ph. 216-861-5780 
Fax 216-736-4432 
E-mail : cwargo@wyseadv.com 
www.ncbrg .com 
Cindy Wargo 
Services: CD, DE, DT, SA 

O'Connor & Associates 
759 Jackson Rd . 
Stewartsville, NJ 08886 
Ph. 908-859-8260 
Fax 908-859-5299 
E-mail : avigg@bellatlantic.net 
www.oconassoc.com 
Services: SA 

CJ Olson Market Research, Inc. 
2125 E. Hennepin Ave ., Suite 100 
Minneapolis, MN 55413-2720 
Ph. 612-378-5040 or 800-788-0085 
Fax 612-378-5401 
E-mail : admin@cjolson .com 
www.cjolson.com 
Gayle Belkengren 
Services: CD , DE, DT, SC, SA 

On-Line Communications, Inc. 
401 S.E. Dewey 
Bartlesville, OK 74003 
Ph. 800-765-3200 or 918-338-2000 
Fax 918-338-0831 
E-mail: askus@on-linecom.com 
www.on-linecom.com 
Services: CD, DT 

Independent telephone and Internet data collection 
company with 240 stations. CATI interviewing 

PAPER 
OR 

PLASTIC? 
How do you want it today? 

It used to be that survey reports only came 
one way -paper, lots of it in big, bulky books. 

But PAl's changed all that. We give you 6 
digit survey samples, complex tabs, fast and 

easy on your PC. Plastic- easy as PAl. 

PAl 
CALL FOR 

DETAILS ON 
HOW TO GET 

FREE 
SOFTWARE! 

Productive Access, Incorporated 
Advanced Research Analysis Tools 

19851 Yorba Linda Blvd., Suite 203, Yorba Linda, CA 92686 
(714) 693-3110 (800) 693-3111 Fax (714) 693-8747 

using CfMC. In-house Web survey hosting and e­
mail management. Coding, editing and tabulation. 
On- and off-site monitoring. Inbound call routing. 
Owned and staffed by professionals with full-ser­
vice background. Separate business services divi­
sion . 
(See advertisement on p. 29) 

Opinion Access Corp . 
31 -00 47th Ave. 
Long Island City, NY 11101 
Ph . 718-729-2622 or 888-489-DATA 
Fax 718-729-2444 
E-mail : info@opinionaccess.com 
www.opinionaccess.com 
Joe Rafael 
Services: CD, DE, DT, SC 

Opinion Access Corp. provides market researchers 
with a one-stop shop for all telephone data col­
lection and data processing needs. We provide 
the fastest and most adaptable telephone inter­
viewing utilizing the flexibility of a CATI system 
integrated with the most advanced pred ictive 
dialer. While our leading-edge technology sets the 
standard for productivity and cost-effective calling, 
our extensively trained and skilled interviewing 
staff ensures the highest level of quality for every 
project. 
(See advertisement on p. 47) 

@ .Opinion ................ """"'" 

Opinion Search , Inc. 
1800 - 160 Elgin St. 
Ottawa, ON K2P 2C4 
Canada 
Ph . 800-363-4229 
Fax 613-230-3793 
E-mail : info@opinionsearch .com 
www.opin ionsearch.com 
Services: CD , DE, DT, SC, SA 

Opinion Search Inc. provides a range of data pro­
cessing and statistical analysis services. We have 
considerable experience in conducting statistical 
routines, cleaning data files , producing tabular 
output, and weighting data. Statistical routines 
from simple frequencies and crosstabulations to 
complex multivariate analysis are available using 
a wide range of statistical software including SPSS, 
SAS, Ouantime, WinCross and STAT-XP. 
(See advertisement on Back Cover) 

OPINIONation 
4301 Ridge Rd . 
Cleveland , OH 44144 
Ph . 216-351 -4644 
Fax 216-351-7876 
E-mail: ron@opinionation.com 
www.opinionation.com 
Ron Kornokovich , President 
Services: CD, DE, DT, SA 
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Optimum Solutions Corp. 
266 Merrick Rd . 
Lynbrook, NY 11563 
Ph. 516-247-5300 
Fax 516-247-5301 
E-mai l: osc@netusa.net 
Ira Sadowsky, Exec. Vice President 
Services: CD , DE, DT, SC , SA 

PAl 
PAl-Productive Access, Inc. 
19851 Yorba Linda Blvd ., Suite 203 
Yorba Linda, CA 92686 
Ph . 800-693-3111 or 714-693-3110 
Fax 714-693-8747 
E-mail : bhontz@paiwhq.com 
www.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 process­
ing required to make your survey data immediately 
accessible and actionable. In addition to preparing 
data for analysis with mTAB's system software, PAl 
offers custom data tabulation services and elec­
tronic reporting tools that facilitate the distribution 
of your survey results and analysis. 
(See advertisement on p. 84) 

Paradigm Technologies lnt'l. 
391 Draco Rd . 
Piscataway, NJ 08854 
Ph . 732-248-7123 
Fax 732-248-7125 
E-mail : ravipara@aol.com 
www. paradigmtek.com 
Ravi lyer, President 
Services: CD , DE, DT, SC, SA 

Pat Henry Market Research, Inc. 
P.O. Box 17182 
Cleveland , OH 4411 7 
Ph . 800-229-5260 or 216-531-9562 
Fax 216-531-9724 
E-mail: jhominy@pathenry.com 
www.thepathenrygroup .com 
Judy Hominy 
Services: CD , DE, DT, SA 

PDPC, ltd. 
172 Monee Rd . 
Burl ington, CT 06013 
Ph . 860-673-9278 or 860-675-9026 
E-mail : charles_s_patridge@prodigy.net 
www.sconsig .com 
Charles Patridge 
Services: DT, SA 

Perseus Development Corporation 
222 Forbes Rd ., Suite 208 
Braintree, MA 02184 
Ph . 781 -848-8100 
Fax 781-848-1978 
E-mail : info@perseus.com 
www.perseus.com 
Services: SA 

Phonelab Research 
100 N. 17th St. , 4th fl. 
Philadelphia, PA 19103 
Ph. 800-220-5089 or 215-561 -7400 
Fax 215-561 -7403 
E-mail : psmith@mlr.net 
www.phonelabresearch .com 
Services: CD , DE , DT 

PhoneSolutions, L.L.C. 
1101 N. Wilmot Rd ., Suite 253 
Tucson , AZ 85712 
Ph . 520-296-1015 
Fax 520-296-3393 
E-mail : michael@phonesolutions.com 
www.phonesolutions.com 
Services: CD, DT, SA 

Tired oi Data Solutions 
!!!!1~~ ~!21!>~·!!1- ... 't Been 

Pine Company ... 
For The Right Solution. 

For over 35 years, we've 
provided companies of all 
sizes with smart, reliable 
data solutions. We pride 
ourselves on being consci­
entious and detail orient­
ed. So whether your data 
needs are complex or rou­
tine, we carefully analyze 
the situation top to bottom. 
It's how we consistently 
deliver solutions that help 
clients accomplish their 
objectives in the most cost 
and energy efficient man­
ner possible. 

All 

We Offer Comprehensive 
Data Services. 

Our extensive capabilities 
further support the fact 
that "we know data. " We 
offer you expertise in each 
of these areas: 

• Multiple Survey 
Format Capability: 
- CATI, CAPI, Internet, 

Mail, Intercepts 
• Survey Design, Execution 
•Complete Data Services: 
- Capture, Tabulation 

Processing, Reporting, 
Coding, Indexing & 
Custom Programming 

• Data Scan Systems & 
Service Bureau Options 

Get The Results You're 
Looking For. 

We invite you to call us for 
a complimentary consulta­
tion . We 'll be happy to 
discuss your needs in 
detail. Simply phone 
1-800-969-7 463 . Whether 
it's a project or general 
consulting , count on us for 
well-constructed solutions 
that get the job done right. 
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Service Codes 
CD ... ... Coding 
DE . .. .. . Data Entry 
DT . . . .. . Data Tabulation 
SC ... ... Scanning Services 
SA .. . ... Statistical Analysis 

Pine Company 
10559 Jefferson Blvd. 
Culver City, CA 90232 
Ph . 800-969-PINE (7463) or 310-815-5700 
Fax 310-815-5799 
E-mail : pineco@pinedata.com 
www.pinedata.com 
Shannon McNeely, V.P. Sales & Marketing 
Ben Alley, Sales Manager 
Services: CD, DE, DT, SC , SA 

Establ ished in 1967, Pine Company is one of the 
largest information processing and data manage­
ment companies in the United States. Services 
include: coding, data entry, tabulations, CAT I pro­
gramming (Uncle and Quantum) , custom reports, 
state-of-the-art image scanning, forms develop­
ment, printing, mailing , fulfillment, turnkey scan­
ning systems, database management and Internet 
surveys. 
(See advertisement on p. 85) 

PMR-Personal Marketing Research , Inc. 
322 Brady St. 
Davenport, lA 52801 
Ph . 563-322-1960 
Fax 563-322-1370 
E-mail: info@e-pmr.com 
www.e-pmr.com 
Services: CD , DE, DT, SA 

Points of View Research & Consulting , ltd. 
301 - 318 Homer St. 
Vancouver, BC V6B 2V2 
Canada 
Ph. 604-681-6866 
Fax 604-681-6824 
E-mail : pointsofview@intouch.bc.ca 
Services: CD , DE, DT, SA 

~k. 
Automotive lntelligence'M 

Polk 
Research Sampling Group 
26955 Northwestern Hwy. 
Southfield, Ml 48034 
Ph . 888-225-1434 
Fax 248-728-6843 
E-mail : dawn_brown@polk.com 
www.polk.com 
Jane Horstman 
Services: Sampling services 

Polk's Research Sampling Group is recognized as 
a leading sampling supplier of database samples. 
We can locate low-incidence and hard-to-reach 
respondents quickly, easily and at competitive 
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prices. Polk's Research Sampling Group special­
izes in the high-tech, health care , travel and auto­
motive industries. For more information, call Polk's 
Research Sampling Group at 1-888-225-1434. 
(See advertisement on Inside Back Cover) 

Portland Research Group 
408 Fore St. 
Portland , ME 04101 
Ph . 207-874-2077 
Fax 207-87 4-2076 
E-mail : blockwood@portlandresearch .com 
www.portlandresearch .com 
Bruce M. Lockwood , President/Founder 
Services: CD , DE, DT, SA 

Precise Research Group 
1734 129th Lane N.W. 
Coon Rapids, MN 55448-1380 
Ph . 612-940-4355 
E-mail : precise@ties.k12.mn.us 
Services: CD, DE, DT 

Precision Research Inc. 
2432 W. Peoria Ave ., Suite 1322 
Phoenix, AZ 85029 
Ph. 602-997-9711 
Fax 602-997-5488 
E-mail : jmuller@precisionresearchinc.com 
John Muller, President/CEO 
Services: CD , DE, DT, SA 

Precision Research , Inc. 
O'Hare Corporate Towers 
10600 W. Higgins Rd ., Suite 100 
Rosemont, IL 60018 
Ph. 84 7-390-8666 
Fax 84 7-390-8885 
E-mail : saa@preres .com 
www.preres.com 
Scott Ad Ieman, President 
Services: CD, DE, DT 

Our data processing advantage comes from our 
quick response and personal attention. Need an 
extra table or banner quickly? No problem! We are 
experts at coding and crosstabulation reporting . 
We use Wincross for our tabulation reports and 
offer custom tables in Excel or PowerPoint. Data 
output formats include ASCII (delimited and fixed 
length) , spreadsheet or DBIII. 
(See advertisements on pp . 33, 87) 

Principia Products, Inc. 
161ndustrial Blvd ., Suite 102 
Paoli , PA 19301 
Ph . 800-858-0860 or 610-647-7850 
Fax 610-647-8771 
E-mail: sales@PrincipiaProducts.com 
www.PrincipiaProducts.com 
Kim Knipe, Marketing Manager 
Services: SC 

Proactive 
P.O. Box 68369 
Bryanston 2021 
South Africa 
Ph . 27-11-709-7800 
Fax 27-11 -463-2233 
E-mail : info@proactive.co.za 
www.proactive.co.za 
Marinda Kruger 
Services: CD , DE, DT, SC , SA 

PULSE · TRAIN 

Pulse Tra in ltd . 
631 US Hwy. 1, Suite 406 
N. Palm Beach , FL 33408 
Ph . 561-842-4000 
Fax 561-842-7280 
E-mail : sales@pttsystems.com 
www.pulsetrain .com 
Henry A. Copeland , President 
Services: CD, DE, DT, SC, SA 

Full-service data entry, coding and tabulation of 
market research data using the most sophisticat­
ed research software available. 
(See advertisement on p. 114) 

QMark Research & Polling 
Pacific Tower, 19th fl. 
1001 Bishop St. 
Honolulu , Hl96813 
Ph . 808-524-5194 
Fax 808-524-5487 
E-mail : bankersm it@starrtech.com 
www.starrtech .com 
Services: CD , DE, DT, SC, SA 

QPSMR limited 
Thames Park, Lester Way 
Hithercroft, Wallingford 
Oxon OX1 0 9TA 
United Kingdom 
Ph . 44-1491-825644 
Fax 44-1491 -832376 
E-mail: info@qpsmr.ltd .uk 
www.qpsmr.ltd .uk 
Ros Biggs, Director 
Services: CD , DE, DT, SA 

Quantum Consulting , Inc. 
2030 Add ison St. , Suite 410 
Berkeley, CA 94704 
Ph. 51 0-540-7200 
Fax 51 0-540-7268 
E-mail : vraymonda@qcworld .com 
www.qcresearch.com 
Veronica Raymonda, Dir. of Rsch. Ops. 
Services: CD , DE, DT, SA 

Quest Research 
7026 Old Katy Rd ., Suite 254 
Houston, TX 77024 
Ph . 713-956-6569 
Fax 713-956-2593 
E-mail : research@tqba.com 
www.tqba.com 
Services: CD , DE , DT, SA 
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QUESTAR 
2905 W. Service Rd . 
Eagan, MN 55121-2199 
Ph. 800-7 4 7-3073 or 651-688-0089 
Fax 651-688-0546 
E-mail: info@questarweb.com 
www. q uestarweb .com 
John Steinlicht, V.P. Bus. Dev. & Mktg. 
Services: CD, DE, DT, SC, SA 

Quick Tab Associates, Inc. 
500 W. Dutton 's Mill Rd. , Suite 150 
Aston , PA 19014 
Ph . 610-859-3791 
Fax 610-859-3795 
E-mail : msimmons@quicktab.net 
www.quicktab.net 
Marion E. Simmons, President 
Services: CD , DE, DT 

R.I.S. Christie- The Data Collection Company 
14 Verral Ave . 
Toronto, ON M4M 2R2 
Canada 
Ph . 416-778-8890 
Fax 416-778-8898 
E-mail : ris@inforamp.net 
www.rischristie.com 
Services: CD , DE, DT 

Raosoft, Inc. 
6645 N.E. Windermere Rd . 
Seattle, WA 98115 
Ph . 206-525-4025 
Fax 206-525-4947 
E-mail : raosoft@raosoft.com 
www.raosoft.com 
Catherine McDole Rao, President 
Services: CD , DT, SA 

ADA Group 
450 Enterprise Court 
Bloomfield Hills, Ml 48302 
Ph . 248-332-5000 
Fax 248-332-4168 
E-mail : abenson@rdagroup .com 
www.rdagroup.com 
Services: CD , DE , DT, SC , SA 

ReData , Inc. 
6931 Arlington Rd ., Suite 308 
Bethesda, MD 20814 
Ph. 301-951-4484 
Fax 301-951-3362 
E-mail : info@redatainc .com 
www.redatainc.com 
Peter Van Brunt, President 
Services: CD, DE, DT, SC, SA 

RESEARCH 

Renaissance Research & Consulting 
666 Fifth Ave ., 37th fl. 
New York, NY 10103 
Ph . 212-319-1833 
Fax 212-319-1833 
E-mail: postmaster@renaiss.com 
www.renaiss.com 
Services: SA 

Research Data Design , Inc. 
5100 S.W. MacAdam, Suite 500 
Portland , OR 97201 
Ph . 503-223-7166 
Fax 503-223-6760 
E-mail: jpalish@researchdatadesign.com 
www.researchdatadesign .com 
Services: CD, DE, DT 

Research Data , Inc. 
900 W. Leigh St. 
Richmond , VA 23220 
Ph . 804-643-3468 
Fax 804-644-3502 
E-mail: info@researchdata.com 
www.researchdata.com 
Services: CD, DE, DT, SC, SA 

In fact, our clients sleep so well when 

working with us some refer to Precision 

as their "I can sleep at night recn1iting 

service". That is how we like to be 

viewed. You have plenty to be con­

cerned about without having to worry 

whether the field service you selected is 

diligently working on and managing 

your project from start to finish. We 

refuse to use home recruiters or outside 

recruiting services because we simply 

can't control the quality. All our recruit­

ing is done in house under close super­

vision. So why worry? Call Precision and 

get a good night 's rest so you can be at 

your best. We'll see you at the group. 

CALL 847•390•8666 or visit our Web Site: www.preres.com 
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Service Codes 
CD .. .... Coding 
DE . . . .. . Data Entry 
DT ... ... Data Tabulation 
SC ... . . . Scanning Services 
SA . . . .. . Statistical Analysis 

Research Dynamics, Inc. 
52 Village Centre Place, Suite 100 
Mississauga, ON L4Z 1 V9 
Canada 
Ph. 905-277-2669 
Fax 905-277-1138 
E-mail : mail@researchdynamics .com 
www.researchdynamics .com 
Joe Schiappa 
Services: CD, DE, DT, SA 

Research House, Inc. 
1867 Yonge St. , Suite 200 
Toronto, ON M4S 1 Y5 
Canada 
Ph. 416-488-2328 
Fax 416-488-2368 
E-mail : qualitative@research-house.ca 
www.research-house.ca 
Services: CD, DE, DT 

Research International USA 
875 N. Michigan Ave ., Suite 2511 
Chicago, IL 60611 
Ph . 888-387-2233 
Fax 312-787-4156 
E-mail : info@riusa.com 
www. riusa.com 
Services: CD, DE, DT, SA 

The Research Source, Inc. 
3838 Bangkok Cove 
Gulf Breeze, FL 32563 
Ph . 850-934-6140 
Fax 850-934-6138 
E-mail : kimkemp@alltel.net 
Kimberly Kemp, President 
Services: CD, DE, DT 

The Research Spectrum 
2243 Market St. 
San Francisco, CA 94114-1612 
Ph. 415-701-9979 
Fax 415-701-9978 
E-mail : rhs@researchspectrum .com 
www. researchspectru m .com 
Services: CD, DE, DT, SC, SA 

RONIN Corporation 
RON IN Corporation- 1 BY1 Division 
103 Carnegie Center 
Princeton , NJ 08540 
Ph. 800-352-2926 or 609-452-0060 
Fax 609-452-0091 
E-mail : ronin@ronin.com 
www.ronin .com 
Services: SA 
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Ross Data Services, Inc. 
160 Paris Ave. 
Northvale, NJ 07647 
Ph. 201-767-8999 
Fax 201-767-1898 
E-mail : harvey@rossdata.com 
Harvey Ross 
Services: CD , DE, DT 

RSVP/Research Services 
1916 Welsh Rd . 
Philadelphia, PA 19115 
Ph. 215-969-8500 
Fax 215-969-3717 
E-mail : rsvp@rsvpresearch .com 
www.rsvpresearch.com 
Services: CD, DE, DT 

RTNielson Company 
8 E. Broadway, Suite 312 
Salt Lake City, UT 84111 
Ph. 801-359-1345 or 800-786-9946 
Fax 801-355-6335 
E-mail : info@rtnielson .com 
www.rtnielson .com 
Ron Nielson, President 
Services: CD , DE, DT, SA 

San Diego Surveys, Inc. 
4616 Mission Gorge Pl. 
San Diego, CA 92120 
Ph . 619-265-2361 or 800-895-1225 
Fax 619-582-1562 
E-mail: SDSURVEYS@aol.com 
Jean Van Arsdale , President 
Chris Winkler, Research Analyst 
Services: CD , DE, DT, SA 

Scantron 
1361 Valencia Ave. 
Tustin , CA 92780 
Ph . 714-247-2600 or 800-722-6876 ext. 2600 
Fax 714-247-2738 
E-mail: marketing-administrator@scantron .com 
www.scantron.com 
Services: CD, DE, DT, SC, SA 

SCHlES IN GER 

Schlesinger Associates , Inc. 
(Also see Tab Tech, Inc. listing) 
Executive Plaza, Suite 400 
10 Parsonage Rd. 
Edison, NJ 08837 
Ph . 732-906-1122 
Fax 732-906-8792 
E-mail : info@schlesingerassociates.com 
www.schlesingerassociates.com 
Steven Schlesinger, President 
Services: CD, DT 
(See advertisement on p. 9) 

sTs 
SCIENTIFIC 
'l'llUPHONE 

SAMPLllS 

Scientific Telephone Samples 
27121 Towne Centre Dr., Suite 290 
Foothill Ranch , CA 92610 
Ph . 800-944-4787 or 949-461-5400 
Fax 949-609-4577 
E-mail : info@stssamples.com 
www.stssamples.com 
Steve Clark, Partner 
Services: Sampling services 

Scientific Telephone Samples (STS) is a recognized 
leader in random digit dialing (ROD) , listed, and 
business sampling , providing the highest-quality 
samples to the marketing research and academic 
communities since 1988. ROD samples from 2 
cents to 5 cents per number, depending on volume. 
Purge disconnected numbers using our state-of­
the-art screening service, STS PreiD , for just 1.5 
cent additional per record . Use our new sampling 
system, STS Online, to generate your own ROD 
samples in-house, 24 hours a day. 
(See advertisement on p. 49) 

SDR Sampling Services 
SDR Consulting 
2251 Perimeter Park Dr. 
Atlanta, GA 30341 
Ph . 770-451-5100 ext. 1 
Fax 770-451-5096 
E-mail : sdrsampling@sdrnet.com 
www.sdrnet.com 
Rick Hunter, Vice President 
Services: DT, SA, Sampling services 

Senecio Software, Inc. 
139 W. Wooster 
Bowling Green, OH 43402 
Ph . 419-352-4371 
Fax 419-354-7512 
E-mail : info@senecio.com 
www.senecio.com 
Jerry Wicks, President 
Services: DT 

Service Advantage International 
42207 E. Ann Arbor Rd . 
Plymouth , Ml 48170 
Ph . 734-453-4750 or 866-476-3020 
Fax 734-453-4790 
E-mail : info@servad.com 
www.servad .com 
Jerry Genignani, President 
Services: CD , DE, DT, SC, SA 

Service Industry Research Systems, Inc. (SIRS) 
201 Martha Layne Co llins Blvd . 
Highland Heights, KY 41076-1750 
Ph . 859-781 -9700 
Fax 859-781-8802 
E-mail : knowledge@sirsinc.com 
www.sirsinc.com 
Bill Welch , President Sales 
Services: CD, DE, DT, SC 
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Service Strategies International, Inc. 
12001 N. Central Expwy. , Suite 350 
Dallas, TX 75243 
Ph . 972-233-3010 or 800-344-6069 
Fax 972-419-1555 
E-mail : kmcgregor@servstrat.com 
www.service-strategies.com 
Services: SA 

Significant 
Ambachtenlaan 21/12 
3001 Heverlee 
Belgium 
Ph . 32-16-74-24-24 
Fax 32-16-7 4-24-00 
E-mail: info@significant.be 
www.significant.be 
Kris Vloeberghs, Managing Director 
Services: CD, DE, DT, SA 

Significantly Different! Research 
The Research House, 17 Bayliss Road 
Warg rave-on-Thames 
Berkshire RG1 0 8DR 
United Kingdom 
Ph . 44-118-940-3086 
Fax 44-118-940-2500 
E-mail: sd2q@sdresearch.com 
www.sdresearch.com 
Dr. Derek Foster 
Services: DT, SA 

SKA Division of Mediafax, Inc. 
1606 Ponce de Leon Ave ., Suite 600 
Santurce, PR 00909 
Puerto Rico 
Ph . 787-721-1101 
Fax 797-725-1340 
E-mail: data@ska-pr.com 
www.ska-pr.com 
Stanford Klapper 
Services: CD , DE, DT, SA 

Socratic Technologies, Inc. 
2505 Marsposa St. 
San Francisco, CA 94114 
Ph. 415-430-2200 
Fax 415-430-1200 
E-mail : fred.bove@sotech.com 
www.sotech.com 
Fred Bove 
Services: DT, SA 

Software Innovation TricTrac A/S 
Narun Hovedgade 10 
2850 Narun 
Denmark 
Ph . 45-45-58-88-88 
Fax 45-45-58-88-00 
E-mail : info@softinn.dk 
www.software-innovation .dk 
Torben Laustsen , Director 
Services: CD, DE, DT, SA 

Southwest Planning & Marketing 
903 W. Alameda, #206 
Santa Fe , NM 87501 
Ph. 505-989-8500 or 800-989-9275 
Fax 505-984-1393 
E-mail: swpm@prodigy.net 
www.swplanning-marketing.com 
Carol Hallmark 
Services: DE, DT, SA 
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David Sparks & Associates 
107 Clemson St. 
Clemson, SC 29631 
Ph. 864-654-7571 
Fax 864-654-3229 
E-mail : dsa@sparksresearch.com 
www.sparksresearch .com 
David Sparks, President 
Services: CD , DE, DT, SA 

Spring Systems 
P.O. Box 7471 
Westchester, IL 60154 
Ph. 708-865-8523 
E-mail : springsys@worldnet.att.net 
www.geocities.com/wallstreeV3960/ 
John Pavasars, President 
Services: SA 

SPSS MR USA 
350 Fifth Ave ., Suite 320 
New York, NY 10118 
Ph . 646-536-8500 
Fax 646-536-8599 
E-mail : sales-us@spssmr.spss.com 
www.spssmr.com 
Branch Offices: 

100 Merchant St. , Suite 125 
Cincinnati , OH 45246 
Ph . 513-552-8700 
Fax 513-552-8787 
E-mail: sales-us@spssmr.spss.com 
www.spssmr.com 

Maygrove House 
67 Maygrove Rd . 
London NW6 2EG 
United Kingdom 
Ph . 44-20-7625-7222 
Fax 44-20-7624-5297 
E-mail : sales-eu@spssmr.spss.com 
www.spssmr.com 

Services: CD, DE, DT, SA 

SPSS MR consultants provide services that help 
streamline processes to optimize quality and effi­
ciency so that business can grow. We've worked 
in tandem with agencies to jumpstart new divisions 
and service offerings, and can customize solu­
tions to work with your proprietary systems. SPSS 
MR consultants have the technical and industry 
know-how to help with all your market research 
needs. 
(See advertisement on p. 118) 

Stackpole & Associates Inc. 
290 Commonwealth Ave. 
Boston , MA 02115 
Ph. 617-367-1868 
Fax 617-367-4899 
E-mail : i.stackpole@stackpoleassociates.com 
www.stackpoleassociates.com 
Services: DE, SA 
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Stamford Tabulating Service 
568 Hunting Ridge Rd . 
Stamford , CT 06903 
Ph . 203-322-5573 
Fax 203-322-5573 
E-mail : stamtab@aol.com 
Services: CD 

Standard Data Corporation 
26 Journal Square 
Jersey City, NJ 07306 
Ph. 201-533-4433 
Fax 201-533-8236 
E-mail: tandretta@standarddata.com 
www.standarddata.com 
Tony Andretta, Exec. Vice President 
Services: DE, SC, SA 

Standard Data Prep 
8400 New Horizons Blvd . 
Amityville , NY 11701 
Ph. 631-226-5900 
Fax 631-226-5923 
E-mail: rabamonte@standarddata.com 
www.standarddata.com 
Ron Abamonte, Vice President 
Services: DE, SC, SA 

Star Data Systems, Inc. 
6232 N. Pulaski Rd ., Suite 400 
Chicago, IL 60646 
Ph. 773-794-0400 or 773-794-8900 
Fax 773-794-0732 
E-mail : sales@startab.com 
www.mrsurvey.com 
Services: CD , DE, DT, SC, SA 

Stars, Inc. 
2305 W. Parker Rd ., Suite 101 
Plano, TX 75023 
Ph. 972-398-1818 
Fax 972-398-1810 
E-mail : info@starstx.com 
www.starstx.com 
Services: CD , DE, DT 

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

StatPoint, LLC 
P.O. Box 1124 
Englewood Cliffs, NJ 07632-0124 
Ph . 201-585-8581 
Fax 201-585-8589 
E-mail: info@statpoint.com 
www.statpoint.com 
Caroline Chapek, Director of Operations 
Services: SA 

89 



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

StatSoft, Inc. 
2300 E. 14th St. 
Tulsa, OK 74104 
Ph . 918-749-1119 
Fax 918-7 49-2217 
E-mail : info@statsoft.com 
www.statsoft.com 
Susan Portrey 
Services: SA 

Strategic Insights, Inc. 
3967 E. Garnet Way 
Littleton, CO 80126-5062 
Ph. 303-683-9200 
Fax 303-683-9200 
E-mail : TDudley@strategicinsightsinc.net 
www.strategicinsightsinc.net 
Tracy Dudley, President 
Services: CD , DE, DT, SA 

Strategic Marketing Services 
A Div. of Pan Atlantic Consultants, Inc. 
5 Milk St. 
Portland, ME 04101 
Ph. 207-774-6738 or 207-871-8622 
Fax 207-772-4842 
E-mail : pmurphy@maine.rr.com 
www. panatlantic. net 
Patrick 0. Murphy, President 
Services: CD, DE, DT, SC, SA 

STS Market Research 
1218 Massachusetts Ave. 
Cambridge, MA 02138 
Ph . 617-547-6475 
Fax 617-547-5176 
E-mail : cparker@stsresearch.com 
www.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 solu­
tions. 
(See advertisement on p. 91) 

Suburban Associates 
579 Franklin Tpke. 
Ridgewood , NJ 07450 
Ph . 201-447-5100 
Fax 201-44 7-9536 
E-mail : info@subassoc.com 
www.subassoc.com 
William C. Bartlett, President 
Services: CD, DE, DT 
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Superior Data Works , LLC 
346 New Byhalia Rd. , Suite 1 
Collierville, TN 38017 
Ph . 901-861-6301 
Fax 901-861-6302 
E-mai l: svega@SuperiorDataWorks.com 
www.Su periorDataWorks.com 
Sharon Vega, Principal 
Services: CD, DE, DT, SC, SA 

Survey Analysis , Inc. 
4886 S.E. Heartleaf Terrace 
Hobe Sound , FL 33455 
Ph . 800-541-2735 
Fax 781-623-7736 
E-mail : mike@xtabz.com 
www.xtabz.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-mai I: sse rvice@s u rveyse rvice .com 
www.surveyservice.com 
Susan Adelman , President 
Services: CD, DE, DT, SC, SA 

Survey Support Group 
1255 Bay St. , Suite 400 
Toronto, ON M5R 2A9 
Canada 
Ph. 416-964-9448 
Fax 416-964-6693 
E-mail: kathie.stieg@cmres.com 
www.ifop-cmr.com 
Kathie Stieg , General Manager 
Services: CD , DE, DT 

SurveyConnect , Inc. 
2503 Walnut St. , Suite 201 
Boulder, CO 80302 
Ph. 303-449-2969 
Fax 303-938-4015 
E-mail : info@surveyconnect.com 
www.surveyconnect.com 
Services: DE, DT, SA 

Surveys & Forecasts , LLC 
2323 North St. 
Fairfield , CT 06430-1 738 
Ph. 203-255-0505 
Fax 203-255-0517 
E-mai l: info@surveys-forecasts.com 
www.surveys-forecasts.com 
Robert Walker, Principal & Founder 
Services: DT, SA 

Tab House Marketing Research Services 
86 Falcon St. 
Toronto, ON M4S 2P5 
Canada 
Ph . 416-488-5901 
Fax 416-488-5903 
E-mail : tabs@tabhouse.com 
www.tabhouse.com 
Sam Farag , President 
Services: CD , DE, DT, SA 

Tab-It Services, Inc. 
494 McNicol! Ave ., Suite 200 
Toronto, ON M2H 2E1 
Canada 
Ph. 416-498-8870 
Fax 416-498-8879 
E-mail : tabit@pathcom .com 
Services: CD, DE, DT, SC, SA 

TabTech, Inc. 
Executive Plaza, Suite 400 
10 Parsonage Rd. 
Edison , NJ 08837 
Ph. 732-906-2280 
Fax 732-906-8792 
E-mail : tabtech@schlesingerassociates.com 
www.schlesingerassociates.com 
Seymour Bigelisen 
Services: CD , DT 

Located in Edison , N.J., at the offices of 
Schlesinger Associates, Tab Tech has been serv­
ing clients for all their data processing needs 
since 1996. TabTech is compatible with all users 
of Quantum software. Types of projects include 
medical surveys , concepVproduct tests and diary 
studies. 

Tactician Corporation 
305 N. Main St. 
Andover, MA 01810 
Ph . 800-927-7666 
Fax 978-4 75-2136 
E-mail : rreading@tactician .com 
www.mapscape.com 
Robert Reading, President 
Services: SA 

TechnoMetrica Market Intelligence, Inc. 
690 Kinderkamack Rd ., #1 02 
Oradell , NJ 07649 
Ph . 201-986-1288 
Fax 201 -986-0119 
E-mail : mail@technometrica.com 
www.technometrica.com 
Services: CD , DE, DT, SA 

Telder Research Data & Facilities BV 
Varkensmarkt 19 
3811 LD Amersfoort 
The Netherlands 
Ph. 31-33-422-00-22 
Fax 31 -33-422-00-20 
E-mail : sales@telder.nl 
www.telderonline.com 
Services: CD, DE, DT, SA 
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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 

CrossTabulations.com 
34 Sunset, Suite A-1 
Clementon , NJ 08021 
Ph . 888-601-8673 or 856-435-8673 
Fax 856-435-8973 
E-mail: stan@crosstabulations.com 
www.crosstabulations.com 
Anna-Maria Tentnowski , President 
Services: CD , DE, DT, SC, SA 

Trag on 
365 Convention Way 
Redwood City, CA 94063-1402 
Ph . 800-841-1177 or 650-365-1833 
Fax 650-365-3737 
E-mail: sales@tragon .com 
www.tragon.com 
Joseph Salerno, Director 
Services: CD , DE, DT, SC, SA 

Trainor Associates 
135 Oxford Rd . 
New Hartford, NY 13413 
Ph . 315-797-7970 
Fax 315-797-7975 
E-mail : fnicastro@trainor.com 
Services: SA 

Triton Technology 
1055 W. 7th St. , Suite 2290 
Los Angeles , CA 90017 
Ph . 213-488-2811 
Fax 213-627-7911 
E-mail : esugar@market-research.com 
www. market-research .com 
Ed Sugar, Sr. Vice President 
Services: CD , DE, DT, SA 

The Uncle Group , Inc. 
3490 U.S. Rte . 1 
Princeton , NJ 08540 
Ph. 800-229-6287 
Fax 609-452-8644 
E-mail : info@unclegroup.com 
www. unclegroup.com 
Thomas Reeder, Vice President 
Services: CD , DE, DT 

Venture Data 
3320 S. 300 E. 
Salt Lake City, UT 84115 
Ph . 800-486-7955 
Fax 801-486-4488 
E-mail : jeffc@VentureData.com 
www.VentureData.com 
Services: CD , DE , DT 
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Venture Marketing Associates , Inc. 
6074 Apple Tree Dr., Suite 9 
P.O. Box 171392 
Memphis, TN 38187 
Ph . 901-795-6720 
Fax 901-795-6763 
E-mail : VMA3155@aol.com 
Alex Kle in 
Services: CD , DE , DT, SA 

Venture Research Corporation 
681 Baeten Rd . 
Green Bay, WI 54304 
Ph. 920-496-1960 or 800-842-8956 
Fax 920-496-1961 
E-mail : lsegersin@venturegb.com 
Linda Segersin , General Manager 
Services: CD , DE , DT, SA 

vo~co 
voxco 
(formerly INFO ZERO UN) 
1134 St. Catherine West #600 
Montreal , PO H3B 1 H4 
Canada 
Ph . 514-861-9255 
Fax 514-861 -9209 
E-mail : montreal@voxco.com 
www.voxco.com 
Vincent Auger, Sr. Technical Consultant 
Services: SA 

VOX CO 's team of experienced professionals pro­
vides a complete outsourcing solution for all 
aspects of the Web survey process . Services 
include: implementation of questionnaires; mass 
e-mail invitations ; hosting on VOXCO 's Web 
servers; management of the survey process; analy­
sis of results , production of tables, reports , etc.; 
processing of open-ended responses ; statistical 
analysis (StatXP, SAS, SPSS) . 
(See advertisement on p. 119) 

WAC of New York 
60 Madison Ave ., 5th fl. 
New York, NY 10010-1600 
Ph . 212-725-8840 
Fax 212-213-9247 
E-mail : jfrisch@aol.com 
www.wacresearch .com 
Dr. James Frisch 
Services: SA 

Watts Marketing Research 
2241 7 N.E. 13th Court 
Sammamish, WA 98074 
Ph. 425-836-9690 
Fax 425-836-9691 
E-mail: lori@wattsmrs .com 
www.wattsmrs.com 
Lori Watts, Principal 
Services: CD , DE, DT, SA 

www.quirks.com 

WebSurveyor Corporation 
1043 Sterling Rd., Suite 204 
Herndon, VA 20170 
Ph . 800-787-8755 
Fax 703-783-0069 
E-mail : memberservices@websurveyor.com 
www.websurveyor.com 
Services: SA 

: : • , • : • I 

RETURN MANAGEMENHODING•VERBATIMS 
' I 

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 

25 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 at ( 617) 54 7-64 75. Or email 
CParker@STSresearch. com. 

No ass ignment too comptex, 
no task too tnstgniftcant 

STS Market Research 
1218 Massachusetts Avenue 
Cambndge, MA 02138 
www.stsresearch .com 
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Service Codes 
CD .... . . Coding 
DE . . .. . . Data Entry 
DT . . . . . . Data Tabulation 
SC . . . .. . Scanning Services 
SA .. . . . . Statistical Analysis 

Weeks Computing Services 
6 Langley Street, Covent Garden 
London WC2H 9JA 
United Kingdom 
Ph. 44-20-7379-3548 
Fax 44-20-7240-8870 
E-mail : info@weekscomputing .com 
www.weekscomputing .com 
Tony Weeks, Partner 
Services: CD, DT, SA 

Jan Werner Data Processing 
34 Williams St. 
Pittsfield, MA 01201 
Ph. 413-442-0416 
Fax 413-499-504 7 
E-mail : jwerner@jwdp.com 
www.jwdp.com 
Jan Werner, Principal 
Services: DT 

Western Wats Data Services Center 
2155 N. Freedom Blvd. 
Provo, UT 84604 
Ph. 801-37 4-8780 
Fax 801-370-2212 
E-mail : rmaccabee@westernwats.com 
Dan Williams 
Services: CD, DE, DT, SC, SA 

WestGroup Research 
2720 E. Thomas, Bldg . A 
Phoenix, AZ 85016 
Ph. 602-707-0050 or 800-999-1200 
Fax 602-707-0055 
E-mail : bethsmith@westgroupresearch.com 
www.westgroupresearch .com 
Darin Rogers 
Services: CD, DE, DT, SA 

Xorbix Technologies 
759 N. Milwaukee St. , Suite 322 
Milwaukee, WI 53202 
Ph. 866-ixopher (469-7437) or 414-277-5044 
Fax 414-277-5046 
E-mail : bob.browning@xorbix.xom 
www.ioxphere.com 
Bob Browning 
Services: CD, DE, SA 

Yee/Minard & Associates, Inc. 
31700 Middlebelt Rd ., Suite 240 
Farmington Hills, Ml48334 
Ph . 248-539-5250 
Fax 248-539-5252 
E-mail : dminard@yeeminard .com 
Services: CD, DE, DT, SC, SA 

Your Perceptions 
655 Broadway, Suite 600 
Denver, CO 80203 
Ph. 800-829-7839 
Fax 303-623-5426 
E-mail : info@yourperceptions.com 
www.yourperceptions.com 
Jim Zigarelli , President 
Services: DE, DT, SC, SA 
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Data Processing/Statistical Analysis Cross-Index 
CODING 
ABACO Marketing Research , Ltd . 
The Accutab Co. 
Accu-Tab Computer Services 
ACNielsen Australia 
Acumen Research Group Inc. 
ADAPT, Inc. 
Adrian Information Strategies (AIS) 
Advantage Research, Inc. 
ADVANTIS Research & Consulting , Inc. 
AIS Market Research 
American Opinion Research 
The AMI Group of Companies 
Analysis & Research Service 
The Analytica l Group, Inc. 
Ardisson & Associates, Inc. 
Ask Arizona 
Atlantic Research & Consulting , Inc. 
ATP Canada 
ATP Limited 
B & B Research Services, Inc. 
William M. Bailey, Ph .D. 
Baltic Data House 
Barnes Research, Inc. 
Batch Data Processing, Inc. 
Bell Research 
BJD Processing 
The Blackstone Group 
Michael Blatt & Co ., Inc. 
Bolding Tab Service, Inc. 
Bosma & Ascts . lnternationai/Web-Surveys.Net 
Brunetti & Associates 
Business and Marketing Analytic Center 
Business Research Services, Inc. 
Cactus Research 
Cambridge Associates , Ltd. 
Cathlan Pty Ltd . 
Gimbal Research Services 
Claritas Inc. 
Computers for Marketing Corp . (CfMC) 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Convergys Marketing Research Services 
Doris J. Cooper Associates , Ltd. 
Craciun Research Group , Inc. 
CRC Data Systems 
Creative Research Systems 
Crescent Research, Inc. 
Crimmins & Forman Market Research 
Cunningham Field & Research Service, Inc. 
Customer Research International 
Data Probe, Inc. 
Data Processing of America, Inc. 
Data Recognition Corporation 
Data Research Services 
Data Solutions Group LLC 
Data Vision Research, Inc. 
Datacase, Inc. 
Datanetics 
DataStar, Inc. 
DataUSA, Inc. 
Datum lnternacional SA 
Decision Analyst , Inc. 
Decision Data Ltd . 
Design Forum Research 
Digitab 
Digital Research , Inc. 

Directions In Research 
Discovery Research Group 
DSC Services, Inc. 
Eagle Research - Atlanta 
Elrick & Lavidge 
Equifax Direct Marketing Solutions, Inc. 
Essex 3 Tabulations 
Essman/Research 
Estymator 
Facts International Ltd . 
First Market Research Corp. 
Flake-Wilkerson Market Insights, LLC 
Forum Canada Research, Inc. 
Framework 
Frekans Research Field & Tab Services Ltd. 
Friedman Marketing Services 
Georgia Data Processing , Inc. 
Global Market lnsite , Inc. 
GMRC - Global Marketing Research & Consulting 
Goldfarb Consultants 
Group Sigma Ltd . 
H & H Data Services 
Hearne Scientific Software Pty Ltd 
humanvoice, inc. 
IN-2-TAB 
Independent Data Analysis Ltd 
Info Corp 
Information & Data Services 
lnfoTek Research Group, Inc. 
Innis Maggiore Group 
Inquire Market Research , Inc. 
Insight Express, LLC 
Insight Research , Inc. 
International Data Corp. 
INTERtab 
Interview Technology 
Interviewing Service of America, Inc. 
Irwin Research Associates (Br.) 
R. Isaacs Computing Associates, Inc. 
Issues and Answers Network, Inc. 
J & D Data Services 
JRA, J. Reckner Associates , Inc. 
JRP Marketing Research Services 
Kudos Research 
Lein/Spiegelhoff, Inc. 
Leone Marketing Research 
LiveWorld Research Services 
MacGregor Suzuki , Inc. 
Mangen Research Associates, Inc. 
Charles R. Mann Associates , Inc. 
Maritz Research 
Market Decisions Corporation 
Market Insight, Inc. 
Market Probe International , Inc. 
Market Probe, Inc. 
Market Research Solutions, Ltd . (MRSL) 
Market Resource Associates , Inc. 
Market Trends Pacific , Inc. 
Market Trends, Inc. 
Marketing & Research Resources, Inc. 
The Marketing Center 
Marketing Information Systems lnt'l. 
Marketing Research Associates 
Marketing Research Services, Inc. (MRSI ) 
MarketVision Research® 
MarketVisions 
Matousek & Associates 
The Matrix Group, Inc. 
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Matrix Research Limited 
Matrix, Inc. 
Maverick Research Inc. 
MAXimum Research, Inc. 
MCA (Marketing Rsch. & Communications Ascts .) 
Media Market Reports, Inc. 
MedProbe Inc. 
Megatab 
Mercator Corporation 
MERCURY Research 
Meta Information Services 
Michelson & Associates, Inc. 
Microtab, Inc. 
Mid-America Research/Facts In Focus 
The Miller Research Group, Inc. 
Mind Search 
MMR Research 
MR&S Market Research & Services GmbH 
MRDC Ltd 
MSI International , Inc. 
MVJ Group Inc. 
National Survey Research Center 
NCS 
New Orleans Field Services Associates 
Nichols Research, Inc. 
NIPO Software 
North Coast Behavioral Research Group 
CJ Olson Market Research, Inc. 
On-Line Communications, Inc. 
Opinion Access Corp . 
Opinion Search, Inc. 
OPINIONation 
Optimum Solutions Corp. 
Paradigm Technologies lnt'l. 
Pat Henry Market Research , Inc. 
Phonelab Research 
PhoneSolutions, L.L.C. 
Pine Company 
PMR-Personal Marketing Research, Inc. 
Points of View Research & Consulting, Ltd. 
Portland Research Group 
Precise Research Group 
Precision Research Inc. 
Precision Research, Inc. 
Proactive 
Pulse Tra in ltd. 
QMark Research & Polling 
QPSMR Limited 
Quantum Consulting, Inc. 
Quest Research 
QUESTAR 
Quick Tab Associates, Inc. 
R.I.S. Christie- The Data Collection Company 
Raosoft, Inc. 
RDA Group 
ReData, Inc. 
Research Data Design , Inc. 
Research Data, Inc. 
Research Dynamics, Inc. 
Research House, Inc. 
Research International USA 
The Research Source, Inc. 
The Research Spectrum 
Ross Data Services, Inc. 
RSVP/Research Services 
RTNielson Company 
San Diego Surveys, Inc. 
Scantron 
Schlesinger Associates , Inc. 
Service Advantage International 
Service Industry Research Systems, Inc. (SIRS) 

Significant 
SKA Division of Mediafax, Inc. 
Software Innovation TricTrac A/S 
David Sparks & Associates 
SPSS MR USA 
Stamford Tabulating Service 
Star Data Systems, Inc. 
Stars, Inc. 
Strategic Insights, Inc. 
Strategic Marketing Services 
STS Market Research 
Suburban Associates 
Superior DataWorks, LLC 
Survey Analysis , Inc. 
Survey Service, Inc. 
Survey Support Group 
Tab House Marketing Research Services 
Tab-It Services, Inc. 
TabTech , Inc. 
TechnoMetrica Market Intelligence, Inc. 
Telder Research Data & Facilities BV 
Teller Tab Services, Inc. 
CrossTabulations.com 
Trag on 
Triton Technology 
The Uncle Group, Inc. 
Venture Data 
Venture Marketing Associates, Inc. 
Venture Research Corporation 
Watts Marketing Research 
Weeks Computing Services 
Western Wats Data Services Center 
WestGroup Research 
Xorbix Technologies 
Yee/Minard & Associates, Inc. 

DATA ENTRY 
ABACO Marketing Research, Ltd. 
Accountability Information Management, Inc. 
The Accutab Co. 
Accu-Tab Computer Services 
ACNielsen Australia 
Acumen Research Group Inc. 
AOAPT, Inc. 
Adrian Information Strategies (AIS) 
Advantage Research, Inc. 
ADVANTIS Research & Consulting , Inc. 
AIS Market Research 
American Opinion Research 
The AMI Group of Companies 
Analysis & Research Service 
The Analytical Group, Inc. 
Ardisson & Associates, Inc. 
Ask Arizona 
Atlantic Research & Consulting , Inc. 
ATP Canada 
ATP Limited 
Auto Data Systems 
B & B Research Services , Inc. 
William M. Bailey, Ph .D. 
Baltic Data House 
Barnes Research , Inc. 
Batch Data Processing , Inc. 
Beach Tech Corporation 
Bell Research 
BJD Processing 
The Blackstone Group 
Michael Blatt & Co. , Inc. 
Bolding Tab Service, Inc. 
Bosma & Ascts . International/Web-Surveys. Net 
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Brunetti & Associates 
Business and Marketing Analytic Center 
Business Research Services, Inc. 
Cambridge Associates, Ltd . 
Cathlan Pty Ltd . 
Computers for Marketing Corp . (CfMC) 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Convergys Marketing Research Services 
Doris J. Cooper Associates, Ltd . 
Craciun Research Group, Inc. 
CRC Data Systems 
Creative Research Systems 
Crescent Research, Inc. 
Crimmins & Forman Market Research 
Cunningham Field & Research Service, Inc. 
Customer Research International 
Data Probe, Inc. 
Data Processing of America, Inc. 
Data Recognition Corporation 
Data Research Services 
Data Solutions Group LLC 
Data Vision Research , Inc. 
Datacase, Inc. 
Datanetics 
DataStar, Inc. 
DataUSA, Inc. 
Dataxiom Software, Inc. 
Datum lnternacional SA 
Decision Analyst, Inc. 
Decision Data Ltd . 
Design Forum Research 
Digitab 
Digital Research , Inc. 
Directions In Research 
DSC Services, Inc. 
Eagle Research -Atlanta 
Elrick & Lavidge 
Equifax Direct Marketing Solutions, Inc. 
Essex 3 Tabulations 
Essman/Research 
Estymator 
Facts International Ltd . 
First Market Research Corp. 
Flake-Wilkerson Market Insights, LLC 
Forum Canada Research, Inc. 
Framework 
Frekans Research Field & Tab Services Ltd . 
Friedman Marketing Services 
Gage Marketing Services 
Georgia Data Processing , Inc. 
Global Market lnsite , Inc. 
GMRC- Global Marketing Research & Consulting 
Goldfarb Consultants 
Group Sigma Ltd. 
H & H Data Services 
humanvoice, inc. 
IN-2-TAB 
Independent Data Analysis Ltd 
lnfoCorp 
Information & Data Services 
lnfoTek Research Group, Inc. 
Innis Maggiore Group 
Inquire Market Research, Inc. 
Insight Research, Inc. 
International Data Corp. 
INTERtab 
Interview Technology 
Interviewing Service of America, Inc. 
Irwin Research Associates (Br.) 
R. Isaacs Computing Associates, Inc. 
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Service Codes 
CD ...... Coding 
DE .... . . Data Entry 
DT ...... Data Tabulation 
SC ..... . Scanning Services 
SA ...... Statistical Analysis 

Issues and Answers Network, Inc. 
J & D Data Services 
JRA, J. Reckner Associates, Inc. 
JRP Marketing Research Services 
KG Tabs, Inc. 
Kudos Research 
Lein/Spiegelhoff, Inc. 
Leone Marketing Research 
Living Questions AB 
MacGregor Suzuki , Inc. 
Mangen Research Associates, Inc. 
Charles R. Mann Associates, Inc. 
Maritz Research 
Market Decisions Corporation 
Market Insight, Inc. 
Market Probe International, Inc. 
Market Probe, Inc. 
Market Research Solutions, Ltd. (MRSL) 
Market Resource Associates, Inc. 
Market Trends Pacific, Inc. 
Market Trends, Inc. 
Marketing & Research Resources, Inc. 
The Marketing Center 
Marketing Information Systems lnt'l. 
Marketing Masters 
Marketing Research Associates 
Marketing Research Services, Inc. (MRSI) 
MarketVisions 
Matousek & Associates 
The Matrix Group, Inc. 
Matrix Research Limited 
Matrix, Inc. 
Maverick Research Inc. 
MAXimum Research , Inc. 
MCA (Marketing Rsch . & Communications Ascts.) 
MOSS 
Media Market Reports, Inc. 
MedProbe Inc. 
Megatab 
Mercator Corporation 
MERCURY Research 
Meta Information Services 
Michelson & Associates, Inc. 
Microtab, Inc. 
Mid-America Research/Facts In Focus 
The Miller Research Group, Inc. 
MindSearch 
MMR Research 
MR&S Market Research & Services GmbH 
MRDC Ltd 
MSIInternational, Inc. 
MVJ Group Inc. 
National Survey Research Center 
NCS 
Nichols Research, Inc. 
NIPO Software 
North Coast Behavioral Research Group 
CJ Olson Market Research , Inc. 
Opinion Access Corp. 
Opinion Search, Inc. 
OPINIONation 
Optimum Solutions Corp. 
Paradigm Technologies lnt'l. 
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Pat Henry Market Research, Inc. 
PhoneLab Research 
Pine Company 
PMR-Personal Marketing Research, Inc. 
Points of View Research & Consulting, Ltd . 
Portland Research Group 
Precise Research Group 
Precision Research Inc. 
Precision Research , Inc. 
Proactive 
Pulse Train Ltd . 
QMark Research & Polling 
QPSMR Limited 
Quantum Consulting, Inc. 
Quest Research 
QUESTAR 
Quick Tab Associates, Inc. 
R.I.S. Christie- The Data Collection Company 
RDA Group 
ReData, Inc. 
Research Data Design , Inc. 
Research Data, Inc. 
Research Dynamics, Inc. 
Research House, Inc. 
Research International USA 
The Research Source, Inc. 
The Research Spectrum 
Ross Data Services, Inc. 
RSVP/Research Services 
RTNielson Company 
San Diego Surveys, Inc. 
Scantron 
Service Advantage International 
Service Industry Research Systems, Inc. (SIRS) 
Significant 
SKA Division of Mediafax, Inc. 
Software Innovation TricTrac A/S 
Southwest Planning & Marketing 
David Sparks & Associates 
SPSS MR USA 
Stackpole & Associates Inc. 
Standard Data Corporation 
Standard Data Prep 
Star Data Systems, Inc. 
Stars, Inc. 
Strategic Insights, Inc. 
Strategic Marketing Services 
STS Market Research 
Suburban Associates 
Superior DataWorks, LLC 
Survey Analysis , Inc. 
Survey Service, Inc. 
Survey Support Group 
SurveyConnect, Inc. 
Tab House Marketing Research Services 
Tab-It Services, Inc. 
TechnoMetrica Market Intelligence, Inc. 
Telder Research Data & Facilities BV 
Teller Tab Services, Inc. 
CrossTabulations.com 
Trag on 
Triton Technology 
The Uncle Group, Inc. 
Venture Data 
Venture Marketing Associates, Inc. 
Venture Research Corporation 
Watts Marketing Research 
Western Wats Data Services Center 
WestGroup Research 
Xorbix Technologies 
Yee/Minard & Associates, Inc. 

Your Perceptions 

DATA TABULATION 
ABACO Marketing Research, Ltd. 
Accountability Information Management, Inc. 
The Accutab Co. 
Accu-Tab Computer Services 
ACNielsen Australia 
Acumen Research Group Inc. 
ADAPT, Inc. 
Adrian Information Strategies (AIS) 
Advantage Research , Inc. 
ADVANTIS Research & Consulting , Inc. 
AIS Market Research 
American Opinion Research 
The AMI Group of Companies 
Analysis & Research Service 
The Analyti cal Group , Inc. 
Answers Research , Inc. 
Ardisson & Associates, Inc. 
Ask Arizona 
Atlantic Research & Consulting , Inc. 
ATP Canada 
ATP Limited 
Auto Data Systems 
B & B Research Services, Inc. 
William M. Bailey, Ph .D. 
Baltic Data House 
Barnes Research , Inc. 
Batch Data Processing , Inc. 
Bay Analytics 
Beach Tech Corporation 
Bell Research 
BJD Processing 
The Blackstone Group 
Michael Blatt & Co. , Inc. 
Bolding Tab Service, Inc. 
Bosma & Ascts . International/Web-Surveys. Net 
Brunetti & Associates 
Business and Marketing Analytic Center 
Business Research Services, Inc. 
Cactus Research 
Cambridge Associates, Ltd . 
Cathlan Pty Ltd . 
Claritas Inc. 
Computers for Marketing Corp . (CfMC) 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Convergys Marketing Research Services 
Doris J. Cooper Associates, Ltd . 
Craciun Research Group, Inc. 
CRC Data Systems 
Creative Research Systems 
Crescent Research , Inc. 
Crimmins & Forman Market Research 
Cunningham Field & Research Service, Inc. 
Customer Research International 
Data Probe, Inc. 
Data Processing of America, Inc. 
Data Recognition Corporation 
Data Research Services 
Data Solutions Group LLC 
Data Vision Research , Inc. 
Datacase, Inc. 
DATAN, Inc. 
Datanetics 
DataStar, Inc. 
DataUSA, Inc. 
Dataxiom Software, Inc. 
Datum lnternacional SA 
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Decision Analyst, Inc . 
Decision Data Ltd . 
Design Forum Research 
Digitab 
Digital Research , Inc. 
Directions In Research 
Discovery Research Group 
DSC Services, Inc. 
Eagle Research -Atlanta 
Edison Media Research 
Elrick & Lavidge 
Equifax Direct Marketing Solutions, Inc. 
Essex 3 Tabulations 
Essman/Research 
Estymator 
Facts International Ltd . 
First Market Research Corp. 
Flake-Wilkerson Market Insights, LLC 
Forum Canada Research , Inc. 
Framework 
Frekans Research Field & Tab Services Ltd . 
Friedman Marketing Services 
Georgia Data Processing , Inc. 
Global Market lnsite , Inc. 
GMRC - Global Marketing Research & Consulting 
Goldfarb Consultants 
Group Sigma Ltd. 
H & H Data Services 
Hearne Scientific Software Pty Ltd 
humanvoice, inc. 
IN-2-TAB 
Independent Data Analysis Ltd 
lnfoCorp 
Information & Data Services 
lnfoTek Research Group, Inc. 
Innis Maggiore Group 
Inquire Market Research, Inc. 
Insight Express, LLC 
Insight Research , Inc. 
International Data Corp. 
INTERtab 
Interview Technology 
Interviewing Service of America, Inc. 
Irwin Research Associates (Br.) 
R. Isaacs Computing Associates, Inc. 
Issues and Answers Network, Inc. 
J & D Data Services 
JRA, J. Reckner Associates, Inc. 
JRP Marketing Research Services 
Jupiter MMXI 
K P C Research 
KG Tabs, Inc. 
Kudos Research 
Leflein Associates, Inc. 
Lein/Spiegelhoff, Inc. 
Leone Marketing Research 
LiveWorld Research Services 
Living Questions AB 
Lone Star Research , Inc. 
MacGregor Suzuki , Inc. 
Mangen Research Associates, Inc. 
Charles R. Mann Associates, Inc. 
Maritz Research 
Market Advantage Consulting & Software 
Market Decisions Corporation 
Market Insight, Inc. 
Market Probe International, Inc. 
Market Probe, Inc. 
Market Research Solutions, Ltd . (MRSL) 
Market Resource Associates, Inc. 
Market Trends Pacific, Inc. 

Market Trends, Inc. 
Marketing & Research Resources, Inc. 
The Marketing Center 
Marketing Information Systems lnt'l. 
Marketing Masters 
Marketing Research Associates 
Marketing Research Services, Inc. (MRSI) 
Marketing Systems Group 
MarketVision Research® 
MarketVisions 
Mathematical Data Systems, Inc. 
Matousek & Associates 
The Matrix Group, Inc. 
Matrix Research Limited 
Matrix, Inc. 
Maverick Research Inc. 
MAXimum Research , Inc. 
MCA (Marketing Rsch. & Communications Ascts .) 
Media Market Reports , Inc. 
MedProbe Inc. 
Megatab 
Mercator Corporation 
MERCURY Research 
Meta Information Services 
Michelson & Associates, Inc. 
Microtab , Inc. 
Mid-America Research/Facts In Focus 
The Miller Research Group, Inc. 
MindSearch 
MMR Research 
Moskowitz Jacobs Inc. 
MR&S Market Research & Services GmbH 
MRDC Ltd 
MSIInternational , Inc. 
MVJ Group Inc. 
National Survey Research Center 
NCS 
New Orleans Field Services Associates 
Nichols Research , Inc. 
NIPO Software 
North Coast Behavioral Research Group 
CJ Olson Market Research, Inc. 
On-line Communications , Inc. 
Opinion Access Corp . 
Opinion Search , Inc. 
OPINIONation 
Optimum Solutions Corp. 
PAl-Productive Access , Inc. 
Paradigm Technologies lnt'l. 
Pat Henry Market Research , Inc. 
PDPC, Ltd . 
PhoneLab Research 
PhoneSolutions, L. L.C. 
Pine Company 
PMR-Personal Marketing Research , Inc. 
Points of View Research & Consulting , Ltd . 
Portland Research Group 
Precise Research Group 
Precision Research Inc. 
Precision Research , Inc. 
Proactive 
Pulse Train ltd. 
OMark Research & Pol ling 
OPSMR Limited 
Quantum Consulting , Inc. 
Ouest Research 
OUESTAR 
Quick Tab Associates, Inc. 
R.I.S. Christie- The Data Collection Company 
Raosoft, Inc. 
RDA Group 
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ReData, Inc. 
Research Data Design, Inc. 
Research Data, Inc. 
Research Dynamics, Inc. 
Research House, Inc. 
Research International USA 
The Research Source, Inc. 
The Research Spectrum 
Ross Data Services, Inc. 
RSVP/Research Services 
RTNielson Company 
San Diego Surveys, Inc. 
Scantron 
Schlesinger Associates , Inc. 
SDR Sampling Services 
Senecio Software, Inc. 
Service Advantage International 
Service Industry Research Systems, Inc. (SIRS) 
Significant 
Significantly Different! Research 
SKA Division of Mediafax, Inc. 
Socratic Technologies, Inc. 
Software Innovation TricTrac A/S 
Southwest Planning & Marketing 
David Sparks & Associates 
SPSS MR USA 
Star Data Systems, Inc. 
Stars, Inc. 
StatPac, Inc. 
Strategic Insights, Inc. 
Strategic Marketing Services 
STS Market Research 
Suburban Associates 
Superior DataWorks, LLC 
Survey Analysis, Inc. 
Survey Network Data Processing , Inc. 
Survey Service, Inc. 
Survey Support Group 
SurveyConnect, Inc. 
Surveys & Forecasts, LLC 
Tab House Marketing Research Services 
Tab-It Services, Inc. 
TabTech, Inc. 
TechnoMetrica Market Intelligence, Inc. 
Telder Research Data & Facilities BV 
Teller Tab Services, Inc. 
CrossTabulations.com 
Trag on 
Triton Technology 
The Uncle Group, Inc. 
Venture Data 
Venture Marketing Associates, Inc. 
Venture Research Corporation 
Watts Marketing Research 
Weeks Computing Services 
Jan Werner Data Processing 
Western Wats Data Services Center 
WestGroup Research 
Yee/Minard & Associates, Inc. 
Your Perceptions 

SCANNING SERVICES 
ABACO Marketing Research , Ltd . 
The Accutab Co. 
Accu -Tab Computer Services 
ACNielsen Australia 
ADAPT, Inc. 
Adrian Information Strategies (AIS) 
AIS Market Research 
The AMI Group of Companies 
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Service Codes 
CD . .. . . . Coding 
DE . . . . . . Data Entry 
DT . . .... Data Tabulation 
SC .. . . . . Scanning Services 
SA . .. . . . Statistical Analysis 

Analysis & Research Service 
The Analytical Group, Inc. 
Auto Data Systems 
Bell Research 
The Blackstone Group 
Michael Blatt & Co ., Inc. 
Bosma & Associates lnternationai/Web­
Surveys.Net 
Business and Marketing Analytic Center 
Business Research Services, Inc. 
Cambridge Associates , Ltd. 
Comstat Research Corporation 
Consumer Pulse, Inc. 
CRC Data Systems 
Creative Research Systems 
Data Recognition Corporation 
Data Research Services 
Data Solutions Group LLC 
Data Vision Research, Inc. 
Datum lnternacional SA 
Decision Data Ltd. 
Eagle Research -Atlanta 
Elrick & Lavidge 
Equifax Direct Marketing Solutions, Inc. 
Forum Canada Research , Inc. 
Framework 
Group Sigma Ltd. 
humanvoice, inc. 
Independent Data Analysis Ltd 
Insight Research, Inc. 
International Data Corp. 
Interview Technology 
Interviewing Service of America, Inc. 
J & D Data Services 
Leone Marketing Research 
Living Questions AB 
Maritz Research 
Market Analytics , Inc. 
Market Probe International, Inc. 
Market Probe, Inc. 
Market Trends, Inc. 
The Matrix Group, Inc. 
Matrix Research Limited 
MCA (Marketing Rsch. & Communications Ascts.) 
Media Market Reports , Inc. 
Mercator Corporation 
Microtab, Inc. 
Mid-America Research/Facts In Focus 
MVJ Group Inc. 
NCS 
CJ Olson Market Research, Inc. 
Opinion Access Corp. 
Opinion Search, Inc. 
Optimum Solutions Corp. 
Paradigm Technologies lnt'l. 
Pine Company 
Principia Products, Inc. 
Proactive 
Pulse Train Ltd . 
QMark Research & Polling 
QUESTAR 
RDA Group 
ReData, Inc. 
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Research Data, Inc. 
The Research Spectrum 
Scantron 
Service Advantage International 
Service Industry Research Systems, Inc. (SIRS) 
Standard Data Corporation 
Standard Data Prep 
Star Data Systems, Inc. 
Strategic Marketing Services 
STS Market Research 
Superior Data Works, LLC 
Survey Service, Inc. 
Tab-It Services, Inc. 
CrossTabulations.com 
Trag on 
Western Wats Data Services Center 
Yee/Minard & Associates , Inc. 
Your Perceptions 

STATISTICAL ANALYSIS 
A & G Marketing Research , Inc. 
ABACO Marketing Research , Ltd . 
Accountability Information Management, Inc. 
The Accutab Co. 
Accu-Tab Computer Services 
Acumen Research Group Inc. 
Adrian Information Strategies (AIS) 
Advanis 
Advantage Research, Inc. 
ADVANTIS Research & Consulting , Inc. 
AIS Market Research 
American Opinion Research 
The AMI Group of Companies 
Analysis & Research Service 
The Analytical Group, Inc. 
Answers Research , Inc. 
Apian Software 
Arbitron Inc. 
Ardisson & Associates, Inc. 
Ask Arizona 
Atlantic Research & Consulting , Inc. 
AutoData Systems 
B & B Research Services, Inc. 
William M. Bailey, Ph .D. 
Baltic Data House 
Bay Analytics 
Beach Tech Corporation 
Bell Research 
Lisette Berry Associates, Inc. 
Beta Research, Inc. 
The Blackstone Group 
Michael Blatt & Co ., Inc. 
Bosma & Ascts. International/Web-Surveys. Net 
Brunetti & Associates 
Business and Marketing Analytic Center 
Business Forecast Systems 
Business Research Services, Inc. 
CACI Marketing Systems 
Cactus Research 
Cambridge Associates, Ltd . 
CAMO 
Claritas Inc. 
Comstat Research Corporation 
Consumer Pulse, Inc. 
Convergys Marketing Research Services 
Craciun Research Group, Inc. 
Creative Research Systems 
Crescent Research , Inc. 

Cunningham Field & Research Service, Inc. 
Customer Research International 
Data Analytics Corp. 
Data Recognition Corporation 
Data Research Services 
Data Solutions Group LLC 
Data Vision Research , Inc. 
DATAN, Inc. 
Datanetics 
DataStar, Inc. 
DataUSA, Inc. 
Dataxiom Software, Inc. 
Datum lnternacional SA 
Decision Analyst, Inc. 
Decision Data Ltd . 
Delphus, Inc. 
Design Forum Research 
Digitab 
Digital Research , Inc. 
Directions In Research 
Eagle Research - Atlanta 
Edison Media Research 
Elrick & Lavidge 
Equifax Direct Marketing Solutions, Inc. 
Essex 3 Tabulations 
Essman/Research 
Estymator 
E-Tabs 
Facts International Ltd. 
First Market Research Corp . 
Flake-Wilkerson Market Insights, LLC 
Forum Canada Research, Inc. 
Framework 
Freeman, Sullivan & Co . 
Frekans Research Field & Tab Services Ltd . 
GMRC- Global Marketing Research & Consulting 
Goldfarb Consultants 
Group Sigma Ltd . 
Robert Hale & Associates 
Hase/Schannen Research Associates, Inc. (HSR) 
Hearne Scientific Software Pty Ltd 
humanvoice, inc. 
Hunter Associates 
I.S.I.S.-Integrated Strategic Information Services 
Independent Data Analysis Ltd 
lnfoCorp 
Information & Data Services 
lnfoTek Research Group, Inc. 
Innis Maggiore Group 
Inquire Market Research, Inc. 
Insight Analysis 
Insight Research, Inc. 
Intelligent Analytical Services 
International Data Corp. 
Interview Technology 
Interviewing Service of America, Inc. 
R. Isaacs Computing Associates , Inc. 
Issues and Answers Network, Inc. 
J & D Data Services 
JRP Marketing Research Services 
Jupiter MMXI 
K P C Research 
Kudos Research 
Leflein Associates, Inc. 
Leone Marketing Research 
LiveWorld Research Services 
Lone Star Research , Inc. 
MACRO Consulting, Inc. 
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Mangen Research Associates , Inc. 
Charles R. Mann Associates , Inc. 
Maritz Research 
Market Advantage Consulting & Software 
Market Analytics , Inc. 
Market Decisions Corporation 
Market Insight, Inc. 
Market Probe International , Inc. 
Market Resource Associates , Inc. 
Market Trends Pacific , Inc. 
Market Trends, Inc. 
Marketing & Research Resources, Inc. 
The Marketing Center 
Marketing Information Systems lnt'l. 
Marketing Intelligence 
Marketing Research Associates 
Marketing Research Services, Inc. (MRSI) 
Marketing Systems Group 
MarketVision Research® 
MarketVisions 
Mathematical Data Systems, Inc. 
Matousek & Associates 
The Matrix Group, Inc. 
Matrix Research Limited 
MAXimum Research , Inc. 
MCA (Marketing Rsch. & Communications Ascts.) 
Media Market Reports, Inc. 
MedProbe Inc. 
Mercator Corporation 
MERCURY Research 
Meta Information Services 
Michelson & Associates , Inc. 
Microtab, Inc. 
Mid-America Research/Facts In Focus 
The Miller Research Group , Inc. 
Mind Search 
MMR Research 
Moskowitz Jacobs Inc. 
MR&S Market Research & Services GmbH 
Gary Mullet Associates , Inc. 
MVJ Group Inc. 
National Survey Research Center 
NCH Analytical Services 
NCS 
NCSS 
NIPO Software 
North Coast Behavioral Research Group 
O'Connor & Associates 
CJ Olson Market Research , Inc. 
Opinion Search, Inc. 
OPINIONation 
Optimum Solutions Corp. 
PAl-Productive Access , Inc. 
Paradigm Technologies lnt'l. 
Pat Henry Market Research, Inc. 
PDPC, Ltd . 
Perseus Development Corporation 
PhoneSolutions, L.L.C. 
Pine Company 
PMR-Personal Marketing Research , Inc. 
Points of View Research & Consulting, Ltd . 
Portland Research Group 
Precision Research Inc. 
Proactive 
Pulse Train ltd . 
OMark Research & Polling 
QPSMR Limited 
Quantum Consulting , Inc. 

Ouest Research 
OUESTAR 
Raosoft, Inc. 
RDA Group 
ReData, Inc. 
Renaissance Research & Consulting 
Research Data, Inc. 
Research Dynamics, Inc. 
Research International USA 
The Research Spectrum 
RON IN Corporation 
RTNielson Company 
San Diego Surveys, Inc. 
Scant ron 
SDR Sampling Services 
Service Advantage International 
Service Strategies International , Inc. 
Significant 
Significantly Different! Research 
SKA Division of Mediafax, Inc. 
Socratic Technologies, Inc. 
Software Innovation TricTrac A/S 
Southwest Planning & Marketing 
David Sparks & Associates 
Spring Systems 
SPSS MR USA 
Stackpole & Associates Inc. 
Standard Data Corporation 
Standard Data Prep 
Star Data Systems, Inc. 
StatPac, Inc. 
StatPoint, LLC 

StatSoft, Inc. 
Strategic Insights, Inc. 
Strategic Marketing Services 
STS Market Research 
Superior Data Works, LLC 
Survey Analysis , Inc. 
Survey Service, Inc. 
SurveyConnect, Inc. 
Surveys & Forecasts, LLC 
Tab House Marketing Research Services 
Tab-It Services, Inc. 
Tactician Corporation 
TechnoMetrica Market Intelligence, Inc. 
Telder Research Data & Facilities BV 
CrossTabulations.com 
Trag on 
Trainor Associates 
Triton Technology 
Venture Marketing Associates , Inc. 
Venture Research Corporation 
voxco 
WAC of New York 
Watts Marketing Research 
WebSurveyor Corporation 
Weeks Computing Services 
Western Wats Data Services Center 
WestGroup Research 
Xorbix Technologies 
Yee/Minard & Associates , Inc. 
Your Perceptions 

Your one-stop 
marketing 
research 

resource is 
just a mouse 

click away 
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bringing together project leaders, 
suppliers, resean:h dlents and 
respondents under a single platform, 
Net-MR provides a complete solution 
for market research. 

Net-MR Integrates data from all 
sources into one central database, 
allowing mix-mode and multi-country 
studies to be completed more 
efficiently than ever before. 

Net-MR provides powerful real-time 
reporting, allowing any authorized 
project managers or external clients to 
monitor prog , analyze Interim 
results, and take action without delay. 

Global 
Net-MR 
and DrOVKitl!S 
panel of·•resEIJrl<lents 
180 cowmnes .. 

Project Management 

Panelist Registration 
Profile Management 

Customer Service 
Respondent Portal 

Questionnaire Design 
Translation Management 
Sample Management 
Project Accounting 
Quota Monitoring 

Panel Management 

Data Collection 

Analyzer Suite 
Report Publisher 

Data Processing Engine 
Client Portal Manager 

Open-End Coding 

Net-Survey 
Net-CAPI 
Net-CATI 
Net-Focus 
Net-DB 

Analysis and Reporting 



Unmask the Mystery 
About Internet Research 

QUERYWEBTM 

Mystery solved! The OueryWeb™ & WinOuery™ software 
combination is the most powerful, quickest and easiest~to~use 

Internet research software on the market. 

Do It Yourself 
It's easier than you may think. Create your questionnaire using 

WinQuery, our popular CATI/CAPI questionnaire authoring 
software. Copy the Internet-ready questionnaire files to 

your Internet server running QueryWeb. It's that 
simple-you get all of the survey sophistication 

you've come to expect using WinQuery, without 
any custom CGI, Java, or other complicated 

scripting! Our QueryWeb Project Manager 
lets you easily modify the look of your 

Web-enabled study at any time to suit 
your requirements. 

We'll Do It For You 
Not ready to make the investment 
in QueryWeb, the hardware and 
personnel infrastructure? Let The 
Analytical Group, Inc. , host your 

WinQuery-generated questionnaires 
for you! Being a total support marketing 
research organization, we have 
everything in place to securely host all 
of your Web-based studies. 

For over 30 years, The Analytical Group, 
Inc., has provided full support for the 
research community with products such 
as WinCross~ WinQuery~ and now 
QueryWeb:" 

For more information, call us 
or visit our website. 

800.946.2767 
www.acsinfo.com 



The 2002 Directory of Marketing Research Software was 

compiled by sending listing fonns to companies we iden­

tified as producers/vendors of marketing research-relat­

ed software. This year's directory lists over 150 finns 

and over 350 software titles. The software finns are 

arranged alphabetically. Along with the company's vital 

infonnation, we've also included the title(s) of the soft­

ware they sell. 

New! To make finding software easier, we have added 

cross-reference tables grouping the various software 

packages by capability (CAP I/ CAS I, CAll, integrated 

interviewing, miscellaneous, paper/scan, tabulation, and 

Web interviewing). The tables show a list of each prod­

ucfs features and capabilities, allowing you to compare 

and contrast several products at a glance. (A row of 

blank boxes indicates that information was not supplied 

by the software maker.) Once you locate a package that 

interests you simply refer to the company's listing in the 

alphabetical section for more information. 

The company alphabetic section begins on page 102. 

The software cross-reference tables begin on page 122. © 2002 Quirk's Marketing Research Review 







(:.Apian Software 

Apian Software 
400 N. 34th St. , Suite 310 
Seattle, WA 98103 
Ph. 800-237-4565 
Fax 206-547-8493 
E-mail: sales@apian.com 
www.apian.com 
Software: 
Decision Pad 
DirectCollect 
KeyCollect 
NetCollect 
SurveyPro 

SurveyPro 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 rang­
ing from basic frequencies to complex crosstab­
ulations and respondent segmentation. Create pro­
fessional reports with point-and-click tables, pie 
charts , bar graphs, comments, headings and 
graphics. Consider KeyCollect for multi-user and 
distributed data entry, or NetCollect for HTML form 
design and Web data co llection. Multi-user licens­
es available. 
(See advertisement on p. 1 02) 

ASDE Survey Sampler 
4 George Bilodeau , Suite 106 
Hull , PO J8Z 1V2 
Canada 
Ph. 819-770-3651 or 888-323-3651 
Fax 819-770-3688 
E-mail : info@surveysampler.com 
www.surveysampler.com 
Bernadette Quade 
Software: 
ASDE Survey Sampler- Canada 
ASDE Survey Sampler- USA 

ATP Limited 
Roebuck House 
288 Upper Richmond Road West 
E. Sheen, London SW14 7JG 
United Kingdom 
Ph . 44-20-8878-4695 
Fax 44-20-8876-0439 
E-mail : info@atp.co.uk 
www.atp.co.uk 
Raz Khan 
Software: 
Specwriters' Work Beanch 
Winyaps 
Yaps 
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AutoData Systems 
6111 Blue Circle Dr. 
Minneapolis, MN 55343 
Ph . 952-938-4710 or 800-662-2192 
Fax 952-938-4693 
E-mail : sales@autodata.com 
www.autodata.com 
Joanne Norris 
Software: 
Scannable Office 
Survey Plus 2000 

Beach Tech Corporation 
4131 Vincent Ave. S. 
Minneapolis, MN 55410 
Ph . 612-924-9193 ext. 521 
Fax 612-926-1145 
E-mail: doug@beachtech.com 
www.beachtech.com 
Software: 
Eform 

Bruce Bell & Associates , Inc. 
603 Main St. 
Canon City, CO 81212 
Ph. 719-275-1661 
Fax 719-275-1664 
E-mail: hstanzel@surview.com 
www.surview.com 
Software: 
Surview Media Research 
Surview Sales Development 

BeiiResearch 
Baross u. 133. 
1089 Budapest 
Hungary 
Ph. 36-1-477-0100 
Fax 36-1-477-0101 
E-mail : info@bellresearch.com 
www. bell research .com 
Eva Pinter 
Software: 
Qualitative/Quantitative Web Tools 

Beyond 20/20, Inc. 
265 Carling Ave ., Suite 500 
Ottawa, ON K1 S 2E1 
Canada 
Ph . 613-563-3993 
Fax 613-563-7233 
E-mail : info@beyond2020.com 
www.beyond20/20.com 
Software: 
Beyond 20/20 

Business Forecast Systems 
68 Leonard St. 
Belmont, MA 02478 
Ph. 617-484-5050 
Fax 617-484-9219 
E-mail : info@forecastpro .com 
www.forecastpro.com 
Software: 
Forecast Pro 
Forecast Pro Unlimited 
Forecast Pro XE 

CACI Marketi ng Systems 
14151 Park Meadow Dr. 
Chantilly, VA 20151 
Ph . 800-292-2224 
Fax 703-679-3371 
E-mail: msgw@hq.caci .com 
www.demographics.caci .com 
David Huffman, Managing Director 
Software: 
CACI CODER/PLUS™ 
CACI ONE™ 
SiteReporter™ 

Cactus Research 
Calusei 12, Sector 2 
Bucharest 
Romania 
Ph . 40-1 -252-71-46 
Fax 40-1-252-71-48 
E-mail : info@cactus-research .com 
www.cactus-research .com 
Cristina Mititelu , Marketing Manager 
Software: 
Aks&Observe 
Cactus Web Interviewer 
Online Web Reports 

Cal iper Corporation 
1172 Beacon St. 
Newton, MA 02461 
Ph. 617-527-4700 
Fax 617-527-5113 
E-mail : info@caliper.com 
www.caliper.com 
Software: 
Mapitude® for Redistricting 
Mapitude® for the Web 
Maptitude 
Transcade 

CAMO 
1600 S.W. Western Blvd ., Suite 320 
Corvallis, OR 97333 
Ph . 541-757-1404 
Fax 541-757-1402 
E-mail : sales@camo.com 
www.camo.com 
Greg Stucky 
Software: 
Idea Smart 
Market Sizzle 
Production Sizzle 
The Designer 
The Unscrambler 

Cardiff Software 
3220 Executive Ridge Dr. 
Vista, CA 92083 
Ph . 760-936-4500 
Fax 760-936-4800 
E-mai l: sales@cardiff.com 
www.cardiff.com 
Software: 
AutoMerge Publisher 
HTML t Forms 
PDF+ Forms 
Teleform Elite 

www.quirks.com Quirk's Marketing Research Review 



Claritas Inc. 
5375 Mira Sorrento Pl. , #400 
San Diego, CA 92121 
Ph . 800-866-6520 
Fax 858-550-5800 
E-mail: info@claritas .com 
www.claritas.com 
Monique Smith 
Software: 
Compass 
ConsumerPoint 
iMark 
iMark Online 
iXpres 

Clickin Research 
1201 W. 24th St. , Suite 204 
Austin , TX 78705 
Ph. 512-236-9161 
Fax 512-236-9191 
E-mai I: m russell@cl ickin research. com 
www.c lickinresearch .com 
Dr. Martha Russell 
Software: 
Gust. Sat. Benchmarking Survey Sys. 

CLT Research Associates Inc. 
18 W. 18th St. 
New York, NY 10011 
Ph . 212-390-5600 
Fax 212-390-5775 
E-mail : info@cltresearch.com 
www.cltresearch .com 
Software: 
Vrroom.com 

Computers for Marketing Corp . (CfMC) 
547 Howard St. 
San Francisco, CA 941 05 
Ph. 415-777-0470 
Fax 415-777-3128 
E-mail : cfmc@cfmc.com 
www.cfmc.com 
Richard Rands, President 
Software: 
COS I 
MENTOR 
Script Composer 
SURVENT 
Web-SURVENT 

CfMC offers a full-featured Web interviewing sys­
tem , unequalled phone number management sys­
tem , exceptional support staff, product R&D, cus­
tom programming , and service bureau services. 
Software products include SURVENT and Web­
SURVENT (for interviewing) , MENTOR and COSI 
(for data analysis) and Script Composer (a 
Windows-based system for composing question­
naires) . 
(See advertisement on p. 1 05) 

Comstat Research Corporation 
17 John Alexander Dr. 
Cortlandt Manor, NY 10567 
Ph. 914-739-6800 
Fax 914-739-1671 
E-mail : comstat@cstat.com 
www.cstat.com 
Karen Vitacolonna, Assistant Director 
Software: 
Interview & Analysis Program 
Text Analysis Program-TAP 

CONVERSOFT (Axiom Software) 
130 Boulevard Camelinat 
92240 Malakoff 
France 
Ph . 33-1-40-84-84-04 
Fax 33-1-40-84-84-00 
E-mail : info@converso .com 
www.converso.com 
Software: 
CONVERSO CAPI 
CONVERSO CASI 
CONVERSO CATI 

Creative Research Systems 
411 B St. , Suite 2 
Petaluma, CA 94952 
Ph . 707-765-1 001 
Fax 707-765-1 068 
E-mail : surveys@usa.net 
www.surveysystem.com 
Lisa Bacon , V.P. Sales 
Software: 
The Survey System 
The Survey System - CATI 
The Survey System -Web 

Cybernetic Solutions -The Survey Software 
3251 W. 6610 S. 
West Jordan, UT 84084-6902 
Ph . 801-966-0999 or 800-359-3386 
Fax 801-964-957 4 
E-mail : cyberman@xmission .com 
www.cneticsolutions.com 
Software: 
The Survey 

Cytel Software 
675 Massachusetts Ave. 
Cambridge, MA 02139 
Ph. 61 7-661-2011 or 866-CYTEL11 
Fax 617-661-4405 
E-mail : sales@cytel.com 
www.cytel.com 
Software: 
LogXact 
Proc StatXact 
StatXact 

Web-Survent 
CATI ON THE INTERNET 

CfMC 
SURVENT 

COMPUTERS FOR MARKETING CORPORATION 

SAN fRANCISCO: (415) 777-0470 • DENVER: (303) 860-181 1 
NEW YORK: (212) 777-5120 • PARIS: (1) 40-84-84-85 

Conlarl Cf.\ !C at ~a l rs@cflllc. com 
or \'isil our wehsil r al hllp:l/ww\\'.cfmc.!·om 
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Data Vision Research, Inc. 
Web Services: SurvCity.com 
3490 U.S. Rte . 1, Bldg . 16B 
Princeton, NJ 08540 
Ph. 609-987-0565 
E-mail: ronv@dvrinc.net 
www. dvrinc.net 
Ron Vangi , President 
Software: 
MPAT Data Entry 
Onceover™ Data Cleaning 
StatCheck™ Stat Checking 
WinPrin 

DATABASE 

Database Sciences, Inc. 
140 Rte . 17 North 
Paramus, NJ 07652 
Ph. 800-742-6035 
Fax 201-262-8285 

SCIENCES 

E-mail : rraffel@databasesciences.com 
www.databasesciences.com 
Richard Raffel , Director Business Development 
Software: 
surveyNgine.com 

Database Sciences, develops and applies online 
surveying software for companies in a variety of 

Data Is Our Business 
~~1 ~WJ~[l?~ress ion 

Segmentation & Clustering 

[Q) cm11cm ~~[Q)~~u~~~@ITTI 
Scatter Plots 

~¥~p~ r~~~ ~fiD~~~~ s 
Data Management 

The Dataxiom Family At Da taxiom, we're committed to bri nging researchers 
of Software: powerful yet easy-ro-use data ana lysis software solutions. 

The Datax iom fam ily of products are perfect for tackling 

StatMost market research data . from ini tial sampling to fi nal report 

Easy-to- sc Data Analysis 

and Plotting Soft\Yare for 

;'\on-Statisticians 

NCSS 
Statistica l Anal~·sis 

Soft\\"are for Professional-

Le\·el Researchers 

Power & Precision 
Sample Size and Po\YCr 

Analysis Soft\Yarc 

w rite-up. 

Using Datax iom·s extensi,·e suite of correlation and 

regression t chniqucs, you can find key ,·ariables ~, · hi c h 

predict important measu res- such as sa les, opinion, or 
purchase interest. Our factor and correspondence ana lyses 
enable you to discover the underl ying concepts and 
group the set of attributes. To visua lly understa nd your 
clara , you can take advantage of our extensive sui te of 
plots and charts. 

For information on \\·hich Dataxiom product Gin best 
meet your need , call us toll-free: (888) 318-2352 . 

Dataxiom Also Provides Data Analysis Services 
Do you ha,·e special data ana lysis needs:- Daraxiom·s staff 
of market resea rch consu ltants can help you with your 
customized sta ti stica l ana lys is. Call for 17/Ure i i !fimnolion. 

Download free demo software and tria/ware at www.dataxiom.com 

Dat®xiom 
Software, Inc. 

3700 Wi lshire Bl vd .. Suite 1000 • Los Angeles, CA 90010 
Tel: (213) 383-9973 • Fax : (213) 383-3) ·12 
e-J\ Ia il : sa les@dataxiom.com • http : \\"\\"\Y.daraxiom.com 

industries. Our proprietary Web survey develop­
ment engine is based on 18 years of experience in 
survey design. It enables us to deploy feature-rich , 
complex surveys without custom programming . 
We routinely post surveys on the Web with skip pat­
terns, product/ad graphics, etc. within a few hours 
of receiving materials from clients . Our business 
model is simple: we are an e-field research facility 
that handles all aspects of online research effi­
ciently, economically, and securely. Reporting 
options range from transmission of raw data to 
detailed analysis and presentation materials. 
(See advertisement on p. 1 07) 

DATAN, Inc. 
96 Angen Rd. 
Washington , NJ 07882 
Ph . 609-921-6098 ext. 15 or 908-689-4060 
Fax 609-921-6731 
E-mail : merlin@datan .com 
www. datan.com 
Michael C. Stentz, Ph.D., President 
Software: 
FASTAB Ad Hoc Tabulation 
MERLIN Tabulation System 
MERLINPius (plus menus) 
MPE Data Entry & Editing 

Datanetics 
155 Glenfield Dr. 
Pittsburgh , PA 15235 
Ph. 412-795-3401 
E-mail : datanetics@aol.com 
Jerry Lisovich , Director 
Software: 
Custom Application 

DataUSA, Inc. 
P.O. Box 91 
Madison, CT 06443 
Ph. 203-453-5555 
Fax 203-453-8322 
E-mail : tracy@datausainc.com 
www.datausainc.com 
Software: 
E-Crosstabs™ 
OSCAR™ 

Dat®xiom 
Software, Inc. 

Dataxiom Software, Inc. 
3700 Wilshire Blvd ., Suite 1000 
Los Angeles , CA 90010 
Ph . 213-383-9973 
Fax 213-383-3542 
E-mail : sales@dataxiom.com 
www.dataxiom.com 
Software: 
NCSS 
Power & Precision 
StatMost 
X Pro 

Dataxiom Software Inc. provides data analysis 
solutions for researchers and marketing research 
professionals. We offer a collection of very afford­
able statistical software such as StatMost, NCSS, 
Power & Precision and various interactive data 
analysis learning tools like Statistics on CO-ROMs. 
With expertise in various areas, we offer data 
analysis and statistical consulting to market 
research professionals. 
(See advertisement on p. 1 06) 
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• 

DATABASE SCIENCES 

A complete, independent 
eFieldFacility 

A professional staff with experience specific 
to market research fielding best practices. 

Proprietary technology that enables us to 
rapidly configure and deploy robust online 
surveys. By automating the Web programming 
process, we help our clients streamline the 
research study lifecycle. 

Quality online consumer and 828 panels. 

For more information, or study bids, 
please contact Richard Raffel by 
phone 1-800-7 42-6035, extension 12 
or e-mail rraffel@dbsciences.com. 

--r-1\ i \ \. --........._ ___.,./ I I I 



DBM Associates 
One Salem Sq ., Suite 1 04W 
Whitehouse Station, NJ 08889 
Ph. 908-534-1 665 
Fax 908-534-1244 
E-mail : bruce@dbma.com 
www.dbma.com 
Software: 
ARCS™ IVR/Web 

Decision Ana lyst, Inc. 
604 Avenue H East 
Arlington, TX 76011-3100 
Ph. 817-640-6166 or 800-ANALYSIS 
Fax 817-640-6567 
E-mail : jthomas@decisionanalyst.com 
www.decisionanalyst.com 
Jerry W. Thomas 
Software: 
SlATS™ 

SlATS™ 2000 is a software package for IBM-com­
patible PCs. The software: generates random num­
bers; calculates sample sizes; computes the mean; 
standard deviation; standard error, range for key­
board-entered data; determines the standard error 
of proportion; performs significance tests between 
two percentages from independent sample, or 
dependent samples ; does significance tests 
between averages from independent samples; per­
forms Chi-square analysis. 
(See advertisement on p. 19) 

Delphus, Inc. 
152 Speedwell Ave. 
Morristown, NJ 07960 
Ph. 973-267-9269 
Fax 973-285-9248 
E-mail : hlevenbach@delphus.com 
www.delphus.com 
H. Levenbach , President 
Software: 
PEER Planner for Windows 
Spreadsheet Forecaster 

Digisoft Computers, Inc. 
369 Lexington Ave. 
New York, NY 10017 
Ph. 212-687-1 810 
Fax 212-687-1781 
E-mail : sales@digisoft.com 
www.digisoft.com 
Andrew Davidson, Marketing Director 
Software: 
Telescript 5.3 

Drago Consulting Inc. 
131 D.W. Hwy., #233 
Nashua, NH 03060 
Ph. 603-483-2981 
Fax 603-483-2981 
E-mail: service@dragoweb.com 
www.dragoweb.com 
Software: 
SQL Convert 
Survey Stats 
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Easy Analytic Software, Inc. 
541 Benigno Blvd. 
Bellmawr, NJ 08099 
Ph . 856-931-5780 or 888-345-4271 
Fax 856-931-4115 
E-mail : howeasi@nyc.rr.com 
www.easidemographics.com 
Robert Katz 
Software: 
EASI Mapping Plus Data 
Map Point 
The Rite Site 

E-Tabs ltd . 
European Headquarters 
Heather House 
Heather Gardens 
London NW11 9HS 
United Kingdom 
Ph. 44-20-8455-4665 
Fax 44-20-8731-9591 
E-mail: info@e-tabs.com 
www.e-tabs.com 
Benjamin Rietti 
Branch Office: 

927 Suzy St. 
Sandwich, IL 60548 
Ph . 888-823-8227 
Fax 888-680-9009 
E-mail: info@e-tabs.com 

www.e-tabs.com 
Software: 
E-Tabs Lite Reader 
E-Tabs Professional Reader 
E-Tabs Web Reader 
E-Tabs Web Writer 
E-Tabs Writer 

FIRM INC. 
Future Information Research Management Inc. 
1633 Broadway, 23rd fl. 
New York, NY 10019 
Ph. 646-756-2600 
Fax 646-756-2587 
E-mail: info@confirmit.com 
www.confirmit.com 
Robert Caporale 
Software: 
Confirm it 

Fleetwood Group , Inc. 
P.O. Box 1259 
Holland, Ml 49422-1259 
Ph. 616-396-1142 or 800-257-6390 
Fax 616-820-8301 
E-mail : sales@fleetwoodgroup.com 
www.replysystems.com 
Hugh Harper or Pat Moody 
Software: 
Reply® 

Fleetwood manufactures wireless interactive sys­
tems that allow facilitators/researchers to instant­
ly measure the opinion/reactions of audience 
members. Reply® group response systems are 
used in focus groups and audience testing events 
to rapidly survey and analyze each participant's 
perceptions. The system consists of hand-held 
keypads plus a compact receiving unit that works 

with your PC to process, sort, and display respons­
es instantly. 
(See advertisement on p. 1 09) 

SAMPLING SYSTEMS 

GENESYS Sampling Systems 
565 Virginia Dr. 
Fort Washington , PA 19034-2706 
Ph. 800-336-7674 or 215-653-7100 
Fax 215-653-7115 
E-mail : info@m-s-g.com 
www. genesys-sam piing .com 
Gregg Kennedy, Vice President 
Software: 
GENESYS Sampling Systems 
GENESYS-10 
GENESYS-Pius 

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, Zl P code and 
area code/exchange). Targets samples based on 
over 20 demographic variables. Create incidence 
and coverage estimates. PRIZM and congressional 
districts available. GENESYS-Pius/GENESYS-10: 
Hardware/software/database systems for identi­
fying and purging non-household and non-work­
ing numbers from ROD samples. 
(See advertisement on p. 13) 

Geographic Data Technology, Inc. 
A Polk Company 
11 Lafayette St. 
Lebanon , NH 03766 
Ph . 800-331-7881 or 603-643-0330 
Fax 603-643-6808 
E-mail : sales@gdt1 .com 
www.geographic.com 
Software: 
DynaMap/Census 

Global Market lnsite , Inc. 
1474 N.E. Katsura St. 
Issaquah, WA 98029 
Ph. 425-369-0197 
Fax 425-369-0198 
E-mail : rwmonster@gmi-mr.com 
www.gmi-mr.com 
Rob Monster 
Software: 
Net-ACA 
NET-CAPI 
NET-CATI 
Net-DB 
NET-Focus 
NET-MR Suite 
NET-MR Tabulation 
Net-Panel 
Net-Paper 
NET-Survey 

GMI provides e-business solutions for market 
research . GMI 's Net-MR software suite integrates 
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features for panel management, project manage­
ment, mixed-mode data col lection, and analysis 
and reporting. Net-MR is entirely Web-based . The 
tools are enhanced by access to GMI's online con­
sumer panel , which is active in over 170 countries. 
In addition , GMI provides cost-effective service 
bureau support and custom software development 
services. 
(See advertisement on p. 99) 

Halogen Software Inc. 
1400 Blair Place, 5th fl. 
Gloucester, ON K1J 9B8 
Canada 
Ph . 866-566-7778 or 613-744-2254 
Fax 613-744-4001 
E-mail: sales@halogensoftware.com 
www.halogensoftware.com 
Software: 
eSurveyor 3.1 Domino 
eSurveyor 3.2 Open 

Hearne Scientific Software Pty Ltd 
Level 6, 552 Lonsdale Street 
Melbourne, VIC 3000 
Australia 
Ph. 61-3-9602-5088 
Fax 61-3-9602-5050 
E-mail : info@hearne.com.au 
www.hearne.com.au 
Software: 
Key Point 

Peter Holmes SA/ASKIA 
25 rue d'Hauteville 
75010 Paris 
France 
Ph. 33-1-44-83-68-32 
Fax 33-1-44-83-68-37 
E-mail : ask@askia.com 
www.askia. net 
Software: 
Askia 
Askia Analyse 
Askia Face 
Askia Voice 
Askia Web 

humanvoice , inc. 
2155 N. Freedom Blvd ., Suite 100 
Provo, UT 84604 
Ph . 801-344-5500 
Fax 801-370-1008 
E-mail : jmchood@humanvoice.com 
www.humanvoice.com 
Software: 
humanvoice Real-time Reporting 
humanvoice Web-CATI 
Survey Guardian 

Information & Data Services 
22 Hamlin St. 
Orono, ME 04473-1612 
Ph. 207-866-3696 
E-mail: ggordon@adephia.net 
Software: 
Custom Applications 

lnquisite 
3001 Bee Caves Rd ., Suite 220 
Austin , TX 78746 

Insight Express, LLC 
700 Canal St. , 1st floor 
Stamford, CT 06902 

Ph. 512-225-6800 or 800-581-7354 (sales) 
Fax 512-328-0584 

Ph. 877-329-1552 or 203-359-417 4 
Fax 203-359-4718 

E-mail : info@inquisite.com 
www.inquisite.com 
Jeff Mangels 
Software: 
lnquisite 

E-mail: lsmith@insightexpress.com 
www.insightexpress.com 
Lee Smith 
Software: 
Insight Express 
Panel Express 
Polling Express 
Satisfaction Express 

How to gain and maintain 

100% 
audience involvement 

during meetings, training 
sessions or teleconferences 

Add interaction with easy-to-use Repl wireless 
respon e systems. You'll gain maximum attention, 

increase comprehension, and improve recall as the 
Reply® system encourages total audience participation 
in an enjoyable, memorable way. Plus, you'll learn how 
to improve presentations as you go with on-the-spot 
measurement of opinion and comprehension. 

Running interactive events is easy, too. Set up takes 
just minutes since the patented two-way radio design 
means no cumbersome wiring. Simply hook up your 
PC to the portable base station, pa s out the wireless 
k ypads, and call up the presentation software. 
You're ready to go! Reply~~< lets you take the power of 
interaction into any meeting, at any time, in any place. 

RepJy<R! systems can be customized to your needs. 
With several versions of keypads and a variety of 
application software available, you can tailor a 
system that meets your requirements, grows with 
you, and offers continuing benefits. So start 
enjoying the flexibil ity Reply® offers ... whether 
you rent, lease, or buy. 

For more information on the Reply'" 
family of products, visit our web site 
at www.replysystems.com. 

P.O. BOX 1259 HOLLA D. M 1CHJGA 49422- 1259 
TELEPHO E: (800) 257-6390 OR (616) 396-1142 FAX: (616) 820-8301 
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Interview Technology 
Raadhuisstraat 46 
1 016 DG Amsterdam 
The Netherlands 
Ph. 31-20-620-15-89 
Fax 31-20-638-72-99 
E-mail : itsales@interviewtechnologies.com 
www.interviewtechnologies.com 
Andre Smit 
Software: 
IT CATI/CAPI/Web 

KGA 
Field Plus 
LittleGables, Gables Avenue 
Borehamwood, Herts WD6 4SP 
United Kingdom 
Ph. 44-20-8904-6027 
Fax 44-20-8904-5321 
E-mail: info@fieldplus.com 
www.fieldplus.com 
Software: 
QuotaBreaker! 
The Field System 

Kingston Phoenix Ltd. 
190 Kingston Road 
Leatherhead, Surrey KT22 7PZ 
United Kingdom 
Ph. 44-137-237-4131 
Fax 44-137-280-5009 
E-mail : inquiries@kingston-phoenix.com 
www.kingston-phoenix.com 
Sharon Zak 
Software: 
iMotion 
iOuest 
IRIS Engine 
IRISmr 

LearningWare, Inc. 
708 N. First St. 
Minneapolis, MN 55401 
Ph. 800-457-5661 
Fax 612-904-1781 
www.learningware.com 
Software: 
Quiz Rocket 

Living Questions AB 
Eastmansvagen 18 
113 24 Stockholm 
Sweden 
Ph . 46-8-5621-0300 
Fax 46-8-5621-0310 
E-mail: info@living-questions.se 
www.living-questions.se 
Software: 
InterACT 

MacGregor Suzuki , Inc. 
28 W. 25th St. 
New York, NY 10010 
Ph. 212-243-0004 
Fax 212-627-4363 
E-mail: Autocode@suzukidata.com 
Anthony Olivia, President 
Software: 
Autocode® 
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Management Science Associates , Inc. 
6565 Penn Ave. 
Pittsburgh , PA 15206-4490 
Ph. 800-MSA-INFO or 412-363-2000 
Fax 412-363-8878 
E-mail : info@msa.com 
www.msa.com 
Software: 
AWS-Analyst Work Station 
Maclas/Winlas 

Maplnfo Corporation 
One Global View 
Troy, NY 12180 
Ph . 518-285-6000 or 800-FASTMAP 
Fax 518-285-7090 
www.mapinfo.com 
Software: 
Maplnfo MapX 
TargetPro 

Maritz Research 
1355 N. Highway Dr. 
Fenton, MO 63099 
Ph . 636-827-8532 or 800-446-1690 
Fax 636-827-8605 
E-mail: maritzresearch@maritz.com 
www.maritzresearch.com 
Phil Wiseman, V.P. Marketing 
Software: 
Maritz Stat 

Maritz Stat 2.0 from Maritz Research performs 
statistical tests faster and easier than ever ... and it's 
yours free . As a Windows-based software, Maritz 
Stats 2.0 runs statistical calculations such as t­
tests , Z-tests, sample determination, and Chi­
square tests. Plus, the software is sophisticated 
enough to run non-parametic McNemar tests and 
partially overlapping sample t-tests and Z-tests to 
name a few. 
(See advertisement on p. 31) 

Market Advantage Consulting & Software 
1751 W. Diehl Rd ., Suite 150 
Naperville, IL 60563 
Ph . 630-428-1847 
Fax 630-428-194 7 
E-mail : info@marketadvantageconsult.com 
www.marketadvantageconsult.com 
James Libby 
Software: 
MiningSolv 
PositionSolv 
SegmentSolv 

Marketing Masters 
5782 Gold Dust Dr. 
De Pere, WI 54115 
Ph . 920-532-0406 
Fax 920-532-0407 
E-mail : sales@surveysaid .com 
www.surveysaid .com 
Michael Smits, Sales & Mktg . Mgr. 
Software: 
Internet Survey Machine 
Survey Said for the Web 
Survey Said for Windows 

Marketing Strategy & Planning 
902 Broadway, 11th floor 
New York, NY 10010 
Ph. 212-460-8700 
Fax 212-254-4850 
E-mail : info@msandp.com 
www.msandp.com 
Software : 
AdverTrax™ 
lnfoPop™ 
MessageMeter™ 
Simplic™ 

Marketing 
Systems 
Group 

Marketing Systems Group 
565 Virginia Dr. 
Fort Washington , PA 19034-2706 
Ph . 800-336-7674 or 215-653-7100 
Fax 215-653-7115 
E-mail : info@m-s-g.com 
www.m-s-g .com 
Dale W. Kulp , President 
Software: 
GENESYS Sampling Systems 
PRO-T-S Telephony Systems 
Survey Database Management Systems 

GENESYS Sampling Systems: See GENESYS 
Sampling Systems listing. 
PRO-T-S Telephony Systems : See PRO-T-S 
Telephony Systems listing. 
Survey Database Management Systems: A Web­
based storage/browser system for market research 
tabulations. Point-and-click to tables or spread­
sheets for further analysis. 
(See advertisement on pp . 13, 113) 

MarketMiner, Inc. 
(Formerly AbTech Corporation) 
1575 State Farm Blvd . 
Charlottesville, VA 22911 
Ph . 434-977-0686 or 877-658-6463 
Fax 434-977-9615 
E-mail : info@marketminer.com 
www.marketminer.com 
Software: 
MarketMiner 

MOSS 
Marketing Decision Support Systems, Inc. 
7098 N. Shadeland Ave. , Suite H 
Indianapolis, IN 46220 
Ph . 800-870-MDSS or 317-594-3150 
Fax 317-594-3155 
E-mail : kathy@mdssworld .com 
www.mdssworld .com 
Kathy Pellman , Vice President 
Software: 
Research Tracke II 

Media Market Reports , Inc. 
406 N. 130 St. , Suite 100 
Omaha, NE 68154 
Ph. 402-493-8229 
Fax 402-493-517 4 
E-mail : info@mediamarketreports.com 
www.mediamarketreports.com 
Software: 
Mapscan Millennium 
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Memphis International 
The Octagon 
Exchange Tower 
London E14 9GE 
United Kingdom 
Ph. 44-20-7345-1322 
Fax 44-20-7345-1320 
E-mail: post@memphissoftware.com 
www.memphissoftware.com 
lngi Thorsteinsson 
Software: 
Survey Explorer 
Survey Viewer 

Mercator Corporation 
21 Pleasant St. , Suite 201 
Newburyport, MA 01950 
Ph. 978-463-4093 or 800-997-7627 
Fax 978-463-0515 
E-mail : info@mercatorcorp.com 
www.mercatorcorp.com 
Software: 
SNAP® Professional 
SNAP® Results 
SNAP® Scanning 

MessageMedia 
371 Centennial Pkwy. 
Louisville, CO 80027 
Ph. 888-999-1420 or 303-440-7550 
Fax 303-381-3924 
E-mail : sales@messagemedia.com 
www.messagemedia.com 
Software: 
M3 Platform 
Mail King 
SurveySolutions 

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 
www.microtab.com 
Larry Hills, Managing Director 
Software: 
Microtab XP 2002 - Professional Edition 
Microtab XP 2002 - Standard Edition 

New! Microtab® XP 2002 - Cross Tabulation 
Software for Windows. Choose either the Standard 
or Professional Edition. Both have a capacity of 10 
million surveys per study with an unlimited num­
ber of questions per questionnaire . Call and 
request the free full-featured Microtab XP 2002 30-
day Evaluation Edition. Licensed Editions (includ­
ing support) have one-time prices of $895 and 
$1595. 
(See advertisement on p. 83) 

Moskowitz Jacobs Inc. 
1025 Westchester Ave. 
White Plains, NY 10604 
Ph. 914-421-7400 
Fax 914-428-8364 
E-mail : mji@mji-designlab.com 
www.mji-designlab.com 
Software: 
ldeaMap® Wizard™ 
ldeaMap®.Net 

{!;Jnteractive 
MSinteractive 
111 S.W. 5th Ave ., Suite 1850 
Portland , OR 97204 
Ph . 503-225-8418 or 800-769-0906 
Fax 503-225-8400 
E-mail : analyzer@ms-interactive.com 
www.perceptionanalyzer.com 
David Pauli , Dir., Business Development 
Software: 
Perception Analyzer™ 

An innovative research tool , the Perception 
Analyzer™ (PA) combines the qualitative insights 
of a focus group with the quantitative precision of 
a telephone survey. It allows participants to record 
their reactions to any form of test material , includ­
ing ads or new product concepts, using hand-held 
dials with a wireless connection to a PC. 

G".Jnteracfive 

Responses are instantly collected, tabulated and 
presented for real-time viewing and analysis. 
(See advertisement on p. 111) 

Multivariate Software, Inc. 
15720 Ventura Blvd. , Suite 306 
Encino, CA 91436-2989 
Ph . 818-906-07 40 
Fax 818-906-8205 
E-mail : sales@mvsoft.com 
www.mvsoft.com 
Isidro Nunez, Marketing Director 
Software: 
EOS Structural Equations Modeling 

The Namestormers 
2811 Declaration Cir. 
Lago Vista, TX 78645-7523 
Ph . 512-267-1814 or 214-350-6214 
Fax 512-267-9723 
E-mail : mike@namestormers.com 
www.namestormers.com 
Michael L. Carr, Director 
Software: 
Headliner 
Name Pro 

Combine the qualitative insights of 
a focus group with the quantitative 
precision of a telephone survey ... 

easily, quickly and reliably. 

The Perception Analyzer™ 

Without a doubt, the 
most comprehensive 
interactive group 
communication system 
on the market. 

Join the leader in Interactive Research 
www. perceptionanalyzer. com 

800.769.0906 or 503.225.8418 
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NCS 
4401 W. 76th St. 
Minneapolis, MN 55435 
Ph. 800-328-6172 
E-mail: info@ncs.com 
www.ncs.com 
Software: 
NCS Survey System 
Survey Tracker 

NCSS 
329 N. 1000 E. 
Kaysville , UT 84037 
Ph . 801-546-0445 
Fax 801-546-3907 
E-mail : sales@ncss.com 
www.ncss.com 
Jerry Hintze 
Software: 
NCSS 

NEBU b.v. 
Assum 16a 
191 ML Uitgeest 
The Netherlands 
Ph. 31-25-131-1413 
E-mail : info@nebu.com 
www.nebu.com 
Software: 
Dub InterViewer 
Nebu Office Suite 

NetRaker 
1190 Mira Loma Way, Suite U 
Sunnyvale, CA 94085 
Ph. 877-483-2114 
Fax 408-530-8939 
E-mail : sales@netraker.com 
www.netraker.com 
Software: 
Netraker Web Site Index 

NetReflector.com, Inc. 
2200 Sixth Ave ., Suite 250 
Seattle, WA 98121 -1846 
Ph . 877-823-5337 or 206-448-2690 
Fax 206-448-2693 
E-mail : info@netreflector.com 
www.netreflector.com 
Colin Prior, CEO 
Software: 
lnstantSurvey 

NIPO Software 
P.O. Box 247 
Grote Bickersstraat 7 4 
1000 AE Amsterdam 
The Netherlands 
Ph. 31-20-523-59-89 
Fax 31-20-522-53-33 
E-mail: sales@niposoftware.com 
www.niposoftware.com 
Jeroen Noordman 
Software: 
NIPO CAPI System 
NIPO CATI System 
NIPO DIANA 
NIPO Web Interview System 
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Oakdale Engineering 
23 Tomey Rd . 
Oakdale, PA 15071 
Ph. 724-693-0320 
Fax 724-693-9201 
E-mail : sales@curvefitting .com 
www.curvefitting .com 
John Gilmore 
Software: 
DataFit 7.1 

Optimum Solutions Corp. 
266 Merrick Rd . 
Lynbrook, NY 11563 
Ph. 516-247-5300 
Fax 516-247-5301 
E-mail : osc@netusa.net 
Ira Sadowsky, Exec. Vice President 
Software: 
FAOSS 

PAl 
PAl-Productive Access , Inc. 
19851 Yorba Linda Blvd ., Suite 203 
Yorba Linda, CA 92686 
Ph. 800-693-3111 or 714-693-3110 
Fax 714-693-87 4 7 
E-mail : bhontz@paiwhq.com 
www.paiwhq.com 
Brad Hontz, Director 
Software: 
mSITE 
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 
customers' "knowledge workers" to quickly and 
easily link and mine large even the largest survey 
research data sets. 
(See advertisement on p. 84) 

PDPC , Ltd. 
172 Monee Rd. 
Burlington , CT 06013 
Ph . 860-673-9278 or 860-675-9026 
E-mail : charles_s_patridge@prodigy.net 
www.sconsig .com 
Charles Patridge 
Software: 
E-Scrub 
Fuzzy Mail Merge 

Perseus Development Corporation 
222 Forbes Rd. , Suite 208 
Braintree, MA 02184 
Ph. 781-848-8100 
Fax 781-848-1978 
E-mail : info@perseus.com 
www.perseus.com 
Software: 
SurveySolutions 

~PINE 
/Ur-&f!c':! f'o~'!~ 
Pine Company 
10559 Jefferson Blvd . 
Culver City, CA 90232 
Ph . 800-969-PINE (7463) or 310-815-5700 
Fax 310-815-5799 
E-mail : pineco@pinedata.com 
www.pinedata.com 
Shannon McNeely, V.P. Sales & Marketing 
Ben Alley, Sales Manager 
Software: 
Custom Software Packages 

Established in 1967, Pine Company is one of the 
largest information processing and data manage­
ment companies in the United States. Services 
include: coding , data entry, tabulations, CATI pro­
gramming (Uncle and Quantum) , custom reports , 
state-of-the-art image scanning , forms develop­
ment, printing , mailing , fulfillment, turnkey scan­
ning systems, database management and Internet 
surveys. 
(See advertisement on p. 85) 

Power Knowledge Software 
3421 Empresa Dr., Suite C 
San Luis Obispo, CA 93401 
Ph. 805-545-5468 or 888-797-5669 
Fax 805-545-5465 
www.powerknowledge.com 
Software: 
PowerTab™ 

Principia Products, Inc. 
16 Industrial Blvd ., Suite 102 
Paoli , PA 19301 
Ph . 800-858-0860 or 61 0-64 7-7850 
Fax 610-647-8771 
E-mail : sales@PrincipiaProducts.com 
www. PrincipiaProducts.com 
Kim Knipe , Marketing Manager 
Software: 
Remark Classic OMR™ 
Remark Office OMR'"' 
Remark Web Survey® 

T 

~ (~ ~ 

~ITII 
• SYSTEMS 

PRO-T-S Telephony Systems 
565 Virgin ia Dr. 
Fort Wash ington , PA 19034 
Ph . 800-336-767 4 or 215-653-7100 
Fax 215-653-7115 
E-mail : dbernard@m-s-g.com 
www.pro-t-s.com 
Dan Bernard , Vice President 
Software: 
PRO-T-S Telephony Systems 

PRO-T-S: A research predictive dialer and data 
collection management system built for 
researchers , by researchers . PRO-T-S offers state­
of-the-art computer telephony architecture built 
around solid survey research principles. Significant 
productivity gains are realized without respondent 
annoyance. Tools to manage interviewers and 
phone rooms are integrated into the system. PRO­
T-S also provides remote monitoring , voice cap­
ture/playback, integration with high-end PBXs, call 
routing and blending , and IVR integration. 
(See advertisement on p. 113) 
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P-STAT, Inc. 
230 Lambertville-Hopewell Rd . 
Hopewell , NJ 08525-2809 
Ph . 609-466-9200 
Fax 609-466-1688 
E-mail : sales@pstat.com 
www.pstat.com 
Sebbie Buhler 
Software: 
P-ST AT® 

PULSE ·TRAIN 

Pulse Train Ltd . 
631 US Hwy. 1, Suite 406 
N. Palm Beach , FL 33408 
Ph. 561-842-4000 
Fax 561-842-7280 
E-mail: sales@pttsystems.com 
www.pulsetrain.com 
Henry A. Copeland , President 
Software: 
Bellview CAPI 
Bellview CATI 
Bellview Scan 
Bellview Web 
Pulsar 
Star 

Pulse Train Ltd. has taken the lead in supplying the 
research industry with the most comprehensive, 
productive and innovative solutions to the prob­
lems of data design, data collection, data manip-
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ulation and data analysis. Bellview CATI , CAPI , 
WEB and SCAN are the most advanced ways pos­
sible of collecting data via the telephone, in-person, 
over the Internet or on paper. STAR and Pulsar 
offer analysis packages designed for both power­
ful batch tabulation and for interactive desktop 
analysis. Pulse Train provides software that cov­
ers every aspect of the survey process. 
(See advertisement on p. 114) 

QPSMR Limited 
Thames Park, Lester Way 
Hithercroft, Wallingford 
Ox on OX1 0 9TA 
United Kingdom 
Ph. 44-1491-825644 
Fax 44-1491-832376 
E-mail: info@qpsmr.ltd .uk 
www.qpsmr.ltd .uk 
Ros Biggs, Director 
Software: 
QPSMR CATI 
QPSMR INPUT 
QPSMR INSIGHT 
QPSMR REFLECT 

QQQ Software, Inc. 
302 N. Irving St. 
Arlington, VA 22201 
Ph. 703-528-1288 
Fax 703-528-1289 
E-mail : info@qqqsoft.com 
www.qqqsoft.com 
Paul Weeks, V.P. Sales 
Software: 
QPL Tables 

QSR 
QSR International Pty Ltd 
2nd floor, 651 Doncaster Road 
Doncaster, VIC 3108 
Australia 
Ph . 61-3-9840-1100 
Fax 61-3-9840-1500 
E-mail : help@qsr.com.au 
www.qsrinternational .com 
Software: 
NUDIST 5 
NVIVO 

Quick Tally Interactive Systems, Inc. 
8444 Wilshire Blvd . 
Beverly Hills, CA 90211 
Ph . 800-241-6963 
Fax 323-653-5303 
E-mail : sales@qtis.com 
www.quicktally.com 
Software: 
Quick Tall 

Raosoft, Inc. 
6645 N.E. Windermere Rd. 
Seattle, WA 98115 
Ph. 206-525-4025 
Fax 206-525-494 7 
E-mail : raosoft@raosoft.com 
www. raosoft.com 
Catherine McDole Rao, President 
Software: 
Raosoft EZReport 
Raosoft lnterForm 
Raosoft SurveyWin 
Raosoft EZSurvey for the Internet 
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ReadSoft , Inc. 
4370 La Jolla Village Dr., Suite 400 
San Diego, CA 92122 
Ph . 858-546-4858 or 888-READSOF(T) 
Fax 858-546-4420 
E-mail : info@readsoft.com 
www.readsoft.net 
Software: 
Eyes & Hands 

Research .Net, Inc. 
(Formerly known as Americom Research, Inc.) 
25 Main St. E. 
Wartrace, TN 37183 
Ph . 931-389-6095 
Fax 931-389-6096 
E-mail : bahlhauser@research .net 
www.research .net 
Bill Ahlhauser, Exec. Vice President 
Software: 
Hyper 0 IVR 
Hyper 0 Online 

Rogator AG 
Pilotystr. 3 
90408 Nuremberg 
Germany 
Ph. 49-911-552302 
Fax 49-911-552307 
E-mail : info@rogator.de 
www.internet-rogator.com 
Software: 
Rag Panel 
Rogator 6.3 

RONIN Corporation 
RON IN Corporation- 1 BY1 Division 
103 Carnegie Center 
Princeton , NJ 08540 
Ph. 800-352-2926 or 609-452-0060 
Fax 609-452-0091 
E-mail : ronin@ronin .com 
www.ronin .com 
Software: 
Results for Research 
Results for the Net 

Salford Systems 
8880 Rio San Diego Dr. , Suite 1045 
San Diego, CA 92108 
Ph. 619-543-8880 
Fax 619-543-8888 
E-mail : info@salford-systems.com 
www.salford-systems.com 
Software: 
CART11J 
Log it 
MARS™ 

Sammamish Data Systems 
P.O. Box 70382 
Bellevue, WA 98005-0382 
Ph . 425-867-1485 
Fax 425-861-0184 
E-mail : bob@sammdata.com 
www.sammdata.com 
Robert Schweitzer, President 
Software: 
GeoSight 

SAS Institute 
SAS Campus Dr. 
Cary, NC 27513-2414 
Ph. 919-677-8000 or 800-727-0025 
Fax 919-677-4444 
E-mail : software@sas.com 
www.sas.com 
Software: 
SAS System 

Sawtooth Software, I nc. 

Sawtooth Software, Inc. 
530 W. Fir St. 
Sequim, WA 98382-3209 
Ph . 360-681-2300 
Fax 360-681-2400 
E-mai I: i nfo@sawtoothsoftware. com 
www.sawtoothsoftware.com 
Bryan Orme, Vice President 
Software: 
ACA System 
CBC System 
CCA System 
Ci3 System 
CPM System 
CVA System 
SSI Web 

Sawtooth Software creates tools for comput­
er/Web interviewing, conjoint, hierarchical Bayes 
(HB) , perceptual mapping and cluster analysis. 
Ci3 and CiW are general interviewing packages 
for PC and the Web. We have three conjoint pack­
ages : ACA (Adaptive Conjoint Analysis) , CBC 
(Choice-Based Conjoint) , and CVA (Traditional 
Conjoint. Our HB modules are suitable for ACA, 
CBC or general regression problems. 
(See advertisement on p. 115) 
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Sawtooth Technologies 
1007 Church St. , Suite 402 
Evanston , IL 60201 
Ph . 847-866-0870 
Fax 84 7-866-0876 
E-mail: info@sawtooth.com 
www.sawtooth.com 
Rich Gillespie, Dir. of Sales & Mktg. 
Software: 
Ci3 
Sensus Web 
WinCati 

WinCati combines best practices research with 
best value on the market. Flexible sample man­
agement, call management, call histories, dispo­
sition monitoring , productivity reporting , quota 
controls, questionnaire design, etc. , enhance inter­
viewer and supervisor productivity. Advanced dial­
ing and voice capture options. Sensus Web brings 
CATI-Iike functionality to Web interviewing, includ­
ing skipping and branching and advanced features 
like constructed lists, rosters, and calculations. 
(See advertisement on p. 116) 

Scantron 
1361 Valencia Ave. 
Tustin, CA 92780 
Ph . 714-247-2600 or 800-722-6876 ext. 2600 
Fax 714-247-2738 
E-mail: marketing-administrator@scantron.com 
www.scantron.com 
Software: 
elisten 
Par-System 
Teleform 

ACA/Web 
Adaptive Conjoint Analysis 

In 1985, Sawtooth Software created the first ACA software system. 

It became the most widely used conjoint software in the world. 

Now you can deploy ACA surveys over the Web on your own website. 

ACA is a proven technique for understanding buyer preferences 
and predicting their behavior. 

Experience a live ACA/Web survey at 
www.sawtoothsoftware.com 

Sawtooth Software Inc. 
530 West Fir Street • Sequim, WA 98382-3209 

360/ 681-2300 • 360/ 681-2400 (fax) 
www.sawtoothsoftware.com 

Computer Interviewing • Conjoint • Perceptual Mapping 
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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 
www.senecio.com 
Jerry Wicks, President 
Software: 
AskAnywhere 
Flo- Stat 
MaCATI 
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Irwin P. Sharpe & Associates 
50 Greenwood Ave. 
West Orange, NJ 07052 
Ph . 973-731-7800 
Fax 973-731-4214 
E-mail : info@sharpeassociates.com 
www.sharpeassociates.com 
Peter A. Sharpe, Vice President 
Software: 
TABULYZER Ill 

CAn, CAPI and 

Web Interviewing 

Software for 

Worldwide. 

Best Practices. 

Best Value. 

Smart Software , Inc. 
Four Hill Rd. , Suite 2 
Belmont, MA 02478-4349 
Ph . 617-489-2743 
Fax 617-489-27 48 
E-mail : info@smartcorp.com 
www.smartcorp.com 
Charles Smart, President 
Software: 
Smart Forecasts™ 

Snap Software 
A Service of SOAD Inc. 
303 S. Broadway, Suite 108 
Tarrytown, NY 10591 
Ph. 914-524-7600 ext. 29 
Fax 914-524-7650 
E-mai l: info@snapsoftware.com 
www.snapsoftware.com 
Rob Taffner, General Manager 
Software: 
Snap3 
Snaptrac 

Socratic Technologies, Inc. 
2505 Marsposa St. 
San Francisco, CA 94114 
Ph. 415-430-2200 
Fax 415-430-1200 
E-mail: fred .bove@sotech .com 
www.sotech .com 
Fred Bove 
Software: 
Socratic Site Diagnostic™ 

Software Innovation TricTrac A/S 
Narun Hovedgade 10 
2850 Narun 
Denmark 
Ph . 45-45-58-88-88 
Fax 45-45-58-88-00 
E-mail : info@softinn.dk 
www.software-innovation .dk 
Torben Laustsen , Director 
Software: 
TRIG TRAG® 

Spectra Marketing Systems, Inc. 
200 W. Jackson Blvd ., Suite 2800 
Chicago, IL 60606 
Ph . 312-583-5100 
Fax 312-583-5101 
E-mail : renee_omalley@spectramarketing .com 
www.spectramarketing .com 
Kevin Costello 
Software: 
Roll-Up 
Spectra Advantage® 
Spectra Enlighten™ 
VRPS 

Spring Systems 
P.O. Box 7471 
Westchester, I L 60154 
Ph . 708-865-8523 
E-mail : springsys@worldnet.att.net 
www.geocities.com/wal lstreeV3960/ 
John Pavasars, President 
Software: 
ARGUS Perceptual Mapper 
MktSIM 
Turbo Spring-Stat 
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''SSI samples allow us to 
just get on with it." 

Sue Homeyard 

Taylor Nelson Sofres, Omnibus Services 

"We use ROD sample from SSI to be sure the ex-direc­

tory element of the population is incorporated in an 

effort to completely represent the British popula­

tion. Using ROD sample from SSI is very timely 

and most cost-effective. 

Placing orders through SSI-SNAP is remarkably 

easy and saves an awful lot of time. We don't 

have to devise our own sample systems - it's all 

done for us through SSI-SNAP. We order whenever 

we want and do not have to depend on anyone. 

SSI has really separated themselves from the crowd in 

terms of cl ient service. Not only is the quality of their 

sample excellent, but the quality of their service is outstand­

ing. My team is especially happy with SSI." 

Call SSI for sampl ing so lutions at 1-203-255-4200 

(free phone 00 800 3589 7421 from Germany, 

Netherlands, and the UK) , send e-mail to 

info@surveysamp li ng.com, or vis it our Web site 

at www.surveysampling.com. 

Partners with survey researchers since 1977 
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... but I hear there 

is a way to make 

our phone room 

more productive 

SPSS MR USA 
350 Fifth Ave ., Suite 320 
New York, NY 10118 
Ph. 646-536-8500 
Fax 646-536-8599 
E-mail: sales-us@spssmr.spss.com 
www.spssmr.com 
Branch Offices: 

100 Merchant St. , Suite 125 
Cincinnati , OH 45246 
Ph. 513-552-8700 
Fax 513-552-8787 
E-mail : sales-us@spssmr.spss.com 
www.spssmr.com 

Maygrove House 
67 Maygrove Rd. 
London NW6 2EG 
United Kingdom 
Ph. 44-20-7625-7222 
Fax 44-20-7624-5297 
E-mail: sales-eu@spssmr.spss.com 
www.spssmr.com 

Software: 
Answer Tree 
ARCS 
Clementine 
Clever Content 
Entryware 
ln2Form 
ln2Quest 
ln2Tab 
MR Interview 
MR Paper 
MR Scan/MR Paper 
MR Tables 
MR Translate 
QCWeb 
Quancept CAP I 
Quancept CATI 
Quancept Tel. Sys. Predictive Dialer 
Quanquest 
Quantum 
Ouanvert 
Quinput 
SPSS 
SurveyCraft 
Verbastat 

Businesses of all sizes drive their success using 
SPSS MR software and expertise for data collec­
tion, data management and insightful analysis and 
reporting. With a background in market research 
and business intelligence, SPSS MR offers an 
extensive technology suite with unrivalled breadth 
and depth, proven consulting skil ls and truly glob­
al service through our international network of 
offices. 
(See advertisement on p. 118) 

StatPac, Inc. 
4425 Thomas Ave. S. 
Minneapolis, MN 55410 
Ph . 612-925-0159 
Fax 612-925-0851 
E-mail : info@statpac.com 
www.statpac.com 
David Walonick, President 
Software: 
Statistics Calculator 
StatPac for Windows 

StatPoint, LLC 
P.O. Box 1124 
Englewood Cliffs, NJ 07632-0124 
Ph. 201-585-8581 
Fax 201-585-8589 
E-mail: info@statpoint.com 
www.statpoint.com 
Caroline Chapek, Director of Operations 
Software: 
STATBEANS 
Statgraphics Plus 
STAT LETS 

StatSoft, Inc. 
2300 E. 14th St. 
Tulsa, OK 74104 
Ph . 918-749-1119 
Fax 918-749-2217 
E-mail : info@statsoft.com 
www.statsoft.com 
Susan Portrey 
Software: 
STATISTICA Enterprise-Wide 

William Steinberg Consultants, Inc. 
P.O. Box 1754 
Champlain, NY 12919 
Ph . 888-725-9392 
Fax 514-483-6660 
E-mail : info@notjustsurveys.com 
www.notjustsurveys.com 
William Steinberg , Ph.D., President 
Software: 
C-Gen -Customer Survey Generator 
Survey Genie 

SumQuest Survey Software 
365 Eglinton Ave. E., Unit PH11 
Toronto, ON M4P 1 P5 
Canada 
Ph . 800-779-7528 
Fax 416-482-4480 
E-mail : rmacnaughton@sumquest.com 
www.sumquest.com 
Software: 
Sum Ouest 
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Survey Sampling , Inc. 
One Post Rd . 
Fairfield , CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
E-mail: info@surveysampling.com 
www.surveysampling.com 
Christopher De Angelis , Sales Manager 
Software: 
SSI- SNAP™ 

Place sample orders online with SSI -SNAP™, com­
bining time and cost savings of in-house sample 
production with SSI 's 25 years of experience . 
Orders can be placed anytime of the day. Random 
digit (ROD), listed household, epsem, age, income, 
race/ethnic group, and samples from 18 coun­
tries are available. The most up-to-date SNAP soft­
ware and geography files can be downloaded. 
(See advertisement on p. 117) 

SurveyConnect, Inc. 
2503 Walnut St. , Suite 201 
Boulder, CO 80302 
Ph. 303-449-2969 
Fax 303-938-4015 
E-mail: info@surveyconnect.com 
www.surveyconnect.com 
Software: 
Survey Select Expert 

SurveySite Inc. 
49 Sheppard Ave. E. 
Toronto, ON M2N 2V8 
Canada 
Ph. 416-642-1002 
Fax 416-642-1007 
E-mail : sales@surveysite.com 
www.surveysite.com 
Software: 
Pop-Up Survey Software 

SurveyWrite 
4824 N. Hamilton 
Chicago, IL 60625 
Ph. 773-506-7006 
Fax 773-506-1301 
E-mail : info@surveywriter.com 
www.surveywriter.com 
Software: 
SurveyWrite 

Tactician Corporation 
305 N. Main St. 
Andover, MA 01810 
Ph . 800-927-7666 
Fax 978-475-2136 
E-mail : rreading@tactician .com 
www.mapscape.com 
Robert Reading, President 
Software: 
Tactician 5.0 
Tactician Micro-Mktg. Machine 
Tactician Selling 
Tactician Site-Targeter 
www.MapScape.com 

Techneos Systems Inc. 
Ste. 302, 788 Beatty St. 
Vancouver, BC V6B 2M1 
Canada 
Ph. 604-435-6007 or 888-282-0641 
Fax 604-435-6037 
E-mail: info@techneos.com 
www.techneos.com 
Software: 
Entryware rM 

TeiAthena Systems LLC 
96 Morton St. , ground fl. 
New York, NY 10014 
Ph . 888-777-7565 
Fax 212-206-1963 
E-mail: sales@telathena.com 
www.telathena.com 
Software: 
TeiAthena 

TeleSage, Inc. 
4558 Fourth Ave. N.E. 
Seattle, WA 98105 
Ph. 800-636-8524 or 206-545-4477 
Fax 206-548-9575 
E-mail : info@telesage .com 
www.telesage.com 
Software: 
iQuest 
ScanOuest 
Send Ouest 
SmartOuest 
TeleSage Software Suite 

Tetrad Computer Applications, Ltd . 
3873 Airport Way 
P.O. Box 9754 
Bellingham, WA 98227-9754 
Ph . 800-663-1334 or 360-734-3318 
Fax 360-734-4005 
E-mail: info@tetrad .com 
www.tetrad .com 
Wilson Baker, President 
Software: 
Map Info 
Map Point 
PCensus 
Vertical Mapping 

Th inque 
4130 Cahuenga Blvd ., Suite 128 
Universal City, CA 91602 
Ph . 818-752-1350 
E-mail : info@thinque.com 
www.thinque.com 
Software : 
Thinque MSP™ 

Touch Base Computing 
106 Woodcrest Dr. 
Rome, GA 30161-4702 
Ph . 706-234-4260 
Fax 706-232-1330 
E-mail : tjboylan@touchbase.com 
www.touchbase.com 
Tom Boylan, President 
Software: 
Ouik-Poll 
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Interviewer Suite™ 

Interviewer Web ™ 

Interviewer™ CATI 

Interviewer™ CAPI Manager 

Virtual Call Center 

StatXP™ 
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Pronto TM CTI 
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Online Services 

Interviewer WebTM ASP 
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Tragon 
365 Convention Way 
Redwood City, CA 94063-1402 

Viking Software Solutions 
A Div. of Phoenic Software International 
6804 S. Canton Ave ., Suite 900 

Ph. 800-841-1177 or 650-365-1833 
Fax 650-365-3737 

Tulsa, OK 7 4136-4959 
Ph. 800-324-0595 or 918-491-6144 
Fax 918-494-2701 E-mail : sales@tragon.com 

www.tragon .com 
Joseph Salerno, Director 
Software: 
ODES® 7.0 
ODA® Data Analysis Software 

The Uncle Group , Inc. 
3490 U.S. Rte. 1 
Princeton, NJ 08540 
Ph. 800-229-6287 
Fax 609-452-8644 
E-mail : info@unclegroup.com 
www.unclegroup.com 
Thomas Reeder, Vice President 
Software: 
UNCLE Professional 
USORT 

E-mail: sales@vikingsoft.com 
www.vikingsoft.com 
James Meyer, Sales Manager 
Software: 
I mag Entry 
VDE 
VDE+Images 

An archive of 
past QMRR 

articles is 
just a mouse 

click away 
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vo~co 
voxco 
(formerly INFO ZERO UN) 
1134 St. Catherine West #600 
Montreal, PO H3B 1 H4 
Canada 
Ph . 514-861-9255 
Fax 514-861-9209 
E-mail: montreal@voxco.com 
www.voxco.com 
Vincent Auger, Sr. Technical Consultant 
Software: 
CAPI Manager 
Interviewer CAPI 
Interviewer CATI 
Interviewer Suite 
Interviewer Web 
Pronto IVR 
Pronto Telephony Solutions 
STAT XP 
Virtual Call Center 

Celebrating its 25th anniversary, VOXCO has 
achieved an enviable reputation in the market 
research industry for delivering innovative soft­
ware for gaining customer insights, accompanied 
by first-class support and services. Interviewer 
Suite™, Pronto™ Telephony Solutions, Interviewer 
Web™ and StatXP™ enhance the efficiency of 
every phase of the survey process. VOX CO Online 
Services provide ASP-based solutions and Web 
survey hosting. 
(See advertisement on p. 119) 

WebSurveyor Corporation 
1043 Sterling Rd ., Suite 204 
Herndon, VA 20170 
Ph . 800-787-8755 
Fax 703-783-0069 
E-mail : memberservices@websurveyor.com 
www.websurveyor.com 
Software: 
WebSurveyor 

Weeks Computing Services 
6 Langley Street, Covent Garden 
London WC2H 9JA 
United Kingdom 
Ph . 44-20-7379-3548 
Fax 44-20-7240-8870 
E-mail : info@weekscomputing .com 
www.weekscomputing .com 
Tony Weeks, Partner 
Software: 
U-Tab 
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Jan Werner Data Processing 
34 Williams St. 
Pittsfield , MA 01201 

WRC Research Systems, Inc. 
219 Third St. 

Xorb ix Technologies 
759 N. Milwaukee St. , Suite 322 
Milwaukee, WI 53202 

Ph . 413-442-0416 
Fax 413-499-504 7 

Downers Grove, IL 60515 
Ph . 630-969-4374 
Fax 630-969-437 4 

Ph. 866-ixopher (469-7437) or 414-277-5044 
Fax 414-277-5046 

E-mail : jwerner@jwdp.com 
www.jwdp.com 

E-mail: cantrall@wrcresearch.com 
www.wrcresearch .com 

E-mail : bob.browning@xorbix.xom 
www.ioxphere.com 

Jan Werner, Principal 
Software: 
QBAL 
QGEN 
OTAB 

Westat, Inc. 
1650 Research Blvd . 
Rockville , MD 20850 
Ph . 301-251-1500 
Fax 301 -294-2040 

William Cantrall 
Software: 
Brand Map<!!> 
Brand Profi ler 

Bob Browning 
Software: 
Geoxphere 
loxphere 

Your Perceptions 
655 Broadway, Suite 600 
Denver, CO 80203 
Ph. 800-829-7839 
Fax 303-623-5426 

E-mail : marketing@westat.com 
www.westat.com 

BrandMap <!!> is the choice of professional 
researchers wo rldwide for production of presen­
tation ready biplots, correspondence, and mdpref 
maps directly from highlighted Excel tables. The 
exclusive Brand Projector™ calculates and graph­
ically displays the attribute changes necessary for 
brand re -positioning to any point on a map . 
Version 5.0, available first quarter 2002, free 
upgrades for past year 4.1 purchasers, will feature 
true 3D rotatable maps and Brand Projector II™, 
which allows a researcher to drag an attribute 
higher or lower while watching the corresponding 
brand move on the map. 

E-mail : info@yourperceptions.com 
www.yourperceptions.com 
Jim Zigarelli , President 

Software: 
Blaise 
WesVar 

February 2002 

Software: 
OWRITERII for Windows 
Sharptrader 

(See advertisement on p. 121 ) 

BRAlVDMAP® 4.1 ! Perceptual Mappin~ Software 
BIPLOTS, CORRESPONDENCE ANALYSIS, MDPREF MAPS, QUADRANT CHART S 

The leading perceptual mapping software in market research, BrandMap is used world wide 
by professional researchers, consultants, and statisticians. 

WAC Research Systems, Inc. 
Phone: +1 630 969-4374 
Fax: +1 630 969-4374 

Web site: www.wrcresearch.com 
E-mail: sales@wrcresearch.com 
Contact: Will iam Cantrall , Ph.D. 

Major credit cards accepted. 

0 Brand D 

Brand C 0 

• !Easy to use I 
I Used by professional researchers worldwide I 

I Single user, network, site, and academic licenses I 
Manuals and Windows· Help 

!Input and output are Excel· files 

Exclusive Brand Projector· easily computes and graphically -------
depicts the attribute changes necessary for moving any brand to -------- Features requested by professionals 

any pomt on the map. • !Also maps coordinates from other procedures I 
Check out BrandMap® and 

our BrandProfiler™ at 
www. wrcresearch.com! 

34.2% 

L63.4% 
0 Brand B 

20 Fit = 97 .6% 
Excel, Windows. and MSOHice are reg1stered trademarks of Microso~ Corporation 

www.quirks.com 

BRANDMAP® 4.1! 
With More of the Attributes You Need! 

(This ad is actual BRANDMAP® output.) 

• 1999-2001 WAC Research Systems, Inc. 
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ARCS™ IVR/Web DBM Associates 

Askia Face Peter Holmes SA/ASKIA 

Bellview CAP I Pulse Train Ltd. 

Blaise Westat, Inc. 

Ci3 Sawtooth Technologies 

Ci3 System Sawtooth Software, Inc. 

CONVERSO CAP! CONVERSOFT (Axiom Software) 

CONVERSO CASI CONVERSOFT (Axiom Software) 

Dub InterViewer NEBU b.v. 

Entryware SPSS MR USA 

EntrywarerM Techneos Systems Inc. 

eSurveyor 3.1 Domino Halogen Software Inc. 

eSurveyor 3.2 Open Halogen Software Inc. 

Hyper Q IVR Research .Net, Inc. 

Hyper Q Online Research.Net, Inc. 

iMotion Kingston Phoenix Ltd. 

ln20uest SPSS MR USA 

Interview & Analysis Program Comstat Research Corporation 

Interviewer CAP! vox co 

IT CATI/CAPI/Web Interview Technology 

MaCATI Senecio Software, Inc. 

NET-CAPI Global Market lnsite, Inc. 

NIPO CAPI System NIPO Software 

QPSMR INSIGHT OPSMR Limited 

Quancept CAPI SPSS MR USA 

Raosoft lnterForm Raosoft, Inc. 

Raosoft SurveyWin Raosoft, Inc. 

Reply® Fleetwood Group, Inc. 

Results for Research RONIN Corporation 

Raosoft EZSurvey for the Internet Raosoft, Inc. 

SmartOuest TeleSage, Inc. 

SNAP® Professional Mercator Corporation 

SSI Web Sawtooth Software, Inc. 

SumOuest SumOuest Survey Software 

SURVENT Computers for Marketing Corp. (CfMC) 

The Survey System Creative Research Systems 

Survey Pro Apian Software 

TRIC TRAC® Software Innovation TricTrac A/S 

WinOuery™ The Analytical Group, Inc. 

e =Tabulation is an add-on module 
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humanvoice Web-CATI 

ln20uest 

InterACT 

Interview & Analysis Program 

Interviewer CATI 

IT CATI/CAPI/Web 

KeyPoint 

MaCATI 

NET-CATI 

NIPO CATI System 

OPSMR CATI 

Ouancept CATI 

Ouancept Tel. Sys. Predictive Dialer 

Raosoft lnterForm 

Raosoft SurveyWin 

Results for Research 

Raosoft EZSurvey for the Internet 

SNAP® Professional 

StatPac for Windows 

Sum Ouest 

SURVENT 

The Survey 

The Survey System - CATI 

SurveyCraft 

SurveyPro 

TeiAthena 

Telescript 5.3 

WinCati 

WinOuery™ 

e =Tabulation is an add-on module 

February 2002 

Pulse Train Ltd . 

Westat, Inc. 

FIRM INC. 

CONVERSOFT (Axiom Software) 

NEBU b.v. 

humanvoice, inc. 

SPSS MR USA 

Living Questions AB 

Comstat Research Corporation 

voxco 

Interview Technology 

Hearne Scientific Software Pty Ltd 

Senecio Software, Inc. 

Global Market lnsite, Inc. 

NIPO Software 

OPSMR Limited 

SPSS MR USA 

SPSS MR USA 

Raosoft, Inc. 

Raosoft, Inc. 

RONIN Corporation 

Raosoft, Inc. 

Mercator Corporation 

StatPac, Inc. 

SumOuest Survey Software 

Computers for Marketing Corp. (CfMC) 

Cybernetic Solutions- The Survey Software 

Creative Research Systems GUI 

SPSS MR USA GUI or Syntax 

Apian Software GUI 

TeiAthena Systems LLC 

Digisoft Computers, Inc. GUI 

Sawtooth Technologies Syntax 

The Analytical Group, Inc. 
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ARCS SPSS MR USA • • • 
AskAnywhere Senecio Software, Inc. • • • • • • • 
Askia Peter Holmes SAJASKIA • • • • • 
C-Gen - Customer Survey Generator William Steinberg Consultants, Inc. • • • 
Ci3 System Sawtooth Software, Inc. • • • • • 
Confirm it FIRM INC. • • • • • 
Dub InterViewer NEBU b.v. • • • • • 
ln2Form SPSS MR USA • • • 
InterACT Living Questions AB • • • • 
Interviewer Suite voxco • • • • • • 
IT CATI/CAPI/Web Interview Technology • • • 
Key Point Hearne Scientific Software Pty Ltd • • • • 
NET-MR Suite Global Market lnsite, Inc. • • • • • • • • 
OPSMR CATI OPSMR Limited • • • • • 
Quanquest SPSS MR USA • • • • 
Raosoft SurveyWin Raosoft, Inc. • • • • • • 
Results for Research RONIN Corporation • • • • • 
SNAP® Professional Mercator Corporation • • • • • • 
SSI Web Sawtooth Software, Inc. • • • • • 
StatPac for Windows StatPac, Inc. • • • • 
Survey Genie illiam Steinberg Consultants, Inc. • • • 
SurveyPro Apian Software • • • • • • 
SurveySolutions Perseus Development Corporation • • • 
TeleSage Software Suite TeleSage, Inc. • • • 
The Survey Cybernetic Solutions - The Survey Software • • • 
The Survey System Creative Research Systems • • • • • • 
TRIG TRAC® Software Innovation TricTrac AJS • • • • • • 
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GUI • • • • 
GUI • • 

• • • • • • • • • 
• • GUI • • • • • 

GUI or Syntax • • • • • • 
• • GUI • • • • • • • 

GUI • • • 
• GUI • 
• • • GUI • • • • • • 

• GUI or Syntax • • • • • • • 
• • • • • • 

• • GUI • • • • 
• • GUI • • • • • • • • 
• • GUI or Syntax • • • • • • • • • 
• • • GUI • 
• • • GUI • • • • • • • 

GUI or Syntax • • • • • • 
• • • GUI • • • • • 

GUI or Syntax • • • • • • 
• • Syntax • • • • • • • 
• • GUI • • • • • • 
• • • GUI • • • • • • • 
• • GUI • • • • • • • • 

• GU I • • • • • • 
• • GUI • • • • • • 
• • • GUI • • 
• • GUI • • • • • • • 
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ACA System Sawtooth Software, Inc. • 
AdverTrax™ Marketing Strategy & Planning • 
ARGUS Perceptual Mapper Spring Systems • 
ASDE Survey Sampler- Canada ASDE Survey Sampler • 
ASDE Survey Sampler- USA ASDE Survey Sampler • 
AWS-Analyst Work Station Management Science Associates, Inc. • ! 

Brand Map® WAC Research Systems, Inc. • 
BusinessWeb Management Science Associates, Inc. • 
CACI CODER/PLUS™ CACI Marketing Systems • 
CACI ONE™ CACI Marketing Systems • 

' • • CAPI Manager voxco 

CART® Salford Systems • 
CBC System Sawtooth Software, Inc. • 
CCA System Sawtooth Software, Inc. • 
Clever Content SPSS MR USA • 
Compass Claritas Inc. • 
ConsumerPoint Claritas Inc. • 
CPM System Sawtooth Software, Inc. • 
CVA System Sawtooth Software, Inc. • I 
DataFit 7.1 Oakdale Engineering • 
Decision Pad Apian Software • I 
DynaMap/Census Geographic Data Technology, Inc. • I 

EASI Mapping Plus Data Easy Analytic Software, Inc. • 
E-Sc rub PDPC, Ltd. • i 

E-Tabs Lite Reader E-Tabs Ltd. • • I 
E-Tabs Professional Reader E-Tabs Ltd . • • 
E-Tabs Web Reader E-Tabs Ltd. • 
E-Tabs Web Writer E-Tabs Ltd. • • 
E-Tabs Writer E-Tabs Ltd. • • 
The Field System KGA • 
Fuzzy Mail Merge PDPC, Ltd. • 
GENESYS Sampling Systems GENESYS Sam pl ing Systems • 
GENESYS-10 GENESYS Sampling Systems • 
GENESYS-Pius GENESYS Sam pl ing Systems • 
Geoxphere Xorbix Technologies • 
Headliner The Namestormers • 
iMark Claritas Inc. • 
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iMark Online Claritas Inc. • 
Info Pop™ Marketing Strategy & Planning • • 
loxphere Xorbix Technologies • 
IRIS Engine Kingston Phoenix Ltd. • 
IRISmr Kingston Phoenix Ltd. • 
iXpres Claritas Inc. • 
Knockout The Analytical Group, Inc. • 
The Rite Site Easy Analytic Software, Inc. • 
Log it Salford Systems • 
LogXact Cytel Software • 
Maclas/Winlas Management Science Associates, Inc. • 
Map Info Tetrad Computer Applications, Ltd. • 
Maplnfo MapX Maplnfo Corporation • 
Mapitude® for Redistricting Caliper Corporation • 
Mapitude® for the Web Caliper Corporation • 
Map Point Easy Analytic Software, Inc. • 
Map Point Tetrad Computer Applications, Ltd . • 
Maptitude® Caliper Corporation • 
MarketMiner MarketMiner, Inc. • 
MARS™ Salford Systems • 
MessageMeter™ Marketing Strategy & Planning • 
MiningSolv Market Advantage Consulting & Software • 
Mirage Enterprise Alchemed ia Technologies, Inc. • 
MktSIM Spring Systems • 
MPAT Data Entry Data Vision Research, Inc. • 
MPE Data Entry & Editing DATAN, Inc. • 
M R Translate SPSS MR USA • 
mTAB Research Analysis System PAl-Productive Access, Inc. • 
NamePro The Namestormers • 
Nebu Office Suite NEBU b.v. • 
Net-ACA Global Market lnsite, Inc. • 
Net-DB Global Market lnsite, Inc. • 
NET-Focus Global Market lnsite, Inc. • 
Net-Panel Global Market lnsite, Inc. • 
Netraker Web Site Index NetRaker • 
Onceover™ Data Cleaning Data Vision Research, Inc. • 
Panel Express Insight Express, LLC • • 
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PCensus Tetrad Computer Applications, Ltd. • I 
PEER Planner for Windows Delphus, Inc. • 
Perception Analyzer™ MSinteractive • I 
PositionSolv Market Advantage Consulting & Software • i 

Proc StatXact Cytel Software • 
Pronto Telephony Solutions vox co • • 
PRO-T -S Telephony Systems PRO-T-S Telephony Systems • 
QGEN Jan Werner Data Processing • i 

QPSMR INPUT QPSMR Limited • ) 

QPSMR REFLECT QPSMR Limited • 
Quick Tally® Quick Tally Interactive Systems, Inc. • 
Quinput SPSS MR USA • 
QuotaBreaker! KGA • j 
Reply® Fleetwood Group, Inc. • • 
Research Tracker® II MOSS • • • 
Roasoft EZSurvey for the Internet Raosoft, Inc. • 
Rog Panel Rogator AG • • 

1 

RV2 Able Software Corp. • 
SegmentSolv Market Advantage Consulting & Software • I 

SendQuest TeleSage, Inc. • 
Simplic™ Marketing Strategy & Planning • i 

i 

Site Reporter™ CACI Marketing Systems • 
Smart Forecasts™ Smart Software, Inc. • 
Snap3 Snap Software • 
Snaptrac Snap Software • 
Socratic Site Diagnostic™ Socratic Technologies, Inc. • 
Spreadsheet Forecaster Delphus, Inc. • 
SSI-SNAP™ Survey Sampl ing, Inc. • 
StatXact Cytel Software • I 

Surview Media Research Bruce Bell & Associates, Inc. • 
Surview Sales Development Bruce Bell & Associates, Inc. • 
Tactician 5.0 Tactician Corporation • 
Tactician Micro-Mktg. Machine Tactician Corporation • 
Tactician Sell ing Machine Tactician Corporation • 
Tactician Site-Targeter Tactician Corporation • 
TargetPro Maplnfo Corporation • 
Thinque MSP™ Thinque • 
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Transcade® 

USORT 

U-Tab 

VDE 

VDE+Images 

Vertical Mapping 

Vrroom.com 

Winyaps 

www.MapScape.com 

Yaps 

e = Tabulation is an add-on module 
February 2002 

Caliper Corporation • 
The Uncle Group, Inc. • 
Weeks Computing Services • 
Viking Software Solutions • 
Viking Software Solutions b 

Tetrad Computer Applications, Ltd . • 
CLT Research Associates Inc. • 
ATP Limited • 
Tactician Corporation • 
ATP Limited • 
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Askia Analyse Peter Holmes SNASKIA • GUI Unlimited Unlimited • • 

Clementine SPSS MR USA • • • GUI or Syntax Unlimited • • 

COS I Computers for Marketing Corp. (CfMC) • GUI 750 Unlimited e e 

Designer CAMO • GUI Unlimited Unlimited • • 

E-Crosstabs™ DataUSA, Inc. e GUI e e 

Eform Beach Tech Corporation • GUI or Syntax Unlimited Unlimited • • 

elisten Scantron • • GUI Unlimited Unlimited • • 

EQS Structural Equations Modeling Multivariate Software, Inc. • • • GUI • • 
Flo- Stat Senecio Software, Inc. 

Forecast Pro Business Forecast Systems • GUI 10 • 
Forecast Pro Unlimited Business Forecast Systems • GUI or Syntax Unlimited Unlimited • • 

Forecast Pro XE Business Forecast Systems • GUI 100 e e 

GeoSight Sammamish Data Systems • GUI Unlimited Unlimited • • 

Geoxphere Xorbix Technologies • • • GUI Unlimited Unlimited • 

Idea Smart CAMO • GUI Unlimited Unlimited • 

ln2Tab SPSS MR USA • GUI Unlimited Unlimited • • 

Insight Express Insight Express, LLC • GUI or Syntax Unlimited Unlimited • 

InterACT Living Questions AB • e GUI >1000 e 

Interview & Analysis Program Comstat Research Corporation 

loxphere Xorbix Technologies • • • GUI Unlimited Unlimited • 

iQuest Kingston Phoenix Ltd. 

Maritz Stats Maritz Research • 
Market Sizzle CAMO • GUI or Syntax Unlimited Unlimited • • 

MENTOR Computers for Marketing Corp. (CfMC) • • • Syntax Unlimited Unlimited • • 

MERLIN Tabulation System DATAN, Inc. • • • Syntax 32000 32000 • • 

MERLINPius (plus menus) DATAN, Inc. • • • Syntax 32000 32000 • • 

Microtab XP 2002 - Professional Edition Microtab, Inc. • GUI Over 7,000 Unlimited • • 

Microtab XP 2002 - Standard Edition Microtab, Inc. • GUI Over 7,000 Unlimited • 

MR Tables SPSS MR USA • GUI e 

NCSS Dataxiom Software, Inc. • GUI 250 Variable • • 

NCSS NCSS • GUI 1000 Unlimited • 

NET-MR Tabulation Global Market lnsite, Inc. • • • • GUI Unlimited Unlimited • • 

NIPO DIANA NIPO Software • GUI or Syntax Unlimited Unlimited • • 

Online Web Reports Cactus Research • 
Production Sizzle CAMO • GUI Unlimited Unlimited • • 

P-ST AT® P-STAT, Inc. • • • GUI or Syntax 250000 Unlimited • • 

Pulsar Pulse Train Ltd. • GUI Unlimited Unlimited • • 
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Tests Export 
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• • • • • • • • • 
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• • • • • 
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ODA® Data Analysis Software Trag on • GUI 100 

OPL Tables 000 Software, Inc. • GUI or Syntax Unlimited Unlimited • • 

OPSMR INSIGHT QPSMR Limited • GUI or Syntax 30000 30000 • • 

QTAB Jan Werner Data Processing • • Syntax Unlimited Unlimited • • 

Quantum SPSS MR USA Unlimited Unlimited • • 

Ouanvert SPSS MR USA • GUI Variable • • 

Ouik-Poll Touch Base Computing • GUI 300 • • 
OWRITERII for Windows Your Perceptions • GUI 2000 200 

Raosoft EZReport Raosoft, Inc. • GUI Unlimited Unlimited • • 

SNAP® Professional Mercator Corporation • GUI e e 

SNAP® Results Mercator Corporation • GUI or Syntax Unlimited Unlimited • • 

SPSS SPSS MR USA • • • • GUI or Syntax Unlimited Unlimited • • 

Star Pulse Train Ltd. • GUI or Syntax Unlimited Unlimited • • 

STAT XP voxco • Syntax 1 0000 32000 • • 

STATBEANS StatPoint, LLC • • • • Syntax Unlimited Unlimited • • 

StatCheck™ Stat Checking Data Vision Research , Inc. 

Statgraphics Plus StatPoint, LLC • GUI Unlimited Unlimited • • 

STATISTICA Enterprise-Wide StatSoft, Inc. • • GUI or Syntax Variable Variable • • 

STATLETS StatPoint, LLC e GUI Unlimited Unlimited • • 

StatMost Dataxiom Software, Inc. • GUI 250 Variable • 

StatPac for Windows StatPac, Inc. • Syntax 1000 Unlimited • • 

STATS™ Decision Analyst, Inc. • GUI • 
The Survey Cybernetic Solutions- The Survey Software • GUI 1000 32000 • • 

Survey Explorer Memphis International • GUI Unlimited Unlimited • • 

Survey Select Expert SurveyConnect, Inc. • GUI Unlimited Unlimited 

Survey Stats Drago Consulting Inc. 

The Survey System Creative Research Systems • GUI 32000 5000 • • 
Survey Viewer Memphis International • GUI Unlimited • • 
Survey Pro Apian Software • GUI 3000 3000 • • 
SurveySolutions Perseus Development Corporation • GUI Unlimited Unlimited • 

TABULYZER Ill Irwin P. Sharpe & Associates • 500 500 • • 

IC TRAC® Software Innovation TricTrac A/S • GUI Unlimited Unlimited • • 

rbo Spring-Stat Spring Systems 

UNCLE Professional The Uncle Group, Inc. • GUI or Syntax 65534 9999 • • 
The Unscrambler CAMO • GUI Unlimited Unlimited • • 

WesVar Westat, Inc. 

WinCross™ Analytical Group, Inc. • GUI or Syntax Unlimited Unlimited • • 

X Pro Dataxiom Software, Inc. • GUI 250 Variable • • 
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DBM Associates 

Peter Holmes SA/ASKIA GUI 

Pulse Train Ltd. GUI or Syntax 

Westat, Inc. 

Cactus Web Interviewer Cactus Research Web 

C-Gen - Customer Survey Generator iam Steinberg Consultants, Inc. GUI Both 

Confirm it FIRM INC. 

Dub InterViewer NEBU b.v. 

Eform Beach Tech Corporation 

Halogen Software Inc. 

Halogen Software Inc. 

Moskowitz Jacobs Inc. 

lnquisite 

Insight Express Insight Express, LLC 

I nstantSurvey NetReflector.com, Inc. 

InterACT Living Questions AB GUI 

Internet Survey Machine Marketing Masters 

Interview & Analysis Program Comstat Research Corporation 

Interviewer Web voxco GUI or Syntax 

Xorbix Technologies 

TeleSage, Inc. GUI 

IT CATI/CAPI/Web Interview Technology 

Key Point Hearne Scientific Software Pty Ltd GUI 

M3 Platform MessageMedia 

Mail King Media 

SPSS MR USA GUI or Syntax 

Global Market lnsite, Inc. 

NIPO Web Interview System NIPO Software GUI or Syntax 

Pop-Up Survey Software SurveySite Inc. 
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SPSS MR USA 

:lueryWeb™ The Analytical Group, Inc. 

Rocket LearningWare, Inc. 

1aosoft lnterForm Raosoft, Inc. 

mark Web Survey® Principia Products, Inc. 

1esults for the Net RON IN Corporation 

EZSurvey for the Internet Raosoft, Inc. 

1ogator 6.3 Rogator AG 

Web Sawtooth Technologies 

3harptrader Your Perceptions 

Professional Mercator Corporation 

3SI Web Sawtooth Software, Inc. 

for Windows StatPac, Inc. 

3um0uest SumOuest Survey Software 

Genie iam Steinberg Consultants, Inc. 

3urvey Said for the Web Marketing Masters 

urvey Said for Windows Marketing Masters 

Survey Select Expert SurveyConnect, Inc. 

Database Sciences, Inc. 

3urveyPro Apian Software 

MessageMedia 

3urveySolutions Perseus Development Corporation 

SurveyWriter® 

f he Survey Cybernetic Solutions- The Survey 

rhe Survey System -Web Creative Research Systems 

fRIC TRAG® Software Innovation TricTrac AJS 

Neb-SURVENT Computers for Marketing Corp. (CfMC) 

NebSurveyor WebSurveyor Corporation 

• =Tabulation is an add-on module 
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Syntax Web 

GUI Web 
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Now you can access and purchase 
over 40,000 research reports from 

more than 350 publishers right from 
the Ouirks.com Web site. 

www .quirks.com/researchshop 

We've teamed with MarketResearch.com to bring you the largest database of marketing 
intelligence studies, competitor reports, industry analyses and other management-

related information. These reports from leading nll~ DIRK'S 
publishers will help improve your decision-making and are 
a great supplement to your custom marketing research 

...... ~ Marketing Research Review 
projects. The Quirk's Research Shop: your cart is waiting. 



Connecticut'S Two Top Facilities THE 
OUEOTION 

RYAN REASOR 
President 

New Haven Research 

01-10 P, inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 9266 7 
(714) 97 4-8020 
FAX: (714) 974-6968 

(860) 529-8006 (203) 234-9988 
ctconnectlon.com 

~ Survey Analysis Inc. 
Professional's choice for survey & 

marketing research software. User­
friendly, comprehensive & dependable. 

Market Research Data Processing Services www.statpac.com 

Download 
Free Internet 

Survey Software 

Best crosstab & banner tables. 
Easiest to learn. Guaranteed. Tabulations, Coding, Data-entry 

(800) 541 -2735 I www.xtabz.com I info@ xtabz.com StatPac Inc. (612) 925-0159 
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,.hB could be 
a bes~ seller. 

ree. 
You can't buy the Consumer Information Catalog anywhere. But you can send for it, free! 
It's your guide to more than 200 free or low-cost government publications about getting 
federal benefits, fmding jobs, staying healthy, buying a home, educating your children, 
saving and investing, and more. 

Send today for your latest free Consumer Information Catalog. 
The Catalog is free. The information is priceless. Send your name and address to: 

Consumer lnformnion Center, Dept. &Eft, Pueblo, Colorado 81000 
A public service of this publication and the Consumer Information Center of the U.S. General Services Administration 
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By Joseph Rydholm, QMRR editor 

Out with the old, in with 
the new 

A
s you page through this month's issue and/or peruse our 
Web site, you'll notice changes. Some are major, some 
are minor, but there 's quite a lot to cover, so I thought 

I would devote this month ' column to outlining some of the 
new features and how to get the most out of them. 

On the major side, the Quirk Boys (aka Dan Quirk, Steve 
Quirk and Jim Quirk) have revamped our annual directory 
of marketing re earch software. The alphabetic listing of 
firms remains the same but they have added a new section 
to make it easier to compare software titles. Turn to page 122 
and you ' ll see titles arranged by capabilities such as 
CAPI/CASI/CATI, tabulation, etc. 

On the editorial ide, at the end of selected articles in thi s 
month 's issue you may al so notice another new feature, the 
Article QuickLink. Each month I will choose articles from 
our online Article Archive that complement stories in the 
current print edition of the magazine. In thi s issue, for 
example, we have included QuickLink numbers for two of 
Steven Struhl 's past software reviews. 

To view the past articles, simply go to quirks.com, find 
the QuickLink section in the Article Archive and enter the 
three-digit article number. That's all there is to it! 

The QuickLink feature i al so helpful for times when you 
don't know an article's title or author. As long as you know 
the article number, just type it in the QuickLink box and 
you ' ll be taken right to it. 

Speaking of articles, later thi s month we hope to complete 
the Article Archive by posting the 1986-1991 and 2001 
articles. Once that 's accomplished, every case hi story and 
technique article we ' ve ever publi shed will be available 
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electronically. 
And that archi ve is now ea ier to search through, thanks 

to a new keyword search feature. As with any search func­
tion , the more spec ific you are, the better. For example, 
entering "focus group" might give you more references 
than you can really use . But if you remember seeing an arti­
cle that we did on a certain company, for example, you will 
be able to track it down in a way that you couldn ' t before. 

Th e onlin e Resea rche r Forum has a lso rece ived a 
makeover. Dan Quirk analyzed all of the postings from the 
Forum 's previous incarnation and came up with the 30 most 
common question categori es. So the Forum, which prev i­
ously had fi ve topic areas, now has 30, letting you post ques­
tion and comments with greater specificity. 

And after you post something, if you dec ide you want to 
change or de lete it, now you can - as long as you've com­
pleted the free and painless registrati on process ! We have 
also archived the old forum postings, in a view-only format. 

In the year ahead, Dan plans to add features to the Job 
Mart that allow editing control over both job po tings and 
resume postings (al 0 requiring free registration). 

The e new and future features, along with our top-notch 
collection of searchable online directori e (inc luding the 
Researcher SourceBook, and the directori es of mall , focus 
group, and telephone interviewing fac ilitie ), andre ources 
such as the research association li st, events calendar, and the 
Research Shop make quirks.com the place to go when 
you ' re looking for marketing research information. 

As always, if you have suggesti ons for further improve­
ment ' we welcome them! r~ 
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Find Them Faster and Easier. 
And Find Them for Less. 

POLK'S RESEARCH SAMPLING 

Polk's Research Sampling experts provide 
the market research industry with the 
richest and most versatile samples, giving 
researchers the flexibility to quickly and 
efficiently conduct statistically sound 
research. Let us help with your next 
research project. 

The Polk Advantage 
• Over 200 selection characteristics 
• Targeted Samples 
• Customized Orders 
• Competitive prices 
• Quick turnaround 
• Knowledgeable account executives 

Call Polk Today! 888-225-1434 
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live us a call at 1.800.363.4229 
r visit our homepage at 
ttp://www.opinionsearch.com 

175 state-of-the-art CATI stations J 
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Fast, accurate, J 
low drop-rate predictive dialing./ 

With our powerful suite of survey software tools we can program 
for both CATI and the Internet in a single pass. Complex 

branching logic. block and question rotation. randomization 
- if you can do it on the phone. we can do it on the Net. 

1 00°/o_ -transpa~ent research process 
puts you in. control.· 

Observe every aspect of the data collection process remotely: 
0 monitor the progress of every call. 
0 view dispositions. quotas and completion rates in real time. 
0 Virtual Private Network (VPN) provides ultra-secure Internet access 

for updates and data files. 

Cover the field and get it all. 
Market-leading pricing. Technology-driven quality. 

OpinlonSearch c 
................................. ~ T A R G E T I N G 0 P I N I 0 N 


	Table of Contents
	Mixed Methods
	Tracking the Experience
	Software Review
	A Matter of Trade-offs
	Forecasting Demand vs. Forcasting "Demand"
	Heard it From a Friend
	The Upward Spiral of Innovation

	Departments
	Survey Monitor
	Names of Note
	Product & Service Update
	Research Industry News
	War Stories
	Moderator MarketPlace
	2002 Data Processing / Statistical Analysis Directory
	2002 Director of Marketing Research Software
	Classified Ads
	Index of Advertisers
	Trade Talk




