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You need a solution that not only meets 

industry standards, but sets them. 

lnquisite 6.0 is designed to help market 

researchers leverage the power, speed and 

flexibility of the Internet for online research. 

lnquisite combines enterprise features with 

the ease of use that all do-it-yourself researchers 

demand. lnquisite's robust toolset lets you create 

high-end surveys without high-end costs. 

To learn more about our incentives for market 

research professionals, visit research.inquisite.com 

or call 800.581.7354. 

Do-it-yourself market research. sM 
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Advanced survey features: 

Data pre-population 

Branching 

Data piping 

Internationalization 

Survey data sharing 

Response randomization 

Multi-select validation 

Online learning center 

One-click publishing 

Styles and templates 

Response editor 

Corporate branding 

Online administration 

Invitation management 

Respondent authentication 

Scalability 

Security 

Online analysis & reporting 

Multi-scale questions 

Multi-scale tables 

Scheduled reports 

Content library 

Hosting services 

Multiple export formats 
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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. 

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

FocusVisionTM 
VVORLOVVIO E, INC. 

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



~FocusVision™ The largest network of top-rated facilities now equipped for 
videoconferencing and videostreaming service. MEMBER FACILITIES 
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survey monitor 

Is vitamin usage a global phenomenon? 
Figures from TGI Global reveal 
some dramatic variations in the 
number of people taking vitamins 
and supplements worldwide. Results 
from 15 studies show vitamin usage 
to range from 58 percent of people 
in Sweden to as little as 7 percent in 
Malaysia. 

Surprisingly, there are no obvious 
regional trends when it comes to 
taking vitamins. Looking at Western 
Europe, there is a notable difference 
in levels of vitamin usage between 
Great Britain ( 43 percent) and Spain 
(8 percent). The same story can be 
seen in Latin America, where 41 
percent of Colombians take vitamins 
versus 15 percent of Argentines. 

There could be a number of fac-

tors which contribute to high vita­
min intake in certain countries. One 
reason is that not everyone has the 
time or opportunity to observe a 
balanced diet. In the U.S. for exam­
ple, where 53 percent of the total 
population claim to take vitamins or 
supplements, 41 percent of people 
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agree with the statement "because of 
my busy lifestyle, I don't take care of 
myself as well as I should." 

Another reason for high levels of 
usage in these countries may be that 
recent years have seen a major shift 
in consumer attitudes towards health 
care. In Sweden, 33 percent of peo­
ple also say that they are also inter­
ested in alternative health care, sug­
gesting that consumers there are 
taking increasing responsibility for 
treating themselves. 

In countries where usage isn't 
quite so high, the scope of the vita­
min and supplement market is still 
significant. In Russia, where just 14 
percent of people actually take vita­
mins, 57 percent of people agree 
with the statement "taking vitamins 
is the best means of preventing ill­
ness" - which suggests that there is 
huge market potential. 

Looking at demographics, 
women are more likely than men to 
be vitamin users in all countries. In 
Israel, for example, 39 percent of 
women take vitamins compared 
with just 21 percent of men. In 
most cases vitamin usage seems to 
increase with age. However, in 
Sweden, Hungary, Russia and Spain 
the younger age groups are more 
inclined to take vitamins. In 
Sweden, 62 percent of 18-34-year­
olds take vitamins, compared with 
55 percent of people over 55. These 
figures may well indicate a further 
surge in consumer demand for vita­
mins and supplements going for­
ward. For more information visit 
www.tgisurveys .com. 

Gay consumers prefer 
equality-minded companies; 
are avid media-users 
According to a national consumer 
survey by Witeck-Combs 
Communications, Washington, D. C., 

www.qu i rks.com 

and Harris Interactive, Rochester, 
N.Y., gay, lesbian and bisexual (GLB) 
individuals consider equal treatment 
of gay employees in the workplace 
as the third- or fourth-most com­
pelling reason (depending on the 
product) to favor one company over 
another when making purchase 
decisions. 

The Witeck-Combs/Harris 
Interactive online survey asked 
respondents nationwide to identify 
the top reasons that mattered most 
to them in their buying preferences 
for several product categories 
including: banking, airlines, rental 
cars, discount retailers, audio elec­
tronics, automobiles, hotels, and per­
sonal computers and software. 

All adults surveyed- gay and non­
gay consumers alike - said that 
regardless of the product category, 
"convenience" and "friendly and 

welcoming customer service" were 
their top two answers in discrimi­
nating among companies, when 
price, quality and function are alike. 

The findings reveal that GLB con­
sumers are similar to other shoppers 
in most basics. Like all consumers, 
they weigh price, quality, conve­
nience and service as primary con­
siderations. However, between one 
fourth (24 percent) and one third 

(3 7 percent) of gays, lesbians and 
bisexuals (depending on the product 
category) also affirm that "equal 
treatment of all employees, including 
gays and lesbians, African-Americans 
and Hispanics" ranked as their third­
or fourth-highest priority. 

The findings also show that 
another top reason affecting con­
sumer preference (again, with the 
specific ranking dependent on each 
product category) was whether a 
company reached out to gays and 
lesbians through targeted advertis­
ing. Between 13 percent (hotel 

continued on page 58 



I have the power to send you 
back to the drawing boar.d. 

-Greenfield Online panelist 

Hi~h-quality research be~ins with hi~h-quality 

respondents - which is why more and more 

research companies demand that Greenfield 

Online field their research projects. When 

you use Greenfield Online for your research 

data solutions, you ~et instant access to 

our robust panel of more than 1.7 million 

members that have been pre-recruited 

and opt-in 100% to participate in research 

studies. These hi~h-value panelists yield hi~h 

response rates which means better data for 

you and your clients. Greenfield Online has 

conducted more online research projects 

than any company in the world - we offer 

Full -Service Data Collection, Sample-Only 

and Pro~ram and Host Solutions. Power your 

research with our experience, our technolo~y, 

and our people. 

Call us for a quote, and we'll have it for you 

in four hours or less. 1.866.899.1013. 

Greenfield Online 
Power your research rM 

Wilton, CT • San Francisco, CA • Beaconsfield, Bucks, UK 



names of note 

Pete Krainik has joined New 
York-based DoubleClick Inc. as chief 
marketing officer. 

Harris Interactive, Rochester, N.Y., 
has named Robert E. Knapp as its 
new vice chairman and chief exec­
utive officer. Knapp has assumed 
executive responsibility for man­
agement and direction of the com­
pany and has replaced CEO and 
founder Gordon S. Black, who 
will continue a executive chair­
man. The firm has also named the 
following to its board as indepen­
dent directors: George Bell, presi­
dent and CEO of Upromise Inc.; 
Stephen D. Harlan, partner in 
Harlan Enterprises and former vice 
chairman of KPMG Peat Marwick; 
Antoine Treuille , executive man­
aging partner of Mercantile Capital 
Partners in New York; and Dr. 
Subrata Sen ofYale University. In 
addition, Scott D. Upham has 
been named senior vice president of 
the Automotive and Transportation 
Research (ATR) group. 

The NPD Group) Inc., Port 
Washington, N.Y., has named Luis 
Delahoz vice president of sales for 
NPD Tech world, the company's 
technology tracking division. The 
firm has also named Pamela 
Smith vice president of client 
development for the NET service 
of NPD Foodworld and Warren 
Solochek vice president of client 
develop~:nent for the foodservice 
side of NPD Food world. 

Justin Edge has joined Knowledge 
Networks, Menlo Park, Calif., as 
managing director/senior vice pres­
ident. He is based in the firm's New 
York office. 

Cincinnati-based Burke Inc., has 
named president Michael 
Baumgardner as president and 
CEO. Current CEO Ron Tatham 
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is retiring after 28 years with the 
company. The management change 
will be effective October 1, 2004, 
the end of Burke's fiscal year. The 
firm also announced a number of 
other staff additions : Sandip 
N arang has been named senior 
account executive with its client 
services team; Greg Van Scoy has 
been named vice president of client 
ervices; and Richard G. 

Miklautsch has been named senior 
account executive. Keith Kettle 
and Ravi Venkitaraman have been 
promoted to senior vice president 
of client services. In the firm's 
Boston office,Jodie Mcinerney 
has been named vice president of 
client services. The firm also con­
gratulates Kunal Gupta , senior 
consultant, linkage and integration 
services, on the completion of his 
doctoral degree. 

George 

NFO WorldGroup, Northwood, 
0 hio, has named Chris George 
group account director for NFO 
USA's northeast region. 

James T. Medick, CEO and 
founder of MRCGroup Research 
Institute, a Las Vegas research firm, 
has been named market research 
executive of the year by Research 
Business Report. 

Bothell, Wash.-based Ethernet net­
working firm Allied Telesyn has 
named Todd Chipman senior vice 
president of marketing. Marketing 
research will be among his new 

www.quirks.com 

responsibilities . 

Tenafly, N.J.-based research firm 
Invoke Solutions has named Corey 
V. Torrence as its new chairman 
and CEO. The company has also 
named Simon Blanks vice presi­
dent of sales and channels, and 
David J. Rubinstein vice presi­
dent of operations and customer 
care. 

AffinnovaJ Inc., a Cambridge, Mass., 
product design and development 
firm, has appointed Dr. John 
Hauser to its executive advisory 
board. Hauser is the Kirin Professor 
of Marketing at the Massachusetts 
Institute ofTechnology's (M.I.T.) 
Sloan School of Management and 
also heads the Virtual Customer 
Initiative for M .I.T.'s Center for 
Innovation in Product 
Development. The firm has also 
named H. Robert Hawthorne to 
its executive advisory board. 

Jennifer Steinberg has been pro­
moted to facility director at Focus 
Pointe Suburban Philadelphia . 

Bob Chua has been named head of 
the new Asia-Pacific regional office 
of eattle-based Global Market 
Irtsite. The new office is in Sydney, 
Australia. 

Target R esearch Group, Nanuet, N.Y., 
has named David Buchler senior 
vice president. In addition, Larry 
Herman has joined the company 
as vice president. 

Peter Mills ha been named 
Australian country manager and 
will manage the new Sydney, 
Australia branch office of 
Milwaukee-based research firm 
Market Probe. 

continued on page 64 



You've got to kiss a lot of 

frogs before you find your 

prince. But where do all those frogs 

come from? From us - we're Decision Analyst 

Innovation Services, and we can generate 

breakthrough concepts! 

What we create 
• New products 

• New services 

• New retail experiences 

• New point,of,sale displays 

• New advertising themes 

• New promotional approaches 

How we do it 
• Consumer,based innovation-We screened 

almost 60,000 people to build our creative 

panel of more than 2,000 highly innovative 

consumers. They can generate hundreds of 

inventive raw ideas in online and offline 

creative sessions. 

• Relevant innovation-Our creativity is 

carefully channeled so the resulting ideas 

meet your marketing objectives. 

Th r suits 
Our innovation experts expand and develop the 

raw ideas into finished, ready,to,test concepts. 

Let us help you lind your prince! 

Call1,800,ANALYSIS 
or visit: www.decisionanalyst.com 

Decision Analyst 
A global leader in interactive innovation systems 

© 2004 , Decision Analyst, Inc 



product and service update 

New Web recruitment tool 
from InsightExpress 
InsightExpress, a Stamford, Conn., 
online market research company, is 
now offering Adinvite, a way to invite 
Web users to share their opinions in 
online surveys. Developed for 
Adinsights, InsightExpress' online ad 
effectiveness measurement solution, 
Adinvite supplants traditional pop-up 
and pop-under invitations. 

Adinvite does not require a down­
load or plug-in, is not trapped by fire­
walls or computer-resident software, is 
supported by virtually all browsers, and 
operates with any Web publisher per­
mitting rich media units. 

Adinsights can operate using tradi­
tional invitation methods,Adinvite, or 
combinations of other approaches. 
Adinvite does not consume ad inven­
tory, enabling publishers to measure the 
impact of an advertisement without 
foregoing revenue opportunities. For 
more information visit www.insightex­
press.com. 

New neighborhood 
classification system 
ESRI Business Information Solutions, 
Redlands, Calif., is now offering 
Community Tapestry, which classifies 
U.S. neighborhoods into 65 segments 
based on socioeconomic and demo­
graphic composition. The segments are 
organized into 12 LifeMode summary 
groups with similar demographics and 
consumer patterns and 11 
Urbanization summary groups with 
similar levels of density. 

The Tapestry segmentation system 
reveals distinct new markets and pro­
vides a demographic and lifestyle pic­
ture of neighborhoods to help with site 
location analysis, marketing and sales 
planning, new product development, 
and more. Tapestry combines tradition­
al statistical segment analysis methodol­
ogy introduced over 30 years ago by 
the ACORN segmentation system 
with the latest ESRI BIS data mining 
techniques to produce a segmentation 
of U.S. neighborhoods. 
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For example, today's affiuent markets 
include nonfamily households. The 
Laptops and Lattes segment is an 
example of nonfamily households and 
can be found mostly in major metro­
politan areas. This segment is made up 
of singles with a median age of 38 who 
earn a median annual household 
income of more than $83,000 and still 
rent. 

Tapestry also reveals contrasting 
income diversity between the top and 
bottom of the economic ladder. Top 
Rung, Tapestry's wealthiest market, has 
a median household income of 
$168,400, more than 3.5 times that of 
the U:S. median of$46,600. By com­
parison, City Commons, with a medi­
an household income of$14,700, is 
only one-third that of the U.S. median. 

The nine senior segments in 
Tapestry illustrate the increasing age 
of the U.S. population; in one of 
these segments -The Elders - 79 per­
cent of the householders are over 65 
years. For more information visit 
www.esribis. com/ tapestry. 

Perseus issues mobile data 
collection app; updates 
SurveySolutions 
Braintree, Mass.-based Perseus 
Development Corporation has released 
Perseus MobileSurvey, a new survey 
collection application to facilitate field­
force automation. Perseus 
MobileSurvey is a PDA-based survey 
collection application, available for 
Pocket PC and Palm OS-powered 
devices. MobileSurvey provides the 
capabilities ofPerseus SurveySolutions 
Web surveys on a handheld device, sup­
porting all SurveySolutions question 
types and validations, as well as branch­
ing, piped answers and display of condi­
tional choices. Survey authors can now 
deploy the same questionnaire as both a 
Web survey and as a PDA survey. 

SurveySolutions with MobileSurvey 
enables survey administrators to moni­
tor research results in real-time, with 
responses being collected from Web 
and handheld interviews simultaneous-
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ly. Handheld survey results can be sent 
via HTTP to the Perseus Survey 
Processor running on a Web server. 

The Survey Processor can store 
results directly to an SQL database, to a 
TSV file, or send the results by e-mail 
for collection by the Perseus 
SurveySolutions desktop. Results can 
be sent overTCP/IP to a Web server 
using the following technologies: via 
ActiveSync pass-through Internet con­
nection (Pocket PC only); modem 
card; wireless network card; or wireless 
cell service with Internet connection. 

To work around the small screen size 
ofPDAs, MobileSurvey offers glossary 
support and an image library, enabling 
data collectors to view definitions and 
images associated with each question 
on separate screens. 

Perseus has also released Survey­
Solutions 6, the latest edition of its 
Web-based survey software. In addition 
to its original three modules for ques­
tionnaire writing, results management 
and charting, SurveySolutions 6 now 
offers a new module dedicated to sur­
vey deployment, invitations and, in 
SurveySolutions Enterprise, master­
panel management. 

The new panel management sys­
tem in SurveySolutions 6 Enterprise 
lets users create a survey panel (a sub­
set of the master panel) based on cri­
teria including the time since the 
panel member was last interviewed; 
the time the panel member was last 
invited to complete a survey; or other 
criteria known about the panel 
member (gender, age, title, etc.). 
Survey administrators are then able to 
actively track respondent participa­
tion throughout the survey process. 
For more information visit 
www. perseusdevelopment.com. 

Socratic expands business 
focus 
San Francisco-based Socratic 
Technologies has expanded its existing 
high technology and business-to-busi-

continued on page 62 
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research industry news 

News notes 
Netherlands-based VNU has signed 
an agreement to sell its Claritas 
Europe business to Acxiom 
Corporation for EUR 33.5 million. 
Closing was expected around year­
end 2003. The company expects a 
book loss of EUR 25-30 million for 
the divestiture.VNU announced in 
January 2003 its intent to explore 
strategic options, including the possi­
ble sale, for its Claritas Europe busi­
ness, as it operated with little synergy 
with the rest ofVNU's Marketing 
Information business in the European 
marketplace. 

Claritas Europe has nine offices in 
seven countries and is run indepen­
dently from Claritas Inc. in the U.S., 
which remains part ofVNU's 
Marketing Information group. Trade 
Dimensions and Spectra Marketing 
Systems, both part of Claritas Europe, 
will remain part ofVNU's Marketing 
Information, as their activities are 
closely aligned with VNU's main­
stream marketing information busi­
nesses. 

Separately, the firm issued a trading 
update which included plans to shed 
almost 700 jobs over the next three 

years in its Marketing Information 
group, partly from natural attrition. 

Acquisitions 
London-based United Business 
Media has acquired Eurisko, a Milan, 
Italy-based market research company, 
for EUR 33 million. Through Eurisko, 
NOPWorld can now market its prod­
ucts directly into Italy and can offer a 
wider geographical presence to its 
clients. In 2002 Eurisko had revenues 
ofEUR 28 million and EBIT ofEUR 
4 million. The purchase price repre­
sents 1.2 times revenue and 8.3 times 
EBIT. 

NetRatings, Inc. , Milpitas, Calif., 
has acquired a majority interest in 
RedSheriff, an Internet audience 
measurement firm. Under the terms of 
the agreement signed by NetRatings 
and RedSheriff's majority shareholder, 
Morgan Grenfell Private Equity 
Limited, as manager of various funds 
of Deutsche Equity Partners IV 
(MGPE), NetRatings has acquired 
MGPE's 58 percent stake in 
RedSheriff for approximately $12 mil­
lion in cash. RedSheriff's shareholders 
agreement requires N etRatings to 

Calendar of Events Mar/Apr 

ESOMAR will hold its automotive mar­
keting conference on March 1-3 in 
Lausanne, Switzerland in conjunction 
with the Geneva International Motor 
Show. For more information visit 
www.esomar.org. 

The Council for Marketing and Opinion 
Research will hold its annuai"Protecting 
Our Assets" respondent cooperation 
workshop on March 2-3 at the Flamingo 
Hotel in Las Vegas. For more information 
visit www.cmor.org. 

The Market Research Society will hold its 
annual conference, Research 2004, 
themed "Welcome to The Dream 
Economy," at The Barbican in London on 
March 11-12. For more information visit 
www.mrs.org.uk. 
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ESOMAR will hold its Asia Pacific con­

ference on March 28-30 in Shanghai. For 

more information visit www.esomar.org. 

ESOMAR will hold its Excellence in 

Consumer Insight 2 conference on April 

18-20 in Vienna. ESOMAR will also hold 

a forum on managing research for profit 

in Vienna on April 21. For more informa­

tion visit www.esomar.org. 

Anderson, Niebuhr & Associates will hold 

a questionnaire design and use workshop 

on April 29-30 in Orlando, Fla. For more 

information call 800-678-5577 or visit 

www.ana-inc.com. 

www.quirks.com 

offer to purchase all remaining 
RedSheriff shares through a process 
that was expected to extend through 
the end ofJanuary. NetRatings antici­
pates purchasing additional shares and 
is prepared to acquire 100 percent of 
the company. 

Alliances/strategic 
partnerships 
San Francisco research firm Socratic 
Technologies has completed negotia­
tions to enter into an expanded part­
nership relationship with Greenfield 
Online, Wilton, Conn. This agreement 
is a part of Socratic Technologies' 2004 
strategic plan to expand its focus to 
include product development and 
branding work in the consumer prod­
ucts market. 

Arbitron Inc. , New York, has 
signed a license agreement with 
research firm TNS which gives TNS 
the right to use the Portable People 
Meter system and its audio encoding 
technology for radio and television 
audience measurement in selected 
countries in Europe,Asia-Pacific, the 
Middle East and Africa. 

Opinion Research Corporation 
(ORC), Princeton, N.J., has formed a 
strategic alliance with MarketBasics, 
a Boston marketing research firm. 
MarketBasics will be a regional office 
in the Boston area for ORC as ORC 
seeks to expand its service offerings. 

The Non-Food Tracking division of 
the GfK Group, Nuremberg, 
Germany, and The NPD Group, 
Port Washington, N.Y, are formalizing 
and gearing up their 20-year-long 
cooperative relationship. A new hold­
ing company will be set up to coordi­
nate business in Europe, the Middle 
East and Asia. Retail research activities 
in the U.S. , Canada, Mexico and part 
of Latin America will be offered and 
coordinated by NPD Intelect. The 
NPD Group holds 75 percent of the 



shares in the company, with the 
remaining 25 percent held by the GfK 
Group. NPD Intelect anticipated sales 
totaling EUR 45 million for 2003.A 
new holding company is being estab­
lished in Latin America to coordinate 
activities in Brazil, Chile and 
Argentina. GfK has a 65 percent stake 
in the company, with the other 35 per­
cent of the shares being held by The 
NPD Group. The partners have also 
established a global coordination board 
to: develop global business policy; 
coordinate the relationship between 
clients and partners in the regional 
holdings concerned; and evolve a 
global service concept. 

The Associated Press and Ipsos 
Public Affairs have formed a part­
nership for public opinion polling. 
They will collaborate on development 
and distribution of twice-a-month 
national polls, occasional state polls and 
quarterly international polls. 

Association/organization news 
Britain's Market Research Society 

(MRS) has appointed Jeremy 
Bullmore, former chairman of 
London-based J. Walter Thompson, as 
its next president. He will assume the 
role this spring. Following his 33-year 
career at J. Walter Thompson, 
Bullmore was appointed a non-exec­
utive director ofWPP in 1988, a posi­
tion he still holds. He was a non­
executive director of the Guardian 
Media Group for 10 years and from 
1981-1987 served as chairman of the 
Advertising Association. 

Awards/rankings 
Inc. magazine has ranked The Myers 
Group, a Snellville, Ga., health care 
survey research company, number 124 
on its Inc. 500 list of the fastest-grow­
ing private companies in the country. 
The firm had a five-year sales growth 
of 1,266 percent. 

New accounts/projects 
Herndon,Va.-based WebSurveyor 
Corporation announced that NAS­
DAQ has selected WebSurveyor's 
online survey solutions for its 

employee and customer feedback 
regarding training programs and other 
corporate initiatives. 

Anheuser-Busch Inc. has selected 
the InfoScan Convenience Store 
National Service of information 
Resources Inc. , Chicago, to help it 
develop, implement and evaluate sales 
and marketing programs. 

New companies/new divisions/ 
relocations/expansions 
Milwaukee-based research firm 
Market Probe has opened a new 
branch office in Sydney, Australia. In 
conjunction, Peter Mills has been 
named Australian country manager. 

Perseus Development 
Corporation, Braintree, Mass. has 
opened a new office in St.Joseph, 
Mich. The office is opening to sup­
port Perseus' business within the 
automotive industry. Barry Eaton, the 

continued on page 64 
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by the numbers By Cary Funk 

Questionnaires and surveys are an 
important tool in customer satisfac­
tion research. There's no better way 
to know what customers are thinking 
than to ask. The survey (whether 
conducted in person, on the phone, 
in writing, or over the Internet) 
allows market researchers to gather 
feedback fro m large numbers of cus­
tomers and rapidly analyze their 
responses . There's one important 
hitch to the process, though. The 
feedback you receive on surveys will 
only be as good or as useful as the 
questions you have asked. 

There are several things you can do 
to design useful questionnaires, such 
as being·clear about your information 
goals and making sure your questions 
match up with those goals. In this 
article I'll focus on the more mun­
dane business of exactly how to go 
about wording the questions . 

Regardless of your information 
goals, producing a well-designed 
questionnaire requires a clear focus 
on the customer. As a teacher of sur­
vey design to beginning researchers, I 
can attest that most first attempts at 
designing questionnaires lose that 
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focus . Even more-experienced survey 
researchers find it hard to keep the 
customer front-and-center during 
the design process. 

Every textbook on survey research 
has a list of dos and don'ts for writing 
good survey questions. Herb 
Weisberg and his co-authors Jon 
Krosnick and Bruce Bowen advise 
question designers to use clear, 
unambiguous wording, avoid writing 
biased questions, avoid double-bar­
reled questions, and avoid using dou­
ble negatives. Earl Babbie's textbook 
on survey research methods recom­
mends the following laundry list for 
question construction: make items 
clear; avoid double-barreled ques­
tions; ensure the respondent's compe­
tency to answer; ask relevant ques­
tions; use short items; avoid negative 
items; avoid biased items and terms. 
Floyd Fowler has written a whole 
book on the topic of designing sur­
vey questions. 

All this advice really boils down to 
just one thing:Thou Shalt NOT 
Offend Thy Respondents. 

The many textbook rules converge 
into this one simple principle. The 

www.quirks.com 

Editor's note: Cary Funk is director if 
the Commonwealth Poll and associate 
prifessor in the School if Government 
and Public Affairs at Virginia 
Commonwealth University, Richmond, 
Vcz. She can be reached at 804-827-
1430 or at clfunk@vcu.edu. 

problem is that following even this 
single rule is a lot harder than it 
looks. When designing a survey ques­
tionnaire, there are countless oppor­
tunities to violate this simple-looking 
rule. Let's review the options. 

1. Show them you don't care. 
Each question is an opportunity to 

demonstrate to respondents how little 
you've thought about or care about 
their answers. For example, consider 
asking two or three questions at the 
same time. That way respondents 
won't actually be able to answer the 
question with the categories provid­
ed. Or, make it impossible for them 
to answer your questions in the cate­
gories provided because the cate­
gories aren't mutually exclusive or 
don't map onto their experience. 
Extra options are available in self­
administered surveys where only the 
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smallest spaces can be provided for 
open-ended responses. This way, 
respondents understand that open­
ended responses are not actually 
wanted. If possible, the whole survey 
can also be in a small font with limit­
ed white space so that respondents 
feel like they have to work hard in 

The quickest way to offend 
respondents is to insult them through 
the language chosen for the ques­
tionnaire. Pejorative and emotional­
ly-charged labels are a sure way to 
turn respondents off. This is why 
researchers typically use the most 
widely accepted terms for racial or 

ethnic groups . Similarly, ques­
tions about events or people 
involved in activities thought 
to be undesirable make espe-
cially easy options for insult; 
use a pejorative label for an 
undesirable activity or physi­
cal condition and you'll be 
sure to insult . 

If you've failed at all the 
other options, you can always 
make respondents play the 
guessing game in order to 
complete your questionnaire. 3. Insult their intelligence. 

There are a number of ways 
to make respondents feel stu­
pid. One of the easiest options 

for self-administered questionnaires 

cially for Internet surveys, is that you 
may be able to come back to the 
respondent and ask them to "cor­
rect'' their work when they don't 
answer all the questions . That way 
you get two chances to make them 
feel stupid. Another variant is to use 
vocabulary they don't know. This 
makes it clear that more educated 
respondents are the ones being 
sought and those who don't make 
the grade should go elsewhere. And, 
just in case you have a respondent 
bold enough to ask about a term 
used in a telephone or face-to-face 
interview, have interviewers reply 
with "whatever it means to you." 
Another way to make respondents 
feel stupid is to quiz them repeatedly 
on an obscure topic. By the end of 
the series, respondents will get the 
message loud and clear. If you're not 
planning to use this as a sugging 
opportunity (selling under the guise 
of polling) to push your tutorials on 
the topic, you might want to balance 
a research interest in assessing aware­
ness on your obscure topic with the 

order to complete the survey. 
Speaking of hard work, make the 
questionnaire as long as possible so 
respondents are fully aware that their 
time is freely available to meet your 
needs. 

2. Insult them with words. 

is to hide the skip pattern so respon­
dents can't tell if you realize that the 
questions being asked don't apply to 
them or if you want them to contort 
their lives to fit into your neat cate­
gories. The added benefit here, espe-
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respondents' need to be reminded 
how little they know. 

4. Make them play the guessing game. 
If you've failed at all the other 

options, you can always make 
respondents play the guessing game 
in order to complete your question­
naire. The guessing game allows you 
to frustrate respondents by asking 
questions they can't answer. Use 
vague qualifiers and abstract lan­
guage as much as possible so that 
respondents will never really know 
what you're after. Use double nega­
tives so that it's anyone's guess 
whether they actually agree or dis­
agree whether smoking should be 
forbidden in restaurants. Try to ask 
for specific factual data so obscure 
that no respondent will be able to 
recall the information. For example, 
how many times have you been to 
see a dentist in your lifetime or, how 
often have you watched television 
network news in the last 10 years? 
The easiest way to make respondents 
play the guessing game is to ask them 
about hypothetical situations where 
no one really knows how they would 
feel or what they would do in that 
situation. If a loved one in your fam­
ily had leukemia, would you want 
them to use drugs not approved by 
the Federal Drug Administration in 
their treatment plan? 

All about th em 
The objective behind all of the dos 

and don 'ts on questionnaire design is 
to produce a survey that 1) functions 
so that people can do what you ask 
them to do and 2) communicates 
your focus on the customer. It really 
is " all about them."The question­
naire needs to demonstrate that focus 
and an understanding of the cus­
tomer's perspective in order to com­
municate that you care about their 
experiences and perspectives. 

In this age of declining survey 
cooperation rates, a well-designed 
questionnaire is more important than 
ever. The survey design is one of the 
key ways that market researchers can 
influence respondent cooperation 
and foster goodwill for future survey 
requests . Q 
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qualitatively speal<ing 

You kn ow what really makes me 
mad? M arketers who laugh at their 
customers while attending focus 
grou ps. 

LOL. No, it's not just an instant 
m essaging term or something that 
occurs at open-mike night at the 
local comedy club. It's also what 
often happens when clients and 
their agency account teams attend 
focus groups together. After settling 
into the viewing room and sorting 
the red peanut M&Ms from the 
green and yellow ones the team is 
ready for an evening of qualitative 
research. There's a refrigerator near­
by filled with beer, soft drinks, 
water and wine and a stack of 
menus to peruse and order dinner 
from. And, with any luck, they've 
picked some fun, exciting cities to 
conduct the groups and the night is 
young. All's right with the world. 

En ter the customers 
And what's the very first comment 
that you hear? "Take a look at the 
gut on that guy. Betcha he's the first 
one to reach for a cookie." (LOL) "Is 
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that a bowling shirt that guy is wear­
ing or does he just shop at a bowling 
alley for his clothes." (LOL) 

Am I wrong or are these not the 
people that you left the office, trav­
eled to some distant city and paid to 
listen to? Aren't these the very same 
people that we as marketers are sup­
posed to covet and cherish? So 
what's going on here, some client 
agency bonding or a serious attempt 
to gain insight into why customers 
buy or don't buy your products? 
What started out as legitimate effort 
to search for answers has quickly 
deteriorated into a joke fest. 

T he group beg ins 
After some brief preliminaries the 
session begins in earnest with the 
moderator attempting to do the very 
best job possible. She tracks through 
the session vigilantly, following the 
pre-approved moderator's guide and 
diverting from it when something 
interesting is raised by a group 
member. But even she is not 
immune to the barbs of the group 
behind the mirror. 

www.quirks.com 

Editor~ note: Nick Andrus) aka the 
Maniacal Marketer, is partner at Insight 
Direction) a Chicago consultingfirm. He 
can he reached at 312-944-1754 or at 
nick 1 putt@insightdirection. com. 

Between conversations and the 
occasional joke some listening actu­
ally begins to take place. "What did 
that guy say about our product? It 
wasn't meant to be used that way. Is 
he nuts or what?" "We don't have 
distribution at Wal-Mart; he could­
n't have bought it there.""Our 
product doesn't have that feature. 
What product is she talking about?" 
As the participants' responses are 
derided and discarded real listening 
wanes and it's back to the Beer Nuts 
and jokes. 

Having spent 90 minutes moder­
ating the group the moderator takes 
a break, enters the viewing room 
and asks the team if they have any 
additional questions or areas they 
would like explored. "No. Let them 
go," is too often the response. 

Wasted opp ortunities 
Thinking back to the group there 



FocusVision Worldwide~~~.,~. 
~~~~ 
~.% 
~4 
~/ 

Video Transmission of Live International Focus Groups ... 

Right to Your Office! 
Now, you can see, hear and interact with your 
live focus groups from around the world, with· 
out travel. 
There is a worldwide network of top-rated focus studios, with 
modern attractive facilities, equipped with Focus Vision's advanced 
technology for videoconferencmg and internet videostreaming. 

With a full-time staff of engineers, project coordinators, account 
directors and a corps of in-field techmcians, Focus Vision has the ser­
vice infrastructure for seamless, reliable implementation of projects 
around the world. Researchers can schedule Focus Vision proJects 
with complete peace of mind. 

A Focus Vision trained technician is on-site to operate the exclusive 
multiple camera system, with picture-in-picture enhancements. 
Viewers see full group views, close-ups of respondents and test stim­
uli, and can hear simultaneous language translation. 

For international projects, benefits multiply when travel is not 
required. Everyone can attend. Video transrrussion increases produc­
tivity, saves staff travel time and expenses, and speeds up information. 

Founded in 1990, Focus Vision is the world leader in video transmis­
sion of live focus group research. 

WESTERN 
EUROPE/UK 
BELGIUM 
Ant:v~g~ATE BELGIUM 

DENMARK 
Copcf;:ae~~ARK A/S 

ENGLAND 
Blr';;{{;J{!l~"l{5-0N·VIEW 

SECOND CITY STUDIOS 

Eass~~~~~~ STUDIOS II 
London: 

CITY FINANCIAL FOCUS, 
WESTEND BRANCH 

FIELD FACTS INTL. 
LONDON FOCUS 
QUALITY MEDICAL FIELD 

Manchester: 
FAST FORWARD RESEARCH 

Su~~wPcf.~~~~~~IOS 
FRANCE 
~ 

AGORA/ICARE 

Lyo~ARKETING ESPACE 
SYNOVATE FRANCE 

Paris: 
CATHERINE DELANNOY 

& ASSOCIATES 
FIELD FACTS INTERNAnONAL 
GfK/SOFEMA/S.A. R.L. 
LA MAISON DU TEST 
MV2 CONSEIL 
NOVA TEST 
PUZZLE 
REUNIONS SERVICES 

GERMANY 
Berlm: 

ANSWERS TEST STUDIO 
GMBH 

FREYER MARKTFORSCHUNG 
GMBH 

INTERVIEW + EXPLORATION 
MARKTFORSCHUNG 
BERLIN GMBH 

Frankfurt: 
FIELD FACTS INTL. 
GO STUDIO & CONFERENCE 

CENTER 
INTERVIEW +EXPLORATION 

JULIA OTTE GMBH 
INTRATEAM GMBH 
OBJECTIVE CONSUMER 

RESEARCH & 
CONSULTING 
GMBH 

Ha'J:~c;{.j~RS TEST STUDIO 
GMBH 

GFK DATA SERVICES 
INRA DEUTSCHLAND 
INTERVIEW +EXPLORATION 

JULIA OTTE GMBH 
SCHWIEGER 

MARKTFORSCHUNG 
Munich: 

FREYER MARKTFORSCHUNG 
GMBH 

INTERVIEW + EXPLORATION 

Nii'J'J':~ih.TRA 
Weisbaden/Frankfurt: 

SYNOVATE GERMANY 
ITALY 
MiTiin: 

ClAM 
ISI·INTERNATIONAL 

SURVEYS OF ITALY 
SPAZIO MILANO 

Na~~~i:,.A 
Rome: 

A.M.T. CONSULTING 
GFK-ASM 
PRAGMA 
SGR INTERNATIONAL 
STUDIO NARDO 

Torino: 
QUALITY MEDICAL FIELD 

THE NETHERLANDS 
Amsterdam: 

SYNOVATE THE 
NETHERLANDS 

SPAIN 
Barcelona: 

ESTUDIO SILVIA ROCA 
SYNOVATE 

Madrid: 
DELTA MARKET RESEARCH 
ESCARIO & ASSOCIATES 
MERKA STAR S.L. 
NUEVA INVESTIGACION 
NUEVA SALA 
QUID - INVESTIGACION DE 

MERCADOS 
SALAS CASTELL0-23, S.L. 
SYNOVATE 

SWEDEN 
Stockholm: 

BOREU MARKET RESEARCH 
IMRI - INTERNATIONAL 

MARKETING RESEARCH 
INSTITUTE 

EASTERN EUROPE 
CZECH REPUBLIC 
Praa~rr PRAHA 

POLAND 
Warsaw: 

EEl MARKET RESEARCH 
GFK- WARSAW 

MIDDLE 
EAST /AFRICA 
MOROCCO 
Casablanca: 

SYNOVATE MARKET 
RESEARCH LTD 

ASIA PACIFIC 
AUSTRALIA 
Melbourne: 

VIEWPOINT GROUP ROOMS 

CHINA 
Bel~'(.lijRN-VANTAGE (CHINA) 

MARKETING AND 
RESEARCH COMPANY 

Gu':{'J'cf~~':VANTAGE (CHINA) 
MARKETING & 
RESEARCH COMPANY 

Sh':fc¥8:~-VANTAGE (CHINA) 
MARKETING & 
RESEARCH COMPANY 

HONG KONG 
Ho"fc~:~~ARKETING & 

RESEARCH CONSULTANTS 
JAPAN 
11iiiiliii: 

JAPAN STATISTICS & 
RESEARCH CO. 

PULSE CO., LTD. 

Tok.y:~OPLAN INC. 
JAPAN STATISTICS & 

RESEARCH CO. 
JMRB RESEARCH 

INTERNATIONAL 
LYNCS MARKET FOCUS 

KOREA 
""SiiiiiiT: 

ACORN MARKETING 
AND RESEARCH 
CONSULTANTS 

GALLUP KOREA 
MALAYSIA 
Ku~~J::~;~KETING AND 

RESEARCH CONSULTANTS 
PHILIPPINES 
Ma~gafoV'r:s"J':E~W~sEARCH 

SERVICES 

~FacusVisian™ 
The best way to view live focus groups. 

SINGAPORE 
Sm~~c:r:: MARKETING AND 

RESEARCH CONSULTANTS 
TAIWAN 
Ta1pe1: 

ACORN MARKETING AND 
RESEARCH CONSULTANTS 

THAILAND 
Ba'WJ.:~~MER INSIGHT CO., 

LTD. 

LATIN AMERICA 
ARGENTINA 
Buenos A1res: 

INFOQUALITY 
BRAZIL 
"SiiiJ11iiiilo: 

DE MANDA 
EP ESCRITORIO DE PESQUISA 

EUGENIA PAESANI SC 
LARC PESQUISA DE 

MARKETING 
TARGET PESQUISAS E 

SERVICOS DE MARKE11NG 
LTDA 

MEXICO 
Me:~c!Tf1~SEARCH 

INVESTIGACION INTEGRAL 
DE MERCADOS S.C.­
INTERMERK 

NODO (PEARSON) 
VENEZUELA 
Caracas: 

ESMEFAR-ESTIME 
MARKETING 
RESEARCH VENEZUELA 

PLUS OVER 150 
FACILITIES IN THE 
U.S.A. AND CANADA. 

1266 East Main Street • Stamford, CT 06902-3562 • 1-800-433-8128 • Fax: 203-961-0193 
E-mail : info@focusvision.com • Web Site : www.focusvision .com 12 



were undoubtedly many wasted 
opportunities to gain additional 
insight from the respondents instead 
of deriding their responses. For exam­
ple, why was that one group member 
using the product in a way it was 
never intended to be used? What 
need was he trying to fulfill? Could a 
new product be developed to better 
fill that need? Why did the one 
respondent think that they bought 
the product at Wal-Mart? Is Wal-Mart 

a natural or expected distribution 
channel for this type of product? 
Would they like to see the product 
carried at Wal-Mart? Why or why 
not? Or how about that feature that 
the one customer thought your prod­
uct had ... is this another opportunity 
to explore for a new product idea or a 
significant line extension? 

Laugh out loud 
So, who has the last laugh in the 

• The Adaptable Focus Group Facility 

ather 

Room Configurations 

Living Room, Bar Setting, Dining Room, 
Courtroom, Kidz and MORE! 

research I denver 

Christine Farber 
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above scenario? Unfortunately, 
nobody does . The well-intended 
moderator has done her best to 
deliver a quality product and will 
put hours of work into a final 
report that may not be seen as 
valuable to the client. The client 
and the agency have missed 
numerous opportunities to gain 
important insights into their cus­
tomers' behavior. And the cus­
tomer may not see that new 
product that would better fulfill 
their needs for many years to 
come. 

Next time, try this alternative 
approach: 

• View each opportunity you get 

Leave your personal 
theories and opinions in 

the parking lot. When 
you hear something that 

doesn't fit them, make 
sure that it's probed 

extensively by the 
moderator. You just may 

be wrong, you know. 

to talk to and listen to you cus­

tomers as gold. 
• Listen to them with an open 

mind. 
• Leave your personal theories 

and opinions in the parking lot. 
When you hear something that 
doesn't fit them, make sure that 
it's probed extensively by the 
moderator. You just may be 
wrong, you know. 

• Thoroughly debrief after each 
and every group. Modify the 
guide to incorporate new learning 
or to determine just how perva­
sive an opinion might be. 

The customer is gold. Don't 
forget it. Treat them with respect 
and covet their loyalty and you'll 
have the last laugh for sure. Q 
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II case history By Sally Schmidt 
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Character development 

o market successfully to youth, it is important 

to listen to them and not allow our adult biases 

to influence marketing message development. 

Internet research methodologies provide an 

opportunity to communicate with this hard-to-

reach market segment and provide timely insight to guide creative, 

character, and message development. 

The l{jdsCom.com site, an edutainment Web site for children 8 to 15 years 

old, has been continually changed and updated since Circle 1 Network estab-

lished it in 1994. Some of the most important changes have involved the devel-

l<idsCom enlists its 
audience's help in 
shaping site avatars 

Editor's note: Sally Schmidt is manager 
of strategic planning and research at 
SpectraCom Inc., a Milwaukee e­
business and marketing firm. Size can be 
reached at 414-272-77 42 or at 
sa II y. schm id t@spectraco m. co 111. 
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opment of a set of characters that represent 

the site. Circle 1 Network has worked with 

our firm to use research with youth to define 

and develop these characters to ensure the 

site visitors could identify with them. Circle 

1 Network did not want to develop charac-

ters that their staff (of adults) thought children would connect with - they 

wanted to develop characters that they knew the children connected with. At 

least four surveys have been conducted over the past eight years specifically 

about the characters. These surveys have been done with children around the 

world, with some questionnaires appearing in the children's native language. 

Being a global site, it was important to find character designs that appealed to a 

broad audience and would not have negative cultural connotations. 

www.qu i rks.com 



Sharing opinions 
We have found that online surveys are 
an effective way of gathering input from 
kids who are old enough to have typing 
skills. They enjoy sharing their opinion 
and a survey allows them the opportuni­
ty to state their opinion without being 
challenged by another peer. The online 
surveys for the KidsCom character 
research were all conducted with the 
KidsCom Club Youth Panel, which con­
sists of children whose parents have 
agreed to allow them to participate in 
research. Registered KidsCom Club 
members can participate in surveys and 
receive KidsKash points as an incentive. 
These points earned by taking surveys 
can be redeemed for merchandise on the 
site. 

When conducting online research 
with children, researchers need to be 
aware of the Children's Online Privacy 
Protection Act (COPPA), which 
requires parental consent before collect­
ing any personally identifiable informa­
tion from a child under 13 years old. 

Although research results are reported 
anonymously, this rule still has impact on 
researchers. Often researchers use per­
sonally identifiable information (such as 
an e-mail address) to ensure that each 
person only participates in a survey once 
or to provide an incentive and it is essen­
tial that COPPA guidelines be followed 
in any contact using personally identifi­
able information. The KidsCom Club 
Youth Panel is fully COPPA-compliant. 

Through many online surveys with 
children we developed some guidelines 
that are helpful when developing surveys 
for children. Creating online surveys for 
kids requires special attention to word 
choice and survey length to ensure 
usable results. Survey directions, ques­
tions and answer options should be 
worded so that they are age-appropriate, 
allowing the children to understand 
them. Children and teens are very literal 
in their interpretation of copy; so specif­
ic, accurate wording is needed. It is espe­
cially important to pre-test youth surveys 
to ensure that they are comprehended 

www.quirks.com 

correctly. The length of a survey should 
be monitored to be age-appropriate 
since younger children are still develop­
ing their reading skills. They will quickly 
become fatigued by a survey if it is long 
or contains many open-ended questions. 
We have found that surveys with a max­
imum of 15 closed-ended and two 
open-ended questions work best. 
Interesting topics, graphics to illustrate 
questions and interactive question choic­
es help keep children and teens involved 
in a longer survey if necessary. 

Initial character development 
From its inception in 1994, the 
KidsCom.com site has included charac­
ters. The first characters were very basic, 
one-color figures . As the site content 
grew and the audience target geographi­
cally expanded, new characters were 
added and existing characters were 
enhanced to represent different areas and 
activities on the site. Input from kids was 
used at various stages in the characters' 
development to name, enhance their 
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personalities and evaluate them with 
different audience targets. 

In 1996, the site was redesigned and 
11 characters were featured more 
prominently. A survey was conducted 
with members of the KidsCom Club 
Youth Panel to determine which char­
acters were their favorites. The charac­
ters chosen as favorites by the children 
had their identities further developed 
on the site and were used to promote 
different content areas and educational 
messages than the less popular charac­
ters. The less popular characters were 
removed.from the site over time. 

Can characters deliver a message? 
In 1997 two surveys were used to test a 
new character for the site in response to 
the need for children to provide infor­
mation responsibly on the Internet. To 
promote understanding of safety and 
privacy issues online, a character was 
developed that would appear next to 
any area where it was appropriate for 
them to provide personally identifiable 
information. This character was 
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designed to let site visitors know that an 
area was safe to provide information 
because the site was following safe data 
collection practices. The goal was to 
help guide children to understand 
where on a site it was safe to provide 
information because it was going to be 
used responsibly versus when it was 
unsafe (e.g., to provide information to 
another site visitor in the chat area). 
Note:This was prior to the enactment 
of COPPA. 

The first survey was used to design 
the character to make sure that its asso­
ciation with privacy and safety was easi­
ly understood. In the online survey, 
KidsCom Club Youth Panel members 
were asked to evaluate two characters -
one based on a lock and one based on 
another design concept - and then 
identify if the character reminded them 
ofbeing safe or being private. The lock 
character (Figure 1) was preferred and 
reminded them more of being safe than 
the other design approach. The charac­
ter (Kidbe Safe) was trademarked and 
was used on the site anywhere it was 

www.quirks.com 

safe for visitors to give out their infor­
mation. 

A few months later, a follow-up sur­
vey was conducted to see if visitors 
could learn to identify the character 
with an associated action or behavior. 

Figure 1: The Kid be Safe character lets kids 
know when it's safe for them to give out per­
sonally identifiable information on the site. 
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The Kidbe Safe character was again 
tested in an online survey, along with 
three other characters. Over two-thirds 
of the panel members correctly identi­
fied the character and knew that Kidbe 
Safe meant it was safe to give out infor­
mation, proving that children could 
learn to associate a character as a guide 
to modify their actions on the site. 

Developing personalities 
In 1998 a review of all 18 characters 
available on the site was conducted 
through an online survey with the 
KidsCom Club Youth Panel. 

Participants were asked to rate each 
character and then choose the one they 
liked best. For the character they liked 
best, they were asked to suggest a name 
and to choose from a list of adjectives to 
describe their favorite character. The 
names and adjectives suggested by the 
panel members were used to further 
enhance the character identities and to 
build new content areas based on these 
identities. 

Of the 18 characters, six of the char­
acters with the highest ratings were 
chosen for further design development 
and to become active participants in 

content on the site (see Figure 2). 
Games and activities and story lines 
were then developed using these char­
acters to further enhance message deliv­
ery. For example, the dog character, 
named Riley, was seen as funny by over 
half of the children in the 1998 survey. 
He then became the featured character 
in the 'Just Joking Around" area of the 
site where visitors can read a daily joke 
and submit their own jokes. He also 
became the basis of content that taught 
children that it is important to do the 
right kind ofjokes and to be careful of 
hurting other children's feelings. The 

Figure 2: I< ids gave the highest ratings to these six characters, leading l<idsCom to increase their presence on the site. 
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Figure 3: Feedback from a second test helped l<idsCom enhance the characters to make them more engaging. 

nerdy character, named Dumonde, was 
rated smart by three-quarters of the 
children and teens. H e was redesigned 
to be a cool science-and-gadget-geek 
type of kid and is featured in content 
areas that involve doing science dis­
covery or creating things. 

Refining the characters 
In 2001, the characters were tested 
again. This survey covered the six 
characters featured on the site. 
KidsCom Club Youth Panel members 
were again asked to rate each charac­
ter and then choose their favorite and 
least favorite character and explain 
why. From some of the feedback 

28 I Quirk's Marketing Research Review 

received about the characters, they 
were redesigned to make them more 
engaging so visitors could build 
stronger identification with the char­
acters (see Figure 3). The characters 
have grown to have unique personali­
ties and relationships that are used to 
provide a variety of personality types 
for children to identify with and to 
help them learn about themselves and 
positive social interaction. 

tool to reach kids. Online research 
with kids can be used to design and 
develop effective marketing tactics 
and is not limited to Web site devel­
opment. Input from kids can be used 
to guide the development of new 
products and online and offline 
adverti ing or promotions. To market 
successfully to kids, it is important to 
listen to them and not allow adult 
biases to influence marketing message 
development. Research methodolo­
gies based on new technologies can 
provide an opportunity to communi­
cate with this hard-to-reach market 
segment and provide timely insight to 

guide creative development. Q 

Important to listen 
Kids play an active role and are a 
growing influence over their own and 
their families' online and offline pur­
chases . The Internet is an effective 

www.quirks.com 
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Clarifying the 
numbers 

A
iming a spotlight on the lives, relationships and household 
structures of gays and lesbians represents a significant challenge 
for all researchers, from social scientists and demographers to 

market researchers and political pollsters. 
This reality begs the basic question: How do you identify, enumerate 

and query individuals who often choose not to be recognized, let alone 
counted and observed? 

Starting in the late 1940s with the Kinsey Report's 10 percent esti­
mate serving as a controversial benchmark, many researchers have 
attempted to perform their own counts using a wide range of useful, 
albeit imperfect, tools- from the General Social Survey (GSS), inter­
cepts at community events like gay pride festivals, gay magazine reader­
ship analysis, postcard surveys, the U .S. Census measure of same-sex 
households, as well as conventional telephone and online surveys. 

As communications strategists, we began our work over a decade ago 
to help corporations, foundations, public policy leaders and health care 
providers identify the myriad characteristics, needs and aspirations of 
the lesbian, gay, bisexual and transgender (LGBT) community in 
America. Like many others, however, we were frustrated by the dearth 
of credible, projectable data to accurately characterize this hard-to­
reach population. 

In our judgment, early market researchers too often distorted or 
mythologized the LGBT popula­
tion by over-emphasizing the 
highly visible gay white urban 

Do gays count? 
Can they be 
counted? 

male. This segment of the com­
munity was the most" out" and 
therefore comprised a larger por­
tion of the magazine subscription 
lists as well as the attendees at gay 
events. This skewed research using 
samples primarily from gay maga­
zine readership surveys . It is not 
surprising that some investigators 

ballyhooed the affluence and mystique of the gay consumer. To be fair, 
they were on target after all, but only provided data about a slice of a 
segment within the LGBT population - and one that was more readily 
detectable and open in market behaviors. 

Regrettably, these distortions resulted in public policy side effects by 
exaggerating wealth and privilege among gays, and suggested that eco­
nomic and political discrimination towards gays and lesbian are non­
existent at worst, or are overstated at best. Poor data of course influ­
ences poor analysis and policy decision-making. 
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By Bob Witeck 
and Wes Combs 

Editor's note: Bob Witeck is CEO, 
and Jll-'es Combs is president, of 
Witeck- Combs Communications, Inc., 
a Washington, D. C., communications 
firm . They can be reached at 
202-887-0500 or at 
bwiteck@witeckcombs.com or 
wcombs@witeckcombs. com. 
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Fortunately, through advanced sur­
vey techniques and through the 
examination by social scientists such 
as Dr. Edward 0. Laumann at the 
University of Chicago, Dr. Lee 
Badgett at the Institute of Gay and 
Lesbian Strategic Studies, Dr. Gary 
Gates at the Urban Institute, Dr. 
Katherine Sender at the University of 
Pennsylvania, Dr. Marc Rogers at 
Hunter College and others, we are 
achieving a richer, more complex and 
more accurate picture of gays, les­
bians and bisexuals through reexam­
ined and newly emerging data. 

As marketers, too, we benefit from 
this scientific perspective and foster 
our own investigations about gay and 
lesbian households by tracking atti­
tudes in the workplace and in com­
merce to understand the similarities 
and contrasts with the non-gay pop­
ulation. 

For the past four years, we have 
worked in partnership with Harris 
Interactive, Rochester, N.Y. Our 
experience has been transformative, 
and helped us pave the way to better 

------------------------------- ---------------· -- - --- -· ------------------------------------- - - .. _ --
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understand not simply the lives of 
gays and lesbians, bisexuals and trans­
gender people but also about the 
essential role of advanced research. 
The lessons learned and obstacles 
overcome may be valuable to any 
investigator wishing to understand 
more about this emerging popula­
tion. 

We share a few of these lessons and 
insights here. 

• Sexual orientation has m any 
dimensions 
Fifty years after Kinsey questioned 
college students and convicts, we 
now may credit Dr. Edward Laumann 
and his colleagues for their important 
work, The Social Organiz ation if 
Sexuality (University of Chicago, 
1994), which establishes the case for 
defining homosexuality along three 
distinct dimensions: identity (how 
individuals self-label their sexual ori­
entation), as well as the expression of 
same-sex desire and same-sex behav-
lOr. 

In a national sample, this research 
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posed es entia} questions about same­
sex behaviors, partners, appeal and 
attraction. The survey subjects were 
given face-to-face interviews con­
ducted privately and in confidence -
however, the questions about sexual 
behavior, desire and identity were 
submitted in writing and asked in a 
self-administered questionnaire only 
at the very end of the interview. The 
interviewer never saw the answers 
because the private questionnaire was 
placed in an envelope and sealed by 
the respondent before being handed 
back. 

On same-sex behaviors, this study 
determined that slightly more than 4 

percent of women sampled, and near­
ly 9 percent of men sampled, report­
ed that since puberty, they had had 
sexual activity of some kind with 
same-gender partners. 

• T he fluidity of sexual 
orientation 
Another important dimension of sex­
ual orientation i the fact that, unlike 
most racial characteristics or ethnic 
traits, of course, sexual orientation is 
not an attribute that can be tracked 
nor detected at birth. And for some, 
sexual orientation clearly is not fixed 
but is instead a mutable characteristic. 
Sexual maturity and awareness awak­
en at different times for different 
individuals. 

Another challenge with tracking 
individuals based on their sexual ori­
entation has to do with the fluidity of 
sexuality itself. Is being gay or lesbian 
being attracted to a member of the 
same sex? Or is it only people who 
actually have sex with members of 
their own sex? Does it include peo­
ple who only sometimes have sex 
with members of their own sex? 

Laumann's research underscores 
that the proportion of individuals 
who express same-sex attraction or 
participate in same-sex behaviors -
whether male or female - are in 
greater number than those willing to 
self-identify as gay, lesbian or bisexu­
al. 

Our online investigations, as well as 
the work of others, also show that 
self-description - i.e., identifying 
openly as gay, lesbian or bisexual -



remains a very complex process influ­
enced by innate and environmental 
aspects. For some, particularly males, 
the process of identifying as gay or 
"coming out" appears to occur at 
more youthful ages, while for others, 
the process may not unfold until 
mid-life, if at all. 

These observations ought to be 
qualified to understand that our cul­
ture is shifting in a number of seismic 
ways . In the future, with increased 
visibility ofLGBT individuals and 
characteristics, the perception of chil­
dren and adults will change with 
time. There is some anecdotal evi­
dence of this shift underway - with 
adolescent girls attending high school 
proms together, and identifying as 
bisexual or lesbian. 

Socialization, family expectations 
and cultural norms, of course, play 
key roles in the comfort and accep­
tance that any person feels about 
their sexual orientation. Most recent 
sampling of gays and lesbians, there­
fore, tends to be skewed towards 
younger, emboldened individuals (for 

example, between the ages of 18 and 
35, contrasted with fewer propor­
tionately who are 50 years of age and 
older). Our samples also suggest a 
wide range of self-knowledge about 
bisexuality - with a broad range of 
behaviors and attractions among men 
and women who embrace this label. 

• Gender identity vis-a-vis 
sexual orientation 
Arguably the least understood and 
hardest to find population within the 
so-called LGBT community is that of 
transgender individuals. Unlike sexual 
orientation, gender identity does not 
specifically focus on same or opposite 
sex attraction or behavior. This is very 
new territory for social and biologi­
cal research, of course. 

Instead, a transgender individual is 
one whose assigned gender at birth 
may differ from their own percep­
tion as a man, woman or intersexed 
person (someone with characteris­
tics ofboth sexes). For good rea­
sons, researchers must take caution 
in not confusing gender identity 

www.quirks.com 

with sexual orientation. 

• How many? The Census helps 
show the way 
Census 2000 may be best recalled by 
the national media as the gay census 
for its far-reaching effort to enumer­
ate same-sex households. Although 
single gays and lesbians were left out 
of the count, demographers say the 
tally of 1.2 million same-sex "unmar­
ried partners" is the result of the most 
extensive polling ever conducted of 
gays and lesbians in America .. 

Remarkably, more than 99 percent 
of all counties had at least one house­
hold headed by unmarried partners 
of the same sex, including places in 
the rural Midwest and Deep South. 
Gay or lesbian couple-led homes 
totaled close to 600,000 nationwide, 
and moreover roughly one in three 
lesbian couples and one in five gay 
male couples were raising children in 
2000, the Census report found- con­
trasted with 39 percent of opposite­
sex unmarried partners who have 
children. The comprehensive analysis 
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of this demographic data by Urban 
Institute researcher Dr. Gary Gates 
(The Gay and Lesbian Atlas, Urban 
Institute 2004), promises to provide 
us with the deepest and most valu­
able portrait yet of same-sex house­
holds. 

• The myth of aflluence 
Stereotypes about gay affiuence are 
hard to dispel, yet economist Dr. Lee 
Badgett has dedicated the past few 
years to a closer examination of exist­
ing income and population data on 
gays and lesbians. In her recent book, 
Money, Myths and Change (University 
of Chicago, 2001), she explores the 
true diversity of economic life within 
this population and the reality that 
lesbians and gay men earn no more 
than their heterosexual counterparts. 
Moreover, it appears in some cases 
that gay men earn less than compara­
ble heterosexual men. 

Badgett's findings rebut poorly­
conceived marketing studies con­
ducted in the early 1990s that 
claimed gay people's incomes exceed 

the national average - studies she and 
many of us find are tilted toward the 
well-educated and ailluent. 

• The anonymity of the N et 
Finding hard-to-reach populations 
has always strained researchers and 
posed costly obstacles to yielding 
meaningful, authentic samples. Given 
overriding issues of privacy and stig­
ma, gays and lesbians have traditional­
ly been among the most difficult if 
not most costly to track. 

While some researchers have 
resorted to polling at gay pride events 
or by relying on other venues such as 
gay bars and publications, these sam­
ples are predictably flawed since they 
include only the most open and fear­
less members of the population. 
Conducting conventional random 
methods such as telephone surveys 
likewise have produced very small 
incidence of self-identified lesbians 
and gays- usually no more than 1-2 
percent of any population. Written 
surveys may yield as many as 3 per­
cent gays and lesbians in any random 
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sample. 
In the past several years, however, 

online techniques have emerged as a 
favored solution because of their 
convenience, cost-efficiency and pri­
vacy safeguards. Online surveys allow 
respondents to maintain complete 
anonymity so that many more gays 
and lesbians are comfortable in being 
asked to share their experiences, con­
cerns and specific details of their 
lives, partners and households. 
Consistently, the incidence of LGBT 
people among online survey samples 
has ranged from 6 to 7 percent. 

While there are inherent biases in 
all forms of research, the key is 
reducing online sample bias by: 

- recruiting respondents from a 
very broad pool of offiine and online 
sources, backgrounds and geography; 

- safeguarding against individuals 
attempting multiple responses; 

- achieving generous sample sizes 
sufficient to draw conclusions; 

- conducting parallel testing 
online and offiine to scientifically 
establish weighting techniques for all 
sampling; and 

- disclosing survey methodologies 
and margins of error to conform to 
industry polling standards. 

In our experience over the past 
few years, we have consistently found 
lesbians, gays and bisexuals have a 
strong affinity for the Internet and its 
anonymity - and make far greater use 
of the Internet as their primary way 
to connect with one another with 
discretion, purpose and safety. 

Attitudes evolving 
Times are changing very quickly, and 
America's attitudes towards gays and 
lesbians are evolving with the times. 
From powerful trends in popular cul­
ture and television, to political 
reforms and historic judicial decisions 
curbing anti-gay discrimination, it is 
increasingly clear that gays and les­
bians will play far more visible roles 
in day-to-day life. 

Whether on the outside looking 
in or the inside looking out of the 
gay community, the explosion in 
new, better and smarter research 
will pay untold benefits in the years 
to come. I Q 
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Starting the 
dialogue 

S
tatistics on the size and demographics of the GLBT (gay/les­
bian/bisexual/transgender) population are sketchy and often 
developed by inference from data collected in traditional ways 

(e.g., a percentage of households of non-married adults of the same 
sex may be inferred to be homosexual) . For many years, the e timate 
of 10 percent of the adult population was accepted as the incidence 
of the GLBT population, based on Alfred Kinsey's research in the 
'40s and '50s. At this time, the more acceptable level is 5 percent to 7 
percent, from a variety of studies conducted. This would represent 11 
to 15 million people, a not inconsiderable market. 

We have had an increasing number of requests for information on 
interviewing the GLBT population. Clients are considering the effi­
cacy of targeting this niche market. Market research is being asked to 
develop answers to the following questions: 

• Can mainstream advertising include messages and graphics which 
will appeal to both mainstream consumers and this niche? 

• Can the market be motivated with advertising in gay-targeted 
media? 

• What media and what messages are most effective in communi­
cating product/se rvice benefits to this market? 

• Is it necessary to make any changes in media, marketing or 
advertising messages to this market? 

Certainly, the answers will be different for each client. 

Interviewing the 
gay/lesbian/bisexual/ 
transgender market 

These are the guidelines we give 
our internal and external clients for 
developing research programs. 

1. Qualitative research is 
recommended as a starting 
point for hearing what this 
market has to say and to 
determine the extent to which 
information about the market 
should be quantified for your 
client. Qualitative facilities in 

major markets have experience in recruiting the market, we have 
found. 

• We strongly do not recommend using as a moderator a person 
who is a member of the niche market, unless that person is also a 
highly qualified moderator. 

• Qualified moderators are accustomed to conducting research on 
subjects with which they are not necessarily personally familiar. 
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• We recognize the special nature 
of this niche market - it not a ques­
tion of the moderator simply not 
being a user of a product - but we 
take the position that a sensitive, 
aware moderator will be competent 
to conduct the GLBT groups/ one­
on-ones. 

2. Quantitative research 
possibilities are limited to 
certain techniques. 

• Mailing lists of GLBT popula­
tions are available to use as bases 
from which to draw sample. 

• There are several GLBTWeb 
sites that offer research services. 

• If sample sizes are not too large, 
the focus research facilities' databas­
es can be used . 

• Interviewing can be conducted 
in person - with permission - at 
venues frequented by GLBT popu­
lations. This could include clubs, 
restaurants, bars, beaches. 

• Once identified, GLBT respon­
dents may be interviewed in person 
or by telephone. If privacy or pre­
sentation of test materials is needed, 
a pre-recruit to a central location or 
a Winnebago may be used as the test 
venue. 

• Random dialing is not to be 
considered, if the respondent must 
be qualified as GLBT in the phone 
call. The efficiency would be low 
and the reliability of getting a ran­
dom sample of the GLBT popula­
tion would be suspect. 

• If the client wishes to identify 
GLBT participants in a mail survey 
(either panel or client sample), in 
which both GLBT and non-GLBT 
respondents will be included, a 
test/ control audit should be made 
of the response rates that would be 
developed from the non-GLBT 
sample. There may be a serious 
depression of the response level 
with the categorizing question in 
the survey. 

• With the increasing acceptance 
of the gay lifestyle and legislation 
protecting it, potential respondents 
may be more forthcoming in self­
identifying. It may then become 
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increasingly easier to conduct reli­
able quantitative research . 

3. Guidelin es to conducting 
groups 

• In addition to standard demo­
graphic (age, income, education) 
and product usage considerations 
when developing recruiting criteria, 
there should be a consideration of 
whether the potential respondent 
has a life partner. We have found 
that presence of a partner (or not) 
drives decisions in such categories 
as travel and alcoholic beverage 
consumption . 

• It is not recommended that gay 
and lesbian respondents be put in 
the same group. If you do so, you 
may get a more negative response 
from the lesbians, who often feel 
that their opinions and attitudes are 
less well-served than are those of 
the gay community. 

• It i not necessary for the mod­
erator to identify his / her sexual 
preference. Bur we would recom­
mend that, if asked in a group, the 
moderator does identify as he / she 
wishes and then gets on with the 
discussion . 

• It will be apparent to the focus 
group members that all members of 
the group are gay or lesbian. It is 
recommended that the moderator 
address that. Explain that the client 
wishes to know the responses and 
attitudes of people in the GLBT 
population. But stress that each per­
son in the group is to speak for 
himself/herself and not for the 
entire GLBT population. There 
seems to be a tendency for this pop­
ulation, more than for others, to 
express their responses and attitudes 
in the context of representing the 
entire population. 

4. Findings we can share 
• In many ways, GLBT consumers 

respond to products and services no 
differently from others populations. 
They look for quality, value, conve­
nience and service. 

• They do respond positively to 
products /services that cater to their 



special interest , w hen appropriate. 
For example, they are very aware of 
travel destinations that are gay / les­
bian-friendly. In that industry, the 
network of information, both 
online and word-of-mouth, is pow­
erful. 

• T hey will respond negatively to 
product/ services offe red by compa­
nies w ho are perceived as being 
anti-gay/ lesbian . This information 
may be communicated through the 
networks m entioned above or in the 
general m edia (e .g., a 
newspaper/ TV quote, a public stand 
on legislation or legislators negative 
to gay / lesbian interests) . 

• The gay (male) population is 
aware of the fac t that they index 
high on disposable income. They 
think it reasonable that purveyors of 
high-end products/ services target 
them in marketing and promotion. 

Gays and lesbians want general 
market advertising to be more 
inclusive of w hat they feel is the 
true face of America. To the gay / les­
bian communities, most general 
market advertising is non-represen­
tative of the American scene, 
because it traditionally excludes 
them . T hey are well-aware of the 
recent inclusion of racially diverse 
populati ons in general market 
advertising and feel the advertisers 
are losing potential sales by no t 
including representative of their 
communities. 

• Gays and lesbians want the visu­
al content of advertising and other 
marketing efforts in general market 
advertising to include gays and les­
bians as well as "straights" in natural 
se ttings. They don 't want blatant 
approaches, but rather two men/ two 
women in the sam e kinds of repre­
sentati ons (touching, looking "con­
nected") as the non-gay / lesbian 
charac ters in the advertising. With 
the proliferation of gay / lesbian par­
enting, they also want same sex par­
ents shown with their children . 

• Even if gays / lesbians use media 
direc ted at them, they are also, obvi­
ously, users of general market media. 
While the advertising in general 

market broadcast has not included 
them , the program content is 
increasingly including gay charac­
ters. They voice an appreciation of 
this trend and would reflect this 
appreciation by purchasing prod­
ucts/services of advertisers who 
sponsor programming that does 
include gays/lesbians. 

tion to evaluate the effect of includ­
ing the visuals mentioned above on 
their reactions to the advertising, 
the image of its purveyors and their 
intention to buy. The gay / lesbian 
population is a minority, of course, 
but its high-end demographics 
should lead general market advertis­
ers of appropriate products to con­
sider evaluating the content of their 
marketing. I Q 

• More research needs to be con­
ducted among the general popula-
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Missing out on 
the boom 

R
ecent articles in the trade press have pointed to efforts by 

marketers and advertisers to reach and attract Boomers. 
However, our research findings show that these efforts are 

falling short. 
The data indicates that Boomers continue to await evidence that 

marketers take Boomer needs into consideration when they develop 
new products and services - as well as evidence that their advertising 

understands and addresses the issues that motivate Boomers. 

Our most recent study confirmed that Boomers are savvy, up-to­
date consumers. It told us that Boomers carefully plan their purchases 
of key items, adapt to changing condition and attitudes, are open to 

new developments, seem to be among the leading user in a surprising 

category, and desire to stay healthy and continue in the mainstream. 
Let's examine these findings with regard to Boomer attitudes 

towards several important product and service areas - specifically in 

terms of what they imply for marketers and advertisers. 

New product acceptance 
Many marketers believe that Boomers are set in their ways and are 
therefore less likely than younger segments to try new products, espe­

cially packaged goods. 
In our investigation of four product categories, nine out of 10 

Boomers told us they would be very or somewhat likely to try new 
products in these categories: packaged foods, household cleaning prod­

ucts, personal care products, over-the-counter drugs. 
Additionally, seven in 10 Boomers told us they are very or some­

what likely to try new brands in existing product categories. 

The implications here for mar­

keters are clear:To attract and satisfY 

Boomers, they must focus aspects of 
their product development and 

communications programs on 
Boomer needs and motivations. 

Purchase planning 
Our study investigated purchase 

planning for a limited number of 
what are, for the most part low­
impulse-purchase products - each in 

a different price and utility category. 

The purpose of this line of questioning was to determine the extent of 
pre-planning for each, assess observed differences among the different 

price levels/utility levels, and draw inferences based on the findings. 

We learned that Boomer planning for the purchase of household 

appliances and small/new technology electronics is apparently on an 
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as-needed or as-persuaded basis, 
rather than being part of a long­
range plan. 

One in three Boomers plan to 
purchase a narrower utility product 
in the next three to six months. O f 
greatest interest/need are: household 
appliance (washing machine/ dryer, 
refrigerator), digital cameras, and lap­
top computers. Only one in 10 have 
similar plans six to 12 months out. 

Utility in these particular cate­
gories is determined by use, need, 
importance and interest - and is bal­
anced by price. 

On the other hand, Boomer plan­
ning for a new vehicle purchase or 
lease - a more expensive/broader 
utility item - is a longer-term 
process (and is identical for domestic 
and import nameplates) . One in 10 
are planning to purchase or lease a 
new vehicle in the next three 
months. Three in 10 are planning to 
purchase or lease in the next 12 
months. 

The higher the price, and broader 
the product utility, the more likely a 
product is to have a relatively long 
purchase planning cycle. And, con­
versely, products that are relatively 
lower priced, narrower utility items 
seem to generate need or interest 
more quickly (as with new technolo­
gy items) and thus, have a shorter 
purchase planning cycle. (This exam­
ple also tends to illustrate the interest 
that Boomers have in new technolo­
gy items, as will be illustrated further 
in a later section.) 

Marketers oflower-impulse items 

of varying utility who desire to 
attract Boomer money would do 
well to consider these timing impli­
cations in their communication and 
promotion planning. 

Significant product categories 
No study of ideas and attitudes in 
the Boomer marketplace would be 
complete without an assessment of 
their attitudes and behavior towards 
two product categories that are 
important aspects of American cul­
ture. 

• Motor vehicles 
One of the major problems the 

domestic automotive industry had to 
overcome has been a public belief 
that imports are better vehicles over­
all - specifically in terms of quality, 
dependabili ty, reliability and gas 
mileage. 

Our research indicates this attitude 
seems to be abating significantly 
among Boomers. Two out of five 
strongly disagree that domestic man­
ufactured cars are less reliable than 
imports (male Boomers to a still 
greater extent). An additional one in 
five disagree somewhat. 

In other words, 60 percent of 
Boomers are now strong targets for 
domestic vehicle nameplates. 

The opportunities this attitude 
opens to domestic manufacturers are 
obvious. They must continue to cre­
ate reliable products that have appeal 
for Boomer men and women. But 
more importantly, their advertising 
and public relations agencies must 
create communication programs that 

Socratic online product concept testing ... 

Last One (Left) In The Mall 
Is A Rotten Egg. 
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Five times as many people use the Web to shop today 
as did four years ago. That's where they find new 

products, research options and make purchase decisions. 

Socratic Technologies offers a full suite of 
online product concept testing and price 
sensitivity options with the modern 
consumer. 
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www.sotech.com. 
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focus on reliability as a key issue -
and convincingly demonstrate a high 
level of reliability to all prospects, 
particularly this newly interested 
group ofBoomers. 

• Fastjood restaurants 
Half of Boomers surveyed patron­

ize fast-food restaurants on occasions 
other than for lunch during the 
workweek. This sub-segment of 
apparent heavy and loyal fast-food 
fans apparently view these establish­
ments as "filling stations ."That is, 
they utilize fast-food restaurants as 
places where the can inexpensively 
satisfy their hunger with a food they 
like, and then move on. They also 
like the atmosphere of their favorite 
fast-food restaurants and are com­
fortable with other patrons in these 
establishments . 

Fast-food chains in general will 
continue to attract the Boomer "fill­
ing station" market, as they satisfy a 
basic, utilitarian need. However, a 
product-oriented differentiation -
and a feeling of continued comfort 
and welcomeness - is the order of 
the day for fast-food marketers wish­
ing to attract and/ or retain these 
Boomers. 

Technology. including computers 
and the Internet 
Boomer embracing of technology is 
- to some observers - a phenome­
non. Their ownership of computers 
and cell phones is at least on a pace 
with the rest of the U.S. population 
and in some instances outstrips other 
segments. Boomer affinity to tech­
nology likely stems from conve­
nience, especially the Internet and 
the handiness of cell phones . 

Our research indicates that Boomers 
are highly receptive to - and are a 
good market for - today's new tech­
nology products . For example, as our 
latest study found: 

• Nine in 10 Boomers own a com­
puter; almost all of these people also 
subscribe to an Internet service. 

• Boomers are participating to a 
significant extent in other electronic 
technology as well. Four in five own 
a cell phone (as compared with a 
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U.S. population average of 70 per­
cent). Two out of five own a digital 
camera - and their interest is grow­
ing (driven by taking vacation pic­
tures and grandchild pictures, and 
not having to bother with the incon­
venience and the expense of film and 
film processing). 

Boomer ownership and use of 
these products is one more piece of 
evidence disproving marketer atti­
tudes about older people being slow 
to accept new products and brands. 

Housing 
Boomers are unwilling to spend 
their retirement years in a place for 
"old people." Rather, when they 
retire, they wish their life to continue 
as it is- in a "normal" environment, 
with different kinds of people. 

Only one third of Boomers are 
planning to move to a new residence 
in the next 10 years. Half will stay in 
their current state; the other half is 
planning to move to another state. 

Half are planning on a more 
expensive home, half on a move to a 
less expensive home. 

The vast majority prefer their 
main residence - should they move 
at all - to be in a traditional subdivi­
sion that encompasses a full range of 
ages, as opposed to a planned com­
munity of seniors. 

The implications of this attitude 
are enormous for real estate compa­
nies, developers and operators of so­
called retirement communities. 

Personal health 
Personal health is a major Boomer 
concern and activity. Most Boomers 
now pay more attention to and par­
ticipate· in a wide variety of health­
care related activities as a way of pre­
serving their health. The conse­
quences of these Boomer activities 
have wide-ranging implications and 
potential for appropriate marketers. 

For example, we learned that: 
• Three out of four Boomers are 

on some form of diet, either self-reg­
ulated or with a commercial diet 
center. Considering the size of the 
Boomer segment, marketers of sup-
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plements and diet plans should take 
notice. 

• Two out of three Boomers are tak­
ing vitamins and/ or mineral/herbal 
supplements as a way of addressing 
their health needs and concerns. 
Marketers of these products should 
pay attention to Boomer motiva­
tions, and how they focus their com­
munications and promotional pro­
grams. 

• Two out of three Boomers walk 
for exercise at least three times per 
week. Consider the potential for 
such products and services as walking 
shoes, warm-up suits, shorts and t­
shirts, athletic socks, water bottles, 
energy bars and supplements, 
pedometers, hats and caps, small 
radios and CD players, etc. 

• Half of all Boomers have pur­
chased and use exercise equipment at 
home. Attention manufacturers of 
relevant equipment: All of your 
potential is not to be found among 
the young and muscular body­
builders! 

• Fifteen percent of Boomers 
belong to a health club. Again, con­
sidering the size of the Boomer seg­
ment, this is no small number. Sports 
and health clubs be aware that all of 
your potential is not Generation X! 
There is a group of people out there 
who exercise to maintain their health 
and vitality - but with a different set 
of motivations. 

Half of all Boomers surveyed told 
us that advertising convinced them 
to investigate a particular drug fur­
ther with their doctors. This tends to 
support the benefit of marketers 
understanding Boomer needs and 
motivations. That is, since prescrip­
tion drug advertising will focus on 
those most likely to have the prob­
lem for which it is the cure, chances 
are that Boomers will likely see them­
selves (or people looking like them­
selves) and their specific needs in the 
advertising. 

Boomers and marketers 
For some time now we have been 
tracking how Boomers view mar­
keters and advertisers, with regard to 
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their interest in providing Boomers 
with products and services they 
need, as well as interest in communi­
cating messages of relevance and 
importance to them. 

As we learned in all previous stud­
ies, Boomers continue to give mar­
keters and advertisers failing grades. 

• Three out of five rate manufac­
turers poor to fair with regard to 
understanding their interests in 
developing new products. Only 6 
percent rate them excellent or very 
good. 

• Three out of five rate those who 
create advertising poor to fair when 
it comes to understanding their 
needs and interests. Only 4 percent 
rate them excellent or very good. 

In an effort to help clarify 
Boomers' reasons behind these atti­
tudes, we added a series of questions 
to our most recent study. These ques­
tions assessed Boomer motivations 
connected with choosing a specific 
company or brand for its product or 
service - as well as the degree to 
which these motivations/needs are 
satisfied. 

- Products/ services and mar­
keters: With regard to motivation for 
purchase, 70 percent ofBoomers 
rated the following 9 or 10 on a 10-
point scale: offers products/services 
that are reasonably priced; offers 
high-quality products/services; 
respects me as a customer; offers 
products/ services that meet my 
needs. 

With regard to satisfaction of these 
motivations, only one in three rate 
each of these 9 or 10 on a 1 0-point 
scale. 

-Advertising and programming: 
Three in five Boomers feel that 
advertising in the major media 
would cause them to consider trying 
a product or service. The balance feel 
it has no influence at all. 

Three in 10 believe that advertis­
ing should use actors and models 
their age if it wants to attract their 
interest. Half believe that TV pro­
gramming should use more people 
their age. One in four are satisfied 
with television and television adver-



tising as it is. 
For the most part, Boomers con­

tinue to be disappointed with the 
degree to w hich marketers are satis­
fying their product needs. And, the 
majority feel that advertising is not 
speaking to them - in terms of mes­
sage, or in terms of showing people 
like them using the products. 

Profess interest 
Marketers and their advertising 
agencies continue to profess interest 
in reaching the Boomer market with 
appropriate products. They have 
communicated their interest by 
recently sponsoring a number of 
conferences on the importance of 
reaching the Boomer market, as well 
as how to reach them (for example, a 
recent]. Walter Thompson-sponsored 
event) . 

Further, several major advertising 
agencies have publicized their estab­
lishment of departments or sub­
sidiary agencies whose sole function 
they define as researching and devel­
oping programs to reach the Boomer 
market (including JWT). And, arti­
cles in the trade press have pointed 
with pride to the major efforts being 
made by marketers and advertisers to 
reach and attract the Boomers. 

Based on the trends established by 
our research, the "success" of these 
efforts has been negligible to non­
existent. On the contrary, our find­
ings indicate that Boomers continue 
to be dissatisfied, both with mar­
keters offering products that meet 
their needs and with advertising that 
understands and addresses their needs 
and motivations. 

In short, we have observed little 
change from the attitudes expressed 
by Boomers three years ago, when 
we first began to measure this sub­
ject. 

Obviously, there is a lesson to be 
learned here. As evidenced by 
Boomer attitudes, marketers wishing 
to attract Boomer money need to 
develop products that meet Boomer 
needs. They also need to convince 
Boomers that they care and to pro­
mote these products with marketing 

and advertising programs that attract 
Boomers' interest. 

Our current study offers some 
direction. We can see quite clearly 
that Boomers are savvy, up-to­
date consumers, with a specific se t 
of needs, motivations and behav­
ior patterns. And , we can see that 
their needs, motivations and 
behavior are different from those 
of all other segments in today's 
marketplace. 

For the most part, marketers seem 
either to not understand this, or 
choose to ignore it. The result is that 
in many instances, lack of marketer 
attention puts Boomers into the 
position of shopping and buying spe­
cific brands in many product cate­
gories primarily out of need rather 
than out of specific interest. In many 
of these categories, Boomers are 
more likely to shop on the basis of 
price and convenience, rather than 
out of brand/ store loyalty. 

This Boomer response to marketer 

inattention strongly suggests that if 
marketers want to build Boomer loy­
alty, those marketers had better show 
Boomers strong evidence that they 
understand Boomers are different, 
that they appreciate these differences 
and that they will address these dif­
ferences in their products and com­
munications. 

Otherwise, to Boomers these mar­
keters will remain just another brand 
or store, etc. They will attract 
Boomer business solely on the basis 
of price or convenience advantages -
as opposed to building, addressing 
and satisfying Boomer needs and 
motivations. 

Simply stated Boomers are the 
major segment in today's market­
place - in numbers and wealth. But 
despite their powerful status, all 
Boomers want is for marketers to 
treat them as they would any other 
segment. That is, understand them, 
speak to them, and give them what 
they want. I Q 
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Seen by 
tweens 

T
weens (kids aged from eight to 14) are described as the "richest 
generation" and most influential generation in history. Their 
nations are, so far, not at war. There's an endless variety of dis­

posable goods and leisure products designed specifically for them. 
They're sophisticated consumers, and thus they're a marketer's dream. 
But the marketer's dream has an ugly side - and this flipside is more 
akin to a nightmare. 

These are the facts. An average child in the United States, Australia 
and the U.K. sees between 20,000-40,000 commercials a year 
(Leonhardt and Kerwi).According to a study done in 1999 by the 
Annenberg Public Policy Center, children spend 60 percent more time 
watching television each year than they spend in school. Children's 
financial spending has roughly doubled every 10 years over the past 
three decades. Today the tween segment alone is estimated to control 
and influence an astounding $1.18 trillion per year via its pocket 
money and its general influence on their parents' purchasing decision. 
And this is exactly where this generation differs the most from previous 
generations - their ability to influence their parents to a degree never 
seen before. 

Three aspects of this generation make them extremely interesting. 
First, this is a very rich generation - with considerable financial poten­
tial and an ability to persuade their parents. Studying tweens across 11 

countries we have learned that in 

Getting kids 
to notice 
your brand 

most countries including the U.S., 
the U.K., Australia, Germany and 
Northern Europe, tweens have 
developed highly persuasive skills. 
They have well-planned arguments 
to help ensure that family purchases 
go their way. 

This leads to my second point: 
tweens affect their parents' brand 

choices - even when the brand is aimed at the parents. The 
BRANDchild study reveals that in up to 80 percent of all brand choic­
es, tweens control the final decision. Even when it comes to the choice 
of a car, more than 60 percent of all tweens had a substantial influence 
on the final decision. (BRAND child is a study of tween attitudes and 
behaviors, conducted by Millward Brown, which involved surveying 
several thousand kids from more than 70 cities in 15 countries 
throughout Europe, Asia, the United States and South America.) 

The third aspect refers to the cradle-to-grave phenomenon. At six 
months of age, a baby begins imitating simple sounds like "ma-ma." 

46 I Quirk's Marketing Research Review www.quirks.com 

By Martin Lindstrom 

Editor's note: Martin Lindstrom is 
CEO of the MartinLindstrom.com 
Group, an Australia-based consulting 
firm. He can be reached at 
brand @finds trom. com. 



Data Collection 
Costs 

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

GENESYS-IDp/u. 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. 

· ve IDt!. processing will speed up your data 
money and keep you looking good. 



Studies show that they also form 
mental images of corporate logos and 
mascots. Dr. James U. McNeal, an 
expert on kids and marketing, esti­
mates that brand loyalty can be influ­
enced from about the age of two, 
when babies begin forming mental 
pictures of corporate logos and mas­
cots. Children as young as three can 
recognize brand logos, and experts 
say that each lifetime consumer may 
be worth $100,000 to a retailer, mak­
ing effective cradle-to-grave strate­
gies extremely valuable. 

Based on the BRANDchild study 
of tweens and their relationship to 
brands, some interesting findings have 
emerged to shed light on some of the 
dos and don'ts when it comes to 
marketing to this generation. 

The 24/7 brand 
The major difference between today's 
tweens and those of yesteryear is that 
today's tweens no longer expect to be 
informed by traditional media. The 
purpose of television commercials is 
no longer to communicate product 
details to tweens. Today they simply 
aim to inspire. Once the inspiration 
has kicked in, then ideally the brand 
will become interactive as there will 
be other channels that will do the 
informing. Tweens will seek more 
information about the brand on the 
channels that are available to them 
around the clock. 

Forget the days where a brand 
closed down at 5 p.m. and reopened 
at 9 a.m. If your brand truly wants to 
talk to today's tweens it will need to 
focus its operations around the life of 
tweens - not traditional business rou­
tines. This audience might very well 
be mos.t affected by communication 
between 2:00 p.m. and 11:00 p.m. 
Monday to Friday - and then at any 
given hour on weekends . 

Tween hours tend to peak at the 
same time as the peak hours for tele­
vision commercials. This is when the 
chat room dialogues are running hot, 
and events are happening. So it's very 
important for companies to be oper­
ating simultaneously because this is 
the instant generation, and if they 
hear of something new and exciting 
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then they want it to be accessible. 
If the most important brand dia­

logue time is considered to be 
Sunday, well then the head office 
marketing department should be 
there to monitor the action. So first 
and foremost, operating hours need 
to change to accommodate the audi­
ence. And this is an audience that 
expects its brands to be available 
24/7 . 

Fish streaming 
There is a new trend amongst 
tweens. I call it fish streaming. Let me 
explain. How would you persuade a 
stream of fish to swim in a certain 
direction? Would you target the 
leader of the crowd? If so, who would 
that be? Tweens are in some ways 
similar - not one but several tweens, 
interlinked, decide the direction, the 
brand preferences and trends, and so 
take the lead. Notions of individual 
brand loyalty don't exist any more. If 
the group decides to boycott a brand, 
no individual loyalty would be strong 
enough to go against it. 

However the complex set of 
dynamics doesn't stop here. A tween 
fish stream involves much more than 
targeting tweens in one particular 
geographic area, because the true 
influence can extend to the other 
side of the world. One only needs to 
look as far as Pokemon to get a good 
idea of the reach. When Pokemon 
was first launched in Japan, it was 
increasingly clear to Nintendo that 
the characters - their names and their 
roles - had to be dramatically adjust­
ed to the U.S. market. The 
BRANDchild study in fact shows 
that 25 percent of all tweens commu­
nicate with other tweens beyond 
their national boundaries every week. 
We also learned from the study that 
international impulses clearly are 
more attractive and influential to 
tweens than trends coming from 
home. 

The introduction ofYu-Gi-Oh! 
shows how important international 
trends are. The game is in many ways 
similar to Pokemon or Dungeons and 
Dragons, but by now many U.S. 
tweens had already discovered it, long 
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before it was actually launched. 
They'd already taken advantage of the 
proliferation ofWeb sites dedicated to 
informing tweens about current 
Japanese trends. As a result, kids had 
already familiarized themselves with 
the characters learning from their 
friends in Japan. 

Branding as religion 
The role of religion is most likely 
going to be even more influential 
when marketing future brands 
towards tweens. Since September 11, 
the Bible as been on the Lycos list as 
the 50th-most-searched-for term. 
The movement towards religion not 
only offline but also online cannot be 
ignored. The Internet is a major pur­
veyor of spiritual expression at a time 
when spiritual hunger is growing in 
the West. 

One of the crazes that swept the 
Net didn't involve video games, 
music downloads, geek jokes, dancing 
babies or cracker codes - it involved 
God. Millions flocked to 
www.reata.org, a homespun site run 
by Reata Strickland, a Tuscaloosa, 
Ala., Sunday school teacher who 
took a short, anonymously written 
"Interview with God" and set it to 
Shockwave animation. An example: 
God is asked what's most surprising 
about humankind. God answers: 
"That they get bored with child­
hood. They rush to grow up and then 
long to be children again. That they 
lose their health to make money and 
then lose their money to restore their 
health." 

According to Jupiter Media 
Metrix, 2.4 million people visit the 
site each month. And all of this atten­
tion is happening by word of mouth. 
There has not been a single adver­
tisement for the site, it's barely rated a 
mention in the media and all the 
while Strickland is trying to figure 
out how she can pay for the cost of 
40 gigabytes of bandwidth a day - the 
t-shirt, mouse pad and screensaver 
sales are only just managing to keep 
her afloat. 

The site's popularity comes at a 
time when Christian-themed enter­
tainment is playing an increasingly 



central role in mainstream culture. 
The apocalyp tic Left Behind prod­
ucts have sold more than 40 million 
copies and continue to be a national 
phenomenon. Parents have so far 
bought over 22 million copies of the 
Christian-based children's videos 
Veggie Tales. And according to a 
Newsweek cover story, "Jesus Rocks," 
contemporary Christian albums sold 
more in 2002 than jazz, classical and 
New Age genres combined. 

The BRANDchild study shows 
that more than a year after 
September 11, 56.1 percent of all 
tweens across the globe found the 
word "religion" important- with 
U.S. (76.6 percent) and Brazilian 
tweens (78 .8 percent) expressing the 
most reverence for the word. Given 
the widespread anti-God message 
that has existed in recent history in 
China, it's not surprising that only 
20.7 percent of all Chinese tweens 
considered religion important. 

The NordicYouth Re earch 
Organization released the results of a 
study on civic participation among 

young people in Europe in 2000. It 
reveals that over the past nine years, 
active church membership was the 
fastest-growing trend among tweens. 
It goes on to state that there's been a 
fivefold increase in church member­
ships in central-western Europe and 
north-western Europe. In south-west­
ern Europe, this has increased tenfold. 

What's the concrete result of all 
this? Well first of all your branding 
needs to reflect trust, it needs to sell a 
spirit and needs to reflect a bigger 
picture. The days where one single 
product could take the world by 
storm are long gone. Today we are 
talking about tween concepts - repre­
senting a raft of products fulfilling 
several different needs, all represented 
by one brand. Pokemon, Ninja 
Turtles, Harry Potter. .. you name it. 
They've all succeeded because they 
spread their wings in such way that 
they almost became a "mini religion" 
- a belief the tweens could admire. 

1-800-PROVEIT 
This is a no-BS generation. Tweens 

put a premium on straight talk and 
are drawn to brands which display 
utter confidence and offer full-on 
accountability. Given the many cor­
porate collapses, the "grown-up" 
world has hardly proved to be a role 
model of honesty and transparency. 
But in light of this, the emerging 
trend clearly leans towards straight 
talk. 

Procter & Gamble is a huge com­
pany which has launched several 
campaigns based precisely on this 
straight-talk philosophy. Thei~ Old 
Spice High Endurance deodorant put 
its reputation on the line with a 
money-back guarantee and an invita­
tion to phone 1-800-PROVEIT.The 
tweens love it - and they've embraced 
the brand and the product. 

However this is also a generation 
which loves irony. A brand that so 
much as hints at feelings of self­
importance will secure itself a perma­
nent space in the tween-product 
graveyard. However the opposite atti­
tude could provide just the ticket to 
brand stardom. A sense of irony is 
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definitely the way to this generation's 
heart. Tweens hate brands that take 
themselves too seriously, but embrace 
those that are able to have a laugh at 
themselves. 

The Yoo-hoo Chocolate Beverage 
Corp. is not afraid to make fun of 
itself by sending a garbage truck 
painted in the brand's signature yel­
low and blue to hand out samples of 
its chocolate milk. The man behind 
the drink, the top flavor guru, is Dr. 
Yoo-hoo, who's introduced as "The 
Tsar ofTastiness! The Sultan of 
Scrumptiousness! The Maharaja of 
Mn11nmn1." 

On the Yoo-hoo site you can 
download wallpaper ofDr.Yoo-hoo's 
picture and it's of a quality that can 
hardly be called professional.You can 
also sneak a peek of the secret for­
mula that goes to create the Yoo-hoo 
drink ... but be warned: the sneaked 
peek is of a picture of Dr. Yahoo 
standing in front of a safe! 

When Yoo-hoo mounted its 
Stinkin' Summer Tour tweens flocked 
to hear groups like Blink-182 and lis­
ten to "the gospel of Hoo." So the 
whole tour managed to integrate the 
message and the brand, and needless 
to say the tweens were drinking Yoo­
hoo in "every town, parish and rag­
ing metropolis" across the United 
States. 

R eviewing product placement 
The BRANDchild study has con­
firmed what we have long suspected 
about the ongoing questions relating 
to product placement. Based on the 

A_e .lying Know.ltfdge 
mprovzng Deczszons TM 

qualitative segment of the research, 
we learned that rather than looking 
to traditional media, tweens take their 
brand cues from how the brand actu­
ally performs in various communi­
ties. Interestingly, we learned that 
product placement is the largest and 
most influential form of endorsement 
influencing tween brands. In almost 
all our group studies we learned that 
a substantial part of tween brand per­
ception is either built on a general 
opinion within the tween communi­
ty or is the result of product place­
ment seen on television programs 
like MTV Cribs - where several prod­
ucts seem to grow their brand equity. 

From a parent's point of view the 
good news is that tweens have no 
trouble separating the commercial 
from the editorial content. The bad 
news is that we will probably be see­
ing an increasing blend of ad and 
content. When the movie Blade 
Runner, adapted from a Philip K. 
Dick novel, was released, it featured 
huge neon ads for numerous big cor­
porations. Twenty years later, Minority 
R eport, another adaptation of a Philip 
K. Dick story, included product 
placements of 30 brands. The James 
Bond movie Die Another Day has 
been nicknamed Buy Another Day by 
some because it contains product 
placements worth $100 million. 

The merger between entertain­
ment and advertising is likely to grow 
even stronger as industries touch all 
bases in their attempts to reach 
tweens Product placement will soon 
become as commonplace on com-

puter games and mobile phones as it 
already is in most Hollywood movies. 
For a generation who's used to a total 
separation between these two worlds 
it sounds horrifying. But, as long as 
brands stick to the truth and fully 
acknowledge a commercial payment 
is part of the deal, they will succeed. 

I'll go further and venture to say 
that hardly a tween brand will survive 
in the future unless they include ele­
ments of product placement in their 
strategy. It will never be the driving 
marketing vehicle, but there's no 
doubt that product placement and 
establishing an online presence will 
become a vital element in launching 
a brand aimed at a tween market. 

So where does all this leave the 
tweens .. . and us? It is clear that what 
we learned about tweens only 10 
years ago is now significantly out of 
date. Brands will become increasingly 
digital. They will involve electronic 
screens, pocket computers, mobile 
phones and personal computers -
they will work across multiple plat­
forms- targeting tweens across mul­
tiple dimensions . Merchandising 
opportunities have taken center stage, 
and brands straddle online and offline 
worlds. In fact this bridge that brands 
create helps secure the life of a prod­
uct so that it can extend beyond the 
three-month average for any fad. 

Tweens have become the most 
influential brand gatekeepers - so 
as you develop your marketing 
plan and define your audience, 
bear in mind it's no longer just 
simply child's play! I Q 
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I Heating up, 
cooling down 

T
here is certainly no shortage of market research software. 
The software directories at www.quirks.com and Tim 
Macer's Web site (www.macer.co. uk) list hundreds of pack­

ages. A quick search on Google for the words "market research soft­
ware" nets a lot of hits. Even eBay has listings for market research 
software ! 

It's obviously partially the result of the Web. The nature of the 
Web lends itself to the development of interviewing systems, thus 
the number ofWeb interviewing systems has skyrocketed. When 
the Web as we know it was invented it was based on a document­
linking technology called hypertext. It was read-only, and interac­
tion was limited to jun1ping from document to document. 
However in a short space of time features were added to enable 
information to be collected by the Web browser software and 
passed back to the Web server for processing. The Web then gained 
a structure that made it a question-and-answer-based environment. 
CGI scripts (common gateway interface) that process information 
from Web forms on the Web server served as the starting point for 
Web interviewing systems. A fundamental feature of the Web is to 
ask questions and provide an answer (search engines for instance). 

CATI software hasn't had such a growth , and this is almost cer­
tainly because is far, far harder to develop than Web interviewing 
software and a lot harder to sell. The belief, which was largely erro­

neous, that there was a huge 
amount of money in Web inter­
viewing software led to a rash of 

and what's not in 
the research 
software industry 

Internet start-ups, very few of 
which have survived. I'm willing 
to bet that those who have sur-
vived now realize that survey soft­
ware is not a gold mine. 

Business models have mutated 
drastically. The sheer volume of 
software available for Web inter-
viewing now means that Web 
interviewing software is getting 

close to being a commodity, which is a mixed blessing for the buy­
ers. It means that you can buy on price, but it also means that qual­
ity software, which you may need, faces a tougher time surviving. 
Cheaper is not always better in the long term. 

The survey software world is, at the moment, an interesting place. In 
this article I'm going to emulate (with all due acknowledgment) Wired 
magazine's Wired/ Tired/ Expired feature for technology and culture 
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and present a view of what's hot 
and what's not in the survey soft­
ware world. 

Not: Web interviewing soft­
ware. Enough already. There are 
more systems than you can shake 
several sticks at and it's getting hard, 
very hard, to tell exactly what is 
unique about each one. Do we need 
any more? Well, unless it has some 
really unique features - and "drag 
and drop" questions, customized 
JavaScript pages, thin client scripting 
systems with tree-based question­
naire views and embedded Java 
applets aren't unique - then I don't 
think we do. We're still stuck with 
CATI-on-the-Web and there is little 
sign of any real innovation from any­
one, be they dot-corns or established 
vendors. What about quality control 
metrics and procedures for Web 
interviewing? Because Web inter­
viewing is completely software based 
we have a unique opportunity to 
track what is going on in an inter­
view and use this to improve the 
quality of the data and the quality of 
the experience for the respondent. 
E-mail sample management systems? 
How about making the interviews 
more FUN (and providing some 
technology to help do this)? When 
we lost the interviewer in the transi­
tion from CATI to the Web we also 
lost the ability to drag a respondent 
through 45 minutes of mind-numb­
ingly tedious questions. People just 
quit now; there's no bonding with 
the interviewer. We can't rely on the 
"just a few more minutes ... " gambit 
anymore. Web interviewing software 
is facing a real challenge now as sur­
veys carried out on CATI are moved 
to the Web. A lot of these CATI sur­
veys are very complex and the newer 
Web interviewing systems simply 
can't cope with them. 

Hot: More online qualitative 
software. This is one of the new 
frontiers for survey software. The 
Web is very good at connecting peo­
ple, we just need some new ways of 
gathering information from groups. 
It's well documented that open-end 
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responses on traditional Web ques­
tionnaires tend to be longer and 
more detailed. On the back end of 
this there is a place for automated 
text analysis programs. I would never 
propose that software can replace the 
insights of an experienced researcher, 
but a lot of work has been done on 
text processing and now we have the 
computer power to make it work for 
market research. 

Not: Data file formats that 
smell of punched cards. The 
Jacquard Loom was first developed 
in 1801. There doesn't seem to be a 
good reason to be commemorating it 
in 2004 with data file formats that 
trace themselves back to punched 
cards, which in turn were inspired by 
the Jacquard Loom. Multi-punch was 
a good idea at the time, but this isn't 
the time. Relational databases make 
good data repositories. There are still 
all sorts of issues to be resolved over 
how survey data should be organized 
for databases and how to do efficient 
processing of the data, but for data 
management and process reporting 
you can't beat a database. 

Hot: Panel management soft­
ware. There has been a huge growth 
in the use of panels in research, 
mainly driven by the Web. This hasn't 
been reflected by a growth in the 
availability of panel management 
software. Only two companies come 
to mind for this type of software, 
Nebu and GMI.What is needed is 
community management software, 
systems that track incentives, sam­
pling, usage, panelist responsiveness 
and communication with the pan­
elists. Instead of new Web interview­
ing systems, how about more panel 
management systems? I suspect the 
issue is the same as with CATI soft­
ware : it's hard to develop something 
that is appealing to enough compa­
mes. 

Not: CAPI software. CAPI took 
off in Europe years ago. In the U.S. it 
has a firm place in social research 
circles, but for market research in the 
U.S. it seems stuck. It's more likely 

www.quirks.com 

that in-person interviews will now 
take place via the Web in Wi-Fi hot 
spots or using GPRS cell phone 
connections . The problem of CAPI 
was sample management (hard) and 
machine costs (high). These days 
with a Web-enabled cell phone you 
may well be able to do quite a lot in 
person for very little cost. CAPI 
should be hot. The regulations gov­
erning cell phones mean that it is 
illegal to call them at random if the 
call recipient is charged for the call . 
Add to this number portability, so 
that subscribers can switch their land 
line number to their cell phone, and 
suddenly in-person interviewing has 
a whole new appeal. In theory you 
can obtain a list of numbers that have 
switched from land lines to cell 
phones, but the provision of this list 
is way behind (see 
www.neustar.com) .And that is with­
out the issues raised for CATI with 
the new DNC (do not call) list. 

Hot: CATI software. It's certain­
ly true that CATI is no longer in 
quite the dominant position it was in 
for data collection a few years ago. 
Joe Rafael, chairman of Opinion 
Access Corp., commented at a recent 
CASRO Data Collection workshop 
that "CATI , like Rodney 
Dangerfield, gets no respect." He's 
right. The Web has certainly changed 
the landscape for interviewing, but 
CATI isn't going away anytime soon 
in the U.S. or the rest of world. The 
economics of CATI are in flux 
because of offshore collection 
(Canada, India, etc.) taking off. CATI 
is now becoming integrated with 
Web interviewing, so-called "mixed 
mode" systems. The logistics of run­
ning CATI in remote locations is 
leading to new software (such as that 
from CfMC, Sawtooth and Pulse 
Train) to cope with distributed and 
mixed-mode CATI. There is even a 
chance that voice over IP (VOIP) 
technology will finally, really blend 
the Web with telephone interview­
ing. The commercial pressures in 
CATI are leading to changes in the 
form of CATI software packages. 
Sample management systems are 



now coping w ith different sorts o f 
modaliti es. It 's o nl y a matter oftime 

before paper interviewing j o ins th e 
mi x o f mi xed mode to give respo n­
dents a choice o f modali ties in w hich 

to compl ete qu es ti o nn aires. 
T he DNC list is ano th er chall enge 

fo r C AT! (a nd sa mpl e providers) . It 
m ay see m like it res tri cts ca lls even 
more (whatever the regulati ons, a lo t 
of DNC list m emb ers feel th ey 

should be exempt from calls fo r sur­
veys even ifthis isn 't th e case) .There 
is a chance th at the respi te fi·om tel e­

marketin g ca lls m ay make DN C list 
members m ore receptive to calls 

from resea rch compani es. M aybe 
C ATI wi ll ge t its respect after all. 

Not: Microso ft . l don't subscribe 
to o r agree with attackin g any specif­

ic co mpany, as is th e fas hi on with the 
detrac to rs of Mi croso ft. But there are 
some numbers that indi ca te that 

Microso ft is faili ng to domin ate th e 
Web serve r market. N etcraft 
(www. netcraft .com) publishes a 
m o nthly study on the o ftwa re used 

ucts fo r Web servers, w hereas the 
Fortune 100 don 't. It 's also interest­
ing th at th ere has bee n a small shift 
to non-M S-based serve rs in th e MR 

companies (but w ith a sample of 25 
sites, I don 't think too mu ch ca n be 

made of that) . Extrapolatin g th ese 
fi gures further is risky, but it must say 
som ething about the computin g 
infras tru cture of Fortune 100 com­
panies as compared to research com­

pani es . D oes it matter? M aybe not. 
But with resea rch compani es becom­
ing more invol ved with software as a 

way of adding value to their research 

findin gs, having some infrastru cture 
in common with large po tential 
cli ents may not be a bad idea. Talking 

the sa me language as your clients on 
all levels never hurts. 

Ho t: Using software to make 
money. Software i a way for 
research companies to make m oney. 
It isn 't just an infrastructure over­
head. U sing software to develop 

unique produ cts for the research 
marketplace is a chall enge, but it isn 't 

Microsoft Web server product useage 

2002 

M R Companies Fortune 100 

Using 
Microsoft 
Web server 67% 34 % 
products 

by Web serve rs. In D ecemb er 2003 it 
tes ted 45,980, 11 2 Web sites and 
fo und th at 79 percent of th em were 

no t runnin g Microso ft 's Web serve r 
products. In 2002 l did a small survey 
(v ia N etcraft) o f th e Web server 

produ cts being used on the Web sites 
of th e Fortun e 1 00 and the world 's 

top 25 market resea rch compani es . I 
repea ted thi s survey at th e end of 

2003. Th e chart shows the results. 
Of co urse there are correc ti ons 

appli ed fo r ava ilability of informa­
tio n, and mergers, etc. I used th e 
same li st for 2003 as fo r 2002 for 
co nsistency. It 's clea r th at MR com­
pani es tend to like Mi croso ft prod-

2003 

M R Compani es Fortune 100 

56% 30% 

impossible. R esearch compani es w ill 
always do market research and add 
valu e to information, but th e mode 

o f delive ry to th e client of these 
insights is becoming m ore impor­
tant. Excel and PowerPoint were 

g rea t in the '80s and early '90s, but 
it 's 2004 now. Technologies such as 

XML (extensible markup language) 
allow all sorts of information to be 

pac kaged in a form that allows 
cli ents to integrate it with their busi­
ness processes fa r more easily than 
befo re. R esearch companies all wa nt 
to be see n as an integral part of com­
panies' management process (repeat 
business !). Software can help this to 

www.quirks.com 

happen. Become a part of your 
client 's desktop! 

Post-Web era 
The influ ence of th e Web on survey 

software, now that we are in th e 
post-Web/ Internet era, seems to 

have concentrated on front-end, data 
acquisiti on tools. Web-based 

data/ client portals are growin g in 
use, but nowhere near as fas t as the 
front-end Web tools w hich have 

ga in ed acceptance. Th e Web has dis­
torted th e survey so ftwa re market­

place; it 's time fo r some balance to 
return. It 's a fac t that th e back-end 

tools have bee n neglected by the 
software developers to a large 
extent. Every day unglam oro us soft­

ware like Quantum, M erlin , M entor 
and Uncle run thou sands and th ou­

sands of cross tabulations w hi ch sti ll 
form the co re o f many resea rch 

compani es' analysis process . Li ke the 

venerable computer language 

COBOL, th ese program s are not 
going to die anytime soon , and th ere 

doesn 't seem to be much new 

around to take their place. An ind us­

trial-strength cross tabulation sys tem 

that ca n use a relational database 
intelligently would be rea lly usefu l. 

We've got a lot of survey software 

available compared to 10 or 20 yea rs 

ago. The qu estion is, is it focused on 

what th e research industry needs o r 

what is easier to develop? N ow that 

some of the hype has subsided fi·om 

the Web we may see some progress in 

th e neglected areas of need. Market 

research was an ea rly adopter of com­

puter technology because parts of 

market research really need software. 

If you make widgets th en software 

can help you do that, but you proba­

bly can get by without software. The 

challenge for the software vendors 

focused on market re earch is to move 

their products from an overh ead and 

infrastru cture role to a revenu e gener­

ation role. R eturn on investm ent is 

th e issue. The challenge for the 

research companies is to take th e 

opportunity that software provides 

and use it to make m oney. I Q 
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Survey Monitor 
cont inued from page 8 

cho ices) and 29 percent (a udio elec­

tronics choices) of all GLB respon­

dents responded th at targe ted adver­

ti sing to gays and lesbians was a spe­

cifi c reaso n fo r th em to prefer one 

brand to ano th er in th ese produ ct 

ca tegori es . 

T hese findin gs are fro m a nation­

w ide Witeck-Combs 
C ommunicati o ns/ H arri s Interac tive 

study of 2,376 adults, o f w h om 

approximately 7 percent self-identi­

fi ed as gay, lesbi an o r bi sexual. The 

survey was co ndu cted onlin e 

between N ovember 17 and 23, 

2003. 
An ea rli er study by th e sa me two 

firms showed th at GLB co nsum ers 

tend to read and view m any of the 

sa m e fo rms of m edia as th eir hetero­

sexual counterparts. H owever, across 

the boa rd , they favor lifes tyle, home 

decorating and design m agazines, 

news m agazines, and premium cable 
networks m ore than their non-gay 

co unterparts. 

Six ty perce nt (60 percent) of GLB 

individuals frequ ently o r occasional­

ly read mainstrea m news magazines 

such as Ti111 e and e11's week, w hile 

th e sa m e is tru e of 45 percent of 

heterosexuals surveyed. In additio n , 

41 percent of GL13 co nsum ers say 

th ey read lifestyle, h om e decorating 

and design m agazines, such as Martha 
Steu,art Livin,R or Architectu ral D(e,es t, 
frequ ently o r occasionally w hen 

compared w ith 30 percent o f non­

gay respondents. M ore GLB co n­

sum ers also report watching premi­

um cabl e networks like HBO, 

Showti1~1 e, and C inemax frequently 

o r occasio nally than do heterosexu­

als (52 percent to 45 percent). 

When asked abo ut readership pat­

terns fo r nati o nal gay magazines, 

such as Th e A dvocate, Out, and Curve, 
o ne- third (34 perce nt) of GLB 

respondents say th ey read these pub­

li ca ti ons frequ ently or occasionally. 

H owever, w hen asked abo ut news 

so urces th at all ow fo r grea t 

anonymity such as o nlin e channels 

like Gay.com and Planetout. com, 
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over four in 10 ( 41 perce nt) GLB 

individuals surveyed frequ ently o r 

occasionally visit gay o nlin e chan­

nels. On e in fi ve (19 percent) G LB 

respo ndents also repo rt th ey fre­

qu ently or occasionally read their 

local gay newspaper. 

"These data supp ort o ur ea rli er 

research th at revealed gay and les­

bi an co nsum ers are m edi a-hun grier 

th an ever and seek informati o n and 

entertainment fro m bo th main ­

stream and gay chann els," says John 

Butler, se nior strategist at Witeck­

C ombs Communica tion s. 

"Corporate m arketers sh ould co n­

sider th e o ptions as th ey develop 

strategies to reach th eir gay and les­

bi an custom ers. Th e co mpanies th at 

succeed in capturin g their share o f 

the GLB m arket's es timated $450 

billi on in buyin g power w ill do so 

by plac in g inclusive ads w ith tail o red 

m essages in places w here GLB co n­

sumers find informatio n. 

"The increased inclusio n of open­

ly gay and lesbian charac ter and 

programming on premium cable as 

well as network programming m ea ns 

GLB people are tunin g in m o re th an 

ever. Program s like Showtim e's 

Q11 eer as Folk and NB C's Will and 
C race also attrac t a large crossover 

audi ence, persuading m ore co mpa­

ni es to tail o r adverti sin g messages to 

gay and gay-fri endly audi ences - a 

techniqu e show n to increase brand 

loyalty," says Butler. " Opportunities 

for produ ct pl acem ents al o should 

no t be overl ooked . This is a simple, 

ye t effec tive way to co nn ect w ith a 

diverse audi ence including bo th gay 

and no n-gay consum ers. Bravo 's new 

show Queer E ye for tlt e Stra ipJtt Guy 
fea tured produ cts from GM C and 

Wilsons Lea ther, fo r in stance. 

" With nea rly 20 percent of gay 

and lesbian co nsum ers readin g co m ­

munity-based gay and lesbian 

regional newspapers regul arl y, these 

publi ca tions should no t be over­

looked as a resource fo r m edia pl an­

ners," says Butler. " Th ey offer mar­

keters a cos t-effec tive soluti o n to 

guidin g these sou ght after co n­

sum ers direc tl y to a produ ct o r ser-
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vice." Fo r more info rm ati on visit 

www. harris interac ti ve.co m o r 

www. w iteckcombs.co m. 

Tweens show marketing 
savvy 
N ew York-based Bu zzBac k M arket 

R esea rch 's rece nt adverti sin g survey 

reveals twee ns (8- 12- yea r-o lds) are 

m ore savvy to adverti sing, produ ct 

placem ent , ce lebri ty endo rse ment , 

and produ ct bra nding th an com ­

m o nl y un de rstood. T hey kn ow w hat 

m o tiva tes them to bu y and w here to 

shop. 

T he op inio n of twee ns impac ts 

th e future of adverti sin g, brand 

developmen t, produ ct placem ent 

and shoppi ng. Bu zzBac k's Twee n 

Adverti sin g Survey eli cited quantita­

ti ve and qualitative feedbac k fro m 

over 500 parti cipa nts, ages 8-1 2, 

across th e U.S. and in a va ri ety of 

socioeco no mi c levels. Survey results 

reveal trends o n tween attitud es 

towa rd adve rti sin g, produ ct purchas­

in g mo ti va ti o n , favo rite pl aces to 

shop, as we ll as th eir attitud e towa rd 

themselves, fa mily, school, and w hat 's 

important to th eir age gro up, e.g., 

" fittin g in ."Trends are based o n age, 

gender, and place m ent w ithin th e 

famil y. In co mpli ance w ith COPPA 

regulati o ns parental sup ervisio n was 

required fo r th e twee n parti cipati o n. 

An overview of th e res ults: 

• Brand sophi stica ti o n: 94 perce nt 

o f twee ns have hea rd o f th e word 

".brand " w hile 75 perce nt say th ey 

no ti ce brands assoc iated w ith stars in 

m ovies and TV. 

• Ad savvy - m ost comm o nly rec­

ogni zed ad types : TV comm ercials 

(92 percent), billboa rds (78 perce nt), 

radi o comm ercials (73 perce nt), 

produ ct pl ace m ent (approx. 50 per­

ce nt). 

• Produ ct placem ent recogniti o n : 

R es tauran t/ cereal box movie ti e- ins 

(52 perce n t), charac ters o n sh ows 

using brands (51 percent), and ca r­

toons based aro und branded toys (47 

perce nt) . 

• Star endorsem ent: 72 percent 

admit th at seein g th eir favo rite stars 

using a brand makes th em wa nt to 



use the brand. 
• Tweens enjoy entertaining adver­

tising: ads are "funny" ( 43 percent), 
"informative" (39 percent), and 
"interesting" (35 percent). 

• Less than 50 percent of tweens 
watch TV Ads: 19 percent get up 
and do something else, 18 percent 
change the channel, 12 percent stay 
seated, but do something else, 2 per­
cent don't watch TV at all . 

• American Idol brand association 
results ( 48 percent of surveyed 
tweens watch the show): 61 percent 
say they remember seeing commer­
cials while watching the show; 56 
percent remember seeing AI stars 
using certain brands (76 percent of 
whom consider this a form of adver­
tising - females [80 percent] vs. 
males [67 percent]); 48 percent 
believe AI stars really do use the 
products they endorse; 95 percent of 
those who do not believe the AI 
stars use the products say it doesn't 
affect their purchasing behavior. 

• Other influences: tweens recog­
nize what's "cool" two ways: 1) 
celebrity-endorsed advertising, and 
2) what the "cool" kids at school are 
using and wearing. 

• Favorite stores to shop (open­
ended question): Wal-Mart (29 per­
cent), Toys R Us (23 percent) and 
Target (7 percent). For more infor­
mation contact Carol Fitzgerald at 
646-519-8010, ext. 1 or visit 
www. buzz back. com. 

2003's top new product 
innovations 
The U.S. economy roared back to 
life in 2003 and so did consumer 
packaged goods companies, who 
collectively launched a record num­
ber of new products in 2003. All 
told, packaged goods firms churned 
out 33,678 new food, beverage, 
health and beauty aids, household 
and pet products during 2003, 
according to the Productscan Online 
database of new products from 
Naples, N.Y.-based Marketing 
Intelligence Service. 

2003's new product total was 6 
percent above 2002's total count and 

well ahead of 2001, the previous 
record year for new products. 

A near doubling of no- and low­
carbohydrate product launches in 
2003 helped pad the year's new 
product count as companies rushed 
to jump on the bandwagon of the 
year's hottest new products trend . 
2003 was also a big year for pet 
products , with product launches up 
over 68 percent from 2002's tally. 
Despite all of the new products , rela­
tively few were truly new and differ­
ent. Just 8.5 percent of2003's new 
products earned an Innovation 
Rating. Productscan Online's 
Innovation Ratings tally the number 
of new products that offer break­
through features or benefits in any 
one of the following six areas: for­
mulation, positioning, packaging, 
technology, creating a new market, 
and merchandising. 

If there was a theme that typified 
2003's "Build a Better Mousetrap " 
award winners, it would be saving 
time and making everyday life sim­
pler and easier. The 10 new products 
below were chosen by Productscan 
Online as the year's top innovations 
from the more than 30,000 new 
U.S. and Canadian introductions 
reported in 2003 by the database. 

Cereal is great in the morning, but 
milk and cereal aren't well suited for 
travel. Battle Creek, Mich.-based 
Kellogg Company has fixed that 
problem with an ingenious new cup 

New Product Introductions: 
1994-2003 

1994 ................... . 21,986 

1995 . . .. .. . .. . .... ...... 20,808 

1996 ....... ... . . ........ .4,496 

1997 .. . .. . ......... . .... 25,261 

1998 ..................... 5,181 

1999 .. .. .... .. .... . ..... 25,928 

2000. . ...... . . .. .. . . . ... 31,432 

2001. . ..... . . .. .. . ....... 32,025 

2002 .... ............... . . 1,785 

2003 ............... .. .... 3,678 

Source: Productscan® Online 
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for its Kellogg Drink'n Crunch 
Portable Cereals. The cup is actually 
two cups in one; an inner cup con­
tains cereal while an outer cup is to 
be filled with milk. The cereal and 
milk mix in your mouth, not in the 
cup, so the cereal never gets soggy. 
All this without a spoon or a bowl. 
Look for Drink'n Crunch in 
Kellogg cereal varieties like Froot 
Loops Minis Low Fat Granola, 
Tony's Frosted Crunch and Low Fat 
Granola. 

Chocolate lovers have a reason to 
celebrate with Hershey Foods' 
newest innovation. The Hershey, 
Pa.-based chocolate maker set the 
candy market on its ear with the 
launch of Hershey's Swoops Candy 
Slices. Shaped like potato chips, 
Swoops are a brand new shape in 
chocolate to "envelop your mouth 
in chocolate bliss." Better yet, the 
slices are packaged in six-count cups 
that easily fit into a lunch box or bag 
for a quick treat. Swoops are avail­
able in flavors like Hershey's Milk 
Chocolate, Reese's Peanut Butter 
Candy and York Mint Candy flavors. 

Health experts estimate that half 
of all American adults have blood 
cholesterol levels that are higher 
than they should be. That number 
could drop if Coca-Cola's Houston­
based Minute Maid Company has 
anything to do with it. The compa­
ny's new Minute Maid Premium 
Heart Wise 100% Pure Orange Juice 
can lower cholesterol levels with two 
8 fl. oz. servings of orange juice per 
day. An 8 fl. oz. serving of Heart 
Wise contains 1 gram of plant 
sterols, the ingredient responsible for 
the cholesterol-reducing effect. 

Now there's a new way to make 
cookies and cakes come out of the 
oven better than ever with new Pam 
for Baking with Flour. Featuring 
flour as an ingredient, this one-step 
product combines no-stick Pam 
with flour so that everything from 
cakes and muffins to bread and 
brownies turns out just right with 
less cleanup. 

According to Johnson & Johnson, 
the maker of new Aquafresh Floss 'n' 
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Cap Fluoride Toothpaste, just 2.5 
percent of U.S. households floss 
regularly. Floss 'n' Cap, a new 
toothpaste that contains floss inside 
of a cap located at the top of each 
toothpaste tube, makes it hard to 
forget to floss . The unique dis­
penser holds shred-resistant floss 
and detaches from the toothpaste 
cap should one finish the tooth­
paste first . 

In a world of disposable prod­
ucts, why do most Americans re­
use their toilet brushes? Maybe 
they won't for long if Bonita 
Springs, Fla.-based Prestige Brands 
International is successful with its 
new Comet Clean and Flush 
Flushable Toilet Cleaning System. 
Convenient and sanitary, the sys­
tem consists of a cleaning wand 
and five flushable, cleaner-infused 
brush tips . Since the Comet clean­
ing solution is contained in the 
brush tip, there's no need for liquid 
cleaners. Simply snap on the brush 
tip, clean the bowl and flush the 
brush tip down the toilet when 
finished. 

Plastic wrap is a product that can 
be frustrating to use, especially if it 
sticks to itself. New Glad Press'n 
Seal Sealable Plastic Wrap is differ­
ent . Featuring Griptex adhesive 
right on the sheet, Press 'n Seal 
sticks where you want it, when 
you want it for a tighter seal than 
ordinary wraps. Oakland, Calif­
based Clorox Company invites 
consumers to take the Press'n Seal 
challenge by covering a cup filled 
with liquid and turning the cup on 
its side to demonstrate the spill­
proof seal. Kids, don't try this at 
home! . 

Shaving is a time-consuming and 
messy task that many women hate . 
The Schick Intuition Refillable 
Razor from Milford, Conn.-based 
Pfizer, Inc. simplifies the job by 
smoothing and soothing the skin 
while shaving. The razor's triple 
blades are actually set in the center 
of the Skin Conditioning Solid bar 
so that the razor lathers and shaves 
in one easy step. Intuition comes 
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New Domestic Products by Industry (1999-2003) 

as reported in Productscan Online (www.productscan.com) 

Foods Beverages Health & Household Miscellaneous Pet 
Beauty Aids Products 

1999 11,626 3,069 9,519 872 296 546 

2000 13,373 3,541 11J47 1,695 349 727 

2001 13,200 3,777 11,597 2,088 569 794 

2002 13,452 3,584 10,979 2,091 814 865 

2003 14,812 3,984 11,139 1,546 739 1,458 

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

in Sensitive Skin and Normal to 
Dry Skin varieties. 

Tough cleaning jobs like crayons 
on walls, scuff marks on floors, 
soap scum in bathtubs and set-in 
dirt on stoves and refrigerators are 
a challenge for any cleaner. Now 
there's a single cleaner that will 
tackle these and a multitude of 
other tough cleaning tasks. The 
Mr. Clean Magic Eraser is a 
sponge-like "eraser" that is made 
of a unique cleaning material that 
penetrates surface grooves where 
dirt and grime get trapped . It 
breaks up tough dirt, lifting it away 
from surfaces after being activated 
with water. These disposable clean­
ing pads are new from Cincinnati­
based Procter & Gamble . 

A little bit of bleach can go a 
long way, especially bleach pack­
aged in big plastic bottles . Now 
there's a better way to bleach just 
what you want to and leave every­
thing else alone . The Clorox 
Bleach Pen is a gel pen that is ideal 
for laundry and household use. 
Equipped with a dual tip, the pen 
is perfect for stains like grass, red 
wine and tea on most white fabrics 
or around the house on grout and 
caulking or areas around sinks and 
tubs . 

International product launches 
never cease to amaze. Among the 
innovations that didn't make this 
year's mousetrap list were aspara­
gus-flavored cottage cheese from 
Germany and a bird's nest beverage 
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from Thailand. The top innovations 
presented below prove that some 
of the most intriguing innovations 
come from overseas markets. 

Comfort Fast Dry Fabric 
Conditioner is a liquid fabric soft­
ener innovation from the United 
Kingdom that actually helps 
clothes dry faster by removing 
more water from clothing during 
the washing machine's spin cycle. 

Cheese makes a great snack, but 
sold in block form, it's not conve­
nient . Dalter Parmi Petales 
Parmigiano Reggiano Cheese is a 
brick of cheese mounted on a cir­
cular grater; simply turn the brick 
to cut the cheese. It's new in 
France. 

Kids love frozen novelties, but 
they melt quickly in hot weather 
and often end up on clothing. Not 
with Iceland Kids Crew Jelly 
Lollies, which is new in the United 
Kingdom. When removed from the 
freezer, this frozen confection 
begins to defrost and slowly turns 
into a fruit jelly while maintaining 
its shape. 

With flu season upon us, the 
world may indeed be ready for the 
Thermofocus Infra Red 
Thermometer that is new in the 
United Kingdom. This thermome­
ter is a battery-operated device 
that detects infrared radiation from 
the urface of the forehead to ren­
der an accurate reading. 

Want to make your own wine at 
home, but don't have the time or 



I 

expertise? No problem with new 
Jacoby Traubenmost zum 
Selbermachen von Federweissem. 
New in Germany, this grape juice 
product is packaged in an aseptic 
container with a plastic screw cap. 
Once opened, yeast contained in 
the cap drops into the juice, which 
then turns into wine. For more 
information visit www.prod­
uctscan.com. 

Frozen pizza industry 
leaves consumers wanting 
more 
Barely an adult in the U.S. today 
has not succumbed to the combi­
nation of taste and fast-food con­
venience that is frozen pizza, 
according to a nationwide survey 
by Decision Analyst, Inc. , 
Arlington, Tex. Yet despite near 
universal consumption (93 percent 
of respondents), the survey (con­
ducted among a nationally repre­
sentative sample of 15,007 adult 

consumers) found many Americans 
dissatisfied with their pizza choic­
es. 

The largest brands cannot com­
plain of a lack of public exposure -
more than half of survey respon­
dents have eaten pizzas from 
Tony's, Di Giorno, Tombstone and 
Red Baron (Tombstone tops the 
list, with 7 4 percent having sam­
pled its products). Yet among these 
market leaders, only Di Giorno 
ranked among those pizzas con­
sumers will likely purchase again. 
Specialist producers California 
Pizza Kitchen and Freschetta are, 
with Di Giorno, the most likely to 
be tried again (between 62 and 65 
percent of respondents), while 
Tombstone and Red Baron strug­
gle to attract half of the first-time 
users to return to their products. 

"The data shows that no more 
than two in three consumers 
would try any frozen pizza brand 
again," says Decision Analyst, Inc . 

Vice President Bruce Crandall, 
who supervised the study. "In 
other words, at least one-third of 
consumers will switch to another 
brand or refuse to buy frozen pizza 
again." 

The reasons why people buy 
pizza offer few consolations to the 
manufacturers. Taste is the No. 1 
factor affecting purchases (with 36 
percent), followed by prior experi­
ence (23 percent) and value for 
money (15 percent). 

"The pizza producers have a real 
challenge on their hands to per­
suade consumers to sample, or 
resample, their pizzas," says 
Crandall. "Consumers clearly want 
good prices, but they also want 
excellent taste, and that means it's 
back to the test kitchens if the 
manufacturers - especially some of 
the largest sellers - want to keep 
their customers satisfied." For more 
information visit www.decisionan­
alyst.com. 

Take the guesswork out of decision-making. 

Use The Mail Research Center to 
support the mail surveys you and 
your clients need. 

The Mail Research Center offers you a reliable, cost­
effective resource for conducting market research by 
mail, providing you the data you need for making 
decisions. 

Whether it's brand research, customer profiling, or other 
unique research, we'll help you get the job done. Use us 
for full service or just a piece of the process. We fit in 
when and where you need us. Call today to discuss 

your project. 
1-800-873-2339 

or visit us at www.b2bmrc.com 

Corporate clients, research companies, advertising 
agencies, and consulting firms have all used our services 
to complete mail survey research projects (eSurveys 
too!). We have 56 years of experience. Put this track 
record to work for you. 

The Mail 
Research Center; 

a division qf Readex Research 
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Product and Service Update 
continued from page 12 

ness focus to include product develop­
ment and branding work in the con­
sumer products market. The systems 
designed to support this work include: 
new consumer-oriented tools and 
technologies for creating more engag­
ing online survey environments; new 
consumer panel and double-opt-in 
sample sources, including an expanded 
relationship with Wilton, Conn.-based 
research firm Greenfield Online; and 
new management and project special­
ists devoted to developing new pro­
grams specifically for the consumer 
products market. For more information 
visit www.sotech.com. 

ACNielsen has dollar-store 
data 
ACNielsen U .S. is now offering 
account-specific sales tracking and 
analysis for Fred's, Inc., a dollar-store 
chain that operates over 500 stores, 
mostly in the southeastern United 
States. This is the first time that 
account-specific sales information from 
a dollar store chain has been available. 
ACNielsen's analysis for Fred's is based 
on UPC-level point-of-sale data. 
Manufacturers who work with Fred's 
can see their products' performance in 
Fred's stores and in comparison to sales 
of competing products in the custom­
defined market where Fred's competes. 
For more information visit 
www.acnielsen.com. 

Hispanic market report from 
Synovate Diversity 
Miami-based research firm Synovate 
Diversity is now offering the 11th edi­
tion of the U .S. Hispanic Market 
Report. The new report, with over 340 
pages of riew primary research infor­
mation on the Hispanic Consumer 
market of the U.S., includes expanded 
segmentation of Hispanic acculturation 
levels, updated buying power, language 
use, media and advertising info, demo­
graphic data, product/service use, in­
depth Hispanic market profiles and for 
the first time, the top 80 multicultural 
markets around the country. For more 
information call Veronica Jijon at 305-
649-5400 or visit www.synovate.com. 
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Harris Interactive debuts auto 
industry offerings 
Harris Interactive, Rochester, N.Y, has 
introduced its enhanced, Internet-based 
market research capabilities for vehicle 
manufacturers and Tier 1-2-3 suppliers. 
Harris Interactive has developed the 
Automotive Insights Panel, a body of 
respondents identified from among its 
online panel of survey respondents. 
Harris Interactive's Automotive & 
Transportation Research capabilities 
include: migration of paper and phone­
based research to online methodolo­
gies; customer satisfaction, retention 
and loyalty testing; virtual, online con­
sumer clinics; interior and exterior 
product appearance testing; product 
feature / price testing; prototype/ con­
cept testing; and copy and advertising 
testing. For more information visit 
www.harrisinteractive. com. 

Text-data analysis tool from 
SPSS 
Chicago-based SPSS Inc. is now offer­
ing Predictive Text Analytics, a new 
solution focused on unlocking the 
insights trapped in widely collected, but 
rarely used, unstructured text data. 
Predictive Text Analytics is a text min­

ing solution designed for analytical cus­
tomer relationship management appli­
cations. Predictive Text Analytics inte­
grates text mining technologies with 
predictive analytic approaches to enable 
organizations to unify and analyze both 
unstructured text data and structured 
data across all interaction channels, 
including call centers, branch locations 
and Web sites. 

Today, in efforts to predict likely cus­
tomer behaviors such as cross-sell 
potential and propensity to churn, 
many organizations apply predictive 
analytic techniques to their structured 
customer data assets, including demo­
graphic and behavioral information. 
However, this analysis does not involve 
unstructured customer feedback, such 
as call center notes, e-mail requests and 
open-ended survey responses, as this 
feedback data cannot be accurately 
summarized and integrated with tradi­
tional structured data. 

Through incorporating specialized, 
automated text mining technologies, 
Predictive Text Analytics analyzes cus-
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tomer feedback to uncover and sum­
marize key concepts such as overall sat­
isfaction level, service frustration, price 
sensitivity, switching considerations and 
more. Once identified and extracted, 
these concepts are then integrated with 
the existing structured customer data. 
Then the entire data set can be evaluat­
ed using data mining to cluster, classify, 
segment, profile and predict the proba­
bility of this customer's next action. For 
more information visit www.spss.com. 

Briefly ... 
Anaheim, Cali£ -basedAlvairi-Derfler 
Associates has released its research report 
exploring ways to gauge and measure a elver­
rising impressions in the face ofTiVo and 
other DVRs,DVD players,VOD and other 
forms of nonlinear on-demand TV that 
challenge and threaten the existence of the 
30-second spot TV advertising model. For 
more information visit www.ad­
assoc.com/ adv _metrics.htm. 

Redlands, Calif-based ESRI Business 
Information Solutions has announced 
BusinessAnalyst Online, an updated and 
renamed version of its Web site. It combines 
geographic information system technology 
with business, demographic, and consumer 
household data to deliver Web capabilities 
previously available only through ESRis 
Business Analyst desktop software. For more 
information visit www.esribis.com/business­
analystonline. 

Information Resources Inc., Chicago, has 
launched a new analytic service called Mix 
Drivers/Portfolio. Designed for CPG manu­
facturers who market multiple competing 
brands within the same product category, the 
service is designed to reveal opportunities to 
increase profits by reallocating marketing 
spending across entire brand portfolios. For 
more information visit www.infores.com. 

G & S Research, Inc., CarmeL Ind, is now 
offering RepReview, a Internet-based study 
using the ePocrates panel of more than 4,500 
health care sales representatives from phar­
maceuticalmanufacturers to obtain their 
opinions on physicians, their 
employers and the competition. The 
study ascertains views of the indus­
try's trends , practices and the overall 
selling environment. A free synopsis 
of the study is available at www.gs­
research.com. 





Research Industry News 
continued from page 15 

Perseus Midwest director of sales, will 
transfer from the headquarters offices 
to Michigan to manage the office. 

Seattle-based Global Market 
Insite (GMI) has opened an Asia­
Pacific regional office in Sydney, 
Australia. The office will be headed by 
Bob Chua. 

Ted Kendall, who co-founded 
online qualitative software firm 
QualTalk, has left Q ualTalk to start a 
new venture. Operating under the 
umbrella of Glow Teknologies, a 
Greenwood Village, Colo., software 
company specializing in incentive 
compensation systems, Kendall has 
formed the Market Intelligence 
Services division to serve as a provider 
of market research services. 

East Hanover, N .J. , research firm 
Market Measures/Cozint has 
formed a new emerging markets 
team, focused on the market research 
needs of emerging pharmaceutical, 
medical device/ diagnostics and 
biotech companies. The new team 
also will offer services to organiza­
tions with a specialized interest in the 
pharmaceutical and health care indus­
tries. The team will be led by Cindy 
Blodgett, executive vice president of 
Market Measures/ Cozint. 
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Opinion Research 
Corporation, Princeton, N.J., has 
established the ORC Sports Research 
Desk and has hired Seth Levenstein, 
formerly president of Dynasty Sports 
Marketing, as director. 

John Aitchison, previously an 
online research director at TNS, has 
opened First Line Research, an 
online market research firm based in 
York, England. 

Names of Note 
continued from page 10 

TVG Marketing Research & 
Consulting, Fort Washington, Pa., 
has promoted Eric John and 
Melinda Shorr to associate vice 
president. 

FGI Research, Chapel Hill, N .C., 
has named Nicole Cicogna vice 
president of sales . 

Walker Information, Indianapolis, 
has announced several promo­
tions: Kim Veal to accounting 
specialist; Matthew Bane to IT 
project coordinator; Kerrie 
Castelo to direc tor of client ser­
vice; and Sarah Raines to pro­
ject director. Walker has also hired 
the fo llowing project directors: 
Emily Stucky, Joe Horvath 
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and Lauren Block. 

Richmond, Va.-based specialty 

chemical firm Albemarle 
Corporation has named John M. 
Steitz senior vice president. In 

this position, he is responsible for 

Albemarle's two global business 

units, sales and marketing, research 

and development, market research 

and the company's global regions. 

Melissa Anderson has joined 

MRS! (Marketing Research 

Services Inc.), Cincinnati, as 

research analyst. 

Opinion Research Corporation 

(ORC), Princeton, N.J., has named 
Seth Levenstein director of its 

new ORC Sports Research Desk. 

Atlanta-based Creative Research 
Services) Inc. has named Cynthia 
Avila account executive, Jennifer 
Lewis project director, and Pam 
Auclair manager of field opera­

tions. In addition, Lauren Irving 
has been promoted to senior pro­

ject director. 

ICR!International Communications 
Research, Media, Pa., has named 

James F. Fleckenstein vice presi­
dent, account services . He will head a 
new ICR office in NewYork City. 

New York-based Arbitron Inc. has 

named Ian Samuel client service 

representative for Arbitron 

Advertiser/ Agency Services. 

Greenfield Online, Wilton, Conn., 

has named announces Robert 
Mandl director of panels. 

R. Bruce Williamson has joined 

U30 Group) Inc., a Knoxville, Tenn., 

research firm, as vice president of 
analytics and development. 

San Francisco-based Socratic 
Technologies has named Donna 
Wydra vice president of its new 

Consumer Products Practice. 
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Anderso n 
Consulting 

Jeff Anderson Consulting, Inc. 
P.O. Box 1744 
La Jolla, CA 92038 
Ph . 858-456-4898 
Fax 858-454-4859 
E -mai I: jeff@jeffandersonconsu lt­
ing.com 
Contact: Jeff Anderson, C PC M, 
MBA 
"Blending Art With Science." 
Member QRCA/AMA. 

AutoPacific® 
AutoPaci f ic, Inc. 
2991 Dow Ave. 
Tustin, CA 92780 
Ph. 714-838-4234 
Fax 714-838-4260 
E-mail: dhall@autopacific.com 
www.autopacific .com 
Contact: Daniel Hall 
Auto Marketing & Product Experts. 
2,000 Groups Moderate & Recruit. 

RESEARCH 

C&R Research Services, I nc. 
500 N. Michigan Ave. 12th fl. 
Chicago, IL 60611 
Ph. 312-828-9200 
Fax 312-527-3113 
E-mail: info@crresearch.com 
www.cr-research.com 
Contact: Megan Burdick 
Leading Supplier Of Qual. Rsch. In 
The U.S. With Over 40 Yrs. of 
Experience. Latina/Gen . 
Consumer/Kids/50+ Age 
Segment/B2B. 

Cambr idge Associates, Ltd. 
2315 Fairway Ln. 
Greeley, CO 80634 
Ph. 800-934-8125 
Fax 970-339-8313 
E-mail: walt@postslot.com 
www.focusgroupguru.com 
Contact: Walt Kendall 
Focus Groups, Conjoint Analysis, 
Surveys. Call To Discover The 
Difference. 

Cambridge Research, I nc. 
3521 W. 24th St. 
Minneapolis, M N 55416 
Ph . 612 -929-8450 
Fax 612-929-8460 
E-mail: dalelongfellow@cam­
bridgeresearch.com 
www.cambridgeresearch.com 
Contact: Dale Longfellow 
High Tech, Executives, Bus.-To­
Bus., Ag ., Specifying Engineers. 

Campos Market Research, Inc. 
216 Blvd. of the Allies 
Pittsburgh, PA 15222-1619 
Ph . 412-471-8484, ext. 507 
Fax 412-471-8497 
E-mail : marketing@campos.com 
www.campos.com 
Contact: R. Yvonne Campos 
Full -Service Market Research. 
Custom Qual., Quant. & Online 
Rsch. 

C o m p I e t e. C o n f i d e n t. 

Chamberlain Research Consultants 
710 John Nolen Drive 
Madison, WI 53713 
Ph . 800-246-9779 
Fax 877-549-5990 
E-mail: quirks@chamerlainre­
search .com 
www.chamberlainresearch.com 
Contact: Tyler Walker, Dir. of Bus. 
Dev. 
Turning Answers into Actions™ 
Since 1988. 

Cheskin 
255 Shoreline Dr., Suite 350 
Redwood Shores, CA 94065 
Ph . 650-802-2100 
Fax 650-593-1125 
E-mail: fkorzenny@cheskin.com 
www.cheskin.com 
Contact: Felipe Korzenny, Ph.D. 
Strategic Rsch. Consultants 
Specializing in Tech & Consumer 
Goods in General, B2 B, Youth, 
Hispanic & Asian Markets. 

Consumer Dynamics and Behavioral 
Analysis, LLC 
8 Goodale Road 
Newton, NJ 07860-2782 
Ph. 973-383-7028 
Fax 973-383-6058 
E-mail: lzaback@cdandba.com 
www.cdandba.com 
Contact: Larry A. Zaback 
Strategically Focused, Act ionab le 
Consumer Insights. Proprietary 
Behavioral Research Techniques. 

Consumer Focus LLC 
660 Preston Forest Center, #197 
Dallas, TX 75230-2718 
Ph. 214-542-8787 
Fax 214-691-6021 
E -mai I: sstewart@consumerfocus­
co.com 
www.consumerfocusco .com 
Contact: Sue Stewart 
Over 20 Years of Experience in 
Consumer Marketing. 

Creative Focus, I nc. 
1120 Hope Rd ., Suite 150 
Atlanta, GA 30350 
Ph. 404-256-7000 
Fax 770-594-24 75 
E-mail: vardis@mindspring.com 
www.creativefocus. net 
Contact: Harry Vardis 
B2 B, Seniors, Telecom, Executives, 
Lawyers, Realtors. 

Danie l Associates 
49 Hill Rd ., Ste. 4 
Belmont, MA 02478 
Ph . 617 -484-6225 
Fax 800-2 43-3493 
E-mail: sdaniel@earthlink.net 
http://home .earth I ink .netl-sdaniel/ 
Contact: Stephen Daniel 
FOCUS/IT Understanding 
Technology Buying Processes. 

Decision Dr ivers 
197 Macy Rd. 
Briarcliff, NY 10510-1017 
Ph . 914-923-0266 
Fax 914-923-3699 
Contact: Sharon Driver 
Actionable Results To Drive Your 
Market Decisions. 

des1gn•forun 
Design Forum 
7575 Paragon Rd. 
Dayton, 0 H 45459 
Ph . 937-439-4400 
Fax 937-439-4340 
E-mail: bmckeon@designforum.com 
www.designforumresearch.com 
Contact: Beth McKeon 
Design Forum Is Your Full-Service 
Source For All Your Consumer or 
B2 B Research Needs. 

Direct Feedback, Inc. 
225 West Station Square Dr., Suite 
545 
Pittsburgh, PA 15219 
Ph . 800-519-2739 
Fax 412 -3 94-3660 
E-mail : amav@dfresearch.com 
www.dfresearch.com 
Contact: Sherri Mignella 
New Product. Advertising and B-to­
B. Custom Design/Analysis. 

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. 

Doyle Research Associates, Inc. 
400 N. Michigan Ave., Suite 800 
Chicago, I L 60611 
Ph. 312-863-7600 
Fax 312-863-7601 
E-mail: info@doyleresearch.com 
www.doyleresearch.com 
Contact : Kathy Doyle 
Est. 1986; 6 Moderators; Full-time 
Field Staff. Focus G rps. (Face-to­
Face/Phone/Online), Ethnographic/ 
Observational Rsch./Idea 
Generation/ Rsch./Ideation with 
Kids/Teens; New Prod. Dev., Adv. 

D/ R/S Health Care Consultants 
121 Greenwich Rd., Ste. 209 
Charlotte, NC 282 11 
Ph. 704-362-5211 
Fax 704-362-5216 
E-mail: drsimon@mindspring.com 
Contact: Dr. Murray Simon 
Qualitative Market Research By A 
Former Provider. 

Erl ich Transcultural Consultants 
11430 Burbank Blvd. 
North Hollywood, CA 91601 
Ph . 818-623-2425 
Fax 818-623-2429 
E-mail: info@etcethn ic.com 
www.etcethnic.com 
Contact: Andrew Erlich, Ph.D. 
Full Svc . Latino, Asian, African­
Amer., A mer. Indian M ktg. Rsch. 
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Fader & Associates 
372 Central Park W., Ste. 7 N 
New York, NY 10025 
Ph . 212-749-3986 
Fax 212-749-4087 
E-mail: info@faderfocus.com 
www. faderfocus.com 
Contact: Linda Hu 
Broad Range of Categories & 
Demographics Experience With All 
Size Clients. U.S. & Internationa 
Experience Excellent 
Strategic/Analytical Skills. 

Fine Research & Marketing, Inc. 
431 N. Grandview Ave. 
Daytona Beach, FL 32118 
Ph. 386-253-0809 
Fax 386-253-7272 
E-mail: RsrchPro@aol.com 
Contact: Evelyn Fine 
30+ Years of 
Domestic/International Qualitative 
Experience. Creative and Flexible. 

Focus LATINO 

Focus Latino 
1617 Cabinwood Cove 
Austin, TX 78746 
Ph. 512-306-7393 
Fax 512-328-6844 
E-mail: 
gcafocusl at i no@austi n. rr.com 
Contact: Guy Antonioli 
Contact: Beatriz Noriega 
Established 1996. Specialize in 
Qualitative Hispanic Consumer 
Research. Bilingual & Bicultural, 
Moderate in Spanish & English. 

F CUSED 
MARKETING RESEARC H INC. 

FOCUSED Marketing Research, Inc. 
P.O. Box 290 
Bedminster, PA 18910-0290 
Ph. 215-795-0900 
Fax 215-795-0909 
E -mai I: vpd@focusedmr.com 
www. focusedmr.com 
Contact: Vern Dougherty 
Contact: Donna Rafferty 
Insightful Analysis & Actionable 
Reports. Consumer, B-to-B, 
Internet, Rx & Pet Products. Call 
Us Today! 

Franklin Communications 
200 Valley Rd. 
Mt. Arlington, NJ 07856 
Ph. 973-601-0111 
Fax 973-601-0109 
E-mail: michael@fc4research.com 
www. fc4research.com 
Contact: Michael Franklin 
Specializing in Healthcare Research 
Since 1982. 

@Harris I nteractivee 

Harris Interactive 
135 Corporate Woods 
Rochester, NY 14623 
Ph. 800-866-7655 
Fax 585-272-8680 
E-mail: info@harrisinteractive.com 
www.harrisinteractive.com 
Contact: Jim Longo 
Offering Online & In-Person 
Qualitative Research . 

Henceforth, Inc. 
3412 Hopkins Crossroad 
Minnetonka, M N 55305-4305 
Ph. 952-938-1948 
Fax 952-938-2098 
E-mail: hence4th@att.net 
www.henceforthinc.com 
Contact: Judith Hence 
Full -Service Qual. Rsch.; 16 Years 
Exp: IDSis, Dyads, Focus Groups. 
QRCA, Certified Minority 
Enterprise. Engaging Interviews, 
Actionable Resu Its. 

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 
Consulting Firm Specializing In 
U.S. Hispanic Market. Serving 
Firms Targeting U.S. Latino 
Market. Offices : Miami/New York. 

.·~·.-:~. !··.···· 
IN - D.EPT H 

In-Depth: Technology Market Rsch . 
2090 Vistazo East 
Tiburon, CA 94920 
Ph. 415-789-1042 
Fax 415-789-0366 
E-mail: jacob@in­
depthresearch.com 
www. in-depthresearch.com 
Contact: Jacob Brown 
Premier Provider of Custom Market 
Research to Technology Companies. 
Focus Groups, Online Surveys, Web 
Site Usabilities, International 
Capabilities. 

innovation Management 
125 Timberhill Place 
Chape l Hil l, NC 27514 
Ph. 919-933-4676 
Fax 919-933-7115 
info@innovationmanagement.com 

www. innovationmanagement.com 
Kevin Leibel 
Insightful Qualitative Services from 
a Preferred Vendor of Coca-Cola, 
Quaker, Frito-Lay, Sunbeam. Food, 
Beverage, Packaging, Kids, Seniors. 
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Insight Research Associates 
500 N. Wells St., Suite 300 
Chicago, IL 60610 
Ph. 312-595-9500 
Fax 312 -595-9980 
E-mail: insight@insightresearch.net 
www. insightresearch.net 
Contact: Mark Ingwer, President 
Full -Service Qualitative Research. 
B2 B, Kids/Teens, Financial, 
Healthcare, Technology, Niche & 
Media. 

Insights Marketing Group, Inc. 
2512 Swanson Ave. 
Miami, FL 33133 
Ph. 305-854-2121 
Fax 305-854-2130 
E-mail: belkist@insights-marketing.com 
www. insights-marketi ng.com 
Contact: Belkist E. Padilla, Pres. 
Contact: Gloria Cantens, Dir. Qual. Rsch. 
Full-Service Qualitative Research. 
Experienced in Multicultural. Better 
Thinking, Better Qualitative. 

JUST THE FACTS:::. 
YOUR I NFORMAT I ON SOU R CF. •:i;: 

Just The Facts, Inc. 
P.O. Box 365 
Mt. Prospect, IL 60056 
Ph . 847 -506-0033 
Fax 847 -506-0018 
E -mai I: facts2 @interaccess.com 
www.j ustthefacts.com 
Contact: Bruce Tincknell 
Highly Skilled; Well Organized; 
Maintains Control While Enabling 
Creative Flow; Strategic 
Moderating; Actionable Results; 25 
Years Experience. 

l<nowledge 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. 

Leichliter Associates 
MARKET RESEARCH /IDEA DEVELOPMENT 

Leichliter Ascts . Mkt. Rsch./ 
Idea Development 
P.O. Box 788 FOR Station 
New York, NY 10150-0788 
Ph. 212-753-2099 
Fax 212-753-2599 
E-mail: lleichliter@aol.com 
www.leichliter.com 
Contact: Betsy Leichliter 
Targeted Focus G rps./Interviews/ 
Usability Rsch./Team Facilitation. 
Face-to-Face/Phone/Internet. 
Based: NYC & Chicago, 
Nat'I./Giobal Capabi lities. Free 
Initial Consultation. 

Loretta Marketing Group 
13935 S.W. 102 Court 
Miami, FL 33176 
Ph . 305-232-5002 
Fax 305-232-8010 
E-mail: lmg8010@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. 

Market Navigation, Inc. 
60 Dutch Hill Rd. 
Orangeburg, NY 10962 
Ph. 845-365-1391 ext. 228 
Fax 845-365-1022 
E-mail : eve@mnav.com 
E-mail : grs@mnav.com 
www.mnav.com 
Contact : Eve Zukergood, CEO 
Contact: George Silverman 
A Diverse Qual. & Mktg. Company 
Specializing In The Customer 
Decision Process, Optimizing Word­
of- Mouth, & Practical Innovation at 
Low Cost. 

Marketing Matrix International, Inc. 
2566 Overland Ave., Ste. 675 
Los Angeles, CA 90064 
Ph . 310-842-8312 
Fax 310-842-7212 
E-mail: selz@markmatrix.com 
Contact: Marcia Selz, Ph.D. 
Foe. Grps., In-Depth Intvs. & 
Telephone, Mailback & Online 
Surveys For Financial Svce. 
Companies. 

MCC Qualitative Consulting 
100 Plaza Dr. 
Secaucus, NJ 07094 
Ph. 201-865-4900 or 800-998-4777 
Fax 201 -865-0408 
E-mail: andrea@meadowcc.com 
www.meadowcc.com 
Contact: Andrea C. Schrager 
Insightful, Innovative, Impactful, 
Action -Oriented Team Approach. 
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Meczka Marketing/Research/ 
Cnsltg., Inc. 
5757 W. Century Blvd., Lobby Level 
Los Angeles, CA 90045 
Ph. 310-670-4824 
Fax 310-410-0780 
E-mail: adiaz@mmrcinc.com 
www.mmrcinc.com 
Contact: Anthony Diaz 
Quai./Quant. Rsch. 25 Yrs. Exp. 
Recruit & Facility. 

Media-Screen 
27 Mirabel Ave. 
San Francisco, CA 94110 
Ph. 415-647-2876 
Fax 413-723-8823 
E-mail: cate@media-screen.com 
www. media-screen .com 
Contact : Cate Rieger 
Focus Groups, 1-on-1s, Online Focus 
Groups, Ethnography. 

MedProbe™ Inc. 
13911 Ridgedale Dr., Suite 400 
Minneapolis, M N 55305 
Ph. 952-540-0718 
Fax 952-540-0721 
E-mail: MedPr@aol .com 
Contact: Asta Gersovitz, Ph arm. D. 
MedProbe™ Provides Full 
Qualitative & Advanced 
Quantitative Market Research 
Including SHARECAST & 
SHARE MAP. 

/."'1?:-o. ••• C.\,,.,. 

MILLENNIDM 
j 'l\111 ( 111{}-

Millennium Research, Inc. 
7493 W. 147th St., Ste. 201 
Apple Valley, M N 55124 
Ph. 952-431 -6320 
Fax 952-431 -6322 
E-mail : jjohnson@millenniumre­
searchinc.com 
www.millenniumresearchinc.com 
Contact: Jan Johnson 
Nat'l . & Int'l. Focus Groups, 
Executive Interviews, Fast 
Turnaround. 

Mountain Insight, LLC 
8185A Summerset Dr. 
Colorado Springs, CO 80920 
Ph. 719-522-0323 
Fax 719-522-0319 
E-mail : emotz@mountaininsight.com 
www.mountaininsight.com 
Contact: Eulee Motz 
Design, Moderation, Analysis of In­
Person & Telephone Focus Groups 
& Depth Interviews. Experienced 
Professionals. 

The New Marketing Network, Inc. 
225 W. Ohio St., Suite 600 
Chicago, IL 60610 
Ph . 312-670-0096 
Fax 312 -670-0126 
E-mail : info@newmarketingnetwork.com 
www. newmarketingnetwork .com 
Contact: Priscilla Wallace 
Creative Director, Now A Strategic, 
Results-Oriented Moderator. 

Newman Marketing Research 
11 Stoney Brook Blvd. 
Newtown Square, PA 19073 
Ph. 610-325-4337 
Fax 610-325-4338 
E-mail: fnewman@newmanmarket­
ingresearch.com 
www.newmanmarketingresearch.com 
Contact: Felicia Newman 
Qualitative Research Offering 
Innovative Techniques. 

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

Perception Research Services 
One Executive Dr. 
Fort Lee, NJ 07024 
Ph. 201-346-1600 
Fax 201-346-1616 
E-mail : info@prsresearch.com 
www. prsresearch .com 
Contact : Scott Young 
Pkg./Pos., Print Adv., Direct Mail & 
Web Usability. 

Pr imary Insights, Inc. 
650 Warrenville Rd., Ste. 301 
Lisle, I L 60532 
Ph. 630-963-8700 
Fax 630-963-8756 
E-mail: info@primaryinsights.com 
www.primaryinsights.com 
Contact: E Iaine Parkerson 
Sensitive Topics. Ideation. 
Exploration for Strategic Decision 
Making. Action-Oriented 
Recommendations. 

PRYBYL Group, Inc. 
2349 N. Lafayette St., Ste. 1200 
Arlington Heights, IL 60004 
Ph. 847-670-9602 
E-mail: mjrichards@prybylgroup.com 
www.prybylgroup.com 
Contact: Marilyn Richards 
3,000 Focus Groups and IDI's 
Successfully Conducted. Challenging 
and Short Notice Projects Welcomed. 

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., Indiv. 
Depth Interviews, Mini Grps. Skilled 
High Quality Moderating. Over 25 
Yrs. Exp. 

RIVA Market Research 
7316 Wisconsin Ave., Suite 450 
Bethesda, MD 2 0814 
Ph. 301 -652-3632 
Fax 301-907-0209 
E-mail: Research@RIVAinc.com 
www.RIVAinc .com 
Contact: Amber Marino Tedesco 
Full-Service Qualitative Company 
With 20+ Years Experience. 
Considered Industry Leader in 
Moderating & Train ing. 

Pamela Rogers Research, LLC 
2759 Fourth St. 
Boulder, CO 80304 
Ph . 303-443-3435 
Fax 303-443-3621 
E-mail: pamelarogers@aol.com 
www.pamelarogersresearch.com 
Contact: Pamela Rogers 
Exceptional Insights Since 1985; 
U.S., International, Online. 

Jav L. Roth & Associates 

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 
2 5 Years Experience! Great Groups, 
Insights & Reports! 

SCHNELLER ­

~ ualitative 
""'-

Paul Schneller Qualitative LLC 
300 Bleecker St. 
New York, NY 10014 
Ph. 212-675-1631 
www.gls.net/-answers 
Contact: Paul Schneller 
Full Aray: Ads/Packaged 
Goods/ R x/B us. -to- Bus./Consu mers. 
14+ Years Experience. 

SIL 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. 

SRA Research Group, Inc. 
1001 N. U.S. One, Ste. 310 
Jupiter, FL 33477 
Ph. 561-744-5662 
E-mail: info@sunbeltresearch.com 
www.sunbeltresearch.com 
Contact: Barbara L. Allan 
20+ Years Exp.; Business & 
Consumer Studies; Nat'l. & lnt'l. 
Exp. 

synovate 
R~rr.h ,-,inv.,ntffl 

Synovate 
580 White Plains Rd. 
Tarrytown, NY 10591 
Ph. 914-332-5300 
Fax 914-631-8300 
E-mail : steve.wolf@synovate.com 
www.synovate.com 
Contact: Steve Wolf 
Maximize The Power Of Your 
Qualitative And Get The Clear, 
Concise Results You Need For Real 
Business Decision-Making. 

• • • • • • • • • • AAAAAAAAAA 

TEN peopLE TALkiNCi 

Ten People Talking 
3016 W. Raye St. 
Seattle, WA 98199 
Ph. 206-216-0775 
Fax 206-216-0776 
E-mail: regina@tenpeopletalking.com 
www.tenpeopletalking.com 
Contact: Regina Szyszkiewicz, MA 
Specializing in Healthcare 
Qualitative Research. 

Uti lis 
Research & Consulting 

Uti lis 
966 St. Nicholas Ave., 2nd floor 
New York, NY 10032 
Ph. 212-939-0077 
Fax 212-862-2706 
E -mai I: rperez@uti I is-research.com 
www.utilis-research.com 
Contact: Raul Perez, Ph.D. 
Specialty in H ispanic/Latino 
Markets. Full-Service Qualitative: 
Focus Groups, !Dis, Ethnographies. 

Zebra Strategies 
2565 Broadway- 393 
New York, NY 10025 
Ph. 212-860-7128 
Fax 212-501-8401 
E -mai I: denene@zstrategies.net 
Contact: Denene Jonielle 
F-ull-Service Marketing Research. 
Flawless Recruiting, Moderating, 
Design, Nationwide. Expertise in 
Consumer, B2B & Multi-Cultural 
Research . 
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GEOGRAPHIC CROSS INDEX OF MODERATORS 
Refer to preceding pages for address, phone number and contact name. 

California 
Jeff Anderson Consulting, Inc. 
Auto Pacific, Inc. 
Cheskin 
Erlich Transcultural Consultants 
In-Depth: Technology Market Research 
Marketing Matrix International, Inc. 
Meczka M ktg./Rsch./Cnsltg., Inc. 
Media-Screen 

Colorado 
Cambridge Associates, Ltd. 
Mountain Insight, LLC 
Pamela Rogers Research, LLC 

Florida 
Fine Research & Marketing, Inc. 
Insights Marketing Group, Inc. 
Loretta Marketing Group 
SIL Group 
S RA Research Group, Inc. 

Georgia 
Creative Focus, Inc. 

Illinois 
C&R Research Services, Inc. 
Doyle Research Associates, Inc. 
Insight Research Associates 
Just The Facts, Inc. 
Leichliter Assoc. Mktg. Rsch./Idea Dev. 
The New Marketing Network, Inc. 
Primary Insights, Inc. 
PRYBYL Group, Inc. 

Maryland 
RIVA Market Research 

Massachusetts 
Daniel Associates 
Dolobowsky Qualitative Services, Inc. 

Minnesota 
Cambridge Research, Inc. 
Henceforth, Inc. 
MedProbe™ Inc. 
Millennium Research, Inc. 
Outsmart Marketing 

New Jersey 
Consumer Dynamics and 

Behavioral Analysis, LLC 
Franklin Communications 
Hispanic Research Inc. 
MCC Qualitative Consulting 
Perception Research Services 

New York 
Decision Drivers 
Fader & Associates 
Harris Interactive 
Knowledge Systems & Research, Inc. 
Leichliter Ascts. M kt. Rsch./Idea Dev. 
Market Navigation, Inc. 
The Research Department 
Jay L Roth & Associates, Inc. 
Paul Schneller Qualitative LLC 
Synovate 
Uti lis 
Zebra Strategies 

North Carolina 
D/R/S Health Care Consultants 
innovation Management 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to preceding pages for address, phone number and contact name. 

ADVERTISING FOCUSED Marketing Research, Inc. Fader & Associates 

Jeff Anderson Consulting, Inc. Insight Research Associates Fine Research & Marketing, Inc. 

C&R Research Services, Inc. Insights Marketing Group, Inc. FOCUSED Marketing Research, Inc. 

Cambridge Associates, Ltd. Just The Facts, Inc. 

Cambridge Research, Inc. ASIAN Knowledge Systems & Research, Inc. 

Decision Drivers Erlich Transcultural Consultants 
Leichliter Ascts. M kt. Rsch/Idea Dev. 

Doyle Research Associates, Inc. Market Navigation, Inc. 

Erlich Transcultural Consultants MCC Qualitative Consulting 

Fader & Associates ASSOCIATIONS Millennium Research, Inc. 

Fine Research & Marketing, Inc. Market Navigation, Inc. PRYBYL Group, Inc. 

Focus Latino Pamela Rogers Research, LLC The Research Department 

Insight Research Associates Pamela Rogers Research, LLC 

Insights Marketing Group, Inc. AUTOMOTIVE Jay L. Roth & Associates, Inc. 

Millennium Research, Inc. Auto Pacific, Inc. 
Paul Schneller Qualitative LLC 

The New Marketing Network, Inc. C&R Research Services, Inc. 
Synovate 

Outsmart Marketing Design Forum 
PRYBYL Group, Inc. Focus Latino CABLE 
The Research Department 

Erlich Transcultural Consultants C&R Research Services, Inc. 
Pamela Rogers Research, LLC 
Jay L. Roth & Associates, Inc. 

BIO-TECH CHILDREN Paul Schneller Qualitative LLC 
Market Navigation, Inc. C&R Research Services, Inc. 

AFRICAN-AMERICAN MedProbe, Inc. Doyle Research Associates, Inc. 
Fader & Associates 

Erlich Transcultural Consultants 
Henceforth, Inc. BRAND/CORPORATE FOCUSED Marketing Research, Inc. 

Insight Research Associates 
Insights Marketing Group, Inc. IDENTITY Just The Facts, Inc. 
Zebra Strategies Perception Research Services Market Navigation, Inc. 

Primary Insights, Inc. Zebra Strategies 
AGRICULTURE 
Cambridge Associates, Ltd. BUILDING PRODUCTS COMMUNICATIONS 
Cambridge Research, Inc. Marketing Advantage Rsch . Cnslts. RESEARCH FOCUSED Marketing Research, Inc. 

Cambridge Associates, Ltd. Millennium Research, Inc. BUS.-TO-BUS. Insight Research Associates 

ALCOHOLIC BEV. 
C&R Research Services, Inc. PRYBYL Group, Inc. 
Cambridge Associates, Ltd. Jay L. Roth & Associates, Inc. 

C&R Research Services, Inc. Cambridge Research, Inc. 
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Ohio 
Design Forum 

Pennsylvania 
Campos Market Research, Inc. 
Direct Feedback, Inc. 
FOCUSED Marketing Research, Inc. 
Newman Marketing Research 

Texas 
Consumer Focus LLC 
Focus Latino 

Washington 
Ten People Talking 

Wisconsin 
Chamberlain Research Consultants 

COMPUTERS/ 
HARDWARE 
In-Depth:Technology Market Rsch. 
Leichliter Ascts. M kt. Rsch/ldea Dev. 

COMPUTERS/MIS 
Daniel Associates 
Fader & Associates 
In-Depth:Technology Market Rsch. 
Leichliter Ascts. M kt. Rsch/Idea Dev. 
Marketing Advantage Rsch. Cnslts. 

CONSUMERS 
C&R Research Services, Inc. 
Consumer Focus LLC 
Decision Drivers 
Design Forum 
Fader & Associates 
Fine Research & Marketing, Inc. 
Insight Research Associates 
Just The Facts, Inc. 
Knowledge Systems & Research, Inc. 
PRYBYL Group, Inc. 
The Research Department 
Jay L. Roth & Associates, Inc. 

CUSTOMER 
SATISFACTION 
Marketing Advantage Rsch. Cnslts. 
Synovate 

DIRECT MARKETING 
Consumer Focus LLC 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 
Perception Research Services 
Synovate 
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EDUCATION HEALTH & BEAUTY INTERACTIVE PROD./ OBSERVATIONAL RSCH. 
Cambridge Associates, Ltd. PRODUCTS SERVICES/RETAILING Consumer Dynamics and Behavioral 
Insight Research Associates C&R Research Services, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. Analysis, LLC 
Just The Facts, Inc. Image Engineering, Inc. Doyle Research Associates, Inc. 
Market Navigation, Inc. PRYBYL Group, Inc. INTERNATIONAL Primary Insights, Inc. 
PRYBYL Group, Inc. Paul Schneller Qualitative LLC Fader & Associates 

Synovate Insight Research Associates ONLINE FOCUS GROUPS 
ELECTRONICS Primary Insights, Inc. C&R Research Services, Inc. 
PRYBYL Group, Inc. HEALTH CARE Pamela Rogers Research, LLC Cambridge Associates, Ltd. 

Jeff Anderson Consulting, Inc. Doyle Research Associates, Inc. 

EMPLOYEES D/R/S Health Care Consultants INTERNET Insights Marketing Group, Inc. 
Leichliter Ascts. Mkt. Rsch/Idea Dev. Primary Insights, Inc. Erlich Transcultural Consultants C&R Research Services, Inc. 

Fader & Associates Fader & Associates 
ETHNIC/M ULTICU LTUR- Focus Latino In-Depth:Technology Market Rsch. PACI<AGE DESIGN 
AL RESEARCH Franklin Communications Knowledge Systems & Research, Inc. RESEARCH 

Insight Research Associates Leichliter Ascts. Mkt. Rsch/Idea Dev. C&R Research Services, Inc. Cheskin Knowledge Systems & Research, Inc. MCC Qualitative Consulting Consumer Dynamics and Behavioral 
Leichliter Ascts. M kt. Rsch/Idea Dev. Perception Research Services Analysis, LLC ETHNOGRAPHIC MedProbe™ Inc. Jay L. Roth & Associates, Inc. Insight Research Associates 

RESEARCH Synovate Synovate Leichliter Ascts. M kt. Rsch/Idea Dev. 
C&R Research Services, Inc. Ten People Talking Perception Research Services 
Cheskin INTERNET SITE The Research Department 
Consumer Dynamics and Behavioral HIGH-TECH C 0 NT EN T /DESIGN Analysis, LLC Jeff Anderson Consulting, Inc. 

FOCUSED Marketing Research, Inc. PACKAGED GOODS 
Doyle Research Associates, Inc. Cheskin C&R Research Services, Inc. 
Insights Marketing Group, Inc. In-Depth:Technology Market Rsch. 

INVESTMENTS Cheskin 
Primary Insights, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. Consumer Dynamics and Behavioral 
Synovate PRYBYL Group, Inc. Leichliter Ascts. Mkt. Rsch/Idea Dev. Analysis, LLC 

Jay L. Roth & Associates, Inc. Doyle Research Associates, Inc. 
EXECUTIVES Synovate LATIN AM ERICA Focus Latino 
C&R Research Services, Inc. C&R Research Services, Inc. FOCUSED Marketing Research, Inc. 
Decision Drivers HISPANIC Insights Marketing Group, Inc. Insight Research Associates 
Fader & Associates C&R Research Services, Inc. Loretta Marketing Group Insights Marketing Group, Inc. 
Insight Research Associates Cheskin Just The Facts, Inc. 
Leichliter Ascts. M kt. Rsch/Idea Dev. Erlich Transcultural Consultants MEDICAL PROFESSION Jay L. Roth & Associates, Inc. 
Market Navigation, Inc. Focus Latino Cambridge Associates, Ltd. Synovate 
The Research Department Hispanic Research Inc. D/R/S Health Care Consultants 
Jay L. Roth & Associates, Inc. Insights Marketing Group, Inc. In-Depth: Technology Market Rsch. PARENTS 
Paul Schneller Qualitative LLC Loretta Marketing Group Insight Research Associates Fader & Associates 
Synovate Uti lis Market Navigation, Inc. Market Navigation, Inc. 

Zebra Strategies MedProbe™ Inc. 
FINANCIAL SERVICES Paul Schneller Qualitative LLC PET PRODUCTS 
Jeff Anderson Consulting, Inc. HOUSEHOLD Ten Peop le Talking C&R Research Services, Inc. 
C&R Research Services, Inc. PRODUCTS/CHORES Cambridge Research, Inc. 
Cambridge Associates, Ltd. C&R Research Services, Inc. MODERATOR TRAINING FOCUSED Marketing Research, Inc. 
Cambridge Research, Inc. The Research Department Market Navigation, Inc. Primary Insights, Inc. 
Consumer Focus LLC Paul Schneller Qualitative LLC PRYBYL Group, Inc. 
Fader & Associates NEW PRODUCT DEV. FOCUSED Marketing Research, Inc. 

HUMAN RESOURCES C&R Research Services, Inc. PHARMACEUTICALS Henceforth, Inc. 
ORGANIZATIONAL DEV. Cambridge Associates, Ltd. C&R Research Services, Inc. Insight Research Associates 

Cheskin Cambridge Associates, Ltd. Insights Marketing Group, Inc. Primary Insights, Inc. 
Consumer Dynamics and Behavioral D/R/S Health Care Consultants Leichliter Ascts. M kt. Rsch/Idea Dev. 

Marketing Matrix International, Inc. IDEA GENERATION 
Analysis, LLC Fader & Associates 

Doyle Research Associates, Inc. Focus Latino MCC Qualitative Consulting Doyle Research Associates, Inc. Fader & Associates FOCUSED Marketing Research, Inc. Jay L. Roth & Associates, Inc. Just The Facts, Inc. Insight Research Associates Franklin Communications The Research Department Leichliter Ascts. M kt. Rsch/Idea Dev. Just The Facts, Inc. In-Depth:Technology Market Rsch. Synovate Primary Insights, Inc. Market Navigation, Inc. Insight Research Associates 
Synovate Millennium Research, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. FOOD PRODUCTS/ The New Marketing Network, Inc. Market Navigation, Inc. 

NUTRITION IMAGE STUDIES Outsmart Marketing MCC Qualitative Consulting 
C&R Research Services, Inc. Cambridge Associates, Ltd. PRYBYL Group, Inc. MedProbe™ Inc. 
Fine Research & Marketing, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. The Research Department Pamela Rogers Research, LLC 
Outsmart Marketing Pamela Rogers Research, LLC Paul Schneller Qualitative LLC 
Just The Facts, Inc. INSURANCE Jay L. Roth & Associates, Inc. Synovate 
The Research Department Consumer Focus LLC Paul Schneller Qualitative LLC Ten People Talking 
Jay L. Roth & Associates, Inc. Leichliter Ascts. M kt. Rsch/Idea Dev. Synovate 
Paul Schneller Qualitative LLC 
Synovate 

Ten People Talking 
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moderator marl<etplace™ 

POLITICAUSOCIAL SENIORS 
RESEARCH C&R Research Services, Inc. 

Cambridge Associates, Ltd. Insight Research Associates 

Market Navigation, Inc. Primary Insights, Inc. 

POSITIONING SMALL BUSINESS/ 
RESEARCH ENTREPRENEURS 
Outsmart Marketing FOCUSED Marketing Research, Inc. 

Paul Schneller Qualitative LLC 

SOFT DRINI<S, BEER, 
PUBLIC POLICY RSCH. WINE 
Cambridge Associates, Ltd. C&R Research Services, Inc. 

PUBLISHING 
Cambridge Associates, Ltd. 
Focus Latino 

Cambridge Associates, Ltd. FOCUSED Marketing Research, Inc. 
Leichliter Ascts. M kt. Rsch/Idea Dev. Jay L. Roth & Associates, Inc. 
Market Navigation, Inc. 

SPORTS 
QUALITATIVE END- FOCUSED Marketing Research, Inc. 

USER TRAINING Pamela Rogers Research, LLC 

Primary Insights, Inc. 
STRATEGY 

RETAIL DEVELOPMENT 
Design Forum Primary Insights, Inc. 
Knowledge Systems & Research, Inc. Paul Schneller Qualitative LLC 
Leichliter Ascts. M kt. Rsch/Idea Dev. 
MCC Qualitative Consulting TEACHERS 
Synovate Market Navigation, Inc. 

PRYBYL Group, Inc. 
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TEENAGERS 
C&R Research Services, Inc. 
Doyle Research Associates, Inc. 
Fader & Associates 
Focus Latino 
Insight Research Associates 

TELECOMMUNICATIONS 
Daniel Associates 
In-Depth: Technology Market Rsch. 
Insight Research Associates 
Knowledge Systems & Research, Inc. 
Leichliter Ascts. Mkt. Rsch/Idea Dev. 
MCC Qualitative Consulting 
The Research Department 
Jay L. Roth & Associates, Inc. 
Synovate 
TELECONFERENCING 
Cambridge Research, Inc. 
Leichliter Ascts. M kt. Rsch/ldea Dev. 

TELEPHONE FOCUS 
GROUPS 
C&R Research Services, Inc. 
Cambridge Associates, Ltd. 
Doyle Research Associates, Inc. 

Leichliter Ascts. Mkt. Rsch!Idea Dev. 
Market Navigation, Inc. 
MedProbe, Inc. 
Millennium Research, Inc. 

TOURISM/HOSPITALITY 
Fine Research & Marketing, Inc. 

TOYS/GAMES 
C&R Research Services, Inc. 
Fader & Associates 
PRYBYL Group, Inc. 

TRAVEL 
Cambridge Associates, Ltd. 
Fine Research & Marketing, Inc. 
FOCUSED Marketing Research, Inc. 
PRYBYL Group, Inc. 

UTILITIES 
Cambridge Associates, Ltd. 

Knowledge Systems & Research, Inc. 
Jay L. Roth & Associates, Inc. 

VETERINARY MEDICINE 
FOCUSED Marketing Research, Inc. 

Paul Schneller Qualitative LLC 

WEALTHY 
Leichliter Ascts. Mkt. Rsch/ldea Dev. 

YOUTH 
C&R Research Services, Inc. 
Zebra Strategies 

have a 
story 
idea? 

we welcome 
submissions 

by our 
readers 

www.quirl<s.com 



Marl<eting Research 

Software Directory >>> 
The 2004 Directory of Marketing Research Software was compiled by sending listing forms to 

companies we identified as producers/vendors of marketing research-related software. This year's 

directory lists over 130 firms and over 330 software titles. The software firms are arranged 

alphabetically. Along with the company's vital information, we've also included the title(s) of the 

software they sell. 

To make finding software easier, we have added cross-reference tables grouping the various soft­

ware packages by capability (tabulation, integrated interviewing, CAPI/CASI, CATI, Web inter­

viewing, papet·/scan, and miscellaneous software). The tables show a list of each product's features 

and capabilities, allowing you to compare and contrast several products at a glance. Once you 

locate a package that interests you, simply refer to the company's listing in the alphabetical sec­

tion for more information. 

The company alphabetic section begins on page 72 

The software cross-reference tables begin on page 90 

Tabulation .............................. 90 Paper/Scan .............................. 99 

Integrated Interviewing .................... 95 Web Interviewing ........................ 100 

CAPI/CASI ............................. 96 Miscellaneous Software ................... 102 

CAT! .................................. 98 
Copyright 2004 Quirk's Marketing Research Review 
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Able Software Corp. 
5 Appletree Lane 

Advanced Data Research, Inc. 
1765 Star Batt Dr. 

Lexi ngton, MA 02420-2406 
Ph. 781-862-2804 

Rochester Hills, M I 48309 
Ph. 248-299-5300 

Fax 781-862-2640 Fax 248-299-5319 
E-mai l: info@ablesw.com 
www.ablesw.com 
Software: 

E -mai I: david@adrsoft.com 
www.adrsoft.com 
Software: 

RV 2 Abase 

What·s important t your customers? 
What do your employ es think? 
What do your members ... -

DO YOU 
KNOW? 

A ian SurveyPro 3.d~ 
Comprehensive survey software 
• One-time cost 
• Flexible licensing 
• Control entire survey process in-house 
• Web, Paper, and Kiosk options 
• Unlimited surveys 
• Unlimited respondents 
• Polished reports 
• Over 11,000 installations worldwide 

A ian SurveyHost2 

Full service Web and PDA surveys 
• Experienced design staff 
• No software required 
• Secure , monitored servers 
• Guaranteed project launch dates 
• Branding to match your corporate look and feel 
• Custom coding on request 

(800) 237-4565 x2 

APc!!a:! Intelligence 
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Alta Plana Corporation 
7300 Willow Ave . 
Takoma Park, MD 20912 
Ph. 301-270-0795 
E-mail: info@altaplana.com 
www.altaplana.com 
Software: 

SuperCROSS 
SuperSTAR 
SuperWeb 

AmSoft Systems 
12 Deer Lane 
Greenwich, CT 06830 
Ph. 203-622-4449 
E-mail: pu lse@amsoft.net 

www.amsoft.net 
Software: 

PULSE 

~ed 
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.pollack@analytica lgroup.com 
www.analyticalgroup .com 
Jack Pol lack, President 
Branch office: 

640 N. LaSalle Dr. 
Chicago, IL 60610 
Ph. 312-751-2915 
Fax 312-337-2551 
jerry.madansky@analytica lgroup.com 
www.analyticalgroup .com 
Jerry Madansky, CEO 

Software: 
Arthur 
M-Link 
Q-Leap 
Query Web 
Sp-Link 
Win Cross 
Win link 
Win Query 

WinQuery, Windows-based computer-aided 
interviewing system featuring easy question­
naire set-up, sample management, quota con­
trol, interviewing productivity and disposition 
reports . WinCross, a Windows-based crosstab­
ulations system. Full-featured tabulations with 
point-and-c lick Windows ease of use. WinCross 
features include a spell checker, edi t or, data­
base and graphics capability. QueryWeb, for 
Web-based interviewing on the Internet. 
(See advertisement on p. 53) 

Anyware Mobile Solutions 
5800 E. Skelly Dr., Suite 300 
Tulsa, 01< 74135 
Ph. 918-280-8693 
Fax 918-280-01 59 
E-mail: info@goanyware.com 
www.goanyware.com 
Software: 

Reform 



Apian Software 
400 N. 34th St., Suite 310 
Seattle, WA 98103 
Ph. 800-237-4565 
E-mail: sales@apian.com 
www.apian.com 
Software: 

Decision Pad 
DirectCollect 
l<eyCollect 
NetCollect 
Survey Pro 

With Survey Pro, you can quick ly and easily 
design questionnaires for Web, paper; and 
kiosks. Create full exportable reports using 
point-and-click tables, crosstabulations, 3-D 
pie charts, graphs. Full-service Web survey 
hosting also available through Apian 
Survey Host. Let our staff of experienced Web 
survey designers handle the layout and techni­
cal aspects of your online survey so you can 
concentrate on results. 
(See advertisement on p. 72) 

ARL-Products 
Haringvliet 401 
3011 ZP Rotterdam 
The Netherlands 
Ph. 31-10-282-74-44 
E-mail: rb@arl-consu lting.com 
www.arl-retai l.com 
Software: 

Mystery Shopping Software 

' r, r --= 
~ .,J _, ~ 

SURVEY SAMPLER 

ASDE Survey Sampler 
729 St. Joseph, Suite 201 
Gatineau, PQ J8Y 486 
Canada 
Ph. 819-770-3651 or 888-323-3651 
Fax 819-770-3688 
E-mail: info@surveysampler.com 
www.surveysampler.com 
Randa Bell 
Software: 

ASDE Survey Sampler- Canada 
ASDE Survey Sampler- USA 

AS DE has been providing methodologically 
sound and statistically accurate general popu­
lation phone samples for the USA and Canada 
for more than seven years. We continue to 
develop and improve North American tele­
phone sampling technology. Additional innov­
ative products available include : list cleaning 
systems, list matching services and IV R tech­
nology. 
(See advertisement on p. 73) 

AS KIA 
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.com 
Software: 

Askia 
Askia Analyse 
Askia Face 
Askia Voice 
Askia Web 

Contact us for: 

ATP limited 
Roebuck House 
288 Upper Richmond Road West 
E. Sheen, London SW14 7JG 
United l<ingdom 
Ph. 44-20-8878-4695 
Fax 44-20-8876-0439 
E-mai l : info@atp.co.uk 
www.atp.co.uk 
Raz l<han 
Software: 

Specwriters' Work Beanch 
Vector 
Winyaps 
Yaps 

• Quality representative sample 
• Experienced and 

knowledgeable service 
• Competitive pricing 
• Fastest sampling turnaround 

Part of your team 
as you serve 
your clients. 

For sampling, 
list cleaning, and 
IVR services, 
contact: 
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AutoData Systems 
6111 Blue Circle Dr. 
Minneapolis, M N 55343 
Ph. 952-938-4710 or 800-662-2192 
Fax 952 -938-4693 
E-mail: sales@autodata.com 
www.autodata.com 
Software: 

ExpertS can 
Scannable Office 
Survey Plus 2000 

Beach Tech Corporation 
4131 Vincent Ave. S. 
Minneapolis, M N 55410 
Ph. 612-924-9193 ext. 521 
Fax 612-926-1145 
E-mail : sales@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: jparnau@surview.com 
www.surview.com 
Software: 

Surview Sales Development 

The Bonham Group Market Research Co. 
1625 Broadway, Suite 1530 
Denver; CO 80202 
Ph. 303-592-4290 
Fax 303-592-4293 
E-mail: sbradley@bonham.com 
www.bonham.com 
Shawn Bradley 
Software: 

Business Forecast Systems 
68 Leonard St. 
Be lmont, 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 X E 

Caliper Corporation 
1172 Beacon St. 
Newton, MA 02461 
Ph. 617-527-4700 
Fax 617-527-5113 
E-mail: info@caliper.com 
www.caliper.com 
Contact: Sales 
Software: 

Mapitude for Redistricting 
Mapitude for the Web 
Maptitude 
TransCAD 
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CAMO 
1486 Route 9 N., #209 
Woodbridge, NJ 
Ph. 732 -602-8886 
Fax 732-602-8887 
E-mail: sales@camo.com 
www.camo.com 
Software: 

The Designer 
The U nscrambler 

Cardiff Software 
3220 Executive Ridge Dr. 
Vista, CA 92083 
Ph. 760-936-4500 
Fax 760-936-4800 
E-mail: sales@cardiff.com 
www.cardiff.com 
Software: 

Teleform 

Claritas I nc. 
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 
Carol Fitsimmons 
Software: 
Consumer Point 

iMARI< 
iMARI< Online 
iXPRESS 

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 
Software: 

COSI 
MENTOR 
SoundSurvent 
SURVENT 
WebSURVENT 

CfMC offers a full -featured Web interviewing 
system, unequalled phone number manage­
ment system, exceptional support staff, prod­
uct R&D, custom programming, and service 
bureau services. Software products include 
SURVENT and Web-SURVENT (for inter­
viewing), MENTOR and COSI (for data analy­
sis) and Script Composer (a Windows-based 
system for composing questionnaires). 
(See advertisement on p. 34) 
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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 
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@conversoft.com 
www.conversoft .com 
Software: 

CONVERSO CAPI 
CONVERSO CASI 
CONVERSO CATI 
CONVERSO CAWI 
CONVERSO Pocket 

Creative Research Systems 
411 B St., Suite 2 
Petaluma, CA 94952 
Ph. 707-765-1001 
Fax 707-765-1068 
E-mail : info@surveysystem.com 
www.surveysystem.com 
Bill Eaton- Up, 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 888-966-0999 
Fax 801-966-9417 
E-mail : cyberman@xmission.com 
www.cneticso I utions.com 
R. l<ent Francis, President 
Software: 

The Survey 

Cytel Software 
675 Massachusetts Ave. 
Cambridge, MA 02139 
Ph. 617 -661-2011 
Fax 617 -661 -4405 
E-mail: sales@cytel.com 
www.cytel.com 
Sean Mcintosh 
Software: 

East 3.0 
Log X act 
StatXact 
StatXact Procs for SAS Users 



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, Pres ident 
Software: 

StatCheck Stat Checking 
WinPrin 

DATABASE S CIENCES 

Database Sciences, Inc. 
140 Rte . 17 North 
Paramus, NJ 07652 
Ph. 201-262-8500 ext. 12 
Fax 201 -262-8285 
E -mai I: info@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 industries. Our proprietary Web survey 
development 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 sur­
veys on the Web with skip patterns, 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 materi­
als. 
<See advertisement on Inside Back Cover) 

Databeacon Inc. 
1565 Carling Ave. , Suite 300 
Ottawa, ON 1<1Z 8R1 
Canada 
Ph. 613-729-4480 or 888-921-8360 
Fax 613-729-6711 
E-mail: info@databeacon.com 
www.databeacon.com 
Software: 

Databeacon 

DATAN , Inc. 
S kylands/Poconos Office 
96 Angen Road 
Washington, NJ 07882 
Ph. 908-689-4060 
Fax 908-689-4060 
E-mail: merlin@datan.com 
www.datan.com 
Michael C. Stentz, Ph.D., President 
Software: 

FASTAB Ad Hoc Tabulation 
MERLIN Tabulation System 
MERLIN Plus (plus menus) 
M P E Data Entry & Editing 

Data USA, Inc. 
P.O. Box 91 
Madison, CT 06443 
Ph. 203-453-5555 
Fax 203-453-8322 
E-mail: tracy@datausainc.com 
www.datausainc.com 
Tracy Costin, Executive Director 
Software: 

E -C rosstabs 

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 
PASS 
Power & Precision 
SO LAS 
Stat Most 
X Pro 

DBM Associates 
One Salem Sq., Suite 104W 
Whitehouse Station, NJ 08889 
Ph. 908-534-1665 
Fax 908-534-1244 
E-mail: bruce@dbma.com 
www.dbma.com 
Software: 

ARCS IVR/Web 

;:, \~t} 
..-"';r •• Decision Analyst, Inc. 
Decision Analyst, Inc. 
604 Avenue H East 
Arlington, TX 76011-3100 
Ph. 817-640-6166 or 800-262-5974 
Fax 817-640-6567 
E-mail: jthomas@decisionanalyst.com 
www.decisionanalyst.com 
Jerry W. Thomas 
Software: 

STATS 

STATS'" 2000 is a software package for IBM­
compatible PCs. The software: generates ran­
dom numbers; calculates sample sizes; com­
putes the mean, standard deviation, standard 
error, range for keyboard-entered data; deter­
mines the standard error of proportion; per­
forms significance tests between two percent­
ages from independent samples, or dependent 
samples; does significance tests between aver­
ages from independent samples; performs Chi­
square analysis. 
<See advertisement on p. 11) 

www.quirks.com 

Delph us, Inc . 
152 Speedwell Ave. 
Morristown, NJ 07960 
Ph. 973-267-9269 
Fax 973-285-9248 
E-mail: h levenbach@delphus.com 
www.delphus.com 
H. Leven bach, President 
Software: 

PEER Forecaster 
PEER Planner for Windows 

Digisoft Computers, Inc. 
9 East 40th St. 
New York, NY 10016 
Ph. 212-687-1810 
Fax 212-687-1781 
E-mail: sales@digisoft.com 
www.digisoft.com 
Andrew Davidson, Marketing Director 
Software: 

Telescript 5.5 

Drago Consulting Inc. 
131 D.W. Hwy., #233 
Nashua, N H 03060 
Ph. 603-483-2981 
Fax 603-483-2981 
E-mail: service@dragoweb.com 
www.dragoweb.com 
Software: 

Survey Stats 

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.eas idemograph i cs.com 
Software: 

The Rite Site 

ESRI Business Information Solutions 
8620 Westwood Center Dr. 
Vienna, VA 22182 
Ph. 800-292-2224 or 800-394-3690 
Fax 703-917-9061 
E-mail: br@esribis.com 
www.esribis.com 
David Huffman, Managing Director 
Software: 

Community Coder 

E-Tabs Ltd. 
European Headquarters 
Heather House 
Heather Gardens 
London NW11 9HS 
United l< ingdom 
Ph. 44-20-8455-4665 
Fax 44-20-8731-9591 
E-mail: info@e-tabs.com 
www.e-tabs.com 
Benjamin Rietti 
Software: 

E-Tabs Interactive 
E-Tabs Lite Reader 
E-Tabs Professional Reader 
E-Tabs Web 
E-Tabs Writer 
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Finjan Software 
2025 Gateway Place, Suite 180 
San Jose, CA 95110 
Ph. 408-452-9700 
Fax 408-452-9701 
E-mail: sales@finjan.com 
www.finjan .com 
Software: 

Mirage Enterprise 

confirm it.(® 
FIRM INC. 
Future Information Research Management Inc. 

424 W 33rd St., Suite 520 
New York, NY 10001 
Ph. 888-444-2070 
Fax 212-268-0354 
E-mail: info@confirmit.com 
www.confi rm it.com 
Software: 

Confirm it 

Confirmit is the world's leading online survey 
and reporting software used by the largest 
market research agencies in the world and by 
Global1,000 companies. The software is used 
for various strategic applications such ascus­
tomer satisfaction, market research and 
employee satisfaction. Confirmit is a product 
of Future Information Research Management 
-FIRM. 
(See advertisement on p. 18) 

Fleetwood Group, Inc. 
P.O. Box 1259 
Holland, MI 49422-1259 
Ph. 616-396-1142 or 800-257-6390 
Fax 616-820-8301 
E-mail: sales@fleetwoodgroup.com 
www.replysystems.com 
Heather Brunson or Pat Moody 
Software: 

Reply 

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-sampling.com 
Gregg l<ennedy, Vice President 
Software: 

GENESYS Sampling Systems 
GENESYS-Pius 

GENESYS allows you to design and generate 
random digit dialing (ROD) sample - com­
pletely on your computer, no modem needed. 
Geographic definitions as small as census 
tractJBG (e.g . national, state, county, DMA, 
M SA, ZIP code and area code/exchange). 
Target samples based on over 20 demographic 
variables. Create incidence and coverage esti­
mates. PRIZM and congressional districts 
available. GENESYS-Pius. Hardware/soft-
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ware/database systems for identifying and 
purging non-household/non-productive num­
bers from RDD samples. 
(See advertisement on p. 4 7) 

Geographic Data Technology, Inc. 
11 Lafayette St. 
Lebanon, N H 03766 
Ph. 800-331 -7881 
Fax 603-643-6808 
E-mail: sales@gdtl.com 
www.geographic.com 
Software: 

Dyna Map/Census 

~ / 

Global Market Insite , Inc. 
2835 82nd Ave. S.E., Suite A 
Mercer Island, WA 98040 
Ph . 425-369-0197 
Fax 425-369-0198 
E-mail: rwmonster@gmi-mr.com 
www.gmi-mr.com 
Rob Monster, President 
Software: 

Net-ACA 
N ET-CAPI 
N ET-CATI 
Net-DB 
NET-Focus 
N ET- M R Suite 
N ET- M R Tabulation 
Net-Panel 
Net- Paper 
NET-Survey 

G MI provides e-business solutions for market 
research. G M I's Net- M R software suite inte­
grates features for panel management, project 
management, mixed-mode data collection, and 
analysis and reporting. Net- M R is entirely 
Web-based. The tools are enhanced by access 
to GMI's online consumer panel, which is 
active in over 170 countries. In addition, G M I 
provides cost-effective service bureau support 

and custom software development services. 
(See advertisement on p. 77) 

Halogen Software Inc. 
17 Auriga Dr. 
Ottawa, ON 1<2E 7T9 
Canada 
Ph. 866-566-7778 or 613-744-2254 
Fax 613-744-4001 
E -mai I: sales@halogensoftware.com 
www.halogensoftware.com 
Software: 

eSurveyor 3.1 Domino 
eSurveyor 3.2 Open 

www.qu i rks.com 

Hostedware 
16 Technology Dr. 
Irvine, CA 92618 
Ph. 949-585 -1501 
Fax 949-585-0050 
E-mail : sales@hostedware.com 
www.hostedware .com 
Software: 

Hosted Survey 

I NFORMATION 
T OOLS 

Information Tools Ltd. 
920 Courtland 
Park Ridge, IL 60068 
Ph. 847-384-1080 
Fax 847 -384-1073 
E-mail: usamail@infotool.com 
www.infotool.com 
Chuck Bende 
Software: 

ESPRI 
HARMON I 
MEDIASTAR 

Information Tools provide ES PRI and HAR ­
M 0 N I software and database service to 
enable insight and understanding from interro­
gating databases without the burden of having 
to set the data up. ESPRI is for those who 
wish to see patterns and relationships in their 
market research data. HARM 0 N I brings all 
your different marketing data together in one 
powerfully easy investigative tool. 
(See advertisement on p. 79) 

lnquisite Web Surveys 
3001 Bee Caves Rd ., Suite 100 
Austin, TX 78746 
Ph. 512 -225-6800 or 800-581-7354 (sales) 

Fax 512 -225 -6690 
E-mail: info@inquisite.com 

www.inquis ite .com 
Software: 

Inquisite Web Survey 

Inquisite® allows you to easily create profes­
sional Web su rveys and reports. We eliminate 
the high cost of outsourcing and put you in 
control of the survey process. Inquisite is ideal 
for the non-technical business manager who 
recognizes the value of ongoing feedback and 
needs the rapid implementation of Web sur­
veys. With I nqu is ite, you can gather the strate­
gic intelligence to make better decisions­
quickly, easily, and more cost-effectively. 
(See advertisement on p. 5) 
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Insight Marketing Systems Pty. Ltd. 
12/171 Fitzroy Street 
St. l<ilda, VIC 3182 
Australia 
Ph . 61 -3-9534-5699 
Fax 61-3-9534-8311 
E-mai l: daryl.maloney@insightmarketing.com.au 
www.insight marketing.com.au 
Software: 

Research Reporter 

insightexpress:i:· 
Research for the Right Decision • 

InsightExpress, LLC 
1351 Washington Blvd. 
Stamford, CT 06902 
Ph. 877-329-1552 or 203-359-4174 
Fax 203-359-4718 
E-mail: dadams@insightexpress.com 
www. insightexpress.com 
Doug Adams 
Software : 

Conjoint Analysis 
Insight Express 
Insight Panels 
Satisfaction Express 

Insight Express is the world's leading provider 
of fully automated market research. Our 
proven methodology successfully leverages the 
power of the Internet to deliver timely, afford­
able and reliable research conducted among 
targeted audiences, customers and employees. 
With the 55-year heritage of the largest cus­
tom market research firm in North America 
behind us, we offer our clients a wealth of 
experience and expertise that spans the entire 
range of research methodologies and tech­
niques. 
(See advertisement on p. 17) 

Interview Technology 
Raadhuisstraat 46 
1016 DG Amsterdam 
The Netherlands 
Ph. 31-20-620-15-89 
Fax 31-20-638-72-99 
E-mail: itsales@interviewtechnology.com 
www.interviewtechnology.com 
Andre Smit 
Software: 

IT CATI/CAPI/Web 

!tracks 
150- 820 51st Street E. 
Saskatoon·, Sl< S71< OX8 
Canada 
Ph. 306-665-5026 or 888-525-5026 
Fax 306-665-2045 
E-mail: info@itracks.com 
www. itracks.com 
Software: 

Bulletin Board Focus Groups 
!tracks Online CATI 
!tracks Online Surveys 
Online Focus Groups 
Website Usability 

78 I Quirk's Marketing Research Review 

Mapinfo Corporation 
One Global View 
Troy, NY 12180 
Ph. 518-285-6000 or 800-327-8627 
Fax 518-285-6070 
E-mail: sales@mapinfo.com 
www.mapinfo.com 
Software: 

Maplnfo Professionai/MapX 

Market Advantage Consulting & Software 
1751 W. Dieh l Rd., Suite 150 
Naperville, I L 60563 
Ph. 630-428-1847 
Fax 630-428-1947 
E-mail: info@marketadvantageconsult.com 
www. marketadvantageconsu lt.com 
Software : 

MiningSolv 
PrefSolv 
SegmentSolv 

Marketing and Research Data Consultants 
M ROC Ltd . 
14 Tonbridge Chambers 
Pembury Road 
Tonbridge, l<entTN9 2HZ 
United l<ingdom 
Ph. 44-1732-350035 
Fax 44-1732-351135 
E-mail : info@mrdc.co.uk 
www.mrdc.co.uk 
Software: 

MRDCL 
MrHUB 
OnTraq 
Report Direct 

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 

www.quirks.com 

Marketing 
&stems 
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. l<ulp, Pres ident 
Software : 

GENESYS Sampling Systems: See GENESYS 
Sampling Systems listing. 
GENES YS - PLUS: Hardware/software/data­
base systems for identifying and purging non­
household/ non-productive numbers from ROD 
samples. 
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 tabu lations. Point-and-click to tables 
or spreadsheets for further analysis. 
<See advertisement on pp. 47, 83) 

Market Miner, Inc. 
1650 State Farm Blvd. 
Charlottesville, VA 22911 
Ph. 434-977-0686 
Fax 434-977-9615 
E-mail: info@marketminer.com 
www.marketminer.com 
Software: 

MarketM iner 

MOSS 
Marketing Decision Support Systems, Inc. 
7098 N. Shadeland Ave ., Suite H 
Indianapolis, IN 46220 
Ph. 800-870-M DSS or 317-594-3150 
Fax 317 -594-3155 
E-mail: kathy@mdssworld.com 
www.mdssworld .com 
l<athy Pellman, Vice President 
Software: 

Research Tracker II 

Memphis International 
The Octagon 
Exchange Tower 
London El4 9GE 
United l<ingdom 
Ph. 44-20-7345-1322 
Fax 44-20-7345-1320 
E-mail: post@memphissoftware.com 
www.memph issoftware.com 
Ingi Thorsteinsson 
Software: 

Survey Explorer 
Survey Viewer 





MICROTAB® 
Microtab, Inc. 
500 Sun Valley Dr., Unit D-2 
Roswell, GA 30076 
Ph. 866-MICROTAB or 770-552-7856 
Fax 770-552-7719 
E -mai I: info@microtab.com 
www.microtab.com 
Larry Hills, Managing Director 
Software: 

M icrotab X P 2004 - Professional Edition 
M icrotab X P 2004 - Standard Edition 
Microtab XP 2004 Ad-on Module 

New! Microtab® XP 2004- Cross Tabulation 
Software for Windows. Choose either the 
Standard or Professional Edition. An add-on 
module seamlessly imports variable names, 
data and the question and answer text from 
SPSS.sav files. Automatically create tables 
with one click, including settings of weights for 
means and stat testing parameters for your 
tables. Our low price includes 24/7 support. 
(See advertisement on p. 80) 

Mobile Memoir, LLC 
16200 Dal las Pkwy., Suite 140 
Dallas, TX 75248-2684 
Ph. 512-342-2330 
www.mobilememoir.com 
Software: 

Mobile Memoir 
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Modern Survey, Inc. 
701 N. 3rd St., Su ite 202 
Minneapolis, M N 55401 
Ph. 612-399-3837 
Fax 612-399-0754 
E -mai I: triley@modernsurvey.com 
www.modernsurvey.com 
Tim Riley, Sr. V.P. Bus. Dev. 
Software: 

i-measure 

Moskowitz Jacobs Inc. 
1025 Westchester Ave. 
White Plains, NY 10604 
Ph. 914-421-7400 
Fax 914-428-8364 
E-mail: mj i@mj i-design lab.com 
www.mj i-design lab. com 
Software: 

IdeaMap.Net 

MSinteractive- Perception Analyzer 
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@perceptionanalyzer.com 
www.perceptionanalyzer.com 
David Pauli, Sales Manager 
Software: 

Perception Analyzer 

• Multivariate Weighting 
• New Boolean Logic 

• Auto-log of All Actions 
• Spell Checker 
• Read SPSS*.sav Files 
• No Command Syntax 
·Windows 95 or Higher 
• Free 24/7 Support 
·Save Directly to Word, Excel 

or as an HTM L File 

866-642-7682 
www .microtab. com 

Microtab is a registered trademar1c of Microtab, Incorporated 

www.quirks.com 

Multivariate Software, Inc. 
15720 Ventura Blvd ., Suite 306 
Encino, CA 91436-2989 
Ph. 818-906-0740 or 800-301-4456 
Fax 818-906-8205 
E -mai I: sales@mvsoft.com 
www.mvsoft.com 
Software: 

EQS Structural Equations Mode ling 

The NameStormers 
2811 Declaration Cir. 
Lago Vista, TX 78645-7523 
Ph. 512 -267-1814 or 214-350-6214 
Fax 512-26 7-9723 
E -mai I: mi ke@namestormers.com 
www.namestormers.com 
Michael L. Carr, Di rector 
Software : 

Headliner 
Name Pro 

NCSS 
329 N. 1000 E. 
l<aysville, UT 84037 
Ph. 801 -546-0445 
Fax 801-546-3907 
E -mai I: sales@ncss.com 
www.ncss.com 
Jerry Hintze 
Software : 

NCSS 

NEBU b.v. 
Assum 16a 
191 M L U itgeest 
The Netherlands 
Ph. 31 -25-131-14-13 
Fax 31-25-131-61-00 
E-mail : info@nebu.com 
www.nebu.com 
Software : 

Dub InterViewer 
Dub Panel Man 
Nebu Office Su ite 

Net Raker 
1300 Crittenden Lane, Suite 204 
Mountain View, CA 94043 
Ph. 877-483-2114 or 650-810-2250 
Fax 650-810-2255 
E-mail: sales@netraker.com 
www.netraker.com 
George Papazian 
Software: 

NetRaker Intell igence Platform 

Net Reflector, Inc. 
2200 Sixth Ave., Suite 425 
Seattle, WA 98121-1845 
Ph. 877-823-5337 or 206-448-2690 ext. 139 
Fax 206-448-2693 
E-mail: info@netreflector.com 
www.netreflector.com 
Villette Nolon, PresidenUCEO 
Software: 

InstantSurvey 



NI PO Software 
P.O. Box 247 
Grote B ickersstraat 7 4 
1000 AE Amsterdam 
The Netherlands 
Ph. 31 -20-522-59-89 
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 
N I PO Interview System 
N I PO Web Interview System 

Oakdale Engineering 
23 Tomey Rd. 
Oakdale, PA 15071 
Ph . 724-693-0320 
Fax 724-693-9201 
E-mail: sales@curvefitting .com 
www.curvefitting.com 
Software: 

Data Fit 

ObjectPianet AS 
Ovre Slottsgate 5 
0157 Oslo 
Norway 
Ph . 47-2233-3360 
Fax 47-2233-3361 
torge i r@objectplanet.com 
www.objectplanet.com 
Software: 

Opinio 

Optimum Solutions Corp. 
266 Merrick Rd. 
Lynbrook, NY 11563 
Ph. 516-247-5300 
Fax 516-247-5301 
E -mai I: i ra.sadowsky@oscworld.com 
www.oscworld.com 
Ira Sadowsky, Exec. Vice President 
Software: 

FAQSS 

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 -mai I: 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. 81) 

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@pe ~seus.com 
www.perseus.com 
Software: 

SurveySolutions 

Pine Company 
10559 Jefferson Blvd. 
Culver City, CA 90232 
Ph . 800-969- PINE (7463) or 310-815-5700 
Fax 310-815-5799 
E-mail: infomail@pinedata.com 
www.pinedata.com 
Ben Alley, Sales Director 
Software: 

Custom Software Packages 

Power Knowledge Software, LLC 
3421 Empresa Dr., Suite C 
San Luis Obispo, CA 93401 
Ph. 805-545-5468 or 888-797-5669 
Fax 805-545-5465 
E -mai I: info@powerknowledge.com 
www.powerknowledge.com 
Software: 

Power Tab 

Prezza Technologies, Inc. 
45 Dunste St. 
Cambridge, MA 02138 
Ph. 617-715-3050 
Fax 617-876-1279 
E-mail: info@prezzatech.com 
www.prezzatech.com 
Software: 

Ultimate Survey 

Principia Products 
301 Lindenwood Dr., Suite 100 
Malvern, PA 19355 
Ph. 800-858-0860 or 610-647-7850 
Fax 610-647-8771 
E-mail: sales@ PrincipiaProducts.com 
www. PrincipiaProducts.com 
Sales Department 
Software: 

Remark Classic OM R 
Remark Office 0 M R 
Remark Web Survey Professional 
Remark Web Survey Standard 

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 
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PRO-T-S Telephony Systems 
565 Virginia Dr. 
Fort Washington, PA 19034-2706 
Ph. 800-336-7674 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-Sis the first research Predictive dialing 
and interviewer management system and glob­
al leader in research seats. Integrating com­
puter and telephone hardware/software, PRO­
T-S significantly improves interviewer produc­
tivity and accuracy without sacr ificing survey 
and sample management standards. PRO-T-S 
add-on modules inc I ude research Predictive 
Dial ing, remote audio monitoring, remote 
interviewer module, digital voice recording, 
playback and retrieval, IV R integration, AC D 
and inbound/outbound call blending. 
(See advertisement on p. 83) 

P-ST AT, Inc. 
230 Lambertvi lie-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 

Innovative 

0 
PULSE· TRAIN 

Pulse Train Ltd. 
631 US Hwy. 1, Suite 406 
North Palm Beach, FL 33408 
Ph . 561-842-4000 
Fax 561-842-7280 
E -mai I: sales@pttsystems.com 
www.pttsystems.com 
Henry A. Copeland, President 
Software: 

Bellview CAPI 
Bell view CA TI 
Bellview Scan 
Bellview Web 
Pulsar 
Star 

High quality software and services for survey 
research professionals, offering integrated 
software covering the entire survey research 
process. Bel lview CATI, CAPI, SCAN and 
WEB are the most advanced ways possible of 
collecting data via the telephone, in-person, on 
paper or over the Internet. Star, Pulsar and 
Pulsar Web offer analysis packages designed 
for powerful batch tabulations, desktop analy­
sis and real -time reporting. 
(See advertisement on p. 82) 

QPSMR Limited 
Thames Park, Lester Way 
H ithercroft, Walli ngford 
Oxon OX10 9TA 
United l<ingdom 
Ph . 44-1491-825644 
Fax 44-1491-832376 
E-mail: info@qpsmr.ltd.uk 
www.qpsmr.ltd.u k 
Ros Biggs, Director 
Software: 

QPSMR CATI 
QPSMR INPUT 
QPSMR INSIGHT 
QPSMR REFLECT 
QPSMR SOLO 

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 : 

TPL Tables 

®ight 
QSR International 
QS R International Pty Ltd 
50 Hudson Place 
Cambridge, MA 02138 
Ph. 617 -876-8111 
Fax 617-876-4211 
E-mail : info@qsr.com .au 
www.qsrinternational .com 
Software: 

NUD * IST6 
NVIVO 
X sight 

QS R International offers a range of leading 
software solutions for qualitative researchers 
in commercial, corporate and academic set­
tings. Visit www.qsrinternational .com to find 
the best solution for your research. 
(See advertisement on p. 84) 

Software QuestionPro.com 
24206 S.E. 36th Place 
Issaquah, WA 98109 
Ph. 206-686-7070 

Flexible Scanning Software 

Batch Tabulation Software 

Fax 206-686-7070 
E -mai I: kevin@questionpro .com 
www.questionpro .com 
Software: 

Question Pro 
-+ Powerful WEB Software Survey Console 

--.. Advanced CAP I Software Quick Tally Audience Response Systems, Inc. 
8444 Wilshire Blvd . 

-+- Desktop Analysis Software Beverly Hills, CA 90211 
Ph. 800-241-6963 

-+ Real-Time Reporting Solutions 
Fax 323 -653-5303 
E-mail : sa les@qtis.com 
www.quicktally.com 
Software: Web: www.pttsystems.com 

Email: sales@pttsystems.com Phone: 561-842-4000 0 PULSE TRAIN Quick Tally 
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"I was totally shocked ­
they did almost 2 times 
better than interviewers 

not using PRO'~'l"YS." 

"It works great... 
and the service and support 

is the best we've found 
in the industry." 

"When I look for 
companies to field out 

work to, I look for people 
with PRO"'T"'S dialers." 



Raosoft , Inc. 
6645 N.E. Windermere Rd. 
Seattle, WA 98115 
Ph. 206-525-4025 
Fax 206-525-4947 
E -mai I: raosoft@raosoft.com 
www. raosoft.com 
Catherine McDole Rao, President 
Software: 

Raosoft EZReport 
Raosoft EZSurvey 
Raosoft InterForm 
Raosoft SurveyWin 

ReadSoft, Inc. 
3838 N. Causeway Blvd, Suite 3030 
Metairie, LA 70002 
Ph. 504-841-0100 
Fax 504-841-0144 
E-mail : info-us@readsoft.com 
www.readsoft.net 
Software: 

Eyes & Hands 

Research. Net, Inc. 
704 N. Jefferson St. 
Shelbyville, T N 37160 
Ph. 931-680-5700 
Fax 931-680-4474 
E-mail: bahlhauser@research.net 
www. research. net 
Bill Ahlhause~ Exec. Vice President 
Software: 

!net-On-Line 
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Rogator AG 
Pilotystr. 3 
90408 Nuremberg 
Germany 
Ph . 49-911-552302 
Fax 49-911 -552307 
E-mail: info@rogator.de 
www. internet -rogato r. com 
Software: 

Rog Panel 
Rogator 6.3 

RONIN Corporation 
2 Research Way 
Princeton, NJ 08540 
Ph . 609-452-0060 
Fax 609-452-0091 
E-mail: info@ronin.com 
www.ronin .com 
Software : 

Results for Research 6.0 

Salford Systems 
8880 Rio San Diego Dr., Suite 1045 
San Diego, CA 92108 
Ph. 619-543-8880 
Fax 619-543-8888 
E -mai I: info@salford-systems.com 
www.salford-systems.com 
Software: 

CART 
MARS 
Tree Net 

www.quirks.com 

Sammamish Data Systems, Inc. 
P.O. Box 70382 
Bellevue, WA 98005-0382 
Ph. 425-867-1485 ext. 2 
Fax 425-861 -0184 
E-mail: tj@sammdata.com 
www.sammdata.com 
Software : 

GeoSight 

SAS Institute 
100 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 



A Sawtooth Software 
Sawtooth Software, Inc. 
530 W. Fir St. 
Sequim, WA 98382-3209 
Ph. 360-681-2300 
Fax 360-681-2400 
E -mai I: info@sawtoot hsoftware.com 
www.sawtoothsoftware.com 
Aaron Hill, Customer Support Consultant 
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 ( H B), perceptual mapping and cluster 
analysis. Ci3 and CiW are general interviewing 
packages for PC and the Web. We have three 
conjoint packages: ACA (Adaptive Conjoint 
Analysis), CBC (C hoice-Based Conjoint), and 
CVA (Traditional Conjoint) . Our H B modules 
are suitab le for ACA, C BC or general regres­
sion problems. 
(See advertisement on p. 85) 

Sawtooth Technologies, Inc. 
1500 Skokie Blvd., Suite 510 
Northbrook, I L 60062 
Ph. 847-239-7300 
Fax 847-239-7301 
E-mail: info@sawtooth.com 
www.sawtooth.com 
Rob Sheppard, Director of Sales 
Software: 

Sensus Web 
WinCati 
WinCATI Mixed Mode 

WinCati and Sensus Web combine best prac­
tices with best value. Advanced questionnaire 
authoring, sample management, disposition 
monitoring, quota controls, real-time report­
ing, data exporting, and more. Rapid dialing, 
on-screen monitoring. AAPOR rules, and never 
call list standard. Predictive dialing, voice cap­
ture, and mixed mode options available. Same 
interviewing system for CATI, Web, and 
CATI/Web mixed mode. Fast setup, Windows 
interface, standard hardware. 
(See advertisement on p. 86) 

Scant ron 
34 Parker 
Irvine, CA 92618 
Ph. 949-639-7777 or 800-722-6876 
Fax 949-639-7710 
E-mail: marketing.administrator@scantron.com 
www.scantron.com 
Software: 

elisten 
FLIPS 
TELEform 

Senecio Software, Inc. 
125 N. Main St. 
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 
IPSS 

SensoMotoric Instruments 
97 Chapel Street 
Needham, MA 02492 
Ph. 781-453-1377 
Fax 781-453-1378 
E-mail: info@smiusa.com 
www.smiusa.com 
Software: 

2D VOG 
3D VOG 
iViewX 

Smart Software, Inc. 
Four Hill Rd., Suite 2 
Belmont, MA 02478-4349 
Ph. 617-489-2743 
Fax 617-489-2748 
E-mail: info@smartcorp.com 
www.smartcorp.com 
Software: 

Smart Forecasts 

Snap Software 
A Service of SQAD Inc. 
303 S. Broadway, Suite 108 
Tarrytown, NY 10591 
Ph. 914-524-7600 ext. 29 
Fax 914-524-7650 
E -mai I: info@snapsoftware .com 
www.snapsoftware .com 
Rob Taffner, Director; Bus. Dev. 
Software: 

Snap Express 
Snap3 
Snapline 
Snaptrac 

Snap Survey Software 
Div. of Mercator Corporation 
21 Pleasant St., Suite 201 
Newburyport, MA 01950 
Ph. 978-463-4093 or 800-997-7627 
Fax 978-463-0515 
E-mail: ssmith@mercatorcorp.com 
www.snapsurveys.com 
Software: 

Mercator SNAP Professional 
Mercator SNAP Results 
Mercator SNAP Scanning 

The Right Conjoint Tools 

Every conjoint project requires the RIGHT tools for the job. Sawtooth 
Software responds with THREE conjoint packages: 

ACA (Adaptive Conjoint Analysis) 
• Adaptive computer/Web interview 
• Excellent for studies with large number of attributes 
• Solves "information overload" that plagues many full-profile studies 

CBC (Choice-Based Conjoint) 
• Computer-administered interview 
• Full-profile choice question$ are realistic and natural to answer 
• Specifically for pricing research 
• For brand-specific demand curves, and other two-way interactions 

CVA (Conjoint Value Analysis) 
• Create paper-and-pencil/Web conjoint surveys 
• Develop and analyze a variety of full-profile conjoint designs 

Tool up with conjoint products from Sawtooth Software. 
Call for information and a demo disk. 

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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Sparklit<f: 
Sparklit Networks 
4110 Shelbourne St. 
Victoria, BC V8N 3E7 
Canada 
Ph. 250-477-1336 or 877-275-5480 
Fax 604-648-8332 
E-mail: sales@sparklit.com 
www.surveylogix.com 
Software: 

Surveylogix 

Surveylogix is the premier tool for rapid host­
ed survey devel opment. Create reports in rea l 
time with pie-charts, graphs, crosstabulation, 
conditional filtering. Employ branching, auto­
mated e-mail distribution, and respondent 
tracking . Fully brand able. Do it yourself or let 
our experienced technicians handle the layout 
and technical aspects. 
(See advertisement on p. 87) 
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Spectra Marketing Systems, I nc. 
200 W. Jackson Blvd., Suite 2800 
Chicago, I L 60606 
Ph. 312-583-5100 
Fax 312-583-5101 
E-mail: webmaster@spectramarketing.com 
www.spectramarketing.com 
Software: 

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/wallstreet/3960/ 
John Pavasars, President 
Software: 

ARGUS Perceptual Mapper 
MktSIM 
Trial Map 
Turbo Spring-Stat 

www.quirks.com 

SPSS MR USA 
350 Fifth Ave. 
New York, NY 10118 
Ph. 646-536-8500 
Fax 646-536-8599 
E-mail: sales-us@spssmr.com 
www.spssmr.com 
Software: 

Answer Tree 
Clementine 
Entryware 
M R Interview 
M R Paper 
M R Scan/M R Paper 
mr Studio 
mr Tables 
M R Translate 
Quancept CA TI 
Quanquest 
Quantum 
Quanvert 
SPSS 
Verbastat 

StatPac, Inc. 
4425 Thomas Ave. S. 
Minneapolis, M N 55410 
Ph. 612-925-0159 
Fax 612-925-0851 
E -mai I: 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 or 800-232-STAT 
Fax 201-585-8589 
E-mail: info@statpoint.com 
www.statpoint.com 
Software: 

STATBEANS 
Statgraphics Plus 
STATLETS 

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 
Alison Nichols 
Software: 

STATISTICA 6 

William Steinberg Consultants, Inc. 
P.O. Box 1754 
Champlain, NY 12919 
Ph. 888-725-9392 
Fax 514-483-6660 
E -mai I: info@notjustsurveys.com 
www.notjustsurveys.com 
William Steinberg, Ph.D., President 
Software: 

Survey Genie 
Survey Genie - Gold 
Survey Tools For Windows 



SumQuest Survey Software 
398 Eglinton Ave. E., Unit PHll 
Toronto, ON M4P 3 H8 
Canada 
Ph. 800-779-7528 
Fax 416-482-4480 
E-mai l: rmacnaughton@sumquest.com 
www.sumquest.com 
Ross Macnaughton 
Software: 

Sum Quest 

...... Survey 
~~Sampling 
=....... International 

Survey Sampling International 
One Post Rd. 
Fairfield, CT 06430 
Ph. 203-255-4200 
Fax 203-254-0372 
E-mail: info@surveysampling.com 
www.surveysampling.com 
Christopher DeAngelis, Sales Manager 
Software: 

SSI- SNAP 

Place sample orders online with SSI-SNAP, 
combining time and cost savings of in-house 
sample production with SSI's 26 years of 
experience. Orders can be placed anytime of 
the day. Random digit (ROD), listed house­
hold, epsem, age, income, race/ethnic group, 
and samples from 18 countries are available. 
The most up-to-date SNAP software and 
geography files can be downloaded. 
(See advertisement on p. 41) 

SurveyConnect, Inc. 
1711 Pearl St., Suite 300 
Boulde~ 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 2Z8 
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: 

SurveyWriter 

SySurvey 
13 Brenchley Gardens 
London SE23 3RD 
United Kingdom 
Ph. 44-870-030-1773 
E-mail: info@sysurvey.com 
www.sysurvey.com 
Ethan Roberts 
Software: 

Sysurvey.com 

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 
Software: 

MapScape.com 

Techneos Systems Inc. 
Suite 302, 788 Beatty St. 
Vancouve~ 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 

TeiAthena Systems LLC 
96 Morton St., ground floor 
New York, NY 10014 
Ph. 888-777-7565 
Fax 212-206-1963 
E-mail: sales@telathena.com 
www.telathena.com 
Software: 

TeiAthena 

TeleSage, Inc. 
3603 Woodland Park Ave. N. 
Seattle, WA 98103-7905 
Ph. 800-636-8524 or 206-545-4477 
Fax 206-548-9575 
E-mail: info@telesage.com 
www.telesage.com 
Software: 

Dial Quest 
iQuest 
Scan Quest 
Send Quest 
SmartQuest 
TeleSage Software Suite 

Tetrad Computer Applications, Inc. 
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 Mapper 

Touch Base Computing 
P.O. Box 213 
Silver Creek, GA 30173-0213 
Ph. 706-378-0964 
E-mail: sales@touchbase.com 
www.touchbase.com 
Software: 

Quik- Poll 

surveylogix 

When you need to know! 

Collecting meaningful information has never been easier! 

- Web based, easy, cost-effective, and full customizable. 
Create full featured, professional surveys in under 30 min. 

- Everything from survey design to reports can be done 
on the Web and from within your standard web browser. 

- Fully-customizable logos, fonts, images and colours 
- Online results graphing, tabulation and downloadable data 

p rk itG www.survevlogix.cam 
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Touchpoll Survey Solutions 
1722 Selig Lane 
Los Altos, CA 94024 
Ph. 650-968-0405 
Fax 208-493-7449 
E-mail: info@touchpollsurvey.com 
www.touchpollsurvey.com 
Software: 

Via Touch 

Trag on 
365 Convention Way 
Redwood City, CA 94063-1402 
Ph. 800-841-1177 or 650-365-1833 
Fax 650-365-3737 
E-mail: info@tragon.com 
www.tragon.com 
Joseph Salerno, Director 
Software: 

DDES 7.0 
QDA Data Analysis Software 

20/20 Research/QuaiTalk 
2303 21st Ave. S. 
Nashville, TN 37212 
Ph. 800-737-2 020 or 615-777-2020 
Fax 615-777-8706 
E-mail: info@2020research.com 
www.2020research.com 
Software: 

Qual Boards 
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The Uncle Group, I nc. 
3490 U.S. Rte. l 
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 
UNCLE Standard 
USORT 

Viking Software Solutions 
A Div. of Phoenix Software International 
6804 S. Canton Ave., Suite 900 
Tulsa, 01< 74136-4959 
Ph. 800-324-0595 or 918-491-6144 
Fax 918-494-2701 
E -mai I: sales@vi k ingsoft.com 
www.vikingsoft.com 
Software: 

I mag Entry 
VDE 
VDE+Images 

www.quirks.com 

vox co 
1134 St. Catherine West #600 
Montreal, PQ H3B lH4 
Canada 
Ph. 514-861-9255 
Fax 514-861 -9209 
E-mail: montreal@voxco.com 
www. voxco.com 
Lucile Bousquet 
Software: 

CAPI Manager 
Interviewer 
Interviewer CAPI 
Interviewer CATI 
Interviewer VCC (Virtual Call Ctr.) 
Interviewer Web 
Pronto Telephony Solutions 
STAT XP 

WebSurveyor Corporation 
505 Huntmar Park Dr., Suite 225 
Herndon, VA 20170 
Ph. 800-787-8755 
Fax 703-783-0069 
E-mail: sales@websurveyor.com 
www. websu rveyor.com 
Software: 

WebSurveyor 4.1 

find a 
job 

or 

fill a 
position 

free 
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Weeks Computing Services 
6 Langley Street, Covent Garden 
London WC2H 9JA 
United l<ingdom 
Ph. 44-20-7379-3548 
Fax 44-20-7240-8870 
E-mail: info@weekscomputing.com 
www.weekscomputing .com 
Tony Weeks, Partner 
Software: 

FlexiQuest 
U-Tab 

Jan Werner Data Processing 
34 Williams St. 
Pittsfield, MA 01201 
Ph. 413-442-0416 
Fax 413-499-5047 .--­
E-mail: jwerner@jwdp.com 
www.jwdp.com 
Jan Werner, Principal 
Software: 

QBAL 
QGEN 
QTAB 

We stat 
1650 Research Blvd. 
Rockville, MD 20850 
Ph. 301-251-1500 
Fax 301-294-2040 
E-mail: marketing@westat.com 
www. westat.com 
Software: 

Blaise 
WesVar 

WRC Research Systems, Inc. 
219 3rd Street 
Downers Grove, IL 60515 
Ph. 630-969-4374 
Fax 630-969-4374 
E-mail: sales@wrcresearch.com 
www. wrcresearch.com 
William Cantrall 
Software: 

BrandMap 111 

Brand Profiler 
BrandT rend 

BrandMap111 is the choice of professional 
researchers worldwide for production of pre­
sentation-ready biplots, correspondence, and 
mdpref maps directly from highlighted Excel 
tables. The exclusive Brand Projector II'" allows 
a researcher to interactively change an 
attribute while watching the brand move on the 
map. Check our Web site for announcements 
concerning BrandTrend'", our new trend chart­
ing/media display/client deliverable product. 
(See advertisement on p. 89) 

Xionetic Technologies, Inc. 
231 Enterprise Drive 
Bozeman, MT 59718 
Ph. 406-556-0212 
Fax 406-556-0214 
www.xionetic.com 
Dan Inabnit 
Software: 

Zipfind 

Xorbix Technologies, Inc. 
759 N. Milwaukee St., Suite 322 
Milwaukee, WI 53202 
Ph. 866-ixopher (469-7437) 
Fax 414-277-5046 
E-mail: info@xorbix.com 
www. ioxphere.com 
Software: 

Geoxphere 
Ioxphere 

Your Perceptions 
655 Broadway, Suite 600 
Denver, CO 80203 
Ph. 303-534-3044 
Fax 303-623-5426 
E -ma i I: info@yourperceptions.com 
www.yourperceptions.com 
Jim Zigarelli, President 
Software: 

POV2000 

NEW BRANDMAP® 5.0! Perceptual Mapping Software 
BIPLOTS. CORRESPONDENCE ANALYSIS. MDPREF MAPS. AUADRANT & BUBBLE CHARTS 

The leading perceptual mapping software in market research. BrandMap is used world wide 
by professional researchers. consultants. and statisticians. 

WRC Research Systems, Inc. 
Phone: +1 630 969-4374 
Fax: +1 630 969-4374 

Web site: www.wrcresearch.com 
E-mail: sales@wrcresearch.com 
Contact: William Cantrall, Ph.D. 

Major credit cards accepted. 

D Brand 0 

Brand C [J 

Manuals and Windows® Help 

New Exclusive Brand Projector II TM -- watch your brand move on ~ 
the map as the attribu~e scores are raise.d or lowered! Features requested by professionals 

Also, New 3 ax1s rotatable map d1splay. I Also maps coordinates from other procedures I 
Check out BrandMap® and 

our BrandProfiler™ at 
www.wrcresearch.coml 

34.2% 

L 63.4% 0 Brand B 

20 Fit= 97.6% 
Excel, Windows, and MSOffice are registered trademarks of Microsoft Corporalton 

New BRANDMAP® 5.0! 
With More of the Attributes You Need! 

(This ad Is actual BRANDMAP® output.) 

© 1999-2003 WRC Research Systems, Inc. 
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Answer Tree 
SPSS MR US A,p.86 • • Both Var • • Buy 

ARGUS Perceptual Mapper 
Spring Systems, p. 86 • • Buy $ 

Askia Analyse 
ASI<IA, p. 73 • GUI Unltd Unltd • • • • • 
CART 
Salford Systems, p. 84 • • • Both 200,000 • • • Buy $$ 

CCA System 
Sawtooth Software, Inc., p. 85 • GUI 300 • Buy $ 

Clementine 
SPSS MR USA,p.86 • • • Both Unltd • • • • • • Buy 

Confirm it 
FI RM INC., p. 76 • GUI • • • • 
Conjoint Analysis 
InsightExpress, LL C, p. 78 • Both Unltd Unltd • • • • • • 
COSI 
Computers for Marketing Corp. (CfMC), p. 74 • GUI Unltd • • • • • 
Databeacon 
Databeacon Inc., p. 75 • GUI 

Dub InterViewer 
NEBU b.v.,p.80 • Both Unltd Unltd • • • • • Lease 

E-Crosstabs 
DataUS A, Inc., p. 75 • GUI • • • Lease 

Eform 
Beach Tech Corporation, p. 7 4 • • Both Unltd Unltd • • • • • • • Either 

elisten 
Scantron, p. 85 • • GUI Unltd Unltd • • • 
ESPRI 
Information Tools Ltd., p. 76 • GUI Unltd Unltd • • • • • • Lease $$ 

EQS Structural Equations Modeling 
Multivariate Software, Inc., p. 80 • • • GUI • • • • • • • Either $$ 

E-Tabs Interactive 
E-Tabs Ltd ., p. 75 • • • GUI • • • • • Lease $$ 

E-Tabs Lite Reader 
E-Tabs Ltd., p. 75 • GUI 

E-Tabs Web 
E-Tabs Ltd ., p. 75 • • • Lease 

E-Tabs Writer 
E-Tabs Ltd ., p. 75 • • GUI 

FASTAB Ad Hoc Tabulation 
DATAN, Inc., p. 75 • Syntax 5,000 Unltd • • • Lease $ 

Flo- Stat 
Senecio Software, Inc., p. 85 • 
Forecast Pro 
Business Forecast Systems, p. 7 4 • GUI 10 l • • Buy $ 

Forecast Pro Unlimited 
Business Forecast Systems, p. 7 4 • Both Unltd Unltd • • • • • Buy $$$$ 

$ = $0-$500 $$ = $501 -$1500 $$$ = $1501 -$25 00 $$$$ = $2500+ 
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Forecast Pro XEBusiness 
Forecast Systems, p. 74 • GUI 100 1 • • • • • Buy $$$ 

GeoSight 
Sammamish Data Systems, Inc., p. 84 • GUI Unltd Unltd • • • Buy $ 

Geoxphere 
Xorbix Technologies, Inc., p. 89 • • • GUI Unltd Unltd • • Either 

HARMONI 
Information Tools Ltd., p. 76 • GUI Unltd Unltd • • • • • Lease $$$ 

Hosted Survey 
Hostedware, p. 76 • Both Unltd Unltd • • • • • • • • Either 

ImagEntry 
Viking Software Solutions, p. 88 • • • GUI 32,000 32,000 Buy $$ 

i-measure 
Modern Survey, Inc., p. 80 • GUI Unltd Unltd • • Lease $$$$ 

InsightExpress 
InsightExpress, LLC, p. 78 • Both Unltd Unltd • • • • • • Lease 

InsightPanels 
InsightExpress, LLC, p. 78 • Both Unltd Unltd • • • • • • Lease 

Internet Survey Machine 
Marketing Masters, p. 78 • •• • • 32,000 Unltd Buy $$$$ 

Interview & Analysis Program 
Comstat Research Corporation, p. 7 4 

Ioxphere 
Xorbix Technologies, Inc., p. 89 • • • GUI Unltd Unltd • • Either 

MARS 
Salford Systems, p. 84 • • • 8,192 • • • Buy $$$$ 

MEDIASTAR 
Information Tools Ltd., p. 76 • GUI Unltd Unltd • • Lease 

MENTOR 
Computers for Marketing Corp. (CfMC), p. 74 • • • Syntax Unltd Unltd • • • • • 
Mercator SNAP Professional 
Snap Survey Software, p. 85 • GUI • • • • • Buy 

Mercator SNAP Results 
Snap Survey Software, p. 85 • Both Unltd Unltd • • • • • 
Mercator SNAP Scanning 
Snap Survey Software, p. 85 • • • Buy 

MERLIN Tabulation System 
DATAN, Inc., p. 75 • • • Syntax 32,000 100,000 • • • • • • Lease $$$ 

MERLINPius (plus menus) 
DATAN, Inc., p. 75 • • • Syntax 32,000 100,000 • • • • • • Lease $$ 

Microtab XP 2004 - Professional Edition 
M icrotab, Inc., p. 80 • GUI Unltd Unltd • • • • • • • Buy $$$ 

Microtab XP 2004 - Standard Edition 
M icrotab, Inc., p. 80 • GUI Unltd Unltd • • Buy $$ 

Microtab XP 2004 Ad-on Module 
M icrotab, Inc., p. 80 • GUI Unltd Unltd • • • • • • • Buy $$ 

MktSIM 
Spring Systems, p. 86 • • Buy $ 

$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+ 
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mr Studio 
SPSS M R USA, p. 86 • Both • • • Either 

mrTables 
SPSS M R USA, p. 86 • GUI • • • • Buy $$$$ 

MRDCL 
Marketing & Rsch. Data Consultants, p. 78 • Both Unltd Unltd • • • • • • Lease $$$ 

mSITE 
PAl -Productive Access, Inc., p. 81 • GUI Lease 

mTAB Research Analysis System 
PAl- Productive Access, Inc., p. 81 • GUI Unltd Unltd • • • • • • Lease 

NCSS 
NCSS, p. 80 • GUI 1,000 Unltd • • • • • • Buy $ 

NCSS 
Dataxiom Software, Inc., p. 75 • GUI 250 Var • • • • • • • 
NET-MR Tabulation 
Global Market Insite, Inc., p. 76 • • • • GUI Unltd Unltd • • • • • • 
NIPO DIANA 
NIPO Software, p. 81 • Both Unltd Unltd • • • • • • • • Lease $$$ 

OnTraq 
Marketing & Rsch. Data Consultants, p. 78 • Both Unltd Unltd • • • • • • Lease $$ 

PEER Forecaster 
Delphus, Inc., p. 75 • GUI • • • Buy $ 

PEER Planner for Windows 
Delphus, Inc., p. 75 GUI Either $$$$ 

P-ST AT 
P-STAT, Inc., p. 82 • • • Both 250,000 Unltd • • • • • Buy $$ 

Pulsar 
Pulse Train Ltd ., p. 82 • GUI Unltd Unltd • • • Either 

QDA Data Analysis Software 
Tragon, p. 88 • GUI 100 • • Buy $$$$ 

QPSMR INSIGHT 
QPS M R Limited, p. 82 • Both 30,000 30,000 • • • • • • Lease $$ 

QPSMR REFLECT 
QPSMR Limited, p. 82 • Both 30,000 30,000 • • • • • Buy $ 

QPSMR SOLO 
QPSMR Limited,p.82 • GUI 30,000 30,000 • • • • Buy $$ 

QTAB 
Jan Werner· Data Processing, p. 89 • • Syntax Unltd Unltd • • • • • • Either $$$ 

Quantum 
SPSS MR USA,p. 86 Unltd Unltd • • • • • Buy 

Quanvert 
SPSS M R US A, p. 86 • GUI Var • • • Buy 

Question Pro 
Question Pro.com, p. 82 • GUI Unltd Unltd • • • • Either $$ 

Quik-Poll 
Touch Base Computing, p. 87 • GUI 300 • • • • 
Raosoft EZReport 
Raosoft, Inc., p. 84 • GUI Unltd Unltd • • • • • • Buy $ 

$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+ 
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Satisfaction Express 
lnsightExpress, LLC, p. 78 • Both Unltd Unltd • • • • • • Lease $$$$ 

Sensus Web 
Sawtooth Technologies, Inc., p. 85 • Both Unltd Unltd • • Buy 

SPSS 
SPSS M R USA, p. 86 • • • • Both Unltd Unltd • • • • • • • Buy 

Star 
Pulse Train Ltd., p. 82 • Both Unltd Unltd • • • • Either 

STAT XP 
voxco, p. 88 • Both 10,000 Unltd • • • • • • • Buy $$$$ 

STATBEANS 
StatPoint, LLC, p. 86 • • • • Syntax Unltd Unltd • • • • • • • 
StatCheck Stat Checking 
Data Vision Research, Inc., p. 75 • Buy $ 

Statgraphics Plus 
Stat Point, LLC, p. 86 • GUI Unltd Unltd • • • • • • • 
STATISTICA 6 
StatSoft, Inc., p. 86 • • Both Var Var • • • • • • • Buy 

STATLETS 
Stat Point, LLC, p. 86 • GUI Unltd Unltd • • • • • • • 
Stat Most 
Dataxiom Software, Inc., p. 75 • GUI 250 Var • • • • • • 
StatPac for Windows 
StatPac, Inc., p. 86 • Syntax 1,000 Unltd • • • • • • • Buy $$ 

STATS 
Decision Analyst, Inc., p. 75 • GUI • • 
Sum Quest 
SumQuest Survey Software, p. 87 • GUI 250 Unltd • • • • • Buy $ 

SuperCROSS 
Alta Plana Corporation, p. 72 • GUI Unltd Unltd • • • • • Either $$$$ 

SuperSTAR 
Alta Plana Corporation, p. 72 • • • Both Unltd Unltd • • • • Either $$$$ 

Survey Explorer 
Memphis International, p. 78 • GUI Unltd Unltd • • • 
Survey Said for the Web 
Marketing Masters, p. 78 • 
Survey Said for Windows 
Marketing Masters, p. 78 • 
Survey Select Expert 
SurveyConnect, Inc., p. 87 • GUI Unltd Unltd • • Buy $$ 

Survey Stats 
Drago Consulting Inc., p. 75 

Survey Viewer 
Memphis International, p. 78 • GUI Unltd • • • • 
Survey Pro 
Apian Software, p. 73 • GUI 3,000 3,000 • • • • • Buy $$ 

SurveySolutions 
Perseus Development Corporation, p. 81 • GUI Unltd Unltd • • 

$ = $0-$500 $$ = $501-$1500 $$$ = $1501 -$2500 $$$$ = $2500+ 
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Sysurvey.com 
SySurvey, p. 87 • GUI • • • Lease 

The Designer 
CAMO, p. 74 • GUI Unltd Unltd • • • • • • 
The Survey 
Cybernetic Solutions- The Survey Software, p. 74 • GUI 1,000 32,000 • • • • • • • Buy $ 

The Survey System 
Creative Research Systems, p. 7 4 • GUI 32,000 5,000 • • • • • • Buy $ 

The Unscrambler 
CAMO, p. 74 • GUI Unltd Unltd • • • • • • 
TPL Tables 
QQQ Software, Inc., p. 82 • • Both Unltd Unltd • • • Buy $$ 

Tree Net 
Salford Systems, p. 84 • • • Both 200,000 • • • Buy $$$$ 

Trial Map 
Spring Systems, p. 86 • • Buy $ 

Turbo Spring-Stat 
Spring Systems, p. 86 • • • • • • Buy $ 

UNCLE Professional 
The Uncle Group, Inc., p. 88 • Both 65,534 9999 • • • • • Buy $$$$ 

UNCLE Standard 
The Uncle Group, Inc., p. 88 • Both • • • • • Buy $$$$ 

U-Tab 
Weeks Computing Services, p. 89 • GUI Unltd Unltd • • • • • Buy $ 

VDE 
Viking Software Solutions, p. 88 • • • GUI 32,000 32,000 Either $$ 

VDE+Images 
Viking Software Solutions, p. 88 • • • GUI 32,000 32,000 Buy $$ 

Vector 
ATP Limited, p. 73 • GUI Unltd Unltd • • • • • Lease $$$$ 

WesVar 
Westat, p. 89 • GUI Unltd Unltd • • • • • Buy $ 

WinCati 
Sawtooth Techno logies, Inc., p. 85 • Both Unltd Unltd • • Buy 

Win Cross 
The Ana lytical Group, Inc., p. 72 • Both Unltd Unltd • • • • • • • • Buy $$$ 

X Pro 
Dataxiom Software, Inc., p. 75 • GUI 250 Var • • • • • • • 

$ = $0-$500 $$ = $501 -$1500 $$$ = $1501-$2500 $$$$ = $2500+ 
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Integrated Interviewing Software Operating System Design 
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AskAnywhere 
Senecio Software, Inc., p. 85 • • • • • GUI • • • • • Lease $$ 

Askia 
AS KIA, p. 73 • • • • • • • • • 
Ci3 System 
Sawtooth Software, Inc., p. 85 • Both • • • • Buy $ 
Confirm it 
FIRM INC., p. 76 • GUI • • • • • • • • • 
Dub InterViewer 
NEBU b.v.,p.80 • GUI • • • • • • Lease 

Eform 
Beach Tech Corporation, p. 74 • • Both • • • • • • • • Either 

Hosted Survey 
Hostedware, p. 76 • Both • • • • • • • • Either 

Interviewer 
voxco, p. 88 • • Both • • • • • • • Either 

IT CATI/CAPI/Web 
Interview Technology, p. 78 • • • • 
Mercator SNAP Professional 
Snap Survey Software, p. 85 • GUI • • • • • • • • • • • Buy 

M R Interview 
SPSS MR USA,p.86 • Both • • • • • Either $$$$ 

ET-MR Suite 
Global Market Insite, Inc., p. 76 • • • • GUI • • • • • • • • • 
NIPO Interview System 
NIPO Software, p. 81 • Both • • • • • • • • Lease $$ 

QPSMR CATI 
QPSMR Limited, p. 82 • Both • • • • • • • • 
Quanquest 
SPSS MR USA,p.86 • GUI • • • • • • Buy 

Raosoft SurveyWin 
Raosoft, Inc., p. 84 • GUI • • • • • • • • • • • Buy $ 

Results for Research 6.0 
RON IN Corporation, p. 84 • • Both • • • • Buy 

SSIWeb 
Sawtooth Software, Inc., p. 85 • • Both • • • • • Buy $$$$ 

StatPac for Windows 
StatPac, Inc., p. 86 • Syntax • • • • • • • • Buy $$ 

Sum Quest 
SumQuest Survey Software, p. 87 • GUI • • • • • • • • Buy $ 

The Survey 
Cybernetic Solutions, p. 74 • GUI • • • • • • • Buy $ 

Survey Genie 
William Steinberg Consultants, Inc., p. 86 • GUI • • • • • • • Buy $ 

Survey Genie - Gold 
William Steinberg Consultants, Inc., p. 86 • GUI • • • • • • • • Buy $ 

Survey Said for the Web 
Marketing Masters, p. 78 • • • • GUI • • • • • • • Buy $$ 

Survey Said for Windows 
Marketing Masters, p. 78 • GUI • • • • • • Buy 

The Survey System 
Creative Research Systems, p. 74 • GUI • • • • • • • • Buy $ 

Survey Tools For Windows 
William Steinberg Consultants, Inc., p. 86 • GUI • • • • • • • • Buy $ 

Survey Pro 
Apian Software, p. 73 • GUI • • • • • • • • • • • Buy $$ 

SurveySolutions 
Perseus Development Corporation p. 81 • GUI • • • • • • • 
TeleSage Software Suite 
TeleSage, Inc., p. 87 • GUI • • • • • • Buy $$$ 

WinCATI Mixed Mode 
Sawtooth Technologies, Inc., p. 85 • Both • • • • Buy 

$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+ 
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CAPIICASI Software 

Software Title/ 
Company/Listing page# 

Abase 
Advanced Data Research, Inc., p. 72 

ACA System 
Sawtooth Software, Inc., p. 85 

ARCS IVR/Web 
DBM Associates, p. 75 

AskAnywhere 
Senecio Software, Inc., p. 85 

Askia Face 
AS KIA, p. 73 

Bellview CAPI 
Pulse Train Ltd., p. 82 

Blaise 
Westat, p. 89 

CBC System 
Sawtooth Software, Inc., p. 85 

Ci3 System 
Sawtooth Software, Inc., p. 85 

CONVERSO CAPI 
CONVERSOFT (Axiom Software), p. 74 

CONVERSO CASI 
CONVERSOFT (Axiom Software), p. 74 

CONVERSO Pocket 
CONVERSOFT <Axiom Software), p. 74 

CVA System 
Sawtooth Software, Inc., p. 85 

Dial Quest 
TeleSage, Inc., p. 87 

Dub InterViewer 
NEBU b.v., p. 80 

Eform 
Beach Tech Corporation, p. 7 4 

Entryware 
Techneos Systems Inc., p. 87 

Entry ware 
SPSS MR USA,p.86 

eSurveyor 3.1 Domino 
Halogen Software Inc., p. 76 

eSurveyor 3.2 Open 
Halogen Software Inc., p. 76 

Hosted Survey 
Hostedware, p. 76 

ldeaMap.Net 
Moskowitz Jacobs Inc., p. 80 

Inet-On-Line 
Research. Net, Inc., p. 84 

Interview & Analysis Program 
Com stat Research Corporation, p. 7 4 

$ = $0-$500 
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CAPIICASI Software Platform 
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Interviewer CAPI 
voxco, p. 88 • • • • • Both • • • Yes Either $$ 

IT CATI/CAPI/Web 
Interview Technology, p. 78 

Mercator SNAP Professional 
Snap Survey Software, p. 85 • • GUI • Yes Buy 

Mob ile Memoir 
Mobile Memoir, LLC, p. 80 • • Both Yes Either 

NET-CAPI 
Global Market Insite, Inc., p. 76 • • • • • • GUI • • • Yes 

NIPO CAPI System 
NI PO Software, p. 81 • • • • Both • • • Add-on Lease $$$$ 

QPSMR INSIGHT 
QPSMR Limited, p. 82 • • Both Yes 

Raosoft EZSurvey 
Raosoft, Inc., p. 84 • • • GUI • • • Yes Buy $ 

Raosoft InterForm 
Raosoft, Inc ., p. 84 • • GUI • • • Yes Buy $$$$ 

Raosoft SurveyWin 
Raosoft, Inc., p. 84 • • • GUI • Add-on Buy $ 

Reform 
Anyware Mobile So lutions, p. 72 • • • GUI • • Yes 

Reply 
Fleetwood Group, Inc., p. 76 • • • GUI • • • No 

Results for Research 6.0 
RON IN Corporation, p. 84 • • • • • Both • • • Yes Buy 

Smart Quest 
TeleSage, Inc ., p. 87 • • GUI • Add-on Buy $$$ 

SSI Web 
Sawtooth Software, Inc., p. 85 • • • Both • • • Yes Buy $$$$ 

SURVENT 
Computers for Marketing Corp. (CfMC), p. 74 • • Syntax Yes 

Survey Genie 
Will iam Steinberg Consultants, Inc., p. 86 • • GUI Yes Buy $ 

Survey Genie- Gold 
William Steinberg Consultants, Inc ., p. 86 • • GUI Yes Buy $ 

Survey Tools For Windows 
William Steinberg Consultants, Inc., p. 86 • • GUI Yes Buy $ 

Survey Pro 
Apian Software, p. 73 • • GUI • Yes Buy $$ 

The Survey System 
Creat ive Research Systems, p. 7 4 • • • GUI • • • Yes Buy $ 

The Survey System - CATI 
Creat ive Research Systems p. 74 • • GUI • • Yes Buy $$$ 

Via Touch 
Touchpo l l Survey Solut ions p. 88 • • • 
Win Query 
The Analytical Group, Inc ., p. 72 • • Both • • • Yes Buy $$$ 

$ = $0-$500 $$ = $501 -$1500 $$$ = $1501-$2500 $$$$ = $2 500+ 
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Askia Voice 
ASI<IA, p. 73 • Both • • Yes 

Bellview CATI 
Pulse Train Ltd ., p. 82 • Both • • Add-on Either 

~:;onflrmit 

FIRM INC ., p. 76 • • GUI • Yes 

CONVERSO CATI 
CONVERSOFT (Axiom Software), p. 74 

Dub InterViewer 
NEBU b.v., p. 80 • • GUI • • Yes Lease 

Eform 
Beach Tech Corporat ion, p. 7 4 • • Both Yes Either 

Interview & Analysis Program 
Com stat Research Corporation, p. 7 4 

Interviewer CATI 
voxco, p. 88 • • Both • • Yes Either $$ 
Interviewer VCC (Virtual Call Ctr.) 
voxco p, 88 • • Both • • Yes Buv $$ 

Ioxphere 
Xorbi x Technoloqies Inc. p. 89 • • GUI Yes Either 

IT CATIICAPI/Web 
Interview Technoloqv, p. 78 

Itracks Online CATI 
!tracks P. 78 • Both Lease 

Mercator SNAP Professional 
Snap Survey Software, p. 85 • GUI Yes Buy 

NET-CATI 
Global Market Insite, Inc., p. 76 • • • • GUI • • Yes 

NIPO CATI System 
NIPO Software p. 81 • Both • • Add-on Lease $$$$ 
QPSMR CATI 
QPSMR Limited, p. 82 • Both • • Yes Lease $$$$ 
Quancept CATI 
SPSS MR USA p. 86 • GUI • • Either 

Raosoft EZSurvey 
Raosoft, Inc., p. 84 • GUI • Add-on Buy $ 
Raosoft InterForm 
Raosoft, Inc., p. 84 • GUI • Add-on Buy $$$$ 
Raosoft SurveyWin 
Raosoft, Inc., p. 84 • GUI • Add-on Buy $ 
Results for Research 6.0 
RON IN Corporat ion, p. 84 • • Both • • Yes Buy 

StatPac for Windows 
StatPac . Inc. o. 86 • Both Yes Buv $$ 

Sum Quest 
SumQuest Survey Software, p. 87 • GUI Buy $ 
SURVENT 
Computers for Marketing Corp. (CfMC ) p. 74 • • • • Syntax • • Yes 

The Survey 
Cybernetic Solut ions p. 74 • GUI • Yes Buy $ 
Survey Said for the Web 
Marketing Masters p. 78 • 
Survey Said for Windows 
Marketing Masters p. 78 • 
Survey Pro 
Apian Software, p. 73 • GUI Yes Buy $$ 
Sysurvey.com 
SySurvey, p. 87 • GUI Yes Lease 

TeiAthena 
Te iAthena Systems LLC p. 87 

Telescript 5.5 
Digisoft Computers Inc. p. 7 5 • • GUI • Add-on Buy $$ 
The Survey System- CATI 
Creative Research Systems p. 74 • GUI • Yes Buy $$$ 
WinCati 
Sawtooth Technoloqies Inc. o. 85 • Both • • No Buv 

Win Query 
The Analytical Group, Inc., p. 72 • Both • • Yes Buy $$$ 

$ = $0-$500 $$ = $501-$ 1500 $$$ = $1501-$2500 $$$$ = $2500+ 
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Bellview Scan 
Pulse Train Ltd., p. 82 • GUI • • • • • Add-on Either 

Confirmit 
FIRM INC., p. 76 • GUI Yes 

DOES 7.0 
Tragon, p. 88 • GUI Add-on Buy $$ 

Eform 
Beach Tech Corporation, p. 74 • • Both • • Yes Either 

ExpertScan 
Auto Data Systems, p. 74 • GUI • • • • Yes Buy $$$ 

FAQSS 
Optimum Solutions Corp ., p. 81 • GUI • • • • • Yes Lease $$$$ 

FLIPS 
Scantron, p. 85 • • • • 
Inquisite Web Survey 
lnquisite Web Surveys, p. 76 • • GUI • Yes Either 

Mercator SNAP Scanning 
Snap Survey Software, p. 85 GUI • • Yes Buy 

MR Paper 
SPSS MR USA,p.86 • Both • • • • • 
MR Scan/MR Paper 
SPSS MR USA, p.86 • GUI • • • • • Add-on Either 

Net-Paper 
Global Market lnsite, Inc., p. 76 

Remark Classic OMR 
Principia Products, p. 81 • GUI • • • Yes Buy $$ 

Remark Office OMR 
Principia Products, p. 81 • GUI • • Yes Buy $$ 

Scannable Office 
AutoData Systems, p. 74 • GUI • • • • • No Buy $$$$ 

Scan Quest 
TeleSage, Inc., p. 87 • GUI • Add-on Buy $$ 

Sum Quest 
SumQuest Survey Software, p. 87 • GUI Yes Buy $ 

Survey Genie 
William Steinberg Consultants, Inc ., p. 86 • GUI Yes Buy $ 

Survey Genie - Gold 
William Steinberg Consultants, Inc ., p. 86 • GUI Yes Buy $ 

Survey Plus 2000 
AutoData Systems, p. 74 • GUI • • • Yes Buy $$$ 

Survey Said for the Web 
Marketing Masters, p. 78 • GUI • Yes Buy $$$ 

Survey Said for Windows 
Marketing Masters, p. 78 • GUI • • Yes Buy 

Survey Select Expert 
SurveyConnect, Inc., p. 87 • GUI Yes Buy $$ 

The Survey System 
Creative Research Systems, p. 7 4 GUI • Yes Buy $ 

Survey Tools For Windows 
William Steinberg Consultants, Inc., p. 86 • GUI Yes Buy $ 

Survey Pro 
Apian Software, p. 73 • GUI • • • Yes Buy $$ 

SurveySolutions 
Perseus Development Corporation p. 81 • GUI Yes 

TELEform 
Scantron, p. 85 • • • • 
$ = $0-$500 $$ = $501-$ 1500 $$$ = $1501-$2500 $$$$ = $2500+ 
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ARCS IVR/Web 
DBM Associates, p. 75 • • GUI • • No Either $$$$ 
AskAnywhere 
Senecio Software, Inc., p. 85 • • • • • GUI Both • Yes • Lease $$ 

Askia Web 
AS KIA, p. 73 • GUI • • Yes 

BellviewWeb 
Pulse Train Ltd ., p. 82 • Both Web • • Add-on Either 

Blaise 
Westat, p. 89 

Confirmit 
FIRM INC., p. 76 • Both Both • • Yes • 
CONVERSO CAWI 
CONVERSOFT (Axiom Software), p. 74 

Dub InterViewer 
NEBU b.v., p. 80 • • GUI Web • • Add-on Lease 

Eform 
Beach Tech Corporation, p. 7 4 • • Both • • Yes 

eSurveyor 3.1 Domino 
Halogen Software Inc., p. 76 • GUI Web • Yes • Lease $$$$ 
eSurveyor 3.2 Open 
Halogen Software Inc., p. 76 • • GUI Web • Yes • Lease $$$$ 

FlexiQuest 
Weeks Computing Services, p. 89 • Both Web • • Add-on • 
Hosted Survey 
Hostedware, p. 76 • Both Both • • Add-on • Either 

ldeaMap.Net 
Moskowitz Jacobs Inc., p. 80 • GUI Web • • Yes Lease $$$$ 

!net-On-Line 
Research. Net, Inc., p. 84 Either 

Inquisite Web Survey 
Inquisite Web Surveys, p. 76 • • GUI Web • • Yes • Either $$$$ 
lnsightExpress 
InsightExpress, LLC, p. 78 • Both Both • • Yes • Lease 

lnsightPanels 
InsightExpress, LLC, p. 78 • Both Both • • Yes • Buy 

InstantSurvey 
NetReflector, Inc., p. 80 • Both Web • • Yes • Buy $ 
Internet Survey Machine 
Marketing Masters, p. 78 • GUI Web • Yes • Buy $$$$ 
Interview & Analysis Program 
Comstat Research Corporation, p. 7 4 

Interviewer Web 
voxco, p. 88 • Both Web • • Yes • Either $$ 

Ioxphere 
Xorbix Technologies, Inc., p. 89 • • • GUI Both • • Yes Either 

iQuest 
TeleSage, Inc., p. 87 • GUI Both • • Add-on • Buy $$$$ 

IT CATI/CAPI/Web 
Interview Technology, p. 78 

!tracks Online Surveys 
!tracks, p. 78 • Both Web • • Yes • Lease 

Mercator SNAP Professional 
Snap Survey Software, p. 85 • GUI Both Yes Buy 

Mobile Memoir 
Mobile Memoir; LLC, p. 80 • Both Web • Yes • Either 

MR Interview 
SPSS MR USA,p.86 • Both Both • • Yes Either $$$$ 

mr Studio 
SPSS MR USA,p.86 • Both Add-on Either 

NetRaker Intelligence Platform 
NetRaker, p. 80 • Both Both • Yes 

NET-Survey 
Global Market Insite, Inc., p. 76 • • • • GUI Web • • Yes • Either 

NIPO Web Interview System 
NIPO Software, p. 81 • Both Both • • Yes • Lease $$ 

$ = $0-$500 $$ = $501 -$1500 $$$ = $1501 -$2500 $$$$ = $2500+ 
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Opinio 
ObjectPianet AS, p. 81 • • • • • Both • Yes • Either $ 
Pop-Up Survey Software 
SurveySite Inc., p. 87 

PowerTab 
Power l<nowledge Software, LLC, p. 81 • GUI Web • Yes Buy $ 
QueryWeb 
The Analytical Group, Inc., p. 72 • Both Web • • Yes • Buy $$$$ 
Question Pro 
Question Pro.com, p. 82 • GUI Web • • Yes • Either $$ 
Raosoft EZSurvey 
Raosoft, Inc., p. 84 • GUI Both • Add-on Buy . $ 
Raosoft InterForm 
Raosoft, Inc., p. 84 • GUI • Add-on Buy $$$$ 
Remark Web Survey Professional 
Principia Products, p. 81 • Both Both • Buy $$ 
Remark Web Survey Standard 
Princip ia Products, p. 81 • Both Both • Yes Buy $ 
Results for Research 6.0 
RON IN Corporation, p. 84 • Both Web • • Yes • Buy 

Rogator 6.3 
Rogator AG, p. 84 • • GUI • • Yes 

Satisfaction Express 
lnsightExpress, LLC, p. 78 • Both Both • • Yes • Lease $$$$ 
Sensus Web 
Sawtooth Technologies, Inc., p. 85 • Both Web • • Yes Buy 

SSIWeb 
Sawtooth Software, Inc., p. 85 • GUI Both • • Yes Buy $$$$ 
StatPac for Windows 
StatPac, Inc., p. 86 • Syntax Both • Add-on Buy $$ 
Sum Quest 
SumQuest Survey Software, p. 87 • GUI Both Yes Buy $ 
Survey Console 
Question Pro.com, p. 82 • GUI Both • • Yes • Lease $ 
Survey Genie -Gold 
William Steinberg Consultants, Inc., p. 86 • GUI Both Yes Buy $ 
Survey Said for the Web 
Marketing Masters, p. 78 • GUI Both Yes Buy $$ 
Survey Said for Windows 
Marketing Masters, p. 78 • GUI Both Yes Buy 

Survey Select Expert 
SurveyConnect, Inc., p. 87 • GUI Both • Yes Buy $$ 
Survey Tools For Windows 
William Steinberg Consultants, Inc., p. 86 • GUI Both Yes Buy $ 
Surveylogix 
Spark lit Networks, p. 86 GUI Both • • Yes • Lease $ 
surveyNgine.com 
Database Sciences, Inc., p. 75 • Yes 

Survey Pro 
Apian Software, p. 73 • GUI Both • Yes Buy $$ 
SurveySolutions 
Perseus Development Corporation, p. 81 • GUI Both • • Yes 

SurveyWriter 
SurveyWriterA:, p. 87 

Sysurvey.com 
SySurvey, p. 87 • GUI Both • • Yes • Lease 

The Survey 
Cybernetic Solutions, p. 7 4 • GUI Both • Yes Buy $ 
The Survey System -Web 
Creative Research Systems, p. 74 • GUI Both • • Yes • Buy $$ 
Ultimate Survey 
Prezza Technologies, Inc., p. 81 • GUI Both • • Add-on • Buy $$ 
WebSURVENT 
Computers for Mktg. Corp. (CfMCl, p. 74 • • • • Syntax • • Add-on 

WebSurveyor 4.1 
WebSurveyor Corporation, p. 88 • GUI Web • Yes Buy $$ 

$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+ 
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2DVOG 
SensoMotoric Instruments, p. 85 • 
3DVOG 
SensoMotoric Instruments, p. 85 • 
ARGUS Perceptual Mapper 
Spring Systems, p. 86 • • 
Arthur 
The Analyt ica l Group, Inc ., p. 72 • 
ASDE Survey Sampler- Canada 
ASDE Survey Sampler, p. 73 • 
ASDE Survey Sampler- USA 
ASDE Survey Sampler, p. 73 • 
Brand Map 
W RC Research Systems, Inc., p. 89 • 
BrandProfiler 
W RC Research Systems, Inc., p. 89 • 
BrandTrend 
W RC Research Systems, Inc ., p. 89 • 
Bulletin Board Focus Groups 
!tracks, p. 78 • 
CAPI Manager 
voxco, p. 88 • 
CART 
Salford Systems, p. 84 • 
Community Coder 
ESRI Business Information So lutions, p. 75 • • 
ConsumerPoint 
Claritas Inc., p. 74 • • 
Data Fit 
Oakdale Engineering, p. 81 • 
Decision Pad 
Apian Software, p. 73 • 
Dial Quest 
TeleSage, Inc., p. 87 • 
Dub Panei ·Man 
NEBU b.v.,p.80 • 
DynaMap/Census 
Geographic Data Technology, Inc., p. 76 • 
East 3.0 
Cytel Software, p. 74 • 
E-Scrub 
PDPC, Ltd., p. 81 • 
ESPRI 
Information Tools Ltd. , p. 76 • • 
E-Tabs Interactive 
E-Tabs Ltd ., p. 75 • • 
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E-Tabs Lite Reader 
E-Tabs Ltd., p. 75 • • 
E-Tabs Professional Reader 
E-Tabs Ltd., p. 75 • 
E-Tabs Web 
E-Tabs Ltd ., p. 7 5 • • 
E-Tabs Writer 
E-Tabs Ltd., p. 75 • • 
Forecast Pro 
Business Forecast Systems, p. 7 4 

Forecast Pro Unlimited 
Business Forecast Systems, p. 74 

Forecast Pro XE 
Business Forecast Systems, p. 74 

Fuzzy Mail Merge 
PDPC, Ltd., p. 81 • 
GENESYS Sampling Systems 
GENESYS Sampling Systems, p. 76 • 
GENESYS-Pius 
GENESYS Sampl ing Systems, p. 76 • 
Geoxphere 
Xorbix Technologies, Inc., p. 89 • 
Headliner 
The NameStormers, p. 80 • 
iMARK 
C laritas Inc., p. 7 4 • 
iMARK Online 
Claritas Inc., p. 74 • 
i-measure 
Modern Survey, Inc., p. 80 • • 
InsightPanels 
InsightExpress, LLC, p. 78 • • 
Ioxphere 
Xorbix Techno logies, Inc., p. 89 • • 
IPSS 
Senecio Software, Inc., p. 85 • 
iViewX 
SensoMotoric Instruments, p. 85 • 
iXPRESS 
Claritas Inc., p. 74 • 
LogXact 
Cytel Software, p. 74 • 
Map Info 
Tetrad Computer Applications, Inc., p. 87 • 
Maplnfo Professionai/MapX 
Mapinfo Corporation, p. 78 • 
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Map Point 
Tetrad Computer Applications, Inc ., p. 87 • 
MapScape.com 
Tactician Corporation, p. 87 • 
Maptitude 
Caliper Corporation, p. 74 • 
Maptitude for Redistricting 
Caliper Corporation, p. 74 • 
Maptitude for the Web 
Caliper Corporation, p. 7 4 • 
Market Miner 
MarketMiner, Inc., p. 78 • 
MARS 
Salford Systems, p. 84 • 
MEDIASTAR 
Information Tools Ltd ., p. 76 • 
Microtab XP 2004- Professional Edition 
Microtab, Inc., p. 80 • 
Microtab XP 2004 Add-on Module 
Microtab, Inc., p. 80 • 
MiningSolv 
Market Advantage Consu lting & Software, p. 78 • 
Mirage Enterprise 
Finjan Software, p. 76 • 
MktSIM 
Spring Systems, p. 86 • 
M-Link 
The Analytical Group, Inc ., p. 72 • 
Mobile Memoir 
Mobile Memoir, LLC, p. 80 

MPE Data Entry & Editing 
OAT AN , Inc., p. 75 • 
mr Studio 
SPSS M R USA, p. 86 • 
MR Translate 
SPSS M R USA, p. 86 • 
MrHUB 
Marketing and Research Data Consultants, p. 78 • • 
mSITE 
PAl- Productive Access, Inc ., p. 81 • • 
mTAB Research Analysis System 
PAl- Productive Access, Inc., p. 81 • • 
Mystery Shopping Software 
AR L- Products, p. 73 

Name Pro 
The NameStormers, p. 80 • 
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Nebu Office Suite 
NEBU b.v., p.80 • 
Net-ACA 
Global Market Insite, Inc., p. 76 • 
Net-DB 
Global Market lnsite, Inc., p. 76 • 
NET-Focus 
Global Market Insite, Inc., p. 76 • 
Net-Panel 
Global Market Insite, Inc ., p. 76 • 
NetRaker Intelligence Platform 
NetRaker, p. 80 • • • 
NUD* IST 6 
QS R International, p. 82 • 
NVIVO 
QS R International, p. 82 • 
Online Focus Groups 
!tracks, p. 78 • 
PCensus 
Tetrad Computer Applications, Inc ., p. 87 • 
PEER Planner for Windows 
Delphus, Inc., p. 75 • 
Perception Analyzer 
M S Interactive - Perception Analyzer, p. 80 • 
POV2000 
Your Perceptions, p. 89 • 
PrefSolv 
Market Advantage Consulting & Software, p. 78 • 
Pronto Telephony Solutions 
voxco, p. 88 • 
PRO-T-S Telephony Systems 
PRO-T-S Telephony Systems, p. 82 • 
P-ST AT 
P-STAT, Inc., p. 82 • • 
QBAL 
Jan Werner Data Processing, p. 89 • 
QGEN 
Jan Werner Data Processing, p. 89 • 
Q-Leap 
The Analytical Group, Inc., p. 72 • 
QPSMR REFLECT 
Q P S M R Limited, p. 82 • 
Qual Boards 
20/20 Research/QuaiTalk, p. 88 • 
Question Pro 
Question Pro.com, p. 82 • • 
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Quick Tally 
Quick Tally Audience Response Systems, p. 82 • 
Raosoft EZSurvey 
Raosoft, Inc., p. 84 • 
Reply 
Fleetwood Group, Inc ., p. 76 • • 
Research Reporter 
nsight Marketing Systems Pty. Ltd ., p. 78 • 
Research Tracker II 
MDSS,p.78 • • • • 
The Rite Site 
Easy Analytic Software, Inc ., p. 75 • 
Rog Panel 
Rogator AG , p. 84 • • 
RV2 
Able Software Corp., p. 72 • 
SegmentSolv 
Market Advantage Consulting & Software, p. 78 • 
Send Quest 
TeleSage, Inc., p. 87 • • 
Smart Forecasts 
Smart Software, Inc., p. 85 • 
Snap Express 
Snap Software, p. 85 • 
Snap3 
Snap Software, p. 85 • 
Snap line 
Snap Software, p. 85 • 
Snaptrac 
Snap Software, p. 85 • 
Specwriters' Work Bench 
ATP Limited, p. 73 • 
Sp-Link 
The Analytical Group, Inc ., p. 72 • 
SSI- SNAP. 
Survey Sampling International, p. 87 • 
Statistics Calculator 
StatPac, Inc., p. 86 • 
StatXact 
Cytel Software, p. 74 • 
StatXact Procs for SAS Users 
Cytel Software, p. 7 4 • 
SuperCROSS 
Alta Plana Corpo ration, p. 72 • • • 
SuperSTAR 
Alta Plana Corporat ion, p. 72 • • • 
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SuperWeb 
Alta Plana Corporation, p. 72 • • 
Surview Sales Development 
Bruce Bell & Associates, Inc., p. 74 • 
Trans CAD 
Caliper Corporat ion, p. 74 • 
Trial Map 
Spring Systems, p. 86 • 
Turbo Spring-Stat 
Spring Systems, p. 86 • • 
USORT 
The Uncle Group, Inc., p. 88 • 
Verbastat 
SPSS MR USA, p. 86 

Vertical Mapper 
Tetrad Computer Appl ications, Inc., p. 87 • 
Website Usability 
!tracks, p. 78 • 
Win link 
The Analytical Group, Inc ., p. 72 • 
WinPrin 
Data Vis ion Research, Inc., p. 75 

Winyaps 
ATP Limited, p. 73 • 
Xsight 
QS R International, p. 82 • 
Yaps 
ATP Limited, p. 73 • 
Zipfind 
X ionetic Technologies, Inc ., p. 89 • 
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ActiveGroup ..................................... . 56-57 Future Information Research Management - FIRM ........ . 18 
Ph. 770-449-5539 I www.activegroup.net Ph. 212-660-1800 I www.confirmit.com 

Advanced Focus, Inc. . ............................... . 64 GENESYS Sampling Systems ....... . ................. . 47 
Ph. 212 -2 17-2000 I www.advancedfocus.com Ph. 800-336-76741 www.genesys-sampling.com 

Affordable Samples, Inc. . ............................ .38 Global Market Insite, Inc . .............................. 77 
Ph. 800-784-80161 sales@affordablesamples.com Ph. 425-369-01971 www.gmi-mr.com 

The Analytical Group, Inc. . ........................... . 53 Greenfield Online .................................... . 9 
Ph. 800-946-276 7 I www.acsinfo.com Ph . 203-834-8585 I www.greenfield.com 

Anderson, Niebuhr & Associates, Inc. . .................. . 49 i think inc . .......... .... ........ .. ................. . 31 
Ph. 800-6 78-5577 I www.ana-inc.com Ph . 214-855-3777 I www.ithinkinc.com 

Apian Software, Inc . .................................. 72 1/H/R Research Group . . .. ............................ . 28 
Ph. 800-237-4565 I www.apian.com Ph. 800-254-00761 www.ihr-research.com 

ASDE Survey Sampler ............................... . 73 ICR/International Communications Research ............. . 19 
Ph. 888-323-3651 I www.surveysampler.com Ph. 484-840-4300 I www.icrsurvey.com 

Baltimore Research ................................. . 35 Information Tools ............... ....... ............. . 79 
Ph. 410-583-9991 I www.baltimoreresearch.com Ph. 847-384-1080 I www.infotool.com 

Burke Institute ..................................... . 29 ingather research - Denver ............................ . 22 
Ph. 800-543-8635 I www. Burkelnstitute.com Ph. 303-980-19091 www.ingatherresearch.com 

Burke, Incorporated ................................. . SO lnquisite Web Surveys .. ........ ...................... . 5 
Ph. 800-688-26741 www.burke.com Ph. 800-581-73541 www.inquisite.com 

C&R Research Services, Inc. . .......................... . 3 InsightExpress, LLC ................ ... .............. . 17 
Ph. 312-828-9200 I www.cr-research.com Ph. 877-329-1552 I www.insightexpress.com/proven 

Cheskin ........................................... . 32 InterCiipper ..................... .. . . .............. . 39 
Ph. 650-802-21 00 I www.cheskin.com Ph. 973-733-34341 www.vicCD.com 

Common Knowledge Research Services .............. . 26-27 JRA, J. Reckner Associates, Inc . ........................ .51 
Ph. 800-710-9147 I www.commonknowledge.com Ph. 215-822-6220 I www.reckner.com 

Computers for Marketing Corp. (CfMC} ................. .34 Mail Research Center ................................ . 61 
Ph. 415-777 -0470 I www.cfmc.com Ph. 800-873-23391 www.b2bmrc .com 

Consumer Opinion Services, Inc . ....................... . 45 Maritz Research .................................... . 13 
Ph. 206-241-6050 I www.cosvc.com Ph. 887-4MARITZ I www.maritzresearch.com 

Database Sciences, Inc. . ................ .Inside Back Cover Microtab, Inc . ................... .... ............... . 80 
Ph. 800-742-6035 I www.dbsciences.com Ph. 866-MICROTAB I www.microtab.com 

Decision Analyst, Inc . ................................ . 11 On-Line Communications, Inc . ...... ... ................ .33 
Ph. 817-640-6166 I www.decisionanalyst.com Ph. 800-765-3200 I www.on-linecom.com 

Delve .... : . ....................................... . 37 Opinion Search, Inc . ........... ...... ......... . Back Cover 
Ph . 800-325-33381 www.delve.com Ph. 800-363-42291 www.opinionsearch.com 

Erlich Transcultural Consultants ............... ..... ... . 15 PAl-Productive Access, Inc . ........ ... ................ . 81 
Ph . 818-226-13331 www.etcethnic.com Ph. 800-683-31111 www.paiwhq.com 

Focus Pointe Philadelphia ............................ . 63 PRO-T-S Telephony Systems .......................... . 83 
Ph. 888-US-FOC US I www.focuspointe.net Ph. 800-336-76741 www.pro-t-s.com 

FocusVision VideoStreaming, Inc . ...................... . 43 Pulse Train Technology, Ltd . ........................... . 82 
Ph. 203-961-17151 www.focusvision.com Ph. 561-842-4000 I www.PTTSystems.com 

FocusVision Worldwide, Inc . ....................... . 6-7, 21 QSR International Pty ltd .................. . ......... . 84 
Ph. 203-961-17151 www.focusvision.com Ph. 877 595 5230 I www.qsrinternational.com 
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classified ads 

Connecticut'S Two Top Facilities 

Hartford Re~rch 
(860) 529-8006 (203) 234-9988 

ctconnectlon.com 

Sawtooth Software, Inc . . ..... . ........... . ........... . 85 
Ph. 360-681-2300 I www.sawtoothsoftware.com 

Sawtooth Technologies, Inc . ........... . ....... .. . .... . . 86 
Ph. 847-239-7300 I www.sawtooth.com 

Schlesinger Associates, Inc . .. . ........... .Inside Front Cover 
Ph. 732-906-1122 I www.schlesingerassociates.com 

Scientific Telephone Samples .. ....... . ........ . ... . . .. . 23 
Ph. 800-944-4STS I www.stssamples.com 

Socratic Technologies, Inc . ... . ........................ . 42 
Ph . 800-5-SOCRATIC I www.sotech.com 

Sparklit ........................................... . 87 
Ph. 250-477-1336 I www.sparklit.com 

Survey Sampling International ........................ . 41 
Ph. 203-255-4200 I www.surveysampling.com 

WRC Research Systems, Inc . .. .. . ..................... . 89 
Ph. 630-969-43741 www.wrcresearch.com 

Coming • 

March 
Business-to-Business 

Research 
and 

Omnibus Research 

T~E 
OUEOTION 
01-10 P, Inc. 
A Marketing Research Firm 

Focus Groups and All 
Types of Surveys 

Trade Talk 
continued from page 110 

RYAN REASOR 
President 

2860 N. Santiago Blvd. 
Suite 100 
Orange, CA 9266 7 
(7141 97 4-8020 
FAX: (7141 974-6968 

product marketers, engineers and members of external 

sectors. Once a worthwhil e concept is identified, the 

team sets to work, each person bringing their individ­

ual areas of expertise to bear. This process has taught 

the Group how to quickly refine the promising con­

cepts that arise from the one-on-one customer visits 

and test them on the next visitors. 

Recipe for success 
The report closes with a summation of the fac tors 

that contribute to HP's product design success. While 

they are specific to HP, they certainly sound like a 

recipe any firm could use: "The HP experience 

demonstrates the need to have a process in place to 

handle any idea, identify useful innovation, and protect 

the 'seed.' It also shows that having a team of free 

thinkers is critical, as is identifying an executive cham­

pion. Having consistent funding, and keeping commu­

nications open, with the knowledge among team 

members that risks are okay and that fai lure is certainly 

possible, are also key to success." 

Marketing Meets Design, by Lily Aguirre Just and Rommel 

Salvador (Report No. 03-102), is avai lable from the Marketing 

Science Institute (www.msi.orgl. IQ 
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Success by design 

T 
he Marketing Science 

Institute has issued a report 

on a conference called 

Marketing Meets Design, which 

was held in New Orleans in January 

2003 and co-sponsored by the 

Marketing Science Institute and the 

Yaffe Center at the University of 

Michigan. The report, compiled by 

Lily Aguirre Just and Rommel 

Salvador, has a wealth of interesting 

information on the best practices of 

several design-centric firms. 

Speaker Sam Farber, founder of 

OXO International, maker of those 

black-handled kitchen gadgets that 

seem to be in everyone's utensil 

drawers, told the gathering about 

how OXO identified deficiencies in 

products on the market and cou­

pled that with research in which 

they watched consumers use vari­

ous kitchen tools. Pretty standard 

stuff, really. The trick of course is to 

use that information to make use­

ful, quality products. Because con­

sumers recognize added value, the 

report says, and will pay more for a 

good product. So if you can engen­

der loyalty and charge a premium 

for your product, you've struck 

gold. 

Farber noted that consumer emo­

tion plays a strong role in the loyal­

ty process. "The product design 

must be such that consumers easily 

perceive the innovation and feel 

that the product satisfies a need," 
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the report says. "Further, the expe­

rience can be emotional, evoking 

feelings of joy, well-being and 

accomplishment. With this experi­

ence, consumers recognize added 

value and ultimately, identify the 

brand with innovative products." 

Whirlpool Corporation's Philip 

Thompson made some similar 

points , mentioning that consumer 

preference is achieved through rele­

vance (how a brand connects to the 

target consumer) and difference 

(how the brand distinguishes itself 

from the competition). Whirlpool 

too relies on a user-centric product 

development approach, giving a 

consistent look and feel to its prod­

ucts which, much like OXO's, 

extends the core brand attributes. 

Those attributes, when clearly 

understood by the development 

team, can almost serve as a jump 

start when it comes time to create a 

new product. If the team knows 

what it means to be a Whirlpool 

product, for example, it has a strong 

foundation upon which to build. Of 

course, it helps if consumers share 

that same sense of brand make-up. I 

suspect many a failed product has 

had promising beginnings and a 

devoted development team that just 

couldn't transmit the right feelings 

to consumers. 

Powerhouses Procter & Gamble 

and Hewlett-Packard supplied some 

of the most interesting information. 

www.qu i rks.com 

P & G's Claudia Kotchka told of 

how product design used to flow 

from a breakthrough in chemistry 

in the R&D department to market­

ing, where the product concept was 

developed, to design, where labels 

and graphics were created, and 

finally to a group that addressed 

manufacturing issues of feasibility 

and cost. 

These days, a "Visual Identity 

Team" of marketers, designers, 

R&D people and external design 

consultants comes up with a "holis­

tic consumer offering." Using 

ethnographic and other consumer 

research the team identifies design 

requirements for new products and 

notes the design aspects that cannot 

be compromised during manufac­

turing. 

Christian Landry of HP said that 

the firm believes that a company 

must be "idea-led" and consumer­

informed. To that end, HP allows 

customers to visit HP design stu­

dios for one-on-ones with design­

ers. Landry acknowledged that this 

entails risk but said the design stu­

dio approach has "fueled the fire of 

innovation" at the company. 

An "aha" team within HP's 

Personal Systems Group meets 

every two weeks to look at innova­

tions and ideas. The group includes 

strategic marketers, designers, 
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eFieldFacility.com, by Database Sciences, is a complete online 
quantitative research field service. From sampling to data delivery, 
we handle every detail of online field work. 

Driving the eFieldFacility concept is Database Sciences' proprietary 
Web surveying software suite. We use it in what is known as an 
ASP, or Application Service Provider, platform to help our clients 
conduct research. 

In English, that means that we offer the online equivalent of the mall 
intercept company, the telephone interviewing house, and the focus 
group facility. Every day, our clients have access to state-of-the­
art online research tools without having to invest time, money, or 
peoplepower in hardware, software, or training. While we are fielding 
feature-rich online surveys for them efficiently and economically, 
they can focus their energies and resources on their core businesses. 

Serious Tools for Research Professionals 

We are a research field service first, and a technology company 
second. Our experienced team understands the requirements of 
field work and our technical staff is constantly pushing the envelope 
in applying the latest Web technologies to traditonal research tasks. 

Also, we understand the value of every respondent's opinion and 
strive to make the online survey environment user- friendly and 
enjoyable. We offer a responsive online help desk to our panel 
respondents (and our clients') so that we keep respondents engaged 
and maximize response rates. 

At the end of the fielding process, we deliver data in a variety of 
formats. Whether a client wants a complete tab analysis or raw 
data compatible with legacy Column Binary systems, we are able 
to accommodate them. 
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What has your 
field house 

. done for you lately? 

Opinion Search Inc. offers 
high quality data collection with real-time online 

access to your survey data 24/7. 

With 260 CATI stations across 3 Canadian call centers, professional 
college educated interviewers and onsite quality control, we offer 
superior data collection services. The Opinion Search difference: 

results -oriented solutions for our clients. 

•Telephone interviewing {CATI) 
• Consumer & business 
• Elite interviewing 

(CEO/CFO/MIS) 
• Multilingual capabilities 

•Online questionnaire 
programming and hosting for 
e-mail and web-intercept 
surveys 

•Real-time online secure 
access to telephone survey 
data (via our dataCAP) 

• View frequencies, dispositions 
& verbatim responses 

• Run cross-tabulations 

•Full tabulation services 

To find out more call us at 1-800-363-4229 
or visit us at www.opinionsearch.com. 
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