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A survey of professionals who work
in youth-related fields shows that they
feel it is appropriate to begin market-
ing to children at age 7, on average.
This is more than two years before
they feel most young people can view
advertising critically (age 9.1), or
when they feel most young people
can effectively separate fantasy from
reality in media and advertising (age

9.3).Youth marketers feel it is appro-
priate to target marketing to children
almost five years before they feel that
most young people can make intelli-
gent choices as consumers (age 11.7).

These are some of the findings of
the Harris Interactive/Kid Power Poll
of Youth Marketers conducted online
by Harris Interactive, Rochester,
N.Y., in February 2004 among 878
individuals working in youth-related
fields. Survey participants were pro-
fessionals working in a range of
youth-related fields, including: youth
marketing, market research, advertis-
ing/public relations, media, education
and non-profit organizations.The poll
covered a number of topics regarding

commercialism and youth, marketing
in schools, youth obesity, and sexual
and violent content in media.“This
poll shows that youth marketers are
pressured by a sense of urgency to
reach kids early so that brands will be
familiar to them when they do reach
an age where they make or influence
purchase decisions,” says John Geraci,
vice president of youth research at
Harris Interactive.“Data also show
that those working in youth fields are
comfortable and supportive of their
organization’s practices.They wel-
come the challenge and responsibility
that comes with serving the needs of
young consumers and their parents.”

Study findings indicate that: 91 per-
cent of respondents feel that today’s
youth are more powerful consumers
than young people were 10 to 15
years ago; 91 percent agree that
young people are marketed to in ways
that they don’t even notice; 61 perc e n t
a gree that adve rtising to childre n
b e gins at too young an age.

“The poll results show that yo u t h
m a r ke t e rs have a great deal of re s p e c t
for the power and influence of chil-
d re n ,” s ays Candi Schwa rt z , m a n a gi n g
d i rector of the Kid Power Exchange.
“In fa c t , we found that youth mar-
ke t e rs tend to define today ’s yo u n g
generation as a consumer gro u p.”

Additional findings from the study
i n c l u d e : 91 percent feel that their
organization treats young people with
re s p e c t ; 90 percent feel their organiza-
tion treats parents with re s p e c t ; 78 per-
cent feel that their organization plays a
p o s i t ive role in the lives of childre n ; 7 4
p e rcent feel that the positive impact
their organization has on children fa r
o u t weighs any negative s .A summary
of the results of this poll is ava i l a ble at
w w w. h a rri s i n t e r a c t ive. c o m / n ew s / n ew
s l e t t e rs _ k 1 2 . a s p.

Buffalo loves its coupons
Almost half of adults in Buffalo, N.Y.,

and Providence, R.I., use grocery
coupons at least once per week,
according to a study by NewYork-
based Scarborough Research.The
third city in the ranking of
Scarborough’s 75 markets is
Milwaukee, with 45 percent.The
Scarborough analysis also finds that
over half (56 percent) of consumers
tend to obtain coupons through the
Sunday newspaper. Regular mail (38
percent), in-store coupons (36 per-
cent), and preferred/valued customer
cards (24 percent) are all top ways
consumers usually obtain coupons in
their household.

Nationally, 30 percent of con-
sumers use grocery coupons on a
weekly basis.Among Scarborough’s
markets, Fresno, Calif., (16 percent)
and Albuquerque, N.M., (16 percent)
have the lowest incidence of weekly
grocery coupon use.Additionally,
almost one-quarter (24 percent) of
consumers use grocery coupons two
to three times each month.“Grocery
coupons are an incentive almost one-
third of consumers use weekly. Retail
outlets and product brands alike can
use this tool to build ongoing rela-
tionships with customers that will in
the end create even greater brand loy-
alty,” says Alisa Joseph, vice president
of advertiser marketing services,
Scarborough Research.To view a
chart showing all 75 markets visit
www.scarborough.com/press.php.

Target and Costco rated most
fun to shop
As more consumers than ever before
are crossing trade channels when
deciding where to shop for items
ranging from household cleaning
supplies to pet food, factors like
everyday low pricing and good cus-
tomer service matter more than spe-
cial deals and promotions, selection
and convenient location, according to
a study of consumers nationwide

continued on page 64

Youth marketers: start targeting kids at age 7
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European research firm Ciao has
named Bill Hoover sales director at
its Westport, Conn., office. In
London, Gillian Hannam has been
named inside sales manager.

U.K.-based United Business Media has
announced that David Levin will
succeed Clive Hollick as CEO, effec-
tive April 5, 2005.

Bellomy Research, Inc.,Winston-Salem,
N.C., has named Amy Moses

research manager. Reggie
Pasterczyk has joined the company
as an account director.

Doug Schwabenbauer has been
promoted to vice president-marketing
analyst at S&T Bank, Indiana, Pa.

Chicago-based Information Resources,
Inc. has named Janet Eden-Harris
executive vice president and global
chief marketing officer and Bill
Nowacki president of enterprise
solutions.

Lisa Johnson has been named pro-
ject director in the financial services
practice division of Milwaukee-based
Market Probe. In addition, Michael
Alioto has been named senior vice
president and head of the automotive
and manufacturing practice division.
And Jason Palmer has been named
senior vice president and head of the
company’s service sector practice.

John Tapper has added the title of
chief strategy officer of NewYork
research firm the Ziment Group to his

responsibilities within the group’s
full-service division, called Ziment.
Separately, Lynnette Cooke has been
promoted to chief executive officer of
Ziment, a title previously held by
Howard Ziment, who will continue
on in his other role as chief executive
officer of the Ziment Group.

AllPoints Research,Winston-Salem,
N.C., has hired Kay Harwood as a

qualitative research discovery consul-
tant and moderator.

Jack Lighton, J r., has been named
d i rector of the new marine industry
re s e a rch program of Rochester, N. Y. ,
re s e a rch firm H a rris Intera c t i ve.

Chicago-based R e s e a r ch Intern a t i o n a l
U S A has announced a number of pro-
motions and new hire s .P ro m o t i o n s :
C a t hy Iffert to administrative assistant
for outsourced data collection-domes-
tic (ODC-D);A a ron Bri e n z o a n d
Richele Spri n ge r to data pro j e c t
d i rector - re p o rt i n g . N ew hire s :L i z
E l h a rd t has joined the ODC-D team
as a project dire c t o r;Jayne Gre t z h a s
been named vice president in the bu s i-
ness advancement team;L e o
S c h we rt l ey has joined the Pepsi Itrac
team in Stamford , C o n n . , as vice pre s i-
d e n t ; also joining the Pepsi team is
Randi Steiner as client service dire c-
t o r; in Chicago, D ave Pa t t e n has been
named vice president - tracking and
Lisa V rc h o t a has been named human
re s o u rces administrator; in San
F r a n c i s c o,Geraldine Roge rs h a s
joined as a re s e a rch manager in the
non-CPG tracking gro u p,Zha Ya n

has joined the technology tracke r
t e a m , and Roly Gupta has been
named senior re s e a rch manager.

Walker Inform a t i o n,I n d i a n a p o l i s , h a s
p romoted the following associates in
the client services and technolog y
d e p a rt m e n t s :Alison Babb i t t a n d
Lana Bandy to consultant;L a u re n
B l o c k and M a rina Molenda to pro-
gram manager;L a u ri Jo n e s to analyst;
and D avid Wa l ke r to LAN adminis-
t r a t o r.

M i l l wa rd Brown has launched a new
global unit - Millwa rd Brow n
Optimor - focusing on maximizing
the total re t u rns from brand and mar-
keting inve s t m e n t .The unit is led by
n ewly-appointed Exe c u t ive V i c e
P resident Joanna Seddon. S e p a r a t e l y,
M i l lwa rd Brown announced a nu m b e r
of new hires and promotions at its va r-
ious locations:M a ry Ann Pa c ko h a s
been promoted to pre s i d e n t , M i l lwa rd
B rown USA; Fab rizio Giord a n o h a s
been appointed managing dire c t o r,
M i l lwa rd Brown Brazil;Anne Bake r
has joined Millwa rd Brown as dire c t o r
of global training;Natalie Dany s h
has been named managing director of
G reenfield Consulting Gro u p,
We s t p o rt , C o n n . ; and A a ron Pe c k
and Dana Lowe h ave been pro m o t e d
to vice president at the Fairfield,
C o n n . , office of Millwa rd Brow n
U S A .

Lightspeed Research, Basking Ridge,
N. J. , has named Eileen Ke l l y v i c e
p re s i d e n t , operations in Nort h
A m e ri c a . In addition, Julian Pri c e h a s
been named senior vice president of
m a r keting and product deve l o p m e n t .

A n d rew Wi s h has joined R e s e a r ch
I n t e rn a t i o n a l as CEO A f ri c a .

We n dy ’s Intern a t i o n a l , I n c.,D u bl i n ,O h i o,
has named Ian B. R ow d e n e xe c u t ive

Moses Pasterczyk

Harwood

continued on page 70
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B a c o n ’s cuts through the
blog clutter
Chicago-based Bacon’s
I n f o rmation is now offering a ser-
vice that monitors online new s
bl og s . B l ogs - a short term for We b
l ogs - are Internet sites containing
reflections and comments pub-
lished by individuals or gro u p s . A
bl og ’s content is often posted peri-
odically on the Web in a journ a l
or “ l og ” f o rm a t .

The company has intro d u c e d
n ew bl og content in its
M e d i a S o u rce Premium Researc h
module and tracks bl og cove r a g e
in the Monitoring module to help
clients determine the possibl e
impact on business decisions and
c o m p a ny re p u t a t i o n s . “ Wi t h
t o d ay ’s information overload fro m
often irre l evant or dubious
s o u rc e s , our aim is to help our
clients by filtering the commu n i-
cations clutter. B a c o n ’s will there-
f o re focus on bl ogs run by re p-
u t a bl e, c re d i ble pro f e s s i o n a l s .
I n i t i a l l y, these will be bl ogs of
a c t ive journ a l i s t s , but as our in-
house re s e a rc h e rs scrutinize and
a p p rove additional new s - re l a t e d
bl og s , we will add to the scope of
our cove r a g e,” s ays Ruth
M c F a r l a n d , senior vice pre s i d e n t
and publisher for Bacon’s . Fo r
m o re information visit
w w w. b a c o n s . c o m .

Qual/quant model describes
d e c i s i o n - making process
I n s i g h t • m a s , a Columbu s , O h i o,
consulting firm , is offeri n g
Customer Pe rc e ived Value (CPV), a
re s e a rch model that utilizes qualita-
t ive and quantitative re s e a rch meth-
ods to describe the customer’s com-
plete decision-making experi e n c e.
CPV identifies the customer’s
d e s i red outcomes, the re l a t ive
i m p o rtance of those va rious out-
c o m e s , and perceptions of the va l u e

p rovided by specific, a l t e rn a t ive
o f f e rings towa rds each of those out-
c o m e s . Applications include new
p roduct deve l o p m e n t , p roduct posi-
t i o n i n g , m a r ket segmentation,
a d ve rt i s i n g , and brand management.

CPV is designed to provide the
foundation for further re s e a rc h
i n i t i a t ives into sub-topics such as
emotional motiva t i o n , p ro d u c t
line extensions, customer serv i c e
f u n c t i o n s , and adve rtising testing,
by providing the total context in
which the customer considers
those more specific aspects.T h e
model is intended to add value to
re s e a rch initiatives as small as a
f ew focus groups or as extensive as
a complete market survey using
large samples. It has been applied
in both product- and serv i c e - o ri-
ented industr i e s , as well as non-
p rofit organizations and gove rn-
ment agencies. For further infor-
mation visit www. i n s i g h t m a s . c o m .

Quick service for simple
s u r ve y s
S a s k a t o o n , S a s k a t c h ewa n - b a s e d
Itracks has launched QuickQs, a
24-hour survey programming ser-
vice for straightforwa rd online
s u rvey s . QuickQs is tailored to
meet the needs of re s e a rc h e rs who
h ave medium-length surveys of
l ow complexity that need to be
fielded fa s t .While complex survey s
re q u i re a team to accurately pro-
gram and manage the pro j e c t ,
QuickQs surveys re q u i re only one
point of contact.The QuickQs
p roject manager and progr a m m e r
a re one, which reduces the time it
t a kes clients to commu n i c a t e
changes and tro u bleshoot pro b-
l e m s . For more information visit
w w w. i t r a c k s . c o m .

ICR offers Hispanic phone
o m n i b u s
M e d i a , Pa . , re s e a rch firm ICR is

n ow offering HispanicEXCEL, a
nationally re p re s e n t a t ive telephone
o m n i bus survey of the Hispanic
p o p u l a t i o n . Each HispanicEXCEL
s u rvey gathers 1,000 interv i ew s
over a two - week peri o d . I C R ’s
bilingual interv i ewe rs are
equipped with questionnaires in
either Spanish or English. A CAT I
s o f t wa re program allows these
i n t e rv i ewe rs to toggle betwe e n
Spanish and English ve rsions with
the goal of achieving better com-
p rehension and higher completion
r a t e s . For more information call
484-840-4300 or visit www. i c r-
s u rvey. c o m .

R e p o rt profiles gay and
lesbian ma r k e t
Packaged Facts, N ew Yo r k , is now
o f f e r ing The U. S. G ay and Lesbian
M a r ke t , a re p o rt written in col-
laboration with Wi t e c k - C o m b s
C o m mu n i c a t i o n s , I n c. , a PR and
m a r keting communications firm
with expertise on the gay, l e s b i a n ,
bisexual and transgender commu-
n i t y.

The re p o rt indicates that at
least two million gays are
a p p roaching or have alre a d y
reached re t i rement age. By 2020,
some 5.7 million, or 25 percent of
the gay commu n i t y, will be 50 or
o l d e r. Packaged Facts estimates
that there are 1.8 million gay and
lesbian households with childre n ,
and there are approximately 2.6
million children living with gay
p a re n t s .The re p o rt also examines
census data on same-sex house-
holds as well as comparative
re s e a rch on single gay men and
lesbians to conclude that race and
ethnicity among the GLBT popu-
lation appears to mirror the gen-
eral U. S. p o p u l a t i o n .

The U. S. G ay and Lesbian

continued on page 67
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N ews notes
In December,Wi l t o n , C o n n . - b a s e d
re s e a rch firm G reenfield Online, I n c.
announced the pricing of its secondary
p u blic offering of 6,000,000 shares of
its common stock at $18.16 per share
on the Nasdaq National Market under
the ticker SRV Y. In the transaction,
G reenfield Online sold 4,500,000
common share s ,with net proceeds of
a p p roximately $76.1 million after
deducting underwriting discounts and
commissions and estimated offeri n g
e x p e n s e s ; and selling stockholders sold

1,500,000 common share s ,with net
p roceeds of approximately $25.7 mil-
lion after deducting underwriting dis-
counts and commissions.The selling
s t o c k h o l d e rs granted the underwri t e rs
a 30-day option to purchase an addi-
tional 900,000 shares of common stock
to cover ove r - a l l o t m e n t s , if any.

N ew York-based A r b i t ro n
announced that the program deve l o p e d
to re c ruit consumers for the Houston
m a r ket trial of the Po rt a ble Pe o p l e
Meter (PPM) is delive ring positive, i n i-

tial results in terms of sample perfor-
mance indicators (SPI), response rate
m e t rics and panel re p resentation at the
household leve l .At the end of the firs t
wave of re c ru i t m e n t ,A r b i t ron achieve d
a 52.7 household sample perform a n c e
indicator (SPI). Other response rate
m e a s u res are in line with the re s u l t s
that A r b i t ron and Nielsen Media
R e s e a rch achieved during the success-
ful re s e a rch and development progr a m
for PPM response rates that was fielded
in 2003 and 2004.These measures are
also substantially higher than those
a c h i eved by A r b i t ron in the first U. S.
m a r ket trial of the PPM in Philadelphia
in 2002.The pre l i m i n a ry sample pro-
p o rtionality measures for the installed
PPM households are also well in line in
t e rms of race and ethnicity. H o u s e h o l d
fault rates to date have been under 10
p e rcent and are consistent by race and
e t h n i c i t y.

Netherlands-based V N U a n n o u n c e d
that its AC N i e l s e n business unit won a
ruling in the antitrust lawsuit by
Chicago-based I n f o rm a t i o n
R e s o u rc e s , I n c. (IRI) against
AC N i e l s e n .The 1996 lawsuit includes
claims that ACNielsen unlaw f u l l y
p riced certain customer contracts
b e l ow cost and “ bu n d l e d ” contracts by
o f f e ring discounts to customers in
c o u n t ries where ACNielsen faced no
competition on the condition that the
customer purchase from ACNielsen in
m a r kets where it had competition.

In an order issued in December
2 0 0 4 , the court ruled for AC N i e l s e n ,
d e t e rmining that the economic analysis
on which IRI had relied to establ i s h
alleged unlawful below-cost pri c i n g
and bundling is inadmissible as a matter
of law.The court ruled that IRI’s
e x p e rt re p o rt on liability and damages,
to the extent it relied on the impro p e r
a n a l y s i s , can not be presented at tri a l .
S p e c i f i c a l l y, the court ruled that IRI is
b a rred from arguing that AC N i e l s e n ’s

Calendar of Events  March-May

continued on page 68

The Northern California/Pacific
Northwest Chapter of the MRA will hold
its annual Las Vegas conference on March
9-11 at the Treasure Island Hotel &
Casino. For more information visit
www.ncpnwmra.org/calendar.html.

ESOMAR will hold its Asia Pacific con-
ference on March 13-15 in Tokyo. For
more information visit www.esomar.org.

Britain’s Market Research Society will
hold its annual conference on March 16-
18 at the Barbican, London. For more
information visit www.mrs.org.uk.

Salford Systems will hold its Data Mining
2005 Conference on March 28-April 1 in
New York. For more information visit
www.salforddatamining.com.

The Advertising Research Foundation will
hold its annual convention on April 17-19
at the Embassy Suites Hotel, New York.
For more information visit
www.thearf.org.

ESOMAR will hold a conference on panel
research on April 17-19 in Budapest,
Hungary. For more information visit
www.esomar.org.

IIR will hold a brand identity and pack-
age design conference on April 18-20 at
the Plaza in New York. For more informa-
tion visit www.iirusa.com.

ESOMAR will hold a conference on retail
industry research on April 19-21 in
Budapest, Hungary. For more information
visit www.esomar.org.

The U.K-based Association for Qualitative
Research and the U.S.-based Qualitative
Research Consultants Association will co-
host the worldwide biennial conference on
qualitative research, themed “Qualitative
Transformations: Creating a New World
Map,” in Dublin on April 17-19. For more
information visit www.qrca-aqr-confer-
ence.info.

Salford Systems will hold a data mining
training conference and workshop on May
3-5 in Madrid. For more information visit
www.salforddatamining.com.

The Business & Industrial Group will hold
its annual business-to-business research
conference on May 11-13 at the St.
Pierre Marriott, Chepstow, England. For
more information visit www.bigconfer-
ence.org.

The American Association of Public
Opinion Research will hold its annual con-
ference on May 12-15 at the
Fontainebleau Hilton Resort, Miami. For
more information visit
www.aapor.org/default.asp?page=confer-
ence_and_events/next_conference.

ESOMAR will hold a conference on the
fragrance industry May 15-17 in New
York City. For more information visit
www.esomar.org.

ESOMAR will hold its Global Cross-
industry Forum 2 (The Client Focus) on
May 17-19 in New York. For more infor-
mation visit www.esomar.org.
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Y
You could be forgiven for thinking
that re s e a rch technology has not fully
kept up with the voracious demand
f rom clients these days for cus-
tomized information flows which are
re l evant to them.The re s e a rc h
p rocess in most firms is well geare d
up to cranking out eve ry t h i n g - by -
eve rything tabl e s . But the process of
c reating highly polished, u s e r - f ri e n d-
ly re p o rts in Wo rd , s h owing some
selected findings and a few key indi-
c a t o rs presented in chart form , o r
even turning tables into charts in any
systematic way, too often invo l ve s
h o u rs of painstaking manual effort .

E - Ta b s , a softwa re package that
facilitates the distri bution of cro s s t a b

re p o rts as electro n i c, n av i g a ble and
s e a rc h a ble documents, goes some
way to meeting this need, e s p e c i a l l y
as it now incorporates a decent
c h a rting engine too. But if you are
i nvo l ved in any kind of continu o u s
re s e a rch progr a m , and especially if
you need to produce a series of ve ry
similar re p o rt s , each filtered by a dif-
f e rent marke t , p roduct or operational
t e rri t o ry, then you are still in for a lot
of cutting and pasting if you use E-
Ta b s .

This entire pro blem of pro d u c i n g
re p e t i t ive “similar but differe n t ”
re p o rts is one that the new E-Ta b s
E n t e rp rise sets out to solve, and it
manages to do so in a ve ry ingenious

and satisfying manner. Built on the
E - Tabs engi n e, it can be fed dire c t l y
by the conventional but uninspiri n g
p rint files issued by all the common-
ly-used crosstab packages such as
Q u a n t u m ,Wi n C ro s s , Mentor or
U n c l e. In fa c t , the plainer the better.
Set it to wo r k , and it will slice up an
existing set of tables and serve them
up as a series of indiv i d u a l i z e d
Powe r Point pre s e n t a t i o n s , E x c e l
wo r k b o o k s ,Wo rd documents or
HTML pages.

This kind of custom publishing of
results seems to fall down a crack
b e t ween the tools that are widely
u s e d . M a ny crosstab packages let yo u
s c ript things and automate pro d u c-
tion but do not give you the total
flexibility of output, f o rcing people
to use the layout abilities of Wo rd ,
Excel and Powe r Po i n t .The pro bl e m
i s , the MS Office tools don’t re a d i l y

E-Tabs
Enterprise

software review

Editor’s note:Tim Macer is managing
director of London-based meaning ltd.
He writes as an independent software
analyst and advisor. He can be reached
at tim.macer@meaning.uk.com.

By Tim Macer>

P r o s

• S u p p o rts st a n d a r d , p l a in out p ut from most 
tab packages

• Automates pro d u ct ion of ro ut ine end-user 
r e p o rt s

• P rovides a non-technical solut ion to a 
c o m p l ex pro bl e m

C o n s

• Wo rks on aggr e gated data: can only fil t er 
on what is already ther e

• Very ex p e n s ive for occasional or 
l ow - volume users

• E rror messages sometimes a bit va gu e

E-Tabs Enterprise (www.e-tabs.com)
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u n d e rstand standard re s e a rch tables as
data sourc e s , and thus re q u i re a lot of
m a nual intervention just to extract
the right figure s . I have seen
re s e a rc h e rs re s o rt to cutting and
pasting whole blocks of figures one
at a time. But if you try to automate
using the macro-making facilities in
either Wo rd or Excel, you’ll need the
skills of a Visual Basic progr a m m e r.

A step beyo n d
What takes this tool a step beyo n d
Office macros or more targeted ini-
t i a t ives such as SPSS’s MR Studio is
that you do not need a lot of techni-
cal know - h ow in order to set up
t ruly complex re p o rt s .T h e re is no
s c ripting or syntax to learn and
eve rything is easily controlled dire c t-
ly by the user. Most of the time, yo u
work in the familiar env i ronment of
the target program you wish to
re p o rt in: Powe r Po i n t , E x c e l , e t c. ,
plus the special tagging tool that is a
key part of Enterp ri s e. It also means
the documents it produces are par-
ticularly convenient for your clients
to re c e ive, as they will be standard
M i c rosoft Office documents.

T h e re are just three steps invo l ve d
in the journ ey from tabs to pers o n a l-
ized charts in a client’s in-box or
custom Powe r Point pre s e n t a t i o n s . I n
the firs t , the output is “ p a rs e d ” u s i n g
the established E-Tabs engi n e.T h i s
rationalizes the raw tabl e s , so all the
d i f f e rent elements can be re f e rred to
and picked up: t o t a l s , q u e s t i o n s , t e x t s ,
and just what relates to what, c o l u m n
by column and row by row.

Step two is where you map out
your re p o rt .Ty p i c a l l y, you create an
example of the exact output yo u
want in Powe r Po i n t . Better still if
you have an example alre a d y, as yo u
can simply use that. F rom this yo u
c reate a template in which eve ry
value or item of description that will
change is stripped out and re p l a c e d
with a tag.Ta g ging is ve ry sophisti-
cated in Enterp ri s e.The simplest tag
will locate and pull in one va l u e
f rom the ori ginal tabl e s , or one text
c a p t i o n . M o re complex ones let yo u

pull in selected sections of a tabl e,
d i s c a rd part s , p resent what remains in
a different order and even perform
c a l c u l a t i o n s .

You also need to describe each tag
you define in your template.You do
this in another window, under the
c o n t rol of the Enterp rise tool. I
f e a red this would be the progr a m ’s
A c h i l l e s ’ h e e l , as this has the poten-
tial to be horrendously complicated.
I n s t e a d , you pre p a re a ve ry straight-
f o r wa rd definition for each tag using
h e l p e rs .These present the ava i l a bl e
options at each stage as a context-
s e n s i t ive dro p - d own list.

Because tags typically refer to data
by their re l a t ive location rather than
an absolute position - and this can
include locating the item by its text
l a b e l , or self-counting items on a
page - many routine wave - o n - wave
changes in tracke rs can be handled
without any need to redefine the
tags or the template.

The third step is to run the job.
Rather like a mail merge, you can
use the same template on differe n t
editions of the data, and you can
h ave it produce it repeatedly for dif-
f e rent re c i p i e n t s , using different data,
or using the same data but differe n t
aspects of it.

The power of the program lies in
being able to deconstruct standard
c rosstab re p o rts into their compo-
nent part s , then loop through the
resulting gallery of data, selecting key
items on a conditional basis, a n d
re a s s e m bling them in a completely
d i f f e rent order in whatever combina-
tion of Microsoft Office documents
you choose. It also lets you perform
manipulate functions on your data,
to calculate new values formu l a i c a l l y
f rom existing figures scattered any-
w h e re around your tabl e s .

E ven after that, t h e re is furt h e r
scope for automation.You can
choose to send selected re p o rt s
d i rectly to the pri n t e r, or zip them
up to dispatch them by e-mail, s o
that the personalized re p o rts auto-
matically get sent directly to their
re c i p i e n t s .A l t e rn a t ive l y, you can

upload them to a Web site or a cor-
porate intranet site.

A dow n s i d e ?
S o, is there a downside with the
p roduct? Te c h n i c a l l y, not re a l l y.T h e
t a g ging process is for the most part
ve ry straightforwa rd , but if you get
c o n f u s e d , the error messages can be
c ryptic in letting you pinpoint the
s o u rce of the tro u bl e, and if yo u
come back to it after a while, yo u
h ave to think quite hard about what
you we re doing, as tags are labeled
nu m e rically and you don’t have the
option to give things your own more
meaningful names.

For the occasional user, the biggest
bugbear will be the cost.You have to
be producing a lot of charts and
Powe r Point presentations to make E-
Tabs Enterp rise a wo rthwhile inve s t-
m e n t .A single seat will set you back
$25,000 a year and each additional
named user license costs another
$5,000 annu a l l y. Mindful of this, E -
Tabs has recently introduced a
s l i m m e d - d own ve rsion - which
omits some of the power functions
such as conditional selection and cal-
c u l a t i o n s , and only outputs to PDF -
for around half the pri c e.

A better way
C a rrie McCracke n , team leader of
re s e a rch support services at Millwa rd
B rown USA, N a p e rv i l l e, I l l . , is cur-
rently implementing E-Ta b s
E n t e rp rise to automate the pro d u c-
tion of re p e t i t ive re p o rts and chart s
for delive ry to clients.“ We have 10
people in our department at va ri o u s
l evels and, so fa r, eve ryone has been
picking it up rather easily,” she say s .
“ We always thought there just had to
be a better way - one that would be
m o re efficient and allow us to focus
m o re on those things that add va l u e
to the client.”

M i l lwa rd Brown already make s
e x t e n s ive use of E-Ta b s , but it still
left a gap to be plugged with manu a l
i n t e rve n t i o n , so that, a c c o rding to
M c C r a c ke n ,“ you would still have
the concern that you have copied
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and pasted from the correct place;
this gives you a higher degree of
a c c u r a c y.”

Another plus for Millwa rd Brow n
is the softwa re ’s support for Wo rd
t a bl e s , both as input and output.

M c C r a c ken is impre s s e d :“I like
the way E-Tabs Enterp rise thinks
b eyond the strictest interp retation of
pulling data out of tabs.”

Ve ry cleve r
Ken Brew s t e r, head of data delive ry
at London re s e a rch firm MORI has
been using Enterp rise to automate
c h a rt pro d u c t i o n .“Mainly into
Powe r Po i n t ,” he say s ,“ but also
E n t e rp rise gives me the benefit of
going into Wo rd . I can use it to cre-
ate marked-up questionnaire s , a n d
tuck the figures and toplines into the
q u e s t i o n n a i re in Wo rd .”

One feature that especially appealed
to him is the way the program reveals
the actual figures from the underlying
tables when you define each tag.“It
means you are certain you are pulling
the right data from the table and that
makes it hard to go wrong,” he says.
“The post-processing aspects are also
very clever - you are be able to
manipulate the data and combine
columns of figures from entirely dif-
ferent sources. I think they have put a
lot of effort into this. I have been
impressed so far.”

B rewster has successfully put
E n t e rp rise to use on a project where
t h e re was a need to create 40 indi-
v i d u a l , f i l t e red re p o rts containing
context-specific summari e s . It had
the added twist that it needed to
include data from a previous study
t wo ye a rs ago, then benchmark all
the filtered values against overall va l-
u e s .“I wo r ked out that this wo u l d
h ave re q u i red about 45 man-days to
do the re p o rt i n g , including the
c h e c k i n g ,” he say s .“I have estimated
f ive days of my time to do it in
E n t e rp ri s e, plus two days checking
by exe c s . It is the sort of job that
would be mind-numbing without
t h i s , and of cours e, that is where the
e rro rs creep in.” |Q



T
T h e re ’s a wonderful re s o u rc e
yo u ’ve pro b a bly never even con-
s i d e red to help you solve yo u r
p ro bl e m s . One of the most va l u-
a ble sources of cre a t ive energy
that can help you develop ideas
for new products and services is
closer than you think.T h ey may
be small, but they have great big,
wide-open minds - the perfect
kind for innova t ive thinking.

W h a t ’s the answer? Kids!
A c c o rding to the 2000 U. S.

C e n s u s , kids aged 18 ye a rs and
younger make up 25.7 percent of
the U. S. p o p u l a t i o n .T h ey spend
billions of dollars a year on pur-
chases and influence countless
other decisions re g a rding the bu y-
ing of products and serv i c e s .
Without a doubt kids are powe r-
ful consumers , but they are so
much more.

Kids can cre a t e. Kids have a
unique pers p e c t ive in the way
t h ey see life and a willingness to
f ree their inhibitions in the pur-
suit of cre a t ive endeavo rs .T h ey

d re a m , t h ey explore and they
question the world around them.
T h ey consider possibilities that
grown-ups may be unable to see.
T h ey take cre a t ive chances that
adults may feel too inhibited to
a l l ow themselves to experi e n c e.
Kids can help uncover prev i o u s l y
unseen solutions and help tackle
m o re difficult tasks when they are
p rovided the opport u n i t y, t h e
encouragement and a clear pro c e s s
to guide their effort s .

But with so many kids to
potentially draw on for insight,
h ow do you find the r ight one to
help you with your task? W h i l e
t h e re is no formula for determ i n-
ing the perfect candidate, b e l ow
a re several traits that cre a t ive kids
s h a re and suggestions on how
adult fa c i l i t a t o rs can best maxi-
mize these abilities.

• Willingness to ask “ W hy ? ” :
Kids who are curious and like to
e x p l o re new ways of looking at
things can help shed light on
va l u a bl e, n ew opportunities for

you and your organization. T h ey
give you the benefit of fresh eye s
and a re n ewed sense of wo n d e r-
ment about your situation.Yo u
should take note, h oweve r, t h a t
m a ny more kids are cre a t ive than
re c e ive credit for it. E ve ry kid has
c re a t ive potential; some may just
not know it ye t . Most kids need a
little encouragement and a few
c re a t ive exe rcises to bring out
their best.

• Commitment to cooperation:
Kids who are comfort a ble wo r k-
ing in teams can easily build on
each other’s ideas. It often take s
m a ny cre a t ive minds working in
unison to craft an excellent solu-
t i o n .You should bring groups of
l i ke-aged kids together who are
a l ready fr i e n d s , teammates or
classmates so that they can take
a d vantage of existing levels of
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Involving kids in
the creative process

is the name of
the game

qualitatively speaking

Editor’s note:Tina Pragoff is innovation
project manager at Innovation Focus Inc.,
a Lancaster, Pa., consulting firm. She can
be reached at 717-394-2500, ext. 15.
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c o m f o rt .
• Desire to div u l g e : Kids who

can share their thoughts, o p i n i o n s ,
feelings and ideas with others ,
while also appreciating differe n t
points of view, can help make
people in the group feel more at
e a s e.You should be ready to pro-
tect kids’ f r a gile ideas. B e gi n n i n g
ideas are usually half-bake d , a n d
typically need a little more time
to be deve l o p e d . M a ke sure all
ideas are given this mu c h - n e e d e d
o p p o rtunity to become winning
s o l u t i o n s .

• Ability to have focus and fun:
Kids who can follow dire c t i o n s
and focus on a task, while balanc-
ing the energy and enthusiasm of
their yo u t h , can bring both cre-
a t ivity and concentration to the
p ro blem-solving pro c e s s . A d u l t
fa c i l i t a t o rs can best serve kids by
o f f e ring several breaks from the
h a rd work of idea generation. I n
a d d i t i o n , you should re m e m b e r
that your behavior sets the tone
for the rest of the gro u p...so have

fun yo u rself! 

A little focus
Kids have amazing cre a t ive energy
that can be harnessed for pro d u c-
t ive means. H oweve r, too often
their energies are unappre c i a t e d
because they are underutilized or
m i s d i re c t e d . Kids often explore
c re a t ivity in terms of self-discov-
e ry.T h ey use their cre a t ivity to
e n t e rtain themselves and learn
about the world around them.
H oweve r, their cre a t ivity has a
potential far greater than this.
With a little focus they can apply
this wealth of unbridled cre a t iv i t y
and energy towa rd a dire c t e d
e f f o rt such as pro blem solving and
idea generation around a specific
t a s k . In the end, t h ey will not only
h ave an opportunity to exe rc i s e
their cre a t ive mu s c l e, t h ey will
also achieve a sense of pers o n a l
fulfillment from using their talents
to connect to the world aro u n d
them in a tangi ble way.

Kids need a process that can

offer them a balance between the
f ree flowing of their cre a t ive ideas
and defined steps that can help
lead them towa rd a solution.
T h e re are several import a n t
aspects to utilizing a stru c t u re d
c re a t ive process with kids to cre-
ate solutions.

• Ta i l o ring a task: I t ’s import a n t
to clearly define a task in term s
that kids can relate to. Kids can
d evelop innova t ive solutions for
even difficult tasks if the pro bl e m
is framed appro p riately for them.
Use action wo rd s , or ve r b s , t o
define a clear goal. Select vo c a bu-
l a ry that can be easily unders t o o d
by the age group you are wo r k i n g
w i t h .The task is an import a n t
jumping-off point for cre a t i n g
ideas so be sure to explain a little
b a c k ground on the task before
you get started to provide dire c-
tion for the gro u p.

• Plotting a pro c e s s : P ro c e s s e s
that utilize kids as idea generators
should include opportunities for
them to stretch far outside the



b ox through divergent thinking
e xe rc i s e s , balanced with conve r-
gent thinking exe rcises that will
d i rect their efforts back towa rd
the task at hand. Fun can serve as
an important driver for pro d u c t iv-
i t y. A good process for kids pro-
vides flexibility, s t ru c t u re and pro-
d u c t ive play.

• Rules for the ro o m : I t ’s imper-
a t ive to have rules so that kids can
better understand what is expect-
ed of them as members of the
gro u p. One suggestion is to have
the group develop some rules of
conduct so that they feel alle-
giance to them. Rules help to
focus energy and effort towa rd s
a ny goal. Some examples may
i n c l u d e : no idea is a bad idea,
build on each other’s ideas, e t c.

• Creating the climate: W h e n
working with kids, a special cli-
mate needs to be set for the
gro u p. Encourage them to sit on
the floor if they are more com-
f o rt a bl e ; h ave crayons and paper
ava i l a ble so that they can draw

their ideas if they are having tro u-
ble describing them; include ener-
gizing activities that give them a
chance to tap into their huge
re s e rves of energy - this will help
them better focus when necessary.

H u n d reds of ideas
Kids are extremely insightful. A
f ew ye a rs ago, I n n ovation Fo c u s
was working with a manu fa c t u re r
of childre n ’s arts and crafts sup-
p l i e s . D u r ing one activ i t y, s eve r a l
package design prototypes we re
passed around the group for the
c h i l d ren to view.While many of
the comments revo l ved around the
color and shapes on the contain-
e rs , one child spied something
even more intere s t i n g . “ H ow come
t h e re are only girls on the cover of
the box? Don’t you want to sell it
to boys too?” she inquire d . H e r
i nvestigation soon opened the
door to other questions from the
kids such as, “ W hy are all the kids
in the pictures white?”Wo r k i n g
t og e t h e r, the kids not only cre a t e d

h u n d reds of new ideas for pro d-
ucts for this company, t h ey also
a s ked some intriguing questions
that forced the company to re eva l-
uate its packaging to speak to a
greater marke t .

Kids certainly are n ’t limited to
working on product and serv i c e
ideas directed only at their part i c-
ular age gro u p s . At our firm , we
often call on kids to act as “ w i l d -
c a rd ” idea generators at brain-
s t o rming sessions.We have used
kids for helping develop pro d u c t
and service ideas for eve ry t h i n g
f rom financial investment compa-
nies to pharmaceutical manu fa c-
t u re rs .While they may not be
d i rect purc h a s e rs of many pro d-
ucts in the market today, t h ey can
often introduce a necessary ele-
ment of cre a t ivity and naïve t é
into any group by simply asking,
“ W hy not?”

So the next time you know
you’ll be tackling a difficult task,
w hy not call on a cre a t ive kid?  |Q



M
M a r ket re s e a rc h e rs usually use some
f o rm of data when they perform
studies for clients.What constitutes
data is an interesting question, a n d
the nature of data and how we re p-
resent it has some insights into how
we need to work in the future.

Data has a long history, and its
h i s t o ry is linked to the deve l o p-
ment of wri t i n g . R e s e a rch into the
d evelopment of the first writing has
been going on for some ye a rs , a n d
it is an interesting fact that the firs t
w riting wa s n ’t motivated by any-
thing other than the needs of com-
m e rc e.The motivation wa s n ’t to
re c o rd epic poems or laws or eve n
h i s t o ry but the need to keep track
of goods and live s t o c k .Wi t h o u t
business there would arguably have
been little culture !

A book called A r chaic Bookkeeping
by Nissen, D a m e row and Englund
p rovides a fascinating insight into
the ori gins of wri t i n g .The cradle of
w riting was Mesopotamia, the earli-
est items coming from Uruk in
l ower Baby l o n i a , n ow Iraq.

Denise Schmandt-Besserat has

w ritten extensively on the earliest
f o rms of data re c o rd s , in aro u n d
8000-3000 B. C. Neolithic clay
t o ke n s , or bu l l a e, seem to have been
used as a commercial re c o rd - ke e p-
ing system.The principles we re
ve ry simple: six bullae meant yo u
had six chickens (or we re owe d
them or sold them). D i f f e re n t
shapes (cones, ovo i d s , s p h e res) may
h ave re p resented different measure-
ments of grain or another com-
m o d i t y.The path of evolution wa s
f rom simpler tokens to more com-
plex ones differentiated by shape.
Schmant-Besserat says that the
appearance of the more complex
t o ken system seems to have corre-
lated with urban form a t i o n . As peo-
ple began to live in larger and larg-
er settlements, trade became more
c o m p l e x , and the notation system
evo l ved accord i n g l y. She also
b e l i eves that the more complex
t o ken system was driven by the
d evelopment of an elite within
s o c i e t y. ( The implication is that
t h ey we re managing re s o u rces for
the larger population.) It is thought

that from these clay tokens the firs t
w riting - cuneiform - deve l o p e d .
Data and the need to re c o rd it have
had epic consequences.

One of the pro blems with bu l l a e
(and a lot of data sets we have now )
is that you need metadata with
t h e m . Metadata is the data that
d e s c ribes the data - i.e. , that 10 bu l-
lae means 10 cow s . If you lose
either the data or the metadata yo u
h ave a pro bl e m . Matching a dataset
to its correct metadata can still be
an issue. Because of the way we
h ave to wo r k , we dissociate data
f rom metadata, and that dissociation
can be the cause of erro rs . For the
B a bylonians the solution was to
d evelop a way of merging the bu l-
lae and the metadata to form a sin-
gle document, getting r id of the
bullae as distinct physical items ove r
t i m e.
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We are evolving and re c ove ri n g
f rom our own era of bu l l a e, t h e
c a rds and columns that have been
data re c o rd i n g ’s fundamental mech-
anism for decades.That isn’t to say
the concepts invo l ved with card s
and columns we re not a revo l u t i o n
in their time, but that time has
p a s s e d . In fact bullae we re better
than cards and columns - at least
t h ey could have a different shape!
With cards and columns we again
had the pro blem of dissociation;
that is, that the metadata and para-
data (information about how data
was collected) was not an integr a l
p a rt of the data.We need to get
them all closer to each other to
m a ke data management easier,
q u i c ker and less prone to erro rs .

F reed from the re s t r a i n t s
D eve l o ping a link to metadata is
only one way that new data re p re-
sentations can help with marke t
re s e a rc h . Being freed from the
monodimensional restraints of card s

and columns has other adva n t a g e s .
Data is more than nu m e ric infor-

m a t i o n . One example is the concept
of global codes across a question-
n a i re.A global code is a way of
denoting that any question has a
value such as “ d o n ’t know / n o
a n swe r ” or “not aske d ” or eve n
“ m i s s i n g ” and having the same va l u e
re p resent that across all questions. I f
you use the card - a n d - c o l u m n
method of holding your data yo u
m ay have a question which has 27
p o s s i ble re s p o n s e s ; usually other
responses will be allocated a nu m b e r
such as 99 or 98 to “ d o n ’t know / n o
a n swe r.” H aving this discontinu o u s
code range can cause pro bl e m s . I n
m a ny systems this will mean that
you have to allocate space to hold 99
or 98 possible codes, even though
t h e re is no chance of the codes
a b ove 27 and below 99 or 98 will be
u s e d .This preallocation of space to
hold possible values leads to what is
t e rmed the “ s p a rse matri x ” p ro bl e m .
You can end up with a potentially

large data file which is mostly filled
with space and ve ry little real data.

If you have a question with 122
p o s s i ble answe rs you will have to
pick a value of 123 or 199 or 999
for “ d o n ’t know/no answe r.”T h e
point is that the value changes
a c c o rding to the code list or type of
the question.We can’t have the same
“ d o n ’t know/no answe r ” code for
questions with 27 potential re s p o n s-
es and questions with 127 re s p o n s e s
and be efficient in our data storage.

I t ’s far easier to have some non-
nu m e ric character to re p re s e n t
“ d o n ’t know/no answe r ” a c ro s s
E V E RY question.You can eve n
s t a rt to re p resent really useful things
l i ke “not asked in this wave ” or “ n o t
a s ked in this country ” as some soft-
wa re does. Missing values can be
re p resented as missing consistently
a c ross data sets.You can only do this
if you don’t use a strictly nu m e ri c
way of re p resenting your data.

Not flexible enough
The whole punched card thing is
actually quite complex (see
w w w. m a x m o n . c o m / p u n c h 1 . h t m
for some history ) . But today we
h ave ve s t i gial cards and columns
which are just not flexible enough.
Some softwa re uses global codes,
some doesn’t . I t ’s usually the pro-
grams that are still tied in some way
to the card-and-column concept
that don’t .

I t ’s not just global codes that are
u s e f u l . H i e r a rchical data can also
benefit from non-nu m e ric data
i t e m s . Data hierarchies are those
such as credit cards owned by peo-
ple within a household, or items
bought on a shopping tri p.T h ey
can get quite complicated, w i t h
s everal “ l eve l s ” to the hierarc hy.
Again it becomes a question of
k n owing more about your data.
When you have a va ri a ble X it
would often be ve ry useful to be
a ble to see that, as well as the va l u e
of X, t h e re is some information that
encodes the stru c t u re of the hierar-
c hy within the data value that this
value is derived fro m . One of the
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reasons for this is the pro blem of
p e r f o rming a mismatched analysis.
With many softwa re systems yo u
can cro s s t a bulate va ri a bles that are
on a different level of the hierarc hy
and produce garbage - embarr a s s i n g
garbage in at least one case that I
k n ow of. If the hierarchical stru c-
t u res are contained within the data
this risk is reduced considerabl y ;
the analysis softwa re can check that
the data va ri a bles are at the ri g h t
l eve l . C a rd-and-column data simply
does not have the richness to
encode all the dimensions of data
along with metadata about the
s t ru c t u re of the data.We have data-
base technologies which can orga-
nize data to a degree and prov i d e
this structural component, bu t
encoding the data with inform a t i o n
such as “question not aske d ” o r
“question skipped over due to pro-
gram contro l ” is a more complex
p ro bl e m .

Optimal way
E ven when we have our dataset

with non-nu m e ric inform a t i o n
t h e re is still the question of orga-
nizing the data in an optimal way
for analysis. C ro s s t a bulation is still
the dominant way of analyzing
q u a n t i t a t ive data in market re s e a rc h .
C ro s s t a bulation invo l ves a “ l i n e a r ”
pass through the data; each re c o rd is
examined to see if it should be
included in the cro s s t a bu l a t i o n .
R e t ri eving data from a re l a t i o n a l
database for cro s s t a bulation is ve ry
i n e f f i c i e n t . Using a relational data-
base to organize data when it is
being collected and edited is a ve ry
efficient practice. So it is now com-
mon to inve rt data for analysis.T h a t
i s , instead of storing the data in a
re s p o n d e n t - o rd e red way it is inve rt-
ed so all the responses for a ques-
tion are stored tog e t h e r.You end up
with a much more efficient data
s t ru c t u re for analysis.This is an
i m p o rtant factor in the current data
c l i m a t e.We are increasingly hav i n g
access to huge amounts of data, a n d
we need ways of re p resenting them

optimally for analysis.While there
a re many new, and ve ry intere s t i n g ,
analytic tools coming into the mar-
ke t p l a c e, c ro s s t a bulation will be
a round for quite some time to
c o m e.

C h a n ge the nature
Because of tools such as XML we
n ow have the potential to change the
n a t u re of the data we collect and
a l l ow it to become richer and more
“ d i m e n s i o n a l .” But we are n ’t yet at
the ideal point.We do need to make
s u re that the potential for dissocia-
tion of data and metadata is mini-
m i z e d ; what is a data point should be
intimately encoded with its metada-
t a . I n c reasing the dimensions of the
d a t a , with global codes for “ n o
a n swe r,” codes for “not present in
this wave,” or “not aske d ” will make
the task of analysis simpler and more
e f f i c i e n t .We do have to face up to
the fact that cards and columns can
no longer provide us with the form s
of data re p resentations we need. I t ’s
time to evo l ve!  |Q



S
S u rvey re s e a rc h e rs depend on a
common re s o u rc e : the re s p o n d e n t .
This population is a common
re s e rve used by re s e a rc h e rs to meet
their objective s . In this light, it is a
re s o u rce with shared stewa rd s h i p.
On the whole, m a r ket re s e a rc h e rs
h ave done a commendable job
s h a ring and managing this cri t i c a l
re s o u rc e.

In a Utopian wo r l d , this re s o u rc e
is managed by thoughtful stewa rd s
i n t e rested in the long-term health
of an irre p l a c e a ble input to the
re s e a rch pro c e s s . U n f o rt u n a t e l y, we
do not live in a perfect wo r l d .T h e
dynamic soiling this idealistic por-
trait can best be unders t o o d
t h rough a theory postulated by
William Lloy d , a 19th century
m a t h e m a t i c i a n , k n own as the
Tragedy of the Commons.

The Tragedy of the Commons is
often illustrated in this way :
I m a gine an open range of lush
grassland shared by a number of
r a n c h e rs . Each rancher places his
cattle out to pasture in the share d

field to gr a z e.The ranchers , b e i n g
s m a rt and ambitious, would like to
maximize the value of their herd .
In order to optimize their re t u rn
t h ey add cattle to the ranch. Fo r
eve ry cow added, the ranchers are
re t u rned the full value of the ani-
mal at marke t .The cost is the addi-
tional grazing on the range, s h a re d
among all users of the gr a s s l a n d .
The rancher seeking to maximize
his personal gain will add one cow,
and then another and another and
yet another until ove r - grazing leads
to fa m i n e.

P h i l o s o p h e rs point out,
“ F reedom in a commons bri n g s
ruin to all.”This concept can be
demonstrated in a number of re a l -
world examples, such as the ove r-
fishing of some parts of the ocean,
tossing trash out of a car window
or e-mail spam.Thankfully this
c o nu n d rum has a simple solution:
t e m p e r a n c e.T h rough mandated or
vo l u n t a ry restraint the tragedy can
be avo i d e d . Our industry has a
wonderful re c o rd of self-re g u l a t i o n

and cooperative behav i o r.With this
h e ritage in mind, I would like to
s h a re my thoughts on how we can
engage in enlightened cooperative
b e h avior which will move us fur-
ther from the Tragedy of the
C o m m o n s .

R e s p o n s i ble pre d i c t ive dialer use
P re d i c t ive dialers are tre m e n d o u s
p ro d u c t ivity tools.T h ey re m ove
much of the idle time an inter-
v i ewer would otherwise spend
m a nually dialing nu m b e rs and
re c o rding call dispositions, such as
n o - a n swer and busy signals. By def-
i n i t i o n , p re d i c t ive dialers dial
phone nu m b e rs ahead of ava i l a bl e
i n t e rv i ewe rs , p redicting when an
i n t e rv i ewer will become ava i l a bl e.
Adjusting the pacing manually sets
the aggre s s iveness of this dial-ahead
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Respondent goodwill
is a cooperative

activity

by the numbers

E d i t o r ’s note: David Haynes is CEO
of We s t e rn Wa t s, an Orem, U t a h ,
r e s e a r ch firm . He can be reached at
d h ay n e s @ w e s t e rn wa t s.com or at 801-
3 7 9 - 4 0 0 2 .

By David Haynes>
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c a p a b i l i t y. O bv i o u s l y, t h e re is stro n g
m o t ivation for call-center managers
to increase the pacing and mini-
mize the time an interv i ewe r
spends between calls. H oweve r, t h i s
action has undesirable conse-
quences because some re s p o n d e n t s
a re contacted before an interv i ewe r
is ava i l a bl e. In most cases, the dialer
then places the respondent on hold
or disconnects the call. Both actions
d e c rease respondent goodwill.

The FTC has mandated thro u g h
l e gislation gove rning the activ i t i e s
of telemarke t e rs a number of met-
rics to assure re s p o n s i ble dialer use.
It would be in the best interest of
the re s e a rch community for those
who use dialers to vo l u n t a ri l y
adopt these guidelines as a baseline.
A compre h e n s ive presentation of
these regulations can be found in
the FTC’s Te l e m a r keting Sales
R u l e.A brief summary is ava i l a bl e
online at www. f t c. g ov / b c p / c o n-
l i n e / p u b s / bu s p u b s / c a l l i n g . h t m .

S u rvey length
The marginal cost to increase the
length of an Internet questionnaire
is negligi bl e. It is largely confined
to some additional progr a m m i n g
and hosting time. H oweve r, re s p o n-
dents are annoyed when the instru-
ment runs on for an extended peri-
od of time. At the end of the sur-
vey, if they finish, these re s p o n d e n t s
m ay feel abused and exploited. As a
g u i d e, q u e s t i o n n a i res with an ave r-
age time longer than 15 minu t e s
should be carefully examined.
M a ny surveys can be condensed
t h rough careful editing or, if need-
e d , b i f u rcated into separate effort s .
Another solution invo l ves incre a s-
ing the incentive beyond the triv i a l
sum too commonly offered by
I n t e rnet panel prov i d e rs .

Respondent fa t i g u e
Due pri m a rily to the availability of
n ew technologies such as IVR and
the Intern e t , t h e re has been a pro-
liferation of ve ry low-cost survey
a c t iv i t y. Some of this simple wo r k

is of va l u e, t h e re by justifying the
re s p o n d e n t ’s time. H oweve r, m a ny
pop surveys are of nominal va l u e.
Often the re s e a rch design is per-
f o rmed by an uninitiated re s e a rc h e r
and the results are of little va l u e.
For instance, the new s c a s t e r -
announced toll-free number to col-
lect responses to a quick survey
touted to predict who would win
the upcoming Presidential election,
or another Web survey to deter-
mine the lifespan of Je n n i f e r
L o p e z ’s latest ro m a n c e.Too often,
these quick-and-dirty effort s
diminish respondent goodwill and
h a rm the survey re s e a rch industry.

B e t t e r, m o re frequent incentive s
E ve ryone likes a hardy thank-yo u
for his or her effort .What better
way to extend gratitude in a sin-
c e re fashion than to offer re s p o n-
dents something tangi ble for their
time? Not only does this action
s e c u re cooperation but it makes a
deposit into the re s p o n d e n t ’s good-
will bank account.T h e re are a
number of cre a t ive means for offer-
ing an incentive to keep costs
d own and perc e ived value high. Fo r
i n s t a n c e, a number of forwa rd -
thinking companies have braided
their customer satisfaction survey
i n c e n t ives into well-managed affin-
ity progr a m s .

Diminishing the we l fa re
The Tragedy of the Commons re s t s
on the fact that when indiv i d u a l s
use a public good they do not bear
the full cost of their actions.T h i s
will lead some naive actors to ove r -
exploit the shared re s o u rc e, d i m i n-
ishing the we l fa re of all.
Fo rt u n a t e l y, the solution is simple:
e d u c a t i o n , cooperation and re s t r a i n t .
In an industry dominated by
thoughtful playe rs interested in the
l o n g - t e rm sustainability of our craft,
I urge a revitalized look at how our
practices effect respondent goodwill.
I look forwa rd to the thoughts and
opinions of my colleagues on this
i m p o rtant matter. |Q
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N
ot so long ago it was fairly routine for

clients to specify that anyone over the

age of 54 be screened out during the

re c ruiting pro c e s s . It used to be,

“ We l l , thank yo u , those are all my

q u e s t i o n s ,” or the not-too-subtle, “ O h , I’m sorry, that quota has

a l ready been filled.”

But you and I both know that those in that “ d re a d e d ” age range inferre d :

“ S o rry, yo u ’re too old and out of the mainstream to participate in our study.”O f

c o u rs e, we never meant to imply any such

t h i n g , but almost certainly this is the message

that was sent and re c e ive d .

E ven today in these supposedly enlightened

and politically correct times we sometimes slip into the old thought patterns of

s e n i o rs being dre a ry icons of Medicare, Social Securi t y, Depends and denture

c l e a n e r. But the senior lifestyle in 2005 tends to extend far beyond sitting in the

fa bled rocking chair or puttering around the ya rd or fine-tuning hearing aids.

My point is that traditional ways of thinking about senior focus groups just

wo n ’t work any m o re.T h e re are simply too many va rieties of 55-plus! T h ey ’re

l iving longer, l iving larger, and looking yo u n g e r.

Focus on
their needs

E d i t o r ’s note: M a ri lyn Rich a rds is
president of Pry byl Group, I n c. , a n
Arlington Heights, I l l . , r e s e a r ch
f i rm . She can be reached at
m j ri ch a rd s @ p ry by l g r o u p. c o m .

How to make your groups 
senior-friendly

> By Marilyn Richards



Although anecdotal, our experience
listening to seniors has revealed:

• Seniors hunt and fish.They buy
computers and take college courses.

• They work at Wal-Mart and run
home-based businesses.

• Seniors go to church and some go
to prison.

• They do scrapbooking, self-defense
and yoga.

• They flock to Florida and steer
their RVs to Branson, Mo.

• They drink beer and wine, watch
TV and love their pets.

• They jog, mall walk, ride bides and
go kayaking.

• Seniors date, get married and
(gasp) have sex!

(Oh my gosh, they’re almost like us,
only...older!)

Leaf through any senior-oriented
publication and, once you sort through
the ads for prostate treatments, chair-
and stair-lifts, walking aids, orthopedic
gadgets, mobility scooters and
Medicare information, you are likely

to find articles and information on:
travel, health, science, diet, wellness,
stress management, fashion, recipes,
nutrition, financial, business, sports,
politics, legal, entertainment, fraud
alerts, celebrity profiles, income
opportunities, home décor, technolo-
gy, and dealing with your boss and the
opposite sex.

With the possible exception of
skateboards, rap CDs and tattoo artists,
I suspect that we’ll find more and
more products and services cross-mar-
keted to the over-55 crowd.

Okay, then why are you NOT doing
senior groups? Have you recently
turned down a senior project? Perhaps
you referred one away to an older
moderator who you felt was more
qualified. Or could it be that you’ve
heard some horror stories and have
concluded that it’s just not worth the
hassle?

While some others may steer clear
of senior-oriented focus groups I
haven’t and I will tell you why I love

working with them. For the most
part, I have found that:

• Many seniors are earnest and less
likely to try to get into focus groups
under false pretenses.

• Typically, they are cooperative and
listen intently when instructions are
given.

• Generally, they don’t mind telling
you (in great detail) exactly what
they’re thinking.

• And seniors tend NOT to waste
valuable discussion time by trying to
fake it when they don’t know some-
thing.

The following points are meant as
guidelines, not hard-and-fast rules. I
use them to help me keep my senior-
oriented projects senior-friendly.

Selecting the senior-friendly
facility

• Location and parking: Choose a
facility that is very easy to find. No
tricky hairpin turn-offs, confusing dri-
veways or entries - and preferably one
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in an area that is not likely to be
excessively congested during rush
hour. (Good luck on that one.)

• Directions: Provide good maps to
your respondents - clear and accurate!
(Moderators appreciate this too.)

• Safety:The facility building
should have well-lighted ground-level
parking immediately adjacent to the
entrance. Many seniors (and some
moderators) have concerns about
their safety in enclosed or tiered park-
ing garages with elevators and stair-
wells - even during daylight hours -
but more so after business hours or at
night when parking areas are relative-
ly deserted.

• Conference room:Try to choose a
facility with a quiet HVAC system
that can be easily controlled, as some
seniors tend to feel chilled.And a
noisy system can cause problems for
those who are a bit hard of hearing.

• Lighting: Be sure that the confer-
ence room is brightly lit. It’s a good
idea to personally inspect the light
fixtures far enough in advance of your
groups in order to allow sufficient
time to replace any burnt-out fluores-
cent lamps.You do want your respon-
dents to be able to read your hand-
outs, don’t you?

• Seating: Comfortable conference
room chairs will go a long way
toward making your group session a
pleasant experience for those with
back problems or arthritic conditions.
Uncomfortable and fidgety individu-
als (of any age) make poor respon-
dents.

• Food, snacks and meals: Okay,
here’s a cliché that’s mostly true.
“Offer a free meal and they will
come.” Be certain your recruiters
mention food during the invitation
part of the screening. (I personally
know seniors who will drive 50 miles
and burn $20 worth of gas to get
their hands on a free $4.95 meal.)
With that in mind, here’s a thoughtful
touch: Give your participants the
opportunity to take home extra sand-
wiches or deserts after the group ses-
sion. Provide them with carry-out
containers and they will love you.

• Food sensitivities: Remember that
many seniors have high blood pres-
sure, diabetes or are on some kind of

medication. Salt-free and sugar-free
snacks are a must and it’s always a
good idea to verify with the facility
that decaffeinated coffee and tea will
be available along with the regular
kind. Diet and regular-type beverages
should be available as well. Most facil-
ities already do this as a matter of
course.

• Restro o m s :For obvious re a s o n s ,
re s t rooms should be easily accessible and
easy to find.We don’t want our senior
respondents getting lost in a maze of
h a l lways when they need to excuse
t h e m s e l ves during the discussion.

• Cash versus checks: Seniors
should receive incentives in cash and
should be informed as such during
the recruiting process. Mention that
they will be asked to show an I.D.,
but not their Social Security number.
We’ve been hearing seniors turn
down focus group invitations because
of fear that their benefits will be
affected.

• Scheduling: Seniors who have
trouble driving after dark should be
recruited for morning or early after-
noon groups unless they have other
means of transportation.And increas-
ingly, many seniors have busy calen-
dars and it may become necessary to
schedule additional groups in order to
accommodate conflicts with previous
plans, e.g., senior citizen center
socials, lunches, doctor appointments,
volunteer commitments, etc.

• Reading glasses: Seniors (and ALL
respondents) should be reminded to
bring their prescription glasses.

• Medical concerns: Prior to the
focus group, participants should be
encouraged to reveal any medical
condition that could potentially cause
a disruption, e.g., allergies, fainting
spells, etc.

Once, during a group on death
benefits, an elderly respondent sud-
denly tumbled to the floor! Even
though I immediately halted the dis-
cussion, fellow participants seemed
oblivious to her plight and continued
deliberating the topic at hand. It took
a bit of persuading to shut them
down and remove them from the
conference room before paramedics
arrived. It was later learned that the
victim suffered frequent fainting spells

and she survived the episode.This
taught me two lessons: 1) seniors are
not easily distracted from their
assigned mission, and 2) ask about
medical conditions.

• Sensitive topics: If the discussion
topic is of a potentially sensitive
nature, it is a good idea to screen for
any traumas, deaths, divorces, major
illnesses, etc., that may have occurred
during the previous six months.We
don’t wish to have anyone burst into
tears during the discussion and, clear-
ly, we should try to avoid stirring up
painful memories.

• First-time senior participants:
Sometimes qualified respondents can-
not be recruited from a database. If
your study requires first-time senior
participants, recruiters will need to
assure them of the legitimacy of the
call.They should be able to assuage
any fears that your focus group might
really be an unscrupulous sales tactic
or even a malevolent ruse to get them
out of the house in order to facilitate
a burglary. Don’t be hesitant to offer
these folks as much information as
necessary in order to make them feel
comfortable, e.g., your membership in
the local chamber of commerce, a
Web site URL, ethical agreements
required for MRA or QRCA mem-
bership, etc.Always promise (in writ-
ing, if necessary) to respect their pri-
vacy and to not sell or distribute any
personal information.

The senior-friendly focus group
discussion
So how is a senior focus group differ-
ent from a standard one? This may
surprise a number of you, but the
answer is: not much! A facilitator with
excellent moderating skills will do
extremely well.

Below are a handful of handy hints,
reminders that help to keep me on
track and my senior groups running
smoothly.They are not earth-shatter-
ing revelations - just basic courtesy
and common sense.

• Handouts should be printed in a
14-pt. serif font or larger.

• If practical, exhibits should be
passed or walked around the table
prior to placing them on a wall, shelf
or easel.Try to plan for this.
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•You might need to speak a little
louder or slower than normal, but it
should never be necessary to shout or
talk in slow motion.

• Build at least one bathroom break
into your discussion timeline if your
group will be longer than an hour.

• Treat seniors with respect - never
talk down to them.

• Allow a little extra time for your
group to get up to speed and to wind
down.

• As they exit the conference room
always try to acknowledge each indi-
vidual and thank them all for being a
great group!

Some closing thoughts
Seniors love to talk - probably
because some spend a lot of time
alone. Prior to the actual group it is
always a good idea to give them
enough time together to get
acquainted, mingle and let off a little
steam.This will help keep things on
track during the actual group discus-
sion and you are less likely to have to
shut somebody down.

It is also a nice gesture to allow
them a few minutes after the group to
chat with one another just before
leaving. Naturally, you should always
remind them to never talk in the
vicinity of your next group of waiting
respondents.

Senior show-rates tend to be high,
so do not over-recruit excessively.You
should try to seat everybody that
shows up. Feelings can be easily hurt
and we really don’t want to disap-
point a senior by merely paying them
off and hustling them out the door,
especially if they’ve gone to the trou-
ble of rearranging their schedules and
so forth.

And finally, seniors are not likely to
agree to attend your group unless
they have a genuine interest in the
topic. Compare that mindset with the
all-too-frequent indifference exhibit-
ed by some younger respondents.
Seniors really do appreciate the
opportunity to share their insight and
opinions and I, as a focus group mod-
erator, appreciate them for doing so.

Oh, did I mention that they are a
joy to work with? After all, they are
almost like us - only older!  |Q
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Eve ry w h e re you go in the U. S. , one finds that bu i l d i n g s , s t o re s
and public places have changed significantly in the past 15 ye a rs .
Since 1990, when the A m e ricans with Disabilities Act wa s

e n a c t e d , e n t ry way s , s t a i rc a s e s , e l eva t o rs and many other “ b a rri e rs to
a c c e s s ” h ave been redesigned and re built to provide those with va ri o u s
types of mobility limitations easier entry into mainstream life. L a t e l y
the same goal is being extended to previously unthought-of are a s
w h e re va rious disabilities may cause limited access to inform a t i o n ,
c o m m e rce and educational opport u n i t i e s . One such area is the We b.
R e s e a rc h e rs utilizing the Web for data collection should begin under-
standing how changes in usability regulations may soon impact how we
d e l iver surveys online.

In 1998, C o n gress amended the Rehabilitation Act to re q u i re federal
agencies to make their electronic and information technology accessi-
ble to people with disabilities. I n a c c e s s i ble technology interferes with
an indiv i d u a l ’s ability to obtain and use information quickly and easily.
Section 508 was enacted to eliminate barri e rs in information technolo-
g y, to make ava i l a ble new opportunities for people with disabilities, a n d
to encourage development of technologies that will help achieve these
g o a l s .

The law applies to all federal agencies when they deve l o p, p ro c u re,
maintain or use electronic and information technolog y. Under Section

5 0 8 , agencies must give disabl e d
e m p l oyees and members of the
p u blic access to information that is
c o m p a r a ble to the access ava i l a bl e
to others .And in a number of
c a s e s , those who do business with
and/or have contracts to prov i d e
s e rvices to gove rnment employe e s
a re being re q u i red to provide the
same sort of access.

Although the law specifically
limits the degree to which online
systems must comply only to
those Web services that are con-
tractually provided to the federal

g ove rn m e n t , l awsuits targeting large,“deep pocke t ” entities are causing
companies to consider vo l u n t a ry compliance.As more companies
accept the challenge to create open and easy-to-use sites for eve ryo n e
re g a rdless of ability, this will likely become the norm .

In the world of online re s e a rc h , these re q u i rements are beginning to

Make the process
open to all

E d i t o r ’s note: Bill MacElroy is
president of Socratic Te ch n o l o g i e s, I n c. , a
San Francisco research firm . He can be
r e a ched at bill.macelroy @ s o t e ch . c o m .

By Bill MacElroy

Bringing Web
surveys into
compliance with 
the Americans with
Disabilities Act
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s u r face more and more frequently -
p a rticularly when the re s e a rch is
being re c ruited from a corporate We b
s i t e, or is adopting a look and feel of
the sponsor’s site. But unlike systems
that deliver mostly content and infor-
m a t i o n , m a ny modern online survey
applications are designed to dynami-
cally collect inform a t i o n . Most We b
re s e a rch applications do not employ
static HTML, w h e re each possibl e
page is programmed ahead of time,
but rather they create custom pages
based on each re s p o n d e n t ’s indiv i d u a l
a n swe rs .This is a challenge that
re q u i res an additional layer of pro-
gramming to make the data collec-
tion systems capable of complying
with Section 508 re q u i re m e n t s .

The accessibility that is re q u i re d
falls into several categories associated
with the usability of a Web-based sys-
tem (and, by extension,Web survey s
being conducted on or re c ru i t e d
f rom the site). Most of the re l eva n t
p rovisions for online applications
p e rtain to accommodations for peo-

ple with impaired vision.Two pri m a-
ry areas of concern for accessibility
include “substitution for key b o a rd
n av i g a t i o n ” (for people with vision
p ro blems who cannot use a mouse or
other on-screen tracking and point-
ing devices) and, s e c o n d l y,“ i n f o rm a-
tion display and delive ry ” m e t h o d s .

M a r keting re s e a rc h e rs who wo r k
with visual exhibits and animated
work are familiar with the re q u i re-
ment that certain physical abilities
must be assessed before a re s p o n d e n t
is “ q u a l i f i e d ” for a survey. For exam-
p l e,it is usually the case that people
who are color blind would be
s c reened out of a study on packagi n g
d e s i g n . But the re q u i rements of the
A DA are designed to move away
f rom “ s c reening out” people with
va rious types of disabilities and
t owa rd allowing them to take part in
m a i n s t ream decision-influencing
a c t ivities (such as survey s ) .

Most people with visual impair-
ments use a class of softwa re called
s c reen re a d e rs , which translate the

v i s i ble text on a screen into spoke n
wo rd s . O t h e rs use physical dev i c e s
which render the text portions of the
s c reen into braille or other mechani-
cal feedback. In each of these cases,
the application producing the scre e n
content must be compatible with
these dev i c e s .

This means that many of the
graphics used in standard survey
work must have re a d a ble tags that
either allow the text displayed to be
read in a re c og n i z a ble fashion and/or
to describe the graphics being used
so that the context of the question is
not lost. F rom a re s e a rch standpoint,
“ d e s c ribing a graphic element” m ay
not produce the same test result as
the feedback from a sighted indiv i d-
u a l , but it does offer a partial means
for including those whose opinions
would otherwise be ignore d .

If you stop and visualize a typical
online survey from the standpoint of
someone with vision or other phy s i-
cal disability, you will soon see that
m a ny of the items that are used to
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c reate engagement, e a s e - o f - n av i g a-
tion or an appealing look and feel are
often not re a d a ble in their native
f o rm .T h e re f o re we need to “open up
the hood” and add additional
d e s c riptions of what is going on.

Taking an inve n t o ry of graphic ele-
ments that are used to convey mean-
ing (e. g . , color-coded sections of
q u e s t i o n s ; b oxes and lines that convey
task flow ; icons or thumbnails that
indicate previously presented infor-
m a t i o n ; or logos or pictures used as
exhibits) identifies sight-centric com-
munications that need to be “ a n n o-
t a t e d ” beneath the visual laye r.This is
usually done by employing meta tags,
which are text-based messages used
to describe what’s going on within
the page without relying on the
graphic cues.This additional infor-
mation doesn’t show up on the
s c re e n , but is spoken or printed for
the sight-impaire d .

A similar set of standards takes into
account that screen colors and layo u t s
must be accessible not just for the

blind but also for those with lesser
d e grees of vision impairm e n t .T h i s
means that colors used on the scre e n s
must be of sufficient contrast to pro-
duce a legi ble read and that faint col-
o rs are not utilized for key text
e n t ri e s .Timing of elements that are
animated must either be slow enough
for study and interp retation or they
must repeat (either automatically or
on command).Although these may
sound like bu rdensome re q u i re m e n t s ,
in the broader sense, i t ’s pro b a bly just
good design usability.

D o n ’t wa i t
My suggestion to re s e a rc h e rs is to
b e gin thinking about this challenge
n ow, rather than waiting for it to
become a re g u l a t o ry or legi s l a t ive
m a n d a t e. M a ny of these re q u i re m e n t s
a re not small fixes and it will take
t i m e,i nvestment and training to
come up to production in this mode.
On the other hand, s t a rting to gain
e x p e rtise in altern a t ive inform a t i o n
d e l ive ry systems may actually apply

to other forms of future technolog y
as we l l . (Consider that a survey that
combines both spoken and gr a p h i c
content delive ry might be more
a p p ro p riate for devices with limited
s c reen space - like cell phones and
P DA s . )

R e c ognizing that this is an impor-
tant tre n d , which could affect the
e n t i re online re s e a rch industry, t h e
Council for Marketing and Opinion
R e s e a rch (CMOR), in conjunction
with the Marketing Researc h
Association and the Interactive
M a r keting Research Organization, i s
working now to understand the prac-
tical implications of regulations and
to create information sources for
those interested in studying compli-
a n c e.At the same time, CMOR will
c o n t i nue to re p resent the industry ’s
i n t e rests before the re l evant commit-
tees of Congre s s , and wherever possi-
bl e, to distinguish the unique charac-
t e ristics of survey re s e a rch from sim-
ple site-content commu n i c a t i o n . |Q



As the election campaigns ended this past Nove m b e r, p a rt i s a n s
and pundits almost instantly highlighted the pivotal role of gay
issues in A m e rican politics as well as the 11 states that voted to

adopt bans on same-sex marri a g e. In the days after November 2, m a ny
in the U. S. media ballyhooed the ascendancy of “moral va l u e s ,” giv i n g
ove r bl own interp retation to exit poll questions that seem to suggest
that an historic anti-gay backlash has occurre d .

But has it re a l l y ?
G a ry Langer, d i rector of polling for ABC New s , for instance, m a d e

this point emphatically, as re p o rted in the New York T i m e s four day s
after the election:“A poorly devised exit poll question and a dose of
spin are threatening to undermine our understanding of the 2004
p residential election.The re p o rting accurately re p resents the exit poll
d a t a , but not re a l i t y.While morals and values are critical in inform i n g
political judgments, t h ey re p resent personal characteristics far more
than a discrete political issue. Conflating the two distorts the story of
Tu e s d ay ’s election.”

Putting aside the political snapshot for the moment, it is just as
i m p o rtant for us to analyze the near- and long-term implications for
the U. S. consumer marke t .We believe this analysis will offer cri t i c a l
n ew insights and supporting data to help guide business managers in
u n d e rstanding public opinion as a barometer on controve rsial social

issues including gay civil rights and
re s p o n s i b i l i t i e s .

To d ay, companies are smart to ask
whether the gay marketplace will
remain as promising in 2005 and the
ye a rs ahead. Based on a deeper
u n d e rstanding of current opinion
and market re s e a rc h , we believe the
unqualified answer is ye s .

F i rs t , h ow did A m e rican vo t e rs
actually deal with gay issues in
2004? In a year when same-sex

m a rriage became legal in Massachusetts, not surp risingly the move-
ment to re s t rict or ban the re c ognition of marriage for gay couples
found its way onto 11 state ballot measures in 2004. Opponents of
these ballot questions said the measures we re a strategy by Republ i c a n s
to galvanize their conserva t ive voter base and get them to the polls in
greater nu m b e rs .

H oweve r, m a ny analyses also re p o rt that during this unusually high-
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visibility election ye a r, t u rn o u t
would likely have been high with or
without the re f e re n d a . One advo c a t e
in Oregon for the same-sex mar ri a g e
ban was quoted thusly,“ I t ’s conceiv-
a ble this measure might turn out
some people of faith that are typical-
ly apolitical, but I think in the big
scheme of things...this is going to be
a large turnout and our measure
d o e s n ’t have that big of a role in it.”

On November 2, t h e re f o re, vo t e rs
in A r k a n s a s , G e o r gi a , Ke n t u c k y,
M i c h i g a n , M i s s i s s i p p i , M o n t a n a ,
O h i o, O k l a h o m a , O re g o n , N o rt h
D a kota and Utah passed measure s
limiting or banning the legal re c og-
nition of same-sex re l a t i o n s h i p s . I n
a d d i t i o n , h oweve r, e f f o rts now are
u n d e r way to challenge several of
those measures in state and federal
c o u rt s .

What else happened?
The ballot measures we re not the
only wo rd on gay issues and political
c a n d i d a t e s , h oweve r. On Nove m b e r

2 ,A m e rican vo t e rs also:
• voted in many races to elect and

re-elect openly gay candidates
t h roughout the nation;

• elected or re-elected all six open-
ly gay candidates running for legi s l a-
t ive offices in Californ i a ;

• elected open lesbians to Nort h
C a ro l i n a ’s state senate, to the Idaho
state house and to the Missouri state
h o u s e ;

• elected the firs t - ever open les-
bian Latina as sheriff in Dallas
C o u n t y,Te x a s ;

• re-elected eve ry Massachusetts
l aw m a ker on the ballot, D e m o c r a t
and Republ i c a n , g ay and straight,
who supported same-sex marriage in
that state; a n d

• voted to repeal a law in
Cincinnati that prevented the city
f rom passing legislation to pro t e c t
g ays and lesbians from discri m i n a t i o n
- this progre s s ive result in a state that
also adopted a state constitutional
ban on same-sex marri a g e.

What does public opinion re s e a rc h

t h e re f o re reveal about A m e rican atti-
tudes? Over the last ye a r, nu m e ro u s
national and state surveys confirm
that a majority of A m e ricans oppose
legal marriage for same-sex couples.
It is not really surp rising there f o re
that the re f e renda votes cast in
N ovember 2004 reflect this attitude.

When probed a bit more, h oweve r,
we also learn that many A m e ri c a n s
do not distinguish clearly betwe e n
the matrimonial sacraments of mar-
riage bestowed by churc h e s , t e m p l e s
or mosques and the civil cere m o ny
of marriage conferred by state law.
Whether through tradition or fa i t h ,
m a ny A m e ricans do not wish to con-
fuse their long-held definitions of
m a rriage by endorsing equal marri e d
status for gay couples.

But that is not all that vo t e rs
b e l i eve. In many of the ve ry same
s u rvey s , a majority of A m e ri c a n s
favor establishing some forms of legal
p rotections for gay and lesbian cou-
p l e s .This was also confirmed in the
exit polls taken on November 2.

When asked specifically in the
2004 exit polls, 25 percent of vo t e rs
favo red legal marriage for same-sex
c o u p l e s , while 37 percent opposed
a ny form of legal re c og n i t i o n .

Most import a n t , over a third of all
vo t e rs - 35 percent - stated they
favor some form of legal re l a t i o n s h i p
such as a civil union, but one not
labeled or defined as a marri a g e.
T h e re f o re 60 percent or six out of
10 vo t e rs support some form of legal
re c ognition for gay couples. In addi-
t i o n , 50 percent of all Republ i c a n
vo t e rs also support legal re c og n i t i o n
of same-sex re l a t i o n s h i p s , with 20
p e rcent favo ring legal marriage and
30 percent favo ring civil unions.
(What the exit polls asked on
N ovember 2, 2 0 0 4 :“Which comes
closest to your view of gay and les-
bian couples?” 1 .T h ey should be
a l l owed to legally marry [25 perc e n t
a gre e d ] . 2 .T h ey should be allowed to
legally form civil unions, but not
m a rry [35 perc e n t ] . 3 .T h e re should
be no legal re c ognition of their re l a-
tionship [37 perc e n t ] . )

Under normal circumstances in
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A m e rican politics, a 60 percent to 37
p e rcent margin would be considere d
highly decisive.This emerging con-
sensus also is validated by survey
re s e a rch conducted in 2003 and
replicated again in late 2004 by
Witeck-Combs Commu n i c a t i o n s
and Harris Interactive when we
q u e ried over 2,000 adult A m e ri c a n s
online about eligibility for wo r k-
place benefits. E m p l oyment benefits
often mirror the same kinds of priv i-
leges and rights conferred by mari t a l
s t a t u s , and are a valid way to examine
social acceptance of gays and les-
b i a n s .

S p e c i f i c a l l y, when hetero s e x u a l s
we re asked whether certain benefits
of employment now ava i l a ble to
m a rried spouses should be equally
ava i l a ble to same-sex part n e rs , i n
almost eve ry instance, nearly two -
t h i rds of heterosexuals agreed that
equal treatment ought to be given to
e m p l oyees with same-sex part n e rs .

The specific benefits included the
taxability of health insurance bene-
f i t s , adoption assistance, b e re ave m e n t

l e ave, relocation assistance for part-
n e rs , family and medical leave emer-
g e n c i e s , and COBRA health cove r-
a g e. In fa c t , in each instance, s u p p o rt
grew by at least 4 to 5 perc e n t
b e t ween 2003 and 2004, even after
same-sex marriage became a re a l i t y
in Massachusetts.

We conclude that although same-
sex marriage remains a sensitive,
sometimes politically-charged ques-
t i o n ,A m e ricans not only are more
awa re of gays and lesbians in society
but also increasingly fair-minded in
t e rms of acceptance and treatment of
their intimate re l a t i o n s h i p s . F a c t o rs
of age, education and gender also
p l ay roles in terms of acceptance;
m o re welcoming attitudes are consis-
tently associated with younger peo-
p l e, women and individuals with
higher education.

I n t ri g u i n g l y, in an ABC New s
i n t e rv i ew held within a week of the
p residential election, P resident Bush
echoed the sentiments of many of
these A m e ri c a n s , and revealed that he
also favo red letting states decide

whether to have civil unions or some
f o rm of legal re c ognition for same-
sex couples.This is a position that
closely mirro red the position of his
Democratic challenger too.

Bush was re p o rted to say,“I view
the definition of marriage differe n t
f rom legal arrangements that enabl e
people to have ri g h t s .And I stro n g l y
b e l i eve that marriage ought to be
defined as betwe e n , a union betwe e n
a man and a wo m a n . N ow, h av i n g
said that, states ought to be able to
h ave the right to pass...laws that
e n a ble people to you know, be abl e
to have ri g h t s , l i ke others .”

The market and wo r k p l a c e
t rends continue to adva n c e
At the end of 2003, as one key mile-
s t o n e, over 40 percent of Fo rt u n e
500 companies - and 68 percent of
the Fo rtune 50 - now offer equal
benefits for same-sex couples. O ve r
7,000 employe rs across the U. S. n ow
p rovide health insurance coverage to
e m p l oye e s ’ same-sex domestic part-
n e r, a trend that is currently grow i n g
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at the rate of 18 percent more com-
panies each ye a r.

The trend towa rds re c og n i t i o n
and equal treatment of gay couples
in corporate A m e rica is based fre-
quently on many corp o r a t i o n s ’
d e s i re to treat all employees and
their families fairly and equally, a s
well as competitive pre s s u res to
re c ruit and retain the best qualified
wo r ke rs including gays and lesbians.

I n t e re s t i n g l y, in 2004, t wo states
and 66 cities and counties, a c c o rd i n g
to the Human Rights Campaign,
also provided domestic partner re g-
i s t ries - another independent means
to re c ognize same-sex couples. I n
2 0 0 7 , the state of California will also
join a trend started by San Francisco,
Los A n g e l e s , M i n n e a p o l i s , S e a t t l e
and New York to re q u i re companies
that do business with local or state
g ove rnment to offer equal benefits
to gay couples that are curre n t l y
ava i l a ble to hetero s e x u a l , m a rri e d
c o u p l e s .

Equal treatment and basic fa i rn e s s
t owa rds gays and lesbians re m a i n

clear trends in public policy deci-
sions and employment practices
f rom coast to coast.T h ey fre q u e n t l y
m o t ivate employe rs and local com-
munities to establish innova t ive
a p p roaches to respect gay couples
and to offer some specific ways that
m a rried couples today benefit under
the law to achieve a level of pari t y.

The road ahead
Elections often are snapshots of
s t rong feelings and mixed motiva-
t i o n s . C e rtainly this ye a r ’s election
cycle reflected A m e ri c a ’s ve ry stro n g
d ivisions and attitudes on tough
social and global issues including gay
c ivil ri g h t s .Vo t e rs reflect the politi-
cal moment as well as deep-seated
b e l i e f s .

Without question,A m e ri c a n s
e x p ress complex and sometimes
even conflicted feelings about gay s
and lesbians, and do not quickly
accept many forms of social change.
H oweve r, t h ey also increasingly see
g ays and lesbians as well as same-sex
couples on the job and at their

wo r k p l a c e, in the commu n i t y, o n
t e l ev i s i o n , in school and in their
c h u rc h e s .When fa i rness is put to the
q u e s t i o n , t h ey consistently appear to
e n d o rse policies that embrace fa i r -
minded treatment and emergi n g
f o rms of legal protections for gay
and lesbian couples - though short
of marri a g e.

Many more corporations have wit-
nessed and confirm that this visibility
and public acceptance are growing,
and creating legitimate opportunities
for marketing strategies and progres-
sive employment policies that recog-
nize diverse households.These trends
continue to spread, giving little evi-
dence or rationale that this electoral
moment and the 11 ballot measures
will have significant impact on main-
stream attitudes and market forces
even in the near-term.

In our immediate experience, none
of our Fortune 500 clients are consid-
ering retreats from the gay, lesbian,
bisexual and transgender market. In
fact, we continue to hear from new
companies exploring the best way to
reach out to gay consumers and
households.This market is visible
more than ever before, with gay and
lesbian consumers putting their $585
billion buying power into the hands
of companies that market effectively
to them. It is a market segment that
companies can no longer afford to
miss.

As the New York Times columnist on
faith and religious beliefs, Peter
Steinfels intelligently took the
nation’s temperature in his post-elec-
tion column last November:“Voters’
emphasis on moral values has prompt-
ed talk that the culture is undergoing
a sharp conservative shift.A better
case can be made that the cultural
shifts of recent years have almost
entirely continued in a liberal direc-
tion. On November 2 a significant
part of the nation balked. Same-sex
marriage has proved, at least for now,
unacceptable. Meanwhile civil unions,
which stirred shock and fury in
Vermont only a few years ago, have
almost reached the edge of being
m a i n s t re a m .” |Q





Mark Joyous is athletic, personable, unfaltering and deeply com-
mitted to the natural environment.A former naval officer and
national park ranger stationed in the Redwood National

Forest, he understands and appreciates pristine wilderness and responsi-
ble land development better than most. He has made his living during
the last 20 years as a Colorado real estate broker specializing in moun-
tain properties, with an underpinning ethos of environmental responsi-
bility, team collaboration and community development.

Joyous’s primary mission in life is to help as many people as possible
become aware of human interconnectivity across boundaries and around
this precious planet, our blue orb’s fragility, and the looming threat to
stability should humanity fail to evolve beyond self-serving boundaries
and short-sighted natural resource exploitation. Like so many of his
Boomer peers, he is deeply concerned about the ability of the planet to
provide sufficient and sustainable natural resources for his grandchildren
and their grandchildren.

He discovered his purpose while working with children in the
Redwood Forest, becoming entranced by their innate awe of nature and
thirst to learn about its mysteries.

His goal today is to help more people, children and adults alike,
embrace a whole-planet perspective. One way he’s approaching this is
through his philanthropic cause, EarthSeeds Project, a Johnny
Appleseed-like approach for the new millennium. Several educational

programs involve spreading “seeds”
of a “healthy, harmonious, and sus-
tainable living Earth.” He is develop-
ing fun, celebratory, positive
approaches to environmental aware-
ness instead of the countercultural
approach of the ’60s that served to
polarize as many people as it con-
verted1.

As co-founder and executive
director of Global View Foundation,
a nonprofit organization which has

grown quickly to become an international grassroots movement, Joyous
is dedicated to high-impact education and empowerment by dissemi-
nating photographic representations of Earth as depicted on posters,
flags, inflatable globes and other printed media. He believes that “to
change the world, we must first change humanity’s global view.”

Joyous, an impassioned environmentalist, personifies a powerful mar-
keting segment in the United States just uncovered since the beginning

Growing market
segment focuses 
on health and
sustainability
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of the new millennium.This con-
sumer segment has been christened
LOHAS, an acronym that stands for
lifestyles of health and sustainability2.

Although few people fully express
and actively demonstrate Joyous’s
unquenchable passion for our planet,
the LOHAS consumer is represented
by an eyebrow-raising 27 percent of
the U.S. population.This group
includes people who are ardently
concerned about personal health and
emotional well-being plus protection
of the environment.

These are not citizens simply pos-
sessed by idealistic, ethereal values;
they are consumers who make pur-
chasing decisions based on how effec-
tively companies approach product
manufacturing and distribution with
a view toward responsible resource
utilization and long-term planetary
accountability. Many are also commit-
ted to broader social issues such as
protecting women’s, children’s and
workers’ rights.

LOHAS consumers shop for ener-
gy-efficient electronics; green house-
hold products; organic and natural
care personal products; organic and
natural foods; hybrid automobiles;
green building products; socially
responsible investments; and alterna-
tive health care services.

Collectively, they purchase nearly
$350 billion in goods and services
annually, preferring products that
meet their value-driven expectations
for well-being, social justice, self-
development and sustainable living.
They are dedicated to the environ-
ment, systemic human health, spiritu-

ality and personal growth.They
believe in the interconnectivity of all
humankind on a macro scale and the
integration of mind, body and spirit
within the individual. Many envision
themselves similar to a manifesto pre-
sented by Joyous’s Web site:“…as
unique, independent Crewmembers
of a Global Family united by the
responsibility to care for the planet
and all living things.”

The Natural Marketing Institute
(NMI) originally quantified this new
segment through research in 2001,
initially by distributing a comprehen-
sive survey to a statistically random
and representative sample of
Americans and then by analyzing sur-
vey data using sophisticated cluster
analysis.

The firm’s discovery process ana-
lyzed 16 variables with a multiple
regression model to identify the
LOHAS segmentation. In addition to
the LOHAS segment, NMI
researchers discovered three other
broadly-defined, tangentially-related
consumer segments called Nomadics,
Centrists and Indifferents.Although
these three additional consumer
groups reveal specific business oppor-
tunities and marketing insights, espe-
cially the Nomadics, further discus-
sion about segments other than the
LOHAS consumer lies outside the
focus of this article.

NMI completed the third annual
update of its wide-ranging research
program in March 2004, based on a
survey completed by 2,060 U.S.
adults, a representative sample from a
U.S. consumer panel of seven million

people.The conclusions of this survey
can be projected to the U.S. adult
population, with a 95 percent confi-
dence level and a standard deviation
of +/-2 percent.

Discovery and description of the
LOHAS market, and its surprising
magnitude, has quickly led to a busi-
ness revolution among proponents of
responsible businesses across many
industries.The LOHAS segmentation
demonstrates the interconnectedness
of a wide cross section of U.S. adult
consumers, bound by similar values,
and spanning an extensive range of
product and service categories.
Exemplary companies targeting this
segment sell resource-efficient and
healthful products such as organic
foods, personal care products, green
cleaning products and eco-tourism -
among many others.

Moreover, this segment subsumes
55 million American consumers, 47
percent of which are between the
ages of 45 and 64. It therefore doesn’t
come as a surprise that many
Americans who were still young
adults during the inauguration of
Earth Day in April 1970, and the
modern environmental consciousness
it propelled, correlate highly with the
LOHAS segment. In raw numbers,
over 26 million members of the
LOHAS segment are also Boomers,
born between 1946 and 1959, or
members of the Silent Generation,
born between 1940 and 1945.

Steve French, executive vice presi-
dent and managing partner of NMI,
emphasizes the sizable correlation
between values identified in the
LOHAS segmentation and those pos-
sessed by Americans 45+:“Our
research findings substantiate what
some companies and policy makers
have assumed to be true for a long
time. Many Americans reached adult-
hood in the 1960s and 1970s during
the emergence of a global environ-
mental awareness and greater focus on
personal health, and they maintain
those same values today, although
they’ve become more sophisticated as
consumers with the passage of time.
The major difference today is that
they have considerable financial
resources and commitment to search
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for and buy products and services that
serve their long-term environmental
and health goals.”

Strong opinions
This re s e a rch project further demon-
strates that members of the LOHAS
segment possess strong opinions, a n d
t h ey have a greater influence on the
d i rection of the marketplace than
average consumers .

M a r ke t e rs can also take comfort
l e a rning that these consumers are
f e rvently committed to their beliefs
for the long ru n , and most pro d u c t
d evelopment and marketing strate-
gies will stand the test of time. H ow
t h ey feel today reflects how they ’ l l
feel tomorrow. C o n s i d e ring all four
b road segments identified by NMI,
LOHAS consumers are the most
b r a n d - l oyal and the least pri c e - s e n s i-
t ive.

I n t e re s t i n g l y, of the 16 fa c t o rs used
to describe the LOHAS consumer
s e g m e n t a t i o n , those willing to spend
20 percent or more for sustainabl y -
made products earned a mean score
of 4.1 on a five-point scale, with five
being the strongest possible agre e-
ment leve l .This factor ranked third
in importance of identifying the
LOHAS consumer, led only by
“choosing env i ro n m e n t a l l y - f ri e n d l y
p ro d u c t s ” and “ t e a c h i n g
fa m i l y / f r iends the benefits of env i-
ro n m e n t a l l y - f riendly pro d u c t s .”A n
astounding 85 percent of LOHAS
c o n s u m e rs are willing to spend 20
p e rcent more for products that are
m a nu fa c t u red using env i ro n m e n t a l-
l y - s e n s i t ive and sustainable method-
o l ogi e s .

LOHAS consumers are behav-
iorally drive n .As mentioned earlier,
t h ey are not just typified by
e x p ressed attitudes; t h ey transform
their attitudes into action.T h ey pay
m o re for products meeting their cri-
t e ri a ; influence friends and fa m i l y
m e m b e rs to do the same; and choose
p roducts from sustainable and env i-
ro n m e n t a l l y - f riendly sourc e s .
P roducts must appeal to more than
b e l i e f s ; p roducts must appeal to
LOHAS lifestyles. M e m b e rs of this
segment seek companies that tru l y
align corporate values with their
own va l u e s , and they are quick to
spot “ gre e n wa s h e rs ” - companies
that create facades and make feebl e
but insincere attempts to line up
with env i ronmental va l u e s .

N M I ’s data analysis contradicts the
widely accepted belief that yo u n g e r
people are more idealistic and there-
f o re more likely to make consump-
tion choices based on core va l u e s .
Younger people are much more like-
ly to choose products based on the
l owest pri c e.

The re s e a rch once again dispels
the myth that brand choices solidify
with age. C l e a r l y, older consumers
a re amenable to marketing commu-
nication approaches that address core
va l u e s ; s t r a t e gically sound bu s i n e s s
a p p roaches can and do influence
brand sw i t c h i n g .

M o re connected
As consumers grow older, t h ey
become more connected with va l u e s
related to re l eva n c e, s e l f - a c t u a l i z a-
t i o n , and legacies. F u rt h e rm o re, a s
c o n s u m e rs age beyond 50, t h ey tend

to choose products and serv i c e
p rov i d e rs that are env i ro n m e n t a l l y -
re s p o n s i ble and committed to human
h e a l t h ; t h ey buy from companies that
s h a re the same long-term va l u e s ; a n d
t h ey choose products manu fa c t u re d
f rom sustainable re s o u rc e s .

Businesses interested in deve l o p i n g
p roducts and services to target adults
45+ have a significant bu s i n e s s
o p p o rtunity when targeting the
Boomer/LOHAS consumer. P ro d u c t
d eve l o p m e n t , m a r keting commu n i-
cation strategies and corporate goals
can be aligned with values held by
this vital lifestyle and attitudinal clus-
t e r, embracing their bedrock stan-
d a rds of health, s e l f - d eve l o p m e n t ,
e nv i ronmental sustainability and
social re s p o n s i b i l i t y.

A c c o rding to NMI re s e a rc h e rs ,
LOHAS consumers are compelled by
values to seek products and services
that are health-promoting, environ-
mentally-friendly and demonstrate a
global social consciousness.A signifi-
cant segment of leading-edge
Boomers are equally compelled, hav-
ing acquired and nurtured a sophisti-
cated view of the planet - in a sense,
the same panoramic view of Mark
Joyous: an “astronaut’s view of the
Earth,” a global family portrait. |Q

1Global View and EarthSeeds Project, co-
founded by Mark Joyous and Robert Bogatin,
as presented on the foundation’s Web site:
www.earthseeds.net.
2Understanding the LOHAS Consumer
Report, published by the Natural Marketing
Institute, Harleysville, Pa., www.nmisolu-
tions.com. All references and discussion in this
excerpt pertaining to the LOHAS consumer
segment have been undertaken with permis-
sion from Natural Marketing Institute.
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How well do you understand your MVPs, your most valuable
purchasers? I’m talking about women, of course.Women are
the world’s most powerful consumers, and they are the largest,

fastest-growing market in the world. How well do you understand
them? I don’t just mean being able to rattle off the important target
demographics or purchasing data. How do you quantify the effectiveness
of your communications and interactions with them? How well does
your brand resonate with women? Even brands and industries that have
traditionally been the territory of men need to seriously dig into their
data and make sure they are not alienating the “chief purchasing offi-
cers” - the ones actually controlling the checkbook - the women of the
household.

Understanding the nuances of women’s relationship with your brand
is crucial for marketers - and almost no one can afford to ignore this
segment.

Why concentrate on women? Women have tremendous financial
power.

• American women by themselves are, in effect, the largest “national”
economy on earth, larger than the entire (!) Japanese economy
(Marketing to Women).

• Over the past three decades (1970-1998), men’s median income
barely budged (+0.6 percent after adjusting for inflation), while women’s

has soared +63 percent (American
Men and Women).

• Women bring in half or more of
the household income in the majori-
ty of the United States.

• Women control 51.3 percent of
the private wealth in the United
States (Federal Reserve, cited in PBS
online,“To the Contrary, Hot Topics,
Women & Philanthropy”).

• Women control most of the
spending in the household - about 80 percent.

The information above is just the tip of the iceberg.The largest
wealth transfer in history is about to take place as the Baby Boomers
inherit from their parents. In turn, because women generally outlive
their husbands, the family assets will become concentrated in the hands
of Boomer women.

Many companies don’t seem to realize women are the primary buyers
of their products. For instance, take a look at women’s purchasing power
in these historically male-dominated categories:

Capture the power
of the purse

Editor’s note: Martha Barletta is
president of the Trendsight Group, a
Chicago consulting firm. She can be
reached at 888-831-0689 or at
marti.barletta@trendsight.com.

Tailor your research
to match women’s
requirements
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• 68 percent of new cars (J.D.
Power, reported in “Olds Markets to
Women,” Detroit News,August 15,
1999).

• 66 percent of computers
(CondeNast/Intelliquest Survey, as
quoted in Ad Age, 1997).

• 60 percent of home improvement
buyers (Lowe’s, per CEO Robert
Tillman, cited on Forbes.com and
quoted in Tom Peters presentation,
June 1, 2003).

• 53 percent of investment deci-
sions (Securities Industry Association,
1998).

• 51 percent of consumer electron-
ics (Fast Company, 2002).

Companies in these industries are
missing huge opportunities to grow
their share and beat the competition.

What to keep in mind when
designing research on women
Sociological studies show that women
notice finer details than men.They
will bring up things that men don’t
find worth mentioning.This is impor-
tant because in most categories the
top competitors share the same basic
characteristics. Differentiation lies in
the details. Here are some ways to
uncover those precious details.

• Women respond better in all-
female focus groups. Mixed-gender
groups often default to male patterns
of conversation and interaction.
Women are less likely to interrupt or
insist on their opinions, and they
don’t offer as much information. In
women-only groups, there’s often an
unspoken “equal talk time” rule -
they are more conscious of who is
remaining silent and often encourage
each other to speak. In women-only
groups, women respond to truly free
interaction with each other and
“multi-talk.”

• Women are very comfortable talk-
ing about personal things with virtual
strangers. Get them talking with one
another, instead of with the modera-
tor. Encourage them to laugh and
build on one another’s thoughts and
you won’t be able to get them to stop
giving you insights.

• A non-traditional focus group
approach I like is girlfriend groups,

where acquaintances meet with the
researcher at the home of one of the
participants.The familiar environment
and people make women comfortable
to be themselves. In addition, it often
places them closer to the point of
product usage, which allows them to
easily relay details that make a differ-
ence.And familiarity with each other
keeps each of them honest.

• Another qualitative favorite is the
brand champion group, a mix of
women who love your product along
with some who are either unfamiliar
with it or predisposed against it.
Given time to get to know one
another, brand champions will “sell”
your product by answering questions
from the prospects. Observing the
phenomenon of word of mouth will
essentially tell you how to overcome
resistance to your product.

• Online chat rooms where experts
on a topic related to your product
transform the session into an informal
focus group by capturing the tran-
scripts and interpreting them later are
another way to observe the word-of-
mouth phenomenon.

What about quantitative
research?
Quantitative marketing research
recruitment can be fairly easy with
women. Many women love surveys
and quizzes. Magazines are filled with
them. Surveys help women learn
about themselves and see how they
compare with others in the results.
Often, this learning is the only neces-
sary incentive. Run a survey via e-
mail or online, quickly tabulate the
results, and share them with the par-
ticipants. It’s cheap and simple.

But my big word of caution to
designers of quantitative marketing
research is to critically evaluate all
questions included. Many researchers
don’t even know women shop and
buy differently than men, so I find
questionnaires to be replete with
errors and oversights that may look
unimportant but can drastically affect
the validity of the response.

For example, a phone surveyor
called me once on behalf of an appar-
el retailer.The questions were laugh-

able, things like “Please rate the rela-
tive importance of quality, price,
selection and fit in deciding where
you shop” or likewise for “what you
buy.”All of those are important, and
one is never “more important” than
another - not always, nor even as a
general rule. It’s the trade-offs among
these factors that determine value and
drive what she buys.

For example, what does it mean
when I respond that while I crave the
quality of an Armani suit, I’m still not
willing to pay Armani prices? Is
“quality” important to me or not?
Suppose I’m willing to pay for an
Armani if I score a one-of-a-kind
bargain at Loehmann’s - does that
mean I don’t care about selection
when I shop at Nordstrom? Absurd.

You could reasonably point out that
these objections apply equally well to
men as to women - and indeed, you
would be right. (Which makes you
wonder why you ever see silly ques-
tions like the above on any question-
naire!) The difference is that they
apply to a considerably greater degree
with women. Men’s thought processes
tend to be more linear, single-track
and directed toward efficiently finding
a solution to a problem.As they are
proceeding down a decision path,
they use criteria like the above to
screen out options, until they come to
one that provides an acceptable value.

Women’s decision-making tends to
be more multi-minded and integra-
tive.They tend to view shopping as
more of a learning process, educating
themselves on what options they
have, and typically adding on criteria
as they learn more. It is not unusual
for a woman to shift back to an earlier
stage of the decision process as she
learns something later on that might
cause her to even change categories.

For example, she may have decided
to buy an SUV because her friends all
love theirs and she likes the looks of
the new models. However, once on
the showroom floor, she may see a
new minivan that has some great stor-
age solutions and fuel mileage.
Suddenly, she’s including minivans in
her consideration set, and has added
two new criteria to the qualifying list.
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Most men are uncomfortable with
that kind of change in direction, they
see it as a disruptive shift in strategy.

So while men shop through a
process of elimination, looking for “a
good solution,” women add and bal-
ance criteria, looking for “the perfect
answer.”Therefore, the “forced
choice” methodology so popular with
quantitative surveys obscures women’s
real responses because female deci-
sion-making is more integrative and
contextual than men’s. Unless your
question is presented relative to a spe-
cific purchase, her real answer (not
that most questionnaires give her this
option) is “it depends.”

A better use of quantitative research
is to dig deeper on “why.” Rather
than asking her to rate the impor-
tance of quality, ask her how she
assesses quality - by fabric, details,
designer name, etc.Yes, it makes the
research more complex, costly and
difficult to interpret. But unless your
research reaps useful information,
what’s the point of doing it at all?

In written or online questionnaires,

it’s better to leave some room for
write-in answers. Give your con-
sumers a chance to tell you something
you didn’t know. If you’ve pre-pro-
grammed all the answers and limited
her ability to give you input, how can
she help you identify the details that
would cause her to choose your
brand over your competitor’s? Very
few researchers provide women with
open-ended questions, and I think it’s
a mistake.

Implications
M a r keting to women is not ro c ke t
s c i e n c e.Ye s , women are more com-
p l i c a t e d , but improving your female
m a r keting effectiveness is not diffi-
cult or more expensive. C o m p a n i e s
do not need to wo rry about cre a t-
ing two re s e a rch initiative s , one for
women and one for men.T h a t ’s
i n e f f e c t ive and costly - just dig into
the person who’s doing most of the
bu y i n g . . . you know who she is!
M a ny companies have found that
when you improve your marke t i n g
to wo m e n , customer satisfa c t i o n

among men rises as we l l .T h a t ’s
because when you meet wo m e n ’s
m o re demanding expectations,
yo u ’re generally exceeding the
expectations of men.

Ask yo u rs e l f, h ow can you help
your company be more effective at
reaching the chief purchasing offi-
cer of your product? How well do
your communications work against
this CPO? Do you have inform a-
tion on how women seek out and
i nvestigate your brand? Do yo u
quantify the impact of the va ri o u s
m a r keting elements on wo m e n ,
noticing what particular messages
and channels combine for stro n g e r
results? 

Women make the majority of deci-
sions about spending for their house-
holds.According to one estimate, they
spend over $7 trillion a year in the
United States alone. It is imperative
for all businesses to examine their
feminine side. Marketers who com-
municate effectively to women will
see their businesses prosper, and those
who don’t will be left behind. |Q
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By Ted MininniToday’s kids are very savvy.They are brand-conscious from a
young age. Kids are growing up in a fast-paced, ever-changing,
tech-driven world. Many of their lives are so full of activities

that our kids are already over-scheduled, just as their parents are!
How do global corporations face the challenges of positioning food

and beverages for these vital demographic groups? How do they brand
and package these products with confidence? How do they keep their
brands and packaging vital in this day and age? One of our corporate
clients, a global food company, commissioned my consultancy to
research and compile a study.This article is based on findings from the
study, titled Kids Rule: Marketing to Tweens and Teens.

Given the shorter and shorter lifespan of product vitality, not to men-
tion the saturation of products in every category, corporations have to
continually revitalize their brands. Especially for the teens/tweens
demographic, which is continually restless for the newest and coolest
brands on the horizon!

The target mindset of each group, tweens (ages 9-13) and teens (ages
14-19) are critically different, and a challenge to marketers.Tweens want
food that is just for them and they want control of their food choices.
They are seeking empowerment at this stage in their development.
While tweens are still interested in “fun foods,” they are also becoming
more accepting and experimental.

Tweens respond to the “aging down” of adult foods.They respond to
foods that are packaged in their por-
tions, and foods that can be prepped
by them, not only by mom. Fun
attributes like handles that make
packages portable, games, and pro-
motions inside or outside of pack-
ages are seen as “just for me.”Tween
choices are also generally mom-

approved.Tweens are teen wanna-bes and generally see themselves as
older than they actually are. Food products for this demographic are
generally tween-demanded/mom-approved.

Teens, on the other hand, make their own food choices, often without
mom, and want food on their own terms.They are flavor experimenters
and are now ready to eat Mexican, Italian,Asian, etc.Teens’ tastes are
maturing, and they are beginning to develop an adult palate that tempts
them to be flavor experimenters.Teens are consumers of the ubiquitous
fourth meal! Teenaged boys, in particular, want to be filled up, and are
quite serious about their food.They want their food fast so they can eat
when they get home from school and get online or hang out with their

Kid-tested,
mother-approved

Editor’s note:Ted Mininni is president
of Design Force Inc., a New York
consulting firm. He can be reached at
856-810-2277.

Food marketing to
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friends.Teen girls are conscious of
portion sizes and fat and avoid messy-
looking food visuals on packaging.

This group will prep their own
foods.Teens respond to satisfying por-
tions and packaging that speaks to
them of portability.“Grab and go” fits
the demands of their busy lives.Teens
make their own choices, and long to
exercise more and more control of
their choices, but most of these choic-
es are still purchased by mom.

Mom’s the word
Enter in mom, the ultimate decision-
maker and gatekeeper. Moms today
feel guilty when they aren’t there to
select and prepare food for their kids.
Moms want their teens’ food choices
to conform to their own “real food”
values.They are concerned about
their teens’ consumption of
unhealthy, bad foods.These moms
seek foods from trusted brands and
convenience with quality and good
taste. Safe, easy preparation and fast
solutions are also high on moms’ lists.

Many moms are very concerned
about their teens’ and tweens’ procliv-
ity for snacking. School snack bar and
cafeteria offerings have been of huge
concern to parents for some time. For
good reason.“Kids, just like adults,
prefer the taste of sweets and fat,” says
Karen Cullen, a Children’s Nutrition
Research Center (CNRC) behavioral
nutrition researcher and assistant pro-
fessor of pediatrics at Baylor College
of Medicine.“Knowing how to bal-
ance highly desirable but low-nutri-
tion foods with more healthy ones is
learned and takes maturity.” Cullen

tracked 594 fourth and fifth graders
for a two-year period to study how
the transition to middle school affect-
ed tweens’ food consumption.

In an April 2004 article for the
CNRC Nutrition & Your Child
newsletter entitled “Snack-Bar
Temptations Derailing Kids’ Diets,”
Cullen reported some startling statis-
tics.After making the transition to
middle school, tweens’ consumption
of healthy foods, including fruits, veg-
etables and milk, dropped by at least
one-third.At the same time, tweens’
consumption of fatty foods like
french fries and chips rose by 68 per-
cent. Soft drink consumption
increased by 62 percent. School sys-
tems are responding to the increase in
childhood obesity and pressure from
parental and medical groups to
change the food choices they offer to
school children of all ages.Tweens,
then, are at a critical developmental
stage when it comes to nutrition.

How foods are packaged and the
brand communications and visuals
expressed has a great deal to do with
consumer perception - for moms as
well as the teens/tweens demographic
groups. Moms, as mature adults, obvi-
ously want to see honest, realistic
food imagery and nutritional infor-
mation on food packaging. Clear
communication of nutritional benefits
is very important to moms.They are
concerned about fat, artificial ingredi-
ents, too much salt and sugar, etc.
Brand trust is built over time with
moms, and this is a significant factor
in their food choices for their fami-
lies. In families where there are two

or more teens present (including
friends), quality at the right price
becomes a determining factor.

Moms have the added challenge of
finding solutions for their teens’ and
tweens’ school lunches, snacks, after-
school snacks and camp needs.They
are also concerned about their kids’
food choices when they are home
alone.They are looking for help and
support in assisting their kids in mak-
ing sound choices.The federal gov-
ernment, universities and physicians’
groups offer moms sound advice as
they struggle with the nutritional
needs and food choices of their kids.

Taking up the challenge
Food and beverage companies are
responding to moms’ nutritional con-
cerns for their kids. General Mills
Corporation, for example, has
announced that while 60 percent of
its ready-to-eat cereal line is whole
grain, the remaining 40 percent of the
line will be converted over the next
few months.The low-carb craze has
succeeded in convincing food and
beverage companies to cut down on
sugars, refined carbohydrates and trans
fats in their products. Frito-Lay began
manufacturing with corn oil, from
the less-than-healthy partially hydro-
genated oils it was using, in all of its
snack foods last year. Nabisco is now
marketing new 100 Calorie Pack
Thin Crisps - lower-calorie, lower-fat
versions, with no trans fats - of some
of the most popular cookies and
crackers on the market: including
Oreo and Chips Ahoy.These are just a
few examples of nutrition-oriented
initiatives being taken by corporate
food giants that teens and tweens
won’t notice, and moms will endorse.

In a Nutrition & Your Child article
entitled “Kitchen Makeover Makes
Healthy Eating Hassle-Free,” pub-
lished in the Summer 2000 newslet-
ter, there are some great tips for
moms dealing with a growing family’s
needs. In this article, Janice
Baranowski, a research dietitian with
the CNRC’s Behavioral Nutrition
section, stated that:“Individual por-
tions are most attractive to the ‘eat-it-
now’ crowd.”
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Suggestions of portable foods that
appeal to our demographic groups
include:“grab-and-go” bottles of
low-fat milk and water, 100-percent
fruit juice, yogurt in tubes, low-fat
string cheese and snack bags of veg-
gies with low-fat dip.

By switching from juice drinks to
100-percent fruit juices, whole grain
breads and cereals and low-fat dairy
products, moms can make big-impact
changes very subtly.Adding nuts,
seeds, pre-cut fruits and ready-to-eat
veggies in snack-sized plastic bags fills
the need for quick, grab-and-go
food. Helping teens and tweens by
buying smaller snack packages of
their favorite snack foods also enables
moms to control portions.Again,
moms might re-portion snacks that
come in larger, family-sized bags into
smaller plastic bags.As the CNRC’s
Janice Baranowski said in her article:
“Snacks need to be quick, easy-to-
find and easy-to-eat.”

Teens and tweens respond to excit-
ing, colorful food and beverage pack-
age design: specific imagery, bright
colors and colors that meet their
frames of reference. Both groups
respond to graphics that are not for
“kids.” Realistic, appetizing product
representations have great appeal to
these groups. Bold, exciting imagery
is good, but busy packaging is bad.
Teens and tweens are interested in
ingredients and flavors but don’t want
too much description on packaging.
They want brand communication
that speaks to their moms, too, since
moms have to be “convinced” that
the foods their teens and tweens
desire are good choices. Package
communications have to convince
moms of this and not turn them off.

On the rise
Segmentation of this market is on the
rise. Savvy food and beverage corpo-
rations seek to create products and
brand, name and package these prod-
ucts as offerings just for teens and
tweens. Great opportunities exist in
the marketplace for such food prod-
ucts. For tweens, food product names
have to be cool.Tweens respond to
portions sized for them, fun flavors

and names that target their demo-
graphic.Teens respond to cool pack-
aging on their terms.They like satisfy-
ing, adult portions (teen boys) and
portability; no utensils required.Teens
do not like cute product names.
Bright exciting packaging that doesn’t
try to impose cool gets a positive
response from this demographic! 

A brand perception that a product
has been created just for teens and
tweens can yield great dividends for

food companies.This is a way to use
brand heritage to build the next gen-
eration of consumers. By innovating
and customizing products and prod-
uct packaging, food corporations can
build their brands with this very sig-
nificant demographic. How brand
managers choose to manage their
brand communications in their pack-
aging has a lot to do with creating
leading brands and brand loyalty for a
new generation of consumers. |Q
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By Michael RicharmeHow do consumers make decisions? This question is at the core
of much of marketing examination over the past 60 or 70 ye a rs .
As marke t e rs manipulate the va rious principles of marke t i n g , s o

do the consumers they seek to reach - choosing which products and ser-
vices to bu y, and which not to bu y, choosing which brands to use, a n d
which brands to ignore.The focus of this article is to examine the major
decision-making models, s t r a t e gies and theories that underlie the deci-
sion processes used by consumers and to provide some clarity for marke t-
ing exe c u t ives attempting to find the right mix of va ri a bles for their
p roducts and serv i c e s .

T h ree decision-making models
Early economists, led by Nicholas Bern o u l l i , John von Neumann and
Oskar Morgenstern , puzzled over this question. B e ginning about 300
ye a rs ago, B e rnoulli developed the first formal explanation of consumer
d e c i s i o n - m a k i n g . It was later extended by von Neumann and
M o r g e n s t e rn and called utility theory.This theory proposed that con-
s u m e rs make decisions based on the expected outcomes of their deci-
s i o n s . In this model, c o n s u m e rs we re viewed as rational actors who we re
a ble to estimate the probabilistic outcomes of uncertain decisions and
select the outcome that maximized their we l l - b e i n g .

H oweve r, as one might expect, c o n s u m e rs are typically not completely
r a t i o n a l , or consistent, or eve n
awa re of the va rious elements that
enter into their decision-making.
In addition, though consumers are
good at estimating re l a t ive fre q u e n-
cies of eve n t s , t h ey typically have
difficulty translating these fre q u e n-
cies into pro b a b i l i t i e s .This utility
m o d e l , even though it was viewe d
as the dominant decision-making
p a r a d i g m , had serious short c o m-
ings that could not be explained by
the model.

Nobel Laureate Herbert Simon proposed an altern a t ive, simpler model
in the mid-1950s.This model was called satisficing, in which consumers
got approximately where they wanted to go and then stopped the deci-
sion-making pro c e s s .An example of this would be in the search for a
n ew apart m e n t . Under utility theory, c o n s u m e rs would evaluate eve ry
a p a rtment in a marke t , and form a linear equation based on all the pert i-
nent va ri a bl e s , then select the apartment that had the highest overall utili-

Decide and buy

Editor’s note: Michael Richarme is vice
president of Decision Analyst, Inc., an
Arlington,Texas research firm. He can
be reached at 817-640-6166 or at
mrichar@decisionanalyst.com. Daniel
Levine, professor of psychology at the
University of Texas at Arlington,
contributed information for this article.
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ty score.With satisficing, h oweve r,
c o n s u m e rs might just evaluate apart-
ments within a certain distance to
their desired location, stopping when
t h ey found one that was “ g o o d
e n o u g h .”This theory, though ro bu s t
enough to encompass many of the
s h o rtcomings of utility theory, still left
significant room for improvement in
the area of pre d i c t i o n .After all, if a
m a r keting exe c u t ive can’t predict con-
sumer behav i o r, then what use is a
decision-making paradigm? Simon
and others have extended this area in
the investigation of the field of
bounded rationality.

Fo l l owing Simon, additional effort s
we re made to develop better under-
standings of consumer decision-mak-
i n g , extending beyond the mathemati-
cal optimization of utility theory and
the somewhat unsatisfying satisficing
t h e o ry. In the late 1970s, t wo leading
p s y c h o l ogi s t s , Daniel Kahneman and
Amos T ve rs k y, d eveloped pro s p e c t
t h e o ry, which expanded upon both
the utility and satisficing theories to
d evelop a new theory that encom-
passed the best aspects of each, w h i l e
solving many of the pro blems that
each pre s e n t e d .

Two major elements that we re
added by Kahneman and T ve rs k y
we re the concepts of va l u e, re p l a c i n g
the utility found in utility theory, a n d
e n d ow m e n t , in which an item is more
p recious if one owns it than if some-
one else owns it.Value provided a re f-
e rence point, and evaluated both gains
and losses from that re f e rence point.
A d d i t i o n a l l y, gains and losses have a
m a r ginally decreasing increase fro m
the re f e rence point. For example, t h e re

is a much greater value for the firs t
i n c remental gain from the re f e re n c e
point than for subsequent gains.

S even decision-making strategi e s
What this all led to was the deve l o p-
ment and exploration of a series of
useful consumer decision-making
s t r a t e gies that can be exploited by
m a r ke t e rs . For each pro d u c t , m a r-
ke t e rs need to understand the specific
decision-making strategy utilized by
each consumer segment acquiring that
p ro d u c t . If this is done, m a r ke t e rs can
position their product in such a man-
ner that the decision-making strategy
leads consumers to select their pro d-
u c t .

The first two strategies are called
c o m p e n s a t o ry strategi e s . In these
s t r a t e gi e s , c o n s u m e rs allow a higher
value of one attri bute to compensate
for a lesser value of another attri bu t e.
For example, if a consumer is looking
at automobiles, a high value in gas
mileage might compensate for a lowe r
value in seating space.The attri bu t e s
might have equal weight (equal
weight strategy) or have differe n t
weights for the attri butes (we i g h t e d
a d d i t ive strategy).An example of the
latter might be to place twice as mu c h
i m p o rtance on gas mileage than seat-
ing space.

The next three strategies are called
n o n - c o m p e n s a t o ry strategi e s . In these
s t r a t e gi e s , each attri bute of a specific
p roduct is evaluated without re s p e c t
to the other attri bu t e s , and eve n
though a product may have a ve ry
high value on one attri bu t e, if it fa i l s
another attri bu t e, it is eliminated fro m
c o n s i d e r a t i o n . F rom Simon, the first of

these is satisficing, in which the firs t
p roduct evaluated to meet cutoff va l-
ues for all attri butes is chosen, even if
it is not the best.The second of these
s t r a t e gi e s , elimination by aspects, sets a
cutoff value for the most import a n t
a t t ri bu t e, and allows all competing
p roducts that meet that cutoff value to
go to the next attri bute and its cutoff
va l u e.The third strategy, l e x i c ogr a p h i c,
evaluates the most important attri bu t e,
and if a product is clearly superior to
o t h e rs , stops the decision process and
selects that pro d u c t , otherwise contin-
ues to the next most import a n t
a t t ri bu t e.

The next two strategies are called
p a rtially compensatory strategi e s , i n
that strategies are evaluated against
each other in serial fashion and higher
values for attri butes are considere d .
The first of these strategies is called
m a j o rity of conforming dimensions,
in which the first two competing
p roducts are evaluated across all attri b-
u t e s , and the one that has higher va l-
ues across more dimensions, or attri b-
u t e s , is re t a i n e d .This winner is then
evaluated against the next competitor,
and the one that has higher va l u e s
a c ross more dimensions is again
re t a i n e d .The second partially com-
p e n s a t o ry strategy is called fre q u e n c y
of good and bad feature s , in which all
p roducts are simultaneously compare d
to the cutoff values for each of their
re l evant attri bu t e s , and the pro d u c t
that has the most “ g o o d ” f e a t u res that
exceed the cutoff values is the winner.

T h e re are other expansions upon
these seven basic consumer decision-
making strategi e s , but they are gener-
ally captured as shown above.
H oweve r, t wo major areas of marke t-
ing theory also help to provide addi-
tional explanatory power to these
s t r a t e gi e s .

Two marketing theori e s
The first marketing theory is called
c o n s i d e r a t i o n . In this theory, c o n-
s u m e rs form a subset of brands fro m
which the decision-making strategi e s
a re applied. For example, if asked to
e numerate all the restaurants that one
could re c a l l , the list might be quite
e x t e n s ive for most consumers .
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H oweve r, when a consumer firs t
a d d resses the question of where to
dine that eve n i n g , a short list of re s t a u-
rants that are actively considered is
utilized for the decision-making
p ro c e s s . Multi-stage decision-making
models we re summarized by A l l a n
S h o c ke r, in which the increasing com-
plexity of a decision produces more
steps in the decision pro c e s s . I n
e s s e n c e, m o re cog n i t ive effort wo u l d
be expended in evaluating members
of the consideration set and re d u c i n g
that number to an eventual choice.

The second marketing theory is
called invo l ve m e n t , in which the
amount of cog n i t ive effort applied to
the decision-making process is dire c t l y
related to the level of importance that
the consumer places on acquisition of
the specific pro d u c t . For example,
t h e re is rarely a significant amount of
decision-making applied to the selec-
tion of a pack of chewing gum at the
gro c e ry store checkout counter, bu t
t h e re is a much greater amount of
decision-making effort applied to the
p u rchase of a new cell phone.T h i s

d e gree of invo l vement is not necessar-
ily a function of the pri c e, but is more
related to the perc e ived impact on the
quality of life of the consumer.T h e
quality of life can come directly fro m
the benefits supplied by the pro d u c t ,
or can come indirectly from the social
accolades or sanctions provided by
m e m b e rs of the peer gro u p.

Complex decisions
Application of the three decision-
making models, the seven decision-
making strategi e s , and the two mar-
keting theories can be seen in curre n t
e f f o rts by marketing practitioners and
academicians to tease apart the com-
plex decisions made by consumers .
For example, choice models and con-
joint models are mu l t iva riate analysis
techniques based on these unders t a n d-
i n g s . C o n s u m e rs are presented with
choices in controlled env i ro n m e n t s
t h a t , h o p e f u l l y, c o n t rol for other con-
founding va ri a bl e s , and then the
choices are decomposed to unders t a n d
both the conscious and unconscious
elements driving the consumer’s

c h o i c e s .
One caveat for practitioners is

i m p o rtant to address at this point.
When one is attempting to manipu-
late marketing va ri a bles such as pri c e
or pro m o t i o n , or even conduct
re s e a rch into consumer decision-mak-
i n g , it is critical that a solid theore t i c a l
base be used.Without this base, t h e
s u rveys have the potential of pro d u c-
ing contradictory or misleading
a n swe rs , and the attempts to manipu-
late the va ri a bles at hand may pro d u c e
less than satisfying re s u l t s .

In summary, this area of inve s t i g a-
tion is complex and uncert a i n , t h o u g h
e x t remely pro m i s i n g .The fields of
e c o n o m i c s , p s y c h o l og y, s o c i o l ogy and
m a r keting are all deeply invo l ved in
t rying to move this re s e a rch forwa rd ,
with often-conflicting re s e a rc h
s t reams and term i n o l og y. H oweve r, t h e
end result - gaining a better under-
standing of how consumers make
decisions - is of great theoretical and
practical value to all invo l ve d .As such,
it will continue to be a major re s e a rc h
a rea in all the above fields. |Q
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conducted by Meyers Research
Center, NewYork.

The online poll of more than 400
c o n s u m e rs asked shoppers to rate
fa c t o rs most important to them in
choosing locations to purchase a
wide va riety of pro d u c t s . F a c t o rs
ranged from pricing to customer
s e rvice and convenient store loca-
t i o n s , the influence of special pro-
m o t i o n s , o f f e ring quality brands and
being among the first to offer new
p ro d u c t s .

The study, conducted in A u g u s t
2 0 0 4 , sought to explore consumer
f requency by retail form a t ; h ow
c o n s u m e rs choose format based on
shopping occasion and consumer
ratings of formats across key attri b-
utes such as pri c i n g , fast checko u t ,
s h o p a b i l i t y, c o nve n i e n c e, good deals,
e t c.

“ S h o p p e rs overall told us that
eve ry d ay low pri c i n g , good cus-
tomer serv i c e, p roducts that are in-
stock and stores that are we l l - o r g a-
nized and easy to shop are their
favo ri t e s ,” s ays Jeff Fri e d l a e n d e r, v i c e
p resident of Meye rs Researc h
C e n t e r.“Those fa c t o rs outwe i g h
such considerations as special pro-
m o t i o n s , and being first on the
block to offer new pro d u c t s .”

C o n s u m e rs rated dollar store s ,
t o d ay ’s fa s t e s t - growing retail form a t ,
as the best place to find eve ry d ay
l ow pricing and convenience store s
as the wo rst place for good pri c i n g .
But in some cases, a good deal on
p rice has its own price to pay : g o o d
customer serv i c e.Dollar stores we re
rated the wo rst for customer ser-
v i c e, while superm a r kets and office
supply stores gained high marks.

Dollar stores also scored low on
the remaining of the top five fa c t o rs
that drive consumers to a part i c u l a r
c h a n n e l : in-stock products and
s t o res being easy to shop.
S u p e rm a r kets we re rated highest on
both those attri bu t e s .

P rice never drops out of the
equation of top fa c t o rs , re g a rdless of
consumer need state when shop-
p i n g , whether it be stocking up for

the household, one or two desper-
ately needed items or
wa n t e d / rewa rded items.

Sixty-nine percent of consumers
s u rveyed said there was a specific
retailer they “could not live with-
o u t .”Among those consumers who
e x p ressed an opinion,Wa l - M a rt led
the pack as the number one re t a i l e r
t h ey could not live without (31 per-
c e n t ) , f o l l owed by club store Costco
(17 percent) and Target (13 per-
c e n t ) .Wa rehouse club BJ’s (11 per-
cent) and superm a r kets Kroger and
A l b e rt s o n ’s tied for the fifth spot (9
p e rc e n t ) .Trailing the pack of 14
re t a i l e rs cited by consumers wa s
mass merchant Kmart and dru g
s t o re Rite A i d , each with 2 perc e n t .

C o n s u m e rs interv i ewed cited
Wa l - M a rt ’s wide va ri e t y, l ow pri c i n g
and the convenience of mu l t i p l e
c a t e g o ries at one location as fa c t o rs
in their number one ranking.
C o n s u m e rs who selected Target and
Costco as their favo rites said the
s t o res we re fun to shop - from in-
s t o re food samples at Costco to
good organization and a sense of
fashion at Ta r g e t . For more inform a-
tion visit www. m eye rs re s e a rc h . c o m .

S t u dy reveals seniors’
c a r-buying clout
T h ey hold a household net wo rth of
$19 tri l l i o n , nearly twice the U. S.
ave r a g e.Their population totals 76.8
m i l l i o n , o n e - t h i rd of the entire U. S.
p o p u l a t i o n .T h ey are the we a l t h i e s t
A m e ri c a n s .T h ey spent more than
$400 billion in 2003.T h ey buy 56
p e rcent of all new cars and spend
m o re per capita on travel and leisure
than any other age gro u p.T h ey
spend $7 billion online each ye a r
and are the fa s t e s t - growing user seg-
ment on the Intern e t .T h ey are
a c t ive gr a n d p a re n t s , a u n t s , u n c l e s ,
singles and pare n t s .T h ey are mature
A m e ri c a n s , age 50 and older.

A survey of 32,498 senior com-
munity newspaper re a d e rs across the
c o u n t ry revealed the top 10 senior
shopping pri o rities included auto-
m o b i l e s , gifts for gr a n d k i d s , t r ave l
and insurance. Each category deliv-
e rs a multi-billion-dollar annu a l

m a r ke t .
SPMG (Senior Publ i s h e rs Media

G roup) audited and conducted a
re a d e rship survey of its top 80 com-
munity new s p a p e rs nationwide,
gaining insight into demogr a p h i c s ,
spending pattern s , issues and inter-
ests for mature audiences.T h e
SPMG newspaper network has a
combined re a d e rship of over 5.8
m i l l i o n .

One-fifth of all seniors surveye d
planned to buy automobiles in the
next ye a r.

A c c o rding to N e w s w e e k’s New
Car Buye rs Report , younger per-
sons bought most new cars pri c e d
under $10,000 (only 17 percent of
m a t u re adults bought these low - c o s t
m o d e l s ) . M o re than half of 55+
m a t u re adults (53 percent) bought
c a rs priced between $10,000 and
$14,999 and 30 percent bought cars
p riced over $15,000. S eve n t y - s i x
p e rcent of mature adults bought
A m e rican made automobiles.

The average luxury-car bu yer is
age 60. M a t u re adults age 50 and
older buy 56 percent of all new cars
and most purchases are made for
c a s h .T h ey buy cars that are more
e x p e n s ive than younger A m e ri c a n s .
The average age for new Corve t t e
bu ye rs , for example, is the early 50s.

The SPMG senior audience
s kewed yo u n g e r. O n e - f o u rth of the
re a d e rship is younger than 55,
almost double the 75+ audience;
one third is 55-64 and another 29
p e rcent are 65 or older.

The Baby Boomer generation is
coming of age - each ye a r, a n o t h e r
four million A m e ricans reach age
5 0 . Combined with incre a s e d
l o n g ev i t y, t rends show the 50+ mar-
ket growing beyond 106 million by
2 0 1 5 , or 45 percent of the U. S. a d u l t
p o p u l a t i o n .

The SPMG re a d e rship study wa s
conducted by Cert i f i c a t i o n
Ve rification Council (CVC). S u rvey
results we re cro s s - c h e c ked and
included in-depth interv i ews of
32,498 regular re a d e rs of the audit-
ed publ i c a t i o n s .The CVC audit
c o n f i rmed circulation and studied
d e m ographics of the top 80 SPMG
senior publ i c a t i o n s .With a circ u l a-

Survey Monitor 
continued from page 8
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tion of 2,836,877 and an average of
2.05 re a d e rs per copy, the total re a d-
e rship of these papers was 5,815,598
s e n i o rs . For more information visit
w w w. s p m g . c o m .

African-American twe e n s
are ma r k e t - s avvy and ready
to spend
Twe e n s , defined as young people
ages 9 to 14 ye a rs old, a re marke t -
s avvy and influential consumers
who demand attention.T h e re we re
4.1 million A f ri c a n - A m e ri c a n
t weens in 2002, a 16 perc e n t
i n c rease from 1997, and they re p re-
sent 16.5 percent of all U. S. t we e n s .
Black tweens are pri m a rily urban
d we l l e rs who come from non-tradi-
tional households.T h ey are brand-
conscious tre n d s e t t e rs who have
s everal billion dollars of discre-
t i o n a ry income from allowa n c e s ,
m o n e t a ry gifts and jobs to spend on
va rious goods and serv i c e s .
F u rt h e rm o re, black tweens exe rt
c o n s i d e r a ble influence on the $723
billion A f ri c a n - A m e rican marke t

since they frequently have input on
household buying decisions, u s i n g
“pester powe r ” and their know l e d g e
of the latest technologies and
t re n d s . In addition, A f ri c a n -
A m e rican tweens have significant
influence on the total $40 billion
U. S. t ween market as the tre n d s
adopted by them are often consid-
e red cool and, t h e re f o re, a re emu l a t-
ed by other races. M a r ke t e rs who
a p p ro p riately target this group will
realize significant opport u n i t i e s
with the powerful A f ri c a n -
A m e rican market as well as with the
t ween segment, a c c o rding to a
mu l t i - s o u rce study by Chicago
re s e a rch firm The Hunter-Miller
G ro u p.

D e m ogr a p h i c a l l y,A f ri c a n -
A m e rican tweens we re 4.1 million
s t rong in 2002, re p resenting 16.5
p e rcent of the 25.2 million U. S.
t weens and 11.3 percent of the total
black population, per the U. S.
Census Bure a u ; 50.3 percent we re
male and 49.7 percent we re female.
Their population has grown at more

than twice the rate of white twe e n s
(16 percent ve rsus 7.4 percent) fro m
1997 to 2002.

T h ey are more likely to be urban
d we l l e rs as 51.6 percent lived in
central cities in 2002 compared to
23.1 percent of white twe e n s ,
a c c o rding to the Census Bure a u ;
35.9 percent lived in suburban are a s
c o m p a red to 57.2 percent of white
p e e rs . Only 12.6 percent lived in
n o n m e t ropolitan areas ve rsus 19.7
p e rcent of white twe e n s .

T h ey are more likely to reside in
s i n g l e - p a rent households (52 per-
cent) compared to white tweens (23
p e rcent) and the households are
usually headed by their mothers
(47.4 perc e n t ) , per the Census
B u re a u ; 38.9 percent lived with
both parents in 2002 compared to
73.0 percent of white twe e n s .

Nine percent (compared to 3 per-
cent of whites) lived with neither
p a rent and usually resided with
gr a n d p a rents (54.5 percent) or some
other re l a t ive (29.5 perc e n t ) .

Most (98 perc e n t , c o m p a r a ble to
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whites) are enrolled in school and
re c ognize the importance of educa-
tion as it has been a means for
A f ri c a n - A m e rican adva n c e m e n t .

Nearly half (48 percent) of
younger black tweens (9-11 ye a rs
old) re c e ive a regular allowa n c e,
a c c o rding to Childre n ’s Marke t
S e rv i c e s . M a ny have odd jobs, w i t h
b a bysitting and ya rd work being the
most common; 43.3 percent of 14-
year-olds and 36.2 percent of 12-
year-olds held some job, per a
B u reau of Labor Statistics study.

P s y c h ogr a p h i c a l l y, A f ri c a n -
A m e rican tweens are interested in
fa s h i o n , mu s i c, e l e c t ronics and other
items which put them on the cut-
ting edge.T h ey often inform their
households about the “latest and
gre a t e s t ” t e c h n o l ogies and tre n d s ,
then use “pester powe r ” to influence
p roduct and service purc h a s e s , s u c h
as for ve h i c l e s , cellular telephones,
e l e c t ro n i c s , gro c e ries and va c a t i o n s .

T h ey are more likely to shop for
t h e m s e l ves and want the best so
t h ey are brand conscious as it helps
with purchasing decisions and serve s
as a badge of coolness or status.
T h ey are awa re of adve rt i s e rs ’
e f f o rt s , and are more likely to be
re s p o n s ive if an ad is in their “ l a n-
g u a g e ” and appeals to their aspira-
t i o n s , including to be older than
t h ey really are and to stand out fro m
the crow d .

T h ey serve as the cool and hip
models for peers as their fa s h i o n s
(baggy jeans, baseball caps and ove r-
sized shirt s ) , hair styles
( c o rn row s / b r a i d s ) , musical tastes
(rap/hip-hop) and other pre f e re n c e s
h ave been adopted by tweens of
other races. For example, black rap-
per Nelly was voted favo rite male
singer at the Nickelodeon Kids
Choice Awa rds 2004 and it’s assert-
ed that corn rows/braids will gain
the same popularity that the pony-
tail once enjoye d .

Black tweens are know l e d g e a bl e
about and avid users of T V, r a d i o,
c o m p u t e rs , video games and other
e l e c t ro n i c s .T h ey watch more T V
c o m p a red to white twe e n s : s eve n
h o u rs and 37 minutes of pri m e - t i m e
TV (8-11 p. m . daily) per week ve r-

sus five hours and 26 minutes per
week re s p e c t ive l y, a c c o rding to
R e a l V i s i o n .T h e re is 90 perc e n t +
radio penetration among bl a c k
t we e n s ; older tweens (12-14-ye a r -
olds) tune in 16-19 hours per we e k
and rhythmic contemporary hits
(which includes R&B, r a p / h i p - h o p
and dance/club music) is the most
popular form a t . O ver 80 perc e n t
h ave access to a computer, i n c l u d i n g
44.6 percent who have access to a
computer at home, and they are
i n c reasingly going online to
s e n d / read e-mail, to download or
listen to mu s i c, and for inform a t i o n .
For more information visit
w w w. h u n t e rm i l l e r gro u p. c o m .

Parents buy more offi c e
p r o d u c t s
A study by Baltimore marke t i n g
f i rm Ve rtis reveals that parents are
m o re likely to buy office supply
p roducts compared to other adults.
A c c o rding to the study, C u s t o m e r
Focus 2004: Office Supply, 74 per-
cent of total adults with childre n
spent up to $500 on office pro d u c t s ,
not including computer and office
f u rn i t u re, within the last 12 months,
c o m p a red to 58 percent of adults
with no childre n .“The purchase of
office supply products is gre a t e r
among adults with childre n , s p e c i f i-
cally those with children between 6
and 17 ye a rs old, due to their con-
stant need to buy school supplies,”
s ays Thérèse Mulvey, vice pre s i d e n t ,
m a r keting re s e a rc h , at Ve rt i s .
“ M a r ke t e rs and adve rt i s e rs should
p ay close attention to the pri c e
point these consumers are looking
f o r, as well as the media that drive s
their purchase decision because
both fa c t o rs are critical in capturi n g
this audience.”

For example, a c c o rding to the
s t u d y, 35 percent of adults with
c h i l d ren turn to ad inserts first to
help them with their purc h a s i n g
d e c i s i o n s , 19 percent use the
I n t e rn e t , and 8 percent turn to the
t e l ev i s i o n .

Of the total adults surveye d , 5 3
p e rcent of Baby Boomer (1946-
1964) women with two or more

c h i l d ren spent between $101-$500
in office products excluding com-
puter and office furn i t u re, c o m p a re d
to 32 percent of total adults.

A c c o rding to the study, 17 per-
cent of younger Baby Boomer
(1956-1964) adults with children 12
to 17 ye a rs old spent $501 or more
in office pro d u c t s , c o m p a red to 10
p e rcent of total adults surveye d .

Fo rty percent of older Baby
B o o m e rs (1946-1955) with childre n
12-17 ye a rs old said they plan on
p u rchasing office technolog y, s u c h
as pri n t e rs or scanners , within the
next 12 months, c o m p a red to 22
p e rcent of total adults.

Of the married adults surveye d
who have childre n , 33 percent said
ad inserts most influence their bu y-
ing decision, c o m p a red to 20 per-
cent of adults in the same category
who said television influences their
d e c i s i o n . Fifty-one percent of ad
i n s e rt re a d e rs with a household
income of $75,000+ who have chil-
d ren said they use ad inserts or cir-
c u l a rs to decide where to shop for
office supplies, c o m p a red to 34 per-
cent of total adults. F u rt h e rm o re, 5 2
p e rcent of ad insert re a d e rs who
spent $501+ on office supplies use
a d ve rtising inserts or circ u l a rs to
decide where to shop.

Of the total adults surveyed who
spent $501 or more on office sup-
p l i e s , 41 percent have a household
income of $75,000+, while 19 per-
cent have a household income of
less than $30,000. S i x t y - t wo perc e n t
of the adults who spent between $1-
$100 on office supplies do not have
a ny children under the age of 18 in
the home compared to 38 perc e n t
who have childre n . Fifty-four per-
cent of the adults who spent $501+
on office supplies have children in
the home compared to 46 percent of
adults who have no childre n .

Of the total adults who spent
$501+ on office supplies, 57 perc e n t
a re men and 43 percent are wo m e n .
In contrast, of those who spent
b e t ween $1-$100 on office supplies,
57 percent we re women and 43
p e rcent we re men. For more infor-
mation visit www. ve rt i s i n c. c o m .



M a r ke t , n ow in its fourth edition,
p rovides analysis of the demo-
graphic pro f i l e s , consumer behav-
i o rs , and purchasing power of the
estimated 15 million adult gay
men and lesbians in the United
S t a t e s . C h a r a c t e ristics pro f i l e d
include age, income and fa m i l y
s t ru c t u re. Key market opport u n i-
ties and buying power pro j e c t i o n s
a re included through 2008. Fo r
m o re information visit www. p a c k-
a g e d fa c t s . c o m / p u b / 9 5 2 7 6 8 . h t m l
or www. m a r ke t re s e a rc h . c o m .

We b S u r veyor 5.0 now
ava i l a b l e
H e rn d o n ,Va.-based We b S u rveyo r
C o rporation has re l e a s e d
We b S u rveyor 5.0, the latest ve r-
sion of its online survey tool.T h i s
latest ve rsion is designed to offer
greater control through a survey
d a s h b o a rd , along with a new user
i n t e r fa c e.

The survey dashboard prov i d e s
u s e rs with centralized control ove r
the survey pro c e s s . It displays an
i n t e grated view of survey activ i t y,
p resenting the top five most re c e n t
s u rvey s , response rates, number of
responses and more. It also allow s
u s e rs to manage mailing lists, s e t
p re f e rences for surveys and man-
age their account, as well as filter
and sort re l evant data.

Along with a new look and feel,
other new features include an
enhanced invitation management
system that allows users to con-
duct multiple e-mail campaigns,
customize messages, and track e-
mail messages sent, s u rveys viewe d
and surveys completed. N ew gate-
way page functionality allow s
u s e rs to re s t rict access to a survey
t h rough a custom login pro c e s s . A
s u rvey checklist guides new users
t h rough the entire online survey
p ro c e s s , f rom designing questions
to analyzing re s u l t s . S u rvey detail
re p o rts provide a concise ove rv i ew

of a survey including questions,
question styles, e x p o rt va l u e s , n av-
igation and translations. Date con-
t rols allow users to schedule the
date at which a survey will stop
accepting re s p o n s e s . I m p rove d
branching lets users conduct com-
plex surveys by utilizing condi-
tional branching and skipping,
data piping, data validation and
response randomization. For more
i n f o rmation visit www. we b s u rvey-
o r. c o m / w s 5 .

Hispanic Cohorts from
S i m m o n s
N ew York-based Simmons has
released Hispanic Cohort s , a
household-based segmentation
s y s t e m . Hispanic Cohorts identi-
fies 19 consumer segments within
the A m e r ican Hispanic commu-
n i t y. Similar to the general-mar-
ket Cohort s , Hispanic Cohort s
identifies clusters of consumers
based on specific character i s t i c s .
For instance, d e s c r i p t i o n s
i n c l u d e : Luis y Mari a , fa m i l i e s
with a median age of 38 who
h ave teenagers , a median house-
hold income of $35,000 and who
m a ke up approximately 9.1 per-
cent of the Hispanic population;
A n d re a , educated care e r - o r i e n t e d
moms whose median age is 31,
median household income is
$52,000 and re p resent over 6
p e rcent of the Hispanic popula-
t i o n . For more information visit
w w w. s m r b. c o m .

B r i e f l y
U.K.-based re s e a rch agency mmr
has announced a new positioning,
a new Web site and a new interac-
t ive approach to create a fre s h
image for its serv i c e s .The new
positioning - “making more of
re s e a rc h ” - is designed to empha-
size mmr’s re s e a rch capability and
client service appro a c h a b i l i t y. Fo r
m o re information visit www. m m r -
re s e a rc h . c o m .

N ew York re s e a rch firm Ipsos-
Insight has announced enhance-
ments to its Ipsos BookTre n d s
syndicated serv i c e, i n c l u d i n g
i m p roved data delive ry, e x p a n d e d
re p o rting capabilities and
i n c reased re p o rting fre q u e n c y. Fo r
m o re information visit
w w w. i p s o s - i n s i g h t . c o m / c o n-
s u m e r / p u bl i c a t i o n s / b o o k s .

The Ipsos-Reid Online
O m n i bus will now be offere d
once a week in Canada. Q u e s t i o n s
re c e ived by 1 p. m . on Tu e s d ay will
h ave results the following Tu e s d ay.
The Canadian Online Omnibu s
d e l ive rs a re p re s e n t a t ive national
sample of 1,000 online Canadians
eve ry we e k . Omni respondents are
re c ruited randomly from the
72,000 Canadians on Ipsos-Reid’s
Online Pa n e l .The panel includes
both English- and Fre n c h - s p e a k-
ing part i c i p a n t s , and surveys can
be conducted in one or both offi-
cial languages. For more inform a-
tion visit www. i p s o s . c a / p a / .
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p ricing practices or discounts we re ille-
gal or anti-competitive unless IRI can
p rove they invo l ved prices below
s h o rt - run average va ri a ble cost,w h i c h
must be calculated without the inclu-
sion of certain costs designated by
ACNielsen as “ f i xed operations” c o s t s .

The court also ruled that the same
s t a n d a rd applies in determining the legal-
ity of bundled discounts,with discounts
o f f e red in noncompetitive markets sub-
tracted from AC N i e l s e n ’s prices in the
c o m p e t i t ive marke t s .The analysis re l i e d
on by IRI to support the claims of
b e l ow-cost pricing and bundling imper-
m i s s i bly included fixed operations costs as
p a rt of the re l evant cost stru c t u re.

While there will be further pro c e e d-
ings on this and other issues in the case,
VNU stated in a press release that it
b e l i eves that the court ’s rejection of
I R I ’s arguments seriously impairs IRI’s
a n t i t rust claims.VNU believes that
I R I ’s claims are wholly without meri t .

Fifteen U. S.Ye l l ow Pages publ i s h e rs
h ave joined with re s e a rch firm
K n ow l e d ge Netwo r k s / S R I,M e n l o
Pa r k ,C a l i f. , to sponsor and develop a
syndicated Ye l l ow Pages measure m e n t
in early 2005.The service will initially
c over over 200 dire c t o ry distri bu t i o n
a reas in more than 90 DMAs,w i t h
other markets likely to be added in the
f u t u re. I n t e rv i ewing will begin in early
2 0 0 5 , and initial annual measure m e n t
of usage and dire c t o ry share will be
d e l ive red in early 2006.

Chicago-based I n f o rm a t i o n
R e s o u rc e s , I n c. has established a new
analytics advisory board .The board ’s
focus will be on furt h e ring analytics
i n n ova t i o n , specifically identifying the
existing and emerging analytics applica-
tions re q u i red to understand and fore-
cast the economics driving CPG and
retail bu s i n e s s e s .B o a rd members
i n c l u d e :R o b e rt C.B l a t t b e r g ,Po l k
B ro t h e rs Distinguished Professor in
Retailing and exe c u t ive director of the
Center for Retail Management, J. L .
Ke l l ogg Graduate School of
M a n a g e m e n t ,N o rt h we s t e rn Unive rs i t y ;
Pradeep K.C h i n t a g u n t a ,R o b e rt Law

P rofessor of Marke t i n g , the Unive rs i t y
of Chicago Graduate School of
B u s i n e s s ,U n ive rsity of Chicago;S u n i l
G u p t a ,M eyer Feldberg Professor of
B u s i n e s s ,Columbia Business School,
Columbia Unive rs i t y ;L e o n a rd M.
L o d i s h , S a muel R.H a rrell Pro f e s s o r,
p rofessor of marketing and vice dean,
W h a rton We s t , leader of the global con-
sulting practicum, the W h a rton School
of Business,U n ive rsity of Pe n n s y l va n i a ;
and Carl F.M e l a , associate pro f e s s o r
m a r ke t i n g , the Fuqua School of
B u s i n e s s ,D u ke Unive rs i t y.

A c q u i s i t i o n s
S u rvey Sampling Intern a t i o n a l
( S S I ) , F a i r f i e l d ,C o n n . , has acquire d
online sampling firm B l o o m e rc e
Access Panels Europe bv. Based in
the Netherlands, B l o o m e rce has more
than one million panel members in
E u ro p e.“The time is right for expan-
sion in Euro p e, with the incre a s i n g
acceptance of Internet re s e a rch among
the European re s e a rch industry,” s a i d
Te rry Coen, SSI vice president and
d i rector of sales and marke t i n g .“Use of
the Internet for re s e a rch in the U. K .
alone is expected to double in the next
18 months.”

Alliances/strategic part ne r s h i p s
Atlanta my s t e ry shopping firm S h o p ’ n
C h e k , I n c. has expanded its wo r l d-
wide coverage by signing licensing
a greements for Canada,B r a z i l , Ja p a n ,
Australia and New Zealand.The new
licensees are To ronto-based Serv i c e
M e t rics Inc. (dba Shop’n Chek
C a n a d a ) ;A BACO Marketing Researc h
(dba Shop’n Chek Brazil), Sao Pa u l o ;
S e rvice Integrity Pty.L t d . (dba Shop’n
Chek A u s t r a l i a ) , S y d n ey ; and To k yo -
based Shop’n Chek Ja p a n ,K . K .

Wi l t o n , Conn.-based G re e n f i e l d
O n l i n e, I n c. re p o rted that GfK
Custom Research Inc. ,M i n n e a p o l i s ,
has signed a new agreement appointing
G reenfield Online as its exclusive sup-
plier of full-service Internet survey
re s e a rch services and sample re s e a rc h
d a t a , subject to certain limited excep-
t i o n s .The companies have wo r ke d
t ogether since 2001.The agre e m e n t
with GfK-CRI has an initial term end-

ing on December 31, 2005 and it will
automatically re n ew for successive one-
year periods unless cancelled by either
p a rty prior to the expiration of the
c u rrent term . D u ring the term ,
G reenfield Online will provide GfK-
CRI with Internet-based survey ser-
v i c e s , which include the progr a m m i n g
and hosting of survey s , as well as survey
respondents from its panel of survey
t a ke rs .As a client part n e r, G re e n f i e l d
Online will also provide to GfK-CRI a
dedicated project team and customized
sales and marketing support services to
enhance customer serv i c e.

Association/organization new s
The E S O M A R Council for 2005 to
2006 has been elected. José We rt
O rt e g a , c o rporate affa i rs director of
G rupo BBVA in Spain, is the new
ESOMAR president until December
3 1 , 2 0 0 6 .F rits Spangenberg,m a n a gi n g
d i rector of Motivaction International in
The Netherlands, is ESOMAR’s new
vice pre s i d e n t . Both we re elected unop-
p o s e d . In addition, f o l l owing a ballot of
all ESOMAR members wo r l d w i d e, t h e
f o l l owing eight council members we re
e l e c t e d : Paulo Pinheiro de A n d r a d e
( B r a z i l ) ; L a u rent Flores (France);
S i e g f ried Högl (Germ a ny ) ;C l a r a
O riglia (Italy);Wlodek Daab (Po l a n d ) ;
Ann Margreth Hellberg (Swe d e n ) ;S u e
N o swo rt hy (U. K . ) ;Gunilla Bro a d b e n t
( U. S. ) .Outgoing President Fre d ri k
Nauckhoff will remain on the council
in an ex-officio capacity for the subse-
quent two - year term . Outgoing council
m e m b e rs are Jacqueline A g l i e t t a ,
Eugênia Pa e s a n i ,Adam Phillips and
John Kelly (ex-officio).

Aw a r d s / r a n k i n g s
Wi n s t o n - S a l e m ,N. C.-based A l l Po i n t s
R e s e a rc h has been awa rded a Fast 50
awa rd by The Business Journ a l.T h e
awa rd was given based on the 40 per-
cent reve nue growth that A l l Points has
a c h i eved over the past ye a r.

N ew accounts/projects
A r b i t ron Inc.,N ew Yo r k , has signed a
f o u r - year license agreement with Clear
Channel Radio to provide the compa-
ny with radio ratings and softwa re ser-
vices through the fall 2008 survey.T h e

Research Industry News
continued from page 14
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a greement also re n ews existing con-
tracts for Scarborough and other local
m a r ket consumer information serv i c e s .
Clear Channel also re n ewed its agre e-
ments with A r b i t ron for Pre m i e re
Radio Netwo r k s , KMG Consolidated
Radio Sales and Clear Channel Tr a f f i c.
Clear Channel is A r b i t ro n ’s largest
radio ratings subscriber and re p re s e n t e d
a p p roximately 21 percent of A r b i t ro n ’s
reve nue in 2003.

R e s e a rch firmT N S has been awa rd-
ed a thre e - year contract to monitor and
evaluate the communications perfor-
mance and brand health in To u ri s m
A u s t r a l i a ’s key source markets acro s s
A m e ri c a , E u rope and Asia Pa c i f i c.T h i s
f o l l owed a competitive tender among
four global re s e a rch gro u p s .The pur-
pose of the program is to support
To u rism Australia in its key role in
i n c reasing consideration of Australia as
an international tourist destination.

H e avy-equipment make r
C a t e rp i l l a r has chosen Pe rs e u s
S u rveySolutions/EFM as its enter-
p rise softwa re solution for feedback
m a n a g e m e n t .

BBC Audience & Consumer
R e s e a rch awa rded a new contract for
m e a s u ring audience reaction for
Te l evision and Radio programs to G f K
G roup in the U. K .The new thre e -
year contract runs from A p ril 2005 and
will deliver a faster system of measuri n g
audience response to television pro-
grams on all terre s t rial T V, s e l e c t e d
n o n - t e rre s t rial TV programs and select-

ed radio progr a m s .Key elements of the
n ew service are : replacing the curre n t
paper-and-pencil postal method with
an online method that allows re s p o n-
dents to log on either at work or home
and rate the previous night’s progr a m s
on not only appreciation but also other
key cri t e ri a ; data for each program will
be ava i l a ble 36 hours after bro a d c a s t , a n
i m p rovement on the 16-day turn-
a round under the current system;a n
i n c rease in panel size from the curre n t
3,000 to 15,000 adults, and a separate
panel of 1,500 childre n .

R e d l a n d s ,C a l i f.-based ESRI a n d
Shell International Exploration
and Production B. V. h ave agreed to
expand their relationship and imple-
ment a compre h e n s ive agre e m e n t
under which Shell and all its affiliates
worldwide can access all of ESRI’s soft-
wa re pro d u c t s .The global agre e m e n t
a l l ows Shell to deploy and support
ESRI softwa re throughout its organiza-
t i o n .The enterp rise solution compri s e s
E S R I ’s full line of softwa re including
the A rcGIS family of desktop and serv-
er pro d u c t s .

The Federated Gro u p, a n
Arlington Heights, I l l . , sales and mar-
keting agency serving the private brand
gro c e ry industry, has selected Chicago-
based I n f o rmation Resourc e s , I n c.
as its pre f e rred syndicated marke t p l a c e
insights prov i d e r.

C a s t ro l has commissioned U. K . -
based re s e a rch firm E S A to conduct a
national point of sale and pro m o t i o n s

audit in stores of U. K . retailer Halford s .
E S A ’s re s e a rc h e rs will visit 100
H a l f o rds stores across the U. K . to carry
out an audit of Castrol display points
i n - s t o re.The aim of the re s e a rch will be
to establish whether Castrol pro d u c t s
a re correctly displaye d , as well as
whether the specified point-of-sale and
p romotional material is pre s e n t .

N ew companies/new divisions/
re l o c a t i o n s / ex p a n s i o n s
R o c h e s t e r,N. Y.-based re s e a rch firm
Harris Interactive Inc. has added
the Harris Interactive Marine
Industry Research program, a division
of the automotive and transportation
research group, which will provide
insight into customer preferences and
buying behaviors for bass boat, small
and large runabout, cruiser, coastal
fishing, pontoon, ski and wakeboard
boat and personal watercraft manu-
facturers.

M i l lwa rd Brow n has launched a
n ew global unit - Millwa rd Brow n
Optimor - focusing on maximizing the
total re t u rns from brand and marke t i n g
i nve s t m e n t .The unit is led by new l y -
appointed exe c u t ive vice pre s i d e n t
Joanna Seddon.

Leon Tyler Marketing Researc h
has moved to a different suite in the
same bu i l d i n g .The firm ’s address is
n ow 4501 Park Glen Rd., Suite 303,
S t . Louis Pa r k ,M i n n . , 5 5 4 1 6 - 4 8 7 5 .
Phone and fax nu m b e rs and e-mail
a d d ress remain the same.



vice president and chief marketing offi-
cer of the We n d y ’s brand.

E va n s t o n , Ill.-based information firm
S o l u c i e n t has named Cynthia Ku j awa
vice pre s i d e n t , human re s o u rc e s . I n
a d d i t i o n ,Mark Chealander has been
named vice pre s i d e n t , p roduct deve l o p-
m e n t .

R e s e a rch firm T N S has named
Stephen Je n ke re gional director of
Australia and New Zealand. H e
re p l a c e s Trevor Richard s, who has
re t u rned to the U. K . to take on a new
role and responsibility at the TNS head
office in London. Je n ke is based in
S y d n ey.

Arbitron Inc.,N ew Yo r k , has appointed
Julian Dav i s to the new position of
d i re c t o r, urban media serv i c e s . In addi-
t i o n ,P i e rre Bouva rd has been named
p re s i d e n t , Po rt a ble People Meters and
i n t e rn a t i o n a l , and has been given the
overall responsibility for the intro d u c-

tion of the Po rt a ble People Meter local
m a r ket ratings services in the U. S.A n d
Bill Rose has been named senior vice
p re s i d e n t ,m a r ke t i n g , U. S. media ser-
v i c e s .

N ew York-based Nielsen Media Research
has named Sara Erichson g e n e r a l
m a n a g e r,national serv i c e s .D ave
T h o m a s has been named senior vice
p re s i d e n t , strategy and business deve l-
o p m e n t .And Scott Spri n ge r has been
named general manager, o p e r a t i o n s ,
based in the firm ’s office in Bro o ke r
C re e k , F l a .

S u rvey Sampling Intern a t i o n a l, F a i r f i e l d ,
C o n n . , has established an office in
Japan and tapped L a rry Gre e n b e r g o f
To k yo-based Urban Connections to
head the new location.

F r a m i n g h a m , M a s s . , re s e a rch firm I D C
has appointed Rick Nicholson v i c e
p resident of energy insights.

Beta Research Corp o ra t i o n, S yo s s e t , N. Y. ,
has named Je rry Ko s s o f f c h a i rm a n .

Replacing him as CEO is Ja s o n
G o re l k i n.

Dennis R. Israel has joined G l o b e S c a n
I n c o rp o ra t e d, a To ronto re s e a rch firm , a s
vice pre s i d e n t .

London-based NOP World Health
announced its new European senior
management team following the inte-
gration and re s t ru c t u ring last year of
the company ’s three global health care
businesses (Market Measure s / C o z i n t ,
NOP Healthcare, S t r a t e gic Marke t i n g
C o rporation) into a single agency.
D avid Bay t o n has re t u rned to NOP
World Health as European head of
re s e a rc h .C h ristine Corn e r has been
named European head of sales and
business deve l o p m e n t . Ian Pike h a s
been named European business deve l-
opment director and Charles Chaine
has been added as a dire c t o r.

Shelli Field has been named presi-
dent of the TVG Marketing Research &
Consulting business unit of PDI, Inc.,
Saddle River, N.J.
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Jeff Anderson Consulting, Inc.
P.O. Box 1744
La Jolla, CA 92038
Ph. 858-456-4898
Fax 858-454-4859
E-mail: jeff@jeffandersonconsult-
ing.com
Contact: Jeff Anderson, CPCM,
MBA
“Blending Art With Science.”
Member QRCA/AMA.

AutoPacific, 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.

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

C.L. Gailey Research
347 La Mesa Avenue
Encinitas, CA 92024
Ph. 760-436-1462
Fax 760-436-5384
E-mail: clgailey@cox.net
Contact: Carol Gailey
Full-Service Qualitative and
Quntitative Research.

Cambridge 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, Inc.
3521 W. 24th St.
Minneapolis, MN 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.

Cheskin
255 Shoreline Dr., Suite 350
Redwood Shores, CA 94065
Ph. 650-802-2100
Fax 650-593-1125
E-mail: info@cheskin.com
www.cheskin.com
Contact: Jennifer Gray
Strategic Rsch. Consultants
Specializing inTech & Consumer
Goods in General, B2B,Youth,
Hispanic & Asian Markets.

Consumer Focus LLC
660 Preston Forest Center, #197
Dallas,TX 75230-2718
Ph. 214-542-8787
Fax 214-691-6021
E - m a il :s st e w a rt @ c o n s u m er fo c u s c o . c o m
www.consumerfocusco.com
Contact: Sue Stewart
Over 20 Years of Experience in
Consumer Marketing.

The Consumer Network, Inc.
P.O. Box 42753
Philadelphia, PA 19101
Ph. 215-235-2400
Fax 215-235-6967
E - m a il : m o n a @ c o n s u m ern e t w o rk . o r g
Contact: Mona Doyle
Mona Uses Anthropology, Consumer
Advocacy, and Marketing Skills To
Get To Changes That Grow Sales.

Daniel Associates
49 Hill Rd., Ste. 4
Belmont, MA 02478
Ph. 617-484-6225
Fax 800-243-3493
E-mail: sdaniel@earthlink.net
http://home.earthlink.net/~sdaniel/
Contact: Stephen Daniel
FOCUS/IT Understanding
Technology Buying Processes.

Decision Drivers
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.

Dolobowsky Qualitative Services
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, IL 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 Grps. (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 28211
Ph. 704-362-5211
Fax 704-362-5216
E-mail: drsimon@mindspring.com
Contact: Dr. Murray Simon
Qualitative Market Research By A
Former Provider.

Erlich Transcultural Consultants
11430 Burbank Blvd.
North Hollywood, CA  91601
Ph. 818-623-2425
Fax 818-623-2429
E-mail: info@etcethnic.com
www.etcethnic.com
Contact: Andrew Erlich, Ph.D.
Full Svc. Latino, Asian, African-
Amer., Amer. Indian Mktg. Rsch.

First Insights
350 Seventh Ave. S., #1503
New York, NY 10001
Ph. 212-926-3700
E-mail: info@firstinsights.com
www.firstinsights.com
Contact: Lon Taylor
Usability Testing, Contextual
Interviews & Ethnographic
Research for Web Sites & Intranets.

F l a k e - Wilkerson Market Insights, L L C
333 Executive Court, Suite 100
Little Rock, AR 72205
Ph. 501-221-3303
Fax 501-221-2254
E-mail: kflake@mktinsights.com
www.mktinsights.com
Contact: Karen Flake
Intuitive, Creative & Detailed. 15
Years of Experience.

Focus Latino
1617 Cabinwood Cove
Austin,TX 78746
Ph. 512-306-7393
Fax 512-328-6844
E - m a il : g c a fo c u s l a t in o @ a u st in . rr. c o m
Contact: Guy Antonioli
Contact: Beatriz Noriega
Established 1996. Specialize in
Qualitative Hispanic Consumer
Research. Bilingual & Bicultural,
Moderate in Spanish & English.

F O C U S E D Marketing Research, I n c .
P.O. Box 290
Bedminster, PA 18910-0290
Ph. 215-795-0900
Fax 215-795-0909
E-mail: infor@focusedmr.com
www.focusedmr.com
Contact:Vern Dougherty
I n s ightful Analysis & A ct io n a bl e
R e p o rt s . C o n s u m er, B - t o - B , I n t ern e t ,
Rx & Pet Pro d u ct s . Call Us Today!

Listed below are names of companies specializing in qualitative research
moderating. Included are contact personnel, addresses and phone num-
bers. Companies are listed alphabetically and are also classified by state
and specialty for your convenience. Contact publisher for listing rates:
Quirk’s Marketing Research Review, P. O. Box 23536, Minneapolis, MN
55423. Phone 952-854-5101. Fax 952-854-8191. Or visit
www.quirks.com/media/moderator.asp.
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Galloway Research Service
4751 Hamilton Wolfe
San Antonio,TX 78229
Ph. 210-734-4346
Fax 210-732-4545
E-mail: grs@gallowayresearch.com
www.gallowayresearch.com
Contact: J. Patrick Galloway
Creative/Energetic/Experienced.
State-of-the-Art Facility with
Larege Viewing Rooms/Client
Lounges/ Offices/Restrooms w/ 
Showers.T-1/Videostreaming/On-
site Personnel.

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.

Herrera Communications
28751 Rancho California Road
Suite 206
Temecula, CA 92590
Ph. 951-676-2088
Fax 951-676-2996
E - m a il :in fo @ h err era -
c o m m u ni c a t io n s . c o m
www.herrera-communications.com
Contact: Dolores Herrera
Bilingual Moderators. Nationwide
Latino Recruitment.

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.

IMR-Innovative Media Research
2 Hudson Place, 3rd floor
Hoboken, NJ 07030
Ph. 201-356-1900
Fax201-356-1910
E-mail: franyoung@imresearch.com
www.imresearch.com
Contact: Frances Young
Moderating Specialists in
Healthcare Research.

In-Depth: Technology Market Rsch.
2090 Vistazo East
Tiburon, CA 94920
Ph. 415-789-1042
Fax 415-789-0366
E - m a il : j a c o b @ in - de p t h r e se a rc h . c o m
www.in-depthresearch.com
Contact: Jacob Brown
Pr e mi er Provider of Custom Marke t
R e se a rch to Te c h n o l o gy Compani e s .
Focus Gro u p s ,O n line Surv e y s ,Web Site
U s a b ili t i e s , I n t ern a t ional Capabili t i e s .

innovation Management
125 Timberhill Place
Chapel Hill, NC 27514
Ph. 919-933-4676
Fax 919-933-7115
info@innovationmanagement.com
www.innovationmanagement.com
Contact: Kevin Leibel
Insightful Qualitative Services from
a Preferred Vendor of Coca-Cola,
Quaker, Frito-Lay, Sunbeam. Food,
Beverage, Packaging, Kids, Seniors.

Insight Research Associates
313 W. Superior St.
Chicago, IL 60610
Ph. 312-595-9500
E-mail: insight@insightresearch.net
www.insightresearch.net
Contact: Mark Ingwer, President
Full-Service Qualitative Research.
B2B, Kids/Teens, Financial,
Healthcare,Technology, Niche &
Media.

The Insight Works, Inc.
1123 Broadway, Suite 1007
New York, NY 10010
Ph. 212-929-9072
Fax 212-929-9174
E - m a il : m a rk @ t h e in s ig h t w o rk s . n e t
www.theinsightworks.net
Contact: Mark Cooper
Specialists in Video-Based
Qualitative Consumer Research with
Visual Ethnography and Ideation.

Insights Marketing Group, Inc.
2512 Swanson Ave.
Miami, FL 33133
Ph. 305-854-2121
Fax 305-854-2130
E - m a il :b el k i st @ in s ig h t s - m a rke t ing . c o m
www.insights-marketing.com
Contact: Belkist E. Padilla, Pres.
C o n t a ct :G l o ria Cantens,D i r.Q u a l .R s c h.
Full-Service Qualitative Research.
Experienced in Multicultural. Better
Thinking, Better Qualitative.

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

K a r c h ner Marketing Research, L L C
202 Paperbirch Drive
Collegeville, PA 19426
Ph. 610-489-0509
Fax 610-489-6939
E-mail: mike@kmrinsights.com
www.kmrinsights.com
Contact: Mike Karchner
Consumer, Business & Medical
Audiences. Specializing in Retail,
Pharmaceutical & Financial
Services.

K n owledge Systems & Research, I n c .
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
Full-Svc./All Expertise In-House/
Strategic Focus/B2B.

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
C o n t a ct : George Sil v erm a n
A Div erse Qual. & M k t g .C o m p a n y
S p e ci a li z ing In The Cust o m er Deci s io n
P ro c e s s ,O p t imi z ing Wo r d - o f - M o ut h ,
& P ra ctical Innova t ion at Low Cost .

Market Resource Associates, Inc.
15 S. 5th St., 8th floor
Minneapolis, MN 55402
Ph. 800-795-3056
Fax 612-334-3056
E - m a il :j o h n . c a s h m o r e @ m ra o n lin e . c o m
www.mraonline.com
Contact: John Cashmore
Cons. & Pros., Bldg. Materials,
Home Imp., Const., Auto, Lawn &
Garden,Tools. Full-Svc. Qual. -
North Amer. - 14 Yrs. Exp., QRCA.

Marketing Matrix Interna t i o na l , I n c .
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.
Foc. Grps., In-Depth Intvs. &
Telephone, Mailback & Online
Surveys For Financial Svce.
Companies.

Markets in Motion
215 Eagles Circle
Alpharetta, GA 30004
Ph. 678-908-1913
E - m a il : s a l ly. m a rk h a m @ c o m c a st . n e t
Contact: Sally Markham
Prod. Dev., Cust. Sat., Comm.Test,
20+ Yrs. Pkged Goods, Healthcare,
Homebldrs, B2B, Drs., SRS,
Realtors, HOH.

MCC Qualitative Consulting
100 Plaza Dr.
Secaucus, NJ 07094
P h . 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
Qual./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
Internet,Tech, B2C, B2B,
Advertising, Media, Search

MedProbe® Inc.
13911 Ridgedale Dr., Suite 400
Minneapolis, MN  55305
Ph. 952-540-0718
Fax 952-540-0721
E-mail: MedPr@aol.com
Contact: Asta Gersovitz, Pharm.D.

MedProbe® Provides Full
Qualitative & Advanced
Quantitative Market Research
Including SHARECAST &
SHAREMAP.

Millennium Research, Inc.
7493 W. 147th St., Ste. 201
Apple Valley, MN 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 - m a il : e m o t z @ m o u n t a inin s ig h t . c o m
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 - m a il :in fo @ n e w m a rke t ing n e t w o rk . c o m
www.newmarketingnetwork.com
Contact: Priscilla Wallace
Creative Director, Now A Strategic,
Results-Oriented Moderator.

OTIVO, INC.
451 Hayes Street
San Francisco, CA 94102
Ph. 415-626-2604
Fax 415-626-2605
E-mail: lwaldal@otivo.com
www.otivo.com
Contact: Leanne Waldal
Web Sites, Hardware, Software,
Gadgets,Wireless.

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

Primary Insights, Inc.
650 Warrenville Rd., Ste. 301
Lisle, IL 60532
Ph. 630-963-8700
Fax 630-963-8756
E-mail: info@primaryinsights.com
www.primaryinsights.com
Contact: Elaine Parkerson
S e n s i t ive To p i c s . I de a t io n . E x p l o ra t io n
for Stra t e gic Deci s ion Making .
A ct io n - O riented Recommendatio n s .
PRYBYL Group, Inc.
2349 N. Lafayette St., Ste. 1200
Arlington Heights, IL 60004
P h . 8 4 7 - 6 7 0 - 9 6 0 2
E - m a il : m j ri c h a r d s @ p ry b y l gro u p . c o m
www.prybylgroup.com
Contact: Marilyn Richards
3,000 Focus Groups and I D I ’ s
S u c c e s s f u l ly Conduct e d .C h a l l e nging
a n d S h o rt Notice Pro j e cts Wel c o m e d .

QSA Research & Strategy
4920 John Ticer Drive
Alexandria,VA 22304
Ph. 703-567-7655
Fax 703-567-6156
E-mail: bquarles@aol.com
www.qsaresearch.com
Contact: Rebecca C. Quarles, Ph.D.
O n lin e / I n - Person Fo c .G rp s . / D e p t h
I n t v w s . F u l l - S v c . S u rvey Rsch. &
A n a ly s i s . Po lished Report s / R e c o m m .
by Mod. with Ph.D. & 25+ Y rs .E x p .

REALeResearch
1027 Adeline Street
Oakland, CA 94607
Ph. 510-832-6484
Fax 510-832-6483
E-mail: susan@realeresearch.com
www.realeresearch.com
Contact: Susan Reale
U.S. & International: Usability &
User Experience.

Research Goddess Consulting
12544 Eliot Street
Broomfield, CO 80020
Ph. 303-868-2533
E-mail: statsmarketing@aol.com
Contact:Tiffany Pereda
Riva-Trained with 10 Years of
Experience. B2B, B2C &
Physicians. Superior, Cost-Effective
Results.

RIVA Market Research
7316 Wisconsin Ave., Suite 450
Bethesda, MD 20814
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 & Training.

Roller Marketing Research
P.O. Drawer 2436
Gloucester,VA 23061
Ph. 804-693-3208
Fax 804-693-7497
E-mail: rmr@rollerresearch.com
www.rollerresearch.com
Contact: Margaret R. Roller
Moderating/In-Depth Interviews
Since 1976. Meaningful
Design/Analysis. No Ghost Writers.
U.S. & Int’l.

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
www.jlrothassoc.com
Contact: Jay L. Roth
Expert Moderator & Marketer
Delivers on Promises! More Than
25 Years Experience! Great Groups,
Insights & Reports!

S c h neller Qualita t i ve LLC
300 Bleecker Street
New Yo rk , NY 10014
P h . 2 1 2 - 6 7 5 - 1 6 3 1
Fax (see Web site)
E - m a il : ( see Web site)
w w w. gi s . n e t / ~ a n s w ers
C o n t a ct : Paul Schnel l er
Full Arra y :A d s / P k g ’d .G d s . / R x / B u s . -
t o - B u s . / C o n s u m ers/14+ Ye a rs
E x p eri e n c e .

S R A Research Group, I n c .
1001 N. U . S . O n e, S t e . 3 1 0
Ju p i t er, FL 33477
P h . 5 6 1 - 7 4 4 - 5 6 6 2
E - m a il : in fo @ s ra - r e se a rc h gro u p . c o m
w w w. s ra - r e se a rc h gro u p . c o m
C o n t a ct : B a r b a ra L. A l l a n
20+ Ye a rs Exp.; B u s iness &
C o n s u m er Studi e s ; N a t ’ l . & I n t ’ l .
E x p .

Strategic Directions Group, I n c .
525 Lexington Pkwy. S . ,Suite 203
S t .Pa u l ,MN 55116
P h .6 5 1 - 2 2 8 - 7 2 5 0
Fax 651-228-7260
E-mail: cmorgan@strategicdirec-
tionsgroup.com
w w w. st ra t e gi c di r e ct io n s gro u p . c o m
C o n t a ct :C a rol M. M o r ga n ,P r e s .
S ince 1989 We’ve Used Our
I n n ova t ive Quantitative Methods in
Focus Gro u p s ,Yi elding Greater
I n s ights into Hid den Motiva t ions fo r
D e m a n ding Cli e n t s .B-to-B and
C o n s u m er Experi e n c e .

Strategic Eye, Inc.
1709 Tenby Drive
Hershey, PA 17033
Ph. 717-520-9013
Fax 717-520-9015
E-mail: christy@strategiceye.com
Contact: Christy Stover
Strategic Moderating; Creative
Techniques; Actionable Results.
(Also see listing on p. 338)

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.
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A r k a n s a s
F l a ke - Wil kerson Market Insig h t s ,LL C

C a l i fo r n i a
Jeff Anderson Consulting , I n c .
Aut o Pa ci fi c , I n c .
C . L .G a iley Rese a rc h
C h e s k in
E rlich Tra n s c u l t u ral Consultants
H err era Communi c a t io n s
I n - D e p t h :Te c h n o l o gy Market Rese a rc h
M a rke t ing Matrix Intern a t io n a l , I n c .
Meczka Mktg./Rsch./Cnsltg., I n c .
M e di a - S c r e e n
OT I V O , I N C .
R E A L e R e se a rc h

C o l o r a d o
C a m b ridge Associ a t e s , L t d .
M o u n t a in Insig h t , LL C
R e se a rch Goddess Consulting

F l o r i d a
I n s ights Marke t ing Gro u p, I n c .
Loretta Marke t ing Gro u p
S R A R e se a rch Gro u p, I n c .

G e o r g i a
M a rkets in Motio n

I l l i n o i s
C&R Rese a rch Servi c e s , I n c .
Doyle Rese a rch Associ a t e s , I n c .
I n s ight Rese a rch Associ a t e s
Ju st The Fa ct s , I n c .
L e i c h li t er Assoc.M k t g .R s c h . / I dea Dev.
P rim a ry Insig h t s , I n c .
PRY B Y L G ro u p, I n c .
Tracy & C o . M a rket Rese a rc h

M a ry l a n d
R I VA M a rket Rese a rc h

M a s s a c h u s e t t s
D a ni el Associ a t e s
D o l o b owsky Quali t a t ive Servi c e s , I n c .

M i n ne s o ta
C a m b ridge Rese a rc h , I n c .
M a rket Resource Associ a t e s , I n c .
M e d P robe™ Inc.
M il l e n nium Rese a rc h , I n c .
O ut s m a rt Marke t ing
S t ra t e gic Direct ions Gro u p, I n c .

N ew Jersey
H i s p a nic Rese a rch Inc.
I M R - I n n ova t ive Media Rese a rc h
MCC Quali t a t ive Consulting

N ew Yo r k
D e ci s ion Driv ers
Fi rst Insig h t s
H a rris Intera ct iv e
The Insight Wo rk s , I n c .
K n owledge Systems & Rese a rc h ,I n c .
M a rket Naviga t io n , I n c .
Jay L Roth & A s s o ci a t e s , I n c .
S c h n el l er Quali t a t ive LL C
S y n ova t e
U t ilis Hispani c
Vi e w - Fin ders Market Rese a rc h

N o rth Carolina 
D/R/S Health Care Consultants
in n ova t ion Management

Pe n n s y l va n i a
The Consumer Network , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
K a rc h n er Marke t ing Rese a rc h
S t ra t e gic Eye, I n c .

Tex a s
C o n s u m er Focus LL C
Focus Latin o
G a l l oway Rese a rch Servi c e

Vi r g i n i a
Q S A R e se a rch & S t ra t e gy
R o l l er Marke t ing Rese a rc h

Wa s h i n g t o n
Ten People Ta l k ing

Ten People Talking
3016 W. Raye St.
Seattle,WA 98199
Ph. 800-916-0775
Fax 206-216-0776
E - m a il : r e gin a @ t e n p e o p l e t a l k ing . c o m
www.tenpeopletalking.com
Contact: Regina Szyszkiewicz, MA
Expert Moderation. Strategic
Focus. 10+ Yrs. Experience. B2B,
Consumer & Healthcare.

Tracy & Co. Market Research &
Idea Generation
931 N. Marion St.
Oak Park, IL 60302
Ph. 708-386-8447
E - m a il : t ra c y 2 l e e z @ ya h o o . c o m
Contact:Tracy Teweles
Comm. Checks, Product Eval., IDI’s
& Group Interviews, Ideation,
Archetyping & Ethnographies.

Utilis Hispanic
1001 Ave. of the Americas, 12th fl.
New York, NY 10018
Ph. 212-939-0077
Fax 212-862-2706
E-mail: rperez@utilis-research.com
www.utilis-research.com
Contact: Raul Perez, Ph.D.
Full-Service, RIVA-Trained,
Experienced Moderators.
Psychology-based Approach.
Hispanic Specialty.

View-Finders Market Research
11 Sandra Lane
Pearl River, NY 10461
Ph. 845-735-7022
Fax 845-735-7256
E-mail: jgaines@view-finders.com
www.view-finders.com
Contact: Janet Gaines
Your Eye Into The Future.

A D V E R T I S I N G
Jeff Anderson Consulting , I n c .
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
C a m b ridge Rese a rc h , I n c .
D e ci s ion Driv ers
Doyle Rese a rch Associ a t e s , I n c .
E rlich Tra n s c u l t u ral Consultants
Fi rst Insig h t s
Focus Latin o
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
M e di a - S c r e e n
M il l e n nium Rese a rc h , I n c .

O ut s m a rt Marke t ing
PRYBYL Gro u p, I n c .
Q S A R e se a rch & S t ra t e gy
Jay L.Roth & Associ a t e s , I n c .
Tracy & Co. Market Research
Vi e w - Fin ders Market Rese a rc h

A F R I C A N - A M E R I C A N
E rlich Tra n s c u l t u ral Consultants
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .

A G R I C U LT UR E
C a m b ridge Associ a t e s , L t d .

C a m b ridge Rese a rc h , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
M a rket Resource Associ a t e s , I n c .
M il l e n nium Rese a rc h , I n c .

ALCOHOLIC BEV.
C&R Rese a rch Servi c e s , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .

A R T S & C U LT UR E
M e di a - S c r e e n

A S I A N
E rlich Tra n s c u l t u ral Consultants

A S S O C I AT I O N S
M a rket Naviga t io n , I n c .
Q S A R e se a rch & S t ra t e gy

AU T O M O T I V E
Aut o Pa ci fi c , I n c .
C&R Rese a rch Servi c e s , I n c .
D e s ign Fo ru m
Fi rst Insig h t s
Focus Latin o
E rlich Tra n s c u l t u ral Consultants

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

GEOGRAPHIC CROSS INDEX OF MODERATORS
Refer to preceding pages for address, phone number and contact name. 
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The Insight Wo rk s , I n c .
M a rket Resource Associ a t e s , I n c .
Tracy & Co. Market Research

B I O - T E C H
M a rket Naviga t io n , I n c .
M e d P ro b e, I n c .

B R A N D / C O R P O R AT E
I D E N T I T Y
Perc e p t ion Rese a rch Servi c e s
P rim a ry Insig h t s , I n c .

B U I L D I N G P R O D U C T S
M a rke t ing Advantage Rsch. C n s l t s .

B U S . - T O - B U S .
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
C a m b ridge Rese a rc h , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
Ju st The Fa ct s , I n c .
K n owledge Systems & Rese a rc h , I n c .
M a rket Naviga t io n , I n c .
M a rket Resource Associ a t e s , I n c .
MCC Quali t a t ive Consulting
M il l e n nium Rese a rc h , I n c .
PRYBYL Gro u p, I n c .
Q S A R e se a rch & S t ra t e gy
Jay L.Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e
Tracy & Co. Market Research

C A B L E
C&R Rese a rch Servi c e s , I n c .

C H I L D R E N
C&R Rese a rch Servi c e s , I n c .
Doyle Rese a rch Associ a t e s , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
M a rket Naviga t io n , I n c .

C O M M UN I C ATIONS RSCH.
C a m b ridge Associ a t e s , L t d .
I M R - I n n ova t ive Media Rese a rc h
The Insight Wo rk s , I n c .
PRYBYL Gro u p, I n c .
Q S A R e se a rch & S t ra t e gy
Jay L.Roth & Associ a t e s , I n c .

C O M P U T E R S / H A R D WA R E
I n - D e p t h :Te c h n o l o gy Market Rsch.

C O M P U T E R S / M I S
D a ni el Associ a t e s
I n - D e p t h :Te c h n o l o gy Market Rsch.
M a rke t ing Advantage Rsch. C n s l t s .

C O N S UM E R S
C&R Rese a rch Servi c e s , I n c .
C o n s u m er Focus LL C
The Consumer Network , I n c .
D e ci s ion Driv ers
Fa der & A s s o ci a t e s
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
K n owledge Systems & Rese a rc h , I n c .
M a rket Resource Associ a t e s , I n c .
PRYBYL Gro u p, I n c .
Jay L.Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .

CUSTOMER 
S AT I S FA C T I O N
M a rket Resource Associ a t e s , I n c .
M a rke t ing Advantage Rsch. C n s l t s .
S y n ovate 

DIRECT MARKETING
C o n s u m er Focus LL C
S y n ova t e

D I V E R S I F I E D
Vi e w - Fin ders Market Rese a rc h

E - C O M M E R C E
M e di a - S c r e e n

E D U C AT I O N
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
M a rket Naviga t io n , I n c .
PRYBYL Gro u p, I n c .

E L E C T R O N I C S
PRYBYL Gro u p, I n c .

E M P L O Y E E S
Jay L.Roth & Associ a t e s , I n c .

E T H N I C / M U LT I C U LT UR A L
R E S E A R C H
C h e s k in
The Insight Wo rk s , I n c .

ETHNOGRAPHIC RSCH.
C&R Rese a rch Servi c e s , I n c .
C h e s k in
Doyle Rese a rch Associ a t e s , I n c .
Focus Latin o
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
P rim a ry Insig h t s , I n c .
S y n ova t e

E X E C U T I V E S
C&R Rese a rch Servi c e s , I n c .
D e ci s ion Driv ers
M a rket Naviga t io n , I n c .
Q S A R e se a rch & S t ra t e gy
R o l l er Marke t ing Rese a rc h

Jay L. Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e

FINANCIAL SERVICES
Jeff Anderson Consulting , I n c .
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
C a m b ridge Rese a rc h , I n c .
C o n s u m er Focus LL C
Focus Latin o
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
M a rke t ing Matrix Intern a t io n a l , I n c .
MCC Quali t a t ive Consulting
P rim a ry Insig h t s , I n c .
Jay L. Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e
Tracy & Co. Market Research

FOOD PRODUCTS/
N U T R I T I O N
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
O ut s m a rt Marke t ing
Jay L. Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e

H E A LTH & BEAU T Y
P R O D U C T S
C&R Rese a rch Servi c e s , I n c .
Focus Latin o
The Insight Wo rk s , I n c .
PRYBYL Gro u p, I n c .
S y n ova t e

H E A LTH CARE
Jeff Anderson Consulting , I n c .
D/R/S Health Care Consultants
E rlich Tra n s c u l t u ral Consultants
Fa der & A s s o ci a t e s
Focus Latin o
The Insight Wo rk s , I n c .
K n owledge Systems & Rese a rc h , I n c .
M e d P robe™ Inc.
S y n ova t e
Ten People Ta l k ing

H I G H - T E C H
Jeff Anderson Consulting , I n c .
C h e s k in
I n - D e p t h :Te c h n o l o gy Market Rsch.
M e di a - S c r e e n
PRYBYL Gro u p, I n c .
Jay L. Roth & Associ a t e s , I n c .
S y n ova t e

H I S PA N I C
C&R Rese a rch Servi c e s , I n c .
C h e s k in
E rlich Tra n s c u l t u ral Consultants
Focus Latin o
H err era Communi c a t io n s
H i s p a nic Rese a rch Inc.
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
Loretta Marke t ing Gro u p
U t ilis Hispani c

HOUSEHOLD 
P R O D U C T S / C H O R E S
C&R Rese a rch Servi c e s , I n c .
M a rket Resource Associ a t e s , I n c .

H UMAN RESOUR C E S
O R G A N I Z ATIONAL DEV.
P rim a ry Insig h t s , I n c .

IDEA GENERAT I O N
Doyle Rese a rch Associ a t e s , I n c .
Ju st The Fa ct s , I n c .
M a rket Resource Associ a t e s , I n c .
P rim a ry Insig h t s , I n c .
S y n ova t e

IMAGE STUDIES
C a m b ridge Associ a t e s , L t d .
Q S A R e se a rch & S t ra t e gy
Tracy & Co. Market Research

I N S UR A N C E
C o n s u m er Focus LL C
Fi rst Insig h t s
S t ra t e gic Direct ions Gro u p, I n c .

Ten People Ta l k ing

I N T E R N AT I O N A L
Fa der & A s s o ci a t e s

INTERACTIVE 
P R O D U C T S & S E R V I C E S
M e di a - S c r e e n

I N T E R N E T
C&R Rese a rch Servi c e s , I n c .
Fa der & A s s o ci a t e s
Fi rst Insig h t s
I n - D e p t h :Te c h n o l o gy Market Rsch.
K n owledge Systems & Rese a rc h , I n c .
M C C Q u a li t a t ive Consulting
M e di a - S c r e e n
S y n ova t e

INTERNET SITE
C O N T E N T / D E S I G N
F O C USED Marke t ing Rese a rc h , I n c .
M e di a - S c r e e n
Jay L. Roth & Associ a t e s , I n c .

moderator marketplace™
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I N V E S T M E N T S
S t ra t e gic Direct ions Gro u p, I n c .

L ATIN A M E R I C A
C & R R e se a rch Servi c e s , I n c .
The Insight Wo rk s , I n c .
I n s ights Marke t ing Gro u p, I n c .
Loretta Marke t ing Gro u p

MEDICAL PROFESSION
C a m b ridge Associ a t e s , L t d .
D/R/S Health Care Consultants
I n - D e p t h :Te c h n o l o gy Market Rsch.
M a rket Naviga t io n , I n c .
M e d P robe™ Inc.
S c h n el l er Quali t a t ive LL C
S t ra t e gic Direct ions Gro u p, I n c .
Ten People Ta l k ing

M O D E R AT O R T R A I N I N G
M a rket Naviga t io n , I n c .

NEW PRODUCT DEV.
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
C h e s k in
Doyle Rese a rch Associ a t e s , I n c .
The Insight Wo rk s , I n c .
Ju st The Fa ct s , I n c .
M a rket Naviga t io n , I n c .
M a rket Resource Associ a t e s , I n c .
M il l e n nium Rese a rc h , I n c .
O ut s m a rt Marke t ing
PRYBYL Gro u p, I n c .
Jay L.Roth & Associ a t e s , I n c .
S y n ova t e

N O N - P R O F I T
R o l l er Marke t ing Rese a rc h

O B S E R VAT I O N A L R S C H .
Doyle Rese a rch Associ a t e s , I n c .
The Insight Wo rk s , I n c .
P rim a ry Insig h t s , I n c .

O N L I N E F O C U S G R O U P S
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
Doyle Rese a rch Associ a t e s , I n c .
I n s ights Marke t ing Gro u p, I n c .
M e di a - S c r e e n

PACKAGE DESIGN RSCH.
C&R Rese a rch Servi c e s , I n c .
The Consumer Network , I n c .
P rim a ry Insig h t s , I n c .

PACKAGED GOODS
C&R Rese a rch Servi c e s , I n c .
C h e s k in
Doyle Rese a rch Associ a t e s , I n c .
Focus Latin o
F O C USED Marke t ing Rese a rc h , I n c .
I n s ights Marke t ing Gro u p, I n c .
Ju st The Fa ct s , I n c .
Jay L. Roth & Associ a t e s , I n c .
S y n ova t e
Tracy & Co. Market Research

PA R E N T S
M a rket Naviga t io n , I n c .

PET PRODUCTS
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Rese a rc h , I n c .
F O C USED Marke t ing Rese a rc h , I n c .
I M R - I n n ova t ive Media Rese a rc h
PRYBYL Gro u p, I n c .

P H A R M A C E U T I C A L S
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
D/R/S Health Care Consultants
Fa der & A s s o ci a t e s
Fi rst Insig h t s
Focus Latin o
F O C USED Marke t ing Rese a rc h , I n c .
I M R - I n n ova t ive Media Rese a rc h
I n - D e p t h :Te c h n o l o gy Market Rsch.
M a rket Naviga t io n , I n c .
MCC Quali t a t ive Consulting
M e d P robe™ Inc.
P rim a ry Insig h t s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
S y n ova t e
Ten People Ta l k ing
Tracy & Co. Market Research

POLITICAL/SOCIAL RSCH.
C a m b ridge Associ a t e s , L t d .
M a rket Naviga t io n , I n c .
Vi e w - Fin ders Market Rese a rc h

P O S I T I O N I N G
R E S E A R C H
O ut s m a rt Marke t ing
Jay L. Roth & Associ a t e s , I n c .

P U B L I C P O L I C Y R S C H .
C a m b ridge Associ a t e s , L t d .
Q S A R e se a rch & S t ra t e gy

P U B L I S H I N G
C a m b ridge Associ a t e s , L t d .
M a rket Naviga t io n , I n c .

Q U A L I TATIVE END-
USER T R A I N I N G
P rim a ry Insig h t s , I n c .

R E TA I L
The Insight Wo rk s , I n c .
K n owledge Systems & Rese a rc h , I n c .
MCC Quali t a t ive Consulting
S y n ova t e

S E N I O R S
C & R R e se a rch Servi c e s , I n c .
The Consumer Network , I n c .
The Insight Wo rk s , I n c .
P rim a ry Insig h t s , I n c .
Q S A R e se a rch & S t ra t e gy
S t ra t e gic Direct ions Gro u p, I n c .

S M A L L B U S I N E S S /
E N T R E P R E N E UR S
F O C USED Marke t ing Rese a rc h , I n c .
S t ra t e gic Direct ions Gro u p, I n c .

SOFT DRINKS,B E E R ,W I N E
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
Focus Latin o
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
Jay L. Roth & Associ a t e s , I n c .

S P O R T S
F O C USED Marke t ing Rese a rc h , I n c .

S T R ATEGY DEVELOP-
M E N T
P rim a ry Insig h t s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .

T E A C H E R S
The Insight Wo rk s , I n c .
M a rket Naviga t io n , I n c .
PRYBYL Gro u p, I n c .

T E E N A G E R S
C&R Rese a rch Servi c e s , I n c .
Doyle Rese a rch Associ a t e s , I n c .
Focus Latin o
The Insight Wo rk s , I n c .
Tracy & Co. Market Research

T E L E C O M M UN I C AT I O N S
D a ni el Associ a t e s
Focus Latin o
I n - D e p t h :Te c h n o l o gy Market Rsch.
The Insight Wo rk s , I n c .
K n owledge Systems & Rese a rc h , I n c .
MCC Quali t a t ive Consulting
Jay L. Roth & Associ a t e s , I n c .
S y n ova t e

T E L E C O N F E R E N C I N G
C a m b ridge Rese a rc h , I n c .

TELEPHONE FOCUS
G R O U P S
C&R Rese a rch Servi c e s , I n c .
C a m b ridge Associ a t e s , L t d .
Doyle Rese a rch Associ a t e s , I n c .
M a rket Naviga t io n , I n c .
M e d P ro b e, I n c .
M il l e n nium Rese a rc h , I n c .

T E L E V I S I O N
M e di a - S c r e e n

T O UR I S M / H O S P I TA L I T Y
The Insight Wo rk s , I n c .
Jay L.Roth & Associ a t e s , I n c .

T O Y S / G A M E S
C&R Rese a rch Servi c e s , I n c .
PRYBYL Gro u p, I n c .

T R AV E L
C a m b ridge Associ a t e s , L t d .
Fi rst Insig h t s
F O C USED Marke t ing Rese a rc h , I n c .
The Insight Wo rk s , I n c .
PRYBYL Gro u p, I n c .
S t ra t e gic Direct ions Gro u p, I n c .

U S A B I L I T Y T E S T I N G
Fi rst Insig h t s
M e di a - S c r e e n

U T I L I T I E S
C a m b ridge Associ a t e s , L t d .
K n owledge Systems & Rese a rc h , I n c .
R o l l er Marke t ing Rese a rc h
Jay L.Roth & Associ a t e s , I n c .
S t ra t e gic Direct ions Gro u p, I n c .
Tracy & Co. Market Research

VETERINARY MEDICINE
F O C USED Marke t ing Rese a rc h , I n c .
I M R - I n n ova t ive Media Rese a rc h

W E A LT H Y
The Insight Wo rk s , I n c .
Q S A R e se a rch & S t ra t e gy
S t ra t e gic Direct ions Gro u p, I n c .

Y O U T H
C&R Research Services, Inc.
The Insight Wo rk s , I n c .
Tracy & Co. Market Research
Zebra Strategies

moderator marketplace™
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The 2005 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 150 firms and over 350 software titles.The software firms are arranged alpha-

betically. Along with the company’s vital information, we’ve also included the title(s) of the soft-

ware they sell.

To make fin ding software easier, we have added cro s s - r e f erence tables gro u p ing the va rious soft-

ware packages by capability (tabulatio n , in t e grated in t ervi e w ing , C A P I / C A S I , C AT I ,Web in t ervi e w-
ing , p a p er / s c a n , and mi s c ellaneous software).The tables show a li st of each pro d u ct’s features and

c a p a b ili t i e s , a l l ow ing you to compare and contra st se v eral pro d u cts at a gl a n c e . Once you locate a

package that in t er e sts yo u , s im p ly refer to the company’s li st ing in the alphabetical se ct ion for more

in fo rm a t io n .

The company alphabetic section begins on page 78

The software cross-reference tables begin on page 100

Ta b u l a t io n . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1 0 0 Web Intervi e w ing . . . . . . . . . . . . . . . . . . . . . . . . 1 1 2

I n t e grated Intervi e w ing. . . . . . . . . . . . . . . . . . . 1 0 6 Pa p er / S c a n . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1 1 5

C A P I / C A S I . . . . . . . . . . . . . . . . . . . . . . . . . . . 1 0 8 M i s c ellaneous  Software. . . . . . . . . . . . . . . . . . . 1 1 6

C AT I . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1 1 0

2005
Marketing Research

Software Directory >>>

Copyright 2005 Quirk’s Marketing Research Review



Able Software Corp.

5 Appletree Lane
Lexington, MA 02420-2406
Ph. 781-862-2804
Fax 781-862-2640
info@ablesw.com
www.ablesw.com
Software:

RV2

Advanced Data Research, Inc.

1765 Star Batt Dr.
Rochester Hills, MI 48309
Ph. 248-299-5300
Fax 248-299-5319
david@adrsoft.com
www.adrsoft.com
Software:

Abase

Alta Plana Corporation

7300 Willow Ave.
Takoma Park, MD 20912
Ph. 301-270-0795
info@altaplana.com
www.altaplana.com
Software:

SuperCROSS
SuperSTAR
SuperWeb

AmSoft Systems

12 Deer Lane
Greenwich, CT 06830
Ph. 203-622-4449
Fax 203-622-6668
pulse@amsoft.net
www.amsoft.net
Raj K. Nooyi
Software:

PULSE

The Analytical Group, Inc.

8687 E. Via de Ventura
Scottsdale, AZ 85258
Ph. 480-483-2700
Fax 480-905-1416
jack.pollack@analyticalgroup.com
www.analyticalgroup.com
Jack Pollack, President
Branch office:

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

Software:
Arthur
M-Link
Q-Leap
QueryWeb
Sp-Link
WinCross
WinLink
WinQuery

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.WinCross features include a
wide array of statistical testing, unlimited
tables and respondents, weighting, netting,
sample balancing, factor analysis module and
data entry module. QueryWeb, for Web-based
interviewing on the Internet.
(See advertisement on p. 67)

Anyware Mobile Solutions

5800 E. Skelly Dr., Suite 300
Tulsa, OK 74135
Ph. 918-280-8693
Fax 918-280-0159
info@goanyware.com
www.goanyware.com
Software:

Reform
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Apian Software

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

DecisionPad
SurveyPro

SurveyPro helps you quickly and easily design
questionnaires for Web, paper, phone and kiosk
interviewing. Create polished reports with
point-and-click tables, crosstabulations, 3-D
pie charts, graphs. Full-service Web survey
hosting also available. Let our SurveyHost
staff of experienced Web survey designers han-
dle the layout and technical aspects of your
online survey so you can concentrate on
results.
(See advertisement on p. 78)

ARCS® IVR Systems

565 Virginia Dr.
Fort Washington, PA 19034-2706
Ph. 540-576-1419
Fax 215-653-7115
bmueller@m-s-g.com
www.arcsivr.com
Bruce Mueller, Sr.Vice President
Software:

ARCS®

ARCS® IVR Systems provide a unique set of
fully integrated capabilities - simultaneous
inbound/outbound IVR options, panel manage-
ment/scheduling, concurrent Web/IVR survey
capabilities and multiple project support.
Based on Microsoft Windows,Transaction
Services (MTS) and SQL Server, the ARCS
system is efficient, flexible and highly scalable.
All data stored in SQL databases.

ARL-Products

Haringvliet 401
3011 ZP Rotterdam 
Netherlands
Ph. 31-10-282-74-44
rb@arl-consulting.com
www.arl-retail.com
Software:

Mystery Shopping Software

ASDE Survey Sampler

729 St. Joseph, Suite 201
Gatineau, PQ J8Y 4B6
Canada
Ph. 819-770-3651 or 888-323-3651
Fax 819-770-3688
info@surveysampler.com
www.surveysampler.com
Randa Bell
Software:

ASDE Survey Sampler - Canada

ASDE Survey Sampler - USA

ASDE provides methodologically sound and
statistically accurate general population
phone samples for the USA and Canada. We
continue to develop and improve North
American telephone sampling technology. In-
house Survey Sampler software for unlimited
sampling, list cleaning services, list matching
services and IVR services. ASDE is ISO
9001-2000 certified for sampling and related
services for survey professionals.
(See advertisement on p. 79)
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ASKIA

25 rue d’Hauteville
75010 Paris 
France
Ph. 33-1-44-83-68-32
Fax 33-1-44-83-68-37
ask@askia.com
www.askia.com
Software:

Askia
Askia Analyse
Askia Design
Askia Face
Askia Vista
Askia Voice
Askia Web

ATP Canada

10 W. Pearce St, Unit #10
Richmond Hill, ON L4B 1B4
Canada
Ph. 905-889-8783
Fax 905-889-9023
info@atpcan.com
www.atpcan.com
Software:

Power Tabs

Austin NameStormers

2811 Declaration Cir.
Lago Vista,TX 78645-7523
Ph. 512-267-1814 or 512-917-6923
Fax 512-267-9723
mike@namestormers.com
www.namestormers.com
Michael L. Carr, Director
Software:

Headliner
NamePro

AutoData Systems

6111 Blue Circle Dr.
Minneapolis, MN 55343
Ph. 952-938-4710 or 800-662-2192
Fax 952-938-4693
sales@autodata.com
www.autodata.com
Software:

ExpertScan
Scannable Office
Survey Plus 2000

BayaSoft LLC

285 Central St., Suite 206A
Leominster, MA 01453
Ph. 800-698-BAYA or 978-537-5510
quotes@bayasoft.com
www.bayasoft.com
Software:

BayaSoft Custom Development
BayaSoft RTD - Real Time Data
BayaSoft RTR - Real Time Reporting
B a yaSoft SMS - Sample Management Servi c e

BayaSoft provides custom software services
and products to market research companies.
We program and host Web surveys. Our capa-
bilities include real-time date-searchable
reports, banners and data; data output to

SPSS, Excel, CSV, ASCII; discrete logic and
conjoint implementations.We offer panel man-
agement services. Multi-language surveys are
a specialty.We also develop custom tools for
use by market research companies. Software
titles: BayaSoft Custom Development;
BayaSoft RTR - Real Time Reporting;
BayaSoft RTD - Real Time Data; BayaSoft
SMS - Sample Management Service.
(See advertisement on p. 81)

Beach Tech Corporation

4131 Vincent Ave. S.
Minneapolis, MN 55410
Ph. 612-924-9193 ext. 521
Fax 612-926-1145
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
sales@surview.com
www.surview.com
Software:

Surview Sales Development

Business Forecast Systems

68 Leonard St.
Belmont, MA 02478
Ph. 617-484-5050
Fax 617-484-9219
info@forecastpro.com
www.forecastpro.com
Software:

Forecast Pro
Forecast Pro Unlimited
Forecast Pro XE

Caliper Corporation

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

Maptitude
Maptitude for Redistricting
Maptitude for the Web
TransCAD

CAMO

1480 Route 9 N., #209
Woodbridge, NJ 07095
Ph. 732-602-8886
Fax 732-602-8887
camous@camo.com
www.camo.com
Software:

The Designer
The Unscrambler

CfMC

Computers for Marketing Corp.
547 Howard St.
San Francisco, CA 94105
Ph. 415-777-0470
Fax 415-777-3128
cfmc@cfmc.com
www.cfmc.com
Richard Rands, President
Software:

COSI
MENTOR
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. 83)

Claritas Inc.

5375 Mira Sorrento Pl., #400
San Diego, CA 92121
Ph. 800-234-5973 or 800-866-6520
Fax 858-550-5800
info@claritas.com
www.claritas.com
Sandra Settle, Sr. Marketing Manager
Software:

ConsumerPoint
iMARK
iMARK Online
iXPRESS

Cobalt Sky Limited

116 W. 23rd St., Suite 500
New York, NY 10011
Ph. 1-212-851-8405
l.smith@cobalt-sky.com
www.cobalt-sky.com
Lou Smith, General Manager
Software:

Vector

COMCON - Media

Masterkova Str., Building 4
Moscow 115280
Russia
Ph. 7-095-502-9898
Fax 7-095-502-9899
datafriendsoft@comcon-2.com
www.datafriend.net
Software:

DataFriend
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Comstat Research Corporation

17 John Alexander Dr.
Cortlandt Manor, NY 10567
Ph. 914-739-6800
Fax 914-739-1671
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
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
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
cyberman@xmission.com
www.cneticsolutions.com
R. Kent Francis, President
Software:

The Survey

Cytel Software

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

East 3.0
LogXact
StatXact
StatXact Procs for SAS Users

Data Vision Research, Inc.

Web Services: SurvCity.com
114 W. Franklin Ave., Bldg K19-3
Pennington, NJ 08543
Ph. 609-818-1944
ronv@dvrinc.com
www.dvrinc.net
Ron Vangi, President
Software:

StatCheck Stat Checking
WinPrin

Database Sciences, Inc.

140 Rte. 17 North
Paramus, NJ 07652
Ph. 201-262-8500 ext. 12
Fax 201-262-8285
info@databasesciences.com
www.databasesciences.com
Richard Raffel, Director Business
Development
Software:

surveyNgine.com

Databeacon Inc.

1565 Carling Ave., Suite 300
Ottawa, ON K1Z 8R1
Canada
Ph. 613-729-4480 or 888-921-8360
Fax 613-729-6711
info@databeacon.com
www.databeacon.com
Software:

Databeacon

DATAN, Inc.

Skylands/Poconos Office
96 Angen Road
Washington, NJ 07882
Ph. 908-689-4060
Fax 609-921-6731
merlin@datan.com
www.datan.com
Michael C. Stentz, Ph.D., President
Software:

FASTAB Ad Hoc Tabulation
MERLIN Tabulation System
MERLINPlus (plus menus)
MPE Data Entry & Editing

Dataxiom Software, Inc.

3700 Wilshire Blvd., Suite 1000
Los Angeles, CA 90010
Ph. 213-383-9973
Fax 213-383-3542
sales@dataxiom.com
www.dataxiom.com
Software:

NCSS
PASS
Power & Precision
SOLAS
StatMost
XPro

Decision A n a l y s t , I n c .

604 Avenue H East
A rling t o n ,TX 76011-3100
P h . 817-640-6166 or 800-262-5974
Fax 817-640-6567
j t h o m a s @ de ci s io n a n a ly st . c o m
w w w. de ci s io n a n a ly st . c o m
Jerry W.Th o m a s
S o f t w a r e :

STAT S

STATS™ 2000 is a software package for IBM-
c o m p a t i ble PCs.The software: g e n erates ra n-
dom numbers ; calculates sample size s ; c o m-
p utes the mean; standard de vi a t io n ; st a n d a r d
erro r, ra nge for ke y b o a r d - e n t ered data; de t er-
mines the standard error of pro p o rt io n : p er-
fo rms sig ni ficance tests between two perc e n t-
ages from in de p e n dent samples, or de p e n de n t
s a m p l e s ; does sig ni ficance tests between aver-
ages from in de p e n dent samples; p er fo rms Chi -
square analy s i s .
(See advert i sement on p. 5 )

Decision Suppoprt Sciences

950 Rosewood Dr.
We st Chi c a go, IL 60185
P h . 6 3 0 - 8 7 6 - 4 6 1 6
Fax 630-729-3183
in fo @ de ci s io n s u p p o rt s ci e n c e s . c o m
w w w. de ci s io n s u p p o rt s ci e n c e s . c o m
S o f t w a r e :

M ining S o l v
P r e f S o l v
S e g m e n t S o l v

D e l p h u s , I n c .

152 Speedw ell Av e .
M o rri st ow n , NJ 07960
P h . 9 7 3 - 2 6 7 - 9 2 6 9
Fax 973-285-9248
h l e v e n b a c h @ del p h u s . c o m
w w w. del p h u s . c o m
H . L e v e n b a c h , P r e s ide n t
S o f t w a r e :

P E ER Fo r e c a st er
P E ER Planner for Win d ow s

D i a t o u c h , I n c .

8222 S. 48th St., Suite 205
P h o e ni x ,AZ 85044-5303
P h . 6 0 2 - 4 3 1 - 9 4 4 3
Fax 602-431-2454
s a l e s @ digiv e y. c o m
w w w. digiv e y. c o m
E lisabeth Scher er,V. P. M a rke t ing
S o f t w a r e :

D igivey Survey Suite™

The in c r e di bly vers a t ile Digivey Survey Suite
c o m b ines marke t ing rese a rch with today’s
f a st e st , m o st user- f ri e n d ly data collect io n
method - touchscreen technology. D igivey sup-
p o rts multilingual quest io n n a i r e s ; p i ct u r e s ,
vide o s , s o u n d ; in t era ct ive bra n c hing and skip
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p a t t ern s ; ra n d o mi z a t io n ; in c e n t ive coupon
p rin t ing ; in fo rm a t ion screens; in p ut from card
r e a ders ; in real-time report ing ; l o c a t io n / d a t e
fil t ering . For use in on-site surveys with tabl e t
P C ’ s , touchscreen PC’s and touchscreen kio s k s .
(See Web ad at www.quirks.com/software)

Digisoft Computers, Inc.

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

eTelescipt
Telescript 5.5

Drago Consulting Inc.

131 D.W. Hwy., #233
Nashua, NH 03060
Ph. 603-483-2981
Fax 603-483-2981
service@dragoweb.com
www.dragoconsulting.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
howeasi@nyc.rr.com
www.easidemographics.com
Software:

The Rite Site

ESRI Business Information Solutions

8620 Westwood Center Dr.
Vienna,VA 22182
Ph. 800-292-2224
Fax 703-917-9061
info@esribis.com
www.esribis.com
David Huffman, Managing Director
Software:

ARC GIS9 Business Analyst
Community Coder

E-Tabs

927 Suzy St.
Sandwich, IL 60548
Ph. 888-823-8227
Fax 888-680-9009
info@e-tabs.com
www.e-tabs.com
Benjamin Rietti
Software:

E-Tabs Enterprise
E-Tabs Interactive
E-Tabs Lite Reader
E-Tabs Professional Reader
E-Tabs Web
E-Tabs Writer

E - Tabs provides speci a li st software solut io n s
for market rese a rch suppli ers and buyers . E -
Tabs software cov ers the el e ct ro nic deliv ery,
r e p o rt ing and analysis of survey tables and
a ut o m a t ion of report prese n t a t io n s . Aut o m a t e

c h a rt s , gra p h s , r e p o rts and prese n t a t ions with
The Award Win ning E-Tabs Enterp ri se . D eliv er
and brow se tables el e ct ro ni c a l ly with E-Ta b s
R e a der. A n a ly se pro j e ct data online with E-Ta b s
I n t era ct iv e . See www. e - t a b s . c o m / p ro d u ct s .
(See advert i sement on p. 2 7 )

Finjan Software

2025 Gateway Place, Suite 180
San Jose, CA 95110
Ph. 408-452-9700
Fax 408-452-9701
sales@finjan.com
www.finjan.com
Software:

Vital Security

FIRM INC.

F uture Info rm a t ion Rese a rch Management Inc.
424 W. 33rd St., Suite 520
New York, NY 10001
Ph. 646-756-2600
Fax 646-756-2587
info@confirmit.com
www.confirmit.com
Software:

Confirmit
(See Web ad at www.quirks.com)

Fleetwood Group, Inc.

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

Reply
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GENESYS Sampling Systems

565 Virginia Dr.
Fort Washington, PA 19034-2706
Ph. 800-336-7674 or 215-653-7100
Fax 215-653-7115
info@m-s-g.com
www.genesys-sampling.com
Gregg Kennedy,Vice President
Software:

GENESYS Sampling Systems
GENESYS-Plus

GENESYS allows you to design and generate
random digit dialing (RDD) sample - com-
pletely on your computer. Geographic defini-
tions as small as census tract/BG (e.g. nation-
al, state, county, DMA, MSA, ZIP code and
area code/exchange). Targets samples based
on over 20 demographic variables. Create inci-
dence and coverage estimates. PRIZM and
congressional districts available. GENESYS-
Plus. Hardware/software/database systems for
identifying and purging non-household/non-
productive numbers from RDD samples.
(See advertisement on p. 39)

Geographic Data Technology, Inc.

11 Lafayette St.
Lebanon, NH 03766
Ph. 800-331-7881
Fax 603-643-6808
sales@gdt1.com
www.geographic.com
Software:

DynaMap/Census

Global Market Insite, Inc. (GMI)

2835 82nd Ave. S.E., Suite S100
Mercer Island,WA 98040
Ph. 206-315-9300
Fax 206-315-9301
infoQ@gmi-mr.com
www.gmi-mr.com
Mark Houston
Software:

Net-ACA
NET-CAPI
NET-CATI
Net-DB
NET-Focus
NET-MR Suite
NET-MR Tabulation
Net-Panel
Net-Paper
NET-Survey

GMI (Global Market Insite) provides e-busi-
ness solutions for market research. Our
advanced software, global panels, and service
bureau capabilities are built around a deep
competence in conducting multi-country
research using a Net-centric approach to data

collection.With operations on four continents,
GMI is the partner of choice for conducting
global market research at the speed of the
Internet.
(See advertisement on p. 85)

Halogen Software Inc.

17 Auriga Dr.
Ottawa, ON K2E 7T9
Canada
Ph. 866-566-7778 or 613-744-2254
Fax 613-744-4001
sales@halogensoftware.com
www.halogensoftware.com
Software:

eSurveyor 4.0 Open
eSurveyor 5.0 Domino

Hamilton-Locke, Inc.

1902 N. Canyon Rd., Suite 120
Provo, UT 84604
Ph. 970-461-1361
Fax 801-226-2971
jneubert@hamiltonlocke.com
www.hamiltonlocke.com
Software:

WordCruncher

Hostedware

16 Technology Dr.
Irvine, CA 92618
Ph. 949-585-1500 or 800-211-6967
Fax 949-585-0050
sales@hostedware.com
www.hostedware.com
Software:

Hosted Poll
Hosted Survey
Hosted Test
Hosterd Survey Lite

Information Tools Ltd.

920 Courtland
Park Ridge, IL 60068
Ph. 847-384-1080
Fax 847-384-1073
usamail@infotool.com
www.infotool.com
Software:

ESPRI
HARMONI

Inquisite Inc.

3001 Bee Caves Rd., Suite 300
Austin,TX 78746
Ph. 512-225-6800 or 800-581-7354 (sales)
Fax 512-225-6690
info@inquisite.com
www.inquisite.com?rp+quirks
Jennifer Atkins
Software:

Inquisite Web Survey System

Insight Marketing Systems Pty. Ltd.

12/171 Fitzroy Street
St. Kilda,VIC 3182
Australia
Ph. 61-3-9534-5699
Fax 61-3-9534-8311
daryl.maloney@insightmarketing.com.au
www.researchreporter.com
Software:

Research Reporter

InsightExpress, LLC

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

Conjoint Analysis
InsightExpress
InsightPanels
SatisfactionExpress

InsightExpress 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. 87)

Intellisurvey, Inc.

111 Corporate Dr., Suite 170
Ladera Ranch, CA 92694
Ph. 949-298-4400
Fax 949-203-2139
info@intellisurvey.com
www.intellisurvey.com
Jonathan Ephraim, Managing Director
Software:

Intellisurvey

Interview Technology

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

IT CATI/CAPI/Web
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Itracks

150 - 820 51st Street E.
Saskatoon, SK S7K 0X8
Canada
Ph. 306-665-5026 or 888-525-5026
Fax 306-665-2045
info@itracks.com
www.itracks.com
Software:

Bulletin Board Focus Groups
Cutom Panel Building
Itracks Online CATI
Itracks Online Surveys
Online Focus Groups

Kantar Media Group (KMR)

230 Park Ave. S., 5th floor
New York, NY 10003
Ph. 212-598-5500
Fax 212-598-5501
caryn.cherlin@us.kantarmedia.com
www.kmr-group.com
Caryn Cherlin
Software:

KMRQuest
Spider
XPert and ViewGraphic Suite™

Keynote Systems, Inc.

(Formerly NetRaker)
777 Mariners Island Blvd.
San Mateo, CA 94404
Ph. 650-403-2400
Fax 650-403-5500
info@keynote.com
www.keynote.com
Software:

Keynote eXperience Management Sys.
Keynote eXpress
Real User Observer

MapInfo Corporation

One Global View
Troy, NY 12180
Ph. 518-285-6000 or 800-551-6277
Fax 518-285-6060
sales@mapinfo.com
www.mapinfo.com
Software:

MapInfo Professional/MapX

Marketing and Research Data Consultants

MRDC Ltd.
14 Tonbridge Chambers
Pembury Road
Tonbridge, Kent TN9 2HZ
United Kingdom
Ph. 44-1732-350035
Fax 44-1732-351135
info@mrdcsoftware.com
www.mrdcsoftware.com
Phil Hearn
Software:

MRDCL
MrHUB
OnTraq
Report Direct

Marketing Masters

5782 Gold Dust Dr.
De Pere,WI 54115
Ph. 920-737-7676
sales@surveysaid.com
www.surveysaid.com
Software:

Internet Survey Machine
Survey Said for the Web
Survey Said for Windows

Marketing Systems Group

565 Virginia Dr.
Fort Washington, PA 19034-2706
Ph. 800-336-7674 or 215-653-7100
Fax 215-653-7115
info@m-s-g.com
www.m-s-g.com
Dale W. Kulp, President

GENESYS Sampling Systems: See GENESYS
Sampling Systems listing.
GENESYS-PLUS: Hardware/software/data-
base systems for identifying and purging non-
household/ non-productive numbers from RDD
samples.
PRO-T-S Telephony Systems: See PRO-T-S
Telephony Systems listing.
ARCS®: See  ARCS® IVR Systems listing.
Survey Database Management Systems: A
Web-based storage/browser system for market
research tabulations. Point-and-click to tables
or spreadsheets for further analysis.
(See advertisement on pp. 39, 91)

MarketMiner, Inc.

P.O. Box 7927
Charlottesville,VA 22911
Ph. 434-977-0686
Fax 434-977-9615
info@marketminer.com
www.marketminer.com
Software:

MarketMiner

MDSS

Marketing Decision Support Systems, Inc.
7098 N. Shadeland Ave., Suite H
Indianapolis, IN 46220
Ph. 800-870-MDSS or 317-594-3150
Fax 317-594-3155
kathy@mdssworld.com
www.mdssworld.com
Kathy Pellman,Vice President
Software:

Data Tailor
Research Tracker II
R e se a rch Tra c ker II for Medical Responde n t s

Research Tracker® II is the industry leader in
database management systems for qualitative
research. It features easy point-and-click
querying by demographics, past participation
or any of 100 user-defined fields. Research
Tracker® II increases productivity by creating
recruiting lists, electronic files, profile sheets,
sign-in-sheets, confirmation letters, and invoic-
es. Research Tracker® II for Medical
Respondents adds customized fields and query
options unique to physicians and other medical
respondents. DataTailor is a suite of applica-
tions that can be used alone or in combination
for database conversion, address hygiene, de-
duping, and respondent validation.
(See advertisement on p. 86)
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Memphis International

The Octagon
Exchange Tower
London E14 9GE
United Kingdom
Ph. 44-20-7345-1322
Fax 44-20-7345-1320
post@memphissoftware.com
www.memphissoftware.com
Software:

Survey Explorer
Survey Viewer

MI Pro USA, Inc.

1600 Scripps Center
312 Walnut St.
Cincinnati, OH 45202
Ph. 513-762-7650
Fax 413-431-1371
info@mipro-usa.com
www.mipro-usa.com
Software:

MI Pro Research Studio

MI Pro Research Studio ushers in a new age

of software for market research. No more
duplication of effort. No more excuses about
how difficult everything is. No more waiting to
see results. MI Pro Research Studio gives pro-
fessional researchers the platform they need to
move them up to the next level of productivity,
innovation and responsiveness.
(See advertisement on pp 58, 62, 88, 89)

Microtab, Inc.

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

M i c rotab XP 2005 - Chart ing Add-on Module
M i c rotab XP 2005 - Pro f e s s ional Edi t io n
M i c rotab XP 2005 - Standard Edi t io n
M i c rotab XP 2005 SPSS Add-on Module

Microtab® XP 2005 - Crosstab Software for

Windows. Microtab® operates under any
Windows platform (95 or later). Our two
crosstab software offerings have one-time
costs of $995 and $1,795.The optional SPSS
and Charting add-on modules cost $595 each.
Microtab also offers complete data processing
services - data entry and coding, presentation
quality tables, charting and comprehensive
statistical testing.
(See advertisement on p. 88)

Mobile Memoir, LLC

16200 Dallas Pkwy., Suite 140
Dallas,TX 75248-2684
Ph. 512-342-2330
Fax 518-857-0918
info@mobilememior.com
www.mobilememoir.com
Leslie Townsend
Software:

Mobile Memoir

Modern Survey, Inc.

701 N. 3rd St., Suite 202
Minneapolis, MN 55401
Ph. 612-399-3837
Fax 612-399-0754
info@modernsurvey.com
www.modernsurvey.com
Software:

i-measure

Moskowitz Jacobs Inc.

1025 Westchester Ave.
White Plains, NY 10604
Ph. 914-421-7400
Fax 914-428-8364
mji@mji-designlab.com
www.mji-designlab.com
Software:

IdeaMap®.Net
StyleMap™.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
analyzer@perceptionanalyzer.com
www.perceptionanalyzer.com
David Paull, Sales Manager
Software:

Perception Analyzer

Multivariate Software, Inc.

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

EQS Structural Equations Modeling

NCSS

329 N. 1000 E.
Kaysville, UT 84037
Ph. 801-546-0445
Fax 801-546-3907
sales@ncss.com
www.ncss.com
Jerry Hintze
Software:

NCSS
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NEBU b.v.

Assum 16a
1911 ML Uitgeest
Netherlands
Ph. 31-25-131-14-13
Fax 31-25-131-61-00
info@nebu.com
www.nebu.com
Software:

Dub InterViewer
Dub Knowledge
Dub Panel Man
Nebu Office Suite

NetReflector, Inc.

2200 Sixth Ave., Suite 425
Seattle,WA 98121-1845
Ph. 206-973-5448 or 206-448-2690 ext. 139
Fax 206-448-2693
info@netreflector.com
www.netreflector.com
Villette Nolon, President/CEO
Software:

InstantSurvey

New Age Media Systems, Inc.

1350 Broadway, Suite 2215
New York, NY 10018
Ph. 212-695-1590
Fax 212-695-6278
steve@crosstab.com
www.crosstab.com
Steve Molkenthin
Software:

EZ Media Plan

New Age Media Systems, Inc. (NAMSI) is a
service and consulting company providing data
access tools to the media, market research and
advertising industry. Our software offers
access to proprietary studies as well as all
major media syndicated surveys. NAMSI is a
leading provider of crosstabulations and reach
and frequency projections for national print
media, radio, television and mixed media.
(See advertisement on p. 89)

NIPO Software
P.O. Box 247
Grote Bickersstraat 74
1000 AE Amsterdam 
Netherlands
Ph. 31-20-522-59-89
Fax 31-20-522-53-33
sales@niposoftware.com
www.niposoftware.com
Jeroen Noordman
Software:

NIPO CAPI System
NIPO CATI System
NIPO DIANA
NIPO Interview System
NIPO Web Interview System

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

DataFit/DataFit X

ObjectPlanet AS
Ovre Slottsgate 5
0157 Oslo 
Norway
Ph. 47-22-33-33-60
Fax 47-22-33-33-61
torgeir@objectplanet.com
www.objectplanet.com
Software:

Opinio

Optimum Solutions Corp.

266 Merrick Rd.
Lynbrook, NY 11563
Ph. 516-247-5300
Fax 516-247-5301
ira.sadowsky@oscworld.com
www.oscworld.com
Ira Sadowsky, Exec.Vice President
Software:

FAQSS

PAI-Productive Access, Inc.

19851 Yorba Linda Blvd., Suite 203
Yorba Lin d a , CA 92686
P h . 800-693-3111 or 714-693-3110
Fax 714-693-8747
b h o n t z @ p a i wh q . c o m
w w w. p a i wh q . c o m
B rad Hontz, D i r e ct o r
S o f t w a r e :

m TAB Rese a rch Analysis Syst e m

PAI’s mTAB™ service is a uni q u ely pow er f u l
tool for the analysis of survey rese a rch data.
N ow in use for ov er 10 ye a rs at many of the
w o rld’s largest consumer pro d u ct compani e s ,
m TAB enables our cust o m ers ’“ k n ow l e d g e
w o rkers ” to quickly and easily link and min e
even the largest survey rese a rch data se t s .
(See advertisement on p. 90)
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Pattern Discovery, Inc.

1212 Punahou Street, #1906
Honolulu, HI 96826
Ph. 808-942-1600
Fax 808-955-2513
patterndiscoveryinc@verizon.net
www.patterndiscovery.us
Software:

Impact! Analysis

PDPC, Ltd.

172 Monce Rd.
Burlington, CT 06013
Ph. 860-673-9278 or 860-675-9026
charles_s_patridge@prodigy.net
www.sconsig.com
Charles Patridge
Software:

E-Scrub

Perseus Development Corporation

50 Braintree Hill Park, Suite 308
Braintree, MA 02184
Ph. 781-848-8100
Fax 781-848-1978
info@perseus.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
infomail@pinedata.com
www.pinedata.com
Ben Alley, Sales Director
Software:

Custom Software Packages

Prezza Technologies, Inc.

45 Dunster St.
Cambridge, MA 02138
Ph. 617-715-3050 or 866-430-8274
Fax 617-876-1279
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
sales@PrincipiaProducts.com
www.PrincipiaProducts.com
Sales Department
Software:

Remark Classic OMR
Remark Office OMR
Remark Web Survey Professional
Remark Web Survey Standard

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
dbernard@m-s-g.com
www.pro-t-s.com
Dan Bernard, Vice President
Software:

PRO-T-S Telephony Systems

PRO-T-S is the first researchPredictive dialing
and interviewer management system and glob-
al leader in research seats. PRO-T-S signifi-
cantly improves interviewer productivity and
accuracy without sacrificing survey and sam-
ple management standards. PRO-T-S add-on
modules include researchPredictive Dialing.
remote audio monitoring, remote interviewer
module, digital voice recording, playback and
retrieval, IVR integration, ACD and
inbound/outbound call blending and simulta-
neous multiple CATI system interfaces.
(See advertisement on p. 91)

P-STAT, Inc.

230 Lambertville-Hopewell Rd.
Hopewell, NJ 08525-2809
Ph. 609-466-9200
Fax 609-466-1688
sales@pstat.com
www.pstat.com
Sebbie Buhler
Software:

P-STAT

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

Bellview CAPI
Bellview CATI
Bellview Fusion
Bellview Scan
Bellview Web
Pulsar/Pulsar Web
Star

High-quality software and services for survey
research professionals, offering integrated
software covering the entire survey research
process. Bellview 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. 92)
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QPSMR Limited
Thames Park, Lester Way
Hithercroft,Wallingford
Oxon OX10 9TA
United Kingdom
Ph. 44-1491-825644
Fax 44-1491-832376
info@qpsmr.ltd.uk
www.qpsmr.ltd.uk
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
info@qqqsoftware.com
www.qqqsoftware.com
Paul Weeks,V.P. Sales
Software:

TPL Tables

QSR International

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

N6 (formerly NUD*IST 6)
NVIVO
Xsight

QuestionPro.com

24206 S.E. 36th Place
Issaquah,WA 98029
Ph. 206-686-7070
Fax 206-686-7070
kevin@questionpro.com
www.questionpro.com
Software:
QuestionPro

Survey Console

QuestionPro.com offers market research soft-
ware for the creation, distribution and analysis
of electronic surveys. QuestionPro offers the
most advanced survey design and development
capabilities possible via the Internet. Hundreds
of market-leading companies have utilized
QuestionPro’s Web-based survey software for
their market research initiatives. QuestionPro
Survey Software has an impressive list of fea-
tures targeted towards the online market
research industry, like piping, extraction, loop-
ing, conjoint analysis,TURF analysis and trend
analysis.
(See Web ad at www.quirks.com/software)

Quick Tally Audience Response Systems, I n c .
8444 Wilshire Blvd.
Beverly Hills, CA 90211
Ph. 800-241-6963
Fax 323-653-5303
sales@qtis.com
www.quicktally.com
Software:

Quick Tally

Raosoft, Inc.
3513 N.E. 45th St., Suite 3W
Seattle, WA 98105
Ph. 206-525-4025
Fax 206-525-4947
raosoft@raosoft.com
www.raosoft.com
Catherine McDole Rao,Vice President
Software:

Raosoft EZReport
Raosoft EZSurvey
Raosoft InterForm
Raosoft SurveyWin

ReadSoft, Inc.
3838 N. Causeway Blvd, Suite 2620
Metairie, LA 70002
Ph. 504-841-0100 or 888-READSOFT
Fax 504-841-0144
info-us@readsoft.com
www.readsoft.net
Bob Fresneda
Software:

Documents for Forms

RelevantView, LLC
164 Kings Hwy. N.
Westport, CT 06492
Ph. 203-221-1310
Fax 203-221-1330
info@relevantview.com
www.relevantview.com
Software:

RelevantView

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

Inet-On-Line

Rogator AG
Pilotystr. 3
90408 Nuremberg 
Germany
Ph. 49-911-81-055-50
Fax 49-911-80-055-70
info@rogator.de
www.internet-rogator.com
Software:

Rog Panel
Rogator 6.3

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

CART
MARS
TreeNet

92 | Quirk’s Marketing Research Review 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
sales@sammdata.com
www.sammdata.com
T.J. Monforte
Software:

GeoSight
Postal Carrier Route Polygons

SAS Institute

100 SAS Campus Dr.
Cary, NC 27513-2414
Ph. 919-677-8000 or 800-727-0025
Fax 919-677-4444
software@sas.com
www.sas.com
Software:

SAS System

Sawtooth Software, Inc.

530 W. Fir St.
Sequim,WA 98382-3209
Ph. 360-681-2300
Fax 360-681-2400
info@sawtoothsoftware.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 online
interviewing, conjoint/choice analysis, hierar-
chical Bayes (HB), perceptual mapping and
cluster analysis. SSI Web is our platform for
Web interviewing.We have three conjoint
analysis packages: ACA (Adaptive Conjoint
Analysis), CBC (Choice-Based Conjoint), and
CVA (Traditional Conjoint). Our HB modules
are suitable for ACA, CBC or general regres-
sion problems.
(See advertisement on p. 93)

Sawtooth Technologies, Inc.

1500 Skokie Blvd., Suite 510
Northbrook, IL 60062
Ph. 847-239-7300
Fax 847-239-7301
info@sawtooth.com
www.sawtooth.com
Rob Sheppard, Director of Sales
Software:
Sensus Web

WinCati 4.2
WinCATI 4.2 Mixed Mode

Our world-class interviewing software includes
computer-assisted telephone interviewing
(CATI) systems, computer-assisted personal

interviewing (CAPI) systems,Web interview-
ing, and WinCATI 4.2 Mixed Mode, our break-
through Web/CATI system that offers true
integration. Our software incorporates our
many years of experience and feedback from
hundreds of users. It functions like a best-
practice researcher, bringing you rigor and effi-
ciency at a reasonable price.
(See advertisement on p. 94)

Scantron

34 Parker
Irvine, CA 92618
Ph. 949-639-7777 or 800-722-6876
Fax 949-639-7710
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
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
info@smiusa.com
www.smiusa.com
Software:

2D VOG
3D VOG
iViewX

Sinclair Service Assessments, Inc.

900 Isom, #110
San Antonio,TX 78216
Ph. 800-600-3871 or 210-979-6000
Fax 800-600-3851
info@ssanet.com
www.ssanet.com
Software:

Customer Connect 360

Smart Software, Inc.

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

Smart Forecasts
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Snap Software

A Service of SQAD Inc.
303 S. Broadway, Suite 108
Tarrytown, NY 10591
Ph. 914-703-6815
Fax 914-524-7650
rtaffner@sqad.com
www.snapsoftware.com
Rob Taffner, Director, Bus. Dev.
Software:

Snap Express
Snap3
Snapline
Snaptrac

Snap Survey Software
Div. of Mercator Corporation
Pease International Tradepoint
One New Hampshire Ave., Suite 230
Portsmouth, NH 03801
Ph. 603-610-8700 or 800-997-7627
sales@snapsurveys.com
www.snapsurveys.com
Software:

SNAP Internet
SNAP Professional
SNAP Results
SNAP Scanning

We are a recognized leader in the survey
in d u st ry, and have been hel p ing rese a rc h ers and
e d u c a t o rs in more than 50 countries worldw ide
for ov er 20 ye a rs . M e e t ing all of your surv e y

n e e d s , Snap offers fully in t e grated survey soft-
ware with on-screen quest ionnaire de s ig n , d a t a
c o l l e ct ion and analysis for all types of surv e y s :
p a p er, s c a n ning , e - m a il , in t ra n e t , I n t ern e t , P D A ,
C AT I . E x p a n ding Snap is easy and sim p ly
e n t a ils purc h a s ing the addi t ional module need-
e d . Snap stores your data in an ASCII file mak-
ing im p o rt ing and ex p o rt ing to any appli c a t io n
software or database package that support s
c o m m a - se p a ra t e d , t a b - se p a ra t e d , t riple S and
SPSS file fo rmats easy. Snap is in t u itive, fully
integrated and very affordable.
(See Web ad at www.quirks.com/software)

Spectra Marketing Systems, Inc.
200 W. Jackson Blvd., Suite 2800
Chicago, IL 60606
Ph. 312-583-5100
Fax 312-583-5101
webmaster@spectramarketing.com
www.spectramarketing.com
Software:

Spectra Advantage
Spectra Enlighten
VRPS

Spring Systems
P.O. Box 7471
Westchester, IL 60154
Ph. 708-865-8523
springsys@worldnet.att.net
www.geocities.com/wallstreet/3960/
John Pavasars, President
Software:

ARGUS Perceptual Mapper
MktSIM
Trial Map
Turbo Spring-Stat

SPSS Inc.

233 S.Wacker Dr., 11th Fl.
Chicago, IL 60606
Ph. 646-536-8500
Fax 646-536-8599
sales@spss.com
www.spss.com
Branch office:

350 Fifth Ave., Suite 320
New York, NY 10118
Ph. 646-536-8500
Fax 646-536-8599
sales@spss.com
www.spss.com

Software:
Answer Tree
Clementine
Entryware
MR Interview
MR Paper
MR Scan/MR Paper
mr Studio
mr Tables
MR Translate
Quancept CATI
Quanquest
Quantum
Quanvert
SPSS 13.0
SPSS Text Analysis for Surveys
Verbastat

Statistical Innovations, Inc.

375 Concord Ave.
Belmont, MA 02478
Ph. 617-489-4490
Fax 617-489-4499
michael@statisticalinnovations.com
www.statisticalinnovations.com
Software:

Goldminer
Latent Gold
Latent Gold Choice
Si-Chaid

StatPac, Inc.

1200 First Street
Pepin,WI 54759
Ph. 715-442-2261
Fax 715-442-2262
info@statpac.com
www.statpac.com
David Walonick, President
Software:

Statistics Calculator
StatPac for Windows

StatPoint, LLC

P.O. Box 208
Orlean,VA 20128
Ph. 201-585-8581 or 800-232-STAT
Fax 800-896-1003
info@statpoint.com
www.statpoint.com
Software:

STATBEANS
Statgraphics Plus
STATLETS
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StatSoft, Inc.

2300 E. 14th St.
Tulsa, OK 74104
Ph. 918-749-1119
Fax 918-749-2217
info@statsoft.com
www.statsoft.com
Sarah Beaumont
Software:

STATISTICA 6
STATISTICA 7

William Steinberg Consultants, Inc.

P.O. Box 1754
Champlain, NY 12919
Ph. 888-725-9392
Fax 514-483-6660
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 PH11
Toronto, ON M4P 3H8
Canada
Ph. 800-779-7528
Fax 416-482-4480
rmacnaughton@sumquest.com
www.sumquest.com
Ross Macnaughton, President
Software:

SumQuest

Survey Sampling International

One Post Rd.
Fairfield, CT 06824
Ph. 203-255-4200
Fax 203-254-0372
info@surveysampling.com
www.surveysampling.com
Christopher De Angelis,V.P. National Sales
Software:

SSI - SNAP

Place sample orders online with SSI-SNAP,
combining time and cost savings of in-house
sample production with SSI’s 27 years of
experience. Orders can be placed anytime of
the day. Random digit (RDD), 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. 95)

SurveyConnect, Inc.

1711 Pearl St., Suite 300
Boulder, CO 80302
Ph. 303-449-2969
Fax 303-938-4015
info@surveyconnect.com
www.surveyconnect.com
Marcie Levine
Software:

Survey Select Expert

SurveySite Market Research

90 Sheppard Ave. E., Suite 100
Toronto, ON M2N 3A1
Canada
Ph. 416-642-1002
Fax 416-642-1007
sales@surveysite.com
www.surveysite.com
Software:

Pop-Up Survey Software

SurveyWriter®

3717 N. Ravenswood Ave., #236
Chicago, IL 60625
Ph. 773-281-8490
Fax 773-281-8495
info@surveywriter.com
www.surveywriter.com
Software:

SurveyWriter

SySurvey

13 Brenchley Gardens
London SE23 3RD
United Kingdom
Ph. 44-870-086-1773
info@sysurvey.com
www.sysurvey.com
Ethan Roberts, Sr. Analyst
Software:

Sysurvey.com

Tactician Corporation

305 N. Main St.
Andover, MA 01810
Ph. 800-927-7666
Fax 978-475-2136
rreading@tactician.com
www.tactician.com
Software:

Tactician Online

Techneos Systems Inc.

Suite 209, 788 Beatty St.
Vancouver, BC V6B 2M1
Canada
Ph. 604-435-6007 or 888-282-0641
Fax 604-435-6037
info@techneos.com
www.techneos.com
Software:

Entryware

TelAthena Systems LLC

96 Morton St., ground floor
New York, NY 10014
Ph. 888-777-7565
Fax 212-206-1963
sales@telathena.com
www.telathena.com
Software:

TelAthena

TeleSage, Inc.

PO Box 750
Chapel Hill, NC 27514
Ph. 866-942-8849 or 919-942-8849
Fax 919-942-0036
info@telesage.com
www.telesage.com
Howard Surette
Software:

DialQ
iQ
SendQ
SmartQ

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
info@tetrad.com
www.tetrad.com
Wilson Baker, President
Software:

MapInfo
MapPoint
PCensus
Vertical Mapper

Touchview Survey Solutions

(Formerly Touchpoll Survey Solutions)
1722 Selig Lane
Los Altos, CA 94024
Ph. 650-968-0405
Fax 208-493-7449
info@touchviewsurvey.com
www.touchviewsurvey.com
Software:

Touchview Survey Solution

Tragon

365 Convention Way
Redwood City, CA 94063-1402
Ph. 800-841-1177 or 650-365-1833
Fax 650-365-3737
info@tragon.com
www.tragon.com
Joseph Salerno, Director
Software:

DDES 7.0
QDA Data Analysis Software
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20/20 Research - Online

2303 21st Ave. S.
Nashville,TN 37212
Ph. 800-737-2020 or 615-777-2020
Fax 615-777-8706
rachaelk@2020research.com
www.2020research.com
Rachael Guess
Software:

Qualboard

The Uncle Group, Inc.

3490 U.S. Rte. 1
Princeton, NJ 08540
Ph. 800-229-6287
Fax 609-452-8644
info@unclegroup.com
www.unclegroup.com
Thomas Reeder, Vice President
Software:

UNCLE Professional
Uncle Reports
UNCLE Standard
USORT

Verity, Inc.

(Formerly Cardiff Software)
894 Ross Dr.
Sunnyvale, CA 94089
Ph. 408-541-1500
Fax 408-541-1600
info@verity.com
www.verity.com
Software:

Teleform

Viking Software Solutions

A Div. of Phoenix Software International
6804 S. Canton Ave., Suite 900
Tulsa, OK 74136-4959
Ph. 800-324-0595 or 918-491-6144
Fax 918-494-2701
sales@vikingsoft.com
www.vikingsoft.com
Software:

ImagEntry
VDE
VDE+Images

VOXCO

1134 St. Catherine West #600
Montreal, PQ H3B 1H4
Canada
Ph. 514-861-9255
Fax 514-861-9209
montreal@voxco.com
www.voxco.com
Software:

CAPI Manager
Interviewer
Interviewer CAPI
Interviewer CATI
Interviewer VCC (Virtual Call Ctr.)
Interviewer Web
Pronto Telephony Solutions
STAT XP

Walker Information

3939 Priority Way South Dr.
Indianapolis, IN 46240
Ph. 800-334-3939
Fax 317-843-8548
solutions@walkerinfo.com
www.walkerinfo.com
Michael Desanto, V.P. Marketing Comm.
Software:

Walker Smart Loyalty® System

WebSurveyor Corporation

505 Huntmar Park Dr., Suite 225
Herndon,VA 20170
Ph. 800-787-8755
Fax 703-783-0069
sales@websurveyor.com
www.websurveyor.com
Software:

WebSurveyor 5.0
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Weeks Computing Services

6 Langley Street, Covent Garden
London WC2H 9JA
United Kingdom
Ph. 44-20-7379-3548
Fax 44-20-7240-8870
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
jwerner@jwdp.com
www.jwdp.com
Jan Werner, Principal
Software:

QBAL
QGEN
QTAB

Westat

1650 Research Blvd.
Rockville, MD 20850
Ph. 301-251-1500
Fax 301-294-2040

WRC Research Systems, Inc.

219 3rd Street
Downers Grove, IL 60515
Ph. 630-969-4374
Fax 630-969-4374
sales@wrcresearch.com
www.wrcresearch.com
William Cantrall
Software:

BrandMap
BrandProfiler
BrandTrend

BrandMap® 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 ProjectorII™
allows a researcher to interactively change an
attribute while watching the brand move on
the map. Check our Web site for announce-
ments concerning BrandTrend™, our new
trend charting/media display/client deliverable
product.
(See advertisement on p. 97)

Xionetic Technologies, Inc.

85 W. Kagy Blvd.
Bozeman, MT 59715
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
info@xorbix.com
www.ioxphere.com
Software:

Ioxphere

Your Perceptions

655 Broadway, Suite 600
Denver, CO 80203
Ph. 303-534-3044
Fax 303-623-5426
info@yourperceptions.com
www.yourperceptions.com
Jim Zigarelli, President
Software:

Eval Builder
QWRITERII for Windows
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$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+

Operating System Tabulation Features S ig ni ficance Te st s Purchasing

Software Title/
Company/Listing page#

Tabulation Software

Answer Tree

SPSS Inc. p. 94 ● ● Both Var ● ● Buy $$

ARGUS Perceptual Mapper

Spring Systems p. 94 ● ●

Askia Analyse

ASKIA p. 80 ● GUI Unltd Unltd ● ● ● ● ●

CART

Salford Systems p. 92 ● ● ● Both 200,000 ● ● ● Buy $$

CCA System

Sawtooth Software, Inc. p. 93 ● GUI 300 ●

Clementine

SPSS Inc. p. 94 ● ● ● Both Unltd ● ● ● ● ● ● Buy $$$$

Confirmit

FIRM INC. p. 83 ● GUI ● ● ● ●

Conjoint Analysis

InsightExpress, LLC p. 84 ● Both Unltd Unltd ● ● ● ● ● ●

COSI

CfMC p. 80 ● GUI 750 Unltd ● ● ● ● ● ● Lease

CPM System

Sawtooth Software, Inc. p. 93 GUI ● ● ●

Databeacon

Databeacon Inc. p. 82 ● GUI

DataFriend

COMCON - Media p. 80 ● GUI ● ● ● ● ● ● Lease $$

Dub InterViewer

NEBU b.v. p. 89 ● Both Unltd Unltd ● ● ● ● ● Lease

Eform

Beach Tech Corporation p. 80 ● ● Both Unltd Unltd ● ● ● ● ● ● ● Either

eListen

Scantron p. 93 ● ● GUI Unltd Unltd ● ● ●

EQS Structural Equations Modeling

Multivariate Software, Inc. p. 88 ● ● ● GUI ● ● ● ● ● ● ● Either $$

ESPRI

Information Tools Ltd. p. 84 ● GUI Unltd Unltd ● ● ● ● ● ● Buy $$

E-Tabs Interactive

E-Tabs p. 83 ● ● ● GUI ● ● ● ● ● Lease $$

E-Tabs Lite Reader

E-Tabs p. 83 ● GUI

E-Tabs Web

E-Tabs p. 83 ● ● Both ● Lease $$$$

E-Tabs Writer

E-Tabs p. 83 ● ● GUI Lease $$$

EzMedia Plan

New Age Media Systems, Inc. p. 89 ● GUI Unltd Unltd ● ● ● ● Lease $$$$

FASTAB Ad Hoc Tabulation

DATAN, Inc. p. 82 ● Syntax 5,000 Unltd ● ● ● Lease $

Flo - Stat

Senecio Software, Inc. p. 93 ●
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$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+

Operating System Tabulation Features S ig ni ficance Te st s Purchasing

Software Title/
Company/Listing page#

Tabulation Software

Forecast Pro

Business Forecast Systems p. 80 ● GUI 10 1 ● ● Buy $

Forecast Pro Unlimited

Business Forecast Systems p. 80 ● Both Unltd Unltd ● ● ● ● ● Buy $$$$

Forecast Pro XE

Business Forecast Systems p. 80 ● GUI 100 1 ● ● ● ● ● Buy $$$

GeoSight

Sammamish Data Systems, Inc. p. 93 ● GUI Unltd Unltd ● ● ● Buy $

Goldminer

Statistical Innovations, Inc. p. 94 GUI ● ● ● ● ● ● ● Buy $$

HARMONI

Information Tools Ltd. p. 84 ● GUI Unltd Unltd ● ● ● ● ● ● Buy $$$

Hosted Survey

Hostedware p. 84 ● Both Unltd Unltd ● ● ● ● ● ● ● ● Either

IdeaMap®.Net

Moskowitz Jacobs Inc. p. 88 ● ●

ImagEntry

Viking Software Solutions p. 97 ● ● ● GUI 32,000 32,000 Buy $$

i-measure

Modern Survey, Inc. p. 88 ● GUI Unltd Unltd ● ● Lease $$$$

Impact! Analysis

Pattern Discovery, Inc. p. 90 Lease

InsightExpress

InsightExpress, LLC p. 84 ● Both Unltd Unltd ● ● ● ● ● ● Lease

InsightPanels

InsightExpress, LLC p. 84 ● Both Unltd Unltd ● ● ● ● ● ● Lease

Internet Survey Machine

Marketing Masters p. 86 ● ● ● ● ● 32,000 Unltd Buy $$$$

Interview & Analysis Program

Comstat Research Corporation p. 82

Ioxphere

Xorbix Technologies, Inc. p. 98 ● ● ● GUI Unltd Unltd ● ● Either

KMRQuest

Kantar Media Group (KMR) p. 86 ● ● Lease

Latent Gold

Statistical Innovations, Inc. p. 94 GUI Unltd Unltd ● ● ● ● ● ● Lease $$

Latent Gold Choice

Statistical Innovations, Inc. p. 94 GUI Unltd Unltd ● ● ● ● ● ● Lease $$$

MARS

Salford Systems p. 92 ● ● ● 8,192 ● ● ● Buy $$$$

MENTOR

CfMC p. 80 ● ● ● Syntax Unltd Unltd ● ● ● ● ● ● ● Lease

MERLIN Tabulation System

DATAN, Inc. p. 82 ● ● ● Syntax 32,000 100,000 ● ● ● ● ● ● Lease $$$

MERLINPlus (plus menus)

DATAN, Inc. p. 82 ● ● ● Syntax 32,000 100,000 ● ● ● ● ● ● Lease $

MI Pro Research Studio

MI Pro USA, Inc. p. 88 ● Both Unltd Unltd ● ● ● ● ● Either



102 | Quirk’s Marketing Research Review www.quirks.com

$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+

Operating System Tabulation Features S ig ni ficance Te st s Purchasing

Software Title/
Company/Listing page#

Tabulation Software

Microtab XP 2005 - Charting Module

Microtab, Inc. p. 88 ● GUI Unltd Unltd ● ● ● ● ● ● ● Buy $$

Microtab XP 2005 - Professional Edition

Microtab, Inc. p. 88 ● GUI Unltd Unltd ● ● ● ● ● ● ● Buy

Microtab XP 2005 - Standard Edition

Microtab, Inc. p. 88 ● GUI Unltd Unltd ● ● Buy $$

Microtab XP 2005 SPSS Module

Microtab, Inc. p. 88 ● GUI Unltd Unltd ● ● ● ● ● ● ● Buy $$

MktSIM

Spring Systems p. 94 ● ●

mr Studio

SPSS Inc. p. 94 ● Both ● ● ● Either $$

mr Tables

SPSS Inc. p. 94 ● ● Both ● ● ● ● Buy $$$$

MRDCL

M a rke t ing & Rese a rch Data Consultants p. 8 6 ● Both Unltd Unltd ● ● ● ● ● ● Lease $$$$

mTAB Research Analysis System

PAI-Productive Access, Inc. p. 89 ● ● GUI Unltd Unltd ● ● ● ● ● ● Buy $$$$

NCSS

NCSS p. 88 ● GUI 1,000 Unltd ● ● ● ● ● ● Buy $

NCSS

Dataxiom Software, Inc. p. 82 ● GUI 250 Var ● ● ● ● ● ● ● Buy $

NET-MR Tabulation

Global Market Insite, Inc. (GMI) p. 84 ● ● ● ● GUI Unltd Unltd ● ● ● ● ● ●

NIPO DIANA

NIPO Software p. 89 ● Both Unltd Unltd ● ● ● ● ● ● ● ● Lease $$$

OnTraq

M a rke t ing & Rese a rch Data Consultants p. 8 6 ● Both Unltd Unltd ● ● ● ● ● ● Lease $$

PASS

Dataxiom Software, Inc. p. 82 ● GUI Buy

PEER Forecaster

Delphus, Inc. p. 82 ● GUI ● ● ● Either $

PEER Planner for Windows

Delphus, Inc. p. 82 ● GUI Either $$$$

Postal Carrier Route Polygons

Sammamish Data Systems, Inc. p. 93 ● Unltd Unltd ● ● ● Buy

Power & Precision

Dataxiom Software, Inc. p. 82 ● GUI Buy $$

P-STAT

P-STAT, Inc. p. 90 ● ● ● Both 250,000 Unltd ● ● ● ● ● Buy $$

Pulsar/Pulsar Web

Pulse Train Ltd. p. 90 ● GUI Unltd Unltd ● ● ● Either

QDA Data Analysis Software

Tragon p. 96 ● GUI 100 ● ●

QPSMR INSIGHT

QPSMR Limited p. 92 ● Both 30,000 30,000 ● ● ● ● ● ● Lease $$

QPSMR REFLECT

QPSMR Limited p. 92 ● Both 30,000 30,000 ● ● ● ● ●
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QPSMR SOLO

QPSMR Limited p. 92 ● GUI 30,000 30,000 ● ● ● ● Buy $$

QTAB

Jan Werner Data Processing p. 98 ● ● Syntax Unltd Unltd ● ● ● ● ● ● Either $$$

Quantum

SPSS Inc. p. 94 Unltd Unltd ● ● ● ● ● Buy $$$$

Quanvert

SPSS Inc. p. 94 ● GUI Var ● ● ● Buy $$

QuestionPro

QuestionPro.com p. 92 ● GUI Unltd Unltd ● ● ● ● Either $$

QWRITERII for Windows

Your Perceptions p. 98 ● GUI 2,000 200 ● Lease $

Raosoft EZReport

Raosoft, Inc. p. 92 ● GUI Unltd Unltd ● ● ● ● ● ● ● Buy $

Raosoft SurveyWin

Raosoft, Inc. p. 92 ● Unltd Unltd ● ● ● ● ● ● Buy $

SatisfactionExpress

InsightExpress, LLC p. 84 ● Both Unltd Unltd ● ● ● ● ● ● Lease $$$$

Sensus Web

Sawtooth Technologies, Inc. p. 93 ● Both Unltd Unltd ● ● Buy

Si-Chaid

Statistical Innovations, Inc. p. 94 GUI Unltd Unltd ● ● ● ● Lease $$

Smart Forecasts

Smart Software, Inc. p. 93 ● Either

SNAP Internet

Snap Survey Software p. 94 ● ● ● ● ● ● Buy

SNAP Professional

Snap Survey Software p. 94 ● GUI ● ● ● ● ● ● ● Buy

SNAP Results

Snap Survey Software p. 94 ● Both Unltd Unltd ● ● ● ● ● ● ●

SNAP Scanning

Snap Survey Software p. 94 ● ● ● Buy

SOLAS

Dataxiom Software, Inc. p. 82 ● GUI

SPSS 13.0

SPSS Inc. p. 94 ● ● ● ● Both Unltd Unltd ● ● ● ● ● ● ● ● Buy $$

SPSS Text Analysis for Surveys

SPSS Inc. p. 94 ● GUI Buy $$

Star

Pulse Train Ltd. p. 90 ● Both Unltd Unltd ● ● ● ● Either

STAT XP

VOXCO p. 97 ● Both 10,000 Unltd ● ● ● ● ● ● ● Buy $$$$

STATBEANS

StatPoint, LLC p. 94 ● ● ● ● Syntax Unltd Unltd ● ● ● ● ● ● ●

StatCheck Stat Checking

Data Vision Research, Inc. p. 82 ● Buy $

Statgraphics Plus

StatPoint, LLC p. 94 ● GUI Unltd Unltd ● ● ● ● ● ● ●
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STATISTICA 6

StatSoft, Inc. p. 96 ● ● Both Var Var ● ● ● ● ● ● ● Buy

STATISTICA 7

StatSoft, Inc. p. 96 ● Both Var Var ● ● ● ● ● ● ● Buy

STATLETS

StatPoint, LLC p. 94 ● GUI Unltd Unltd ● ● ● ● ● ● ●

StatMost

Dataxiom Software, Inc. p. 82 ● GUI 250 Var ● ● ● ● ● ● Buy $

StatPac for Windows

StatPac, Inc. p. 94 ● Syntax 2,000 Unltd ● ● ● ● ● ● ● Buy $$

STATS

Decision Analyst, Inc. p. 82 ● GUI ● ●

StyleMap™.Net

Moskowitz Jacobs Inc. p. 88 ● ●

SumQuest

SumQuest Survey Software p. 96 ● GUI 250 Unltd ● ● ● ● ● Buy $

SuperCROSS

Alta Plana Corporation p. 78 ● GUI Unltd Unltd ● ● ● ● ●

SuperSTAR

Alta Plana Corporation p. 78 ● ● ● Both Unltd Unltd ● ● ● ● Either

Survey Explorer

Memphis International p. 88 ● GUI Unltd Unltd ● ● ●

Survey Said for the Web

Marketing Masters p. 86 ●

Survey Said for Windows

Marketing Masters p. 86 ●

Survey Select Expert

SurveyConnect, Inc. p. 96 ● GUI Unltd Unltd ● ● Buy $$

Survey Stats

Drago Consulting Inc. p. 83

Survey Viewer

Memphis International p. 88 ● GUI Unltd ● ● ● ●

SurveyPro

Apian Software  p. 79 ● GUI 3,000 3,000 ● ● ● ● ● Buy $$

SurveySolutions

Perseus Development Corporation p. 90 ● GUI Unltd Unltd ● ●

Sysurvey.com

SySurvey p. 96 ● GUI ● ● ● Lease

The Designer

CAMO p. 80 ● GUI Unltd Unltd ● ● ● ● ● ●

The Survey

Cybernetic Solutions  p. 82 ● GUI 1,000 32,000 ● ● ● ● ● ● ●

The Survey System

Creative Research Systems p. 82 ● GUI 32,000 5,000 ● ● ● ● ● ● ●

The Unscrambler

CAMO p. 80 ● GUI Unltd Unltd ● ● ● ● ● ●

TPL Tables

QQQ Software, Inc. p. 92 ● ● Both Unltd Unltd ● ● ● Buy $$
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TreeNet

Salford Systems p. 92 ● ● ● Both 200,000 ● ● ● Buy $$$$

Trial Map

Spring Systems p. 94 ● ●

Turbo Spring-Stat

Spring Systems p. 94 ● ● ● ● ● ●

UNCLE Professional

The Uncle Group, Inc. p. 97 ● Both 65,534 9,999 ● ● ● ● ● Buy $$$$

Uncle Reports

The Uncle Group, Inc. p. 97 ● GUI 9,999 ● ● $

UNCLE Standard

The Uncle Group, Inc. p. 97 ● Both 65,534 9,999 ● ● ● ● ● Buy $$$$

U-Tab

Weeks Computing Services p. 98 ● GUI Unltd Unltd ● ● ● ● ● Buy $

VDE

Viking Software Solutions p. 97 ● ● ● GUI 32,000 32,000 Either $$

VDE+Images

Viking Software Solutions p. 97 ● ● ● GUI 32,000 32,000 Buy $$

Vector

Cobalt Sky Limited p. 80 ● GUI Unltd Unltd ● ● ● ● ● Lease $$$$

Walker Smart Loyalty® System

Walker Information p. 97 ● ● Both ● ● ● ● ● Lease $$$$

WesVar

Westat p. 98 ● GUI Unltd Unltd ● ● ● ● ● Buy $

WinCati 4.2

Sawtooth Technologies, Inc. p. 93 ● Both Unltd Unltd ● ● Buy

WinCATI 4.2 Mixed Mode

Sawtooth Technologies, Inc. p. 93 ● Both Unltd Unltd ● ● Buy

WinCross

The Analytical Group, Inc. p. 78 ● Both Unltd Unltd ● ● ● ● ● ● ● ● Buy $$$

WordCruncher

Hamilton-Locke, Inc. p. 84 ● Both ● ● ● ● Buy $$

XPro

Dataxiom Software, Inc. p. 82 ● GUI 250 Var ● ● ● ● ● ● ● Buy $
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ACA System

Sawtooth Software, Inc. p. 93 ● ● GUI ● ● ● ●

AskAnywhere

Senecio Software, Inc. p. 93 ● ● ● ● ● GUI ● ● ● ● ● Lease $$

Askia

ASKIA p. 80 ● ● ● ● ● ● ● ● ●

Bellview Fusion

Pulse Train Ltd. p. 90 ● Both ● ● Either

CBC System

Sawtooth Software, Inc. p. 93 ● ● GUI ● ● ● ● ●

Ci3 System

Sawtooth Software, Inc. p. 93 ● Both ● ● ● ●

Confirmit

FIRM INC. p. 83 ● GUI ● ● ● ● ● ● ● ● ●

Dub InterViewer

NEBU b.v. p. 89 ● GUI ● ● ● ● ● ● Lease

Eform

Beach Tech Corporation p. 80 ● ● Both ● ● ● ● ● ● ● ● Either

Hosted Survey

Hostedware p. 84 ● Both ● ● ● ● ● ● ● ● Either

Interviewer

VOXCO p. 97 ● ● Both ● ● ● ● ● ● ● Either

IT CATI/CAPI/Web

Interview Technology p. 84 ● ● ● ●

MI Pro Research Studio

MI Pro USA, Inc. p. 88 ● Both ● ● ● ● ● ● ● ● ● Either

Mobile Memoir

Mobile Memoir, LLC p. 88 ● ● ● ● Either

MR Interview

SPSS Inc. p. 94 ● ● Both ● ● ● ● ● ● ● ● Either $$$$

NET-MR Suite

Global Market Insite, Inc. (GMI) p. 84 ● ● ● ● GUI ● ● ● ● ● ● ● ● ●

NIPO Interview System

NIPO Software p. 89 ● Both ● ● ● ● ● ● ● ● Lease $$

QPSMR CATI

QPSMR Limited p. 92 ● Both ● ● ● ● ● ● ● ● Lease $$$$

Design
ToolIntegrated Interviewing Software

$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+
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Quanquest

SPSS Inc. p. 94 ● GUI ● ● ● ● ● ● Buy $$

Raosoft EZSurvey

Raosoft, Inc. p. 92 ● GUI ● ● ● ● ● ● ● Buy $

Raosoft SurveyWin

Raosoft, Inc. p. 92 ● GUI ● ● ● ● ● ● ● ● ● ● ● Buy $

Results for Research 6.0

RONIN Corporation p. 92 ● ● Both ● ● ● ● Buy

SNAP Professional

Snap Survey Software p. 94 ● GUI ● ● ● ● ● ● ● ● ● ● ● Buy

SSI Web

Sawtooth Software, Inc. p. 93 ● ● Both ● ● ● ● ●

StatPac for Windows

StatPac, Inc. p. 94 ● Syntax ● ● ● ● ● ● ● ● Buy $$

SumQuest

SumQuest Survey Software p. 96 ● GUI ● ● ● ● ● ● ● ● Buy $

Survey Genie

William Steinberg Consultants, Inc. p. 96 ● GUI ● ● ● ● ● ● ● Buy $

Survey Genie - Gold

William Steinberg Consultants, Inc. p. 96 ● GUI ● ● ● ● ● ● ● ● Buy $

Survey Said for the Web

Marketing Masters p. 86 ● ● ● ● GUI ● ● ● ● ● ● ● Buy $$

Survey Said for Windows

Marketing Masters p. 86 ● GUI ● ● ● ● ● ● Buy

Survey Tools For Windows

William Steinberg Consultants, Inc. p. 96 ● GUI ● ● ● ● ● ● ● ● Buy $

SurveyPro

Apian Software p. 79 ● GUI ● ● ● ● ● ● ● ● ● ● ● Buy $$

SurveySolutions

Perseus Development Corporation p. 90 ● GUI ● ● ● ● ● ● ●

The Survey

Cybernetic Solutions  p. 82 ● GUI ● ● ● ● ● ● ●

The Survey System

Creative Research Systems p. 82 ● GUI ● ● ● ● ● ● ● ●

WinCATI 4.2 Mixed Mode

Sawtooth Technologies, Inc. p. 93 ● Both ● ● ● ● ● ● ● ● Buy

Design
ToolIntegrated Interviewing Software

$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+
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Abase
Advanced Data Research, Inc. p. 78 ● ● ● ● Both ● ● ● Yes Buy $$$$

ACA System
Sawtooth Software, Inc. p. 93 ● ● ● GUI ● ● ● Yes

AskAnywhere
Senecio Software, Inc. p. 93 ● ● ● ● ● ● ● ● GUI ● ● ● Yes Lease $$

Askia Face
ASKIA p. 80 ● ● Both ● ● ●

Bellview CAPI
Pulse Train Ltd. p. 90 ● ● Both ● ● ● Add-on Either

Blaise
Westat p. 98

CBC System
Sawtooth Software, Inc. p. 93 ● ● ● GUI ● ● ● Yes

Ci3 System
Sawtooth Software, Inc. p. 93 ● ● Both ● ● ● Yes

CONVERSO CAPI
CONVERSOFT (Axiom Software) p. 82 ● ● ● ● Both ● ● ● Yes Either

CONVERSO CASI
CONVERSOFT (Axiom Software) p. 82 ● ● ● ● Both ● ● ● Either

CONVERSO Pocket
CONVERSOFT (Axiom Software) p. 82 ● Both Yes Either

CVA System
Sawtooth Software, Inc. p. 93 ● ● GUI ● ● ● Yes

DialQ
TeleSage, Inc. p. 96 ● ● GUI ● Add-on Buy $$$

Digivey Survey Suite™

Diatouch, Inc. p. 82 ● ● ● ● GUI ● ● ● Yes Buy $$

Dub InterViewer
NEBU b.v. p. 89 ● ● ● ● GUI ● ● ● Add-on Lease

Eform
Beach Tech Corporation p. 80 ● ● ● ● Both ● ● Yes Either

Entryware
SPSS Inc. p. 94 ● ● GUI Add-on Buy $$

Entryware
Techneos Systems Inc. p. 96 ● ● ● Both Yes Either

eSurveyor 4.0 Open
Halogen Software Inc. p. 84 ● ● ● ● GUI ● Yes Lease $$$$

eSurveyor 5.0 Domino
Halogen Software Inc. p. 84 ● ● ● ● GUI ● Yes Lease $$$$

Hosted Survey
Hostedware p. 84 ● ● ● Both ● ● ● Add-on Either

IdeaMap®.Net
Moskowitz Jacobs Inc. p. 88 ● ● GUI ● ● ● Yes Lease $$$

Inet-On-Line
Research.Net, Inc. p. 92 Either

Interview & Analysis Program
Comstat Research Corporation p. 82

Interviewer CAPI
VOXCO p. 97 ● ● ● ● ● Both ● ● ● Yes Either $$

IT CATI/CAPI/Web
Interview Technology p. 84
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MI Pro Research Studio
MI Pro USA, Inc. p. 88 ● ● Both ● ● ● Add-on Either

Mobile Memoir
Mobile Memoir, LLC p. 88 ● ● Both Yes Either

NET-CAPI
Global Market Insite, Inc. (GMI) p. 84 ● ● ● ● ● ● GUI ● ● ● Yes

NIPO CAPI System
NIPO Software p. 89 ● ● ● ● Both ● ● ● Add-on Lease $$$$

QPSMR CATI
QPSMR Limited p.92 ● Both ● ● ● Lease $$$$

QPSMR INSIGHT
QPSMR Limited p.92 ● ● Both ● ● ● Yes Lease $$

Raosoft EZSurvey
Raosoft, Inc. p. 92 ● ● ● GUI ● ● ● Yes Buy $

Raosoft InterForm
Raosoft, Inc. p. 92 ● ● GUI ● ● ● Yes Buy $$$$

Raosoft SurveyWin
Raosoft, Inc. p. 92 ● ● ● GUI ● Add-on Buy $

Reform
Anyware Mobile Solutions p. 78 ● ● ● GUI ● ● Yes

Reply
Fleetwood Group, Inc. p. 83 ● ● ● GUI ● ● ● No

Results for Research 6.0
RONIN Corporation  p. 92 ● ● ● ● ● Both ● ● ● Yes Buy

SmartQ
TeleSage, Inc. p. 96 ● ● GUI ● Add-on Buy $$$$

SNAP Professional
Snap Survey Software p. 94 ● ● GUI ● Yes Buy

SSI Web
Sawtooth Software, Inc. p. 93 ● ● ● Both ● ● ● Yes

StyleMap™.Net
Moskowitz Jacobs Inc. p. 88 ● ● GUI ● ● ● Yes

SURVENT
CfMC p. 80 ● ● Syntax Yes

Survey Genie
William Steinberg Consultants, Inc. p. 96 ● ● GUI Yes Buy $

Survey Genie - Gold
William Steinberg Consultants, Inc. p. 96 ● ● GUI Yes Buy $

Survey Tools For Windows
William Steinberg Consultants, Inc. p. 96 ● ● GUI Yes Buy $

SurveyPro
Apian Software p. 79 ● ● ● GUI ● Yes Buy $$

The Survey System
Creative Research Systems p. 82 ● ● ● GUI ● ● ● Yes

The Survey System - CATI
Creative Research Systems p. 82 ● ● GUI ● ● ● Yes

Touchview Survey Solution
Touchview Survey Solutions p. 96 ● ● ●

WinQuery
The Analytical Group, Inc. p. 78 ● ● Both ● ● ● Yes Buy $$$
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Askia Voice

ASKIA p. 80 ● Both ● ● Yes

Bellview CATI

Pulse Train Ltd. p. 90 ● Both ● ● Add-on Either

Blaise

Westat p. 98

Confirmit

FIRM INC. p. 83 ● ● GUI ● Yes

CONVERSO CATI

CONVERSOFT (Axiom Software) p. 82 ● Both ● ● Yes Either

Dub InterViewer

NEBU b.v. p. 89 ● ● GUI ● ● Yes Lease

Eform

Beach Tech Corporation p. 80 ● ● Both Yes Either

Interview & Analysis Program

Comstat Research Corporation p. 82

Interviewer CATI

VOXCO p. 97 ● ● Both ● ● Yes Either $$

Ioxphere

Xorbix Technologies, Inc. p. 98 ● ● GUI Yes Either

IT CATI/CAPI/Web

Interview Technology p. 84

Itracks Online CATI

Itracks p. 86 ● Both

MI Pro Research Studio

MI Pro USA, Inc. p. 88 ● Both ● Add-on Either

NET-CATI

Global Market Insite, Inc. (GMI) p. 84 ● ● ● ● GUI ● ● Yes

NIPO CATI System

NIPO Software p. 89 ● Both ● ● Add-on Lease $$$$

QPSMR CATI

QPSMR Limited p. 92 ● Both ● ● Yes Lease $$$$

Quancept CATI

SPSS Inc. p. 94 ● GUI ● ● Either $$$$

Raosoft EZSurvey

Raosoft, Inc. p. 92 ● GUI ● Add-on Buy $

Raosoft InterForm

Raosoft, Inc. p. 92 ● GUI ● Add-on Buy $$$$

Raosoft SurveyWin

Raosoft, Inc. p. 92 ● GUI ● Add-on Buy $

Results for Research 6.0

RONIN Corporation p. 92 ● ● Both ● ● Yes Buy
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CATI Features Purchasing

Software Title/
Company/Listing page#

Design
ToolOperating SystemCATI Software

SNAP Professional

Snap Survey Software p. 94 ● GUI Yes Buy

StatPac for Windows

StatPac, Inc. p. 94 ● Both Yes Buy $$

SumQuest

SumQuest Survey Software p. 96 ● GUI Buy $

SURVENT

CfMC p. 80 ● ● ● ● Syntax ● ● Yes Lease

Survey Said for the Web

Marketing Masters p. 86 ●

Survey Said for Windows

Marketing Masters p. 86 ●

SurveyPro

Apian Software p. 79 ● GUI Yes Buy $$

Sysurvey.com

SySurvey p. 96 ● GUI Yes Lease

TelAthena

TelAthena Systems LLC p. 96

Telescript 5.5

Digisoft Computers, Inc. p. 83 ● ● GUI ● Add-on Buy

The Survey

Cybernetic Solutions p. 82 ● GUI ● Yes

The Survey System

Creative Research Systems p. 82 ● GUI ● Yes

The Survey System - CATI

Creative Research Systems p. 82 ● GUI ● Yes

WinCati 4.2

Sawtooth Technologies, Inc. p. 93 ● Both ● ● Yes Buy

WinQuery

The Analytical Group, Inc. p. 78 ● Both ● ● Yes Buy $$$
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Operating System Web Interviewing Features Purchasing

Software Title/
Company/Listing page#

ARCS®

ARCS® IVR Systems p. 79 GUI Web ● ● ● Either $$$$

ACA System
Sawtooth Software, Inc. p. 93 ● ● GUI Web ● Yes ●

AskAnywhere
Senecio Software, Inc. p. 93 ● ● ● ● ● GUI Both ● Yes ● Lease $$

Askia Web
ASKIA p. 80 ● GUI ● ● Yes

BayaSoft Custom Development
BayaSoft LLC p. 80 ● Both ● ● Yes Lease

BayaSoft RTD - Real Time Data
BayaSoft LLC p. 80 ● Both ● ● Yes ● Lease

BayaSoft RTR - Real Time Reporting
BayaSoft LLC p. 80 ● Both ● ● Yes ● Lease

BayaSoft SMS - Sample Management Svce.
BayaSoft LLC p. 80 ● Both ● ● Yes ● Lease

Bellview Web
Pulse Train Ltd. p. 90 ● Both Web ● ● Add-on Either

Blaise
Westat p. 98

Bulletin Board Focus Groups
Itracks p. 86 ● GUI Web ● Yes ●

CBC System
Sawtooth Software, Inc. p. 93 ● ● GUI Web ● Yes ●

Confirmit
FIRM INC. p. 83 ● Both Both ● ● Yes ●

CONVERSO CAWI
CONVERSOFT (Axiom Software) p. 82 ● Both Web ● ● Yes ● Either

Dub InterViewer
NEBU b.v. p. 89 ● ● GUI Web ● ● Add-on Lease

Eform
Beach Tech Corporation p. 80 ● ● Both ● ● Yes

eSurveyor 4.0 Open
Halogen Software Inc. p. 84 ● ● GUI Web ● Yes ● Lease $$$$

eSurveyor 5.0 Domino
Halogen Software Inc. p. 84 ● GUI Web ● Yes ● Lease $$$$

eTelescipt
Digisoft Computers, Inc. p. 83 ● GUI Web ● ● Buy

Eval Builder
Your Perceptions p. 98 ● ● Both Both ● Yes ● Lease

FlexiQuest
Weeks Computing Services p. 98 ● Both Web ● ● Add-on ●

Hosted Survey
Hostedware p. 84 ● Both Both ● ● Add-on ● Either

Hosterd Survey Lite
Hostedware p. 84 ● Web

IdeaMap®.Net
Moskowitz Jacobs Inc. p. 88 ● GUI Web ● ● Yes

Inet-On-Line
Research.Net, Inc. p. 92 Either

Inquisite Web Survey System
Inquisite Inc. p. 84 ● ● GUI Web ● ● Yes ● Either $$$$

InsightExpress
InsightExpress, LLC p. 84 ● Both Both ● ● Yes ● Lease

Web Interviewing Software Solutions Design
Tool
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Operating System Web Interviewing Features Purchasing

Software Title/
Company/Listing page#

Web Interviewing Software Solutions Design
Tool

InsightPanels
InsightExpress, LLC p. 84 ● Both Both ● ● Yes ● Buy

InstantSurvey
NetReflector, Inc. p. 89 ● Both Both ● ● Yes ●

Intellisurvey
Intellisurvey, Inc. p. 84 ● Both Web ● ● Yes ●

Internet Survey Machine
Marketing Masters p. 86 ● GUI Web ● Yes ● Buy $$$$

Interview & Analysis Program
Comstat Research Corporation p. 82

Interviewer Web
VOXCO p. 97 ● Both Web ● ● Yes ● Either $$

Ioxphere
Xorbix Technologies, Inc. p. 98 ● ● ● GUI Both ● ● Yes Either

iQ
TeleSage, Inc. p. 96 ● GUI Both ● ● Add-on ● Buy $$$

IT CATI/CAPI/Web
Interview Technology p. 84

Itracks Online Surveys
Itracks p. 86 ● Both Web ● ● Yes ●

MI Pro Research Studio
MI Pro USA, Inc. p. 88 ● Both Web ● ● Add-on ● Either

Mobile Memoir
Mobile Memoir, LLC p. 88 ● Both Web ● Yes ● Either

MR Interview
SPSS Inc. p. 94 ● Both Both ● ● Yes Either $$$$

NET-Survey
Global Market Insite, Inc. (GMI) p. 84 ● ● ● ● GUI Web ● ● Yes ● Either

NIPO Web Interview System
NIPO Software p. 89 ● Both Both ● ● Yes ● Lease $$

Online Focus Groups
Itracks p. 86 ● GUI Web ● Yes ●

Opinio
ObjectPlanet AS p. 89 ● ● ● ● ● Both ● Yes ● Either $

Pop-Up Survey Software
SurveySite Market Research p. 96

QueryWeb
The Analytical Group, Inc. p. 78 ● Both Web ● ● Yes ● Buy $$$$

QuestionPro
QuestionPro.com p. 92 ● GUI Web ● ● Yes ● Either $$

Raosoft EZSurvey
Raosoft, Inc. p. 92 ● GUI Both ● Add-on Buy $

Raosoft InterForm
Raosoft, Inc. p. 92 ● GUI Web ● Add-on Buy $$$$

RelevantView
RelevantView, LLC p. 92 ● ● GUI Web ● ● Yes ●

Remark Web Survey Professional
Principia Products p. 90 ● Both Both ● Buy $$

Remark Web Survey Standard
Principia Products p. 90 ● Both Both ● Yes Buy $$

Results for Research 6.0
RONIN Corporation p. 92 ● Both Web ● ● Yes ● Buy

Rogator 6.3
Rogator AG p. 92 ● ● GUI ● ● Yes

$ = $0-$500 $$ = $501-$1500 $$$ = $1501-$2500 $$$$ = $2500+
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Operating System Web Interviewing Features Purchasing

Software Title/
Company/Listing page#

SatisfactionExpress
InsightExpress, LLC p. 84 ● Both Both ● ● Yes ● Lease $$$$

Sensus Web
Sawtooth Technologies, Inc. p. 93 ● Both Web ● ● Yes Buy

SNAP Internet
Snap Survey Software p. 94 ● GUI E-mail ● Add-on Buy

SNAP Professional
Snap Survey Software p. 94 ● GUI Both ● Yes Buy

SSI Web
Sawtooth Software, Inc. p. 93 ● GUI Both ● ● Yes

StatPac for Windows
StatPac, Inc. p. 94 ● Syntax Both ● Add-on Buy $$

StyleMap™.Net
Moskowitz Jacobs Inc. p. 88 ● GUI Web ● ● Yes

SumQuest
SumQuest Survey Software p. 96 ● GUI Both Yes Buy $

Survey Console
QuestionPro.com p. 92 ● GUI Both ● ● Yes ● Lease $

Survey Genie - Gold
William Steinberg Consultants, Inc. p. 96 ● GUI Both Yes Buy $

Survey Said for the Web
Marketing Masters p. 86 ● GUI Both Yes Buy $$

Survey Said for Windows
Marketing Masters p. 86 ● GUI Both Yes Buy

Survey Select Expert
SurveyConnect, Inc. p. 96 ● GUI Both ● Yes Buy $$

Survey Tools For Windows
William Steinberg Consultants, Inc. p. 96 ● GUI Both Yes Buy $

surveyNgine.com
Database Sciences, Inc. p. 82 ● Yes

SurveyPro
Apian Software p. 79 ● GUI Both ● ● Yes ● Buy $$

SurveySolutions
Perseus Development Corporation p. 90 ● GUI Both ● ● Yes

SurveyWriter
SurveyWriter® p. 96 ● GUI Web ● ● Yes ● Either $

Sysurvey.com
SySurvey p. 96 ● GUI Both ● ● Yes ● Lease

The Survey
Cybernetic Solutions p. 82 ● GUI Both ● Yes

The Survey System
Creative Research Systems p. 82 ● GUI Both ● ● Yes ●

The Survey System - Web
Creative Research Systems p. 82 ● GUI Both ● ● Yes ●

Ultimate Survey
Prezza Technologies, Inc. p. 90 ● GUI Both ● ● Add-on ● Buy $$

Walker Smart Loyalty® System
Walker Information p. 97 ● ● ● Both Web ● Yes ● Lease $$$$

WebSURVENT
CfMC p. 80 ● ● ● ● Syntax Web ● ● Add-on Lease

WebSurveyor 5.0
WebSurveyor Corporation p. 97 ● GUI Both ● ● Yes ● Buy $$

Web Interviewing Software Solutions Design
Tool
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O p era t ing Syst e m Scan Types Purchasing

Software Title/
Company/Listing page#

FeaturesPaper-Based/Scan Survey Software Design
Tool

Bellview Scan
Pulse Train Ltd. p. 90 ● GUI ● ● ● ● ● Add-on Either

Confirmit
FIRM INC. p. 83 ● GUI Yes

DDES 7.0
Tragon p. 96 ● GUI Add-on

Documents for Forms
ReadSoft, Inc. p. 92 ● GUI ● ● ● ● ● Add-on Buy $$$$

Eform
Beach Tech Corporation p. 80 ● ● Both ● ● Yes Either

ExpertScan
AutoData Systems p. 80 ● GUI ● ● ● ● Yes Buy $$$

FAQSS
Optimum Solutions Corp. p. 89 ● GUI ● ● ● ● ● Yes Lease $$$$

FLIPS
Scantron p. 93 ● ● ● ●

Inquisite Web Survey System
Inquisite Inc. p. 84 ● ● GUI ● Yes Either $$$$

MI Pro Research Studio
MI Pro USA, Inc. p. 88 ● Both ● Add-on Either

MR Paper
SPSS Inc. p. 94 ● GUI ● ● ● ● ● Buy $$

MR Scan/MR Paper
SPSS Inc. p. 94 ● Both ● ● ● ● ● Add-on Either $$$$

Net-Paper
Global Market Insite, Inc. (GMI) p. 84

Raosoft SurveyWin
Raosoft, Inc. p. 92 ● GUI ● ● Yes Buy $

Remark Classic OMR
Principia Products p. 90 ● GUI ● ● ● Yes Buy $

Remark Office OMR
Principia Products p. 90 ● GUI ● ● Yes Buy $$

Scannable Office
AutoData Systems p. 80 ● GUI ● ● ● ● ● No Buy $$$$

SNAP Professional
Snap Survey Software p. 94 ● GUI ● ● Yes Buy

SNAP Scanning
Snap Survey Software p. 94 GUI ● ● Yes Buy

SumQuest
SumQuest Survey Software p. 96 ● GUI Yes Buy $

Survey Genie
William Steinberg Consultants, Inc. p. 96 ● GUI Yes Buy $

Survey Genie - Gold
William Steinberg Consultants, Inc. p. 96 ● GUI Yes Buy $

Survey Plus 2000
AutoData Systems p. 80 ● GUI ● ● ● Yes Buy $$

Survey Said for the Web
Marketing Masters p. 86 ● GUI ● Yes Buy $$$

Survey Said for Windows
Marketing Masters p. 86 ● GUI ● ● Yes Buy

Survey Select Expert
SurveyConnect, Inc. p. 96 ● GUI Yes Buy $$

Survey Tools For Windows
William Steinberg Consultants, Inc. p. 96 ● GUI Yes Buy $

SurveyPro
Apian Software p. 79 ● GUI ● ● Yes Buy $$

SurveySolutions
Perseus Development Corporation p. 90 ● GUI Yes

TELEform
Scantron p. 93 ● ● ● ●

The Survey System
Creative Research Systems p. 82 GUI ● Yes
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Software Title/
Company/Listing page#

Miscellaneous Software

ARCS®

ARCS® IVR Systems p. 79 ●

2D VOG

SensoMotoric Instruments p. 93 ●

3D VOG

SensoMotoric Instruments p. 93 ●

ARC GIS9 Business Analyst

ESRI Business Information Solutions p. 83 ●

ARGUS Perceptual Mapper

Spring Systems p. 94 ● ●

Arthur

The Analytical Group, Inc. p. 78 ●

ASDE Survey Sampler - Canada

ASDE Survey Sampler p. 79 ●

ASDE Survey Sampler - USA

ASDE Survey Sampler p. 79 ●

BrandMap

WRC Research Systems, Inc. p. 98 ●

BrandProfiler

WRC Research Systems, Inc. p. 98 ●

BrandTrend

WRC Research Systems, Inc. p. 98 ●

Bulletin Board Focus Groups

Itracks p. 86 ●

CAPI Manager

VOXCO p. 97 ●

CART

Salford Systems p. 92 ●

Clementine

SPSS Inc. p. 94 ●

Community Coder

ESRI Business Information Solutions p. 83 ● ●

ConsumerPoint

Claritas Inc. p. 80 ● ●

Cutom Panel Building

Itracks p. 86 ●

Data Tailor

MDSS p. 86 ● ● ● ●

DataFit/DataFit X

Oakdale Engineering p. 89 ●

DecisionPad

Apian Software p. 79 ●

DialQ Tele

Sage, Inc. p. 96 ●

Dub Panel Man

NEBU b.v. p. 89 ● ●
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Software Title/
Company/Listing page#

Miscellaneous Software

DynaMap/Census

Geographic Data Technology, Inc. p. 84 ●

East 3.0

Cytel Software p. 82 ●

E-Scrub

PDPC, Ltd. p. 90 ●

ESPRI

Information Tools Ltd. p. 84 ● ●

E-Tabs Enterprise

E-Tabs p. 83 ●

E-Tabs Interactive

E-Tabs p. 83 ● ●

E-Tabs Lite Reader

E-Tabs p. 83 ● ●

E-Tabs Professional Reader

E-Tabs p. 83 ●

E-Tabs Web

E-Tabs p. 83 ● ●

E-Tabs Writer

E-Tabs p. 83 ● ●

Eval Builder

Your Perceptions p. 98 ●

EzMedia Plan

New Age Media Systems, Inc. p. 89 ● ●

Forecast Pro

Business Forecast Systems p. 80 ●

Forecast Pro Unlimited

Business Forecast Systems p. 80 ●

Forecast Pro XE

Business Forecast Systems p. 80 ●

GENESYS Sampling Systems

GENESYS Sampling Systems p. 84 ●

GENESYS-Plus

GENESYS Sampling Systems p. 84 ●

HARMONI

Information Tools Ltd. p. 84 ● ●

Headliner

Austin NameStormers p. 80 ●

iMARK

Claritas Inc. p. 80 ● ●

iMARK Online

Claritas Inc. p. 80 ● ●

i-measure

Modern Survey, Inc. p. 88 ● ●

InsightPanels

InsightExpress, LLC p. 84 ● ●
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Software Title/
Company/Listing page#

Miscellaneous Software

InstantSurvey

NetReflector, Inc. p. 89 ●

Ioxphere

Xorbix Technologies, Inc. p. 98 ● ●

IPSS

Senecio Software, Inc. p. 93 ●

iViewX

SensoMotoric Instruments p. 93 ●

iXPRESS

Claritas Inc. p. 80 ● ●

KMRQuest

Kantar Media Group (KMR) p. 86 ● ● ●

LogXact

Cytel Software p. 82 ●

MapInfo

Tetrad Computer Applications, Inc. p. 96 ●

MapInfo Professional/MapX

MapInfo Corporation p. 86 ●

MapPoint

Tetrad Computer Applications, Inc. p. 96 ●

Maptitude

Caliper Corporation p. 80 ●

Maptitude for Redistricting

Caliper Corporation p. 80 ●

Maptitude for the Web

Caliper Corporation p. 80 ●

MarketMiner

MarketMiner, Inc. p. 86 ●

MARS

Salford Systems p. 92 ●

MI Pro Research Studio

MI Pro USA, Inc. p. 88 ● ● ● ● ● ● ●

Microtab XP 2005 - Charting Module

Microtab, Inc. p. 88 ●

Microtab XP 2005 - Professional Edition

Microtab, Inc. p. 88 ●

Microtab XP 2005 - Standard Edition

Microtab, Inc. p. 88 ●

Microtab XP 2005 SPSS Module

Microtab, Inc. p. 88 ● ●

MiningSolv

Decision Suppoprt Sciences p. 82 ●

MktSIM

Spring Systems p. 94 ●

M-Link

The Analytical Group, Inc. p. 78 ●
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Software Title/
Company/Listing page#

Miscellaneous Software

MPE Data Entry & Editing

DATAN, Inc. p. 82 ●

mr Studio

SPSS Inc. p. 94 ● ●

MR Translate

SPSS Inc. p. 94 ●

MRDCL

M a rke t ing & Rese a rch Data Consultants p. 8 6 ●

MrHUB

M a rke t ing & Rese a rch Data Consultants p. 8 6 ● ●

mTAB Research Analysis System

PAI-Productive Access, Inc. p. 89 ● ●

N6 (formerly NUD*IST 6)

QSR International p. 92 ●

NamePro

Austin NameStormers p. 80 ●

Nebu Office Suite

NEBU b.v. p. 89 ●

Net-ACA

Global Market Insite, Inc. (GMI) p. 84 ●

Net-DB

Global Market Insite, Inc. (GMI) p. 84 ●

NET-Focus

Global Market Insite, Inc. (GMI) p. 84 ●

Net-Panel

Global Market Insite, Inc. (GMI) p. 84 ●

NVIVO

QSR International p. 92 ●

Online Focus Groups

Itracks p. 86 ●

OnTraq

M a rke t ing & Rese a rch Data Consultants p. 8 6 ●

PASS

Dataxiom Software, Inc. p. 82 ●

PCensus

Tetrad Computer Applications, Inc. p. 96 ●

PEER Forecaster

Delphus, Inc. p. 82 ●

PEER Planner for Windows

Delphus, Inc. p. 82 ●

Perception Analyzer

MSInteractive - Perception Analyzer p. 88 ●

Postal Carrier Route Polygons

Sammamish Data Systems, Inc. p. 93 ●

Power & Precision

Dataxiom Software, Inc. p. 82 ●
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Software Title/
Company/Listing page#

Miscellaneous Software

PrefSolv
Decision Suppoprt Sciences p. 82 ●

PRO-T-S Telephony Systems
PRO-T-S Telephony Systems p. 90 ●

P-STAT
P-STAT, Inc. p. 90 ● ●

QBAL
Jan Werner Data Processing p. 98 ●

QGEN
Jan Werner Data Processing p. 98 ●

Q-Leap
The Analytical Group, Inc. p. 78 ●

QPSMR REFLECT
QPSMR Limited p.92 ●

Qualboard
20/20 Research - Online p. 97 ●

QuestionPro
QuestionPro.com p. 92 ● ●

Quick Tally
Quick Ta l ly Au dience Response Syst e m s , I n c . p .9 2 ●

Raosoft EZReport
Raosoft, Inc. p. 92 ●

Raosoft EZSurvey
Raosoft, Inc. p. 92 ●

Raosoft InterForm
Raosoft, Inc. p. 92 ●

Raosoft SurveyWin
Raosoft, Inc. p. 92 ●

Reply
Fleetwood Group, Inc. p. 83 ● ●

Report Direct

M a rke t ing & Rese a rch Data Consultants p. 8 6 ●

Research Reporter
Insight Marketing Systems Pty. Ltd. p. 84 ● ● ● ●

Research Tracker II
MDSS p. 86 ● ● ● ● ●

Research Tracker II for Medical Respo n d e n t s
MDSS p. 86 ● ● ● ● ●

Rog Panel
Rogator AG p. 92 ● ●

RV2
Able Software Corp. p. 78 ●

SegmentSolv
Decision Suppoprt Sciences p. 82 ●

SendQ
TeleSage, Inc. p. 96 ● ●

Smart Forecasts
Smart Software, Inc. p. 93 ●

Snap Express
Snap Software p. 94 ●

Snap3
Snap Software p. 94 ●
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Software Title/
Company/Listing page#

Miscellaneous Software

Snapline
Snap Software p. 94 ●

Snaptrac
Snap Software p. 94 ●

SOLAS
Dataxiom Software, Inc. p. 82 ●

Sp-Link
The Analytical Group, Inc. p. 78 ●

SPSS Text Analysis for Surveys
SPSS Inc. p. 94 ●

SSI - SNAP
Survey Sampling International p. 96 ●

Statistics Calculator
StatPac, Inc. p. 94 ●

StatXact
Cytel Software p. 82 ●

StatXact Procs for SAS Users
Cytel Software p. 82 ●

SuperCROSS
Alta Plana Corporation p. 78 ● ● ●

SuperSTAR
Alta Plana Corporation p. 78 ● ● ●

SuperWeb
Alta Plana Corporation p. 78 ● ●

Surview Sales Development
Bruce Bell & Associates, Inc. p. 80 ●

Tactician Online
Tactician Corporation p. 96 ●

The Rite Site
Easy Analytic Software, Inc. p. 83 ●

TransCAD
Caliper Corporation p. 80 ●

Trial Map
Spring Systems p. 94 ●

Turbo Spring-Stat
Spring Systems p. 94 ● ●

USORT
The Uncle Group, Inc. p. 97 ●

Vertical Mapper
Tetrad Computer Applications, Inc. p. 96 ●

Vital Security
Finjan Software p. 83

WinLink
The Analytical Group, Inc. p. 78 ●

WordCruncher
Hamilton-Locke, Inc. p. 84 ● ● ● ● ●

Xsight
QSR International p. 92 ●

Zipfind
Xionetic Technologies, Inc. p. 98 ●
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l evel of certification they qualify for and any adva n c e-
ment cri t e ri a . In instances where the certification staff
feels it cannot properly gauge an applicant’s qualifica-
t i o n s , the application will be submitted to a cert i f i c a-
tion rev i ew committee made up of industry vo l u n t e e rs
for further consideration.

Once a certification level is conferre d , the re s e a rc h e r
has two choices: he or she can maintain a cert i f i c a t i o n
l evel by accruing contact hours through taking re l e-
va n t , a p p roved cours e s ; or he or she can advance to
n ew levels by earning a specified amount of continu i n g
education units.

While there are definite standards that must be met
for the education component of the pro c e s s , the MRA
has wisely left broad the list of acceptable outlets by
including entities such as the MRII or the re s e a rc h
p rogram at the Unive rsity of Georgia along with asso-
c i a t i o n - s p o n s o red events and training from firms like
the Burke Institute or RIVA .

I m p rove the view
The idea of certification is not a new one, h aving been
bandied about in va rious forms many times. But a few
ye a rs ago, as the MRA board of dire c t o rs searched for
ways to enhance the external view of the pro f e s s i o n
while also improving from within, the drive for cert i f i-
cation gained re n ewed energy.

Another impetus was the increasing level of gove rn-
ment attention towa rd a profession that had long oper-
ated under the radar, s ays Elyse Gammer, MRA opera-
tions officer.“ For many ye a rs few people in gove rn-
ment paid attention to this industry. But as the amount
of money spent on re s e a rch has grown and the nu m b e r
of laws dealing with privacy has incre a s e d , the gove rn-
ment started paying more attention. One of the things
that spurred the board on was the increasing like l i h o o d
of gove rnment re g u l a t i o n .We felt that our pro f e s s i o n
would be on a much better footing in the eyes of re g u-
l a t o rs if we self-re g u l a t e. So the goal of showing the
g ove rnment that we are self-regulating rose in impor-
tance to almost equal the goal of elevating the level of
the profession in the consumer’s eye s ,” Gammer say s .

Gammer and MRA Director of Programs Linda
S c h o e n b o rn wo r ked with MRA Exe c u t ive Dire c t o r
L a rry Hadcock and a horde of other staff and vo l u n-
t e e rs to create the PRC progr a m . H a d c o c k , who has
e x p e rience developing certification programs for other
associations outside the re s e a rch industry, s ays the
p rocess usually takes three ye a rs . “ T h e re is normally a
big learning curve to develop a progr a m . But this pro-
gram was the fastest I’ve ever been invo l ved in putting
t og e t h e r.O n e, we had Elyse and Linda, who are
k n ow l e d g e a ble about the profession and the industry
o r g a n i z a t i o n s .And two, we had an outstanding gro u p
of vo l u n t e e rs who gave us a lot of hours of wo r k . A n d
as a result we we re able to put the program together in

nine months,” he say s .
“ E ve ryone invo l ved was inspired to work on it

because they saw the value in what we we re doing and
we re so support ive of the whole idea,” S c h o e n b o rn
s ay s .

S p read the wo rd
The MRA is searching for a PR firm to help spre a d
the wo rd about the certification progr a m . In addition,
at industry confere n c e s , e f f o rts will be made to hold
events of interest to the mainstream media, d u ri n g
which the PRC program will be mentioned, in the
hopes that the public will eventually become fa m i l i a r
with the idea of certified re s e a rc h e rs . And as the indus-
t ry responds to suggers and other pro bl e m s , s p o ke s p e o-
ple will urge the public to look for certification as a
way to tell the legitimate re s e a rc h e rs from the bog u s
o n e s .

Hadcock says that one hoped-for fringe benefit of
the program is to stem the tide of declining re s p o n d e n t
c o o p e r a t i o n .“One of the underlying issues is still the
p ro blem of respondent cooperation.We feel that as the
p rogram matures and re s e a rc h e rs are keeping their
skills up, using best practices, we will see some re t u rn
in the form of an increase in respondent cooperation,”
he say s .

M o re information on the program can be found at
w w w. m r a - n e t . o r g . |Q
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One of the things I’ve long
a d m i red about the
re s e a rch industry is its

commitment to making things bet-
t e r. F rom the high level of know l-
e d g e - s h a ring that I see at industry
c o n f e rences to pro a c t ive efforts on
training and education and thwa rt-
ing potentially damaging legi s l a-
t i o n , re s e a rc h e rs and the organiza-
tions they belong to all seem to be
working towa rd a common set of
g o a l s : m a ke re s e a rch more effective
as a business tool; s t rive to define
and refine best practices; a n d
s h ow gove rnment and con-
s u m e rs that there is a
m a r ked difference betwe e n
t rue marketing re s e a rch and
the sham ve rsions of it used
by dishonest marke t e rs .

F u rther evidence of this
d rive to thrive should come
late this month, when the
M a r keting Research A s s o c i a t i o n
(MRA) is scheduled to have final-
ized the Professional Researc h e r
C e rtification (PRC) progr a m .
Though the PRC program wa s
e s t a blished and will be administere d
by the MRA, it is the result of
months of hard work by a commit-
tee of re s e a rc h e rs from all segments
of the business (end users , re s e a rc h
design and analysis, and data collec-
tion and related services) - whose
m e m b e rs re p resent the va ri o u s

i n d u s t ry associations (MRA, t h e
Council for Marketing and
Opinion Researc h , the A m e ri c a n
M a r keting A s s o c i a t i o n , t h e
I n t e r a c t ive Marketing Researc h
O r g a n i z a t i o n , e t c.) - and educators
f rom the Unive rsity of Georgia and
the Marketing Research Institute
I n t e rn a t i o n a l .

G r a n d fa t h e red in
The first phase of the program will
be a two - year per iod during which
i n t e rested re s e a rc h e rs can apply and
be gr a n d fa t h e red in, as long as they
meet the cri t e ri a . After the two -
year peri o d , applicants will have to
t a ke a test in addition to submitting
the necessary documentary proof of

their level of professional education
and achieve m e n t .

The three certification segments
a re : data collection, re s e a rch suppli-
e rs / p rov i d e rs , and end users .Wi t h i n
the segments are sub-gro u p s . Fo r
e x a m p l e, data collection sub-gro u p s
include mall, t e l e p h o n e,o n l i n e, a n d
e t h n ographic re s e a rc h .And within
the subgroups are job titles such as
facility ow n e r, facility manager, e t c.

Applying for certification will be
a four-step pro c e s s :

Step 1: Applicants will view the
list of certification segments to

d e t e rmine the area in which
t h ey would like to apply for
c e rt i f i c a t i o n .

Step 2:T h ey complete and
f o r wa rd the application to
MRA headquart e rs .

Step 3:The MRA cert i f i c a-
tion staff will rev i ew the appli-

c a t i o n .
Step 4: If appro p ri a t e, the cert i f i-

cation staff confers cert i f i c a t i o n .
The staff will also advise the appli-
cant on the re q u i rements to main-
tain that certification and, if the
applicant chooses, to advance to the
next level of cert i f i c a t i o n .

One guiding principle of the pro-
gram is to consider both an appli-
c a n t ’s education and his or her
e x p e rience when determining the

By Joseph Rydholm, Quirk’s editor

A certifiably good idea

trade talk

continued on page 125
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