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Customer Satisfaction _________________________ _ 

On the right track 

CSi program helps GM dealers monitor customer 

A lmost anyone who regularly 
sends out surveys would rejoice 
if they received 1.5 million re­

sponses annually. But for General Mo­
tors, a number like that is nothing new. 
Since 1979, the automaker has logged a 
consistent 50-55% response rate to the 
nearly three million surveys it mails each 
year to measure customer satisfaction 
with GM dealers. 

Buyers of new GM cars and trucks 
receive the survey six months after the 
purchase of their vehicle. Designed to 
look like a personalized mail piece, each 
division's questionnaire package contains 
a cover letter signed by the divisional 
general manager and is mailed from a 
post office near the division's home of­
fice. 

Though primarily intended to measure 
customer satisfaction with the services of 
the dealer who sold the car or truck, the 
survey begins with questions on satis­
faction with the vehicle. These questions 
are followed by sections on: the perfor­
mance of the sales staff during and after 
the purchase; the delivery condition of 
the vehicle; how well the selling dealer 
handled any warranty service; overall 
satisfaction with the selling dealer; and 
an open-ended question asking custom­
ers to suggest ways to improve customer 
satisfaction at the dealership. 

I 
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Customer Satisfaction Index 
The results from the dealer survey­

which is one of many GM conducts with 
its customers-are tabulated and reported 
monthly to each dealer as part of GM's 
Customer Satisfaction Index (CSi) pro­
gram. The dealers receive a CSi report 
summarizing their performance in sev­
eral service areas during the previous 
three- and twelve-month periods. 

"The information is arranged into in­
dex ratings that are used to compare the 
dealer's performance on the overall mea­
sures and in specific areas to logical 
comparisons of other dealer and zone 
averages, so the dealer has a relative 
measure to compare his performance to," 
says John Corbets, manager of GM's 
Customer Satisfaction Studies. 

Not report cards 
One of GM's goals has been to show 

the dealers-some of whom view the CSi 
summaries as "report cards"-that the 
CSi program is not intended as a watch­
dog system but rather as an information 
and management tool that can help them 
improve their business by emphasizing 
customer satisfaction. (To further com­
municate this idea, GM last year changed 
to the lower-case "i" in CSi, Corbets says, 
to emphasize that customer satifaction­
and not the grading of dealer perfor­
mance-is the most important part of the 

program.) 
"The effort has not been to be punitive 

with the dealers because of their perfor­
mance, it's been to reinforce their ac­
tions. Reaction to this type of program is 

· logically going to be mixed. While the 
dealers who do well like the program, 
some of those who do the poorest try to 
find ways to discredit it. But our use of the 
information over time has shown the 
dealers our commitment to the program. 
They have seen the effort that we 've gone 
through to make it a legitimate and accu­
rate reflection of their performance. More 
and more dealers have bought into the 
process and used the program in a posi­
tive way, which is how it ' s intended to be 
used. 

"We do use it in a number of incentive 
activities where we have motivation and 
incentive contests that may be based on 
sales performance or service performance 
or a combination of the two. CSi is often 
used as one of the measures of the dealer's 
performance." 

Educating dealers 
Corbets says that a great deal of effort 

has been put into educating the dealers 
about the program's goals and making 
sure they understand its purpose and the 
benefits of customer satisfaction. This 
includes video presentations made to the 
dealers on customer satisfaction and CSi, 

Quirk's Marketing ResearchReview 



satisfaction 

how it functions , and how it relates to the 
dealer ' s business. 

"The best program in the world, the 
best information in the world, isn ' t effec­
tive unless it 's properly utilized. One of 
our biggest focuses with the dealer or­
ganization and the divisions is to encour­
age them to use the information to try to 
respond to special needs. 

"We have worked with the divisions to 
develop training programs and feedback 
to the dealer on the use of the informa­
tion. We encourage management at all 
levels of the company and especially 
within the divisions to refer to customer 
satisfaction and CSi performance as a 
priority in GM." 

Each of the General Motors divisions 
handles the dealership improvement ac­
tivities a little differently, Corbets says. 
For example, some have customer satis­
faction managers who will work with 
dealers specifically to improve their per­
formance in customer satisfaction. In 
others, the sales and service representa­
tives are empowered for dealership im­
provement in customer satisfaction ar­
eas. But the dealer must also be willing to 
participate in the process. 

"In general, the dealer needs to take the 
information we provide· and research it 
another step further to identify the causes 
of dissatisfaction. For example, when we 
ask (in the survey) about the attitude of 
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the service personnel, it may be that the 
dealer's lower ratings are attributable to 
one individual. So while we can identify 
the source of some dissatisfaction, the 
actual cause probably needs to be further 
researched." 

Dealers seeking more in-depth infor­
mation can contact GM for additional 
data and diagnostic information not found 
in the regular monthly reports. "If they 
see some things in their numbers that 
concern them, or that they'want to know 
more about, they can call us to get more 
information. The effort has been made to 
get away from (the CSi program) being 
strictly a report card to providing them 
with information they can use to help 
improve their customer satisfaction. And 
of course that applies all the way up 
through to the divisions and the corpora­
tion as well," Corbets says. 

All CSi reports and information are 
provided by Maritz Marketing Research, 

which has conducted the CSi program 
under GM's direction since its inception. 
Jim Stone, manager ofMaritz ' GM Cus­
tomer Satisfaction Center, says that Maritz 
has programmed the reporting system for 
maximum flexibility. 

"With so many users of the data 
throughout the GM organization we need 
to be able to respond quickly and effi­
ciently to almost any imaginable request 
for CSi-related information. We work 
closely with GM staff to provide the 
divisions, plants, and dealers with the 
information they need to continually im­
prove customer satisfaction." 

Ongoing analysis 
The information gathered through the 

CSi program has facilitated an ongoing 
analysis of the importance of customer 
satisfaction and its impact on various 

continued on p. 22 
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Data Processing 

Six questions to ask 
your supplier about 
multivariate analysis 
by Paul M. Gurwitz 

Editor's note: Paul Gurwitz is manag­
ing director of Renaissance Research & 
Consulting, New York. 

I n terms of analysis, market research 
has come a long way in a short time. 
Many of the statistical tools and 

techniques in common use today had not 
even been invented twenty years ago, and 
even as recently as five years ago, much 
of the new research technology was 
scorned by a large number of practitio­
ners as an impractical frill, rather than an 
integral part of most studies. 

However, the progress made in the 
area of research analysis has been a mixed 
blessing. In some cases, we have gone in 
a few years from one extreme: "Statisti­
cal analysis is a lot of hokum; I can 
analyze a study just as well using only 
cross-tabs!" to the other: "Statistical 
analysis is so easy, anybody can do it­
you just shove the data disk into the 
computer and press a button!" 

In the long run, the latter attitude is 
more dangerous than the former. While 
those who disdain any advanced analytic 
techniques will often produce a limited 
analysis which may not make the full use 
of the data they have, at least they know 
what they have. Those who use multiva­
riate techniques without being aware of 
the assumptions behind them may make 
fundamental misinterpretations of the 
results. 

This problem is aggravated by the 
growing practice among some suppliers 
to "throw in" multivariate analysis as a 
free bonus for conducting a study, sort of 
like the drinking glasses that gas stations 
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used to give away with a fill-up. The 
availability of menu-driven statistical 
programs for use in micro-computers 
makes this sort of thing possible, but no 
amount of twisting and turning can make 
it good research. 

The following is a list of questions that 
you, as the client, should ask the next time 
your research supplier generously offers 
to "run you a few multiple regressions for 
free ." Satisfactory answers to these ques­
tions should set your mind at ease regard­
ing the value of the free bonus you're 
getting. And, less than satisfactory an-

The approach that the 
supplier plans to use will 
hare a o rea the a rin o onlzow ,.., ,.., 

raluahle the results will he. 
Make sure that \'Off a o ree . ,.., 

with it. 

swers should start you worrying about 
the value of the free bonus you're getting. 

Question 1: Are the data being cleaned 
properly for this analysis? 

Practically no data set ever comes from 
the tab house ready for multivariate 
analysis. Even if the data have been 
cleaned in the data collection process, 
there are still extra steps to perform be­
fore it is ready to use, for example, in 
factor analysis. 

One of the most common problems in 
this area involves numeric coding. Often 
the way a variable is coded by a tab house 

is perfectly alright for cross-tabs, but will 
cause trouble for a multivariate analysis. 
For example, coding a five-point likeli­
hood scale with "1" as the highest point 
and "5" as the lowest is a common prac­
tice. Yet a technique like multiple re­
gression assumes that a "5" is higher than 
a " 1 ". If the variable is not recoded (or 
everyone who reads the results is not 
thoroughly familiar with the coding 
scheme), you might get what appear to be 
very strange results. 

Question 2: How are missing data 
handled? 

One of the most important differences 
between cross-tabular and multivariate 
analysis is in the handling of missing 
data-"don't know," "no answer," etc. 
With cross-tabs, the problem is relatively 
simple-different types of missing data 
are given their own categories, and tabu­
lated as separate stubs. 

However, this cannot be done in multi­
variate analysis, because techniques such 
as regression and discriminant need a 
valid value for every variable in the 
analysis. Instead, there are a number of 
useful strategies for dealing with missing 
data-for instance, substituting the vari­
able mean, ascribing a value based on 
valid values of other variables, using the 
existence of a missing value as a "check" 
variable to determine whether missing 
data might bias the analysis. 

There are also other "strategies" for 
dealing with missing values that are, un­
fortunately, in common use. These ap­
proaches are most often the "default" 
choice of statistical packages-that is, 
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the method chosen by the program if the 
operator simply "presses the button." The 
usage of either will most likely do vio­
lence to your analysis. 

The first of these is called listwise 
deletion: if a respondent has a missing 
value in any variable in the analysis, that 
respondent is simply dropped. There is an 
evident problem with this approach: since 
many multivariate analyses involve large 
numbers of variables, the probability of a 
respondent having missing information 
in at least one variable, and therefore 
being dropped, is quite high. This is the 
source of one of the most common prob­
lems in statistical analysis: analyses per­
formed on a small (and usually biased) 
fragment of the sample, because the rest 
of the sample has been excluded for miss­
ing values on as few as one variable. 

The second most common approach is 
called pairwise deletion. While the prob­
lems caused by this approach are not as 
obvious as those caused by listwise dele­
tion, they can severely distort the inter­
pretation of the results. This method re­
lies on the fact that most multivariate 
analyses are based on a correlation ma­
trix. When pairwise deletion is used, the 
program calculates each correlation in 
the matrix based on all respondents who 

have valid responses to the two variables 
being correlated. As a result, the analysis 
uses different sets of respondents when 
examining different variables. This can 
lead to extremely biased results, particu­
larly when, as is often the case, missing 
data are not randomly distributed through 
the sample. 

(;enerollr. these choices. 
kno~rn os d(/itults. H'eU' 
II /( /(I e h \' !It() s e H'" () H '/'()I e 
I" e I}/ '() g /'(II II I() fJ }'() \' i d (' (Ill 

onalrsis that is suited lo the 
"arl'rage" tn·ohl£'111 . '/his is 
solltl'lliing likl' huying a 
.. r Jlle - si=e ~fi'ts -a II" drl'ss- i I 
/J/(1\ ' 0('1/('J"(/11\' ('()\ ' ( ' /" !Ill' . ..... . 

area. hut it H'on't hl' "roll." 

Question 3: What program is the sup­
plier using? Will it do what you think it 
will? 

For example, when suppliers tell you, 

"I'll run you a cluster analysis," they 
really aren't telling you very much. There 
are four or five major statistical packages 
that perform cluster analysis, and count­
less smaller and stand-alone programs, as 
well. Each of them does something dif­
ferent when you use it to do "cluster 
analysis"-and some of them do things 
that you probably wouldn't like, if you 
knew about them. 

A clustering routine in one popular 
statistical package works by passing 
through the data, sorting respondents into 
homogeneous clusters, based on their 
variable means-once. The problem with 
this approach is that, when respondents 
are moved from cluster to cluster, the 
cluster means change, and the sort has to 
be repeated. In fact, the usefulness of 
most cluster solutions continues to im­
prove significantly over ten or more passes 
through the data, so that a program that 
looks at the data once, and quits, is not 
likely to give you a solution you can 
really use. The approach that the supplier 
plans to use will have a great bearing on 
how valuable the results will be. Make 
sure that you agree with it. 

continued on p. 23 

We bend over backwards to do quality research 
In gymnastics a perfect score is l 0. At Rockwood Research 
that's our goal, too. 

To make sure your research project is successful, we've. 
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Mapping the future 

by Betsy Goodnow 

Betsy Goodnow is president of Market ACTION Research 
Software, Clarendon Hills, Illinois. 

0 ne peek into the future is worth more than a lifetime of 
hindsight, especially for corporations. Corporate ex 
ecutives need to predict the impact of various market­

ing strategies on their brand's competitive position. Scenario 
analysis of their brand's competitive position would help cor­
porate executives evaluate alternative marketing strategies. 

Many sophisticated consumer goods corporations now use 
correspondence analysis for competitive positioning because 
of its simplicity. In contrast to other types of perceptual 
mapping, correspondence analysis summarizes nominal data, 
rather than metric data. For example, respondents can simply 
check all images which apply to brands they know, instead of 
rating each brand on each image. 

Correspondence analysis summarizes a crosstabulation of 
their aggregated responses by positioning brands and images on 
the perceptual map to best describe their relationships. A 
correspondence map describes the images of competitive brands 
by their proximity on the perceptual map. For example, if 
correspondence analysis positions the client's brand twice as 
close to a stylish image than a competitor and all other measures 
are equal, the client's brand is perceived as twice as stylish as 
the competitor. 

Milton Peterson, director of marketing research of Philips 
Consumer Electronics, USA, uses correspondence analysis to 
evaluate alternative marketing plans. His approach to percep­
tual mapping shows executives at Philips Consumer Electronics 
how a change in a brand's image would effect its competitive 

10 

position. This type of scenario analysis helps Philips select its 
marketing strategy and set its advertising objectives. 

The base-line measure would be the respondent's current 
perceptions of the images of competitive brands. The alterna­
tive scenarios are possible changes in the image of the Philips 
brand image as shown in Table I. For example, correspondence 

Table I Hypothetical Brand Images 

Style Speed Quality 
Current Image: 
Philips 40 40 20 
Brand A 50 20 30 
Brand B 10 50 40 

Strategy I: 
Philips 35 35 30 
BrandA 50 20 30 
Brand B 10 50 40 

Strategy II: 
Philips 30 30 40 
BrandA 50 20 30 
Brand B 10 50 40 

Ideal Brand 40 20 40 

analysis can test how a 10 and 20 percent increase in its quality 

continued on p. 24 
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New measuring sticks for 
media apd other marketing­
mix variables 
by Michael J. Wolfe 

Editor's note: Michael Wolfe is an 
independent marketing consultant. The 
work represented in this article was done 
while he was director of product man­
agement and analysis at Arb.itron/SAMI. 

W 
hile marketing researchers 
have long sought ways of 
quantifying the sales effects 

of advertising and other marketing stimuli, 
only recently have such ventures made 
their way out of the abstract discourses of 
academia to the more pragmatic world of 
corporate marketing. The purpose of this 
article is to review how the arrival of 
single-source marketing information over 
the past decade has led to some practical 
ways of modeling and understanding the 
impact of advertising and promotion on 
product sales. 

To start with, I will illustrate, from a 
real-worldexample, some ways that mar­
keters might want to view such informa­
tion in order to understand how and why 
their brands perform differently in differ­
ent geographic markets. I will also dis­
cuss the implications this might have on 
marketing strategies and how they're 
carried out. 

Next, I will briefly review some of the 
more recent and in-depth research of other 
researchers to illustrate varying ap­
proaches to the issue of modeling the 
sales impact of marketing-mix variables 
using single-source databases. Finally, I 
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Similar patterns and levels of media advertising, trade and consumer promotion do not always yield the same results. The high 
CDI market, Seattle, was more responsive to all components of the marketing mix than was the low CDI market, Chicago. Single­
source data now permits a much more accurate means of tracking and measuring the impact of marketing activities at the local 
level , including the development of models for measuring the effective response of different markets to advertising and promotion. 
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will conclude by discussing the future of 
marketing-mix modeling efforts and the 
impact that these efforts are likely to have 
on more traditional marketing and adver­
tising research. 

While there is probably no universally 
agreed upon definition of single-source 
marketing information (SSMI), there are 
some unique attributes of these databases 
that have enabled marketing researchers 
to develop more robust and promising 
models relating the impact of marketing­
mix variables-such as advertising, price, 
trade and consumer promotion-on 
product sales and market share: 

1. By definition, SSMI reports product 
sales and all relevant "marketing stimuli" 
related to advertising, price, trade and 
consumer promotion. 

2. All measures derive from a single 
and uniform origin and are also reported 
on the same time and geographic dimen­
sions. 

3. Many of the measures derive from 
"electronic" means (e.g., scanning), en-

abling them to be more detailed, and 
often more precise than measuring sys­
tems requiring human intervention and 
accounting. 

Exhibits 1A and 1B graphically illus­
trate how SSMI could be viewed across 
different geographic markets. Here, we 
see 39 weeks of sales (share), trade pro­
motion, consumer promotion and adver­
tising data (GRPs) plotted simultaneously 
for a brand of frozen waffles. To illustrate 
levels of advertising and trade promotion, 
the GRP and scanner-derived data on 
trade promotion sales to consumers were 
"normalized" or transformed into indexed 
values and plotted on the same axis. The 
weekly data on market-share was then 
plotted on a separate axis, while data on 
consumer promotion (coupons) were 
simply overlaid as discrete events. All of 
these were integrated on a single chart to 
illustrate the patterns and interrelation­
ships of "causal" marketing stimuli on 
product share. 

For reference, the data plotted show 
events occurring very soon after the brand 
. was introduced into each market. For the 
most part, media weights and the pulsing 

manner of their deli very were found to be 
very similar. To the extent that these 
markets responded differently, however, 
we can begin to see a very interesting case 
study unfolding. 

The main point of this illustration is 
that, despite the nearly homogeneous 
patterns of marketing stimuli, the sales 
response from each market differed con­
siderably. In the highly developed mar­
ket, Seattle, we find share gaining mo­
mentum, especially after week 21, and 
reaching higher sustained levels than the 
lesser developed market {i.e. category 
per-household sales are lower) of Chi­
cago. 

Overall , a brand manager would be 
very interested in tracking his/her brand's 
performance in this fashion. Seeing that 
share is not building in Chicago, alter­
ations in the frequency, mix and/or weight 
of advertising and promotion can be or­
dered up. Specifically, such information 
is likely to lead a marketer to shift the 
emphasis from developing and executing 
strategies at the national level to a more 
localized focus . 

continued on p. 30 

HOW TO FIND THE BEST DEAL 
ON A AANDOM DIGIT SAMPLE. 

Whether you're in academic or 
market research, Scientific Thle­
phone Samples can help. With the 
best service and the most accurate 
computer-generated random digit 
telephone samples available 
anywhere. 

At just 5¢ a number, plus ship­
ping and a small set-up fee, our 
prices could be about a third the cost 
of another service. And our set-up 
fee is just $25 for one area and $10 
an area after that We can even give 
you same-day service for just 3¢ extra '---•••!'_,,. 
a number. 

Our sampling methodology is accurate, reliable, and 
technically sound. We guarantee it-if you aren't happy, you 
don't pay. 

Our standard shipping turnaround is just 24 hours. And 
on most projects if you call us by 9 A.M. Pacific Time (Noon 
Eastern), we can send it the same day for our same-day rate 
of8¢. 

We automatically ship you 10% extra per area, just in 
case. Free. It's our way of making your job easier. 

What's more, we've simplified your sample management 

(714) 731·8576 
202 Fashion Lane, 

Suite22l, 
. CA92680 Tu un, 

by randomly shuffiing the numbers 
within each replicate. So you won't 
need to work out complicated distri­
bution schemes-just open the packet 
and begin. 

We can provide random digit 
samples based on almost any type 
of geographic coverage and with 
a variety of sampling frames, 
including: 

0 Zip code 0 Exchange/Working 
blocks 0 State 0 County 0 City 

ational 0 ADI D Census Regions 
D Census Divisions 0 PMSA/CMSA/MSA 0 Weighted in 
proportion to number of listed households in area 
0 Unweighted so everyone has equal chance of being selected 
regardless of population D Your desired cut-off or efficiency 
level D Customized sample design specifications (e.g., single 
stage, multi-stage, stratified, etc.) 

Add it up. The best samples. The best service. And a staff 
that's happy to help you with any sampling aspect of your 
study. Then call STS for a quote. 
• Prices subject to change without notice. Warranty is limited to amount paid by client 
to STS for the right to use the particular sample in question. Please ask for a copy of 
our detailed information bookle t for exact price and warranty specifications. 
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More women buying 
cellular phones 

Results of a new study by .Natick, Mas­
sachusetts-based Venture Development 
Corporation indicate that women now 
account for 24 percent of all cellular 
telephone purchases, with some dealers 

claiming at least one-third of their cellu­
lar phone sales going to women. In 1987, 
this same figure was under 12 percent. 
VDC expects the number of women 
buying cellular phones to continue to rise 
as the industry starts paying attention to 
this audience. 

Keeping in mind that there are many 
reasons why women buy cellular phones, 

Ann Sampogna-Reid & Chris Balthaser 
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the primary cause is personal safety on 
the road (to be able to call for help if the 
car breaks down, or if danger seems im­
minent). A number of male executives 
who own car phones also purchase a 
second model for their wives or daughters 
for the same reason. 

Annie and Chris 
together again. 

With Denver's new, 
state-of-the-art focus 

group facility. 

The Research Center 
Denver, Colorado 

(303) 935-1750 
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Snow big deal for skiers 

The lack of snow, the high cost of lift 
tickets, and the state of the economy have 
apparently resulted in limited growth for 
the ski industry over the past few years. In 
spite of all of the problems, almost one 
out of five adults plans to go skiing during 
the next 12 months and that would mean 
a tremendous 90-91 season for the ski 
slopes. 

Importance Of Manufacturer's 
EnvlronmentalReputatlon When 

Purchasing An Automobile 

Very Unimponant 
(1.4%) 

Unimponant 
(8.1%) 

Don't Know 
(1.1%) 

Very lmponant 

(41.6%) 

be widespread consumer interest in ve­
hicles that have reduced tailpipe emis­
sions or which run on cleaner-burning 
fuels. The poll was conducted before 
Congress passed the clean-air bill and 
shows an overwhelming majority of 
Americans are worried about the effect of 
automobiles on the environment. Eighty­
eight percent of men and 90% of women 
describe themselves as concerned or very 
concerned about the issue. 

The poll also suggests a manufacturer' s 
reputation on environmental issues affects 

A recent study conducted by Bruskin 
Associates reveals that 34% of all adults 
have ever gone skiing, 8% went skiing 
during iliepa~12mo~hs,andl9% ~an ~k_e_ti_ng~R_e_~_a_~_h_I_n_c_.s_u~g~g~e-~_t_he_r_e_w_o_u~W~~~~~~~~-c_o_n_t_in_u_e_d_o_n~p_._2_5 
to do so during the next 12 months. Simi-
lar questions asked by Bruskin during 
1986 revealed that 32% had ever gone 
skiing, 12% had done so during the last 
12 months, and 21 % planned to go. 

The sport continues to have greatest 
appeal among men, people 18 to 24 years 
of age, those with household incomes of 
$40,000 or more and people living in the 
West. 

Executives identify 
employee attributes 

Good manners and getting along with 
others mean more to your career than 
dressing well and looking good, accord­
ing to a national survey of executives and 
professionals conducted by Communica­
tion Briefings, a monthly communica­
tion management newsletter. 

When asked for the top three traits 
preferred in employees, 84 percent of the 
respondents cited interpersonal commu­
nication skills, such as good manners and 
the ability to get along well with other. 
Some 79 percent said the ability to write 
well is important. Sixty-eight percent 
noted that they look for good speaking 
abilities. 

The survey found that two common 
success measures lagged. Only 40 percent 
of those surveyed placed educational 
background and work experience in the 
top-three category. Personal appearance 
placed last, with only 18 percent of those 
surveyed saying it was important. 

Environmental concerns 
affect car buying 

Results from a recent national tele­
phone survey conducted by Maritz Mar-

February, 1991 

,1,078,84~ 
C12 Gilmore Research Group was one of the first to utilize Ci2. 

Nobody can match our experience in the smooth, accurate, 
hassle-free collection of your data. 

+ We utilize the outstanding features of Sawtooth Ci2 software 
nationwide, for computer-assisted interviewing. ' 

+ Ci2 's on-screen computer prompts assure accurate execution of 
complex questionnaire skip pattems. 

+ Ci2 's in-term data availability during fielding enables up-to-the­
minute evaluation of responses. 

+ Ou~ greater experience with Ci2 enables efficient questionnaire 
destgn or trouble-shooting of existing questionnaires. 

+ WATS Centers in Seattle, Portland, Albuquerque, Omaha, and 
Pittsburgh, enable cost-effective Ci2 data collection. 

THE 
GilMORE 

RESEARCH 
G~Oj}f 

STRAIGHT ANSWERS 

We also offer statistical analysis with other 
Sawtooth Srftware, including: Conjoint 
( AC4), ~erceptual Mapping ( APA), Cluster 
Anal],~rs (CC4). 

I 

CORPORATE HEADQUARTERS 
2324 Eastlake Ave. E., Ste. 300 
Seattle, WA 98102-3306 
(206) 726-5555 FAX: (206) 726-5620 

NATIONAL WATS CENfERS 
Albuquerque, NM Portland, OR 
Omaha, NE Seattle WA 
Pittsburgh, PA ' 
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Dorothy Deasy has joined the Chicago 
office of Total Research Corporation as 
senior project director. Prior to joining 
Total, she was project director for 
Starmark, Inc., a business-to-business 

account manag~~ for Maritz Marketing 
Research Inc. He will be based at the 
firm's Chicago office. 

CASRO, the national trade association 
marketing communications firm. for commercial survey research, has 

elected board officers for 1991. David A. 
Ross, president of Ross-Cooper Ascts. 
Inc. was unanimously elected chairman 
of CASRO 's board of directors. Harry E. 
Heller, president of the Heller Research 
Group, was elected chairman-elect for 
1991 and will serve as chairman for one 
year, beginning January 1, 1992. Jerry 
Rosenkranz, president of Data Develop­
ment Corp., was elected secretary, and 
Anthony P. Teska, chief financial offi-
cer of the NPD Group, will serve as 

Steven D. Wierdak has been named treasurer. 

When critical marketing decisions 
depend on accurate data, 

Marketeam comes through. 
To be sure you have on-target input when major dollars are at stake, 
count on reliable information from Marketeam. From strategically 
located facilities in America's heartland, we provide the data- and 
analysis - you need. How can we help you make right decisions? 

• Full data collection services: 
Phone interviews, mall inter­
cepts, taste tests, in-home 
testing, store audits 

• Modern focus group facilities 

• Downtown & suburban sites 
in St. Louis & Northeast Ohio 

• Top professional staff 
• Experience in packaged goods, 

health care, financial 

For complete information, call Dave Tugend at (314) 878-7667. 

MOrketeam Associates 
1807 Park 270 Drive, Suite 300, St. Louis, MO 63146 Phone (314) 878-7667 

' 

Circle No.1 08 on Reader Card 
16 

Leslie Ann Seabright has joined 
Woelfel Research, Inc. as a research as­
sociate. 

Thomas Mandel has been appointed 
director of Leading Edge for the Values 
and Lifestyles (VALS) program at SRI 
International. Leading Edge provides 
clients with insights into consumer be­
havior and identifies strategies for busi­
nesses based on new trends, new ideas, 
and changing markets. 

St. Paul-basedRockwoodResearch has 
promoted Janel Marner to vice presi­
dent. 

Fulgoni Marner 

Gian M. Fulgoni, vice chairman and 
CEO of Chicago-based Information Re­
sources, Inc. (IRI) has received an Illinois 
High Tech Entrepreneur A ward. The 
award honors individuals who have made 
significant contributions to the high 
technology community in Illinois. 

Mary Beth Schmelz has joined Sigma 
Validation, Fort Lee, NJ, as marketing 
manager. 
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TMR Inc. has moved to new, expanded 
facilities at 1974 Sproul Rd., Broomall, 
PA 19008. Telephone numbers remain 
unchanged .. 

• 
St. Paul-based. Concepts in Market­

ing Research (CIMR) will no longer 
provide _qualitative research services and 
focus group facilities for the marketing 
research community. CIMR will concen­
trate solely on supporting the corporate 
marketing research efforts of its parent 
company, Minnesota Mutual Life Insur­
ance. In a related development, former 
CIMR account executive Carolyn Ruble 
has established her own Twin Cities­
based qualitative research firm-Carolyn 
Ruble & Associates, 5316 James Ave. 
So., Minneapolis, MN 55419. Phone 
612-922-1408. Fax 612-922-1430 .. 

• 
Xtreme, Inc. has moved to 60 E 8th 

St., Ste. 34-D, New York, NY 10003. 
Phone212-473-4674.Fax212-473-4750 .. 

• 
National Planning Data Corporation 

(NPDC) has formed an agreement with 
Trinet, Inc. which enables NPDC to pro­
vide business data in the form of summa­
rized and customized reports, based on 
the Trinet raw database of SIC (standard 
industrial classification) codes. (see this 
month's Product and Service Update sec­
tion for more information) 

• 
Woelfel Research, an offshoot of 

Market Dynamics, Inc., has opened of­
fices at 2222 Gallows Rd., Vienna, VA 
22027 (Phone 703-560-8400), and at 131 
South Main Ave., Albany, NY 12208 
(Phone 518-438-2200.) 

February, 1991 

National Analysts (NA), the market­
ing research division of international 
management and technology consultants 
Booz Allen & Hamilton, and Japan 's 
Marketing Intelligence Corporation 
(MIC) have formed a strategic alliance to 
enhance one another's ability to assist 
companies in pursuing global business 
strategies. The primary focus of the rela­
tionship would be marketing research 
and marketing consultation services. 
Specifically, NA is offering its clients in 

. the U.S. access to several syndicated da­
tabases, along with custom survey and 

qualitative research capabilities provided 
by MIC in Japan. MIC is providing its 
clients in Japan custom marketing re­
search and analysis, along with access to 
proprietary modeling techniques devel­
oped by NA. 

• 
Focus Vision Network, Inc. has moved 

to 6 Hutton Center Drive, 11th Floor, 
Santa Ana, CA 92707. Phone 714-434-
5650 

Seattle We Cover The Northwest 
Portland 

Spokane 

Boise 

• Mall Intercepts 
• Focus Groups 
• Central Telephone 
• Pre-Recruits 
• Audits 
• Distribution Checks 
• CRT Interviews 

• Executive 

We've been collecting data and keeping clients 
happy in the Northwest for over 30 years. Call us. 

Consumer Opinion Services 
----------we answer to you 
12825 I st Ave. South · Seattle, W A 98168 

206/241-6050 ask for Jerry, Dorothy or Greg Carter 
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Older Americans (D996), AARP Fulfill­
ment (EE0107), 1909 K Street NW, 
Washington, DC 20049. For multiple 
copies, write Program Resources Depart­
ment, AARP, 1909 K Street NW, Wash­
ington, DC 20049. 

Book profiles U.S. women 

Oryx Press has published the Statisti­
cal Handbook on American Women, a 
compilation of and guide to demographic, 
economic, social, and health statistics on 

ORYX 
women in the United States. More than 
400 tables and charts are included. Brief, 
one-sentence highlights of key trends and 
data conclusions precede the tables and 
charts. The volume's editor, Cynthia M. 
Taeuber, is chief of the Age and Sex 
Statistics Branch of the Population Divi­
sion of the Bureau of the Census. For · 

more information contact the Oryx Press, 
4041 N. Central Ave., Phoenix, AZ 
85012-3397. Phone 800-279-0RYX or 
fax 800-279-4663. 

Warehouse club panel 
established 

National Retail Tracking Index (NR Tl), 
a division of the market research firm the 
Ehrhart-Babic Group, has established a 
national syndicated distribution panel of 
warehouse clubs. The move was imple­
mented due primarily to the mounting 
importance of these membership clubs, 
and increased client demand for a sample 
representation of these high volume, no 
frills, warehouse-like outlets. According 
to Ehrhart-Babic sources, membership 
clubs have a total sales volume from a 
universe of 400+ stores approaching $20 
billion. · 

NPDC/Trinet provide 
business data 

An agreement between National Plan-

ning Data Corporation (NPDC) and 
Trinet, Inc. enables NPDC to provide 
business data in the form of summarized 
and customized reports, based on the 
Trinet raw database of SIC (Standard 
Industrial Classification) codes. The 
NPDC "Trinet Business Data Reports" 
will allow business. decision makers to 
increase accuracy in analysis and fore­
casting. NPDC has developed an assort­
ment of summary reports from a spe­
cially selected, partial list of 326 SIC 
codes. Standard geographies for which 
these data are available include: state, 
county, census tract/minor civil division, 
5-digit ZIP codes and yellow pages direc­
tories. The business data available in 
summary reports are categorized by 
number of establishments, estimated to­
tal number of employees, estimated total 
sales, and number of establishments with 
fewer than 20, 20 to 49, and 50 or more 
employees. For more information, call 
800-876-NPDC or write NPDC, Sales & 
Marketing Dept., re: Trinet Info., P.O. 
Box 610, Ithaca, NY 14851-0610. 

How To Find The Best Deal 
' . 

On WATS Interviewing. 
The high costs of telephone· interviewing getting you down? I/H/R Research Group can help - with the 
highest quality, lowest prices, and best service available anywhere. 

• 75 line national coverage • MRA certified interviewers • Project bids in one hour 

• 50 Ci2/CATI stations • Highest quality • On/off premise monitoring 

• On time results • Low prices • State-of-the-art technology 

What makes I/H/R the best? Some say it's our on-going training program or our great supervisors ... But, 
what seems to make our clients even happier are the really competitive prices. We're growing, so we can 
afford to bid very aggressively. · 

If you're tired of the same old song and dance, give I/H/R Research Group a call. We'll make sure your job's 
done right and at a cost you can live with. 

1/HIR Research Group 
Quality Marketing Research That Works. 

4440 S. Maryland Pkwy. - Suite 203 -Las Vegas, NV 89119 - (702) 734-0757 
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General Motors 
continued from p. 7 

customer groups, the GM divisions, and 
dealers , for example. 

Corbets says that GM and Maritz have 
responded to dealer fears about possible 
non-response bias with extensive analy­
sis. "One of the dealers' biggest concerns 
was that the people who respond are only 
those who are dissatisfied. And even 
though we 've had a consistent re~_ponse 

rate over the years, there has been con­
cern that we're not hearing from a true 
representation of the total population. So 
we have done extensive studies to verify 
that we're not impacted by nonresponse 
bias." 

GM has also verified that measuring 
customer satisfaction at six months is an 
accurate predictor of long-term satisfac­
tion and that there is a strong link between 
satisfaction and repurchase behavior. "We 
have the numbers to support what you 
logically and intuitively believe: that the 
more satisfied a customer is with the 
product and the dealer, the m~re likely he 
is to repurchase from the selling dealer, 
the division, and General Motors," 
Corbets says. 

The survey was originally sent to buy­
ers 12 months after they purchased their 
new vehicle. In 1982, that time period 
was shortened to 6 months. "Changing it 
to a shorter horizon meant that if the 
dealer made a change in his operation he 
could see the impact of it much sooner. 
We researched extensively before the 
change was made so we knew what its 
impact would be," says Mari~z ' Jim Sto~e. 

Main purpose 
Stone says that two things have made 

the General Motors dealer study success­
ful. First, GM does not allow anything to 
interfere with the main purpose of the 
survey: to measure satisfaction with the 
dealer body. Second, the CSi program is 
constantly being researched to make sure 
it meets information needs. 

"When you're talking about a database 
of a million and a half respondents a year, 
a lot of people will want to use it for a 
variety of purposes. We try to be respon­
sive to these needs and provide the infor­
mation whenever possible, but anything 
that would interfere with the primary 
goal is disallowed. It is a very focused 
program, which means that tinkering with 
it or adding questions because it would be 
nice to know something disrupts the 

tracking nature of the study. 
"The program has changed over time, 

but very slow 1 y. If, for example, ~omeone 
in one of the divisions suggests an im­
provement or change, even if it looks like 
a perfectly obvious· thing to do, we don ' t 
do it until we know what its impact will 
be. Pilot testing goes on almost year­
round, so if we add a question, we know 
what its impact win be on the overall 
ratings," Stone says. 

Paid off 
GM's customer satisfaction research 

efforts have paid off in many ways. For 
example, the Cadillac. division recently 
received a Malcolm Baldrige National 
Quality A ward. And over the past ten 
years, even as consumers have become 
harder and harder to please, GM has seen 
a considerable increase in customer satis­
faction with its products and its dealer 
service, Corbets says. 

"We use the CSi information exten­
sively throughout the corporation. The 
customer satisfaction scores have gone 
up on both the GM product side and the 
dealer side because the company has re­
sponded to the needs of our customers 
and reacted to customer satisfaction and 
CSi." O 

ntrning Up This Curve 

All companies have at least one thing in common : the need for happy customers. But knowing if your cus~o~ers are hap_py is_n't 
easy. 0 That's where Maritz can help. As a national leader in customer satisfaction research . we work with co~pan1es _ l1ke y~urs to 1dent1fy. 
analyze and track satisfaction-supporting increased customer loyalty. 0 For happier customers and ~ealth1er prof1ts. wnte for our free 
brochure. Or call Marsha Young. Direc~or. Customer Satisfaction . or Phil Wiseman . Manager. Marketmg Serv1ces. at (314) 827-1610. 
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Six Questions 
continued from p. 9 

Question 4: What decisions will be 
made about how your analysis will be 
done? Would you agree with them? 

In contrast to a cross-tab, which has a 
fairly standard procedure, most multiva­
riate analyses involve a series of choices 
of method. For instance, there are at least 
five different ways to perform a factor 
analysis, and seven methods for rotating 
the results afterward. 

Every statistical package will make 
these decisions itself if the operator does 
not explicitly tell it otherwise. Generally, 
these choices, known as defaults, were 
made by those who wrote the program to 
provide an analysis that is suited to the 
"average" problem. This is something 
like buying a "one-size-fits-all" dress-it 
may generally cover the area, but it won ' t 
be "you." In order for an analysis to fit 
your particular problem, care has to be 
taken in designing it-and that takes time. 

QuestionS: What will the final product 
look like? Will you understand it? Be able 
to use it? 

packages is designed for statisticians, not 
market researchers. It often consists of 
poorly-annotated lists of numbers, 
unlabeled graphs, and assorted hiero­
glyphics. All of which is fine, if you're 
accustomed to this style of presentation, 
and can read and interpret it. 

If not (and this is usually the case), be 
sure that your supplier also "throws in" 
either a detailed discussion of the find­
ings, written in English, or will agree to 
be available to interpret the output for 
you. Otherwise, you may end up with a 
two-inch thick sheaf of computer paper 
that your client will find quite 
unimpressive. 

Question 6: Is your supplier willing to 
repeat the analysis, as necessary? 

One of the real advantages of multiva­
riate analysis is that its speed allows the 
researcher to "ask questions of the data." 
This usually involves repeated runs, 
modifying each successive analysis to 
answer the questions posed by the previ­
ous one. This interactive approach per­
mits much more intensive and creative 
use of your data set than was ever pos­
sible before. 

However, many suppliers, in offering 
The raw output of many statistical to "runaregression,"meanexactlythat-

one regression. This could conceivably 
be all you need in a certain situation, but 
more likely it will simply whet your ap­
petite for further analysis. In that case, 
will your vendor still be willing to offer 
"free bonuses?" Make sure that your sup­
plier is willing to be a partner in a dia­
logue with the data, not simply a space­
age tab house. 

In nine cases out of ten, the answers 
you get to these questions will confirm 
the old adage, "You get what you pay 
for." Statistical analysis is a real advance 
in marketing research, but only when all 
concerned take the time and trouble to 
make sure that it is used to best advan­
tage. Analyses performed as a "free bo­
nus" usually reflect the small investment 
of time and care taken to do them-and 
produce results that are at best meaning­
less, and at worst misleading. 

By contrast, multivariate analyses con­
ducted systematically, by people who 
know the issues and take the time to 
consider the options, will often yield new 
insights into your problem. Because of 
the training required and the time in­
volved, this approach is unlikely to be 
available for free-but it will more than 
pay off in results.O 

Can Help Thrn Up This Curve. 

[hJ II MARITZ~ MARKEfiNG RESEARCH INC. 

Leaders In Customer Satisfaction 

Atlanta (404 } 551- 6450 • Chicago (708} 759 -0700 • Cincinnati (5 13} 563 -3505 • Dallas (214} 387-00 10 • Los Angeles (213 } 809-0500 • Minneapolis (612 } 92 2-088 2 • New Jersey (201 } 29 2- 17 75 • 
New York (212} 983-75 75 • St. Louis (314} 827-1427 • San Francisco (415} 391 -1606 • Agri./lnd. Division (314} 827-2305 • Automotive Group: Detroit (31 3} 643-6699. Los Angeles (213} 323-2882. Toledo (419} 841-283 1. 
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Get the Newsletter 
That Monitors 

America's 77 Million 
Baby Boomers­

What They're Buying, 
Thinking, Feeling, and 

Doing Next 
Now there's a monthly source to help you 

understand and profit from the 5985 billion baby 
boomer market. FIND/SVP's informative newslet­
ter, The Boomer Report, tells you how to target 
your marketing, advertising, merchandising and 

· communications efforts to effectively reach 
Americans aged 2 5-to-4 3-the largest and most 
influential population segment in history. One 
whose constituents shape entire industries, and 
make or break companies. 

The Boomer Report, tracks all the news 
stories, market studies, surveys, books and jour­
nals that have something to say about baby 
boomers. It also includes exclusive focus groups 
and interviews that point to the motivations, ex­
periences and consumption patterns that identify 
this immense demographic group. 

Th~ Boomer Report tells you: 
• Who Boomers are • Why Boomers buy 
• Where Boomers live • How Boomers relax 
• What Boomers buy 

It's not too late to cash in on this lucrative, 
fast-moving market. A subscription to The 
Boomer Report (12 issues) costs just $195. To 
receive a FREE copy of our premiere issue, fill out 
the coupon below. Or place your order right now 
by calling our toU--free hotline at (800) 346-3 787 
(in NY State, (212) 645-4500.) 

D YES. Send me FREE the premiere issue of The 
Boomer Report for my review, and more infor­
mation on how to subscribe. 

D Start my subscription right now! Enclosed is a 
check for $195 for the next 12 issues of The 
Bomer Report . 

D Start my subscription and bill me for $195 later. 

Mail to: FIND/SVP, 625 Avenue of the Americas, New 
York, NY 10011, Attn: Jane Marino 

Name __________________________________ __ 

Title _________________________________ _ 

Company _____________________________ ___ 

Address _______________________________ _ 

City ________________ State _____ Zip __ _ 
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Data Use 
continued from p. 1 0 

image would effect its competitive position and its relationship 
to the ideal brand. If the solution indicates that a 10 percent 

increase were sufficient to differentiate the Philip brand from 

competitors and to become the most ideal brand, the advertising 
objective could be a 10 percent, rather than a 20 percent, 

increase in the quality image of the Philips brand. 
Correspondence analysis of the hypothetical scenarios in 

Table I shows that a 10 percent increase in the quality image of 
the Philips brand is not a sufficient to differentiate it from 

competitors and to become the most ideal brand. The corre­
spondence map in Figure I reveals that in this scenario, Brand 

Figure I 

Scenario Analysis of-Competitive Positioning 

+100 Variance Explained: X Axis =.87 Y Axis =.13 

*Speed 

*Brand B 

-100 

*Quality 

Current 
*Philips 

*Philips 
Add 10% 

*Philips 
Add 20% 

Style* 

*BrandA 

I *Ideal Brand 

+100 

A would be most ideal since it is closest to the Ideal Brand. 
Furthermore, the Philips brand would have no distinct com­

parative advantage since it is located in the center of the map. 

In contrast, a 20 percent increase would achieve the market­

ing strategy. In this alternative scenario, the Philips brand is 
closest to the Ideal Brand and is distinguished from competitors 

by its quality image. Sensitivity analysis would determine 
exactly how much of an increase in the quality image of the 
Philips brand is required to achieve a satisfactory competitive 

position. For example, an 18 percent increase may be sufficient 
to achieve the marketing strategy while minimizing the adver­

tising budget. 
Additional factors could be considered in scenario analysis 

for competitive positioning. For example, superimposing the 
characteristics of the buyers would describe the target market of 

the Philips brand both before and after the change in its 

competitive positioning. This information would help Philips 
redirect its advertising message to its new target market. Fur­

thermore, superimposing the features of the competitive brands 
on the solution would indicate which features are associated 
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with a quality image. Then Philips would know how to improve 
the brand's quality and which features to emphasize in its 
advertising. 

Scenario analysis of competitive positioning could be ap­
plied to any type of product, service, or idea. Although this 
approach requires a base-line study of the current positioning of 
competitive brands, no additional research costs are required to 
test out the effect of alternative advertising objectives on the 
brand's competitive position. However, another base-line study 
is required if the identity of competitors or salient images 
changes. 

This approach allows corporate executives evaluate the im­
pact of various advertising objectives on a brand's competitive 
positioning, to test out possible competitive reactions to changes 
in brand images, to scientifically set the advertising objective, 
and to logically justify an advertising budget. Thus, scenario 
analysis of competitive positioning lowers the risk of strategic 
decisions. According to Randy Emond, senior vice president 
for Market Planning of F.C.B/Leber Katz, "Correspondence 
analysis gives us a vision of the possibilities. It transforms 
numbers into a snapshot of the marketplace." 

Survey Monitor 
continued from p. 15 

the car-buying decision. When deciding which auto to buy, 
46% say reputation is very important, while 35% say it's 
important. Only 14% don't take environmental reputation into 
consideration. Women, more so than men, rank the issue as very 
important. 

Are Domestic Auto Manufacturers More or Less 
Environmentally Conscious Than Japanese 

Competitors? 

(24.0%) 

More 
(31.0%) 

The poll reports some good news about the· image of Ameri­
can auto manufacturers. Nearly one-third of people perceive 
them to be more environmentally conscious than the Japanese 
or the Europeans. Only 18% of people think the Japanese auto 
manufacturers are more environmentally conscious. Even fewer, 
13%; ·think European car makers are more in tune with the 
environment. A large segment of the population, however, is 
undecided. 
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You don't need another survey to tell you. 

The data you have can give you the answers you need. 

We know the way to make your numbers talk. 

P.O. Box 66689 • Los Angeles. Califomia : (213) 39(M380 

Circle No. 128 on Reader Card 
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QUALITATIVE RESEARCH/FOCUS GROUP MODERATORS 
Listed below are names of companies specializing in focus groups. Included are contact personnel, addresses and phone numbers. 
Companies are listed alphabetically and are also classified by state and specialty for your convenience. Contact publisher for listing 
rates: Quirk's Marketing Research Review, P. 0 . Box 23536, Minneapolis, MN 55423. 612 I 861-8051. 

Access Research, Inc. 
8 Griffin Rd. No. 
Windsor, CT 06095 
2031688-8821 
Contact: Robert C. Platkin 
Group Health/Pens. PIC, Ale. 
Bev/Food, 15 min Airpt. 

ADI Research, Inc. 
(See Matrixx Marketing) 

Alpha Research Associates, Inc. 
395 Smith Street 
Providence, Rl 02908 
401 I 861-3400 
Contact: Anthony Pesaturo 
FuiiSvcQuai/Quan.Analysis./ 
Consltg&MktRes/Since 1976 

American Public Opinion Survey 
& Market Research Corp. 
1324 South Minnesota Ave. 
Sioux Falls , SO 57105 
6051338-3918 
Contact: Warren R. Johnson 
Established 1960-Full Service 
Grou~National & lnternat'l 

Analytics, Inc. 
999 N. Elmhurst Rd., Stes. 15 /1'6 
Mt. Prospect, IL 60056 
7081870-1973 
Contact: Larry Kaufman 
Since 1972, moderated and 
analyzed over 2, 000 groups 

The Answer Group 
11161 Kenwood Rd. 
Cincinnati, OH 45242 
513/489-9000 
Contact: Maribeth McGraw 
Consumer, HealthCare, Prof. , 
Focus Groups,One-On-Ones 

The Atlantis Group 
342 Fourth St. 
Atlanta, GA 30308 
40415 77-8000 
Contact: Charles Bazemore 
The difference is in the moderat­
ing and the reports 

Bartels Research, Corp. 
145 Shaw Ave., Ste. C-1 
Clovis, CA 93612 
Contact: Laura Wasserman 
Quai/Quant. Rsch. , FIG Rctg. 
Mod. facil. 25 yrs. exper. 

Brand Consulting Group 
17117 W.Nine Mile Rd./Ste. 1020 
Southfield, Ml 48075 
3131559-21 00 
Contact: Milton Brand 
Consumer,Advertising Strategy, 
New Product Strategy Research 

Carlson Research Company 
Carlson Parkway-Box 59159 
Minneapolis, MN 55459-8211 
6121 449-2526 
Contact: Allan Floyd 
Full Service Customized Busi­
ness/Consumer Research 
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Chamberlain Research Consultants 
12 East Olin Ave. 
Madison, WI 53713 
6081258-3666 
Contact: Sharon Chamberlain 
Full-service marketing research. 
Business & consumer studies 

Clarion Marketing and Comm. 
340 Pemberwick Road 
Greenwich, CT 06831 
203 I 531-3600 , 
Contact: Thomas L. Greenbaum 
Clarion Offers Unique Approach 
To Groups; Call to Find Out Why 

Saul Cohen & Associates, l TO. 
Suite 102, 30 Eliot Lane 
Stamford, CT 06903 
2031322-0083 
Contact: Saul Cohen 
Specializing in All Qualitative 
Methodologies 

Consumer Opinion Services 
12825-1 st Ave. South 
Seattle, WA 98168 
2061241-6050 
Contact: Jerry Carter 
Consumer, Business Groups and 
One-On-Ones 

Creative Marketing Solutions, Inc. 
P.O. Box 487 
Lahaska, PA 18931 
2151357-3655 
Contact: Larry Schwarz 
Experienced Specialists in 
Qualitative Research Techniques 

Creative Research Associates,lnc. 
500 N. Michigan Ave. 
Chicago, IL 60611 
3121 828-9200 
Contact: Stephen Turner 
Twenty-Five Years of Leadership 
in Qualitative Research 

Cunninghis Associates 
43 Middleton Lane 
Willingboro, NJ 08046 
6091877-5971 
Contact: Burt Cunninghis 
37 Years Exp. , Moderator & 
Moderator Training 

Decision Research 
99 Hayden Ave. 
Lexington, MA 02173 
617/861-7350 
Contact: Peg Marrkand 
Over 25 Mods. Avail., Bus/Cons 
Grps. , Offcs: NY,LA,SF,Atlanta 

DeNicola Research, Inc. 
Two Landmark Square 
Stamford, CT 06901 
203/967-3595 
Contact: Nino DeNicola 
Consumer, Healthcare, Financial 
Services, Advertising 

Direct Marketing Research Assoc 
4151 Middlefield Rd., Suite 200 
Palo Alto, CA 94302 
415/856-9988 
Contact: Michael Green 
Catalog, Direct Mail, Bus-to-Bus, 
Space, Databases 

Dolobowsky Qual. Svcs., Inc. 
94 Lincoln St. 
Waltham MA 02154 
6171647-0872 
Contact: Reva Dolobowsky 
Experts In Ideation & focus 
groups. Formerly with Synectics. 

Doyle Research Associates,lnc. 
919 N. Michigan/Ste. 3208 
Chicago, IL 60611 
3121944-4848 
Contact: Kathleen M. Doyle 
Specialty:Children/T eenagers 
Concept&Product Evaluations 

Equifax I Quick Test Opinion Ctrs. 
5430 Van Nuys Blvd. , #1 02 
Van Nuys, CA 91401 
213 I 872-1717 
Contact: Louise Kroot-Haukka 
Consumer/Pkg Goods/Advertising 
Heavy Experience in Fast Food 

First Market Research Corp. 
1111 W. 6th Street, Suite 220 
Austin , TX 78703 
800 I FIRST-TX (347-7889) 
Contact: James R. Heiman 
High Tech,Publishing, 
Bus-To-Bus, Collegf!S 

First Market Research Corp. 
121 Beach St. 
Boston, MA 02111 
6171482-9080 
Contact: Linda M. Lynch 
Consumer, Retail, Banking, 
Health Care 

Focus America 
1140 Ave. of the Americas, 9th Fl 
New York, NY 10036 
2121302-1808 
Contact: David Schreier 
Mid-Manhattan Loci State of the 
Art Fac. 1 15 Seat Viewing Room 

Focus Plus 
79 5th Avenue 
New York, NY 10003 
212/807-9393 
Contact: Elizabeth Lobrano 
Impeccable Cons. & B-B 
Recruiting/Beautiful Facilities 

D.S. Fraley & Associates 
1205 East Madison Park 
Chicago, IL 60615 
3121536-2670 
Contact: Diane S. Fraley 
Full Qual. Specialty:Child/Teen I 
In-Home/Observational Rsch 

Greenfield Consulting Group,lnc. 
274 Riverside Ave. 
Westport, CT 06880 
203/221-0411 
Contact: Andrew Greenfield 
Quai./Quan. Rsch, New Product 
Dev., Fine Svcs, Toys/Games 

Grieco Research Group, Inc. 
743 North Avenue 66 
Los Angeles, CA 90042 
2131 254-1990 
Contact: Joe Greico 
Marketing and Advertising 
Focus Groups 

Hammer Marketing Resources 
179 Inverness Rd. 
Severna Park, MD 21146 
301 /544-9191 
Contact: William L. Hammer 
New Product, Consumer & Indust­
rial/Commercial, Executive 

Hispanic Marketing 
Communication Research 

1535 Winding Way 
Belmont, CA 94002 
4151595-5028 
Contact: Dr. Felipe Korzenny 
Hisp. Biling.!Bicult.Foc Grps Any­
where In U. S./Quan. Strat. Cons . 

D.S. Howard Assoc., Inc. 
307 No. Michigan Ave. #1214 
Chicago, IL 60601 
312/372-7048 
Contact: Dennis S. Howard,Ph.D. 
Expert Guidance In Design, 
Implementation And Analysis 

Hughes Marketing Communications 
341 Farnum Road 
Media, PA 19063-1605 
2151 566-6542 
Contact: Warren B. Hughes 
Moderate Focus Groups; In Depth 
Interviewing. 

JRH Marketing Services, Inc. 
29-27 41st Avenue 
New York, NY 11101 
7181786-9640 
Contact: J. Robert Harris, II 
Experience Counts: Check out the 
rest but USE THE BEST 

Kennedy Research Inc. 
405A Waters Bldg. 
Grand Rapids, Ml 49503 
6161458-1461 
Contact: Mary P. Tonneberger 
Cons. & Ind., Telecom., Health, 
Office Systems, Chemicals, Drugs 

K P C Research 
908 S. Tryon Street 
Charlotte, NC 28211 
7041 342-1626 or 7041 379-6342 
Contact: Linda Dawley 
Largest Facility in Charlotte, 
Consumer and Business 
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K S & R Consumer Testing 
Center 
Shoppingtown Mall 
Syracuse, NY 13214 
800/ 289-8028 
Contact: Lynne Van Dyke 
Qualitative /Quantitative, 
Intercepts, CA Tl, One-on-One 

LaScola Qualitative Research 
3701 Connecticut Ave .,N.W. 
Washington D.C. 20008 
202/363-9367 
Contact: Linda J. LaScola 
Public Affairs,Healthcare, 
Telecommunications, Financial 

Manhattan Opinion Center 
369 Lexington Ave. 
New York. NY 10017 
212 I 972-5553 
Contact: Jana Warren 
3 Room Focus Group Facility! 
Quality Recruiting 

Marketeam Associates 
1807 Park 270 Drive,#300 
St. Louis, MO 63146 
314/ 878-7667 
Contact: Richard Homans 
Financial Services, HealthCare, 
Consumer, Pkgd. Goods,Agric. 

Market Facts, Inc. 
676 North St. Clair 
Chicago, IL 60611 
312/280-9100 
Contact: Linda Leemaster 
20+ yrs. in consumer, industrial, 
medical, business 

Market Navigation, Inc. 
Teleconference Network Div. 
2 Prel Plaza 
Orangeburg, NY 1 0962 
914 I 365-0123 
Contact: George Silverman 
Med, Bus-to-Bus, Hi-Tech, 
lndust, Ideation, New Prod. , Tel. 
Groups 

Mar-Quest Research, Inc. 
1315 Evamar Drive 
Midland, Ml 48640 
517/ 631 -3900 
Contact: Roger H. Jennings 
Hard Recruit I Qual I Quant I 
Con-vention Rsch. I Gust 
. Satisfaction 

Martin Research Inc. 
P.O. Box 8595 
Roanoke, VA 24014 
703/342-1970 
Contact: Frank Martin, Ill 
Focus group facilities in Norfolk, 
Roanoke, Winston-Salem 

Matrixx Marketing-Rsch Div. 
625 Eden Park Drive, Suite 600 
Cincinnati , OH 45202 
800/323-8369 
Contact: Michael L. Dean, Ph. D. 
Cincinnati's Most Modern and 
Convenient Facilities 

MedProbe Medical Mktg. Rsch 
7825 Washington Ave. S. ,Ste 
745 . 
Minneapolis, MN 55435 
612/941 -7965 
Contact:Asta Gersovitz, Phrm. D. 
MedProbe Provides Full Service 
Custom Market Research 
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Doreen Mole Qualitative 
Research, Inc. 

RR1 , Box 1069, Millstone Rd. 
Sag Harbor, NY 11963 
516/725-2160 
Contact: Doreen Mole 
Custom design. Strong 
advertising marketing back­
ground 

Ruth Nelson Research Svcs. 
2149 S. Grape Street 
Denver, CO 80222 
303/758-6424 
Contact: Christy Reid 
Consumer, Tech/ lndust., New 
Prod. , Concept Test/Refinement 

PACE, Inc. 
28535 Orchard Lake Road 
Farmington Hills, Ml 48018 
313/ 553-4100 
Contact: Peter J. Swetish 
Full Service Vehicle Specialist­
OEM and Aftermarket Experi­
ence 

Payne & Partners 
70 West Madison, Ste. 1400 
Chicago, IL 60602 
312/443-9666 
Contact: Melanie Payne 
Superior Marketing & Analytical 
Skills 

PLA YLAB® Research,Division 
of The Creative Group, Inc. 

31800 Northwestern Hwy. # 385 
Farmington Hills, Ml 48018 
313/855-7812 
Contact: Dana Blackwell 
Children, Teens,Moms,Expect.Moms, 
Parents, Grandparents & 
Families 

Product & Consumer Evalu­
ations 
28535 Orchard Lake Road 
Farmington Hills, Ml 48018 
313/ 553-4100 
Contact: Paul Johnson 
Expert Moderators on Staff. 
State of the Art Facility 

Research, Inc. 
521 Plymouth Rd., Ste. 115 
Plymouth Meeting, PA 19462 
215/941 -2700 or 
800/828-3228 
Contact: Phyllis Santoro 
Creative Design and Discus­
sions--Actionable Results 

Rhode Island Survey and 
Research Service, Inc. 

690 Warren Avenue 
East Providence, Rl 02914 
401/438-4120 
Contact: Patricia Shake/ 
First in New England. 
Established in 1962 

R J Research 
P.O. Box 3787 
Santa Rosa, CA 95402 
707/ 795-3780 
Contact: Bob Pellegrini 
Full Service Qual I Quan, Most 
Packaged Goods & Bus to Bus 

Rockwood Research Corp. 
1751 W. County Rd. B 
St. Paul , MN 55113 
612/631-1977 
Contact: Dale Longfellow 
High Tech,Executives,Bus.-To­
Bus.,Ag,Specifying Engineers 

Rodgers Marketing Research 
4575 Edwin Drive, NW 
Canton , OH 44718 
216/ 492-8880 
Contact: Alice Rodgers 
Creative I Cost Effective: New 
Product I Consumer, Etc. 

James M. Sears Associates 
48 Industrial West 
Clifton , NJ 07012 
201 I 777-6000 
Contact: James M. Sears 
Business-To-Business And 
Executives A Specialty 

Snell Associates, Inc. 
941 Vernal Avenue 
Mill Valley, CA 94941 
415/ 388-8315 
Contact: Joyce Snell 
Consumer/exec/prof focus 
groups conducted nationally 

Southeastern Institute of 
Research, Inc. 

2325 West Broad St. 
Richmond, VA 23220 
804/358-8981 
Contact: Rebecca H. Day 
Est. 1964, Full Service Qualita­
tive and Quantitative Analysis 

James Spanier Associates 
120 East 75th St. 
New York, NY 10021 
212/472-3766 
Contact: Julie Horner 
Focus Groups And One-On­
Ones 
In Broad Range Of Categories 

Dwight Spencer & Associates 
1290 Grandview Avenue 
Columbus, OH 43212 
614 I 488-3123 
Contact: Betty Spencer 
4'x16' Mirror Viewing Rm Seats 
8-12. In House Audio/ Video 
Equip 

JaneL. Stegner & Ascts. 
2215 Penn Ave. So. 
Minneapolis, MN 55405 
612/377-2490 
Contact: Jane Stegner 
Bus-To-Bus/Medicai/Fncl Svcs/ 
Agric., Groups/ 1:1's 

Sutherland Research Grp, ltd 
1160-B Pittford-Victor Road 
Pittsford, NY 14534 
716/ 586-5757 
Contact: John R. Stensrud, 
Ph.D. 
Experienced Full Service Market 
Research Firm 

Sweeney International, Ltd. 
221 Main St. 
Danbury, CT 06810 
203 I 748-1638 
Contact: Timm Sweeney 
Qualitative Research. Member: 
ORCA I AMA I Advt. Club 

Telesession Corporation 
355 Lexington Ave. 
New York, NY 10017 
212 I 599-1500 
Contact: Michael Gorbein 
Focus Groups by Phone I Medical I 
Agriculture I Business-toBusiness 

Thorne Creative Research 
Services 
10 Columbia Place 
Mt. Vernon, NY 10552 
914/699-7199 
Contact: Gina Thorne 
Ideation, Teens, New Product, 
Ad Concepts, Package Goods 

The Travis Company, Inc. 
509 Cathedral Parkway, Suite 8E 
New York, NY 10025 
212/ 222-0882 
Contact: Jerry Travis 
Qualitative Research and 
Consultation 

TRENDFACTS Research, Div. 
of The Creative Group, Inc. 

31800 Northwestern Hwy. 
Farmington Hills, Ml 48018 
313/855-7810 
Contact: Brett Blackwell 
Consumers, Retail, Rest., Real 
Est. , 
Financial, Hlthcare, lndust. , Bus­
Bus 

Paul A. Warner Associates, Inc. 
3355 Lenox Road, NE Suite 665 
Atlanta, GA 30326 
404 I 239-0101 
Contact: Robin.S. Salter 
25 Years of Experience in 
Design, Moderation & Analysis 

Lucy Warren & Associates 
3619 29th Street 
San Diego, CA 921 04 
619/295-0342 
Contact: Lucy Warren 

·Understands I Meets Business 
Needs With Quality I Experience 

Winston Stuart Ascts., Inc. 
2670 Nichols Canyon Rd. 
Los Angeles , CA 90046 
213/851 -4127 
Contact: Bill Smolka 
New Prod, Adv. Pkg. Goods, Ent. 
Cons. Execs, Bus . 

The Winters Group, Inc. 
14 Franklin St. 
Rochester, NY 14604 
716/546-7 480 . 
Contact: Susan Morrison-Vega 
Info That Works. Svces Inc/ 
Pri/Sec Rsch, Cnsltg, TeleMktg 

Wolf/ Altschui/Callahan,lnc. 
171 Madison Ave. 
New York, NY 10016 
212/725-8840 
Contact: Ed Wolf 
All Consumer/Business-To­
Business Qualitative Needs 

Yarnell, Inc. 
1 Anita Drive 
East Hanover, NJ 07936 
201 /593-0050 
Contact: Dr. Stephen M. Yarnell 
Information Technology/ 
Financial Services/ Modeling 
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STATE CROSS INDEX OF MODERATORS 
Refer to Preceeding Pages For Address, Phone Number and Contact 

California Illinois Missouri Matrixx Marketing 
Rodgers Marketing Research 

Bartels Research Corp. Analytics, Inc. Marketeam Associates Dwight Spe·ncer & Associates 
Direct Marketing Rsch Assocs. Creative Research Associates 
Equifaxi Quick Test Opinion Ctrs. Dote Research Associates New Jersey Pennsylvania Grieco Research Group, Inc. D .. Fraley & Associates 
Hispanic Marketing D.S. Howard Assoc., Inc. Cunninghis Associates Creative Marketing Solutions 
R J Research Market Fac~s. Inc. James M. Sears Associates Hughes Marketing Communica-
Snell Associates , Inc. Payne & Partners Yarnell , Inc. tions 
Lucy Warren & Associates 

New York 
Research, Inc. 

Winston Stuart Associates, Ltd. IVJaryland 
Colorado Hammer Marketing Resources Focus America Rhode Island 

Focus Plus Alpha Research Associates, Inc. 
Ruth Nelson Research Svcs. Massachusetts 

JRH Marketing Services, Inc. 
K S & R Consumer Testing Ctr. Rhode Island Survey , Inc. 

Connecticut Decision Research Manhattan Opinion Center 
South .Dakota Dolobowsky Qual. Svcs., Inc. Market Navigation, Inc. 

Access Research , Inc. First Market Rsch (L. Lynch) Doreen Mole Qual. Rsch. Inc. American Public Opinion Survey 
Clarion Marketing and Comm. Sources For' Research, Inc. & Market Research Corp 
Saul Cohen & Associates, LTD. Michigan James Spanier Associates 
DeNicola Research, Inc. Sutherland Research Group, Ltd Texas Greenfield Consulting Group,lnc Brand Consulting Group Telesession Corporation 
Sweeney International, Ltd. Kennedy Research Inc. Thorne Creative Research First Market Rsch(J. Heiman) 

Mar-Quest Research, Inc. The Travis Company 

Washington D.C. PACE, Inc. The Winters Group Virginia Product & Consumer Evaluations WolfiAitschui/Callahan, Inc. 
LaScola Qualitative Research Trend Facts I Playlab Martin Research Inc. 

Martin Research Inc. North Carolina Southeastern Institute of Rsch. 

Georgia 
Minnesota K P C Research Washington Carlson Research Company Martin Research Inc. 

The Atlantis Group MedProbe Medical Mktg. Rsch Consumer Opinion Services 
Paul A. Warner Associates, Inc. Rockwood Research Corp. Ohio Jane L. Stegner and Ascts. 

The Answer Group Wisconsin 
Chamberlain Rsch. Cnsltnts. 

SPECIALTY CROSS INDEX OF MODERATORS 
Refer to Preceeding Pages Listings For Address, Phone Number and Contact 

ADVERTISING AUTOMOTIVE Trend Facts Sweeney International, Ltd. 

Analytics , Inc. ty1atrixx Marketing-Research Div. 
Yarnell, Inc. Trend Facts I PlayLab 

Brand Consulting Group PACE, Inc. CANDIES 
Yarnell , Inc. 

Chamberlain Research Cnsltnts. Product & Consumer Evaluations 
DeNicola Research, Inc. Trend Facts D.S. Fraley&Associates CONSUMERS 
DolobowskyQual. Svcs., Inc. Paul A. Warner Associates, Inc. PlayLab Analytics, Inc. Dote Research Associates 
D . . Fraley&Associates Research, Inc. Chamberlain Rsch.Cnsltnts. 
Market Facts, Inc. BIO-TECH Consumer Opinion Services 
Doreen Mole Qual. Rsch.lnc. D.S. Howard Assoc. , Inc. CHILDREN DeNicola Research, Inc. 
PACE, Inc. Market Navigation, Inc. Doyle Research Associates 

Doyle Research Associ~tes 
PlayLab /Trend Facts 

MedProbe Medical Mktg. Rsch First Market Rsch(L. Lynch) 
Product & Consumer Evaluations D.S. Fraley&Associates D.S. Fraley&Associates 
Research, Inc. Yarnell, Inc. Market Facts, Inc. D.S. Howard Assoc. , Inc. 
Rockwood Research Corp. Matrixx Marketing-Research Div. Kennedy Research Inc. 
Southeastern Institute of Rsch. BLACK PlayLab Rodgers Marketing Research James Spanier Associates 

JRH Marketing Services, Inc. 
Research, Inc. 

Thorne Creative Research Sweeney International, Ltd. Rhode Island Survey, Inc. 
Paul A. Warner Associates, Inc. Paul A. Warner Associates, Inc. Trend Facts I PlayLab 
Winston StuartAscts. , Ltd. CIGARETTES 
AGRICULTURE 

BUSINESS-TO-
Research , Inc. DIRECT 

Market Navigation, Inc. BUSINESS Paul A. Warner Associates, Inc. MARKETING 
Rockwood Research Corp. Chamberlain Research Cnsltnts. Direct Marketing Research Ascts. 

Consumer Opinion 'Services COMMUNICATIONS 
ALCOHOLIC Decision Research EDUCATION/ First Market Rsch(J.Heiman) RESEARCH 
BEVERAGES D.S. Howard Assoc., Inc. 

D.S. Fraley&Associates NOT-FOR-PROFIT 
Greenfield Consulting Group, Inc. 

Access Research , Inc. Ken ned~ Research Inc. James Spanier Associates The Winters Group 
Trend Facts Market acts, Inc. 
Wolf/Aitschui/Callahan, Inc. Mar-Quest Research, Inc. COMPUTERS/MIS ENTERTAINMENT 
APPAREL/ 

Payne & Partners 
First Market Rsch (J. Heiman) D.S. Frai~&Associates Research, Inc. 

Rockwood Research Corp. D.S. Howard Assoc. , Inc PlayLab rendFacts 
FOOTWEAR James Spanier Associates Market Navigation, Inc. Research, Inc. 

Brand Consultin~ Group Strategic Marketing Services Research Inc. Sweeney International, Ltd. 

PlayLab/Trend acts Sutherland Research Group, Ltd James Spanier Associates Winston StuartAscts., Inc. 
Sweeney International, Ltd. Sutherland Research Group, Ltd 
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EXECUTIVES Product & Consumer Evaluations PACKAGED GOODS SOFT DRINKS, 
Research, Inc. 

Chamberlain Rsch. Cnsltnts. Southeastern Institute of Rsch Access Research, Inc. BEER, WINE 
DoloqowskyQual. Svcs. , Inc. James Spanier Associates The Answer Group American Public Opinion Survey 
First Market Rsch(J . Heiman) Strategic Marketing Services Doyle Research Associates & Market Research Corp 
Kennedy Research Inc. Trend Facts D.S. Fraley&Associates D.S. Fraley&Associates 
Market Views Research, Inc. The Winters Group Doreen Mole Qual . Rsch. , Inc. Greenfield Consulting Group,lnc 
Mar-Quest Research, Inc. PlayLab/TrendFacts Grieco Research Group, Inc. 
PACE, Inc. HJSPANIC The Research Center PlayLab /Trend Facts 
Product & Consumer Evaluations Research, Inc. Thorne Creative Research 
Research , Inc. Hispanic Marketing Thorne Creative Research Paul A. Warner Associates, Inc. James Spanier Associates Communication Research Paul A. Warner Associates, Inc. Sources For Research, Inc. 
Sweeney International, Ltd. IDEA GENERATION 

Winston StuartAscts., Inc. TEACHERS 
Trend Facts D.S, . Fraley & Associates 
Winston StuartAscts., Inc. Brand Consulting Group PARENTS PlayLab Decision Research 

FINANCIAL DolobowskyQual. Svcs., Inc. Dote Research Associates 
D.S. Fraley&Associates D. . Fraley & Associates TELECOMMUNICATIONS 

SERVICES Matrixx Marketing-Research Div. PlayLab /Trend Facts 
Creative Marketing Solutions Research, Inc. 

Access. Research, Inc. 
PlayLab /Trend Facts Cunninghis,Associates 
Research , Inc. Decision Research Dolobowsky Qual. Svcs., Inc. Rhode Island Survey , Inc. PET PRODUCTS First Market Rsch(J . Heiman) First Market Rsch(L. Lynch) Sweeney International, Ltd. 

Greenfield Consulting Group, Inc. Thorne Creative Research Rockwood Research Corp. D.S. Howard Assoc., Inc. 
LaScola Qualitative Research Paul A. Warner Associates, Inc. Research, Inc. Kennedy Research Inc. 
Marketeam Associates Thorne Creative Research LaScola Qualitative Research 
Matrixx Marketing-Research Div. 

INDUSTRIAL 
PlayLab /Trend Facts 

PACE, Inc. PHARMACEUTICALS Research, Inc. 
Payne & Partners First Market Rsch(J. Heiman) Southeastern Institute of Rsch. 
Product & Consumer Evaluations D.S. Howard Assoc., Inc. The Answer Group Wolf/Aitschui/Callahan, Inc. 
The Research Center Kennedy Research Inc. Creative Marketing Solutions Yarnell , Inc. 
Rockwood Research Corp. Market Navigation, Inc. D.S. Howard Assoc ., Inc. 
Southeastern Institute of Rsch Mar-Quest Research, Inc. Market Navigation, Inc. TI;LECONFERENCING James Spanier Associates Sweeney International, Ltd. MedProbe Medical Mktg. Rsch 
Trend Facts Trend Facts PlayLab /Trend Facts 

Rockwood Research Corp. 
Paul A. Warner Associates, Inc. Yarnell , Inc. 
Winston StuartAscts., Inc. James Spanier Associates TELEPHONE FOCUS 
The Winters Group INSURANCE 

The Winters Group 
GROUPS Wolf/Aitschui/Callahan, Inc. 

Yarnell , Inc. TrendFacts/PiayLab POLITICAL Market Navigation, Inc. 
Research, Inc. 

FOOD PRODUCTS MEDICAL RESEARCH Telesession Corporation 

American Public Opinion Survey PROFESSION American Public Opinion Survey Trend Facts 
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Marketing-Mix Variables 
continued from p. 13 

To the market researcher with a bent 
for modeling, more in-depth analysis can 
separately reveal a brand's sensitivity to 
promotion and advertising on a market­
by-market basis. To illustrate, on E~hibit 
2 a statistical technique was used to 
eliminate the effects of promotion from 
the brand's share. That process yielded a 
measure called "base share." The plot of 
base share and advertising GRPs in Ex­
hibit 2 illustrates several points: 

1. Short-term advertising effects on 
sales can be observed, as illustrated by 
the sine wave-like pattern in "base share" 
similar to the pulsating pattern of the 
advertising. 

2. Sales effects of advertising are usu­
ally not immediate; although the actua~ 
length of the "lag" effect on sales might 
not be uniform, as seen here." 

3. The "local market" is the relevant 
dimension for evaluating advertising and 
other marketing-mix variables. 1 

SSMI and marketing-mix models: 
some recent developments 

Noted efforts and advances have re­
cently been made by a number of re­
searchers who have used single-source 
data to come up with their own varieties 
of marketing-mix models. Like other ar­
eas of advertising research, approaches 
to the area of marketing-mix models dif­
fer. To some, there are differences in the 
type of SSMI used-some use consumer 
panel data, while others employ store 
level scanner information. Still, others 
differ according to the level of aggrega­
tion where the data is analyzed. Here, 
some look at disaggregate store level 
information, while others look at market 
level data. While this is not intended to be 
an exhaustive or technical treatment of 
all recent efforts to use SSMI to develop 
marketing-mix models, I will briefly dis­
cuss some recent and interesting advances 
and applications. 

One approach is represented through 
the efforts of Edward Dittus and his con­
sulting company, Marketing Media As-

30 

CSO Oat Bran Waffles: Base Share 
and Media Impact, Seattle 

Share Index of Advertising GAPs 
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sessm,ent of Westport,. Connecticut. Dittus 
begins his analysis .by . collecting inte­
grated and weekly sc~nner sales, promo­
tion, and local media advertising data at 
the market level. This model bas~cally 
uses a simultaneous equation solution to 
ferret out the effect of advertising and 
promotion. 

Dittus has used his m<?deling approach 
with a number of major packaged goods 
firms and directs his efforts specifically 
at helping them improve the productivity 
of their marketing and media plans. Dittus ' 
model uses single-source data to quantify 
the sales effects of various media deci­
sions. It is designed to specifically help 
companies determine the best strategies 
for answering critical marketing-mix 
questions. 

Some of these include: 

1) the relative sales contributions of 
advertising, promotion and pricing, and 

Exhibit 2 

how increases or decreases would affect 
brand volume, 

2) the timing constraints of advertis­
ing, including carryover effects and the 
optimal length of advertising hiatus peri­
ods and 

3) the best advertising mix and daypart 
strategies.2 

Another recent advance in marketing­
mix models has been developed by Den­
nis Bender of the A.C. Nielsen Com­
pany.3 Bender's approach uses "scanner 
sales" data at the individual store level. 
Rather than filtering out promotion at the 
market level, Bender focuses on store 
level data and employs a simultaneous 
equation solution known as "vector 
transfer function regression." Overall, 
Bender's approach focuses on a fairly 
large array of marketing-mix indepen-
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dent variables, ranging from trade and 
consumer promotion to pricing and me­
dia weight, frequency, mix and quality 
variables. By using store-based disaggre­
gate data, Bender contends that his model 
avoids biases sometimes encountered in 
accurately measuring the separate effects 
of promotion and advertising on sales. 

In other words, when different market­
ing stimuli tend to move together, it is 
difficult to accurately separate or)solate 
the effects of each. In addition, "aggrega­
tion biases" also occur even at the market 
level which mask and/or distort advertis­
ing response. After developing the model 
using store level scanner data, Bender 
also uses household panel data as a 
supplement in order to focus on how 
household purchase history for a product 
and/or category effects responses to these 
marketing-mix variables. 

Finally, another interesting approach 
is represented by Drs. Fred Zufryden and 
James Pedrick of USC. They look at 
household purchase data along with TV 
metered viewing behavior ·from these 
same households using panel data from 
NPD/Nielsen. Using a multinomiallogit 
model, Zufryden and Pedrick isolate in­
dividual household responses to a host of 
marketing-mix stimuli. Given the direct 
linkage to metered TV viewing, indi­
vidual responses to different advertising 
reach and frequency levels can be evalu­
ated.4 Overall, Zufryden and Pedrick's 
approach models "the impact of adver-

tising media plans and other marketing 
variables on performance measures that 
relate to brand choice probabilities and 
market-level consumer purchase dy­
namics." 5 

Single-source data and the future of 
marketing-mix models 

When SSMI came on the scene in the 
early 80s, attention was first focused ·on 

Because of more precision 
and uniformity in the 
measuring of marketing 
stimuli and sales 
simultaneously, effects of 
the different marketing 
"levers" can now be 
isolated and quantified 
down to the market and 
household level 

developing models for evaluating some 
of the more obvious and short-term mar­
keting-mix variables such as trade pro­
motion. Now, thanks to the research of 
those cited here and others, efforts hav~ 
expanded to looking at the broadest array 
of marketing-mix variables such as con­
sumer promotion, media advertising and 
all of these factors combined. 

When critical marketing decisions 
depend on accurate data, 

Marketeam comes through. 
To be sure you have on-target input when major dollars are at stake, 
count on reliable information from Marketeam. From strategically 
located facilities in America's heartland, we provide the data- and 
analysis - you need. How can we help you make right decisions? 

• Full data collection services: • Downtown & suburban sites 
Phone interviews, mall inter- in St. Louis & Northeast Ohio 
cepts, taste tests, in-home • Top professional staff 
testing, store audits • Experience in packaged goods, 

• Modern focus group facilities health care, financial 

For complete information, call Dave Tugend at (314) 878-7667. 

Marketeam Associates 
1807 Park 270 Drive, Suite 300, St. Louis, MO 63146 Phone (314) 878-7667 
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While recent approaches to marketing­
mix models differ, all illustrate how 
single-source marketing information has 
enabled researchers to quantify t.he im­
pact of promotion in advertising in ways 
not deemed possible or practical ten years 
ago. 

Because of more precision and unifor­
mity in the measuring of marketing stimuli 
and sales simultaneously, effects of the 
different marketing "levers" can now be 
isolated and quantified down to the mar­
ket and household level. The relative ease 
with which this information can be 
brought together, along with the greater 
computing power now available for us­
ing sophisticated modeling techniques, 
has permitted marketing-mix models to 
actually be used by the corporate market­
ing world. The result is that some market­
ing managers are actually using these 
models to aid in their planning and deci­
sion making. 

The practical implications of these ef­
forts are many. Media planners and mar­
keting managers now have the tools for 
improving the efficiency of their total 
marketing plans and budgets, enabling 
them to better target their media and 
promotion dollars. The old cliche about 
"not knowing which half of the advertis­
ing budget is actually working for you" is 
being challenged. As manufacturers de­
mand more accountability for how all 
marketing funds are spent, these models 
are likely to become more prominent.O 

1. Schroer, James C., "Ad Spending: Growing 
Market Share," Harvard Business Review, Jan./ 
Feb. 1990, pp. 44-48. 

2. Dittus, Edward & Kopp, Marty, "Advertising 
Accountability in the 1990s: Moving from 
Guesswork and Gut Feelings," Advertising 
Research Foundation Media Research Work­
shop, May 8, 1990. 

3. Bender, J. Dennis, "Measuring the Advertis­
ing-Sales Relationship: Meters, Measurement 
of Advertising Audiences, and New Analytics," 
Advertising Research Foundation Behavioral 
Research and Single-Source Data Workshop, 
Jun. 26-27, 1990. 

4. Pedrick, James H. , & Zufryden, Fred S., 
"Evaluating the Impact of Advertising Media 
Plans: A Model of Consumer Purchase Dy­
namics Using Single-Source Data," Marketing 
Science {TIMS!ORSA), Winter, 1991 (to be 
published). 

5. Ibid, p. 1. 
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31955 1Oth Ave. IMSI Morristown, NJ 07960 
Laguna Beach, CA 92677 1938 Fourth Street 201 /285-9248 
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SUBSCRIBE TODAY!--------
Please enter my subscription for one year (10 issues) of Quirk's Marketing Research Review. If not satisfied after 
my first issue I may cancel and be refunded the entire amount of my subscription. Afterwards I may cancel at any 
time and be immediately refunded my money for aH issues not received. 

0 Payment of $40 enclosed Charge Credit Card 0 MasterCard OVisa 

CHARGE ACCOUNT NUMBER EXPIRATION SIGNATURE (REQUIRED FOR AU CREDIT CARD ORDERS) 

Name _______________ Titi¥--------------
Company ____________________________ ___ 
Address ______________________________ __ 

City _____________ State ______ Zip ----------------

Are you a Purchaser of Marketing Research Products/Services? DYes DNo 

Areas of Research Interest (Check All That Apply) 
D Consumer Non-Durable 0 Service (Banks, Ins., Etc.) 0 Health Care 
0 Consumer Durable D Business-To-Business OOther (Specify) ----------------
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P.O. Box 23536 
Minneapolis, ~nnesota 55423 

PLACE 

STAMP 

HERE 



Dallas, TX Market Action Research Software Marketing Systems Group Mastersoft, Inc. 
214/387-0010 16 W. 501 58th St. Scott Plaza II , Suite 630 6991 E. Camelback Rd. , #A-320 

Clarendon Hills, IL 60514-1740 Philadelphia, PA 19113 Scottsdale, AZ 85251 
San Francisco, CA 708/986-0830 215/521 -6747 602/277-0900 
415/391 -1606 Fax 708/986-0801 Fax 215/521 -6672 Section Ill 

Contact: Dr. Betsy Goodnow Contact: Amy Starer 
New York, NY Section II , Ill Section Ill Matrix, Inc. 
212/983-7575 (See Advertisement on Page 39) (See Advertisement on Page 56) 3490 US Route 1 

Princeton, NJ 08540 
Minneapolis, MN Marketeam Associates Marketools, Inc. 609/452-0099 
612/922-0882 1807 Park 270 Drive, #300 P.O. Box 1178 Contact: Jacob Katz 

St. Louis, MO 63146 Barrington , IL 60011 Section I, II , Ill 
New Jersey, NJ Contact: David Tugend 312/381 -8636 
908/388-4800 314/878-7667 Contact: John Blanke Microtab, Inc. 

Section I, II Section 1,111 5825 Glen Ridge Dr., Bldg1 , #21 OA 
Los Angeles, CA (See Advertisement on Page 32) Atlanta, GA 30328 
213/809-0500 Market Power, Inc. 404/84 7-0605 

Marketing Information Systems 101 Providence Mine Rd. ,# 104 Fax 404/847-0603 
Cincinnati , OH 1840 Oak Avenue Nevada City, CA 95959 Contact: Larry Hills 
513/563-3505 Evanston , IL 60201 916/265-5000 Section I, Ill 

312/491 -3885 Section Ill (See Advertisement on Page 44) 
Agri./lnd. Contact: Tom Nash 
314/827-2305 Section Ill , IV Market Probe International, Inc. 

19 West 44th 
Detroit (Automotive) Marketing Metrics , Inc. New York, NY 10036 
313/643-6699 305 Route Seventeen 212/869-6262 

Paramus, NJ 07652-2905 Fax 212/869-6593 
Los Angeles (Automotive) 201 /599-0790 Section I, II , Ill , IV 
213/323-2882 Contact: Joseph Wyks 

Section Ill Market Share Modeling, Inc. 
Toledo (Automotive) P.O. Box 603 
419/841 -2831 Marketing Software, Inc. Cambridge, Wl53523 

Sections I, II , Ill 1233 N. Mayfair Rd. , Ste. 117 608/764-8222 
Wauwatosa, WI 53226 , Contact: Rex Weston 
414/778-3737 Section Il l 
Contact: T. R. Rao 
Section I, II , Ill 

Which perceptual mapping software 
for correspondence analysis gives 
you greater overall ability? 

MPSI Systems, Inc. 
8282 So. Memorial Dr. 
Tulsa, OK 74133 
918/250-9611 
Contact: Joseph Perrault 
Section IV 

National Planning Data Corp. 
P.O. Box 610 
Ithaca, NY 14851-061 0 
607/273-8208 
Fax 607/273-1266 
Section 11 ,111 

._ ___________________________________________________ ___ 
'-- .. 

SPSS® or Map Wise® 
Ask MapWise users in 18 countries and in AMOCO, Philips, Ciba-Geigy, Reynolds, 
Nissan , Mazda, United Distillers, Givaudan, Dow, DuPont,Giaxo,Saralee,AT&T, 
Sears, AllState , McGraw-Hill , Emmis, Burke, Nielsen, Young & Rubicam, Elrick & Lavidge, 
May & Speh , Audits & Surveys, and many universities ... 

Only MapWise .,..sers 11ave the ability to ... 

• Input 10,000 unformatted numbers in ASCII 
• Describe or summarize cross-tabs 
• Relate 200 points with 6-digit accuracy 
• Test the stability of points on the map 
• Output a simple graphic in ASCII or in HP color 
• Receive help in designing and explaining your research 

MapWise runs on a PC or Macintosh without a color card , expertise, or metric data. 
We guarantee the accuracy and ease of MapWise 2.03 , our third release. 
If you switch to MapWise , Market ACTION will buy your old mapping software for $100. 

Call Dr. G~odnow at (708) 986-0830 for your FREE demo and ... 
• Article titled "A Time- Saving Secret For Reporting Results" 
• Reprint of Jerry Pournelle's review in BYTE and JAMS review 
• Ev idence that MapWise gives you greater abilities than SPSS 

Market ACTION, Suite 21, 16 W. 501 58th St., Clarendon Hills, IL 60514-17 40 
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NCSS 
329 N 1000 E 
Kaysville, UT 84037 
801 /546-0445 
Fax 801 /546-3907 
Section 1,11,111 

New Dimensions Data Group 
19 W. 34th St. 
New York, NY 10001 
212/947-8177 
Section I 

Nordhaus Research, Inc. 
20300 West 12 Mile Road 
Southfield, Ml 48076 
313/827-2400 
Contact: Allan Benedict 
Section I, II 

Perreault & Associates 
2104 North Lakeshore Dr. 
Chapel Hill , NC 27514 
919/929-7921 
Contact: William Perrault 
Section IV 

Pine Company 
1607 16th Street 
Santa Monica, CA 90404 
213/453-0633 
Contact: Ben Pine 
Section I, II 

Pizzano & Company, Inc. 
400 West Cummings Park 
Woburn, MA 01887 
617/935-7122 
Fax 617/935-4473 
Contact: Lisa Cutone 
Section 11,111 

Plain Jayne Software, Inc. 
71 07 Ohms Lane 
Edina, MN 55439 
612/835-4069 
Fax 612/893-9444 
Contact: Nila Eide 
Section Ill 

Processing Consultants In Mktg 
410 B Road, #101 
Palisades Park, NJ 07650 
201 /944-5585 
Section I 

P-Stat, Inc. 
271 Wall St./P.O. Box AH 
Princeton, NJ 08540 
609/924-9100 
Fax 609/924-0678 
Contact: Sebbie Buhler 
Section II, III,IV 

Pulse Analytics , Inc. 
152 Jeffers Court 
Ridgewood, NJ 07450 
201 /447-1395 
Contact: Stanley I. Cohen 
Section II 

Pulse Train Technology 
62 Summit Ave. 
Hackensack, NJ 07601 
201/489-3003 
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Section Ill 

Quanti me 
67 Maygrove Road 
London, UK NW 6 2EG 
441 /625-7222 
Fax 441 /625-5297 
Branch : 

545 8th Avenue, 18th Fir. 
New York, NY 10018 
Contact: Alan Kitty 
212/268-4800 

. 4010 Executive Park Dr.,# 236 
: Cincinnati, OH 45241 

Contact: Sharon Jordan 
513/563-8800 

Section I, II , Ill , IV 
(See Advertisement on Page 2) 

Questar Data Systems, Inc. 
2905 W. Service Road 
Eagan, MN 55121 
612/688-0089 
Fax 612/688-0546 
Contact: Bob Rudin 
Section I, II 

ReData, Inc. 
6917 Arlington Rd., #215 
Bethesda, MD 20814 
301 /951-4484 
Contact: Peter Van Brunt 
Section I, II 

Renaissance Rsch. & Consulting 
127 East 59th Street 
New York, NY 10022 
212/319-1833 
Contact: Paul M. Gurwitz 
Section II 

Research Data Analysis 
450 Enterprise Ct. 
Bloomfield Hills, Ml 48302 
313/332-5000 
Fax 313/332-4168 
Contact: Ann Benson 
Section I, II 

The Sachs Group, Ltd. 
1800 Sherman Avenue 
Evanston, IL 60201 
708/475-7526 
Fax 708/475-7830 
Contact: Janet Guptill 
Branch: 

1700 Montgomery St., #320 
San Francisco, CA 94111 
415/397-1262 
Fax 415/398-2821 

7111 Valley Green Road 
Ft. Washington , PA 19034 
215/836-0110 
Fax 215/836-0105 

Section 11 ,111 

Sales & Marketing Systems 
1950 Old Gallows Rd. , Ste.300 
Vienna, VA 22182 
800/832-0030 
Fax 703/790-3429 
Contact: Harry Gilliam 
Section Ill 

Sammamish Data Systems, Inc. 
1813 130th Ave. N.E. , Ste. 218 
Bellevue, WA 98005 
206/867-1485 
Fax 206/861-0184 
Contact: George P. Futas 
Section Ill 

SAS Institute Inc. 
SAS Campus Drive 
Cary, NC 27512-2414 
919/677-8000 
Fax 919/677-8123 
Branch: 

3333 Michelson Dr., Ste. 250 
Irvine, CA 92715 
714/852-8550 

11920 W~lson Parke Ave. 
Austin , TX 78720-0075 
512/258-5171 

2500 So. Highland Ave. 
Lombard, IL 60148 
708/916-7 400 

1700 Rockville Pike, Ste. 330 
Rockville , MD 20852 
301 /881 -8840 

Section Ill , IV 

Sawtooth Software, Inc. 
P.O. Box 3429 
Ketchum, ID 83340 
208/726-7772 
Fax 208/726-5156 
Branch: 

1007 Church St. , Ste. 302 
Evanston, IL 60201 
312/866-0870 
Fax 708/866-0876 
Contact: Suzanne Weiss 

Section Ill 
(See Advertisement on Page 45) 

The Scientific Press 
651 Gateway Blvd., #11 00 
So. San Francisco, CA 94080 
415/583-8840 
Section Ill 

SDG Decision Systems 
2440 Sand Hill Road 
Menlo Park, CA 94025 
415/854-9000 
Contact: Laura Hunter 
Section Ill 

Sigma Research 
1275 15 Street 
Ft. Lee, NJ 07024-1950 
201 /886-0550 
Contact: John Elrod 
Section I, Ill , IV 

Slater Hall Information Products 
1522 K Street N.W., #522 
Washington D.C. 20005 
202/682-1350 
Section 11,111 

Smart Software Inc. 
4 Hill Road 
Belmont, MA 02178 

617/489-2743 
Fax 617/489-2748 
Contact: Ellen Fletcher 
Section Ill 

Snap Software, Inc. 
175 Canal St. , 2nd Fir. 
Manchester, NH 03101 
603/623-5877 
Contact: David Gang 
Section Ill 

Software Science, Inc. 
100 Valley Drive 
Brisbane, CA 94005 
415/467-7077 
Fax 415/467-6829 
Section III ,IV 

Sophisticated Data Research, 
Inc. 
2251 Perimeter Park Drive 
Atlanta, GA 30341 
404/451 -5100 
Fax 404/451-5096 
Contact: David Feldman 
Branch : 

500 North Dearborn St., #1200 
Chicago, IL 60610 
312/661 -0825 
Contact: Jim Miller 

Section I, II , Ill , IV 
(See Advertisement on Page 41) 

SPAR/Burgoyne 
705 Central Ave. 
Cincinnati , OH 45202-1909 
513/621-7000 
Fax 513/621-9449 
Contact: James J. Cochran 
Branch : 

580 White Plains Road 
Tarrytown, NY 10591-5106 
914/332-4100 
Contact: Pat Franco 

10925 Valley View, Ste. 102 
Ederi Prairie , MN 55344-9979 
612/944-6291 
Contact: Eda Modesta 

870 Market St., #1 078 
San · Francisco, CA 941 02 
415/392-0130 
Contact: Ken Roberts 

Sections 1,11 ,111 

Spencer Research 
1290 Grandview Avenue 
Columbus, OH 43212 
614/488-3123 
Contact: Betty Spencer 
Section I, II 

Spring Systems 
P.O. Box 10073 
Chicago, IL 60610 
312/275-5273 
Contact: John Pavasars 
Section 11 ,111 

SPSS, Inc. 
444 No. Michigan Avenue 
Chicago, IL 60611 
312/329-3500 
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Fax 312/329-3668 STS, Inc. 404/234-4260 609/921 -8100 
Contact: Sales Dept. 1218 Massachusetts Avenue Contact: Tom Boylan Fax 609/987-8839 
Branch : Cambridge, MA 02138 Section 1,11,111 Contact: Jim Alleborn 

SPSS Federal Systems 617/547-6475 Branch : 
800 K Street N. W. , #300 Contact: Carol Parker TIC/A 625 N. Michigan Ave. , #420 
Washington, DC 20001 Section I, II 461 Park Avenue South Chicago, IL 60611 
202/408-7626 New York, NY 10016 312/649-0205 
Fax 202/408-7699 STSC,Inc. 212/679-3111 Contact: Roy Roberts 

Section Ill , IV 2115 E. Jefferson Street Fax 212/679-3174 
(See Advertisement on Page 5) Rockville, MD 20852 Contact: Joseph Boyajy Sunforest Executive Park 

301 /984-5123 Section I, Ill , IV 5130 Eisenhower Blvd. 
Stamford Tabulating Service Fax 301 /984-5094 Tampa, FL 33634 
568 Hunting Ridge Road Contact: Ed Beemer Telesystems Source 813/887-5544 
Stamford, CT 06903 Section Ill 65 Jackson Drive, Ste. 2000 Section I, II 
203/322-5573 Cranford, NJ 07016 
Contact: Lorraine Horowitz S~cer Services for Mktg. Rsch. 908/709-3400 Tydac Technologies 
Section I 291 8th St. , Ste. 2W Fax 908/272-7399 1655 No. Ft. Myer Dr., #320 

Jersey City, NJ 07302 Contact: Lee Bullman Arlington, VA 22209 
Statistical Innovations Inc. 201 /420-5090 Branch: 703/522-0773 
375 Concord Ave. Contact: Tom Sulcer 6033 W. Century Blvd. , #400 Fax 703/522-5189 
Belmont, MA 02178 Section 1,11 ,111 Los Angeles, CA 90045 Contact: David Nystrom 
617/489-4490 213/412-8666 Section 11 ,111 
Contact: Frank Derrick Survey Analysis Fax 213/412-8665 
Section II, Ill , IV 13428 Miles Standish Port Contact: Barbara Ott - Viking Software, Inc. 

Palm Beach Gardens, FL 33420 4808 E. 67th St. , Ste. 100 
StatPac, Inc. 407/744-0859 14881 Quorum Drive, #700 Tulsa, OK 74136-4959 
6500 Nicollet Avenue South Section I Dallas, TX 75240 918/491 -6144 
Minneapolis, MN 55423 213/404-2617 Fax 918/494-2701 
800/328-4907 Survey Network Data Processing Fax 214/404-2698 Section Ill 
Contact: David Walonick 242 Hendrickson Ave. 
Section Ill Lynbrook, NY 11563 10710 Lee Highway, #202 Vision Base 
(See Advertisement on Page 46) 516/599-6064 Fairfax, VA 22030 380 Foothill Rd. 

Fax 516/599-2791 703/273-4991 Bridgewater, NJ 08807 
Sterling Information Services Contact: Philip Bennis 703/273-4885 201 /218-0900 
4862 Royal King Section I Contact: Suzy Caine Contact: Kevin Moran 
St. Louis, MO 63128 Section III ,IV Section Ill 
314/845-9612 Systat, Inc. 
Fax 314/845-9612 1800 Sherman Avenue Teller Tab Services, Inc. Walker Research & Analysis 
Contact: Neera Kapoor Evanston, IL 60201 26 Pearl Street 3939 Priority Way So. Dr. 
Section I, II 312/864-5670 Norwalk, CT 06851 Indianapolis, IN 46240 

Fax 708/492-3567 203/849-8287 317/843-3939 
Stolzberg Research , Inc. Section Ill, IV Contact: Janet Teller Contact: Karen Connolly 
3 Seabrook Court Section I Section II 
Stony Brook, NY 11790 Tabulyzer 
516/751 -4277 (Irwin Sharpe & Ascts.) Telstar, Inc. Jan Werner Data Processing 
Fax 516/689-6671 50 Greenwood Avenue 235 Great Neck Rd. 60 East 8th Street 
Contact: Mark E. Stolzberg, Ph.D. West Orange, NJ 07052 Great Neck, NY 11021 New York, NY 10003 
Section Ill 201/731-7800 516/829-1800 212/260-0012 

Section Ill Contact: Allen Falk Fax 212/260-0192 
Strategic Mapping Contact: Peter Sharpe Section I Section I, Ill 
4030 Moorpark Ave. , Ste. 250 (See Advertisement on Page 46) 
San Jose, CA 95117 Total Research Corporation XYCAD Group 
408/985-7 400 TBX, Inc. Princeton Corporate Center 1294 W. 1 OSth 
Contact: Caesar Megoza 1 06 Woodcrest Drive 5 Independence Way CN 5305 Cleveland, OH 441 02 
Section Ill Rome, GA 30161 Princeton, NJ 08543-5305 800/428-8457 

SECTION I 
Data Processing /Tabulation 
ANALYTICAL COMPUTER SERVICE, INC.­
Specialize in Marketing Research Data Pro­
cessing. Services include code setup, coding, 
data entry, computer report preparation and 
multivariate analysis. Also lease crosstab and 
CRT interviewing software. 

CREATIVE RESEARCH SYSTEMS-We offer 
a complete data processing service. Your 
finished tables can be supplied on diskette or 
printed by a laser printer. Data entry is sepa­
rately priced. We can also provide our clients 
with complete instruction files to do further 
analysis on a microcomputer using The Survey 
System, our tabulation software. Creative Re­
search Systems was established in 1982. 
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MARITZ MARKETING RESEARCH-Full ser­
vice marketing research firm. Internal data 
processing and data entry staff. Custom data 
tabulation, CATI Interviewing. 

MARKETEAM ASSOCIATES-Full marketing 
research analysis capabilities from tabulation 
to multivariate statistical analysis. 

MICROTAB, INC.-Microtab, Incorporated of­
fers full service data processing from data 
entry to complete table production. We work 
with data from paper questionnaires and com­
puterized questionnaires (Ci2, Query or CfMC). 
We can test the data we tabulate for statistical 
differences, keying the areas where signifi­
cance occurs right on the tables we produce. 
We can also provide clients with presentation 
graphics (overhead transparencies, slides or 
paper) in black and white or color 

Contact: Bill Zimmerman 
Section Ill 

QUANTI ME-offers full data entry, data tabula­
tion services. Data is cleaned, weighted and 
tabulated using Quantum, our proprietary data 
tabulation software. Clients can receive data in 
hard copy or magnetic format. Studies may 
also be converted for use with Quanvert, our 
proprietary, PC based, interactive data analy­
sis package. 

SOPHISTICATED DATA RESEARCH-Pro­
vides a full line of data processing and sam­
pling services, targeted specifically to the mar­
keting research industry. Services include 
data entry, cross-tabulations, multivariate 
analyses, time-sharing, ROD samples, listed 
samples, database management, and mail 
survey outgo and return services. 
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DATA ENTRY 
The Accutab Co. 
Acquadata Entry Services 
Adapt, Inc. 
Analytical Computer Service 
Batch Data Processing 
Bruce Bell and Assoc. 
Bolding Tab Service 
Cascio Custom Tabs 
Coffman Systems, Inc. 
Computers For Marketing Corp. 
Consulting Hrdwre & Processing 
Consumer Pulse, Inc. 
Consumer Research Assoc. 
Doris J. Cooper & Assoc. 
Coremat, Inc. 
CRC Information Sys. 
Creative Computer Services 
Creative Research Systems 
Crunch Software Corp. 
Data Lab Corp. 
Datalogics 
Datanetics 
Data Probe/Datatab 
Datasource 
Data Tabulating Service 
Data Vision Research 
Hodges & Assoc. 
International Data Corp. 
Interviewing Service of America 
R. Isaacs Computing Assoc. 
KG Tabs 
McCarthy Assoc. 

SECTION II 
Statistical Analysis 

Management Science Assoc. 
Maritz Marketing Research 
Marketeam Associates 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
New Dimension Data Group 
Nordhaus Research 
Pine Company 
Processing Consultants In Mktg 
P-Stat, Inc. 
Quanti me 
Questar Data Systems 
ReData, Inc. 
Research Data Analysis 
Sophisticated Data Research 
SPAR/Burgoyne 
Spencer Research 
Stamford Tabulating Svce. 
STS, Inc. 
Sulcer Services 
Survey Analysis 
Survey Network Data Proc. 
TBX, Inc. 
Teller Tab Svces. 
Telstar, Inc. 
Total Research Corporation 
Vital Statistics 
Jan Werner Data Processing 

DATA 
TABULATION 
The Accutab Co. 

Acquadata Entry Services 
Analytical Computer Service, Inc. 
Batch Data Processing 
Bolding Tab Service 
Cascio Custom Tabs 
Coffman Systems, Inc. 
Computers For Marketing Corp. 
Consulting Hrdwre & Processing 
Consumer Pulse, Inc. 
Consumer Research Assoc. 
Doris J. Cooper & Assoc. 
Coremat, Inc. 
CRC Information Sys. 
Creative Computer Services 
Creative Research Systems 
Crunch Software Corp. 
Data Lab Corp. 
Datalogics 
Datanetics 
Data Probe/Datatab 
Datasource 
Data Tabulating Service 
Data Tactics 
Data Vision Research 
Hodges & Assoc. 
Interviewing Service of America 
R. Isaacs Computing Assoc. 
KG Tabs 
McCarthy Assoc. 
Management Science Assoc. 
M/A/R/C, Inc 
Maritz Marketing Research 
Marketeam Associates 

Marketing Software, Inc. 
Marketools, Inc. 
Market Probe International 
Matrix, Inc. 
Microtab, Inc. 
NCSS 
New Dimension Data Group 
Nordhaus Research 
Pine Company 
Processing Consultants In Mktg 
P-Stat, Inc. 
Quanti me 
Questar Data Systems 
ReData, Inc. 
Research Data Analysis 
Sigma Research 
Sophisticated Data Research 
SPAR/Burgoyne 
Spencer Research 
STS, Inc. 
Stamford Tabulating Svce. 
Sterling Information Services 
Sulcer Services 
Survey Analysis 
Survey Network Data Proc. 
TBX, Inc. 
TIC/A 
Teller Tab Service 
Telstar, Inc. 
Total Research Corporation 
Jan Werner Data Processing 

ing, segmentation studies, scaling, log it analy­
sis, etc. 

ANALYTICAL COMPUTER SERVICE, INC.­
Specializes in statistical analysis of research 
data including multivariate analysis. 

MARKET ACTION RESEARCH SOFTWARE­
Developed and publishes sophisticated PC 
software MapWise for perceptual mapping. 
Established in 1984, the corporation provides 
Map Wise licensees expert support in research 
design, validation , and interpretation. The 
president, Dr. Betsy Goodnow, is a well-known 
author of articles on research innovations and 
practical applications. 

QUANTIME-Offers full statistical analysis ser­
vices. staff size: 75+ ; Years in business: 10 

MARITZ MARKETING RESEARCH-Statisti­
cal analysis experience with most multivariate 
methods (ANOVA, regression , factor, cluster, 
conjoint, etc.) plus proprietary. MARKETEAM ASSOCIATES-Full marketing 

research analysis capabilities. Several Ph.D.'s 
on staff experienced with economic forecast-

SOPHISTICATED DATA RESEARCH-Pro­
vides a full line of statistical analysis sampling 
services, database management, and statisti ­
cal consulting , targeted specifically to the 
marketing research industry. 

STATISTICAL 
ANALYSIS 
SERVICES 
The Accutab Co. 
Analytical Computer Service 
Analysis and Forecasting, Inc. 
Analytic Consultants Inti. 
Batch Data Processing 
BMDP Statistical Software, Inc. 
Cascio Custom Tabs 
Coffman Systems, Inc. 
Computers For Marketing Corp. 
Consumer Research Assoc. 
CRC Information Sys. 
Data Lab Corp. 
Datalogics 
Datan , Inc. 
Datanetics 
Data Tabulating Service 
Data Tactics 

February, 1991 

Data Vision Research 
Dynacomp, Inc. 
Fassino Associates 
Hodges & Assoc. 
R. Isaacs Computing Assoc. 
Levenbach Associates Inc. 
McCarthy Assoc. 
Management Science Assoc. 
Maritz Marketing Research 
Market Action Rsch Software 
Marketeam Ass·ociates 
Marketing Software, Inc. 
Market Probe International 
Matrix, Inc. 
National Planning Data Corp. 
NCSS 
Nordhaus Research 
Pine Company 
Pizzano & Co. 
P-Stat, Inc. 

Pulse Analytics 
Quanti me 
Questar Data Systems, Inc. 
ReData, Inc. 
Renaissance Rsch & Consulting 
Research Data Analysis 
The Sachs Group 
SAS Institute, Inc. 
Sophisticated Data Research 
Spencer Research 
Stamford Tabulating Svce. 
Statistical Innovations 
Sterling Information Services 
STS, Inc. 
Sulcer Services 
Survey Network Data Proc. 
TBX, Inc. 
Teller Tab Services 
Total Research Corporation 
Tydac Technologies 
Walker: Research & Analysis 
Jan Werner Data Processing 
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SECTION III 
SOFTWARE PROGRAMS 
FOR USE WITH PC'S 

ANALYTICAL COMPUTER SERVICE, INC.­
ACS-QUERY: Networked, PC-based com­

puter-aided system with full sampling, quota 

Mix and Match .. 
to get the software 

you need! 

The 
Survey 
System 

offers: 

• Interviewing • Tabulation 
• Statistics • Graphics 
• Verbatim reports 
• Network support 

c 
RS 

Creative Research 
Systems 

15 Lone Oak , Dept Q 
Petaluma, CA 94952 

(107) 765-1001 
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control , and call management capabilities. It 
allows you to create questionnaires, conduct 
interviews, list and sort open-ended responses, 
run marginal counts and one-by-one cross 
tabs, as well as disposition and interviewer 
productivity reports. 

ACS-QUERY SOLO: Stand-alone PC 
version of ACS-QUERY, allows you to create 

questionnaires, conduct interviews, list and 
sort open-ended responses, run marginal 

counts and one-by-one cross tabs, as well as 
disposition reports . Useful for mall and execu­
tive interviewing, also allows phone number 
entry and saves callbacks for re-attempts. 

A-CROSS: Easy and powerful PC cross 
tab program that produces professional quality 
tables as large as 30 columns by 100 stubs. 
Provides weighting, nets, sub-nets, and statis­
tics. A-CROSS reads dBASE, ASCII , or col­
umn binary files and outputs to all printers 
(including lasers) , and creates ASCII and LO­
TUS. WKS files. Direct interface with ACS­
QUERY and Ci2 for automatic table building. 

KNOCKOUT: PC-based data entry soft­
ware featuring 1 0-Key (keypad) or keyboard 
entry, ability to enter numeric and alpha-nu­
meric data, data editing, verification of all of 

parts of the data file, screen or printed display 
of data and data format, ability to add, delete, 
and retrieve respondents, and marginal counts. 
Data may be output as ASCII file or Column 
Binary file. 

JUGGLER: Data manipulation software for 
ASCII or column binary data that will: (1) Merge, 
match and sort data, (2) Randomize records in 

data files, and (3) Sort data by picking every nth · 
number. The match/merge/sort routine will 
allow you to work with up to 50 files at one time. 
It will match on respondent ID and sort respon­
dents who do not have data in all the cards, 

have duplicate cards, or have an extra card. 

Welcome to a new era. MICROTAB software is now even more 
affordable. Become a MICROTAB user for as little as $495. 

I• 
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We continue to provide a lifetime of free support. This means 
you will never have to pay a yearly or monthly subscription or 
maintenance fee. We are able to do this because MICROTAB 
is easy to use. Its system of logical, progressive menus is why. 

And we still offer enhancements to our users free of charge. 
You should join the MICROTAB User's Group now! 

Call for our free demo disk, brochure, and price list. 

1\tCROM I\CORPORATED 
5825 Glenridge Drive, Atlanta, Georgia 30328 

Telephone 404/847-QSOS Fax: 404/847-0603 
Microtab is a rtiPterld tradernart( of Mic:ratab. lnc:arporated. 

GET SERious! 
ClrcleNo.119 onReaderCard 

JUGGLER will put respondents who do not 
match into a separate file and/or put blanks in 
records that have missing data. You then can 
manually fix the respondents who are put into 
a separate file andre-merge them. 2CROSS: 
Utility that enables .the experienced user to 
create A-CROSS tables in a text editor, without 
going through the menus. 

A-CROSS RUN-TIME: A full featured ver­
sion of A-CROSS customized for each job. A­

CROSS users can provide Run-Time disks to 
clients with their tables and data, for post­
processing and "what if" analysis. 

CREATIVE RESEARCH SYSTEMS-THE 
SURVEY SYSTEM: The Survey System is a 

complete program for all phases of survey 
research. One easy-to-create set of instruc­
tions can be used to print a questionnaire form, 
conduct a telephone or computer-directed in­
terview and produce finished tables, graphics 
and statistics. A multi-user network version is 
available. Modular pricing lets our cl ients pay 
for only those features they need. 

VERBATIM MODULE: The Verbatim 
Module lets you record and report the actual 
text of responses to open-ended questions. 

Reports can show the responses grouped by 
demographics and/or code based on the con­

tent of the responses. 
INTERVIEWING MODULE: The Inter­

viewing Module is a full -featured package for 

both telephone and computer-directed inter­
viewing. It includes automatic skip patterns, 
logic checking, rotations , etc. The network 

version of this module also includes real-time 
quota monitoring , interviewer productivity 
monitoring and telephone sample manage­
ment. 

THE SURVEY SAMPLER: The Survey 

Sampler creates random-digit telephone 
samples. This program is very simple to learn 
and use. It can exclude individually specified 
numbers or blocks of numbers from a sample. 
It produces call lists in two easily customized 

forms and can also put lists of numbers into a 
disk file for use by other software. 

MARITZ MARKETING RESEARCH-MARITZ 
STATS: PC-based statistical package. Per­
forms ten significance tests on summary data 
and analyzes frequency distributions. Sample 
size module calculates sample sizes and pre­
cisions for a variety of problems. Select-a-Stat 
module recommends appropriate statistical test 
for most situations. FREE for the asking. 

MARKET ACTION RESEARCH SOFTWARE­
MapWise summarizes correlations among cat­
egories in any type of research table with 

multiple correspondence analysis. This multi­
variate/nonparametric type of multidimensional 

scaling graphically displays relationships by 
the proximity of categories on a perceptual 
map and with a correlation matrix. Applications 
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demonstrated in the manual include brand 
image tracking , market segmentation and 
analysis of patterns in sales, demographic, 
and media data. 

MARKETING SYSTEMS GROUP-GENESYS: 
Complete Random Digit Dialing (ROD) Sam­
pling System For license on IBM compatible 
and Apple Macintosh PC's. Geographic capa­
bilities down to the Zip Code level (eg. State, 
County, ADI , DMA, MSA and Area Code I 
Exchange). Targeted samples for over 20 de­
mographic variables, including associated in­
cidence and coverage estimates. Custom 
print programs and interface to all major CATI 
systems included. Business Purging option 
available. 

GENESYS-10: Hardware/Software/Data­

base system for identifying and purging non­
household numbers from ROD samples. 
GENESYS-ID operates without ringing into 
every household in the sample. Available for 

license on IBM compatible PC's. 

MICROTAB , INC.- MICROTAB CROSS 
TABULATION: Software was designed to en­
able users to perform all necessary functions 
on collected data in order to examine and 
analyze the data in a cross tabulated manner. 
MICROTAB is available in three different edi­

tions, each designed with a specific range of 
needs in mind. Used by service bureaus, 
research suppliers, banks, newspapers, etc. 
Fast, flexible and comprehensive. Priced at 

495; 995 ; and 1995. Free telephone support 
and enhancements. 

QUANTIME-QUANTUM.PC: Editing and cor­
rection facilities for Binary/ASCII data. 

Weighting types: sample balancing, pre/post, 

projections. Handles hierarchical (trailer/panel) 
data. Table output: multiple level ranking; row, 
column, total and cumulative percentages; rank 
numbers, indices; row/table manipulation; T/Z 
tests, P&G required stats. Supports Postscript 
and standard laser printers. Interfaces with 
Quanquest, Quanvert and Quancept. Avail­
able on Multi-User 80386, and 640K MS-DOS 
PCs. 

QUANVERT: Interactive data analysis for 
researchers . Tabulates any question (variable) 
in the database by any other. Filter tables on 
any answer or combination of answers from 
existing questions. Weighted or unweighted 
output. Creates new variables by combining/ 
splitting parts of existing questions. Handles 
multiple projects simultaneously. Interfaces 
with Quantum. Available on Multi-User 80386, 

and 640K MS-DOS PCs 
QUANQUEST: Interactive questionnaire 

design system. Uses color windows and menus. 
Stores questions, groups of questions and 
entire questionnaires for use with new ques­
tionnaires. User enters text of questions and 
responses. Handles skip patterns and grid 
questions. Automatically assigns column and 
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punches, generates printed questionnaire, 
CATI script, editing and tabulation specs. In­
terfaces with Quantum and Quancept. Avail­
able on 640K MS-DOS PCs. 

QUANCEPT PC: CRT Interviewing Sys­
tem. Handles very large and complex ques­
tionnaires. Significant features are telephone 
number management, quota control, computer 
assisted coding, interviewer monitoring, and 
interactive topline tabs. Generates printed 
questionnaire and tabulation specs from script. 
Predictive-dialer interface available. Interfaces 
with Quanquest and Quantum. Available on 
Multi-User 80386 (up to 32 users) Can be used 
as CAPI system on 640K MS-DOS PCs. 

data entry system. Features: menu driven real 
time data checking from user-defined data 
mask includes full range of mathematic and 

logic operators. Punch program features auto­
matic code conversion, code and number re­
peat, column counting and delete functions . 
Full verification. Quinput requires no technical 
training. Output in quantum or plain text format. 
Available in DOS and Xenix. 

SAWTOOTH SOFTWARE, INC.-Ci2 SYSTEM: 

QUINPUT: Streamlined define and punch 

Lets you create and administer questionnaires 
using a PC. Ci2 gives the questionnaire author 
complete flexibility in presentation format and 
questions sequencing. Writer controls ques­
tion type, skip patterns, randomizations, ac-

Ci2 CATI 
LEAVES OuR UsERS SPEECHLEss! 

Questions we've asked our users: 

Q: What PC CATI system offers more features than Ci2 CATI? 
A: " , 

Angela Marzolini - Insight Canada Research 

Q: How much have you paid for annual licensing and sup­
port? 

A: " " 
Anthony Roman - Center for Survey Research, 
University of Massachusetts-Boston 

Q: When was the last time you followed the wrong skip 
pattern or got an out-of-range answer? . 

A: " " 
Pam Clayton - American Medical Association 

Q: When was the last time your client had to wait for data? 
A: " " 

Rick Snyder - The Research Spectrum 

Q: In upgrading from stand-alone to CATI, how much of 
your investment in hardware and software did you lose? 

A: " " 
Elisa Galloway- Galloway Research Service 

Q: When was the-last time you went over budget because you 
didn't know the interview length or the study incidence 
until after the study was over? .~ 

A: " " 
Lisa Hammer- Applied Management Sciences 

If you're thinking about a PC CATI system, think about Ci2 
CATI. It will leave you speechless too. 

Call or write for a free demo disk. 

6 Sawtooth Software 
1007 Church St., Evanston, IL 60201 (708) 866-0870 Fax: (708) 866-0876 
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ceptable responses and screen colors. The 
system provides summary information so that 
surveys can be monitored while in progress. 
Data can be analyzed by most tab and statis­
tics packages. 

ADAPTIVE CONJOINT ANALYSIS (ACA) 
SYSTEM: is used to design products/services 
or answer strategic marketing questions. ACA 
lets you simulate the impact on product accep­
tance of changes in product design or pricing. 
This is done through the collection, via a com­
puter-interactive interview, of individuals' pref­
erences for product features. ACA includes all 
software needed to conduct a conjoint study. 

CONJOINT VALUE ANALYSIS~ (CVA) 
SYSTEM: like ACA, is used to design products/ 
services or answer strategic marketing ques­
tions. However, CVA lets you study price in 

greater detail. Rather than one price attribute, 
CVA allows prices to be associated with each 
product feature. And, unlike ACA, which re­
quires a computerized interview, CVA can be 
used with either a computerized or paper-and­
pencil interview. 

ADAPTIVE PERCEPTUAL MAPPING 
(APM) SYSrEM: is used to understand how 
products/services compare to competitors on 
image-related issues. This information is use­
ful in positioning products and identifying new 
product opportunities. APM produces "per­
ceptual maps" of your product and its competi­
tors ; it also lets you simulate market response 
to changes in product image. Includes all soft­
ware needed to conduct a perceptual mapping 
study. 

Ci2 CATI SYSTEM: is a computer-aided 

interviewing system using PC's connected 
through a local area network. The system 
offers automatic call management, auto-dial­
ing, quota control , disposition monitoring, in­
terviewer productivity reporting , and more. 
Generate sample manually, household + 1, 
randomly, or transfer from Survey Sampling 
disks. Interviewing handled by widely-used Ci2 
System for Computer Interviewing. Handles up 
to 60 interviewing stations. 

CONVERGENT CLUSTER ANALYSIS 
(CCA) SYSTEM:is software for grouping sur­
vey respondents with similar characteristics 
into identifiable "clusters" for strategic target 
marketing. Market segments based on demo­
graphics, product preferences, or other vari­
ables can be identified easily and dependably 
using CCA. CCA can use data from any source, 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ butH~part~u~rlyeasytousewHhdata~om 
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Understanding The Numbers Depends On Your Perspective 
(and your statistics package) 
When the American Marketing 
Association conducts PC training 
sessions for its members, they 
can't waste time with complicated 
and clumsy software. It has to 
be user-friendly, instructive and 
comprehensive. Get the facts. 
Find out about StatPac Gold. 

Call Now: (612) 866-9022 

Ask for our free report on 
Designing Better Questionnaires. 

StatPac Inc. 
6500 Nicollet Ave. S. 
Minneapolis, MN 55423 

StatPac is a registered trademark of tatPac Inc. 

Circle No. 121 on Reader Card 
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Sawtooth Software products. 

SOPHISTICATED DATA RESEARCH-SDR 
provides a full line of data processing, statisti­
cal analysis and sampling services, targeted 
specifically to the marketing research industry. 
Services include data entry, cross-tabulations, 
multivariate analyses , time-sharing , ROD 
samples, listed samples, database manage­
ment, statistical consulting and mail survey 
outgo and return services. 

SPSS, INC.-SPSS/PC+: is an interactive , 
menu-driven data managment, analysis and 
presentation package. It features automatic 
error-checking , extensive on-line help, and the 
ability to read and write ASCII files. Statistical 
procedures include crosstabulation tables, de­
scriptive statistics, exploratory data analysis , 
frequency counts , means and rank analyses. 
Data management facilities allow for selecting , 
sorting and weighting cases, merging multiple 
files , data aggregation and creating new 
varibles. 

STATPAC, INC.-STATPAC GOLD: Was de­
veloped in 1979 as the first microcomputer 
research package and has continued to evolve 
since that time. The software is a complete 
survey and marketing research package with 
components ranging from sample selection , 
questionnaire design, on-line interviewing, tabs 
and statistical analysis , and forecasting . 
STATPAC GOLD is easy to learn, and will 
accomodate both large and small surveys. 
1991 UPDATE NOW AVAILABLE. 

TABULYZER-(IRWIN P. SHARPE & ASCTS): 
TABULYZER is a comprehensive and easy-to­
use PC-based crosstab software package for 
data entry, survey crosstab-analysis , and 
printing management-ready reports. Features 
include: easy data entry with DATACHECK, 
cleaning, verification, labeling, editing , open­
ended and multiple response questions, 32,000 
questionnaires, 500 questions, 29 banner 
points, frequency counts , column and row per­
centages, filters, weighting , ranking , grouping, 
skips, statistics- a complete survey analysis 
system. Output to printer, monitor, or to disk. 

Quirk's Marketing ResearchReview 



ANALYSIS OF ANALYSIS COMPUTERIZED STSC 
Systat, Inc. 

VARIANCE CACI INTERVIEWING Tabulyzer 
Ashton-Tate 

Claritas Corp. 
Advanced Data Research TBX, Inc. 

Barry Cohen 
Dynacomp 

Analytical Computer Service TIC/A 
Fassino Assoc. Vision Base CACI Geographic Data Tech. Computers For Marketing Corp. 

Jan Werner Data Processing Concurrent Technologies Corp. Landis Group CRC Information Sys. 
Creative Research Systems Creative Research Systems 
Crunch Software 

Maplnfo Corp. 
Cybernetic Solutions Corp. CRT DATA ENTRY Market Action Rsch Software 

Cybernetic Solutions Co. NCSS Datanetics Computers For Marketing Corp. 
Dynacomp P-Stat, Inc. Digisoft Computers, Inc. Concurrent Marketing Sys. 
Fassino Assoc. SAS Institute, Inc. Dynacomp Creative Research Systems 
Microtab, Inc. Sawtooth Software M/A/R/C, Inc. Crunch Software Corp. 
NCSS Sophisticated Data Research Market Probe International Cybernetic Research Co. 
P-Stat, Inc. Spring Systems Quanti me Datanetics 
Pizzano & Co. SPSS, Inc. Sales & Marketing Systems Downie-Pine Company 
SAS Institute StatPac, Inc. Sawtooth Software M/A/R/C, Inc. 
Sophisticated Data Research STSC The Scientific Press Marketing Information Sys. 
Spring Systems Systat, Inc. StatPac, Inc. Matrix, Inc. 
SPSS, Inc. Microtab, Inc. 
StatPac, Inc. 

COMPREHENSIVE CONJOINT/TRADE P-Stat, Inc. 
STSC 

OFF ANALYSIS Quanti me 
Systat, Inc. STATISTICAL Sigma Research 
Tabulyzer 

PACKAGES 
Ashton-Tate SPSS, Inc. 

Vision Base Bretton-Clark StatPac, Inc. 
Ashton-Tate Fassino Assoc. STSC 

BRAND SHARE BMDP Statistical Software Information Resources, Inc. Systat, Inc. 

ANALYSIS 
Concurrent Technologies Corp. SAS Institute, Inc. TBX, Inc. 
Crunch Software Corp. Sawtooth Software 

Analytical Computer Service Cybernetic Solutions Co. Sophisticated Data Research CRT TELEPHONE Ashton-Tate Dynacomp SPSS, Inc. 
CACI Fassino Assoc. StatPac, Inc. INTERVIEWING 
Dynacomp, Inc. Marketing Software, Inc. Analytical Computer Service 
Equifax Mktg Decision Systems P-Stat, Inc. CORRESPONDENCE Computers For Marketing Corp. 
Geographic Data Tech. SAS Institute 

ANALYSIS Creative Research Systems 
Information Resources, Inc. The Scientific Press Cybernetic Solutions Co. 
Landis Group Spring Systems Market Action Rsch Software Datanetics 
Management Science Assoc. SPSS, Inc. NCSS DigiSoft Computers, Inc. 
Marketing Software, Inc. StatPac, Inc SAS Institute, Inc. M/A/R/C, Inc. 
SAS Institute STSC Sophisticated Data Research Quanti me 
Spring Systems Systat, Inc. SPSS, Inc. Sales & Marketing Systems 
SPSS, Inc. Vision Base StatPac, Inc. Sawtooth Software 
StatPac, Inc. Sigma Research 

COMPUTER CROSST ABULA TION/ Software Science, Inc. 
CANONICAL CODING DISPLAY 

StatPac, Inc. 

ANALYSIS Computers For Marketing Corp. Acquadata Entry Services DATABASE Dynacomp Creative Research Systems Analysis Technology, Inc. 
MANAGEMENT NCSS Cybernetic Solutions Co. Analytical Computer Service 

Market Action Rsch Software Datanetics Ashton-Tate PROGRAMS NCSS Downie-Pine Company Bruce Bell and Assoc. 
SAS Institute, Inc. StatPac, Inc. CACI Analytical Computer Service 
Spring Systems Computers For Marketing Corp. Computers For Marketing Corp. 
SPSS, Inc. COMPUTER Concurrent Marketing Sys. Crunch Software Corp. 
StatPac, Inc. Consulting, Hrdwre & Processing Cybernetic Solutions Co. 
STSC GRAPHICS CRC Information Sys. Datamap, Inc. 
Systat, Inc. Ashton-Tate Creative Research Systems Datanetics 

OACI Crunch Software Systems Dynacomp 

CENSUS Creative Research Systems Cybernetic Solutions Co. Information Resources, Inc. 
Donnelly Marketing Information Qatanetics Leadtrack 

REPORTING Downie-Pine Company Downie-Pine Company Leibowitz Market Research Assoc. 

PROGRAMS Dynacomp Dynacomp Management Science Assoc. 
Equifax Mktg Decision Systems Information Resources, Inc. Maplnfo, Inc. 

Analytical Computer Service Ferox M/AIRiC, Inc. Market Power, Inc. 
CACI Hawthorne Software, Inc. Market Action Rsch Software Marketing Information Sys. 
Claritas Corp. IMSI Marketing Software, Inc. Matrix, Inc. 
Donnelley Marketing Information Information Resources, Inc. Matrix, Inc. Pizzano & Co. 
Equifax Mktg Decision Systems Management Science Assoc. Mlcrotab, Inc. P-Stat, Inc. 
Geographic Data Tech. Maplnfo Corp. NCSS Sales & Marketing Sys. 
GeoQuery Corp. Market Action Rsch Software Plain Jayne Software SAS Institute, Inc. 
Sammamish Data Systems P-Stat, Inc. P-Stat, Inc. Software Science, Inc. 
SAS Institute, Inc. The Sachs Group Quanti me StatPac, Inc. 
Strategic Mapping SAS Institute, Inc. SAS Institute TIC/A 
SPSS, Inc. Spring Systems Sigma Research 
StatPac, Inc. StatPac, Inc. Sophisticated Data Research DATA EDITING Strategic Mapping STSC Spring Systems Acquadata Entry Services 

Systat, Inc. SPSS, Inc. Concurrent Marketing Systems CLUSTER Vision Base StatPac, Inc. Consulting, Hrdwre & Processing 
Stolzberg Research 
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Creative Research Systems Fassino Assoc. BALANCED SAS Institute, Inc. 
Crunch Software Corp. Geographic Data Tech. 

SAMPLING DESIGN 
Spring Systems 

Cybernetics Solutions Co. GeoQuery Corp. StatPac, Inc. 
Datanetics Information Resources, Inc. Dynacomp STSC 
Downie-Pine Company Maplnfo Corp. Hodges & Assoc. Tabulyzer 
Dynacomp Market Action Rsch Software P-Stat, Inc. TBX, Inc. 
Marketing Software, Inc. Marketing Software, Inc. STSC 
Mastersoft, Inc. Market Share Modeling TIC/A KEY·TODISK 
Matrix, Inc. Mlcrotab, Inc. 

Adapt, Inc. Mlcrotab, Inc. Pizzano & Co. GEOGRAPHIC Plain Jayne Software P-Stat, Inc. Computers For Marketing Corp. 

P-Stat, Inc. The Sachs Group INFORMATION Creative Research System 

Quanti me Sales & Marketing Sys. Crunch Software Co. 

SAS Institute Sammamish Data Systems SERVICES . Cybernetic Solutions Co. 

Spring Systems SAS Institute, Inc. Analytical Computer Service Datanetics 

SPSS, Inc. Sl'~ter Hall Information Products CACI Downie-Pine Company 

StatPac, Inc. SPSS,Inc. Claritas Corp. Matrix, Inc. 

STSC StatPac, Inc. Datamap, Inc. Mlcrotab, Inc. 

Systat, Inc. Strategic Mapping, Inc. Equifax Mktg Decision Systems StatPac, Inc. 

Tabulyzer TBX, Inc. Geographic Data Technology 
LOG IT/LINEAR TIC/A Tydac Technologies GeoQuery Corp. 

Vision Base Maplnfo Cor.p. ANALYSIS Jan Werner Data Processing DISCRIMINANT National Planning Data Corp. 
The Sachs Group Concurrent Technologies Corp. 

DATA ENTRY ANALYSIS Sammamish Data Sys. Dynacomp 

Dynacomp Tydac Technologies Fassino Assoc. 
Acquadata Entry Services 

Fassino Assoc. SAS Institute, Inc. 
Adapt, Inc. 

NCSS GRAPHIC DISPLAY Sophisticated Data Research 
Advanced Data Research Spring Systems 
Analytical Computer Service P-Stat, Inc. Ashton-Tate SPSS, Inc. 
Bruce Bell and Assoc. SAS Institute Black River Systems Statistical Innovations 
Computers For Marketing Corp. Sawtooth Software CACI StatPac, Inc. 
Concurrent Marketing Sys. Sophisticated Data Research Creative Research Systems STSC 
Creative Research Systems Spring Systems Downie-Pine Company Systat, Inc. 
Crunch Software Corp. SPSS, Inc. Dynacomp 

Statistical Innovations Cybernetic Solutions Co. 
StatPac, Inc. 

Enertronics MARKET Datanetics Hawthorne Software Co. 
Downie-Pine Company STSC Market Action Rsch Software MATCHING 
Hodges & Assoc. Systat, Inc. P-Stat, Inc. Analytical Computer Service 
M/A/R/C, Inc. 

EXPERIMENTAL 
The Sachs Group CACI 

Marketing Software, Inc. Sammamish Data Sys. Equifax Mktg Decision Systems 
Mastersoft, Inc. DESIGN THEORY Spring Systems Maplnfo Corp. 
Matrix, Inc. 

Bretton-Clark 
StatPac, Inc. Market Action Rsch Software 

Mlcrotab, Inc. STSC 
Plain Jayne Software Dynacomp Systat, Inc. 

MARKET Pros & Cons, Inc. NCSS Vision Base 
P-Stat, Inc. SAS Institute, Inc. SEGMENTATION 
Pulse Train Technology Sophisticated Data Research INDEXING Analytical Computer Service Quanti me SPSS, Inc. 
SAS Institute STSC Equifax Mktg Decision Systems Ashton-Tate 

Spring Systems Mastersoft, Inc. CACI 

SPSS, Inc. FACTOR Jan Werner Data Processing Claritas Corp. 

StatPac, Inc. 
ANALYSIS/ 

Datamap, Inc. 

STSC INTERACTION/ Decision Support Inc. 

Systat, Inc. PRINCIPAL CLASSIFICATION 
Donnelley Marketing Information 

Tabulyzer Equifax Mktg Decision Systems 

TBX, Inc. COMPONENTS ANALYSIS Fassino Assoc. 

Viking Software Ashton-Tate Analytical Computer Service 
Geographic Data Tech. 

Vision Base Crunch Software Corp. 
Landis Group 

Ashton-Tate Leadtrack 
Dynacomp Market Action Rsch Software Maplnfo, Inc. 

DATA Fassino Assoc. SPSS, Inc. M/A/R/C Inc. 

MANIPULATION 
Matrix, Inc. Statistical Innovation Market Action Rsch Software 
NCSS StatPac, Inc. Marketing Software, Inc. 

PACKAGE P-Stat, Inc. STSC The Sachs Group 
Analytical Computer Service 

Sophisticated Data Research Sales & Marketing Systems 
Spring Systems INTERACTIVE Sawtooth Software 

DEMOGRAPHIC 
SPSS, Inc. Sophisticated Data Research 
StatPac, Inc. TABULATION SPSS, Inc. 

ANALYSIS STSC Analytical Computer Service Statistical Innovations 

Analytical Computer Service 
Systat, Inc. Creative Research System StatPac, Inc. 

Ashton-Tate FOCUS GROUP 
Crunch Software Corp. TBX, Inc. 

CACI Cybernetic Solutions Co. 

Claritas Corp. MANAGEMENT Downie-Pine Company MEDIA ANALYSIS 
Fassino Assoc. Creative Research Systems Decision Support Inc. Information Resources, Inc. Analytical Computer Service 

Crunch Software Corp. ECF Systems Development Matrix, Inc. CACI 
Cybernetics Solutions Co. Sophisticated Data Research Mlcrotab, Inc. Claritas Corp. 
Donnelley Marketing Information 

P-Stat, Inc. Cybernetic Solutions Corp. 
Dynacomp GENERATION/ Quanti me Decision Support, Inc. 
Equifax Mktg Decision Systems Donnelley Marketing Information 
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Equifax Mktg Decision Systems ON-LINE DATA Fassino Assoc. Business Forecast Systems 
Geographic Data Tech. Levenbach Associates Inc. CACI 
Leadtrack TABULATION Management Science Assoc. Concurrent Technologies Co. 
Maplnfo, Inc. CACI Marketools, Inc. Creative Research Systems 
Market Action Rsch Software Computers For Marketing Corp. SAS Institute Crunch Software Corp. 
Market Power, Inc. CRC Information Sys. Sawtooth Software Datalogics 
The Sachs Group Creative Research Systems Sophisticated Data Research Dynacomp 
SAS Institute Cybernetic Solutions Corp. Spring Systems Fassino Assoc. 
StatPac, Inc. Datanetics Vision Base Information Resources, Inc. 
TBX, Inc. Downie-Pine Company Levenbach Associates Inc. 

M/A/R/C Inc. PROGRAMMING Market Action Rsch Software 

MULTIDIMENSIONAL Matrix, Inc. 
LANGUAGE 

Marketools, Inc. 
P-Stat, Inc. NCSS 

SCALING Quanti me Advanced Data Research P-Stat, Inc. 
Dynacomp SAS Institute Crunch Software Corp. SAS Institute 
Fassino Assoc. StatPac, Inc. Fassino Assoc. Sophisticated Data Research 
Landis Group P-Stat, Inc. Spring Systems 
Market Action Rsch Software ON-LINE SAS Institute SPSS, Inc. 
NCSS Software Scienec, Inc. StatPac, Inc. 
Sophisticated Data Research TELEPHONE StatPac, Inc. STSC 
Spring Systems INTERVIEWING STSC Systat, Inc. 

SPSS, Inc. TBX, Inc. 
Systat, Inc. Computers For Marketing Corp. QUADRANT TMS Systems 
TIC/A Concurrent Marketing Sys. 

Creative Research Systems ANALYSIS SALES ANALYSIS 
MUL TINOMINAL Cybernetic Solutions Corp. Ashton-Tate Analytical Computer Service Datanetics Fassino Assoc. Ashton-Tate LOG IT ANALYSIS Datamap, Inc. Pulse Analytics CACI 
Caliper Corporation M/A/R/C Inc. SAS Institute Claritas Corp. 
Dynacomp, Inc. Marketing Information Sys. Spring Systems Concurrent Technologies Co. 
Fassino Assoc. Market Power, Inc. TIC/A Crunch Software Corp. 
NCSS Quanti me 

Datamap, Inc. Sales & Marketing Systems SAS Institute 
Sawtooth Software QUESTIONNAIRE Datanetics 

Statistical Innovations Equifax Mktg Decision Systems 
StatPac, Inc. The Scientific Press DESIGN 

StatPac, Inc. Ferox 

Stolzberg Research LANGUAGE Geographic Data Tech. 
MUL TIV ARIA TE Advanced Data Research 

GeoQuery Corp. 

METHODS PATTERN Computers For Marketing Corp. 
Hawthorne Software Co. 
Leadtrack 

Business Forecast Systems ANALYSIS 
Cybernetics Solutions Corp. Maplnfo. Corp. 

Concurrent Technologies Corp. Downie-Pine Company Market Action Rsch Software 
Dynacomp Analytical Computer Service Dynacomp Marketing Information Sys. 
Fassino Assoc. Ashton-Tate Hodges & Assoc. Marketing Software, Inc. 
Landis Group Concurrent Technologies Co. Plain Jayne Software Market Power, Inc. 
Levenbach Associates Inc. Dynacomp Quanti me Marketools, Inc. 
Market Action Rsch Software Market Action Rsch Software StatPac, Inc. Pizzano & Co. 
NCSS Marketools, Inc. TBX, Inc. P-Stat, Inc. 
P-Stat, Inc. SAS Institute, Inc. The Sachs Group 
SAS Institute Systat, Inc. RANKING Sales & Marketing System 
Smart Software Analytical Computer Service SAS Institute 
Sophisticated Data Research PERCEPTUAL CACI Smart Software 
Spring Systems MAPPING Computers For Marketing Corp. Snap Software, Inc. 
SPSS, Inc. Creative Research Systems SPAR/Burgoyne 
StatPac, Inc. Ashton-Tate Crunch Software Corp. StatPac, Inc. 
STSC CACI Cybernetic Solutions Co. Vision Base 
Systat, Inc. Dynacomp Downie-Pine Company 
Vision Base Equifax Mktg Decision Systems Dynacomp SALES DATABASE Fassino Assoc. M/A/R/C Inc. 
NON-PARAMETRIC Landis Group Marketools, Inc. 

Ashton-Tate 
Market Action Rsch Software Microtab, Inc. 

CACI 

STATISTICS SAS Institute Computer Strategies, Inc. 
Sawtooth Software 

P-Stat, Inc. Datanetics 
Analytical Computer Service 

Sophisticated Data Research 
Pulse Train Technology Dynacomp 

Ashton-Tate Quanti me 
Business Forecast Systems Spring Systems Spring Systems 

Information Resources, Inc. 

Crunch Software Corp. SPSS, Inc. SPSS, Inc. 
Leadtrack 

Dynacomp StatPac, Inc. StatPac, Inc. 
Marketing Information Sys. 

I Market Power, Inc. 
Fassino Assoc. STSC Sales & Marketing System 
Market Action Rsch Software PREDICTIVE Systat, Inc. SAS Institute 
NCSS DIALING Tabulyzer StaPac, Inc. 
P-Stat, Inc. TBX, Inc. XYCAD Group 
SAS Institute Telesystems Source TIC/A 
Sophisticated Data Research 

SALES Spring Systems PRICE ELASTICITY REGRESSION/ 
SPSS, Inc. 

MEASUREMENT CORRELATION EFFECTIVENESS 
StatPac, Inc. 
STSC Analytical Computer Service ANALYSIS MEASUREMENT 
Systat, Inc. Ashton-Tate Analytical Computer Service 

Bretton-Clark Ashton-Tate Ashton-Tate 
Concurrent Technologies Corp. Black River Systems CACI 
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Datanetics Microtab, Inc. SPSS, Inc. M/NR/C Inc. 
Equifax Mktg Decision Systems P-Stat, Inc. StatPac, Inc. Marketing System Group 
Leadtrack Quanti me STSC Pulse Train Technology 
Marketing Information Sys. SAS Institute Sulcer Services Quanti me 
Marketing Software, Inc. SPSS, Inc. Systat, Inc. Sawtooth Software 
Market Power, Inc. StatPac, Inc. Vision Base Sales & Marketing Systems 
Sales & Marketing System STSC Jan Werner Data Processing The Scientific Press 
StatPac, Inc. Tabulyzer StatPac, Inc. 

TIC/A TABLE EDITING TBX, ln·c. 

SALES Jan Werner Data Processing 
Analytical Computer Service 

FORECASTING SIMULATION/ Computers For Marketing Corp. THURSTONE 
Concurrent Marketing Systems SCALING Black River Systems 

MODELING Creative Research Systems 
Business Forecast System Downie-Pine Company Fassino Assoc. 
CACI Bretton-Clark Matrix, Inc. NCSS 
Claritas Corp. Business Forecast Systems Microtab, Inc. Sophisticated Data Research 
Concurrent Technologies Co. Concurrent Technologies Co. P-Stat, Inc. Systat, Inc. 
Datanectics Dynacomp Quanti me 
Dynacomp Fassino Assoc. The Sachs Group TIME-SERIES Equifax Mktg Decision Systems Ferox Spring Systems 
Fassino Assoc. Levenbach Associates Inc. SPSS, Inc. ANALYSIS 
Ferox Management Science Assoc. StatPac, Inc. Black River Systems 
Geographic Data Tech. Market Action Rsch Software STSC Concurrent Technologies Corp. 
Leadtrack Pizzano & Co. TIC/A Dynacomp 
Levenbach Assoc. The Sachs Group Vision Base Fassino Assoc. 
Marketools, Inc. SAS Institute Levenbach Associates Inc. 
Marketing Information Sys. Sawtooth Software 

TABULATION Marketools, Inc. 
Market Share Modeling SDG Decision Systems Pizzano & Co. 
Market Power, Inc. Spring Systems SYSTEM P-Stat, Inc. 
NCSS StatPac, Inc. 

Analytical Computer Service SAS Institute 
Pizzano & Co. Smart Software 
P-Stat, Inc. SITE EVALUATION Bruce Bell and Assoc. 

Sophisticated Data Research 
The Sachs Group Computers For Marketing Corp. 
Sales & Marketing System Analytical Computer Service Concurrent Marketing Systems Spring Systems 

SAS Institute CACI Consulting Hrdwre & Processing SPSS, Inc. 

Smart Software Claritas Corp. CRC Information Sys. StatPac, Inc. 
STSC 

Sophisticated Data Research . Datamap, Inc. Creative Research Systems 
Systat, Inc. 

Spar/Burgoyne Donnelley Marketing Information Crunch Software Corp. 
Spring Systems Equifax Mktg Decision Systems Cybernetic Solutions Co. Vision Base 

StatPac, Inc. Geographic Data Tech . Datanetics 
STSC StatPac, Inc. Downie-Pine Company TRANSLATION 
Systat, Inc. Management Science Assoc. Analytical Computer Service 
Vision Base SLATE COMPUTER M/NR/C Inc. Detail Technologies 
XYCAD Group Marketing Software, Inc. Pizzano & Co. 

SURVEY Market Probe, Inti. 

SAMPLE SIZE GENERATION 
Matrix, Inc. 

UPC SCANNERS Microtab, Inc. 

DETERMINATION Advanced Data Research P-Stat, Inc. Information Resources, Inc. 

Barry Cohen 
Pulse Train Technology StatPac, Inc. 

TTEST Quanti me 
Creative Research Systems SAS Institute VERBATIM Dynacomp Analytical Computer Service Sigma Research 
Fassino Assoc. Barry Cohen Spring Systems CODING Hodges & Assoc. Computer For Marketing Corp. SPSS, Inc. Computers For Marketing Corp. NCSS Concurrent Technologies Co. Stolzberg Research 
Maritz Marketing Research CRC lnfomation Sys. StatPac, Inc. Creative Research Systems 
Sophisticated Data Research Creative Research Systems Tabulyzer Cybernetic Solutions Co. 
StatPac, Inc. Crunch Software Corp. TBX, Inc. Downie-Pine Company 
STSC Cybernetic Solutions Co. TIC/A 

M/NR/C Inc. 
Systat, Inc. Downie-Pine Company Jan Werner Data Processing Marketing Metrics, Inc. 
TBX, Inc. Dynacomp Sigma Research 

Fassino Assoc. TELEPHONE 
StatPac, Inc. 

SAMPLE M/NR/C Inc. 

WEIGHTING 
Maritz Marketing Research INTERVIEWING/ VOLUMETRIC 
Marketing Software, Inc. 

SAMPLING ANALYSIS Analytical Computer Service Matrix, Inc. 
Ashton-Tate Microtab, Inc. Analytical Computer Service Analytical Computer Service 
Computers For Marketing Corp. NCSS Computers For Marketing Corp. Datamap, Inc. 
Creative Research Systems P-Stat, Inc. Creative Research Systems Management Science Assoc. 
Cybernetic Solutions Co. Quanti me Cybernetic Solutions Co. Microtab, Inc. 
Downie-Pine Company SAS Institute Datanetics Quanti me 
Matrix, Inc. Sophisticated Data Research Digisoft Computers, Inc. SAS Institute 

Spring Systems Hodges & Assoc. TIC/A 

SECTION IV-SOFTWARE 
PROGRAMS FOR USE 
WITH MAINFRAMES 

computations. 

MARKETING SYSTEMS GROUP-GENESYS: 
Complete Random Digit Dialing (ROD) Sam­
pling Systems for license on HP-3000 and 
DEC VAX computers. Geographic capabili ­
ties down to the Zip Code level (eg. State, 
County, ADI , DMA, MSA and Area Code/Ex­
change) . Targeted samples for over 20 demo­
graphic variables, including associated inci-

dence and coverage estimates. Custom print 
programs and interface to all major CATI sys­
tems included. Business Purging option avail­
able. 

ANALYTICAL COMPUTER SERVICE, INC.­
RESQUE is a flexible and efficient computer 
system designed for processing survey data. 
Provides final tables and full range of statistical 
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QUANTIME- QUANTUM: Editing and correc­
tion facilities for Binary/ASCII data. Weighting 
types: sample balancing, pre/post, projections. 
Handles hierarchical (trailer/panel) data. Table 
output: multiple level ranking ; row, column, 
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chines. total and cumulative percentages; rank num­
bers, indices; row/table manipulation ; TIZ tests, 
P&G required stats. Supports Postscript and 
standard laser printers . Interfaces with 
QUANQUEST, QUANVERT and QUANCEPT. 
Available on Multi-User 80386, IBM CMS/MVS, 
DEC VMS, UNIX machines. 
QUANVERT: Interactive data analysis for re­
searchers. Tabulates any question (variable) 
in the database by any other. Filter tables on 
any answer or combination of answers from 
existing questions. Weighted or unweighted 
output. Creates new variables by combining/ 
splitting parts of existing questions. Handles 
multiple projects simultaneously. Interfaces 
with QUANTUM. Available on Multi-User 
80386, IBM CMS/MVS, DEC VMS, UNIX ma-

QUANCEPT: CRT Interviewing System. 
Handles very large and complex question­
naires. Significant features are telephone 
number management, quota control, com­
puter assisted coding, interviewer monitoring, 
and interactive top line tabs. Generates printed 
questionnaire and tabulation specs from script. 
Autodialer interface available. Interfaces with 
QUANQUEST and QUANTUM. Available on 
Multi-User 80386 (up to 32 users), DEC VAX, 
and other UNIX machines. 

industry. Services include data entry, cross­
tabulations, multivariate analyses, perceptual 
mapping, market segmentation, time-sharing, 
ROD samples, listed samples, database man­
agement, statistical consulting and mail survey 
outgo and return services. 

SPSS, INC.-SPSS: is a sophisticated package 
for statistical data analysis and data/file man­
agement. It features a menu interface and 50 
statistical procedures. Data management fa­
cilities allow transformations, and the handling 
of long string variables and complex file struc­
tures. SPSS also features an on-line statistical 
glossary, a matrix language, direct interfaces 
to leading databases, a full-featured report 
writer. 

ANALYSIS OF 
VARIANCE 
Coffman Systems, Inc. 
Computer Associates 
Concurrent Technologies Corp. 
CRC Information Sys. 
Information Resources, Inc. 
P-Stat, Inc. 
Quanti me 
SAS Institute 
SPSS, Inc. 

BRAND SHARE 
ANALYSIS 
Coffman Systems, Inc. 
Computer Associates 
Management Science Assoc. 
TIC/A 

CANONICAL 
ANALYSIS 
Computer Associates 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

CENSUS 
REPORTING 
PROGRAMS 
SAS Institute 
SPSS, Inc. 

CLUSTER 
ANALYSIS 
Coffman Systems 
Computer Associates 
CRC Information Sys. 
Information Resources, Inc. 
Management Science Assoc. 
P-Stat, Inc. 
SPSS, Inc. 

COMPREHENSIVE 
STATISTICAL 
PACKAGE 
BMDP Statistical Software 
Computer Associate 
Concurrent Technolog ies Corp. 
Information Resources, Inc. 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 
Systat, Inc. 

COMPUTER 
CODING 

February, 1991 

SOPHISTICATED DATA RESEARCH, INC.­
SDR provides a full line of data processing, 
statistical analysis and sampling services, tar­
geted specifically to the marketing research 

Computers For Marketing Corp. Downie-Pine Company 
Downie-Pine Company M/NR/C Inc. 

Marketing Info. Systems 

COMPUTER Quanti me 

GRAPHICS 
SPSS, Inc. 

Computer Associates CRT TELEPHONE 
Downie-Pine Company 

INTERVIEWING Information Resources, Inc. 
P-Stat, Inc. Coffman Systems 
SAS Institute Computers For Marketing Corp. 
SPSS, Inc. CRC Information Sys. 

M/NR/C Inc. 

COMPUTERIZED Quanti me 
Software Science, Inc. 

INTERVIEWING 
Coffman Systems, Inc. DATABASE 
Computers For Marketing Corp. 

MANAGEMENT CRC Information Sys. 
Quanti me PROGRAM 
CONJOINT/TRADE- Coffman Systems, Inc. 

Computers For Marketing Corp. 

OFF ANALYSIS Computer Associates 
Devcom Mid-America 

Computer Associates Information Resources, Inc. 
CRC Information Sys. Management Science Assoc. 
Information Resources, Inc. Marketing Info. Systems 
SAS Institute Market Probe International 
SPSS, Inc. Matrix, Inc. 

CORRESPONDENCE 
P-Stat, Inc. 

ANALYSIS DATA EDITING 
Computer Associates Analytical Computer Service 
SAS Institute Consulting Hrdwre & Processing 
Sophisticated Data Research CRC Information Sys. 
SPSS, Inc. Downie-Pine Company 

Hodges & Assoc. 

CROSST ABULA TION/ M/NR/C Inc. 
Matrix, Inc. 

DISPLAY P-Stat, Inc. 
Quanti me 

A'nalytical Computer Service SAS Institute 
Britz Publishing Co. SPSS, Inc. 
Coffman Systems 
Computer Associates DATA ENTRY Computers For Marketing Corp. 
Consulting Hrdwre & Processing Coffman Systems, Inc. 
Downie-Pine Company Computers For Marketing Corp. 
Information Resources, Inc. Devcom Mid-America 
Market Probe International Downie-Pine Company 
Matrix, Inc. Market Probe International 
Perreault & Assoc. P-Stat, Inc. 
P-Stat, Inc. Quanti me 
Quanti me SAS Institute 
SAS Institute SPSS, Inc. 
Sigma Research 
Sophisticated Data Research DEMOGRAPHIC 
SPSS, Inc. 
Systat, Inc. ANALYSIS 
TIC/A Computer Associates 

Information Resources, Inc. 
CRT DATA ENTRY LPC, Inc. 

Coffman Systems, Inc. SAS Institute 

Computers For Marketing Corp. SPSS,Inc. 

DISCRIMINANT 
ANALYSIS 
Computer Associates 
CRC Information Sys. 
Information Resources, Inc. 
P-Stat, Inc. 
SAS Institute 
SPSS, Inc. 

EXPERIMENTAL 
DESIGN THEORY 
SAS Institute 

FACTOR 
ANALYSIS/ 
PRINCIPAL 
COMPONENT 
CRC Information Sys. 
Information Resources, Inc. 
SPSS, Inc. 

GENERATION/ 
BALANCED 
S~MPLING DESIGN 
TIC/A 

GEOGRAPHIC 
INFORMATION 
SERVICE 
LPC, Inc. 
MPSI Systems, Inc. 

GRAPHIC DISPLAY 
Computer Associates 
Downie-Pine Company 
SAS Institute 
SPSS, Inc. 
Statistical Innovations 

INTERACTION/ 
I CLASSIFICATION 

ANALYSIS 
Perreault & Assoc. 

INTERACTIVE 
TABULATION 
Downie-Pine Company 
Matrix, Inc. 
P-Stat, Inc. 
Quanti me 
SAS Institute 
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KEY TO DISK INTERVIEWING SALES ANALYSIS Computers For Marketing Corp. 

Computers For Marketing Corp. Coffman Systems Analytic Consultants Inti. Downie-Pine Company 
Matrix, Inc. Market Probe International Computers For Marketing Corp. Coffman Systems Quanti me MIA/RIC Inc. Computer Associates SPSS, Inc. 

LOG IT/LOG- Marketing Info. Systems Computers For Marketing Corp. 

LINEAR ANALYSIS 
Quanti me Concurrent Technologies Corp. 

TABULATION Devcom Mid-America 
Concurrent Technologies Corp. PATTERN GMD Incorporated SYSTEMS 
SAS Institute 

ANALYSIS 
Information Resources, Inc. 

Analytical Computer Service SPSS, Inc. Marketing Info. Systems 
Computer Associates P-Stat, Inc. Computers For Marketing Corp. 

MARKET Concurrent Technologies Corp. SAS Institute Consulting Hrdwre & Processing 

CRC Information Sys. CRC Information Sys. 

MATCHING SAS Institute SALES DATABASE Downie-Pine Company 
Information Resources, Inc. 

LPC, Inc. Analytic Consultants Inti. M/ A/RIC Inc. Management Science Assoc. PERCEPTUAL Coffman Systems Market Probe International 

MARKET MAPPING Computer Associates Matrix, Inc. 

CRC Information Sys. 
Devcom Mid-America Perreault & Assoc. 

SEGMENTATION Information Resources, Inc. P-Stat, Inc. Management Science Assoc. Marketing Info. Systems Quanti me 
Coffman Systems, Inc. SAS Institute SAS Institute SAS Institute 
CRC Information Sys. Sophisticated Data Research Sigma Research 
LPC, Inc. SPSS, Inc. SALES SPSS, Inc. 
Management Science Assoc. TIC/A MIA/RIC Inc. PRICE ELASTICITY EFFECTIVENESS 
Marketing Info. Systems MEASUREMENT MEASUREMENT TELEPHONE Perreault & Assoc. 
Sophisticated Data Research Concurrent Technologies Corp. Analytic Consultants Inti. INTERVIEWING 
SPSS, Inc. SAS Institute Coffman Systems 

SYSTEM Statistical Innovation Sophisticated Data Research GMD Incorporated 
Information Resources, Inc. Coffman System 

MEDIA ANALYSIS PROGRAMMING Marketing Info. Systems Computers For Marketing Corp. 

Coffman Systems, Inc. LANGUAGE 
CRC Information Sys. 

SALES MIA/RIC Inc. Management Science Assoc. Devcom Mid-America Quanti me 
SAS Institute 

P-Stat, Inc. FORECASTING 

MULTIDIMENSIONAL 
SAS Institute Analytic Consultants Inti. TIME-SERIES 
SPSS, Inc. Concurrent Technologies Corp. 

ANALYSIS SCALING Devcom Mid-America 

Computer Associates QUADRANT Marketing Info. Systems Computer Associates 
P-Stat, Inc. Concurrent Technologies Corp. Information Resources, Inc. ANALYSIS SAS Institute Information Resources, Inc. SPSS, Inc. 

Computer Associates Sophisticated Data Research Management Science Assoc. TIC/A Information Resources, Inc. Spar/ Burgoyne Market Probe International 

MULTINOMINAL 
SAS Institute P-Stat, Inc. 
TIC/A SAMPLE SIZE SAS Institute 

LOG IT SAS Institute Sophisticated Data Research 

ANALYSIS QUESTIONNAIRE Sophisticated Data Research SPSS, Inc. 

Caliper Corporation DESIGN 
SAMPLE UPC SCANNERS 

LANGUAGE 
WEIGHTING 

Management Science Assoc. 
MULTIVARIATE Computers For Marketing Corp. 

METHODS CRC Information Sys. Computers For Marketing Corp. VERBATIM 
Concurrent Technologies Corp. 

Downie-Pine Company CRC Information Sys. 
CODING MIA/RIC Inc. Downie-Pine Company 

P-Stat, Inc. MIA/RIC Inc. Computers For Marketing Corp. 
SAS Institute RANKING Matrix, Inc. MIA/RIC Inc. 
Sophisticated Data Research P-Stat, Inc. 
SPSS, Inc. Coffman Systems, Inc. Quanti me VOLUMETRIC Computer Associates SAS Institute 
NON-PARAMETRIC Computers For Marketing Corp. ANALYSIS 
STATISTICS 

Downie-Pine Company SIMULATION/ Management Science Assoc. 
Management Science Assoc. Quanti me 

Computer Associates MIA/RIC Inc. MODELING SAS Institute 
P-Stat, Inc. P-Stat, Inc. Concurrent Technologies Corp. 
SAS Institute Quanti me Management Science Assoc. 
SPSS, Inc. SPSS, Inc. SAS Institute tistift8 Additiefts TIC/A 

ON-LINE DATA 
REGRESSION/ TTESTS 

TABULATION Computer Associates 
Computers For Marketing Corp. CORRELATION Computers For Marketing Corp. Please note the new phone 

CRC Information Sys. ANALYSIS CRC Information Sys. number for the firm below, which 
Downie-Pine Company Coffman Systems 

Downie-Pine Company was listed on p. 44 of the 1991 
MIA/RIC Inc. Computer Associates 

Information Resources, Inc. 
SourceBook Supplement: 

Matrix, Inc. MIA/RIC Inc. 

Quanti me 
Concurrent Technologies Corp. Matrix, Inc. 
CRC Information Sys. 

P-Stat, Inc. R. Isaacs Computing Assoc. 
P-Stat, Inc. Marketing Matrix 

SAS Institute Quanti me 
Market Probe International SAS Institute 2566 Overland, Ste. 716 

ON-LINE 
P-Stat, Inc. Sophisticated Data Research Los Angeles, CA 90064 
SAS Institute SPSS, Inc. Ph. 213-842-8310 

TELEPHONE Sophisticated Data Research 
SPSS, Inc. TABLE EDITING Marcia Selz, Pres. 
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Trade Talk 
continued from p. 54 
Experience influences choices 

Thestudyfound that home office worlcershavea wide range of occupations: 
about one-quarter are in consulting; 20% are in sales; 10-15% are in 
accounting: 5-10% do secretarial work. An additional20-25% work in blue 
collar occupations. 

This past experience influences the product choices they make. Since 
most have had experience with many of the advanced office automation 
products, Kuzmin says, they know what they like and what product features 
will best suit their needs. 

''A person from an advertising background might feel that he or she needs 
a better quality copier than some of the personal copiers that are available 
right now. Someone who's in investment counseling might feel that he needs 
better quality output from a fax than some of the curled up pieces of paper 
that you get from the cheap machines." 

Though home office workers tend to be sophisticated consumers of 
technology, they aren 'tearly adapters, Kuzmin says. Because their livelihood 
is on the line, they can't easily afford to take a chance on a new product 
without a proven track record-no matter how many advantages it offers. If 
it doesn't work, they don't work either. 
Home office shopper 

''The home office worker is becoming the home office shopper," Kuzmin 
says. Past VDC surveys showed that product demonstrations and the advice 
of sales staff were heavy influences on home equipment purchasers". But 
now, more buyers rely on past experience, articles and reviews in trade 
publications, and manufacturers' product literature for guidance, enabling 
them to make their final purchase decision without ever leaving their home. 

Once they decide what they want, they look for the outlet offering them 
the cheapest price. More and more, those outlets are mail order, mass 
merchandisers, warehouse clubs and electronic superstores, the study shows. 

This better-informed shopper may lead to erosion of brand loyalty, 
Kuzmin says, because as buyers shop features and specs they may pass over 
better known, higher-priced brands for lesser-known brands that offer the 
same capabilities at a lower price. 

But while home office workers are price sensitive, they don't necessarily 
want cheap products, because reliability is very important. ''This buyer is 
going to consider the low cost options because he is now the purchase 
decisionmaker. When you work in a traditional office setting, you're not a 
part of those decisions. But in your home office, you know exactly what your 
expenses are, so you're very careful." 
Like to change 

Although the VDC study doesn't examine the reasons behind the increase 
of home office workers, Kuzmin feels that employers are realizing that 
allowing people to work in their homes can increase productivity and lower 
overhead. Also, he says, Americans just like to change, whether it's their 
lifestyles or their jobs, and working at home is an aspect of that. But even 
working at home isn't forever, he says. 

"It's interesting, because even though the people that we interview for the 
most part claim they plan on being in a home office for the rest of their 
working life, we find that after a ten year period, there's a noticeable group 
that drop out and go back to the traditional office setting." 0 

C:lassified Ad 
SENIOR ACCOUNT EXECUTIVES· 

Visions Marketing Services, a Lancaster, PA based marketing firm is 
seeking a high caliber senior account executive for its market research 
department. The candidate must have: (1) B.S./B.A. with 3-5 years of 
experience. (2) be currently in a sales generating capacity for a research firm. 
(3) have an established track record of a strong customer orientation ( 4) be 
seeking a long term relationship with a growing organization. 

We will provide you with an excellent support staff and a professional 
work environment. Relocation is not necessary! Please submit your resume 
to: Tom Dubbs, Director of Market Research, Visions Marketing Services, 
451 East Ross Street, Lancaster, PA 17602 

February, 1991 
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by Joseph Rydholm 
managing editor 

Home is where the work is 

0 ne night a few months back, I was sitting at home 
staring into the glowing screen of the household Mac, 
when the phone rang. It was a friend of mine, who 

works at a marketing communications firm, wanting to find out 
if I knew anything about computers. 

"A little," I said, lifting my finger off the moo se-er, mouse­
button. "Why?" 

"I'm thinking about getting a computer of my own," she said. 
"Hmm, bad idea," I said. "You already go in to the office on 

weekends anyway, right? Why kill yourself? Trust me, you'll 
just end up bringing work home with you," I said, tapping out 
the end of a sentence. 

"What's that noise?" she asked. 
"That? Oh, nothing. I just brought a little work home with 

me ... " 
Now that personal computers, fax machines, modems, and 

copiers have made their way from the corporate office to the 
home office, working at home is more and more common. 
According to estimates by Venture Development Corporation 
(VDC), a Natick, Massachusetts-based management consult­
ing firm serving the electronics industry, there are about 23 
million "home office workers" in the U.S. 

The level of home office work varies; some people-like me, 
for example, or my friend (who went ahead and bought a PC)­
just use the equipment to catch up on work from their full-time 
jobs; others telecommute, working at home and using their 

telephone, fax machine, or modem to communicate with the 
"main office." 

Keith Kuzmin, project director for VDC 's Home Office 
Planning Service, a multi-client study of the home office 
equipment market, says that VDC 's definition of a home office 
worker differs from other industry sources. "We define the 
market as those people who have part- or full-time home office 
income, or people who telecommute. Because we eliminate the 
large group of people who do catch-up work at home, our 
estimates of the market tend to be smaller than those of other 
analysts. In 1990, we estimate that the market was around 23 
million people, but I've seen numbers as high as 45 million." 

As part of the Home Office Planning Service, VDC surveyed 
self-employed people on their office equipment buying habits, 
to find out, for exainple, how they get their product information, 
where they buy, and why. Some sample findings: 

• The respondents cited three items that every home office 
should have-the personal computer, desktop calculator, and 
telephone answering machine. 

• Quality, ease of use, and reliability are the three most 
important product features. 

• A PC was cited as the first product someone starting a home 
office should buy. 

• Copiers are becoming a very popular home office product. 

continued on p. 53 

Making names 

54 

At NameLab, we've made product and company names like Acura, AutoZane, 
Compaq, Cycolar, Geo, Lumina, Sequa and Zapmail by constructional linguistics. 

The result of a NameLab project is a report presenting and analyzing registrable 
names expressing your marketing ideas. We quote costs accurately in advance and 
complete most projects within four weeks. 

For information, contact NameLab Inc., 711 Marina Blvd., San Francisco, CA 94123. 
Voice 415--563-1639 NAMELAB® ~ax 415-563-9176 
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Experience Is The Best Teacher. 
We cordially invite you to learn marketing research methods and applications from the professionals who 
have done more customized marketing research and have taught it to more people than anyone else in the world. 

When you attend a Burke Institute seminar, you 
participate in more than an exciting, on-target 
learning experience. You learn from what we have 
learned by doing tens of thousands of marketing 
research studies. Our seminars reflect this invalu­
able depth of real-life expertise, not available to 
you anywhere else. 

It is just one of the many reasons for the rave 
reviews we have received worldwide from past 
participants at more than 1,600 marketing research 
seminars conducted by us during the past 16 years. 
Here are just a few verbatims from recent seminar 
evaluations: 

I. The best seminar in marketing I've ever taken. ~ry timely. The content is 
absolutely ~llent . Speaker - excellent, engaging. It 's nice to have someone 
who can help us to understand .. . Finally, a marketing seminar which is both 
in-depth and practical . 

t::Jilector of Marl<et Research, Feu1t1ea SfalchiBon Ami 

2. Fantastic - I fnaly understand the stuff that good colege professors 
could not explaillf !her lves depended on it. Great maroal. Speaker 
is realy great - 1 have learned more from hill n 2 days than 1 did n 
2 years n grad school! 

3. If the wealth of Information, knowledge and understanding I wabd <rN9!f 
with could be corwrted to 11'101'18Y. I would be a nt>nai'e from hereafter. 
I was never more ir'f1>ressed with an Instructor and a seminar as I was 
with this. 'Mlrt<book h none I have 8Y9f' been exposed to . . . somewhat 
si"rEr to the E.nc.)dopaedia Brtttanlca. Speaker dynan'ic, exciting, ~. 
showed tremendous Interest n the subject as wei as each participant. 

Project Coortlnstot; General Foods 

4. Super - best 2 day seminar l'w ever had. Totaly targeted. Best 
workbook l'w seen n !elms of wal<ing'Ry with a great memory jogger. 
Super speaker. 

5. I have listed more than 30 ideas for immediate i'llllementation at my 
COf'1l'any. Outstanding speaker: expert, enthusiastic, as good a listener 
as he is a teacher. 

Manager, Consumer Research, Heinz 

6. Fantastic and mtrackl The maroaJ wl be a great addition to our reference 
lbraryl Priceless! So wei lald out. Speaker excelent, Interesting -
mtrack. ProdJct Researcher, Atinerlc Corponltlon 

7. The best (seminar) l'w attended. Outstanding association of statistics 
to rnari(eting research problems. Li'lked statistical background of MBA 
to study concerns I face everyday. (The speaker) explai'ls statistics and 
methods better n 2 days than most professors have done n a semester 
of undergrad and grad wor1<. 

Business Research Ana.Yst, Dow Chemical 

6. Fantastic! Ewn though I have an M.S. n stats I have newr had such 
a clear picllxe of how to apply stat tectnques before. Wonderful 8X8IT1Jies 
to explai1 the theories, ideas, phlosophies-superb (speaker)! ~ to 
motivate me to expand my use of different techniques and explore more 
possiJitles. 

Matf<eting Research Ana.Yst, Conlc.mw Power Con¥»ny 

9. " lnlensive" is an understatement! But, I sure feel! got my 11'101'18Y'S worth. 
I got everything I came for, and more. Incredibly ~ful and useful 
Information. 1enffic workbook. Unique Instructor ... someone who can 
"do" and " teach". Wonderfuly enthusiastic. 

Pmclpa/, CreBIN Focus 

10. lncredble - better than I expected. " Biggest Bang for the Buck" of any 
seminar l'w ever attended. Fantastic. 

Marl<eti'lg Research Anslyst, Depuy 

A Division of BASES Burke Institute, Inc. 
800 Broadway, Cincinnati , Ohio 45202 (800-544-7373) 

©1991, The Burke Institute 

The Burke Institute 
Partial Schedule of Seminars Through August 1991 

101. Practical Marketing Research 
New York . . ........ Jan. 7-9 
Toronto . . . . . . . . . . . . Feb. 11-13 
Chicago .. ...... ... Mar. 18-20 
Seattle .. . .. . .. .. .. Apr. 1-3 
Cincinnati . . . . . . . . . . Apr. 15-17 
Los Angeles . . . . . . . . May 13-15 
New York . . . . . . . . . . June 3-5 
Washington, D.C ..... July 1-3 
Cincinnati . .. .. ..... July 29-31 
Boston . . ...... .... Aug. 26-28 

104. Questionnaire Construction \\brkshop 
New York . . .. ...... Jan . 14-15 
Chicago . . . . . . . . . . . Mar. 5-6 
Cincinnati . . . . . . . . . . Apr. 23-24 
Boston . . . . . . . . . . . . June 11-12 
Cincinnati . . . . . . . . . . Aug. 5-6 

lOS. Questionnaire Design: Applications 
and Enhancements 
New York . . . . . . . . . . Jan. 16-17 
Chicago . . . . . . . . . . . Mar. 7-8 
Cincinnati . . . . . . . . . . Apr. 25-26 
Boston . . . . . . . . . . . . June 13-14 
Cincinnati ..... ... . . Aug . 7-8 

201. FOcus Groups: An Introduction 
Los Angeles . . . . . . . . May 16-17 

203. FOcus Group Moderator Training 
Cincinnati . . . . . . . . . . Feb. 5-8 
Cincinnati . . . . . . . . . . Apr. 2-5 
Cincinnati . . . . . . . . . . May 21-24 
Cincinnati . . . . . . . . . . July 16-19 

301. Writing Actionable Marketing 
Research Reports 
New York ....... . . . Jan. 24-25 
Chicago ........... Mar. 21-22 
Cincinnati . . . . . . . . . . May 7-8 
New York . . . . . . . . . . June 6-7 
Cincinnati . . ........ Aug. 1-2 
Boston ........... . Aug. 29-30 

302. Effective In-Person Presentation or 
Marketing Research Results 
Cincinnati ... . ...... July 23-25 

401. Managing Marketing Research 
New York .......... Jan . 31-Feb. 1 
Cincinnati . . . . . . . . . . May 9-10 
Cincinnati . . . . . . . . . . Aug. 21-22 

SOl. Applications of Marketing Research 
New York . ..... .... Jan. 22-23 
Cincinnati . . . . . . . . . . Apr. 18-19 
Washington, D.C. . . . . May 16-17 
Cincinnati .... . . .. . . Aug . 19-20 

502. Product Research 
New York . . . . . . . . . . Apr. 8-9 
Cincinnati . . . . . . . . . . July 11-12 

503. New Product Forecasting 
New York .. . ....... Apr. 10-11 

504. Adwrtising Research 
New York . . . . . . . . . . Feb. 28-Mar. I 
Cincinnati . . . . . . . . . . June 27-28 

SOS. Positioning and Segmentation 
Research 
New York . . . . . . . . . . Feb. 26-27 
Cincinnati .. . .. .. ... June 25-26 

506. Customer Satisfaction Research 
Thronto . . . . . . . . . . . . Feb. 14-15 
Cincinnati . . . . . . . . . . June 20-21 
New York . . . . . . . . . . Aug. 20-21 

601. 'IBbulation & Interpretation of 
Marketing Research Data 
Boston . . . . . . . . . . . . Mar. 11-12 
Cincinnati . . ...... . . Apr. 29-30 
Cincinnati . . . . . . . . . . Aug. 12-13 

602. Thols and Techniques or Data 
Analysis 
New York .. .. . .... . Jan . 28-30 
Boston . . . . . . . . . . . . Mar. 13-15 
Cincinnati .......... May 1-3 
New York . . . . . . . . . . June 17-19 
Cincinnati . . . . . . . . . . Aug. 14-16 

603. Practical Multiwriate Analysis 
New York . . . . . . . . . . Feb. 18-20 
Cincinnati . ......... May 29-31 
Cincinnati . . . . . . . . . . July 24-26 

?01. International Marketing Research 
Washington, D.C. . . . . May 14-15 
Cincinnati . . . . . . . . . . July 9-10 

?02. Business to Business Marketing 
Research 
Cincinnati ....... ... March 25-27 

901 Getting Value From Your In-Market 
Data 
Cincinnati . . . . . . . . . . May 16-17 

•Four-Week Certificate Program 
New York .... . ... Jan. 7-Feb. 1, 1991 
Cincinnati. . . . .. Apr. 15-May 10, 1991 
Cincinnati . .. . . July 29-Aug. 22, 1991 

Please call Lisa Raffignone at 800-544-7373 (ext. 3775) for schedule infonnation for the 
following seminars which are also currently offered by the Institute: 
• IntroduCJion to Marketing Research 
• Marketing Research for Decision Makers 
• Focus Groups: An Applications Workshop 
• Pricing Strategy and Research 
• Using Multivariate Analysis: A P.C. Based Workshop 
• Experimental I5esigns for Marketing Research 
• Industry Specific Seminars 

• Healthcare • Financial Institutions 
• Phannaceutical • Public Utilities 
• Telecommunications • Automotive/Transportation 

• Planning Marketing Strategies and Tactics Using Actionable Research 
• Effectively Selling Marketing Research Services 
• Negotiating Marketing Research Contracts 
• Strategic Market Simulation 
ALL OF THE ABOVE SEMINARS ARE AVAILABLE FOR IN·HOUSE PRESENTATION. 

Please look over the list of our current seminars. Then call us toll-free. 
We will help you select the best seminar or other educational 
opportunity to meet your specific needs. Please call Lisa Raffignone, 
Marketing Manager, or Dr. Sid Venkatesh, President, at 800-544-7373 
(ext. 3775) or 513-852-3775. 
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GENESYS 

What GENESYS ID Will Do 
• IDentify up to 50% of the non­

productive phone numbers in 
RDDsamples 

• IDentify Disconnected, Business, 
Non-working, Fax and Modem 
numbers in RDD samples . 

• Increase data collection productivity 
by at least 10%. 

• Reduce data collection costs 

TM 

What GENESYS ID Won't Do 
• .Ring every household in your 

sample 
• Alienate households through 

intrusive pre-data collection calls 

• Interfere with the statistical 
validity of your sample 

• Cost you more than it's worth 

GENESYS ID is a process that takes any generated RDD sample and IDentifies 
Disconnected, Business, Non-working, Fax and Modem numbers (but not households) prior 

to the Data Collection Phase. 

GENESYS ID is not a predictive dialer, but rather a proprietary software and database system, 
engineered from the PC board level up, to specifically IDentify disconnected and non-working 
numbers. The distinction may at first appear trivial, since a predictive or power dialer based 
service will identify non-working numbers. However, the predictive dialer will also screen and 
ring into every household in your sample ... GENESYS ID will not. 

GENESYS ID is available on a Custom Order Basis or the PC-based GENESYS ID system can 
be installed at your location (giving you in-house capabilities). 

For More Information, Call 

The Marketing Systems Group- (215) 521-6747 
Scott Plaza II • Suite 630 • Philadelphia, PA 19013 

GENESYS and GENESYS ID are trademarks of the Marketing Systems Group 
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