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B4R (Data processing)
RL/mHDh/EtE (Desk/Market analysis/Operations)
#HBRS (Educational Service)
SIS (Labouratory Test Facilities)
HRZIAZ (Mail Surveys)
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K #EE (Customer Satisfaction)
E/l//ASFL R (Financial/Corporate Image)
B /K (Food & Drink)
TV #33 (Industrial Research)
TiHEME (Market Modeling)
miHd /8K (Segmentation/Typology)
$BIK (Media)
&Jr/%m (Medical/Pharmaceutical)
AZE/RT (Personel/Staff)
EM/{R$E (Pricing/Promotions)
BEIAE/ MRS (Tracking /Brand Image)
RS (Travel/Tourism Research)
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HE (Other)
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