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UN IT— I ; L Introduction
INTRODUCTION |  roms

" STRUCTURE," [ ¥,

1.1 Learning Objectives

1.2 Introduction

1.3 Concepts of Marketing Research

1.4 Marketing Research Characteristics

-— Comparison with Other Forms of Business Research

1.5 Functions and Trends of Marketing Research
= Research Validity and Reliability

1.6 Importance of Marketing Research

1.7 Summary '

1.8 Review Questions

1.9 Further Readings

1.1 LEARNING OBJECTIVES

After going through this.unit, students will be able to:
¢  state the meaning and ixnpoftance of marketing research;
+  explain the trends of marketing research;
¢ . know the functlons of marketing research.

1 2 INTRODUCTION

Marketing research is the function that links the consumer, customer, and
‘public to the marketer through information. This information is used to identify
and define marketing opportunities and problems; to generate, refine, and evaluate.
marketing actions; to monitor marketing performance; and to improve
understanding of the marketing process. Marketing research specifies the
information, manages and implements the data-collection process, analyzes the
results, and communicates the findings and their implications. Marketing research -
is concerned with the application of theories, problem-solving methods, and
techniques to identify and sglve problems in marketing. In order to offset
unpredictable consumer behayior, companies invest in market research.

Increased customer focus, demands for resource productivity, and increased
domestic and international competition has prompted an increased emphasis on

>
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marketing research. Managers cannot always wait for informaticn to arrive in’

bits and pieces from marketing departments. They often require formal studies
of specific situations. For example, Dell Computer might want to know a
demographic breakdown of how many and what kinds of people or companies
will purchase a new model in its personal computer line. In such situations, the
marketing department may not be able to provide from existing knowledge the
detailed information needed, and managers normally do not have the skill or
time to obtain the information on their own. This formal study, whether performed
internally or externally, is called marketing research. :

The marketing research process consists of four steps: defining the problem
and research objectives, developing the research plan, implementing the research

_plan, and interpreting and reporting the findings..

1.3 CONCEPTS OF MARKETING RESEARCH

Green and Tull' have defined marketing research as follows:
”Markéting research is the systematic and objective search for, and -
- analysis of, information relevant to the identification and solution of
any problem in the field of marketing.” '
The key words in this definition are; systematic, objéc'tiife and analysis.
Marketing research seeks to set about its task in a systematic and objective fashion.

'This means that a detailed and carefully designed research plan is developed in

which eéich stage of the research is specified. Such a research plan is only
considered adequate if it specifies: the research problem in concise and precise
terms, the information necessary to address the problem, the methods to be
employed in gathering the information and the analytical techniques to be used

to interpret it.

Maintaining objectivity in markenng research is essential if marketmg
management is to have sufficient confidence in ;ts results to be prepared to take
risky decisions based upon those results. To this end, as far as possible, marketing
researchers employ the scientific method. The characteristics of the scientific
method are that it translates personal prejudices, notions and opinions into explicit
propositions (or hypotheses). These are tested empirically. At the same time
alternative explanations of the event or phenomena of interest are given equal
consideration. ' :

Not many years ago an agncultural engineering company developed an
improved rice milling machine. The machine was introduced into Thailand where
existihg rice milling machines were of a design which resulted in a high perceéntage
of brokens (broken kernels). The new rice mill produced a negligible percentage
of brokens. Intuitively a successful product would be predicted, launched with
hardly any need for marketing research when the new mill had such obvious
advantages over existing products. The agricultural engineering company went
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through the expensive and time-consuming process of importing the machine fﬂ”.oducf‘fan
. into Thailand. They set up extensive distribution and servicing facilities only to
be surprised when the mill failed to gain acceptance. In Thailand, smal]holders :
take their rice to a miller. ’ " NOTES
Since they do not have sufficient cash to pay for milling their rice they get '
paid in ‘brokens’. The miller then sells the ‘brokens’ for animal feed. The more
 effective milling machine simply did not fit into the Thai rice processing system.
The company’s assessment of the market was hardly objective. They saw the
‘brokens’ as a problem which their product solved. The prospective customer
did not see it as a problem at all. ) ,
The third of the key terms in the definition given a little earlier was analytical.
‘The marketing researcher’s task goes beyond the collecting of data. He/she must
also interpret the data in terms of what the it means to the organisation which
commissioned the research. Knowing that 60% of those interviewed thought
that product A was superior to product B is, in itself, of little value. The organisation
needs to know the alternative ways it can respond to this data. Data is equivalent
to the raw materials of manufacturing; it has to be converted into information
before it becomes useful in decision making. The process of convening data into
information is achieved through analysis. '
Although the need for precision and thoroughness in marketing research
has been stressed here, it is to be remembered that, in practice, there is a perpetual
conflict between the demands of expediency and the search for truth. The reality
is that management is frequently under pressure to make timely decisions.
Therefore management often seeks answers through marketing research in the
shortest time possible and, moreover, at minimum cost. On such occasions its
methods tend to be less theoretically rigorous and its analysis more superficial.
Marketing research is the systematic gathering, recorciihg, and analysis of
data about issues relating to marketing products and services. The goal of
marketing research is to identify and assess how changing elements of the
marketing mix impacts customer behavior. The term is commonly interchanged
with market research; however, expert practitioners may wish to draw a
distinction, in that market research is concerned specifically with markets, while
marketing research is concerned specifically about marketing processes.
' Marketing research is often partitioned into two sets of categorlcal pairs,
either by target market: '
e  Consumer marketing research, and
¢  Business-to-business (13213) marketing research
Or, alternatively, by methodological approach:
e Qualitative marketing research, and

*  Quantitative marketing research

Self-Instructional Material 3



 Marketng Research 1,4 MARKETING RESEARCH' CHARACTERISTICS

First, marketing research is systematic. Thus systematic planning is required

: at all the stages of the marketing research process. The procedures followed at

NOTES each stage are methodologically sound, well documented, and, as much as possible,

planned in advance. Marketing research uses the scientific method in that data
are collected and analyzed to test prior notions or hypotheses.

Marketing research is objective. It attempts to provide accurate information
that reflects a true state of affairs. It should be conducted impartially. While research
is always influenced by the researcher's\research philosophy, it should be free
from the personal or political biases of the researcher or the management. Research
which is motivated by.personal or political gain involves a breach of professional
standards. Such research is deliberately biased so as to result in predetermined
findings. The motto of every researcher should be, “Find it and tell it like it is.”
The objective nature of marketing research underscores the importance of ethical
considerations, which are discussed later in the chapter.

Marketing research involves the identification, collection, analysis, and
dissemination of information. Each phase of this process is important. We identify
or define the marketing research problem or opportunity and then determine
what information is needed to investigate it., and inferences are drawn. Finally,
the findings, implications and recommendations are provided in a format that
allows the information to be used for management decision making and to be
- | acted upon directly, It should be emphasized that marketing research is conducted

to assist management in decision making and is not: a means or an end in itself.
The next section elaborates on this deflmtlon by cla551fymg different types of
marketing research. ,

Following are the characteristics of good marketmg research

1. Scientific method : Effective marketing research uses the principles of
the scientific method: careful observation,-formulation of hypotheses,
prediction, and testing, '

.. 2. Research creativity : At its best, marketing research develops innovative .
ways to solve a problem.

3. Multiple methods : Competent marketing researchers shy away from
over-reliance on any one method, preferring to adapt the method to the
problem rather than the other way around. They also recognize the
desirability of gathering 1nformat10n from multiple sources to give greater
confidence.

4. Interdependence of models and data : Competent marketing researchers
recognize that the facts derive their meaning from models of the problem.
These models guide the type of mformatlon sought and therefore should
be made as exp11c1t as possible. :

4 Se[f-lﬁstmctional.Meter:’al



5. Value and cost of information : Competént marketing researchers show Introduction
concern for estimating the value of information against its cost.’ Value/
cost evaluation helps the marketing research department determine which .
research projects to conduct, which research designs to use, and whether NOTES
to gather more information after the initial results are in. Research costs
are typically easy to quahtjfy, while the value is harder to anticipate. The
value depends on the reliability and validity of the research findings and
management’s willingness to accept and act on its findings. In genei'al, the
most valuable information tends to cost the most because it requires more
intensive methods, but of course it is easy to spend a great deal of inoney
on poorly conceived research. . ' - P

6. Healthy skepticism : Competent marketin'g researchers will show a

‘ healthy skepticism toward assumpnons made by managers about how
the market works.

7.  Ethical marketing : Most marketing research benefits both the sponsoring
company and its consumers. Through marketing research, corhpanies
learn more about consumers’ needs, and are able to supply more satisfying
products and services. However, the misuse ‘of marketing research can
also harm or annoy consumers. There are professional ethical standards
guldmg the proper conduct of research.

ComrarisoN WitH OTHER FORMS OF BUSINESS RESEARCH

Other forms of business research include: ,

*  Market research is broader in scope and examines all aspects of a business
environment. It asks questions about competitors, market structure, |
government regulations, economic trends, technological advances, and
numerous other factors that make up the business environment (see
environmental scanning). Sometimes the term refers more particularly to
the financial analysis of companies, industries, or sectors. In this case,
financial analysts usually carry out the research and provide the results to
investment advisors and potential investors. ‘

e  Product research - This looks at what products can be produced with
available technology, and what new product innovations near-future

" technology can develop (see new product development).

*  Advertising research - is a specialized form of marketing research
conducted to improve the efficacy of advertising. Copy testing; also known
as “pre-testing,” is a form of customized research that predicts in-market
performance of an ad before it airs, by analyzing audience levels of
attention, brand linkage, motivation, entertainment, and communication,
as well as breaking down the ad’s flow of attention and flow of emotion.
Pre-testing is also used on ads still in rough (ripomatic or animatic) form.

Self-Instructional Material 5
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1.5 FUNCTIONS AND TRENDS OF MARKETING
RESEARCH

The marketing manager and the researcher must work closely together to

define the problem carefully and agree on the research objectives. The manager
best understands the decision for which information is needed; the researcher

best understands marketing research and how to obtain the information.

Managers must know enough about marketing research to help in the
planning and to interpret research results. Managers who know little about the
importance of research may obtain irrelevant information or accept inaccurate
conclusions. Experienced marketing researchers who understand the manager’s
problem should also be involved at this stage. The researcher must be able to

‘help the manager define the problem and to suggest ways that research can help

the manager make better decisions.

Defining the problem and research objectives is often the hardest step in |
the research process. The manager may know that something is wrong without
knowing the specific causes. For example, managers of a retail clothing store
chain decided that falling sales were caused by poor floor set-up and incorrect
product positioning. However, research concluded that neither problem was the
cause. It turned out that the store had hired sales persons who weren't properly
trained in providing good customer service. Careful problem definition would
have avoided the cost and delay of research and would have suggested research
on the real problem.

When the problem has been defined, the manager and researcher must set
the research objectives. A marketing research project might have one of three
types of objectives. Sometimes the objective is exploratory —to gather preliminary
information that will help define the problem and suggest hypotheses. Sometimes
the objectivé is descriptive —to describe things such as the market potential for a
product or the demographics and attitudes of consumers who buy the product.
Sometimes the objective is casual—to test hypotheses about cause-and-effect
relationships. '

Dome ResearcH RicHT

Marketing research is a process that investigates both organizations and
people. Of course, organizations are madé up of people so when it comes down
to it, marketing research is a branch of the social sciences. Social science studies
people and their relationships and includes such areas as economics, sociology
and psychology. To gain understanding into their fields, researchers in the social
sciences use scientific methods that have been tested and refined over hundreds
of years. Many of these methods require the institution of tight controls on research
projects. For instance, many. companies survey (i.e., ask questions) a small
percentage of their customers (called a sample) to see how satisfied they are with



the company’s efforts. For the information obtained from a small group of
- customers to be useful when evaluating how all customers feel, certain controls

must be in place including controls on who should be included in the sample.
Thus, doing research- right means the necessary controls are in place to

insure it is done correctly and increase the chance the results are relevant. Relying

on results of research conducted incorrectly to make decisions could prove

problematic if not disastrous. Thousands of examples exist of firms using faulty |

research to make decisions, including many dot-com companies that failed
‘between 1999 and 2002.
As one might expect, the trade-off for doing research right is the increase
in cost and time needed to conduct the research. So a big decision for marketers,
when it comes to doing research, is to determine the balance between the neeci
for obtaining relevant information and the costs involved in carrying out the
research.

RESEARCH VALIDITY AND RELIABILITY

- As we discussed, not all research requires undertaking an elaborate study.

But even marketers conducting small, informal research should know that any .

type of research performed poorly will not yield relevant results. In fact, all
research, no matter how well controlled, carries the pbtential to be wrong. There

" are many reasons why research may not yield good results (a full discussion being
beyond the scope of this tutorial), however, most errors can be traced to problems
with how data is gathered. In particular, many research mistakes occur due to
problems associated with research validity and research reliability.

Research Validity .

‘This problem with data gathering represents several concepts that to the
non-researcher may be quite complex. But basically validity boils down to whether
the research is really measuring what it claims to be measuring. For instance, if a
marketer is purchasing a research report from a company claiming to measure
how people prefer the marketer’s products over competitors’ products, the
marketer should understand how the data was gathered to help determine if the
research really captures the information the way the research company says it
does. ‘ ] '

While research validity is measured in several ways, those evaluating research
results should keep asking this simple question: Is the research measuring what
it is supposed to measure? If the marketer has doubts about the answer to this
question then it is possible the results should also be questioned. -

Research Reliability'

This problem relates to whether research results can be applied to a wider
group than those who took part in a study. In other words, would similar results
be obtained if another group containing different respondents or a different set

Self-Instructional Material 7
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of data points were used? For example, if 40 salespeople out of 2,000-person
corporate sales force participate in a research study focusing on company policy,
is the information obtained from these 40 people sufficient to conclude how the
entire sales forces feels about company policies? What if the same study was
done again with 40 different salespeople, would the responses be similar?
Reliability is chiefly concerned with making sure the method of data
gathering leads to consistent results. For some types of research this can be
measured by having different researchers follow the same methods to see if results
can be duplicated. If results are similar then it is likely the method of data gathering

is reliable. Assuring research can be replicated and can produce similar results is

an important element of the scientific research method.

RisK IN MARKETING RESEARCH

The discussion above regarding doing research right shows that good
marketing research, especially when it involves formal research projects, requires
strict controls in order to produce relevant information. Being relevant means
the probability is high that the research results reflect what is happening now or
might happen in the future. But following the right procedures to produce a
relevant study does not insure the results of research will be 100% correct as
there is always the potential that results are wrong. o

Because of the risks associated with research, marketérs are cautioned not
to use the results of marketing research as the only input in making marketing
decisions. Rather, smart marketing decisions require considering many factors,
including management’s own judgment of what is best. But being cautious with
how research is used should not diminish the need to conduct research. While

making decisions without research input may work sometimes, long-term success

is not likely to happen without regular efforts to collect information.

Additionally, risk in research extends to research produced by others. As
we discuss in the Planning for Marketing Research unit III, the research process
often includes using information initially gathered by other sources, such as
market research firms. However, in many instances the methods for collecting
this information is not be fully disclosed, thus questions exist regarding research
validity and reliability. Marketers using research collected by third-party sources
should do so with a reasonable level of skepticism. In fact, it is wise for marketers
to always make an effort to locate multiple information sources that address the
same issue (e.g., two or more sales forecasts reports). A good rule-of-thumb for all
marketers is never to rely on one source for making definitive statements about

| a market.

REesearRcH TRENDS: INFORMATION ADVANTAGE

In recent years the evolution of marketing research has been dramatic with
marketers getting access to a wide variety of tools and techniques to improve

8 Self-Instructional Material



their hunt for information. For instance, in its role as the foundation of marketmg, + . Imroduction
marketmg research is arguably marketing’s most important task. Today marketers

not only view research as a key ingredient i in makmg marketing decisions they

also consider information to be a critical factor in gammg advantage over ' NOTES
competitors.

Because organizations recognize the power information has in helpmg create
and maintain products that offer value, there is an insatiable appetite to gain
even more insight into customers and markets. Marketers in nearly all industries
are expected to direct more resources to gathering and analyzing information
especially in highly competitive markets. Many of the trends discussed below
are directly related to marketers’ quest to acquire Iai’ge amounts of customer,
“ competitive and market information.

RESEARCH TRENDS: INTERNET TECHNOLOGIES

To address the need for more information, marketing companies are
developmg new methods for collecting data.

This has led to the introduction of several new technologies to assist in the
information gathering process. Many of these developments are Internet~based
technologies that include:

. Enhanced Tracking - The Internet offers an unparalleled ability to track
and monitor customers. Each time a visitor accesses a website they provide
marketers with extensive information including how they arrived at the
website (e.g., via a search engine) and what they did wkien on the website |
(e.g., what products were investigated). In mahy ways the vast data available .
through Internet tracking has yet to be used by the majority of marketers.
However, as tracking software becomes more sophisticated the use of
tracking data will be a routinely used research tool.

¢ Improved Communication - Not only is the Internet enabling marketers
to monitor customers’ website activity, it also offers significant
- improvement in customer-to-company communication which is vital for
marketing research. For instance, the ablhty to. encourage customers to
offer feedback on the cornpany s products and service is easy using website o
- popup notices and email reminders. Also, as we discuss in the Plannmg '
for Market Research in unit III, the use of the Interriet for conducting
online focus group research is expandmg '
*  Research Tools - A large number of Internet services have added options
for conducting research. These include the ubiquitous search engines,
tools for conducting online surveys,.and access to large databases

containing previous research studies (i.e., secondary research).

\ _ ’ Seljllnstmetionai Material 9
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In addition to the Internet, marketing research has benefited from other.
technological improvements including:

\

._NOTES ¢  Virtual Reality and Simulations - Marketers can use computer

developed virtual worlds to simulate real world customer activity such as

store shopping. While this type of research is mostly performed in a

controlled laboratory setting, there are emerging virtual worlds on the
Internet where marketers can test concepts and communicate with.
customers.

*  Global Positioning Systems — GPS enables marketers to track inventory
and even track mobile sales and setvice personnel. Soon GPS will be a
common feature of customers” communication devices, such as cellphones,
offering marketers the potential to locate and track customers.

¢ Data Analysis Software — As we will see in the Planning for Market
Research, research includes gathering information and it also involves
analyzing what is collected. A number of software and statistical programs
have been refined to glve marketers greater 1n51ght into what the data
rea]ly means.

RESEARCH IRENDS: ArrorRDABLE RESEARCH

For g"tany years formal research projects were considered something that
| only the largest marketers could afford due to the expense of carrying out relevant
research. However, the téchnologies discussed above make it affordable for
companies of all sizes to engage in research that were financially prohibitive just
few years ago. For instance, surveying customers is quick and easy using one of
the many online survey services which charge low fees to create, distribute and
analyze results. '

REsearcH TRENDS: MERGING DATA SOURCES

The wide range .of technologies used to gather data has led to the creation
of data centers where information is stored. Today many of these data centers are
sharing information with other centers in a manner that offers the marketer a
fuller picture of their customers. For instance, many companies have multiple
contact points where customers can interact with the company (e.g., in-person,
on the web, via phone call). In the past the information gathered at these points -
was often stored separately so if a customer contacted the company through one
| contact point they may not be recognized if they also contacted the company
through a different point.

Companies now see the value in knowmg what customers do across- all
contact points and work to integrate customer information. Additionally, some
marketers are going outside their own data collection and seek information on

10 Self-lnstmctional Material



their custorhers from other sources, such as information provided by credit card Introduction
companies. This information is then merged with the company -owned
information to get a fuller picture of customer act1v1ty

REsearcH TRENDS: PRIvacy CONCERNS NOTES

The continual demand for customer information, along with advances in
technology and the merging of information sources, has lead marketing
organizations to gather information in ways that raise concerns among privacy
advocates. Many customers are unaware of the amount and nature of the data
marketers collect. As new information gathering techniques and technologies
emerge customer response to issues of privacy may determme whether these
methods are feasible or forbidden.

1.6 IMPORTANCE OF MARKETING RESEARCH

Research, as a general concept, is the process of gathering information to.
learn about sornething that is not fully known. Nearly everyone engages in some
form of research. From the highly trained geologist investigating newly discovered
earthquake faults, to the author of best selling spy novels gaining insight into
new surveillance techniques, to the model train hobbyist spending hours hunting
down the manufacturer of an old electric engine, each is driven by the quest for
information.

For marketers, research is not only used for the purpose of learning, it is
also a critical component needed to make good decisions. Market research does
this by giving marketers a picture of what is occurring (or likely to occur) and,
when done well, offers alternative choices that can be made. For instance, good
research may suggest multiple options for introducing new products or entering
new markets. In most cases marketing decisions prove less risky (though they

are never risk free) when the marketer can select from more than one option.

Using an analogy of a house foundation, marketing research can be viewed
as the foundation of marketing. Just as a well-built house requires a strong
foundation to remain sturdy, marketing decisions need the support of research
in order to be viewed favorably by ¢customers and to stand up to competition and
sther external pressures. Consequently, all areas of marketing and all marketing’
iecisions should be supported with some level of research.

While research is key to marketing decision making, it does not always
1eed to be elaborate to be effective. Sometimes small efforts, such as doing a
juick search on the Internet, will provide the needed information. However, for
most marketers there are times when more elaborate research work is needed
and understanding the right way to conduct research, whether performing the
work themselves or hiring someone else to handle it, can increase the effectweness ‘

of these projects. ' ,

Self-Instructional Material 11
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Marketing Research  ExAMPLES OF RESEARCH IN MARKETING

!

As noted, marketing research is undertaken to support a wide variety of

. ' marketiﬁg decisions. The table below presents a small sampling of the research
NOTES undertaken by marketing decision area. Many of the issues listed under Types of

Research are discussed in greater detail later. - R

. Marketmg_Dec-lsmn : N Types of Research

Target Markets - sales, market size; demand for product; customer

characteristics, purchase behavior, customer satisfaction, |-
websité traffic '

Product product development; package protection, packaging

. ! o
awareness; brand name selection; brand recognition,
brand preference, product positioning

Distribution distributor interest; assessing shipping options; online

shopping, retail store site selection’

Promotion advertising recall; advertising copy testing, sales

promotion response rates, sales force compensation,
p traffic studies (outdoor advertlsmg) public relations -
media placément

Pricing | price elasticity analysis, optimal price settlng, discount |
‘ A options
External Factors competitive analysis, legal environment; social and

cultural trends

-

Other

company image, test marketing

1.7 SUMMARY

-

12 Self-Instructional Material

Marketing research is the function that links the cénsumer, customer,
and public to the marketer through information. This information is used
to identify and define marketing opportunities and problems; to generate,
refine, and evaluate marketing actions; to monitor marketing performance;
and to improve understanding of thé marketing process.

Systematic planning is required at all the stages of thé marketing research
process. The procedures followed at each stage are methodologically sound,
well-documented, and, as much as possible, planned ih advance.
Marketing research uses the scientific method in that data are collected
and analyzed to test prilof riotions or hypotheses.

\
Marketing research is a\process that investigates both organizations and
people. Of course, organjzations are made up of people so when it comes
down to it, marketing research is a branch of the social sciences.



*  For marketers, research is not only used for the purpose of learning, it is Introduction
also a critical component needed to make good decisions. Market research '
does this by giving marketers a plcture of what is occurring (or likely to
occur) and, when done. well, offers alternative choices that can be made. " NOTES

1.8 REVIE_W QUESTIONS

Define marketing research.

What are the major characteristics of marketing research?
Discuss the current trends of marketing research. ‘ - .
What is the importance of marketing research?

Compare marketing research with the other xjesearéh of business field.
FURTHER READINGS | o
e Mrs Nair, Suja R, Marketing Research, Himalaya Publisher, New Delhi.

‘99‘:‘“?’!“!‘

e Block, Martin P,, Business to Busihe'ss Marketing Research, South-Western
Educational Publisher, 1st edition 2005. o

* Higgins, Lexis F. “Applying Principles of Creativity Management to
Marketing Research Efforts in High-Technology Markets.” Industrial
Marketing Management, May 1999, 305-317.

e  Malhotra, Naresh K._, Mark Peterson, and Susan Bardi Kleiser. ”Marketing_
Research: A State-of-the-Art Review and Directions for the Twenty-First

Century.” Academy of Marketing Science, Spring 1999, 160-183.

Self-Instructional Material 13



| Marketing Research o , 4' _ U N [T — II

'MARKETING RESEARCH
PROCESS AND CLASSIFICATION

2.1 Learning Objectives

2.2 Introduction

2.3 Objectives and Need of Marketing Research -
— Marketing Research is an Essential Management Tools
— Role and Limitations of Marketing Research

2.4 Fundamentals of Research Process

2.5 Types of Research Process ‘ :
— ExploratoryMarket Research
— . Descriptive Research J
- Causal Market Research

2.6 Experimentation in Marketing Research
— Basic Concepts in Experimentation

2.7 Summary

2.8 Review Questions

2.9 Further Readings

2.1 LEARNING OBJECTIVES

After going through this unit, students will be able to:

¢  state the concept of marketing research process;
*  explain the objectives and need of marketing research process;

¢ classify the research process such as exploratory, descriptive research
process etc.,. '

2.2 INTRODUCTION

In any organization, managers at all levels need accurate and timely
information for managerial decision making. Whether the decisions made are at
technical, tactical, or strategic levels, good, accurate, and timely information always
leads to a better decision. Gathering of information is done through a sound and
scientific research process. Each year organizations spend enormous amounts of
money for research and development in order to maintain their competitive edge.
Accurate information obtained through research leads to enormous benefits.
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In this unit, we are going to discuss three most important methods of Marketing Research
. . . - - P d
marketing research i.e., exploratory, déscriptive and experlmental research process. Bt

Classification
2.3 OBIECTIVES AND NEED OF MARKETING
RESEARCH

“Marketing is the process of planning and executing the conception, pricing, !
promotion and distribution of ideas, goods and services to create exchanges that .
satisfy individual (customer) and organizational objectives”. The concept of
marketing as a business philosophy defines marketing as a process that is intended
to find, satisfy and retain customers while business makes a profit. But central to
all these definitions is the role of the customer and his relationship to the product
(i.e. whether he considers the product or service to meet a need or want). '

|
NOTE§‘

Therefore, market research is imperative for a company' to know what type
of products or services would be profitable to introduce in the market. Also with
respect to its existing products in the market, good market research enables a
company to know if it has been able to satisfy customer needs and whether any
changes need to be made in the packagmg, delivery or the product itself. This
enables a company to formulate a viable marketing plan or measure the success
of its existing plan.

MARKET RESEARCH Is AN ESSENTIAL MAANAGEMENT TbOL

Market research consists of a plan that charts how relevant data is to be
collected and analyzed so that the results are useful and relevant for making
marketing decisions. Once the research and the related analysis are complete,
the results are communicated to management. This provides management with
in-depth information regarding crucial factors that have an impact on the target
market and existing marketing mix. Market research allows management to make
the changes necessary for better results through adopting a proactive approach.

T}{E ROLE AND LIMITATIONS OF MARKETING RESEARCH

“Marketing research does not make decisions and it does not guarantee
success”. Marketing managers may seek advice from marketing research
specialists, and indeed it is important that research reports should specify
alternative courses of action and the probability of success, where possible, of
these alternatives. However, it is marketing managers who make the final
marketing decision and not the researcher. The second observation, that marketing
research does not guarantee success, is simply a recognition of the environment
within which marketing takes place. In the fields of science and engineering
researchers are often working with deterministic models of the world where y=
f(x). That is, x is a necessary and sufficient condition for y to occur. For instance,
an increase in pressure is usually necessary and sufficient to bring about a rise in
air temperature. In the social saences, and this includes marketing and marketmg
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Marketing Research "~ research; the phenomenon under investigation rarely, if ever, lends itself to
‘ ‘ deterministic modelling. Consider the marketing problem of determining how
much to spend on promotion in order to achieve a given market share. The link
NOTES between promotional expenditure and sales is not so direct as that between
pressure and temperature. There are a great many more intervening variables,
including: the media used, the effectiveness of the promotional message, the length
and frequency of the campaign, not to mention the many dimensions of the
product, price and distribution. Marketing researchers work with probabilistic
models of the form: | ‘
y'= flx ) (fx). flx ). ‘
This reflects the fact that in order for a target market share to be reached
some promotion (amount unknown) is necessary but will not be sufficient, on its
own, to achieve the target. Y is a function of a number of variables and the
interactions between them. The model is further complicated by the fact that
these interactions are themselves often not understood. It is for these reasons that
marketing researchers cannot guarantee that decisions based on their information
will always prove ‘successful’. Rather the best that a competent researcher and a
| well designed study will be able to offer is a reduction in thé amount of uncertainty
“surrounding the decision.

r

THE MARKET RESEARCH BRIEF

‘Marketing research can be concerned with any of a variety of aspects of the
market: the product, sales, buyer behaviour, promotion, distribution, pricing,
- packaging, etc. Since the researcher cannot investigate everything about a market,
he/she must be selective. The question remains as to how the researcher decides
where to focus the study, and to what depth’ each issue should be investigated.
The answer should lie in a document called the research brief. The research design
is a set of guidelines given to the researcher by.the person(s) who have
commissioned the research and/or the individual(s) who, are to make use of the
results in their decision making:. The brief must inform the researcher which
aspects of the market are particularly important. In partlcular the research bnef
should include: ' ‘

s the purpose of the research, =~ ._ _ .

* - the objectives stated in a clear, concise, attainable, measurable and
quantifiable way, '

¢ a fime horizon,

®  aresource allocatlon, mcludmg the budget and facilities,

* a reportmg period..

Each of these components of the brief is explained in a little more detail in
the section that follows.
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THE PURPOSE OF THE RESEARCH Marketing Research
) ’ Process and

Itis not at all unusual for marketing managers to neglect to teil the researcher Classification
the precise purpose of the research. They often do not appreciate the need to do
s0. Instead, they simply state what they think they need to know. This is not NOTES

quite the 'same thing. To appreciate the difference consider the case of the
narketing research agency 'which. was contacted by the International Coffee
Urganisation (ICO) and asked to carry out a survey of young people in the age
group 15-24. They wanted information on the coffee drinking habits of these
young people: how much coffee they drank, at what times of day, with meals or
between meals, instant or ground coffee, which other beverages they preferred
and so on. In response, the research organisation developed a set of wide-ranging
proposals which included taking a large random sample of young people.

In fact much of the information was interesting rather than important.
Important information is that information which directly assists in making
decisions and the ICO had not told the research company the purpose of the
research. The initial reason for the study had been a suspicion, on the part of the
ICO, that an increasing'pércentage of young people were consuming beverages
other than coffee, particularly soft drinks, and simply never developed the coffee
drinking habit. Had this been explained to the research company then it is likely
that their proposals would have been radically different. To begin with, the sample
would have been composed of 15-24 year old non-coffee drinkers rather than a
-random sample of all 15-24 year olds. Second, the focus would have been non-
coffee drinking habits rather than coffee drinking habits.

Unless the purpose of the research is stated in unambiguous terms it is
difficult for the marketing researcher to translate the decxsnon—maker s problem
linto a reséarch problem and study de51gn ' '

ICLEAR, CONCISE, ATTAINABLE, MEASURABLE AND QUANTIFIABLE OBJECTIVES

Suppose that the marketing manager states that he needs to know the
>otential market for a new product his/her organisation has been developing. At
irst glance this mlght appear to meet all of the requirements of being clear, concise,
ittainable, measurable and quantifiable. In prictice it would possibly meet only
e of these criteria, i.e., it is concise!

Here is another case,to be considered. A 'small engineering firm had’
urchased a prototype tree-lifter from a private research company. This machine
vas suitable for lifting semi-mature trees, complete with root-ball intact, and |,
ransplanting such trees in another location. It was thought to have potential in
ertain types of tree nurseries and plantations.

" The problem with the objective is that the marketing manager needs to
now the potential market for the new tree-lifter is that it is not attainable. One
ould find out how many tree-lifters were currently being sold but this is not the

»
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Marketing Research

- NOTES

same as the objective set by the marketing manager. The market poténtial for

' any new brand is a function of at least four things, as shown in Figure 2.1. -

Initiatives | [ General trends
taken by the inthe
innovator environment

Market Consumer Competltor

potential reaction u react;on

Fig. 2.1,

It was p0551ble to test customer reaction to the concept of the new tree-
lifter by showmg pictures, line drawings and by supplying product spec1f1cat10ns
to prospectlve buyers. However, since the company had not decided their pricing
policy an important element could not be tested. In large measure, it was also .

'possible to gauge the likely reaction from competitors. The researchers began by

looking at the basis of competition to determine whether it was on price, product
quality or unique product features. The researchers were able to look: at
precedents. They examined the pattern of response on past occasions when one
or other of those companies already in the market had launched a new product.
An audit of the environment was undertaken too, but the missing component
was the company’s’ own plans for exploiting the market. Since the cdmpaﬁy had
no involvement in the agricultural engineering sector, prior to acquiring the rights
to the tree-lifter, they had no agreements with distributors, no idea of which, if
any, of the distributors would be prepared to stock their product; they had no
salesmen trained in selling into this industry and so on. The product’s potential
depended very much on such mlhatlves

The solution would have been to undertake a study which would have
described the market in detail in terms of customers, competitors and the
environment. The company could then have put a marketing plan together and
conducted a follow-up study to test their propositions out on the marketplace.

THE NEED 1O SET A TIME HORIZON FOR MARKETING RESEARCH

Inevitably there are deadlines which the marketing research activity must
fit and these must be stated clearly at the outset of the research. As was said
earlier, because of time pressures, management is often seeking quick answers
from marketing research. If the researcher is aware of the time constraints then
this will become an overriding factor when he/she plans the research design. He
or she is likely to put forward a design which is less elegant, and gives rise to less
precise information but delivers the results on schedule.

A RESOURCE ALLOCATION, INCLUDING THE BUDGET AND FACILITIES

There are essenﬁaliy two approaches to establishing the resource allocation
to a particular marketing research exercise. Management can start with the
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’problem and work out how much it will cost to solve it. Alternatively, they can @ ;i::fs f;i?mh
decide how much the management can afford to spend, at the time, and seek the *  cussificarion
best answer they can for the time, money and manpower allocated. In practice , ‘
the decision-makers prefer the latter approach and the researchers the former. NOTES
In the end, some kind of compromise develops. The researcher rarely gets all of | -
what he/she judges is required to reach a satisfactory conclusion but if the research
proposal is well Hiought out and persuasively presented some concessions can
be obtained: ' o _ .
Whichever the ap}ﬁroach to resource allocation adopted, it is imperative.| =
that the researcher is aware of the financial and other constraints within which
he/she must complete the work. -

2.4 FUNDAMENTALS OF RESEARCH PROCESS

Many marketers do not produce a formal design plan when conducting

research. For example, a small retailer who asks a returning customer how she
liked the product she purchased the previous week is engaged in research and
doing so without the need to produce a formal plan. But for marketers looking
to undertake formal research, a written research design plan is important.

Problem definition
v

. Hypothesis generation

T

Decision on the type(s) of study.
appropriate to the problem

v

'Decision on the methods of data
gathering

v

Development of an analysis plan

'

Data collection

v

Pefformance of the analysis

v

Drawing conclusions and
recommendation_s

Fig. 2.2. Research Process
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Marketing Research | Any research involves several chronological steps, but that does not mean
- -each step must be completed before the next step is undertaken.
, i Furthermore, the process of research is dynamic and the process may-
NOTES change as the research progresses. The steps involved in most research endeavors
% are shown in Figure 2.2 above.

APPLIED VERSUS PURE RESEARCH

Research can be defined as scientifically and methodically delving into the
unknown in order to provide information for solving problems. The heart of this
definition is the concept of problem solving. Both applied and pure (also known
as basic) research attempt to solve problems. In applied research, the researcher
attempts to solve a known problem and find answers to specific questions. In
other words, the emphasis of applied research is on practical probléem solving.
For instance, when a paper recycling company wants to determine whether or
not their recycled papers meet the required specification as to the thickness of
the paper across the roll, they might design a systematic procedure for answering
this specific question. The research in such a situation represents applied research.
Another example of applied research might be that of prediction. As an example,
consider a trucking company that is interested in predicting the tonnage of
material shipped in the next quarter. The practical problem is predicting the
tonnage and determining which variables are good predictors of tonnage for the
next quarter.

Applied research can help make a decision about the following, including
a variety of other business and management decisions:

e pricing a new product,
*  whereto locate a new retall store,
e  how many employees to hire,
* - how many products to offer,
e  what to pay employees.

Applied research can be used to collect information about markets,
competitors, and customers. For example, research can help pinpoint the opt1ma1
' business location and the size of markets. It.can also be used to monitor
competitive actions. Customer research determines customer loyalty, customer
satisfaction, and customer preferences.

On the other hand, pure, or basic, research does not necessarily try to answer
specific questions or solve specific problems. Pure or basic research'is done in
order to expand knowledge and probe into the unknown. For example, when a
researcher is interested in determining how employee demographics and tenure
1 on the job relate to preference for flexible work schedules may represent pure
research. Both pure and applied research deals -with problem definition and
problem solving. Most basic research is conducted by professors in academic
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institutions (i.e., colleges and universities), by the government, or };y consulting ~ Marketing Research
. . PT . .. P, d

firms. Few business organizations will engage in pure research related to business C,;ij;:a‘:;zn

problems. However, understanding the process and methods used for both applied

and basic research are important to interpreting research results. . NOTES

THE RESEARCH QUESTIONS ' L ,.

‘Managers’ needs for information are the primary source of problem
definition and the research question. Managers need information to make
educated decisions arising from unanticipated as well as planned changes. As
such, managers must select between different alternatives and thus require
information about the organization and its environment. The question to be
answered or the problem to be solved must first be clearly defined. Questions to
'be answered could be very specific or extremely broad. The more specific the
questions, the easier it will be to answer the research questions. There might be
hypotheses that could be tested scientifically. Once the questions to be answered
areclearly defined then the value of the research must be assessed. Clearly, if the
costs of performing the research project exceed the value that the research will
provide, then the project should not be continued. '

THE RESEARCH PROPOSAL

Research endeavors require a proposal ‘that expléins the problem to be
address and the procedure by which the questions will be answered. The
researcher’s proposal tells the managers what they should expect from the
research. It is a contract between the managers and the researcher. For instance,
if a company wants to know the degree to which its new incentive program is
effective in improving employee performance, then the consultant or employee
conducting the research will create a proposal that indicates to that company |
how the question will be addressed and what specific information the company
will have at the end of the research process. The proposal may indicate, for
example, that the research will indicate the level of satisfaction of employees with
the new incentive plan, the increased firm performance with the plan, and the
individual increases in performance (as measured by managers) with the incentive

“plan. The purpose of the research proposal is to effectively guide the researchers
“in their development of the research design and data collection to answer the
specific research questions. ‘

RESEARCH DESIGN

Once the proposal is approved, the researcher has a foundation for
development of the research design. The plan for conducting the research is the
research design. There are two general'f'orms of research design, namely non-
experimental (ex-post-facto) and experimental. In a non-experimental design,
the researcher does not control or alter any of the independent variables. The
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Marketing Research  regearcher merely studies existing situations, variables, and the interrelation
among variables and reports the results of his or her findings. The two major
_ non-experimental designs are field studies and surveys. Field studies combine
NOTES  literature review and possibly analysis of some case studies. For example, if one is
interested in determining the effectiveness of total quality management (TQM),
there will be a thorough literature search on the topic-as well as a study of the
firms that have applied TQM and have been successful. A literature review means
that a researcher identifies previous Writings and research on a topic, summarizes
the current knowledge on the topic, and assesses the value of that prior research
on the current problem. On the other hand, surveys deal with the formulation of
a questionnaire (survey instrument) by which one can measure the magnitude of
the desired variables as well as the interrelation among the variables. Non-
experimental designs are primarily exploratory in nature and provide descriptive
measures and can also be used for predictive purposes.
There are two broad categories of experimental designs: field and laboratory.
In both field experiments and laboratory experiments, the researcher controls
and may alter and introduce some variables in order to determine the effect of a
given variable. Field experiments are done in a natural setting, whereas laboratory
experiments are undertaken in a simulated setting. Studies on the effectiveness
of different configurations of teams and their level of effectiveness can be
undertaken in both field and office settings. In an office setting, a researcher
might organize workplace teams, using different criteria to establish each, then
measure the success of their group interactions and their productivity on real
work tasks. This would be a natural setting, except for the way in which teams
were organized. Team composition could also be studied in a laboratory in which -
|-the researchers had complete control over more variables. To study team
effectiveness in a laboratory setting, individuals would be placed in teams using
different criteria, then asked to perform a series of tasks specially designed to
measure team interactions and performance. This laboratory setting would allow
the researcher more control, because the types of individuals involved could be
chosen, rather than using only the employees available in a field setting; by
—| designing tasks specific to the study, rather than using existing work tasks; and
by having more ability to watch and measure team performance without hindering -
organizational performance.

2.5 TYPES OF RESEARCH PROCESS

The first part of the research design is to decide on the type of research that
will work best for the purpose (i.e., explain, predict, monitor, discover, hypothesis
test) and information that is sought. Research method choices can be broadly
categorized as: : : ’ ‘

. Descf'iptive Market Research

a .
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s Exploratory Market Research | | Marketing Kesearch
: . Process and
e Causal Market Research : Classification

_ As we will see, these methods differ in terms what each hopes to learn and
how information is acquired. _ , NOTES

ExPrORATORY MARKET RESEARCH

" The exploratory approach attempts to discover general information about
. a'topic that is not well understood by the marketer. For instance, a marketer has
heard news reports about a new Internet technology that is helping competitors
but the marketer is not familiar with the technology and needs to do research to
learn more. When gaining insight (i.e., discovery) on an issue is the primary goal
exploratory research is used.
’ The basic difference bétween exploratory and descriptive research is the
research design. Exploratory research follows a format that is less structured and
more flexible than descriptive research. This approach works well when the
marketer doesn’t have an understanding of the topic or the topic is new and it is
hard to pinpoint the research direction. The downside, however, is that results
may not be as useful in aiding a marketing decision. So why use this method? In
“addition to offering the marketer basic information on a topic, exploratory research
may also provide direction for a more formal research effort. For- instance,
exploratory research may indicate who the key decision makers are in a particular
.market thus enabling a more structured descriptive study targeted to this group.
The chief purpose of exploratory research is to reach a better understanding
of the research problem. This includes helping to identify the variables which
should be measured within the study. When there is little understanding of the
topic it is impossible to formulate hypotheses without some exploratory studies.
For example, crop residues such a straw are high in lignin (a wood-like substance)
and low in nutrients. This makes them a poor animal feed since the lignin acts
against digestibility and the low nutrient content means poor food value. However,
if treated in a strong alkali, plus a little heat, the lignin breaks down and the
nutrient content increases. A company was established to exploit this technology
and did so successfully for four seasons. After this period sales began to. slow
"down. Three other manufacturers had entered the market by this time. The
comnpany, Animal Feed Systems, did not know whether the whole industry had
slowed down or if only their product was suffering. Nor did they know if the
problem was temporary in that perhaps the market comprised of “early adopters”
had been saturated but it was only a matter of time before other farmers began to
buy their systems when they saw how well they worked. It was also possible that
if a problem did exist it could lie in any one of a number 6f areas: animal
populations might be declining, distributors may not be promoting the product
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- Marketing Research  agoressively, customers may be experlencmg difficulties in gettmg the chemicals,

and so on and on. '

This is a good example of a situation where insufficient knowledge

NOTES prevented the development of clear objectives, since the problem could not be

articulated with any precision and therefore research of an eiplora_tory nature

was required. Such research can take the form of literature searches, informal

personal interviews with distributors and users/non-users of the product and/or
focus group interviews with farmers and/or distributors.

. Exploratory research is intended to help researchers formulate a problem

in such a way that it can be researched and suggest testable hypotheses.

DEscRIPTIVE MARKET RESEARCH

The focus of descriptive research is to provide an accurate description for
something that is occurring. For example, what age group is buying a particular
brand, a product’s market share within a certain industry, how many competitors
a company faces, etc. This type of research is by far the most popular form of
market research. It is used extensively when the research purpose is to explain,
monitor.and test hypotheses, and can also be used to a lesser extent to help make
predlcnons and for discovery.

Marketers routinely conduct basic descnptlve research using informal
means. For instance, the head of marketing for a clothing company may email a
retailer to see how the products are selling. But informal descriptive research,
while widely undertaken, often fails to meet the tests of research validity and
reliability and, consequently, the information should not be used as an important
component in marketing decisions. Ra;,ther, to be useful, descriptive research musi
be conducted in a way that adheres to a strict set of research requirements tc
capture relevant results. This often means that care must be taken to develop a
structured research plan. Under most circumstances this requires researchers
have a good grasp of research methods including knowledge of data analysis.

As the name suggests, descriptive research is concerned with describing
market characteristics and/or marketing mix characteristics. Typically, a descriptive
study specifies the number and size of market segments, the alternative ways in
which products are currently distributed, listing and comparison of the attributes
and features of competitive products, etc. :

This type of study can involve the description of the extent of association
between variables. For example, the researcher may observe that there is an -
association between the geographical location of consumers and their tendency
to consume red meat. Note that the researcher is able to describe the relationship
rather than explain it. Nonetheless if the relationship between the two is fairly
stable this descriptive information may be sufficient for the purposes of prediction.
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The researcher may, for example, be able to predict how fast the per capita Mﬂ’ﬁeﬁ"g Rese;rch
¥
consumption of red meat is likely to rise over a given time period. , cza'iifﬁﬁaf?on

The principal difference between exploratory and descriptive research is
that, in the case of the latter, specific research questions have been formulated - NOTES
before the research is undertaken. When descriptive research is conducted the
researcher must already know a great deal about the research problem, perhaps
because of a prior exploratory study, andisina posmon to clearly define whathe/ |-
she wants to measure and how to do it. '

- CausAL MARKET RESEARCH

In this form of research the marketer tries to determine if the rnanipulation
of one variable, called the independent variable, affects another variable, called
the dependent variable. In essence, the marketer is conducting an experiment.
To be effective the design of causal research is highly: structured and controlled
so that other factors do not affect those being studied. :

-Marketgrs use this approach primarily for purposes of prediction and to |
test hypotheses, though it can also be used to a lesser extent for discovery and
explanatory purpdses. In marketing, causal research is used for many types of
research including testing marketing scenarios, such as what might happen to
. product sales if changes are made to a product’s design or if advertising is changed.
If causal research is performed well marketers may be able to use results for
forecasting what might happen if the changes are made. '

Causal research deals with the “why” questions. That is, there are occasions
when the researcher will want to know why a change'in one variable brmgs
about a change in another. If he/she can understand the causes of the effects
observed then our ability to predict and control such events is increased.

2.6 EXPERIMENTATION IN MARKETING RESEARCH

* An experiment involves the creation of-a contrived situation in order that
the researcher can manipulate one or more variables whilst controlling all of the
othérs and measuring the resultant effects. For instance, when United Fruits were
considering replacing their Gros Michel variety of banana with the Valery variety,
asimple experiment was first carried out. In selected retail outlets, the two varieties
were switched on different days of the week and sales data examined to determirie
what effect the variety had on sales volumes.

That is, the variety was being manipulated whilst all other variables were
held constant. United Fruits found that the switch back and forth between Gros
Michel and Valery had no effect upon sales. United Fruit were therefore able to
replace Gros Michel with Valery.

Boyd and Westfall have defined experimentation as:
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Marketing Rescarch’

NOTES

“...that research process in which one or more variables are manipulated
under conditions which permit the collection of data which show the
effects, if any, in unconfused fashion.”

Experiments can be conducted either in the field or in a labpratory setting.
When operating within a laboratory environment, the researcher has direct control
over most, if not all, of the variables that could impact upon the outcome of the
experiment. For example, an agricultural research station may wish to compare
the acceptability of a new variety of maize. Since the taste characteristics are
likely to have a major influence on the level of acceptance, a blind taste panels
might be set up where volunteers are given small portions of maize porridge in
unmarked bowls. The participants would perhaps be given two porridge samples
and the researcher would observe whether they were able to distinguish between
the maize varieties and which they preferred. In addition to taste testing, laboratory
experiments are widely used by marketing researchers in concept testing, package
testing, advertising research and test marketing. -

Concept tests ’

',I'aste tests

Advertising copy testing

Stimulated test markets

. Package tests

Store audits

Experiments '

Home use tests

Test markets
-

On-air advertising testing

-

Fig. 2.3. Types of Experiment used in Marketmg Research
When experiments are conducted within a natural setting then they are

termed field experiments. The variety test catried out by United Fruits on their
Gros Michel and Valery bananas is an example of a field experiment. The
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»  researcher obviously has less control over variables likely to have an eftect upon Marketing Research

. . . . P
the expenme\ntal variable but will strive to exert whatever conirol is possible. 'C,:,‘;ﬁf};ja‘:?j,
Basic CONCEPTS IN EXPERIMENTATION | :
‘ : ' NOTES -

Dependency: Experiments allow marketing researchers to study the effects of an
independent variable on a dependent Variable. The researcher isable to manipulate
the independent variable (i.e., he/she is able to change the value of the independent
variable) and observe what effect, if any, this has upon the value of the dependent
variable. Put another way, an independent variable is one which can be
manipulated independently of other variables. Independent variables are selected
for inclusion in an experiment on the basis of an assumption that they are in
some way related to the dependent variable being studied. It is for this reason
that independent variables are on occasion referred to as explanatory variables.
The dependent variable is the one under study. The researcher begins from the
premise that changes in the value of the dependent variable are at least in part
caused by changes in the independent variable. The experiment is designed to
determine whether or not this cause and effect relationship actually exists.

Causality: A causal relationship is said to exist where the value of one variable is |
. known to determine or influence the value of another. Green et al. draw a distinction |
between two types of causation: deterministic and probabilistic.

. Where the independent variable (X) wholly explains changes in the valué of the
dependent variable (Y) and the researcher is able to establish the functional
relationship between:the two variables then this can be expressed as {ollows:

y=fx)

In this case, it is. said that X is both a necessary and a suff1c1ent condltlon for Y to
occur. The value of Y is determined by X, and X alone. Thus it can be said, in ,
these circumstances, that X is a deterministic cause of Y. An illustrative example 2
would be where the demand for égricultural commodities, say sugar, is dependent
1pon the world price. Further suppose that the functional relationship‘betweenv
sugar demand and world prices is known, then the formula becomes:

Changes in demand for sugar = f(World Price) i
Whilst this example serves to illustrate the point it is rare to find such
relationships when studying marketing problems. In most instances, the value
»f the dependent variable will be a function of several variables. For instance,
nly in exceptional cases would the demand. for a product, even a commodity,
lepend solely upon price movements. Factors such as the reputation of the supplier,
erms of sale, promotional activities, packaging etc., are likely to have an impact
’n demand as well. A more common causal model is one where the value of the
lependent variable is a function of several independent variables.
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" Marketing Research Marketing problems are more often multivariate than univariate and so
the relationship between dependent and independent variables is more often
probabilistic than deterministic. A probabilistic relationship could be expressed

NOTES | #s

_ ¥y =flx, x,..x).
. | Whatis depicted here is a situation where the dependent variable (y) is a function
of several variables (x,, x,..x,). If marketing research can establish the form of the
relationship (f)- between the independent variables and also between the
independent and dependent variables then the value of y can be predicted. In this
instance x,, for example, is a necéésary but not sufficient condition for y to occur.
The same is true of each of the other independent variables. Rather, each individual
independent variable is said to be a probabilistic cause of the value of y. .
INFERRING CAUSAL RELATIONSHIPS

~

The evidence for drawing inferences about causal relationships can take .
three forms: associative variation, consistent ordering of events and the absence
of alternative causes. '

> | {Associative variation | Causality cannot be established ‘unless there is
associative, or concomitant, variation. That is, the data must show
that a change in one variable is almost always
accompanied by a change in the other.

Coﬁsistent order If variable A causes variable B, then variable A must occur
of events - before or simultaneously with B, and not after it. It can
happen that two events cause and effect one another.
For example, the uptake of marketing innovations among -
farmers may show a high correlation with the number
of visits by extension personnel. Closer study could
reveal that extension personnel visit farmers who are
immediately responsive to them more frequently than
they do other farmers. '

Absence of . ‘Before inferring causation researchers should check for
other causes’ equally plausiblé alternative explanations for the
" phenomenon under study. A vegetable trader might, for

example, assume that the increase in her sales is due to
improved grading procedures which she has introduced.
However, there may be several other factors that act
individually, or in combination, to bring about the sales
increase. The trader might find her competitors are

~ experiencing similar sales increases and that this is
actually due to upward shifts in disposable incomes.
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. It should be noted that none of these forms of evidence, nor all three in '”‘"‘}’;9"'."8 Research
rocess and

- combination, can unequivocally prove that a relationship exists. Rather, they help Classification
put the notion that a relationship exists beyond reasonable doubt. If all evidence
points towards the same conclusion then the conclusion that a relationship exists 'NOTES

is all the more compelling.

B IMPEDIMENTS TO VALID RESULTS FROM EXPERIMENTS /

The validity of experimental results, i.e., the extent to which results reflect
the truth, is obviously a matter of importance. There are two distinct forms of
validity which marketing researchers are concerned about when usmg
experimentation: internal and external validity.

Internal validity |. The question being asked is whether the experimental

' treatment is actually responsible for changes in the value-

. of the dependent variable or if confounding factors have
been in operation. Since laboratory experiments afford
greater opportunities for controlling extraneous or
confounding variables than do field experiments, internal| -
validity is a bigger problem in the case of the latter.

External validity.|  External validity has to do with the extent to which »

‘ experimental findings can be generalised to the population

from which the participants in the experiment were drawn.

. In other words, the issue is the degree to which the sample
represents the population. Given the naturalistic setting of
field experiments, this category generally provides greater
external validity than do those experiments conducted

~ within a laboratory environment.

In some cases the marketing researcher seeks to exclude extraneous factors ~
that can confound the results of an experiment. However, this is not always
possible since it is difficult to determine when certain types of extraneous variable
is in operation and even more difficult to measure them. In these circumstances,
the researcher will seek to control confoundmg vanables in a different way.

- Examples of confounding are: |

Internal Validity

History: events taking place at the same time as the experiment
' _ isunderway '
|Pre-testing: errors arising from the process of taking “before” and

“after” measures from the same sample as that providing
“after” measures

Maturation: | biological and/or .psycho]ogic.al changes in participants
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Marketing Research  “{Instrumentation: changes in the calibration of measurement instruments,
questionnaires, interviewers or interviewing technique

Sampling bias: assignment of participants to experlmental groups in a
NOTES way likely to prejudice outcomes
Mortality: differential loss of participants from experimental groups

External Validity

Interactive effects pre-exposure measurements going rise to heightened of

testing: awareness ‘

Interactive effects non-random assignment of participants to experimental

of sampling bias: | groups leading to differing responses to the expernnental
treatment

Contrived situations:| experimental setting elicits responses that differ from those
which would be obtained in the real world.

INTERNAL VALIDITY

History: The term ‘history” has been used to descnbe events that happen whilst
the experiment is underway and serve to distort experimental results. A common
occurence is when a commercial organisation is testing a new product within a
small geographical area, prior to launching the product nationwide, and
competitors intentionally set out to distort test results by giving additional
promotional support to their own com;ﬁeting product and/or by cutting the price
of their product.

Pretest effect: It is sometimes considered necessary to take some preliminary
measures before the main experiment is carried out. For instance, a company
wishing to promote monogerm sugar beet seed in Pakistan wanted to first establish
how much farmers already knew about the different types of seed available. A
particular district was chosen as a test area and a pretest was undertaken where a
sample of farmers from that area were asked to list the types of seed of which
they were aware. The farmers were also asked to list the brands of sugar beet
seed with which they were familiar. This constituted the ‘before’ measure. A little
later a promotional campaign was launched within the test area and after a period
of time the sample of farmers were again visited and asked to identify the brands
of seed with which they were familiar. It is likely that any increase in awareness -
of the company’s brand was due, in part at least, to the heightened awareness of
issues relating to seeds caused by the pretest activity. That is, the pretest is likely
to increase interest in matters relating to seeds and therefore make farmers more
attentive to the brand promotion than they otherwise might be. '

Maturation: Maturation refers to biological and/or psychological changes to
respondents that occur in the period between the ‘before’ and ‘after’ measurements
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and consequently affect the information which they provide. Experiments M“”;e”"g Rm;m"
rocess an

requiring the cooperation of respondents over a substantial period of time are Classification
most likely to suffer from maturation effects. Consumer and farmer panels are '
examples of experimental instruments that demand longer term participation by NOTES

~ panel members. Suppose that a farmer panel were established -to measure the
level of adoption of new marketing practices or technologies promoted by
agriculmral extension officers. As the years pass the marketing extension officer
has noted that farmers on the panel appear to be adopting fewer of the innovations
being proposed by the extension service. However, the lower rates of adoption
~ may not be explained by either the marketing extension service becoming less
_effective in communicating the benefits of innovative marketing practices and
technologies nor by current innovations being somehow less appropriate or
'offering more marginal benefits. Rather, the explanation may be that the panel
itself is aging and as farmers get older they may become more resistant to change.
Certainly as people get older their needs and attitudes are subject to change. In |.
these circumstances the data drawn from the panel is a function of the maturation
of the panel rather than the experimental variables (i.e. the efforts of the marketing
" extension officers and the characteristics of the marketing innovations).

Whilst it is not always possible to adjust the experimental design so as to
eliminate each of these potential threats to the validity of results, it is always
possible to measure their impact upon results. The chief device for doing so is to
include a ‘control group’. '

Instrumentation: From time to time, measurement instruments have to be
recalibrated or their readings become suspect. Although marketing research does
make use of a wide range of mechanical, electrical and electronic instruments in
experiments that clearly require periodic readjustment, (e.g. tachistoscopes,
pupilometers, audiometer) there are other, more commonly used, marketing
research test instruments that also need to be checked for consistency, such as,
questionnaires, interviewers, inte_rview:ing procedures.

Questionnaires may contain standardised questions with the challenge to |
consistency coming from the interpret.ation of the meaning of the question.
- Consider the apparently straight-forward question, “How big is your farm?” There
- are several equally valid responses to this question that could combine to give a
totally misleading set of data. The variation is due to farmers’ interpretation of
what the researcher really wants to know. Some farmers will include only the
land area that they had under crop in the year of the survey whilst others will
include both productive and nonproductive land. In other instances, farmers
may understand the question to mean the area of land they actually own. Some
" farmiers may believe it is the farmland that they own and/or rent.
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Marketing Research Another aspect is that of consistency in the conduct of interviews. There
can be variation in the data collected during an experiment if either different
interviewers are used to collect data after the experiment from those who

NOTES conducted interviews before the experiment; or interviewers change the way
questions are put to participants as they become more familiar with the content
of the questionnaire.

Mortality: Over time there is a danger that some participants will drop out of an
experiment. This can happen when people literally die or decide withdraw from
an experimental group for one reason or another. This obviously changes the
composition of the experimental group. Where the-effects of a marketing variable
are being studied by comparing data drawn either from two groups that have
been matched to ensure that their cémposition is identical or the same group at
different points in time then mortality can confound the results.

1 Sampling bias: Sampling bias occurs when the method of assigning participants
to experimental groups results in groups whose behaviour cannot be compared
to one another because they differ in some important respect(s). Consider the
task of evaluating the implementation of new weighing and grading practices
within a municipal grain market. It could be that it is easier for larger grain traders
to adopt the new practices since they are better able to afford the grading and
weighing equipment required. If during a field experiment conducted to study
the rate of adoption two groups are established with a view to comparing the rate
of adoption within them and one of those groups is predominantly comprised of
larger (or smaller) traders then this is likely to distort the results.

EXTERNAL VALIDITY

Interactive effects of testing: The design of the experiment itself may give rise to
measurement variations between the “before” and “after” phases of the research.
Consider a test of consumer acceptance involving two exotic rice varieties being
evaluated as possible replacements for a popular indigenous variety which is
suffering from a disease and is therefore in short supply. The experimental design
involves leaving a trial pack of rice A with a sample of households and returning
a few weeks later to interview members of the household about rice A and to
deliver a second trial pack containing rice B. A third visit is subsequently made
during which household members are asked questions about rice B. Respondents’
assessment of rice B is not made under the same conditions as their-assessment of
rice A. When trying rice A the respondents are likely to have made comparisons,
perhaps only subconsciously, with existing rice varieties that they already use.
However, when evaluating rice B the respondents will also be making comparisons
with rice A. This problem can be overcome, to some extent, by splitting the
sample so that half are given the trial varieties in the order rice A then rice B; the
remaining half are given the two varieties in the reverse order of rice B then rice
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A. A more difficult problem to overcome is that whatever the sequence of  Mar: ;‘f"'”g Resj""h
: rocess an

presentation, by the time household members are asked about the second trial Classification
variety, they have become more ‘experienced’ interviewees and respond differently ,
simply because they feel they better understand what the interviewer wants and NOTES

how to answer the questions. By the same measure, the interviewer becomes
more experienced the second time around, having become more familiar with
- the product, the interviewing process, and the questionnaire (or interview
schedule), and may pose the questions in a different way. As a result, the
interviewer may elicit different information on the third call from that which
" was obtained on the second visit. |

Interactive effects of sampling bias: It can happen that participants are assigned
to an experimental group without due concern for possible bias and this then
interacts with the experimental treatment producing a spurious outcome. Such
an interactive sampling bias would result from unknowingly assignihg heavy
users of a particular product category to one experimental group and using
favourable responses to a new formulation within the category as the basis for
projecting national demand.

Contrived situations: Any laboratory experiment is, by definition, unlike the
real world. Typically, the researcher manipulates the situation so that only those
variables in which he/she is immediately interested in studying are allowed to
operate as they would in the real world. On occasion this leads to experimental
results which are not replicated in the real world. An outstanding example of this
set of circumstances is that of Coca Cola’s infamous blind taste panels. Coca Cola
was concerned at the creeping increases in market share of Coke’s main competitor
Pepsi. Coca Cola decided to conduct sensory analysis tests where participants
were asked to score two colas on taste preference. The participants were given
the colas in unmarked cups (i.e., a ‘blind’ tasting) before being asked which they
preferred. On balance, the preference was of Pepsi’s slightly sweeter cola. Coca
Cola reacted in a way seldom seen anywhere in the world. The brand leader was
removed from the market and a new, slightly sweeter formulation was launched
under the Coca Cola brand name. It was to prove a costly mistake. Coca Cola
were inundated by calls from consumers who were irate over the company’s
tampering with a product that has almost become a national institution. Most
Americans have grown up with Coca Cola and could not accept that it could be
changed. The company was forced to reintroduce the original formulation under
the title of Coke Classic. '

Coca Cola’s taste panels were conducted in’an artificial environrnent in
which such variables as the brand name, the packaging and all the associations
which go along with these were not allowed to operate. The research focused
only on the taste characteristics of the product and a particular result was obtained.
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arketing Research  However, in the real world people consume Coca Cola for many reasons, many
of them having little to do with the taste.

EXPERIMENTAL DESIGNS
NOTES . - ‘ :
The process of experimentation is one of subjecting participants (e.g., target

consumers, farmers, distributors etc.) to an independent variable such as an
advertisement, a packaging design or a new product, and measuring the effect
on a dependent variable (e g., level of recall, sales or attitude scores).

“After-only” Designs

As the name suggests, with after-only experimental designs measures of
the independent variable are only taken after the experimental subjects have
been exposed to the independent variable. This is a common approach in -
advertising research where a sample of target customers are interviewed following
exposure to an advertisement and their recall of the product, brand, or sales
features is measured. The advertisement could be one appearing on national
television and/or radio or may appear in magazines, newspapers or some other
publication. The amount of information recalled by the sample is taken as an
indication of the effectiveness of the advertisement.

N Extension campaign ' Measure of up-
. NO EE::U’G > to increase use of  |—»  take of quality
quality poultry feeds poultry feed

Fig. 2.4. An Example of an after-only Design

The chief problem with after-only designs is that they do not afford any
control over extraneous factors that could have influenced the post-exposure
measurements. For example, marketing extension personnel might have
completed a trial campaign to persuade small-scale poultry producers, ina localised
area, to make use of better quality feeds in order to improve the marketability
and price of the end product. The decision to extend the campaign to other districts
will depend on the results of this trial. After-only measures are taken, following
| the campaign, by checking poultry feed sales with merchants operating within
the area. Suppose a rise in sales of good quality poultry feed mixes occurs four
weeks after the campaign ends. It would be dangerous to assume that this sales
increase is wholly due to the work of the marketing extension officers. A large
part of the increase may be dueto other factors such as promotional activity on
the part of feed manufacturers and merchants who took advantage of the
campaign, of which they were forewarned, and timed their marketing programme
to coincide with the extension campaign. If the extension service erroneously
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drew the conclusion that the sales increase was entirely due to their own Marketing Research

promotional activity, then they might be misled into repeating the same campaign C}‘)l:;:j?j a‘;;:i

in other areas where there would not necessarily be the same response from feed

manufacturers and merchants. , , ' NOTES
After-only designs are not true experiments since little or no control is

exercised over any of the variables by the researcher. However its inclusion here

serves to underline the need for more complex designs.

“Before-after” Designs

A before-after design involves the researcher in measuring the dependent
variable both before and after the participants have been exposed to the
independent variables.

The before-after design is an improvement upon the éfter-only design, in
that the effect of the independent variable, if any, is established by observing
differences between the value of the dependent variable before and after the
experiment. Nonetheless, before-after designs still have a number of weaknesses.

Consider the case of the vegetable packer who is thinking about sending
his/her produce to the wholesale market in more expensive, but more protective,
plastic crates, instead of cardboard boxes. The packer is considering doing so in
response to complaints from commissioning agents that the present packaging
affords little protection to produce from handling damage. The packer wants to
be sure that the economics of switching to plastic crates makes sense. Therefore,
the packer introduces the plastic crates for a trial period. Before introducing these
crates, the packer records the prices received for his/her top grade produce. Unless
prices increase by more than the additional cost of plastic crates then there is no
economic advantage to using the more expensive packaging.

Measure taken

before introduction Experimental Measure taken

treatment after treatment
introduced introduced

of experimental
treatment

Fig. 2.5. An Example of a before-after Designs _

Suppose, for instance, that the packer was receiving Rs. 15 per crate, when
these were of the cardboard type, but that the price after the introduction of
plastic crates had risen to Rs. 17 per crate. The Rs. 2 difference would be attributed
to better quality produce reaching the market as aresult of the protection afforded
by the plastic crates. However, there are several equally plausible explanations
for the upward drift in produce prices including a shortfall in supply, a fall in the
quality of produce supplied by competitors who operate in areas suffering adverse
weather conditions, random fluctuation in prices, etc.
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Marieting Research “Before-after with Control Group” Design
' This design involves establishing two samples or groups of respondents: an
experimental group that would be exposed to the marketing variable and a control
NOTES group which would not be subjected to the marketing variable under study. The
‘ two groups would be matched. That is, the two samples would be identical in all
important respects. The idea is that any confounding factors would impact equally
on both groups and therefore any differences in the data drawn from the two
grbups can be attributed to the experimental variable.

The “After-only with Control Group” Expenmental Design

Again, this design involves estabhshmg two matched samples or groups of
‘respondents. There is no measurement taken from either group before the
| experimental variable is introduced and the control group is not subsequently
subjected to the experimental variable. Afterwards measures are taken from both
groups and the effect of the experimental variable is established by deducting
the control group measure from the experimental group measure. An illustrative
example will help clarify the procedures followed.

A Sri Lankan food technology research institute was trying to convince
small-scale food processors to adopt solar dryers to produce dried plantain and
other dehydrated vegetables. Much of the initial resistance to the adoption of this
technology was due to the belief that the taste characteristics of this snack food
would be altered from those of traditional sun-dried plantain. The research
institute was able to convince the food manufacturers that there would be no
perceptible changes in the taste characteristics by carrying out an “after-only
with control group” experiment. Sensory analysis experiments conclusively
showed that almost none of the participants was able to discriminate between
plantain dehydrated by means of the solar powered dryer and that which was
sun-dried. : :

Many product tests are of the “after-only with control group” type. This
design escapes the problems of pretesting, history and maturation. However,
this form of “after-only design” does not facilitate an analysis of the process of
| change, whereas a comparable “before-after design” would. The attitudes,
opinions and/or behaviour of individual participants can be recorded both before -
and afterwards and changes noted. For instance, the effect of the experimental
variable on those participants who held unfavourable attitudes can be compared
with those they held in the “before” measurement. Changes in those that held
favourable attitudes in the “before” measurement can also be assessed after
exposure to the experimental variable.

Ex Post Facto Design _
The ex post facto design is a Varlatlon of the ”after-only with control group”
experimental design. The chief difference is.that both the experimental and control
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groups are selected after the experimental variable is introduced rather than  Marketing Research _
before. This approach eliminates the possibility that participants willbe influenced 52‘::’;;;?(;’,
by an awareness that they are being tested. - S

Following market liberalisation in Zimbabwe a number of maize meal |. NOTES
producers, using hammer mill technology, came into the industry to compete
‘against millers using roller mill technology. The hammer milled product was
much coarser than the highly refined roller milled maize meal to which most
urban consumers had grown accustomed.

The hammer milled product, however, had superior nutritional benefits

since meal produced in this way retained a much larger amount of the germ,
‘bran and endosperm. One production miller sought to communicate the
nutritional advantages of hammer milled meal through point-of-sale material in
stores and provisions merchants. A sample of consumers who claimed to have
seen the point-of-sale material was subsequently assigned to an experimental
-group and a matching selection of consumers who denied having seen the point-
of-sale material comprised the control group. It was hypothesised that those who
had seen the point-of-sale material would suggest that hammer milled maize
meal had superior nutritional properties to that of roller meal to a far greater
extent than would those who had not seen the point-of-sale aids.

The results supported the hypothesis in as much as 68 percent of those
recalling having seen the point-of-sale promotional aids reported hammer milled
meal as nutritionally superior whilst only 43 percent of those unaware of the
point-of-sale aids said that hammer mill was more nutritious than roller meal.
However, some care has to be taken in making the conclusion that the point-of-
sale campaign was an unqualified success. It is to be remembered that participants
were assigned to the two groups on the basis of self-selection. Those reporting
having seen the promotional material were probably those on whom the campaign
had made most impression. It is quite likely that some of those in the control
group also saw the material but do not recall having done so.

Where expoéuxe to the experimental variable can be determined objectively,

" on an ex post facto basis, the bias introduced by self-selection can be eliminated
and the design, in essence, becomes identical to the “after-only with control group”
design.

In these circumstances, the ex post facto design is an improvement upon
the “after-only with control group” design since the exi:erimental variable would
have its impact in a natural situation. Suppose, for example, that government

* has been using radio to communicate thy benefits of giving vitamin supplements
to children under two years of age and that these are available in tablet form,
free-of-charge, in local clinics. Ownerghip, and access, to a radio can be established

objectively.
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In any organization, managers at all levels need accurate and timely
information for managerial decision making. Whether the decisions made
are at technical, tactical, or strategic levels, good, accurate, and hmely
information always leads to a better decision.

Market research consists of a plan that charts how relevant data is to be
collected and analyzed so that the results are useful and relevant for making
marketing decisions.

Marketing research can be concerned with any of a variety of éépects of
the market: the product, sales, buyer behaviour, promotion, distribution, -
pricing, packaging,‘etc. |
The first part of the research design is to decide on the type of research
that will work best for the purpose (i.e., explain, predict, monitor, discover,
hypothesis test) and information that is sought. '

An experiment involves the creation of a contrived situation in order that
the researcher can manipulate one or more variables whilst controlling all
of the others and measuring the resultant effects.

2.8 REVIEW QUESTIONS

Discuss the role and limitations of marketing research.

What are the principal purposes of marketing research?

How is exploratory marketing research conducted?

Discuss the method of descriptive marketing research.

Explain the internal and external validity of experlmentatlon of marketing.
research.
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, UNIT - III | Data Collection
' DATA COLLECTION

3.1 Learning Objectives

3.2 Introduction
3.3 Primary and Secondary Sources of Data -
— . Nature of Secondary Sources of Information
—  The Problems of Secondary Sources
3.4 The Process of Data Collection and Analysis
3.5 Hypothesis Testing '
— Hypothesis Testing Process
i 3.6 Questionnaire Construction '
3.7 . Levels of Measurement and Rating
3.8 Summary
3.9 Review Questions
3.10 Further Readings

3.1 LEARNING OBJECTIVES

After going through this unit, students will be able to:
e  state the concept of primary and secondary sources of data;
explain the process of data collection and analysis;
"« discuss the method hypothesis testing and questionnaire construction;

e  know the planning and rating system in measurement.

3.2 INTRODUCTION

Data collection is the process of gathering the specific information used to
answer the research questions. There are a number of issues associated with data
collection, including the use of primary or secondary data, survey design, sampling,
survey administration, and increasing response rates.

Data collection methods for marketing research are divided into quantitative
and qualitative methods. Quantitative studies use mathematical analysis, which
can disclose differences that are statistically significant. The sample size used is
quite large.
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Marketing Research Qualitative methods are used to provide a base for quantitative research
and help in quantitative research design development. They target problem
defining, generating hypotheses ar:d identifying determinants. They consist of

NOTES one to one interviews to probe for personal opinions, beliefs and values and serve
to uncover hidden issues. The sample size in this method is small.

3.3 PRIMARY AND SECONDARY SOURCES OF DATA

Data can be primary or secondary, and whether one or both are used, and
which is used, depends largely on the research question and the availability of
these data sources. Secondary data refer to data gathered by others or from other
studies. Secondary 'data is generally less costly and less time consuming than
gathering primary data, typically is accumulated before primary data is gathered,
and may even help determine the course by which primary data is pursued. An
example of secondary data is if a company uses data from the U.S. Census or
data collected for another organizational activity (e.g., performance information
for individuals from the company’s annual performance appraisal). While
secondary data can be used for background information about specific research,
it may also answer some specific research questions. However, because secondary
data was collected for another purpose, it may not adequately address the new
research question. In today’s world of rapidly growing information technologies,
secondary data are available from numerous sources. A researcher should explore
the existing data before starting the research process, since there are datasets for
many different types of information currently available. There are abundant data
available in literature, company records, government publications, trade
associations, and through the Internet.

Primary data is that which is collected by the researcher to address the
current research question. Types of primary data include subject demographics,
lifestyle characteristics, attitudes, knowledge, intentions, motivations, and
behavior. Demographic data includes statistics regarding populations, such as
age, sex, income, level of education, and so forth. Lifestyle characteristics describe
a respondent’s activities, interests, and opinions. Attitudes refer to views and
opinions about things, events, or ideas. Knowledge is the degree to which
respondents are aware of these things, events, or ideas. Intentions generally refer
to a respondent’s planned future behavior. Motivations describe the reasons
behind a respondent’s behavior. Behavior i$ related to what respondents do.

Primary data can be collected in the field or the laboratory through
communication and observation. Communication generally requires the direct
questioning of respondents via a paper-and-pencil survey (i.e., questionnaire) or
telephone survey. Observation involves the direct recording of respondent
behavior. Surveys are probably the most common design in business research.
For instance, if one is interested in determining the success of (Total Quality
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- Management) TQM, a suryvey can be designed that encompasses questions Data Collection
regarding elements of success, strengths, weaknesses, and other questions dealing

with TQM. Then the survey can be sent to companies that have been successful

in implementing TQM. The survey results could shed light on many aspects of NOTES
TQM. = ' : ' '

By far the most widely used method for collecting data'is through secondary
data collection, commonly called secondary research. This process involves
collecting data from either the originator or a distributor of primary research (see
Primary Research dlscusswn below). In other words, accessing information already
gathered.

In most cases thls means finding information from third-party sources such
as marketing research reports, company websites, magazine articles, and other,
sources. But in actuality any information previously gathered, whether from
sources external to the marketer or from internal sources, such as accessing
material from previous market research carried out by the marketer’s organization,
old sales reports, accounting records and many.others, falls under the heading of
secondary research. ‘ / '

THE NATURE OF SECONDARY SOURCES OF INFORMATION

Secondary data is data which has been collected by individuals or agencies
for purposes other than those of our particular research study. For example, if a
government department has conducted a survey of, say, family food expenditures,
then a food manufacturer might use this data in the organisation’s evaluations of
the total potential market for a new product. Similarly, statistics prepared by a
ministry on agricultural production will prove useful to a whole host of people
and organisations, including those marketing.agricultural supplies.

No marketing research study should be undertaken without a prior search
of secondary sources (also termed desk research). There are several grounds for
making such a bold statement. _

*  Secondary data may be available which is entirely approprlate and wholly
adequate to draw conclusions and answer the question or solve the
problein. Sometimes primary data collection simply is not necessary.

e Itis far cheaper to collect secondary data than to obtain primary data. For
the same level of research budget a thorough examination of secondary
sources can yield a great deal more information than can be had through
a primary data collection exercise.

e  The time involved in searching secondary sources is much less than that
needed to complete primary data collection.

e Secondary sources of information can yield more accurate data than that
obtained through primary research. This is not always true but where a
government or interhational agency has undertaken a large scale survey,
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Marketing Research or even a census, this is likely to yield far more accurate results than

' custom designed and executed surveys when these are based on relatively

small sample sizes. : '

NOTES ¢ It should not be forgotten that secondary data can play a substantial role

in the exploratory phase of the research when the task at hand is to define

the research problem and to generate hypotheses. The assembly and

analysis of secondary data almost invariably improves the researcher’s

understanding of the marketing problem, the various lines of inquiry that

could or should be followed and the altetnative courses of action which
might be pursued.

*  Secondary sources help define the population. Secondary data can be
extremely useful both in defining the population and .in structuring the
sample to be taken. For instance, government statistics on a country’s
agriculture will help decide how to stratify asample and, once sample
estimates have been calculated, these can be used to project those estimates
to the population.

THE PROBLEMS OF SECONDARY SOURCES

Whilst the benefits of secondary sources are considerable,-their
shortcomings have to be acknowledged. There is'a need to evaluate the quality of
both the source of the data and the data itself. The main problems may be
categorised as follows: -
Definitions

The researcher has to be careful, when making use of secondary data, of
the definitions used by those responsible for its preparation. Suppose, for example,
researchers are interested in rural communities and their average family size. If
. published statistics are consulted then a check must be done on how terms such
as “family size” have been defined. They may refer only to the nucleus family or
include the extended family. Even apparently simple terms such as ‘farm size’
need careful handling. Such figures may refer to any one of the following: the
land an individual owns, the land an individual owns plus any additional land
he/she rents, the land an individual owns minus any land he/she rents out, all of
his land or only that part of it which he actually cultivates. It should be noted that
definitions may change over time and where this is not recognised erroneous
conciusions may be drawn. Geographical areas may have their boundaries
redefined, units of measurement and grades may change and imported goods
can be reclassified from time to time for purposes of levying customs and excise
duties. '

Measurement error

When a researcher conducts fieldwork she/he is possibly able to estimate
inaccuracies in measurement through the standard deviation and standard error,
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but these are sometimes not published in secondary sources. The only solution is Data Collection
to try to speak to the individuals involved in the collection of the data to obtain

some guidance on the level of accuracy of the data. The problem is sometimes

not so much “error’ but differences in levels of accuracy requu'ed by decision NOTES
makers. When the research has to do with large investments in, say, food
manufacturing, management will want to set very tight margins of error in making
market demand estimates. In other cases, having a high level of accilracy is not
so critical. For instance, if a food manufacturer is merely 5ssessing the prospects
for one more flavour for a snack food already produced by the company then
there is no need for highly accurate estimates in order to make the investment
decision.

Source bias _

Researchers have to be aware of vested interests when they consult secondary
sources. Those responsible for their compilation mayhave reasons for wishing to
present a more optimistic or pessimistic set of results for their organisation. It is
" not unknown, for example, for officials responsible for eétimating food shortages

to exaggerate figures before sending aid requests to potential donors. Similarly,
and with equal frequency, commercial organisations have been known to inflate
' estimates of their market shares.

Reliability

The reliability of published statistics may vary over time. Itis not uncommon,

for example, for the systems of collecting data to have changed over time but
without any indication of this to the reader of published stati'stics.'Geographical
or administrative boundaries may be changed by government, or the basis for
stratifying a sample may have altered. Other aspects of research methodology
that affect the reliability of secondary data is the sample size, response rate,
‘questionnaire design and modes of analysis.

Time scale »

Most censuses take place at 10 year intervals, so data from this and other
published sources may be out-of-date at the time the researcher wants to make
use of the statistics.The time period during which secondary data was first
compiled may have a substantial effect upon the nature of the data. For instance,
the significant increase in the price obtained for Ugandan coffee in the mid-90's
could be in"terpreted as evidence of the effectiveness of the rehabilitation
programme that set out to restore coffee estates which had fallen into a state of.
disrepair. However, more knowledgeable coffee market experts would interpret
the rise in Ugandan coffee prices in the context of large scale destruction of the
Brazilian coffee crop, due to heavy frosts, in 1994, Brazil being the largest coffee | -

producér in the world.
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Whenever possible, marketing researchers ought to use multiple sources

of secondary data. In this way, these differént sources can be cross-checked as
confirmation of one another. Where differences occur an explanation for these
NOTES must be found or the data should be set aside.
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Figure 3.1 presents a flowchart depicting the decision path that should be
followed when using secondary data. As can be seen, the flowchart divides into
two phases. The early stages of the flowchart relate to the relevance of the data to
the research objectives, The later stages of the flowchart are concerned with
questions about the accuracy of secondary data.

~

Does the data help address
specified research questions?

No

»( Stop

o lYes

Does the data apply to the
population of interest?

v Yes

Does the data cover the time
period of interest?

JYes

 Arethe definitions, data collection

methods and systems of
measurement known and acceptable?

No | Canthedata |No @
be revised

J. Yes

| Consult the original data, if possible

v Yes

Does the value of information
exceed the cost of its acquisition?

No‘-

v Yes

Is the risk of bias high?

No

¥ Yes

Can the data be verified

Yes

Use data

F 3

Fig. 3.1. Evaluating secondary data

SOURCES OF INFORMATION

Secondary sources of information may be divided into two categories:
internal sources and external sources. ' ' ' '



Internal Sources of Secondary Information

Sales data : All organisations collect information in the course of their everyday
operations. Orders are received and delivered, costs are recorded, sales personnel
submit visit reports, invoices are sent out, returned goods are recorded and so
on. Much of this information is of potential use in marketing research but a
surprising amount of it is actually used. Organisations frequently overlook this
valuable resource by not beginning their search of secondary sources with an
internal audit of sales invoices, orders, inquiries about products not stocked,
returns from customers and sales force customer calling sheets. For example,
consider how much information can be obtained from sales orders and invoices:

*  Sales by territory

* Sales by customer type

e Prices and discounts -

. Averagé size of order by customer, customer type, geographical area

*  Average sales by sales person and ,

¢  Sales by pack size and pack type, etc.

This type of data is useful for identifying an organisation’s most profitable

product and customers. It can also serve to track trends within the enterpnse s
existing customer group.

Financial data: An orgamsatlon has a great deal of data within its files on the cost

of producing, storing, transporting and marketing each of its products and
product lines. Such data has many uses in marketing research including allowing

measurement of the efficiency of marketing operations. It can also be used to.

estimate the costs attached to new. products under consideration, of particular
utilisation (in production, storage and: transportatlon) at which an organisation’s
.unit costs begin to fall.

Transport data: Companies that keep good records relatmg to their transport
operations are well placed to establish which are the most profitable routes, and
loads, as well as the most cost efféctive routing patterns. Good data on transport
operations enables the enterprise to perform trade-off analysis and thereby
establish whether it makes economic sense to own or hire vehicles, or the point
at which a balance of the two gives the best financial outcome. |

Storage data: The rate of stockturn, stockhandling costs, assessing the efficiency
of certain marketing operations and the efficiency of the marketing system as a

whole. More sophisticated accounting systems assign costs to the cubic space |
occupied by individual products and the time period over which the product.

occupies the space. These systems can be further refined so that the profitability
per unit, and rate of sale, are added. In this way, the direct product profltablllty
can be calculated. :
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External Sources of Secondary Information:

The marketing researcher who seriously seeks after useful secondary data
is more often surprised by its abundance than by its scarcity. Too often, ‘the

'| researcher has secretly (sometimes subconsciously) concluded from the outset .

that his/her topic of study is so unique or specialised that a research of secondary
sources is futile. Consequently, only a specified search is made with no real
expectation of sources. Cursory researches become a self-fulfilling prophecy. Dillon
et. al give the following advice: '

“You should never begin a half-hearted search with the assumption
that what is being sought is so unique that no one else has ever bothered
to collect it and publish it. On the contrary, assume there are scrolling
secondary data that should help provide defm1t1on and scope for the
primary research effort.” '

The same authors support their advice by Citiﬁg the large numbers of
organisations that provide marketing information including national and local
government agencies, quasi-government agencies, trade associations, universities,
research institutes, financial institutions, specialist suppliers of secondary marketing
data and professional marketing research enterprises. Dillon et al further advise
that searches of printed sources of secondary data begin with referral texts such

-as directories, indexes, handbooks and guides. These sorts of publications rarely

provide the data in which the researcher is interested but serve in helpmg him/
her locate potentially useful data sources.

The main sources of external secondary sources are (1) governtent (federal,
state and local) (2) trade assoc1at10ns (3) commercial services (4) national and

'| international institutions.

Government statistics
These may include all or some of the following:

*  Population censuses,

*  Social surveys, family expenditure surveys,

* Import/export statistics,

*  Production statistics, ‘

¢ Agricultural statistics.
Trade associations o
' Trade associations differ widely in the extent of their data collection and
information dissemination activities. However, it is worth checking with them to
determine what they do publish. At the very least one would normally expect
that they would produce a trade directory and, perhaps, a yearbook.

Commercial services ‘ A
~ Published market research reports and other publications are available from
a wide range of organisations which charge for their information. Typically,
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marketing people are interested in media statistics and consumer information . Data Collection
which has been obtained from large scale consumer or farmer panels. The

commercial organisation funds the collection of the data, which is wide ranging .

in its content, and hopes to make its money from sellmg thls data to interested | ~ NOTES
partles

Nattonal and international institutions

Bank economic reviews, university research reports, ]oumals and articles
are all useful sources to.contact. International agencies such as World Bank, IMF,
IFAD, UNDP, ITC, FAO and ILO produce a plethora of secondary data which can
" prove extremely useful to the marketing researcher.

Ture INFORMATION SLH’ER-HIGHMY

Advances in computers and telecommunications technology have combined
to allow people around the world to exchange information quickly and -
inexpensively. The computers of organisations, governments and even individuals
can be linked to transmit and receive information through an international
network of telephone lines, fibre optic cables and satellites. Thls international
network is commonly known as the Internet.

SECONDARY RESEARCH - ADVANTA GES

*  Ease of Access - In years past accessing good secondary data required
marketers to visit libraries or wait until a report was shipped by mail.
When online access initially became an option marketers needed training
to learn different rules and procedures for each data source. However, the
Internet has changed how secondary research is accessed by offering
convenience (e.g., online access from many locations) and generally

~ standardized usage methods for all data sources. ,

e Low Cost to Acquire - Researchers are often attracted to secondary data
because getting this information is much less expensive than if the
researchers had to carry out the research themselves.

* ' May Help Clarify Research Question — Secondary research is often used .

- prior to larger scale primary research to help clarify what is to be learned.
For instance, a researcher doing competitor analysis, but who is not familiar
with competitors in a market, could access secondary sources to locate a
list of potential competitors. ' ‘

*  May Answer Research Question - As noted, secondary data collection is v
often used to help set the stage for primary research. In the course of
doing so regearchers may find that the exact information they were looking
for is available via secondary sources thus eliminating the need and expense
to carrying out their own primary research.
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SECONDARY RESEARCH - DISADVANTAGES

May Show Difficulties in Conducting Primary Research - The originators
of secondary research often provide details on how the information was
tollected. This may include discussion of difficulties encountered. For
instance, the secondary research may be, a research report written by a
large market research company. These types of reports often include a
section discussing the procedures used to collect the data and within this
may disclose problems in obtaining the data, such as a high percentage of
people declining to take part in the research. After reading this the marketer
may decide the potential information that may be obtained is not worth *
the potential difficulties in conducting the research.

4

Quality of Researcher - As we will discuss, research conducted using
primary methods are largely controlled by the marketer. However, this is
not the case when it comes to data collected by others. Consequently, the
quality of secondary research should be scrutinized closely since the origins
of the information may be questionable. Organizations relying on
secondary data as an important component in their decision-making (e.g.,
market research studies) must take extra steps to evaluate the validity and
reliability of the information by critically evaluating how the information
was gathered, analyzed and presented.

Not Specific to Researcher’s Needs — Secondary data is often not presented
in a form that exactly meets the marketer’s needs. For example, a marketer
obtains an expensive research report that looks at how different age groups
feel about certain products within the marketer’s industry. Unfortunately,

- the marketer may be disappointed-to discover that the way the research

divides age groups (e.g., under 13, 14-18, 19-25, etc.) does not match how

_the marketer’s company designates its age groups (e:g., under 16, 17-21,

22-30, etc) Because of this difference the results may not be useful.
Ineffi cient Spending for. Information-Since the research received may not
be specific to the marketer’s needs, an argument can be made that research
spending is inefficient. That is, the marketer may not receive a sansfactory
amount of information for what is spent. ' ' ,
Incomplete Information — Many times a researcher finds that research
that appears promising is in fact a “teaser” released by the research supplier.
This often occurs when a small portion of a study is disclosed, often for
free, but the full report, which is often expensive, is needed to gam the
full value of the study ’ ' :
Not Timely - Caution must be exercised in relying on sécbndary data that. .
may have been collected well in the past. Out-of-date information may



offer little value especially for compames competing in fast changing
markets. A

*  Not Proprietary Information — In most cases secondary research is not
undertaken specifically for one company. Instead it is made available to
many either for free or for a fee. Consequently, there ‘is rarely an
“information advantage” gained by those who obtain the research.

3.4 THE PROCESS OF DATA COLLECTION AND'
ANALYSIS

The next set of decisions concerns the method(s) of data gathering to be
employed. The main methods of data collection are secondary data searches,
observation, the survey, experimentation and consumer panels. Each of these

.toplcs is dealt with later on, so they are 51mp1y noted here. “
Surveys Observation Experimentation Qua'titative : | S
Naturalistic S )
Posta inquiry , Depth | Psychologica
- v | ‘interview . testing
Telephone Laboratory ‘ — |
on ' Field Focus
Personal L groups
Group [ | Individual

Fig. 3.2. Data collection methods

DEVELOPMENT OF AN ANALYSIS PLAN'

_ Those new to marketing research often intuitively believe that decisions
about the techniques of analysis to be used can be left until after the data has
* been collected. Such'an approach is ill-advised. Before interviews are conducted
the following checklist should be applied:

e Is it known how each and every question is to be analysed? (e.g., which
‘univariate or bivariate descriptive statistics, tests of association, parametric
or nonparametric hypotheses tests, or multxvarlate methods are to be
used?) : .

Does the researcher have a sufficiently sound grasp of these techniques to
apply them with confidence and to explain them to the decision-maker
who commissioned the study?

e Does the researcher have the means to perform these calculations? (e.g.,
access to a computer which has an analysis program which he/she is
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Marleting Research familiar with? Or, if the calculations have to be performed manually, is

" | there sufficient time to complete them and then to check them?)

» If a computer program is to be used at the data analysis stage, have the

NOTES questions been properly coded?

' | ¢ .Have the questions been scaled correctly for the chosen statlstlcal

technique? (e.g., a t-test cannot be used on data which is only ranked)

There is little point in spending time and money on collecting data which

subsequently is not or cannot be analysed. Therefore consideration has to be

given to issues such as these before the fieldwork is undertaken.

Data COLLECTION

At this stage the researcher is feady to gointo the field and collect data. The
various issues relating to data collection constitute the main body of the text and
therefore, are not dwelt upon here.

ANALyYsIS OF DATa

The word ‘analyéis’ has two component parts, the prefix ‘ana’ meaning
‘above’ and the Greek root ‘lysis’ meamng ‘to break up or dissolve’. Thus data
analy51s can be described as:

..a process of resolving data into its constituent components, to reveal
its charactenstlc elements and structure.”

Where the data is quantitative there are three determxnants of the
appropriate statistical tools for the purposes of analysis. These are the number of
samples to be compared, whether the samples being compared are independen:.
of one another and the level of data measurement.

Suppose a fruit juice processor wishes to test the acceptability of a new
drink based on a novel combination of tropical fruit juices. There are severa
alternative research designs which might be employed each mvolvmg differen
numbers of samples. :

TestA Comparing sales in a test market and the market Number of
share of the product it is targeted to replace. samples =1

TestB  Comparing the responses of a sample of regular Number of
drinkers of fruit juices to those of a sample of samples = 2
non-fruit juice drinkers to a trial formulation.

Test C Comparing the responses of samples of heavy, - Number of - -
© moderate and infréquent fruit juice drinkers to  samples =3
a trial formulation. :
The. next consideration is whether the samples being compared are

dependent (i.e., related) or indeperident of one another (i.e., unrelated). Samples
are said to be dependent, or related, when the measurement taken from one
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' sample in no way affects the measurement taken from another sample Take for Data Collection
example the outline of test B above. The measurément of the responses of fruit '
juice drinkers to the trial formulation in no way affects or influences the responses

of the'sample of non-fruit juice drinkers. Therefore, the samples are independent NOTEé
of one another. Suppose however a sample were given two formulations of fruit |
juice to taste. That is, the same individuals are asked first to taste formulation X
and then to taste formulation Y. The researcher would have two sets of sample
results, i.e., résponses to product X and responses to product Y. In this case, the
samples would be considered dependent or related to one another. This is because
‘the individual will make a comparison of the two products and his/her response
to one formulation is likely to affect his/her reaction or evaluation of the other
product.

The third factor to be considered is the levels of measurement of the data
being used. Data can be nominal, ordinal, interval or ratio scaled. Table 3.1
summarises the mathematical properties of each of these levels of measurement.

Once the marketing researcher knows how many samples are to be
compared, whether these samples are related or unrelated to one another and,
the level of measurement then the selection of the appropriate statistical test is
easily made. To illustrate the importance of understanding these connections
consider the following simple, but common, question in marketing research. In
many instances the age of respondents will be of intérest.. This question might be
asked in either of the two following ways:

_Please indicate to which of the following age categories you belong
(a) ' ’
15-21 years ___
22 - 30 years __
Over 30 years __ \
(b). . '
How old are you? ___ Years

Table 3.1 Levels of measurement

Measurement | Measurement Level | Examples Mathematical
scale - : properties
Nominal Frequency counts _Producing grading | Confined to'a
categories small number of
tests using the
mode and
s ‘ frequency
Ordinal Ranking of items Placing brands of ' Wide range of
' ’ cooking oil in order | nonparametric
of preference tests which test
S for order
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Interval - Relative differences | Scoring products Wide range of

of magnitude on a 10 point scale | parametric tests
between items | of like/dislike g

Ratio Absolute differences | Stating how much | All arithmetic
of magnitude better one product | operations

is than another in-

absolute terms.

Choosing format (2) would, give rise to nominal (or categorical) data and
format (b) would yield ratio scaled data. These are at opposite ends of the hierarchy
of levels of measurement. If by accident or design format (a) were chosen then
the analyst would have only a very small set of statistical tests that could be applied

and these are not very powerful in the sense that they are limited to showing -

association between variables and could not be used to establish cause-and-effect.
Format (b), on the other hand, since it gives the analyst ratio data, allows all
statistical tests to be used including the more powerful parametric tests whereby
cause-and-effect can be established, where it exists; Thus a simple change in the
wording of a question can have a fundamental effect upon the nature of the data
generated. ' B

The individual responsible for commissioning the research may be
unfamiliar with the technicalities of statistical tests but he/she should at least be
aware that the number of samples, their dependence or independence and the

| levels of measurement does affect how the data can be analysed. Those who submit

marketing research proposals involving quantitative data should demonstrate an

awareness of the factors that determine the mode of analysis and a capability to

undertake such analysis. :

Marketing researchers have to plan ahead for the analysis stage. It often
happens that data processing begins whilst the data gathering is still underway.
Whether the data is to be analysed manually or through the use of a:computer
program, data can be coded, cleaned (i.e., errors removed) and the proposed
analytical tests tried out to ensure that they are effective before all of the data has
been collected. '

Another important aspect relates to logistics planning. This 1nc1udes
ensuring that once the task of preparing the data for analysis has begun there is a
steady and unintefrupted flow of completed data forms or questionnaires back
from the field interviewers to the data processors. Otherwise the whole exercise
becomes increasingly inefficient. A second logistical issue concerns any plan to
build up a picture of the pattern of responses as the data comes flowing in. This

may require careful planning of the sequencing of fieldwork. For instance, suppose |

that research was being undertaken within a particular agricultural region with a

view to establishing the size, number and type of milling enterprises which had

estabhshed themselves in rural areas following market hberallsahon It may be
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that the West of the district under study mainly wheat is grown whilst in the East Data Collection
it is maize which is the major crop. It would make sense to coordinate the \
fieldwork with data analysis so that the interim picture was of either wheat or
maize milling since the two are likely to differ in terms of the type of mill used NOTES
(e.g., hammer versus plate mills) as well as screen sizes and end use (e.g., the
proportions prepared for animal versus human food).
_ Once the data is edited it is ready for coding, which is determining how
survey responses will be transformed into numerical data. The first step in coding
is the development of a codebook. The codebook formalizes the coding process
by listing answers and their accompanying codes. After the data is coded and
entered into a data spreadsheet, statistical analyses can be.performed to create
useful information for the researchers. If there are hypotheses to be tested, the
researcher is'in a position to use the gathered data to test the hypotheses. Data
analysis could be as simple as reporting descriptive statistics such as averages, o S
measures of variability, and percentages, or if needed advance statistical techniques | '
could be apphed

3.5 HYPOTHESIS TESTING

Social science research, and by extension business research, uses a number
of different approaches to study a variety of issues. This research may be a very
informal, simple process or it may be a formal, somewhat sophisticated process.
Regardless of the type of process, all research begins with a generalized idea in |
the form of a research question or a hypothesis. A research question usually is
posed in the beginning of a research effort or in a spec1f1c area of study that has
had little formal research. A research question may take the form of a basic question |
about some issue or phenomena or a question about the relationship between
two or more variables. For example, a research question might be: “Do flexible
work hours improve employee productivity?” Another question might be: “How
do flexible hours influence employees’ work?”

A hypotheéis differs from a research question; it is more specific and makes
a prediction. It is a tentative statement about the relationship between two or |
more variables. The major difference between a research question and a hypothesis
is that a hypothesis predicts an experimental outcome. For example, a hypothesis
might state: “There is a positive relationship between the availability of flexible
work hours and employee productivity.”
Hypotheses provide the following benefits:
1. They determine the focus and: direction for a research effort.
. 2. Their development forces the researcher to clearly state the purpose of
the research activity. - ‘
3. They determine what variables will not be considered ina study, as well as \\
those that will be considered.
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Marketing Research 4. Theyrequire the researcher to have an operational definition of the variables
of interest. L

_ o The worth of a hypothesis often depends on the researcher’s skills. Since
NOTES the hypothesis is the basis of a research study, it is necessary for the hypothesis be
'| developed with a great deal of thought and conterhplation. There are basic criteria
to consider when developing a hypothesis, in order to ensure that it meets the
| needs of the study and the researcher. A good hypothesis should:

1. Have logical consistency. Based on the current research literature 'a.nd
‘ knowledge base, does this hypothesis make sense?

2. Be in step with the current literature and/or provide a good basis for any _
differences. Though it does not have to support the current body of
literature, it is necessary to provide a good rationale for étepping away -
from the mainstream. \ ' ,

3. Be testable. If one cannot design the means to conduct the research, thel
hypothesis means nothing.

4. Be stated in clear and simple terms in order to reduce confusion.

HyroTHEsIs TeSTING PROCESS

Hypothe51s testingis a systematxc method used to evaluate data and aid the
.decision-making process. Following is a typical series of steps mvolved in
hypothesis testing:

1. State the hypotheses of interest

. Determine the appropriate test statistic

~ Specify the level of statistical significance
'Deterrmne the decision rule for rejecting or not rejecting the null hypothesis
Collect the data and perform the needed calculations

S U R W

Decide to reject or not reject the null hypothesis

Each step in the process w1ll be discussed in detail, and an example will
follow the discussion of the steps. '

STATING THE HyprOTHESIS

the alternative hypothesw. The hypothesis being tested is referred to as the null
hypothesis and it is designated as H It also is referred to as the hypothesis of no
difference and should include a statement of equality (=, > or £). The-alternative
hypothesis p-esents the alternative to the null and includes a statement of
inequality (). The null hypothesis and the alternative hypothesis are
complementary. : :

The null hypothesis is the statement that is believed tobe correct throughout
the analysis, and it is the null hypothesis upon which the analysis is based. For
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Aresearch study includes at least two hypotheses —the null hypothe51s and



example, the null hypothesis might state that the average age of entering college Data Collection
freshmen is 21 years.
H , The average age of entering college freshman = 21 years

If the data one collects and analyzes indicates that the average age of entering - NOTES
college freshmen is greater than or less than 21 years, the null hypothesis is rejected. '
In this case the alternative hypothesis could be stated in the following three ways:
1) the average age of enteri~ college freshman is not 21 years (the average age
of entermg college freshmen =21); (2) the average age of entering college freshman
is less than 21 years (the average age of entering college freshmen < 21); or (3) the
average age of entering college freshman is greater than 21 years (the average age
of entering college freshmen > 21 years).

The choice of which altematlve hypothesis to use is geherally determined
by the study’s objective. The preceding second and third examples of alternative
hypotheses involve the use of a “one-tailed” statistical test. This is referred to as |
“one-tailed” because a direction (greater than [>] or less than [<]) is implied in the
statement. The f~st example represents a “two-tailed” test. There is inequality
expressed (age =21 years), but the inequality does not imply direction. One-
tailed tests are used more often in management and marketing research because
there usually is a need to imply a specific direction in the outcome. For example,
it is more likely that a researcher would want to know if Product A performed
better than Product B (Product A performance > Product B performance), or vice
versa (Product A performance < Product B performance), rather than whethe~
Product A performed differently than Product B (Product A performance #
Product B performance). Additionally, more useful information is gained by
knowing that employees who work from 7:00 a.m. to 4:00 p.m. are more
productive than those who work from 3:00 p.m. to 12:00 a.m. (early shift employee
production > late shift employee production), rather than simply knowing that
these emplrvees have different levels of productivity (early shift employee
production # late shift employee production). - ‘ :

Both the alternative and the null hypotheses must be determined and stated
prior to the collection of data. Before the alternative and null hypotheses can be
formulated it is necessary to decide on the desired or expected conclusion of the
research. Generally, the desired conclusion of the study is stated in the alternative
hypothesis. This is true as long as the null hypothesis can include a statement of
equality. For example, suppose that a researcher is interested in exploring the
effects of amount of study time on tests scores.

The researcher believes that students who study longer perform better on
tests. Specifically, the research suggests that students who spend four hours N
studying for an exam will get a better score than those who study two hours. In |
this case the hypotheses might be:
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Marketing Research 1 The querage test scores of students who study 4 hours for the test = the average test
scores of those who stud y 2 hours.

H  The avemge test score of students who study 4 hours for the test < the average test
NOTES | scores of those who study 2 hours.

As a result of the statistical analy81s, the null hypothESIS can be rejected or
notrejected. Asa prlnc1ple of rigorous scientific method, this subtle but important
point means that the null hypothesis cannot be accepted. If the null is rejected,
the alternative hypothesis can be accepted; however, if the null is not rejected, we
can't conclude that the null hypothesis is true. The rationale is that evidence that
supports a hypothesis is not conclusive, but evidence that negates a hypothesis is
ample to discredit a hypothesis. The analysis of study time and test scores provxdes :
an example ' -

If the results of one study indicate that the test scores of students who
study 4 hours are significantly better than the test scores of students who study
two hours, the nulllhypothesm can be rejected because the researcher has found
one case when the null is not true. However, if the results of the study indicate
that the test scores of those who study 4 hours are not significantly. better than
those who study 2 hours, the null hypothesis cannot be rejected. One also cannot
conclude that the null hypothesis is accepted because these results are only one
set of score comparisons. Just because the null hypofhesis is true in one situation
does not mean it is always true. o

3.6 QUESTIONNAIRE CONSTRUCTION

The design of a questionnaire will depend on whether the researcher wishes
to collect exploratory information (i.e., qualitati\:re information for the purposes
of better understanding or the generation of hypotheses on a subject) o1
quantitative information (to test spec1f1c hypotheses that have prev1ously been
generated).

Exploratory questionnaires: If the data to be collected is qualitative or is
not to be statistically evaluated, it may be that no formal questionnaire is needed.
For example, in interviewing the female head of the household to find out how
decisions are made within the family when purchasing breakfast foodstuffs, a
formal questionnaire may restrict the discussion and prevent a full exploration of
the woman’s views and processes. Instead one might prepare a brief guide, listing .
perhaps ten major open-ended questions, with appropriate probes/prompts listed
under each. ' E N

Formal standardised questionnaires: If the researcher is-looking to test and
quantify hypotheses and the data is to be analysed statistically,l a formal
standardised questionnaire is designed. Such questionnaires are generally
characterised by: ' '
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*  prescribed wording and order of questions, to ensure that each respondent Data Collectign
receives the same stimuli,

* prescribed definitions or- explanatlons for each question, to ensure :
interviewers handle questions consistently and can answer respondents’ . NOTES
requests for clarification if they occur, :

e prescribed resp/onse format, to enable rapid completion of the
questionnaire during the interviewing process. |

Given the same task and the same hypotheses, six different people will
probably come up with six different questionnaires that differ widely in their
choice of questions, line of questioning, use of open-ended questions and length.
There are no hard-and-fast riles about how to design a questionnaire, but there
are a number of points that can be borne in mind: |

1. A well-designed questionnaire should meet the research objectives. This |
may seem obvious, but many research surveys omit important aspects
due to inadequate preparatory work, and do not adequately probe
particular issues due to poor understanding. To a certain'degree some of
this is inevitable. Every survey is bound to leave some questions
unanswered and provide a need for further research but the objective of |
good questionnaire design is to ‘minimise’ these problems. )

2. It should obtain the mosf complete and accurate information possible."
The questionnaire designer needs to ensure that respondents fully
understand the questions and a__fe not likely to refuse to answer, lie to the
interviewer or try to conceal their attitudes. A good questionnaire is
organised and worded to encourage respondents to provide accurate,
unbiased and complete information.

3. A well-designed questionnaire should make it easy for respondents to

- give the necessary information and for the interviewer to record the answer,
and it should be arranged so that sound analysis and interpretation are

. possible. .‘ '

4. Tt would keep the interview brief and to the point and be so arranged that
the respondent(s) remain interested throughout the interview.

Each of these points will be further discussed throughout the following
sections. Figure 3.3 shows how questionnaire design fits into the overall process
of research design that was described in unit L. It emphasises that writing of the
questionnaire proper should not begin before an exploratory research phase has
been completed. ' :

Even after the exploratory phase, two key steps remain to be completed
before the task of designing the questionnaire should commence. The first of
these is to articulate the questions that research is intended to address. The second
step is to determine the hypotheses around which the questionnaire is to be -
designed. "
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» "Problem definition —
¥
. Search for secondary
NOTES . data relevant to the
. marketing problem
A y
Exploratory interviews with Review of
those knOWIedgeab'e persona]
L _about the problem e experience and [
itself or matters directly that of colleagues
. related to it
\
- A

Writing of specific research objects
v »
Listing of hypotheses to be tested

. v
Development of questions for questionnaire

' Fig. 3.3. The steps preceding questionnaire design -

It is possible for the piloting exercise to be used to make necessary
adjustments to administrative aspects of the study. This would include, for
example, an assessment of the length of time an interview actually takes, in
comparison to the planned length of the interview; or, in the same way, the time
needed to complete questionnaires. Moreover, checks can be made on the
appropriateness of the timing of the study in relation to contemporary events
such as avoiding farm visits during busy harvesting periods. :
PRELIMINARY DECISIONS IN QUESTIONNAIRE DESIGN
There are nine steps involved in the 'deve]opn.\ent of a questionnaire:

Decide the information required. |
Define the target respondents. *
Choose the method(s) of reaching your target respondents
" Decide on question content.
_Develop the question wording.
Put questions into a meaningful order and format.
Check the length of the questionnaire.

Pre-test the questionnaire.

0 ® N o U W=

Develop the final survey form.
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Deciding on the Informatlon Required - ‘ Data Collection

It should be noted that one does not start by writing questlons The first
step is to decide ‘what are the things one needs to know from the respondent in
order to meet the survey’s objectives?’ These, as has been indicated in the previous NOTES
units, should appear in the research brief and the research proposal.

One may already have an idea about the kind of information tobe collected,
but additional help can be obtained from secondary data, previous rapid rural
-appraisals and exploratory research. In respect of secondary data, the researcher
should be aware of what work has been done on the same or similar problems in
the past, what factors have not yet been examined, and how the present survey
questionnaire can build on what has already been discovered. Further, a small
number of preliminary informal interviews with target respondents will give a
glimpse of reality that may help clarify ideas-about what information is required.

Define the Target Respondents

At the outset, the researcher must define the population about which he/
‘she wishes to generalise from the sample data to be collected. For example, in
marketing research, researchers often have to decide whether they should cover
only existing users of the generic produc't.type or whether to also include non-
users. Secondly, researchers have to draw up a sampling frame. Thirdly, in |
designing the questionnaire we must take into account factors such as the age,
education, etc, of the target respondents.

CHOOSE THE METHOD(S) OF REACHING'TARGET RESPONDENTS

It may seem strange to be suggesting that the method of reaching the
intended respondents should constitute part of the questionnaire design process.
However, amoment's reflection is sufficient to conclude that the method of contact
will influence not only the questions the researcher is able to ask but the phrasing
of those questions. The main methods available in survey research are: |

-

e personal interviews,

* groupor focus interviews,

"mailed questionnaires,

telephone interviews.
Within this region the first two mentioned are used much more extensively
than the second. pair. However, each has its advantages and disadvantages. A
general rule is that the more sensitive or personal the information, the more
personal the form of data collection should be. ’

* Decipe oN QuEsTION CONTENT

Researchers must always be prepared to ask, “Is this question really needed?”
The temptation to include questions without critically evaluating their contribution
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NOTES.

towards the achievement of the research objectives, as they are specified in the

* research proposal, is surprisingly strong. No question should be included unless

the data it gives rise to is directly of use in testing one or more of the hypotheses
established during the research design. ' ‘

There are only two occasions when seemmgly ‘redundant” questionsmighf
.be included: ' ‘ :

e Opening questions that are easy to answer and which are not perceived as
being “threatening”, and/or are perceived as being interesting, can greatly
assist in gaining the respondent’s involvement in the survey and help to
establish a rapport.

. This, however, should not be an approach that should be overly used. It is
“almost always the case that questions which are of use in t st'mg Thypotheses
can also serve the same functions.

e “Dummy” questions can disguise the purpose of the survey and/or the
sponsorship of a study. For example, if a manufacturer wanted to find out
whether its distributors were giving the consumers or end-users of its '
products a reasonable Jevel of service, the researcher would want to disguise "
the fact that the distributors’ service level was being investigated. If he/
she did not, then rumours would abound that there was something wrong
with the distributor. ' '

DeveLop THE QuEstioN WORDING

Survey questions can be classified into three forms, ie., closed, open-ended
and open response-option questions. So far onl'y the first of these, i.e., closed
questions has been discussed. This type of questioning has a number of important
advantages;

e  It’/provides the respondent with an easy method of indicating his answer _
- he does not have to think about how to articulate his answer.

e It ‘prompts’ the respondent so that the respondent has to rely less on
memory in answering a question. . ~

*  Responses can be easily classified, makmg analysis very stralghtforward

¢ It permits the respondent to specify the answer categorles most suitable
for their purposes.

D1sADVANTAGES ARE ALSO PRESENT WHEN USING SucH QUESTIONS - |
¢ They do not allow the respondent the opportunity to give a diffe_fent
response to those suggested.
¢  They ‘suggest’ answers that respondents may not have considered before.
With open-ended questions the respondent is asked to give a reply to a

| question in his/her own words. No answers are suggested.
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Example: “What do you like most about this implement?” - Data Collection
Open-ended questions have a number of advantages when utilised in a |
questionnaire: o ' ‘
e They allow the respondent to answer in his own words, with no influence NOTES
. by any specific alternatives suggested by the interviewer.

e They often reveal the issues which are most important to the respondent,
and this may reveal findings which were not originally anticipated when
the survey was initiated.

*  Respondents can ‘qualify’ their answers or emphasise the strength of their
~ opinions.
However, open-ended questions also have inherent problems whlch means
they must be treated with considerable caution. For example:
¢ Respondents may find it difficult to ‘articulate’ their responses i.e., to
properly and fully explain their attitudes or motivations.

~* Respondents may not give a full answer simply because they may forget
to mention important points. Some respondents need prompting or
reminding of the types of answer they could give.

~ ¢ Data collected is in the form of verbatim comments - it has to be coded

~ and reduced to manageable categories. This can be time consuming for
analysis and there are numerous opportunities for error in recording and
interpreting the answers given on the part of interviewers.
* -Respondents will tend to answer open questions in different ‘dimensions’~
For example, the question: “When did you purchase your tractor’” couId
elicit one of several responses, viz:

“A short whtle ago
“Last year”.

“When I sold my last tractor”.
“When I bought the farm”.
Such responses need to be probed further unless the researcher is to be
;onfronted with responses.that cannot be aggregated or compared..
It has been suggested that the open response-option questions largely |
2liminate the disadvantages of both the afore-mentioned types of question. An | .
>pen response-option is a form of question which is both open-ended and includes |
specific response-options as well. For example, '
What features of this implement do you ltke’
*  Performance

*  Quality ° o | /
s Price S B .
e Weight A , B
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The advantages of this type of question are twofold:

; *  The researcher can avoid the potential problems of poor memory or poor
NOTES ' " articulation by then subsequently being able to prompt the respondent
' into considering particular response options. '

- » Recording during interview is refaﬁvely straightforward.

The one disadvantage of this form of question is that it requires the researcher
to have a good prior knowledge of the subject in order to generate realistic/likely
response options before printing the questionnaire. However, if this understanding
' is achieved the data collection and: analysis process can be significantly eased.

Clearly there are going to be situations in which a questibnnéire will need
to incorporate all three forms of question, because some forms are more
appropriate for seeking particular forms of response. In instances where it is felt
the respondent needs assistance to articulate answers or provide answers on a
preferred dimension determined by the researcher, then closed questions should
be used. Open-ended questions should be used where there are likely to be a
very large number of possible different responses (e.g., farm size), where one is

-seeking a response described in the respondent’s own words, and when one is
unsure about the possible answer options. The mixed type of question would be
advantageous in most instances where most potential response-options are known;
where unprompted and prompted responses are valuable, and where the survey
needs to allow for unanticipated responses.

There are a series of questions that should be posed as the researchers
develop the survey questions themselves:

Is this question sufficient to generate the required information? _

For example, asking the question “Which product do you prefer?” in a taste
panel exercise will reveal nothing about the attribute(s) the product was judged
upon. Nor will this question reveal the degree of preference. In such cases a series
of questions would be more appropriate.
' “Can the respondent answer the question correctly?”
* Aninability to answer a question arises from three sources:
e Having never been exposed to the answer, e.g., “How much does your
husband earn?” ‘
* Forgetting, eg., What price did you pay when you last bought maize
meal?”
*  An inability to articulate the answer: e.g., “What improvements would
you want to see in food. preparation equipment?”

“Are there any external events that might bias response to the question?”
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For example, judging the popularity of beef products shortly after a foot Data Collection
and mouth epidemic is likely to have an effect on the responses.

“Do the words have the same meaning to all respondents?”

For example, “How many members are there in your family?” _ - NOTES

There is room for ambiguity in such a question since it is open to interpretation
as to whether one is speaking of the immediate or extended family. ;

“Are any of the words or phrases loaded or léading in any way?”

For example, What did you dislike about the product you have just tried?”

The respondent is not glven the opportunity to indicate that there was
nothing he/she disliked about the product. A less biased approach would have
been to ask a preliminary question along the lines of, “Did you dislike any aspect
of the product you have just tried?”, and allow him/her to answer yes or no.

“Are there any implied alternatives within the question?”

The presence or absence of an explicitly stated alternative can have dramatic
effects on responses. For example, consider the followmg two forms of a question
asked of a ‘Pasta-in-a-Jar’ concept test:

1. “ Would you buy pasta-in-a-jar if it were locally available?”
2. “If pasta-in-a-jar and the cellophane pack you currently use were both
available locally, would you: ‘

* Buy only the cellophane packed pasta?

¢ Buy only the pasta-in-a-jar product? o -

* Buy both products?” : ‘

' The explicit alternatives provide a context for interpreting the true reactions
to the new product idea. If the first version of the question is used, the researcher
is almost certain to obtain a larger number of posmve responses than if the second
formis apphed Lo : . ,

.. “Will the question be understood by the type of mdwzdual to be interviewed?”

It is good practice to keep questions as simple as possible. Researchers must
be sensitive to the fact that some of the people he/she will be interviewing do not
have a high level of education. Sometimes he/she will have no idea how well or
badly educated the respondents are until he/she gets into the field. In the same
way, researchers should strive to avoid long questions. The fewer words in a
question the better. Respondents’ memories are limited and absorbing the meaning
of long sentences can be difficult: in listening to something they may not have
much interest in, the respondents’ minds are likely to wander, they may hear
certain words but not others, or they may remember some parts of what is said
but not all. ‘

“Is there any ambiguity in my questions?”
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Marketing Resear ch ~ The careless design of questions can result in the inclusion of two items in

- one question. For example: “Do you like the speed and reliability of your tractor?”

o - The respondent is given the opportunity to answer only ‘yes’ or ‘no’, whereas

NOTES [ he mightlike the speed, but not the reliability, or vice versa. Thus it is difficult for

' the respondent to answer and equally difficult for the researcher to interpret the

response. ' - ‘

The use of ambiguous _wo.rds should also be avoided. For example: “Do

| you regularly service your tractor?” '

. The respondents’ understanding and interpretation of the term ‘regularly’

-will differ. Some may consider that regularly means once a week, others may

think once a year is regular. The inclusion of such words again present
interpretation difficulties for the researcher.

“Are any words orvphmses vague?”
Questions such as “What is your income?” are vague and one is lfkely to get
‘many different responses with different dimensions. Respondents may interpret
the question in different terms, for example
¢ hourly pay? '
. weekly pay?
*  yearly pay? .
*  income before tax?
*  income after tax?
- 'i:ncome in kind as well as cash?
.*  income for self or family?
* all income or just farm mcome’

The researcher needs to specify the term’ w1th1n which the respondent is
A to answer.

“Are any questions too personal or of a potentially embarmssing' nature?”

‘The researcher must be clearly aware of the various customs, morals and
traditions in the community being studied. In many communities there can be a
great reluctance to discuss certam questions with interviewers/strangers. Although
| the degree to which certain topics are taboo varies from area'to area, such subjects
as level of education, income and rehglous issues may be embarrassmg and
respondents may refuse to answer. '

-

“Do questions rely on featc of memory?”

The respondent should be asked only for such data as he is likely to be able
to clearly remember. One has to bear in' mind that not everyone has a good
memiory, so questions such as > ‘Four years ago was. there a shortage of labour?’
should be avoided.
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Putting Questions into a Meaningful Order and Format - Data Collection

Opening questions: Opening queétions should be easy to answer and not in any /

way threatening to THE respondents. The first question is crucial because it is the ,

respondent’s first exposure to the interview and sets the tone for the nature of the NOTES .

task to be performed. If they find the first question difficult to understand, or

beyond their knowledge and experience, or embarrassing in some way, they are
likely to break off immediately. If, on the other hand, they find the opening
. question easy and pleasant to answer, they are encouraged to continue.

Question flow: Questions should flow in some kind of psycholo'gical order, so
that one leads easily and naturally to the next. Questions on one subject, or one
particular aspect of a subject, should be grouped together. Respondents niaif feel
it disconcerting to keep shifting from one topic to another, or to be asked to
return to some subject they thought they gave their opinions about earlier.

Question variety: Respondents become bored quickly and restless when asked
similar questions for half an hour or so. It usually improves response, therefore,
to vary the respondent’s task from time to time. An open-ended question here
and there (even if it is not analysed) may provide much-needed relief from a long
series of questions in which respondents have been forced to limit their replies to
pre-coded categories. Questions involving showing cards/plctures to respondents
can help vary the pace and increase mterest

CLOSING QQUESTIONS

It is natural for a respondent to become i.ncreasing]y indifferent to the
, queshormalre as it nears the end. Because of impatience or fatigue, he may give
careless answers to the latef questions. :

Those questions, therefore, that are of special importance should, if possible,
be included in the earlier part of the questionnaire. Potentially sensitive questions
should be left to the end, to avoid respondents cutting off the interview before
important information is collected. ,

In developing the questionnaire the researcher should pay particular
attention to the preseﬁtation and layout of the interview form itself. The
interviewer’s task needs to be made as straight-forWard as possible.

*  Questions should be clearly worded and response options clearly identified.

e Prescribed definitions and explanations should be provided. This ensures
that the questions are handled consistently by all interviewers and that
during the interview process the interviewer can answer/clarify
respondents’ queries. _

Ample writing space should be"allowed to record open-ended answers,
and to cater for differences in handwriting between interviewers. -
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Marketing Research PrHysicAL APPEARANCE OF THE (QUESTIONNAIRE

The physical appearance of a questionnaire can have a significant effect

: upon both the quantity and quality of marketing data obtained. "The quantity of

- NOTES data is a function of the response rate. Ill-designed questlonnalres can give an

impression of complexity, medium and too big a time commitment. Data quality

> can also be affected by the physical appearance of the questionnaire with

' unnecessarily confusing layouts making it more difficult for interviewers, or

respondents in the case of self-completion questionnaires, to complete this task

accurately. Attention to just a few basic details can have a disproportionately
advantageous impact on the data obtained through a questionnaire.

Use of booklets

The use of booklets, in the pla'ce of loose or stapled sheets of paper, make it
easier for interviewer or respondent to progress throu gh the document. Moreover,
fewer pages tend to get lost. :

Szmple, clear formats
The clarity of questionnaire presentatlon can also help fo improve the ease
with which interviewers or respondents are able to complete a questionnaire.

Creatwe use of space and typeface

In their anxiety to reduce the number of pages of a questionnaire these is ¢
tendency to put too much information on a page. This is counter-productive
since it gives the quesiionnaire the appearance of being complicated.
Questionnaires that make use of blank space appear easier to use, en]oy highet
response rates and contain fewer errors when completed.

Use of colour coding |

Colour coding can help in the administration of quesﬁonnaires It is often
the case that several types of respondents are included within a single survey
{eg. wholesalers and retailers). Printing the questionnaires on two different colours
of paper can make the handling easier.

Interviewer instructions ,

Interviewer instructions should be placed alongside the questions to which
they pertain. Instructions on where the interviewers should probe for more
information or how replies should be recorded are placed after the question.

* . In general it is best for a questionnaire to be as short as possible. A long™
‘ quéstionnaire léads to a long interview and this is open to the dangers of boredom
on the part of the respondent (and poorly considered, hurried answers),
interruptions by third parties and greater costs in terms of interviewing time and
resources. In a rural situation an interview should not last longer then 30-45

'.rnmutes‘
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P1LOTING THE QUESTIONNAIRES L " DataCollection

Even after the researcher has proceeded along the lines suggested, the draft
questionnaire is a product evolved by one or two minds only. Until it has actually
been used in interviews and with respondents, it is impossible to say whether it is
going to achieve the desired results. For this reason it is necessary to pre-test the .
questionnaire before it is used in a full-scale survey, to identify any mistakes that

NOTES

need correcting,. _

The purpose of pretestmg the questlonnalre is to determine:

e whether the questions as they are worded will achieve the desired results;

*  whether the questions have been placed in the best order;

¢ whether the questions are understood by all classes of respondent;

¢ whether additional or specifying questions are needed or whether some
questions should be eliminated;

*  whether the instructions to interviewers are adequate. '

Usually a small number of respondents are selected for the pre-test. The
respondents selected for the pilot survey should be broadly representative of the
type of respondent to be interviewed in the main survey.

- If the questionnaire has been subjected to a thorough pilot test, the final
-form of the questions and questionnaire will have evolved into its final form. All
that remains to be done is' the mechanical process of laying out and setting up the
questionnaire in its final form. This will involve grouping and sequencing
questions into an appropriate order, numbering questions, and inserting

interviewer mstructlons :

3.7 LEVEL OF MEASUREMENT AND RATING : .

Most texts on marketing research explain the four levels of measurement:
nominal, ordinal, interval and ratio and so the treatment given to them here will
be brief. However, it is an important topic since the type of scale used in taking
measurements directly impinges on the statistical techniques which can
legitimately be used in the analysis.

NOMINAL SCALES

This, the crudest of measurement scales, classifies individuals, corﬁpanies,
products, brands or other entities into categories where no order is implied. Indeed
it is often referred to as a categoncal scale. Itisa system of classification and does
not place the entity along a continuum.

It involves a simply count of the frequency of the cases assigned to the
various categories, and if desired numbers can be nominally assxgned to label
each category as in the example below:
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Marketing Research o Table 3.2 An example of a nominal scale .

Which of the following food items do Jou tend to buy at least once per month?r
‘(Please tick) 5

NOTES | |(Okra Palm Oil . Milled Rice |

Peppers Prawns . Pasteurised milk

The numbers have no arithmetic properties and act only as labels. The'on13;
measure of average which can be used is the mode because this is simply a set of
frequency counts. Hypothesis tests can be carried out on data collected in the
nominal form. The most likely would be the Chi-square test. However, it should
be noted that the Chi-square is a test to determine whether two or more variables-
are associated and the strength of that relationship. It can tell nothing about the
form of that relatlonshlp, where it exists, i.e. itis not capable of estabhshmg cause
and effect. '

'ORDINAL SCALES > '

Ordinal scales involve the ranking of individuals, attitudes or items along
the continuum of the characteristic being scaled. For example, if a researcher
asked farmers to rank 5 brands of pesticide in order of preference he/she mlght
obtain responses like those in table 3.3 below.

Table 3.3 An example of an ordinal scale used to determine farmers’
preferences among 5 brands of pesticide.

Order of preference ) _ Brand |
1 , Rambo I

2 - RILP |

3 [ Killalot h

4 : D.O.A. f

5 . Bugdeath !

From such a table the researcher knows the order of preference but nothing
about how much more one brand is preferred to another, that is there is no
| information about the interval between any two brands. All of the information a
.| nominal scale would have given is available from an ordinal scale. In addition,

' posmonal statistics such as the median, quartile and percentile can be determined.

It is possible to test for order correlation with ranked data. The two main
methods are Spearman’s Ranked Correlation Coefficient and Kendall’s Coefficient
of Concordance. Using either procedure one can, for example, ‘ascertain the degree
“to which two or more survey respondents agree in their ranking of a set of items.
Consider again the ranking of pesticides example in table 3.3. The researcher
might wish to measure similarities and differences 'ip._the rankings of pesticide,
brands according to whether the respondents’ farm enterprises were classified as
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“arable” or “mixed” (a combination of crops and livestock). The resultant Data Collection .
coefficient takes a value in'the range 0 to 1. A zero would mean that there was no
- agreement between the two groups, and 1 would indicate total agreement. It is
more likely that an answer somewhere between these two extremes would be NOTES
found. \ _ : : )
' -The ‘only other permissible hypothesis festing procedures are the runs test
and sign test. The runs test (also known as the Wald-Wolfowitz). Test is used to
determine whether a sequence of binomial data - meaning it can take only one of
two possible values e.g., African/non-African, yes/no, male/female - is random or
contains systematic ‘runs’ of one or other value. Sign tests are employed when-
the objective is to determine whether there is a significant difference between
matched pairs of data. The sign test tells the analyst if the number of positive
differences in ranking is approximately equal to the number of negative rankings,
in which case the distribution of rankings is. random, i.¢,, apparent differences
are not significant. The test takes into account only the direction of differences
and ignores their magnitude and hence it is compatible with ordinal data.

INTERVAL SCALES

It is only with an interval scaled data that researchers can justify the use of
the arithmetic mean as the measure of average. The interval or cardinal scale has
‘equal units of measurement, thus making it possible to interpret not only the
order of scale scores but also the distance between them. However, it must be
recognised that the zero point on an interval scale is arbitrary and i$ not a true
zero. This of course has implications for the type of data manipulation and analysis
we can carry out on data collected in this form. It is possible to add or subtract a
constant to all of the scale values without affecting the form of the scale but one
cannot multiply or divide the values. It can be sald that two respondents with
. scale positions 1 and 2 are as far apart as two respondents with scale positions 4
" and 5, but not that a person with score 10 feels twice as strongly as one with score |
5. Temperature is interval scaled, being measured either in Centigrade or
Fahrenheit. We cannot speak of 50°F being twice as hot as 25°F since the ' '
corresponding temperatures on the cenhgrade scale, 10°C and -3. 9°C are not in
the ratio 2:1.
" Most of the common statistical methods of analysis require only interval | -
scales in order that they might be used. These are not recounted here because
they are so common and can be found in vivvrtua.lly all basic texts on statistics.

RaTIO ScaLEs -
- The highest level of measurement is a ratio scale. This has the properties of
an interval scale together with a fixed origin or zero point. Examples of variables

which are ratio scaled include weights, lengths and times. Ratio scales permit the

researcher to compare both differences in scores and the relative magnltude of
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NOTES

scores. For instance the difference between 5 and 10 minutes is the same as that
between 10 and 15 minutes, and 10 minutes is twice as long as 5 minutes.

Given that sociologic-al and managetﬁent research seldom aspires beyond

the interval level of measurement, it is not proposed that particular attention be
given to this level of analysis. Suffice it to say that virtually all statistical operations
can be performed on ratio scales. '

MEASUREMENT SCALES

The various types of scales used in marketing research fall into two broad
categbries: comparative and non comparative. In comparative scaling, the
respondent is asked to compare one brand or product against another. With
noncomparative scaling respondents need only evaluate a single product or brand.
Their evaluation is independent of the other product and/or brands which the
marketing researcher is studying. - :

_ Noncomparaﬁ've scaling is frequently referred to as monadic scaling and
this is the more widely used type of scale in commercial marketing research
studies.

COMPARATIVE SCALES

Paired comparison: It is sometimes the case that marketing researchers wish to’ ~

find out which are the most important factors in determining the demand for a
product. Conversely they may wish to know which are the most important factors
acting to prevent the widespread adoption of a product. Take, for example, the
very poor farmer response to the first design of an animal-drawn mould board
plough. A combination of exploratdry research and shrewd observation suggested
that the following factors played a role in the shaplng of the attitudes of those

1 farmers who feel negatively towards the design:
8

. Does not ridge,
Does not work for mter—croppmg,
e  Far too expensive,
e New technology too risky,
K Too difficylt to carry.

Suppose the-organisation responsible wants to know which factors is
foremost in the farmer’s mind. It may well be the case that if those factors that

are most important to the farmer than the others, being of a relatively minor

nature, will cease to prevent-widespread adoption.

The alternatives are to abandon the product’s re-development or to
completely re-design it which is not only expensive and time-consuming, but
may well be subject to a new set of objections.
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The process of rank ordering the objections from most to least importantis .  DataCollection
‘best approached through the questioning technique known as ‘paired
comparison’. Each of the objections is paired by the- researcher so that with 5

factors,-as in this example, there are 10 pairs- = - NOTES
ie.,’ ' n(nz— 1), 5(52_ H_ 10 Pairs

In ‘paired comparisons’ every factor has to be paired with every other factor in
turn. However, only one pair is ever put to the farmer at any one time.

The question might be put as follows:

Which of the following was the more important in making you decide not to buy the | -
plough? ' \

»  The plough was too expensive

e It proved too difficult to transport -

In most cases the question, and the aIterﬂatives, would be put to the farmer
verbally, He/she then indicates which of the two was the more important and the
researcher ticks the box on his questionnaire. The question is repeated with a
second set of factors and the appropriate box ticked again. This process continues
until all possible combinations are exhausted, in this case 10 pairs. It is good
practice to mix the pairs of factors so that there is no systematic bias. The researcher
should try to ensure that any particular factor is sometimes the first of the pair to
be mentioned and sometimes the second. The researcher would never, for
" example, take the first factor ((;n this occasion ‘Does notridge’) and systematically
compare it to each of the others in succession. That is likely to cause systematic
bias.

Below labels have been given to the factors so that the worked example will
be easier to understand. The letters A - E have been allocated as follows: |

A =Does not ridge X

B = Far too expensive

C =New technology too risky

D =Does not work for inter-cropping

E = Too difficult to carry.

The data is then arranged into a matrix. Assume that 200 farmers have

“been interviewed and their responses are arranged in the grid below. Further
assume that the matrix is so arranged that we read from top to side. This means,
for example, that 164 out of 200 farmers said the fact that the plough was too
expensive was a greater deterrent than the fact that it was not capable of ridging,.
Similarly, 174 farmers said that the plough’s inability to inter-crop was more
important than the inability to ridge when deciding not to buy the plough.

!
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, ‘ Table 3.4 A preference matrix

A B C D E

A |' 100 ° 164 - 120 . 174 180
B 3 | 100, 160 176 | . 166
C 80 |- 40 100 168 . | 124
) 26 24 32 |- 100 | 102
E 20 | . 34 76 98 100

If the grid is carefully read, it can be seen that the rank order of the factors is -
Most important E - Too difficult to carry
D - Does not inter crop
C - New tech-nology/high risk
'B - Too expensive
Least important A - Does not ridge. - '
It can be seen that it is more .im?ortant for designers to concentrate on

- | improving transportability and, if possible, to give it an inter-cropping capability

rather than focusing on its ridging capabilities (remember that the example i
entirely hypothetical).

One 'rnajof advantage to this type of questioning is that whilst it is possible
to obtain a measure of the order of importance of five or more factors from the
respondent, he is never asked to think about more than two factors at any one
time. This is especially useful when dealing with illiterate farmers. Having said
that, the researcher. has to be careful'not to present too many pairs of factors to

- the farmer during the interview. If he does, he will find that the farmer will quickly

get tired and/or bored. It is as well to remember the formula of n(n - 1)/2. For ten
factors, brands or product attributes this would give 45 pairs. Clearly the farmer
should not be asked to subject himself to having the same question put to him 45
times. For practical purposes, six factors is possibly the limit, giving 15 pairs.

It should be clear from thé procedures described in these notes that the
paired comparison scale gives ordinal data. o ‘ \

Dollar Metric Comparisons: This type of scale is an extension of the palred
comparison method in that it requires respondents to indicate both their
preference and how much they are willing to pay for their preference. This scaling
technique gives the marketing researcher an interval - scaled measurement.

The Unity-sum-gain technique: A common problem with launching new products
is one of reaching a decision as to what ‘options, and how many options one
offers. Whilst a company may be anxious to meet the needs of as many market
segments as possible, it has to ensure that the segment is large enough to enable
him to make a profit. It is always easier to add products to the product line but
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much more difficult to decide which models should be deleted. One technique
for evaluating the options which are likely to prove successful is the unity-sum-
gain approach. - ; .

The procedure is to begin with a list of features which might possibly be
offered as ‘options’ on the product, and alongside each you list its retail cost. A
third column is constructed and this forms an index of the relative prices of each
of the items. : i J

The unity-sum-gain technique is useful for determining which product
features are more important to farmers. The design of the final market version of
the product can then reflect the farmers’ needs and preferences. Practitioners

treat data gathered by this method as ordinal.

NONCOMPARATIVE SCALES

Continuous rating scales: The respondents are asked to give a rating by placing
a mark at the appropriate position on a continuous line. The scale can be written
on card and shown to the respondent during the interview. Two versions of a
continuous rating scale are depicted in figure 3.4. ' '

Having tried the Acme brand of breakfast cereal
for 4 weeks nowfv, how do you feel about this brand?

Scale type A

Favourable

| I (S SN N N U A W 1l o
13 1T 1T 1T 1T 1 T

I
T
0 10 20 30 40 50 60 70 80 90 100

Unfavourable

<&
)

Scale type B
Unfavourable Favourable
<« L ] 1l 1 ! ] | 1 { >

T I JL ! I L ! 1 I !

Fig. 3.4. Confinuous rating scales

When version B is used, the respondent’s score is determined either by
dividing the line into as many categories as desired and assigning the respondent
a score based on the category into which his/her mark falls, or by measuring the
distance, in millimetres or inches, from either end of the scale.

Whichever of these forms of the continuous scale is used, the results are
normally analysed as interval scaled. _
Line marking scale: The line marked scale is typically used to measure perceived

similarity differences between'products, brands or other objects. Technically, such
a scale is a form of what is termed a semantic differential scale since each end of

.

Data Collection

NOTES
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Marketing Research  the scale is labelled with a word/phrase (or semantic) that is opposite in meaning
to the other. Figure 3.5 provides an illustrative example of such a scale.
Consider the products below which can be used when frying food. In the
NOTES case of each pair, indicate how similar or different they are in the flavour which
they impart to the food. '

Animal fat versus vegetable oil

. ' ’ Same V; Different . |
Butter versus animal fat )
Same N ) Different
; > ,

Vegetable oil versus butter .

Al

A

Fig. 3.5. An example of a line marking scale

"For some types of respondent, the line scale is an easier format because
they do not find discrete numbers (e.g., 5, 4, 3, 2, 1) best reflect their attitudes/
feelings. The line marking scale is a continuous scale.

How easy or difficult did you find Acme pasta to cook?

Type A .
Very Easy  Easy  Quite Easy Neither Quite Hard Hard VeryHard

TypeB- )
VeryEasy . .' . ‘ _ . Very Hard
TypeC
EaSY o f ' f —t t 1o 21
_ 7 6 5 4 3 2 1.
TypeD '
' Easy . . ) ) e ) _ Hard
7 6 5 4 3 2 1

Fig. 3.6. Itemised rating scales

Itemised rating scales: With an itemised scale, respondents are prov1ded with a
scale having numbers and/or brief descriptions associated with each category
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and are asked to select one of the limited number of categories, ordered in terms Data Collection

of scale position, that best describes the product, brand, company or product

attribute being studied. Examples of the itemised rating scale are illustrated in

. figure 3.6. : . NOTES
Itemised rating scales can take a variety of innovative forms as demonstrated

by the two illustrated in figure 3.7, which are graphic.

Please mark X on the face which best describes how you feel about the new grading
system that has been introduced for eggs.

CODDD

Graphic scales of this type are especiélly useful when either the researcher comes ,
from a different culture from respondents and/or where respondents’ have a low or
no level of literacy.

Having tested the new variety of rice | would like you to picture a thermometer scale .
that goes from 0 to 100, where 100 is excellent flavour and 0 represents poor flavour.

oExéetlent flavour

100

J S T N T

0-_IF Poor flavour )
(b) N -

Fig. 3.7. Graphic itemised scales -
Whichever form of itemised scale is apphed researchers usually treat the
data as interval level.

Semantic scales: This type of scale makes extensive use of words rather than
. numbers. Respondents describe their feelings about the products or brands on | -
scales with semantic labels.

When bipolar adjectives are used at the end points of the scales, these are termed
semantic differential scales. The semantic scale and the semantlc differential scale
are illustrated in figure 3.8.

Likert scales: A Likert scale is what is termed a summated instrument scale. This
means that the items making up a Liken scale are summed to produce a'total
score. In fact, a Likert scale is a composite of itemised scales. Typically, each scale
item will have 5 categories, with scale values ranging from -2 to +2 with 0 as
neutral response. This explanation may be clearer from the example in table 3.5.
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‘Semantic scale
Good . Bad
P | i i ] L " ) 1 e
NOTES . M T 7 ’ T 1 T e
Extremely Quite . Slightly  Neither Slightly Quite Extremely
Semantic Differential Scale
important : ~ unimportant
s e : : -
expensive : . : : " inexpensive
o1 = f — f f o
useful . . ' useless
| | i} [ 1 1 1 | &
dll | I ’ I L 1 L) |
strong weak
' e | H . ] [} ] 1 a
el | . I ] ) I . ] | Sl
quick ' : : slow-
al i ‘ l T 1 l L. a
il ) 1 T ] t I 1 g )

Fig. 3.8. Semantic and semantic differential scales

' Table 3.5 The Likert ;écale

Strongly| Agree Neither | Disagree | Strongly
Agree | o | Disagree

If the price.of raw 1 2 3 4 5
materials fell firms . | '
would reduce the price

of their food products.

Without government 1 12 . 3 4 15 -
regulation the firms ' '
would exploit the
consumer.

Most food companies | 1 2 3 | 4 : 5
are so concerned ' :
|about making

profits they do not _
|care about quality. R

The food industry . | 1 2 3 4 5

spends a great deal

/
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of money making , , ‘ ' Data Collection
sure that its - ' ‘ '
manufacturing is .
hygienic. B ' | - NOTES
Food companies 1 2 3 4 - 5 :
should charge the . |- ' ' |
same price for

their products
throughout the
country

Likert scales are treated as yielding Interval data by the majority of marketing
wesearchers. : :

The scales which have been described in this chapter are among the most
commonly used in marketing research. Whilst there are a great many.more forms
which scales can take, if students are familiar with those described in this chapter
ithey will be well equipped to deal with most types of survey problem. '

3.8 SUMMARY !

» Data collection is the process of gathering the specific information used to
answer the research questions. There are a number. of issues associated
with data collection, including the use of primary or secondary data, survey

| design, sampling, survey administration, and increasing response rates.

Secondary data is data which has been collected by individuals or agencies
for purposes other than those of our particular research study. -

e

¢ - The word ‘analysis’ has two component. parts, the prefix ‘ana’ meaning
. ‘above’ and the Greek root ‘lysis” meaning ‘to break up or dissolve’.
e A hypé;thesis differs from a research question; it is more specific and makes
~ a prediction. It is a tentative statement about the relatigffs’hip between
two or more variables. The major difference between a research question
and a hypothesis is that a hypotheSis predicts an experimental outcome.
®  Most texts on marketing research explain thefour levels of measurement:
- nominal, ordinal, interval and ratio.

3.9 REVIEW QUESTIONS

Distinguish between primary and secondary data‘.v

e

- Discuss the problems of secondary data sources.
' What are the benefits of hypothesis testing in a research?

How is the questionnaire of a research designed?

ook @ N

Explain the levels of measurements.
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‘ UNIT— IV ' o ~ Survey and Sampling
' SURVEY AND SAMPLING

\

STRUCTURE

4.1 Learning Objectives
4.2 Introduction
4.3 Survey Design and Administration
4.4 C6ncept of Sampling
4.5 Types of Sampling

— Random Sampling

— Systematic Sampling

— Stratified Samples

—_ Quota Sampling

— Cluster and Multistage Sampling

— - Area Sampling I _ I
4.6 Sampling Procedure and Errors
| — Type I Errors and Type II Errors
4.7 Summary | o
4.8 Review Questions
4.9 Further Readings

4.1 LEARNING OBJECTIVES

After going through this unit, students will be able to:

* explain the method of administration of survey;
*  discuss the classification of samples;
*  know the sampling problems and procedures.

4.2 INTRODUCTION

Marketing researchers usually draw conclusions about large groups‘ of
consumers by studying a relatively small sample of the total consumer population.

A sample is a segment of the population selected to represent the population as a
whole. Ideally, the sample should be representative so that the researcher can
~ make accurate estimates of the thoughts and behaviors of the larger population.
If the sample is not representative, it may lead the company to draw the wrong

conclusions and misuse its resources.
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Marketing Research The marketing researcher must design a sampling plan, which calls for
three decisions: ' ‘

1. Sampling unit — determining who is to be surveyed. The marketing

NOTES _ researcher must define the target population that will be sampled. If a

‘ company wants feedback on a new basketball shoe, it would be wise to
target active players and even professional players.

2.  Sample size — determining the number of people to be surveyed. Large
- samples give more reliable results than small samples. Samples of less
than 1 percent of a population can often provide good reliability, given a
credible sampling procedure. Most commercial samples consist of between
several hundred and several thousand respondents.

" 3. Sampling procedure — determining how the respondents should be
chosen. To obtain a representative sample, a probability (random)
sampling of the population should be drawn. This is a means of determining
who is reached by the survey to ensure they are indeed a valid cross-
section of the sampling unit. Choosing passersby on a street corner, for
example, would not produce a random samp]e, whereas allowing a
computer to pick names randomly from a relevant calling list probably
would (depending on how the list was compiled).' Probability sampling
allows the calculation of confidence limits for sampling error,

4.3 SURVEY DESIGN AND ADMINISTRATION

Survey design is of major importanice, because is a survey is poorly designed,
it will not provide the researchers with the data that addresses the research
question. Survey questions, called items, must be properly chosen to in order to
elicit appropriate respondent answers. The steps involved include determining
the“information that will be sought, the type of questionnaire, the method of
administration, the content of individual questions, the form of response to each
question, the wording of each question, the sequence of questiohs, the physical
characteristics of the questionnaire, and, finally, pr=-testing the questionnaire.

Some items for certain areas of interest already exist. For instance, there
are existing surveys that measure employees’ satisfaction with pay and benefits.
If survey items do not already exist in the published literature, the researchers
must create their own items, based on their review of the existing literature and
their own expertise. Often, a focus group of experts can also help to create items.
For example, if a company wants to assess its employees"attitudes towards an
intended change in work rules, the researcher may lead a focus group of several
exf)erienced company managers to capture all of the relevant ideas that need to
be addressed by the survey. Before the survey instrument is sent out, it must be
fested for reliability and validity. Reliability refers to how consistently the
instrument measures, and validity refers to whether the instrument is measuring,.
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One concern when designing a survey is how to word the items. One of the ~ Survey and Sampling
most popular ways to measure attitudes on a survey is by using the Likert scale. -
This method presents a series of statements to respondents for which they are
asked to indicate the degree to which they agree with the statements. An example NOTES
of a statement might be “The sales people are helpful.” Respondents are asked to | '
indicate the degree to which they agree with the statements by checking either
SA (strongly agree), A (agree), N (neither agree nor disagree), D (disagree), or SD
(strongly disagree). Respondents’ answers would then be scored where SA=5, A
=4, N=3,D=2 and SD = 1. A total score would be computed by average or
summing scores on related items.

SURVEY ADMINISTRATION

After the survey has been designed and its reliability and validity assessed,
the company must decide the administration method that it will use. Each
administration method has its own advantages and disadvantages in terms of
cost, information control, sampling control, and administrative control.
Information control refers to the possible variation in responses to questions.
Sampling control is the ability to select cooperative respondents. Administrative
control refers to factors affecting the efficiency of the survey, including timing,
quality control, and standardization.

Personal interviews are generally the most expensive means of data
collection. In a company, this would mean having researchers meet with employees
one-on-one to ask them the survey questions and record their responses. One of
the main advantages of the personal interview is the ability to ask any type of
question, including an open-ended qu.:stion, and to adapt to the respondent’s
answers. However, in addition to being expensive and time consuming, this
method is not anonymous, and therefore respondents may be reluctant to answer
questions that they feel are sensitive or invasive. '

The mail questionnaire is usually the least expensive method of data
collection. Besides cost savings, another advantage of the mail questionnaire is its
wide distribution potential. However, mail questionnaires cannot control the
speed of responses, and the researcher cannot explain ambiguous questions. Mail
questionnaires are probably best utilized when asking personal or sensitive
questions, particularly if the survey can be made anonymous. Questionnaires
can be circulated using various methods, such as post, electronic mail, and fax.

The telephone interview is associated with relatively low cost and higher |
response rates, and is one of the fastest methods of data collection. While there
are methods to address the problem, unlisted numbers make it more difficult to
obtain representative samples. Establishing rapport is also more difficult in
telephone interviewing than in the personal tnterview.

1
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Marketing Research ~ One survey administration method that is growing in popularity is the

Internet survey, in which respondents answer items on a survey that is located on

. a web site. Newer, specialized software products are making it easier to conduct

NOTES online surveys, even for those people with little to no computer programming

skills. Studies indicate that Internet research can result in faster responses, lower

costs, higher response rates, and better flexibility. Addiﬁqnally, this method aids

in data administration, since survey responses can be directly inserted into a data
spreadsheet by the web survey software.

INCREASING RESPONSE RATES

. }
.One of the main concerns of survey research is the response rate, or the

number of people who are asked to complete a survey who actually do.
Nonresponse error is a source of bias because of the failure to get answers from’
some of the sample. “Not-at-homes” plague the telephone. survey and
.uncooperative respondents affect telephone, mail, Internet, and personal interview
surveys. While research results are mixed regarding effective means for increasing
response rates, the following represent some ideas for increasing response rates:

e give respondents advance notice of the survey

* ' guarantee confidentiality or anonymity

e  provide monetary incentives

e  provide a postage-paid return envelope for mail surveys

¢ personalize outgoing envelopes

4.4 CONCEPT OF SAMPLING

When administering a questionnaire there are two options as to who should
complete the survey. Option one is to give the questionnaire to everyone in the
targeted population. This is called a census. However, a census is usually not
practical or cost effective. For instance, you may not be able to survey every one -
of your customers from last year to determine levels of customer satisfaction
with your produsts. Consequently, in order to save time and money, only a sample.
or subset of the target population receives the questionnaire.

When selecting individuals for a sample, either a probability approach or a
nonprobability approach can be used. Probability samples are those where each
element of the population has a known probability of being selected. A random
sample, for example, is the case where each element has the same probability-of
being selected. There are some specific types of nonprobability samples:
convenience samples, judgment samples, and quota samples. Convenience
samples are chosen at the convenience of the researcher. For examplg, aresearcher
might distribute a survey to all customers who enter one retail store in a one-
| week period to determine their level of customer satisfaction with the company’s
products. This sample is rather easy to select, but it may not represent the full
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range of customers who have used that product. In a judgment sample, individuals
_ are selected by the researcher because they are believed to represent the population
under study. Quota samples attempt to make the sample representative of the
population under study where quotas are set for specific groups of people, which
are generally selected on the basis of demographic characteristics.

The chief advantage of a probability sample over a nonprobability sample
is the ability to assess the reliability and the amount of sampling error in the
results. For example, if the goal were to estimate the annual household income

for a given county, probability sampling would allow an accuracy assessment of |-

the estimate. This could not be accomplished with a nonprobability sample.

4.5 TYPES OF SAMPLING

The early part of the section outlines the probabilistic sampling methods.
These’include simple random sampling, systematic sampling, stratified sampling
and cluster sampling. Thereafter, the principal non-probability method, quota
sampling, is explained and its strengths and weaknesses outlined. The statistical
aspects of sampling are then explored in the succesive section. A number of
illustrative calculations are presented.

Sampling methods
Probability Non-probability
methods methods
Simple random _ / \
- sampling Convenience Judgemental
samples samples
Stratified Cluster
sampling sampling
One stage Two-stage OQuota samples
cluster cluster
Praportionate Optimal
* allocation _allocation
Systematic sampling

Fig. 4.1. Methods of sampling

. Survey and Sampling

NOTES
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Marketing Research Two major principles underlie all sample design. The first is the desire tc
avoid bias in the selection procedure; the second is to achieve the maximum
precrsmn for a glven outlay of resources. Bias in the selection can arise:

NOTES e if the selection of the sample is done by some non-random method i.e.
selection is consciously or unconsciously influenced by human choice;

* if the sampling frame (i.c., list, index, population record) does nof

adequately cover the target population;

e if some sections of the population are 1mpossiBle to find or refuse to co-

operate, '

_ . These cause selection or sample blas and can only be avoided if a random

- method is used. Other designs, to be describéd shortly, can retain the essential

element of randomness but manage to increase precision by incorporating various

restrictions and refinements. Figure 4.1 gives an overview of the sampling method:
that are either explained within this chapter orare explored in the exercises whlch
accompany this textbook.

It can be seen that there is a dichotomy - probability and non probability
sampling methods. The text which follows explains these methods in.some detail
and highlights the advantages and disadvantages of each method.

RANDOM SAMPLING

Random, or probability sampling, gives each member of the targer
| population a known and equal probability of selection. The two basic procedures
are:

1 the lottery' method, e.g., picking numbers out of a hat or bag,
© 2 the use of a table of random numbers.

SYSTEMATIC SAMPLING

Systematic sampling is a modification of random sampling. To arrive at ¢
systematic sample we simply calculate the desired sampling fraction, e.g. if there
are 100 distributors of a, particular product in which we are interested.and our
budget allows us to sample say 20 of them then we divide 100 by 20 and get the
sampling fraction 5. . . -

Thereafter we go through our sampling frame selecting every 5th distributor.
In the purest sense this does not give rise to a true random sample since some
systematic arrangement is used in listing and not every distributor has a chance
of being selected once the sampling fraction is calculated. However because there
is no conscious control of precisely which distributors are selected, all but the
‘most pedantic of practitioners would treat a systematic sample as though it were
a true random sample. ' |
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. 1 Systematic sampling

Table 4.1. Systematic sampling as applied to a survey of retailers

Population = 100 Foodl Stores

Sample desired.= 20 Food Stores

a. Draw a random number 1-5.

b. Sample cvery Xth store.

| Sample Numbered Stores
1 1, 6, 11, 16, 21... 96
2 2 7, 12 17, - 22... 97
3 3. 8- 13 18, 23.. 98
4 4, 9, 14 19, 24... 99
5 5, 10, 15, 20, 25.. 100
STRATIFIED SAMPLES

Stratification increases precision without increasing sample size.
Stratification does not imply any departure from-the principles of randomness it
merely. denotes that before any selection takes place, the population is divided
into a number of strata, then random samples taken within each stratum. It is
only possible-to do this if the distribution of the population with respect to a
particular factor is known, and if it is also known to which stratum each member
of the population belongs. Examples of characteristics which could be used in

marketing to stratify a population include: income, age, sex, race, geographlcal

region, possession of a particular commodity.

Stratification can occur after selection of individuals, e.g., if one wanted to
stratify a sample of individuals in a town by age, one could easily get figures of
the age distribution, but if there is no general population list showing the age
distribution, prior stratification would not be possible. What might have to be
done in this case at the analysis stage is to correct proportional representation.
Weighting can easily destroy the assumptions one is able to make when
interpreting data gathered from a random sample and so stratification prior to
selection is advisable. Random stratified sampling is more precise and more
convenient than simple random sampling.

When stratified sampling designs are to be efnployed, there are 3 key
questions which have to be immediately addressed:

1  The bases of stratification, i.e.,, what characteristics should be used to
subdivide the umverse/populatlon into stra;y

2 . The number of strata, i.e,, how many stratd should be constructed and
what stratum boundaries should be used?

Survey and Sampling

. NOTES
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Marketing Research 3  Sample sizes within strata, i.e., how many observations should be taken
in each stratum?

Bases of Stratification : _

NOTES ' Intuitively, it seems clear that the best basis would be the frequency
distribution of the principal variable being studied. For example, in a study of
coffee consumption we may believe that behavioural patterns will vary according
to whether a particular respondent drinks a lot of coffee, only a moderate amount
of coffee or drinks coffee very occasionally. Thus we may consider that to stratify
according to “heavy users”, “moderate users” and “light users” would provide
an optimum stratification. However,l two difficulties may arise in attempting to
proceed in this way. First, there is usually interest in many variables, not just one, .
and stratification on the basis of one may not provide the best stratification for
the others. Secondly, even if one survey variable is of primary importance, current
data on its frequency is unlikely to be available. However, the latter complaint
can'be attended to since it is possible to stratify after the data has been completed
and before the analysis is undertaken. The only approach is to create strata on the
basis of variables, for which information is, or can be made available, that are’
believed to be highly correlated with the principal survey characteristics of interest,
e.g. age, socio-economic group, sex, farm size, firm size, etc:

In general, it is desirable to make up strata in such a way that the sampling
units within strata are as similar as possible. In this way a relatively limited sample
within each stratum will provide a generally precise estimate of the mean of that
stratum. Similarly it is important to maximise differences in stratum means for
the key survey variables of interest. This is desirable since stratification has the
effect of removing differences between stratum means from the sampling error.

Total variance within a population has two types of natural variation:
between-strata variance and within-strata variance. Stratification removes the
second type of variance from the calculation of the standard error. Suppose, for
example, we stratified students in a particular university by subject speciality -
marketing, engineering, chemistry, computer science, mathematics, history,
geography etc. and questioned them about the distinctions between training and
education. The theory goes that without stratification we would expect variation -
in the views expressed by students from say within the marketing speciality and
between the views of marketing students, as a whole, and engineering students
as a whole, Stratification ensures that variation between strata does not enter into
the standard error by taking account of this source in drawing the sample.

Number of Strata

The next question is that of the number of strata and the construction of
stratum boundaries. As regards number of strata, as many as possible should be
used. If each stratum could be made as homogeneous as possible, its mean could
be estimated with high reliability and, in turn, the population mean could be
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-estimated with high précision. However, some practical problems limit the = Survey and Sampling
desirability of a large number of strata: '
1. No stratification scheme will completely “explain” the variability among ,
a set of observations. Past a certain point, the “residual” or “unexplained” NOTES
variation will dominate, and little improvement will be effected by creating
more strata.
2. Depending on the costs of stratification, a point may be reached quickly
where creation of additional strata is economically unproductive.

- If a single overall estimate is to be made (e.g., the averdg_e per capita
consumption of coffee) we would normally use no more than about 6 strata. If
estimates are required for population subgroups (e.g. by region and/or age group),
then more strata may be justified. '

SAMPLE SIZES WITHIN STRATA

Proportional allocation: Once strata lflave.been established, the question becomes,
“How big a sample must be drawn from each?” Consider a situation where a
survey of a two-stratum population is to be carried out:

Stratum  Number of Items in Stratum
A ' " 10,000 |
B 90,000

If the budget is fixed at Rs. 3000 and we know the cost per observation is
Rs. 6 in each stratum, so the available total sample size is 500. The most common
approach would be to sample the same proportion of items in each stratum. This
is termed proportional allocation. In this example, the overall sampling fraction
is: ’ '

o .. Samplesize _ 500 : 0.
- Population size 10000
Thus, this method of allocation would result in:.
Stratum A (10,000 x 0.5%) = 50
. Stratum B (90,000 x 0.5%) = 450 |
The major praﬂc'tical advantage of proportional allocation is that it leads to
estimates which are computationally simple. Where proportional sampling has

been employed we do not need to weight the means of the individual stratum |
when calculating the overall mean..So:

Xor = W, X1 + W, Xz + W, X5 +...+ W, X

Optimum allocation: Proportional allocation is advisable when all we know of
. the strata is their sizes. In situations where the standard deviations of the strata
are known it may be advantageous to make a disproportionate allocation.
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Suppose that, once again, we had stratum A and stratum B, but we know that the _

individuals assigned to stratum A were more varied with respect to their opinions

than those assigned to stratum B. Optimum allocation minimises the standard -

error of the estimated mean by ensuring that more respondents are assigned to
the stratum within which there is greatest variation. -

Quota SAMPLING

Quota sampling is a method of stratified sampllng in which the selection

within strata is non-random. Selection is normally left to the discretion of the
interviewer and it is this characteristic which destroys any pretensions towards

randomness.

Quota vs. Random Sampling B ' N

The advantages and disadvantages of quota versus probability samples has
been a subject of controversy for many years. Some practitioners hold the quota
sample method to be so unreliable and prone to bias as to be almost worthless,

‘Others think that although it is clearly less sound theoretically than probability

sampling, it can be used safely in certain circumstances. Still others believe that
with adequate safeguards (juota sampling can be made highly reliable and that
the extra cost of probaBility sampling is not worthwhile. |
Generally, statisticians criticise the method for its theoretical weakness while
market researchers defend it for its cheapness and administrative convenience.

‘Main Arguments Against: Quota Sampling

1.  Itis not possible to estimate sampling errors with quota sampling because

of the absence of randomness.
Some people argue-that sampling errors are so small compared with all
the other errors and biases that enter into a survey that not béing able to
estimate is no great disadvantage. One does not have the'security, thdugh,
of being able to measure and control these errors.

2. Theinterviewer may fail to secure a repfesentative sample of respondents
in quota sampling. For example, are those in the over 65 age group spread
over all the age range or clustered around 65 and 66?

3. Social class controls leave a lot to the interviewer’s judgement.

Strict control of f1eldw0rk is more difficult, i.e. did interviewers place
- respondents in groups where cases are needed rather than in those to
which they belong. ‘

Main Arguments for: Quota Sampling

1. Quota sampling is less costly. A quota interview on average costs only half

~ or a third as much as a random 1nterv1ew but we must remember that
precision is lost
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2. Itiseasy adnumstratxvely The labour of random selection is avoided, and Survey and Sampling
so are the headaches of non-contact and callbacks.

3. - If fieldwork has to be done quickly, perhaps to reduce memory errors,
- quota sampling may be the only poss,1b111ty e.8., to obtain immediate public NOTES
~ reaction to some event. : :

4. Quota sampling is independent of the existence of sampling frames.
CLUSTER AND MULTISTAGE SAMPLING

Cluster sampling: The process of sampling complete groups or units is called
cluster sampling, situations where there is any sub-sampling within the clusters
. chosen at the first stage are covered by the termmultistage sampling. For example, .
suppose that a survey is to be done in a large town and that the unit of inquiry
(ie. the unit from which data are to be gathered) is the individual household.
Suppose further that the town contains 20,000 households, all of them listed on
convenient records, and that a sample of 200 households is to be selected. One
. approach would be to pick the 200 by some random method. However, this
would spread the sample over the whole town, with consequent high fieldwork
costs and much inconvenience. (All the more so if the survey were to be conducted
in rural areas, especially in developing countries where rural.areas are sparsely
populated and access difficult). One might decide. therefore to concentrate the
sample in a few parts of the town and it may be assumed for simplicity that the
town is divided into 400 areas with 50 households in each. A'simple course would |
be to select say 4 areas at random (i.e:, 1 in 100) and include all the households

within these areas in our sample. The overall probability of selection is unchanged,
but by selecting clusters of households, one has materially simplified and made

cheaper the fieldwork. -

, Alarge number of small clusters is better, all other things being equal, than .

a small number of large clusters. Whether single stage cluster sampling proves to '

.be as statistically efficient as a simple random sampling depends upon the degree
of homogeneity within clusters. If respondents within clusters are homogeneous
" with respect to such things as income, socio-economic class etc., they do not fully
represent the population and will, therefore, provide larger standard errors. On
the other hand, the lower cost of cluster sampling often outweighs the
disadvantages of statistical inefficiency. In short, cluster sampling tends to offer
greater reliability for a given cost rather than greater reliability for a given sample
size. ‘ ]
Multistage sampling: The population is regarded as being composed of a number
of first stage or primary sampling units (PSU’s) each of them being made up of a
number of second stage units in each selected PSU and so the procedure continues
down to the final sampling unit, with the sampling ideally being random at each
stage.
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The nei:essity of multistage sampling is easily established. PSU’s for national
surveys are often administrative districts, urban districts or parliamentary
constituencies. Within the selected PSU one may go direct to the final sampling
units, such as individuals, households or addresses, in which case we have a two- -
stage sample. It would be more usual to introduce intermediate sampling stages,

'| i.e. administrative districts are sub-divided into wards, then polling districts.

AREA SAMPLING

Area sampling is basically multistage sampling in Wthh maps, rather than
lists or registers, serve as the sampling frame. This is the main method of sampling
in developing countries where adequate population lists are rare. The area to be
covered is divided into a number of smaller sub-areas from which a sample is
selected at random within these areas; either a complete enumeration 1s taken or
a further sub-sample.

A grid, such as that shown above, is drawn and supenmposed on a map of
the area of concern. Sampling points are selected on the basis of numbers drawn |
at random that equate to the numbered columns and rows of the grid.

If the area is large, it can be subdivided into sub-areas and a grid overlayed
on these. Figure 4.2 depicts the procedures involved. Then, each square in the

| grid is allocated numbers to define grid lines. Using random numbers, sampling

points are chosen within each square. Figure 4.2 gives an impression of the pattem
of sampling which emerges.
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2 oy | ° | ® 035
(14
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N :
D:o ® F57 . ® H52 ®55 .
- ® D62
g ®B69
a ® £69
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Column1  Column 2 Column 3 , Colﬁmn 4 - Column4

Fig. 4.2 Multistage aenal samplmg
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Suppose that a survey of agricultural machinery/implement owneréhip is  Surveyand Sampling
to be made in a sample of ruiral households and that no comprehensive list of
such dwellings is available to serve as a sampling frame. If there is an accurate
map of the area we can superimpose vertical and horizontal lines on it, number NOTES
these and use them as a reference grid. Using random numbers points can be '
placed on the map and data collected from households either on or nearest to
those points. A variation is to divide the area into “parcels” of land. These “parcels”
(the equivalent of city blocks) can be formed using natural boundaries e.g. hills
or mountains, canals, rivers, railways, roads, etc. If sufficient information is known
about an area then it is permissible to construct the “parcels” on the basis of agro-
ecosystems.

Alternatively, if the survey is of urban households then clusters of dwellings
such as blocks bounded by streets can be identified. This can serve as a convenient
sampling frame. The town area is then divided into blocks and these blocks are
numbered and a random sample of them is selected. The boundaries of the blocks
must be well defined, easily identifiable by, field workers and every dwelling
must be clearly located in only one block. Streets, railway lines and rivers make
good boundaries. |

4,6 SAMPLING PROCEDURE AND ERRORS

Research is conducted in order to determine the acceptability (or otherwise)
- of hypotheses. Having set up a hypothesis, we collect data which should yield
direct information on the acceptability of that hypothesis. This empirical data
requires to be organised in such a fashion as to make it meaningful. To this end,
‘we organise it into frequency distributions and calculate averages or percentages.
But often, these statistics on their own'mean very little. The data we collect often
requires to be compared and when comparisons have to be made, we must take
into account the fact that our data is collected from a sample of the population
and is subject to sampling and other errors. The remainder of this paper is
concerned with the statistical testing of sample data. One assumption which is
made is that the survey results are based on random probability samples.

THE NurL HYPOTHESIS

The first step in evaluating sample results is to set up a null hypothesis
(Ho). The null hypothesis is a hypothesis of no differences. We formulate it for
the express purposé" of rejecting it. It is formulated before we collect the data (a
priori). For example, we may wish to know whether a particular promotional
campaign has succeeded in increasing awareness amongst housewives of a certain
brand of biscuit. Before the campaign we have a certain measure of awareness,
say x%. After the campaign we obtain another measure of the awareness, say y%.
The null hypothesis in this case would be that “there is no difference between the
proportions aware of the brand, before and after the campaign”,
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Marketing Research -~ Since we are dealing with sample results, we would expect some differences; .
' and we must try and establish whether these differences are real (i.e., statistically
31gn1f1cant) or whether they are due to random error or chance.

NOTES If the null hypothesis is re]ected then the alternative hypothesis may be
accepted The alternative hypothesis (H1) is a statement relating to the researchers’
original hypothesis. Thus, in the above example, the alternative hypothesis could
either be: o

a. H1: There is a difference between the pfoportions of housewives aware of
the brand, before and after the campaign, '

b. H1I: There is an increase in the proportion of housewives aware of the
brand, after the promotional campaign.

Note that these are clearly two different and distinct hypotheses. Case (a)
does not indicate the direction of change and requires a TWO-TAILED test. Case
(b), on the other hand, indicates the predicted direction of the difference and a
one-tailed test is called for. The situation when a one-tailed test is used are:

(a) comparing an experimental product with a currently marketed ones
(b) comparing a 'cheabef product which will be marketed only if it is not
inferior to a current product. o

'Parametric Tests and Non-Parametric Tests

The next step is that of choosing the appropriate statistical test. There are
basically two types of statistical test, parametric and non-parametric. Parametric
tests are those which make assumptions about the nature of the population from
which the scores were drawn (i.e., population values are “parameters”, e.g., means
and standard deviations). If we assume, for exémple, that the distribution of the
Sample means is normal, then we require to use a parametric test. Non-parametric
tests do not require this type of assumption and relate mainly to that branch of
statistics known as “order statistics”. We discard actual numerical values and
focus on the way in which things are ranked or classed. Thereafter, the choice
between alternative types of test is determined by 3 factors: (1) whether we are
working with dependent or independent samples, (2) whether we have more or
less than two levels of the independent variable, and (3) the mathematical
properties of the scale which we have used, i.e, ratio, interval, ordinal or nominal.
(These issues are covered extenswely in the data analysis course notes).

‘We will re]ect Ho, our null hypothe31s, if a statistical test yields a value
whose associated probability of occurrence is equal to or Jess than some small "
probability, known as the critical region (or.level). Common values of this critical
| level are 0.05 and 0.01. Referring back to our example, if we had found that the
observed difference between the percentage of housewives aware of the brand
from pre-to-post-campaign could have arisen with probability 0.01 and if we

92  Self-Instructional Material



had set our significance level in advance at 0.05, then we would accept the Ho. If,
on the other hand, we found the probability of this difference occurring was 0.02
then we would reject the null hypothesis and accept our alternative hypothesis.

Tyrel ERRbRs AND TyPE IT ERRORS

The choice of significance level affects the ratio of correct and incorrect
conclusions which will be drawn. Given a significance level there are four
alternatives to consider:

Table 4.2 Type I and type II errors

Correct Conclusion Incorrect Conclusion

Accept a correct Hypothesis Reject an incorrect hypothesis

i Reject a correct hypothesis | Accept an incorrect hypothesis

Consider the following example. In a straightforward test of two products,
- we may decide to market product A if, and only if, 60% of the population prefer
the product. Clearly we can set a sample size, so as to reject the null hypothesis of
A =B =50% at, say, a 5% significance level. If we get a samﬁle which yields 62%
(and there will be 5 chances in a 100 that we get a figure greater than 60%) and
the null hypothesis is in fact true, then we make what is known as a Type I error.

If however, the real population is A = 62%, then we shall accept the null
hypothesis A =50% on nearly half the occasions as shown in the diagram overleaf.
- In this situation we shall be saying “do not market A” when in fact there is a

market for A. This is the type II error. We can of course increase the chance of |

making a type I error which will automatically decrease the chance of making a
type Il error. .

Obviously some sort of compromise is required. This depends on the relative
importance of the two types of error. If it is more important to avoid rejecting a
true hypothesis (type I error) a high confidence coefficient (low value of x) will be
used. If it is more important to avoid accepting a false hypothesis, a low confidence
coefficient may be used. An analogy with the legal profession may help to clarify
the matter. Under our system of law, a man is presumed innocent of murder
until proved otherwise. Now, if a jury convicts a man when he is, in fact, innocent,

a type I error will have been made: the jury has rejected the null hypothesis of |.

innocence although it is actually true. If the jury absolves the man, when he is, in
fact, guilty, a type II error will have been made: the jury has accepted the null
hypothesis of innocence when the man is really guilty. Most people will agree
that in this case, a type I error, convicting an innocent man, is the more serious.

" In practice, of course, researchers rarely base their decisions on a'single
significance test. Significance tests may be applied to the answers to every question
in a survey but the results will be only convincing, if consistent patterns emerge.
For example, we may conduct a product test to find out consumers preferences.

A

~

Survey and Samﬁl ing

NOTES
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We do not usually base our conclusions on the results of one particular question,

"but we ask several, make statistical tests on the key questions and look for

consistent significances. We must remember that when one makes a series of
tests, some of the correct hypotheses will be rejected by chance. For example, if
20 questions were asked in our “before” and “after” survey and we test each
question at the 5% level, then one of the differences is likely to give significant
results, even if there is no real difference in the population.

No mention is made in these notes of considerations of costs of incorrect
decisions. Statistical significance is not always the only criterion for basing action.
Economic considerations of alternative actions is often just as important.

These, therefore, are the basic steps in the statistical testing procedure. The
majority of tests are likely to be parametric tests where researchers assume some
underlying distribution like the hormal or binomial distribution. Researchers
will obtain a result, say‘a difference between two means, calculate the standard
error of the difference and then ask “How far away from the zero difference
hypothesis is the difference we have found from our samples?” '

“ To enable researchers to answer this question, they convert their actual
difference into “standard errors’ ” by dividing it by its standard deviation, then
refer to a chart to ascertain the probability of such a difference occurring.

4.7 SUMMARY

¢ Marketing researchers usually draw conclusions about large groups of
consumers by studying a relatively small sample of the total consumer
population. A sample is a segment of the populatlon selected to represent
the population as a whole. ‘

*  The steps involved in survey design include determining the information
that will be sought, the type of questi_onﬁaire, the method of
administration, the content of individual questions, the form of response
to each question, the wording of each question, the sequence of questions,
the physical characteristics of the questionnaire, and, finally, pre-testing
the questionnaire. .

*  When administering a questionnaire there are two options as to who should
complete the survey. Option one is to give the questionnaire to everyone
~ in the targeted population: This is called a census. _
* Random, or probability sampling, gives each member of the target
population a known and equél probability of selection.
* * Systematic sampling is a modification of random sampling. To arrive at a
systematic sample we simply calculate the desired sampling fraction.

°  Quota sampling is a method of stratified sampling in which the selection
within strata is non-random. '
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4.8 REVIEW QUESTIONS - | Sy and Sampling.

1. How is survey administered? Discuss. |

2. . What do you understand by sampling? NOTE S>
3. Distinguish between random and systematic samplmg : ‘
4. What is quota sampling?

5. What are the features of area sampling?
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 NorEs CONSUMER RESEARCH

'STRUCTURE

5.1 Learning Objectives
- 5.2 Introduction
1 5.3 Motivational Research Techniques ' N
~—  Major Techniques '
- The Focus Grou;i
S— The Depth Interview
—  The Analysis
5.4 PrOJectlve Research Techmques | . |
—_ Advantages of PI'O_]eCtIVC Research Techniques
— Disadvantages of Projective Research Techmques

5.5 Writing the Research Report o [
5.6 Summary ' .
5.7 Review Questions T |

5.8 Further Readings

5.1 LEARNING OBJECTIVES

After going through this unit, students will be able to:

e state the concept of consumer research;
*  explain the motivational research techniques;
* discuss the method of focus group interviews;
¢ . know the concepts of depth interviews and projective techniques.

| 5.2 INTRODUCTION .

Consumer behavior is defined as the acquisition, consumption and disposal
of products, services, and ideas by decision making units. The primary goal of
consumer research is to produce knowledge about consumer behavior.
Increasingly, consumer ‘résearchers have suggested that automatic or non-
conscious processes may operate on consumer behavior. Indirect measures of
consumer attitudes were developed to measure attitudes that would not be
necessarily detected by explicit measures.

These measures do not reference objects in a respondent’s personal history,
but instead focus a respondent’s attention on part1c1pat1ng in some task that can
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indirectly reveal an inaccessible attitude. One such indirect measure and the focus =~ Consumer Research
of this unit is the motivational and projective technique.

5.3 MOTIVATIONAL RESEARCH TECHNIQUES

Motivational research is a type of marketing research that attempts to exPléiin ~
why consumers behave as they do. Motivational research seeks to discover and
comprehend what consumers do not fully understand about themselves.
Implicitly, motivational research assumes the existence of underlying or | . i
unconscious motives that influence consumer behavior. Motivational research
attempts to identify forces and influences that consumers may not be aware of
(e.g., cultural factors, sociological forces). Typically, these unconscious motives
(or beyond-awareness reasons) are intertwined with and complicated by conscious
motives, cultural biases, economic variables, and fashion trends (broad]y defined).
Motivational research attempts to sift through all of these influences and factors
to unravel the mystery of consumer behavior as it relates to a specific product or
service, so that the marketer better understands the target audience and how to

NOTES

influence that audience. ’

Motivational research is most valuable when powerful underlying motives
are suspected of exerting influence upon consumer behavior. Products and services
that relate, or might relate, to attraction of the opposite sex, to personal adornment,
to status or self-esteem, to power, to death, to fears, or to social taboos are all
likely candidates for motivational research. For example, why do women tend to
increase their expenditures on clothing and personal adornment products as they
approach the age of 50 to 55? The reasons relate to the loss of youth’s beauty and
the loss of fertility, and to related fears of losing their husbands’ love. It is also a
time of life when discretionary incomes are rising (the children are leaving the
nest).

Other motives are at work as well (women are complicated creatures), but
a standard marketing research survey would never reveal these motives, because
most women are not really aware of why their interest in expensive adornments
increases at this particular point in their lives. o

Even benign, or low-involvement, product categories can often benefit from
the ‘insights provided by motivational research. Typically, in low-involvement
product categories, perception variables and cultural influences are most
important. Our culture is a system of rules and “regulations” that simplify and
optimize our existence. Cultural rules govern how we squeeze a tube of toothpaste,
how we open packages, how we use a bath towel, who does what work, etc. Most
of us are relatively unaware of these cultural rules. Understanding how these |
cultural rules influence a particular product can be extremely valuable information
for the marketer.
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‘ Tae MAJOR TECHNIQUES

The three major motivational research techniques are observation, focus
groups, and depth interviews. Observation can be a fruitful method of deriving
hypotheses about human motives. Anthropologists have pioneered the
development of this technique. Al} of us are familiar with anthropologists living
with the “natives” to understand their behavior. This same systematic observation
can produce equally insightful results about consumer behavior. Observation
can be accomplished in-person or sometimes through the convenience of video.
Usually, personal observation is simply too expensive, and most consumers don’t

| want an anthropologist living in their household for a month or two.

It is easier.to observe consumers in buying situations than in their homes,
and here the observation can be in-person or by video cameras. Generally, video
cameras are less intrusive than an in-person observer. Finding a representative
set of cooperative stores, however, is not an easy task, and the installation and
maintenance of video cameras is not without its difficulties. In-store observers
can be used as well, so long as they have some “cover” that makes their presence
less obvious. But, observation by video or human eye cannot answer every
question. Generally, observation must be supplemented by focus groups or depth
interviews to fully understand why consumers are doing what they do.

Tue Focus GRoupr

The focus group in the hands of a skilled moderator can be a valuable
motivational research technique. To reach its full motivational potential, the group
interview must be largely nondirective in style, and the group must achieve
spontaneous interaction. It is the mutual reinforcement within the group (the
group excitement and spontaneity) that produces the revelations and behaviors
that reveal underlying motives. A focus group discussion dominated by the

| moderator will rarely produce any motivational insights. A focus group actively

led by the moderator with much direct questioning of respondents will seldom
yield motivational understanding. But the focus group is a legitimate motivational
technique.

THE DEPTH INTERVIEW

- The heart and soul of motivational research is the depth interview, a lengthy
(one to two hours), one-on-one, personal interview, conducted directly by the
motivational researcher. Much of the power of the depth interview is dependent
upon the insight, sensitivity, and skill of the motivational researcher. The
interviewing task cannot be delegated to traditional marketing research
interviewers — who have no training in motivational techniques. ,

During the personal interview, the motivational researcher strives to create
an empathic relationship with each respondent, a feeling of rapport, mutual trust,
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- and understanding. The researcher creates a climate in which the respondent Consumer Research
feels free to express his feelings and his thoughts, without fear of embarrassment

or rejection. The researcher conveys a feeling that the respondent and his opinions

are important and worthwhile, no matter what those opinions are. The NOTES
motivational researcher is accepting, nonthreatening, and supportive. The
emotional empathy between motivational researcher and respondent is the single
most important determinant of an effective interview.

The motivational researcher relies heavﬂy upon nondlrectlve interviewing
techniques. Her goal is to get the respondent to talk, and keep talking. The
researcher tends to introduce general topics, rather than ask direct questions.
She probes by raising her eyebrows, by a questioning look upon her face, by
paraphrasing what the respondent has said, or by reflecting the respondent’s
own words back to the respondent in a questioning tone. Nondirective techniques
are the Jeast threatening (and the least biasing) to the respondent.

Projective techniques can play an important role in motivational research.
Sometimes a respondent cansee in others what he cannot see —or will not admit —
about himself. The motivational researcher often asks the respondent to tell a
story, play a role, draw’a picture, complete a sentence, or associate words with a
stimulus. Photographs, product samples, packages, and advertisements can also
be used as stimuli to evoke additional feelings, imagery, and comment.

During the interview, the researcher watches for clues that might indicate .
that a “sensitive nerve” has been touched. Long pauses by the respondent, slips
of the tongue, fidgeting, variations in voice pitch, strong emotions, facial
expressions, eye movements, avoidance of a question, fixation on an issue, and
body language are some of the clues the motivational researcher keys on. These

“sensitive” topics and issues are then the focus of additional i inquiry and exploration
later in the interview.

Fach interview is tape-recorded and transcribed. A typical motivational study,
consisting of 30 to 50 depth interviews, yields 1,000 to 2,000 pages of typed
verbatim dialogue. During the interview, the motivational researcher makes notes
about the respondent’s behavior, mannerisms, physical appearance, personality
characteristics, and nonverbal communication. These notes become a road map
t_o.help the researcher understand and interpret the verbatim transcrfpt of the
interview. ' '

THE ANALYSIS

The motivational researcher reads and rereads the hundreds of pages of
verbatim respondent dialogue. As she reads, the researcher looks for systematic
patterns of response. She identifies logical inconsistencies or apparent
contradictions. She compares direct responses against projective responses. She
notes the consistent use of unusual words or phrases. She studies the explicit
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Marketing Research content of the interview and contemplates its meaning in relation to the implicit

content. She searches for what is not said as diligently as she does for what is said.

Like a detective, she sifts through the clues and the evidence to deduce the forces

NOTES and motives influencing consumer behavior. No one clue or piece of evidence is

treated as being very important. It is the convergence of evidence and facts that

leads to significant conclusions. In the scientific tradition, empiricism and logic
| must come together and make sense. '

The analysis begins at the cultural level. Cultural values and influences are
the ocean in which we all swim and, of which, mostof us are completely unaware.
What we eat, the way we eat, how we dress, what we think and feel, and the
language we speak are dimensions of our culture. These taken-for-granted cultural

_dimensions are the basic building blocks that begin the motivational researcher’s
analysis. The culture is the context that must be understood before the behavior
of individuals within the context can be understood. Every product has cultural
values and rules that influence its perception and its usage.

 Once the cultural context is reasonab]y well understood, the next analytic
step is the exploration of the unique motivations that relate to the product category.
What psychological needs does the product fulfill? Does the product have any
social overtones or anthropological significance? Does the product relate to one’s
status aspirations, to competitive drives, to feelings of self-esteem, to security
needs? Are masochistic motives involved? Does the product have deep symbolic
significance? And so on. Some of these motives must be inferred since respondents
are often unaware of why they do what they do. But the analysis is not complete,

The last major dimension that must be understood is the business
environment, including competitive forces, brand perceptions and images,
relative market shares, the role of advertising in the category, and trends in the
marketplace. Only part of this business environment knowledge can come from
the respondent, of course, but understanding the business context is crucial to
the interpretation of consumer motives in a way that will lead to useful results.
Understanding the consumer’s motives is worthless unless somehow that "
knowledge can be translated into actionable marketing and advertising
recommendations. )

Sometimes a motivational study is followed by quantitative surveys to
confirm the motivational hypotheses as well as to measure the relative extent of
those motives in the general population. But many times motivational studies
cannot be proved or disproved by survey research, especially when completely
unconscious motives are involved. In these cases, the final evaluation of the
hypothesized motives is by the testing of concepts (or advertising alternatives)
that address the different motives, or be other types of contrived experiments,

One final note is relevant to the successful conduct of motivational research.
It is critically important that the motivational researcher not be overly theoretical.
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An eclectic, wide ranging, and open-minded philosophical perspective is best.  Consumer Research
‘The researcher should not formulate any “cast in stone” hypotheses before she

conducts the motivational study. Strongly held hypotheses, or rigid adherence -

to theory, will doom a motivational study to failure. Too often we see what we set NOTES

out to see, or find that for which we search, whether it exists or not. An objective,
open, unfettered mind is the motivational researcher’s greatest asset.

5.4 PROJECTIVE RESEARCH TECHNIQUES

_Projective techniques “provide verbal or visual stimuli which, through their
indirection and concealed intent, encourage respondents to reveal their
unconscious feelings and attitudes without being aware that they are doing 50",
Projective techniques are often referred to as disguised-unstructured techniques.
They are termed' disguised tasks because the subjects are aware they are
participating in a study yet unaware of what the researcher is interested in
measuring; they are considered unstructured tasks because their response
alternatives are not limited or determined by the researcher

" Projective téchniques were originally developed by clinical psychologists,
psychiatrists, and other personnel trained in personality assessment to gain some
understanding into the underlying problems of the patient. From a clinical and
psychoanalytic perspective, the concept of projection is interpreted as a defense
mechanism whereby the ego protects and defends itself from anxiety by
externalizing thoughts and feelings, directly ascribing them to other individuals,
inanimate objects, and environments. :

DRIVERSs oF CONSUMER BEHAVIOR R

Marketers strive to understand attitudes, motivators and behaviors that
drive brand or product selection and loyalty. Obviously, some consumers make
purchase decisions solely based on a balance of price or product feature at the
time of purchase, especially when it comes to commodity products.

- But brand selection and loyalty is also based on intangible values that go
beyond product functional attributes.

INTANGIBLE BENEFITS

Consumers construct a perception of a brand and of the values it représents.
And they will select brands that fit their own value system because of the
emotional benefits that brand ownership can provide them, such as a sense of
accomplishment or because it helps them attain ideals.

For example, Bang & Olufsen audio-visual consumer products may not be
the most user-friendly, or even of higher sound quality than some less expensive
brands, but their ownership provides some consumers with a sense of
sophistication with which they want to be associated. In this sense, perceived
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‘Marketing Research benefits of imagevoutweigh the negatives lack of usability can create. Unless the
lack of usability is also perceived as a benefit by providing a sense of exclusivity
(“I can master the impenetrable-user interface”).

NOTI‘,:S SURFACE-LEVEL INFORMATION

In an attempt to understand the core values that facet these emotional
relationships with brands and products, companies will often conduct focus groups
or depth interviews in which they invite consumers to discuss their attitudes
openly. '

But what focus group or-depth interview participants say cannot always be
taken at face value. Consumers do not always speak their true minds for various
reasons; fear of being judged, desire to please the interviewer or difficulty in
understanding their own thought processes. .

In many Asian cultures for example, where people tend to refrain from
voicing out their opinions directly, direct questioning will often result in surface-
level agreeable answers.

Even in the most honest and open setting, it can be difficult to get to the
bottom of things; people are often not even aware of the true reasons behind
their own behavior. While they might attempt to give a rational explanation for a
certain behavior or can voice out conscious thoughts at the moment they arise,
people in general are not good at analyzing their own thought pfocesses. In fact,
most of our thought processes occur without our conscious knowledge that they
do. ' ' '

And it is those unconscious processes that ultimately drlve the consumer

-behavior.

BENEATH THE SURFACE

To understand consumers’ true thoughts and deep-rooted motivations, it
is sometimes necessary ‘to explore beneath the surface and tap into consumers’
unspoken values. One way to access such a level of insights is through the.use of
investigative methods called projective techniques.

Projective techniques are methods used by psychologists to uncover deep-
rooted thoughts that may not arise as a result of direct questioning. In short, they
consist in getting respondents to speak about something indiréctly by “projecting”
their thoughts on something else. This allows bypassing resistance to direct
questioning that may make participants uncomfortable, or to tap into underlying
thought processes that are not-immediately available to respondents.

Types of projective techniques could be broadly categorized in the followmg
categories: association, construction, completion, arrangement or selection, and
expression. Following are examples of traditional techniques:
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*  Thematic Apperception Test (TAT): Respondents are shown pictures of  Consumer Reseaich

ambiguous social setting (a man and a woman sitting together in a coffee
shop, the man looking away), and are asked to make a story about what is
happening. They can also be probed on specific aspects of the picture * NOTES
(why are there 3 glasses, why is this one empty, etc.). '
. Sentence Completion: Respondents presented with various incomplete
sentences and asked to complete them. “If only this product was...”
. Role-playing: Participants are asked to p.lay' the role of someone else.

*  Word association: Participants are asked to give the first word that comes
to mind immediately after being shown or told a word. ‘

MARKET RESEARCH APPLICATIONS

While their use in clinical and forensics settings remains controversial, mostly "
because of predictability reasons, projective techniques can be well suited for
market research. Instead of being used for personality assessment, they can be
used in attitudinal, behavioral or exploratory studies. They have different
implications and usually look at one specific aspect of brand or product
relationship. And the stimuli used, instead of being entirely ambiguous, is usually
controlled and dlrectly related to the product or brand. .

. Generally more focused, projective techniques in market research settmgs o N
“also leave less space for open—ended erroneous interpretation. : ' . .

However, methods need to be carefully chosen, and adapted from their
clinical applications. For example, it would be difficult to find any market research
application of the popular personality assessment Rorschach Inkblot Test, in which
participants are shown symmetrical inkblots and asked to say what each
represents : ' .
~ Following are examples of applications of projective techniques in market

research settings.

GerTING HONEST OPINIONS

Projective techniques are particularly useful at circumventing conscious
resistance to direct questioning. They can be used to get participants’ true opinion
on a topic by getting them to comment about something indirectly, thus relieving
 inhibitions. : _ , ' ,

For example, in one study we asked participants to imagine that a specific
srand was a person, and later to describe that‘persen's personality traits. Results
" ancovered emotional responses very different from opinions voiced out earlier at
‘he surface level and raised the need to seriously consider readjusting the brand
image. ' |
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Marketing Research Herr Forvuratine THOUGHTS

Projective techniques can also be used to uncover connotations that people

‘would normally have difficulty to articulate. In another study, we used amodified

NOTES word association technique through which people were asked to-distribute a

number of cards holding different words (qualities, emotions and neutral words)

between two different potential brand names. The exercise helped us uncover
deep-rooted perceived brand attributes associated with different names.

CoNcEePT TESTING

Projecﬁve techniques can be particularly useful for concept testing, which
is a process used to evaluate product ideas or advertising prototypes prior to their
introduction in the marketplace. They can overcome the shortcomings other
market research methods have in identifying underlying evaluation criteria on
which consumer preferences of one concept over another are based.

: : ADVANTAGES OF PrROJECTIVE TECHNIQUES

There are several advantages to using projective techniques, including the
amount, richness, and accuracy of the information that is collected. Projective
techniques, when used properly, enable the researcher to access presumably
unreachable beliefs, attitudes, values, motivations, personality, cognitions, and
behaviors. The nature of projective techniques is that the true purpose of the
instrument is well disguised and, in most instances, the subjects are not aware of
the purpose of the exercise. However, even if they are aware of the general nature
of projective techniques most respondents are uncertain as to which responses
are significant to the researcher or the extent of the significance. It is the sum o
the responses to the projective stimuli, especially the theme that binds then
together, that is of primary interest to the researcher in interpreting the data.

One specific advantage of using projective techniques in consumer behavio:
and marketing research is their utility in generating, supplementing, and verifying
hypotheses. For example, researchers can use projective techniques to broaden
hypotheses about consumers’ purchase behaviors and the ways that they are
influenced in their decision-making. These preliminary studies provide relevant
information for hypothesis testing that can be verified though various
methodologies such as experimentation, panel studies, and surveys.

‘A second advantage is that there are relatively minor cognitive demands
placed on respondents when using projective techniques. For researchers, this is
a substantial advantage over other measures where respondents are required to
read, comprehend, and respond to the instructions. Most projective techniques
are largely nonreading and nonwriting exercises; therefore, the data are not
dependent on having a highly educated population. By using projective
v techniques, researchers have a wider scope of potential respondents compared
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to self:reporting or rating procedures. Data are not limited by cognitive ability, Consumer Research
and the use of projective techniques enable researchers to measure the beliefs,

attitudes, behavior, motivation, and persoriélity of a subset of the population that .

is often heglected, but nonetheless important, in consumer research. NOTES

DisaDpvANTAGES OF PROJECTIVE TECHNIQUES

The primary disadvantage of employing projective techniques is the

complexity of the data; interpretation requires a sophisticated skill set. To effectively
employ projective techniques, the researcher must be adept at decoding the data
culled from the projective stimuli. Subjects’ responses have little meaning without
a methodical analysis by researchers trained in these techniques. Further, there
can be considerable costs to employ a skilled research staff able to interpret the
responses. ,
A second disadvantage of using projective techniques is that it may be
difficult for some respondents to fully immerse themselves in the exercise. Some
respondents may not feel comfortable participating in role-playing or imaginative
exercises. While some respondents may enjoy these tasks, others may participate
reluctantly or even outright refuse.

Another potential disadvantage of projective techniques is the reliability of
the instruments. Reliability refers to the"geﬁeral consistency of the instrument.
Test retest reliability refers to the stability with -which a technique yields
information over time. In certain situations, subjects’ responses should remain
similar and highly correlated from when they are first tested to when they are
later re-tested. However, in other instances, the researcher might expect responses
to be affected by situational factors. Test-retest reliability is confingent upon the
goals of the projective research and is a consideration when using projective
techniques. There is much debate about whether repeated administrations of
projective techniques should correlate or differ. A second form of reliability is
coder or interrater reliability. Interrater reliability refers to the extent to which
two (or more) interpreters code the data in the same manner. If equally competent
researchers interpret the data in a different manner, then doubts are cast about
interrater reliability. Interpreting subjects’ responses to the projective stimuli
requires a high level of subjectivity on the part of the researchers, and they may
disagree about the underlying meanings of responses. Thus, interrater reliability
is one of the major issues of using projective techniques and is often the target of
criticism. .

5.5 WRITING THE RESEARCH REPORT

The results of markéting research must be effectively communicated to
management. Presenting the results of a marketing research study to management
generally involves a formal written report as well as an oral presentation. The
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NOTES

report and presentation are extremely important. First, because the results of
marketing research are often intangible (after the study has been completed and
a decision is made there is very little physical evidence of the resources, such as
time and effort, that went into the project), the written report is usually the only

| documentation of the project. Second, the written report and the oral presentation

are typically the only aspect of the study that marketing executives are exposed
to, and consequently the overall evaluation of the research project rests on how
well this information is communicated. Third, since the written research report
and oral presentation are typically the responsibility of the marketing research
supplier, the communication effectiveness and usefulness of the information
provided plays a crucial role in determining whether that particular supplier will .
be used in the future. _

Every person has a different style of writing. There is not really one right
style for a report, but there are some basic principles for writing a research report
clearly. ‘

Preparing a research report involves other activities besides writing; in fact,
writing is actually the last step in the preparation process. Before writing can take
place, the results’of the research project must be fully understood and thought
must be given to what the report will say. Thus, preparing a research report
involves three steps: understanding, organiising and writing. The general guidelines
that should be followed for any report or research paper are as follows:

Consider the audience: The information resulting from the study is
ultimately of importance to marketing managers, who will use the results to make
decisions. Thus, the report has to be understood by them; the report should not
be too technical and not too much jargon should be used. This is a particular
difficulty when reporting the results of statistical analysis where there is a high
probability that few, if any, of the target audience have a grasp of statistical
concepts. Hence, for example, there is a need to translate such terms as standard
deviation, significance level, confidence interval etc. into everyday language. This
is sometimes not an easy task but it may be the case that researchers who find it
impossible do not themselves have a sufficiently good grasp of the statistical
methods they have been using. '

Qualitative research also presents difficulties. The behavioural sciences have
their own vocabulary, much of which is not encountered in everyday speech.
Examples include: cognitive dissonance, evoked set, perception, needs versus
wants, self-actualisation. It should be noted that these are extreme examples;
many words, phrases and concepts used a very precise way by behavioural
scientists are also present in everyday speech but often in a less precise or different
way. This also presents opportunities for misunderstandings.

Be concise, but precise: On the one hand, a written report should be
complete in the sense that it stands by itself and that no additional clarification is
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needed. On the other hand, the report must be concise and must focus on the ~ Consumer Research
critical elements of the project and must exclude unimportant issues. There is a

great temptation, on the part of inexperienced researchers, to seek to convey all

that they did in order to obtain information and to complete the research. This is NOTES
done almost as if the researcher is afraid that the audience will not other wise | — '
appreciate the time, effort and intellectual difficulties involved. What the
researcher has to come to realise is that he/she will be judged by the contribution
towards solving the marketing problem and not by the elegance or effort involved
in the research methodology. ' '

Understand the results and drawing conclusions: The managers who read
the report are expecting to see interpretive conclusions in the report. The researcher
must therefore understand the results and be able to interpret these. Simply
reiterating facts will not do, and the researcher must ask him/herself all the time
“So what?”; what are the implications. If the researcher is comparing the client’s
product with that of a competitor, for example, and reports that 60 percent of
respondents preferred brarid A to brand B, then this is a description of the results
and not an interpretation of them. Such a statement does not answer the “So
- what?’ questlon

The following outline is the suggested format for wrltmg the research report:
o Title page
*  Summary of findings
e  Table of contents
e List of tables

e Listof figures

Introduction .
. Background to the research problem
*  Objectives

. »  Hypotheses

Methodology-Data collection
¢ Sample and sampling method
e Statistical or qualitative methods used for data aﬁalysis
e Sample description
Findings'
*  Results, interpretation and conclusions.

The summary of findings is perhaps the most 1mportant component of the
written report, since many of the management team who are to receive a copy of
the report will only read this section. The summary of findings is usually put
right after the title page, or is bound separately and presented together with the

report.
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The\ujtroductlon should describe the background of the study and the
details of the research problem. Following that, automatically the broad aim of
the research can be specified, which is then translated into a number of specific
objectives. Furthermore, the hypotheses that are to be tested in the research are
stated in this section. '

In the methodology chapter the sampling methods and procedures are

| described, as well as the different statistical methods that are used for data analysis.

Finally, the sample is described, giving the overall statistics, usually consisting of
frequency counts for the various éample characteristics..

Once the sample has been described, the main findings are to be presented
in such a way that all objectives of the study are achieved and the hypotheses_are
tested. As mentioned before, it is essential that the main findings are wel{l
interpreted and conclusions are drawn wherever possible.

DATA PRESENTATION

Easy-to-understand tables and graphics will greatly enhance the readabilify
of the written research report. As a general rule, all tables and figures should

| contain:

1. Identification number corresponding to the list of tables and the list of
figures ‘
2. Atitle that conveys the content of the table or figure, also correspondmg
to the list of tables and the hst of f1gures and
3. Appropriate column labels and row labels for tables, and flgure legends
. defining specific elements in the figure. A
There are a number of ways to produce tables and figures. When typing a -

| report on a typewriter or word-processor, it is sometimes easiest to type a table

out by hand.

5.6 SUMMARY

¢ Consumer behavior is defined as the acquisition, consumption and disposal
of products, services, and ideas by decision making units. The primary
goal of consumer research is to produce knowledge about consumer
behavior. _ '

. ‘Motlvatlonal research is a type of marketing research that attempts to -

 explain why consumers behave as they do. Motivational research seeks to . -
discover and comprehend what consumers do not fully understand about
themselves. :

»  The three major motivational research techniques are observation, focus
groups, and depth interviews.



Projective techniques “provide verbal or visual stimuli which, through
their indirection and concealed intent, encourage respondents to reveal
their unconscious feelmgs and attltudes without being aware that they
are doing so”. ‘ o

‘The results of marketing research must be effectively communicated to

management. Presenting the results of a marketing research study 'to
management generally involves a formal written report as well as an oral
presentation. '

5.7 REVIEW QUESTIONS

1.
2.

3‘
4.
5.

Why is consumer research important? Discuss..

What are the/major techmques of motivational research?
How is projective research conducted? _

What are the advantages of projective research" o )

Dlscuss the report writing process of marketing research
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