Chapter 5: Exploratory Research and Qualitative Analysis 

Exploratory Research: What it is and is not
· Initial research conducted to clarify and define the nature of a problem 
· Provides greater understanding of a concept or crystalizes a problem rather than providing precise measurement or quantification 
· Usually qualitative 
Why Conduct Exploratory Research:
· Diagnosing a situation:
· Helps diagnose the dimensions of problems so that successive research projects will be on target; helps set priorities for research
· Screening Alternatives:
· When there are many new ideas but not a sufficient budget to try them all, exploratory research may be used to determine the best alternative 
· Concept Testing: any exploratory research procedure that tests some sort of stimulus as a proxy for an idea about a new, revised, or repositioned product, service or strategy 
· Discovering new ideas:
· Helps uncover consumer needs, inspires ideas 
Strengths: 
· Formulate a problem for more precise investigation.
· Increase manager’s understanding of problem.
· Gather information about practical problems of implementing research on particular issues.
· Develop a hypothesis.
· Hypothesis is a statement that specifies how two or more measurable variables are related.
· Preliminary step for further (e.g., descriptive) research.
· Identify content for questionnaire.
Limitations: 
· Potential susceptibility of the results to get misused or misinterpreted.
· Results not representative of the whole population.
· Moderator or interviewer's role is extremely critical - can lead to ambiguous or at times misleading results.
Categories of Exploratory Research: 
· Purpose, not the technique, determines if a study is exploratory 
Experience Survey:
· Exploratory research technique in which individuals who are knowledgeable about a particular research problem are questioned 
Secondary Data Analysis (Literature Search):
· Search of statistics, trade journals, academic articles, magazines, newspapers, and books for data or insight into the problem at hand.
· Examples where literature search is used extensively.
· Advertising campaigns.
· Competitive analysis/intelligence.
· Market information.
Case Studies: 
· Exploratory research technique that intensively investigates one or a few situations similar to the problem situation 
Pilot Studies: 
· Collective term for any small-scale exploratory research project that uses sampling but does not apply rigorous standards 
Focus Groups: 
· An unconstructed, free-flowing interview with a small group of people 
· Interview relies on group discussion vs. directed questions.
· Moderator directs the discussion and adheres to an agenda.
· Some examples of focus group use.
· Generating hypotheses that can be further tested.
· Generating information for questionnaires.
· Obtaining background information of a product.
· Securing impression of new products.
· Observing reactions to advertising copy.
· Group composition:
· 6 to 10 people at one time.
· Relatively homogeneous groups.
· Multiple groups to get heterogeneity in perspective.
· Screening procedures to avoid “professional” participants
· Moderator: 
· Translates research objectives into discussion guide.
· Leads discussion and encourages interaction.
· Key success measure is all participants speaking with one another versus speaking with the moderator.
· Planning the focus group:
· Discussion guide: document prepared by the focus group moderator that contains remarks about the nature of the group and outlines the topics or questions to be addressed 
· Streaming media: multimedia content, such as audio or video that can be accessed on the Internet without being downloaded. Used with video conferencing for focus groups 
· Online Focus Group: focus group whose members use internet technology to carry on their discussion
· Shortcomings:
· Require sensitive and effective moderators
· Participants may not be representative of the entire market 
Projective Techniques: 
· Indirect methods that encourage respondents to reveal (project) their own feelings, thoughts, and behaviours by shifting the focus away from the individual on to a third party, objects, or tasks.
· Assumes that reactions to ambiguous stimulus indicate a person’s underlying perception.
· Various techniques adopted from psychology
· Word Association: subject is presented with a list of words one at a time and asked to respond with the first word that comes to mind 
· Sentence Completion: respondents required to complete a number of partial sentences with the first word/phrase that comes to mind
· Third-person technique: respondent is asked why a third person does what he/she does/thinks about a product. Expected to transfer respondents attitudes to the third person
· Role playing: requires the subject to act out someone else’s behaviour in a particular setting 
· Storytelling based on pictures (Thematic Appreciation Test): presents a series of pictures to research subjects and asks them to provide a description of or a story about the pictures 
Depth Interviews:
· Relatively unstructured, extensive interview in which the interview asks many questions and probes for in-depth answers 
· Use unstructured and informal interviews to obtain in-depth information.
· Seek knowledge and experience of those familiar with research problem.
· Examine varying points of view to gain as much information as possible.
· Allow respondent to choose factors to be discussed so as not to miss any unexpected ideas.
· Distinct from personal interview method used for survey research.
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