
MARK 302 NOTES

CHAPTER 1

Marketing: process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational objectives 

Marketing Research: planning, collection and analysis of data relevant to marketing decision-making and the communication of the results of this analysis to management

Importance of marketing research to management:

1. Descriptive function: the gathering and presentation of statements of fact
1. Diagnostic function: the explanation of data or actions
1. Predictive function: specification of how to use descriptive and diagnostic research to predict the results of a planned marketing decision

Quality & Customer Satisfaction

Return on quality: management objective based on the principles that...
1. The quality being delivered is at a level desired by the target market
1. That level of quality must have a positive impact on profitability 

[bookmark: _GoBack]Marketing strategy: a plan to guide the long-term use of a firm's resources, based on its existing and projected internal capabilities and on projected changes in the external environment





Applied vs. Basic research

Applied: researched aimed at solving a specific issue, better understanding of the market-place, determination of why a strategy failed or reduction of uncertainty in management making decisions

Basic: aimed at expanding the frontiers of knowledge rather than solving the specific problem

Marketing research can be divided into 3 main categories:

1. Programmatic research: conducted to develop marketing options through market segmentation, market opportunity analyses, or consumer attitude and product usage studies. 
1. Example: "Does the market exhibit any new segmentation opportunities?"
1. Selective research: used to test decision alternatives. 
1. Example: New smoothie has 3 flavors; company discovered these 3 flavors through selective research (preferred flavors)
1.  Evaluative research: done to assess program performance
1. Example: dairy farmers of Canada continuously evaluating the effectiveness of their campaigns 

The Decision to Conduct Marketing Research
In a number of situations, it is best not to conduct marketing research:
1. Resources are lacking
1. Research results would not be useful
1. Opportunity has passed
1. The decision already has been made
1. Managers cannot agree on what they need to know to make a decision
1. Decision-making information already exists
1. The costs of conducting research outweigh the benefits

Two important determinants of potential benefits are:
1. profit margins
1. market size 
*exhibit 1.1

Ethical Theories

Deontology: people should adhere to their obligations and duties when analyzing an ethical dilemma. Example: keeping a promise to a friend

Utilitarianism: founded on the ability to predict the consequences of an action; the choice that yields greatest benefits to most people is the right choice.
Two types:
1. Act utilitarianism: adheres exactly to the definition of utilitarianism 
1. Rule utilitarianism: considers the law & is concerned with fairness

Casuist: compares current ethical dilemma with examples of similar ethical dilemmas and their outcomes; according to other experiences 

Marketing Research Association (MRA): 
1. association to which many market research professionals, including field services, belong
1. dedicated to promoting excellence in data collection & serves as a conduit for the development and evaluation of industry best practices and professional standards
1. Members must agree to comply with Code of Marketing Research Standards

CHAPTER 2

Problem Definition Process

1. Recognize the problem/opportunity
1. Opportunity identification: using marketing research to find and evaluate new opportunities 

1. Find out why the info is being sought
1.  Understand the decision-making environment (industry, company, products and target market)
1. Situation analyses: study of decision-making environment within which the marketing research will take place 
1. Exploratory research: preliminary research conducted to increase understanding of a concept, to clarify the exact nature of the problem to be solved or to identify important variables to be studied. Exploratory research can take several forms:
1. Pilot studies: surveys that use a limited number of respondents and often employ less rigorous sampling techniques than are employed in large, quantitative studies
1. Experience surveys analysis: discussions with knowledgeable individuals, both inside and outside the organization, who may provide insights into the problem
1. Secondary data analysis: data that has been gathered for some purpose other than the one at hand
1. Case analysis: review of information from situations that are similar to the current one
1. Focus groups: in depth-discussions, 8-12 participants which are led by a moderator and are generally limited to one particular concept, idea or theme...used to generate thoughts and comments by others creating group dynamics 
1. Use the symptoms to help clarify the problem
1. Marketing researchers must be careful to distinguish between symptoms & problem:
1. Symptom: phenomenon that occurs because of the existence of something else
1. Example: symptoms = poor sales, declining profits, customer complaints do NOT = the problem; focusing on symptoms instead of real problem = iceberg principle (10% of iceberg rises out of the ocean (symptoms); 90% is below surface (problem))
1. Translate the management problem into a marketing research problem
1. Marketing research problem: specifies what information is needed to solve the management problem & how that information can be obtained efficiently & effectively 
1. Marketing research objective: goal statement, defining the specific information needed to solve the marketing research problem
1. Management decision problem: statement specifying the type of managerial action required to solve the problem 
1. Determine whether the information already exists
1. Avoiding the "nice-to-know" syndrome: There is nothing wrong with interesting findings, but they must also be ACTIONABLE; Must provide decision-making information & eventually lead to a decision 
1. Determine whether the question really can be answered
1. Instances where you know for sure that information of that type already exists and can be obtained easily
1. Situations where you are fairly certain that based on past, the info can be gathered
1. Cases where you know that you're trying something new and risk of not developing findings and a conclusion are high 
1. State the research objective
1. Research objectives as Hypothesis:
1. Hypothesis: conjectural statement about a relationship between 2 or more variables that can be tested with empirical data 
1. Clarity of research objectives: must be specific and unambiguous as possible
1. Research objectives are end results: what the study aims to achieve 


Marketing Research Process

1. Identification of the problem & statement of the research objectives (problem definition process)
1. Creation of the research design
1. Research design: the plan to be followed to answer the marketing research objectives, to address a specific problem/opportunity 
1. The researcher's first step is to decide whether the research will be descriptive or causal:
1. Descriptive studies: answer the 5Ws; management already knows/understands the underling relationships among the variables (symbol/concept that can assume any one of a set of values) in the problem.
1. Causal studies: examines whether the value of one variable causes or determine the value of another variable (x & y relationship) 
1. Independent variable: symbol/concept that researcher has some control that is hypothesized to cause/influence the dependent variable
1. Dependent variable: symbol/concept hypothesized to be explain/influenced by the independent variable 
1. 3 criterions to meet causality:
1. Temporal sequence: an appropriate casual order of events 
1. Concomitant variation: degree to which a presumed caused & effect occur or vary together 
1. Spurious association: relationship between a presumed cause & effect that occurs as a result of an unexamined variable/set of variables. 
1. Choice of method of research
1. 3 basic research methods: 
1. Surveys: interviewer interacts with respondents to obtain facts, opinions or attitudes 
1. Observation: typically, descriptive research that monitors respondents' actions without direct interaction
1. Experiments: measures causality; researcher changes one (or more) independent variables and up serves the effect of these changes on dependent variable 
1. Selection of the sampling procedure
1. 2 sampling procedures:
1. probability sampling: subset of a population where every element in the population has a known non-zero chance of being selected
1. non-probability sampling: subset of a population in which the chances of selection for the various elements in the population are unknown 
1. Collection of the data: field service firms, other sub-contractors
1. Analysis of the data: analyze statistics, interpret output, draw conclusions 
1. Writing & presentation of the report:  Internet: immediate access, multimedia selection
1. Follow-up: Internet: report search capability 

Managing the Research Process
The research request: internal document used by large organizations that describes: 
1. Potential research project
1. Benefits to the organization
1. Estimated costs
1. Must be formally approved before a research project can begin

Sections of research request:
1. Action: to be taken on basis of research
2. Origin: events that led to need for decision
3. Information: questions needed to be answered to act
4. Use: how information will be useful to make actual decision
5. Target groups and subgroups: those from whom information must be gathered from
6. Logistics: time& budget constraints 
7. Comments: relevant to research project

Request for proposal (RFP): solicitation sent to marketing research suppliers inviting them to submit a formal proposal, including a bid; also ask for:
1. A detailed cost breakdown
1. The suppliers experience in relevant areas
1. References

The marketing Research Proposal: document developed, usually in response to an RFP that presents the research objectives, research design, timeline, & cost of project. Contains following elements:

1. Title page
2. Statement of the research objectives
3. Study design
4. Areas of questioning
5. Data analysis
6. Personnel involved 
7. Specifications & assumptions
8. Services
9. Cost
10. Timing 

Elements that motivate decision-makers to use research information:

1. Conformity to prior expectations
2. Clarity of presentation
3. Research quality
4. Political acceptability within the firm
5. Lack of challenge to the status quo


CHAPTER 3

The Nature of Secondary Data

1. Primary data: new data gathered to help solve problem 
1. Secondary data: data previously gathered
1. Pros:
1. help clarify problem during exploratory research
1. provide solution
1. provide alternative method for primary data research
1. alert the marketing researcher to potential issues/challenges
1. Provide necessary background info. & build credibility for research report
1. may provide sample frame 
1. Cons of Secondary data:
1. lack of availability 
1. lack of relevance
1. inaccuracy 
1. insufficiency 

Internal databases: collection of related information developed form data within the organization 

Database marketing: relies on the creation of a large computerized file of customers' & potential customers' profiles & purchase patterns to create a targeted marketing mix

Data mining: use of statistical & other advanced software to discover non-obvious patterns hidden in a database. Uses:
1. customer acquisition
1. customer retention
1. customer abandonment 
1. market basket analysis

Neural network: computer program that mimics the processes of the human brain & thus is capable of learning from examples to find patterns in data

Behavioral Targeting: use of online/offline data to understand a consumer's habits, demographics, & social networks in order to increase the effectiveness of online advertising 

Privacy issues in databases:
1. identity theft
1. government actions: Privacy act, personal information protection & electronic documents act (PIPEDA), laws to protect personal health information, laws to protect personal financial information 
1. getting paid to give up your privacy 

Marketing Research Aggregators 

Marketing research aggregator: company that acquires, catalogues, reformats, segments, & resells reports already published by large and small marketing research firms 

Information Management

Conflicting goals: problem → we produce information faster than we can process it VS. The need to make better decisions requires that the emphasis shift form data acquisition to effective data management 

Geographic information system (GIS): a computer-based system that uses secondary and/or primary data to generate maps the visually display various types of data geographically 

Decision Support Systems (DSS): interactive, personalized information management system designed to be initiated & controlled by individual decision-makers. Managers use DSS or conduct sales analyses, forecast sales, evaluate advertising, analyze product lines & keep tabs on trends & competition. Characteristics of DSS: interactive, flexible, discovery oriented, easy to learn & use

CHAPTER 4

Qualitative research: research findings are not subject to quantification or quantitative analysis 

Qualitative research vs. Quantitative research 

*exhibit 4.1

Pros of Qualitative research
1. Cheaper than quantitative
1. Best way to understand in-depth motivations/feelings of consumers
1. Can improve the efficiency of quantitative research 

Cons of Qualitative research
1. Marketing successes/failures are often based on small differences in attitudes/opinions about a marketing mix → Qualitative research does not distinguish those small differences are quantitative does 
1. Not representative of the population of interest. Example: 10 students are not representative of all college students 
Focus Groups

Group dynamics: interaction among people in a group 
Steps in conducting a focus group:
1. Prepare for the group -> select a focus group facility & recruit the participants setting: usually in focus group facility = a conference room or living room setting and a separate observation room with a one-way mirror of live audiovisual feed participants:
1. Influential: people ahead of the majority of consumers in terms of their product knowledge/expertise, have considerable influence through word-of-mouth communication on setting new product trends

1. Select a moderator & create a discussion guide focus group moderator: person hired by the client to lead the focus group, this person should have a background in psychology/sociology or marketing 

1. discussion guide: written outline of topics to be covered during a focus group discussion

1. Conduct the group
1. Focus group length: about 90 minutes
 
1. Prepare the focus group report 
1. Instant analysis: a moderator debriefing, offering a forum for brainstorming by the moderator & client observers 

Focus group trends:
1. Video transmissions
1. Focus group panels

Pros of focus groups:
1. interactions can stimulate news ideas that won't arise on one-on-one interviews
1. group pressure can lead to realistic thinking
1. Provide first-hand consumer info. 
1. opportunity to observe customers/prospects form a behind a one-way mirror 
1. can be executed more quickly than other techniques 




Cons of focus groups:
1. misled instead of informed -> immediacy & apparent understandability of focus group findings can cause managers to be so
1. focus group recruiting can lead to the type pf person recruited responds differently to the issues being discussed than do other target segments 
1. create an impersonal feeling, honest conversation unlikely
1. moderator must be sure not to behave in ways that produce prejudice responses

Other Qualitative Methodologies

Individual depth interviews (IDI): one-on-one interviews that probe and elicit detailed answers to questions, often using non-directive techniques to uncover hidden motivations 

Pros of IDI:
1. group pressure is eliminated
1. personal one-on-one makes the respondent feel like the center of attention 
1. respondent attains a higher state of awareness because no other group subjects
1. More time on individual = more info. revealed
1. more time to pose probing questions and uncover feelings/motivations
1. new questions can be improvised more easily (flexibility)
1. interviewer becomes more sensitive to non-verbal cues 
1. single viewpoint can be spoken about without influence form others
1. can be conducted anywhere

Cons of IDI:
1. Expensive
1. Less involvement
1. Do not cover as much ground in one day as focus groups
1. Some reactions might not be generated in IDI vs. Focus group

Two techniques for IDI:
1. Hermeneutic research: focuses on interpretation through conversations
2. Delphi method: rounds of individual data collection from knowledgeable people, results are summarized & returned to the participants for further refinement 

Projective Tests: technique for tapping respondent's deepest feelings by having them project those feelings into an unstructured situation 

3 reasons for projective test:
1. Respondents may be unaware of particular influence
2. They may be aware of the influence but ashamed to admit it
3. May be aware of the influence but not mention it because it's not rational reason for buying/not buying the product 

Types of projective tests:

1. Word association test: projective test where interviewer says a word & respondent must mention the 1st thing that comes to mind 
1. Analogies: comparison of 2 items based on similarities 
1. Personification: drawing a comparison between a product & a person
1. Sentence & Story Completion Tests: respondents’ complete sentences or stories in their own words 
1. Cartoon tests: respondent fills in the dialogue of one of two characters in a cartoon
1. Photo sort: respondent sorts photos of different types of people, identifying those who they feel would use the specific product/service
1. Multi-sensory sorts (MuSeS): uses consumer's senses to measure perception of brands
1. Consumer drawings: respondents draw what they are feeling or how they perceive an object 
1. Story telling: respondents are required to tell stories about their experiences e.g.: with a company or product (also known as "metaphor technique")

1. Third-person technique: interviewer learns about respondent's feelings by asking them to answer for a third party, such as "your neighbor" or "most people"

CHAPTER 6

Customer loyalty elements:
1. psychological commitment
1. reference-ability
1. purchase history
1. repurchase intentions
1. future purchase levels
1. perception of competitive advantage
1. satisfaction 

The measurement processes

Measurement: process of assigning numbers/labels to persons, objects or events in accordance with specific rules for representing quantities/qualities of attributes 

Rule: a guide, method, command that tells a researcher what to do 

*figure 6.1

Steps in the measurement process:

1. Identify the concept of interest
1. Develop a construct → Construct: concept that exists at a higher level of abstraction. Example: brand loyalty, high-involvement purchasing, social class, personality, channel power
1. Define the concept constitutively → Constitutive definition: statement of the meaning of the central idea of concept under study, establishing its boundaries, also known as theoretical/conceptual definition 
1. Define the concept operationally → Operational definition: statement of precisely which observable characteristics will be measured & the process for assigning a value to the concept. → Construct equivalence: deals with how people see, understand and envelop measurements of a particular phenomenon 
*exhibit 6.2
1. Develop a measurement scale → Scale: a set of symbols or numbers so constructed that the they can be assigned by a rule to the individuals (or their behaviors or attitudes) to whom the scale is applied
*exhibit 6.3

The four levels of Measurement
 
1. Nominal scales: partition data into mutually exclusive and collectively exhaustive categories
1. Example:
1. gender: (1) M (2) F
1. geographic area: (1) urban (2) rural (3) suburban 
1. Ordinal scales: maintain the labeling characteristics of nominal and have the ability to order data.
1. Example: ranking the best gym, 1 being the most preferred & 5 the least preferred 
1. Interval scales: have the characteristics of ordinal scales, plus equal intervals between points to show relative amounts; they may include an arbitrary 0 point
1. Example: the concept of temperature is based on equal intervals -> 32 degrees is not twice as warm as 16 degrees, the 0 point on the Celsius scale is arbitrary (based randomly)
1. Ratio scales: have the characteristics of interval scale and a meaningful 0 point so that magnitudes can be compared arithmetically.
1. Example: age, weight, height, area, distance, money values, etc.

6. Evaluate the reliability & validity of the measurement scale 
1. Accurate data imply accurate measurement or M = A + E 
1. M = measurement, A = accuracy, E = errors 
1. 8 sources of measurement differences that can produce random/systematic error:
1. A true difference in the characteristic being measured
1. Difference due to stable characteristics of individual respondents (personality, values, intelligence)
1. Differences due to short-term personal factors (mood swings, fatigue)
1. Differences caused by situational factors (distractions)
1. Differences resulting from variations in administering the survey 
1. Differences due to the sampling of items included in the questionnaire 
1. Differences due to a lack of clarity in the measurement instrument 
1. Differences due to mechanical or instrument factors

Reliability: degree to which measures are free from random error and therefore provide consistent data

Test-retest reliability: ability of the same instrument to produce consistent results when used a second time under conditions as similar as possible to the original conditions 

Stability: the lack of change in results from test to retest 

3 ways of assessing reliability: 

1) Equivalent form reliability: ability of two very similar forms of an instrument to produce closely correlated results. Two issues with equivalent form reliability:
1. Almost impossible to create two totally equivalent forms
1. If equivalence can be achieved, may not be worth the time, money, effort involved

2) Internal consistency reliability: the ability of an instrument to produce similar results when used on different samples during the same time period to measure a phenomenon. Rests on the concept of equivalence; equivalence is concerned with how much error may be introduced by using different samples of items to measure a phenomenon; focuses on variations at one point in time among samples of items 

Split-half technique: method of assessing the reliability of a scale by dividing the total set of measurement items in half correlating the results

Validity: degree to which what the researcher was trying to measure was actually measured 
*exhibit 6.5

Validity can be examined from different perspectives:
1) Face validity: weakest form, degree to which a measurement seems to measure what it is supposed to be measured 
2) Content validity: representativeness, or sampling adequacy, of the content of the measurement instrument 
3) Criterion-related validity: degree to which a measurement instrument can predict a variable that is designated a criterion; 2 subcategories of criterion-related validity:
1. Predictive validity: degree to which a future level of a criterion variable can be forecast by a current measurement scale
1. Concurrent validity: degree to which another variable, measured at the same point in time as the variable of interest, can be predicted by the measurement instrument 
4) Construct validity: degree to which a measurement instrument represents & logically connects, via the underlying theory, the observed phenomenon to the construct; 2 statistical measures of construct validity:
1. Convergent validity: degree of correlation among different measurement instruments that appear to measure the same construct 
1. Discrimination validity: measure of the lack of association among constructs that are supposed to be different 

Reliability & Validity 
*exhibit 6.6

Scaling defined →Scaling: procedures for assigning numbers (or other symbols) to indicate of the properties of an object in order to communicate some numerical characteristics to the properties in question. Scales are either: 
1. Uni-dimensional scales: scales designed to measure only one attribute of a concept, respondent or object
1. Multi-dimensional scales: designed to measure several dimensions of a concept, respondent, or object 

Types of Scales:

1. Graphic rating scales: measurement scales that include a graphic continuum, anchored by 2 extremes. *exhibit 6.7 
1. Itemized Rating Scales: measurement scales in which the respondent selects an answer from a limited number or ordered categories *exhibit 6.8 & 6.9
1. Rank-order scales: measurement scales in which the respondent compares two or more items and ranks them, also known as "comparative scales"
1. Non-comparative scales: measurement scales in which judgment is made without reference to another object, concept or person *exhibit 6.10
1. Q-sorting: measurement scale employing a sophisticated form of rank ordering using card sorts; usually customer is asked to sort cards into piles according to specified rating categories
1. Paired comparisons scale: measurement scales that ask the respondent to pick of two objects in a set, based on some stated criteria 
1. Pros:
1. easier for people to select one item from a. Set of 2 than to rank a large set of data
1. problem of order bias is overcome; no pattern in the ordering of items or questions to create a source of bias
1. Cons:
1. interviewee fatigue → since all possible pairs are evaluated, the # of paired comparisons increase geometrically as the # of objects to be evaluated increases arithmetically *exhibit 6.11
1. Constant sum scales: ask the respondent to divide a given number of points (typically 100), among two or more attributes, based on their importance to him/her
1. Pros:
1. if a respondent perceives 2 characteristics of equal value, they can indicate so
1. avoid long lists of paired items 
1. Cons:
1. respondent may have difficulty allocating the points to total 100 if there are a lot of characteristics of items *exhibit 6.12
1. Semantic differential scales: examine strengths/weaknesses of a concept by having the respondent rank it between dichotomous pairs of words/phrases that could be used to describe it, the means of the responses are then plotted as a profile or image *exhibit 6.13
1. Pros:
1. quick & efficient means of examining the strengths & weaknesses of a product's or company's image vs. those of the competition 
1. reliable and valid for decision-making & prediction in marketing
1. make it possible to measure & compare images held by interviewees with diverse backgrounds 
1. Cons:
1. lacks standardization, highly generalized technique that must be adapted to each research problem
1. number of divisions on scale is important -> if too few divisions are used, scale becomes meaningless. If too much divisions are use, scale goes beyond the ability of most people to discriminate 
1. halo effect 
1. occasional lack of universally accepted bipolar adjectives
1. Stapel scale: requires the respondent to rate, on a scale from 5 to -5 how closely and in what direction a descriptor adjective fits a given concept *exhibit 6.14
1. Pros:
1. enables researcher to void creating bipolar adjective pairs
1. finer discrimination in measuring attitudes
1. Cons:
1. descriptor adjectives can be phrased neutral, positive or negative & the choice of phrasing has been shown to affect the scale results and the person's ability to respond 
1. less popular than other scales
1. Likert Scales: respondent specifies a level of agreement/disagreement with statements expressing either a favorable or an unfavorable attitude toward the concept under study. *exhibit 6.15
1. Pros:
1. Popular
1. quick & easy to construct & can be administered by telephone or via the Internet
1. Cons:
1. bias the respondent by putting thoughts into the respondent's head
1. Purchase intent scales: used to measure a respondent's intention to buy/not buy a product *exhibit 6.16
1. Pros:
1. good predictor of consumer choice of frequently purchase and durable consumer products
1. very easy to construct 
1. consumers are simply asked to make a subjective judgment of their likelihood of buying a new product
1. Cons:
1. be careful how responses are interpreted especially in foreign countries 


Selecting a Scale: consider...
1. The nature of the construct being measured
1. Type of scale 
1. Balanced (Same # of positive/negative categories) vs. non-balanced scales (weighted toward one end or the other of the scale)
1. number of scale categories
1. forced vs. non-forced choice 

Attitude Measures & Management Decision-Making

Determinant attitudes: closely related to preference or to actual purchase decision 

3 major approaches to identifying determinant attitudes 

1. Direct questioning
1. 1st method: asking respondents to rate their "ideal brand" for a given product in terms of several product attributes; rests on 2 assumptions:
1. respondents know why they buy/prefer a product over another
1. they will willingly explain what these reasons are
1. 2nd method: "dual questioning" = asking 2 questions concerning each product attribute that might be determinant 
*exhibit 6.17
1. Indirect questioning: Not directly asking respondents why they bought a product or service, or which attributes are most important in determining choice
1. Observation

Choosing a method: use 2 for better assurance that the attitudes identified are determinant attitudes 



CHAPTER 7

Role of questionnaire

Questionnaire/interview schedules/survey instrument: set of questions designed to generate the data necessary to accomplish the goal of the research project
*exhibit 7.1

Criteria for a good Questionnaire
1. provide information required for management decision-making
1. considers the respondent 
1. meet editing & coding requirements 

Editing: ensuring that each questionnaire that has skip patterns were followed & required questions filled out

Skip pattern: sequence in which questions are asked based on a respondent's answer 

Flexibility in questionnaire in 2 ways:
1. Branching: takes the participant to a different set of questions based on the answer that is given to a prior question
1. Piping: integrate responses from a question into later questions 

Coding: process of grouping & assigning numeric codes to the various responses to a question, responses occurring with the greatest frequency are listed on a coding sheet

Questionnaire design process
*exhibit 7.4


1. Determine survey objectives (outline of the decision-making info. Sought through the questionnaire), resources, & constraints 
1. Determine the data-collection method (survey, telephone, mail)
1. Determine the question response format 
1. Laddering: method used to decide what questions to ask; used to provide an in depth understanding of how consumers relate to a brand by delving into hidden, pre-conscious factors that influence purchase 
1. 3 types of questions: open-ended, closed-ended, scale-response
1. Open-ended questions: to which the respondent replies in their own words
1. Pros: 
1. enable respondents to give their general reactions to questions
1. providing the researcher with a rich array of information
1. helps in designing promotion themes & campaigns (uses consumer's language)
1. served as a means of interpreting closed-ended questions 
1. may suggest additional alternatives not listed in a closed-ended response format
1. Cons:
1. editing & coding = expensive
1. if too many categories are used, data responses may be difficult to interpret 
1. categories too broad, lose meaning
1. interviewer bias/miss important comments (slow writers)
1. interviewee bias (confident vs. shy person)
1. interpretation-processing area
1. inappropriateness, with no interviewer there to probe, respondents may give a shallow, incomplete or unclear answer 
1. Overcoming open-ended questions cons: Probing
1. Two types of probing:
1. Proactive probe: planned ahead of time
1. Reactive/spontaneous/natural probe: when deeper insight is required, made up on the spot 
1. Closed-ended questions: require the respondent to choose from a list of answers 
1. Pros:
1. avoidance of problems associated with open-ended questions
1. reading response alternatives may jog person's memory and evoke more realistic responses
1. no bias to articulate -> the option of expounding on a topic is removed
1. coding and data entry can be done automatically -> faster, cheaper
1. 2 types of closed-ended questions
1. dischotomous questions: ask the respondent to choose between 2 answers
1. Pros: easy to administer & tabulate & evoke a rapid response
1. Cons: prone to a large amount of measurement error → because alternatives are polarized, the wide range of possible choices between the poles is omitted, responses fail to communicate any intensity of feeling on the part of the respondent 
1. multiple-choice questions/multichotomous: ask the respondent to choose among seven answers
1. Pros: doesn't require coding 
1. Cons: information provided is more limited, time-consuming; researcher must spend time generating the list of possible responses, researcher must settle on a range of possible answers, position bias: respondent will typically choose either 1st or last alternative 
1. Scale-response: closed-ended questions in which the response choices are designed to capture the intensity of the respondent's feelings 
1. Pros:
-measurement of the intensity of respondent's answers
-use numbers that can be directly used as codes
-marketing researcher can use much more powerful statistical tools with some scaled-response questions
1. Cons:
-10-point scale, hard to interpret 6, 7, 8, therefore just use yes or no

1. Decide on the question wording
1. Four general guidelines:
1. wording must be clear → Make sure the wording is clear: clarity achieved by avoiding ambiguous terminology, ordinary language adjusted to target group; & asking only one question at a time 
1. wording must not bias the respondent
1. respondent must be able to answer the questions
1. respondent must be willing to answer the questions 

Use counter-biasing statements: makes embarrassing topics less intimidating to discuss -> e.g.: thousands of Canadians suffer from hemorrhoids; do you or any family member suffer from this problem?

1. Establish a questionnaire flow & layout *exhibit 7.6
1. Use screening questions to identify qualified respondents →Screeners: questions used to identify appropriate respondents 
1. Pros: may provide important data on the nature of non-users, people who have never tried the product or service and people who are unaware of the product or service being researched 
1. Cons: can significantly increase cost of the study as more information must be obtained from every contact with a respondent 
1. Begin with a question that gets the respondent's interest 
1. Ask general questions first 
1. Ask questions that require word in the middle
1. Insert "prompters" at strategic points ("the next section will be easier")
1. Position sensitive, threatening, & demographic questions at the end 
1. Allow plenty of space for open-ended responses
1. Put instructions in capital letters
1. Use a proper introduction & closing

1. Evaluate the Questionnaire:
1. Use necessary questions
1. Consider questionnaire length 
1. Use questions that will provide the information needed to accomplish research objectives
1. Obtain Approval from all relevant parties
1. Pretest & Revise
1. Prepare the final questionnaire copy 
1. Implement the survey 

Supervisor's instructions: written directions to the field service firm on how to conduct the survey

Field management companies: firms that provide such support services as questionnaire formatting, screener writing & coordination of data collection. E.g.: Opinion Search Inc. BBM Analytics, Advitek, etc.

CHAPTER 8

Popularity of survey research: need to know why, need to know how, need to know who

Types of surveys:

1. Door-to-door interviews: conducted face to face with consumers in their homes
1. Pros: personal, face-to-face interaction with immediate feedback, ability to explain complicated tasks, can use special questionnaire techniques that require visual contact to speed up the interview or improve data quality, ability to show respondent product concepts and other stimuli for evaluation, comfortable, secure environment
1. Cons: cost of travel time, mileage, survey time, refusal rates

1. Executive interviews: industrial equivalent of door-to-door interviews; interviewing business people at their offices about industrial products or services
1. Pros: same as door-to-door
1. Cons: expensive, individuals involved in purchasing decision for the product in question must be identified and located, screening over the telephone, time-consuming, getting qualified person to agree or be interviewed, interviewer must go to the particular plate the appointed time, long waits are frequent, cancellations 

1. Mall-intercept interviews: conducted by intercepting mall shoppers & interviewing them face-to-face
1. Pros: simple, less expensive than door-to-door, less time to find an interviewee, respondents can try products on the spot 
1. Cons: impossible to get a sample representative of a large metropolitan area form shoppers at a particular mall, malls tend to attract certain types of people based on the stores they contain, refusal rates high, mall is not viewed as a comfortable place to be interviewed 

1. Telephone interviews: Predictive dialing, cell phone interviewing
1. Pros: inexpensive, high-quality sample
1. Cons: respondents cannot be shown anything (cannot comment on visual product concepts), unable to make the various judgements and evaluations that in-home interviews can make (e.g.: based on what respondent's home looks like), limits the quantity & types of information that can be obtained (respondent's patience wears thin), associated with the increased use of screening devices (answering machines, do-not-call lists, call blocking, caller ID, and special ring tones), personality bias (people who agree to phone interviews are typically more confident/outgoing)

1. Central-location telephone interviews: conducted by calling respondents from a centrally located marketing research facility 
1. Pros: offers control

1. Computer-assisted telephone interviews (CATI): interviewers enter respondents' answers directly into a computer 
1. Pros: customize questionnaires, computer tabulations can be run at any point in the study, early reporting of survey results useful in preliminary planning & strategy development for managers 

1. Self-administered questionnaires: filled out by respondents with no interviewer present 
1. Pros: absence of person eliminates bias 
1. Cons: no one is present to explain things 

1. Mail Surveys. 2 types:
1. ad hoc mail surveys: questionnaires sent to selected names & addresses without prior contact by the researcher, sometimes called one-shot mail surveys
1. mail panels: pre-contacted & pre-screened participants who are periodically sent surveys. Type of longitudinal study: a study in which the same respondents are re-sampled over time
1. Pros: no interviewers to recruit, entire study can be administered & sent out from one single location, hard-to-reach respondents can be readily surveyed, convenient, efficient, inexpensive
1. Cons: no one there to probe questions, number of questions & quantity of obtainable information is limited, high non-response rate (especially ad hoc) 

Determination of the Survey Method: *exhibit 8.3
1. sampling precision
1. budget
1. requirements for respondent reactions
1. quality of data (validity & reliability) *exhibit 8.4
1. length of questionnaire 
1. incidence rate (% of people in general population that would qualify as interviewees)
1. structure of the questionnaire
1. time available to complete the survey

Types of Errors in Survey Research *exhibit 8.5

2 major types of errors: random error & systematic error 

Random error: error that results from "chance variation" → Chance variation: difference between the sample value & the true value of the population mean, cannot be eliminated but can be reduced by increasing the sample size 

Systematic error (bias): results from problems in the execution of the research design; also known as non-sampling error, unlike random error → can be controlled by the researcher, can be reduced by minimizing sample design & measurement errors. Two types: measurement error & sample design error

1. Measurement error: a systematic error that results from a variation between the information being sought (true value) and what is actually obtained by the measurement process. Types of measurement error: 
1. processing error: results from the incorrect transfer of information from a survey document to a computer, minimized by developing and following rigid quality control procedures for transferring data & supporting quality control checks 
1. response bias: results from the tendency of people to answer a question in a certain way through either deliberate falsification or unconscious misrepresentation, minimized by paying special attention to questionnaire design 
1. non-response bias: results from a systematic difference between those who do and those who do not response to a measurement instrument, minimized by doing everything possible to encourage those chosen for the sample to respond 
1. measurement instrument bias: results from the design of the questionnaire or measurement instrument; also known as "questionnaire bias", minimized only by careful questionnaire design & pretesting 
1. interviewer error: results from the interviewers influencing, consciously or unconsciously, the answers of the respondent, minimized by careful interviewer selection and training 
1. surrogate information error: results from a discrepancy between the information needed to solve a problem & that sought by the researcher, minimized by paying more careful attention to specification of the types of information required to fulfill the objectives of the research 

1. Sample design error: systematic error that results from an error in the sample design or sampling procedures Types of sample design error: selection error, population specification error, frame error
1. selection error: results from incomplete or improper sample selection procedures or not following appropriate procedures, minimized by developing selection procedures that will ensure randomness and by developing quality control checks to make that these procedures are followed in the field 
1. population specification error: results from incorrectly defining the population or universe from which a sample is chosen, minimized only by more careful consideration & definition of the population of interest 
1. frame error: result in from an inaccurate or incomplete "sampling frame" (list of population elements/members from which units to be sampled are selected, minimized by getting best sampling frame possible & doing preliminary quality control checks to evaluate the accuracy & completeness of the frame 

CHAPTER 9

Using the Internet for Secondary Data 

Periodical, newspaper, & book databases 

1. Newsgroup: Internet site where people can read & post messages dedicated to a specific topic 
1. Blogs: a frequent, chronological publication of person thoughts & web links; companies are using blogs to communicate directly with customers & other businesses; marketers use them to monitor brands, track trends, profile customers & identify unmet needs

Web merchant: has valuable access to data about its clients (customer's name, address, purchasing history), virtual window shopping 

Online Qualitative Research: focus groups conducted via the Internet 

1. Pros: low costs, faster turnaround time, participation by respondent who are geographically separate & located anywhere, openness from the respondent (as they don't have a moderator staring them in the face), access to the hard-to-reach target population, efficient moderator to client interaction, shy participants can express themselves naturally 
1. Cons: group dynamics, nonverbal inputs, client involvement, exposure to external stimuli, role & skill of the moderator 
*exhibit 9.2 

Using the web to find focus group participants:

Web community research: carefully selected group of consumers who agree to participate in an ongoing dialogue with a corporation 
1. Pros: engage customers in a comfortable environment, offer real-time results, forums initiate important topics, create a customer-centered organization (putting employees into direct contact with consumers from the comfort of their own desks)

Online Individual depth interviewing (IDI)
1. Pros: effective method for interviewing high-level persons like physicians & busy executives, richer content & deeper insights per respondent, ability to view transcripts at any time and make adjustments in the process by communicating with moderators 

Online survey research
1. Pros: rapid deployment & real-time reporting, reduced costs, ready personalization, high response rates, ability to contact hard-to-reach people, simplified & enhanced panel management, external Internet panels simplify life for research suppliers
1. Cons: Internet users are not representative of the population as a whole, unrestricted Internet sample (self-selected sample group consisting of anyone who wishes to complete an Internet survey) = representative of no one except web surfers, sample frame needed may not be available on the Internet, lack of callback procedures to clarify open-ended responses, potential for questionnaire programming errors, lack of bandwidth (cannot complete survey/download photos in time) 

Methods of conducting online surveys:

1. Web survey software: includes software systems specifically designed for web questionnaire construction and delivery.
2. Survey design websites
3. Web hosting Sites

Commercial online panels: group of individuals who have agreed to receive invitations to do online surveys from a particular panel company which charges organizations doing surveys for access to the panel 

Panel management: Several factors influence the quality of an online panel: recruitment methods, respondent participation, panel management practices, types of incentives offered

Panel Recruitment:

Open online panel recruitment: method for online panels in which any person with Internet access can self-select to be in a research panel 
1. Pro: quickly building a panel with people who are internet savvy & responsive to online advertising
1. Con: lack of control over who is recruited, can recruit "the professional survey takers" = people who enroll in many online surveys for prizes, primary concern with professional survey takers is that:
(1) They can give misleading information to get though a survey quickly 
(2) Take the survey with minimal effort (often shows up in the time they took to do the survey). 
(3) They can make up a disproportionate amount of survey responders, leading to biased and unrepresentative research data

Closed online panel recruitment: invitation of only pre-validated individuals or those with share known characteristics to enroll in a research panel 
1. Pros: greater control over who is invited, reduces likelihood of recruiting professional survey takers
1. Cons: panel composition depends on people who are invited to join the panel & may be biased by customers of a specific recruitment source 



Online panels usually used 2 incentive models:

1. Sweepstakes model: offers participants a prize of some sort
2. Pay-all model: pays each participant a small incentive each time they take part in a survey 

Mobile marketing research can accommodate a wide variety of question-and-answer features:
1. pictures & videos
1. time/date stamps on responses
1. GPS locations
1. anonymity for respondents
1. personalized surveys 

Pros of mobile research:
1. alternative way to conduct research with hard-to-reach groups
1. increased respondent cooperation from all demographic groups
1. immediate feedback
1. cost savings
1. reaching people on the go
1. mobile recruiting tool to direct respondents to online surveys 
Cons:
1. response rate decreases with age 
1. questionnaire must be short
1. question types are limited (length too)
1. higher incentives must be offered to remove the financial burden of receiving and completing mobile surveys from the respondent 
