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Sampling Methods – An Illustrated Example
A local grocer had seen much success in the few years since it had opened, and was proud of how many products it could now offer its customers. However, over the past few months, the marketing department noticed a decline in their usually high customer satisfaction ratings. After brief observational research, where they witnessed customers’ natural shopping behaviour, they wondered if the shopping experience was being hindered by how crowded the store had become. The marketers decide to investigate further with survey research, planning to interview customers of the store with a few questions about their experience. Thankfully, the store has a loyalty program used by most active shoppers that has collected contact information as well as some demographic information.
Probability Samples
	Sampling Method
	Description
	In Example
	Outcome

	Simple random sample
	Every member of the population has an equal chance of selection.
Note: a truly random sample can be difficult to achieve in many practical scenarios.
	The marketers take the full list of active shoppers from their loyalty program and randomly draw 50 names to call and interview.
	With every customer having an equal chance of being called, the sample of 50 is as representative of the whole population as possible.

	Stratified random sample
	The population is divided into mutually exclusive groups and random samples are drawn from each group.
	The marketers divide customers into groups based on age:
· 18 and under
· 19 to 34
· 35 to 49
· 50 to 64
· 65 and over
They then pull a sample of 10 names from each of these groups to call and interview.
	Assuming that there were the same number of customers in each age group, the sample of 50 was guaranteed to represent all of the age groups that shop at the store.

	Cluster (area) sample
	The population is divided into mutually exclusive groups and a sample of select whole groups are surveyed.
	The marketers divide customers into groups based on the street they live on. Then, a random sample of 5 streets is selected, and all customers on those streets are interviewed.
	This method is less precise than the other two, but requires less resources to use. If enough cluster groups are chosen relative to the diversity of the population, then the resulting data should be effective.


Non-Probability Samples
	Sampling Method
	Description
	In Example
	Outcome

	Convenience sample
	The researcher selects the easiest population members from whom to obtain information.
	An interviewer might wait at the exit to the store, and interview willing participants on their way out.
	While this still reaches active customers of the store, responses will only be received from those who are present at the same time as the interviewer, deemed approachable, and have time/agree to an interview. Because of this, key customer groups could be forgotten.

	Judgment sample
	The researcher uses their own judgment to select population members who appear to be good prospects for reliable information.
	With an idea of what the problem is, the interviewer may wait at the exit to the store and approach customers who appear disappointed or uncomfortable, assuming they have valuable responses.
	This method leaves the sampling to the discretion of the interviewer. By having an idea of who we are targeting, key customer groups might be forgotten. Furthermore, this choice relies on the hypothesis being correct, which we can’t necessarily assume.

	Quota sample
	[bookmark: _GoBack]The researcher seeks a certain number of participants that fulfill defined “categories.”
	With an idea of what the problem is, the interviewer may plan to approach customers who appear to belong to relevant “categories.” Perhaps here these categories are based on how a customer has experienced the store – for example, approaching 10 “quick errand” shoppers, and 10 “weekly groceries for a full household” shoppers.
	Again, this method leaves the sampling to the discretion of the interviewer. The categories that the interviewer has decided on may not be representative of the population, or relevant to the hypothesis. Furthermore, it can also suffer the same pitfalls as convenience and judgment samples.
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