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Being a marketing researcher is a very creative task. This creativity is nurtured by an
environment that makes many demands on the researcher. They must be able to cope
with the technical challenges to plan, gather, analyse and interpret information. They
must be aware of the challenges faced by the array of decision-makers who trust
sound marketing research. They must be able to empathise with the people they aim
to question and observe, and to treat them with care and respect.

Trying to develop the technical skills and to balance an appreciation of decision-
makers and respondents may seem daunting. Finding the confidence to conduct
research and to interpret the findings may seem difficult with so many options to
consider. This is where we believe Marketing Research, An Applied Approach, 2nd
European edition can help. Founded on the enormously successful US editions and the
Ist European edition, this text aims to be comprehensive, authoritative and applied.
This edition includes an array of European and international examples, practices and
illustrations. It portrays a balance of qualitative and quantitative approaches to con-
ducting research that allows the creative support of decision-makers. It will guide the
reader through the challenges faced in conducting marketing research of the highest
quality. This is achieved through an appropriate blend of scholarship with a highly
applied and managerial orientation.

Marketing Research: An Applied Approach

The book is written for use at both the undergraduate and postgraduate levels. The
coverage is comprehensive and the depth and breadth of topics are well suited to both
levels. The material is presented in a manner that is easy to read and understand.
There are numerous diagrams, tables and examples to help explain and illustrate the
basic concepts. If you would like to explore a particular topic in more depth, there are
numerous references to follow a line of enquiry. The Web addresses presented
throughout allow for further illustration of ideas and, in many instances, demonstra-
tion versions of software. The Companion Website (www.pearsoned.co.uk/
malhotra_euro) presents more European case studies, projects based on the book’s
running case and annotated Web addresses linking directly to relevant Internet
resources. It also now includes a Professional Perspectives section that details more
practical applications and issues facing the marketing research industry.

Marketing research is defined as a topic with a clear demonstration of how it may
support effective decision-making. The limitations of marketing research are recog-
nised, as are other means of information support that decision-makers turn to. The
process of conducting marketing research is described in six stages. Each of these
stages is fully described and illustrated. Working out an approach and research design
is discussed as a foundation to administering techniques. The justification for the use
of qualitative and quantitative techniques is made, with a demonstration of how they
can mutually support each other. The administration of a broad range of qualitative
and quantitative techniques is presented. Sampling issues for both qualitative and
quantitative studies are discussed. Issues of ensuring the quality of data and preparing
for data analysis are covered. Qualitative data analysis is discussed in detail.
Quantitative data analysis, from simple descriptive statistics to sophisticated multi-

xiii
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variate techniques, is worked through in seven chapters. Presenting research findings
in both oral and written formats is covered, with an emphasis on ensuring that the
interpretation of research findings really supports decision-makers. Applications of
marketing research in an international context are tackled in most chapters; this vital
topic also has a distinct chapter in its own right. The ethical practice of marketing
research and the dilemmas that researchers face is also tackled in most chapters. The
impact of the Internet and IT on marketing research is integrated throughout the text
but also dealt with at the end of each chapter.

Being an excellent marketing researcher requires an appreciation and continual
practice of all the elements discussed in this text. This book firmly sets you on that
path of creativity and excellence.

New for the updated 2nd European edition

New chapter

There is a new chapter in this 2nd edition update, entitled ‘Business-to-business (b2b)
marketing research’. Throughout the text there are many examples of the successful
use of marketing research set in the context of b2b relationships. As marketing
research is obviously used in b2b contexts, we start by questioning whether there is
any real distinction between b2b and consumer marketing research. We examine the
differences between b2b and consumer marketing and the impact these differences
have on the way b2b marketing research is applied. There are very distinctive chal-
lenges faced by the b2b marketing researcher in terms of sampling, gaining access to
respondents and formulating research designs. We felt that a distinctive chapter was
warranted for this large and most challenging sector of the marketing research indus-
try. b2b marketing research also deserves attention in that all manner of
organisations, agencies and consultants have found great rewards in the practice of
‘business research’. The practices of these organisations, especially those that conduct
competitor intelligence, challenge our notions of what marketing research is or
should be, in a world where marketing decision-makers continue to seek information
support from a burgeoning array of sources.

CD demonstration software

The CD that accompanies this edition contains demonstration software for quantita-
tive and qualitative researchers.

m Snap8 (www.snapsurveys.com) is powerful user-friendly software that has driven
standards in survey design and analysis in the marketing research industry for over
20 years. It is now used in over 50 countries worldwide. With Snap8, questionnaires
can be created and published for surveys that use paper, Web, email, computer
assisted personal and telephone interviews. It then offers options to key or scan
data or even to collect data automatically. Survey results can be analysed, statistics
calculated and tables and charts produced. These features briefly summarise how
the software helps to manage a great array of survey designs. By working through
the demo, the detail of support in survey design, i.e. the array of functions avail-
able, will become apparent. The demo will bring to life the challenges to
questionnaire and survey designers and the solutions they use in practice.

m XSight (www.gsrinternational.com) is a new product that offers customised data
analysis software for qualitative marketing researchers. The software has been
developed by QSR International who are world leaders in qualitative research soft-
ware as used in a variety of applications. Academic marketing researchers that use
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qualitative analysis software would be familiar with QSR’s NVivo package, which
we discuss in Chapter 9. In this chapter, we discuss why for many practitioner qual-
itative marketing researchers, manual methods or basic computer-based methods
have been the norm. XSight has been developed in close consultation with practi-
tioner marketing researchers to bridge the gap between the packages designed for
the needs of academics and traditional manual methods. The demo will bring to
life the challenges faced by qualitative researchers in the amount and nature of
qualitative data they may collect and how they make sense of that data.

New for the 2nd European edition

Revisions to existing chapters

We have retained the most desirable features of the first three US editions and the first
European edition, according to our readers and reviewers. In all chapters that tackle
quantitative techniques and analysis, none of the well-regarded material has been lost.
Changes have been made to improve the clarity of explanations, with many new
examples and updated references. Measurement and scaling, once covered in two
chapters, is now covered in one chapter. This has been done, without losing any of
the substantive explanations, by reorganising and simplifying the approach.
Developments in the use of databases have made substantial changes in how decision-
makers are supported. These developments are tackled in the major revisions to the
chapter that covers internal secondary data and the use of databases. In the chapter
devoted to depth interviewing, laddering and repertory grid techniques are described
and illustrated.

All chapters have benefited from more up-to-date references and, where appropri-
ate, more relevant examples that reflect the European and international focus. Many
new questions that probe issues in more depth have been added to the end of each
chapter.

New chapters

There are two new chapters in this edition. The first is entitled ‘Qualitative research:
its nature and approaches’, and the second is ‘Qualitative research: data analysis’. This
means that this edition has a more balanced approach to qualitative and quantitative
marketing research. The text now devotes four chapters to the very important areas of
understanding why qualitative research is conducted, group techniques, individual
techniques and the manner in which qualitative data is handled and interpreted.

Qualitative and quantitative research should be viewed as complementary.
Unfortunately, many researchers and decision-makers do not see this, taking dog-
matic positions in favour of either qualitative or quantitative research. The defence of
qualitative approaches for a particular marketing research problem, through the posi-
tive benefits it bestows and explaining the negative alternatives of a quantitative
approach, should be seen as healthy, as should the defence of quantitative approaches.
Business and marketing decision-makers use both approaches and will continue to
need both. The first of the new chapters should help readers to appreciate these posi-
tions and understand why decision-makers use and trust both qualitative and
quantitative approaches.

The second new chapter on qualitative data analysis will help researchers cope with
the wide array of data that can be generated from qualitative techniques. Working
with data ‘beyond numbers’ means qualitative analysis has less structure and fewer
rules, and this chapter helps the researcher to cope with the data generated.

XV
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Web links

The pace of new technological developments in the marketing research industry is
breathtaking. Trying to keep up with them is a thankless task. It can be guaranteed that
as soon as any publication hits the shelves, much material on technology can be out of
date. Many of the new developments that have a demonstrable impact on the practice
of marketing research, especially through the use of the Internet, have been incorpo-
rated into each chapter. In the new Professional Perspectives section, which appears on
the Companion Website (www.pearsoned.co.uk/malhotra_euro), further illustrations of
technological developments are presented. To maintain the currency of technology, the
Web addresses of the major research associations, national statistical bodies, and
research organisations are presented. The Web addresses of major suppliers of qualita-
tive analysis packages, questionnaire design, survey processing and statistical analysis
are also presented. Care has been taken to choose those where good case illustrations
and demo versions are available, in a variety of formats to suit individual users.

Photography

The photographs that accompany any management textbook may be perceived as
trivial and mere adornments. I do not take this view. I see textbook photographs as a
means to encapsulate the essence of a subject and its challenges. In putting together
the photographs for this edition, I wanted images that portray the creativity and the
fun that can be experienced in marketing research. Some of the images in this edition
have a serious intent, linking a particular image to concepts and aiding the recall of a
concept. Others are there to lighten the sometimes difficult technical passages. In their
own right, each image has many technical and artistic merits.

Companion Website

The Companion Website, at www.pearsoned.co.uk/malhotra_euro, has been updated to
reflect the changes in this edition. There are new European case studies with discus-
sion points and questions to tackle. All the referenced Websites in the text are
described with notes of key features to look for on a particular site.

For the lecturer

Instructor’s Manual. The Instructor’s Manual is very closely tied to the text, but is
not prescriptive in how the material should be handled in the classroom. The manual
offers teaching suggestions, answers to all end-of-chapter questions, Professional
Perspective discussion points and case study exercises.

Solutions. Very detailed suggested solutions to the end-of-chapter questions, to the
Professional Perspective questions and to the Web-based case studies. These solutions
assist lecturers in the development of examination papers and marking schemes.

Professional Perspectives. These 20 articles can be used as mini case studies and

discussion papers. Each Professional Perspective ends with two questions to initiate
debate.

PowerPoint slides. The PowerPoint slides are not just replicas of the figures and
tables from the text. Care has been taken to ensure that they are not packed with too
much information which would render them unintelligible in a lecture theatre.
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Professional Perspectives. There is a new and distinct section entitled Professional
Perspectives which is presented on the Companion Website. This section is made up of
20 articles written by leading practitioners, users and writers of marketing research.
They show an array of applications and how different techniques work together. They
reflect the realities of marketing decision-making and the nature of research support
required. As issues emerge in individual chapters, links are made to specific articles in
this section. However, these articles have been chosen for the variety of interconnected
issues they tackle; they are written to illustrate more than one point. As well as develop-
ing issues in individual chapters, they can be used as case studies and as discussion
papers in their own right. Points to discuss are presented at the end of each article.

Weblinks. This section offers many further sources of support for any essay or project
work. Of particular note are the links to demo versions of a range of industry stan-
dard marketing research software packages.

Case studies. These are European in focus or relevant globally. Being longer than
the examples set in the text, these set the challenges of applying marketing research in
a broader context.

GlobalCash project. This section contains many of the key documents used to
manage the project from the initial brief and proposal through to examples of the
questionnaire and the data collected in an SPSS format. The questionnaire is pre-
sented in English, French, German and Spanish versions, enabling a vision of the
challenges faced in translating questionnaires. The GlobalCash documentation will
help with project work by showing how key documents help to manage the marketing
research process in a professional manner.
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GUIDED TOUR OF THE BOOK

An Overview summarises the topics
discussed in the chapter

Ovenview

Once the marketing rescarcher has a clear understanding of what they wish to under-
stand in their target respondents, they should consider the concepts of
‘measurement. These concepts are vital in developing questionnaires or ‘instruments
of measurement’ that will fulfil their research objectives in the most accurate manner.
This chapter describes the concepts of scaling and measurement and discusses four
primary scales of measurement: nominal, ordinal, interval and ratio. We describe and
illustrate both comparative and non-comparative scaling techniques in detail. The
comparative techniques, consisting of paired comparison, rank order, constant sum
and Q-sort scaling, are discussed and illustrated with examples. The non-comparative
techniques are composed of continuous and itemised rating scales. We discuss an
illustrate the popular itemised rating scales ~ the Likert, semantic differential and
Stapel scales ~ as well as the construction of multi-item rating scales. We show how
scaling techniques should be evaluated in terms of reliability and validity and con-
sider how the researcher selects a particular scaling technique. Mathematically derived
scales are also presented. The considerations involved in implementing scaling tech-
niques when researching international markets are discussed. The chapter concludes
with a discussion of several ethical issues that arise in scale construction. We begin
with an example of how the use of different types of scale can give quite different
powers of analysis and interpretation.

Measurement and scaling:
fundamentals, comparative
and non-comparative scaling

Stage 1

Problem definition

Stage flowcharts ——
show which of the six
stages of the

marketing research i
process the present
chapter fits into

Research approach
developed

After reading this chapter, you should be able to:

Stage 3

1 introduce the concepts of measurement and scaling and show
how scaling may be considered an extension of measurement;

2 discuss the primary scales of measurement and differentiate
nominal, ordinal, interval and ratio scales;

Stage 4
Fieldwork or data
collection

3 classify and discuss scaling techniques as comparative and non-
comparative and describe the comparative techniques of paired
comparison, rank order, constant sum and Q-sort scaling;

4 explain the concept of verbal protocols and discuss how they
could be employed to measure consumer response.
advertising;

5 describe the non-comparative scaling techniques, distinguish
between continuous and itemised rating scales, and explain
Likert, semantic differential and Stapel scales;

Data preparation
and ana

6 discuss the decisions involved in constructi
scales;

itemised rating

7 discuss the criteria used for scale evaluation and explain how to
assess reliability, validity and generalisability;

Objectives at the
beginning of each
chapter detail what
students should be
able to do after
reading the chapter

8 discuss the considerations involved in implementing the primary.
scales of measurement in an intemational setting;

9 understand the ethical issues involved in selecting scales of
measurement.

‘When you can measure what you are speaking
about and express it in numbers, you know
something about it’. - Lord Kelvin

Will your instrument
of measurement do
any better in revealing
consumer preferences
for soups?
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I
Photographs encapsulate the essence
of the subject in a creative way

International marketing research shows how the

topics discussed fit into an international context

Marginal definitions ——
provide a summary of
key terms highlighted
in the text and are
repeated in the
Glossary at the back of
the book

Chapter 3 + Research design

Figure 3.2
Understanding
respondents - o help
choose optimum
research techniques

Exploratory research
A tesech oy
charactarsed by e and
v apprsen 1o
ndortond markting
prenomana trat are
Ionercty it 1o messure
Conclusive research
A eseach e
characaisad by
mesa.rement o eary
ratetng

Gened .
prenomona.

Flow charts order the ————

discussion which
follows to allow for
quick reference

Figure 3.3
Actassification of
marketing research
designs

Gontext or
enronment where
espondentis
/ auestoned \
Nature of issve
uner investgation, Nature of
25 perceied by respondent
dert
- -
edge bars. Thi 1d have helped the target resp relax, to develop a

better rapport with interviewers and other respondents, and to think more about the
issues and express their feelings more clearly. If the interviews were conducted over
the Internet, the same levels of relaxation and rapport may not work. If the interviews
were targeted at older respondents, they may have felt very self-conscious in ‘leading-
edge bars, which may restrict their responses. Researchers therefore must understand
characteristics of respondents, how they react to particular issues and how they react
in different contexts or environments. These factors are illustrated in Figure 3.2,
which acts as a reminder of the understanding of respondents that researchers must
develop, in order to choose and apply the best research technique.

Research design classification

Research designs may be broadly classified
3.3). The differences between exploratory res
marised in Table 3.1.

exploratory or conclusive (see Figure
archand conclusive research are sum-

Research design
Exploatory desin Conclusie design
Qualtatve  Quantiative Descrptie Causal
evloation  exporation research rosearch
Cross sectonal Longludinal
desien
Singe Mty
cross-sectional  cross-sectional

example

Intenational marketing research

International marketing research

The selection of appropriate interviewing techniques is much more difficult n for-
eign countries because of the challenges of conducting research there. Given the
differences in the economic, structural, informational, technological and socio-
cultural environment, the feasibility and popularity of the different interviewing
techniques vary widely. In the United States and Canada, for example, the telephone
has achieved almost total penetration of households. Consequently, telephone
interviewing is a dominant mode of questionnaire administration. The same situa-
tion exists in some European countries, such as Sweden. In many other European
counts the telepl gets confused with “This
results in high refusal rates and scepticism of what the purpose of a survey is. In
developing countries, the problem with the telephone is the low number of house-
holds that have telephones.

Because of the low cost, mail interviews continue to be used in most developed
countries where lteracy is high and the postal system is well developed, for example
in Britain, Canada, Denmark, Finland, lceland, the Netherlands, Norway, Sweden
and the United States. In many parts of Africa, Asia and South America, however,
the use of mail surveys and mail panels s low because of illiteracy and the large
proportion of the population living in rural areas.

The following example illustrates how CAP technology has developed to allow
consistent approaches to survey techniques across Europe. It shows that, by develop-
ing an appreciation of the cultural differences between countries,a rescarch design
can be built that all and be conducted.

CAPIBUS Europe

“The concept of the Intemational Omnibus is not new; many research groups offer an intema-

tional senvice. In reaity, however, these have been litle more than brokering senvices, bolting
et with lte real

Research Services Limited and the IPSOS group have tackled this problem by caling on the
benefts of CAPI technology 1o introduce CAPIBUS Europe, a wieekly omnibus suney covering
the six major markets of Europe (Britain, France, Gemany, Ky, Netheriands and Spain).

“The use of computer technology means that questionnaires can be scripted in one foca-
tion and transitted electronically to other countries. While the need to ensure accurate.
translation remains, the problems involved in having different questionnaire formas, classi-
fication systems and data maps are minimised. At the end of a project, data are again
transmitted electronically, to be aggregated by the lead agency in  standardised format for
all markets. This can then be weighted o provide information on the European market as
well as for each local martet,

Selection of survey techniques
No questionnaire administration method is superior in all situations. Table 10.4
presents a comparative evaluation of the major modes of collecting quantitative
data in the context of international marketing research. In this table, the survey
techniques are discussed only under the broad headings of telephone, personal,
‘mail and electronic interviews. The use of CATI, CAPI, electronic survey and mail
panels depends heavily on the state of technological development in the country.
Likewise, the use of street interviewing is contingent upon the dominance of shop-
ping centres in the retailing environment.

Examples pinpoint specific companies to
illustrate the points made




Ethics in marketing
research focus on the
ethical practice of
marketing research
and the dilemmas that
researchers face

Internet and computer ——
applications integrated
throughout the text as well
as at the end of each
chapter tackle the impact
of the Internet and IT on
marketing research

A Summary at the end of each chapter
lists the main points covered

Chapter 4 + Secondary data collection and analysis

R
Perspective

Ethics in marketing research

Possible ethical dilemmas exist when using internal or external secondary data.
‘Some ethical issues that are pertinent include:

® The unnecessary collection of primary data when the problem can be addressed
based on secondary data alone

& The use of only secondary data when primary data are needed

& The use of secondary data that are not applicable

= The use of secondary data that have been gathered through morally questionable

= Compromising the anonymity of customer details held on databases.

Aswas d din Chapter 2, y collection of expe data
gtz problem can be addrssed wing only secondary data s un:lhlcal
e, the researcher is using a more expensive method that is less approj
T Gt g P e Ty 2ot o (L e T P
requires primary data collection could raise ethical concerns. This is particularly
if the researcher is charging a fixed fee for the project and the rescarch design
was not specified in advance. Here again, the researcher's profit goes up, but at the
expense of the client.

“The researcher is ethically obliged to ensure the relevance and usefulness of sec-
ondary data to the problem at hand. The secondary data should be evaluated by the
criteria discussed earlier in this chapter. Only data judged to be appropriate should
be used.

Internet and computer applications

The World Wide Web as an online source of secondary data
‘The World Wide Web is a vt source of secondary data and intelligence for the
marketing rescarcher. The speed of the Internet can aid rapid problem diagnosis
and data collection at various stages of the research process. Given the global nature
of the technology, the Internet is a vital tool for the international marketing
researcher. Searching the Web is faclitated by using generalst search engines such
as Google, Yahoo! or AltaVista, which require a few keywords to get hundreds of
e e
from government or b
have inside search engines that sort data from the snpplln il datnte
Information on the Web is of great value as generally it is current, though care must
be taken to note when Web pages have been updated. It should be noted that notall
secondary data on the Web is free. The Web may reveal the existence of data on a
partcular subject or industry, but emember the cots involvd in condiucting qual-
ity research. Hence the Web may be used to give an awareness and a ‘taste’ of
secondary data but it does not necessarily mean ‘free’ data. See the Companion
Website for Professional Perspective 9 by Trevor Fenwick. Trevor's artcle
‘How online retrieval is devaluing research’ is a reminder of the quality issues of
secondary data gathered from the Internet.

Chapter 13 + Questionnaire design

A questionnaire has three objectives. It must translate the information needed into a
set of specific questions the respondents can and will answer. It must motivate
respondents o complete the tevie. It must lso minimise espoe rror

igning a questionnaire is more of a craft than a science. This is primarily caused
by e interrelationship of stages and the trade-offs that questionnaire designers make
in balancing the source of ideas, question purposes, actual questions and question
analyses. The steps involved in the questionnaire design process involve:

Specifying the information needed. Understanding what information decision-

Specifying the type of interviewing method. Understanding which means of elic-
ing the information will work best, given the research design constraints that the
researcher has to work with.
Determining the content of individual questions. Understanding the purpose of
each question and working out how a posed question may fulfl that purpose.
Overcoming the respondents .mbum and unwillingness to answer questions,
rocess ~ from their
pcrspcmvc Knowing what benchtsthey gt fom aking part n the sur\'cy process.
s he questionstructure. Undertanding how ndividua questionshlp to
s nformation om respondents and help them to express their feclings.
Choosing the queston wording, Undersanding he meaning of words rom the
perspective of the respondent
Arranging the questions in a proper order. Understanding what ‘proper’ means
from the perspective of the respondent. Recognising that, as each question is
posed to a respondent and they think about their response, the respondent
changes. Information is not only drawn out of respondents, it is communicated
to them as each question is tackled.
Identifying the form and layout of the questionnaire. Understanding how in a
self-completion scenario the form and layout motivate and help the respondent
to answer the questions properly and honestly. Understanding how the form and
layout help the interviewer to conduct and record the interview.
9 Reproducing the questionnaire. Understanding how the professional appearance
of 8 Questionnaire affectsthe perceved credibilty and professonal sbilty of

B

rchers

Eliminatin problems by pilot testing, Understanding tha no matte how much
experience the researcher has in designing questionnaires — the issues, respondent
characteristics and context of questioning make each survey unique — pilot-
testing is vital

4 What is the purpose of the questionnaire?

2 What expectations does the marketing researcher have of potential questionnaire
respondents — in terms of how they will react to the experience of completing
questionnaire?

3 Wnat does the marketing researcher have to offer potential questionnaire respon-
dents? Why should this question be considered?

4 How would you determine whether a specific question should be included in a
auestionnaire?

As issues emerge in individual chapters, links are
made to specific articles within the Professional
Perspectives section on the Companion Website

Questions test the
student’s understanding
of the chapter’s content

e

reduce such error

BEREB oo~

5 What are the reasons why respondents may be (@) unable to answer and (b) unwill-
ing to answer the question asked?

Explain the errors of omission, telescoping and creation. What can be done to
rs?

Explain the concepts of aided and unaided recall.
What can a researcher do to make the request for information seem legitimate?
What are the advantages and disadvantages of unstructured questions?

What are the issues involved in designing multple-choice questions?

What are the gidelines available for deciding on question wording?

What s a leading question? Give an example

What is the proper order for questions intended to obtain basic, classification and
identifcation information?

Notes

2 Abel, 5. Findin the clusve you
s Rscancls (Febrary 1996)

The founding reference

1951)

naire .

ik & How o sk

. ad Sl 3.
construction and interview procedure’, in
Wrightsman, LS. and Cook, S.W.

Vinson 1970, 5417
and Tickdes, ., Hon

1995 Fre, 1. and Oihi, S
i Tlephone nd 1 P (Thouiand Ok, CA:

Markering News 31(16) (1 August 1997), 19

1989, 277

Doding I Reserch vk syl 20,4
rough co-operstive par-

1o this subject s Payne,S.L., The Artof
Asking Questions (Princeton, NJ: Pinceton University Press,

Thos gl e o o el ks o i,
Schum d Presser, 5., Questions and

o it S Thowond Ol e g, 1599
‘Survey Questions (Thousand Oaks, CA:

Sage, Sudman, S. and Bradburn, NM., 1
overions (o Faneie CA oy B 195 Frdo 1
Professional Mail Surveys (Malabar, FL: Robert E. Krieger,
1983 e, . Bckstrom, G, and Hari

Surey Resarch (Cambridge, MA: Wiy, 1981 o
Advncel Quesiomair, i (Oranan, FL- Abt

1981 il . N and eehone vy

s Method (New Yok Viley 1978);Blankenship, A 1.

rofsional Teghone Surveps Oew Yok MeGraw il
Quesionnaise

el Rt Mt
Social Relations, 3rd edn (New York: Holt, Rinchart &

v 10 Conduct o
(Thousand Oaks, CA:
How 10 Conduct nterviews
Sage, 1995)
Semon, LT, sking "how imporian” s ot nough
e, P, Good

et et deyt I g D
12 T Qo 197167,

7 Boyd Jr, HW, Westfal, R. and Stasch, S.E, Marketing
Resarh: Tot i Coss, 1 i (Homewond, 1 T

8

g

15 Describe the issues involved in pilottesting a questionnaire.

Stapel 1, Observations: a brif observation about ikability
and interestingness of advertising, Journal of Advertising
Research 34(2) (March/April 1991), 79-80;

Tuchfrber, AL Effects of fler qu
tons i pblc pinion surveys, bl Opirin Qe e

Oldendick, RMW. and

(5pring 1982), 665

Shmetien K. amd Tohson, .. Link beteen response

inducing strategies an

Intlligence and Planning 1201) (1994),29-36.

Dutka, S. and Frankel, LR.

Joural of Advertising Resareh 37)
: Hallo, T, Duner: rkting s Work

(Westport,CT: Qutum Books 1983, 14

7), 3

sghubi, . 3 “Behayi

Qv e sl sgneuicty Famenor
Jounalof Consmer Rsarch

W.A. “Teescoping and memory’s other ricks

Tourtt f et e ey ¥ 987,53
andLannom, L,

Sadma S, Fo,
recal proced:

Guarery Sammer 1981,
Hil, R, Research

and Marketing 11) (Sprin
Ik s

27530 M:

quis, K.,

Peterson, RA., ‘Asking

1980),67-70.

. Measuring response error

gle interviews, Public Opinion
04,

' semsitiv topics in marketing - the
cal e of bl poplatons ol il oy
995), 13-+

T
i collection mode, question format,and qucston
ot P Opion o 020y mmmm 1%
rquis, M.S. and Polich, LI,
“Response bias and relbily n senstve

ofthe American Staisical Asocation fune 1986),381-5,
e age question: a rescarch note,
Fblic Oion Quartry Spiog 1599, 3735, Sheth
<Clre Jt, A. and Wachsprass, D., Tmpact of asking race
inormtion s il escys ol of rkeing (Wimer

a questionnaire?

Bilop, GE

formed response), Marketing

Uanuary/February

foural fre-

2202) (September 1995),

“The use of bounded

Ko e qusions he

e e s ol

353

Notes are sources for further reading



A N U

We are grateful to the following for permission to reproduce copyright material:

Figure 3.1 from ‘Qualitative technology — new perspectives on measurement and meaning through qualitative research’,
Market Research Society Conference, 2nd pre-conference workshop (Cooper, P. and Braithwaite, A. 1979); Table 6.1 from
‘Divided by a common language: diversity and deception in the world of global marketing’ in Journal of the Market Research
Society, Vol. 38 No. 2 (April), p. 105, reproduced with the kind permission of the World Advertising Research Center
(www.warc.com), (Goodyear, M. 1996); Figure 6.2 from ‘Changing the culture of a hospital: from hierarchy to network’ in
Public Administration, Vol. 78 No. 3, p. 487, Blackwell Publishers, Inc. (Bate, S.P. 2000); Table 6.2 from Hussey, J. and Hussey,
R., Business Research, 1997, Macmillan, reproduced with the permission of Palgrave Macmillan; Table 6.3 from Cresswell
J.W., Research Design: Qualitative and Quantitative Approaches, p. 5, copyright © 1994, reprinted by permission of Sage
Publications, Inc.

In some instances we have been unable to trace the owners of copyright material, and we would appreciate any information
that would enable us to do so.

XXii



Dr Naresh K. Malhotra is Regents’ Professor, DuPree College of Management, Georgia Institute of
Technology. He is listed in Marquis Who’s Who in America, 51st Edition (1997), 52nd Edition (1998), 53rd
Edition (1999), and in the National Registry of Who’s Who (1999).

In an article by Wheatley and Wilson (1987 AMA Educators’ Proceedings), Professor Malhotra was
ranked number one in the country based on articles published in the Journal of Marketing Research from
1980 to 1985. He also holds the all-time record for the most publications in the Journal of Health Care
Marketing. He is ranked number one based on publications in the Journal of the Academy of Marketing
Science (JAMS) from its inception through volume 23, 1995. He is also number one based on publications
in JAMS from 1986 to 1995. He is listed as one of the best researchers in marketing in John Fraedrich,

‘The best researchers in marketing, Marketing Educator (Summer 1997), p. 5.

He has published more than 75 papers in major refereed journals including the Journal of Marketing Research, Journal of Consumer
Research, Marketing Science, Journal of Marketing, Journal of Academy of Marketing Science, Journal of Retailing, Journal of Health Care
Marketing, and leading journals in statistics, management science and psychology. In addition, he has also published numerous
refereed articles in the proceedings of major national and international conferences. Several articles have received research awards.

He was Chairman, Academy of Marketing Science Foundation, 19961998, and was President, Academy of Marketing Science,
1994-1996, and Chairman of the Board of Governors from 1990 to 1992. He is a Distinguished Fellow of the Academy and Fellow
of the Decision Sciences Institute. He serves as an Associate Editor of Decision Sciences Journal and has served as Section Editor,
Health Care Marketing Abstracts, Journal of Health Care Marketing. Also, he serves on the Editorial Boards of eight journals.

His book entitled Marketing Research: An Applied Orientation, Third Edition, was published by Prentice Hall, Inc. An International
Edition and an Australian Edition of his book have also been published, along with a Spanish translation. The book has received
widespread adoption at both the graduate and undergraduate levels with more than 100 schools using it in the United States.

Dr Malhotra has consulted for business, non-profit and government organisations in the United States and abroad and has
served as an expert witness in legal and regulatory proceedings. He is the winner of numerous awards and honours for research,
teaching and service to the profession.

Dr Malhotra is a member and Deacon, First Baptist Church of Atlanta. He lives in the Atlanta area with his wife, Veena,
and children, Ruth and Paul.

Dr David Frederick Birks is a Senior Lecturer in Marketing at the Institute for Entrepreneurship in the
School of Management, University of Southampton, England. He has taught marketing research and man-
agement research on undergraduate, taught postgraduate and research degree programmes. David’s
industrial experience was gained in the construction and housing industry in England and Germany. Before
university lecturing he worked in purchasing, planning, marketing and research. He has Masters degrees in
Marketing Management and in Social Statistics and a Ph.D. in Marketing Information Systems.

David has continued to practise marketing research throughout his university career, managing projects
in financial institutions, retailers, industrial organisations, local authorities and charities. He has managed
projects as part of the undergraduate, M.Sc., M.B.A. and Ph.D. degree programmes at the University of

Bath. He was the Head of Marketing Research on the GlobalCash Project detailed throughout this text. He helped to develop
the research design, research instruments and analyses of this project. This involved coordinating the demands of major pan-
European and American banks, and the research requirements of 19 business schools throughout Europe. He edited and
made a major contribution to the text Global Cash Management in Europe that resulted from the combined research efforts of
colleagues in Britain, Denmark, Germany, Ireland, Italy, Norway and Sweden. He has published further research from
GlobalCash with colleagues from Aarhus, Denmark. In addition to his Cash Management work, David’s publications have
covered the fields of Housing, Statistics and Marketing.

David lives in the beautiful village of Vobster in the Mendip Hills of Somerset. From this very English setting, he brings a
cosmopolitan background to this European edition, having an English father, German mother, French grandfather and
Belgian great-grandparents.

Michael George Hewett graduated in Fine Art at the University of Newcastle upon Tyne. He is the
Curator of the Angela Williams Archive of Norman Parkinson Vintage Photography. Through this role,
Michael has developed a great interest in fashion photography in the 1950s and 60s, particularly the
work of Norman Parkinson at Vogue. The history of advertising and the role of photography in post-
war advertising are also major research interests for Michael. He is currently studying the formative
years of the author Mary Shelley through original documentation.

XxXiii






Stage 1
Problem definition

—

Stage 2
Research approach
developed

—

Stage 3
Research design
developed

—

Stage 4
Fieldwork or data
collection

—

Stage 5
Data preparation
and analysis

—

Stage 6
Report preparation
and presentation

Introduction to marketing
research

Objectives
After reading this chapter, you should be able to:

1 understand the nature and scope of marketing research and its
role in designing and implementing successful marketing
programmes;

2 explain the role of marketing research in marketing information
systems and decision support systems;

3 discuss the types and roles of research suppliers, including
internal and external, full-service and limited-service suppliers;

4 describe a conceptual framework for conducting marketing
research as well as the steps of the marketing research process;

5 understand why some marketers may be sceptical of the value of
marketing research;

6 acquire an appreciation of the complexities involved in
international marketing research;

7 gain an understanding of the ethical aspects of marketing
research and the responsibilities that marketing research
stakeholders have to themselves, each other, and to the
research project;

8 appreciate the potential opportunities and threats of the Internet
to marketing researchers.

Marketing researchers support decision-makers
by collecting, analysing and interpreting
information needed to identify and solve
marketing problems.
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Marketing research comprises one of the most important and fascinating facets of
marketing. In this chapter, we describe the nature and scope of marketing research,
emphasising its role of supporting marketing decision-making, and provide several
real-life examples to illustrate the basic concepts of marketing research. We give a
formal definition of marketing research and subdivide marketing research into two
areas: problem identification and problem-solving research. We show that marketing
research may be conducted on an ad hoc basis but is also an integral part of marketing
information systems or decision support systems. Next, we provide an overview of
marketing research suppliers and services. We go through a simple six-stage linear
description of the marketing research process. This description is extended to illus-
trate many of the interconnected activities in the marketing research process. There
are many successful marketing decisions that have used marketing research support;
however, marketing research does not replace decision-making. The limitations of
marketing research are established. To illustrate the marketing research process, we
examine the GlobalCash study, a live pan-European marketing research project that is
conducted biennially. GlobalCash will be used as a running example throughout this
book. The topic of international marketing research is introduced. International mar-
keting research will be discussed systematically in the subsequent chapters and will be
tackled in a dedicated chapter. The ethical aspects of marketing research and the
responsibilities that marketing research stakeholders have to themselves, to each
other, and to the research project are presented and developed in more detail
throughout the text.

What does marketing research encompass?

The term ‘marketing research’ is broad in meaning; it is related to all aspects of mar-
keting decision-making. The following examples provide a flavour of the varied
nature and applications of marketing research.

Listening to the customer - research at Royal Ahold*

Royal Ahold is a world supermarket leader. In the Netherlands Ahold operates six chains with
over 1,750 outlets, including the flagship Albert Heijn supermarkets. Worldwide, Ahold serves
20 million customers weekly in 3,400 stores in 17 countries across the US, Central and
Western Europe, Latin America and Asia. Customer orientation is at the top of the fundamen-
tal principles of the company. Its credo is that the customer comes first: ‘However big we
become, however international, it is ultimately the customer who determines our success’.

The following summarises the ways that Royal Ahold ‘listens’ to its customers to maintain
its customer orientation and continued success:

m Produce economic analyses and forecasts. They do this by gathering secondary data and
intelligence that give them an understanding of retail developments, competitive threats
and market changes.

m Use and contribute to audit data from A.C. Nielsen to obtain global data about develop-
ments in their markets.

m See their stores as a major ‘market research laboratory’ to study customers. They know
when they come in, how often and what they buy. Fundamental to these observations is
the use of scanner systems and loyalty cards.

m Use focus groups as a major source of information about how customers and non-
customers feel. They insist that management teams watch and listen to these discussions.
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m Use observation approaches to watch how customers behave in store, using protocol tapes
(where people think aloud about the purchases they are making).

m Select some researchers to supply raw data, where Ahold perform their own analyses and
interpretations, whilst in other projects they use specialised strategic input from
researchers to provide added value.

m Share their best practices and know-how. They have an electronic market research plat-
form where researchers discuss their projects and any problems they have. For example, if
a successful approach has been used in the Netherlands, they can consider using it in the
Us.

m Circulate a digest to their Corporate Executive Board and management teams all over the
world. Market Research Findings is issued twice a year, giving details of important papers,
articles and reports on retail research from inside or outside the Ahold company.

Bert L. J. van der Herberg, Vice-President Market Research, summarises the role of market
researchers at Royal Ahold:

‘Researchers are backroom consultants. | see the market researcher as a philosopher who
can take a critical view of the internal and external world. The researcher can act as “the
serious fool” to the court. The Board takes on our ideas and our language, but the market
researcher is not the spokesman for the company. They are listeners and interpreters.’

Banner advertising — more than clicks?

The Internet has the potential to fulfil advertising objectives beyond a direct response to a
banner advertisement. It has the potential to generate awareness and to build brands. For
media planners, it is very important to gain as much knowledge as possible of the effect of
Internet advertising in a media plan. In order to understand these effects, OMD Denmark and
A.C. Nielsen online initiated an Internet survey entitled ‘Banner Advertising Survey 2000’. The
survey was carried out on 16 major Danish Websites. The importance of the Websites
involved can be emphasised by the fact that 80% of Danes with Internet access from their
home visit at least one of the sites on a monthly basis. Fourteen banners for a total of 14 dif-
ferent brands were tested. In total, 23,823 respondents participated in the survey. The
approach to the study was based on a classic causal research design involving a test group
and a control group. The groups were differentiated only by one known factor — one banner
impression — with the purpose of examining whether an effect could be measured. The results
of the survey showed that as well as generating direct responses, banner adverts build brand
awareness. The vast majority of respondents saw the banners without clicking through to the
Website, giving the banner great potential as a broad tool of communication.

From Armani to AIDS: the hopes, the fears, of Europe’s youth3

Today’s youth live in a fast-changing world, and their attitudes, behaviour and exposure to the
media and to brands differ from those of their predecessors of just a few years ago. A major
qualitative research study, interviewing more than 500 young people across 16 countries, has
been conducted. Four workshops of seven to nine participants were held in each capital city,
each lasting up to five hours. The countries covered were Austria, the Czech Republic,
Denmark, Finland, France, Germany, Hungary, Italy, the Netherlands, Norway, Poland, Russia,
Spain, Sweden, Switzerland and the UK. The target of the research was ‘trend-setters’, that is
young opinion leaders and leading-edge youth aged 15-19 years, those who decide what is
‘in’, the early adopters and disseminators of opinions and tastes. Participants were given dis-
posable cameras to take photographs ahead of the groups; these were used, with other
materials, to create collages illustrating what makes them ‘happy’ or ‘sad’, and what it means
to be young and living in their country. A self-completion questionnaire provided data on
favourite pastimes, music and media stars, sports teams and so on, and ‘awareness’, ‘usage’
and ‘preferences’ of brands.

On clothing, for example, valuable insight was gained on the rationale behind both aspira-
tional desires and actual behaviour. Male participants aspired to the most obviously
status-giving brands, the opulent and clearly expensive (Versace, Armani), reflecting their

3
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desire to buy into a world of success, money and power that everyone (they feel) would
appreciate. Female participants, however, were far more interested in standing out from the
crowd. They were attracted to the non-mainstream brands which also came with their own
strong set of values (e.g. Mambo, Stussy), as well as the more expensive (e.g. Prada and
Gucci). What was especially interesting to the researchers was the way that these girls wore
brands, mixing and matching, personalising their outfits. As both the boys and girls matured
and their repertoire of brands and their financial status grew, they were more inclined to
temper their ‘ideals’. They moved towards the more High Street designer brands of Diesel,
Calvin Klein, Ralph Lauren and DKNY and ‘older’ stores such as Next and Gap.

The previous examples illustrate only a few of the methods used to conduct mar-
keting research, which may range from highly structured surveys with large samples
to in-depth interviews with small samples; from the collection and analysis of readily
available data to the generation of ‘new’ data; from direct interaction with consumers
to the distant observation of consumers. This book will introduce you to the full
complement of marketing research techniques. These examples also illustrate the cru-
cial role played by marketing research in designing and implementing successful
marketing plans.* Perhaps the role of marketing research can be better understood in
light of the basic marketing paradigm depicted in Figure 1.1.

The emphasis in marketing, as illustrated in the Royal Ahold example above, is on
the identification and satisfaction of customer needs. To determine customer needs
and to implement marketing strategies and plans aimed at satisfying those needs,
marketing managers need information about customers, competitors and other forces
in the marketplace. In recent years, many factors have increased the need for more
and better information. As firms have become national and international in scope, the
need for information on larger, and more distant, markets has increased. As con-
sumers have become more affluent, discerning and sophisticated, marketing
managers need better information on how they will respond to products and other
marketing offerings. As competition has become more intense, managers need infor-
mation on the effectiveness of their marketing tools. As the environment is changing
more rapidly, marketing managers need more timely information.”

Marketers make decisions about what they see as potential opportunities and prob-
lems, i.e. a process of identifying issues. They go on to devise the most effective ways
to realise these opportunities and overcome problems, i.e. a process of solving the
issues they have identified. They do this based on a ‘vision’ of the distinct characteris-
tics of the target markets and customer groups. From this ‘vision’ they develop,

Macroenvironmental Microenvironmental
factors * Family

* Economy * Peer groups

e Technology * Opinion leaders

* Competitors
* Legal & political

* Social & demographic Controllable marketing variables

* Product e Pricing < Promotion < Distribution

Marketing >

managers e Consumers
* Market segmentation * Employees
* Target market selection Exchange of values * Shareholders
* Marketing programmes * Suppliers

* Performance & control -«

Customer behaviour, satisfaction, loyalty

Marketing research support:

¢ The nature and scope of target markets

* The forces that shape the marketing system

¢ Evaluate marketing mix variables

¢ Evaluate successes and failures of marketing decisions

Time
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implement and control marketing programmes. This ‘vision’ of markets and subse-
quent marketing decisions may be complicated by the interactive effects of an array of
environmental forces that shape the nature and scope of target markets. These forces
also affect the marketers’ ability to satisfy their chosen target markets.

Within this framework of decision-making, marketing research helps the market-
ing manager link the marketing variables with their environment and customer
groups. It helps remove some of the uncertainty by providing relevant information
about marketing variables, environment and consumers.

The role of the marketing researcher in supporting the marketing decision-maker
can therefore be summarised as helping to:

m describe the nature and scope of customer groups

m understand the nature of forces that shape customer groups

m understand the nature of forces that shape the marketer’s ability to satisfy targeted
customer groups

m test individual and interactive marketing mix variables

m monitor and reflect upon past successes and failures in marketing decisions.

Traditionally, marketing researchers were responsible for assessing information
needs and providing the relevant information, while marketing decisions were made
by the managers. These roles are changing, however, and marketing researchers are
becoming more involved in decision-making; conversely, marketing managers are
becoming more involved with research. This trend can be attributed to better training
of marketing managers and advances in technology. There has also been a shift in the
marketing research paradigm, where increasingly marketing research is being under-
taken on an ongoing basis rather than in response to specific marketing problems or
opportunities on an ad hoc basis.®

This crucial role of marketing research is recognised in its definition.
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Marketing research

A key element within the total
field of marketing information.
It links the consumer,
customer and public to the
marketer through information
which is used to identify and
define marketing opportunities
and problems; to generate,
refine and evaluate marketing
actions; and to improve
understanding of marketing as
a process and of the ways in
which specific marketing
activities can be made more
effective.

Marketing research
process

A set of six steps which define
the tasks to be accomplished
in conducting a marketing
research study. These include
problem definition, developing
an approach to the problem,
research design formulation,
fieldwork, data preparation
and analysis, and report
generation and presentation.

Definition of marketing research

The European Society for Opinion and Marketing Research (ESOMAR) definition of
marketing research is given below. For the purpose of this book, which emphasises
the need for information in the support of decision-making, marketing research is
defined as follows:

Marketing research is a key element within the total field of marketing information. It
links the consumer, customer and public to the marketer through information which is
used to identify and define marketing opportunities and problems; to generate, refine
and evaluate marketing actions; and to improve understanding of marketing as a process
and of the ways in which specific marketing activities can be made more effective.

Several aspects of this definition are noteworthy. First, it is worth noting the term
‘total field of information’ This recognises that marketing decisions are not exclu-
sively supported by marketing research. There are other means of information
support for marketers that are now competing with a ‘traditional’ view of marketing
research. For many years, marketing researchers have recognised the competition they
face from an array of management consultants, who hope to add value to the data
they gather by claiming unique insights and interpretations.” In recent years, addi-
tional competition has emerged from raw data providers such as call centres, direct
marketing, database marketing and telebusinesses.® The methods of these competitors
may not be administered with the same scientific rigour and/or ethical standards
applied in the marketing research industry. Nonetheless, many marketers use these
other sources. Marketing research students should be aware of these other sources
and appreciate their strengths and weaknesses. Second, it reinforces the notion of
basing marketing decisions upon a strong understanding of target customers. It
stresses the role of ‘linking’ the marketer to the consumer, customer and public to
help improve the whole process of marketing decision-making.
ESOMAR further qualifies its definition of marketing research by stating:

Marketing research specifies the information required to address these issues [of link-
ing the consumer, customer and public to the marketer]; designs the method for
collecting information; manages and implements the data collection process; analyses
the results; and communicates the findings and their implications.

The above qualification of the definition of marketing research encapsulates the
marketing research process. The process is founded upon an understanding of
the marketing decision(s) needing support. From this understanding, research aims
and objectives are defined. To fulfil defined aims and objectives, an approach to con-
ducting the research is established. Next, relevant information sources are identified
and a range of data collection methods are evaluated for their appropriateness, form-
ing a research design. The data are collected using the most appropriate method; they
are analysed and interpreted, and inferences are drawn. Finally, the findings, implica-
tions and recommendations are provided in a format that allows the information to
be used for marketing decision-making and to be acted upon directly.

Marketing research should aim to be objective. It attempts to provide accurate
information that reflects a true state of affairs. It should be conducted impartially.
Although 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 manage-
ment. Research motivated by personal or political gain involves a breach of
professional standards. Such research is deliberately biased to result in predetermined
findings. The motto of every researcher should be ‘Find it and tell it like it is’
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ESOMAR’s view of the distinctive contribution of marketing research

ESOMAR distinguishes marketing research from other competitive forms of data
gathering, through the issue of the anonymity of respondents. It stresses that in mar-
keting research the identity of the provider of information is not disclosed. It makes a
clear distinction between marketing research and database marketing where the
names and addresses of the people contacted are to be used for individual selling,
promotional, fund-raising or other non-research purposes. These issues will be
explored more fully in the ‘Ethics in marketing research’ section in this chapter. The
distinction between marketing research and the database as a research tool is not so
clear. There is a growing amount of support given to marketing decision-makers from
database analyses that are not ‘respondent specific’. It is possible to perform database
analyses with the same level of professional standards as is applied in the marketing
research industry.

There are many instances where database analyses can add clarity and focus to
marketing research activities. For example, since the start of 1995 the highly respected
marketing research agency, Taylor Nelson AGB, has been building the European
Toiletries & Cosmetics Database (ETCD). Some 14,000 usage diaries of personal care
products are collected each year, across Britain, France, Germany, Italy and Spain.
Given the huge impact that database analyses are having upon marketing decision-
making, these issues will be developed more fully in Chapter 5. In the meantime, the
maxim stated by ESOMAR of preserving the anonymity of respondents is vital for the
continuing support of respondents and the ultimate health of the marketing research
industry.

A classification of marketing research

The ESOMAR definition encapsulates two key reasons for undertaking marketing
research: (1) to identify opportunities and problems, and (2) to generate and refine
marketing actions. This distinction serves as a basis for classifying marketing research
into problem identification research and problem-solving research, as shown in
Figure 1.2.

Problem identification research is undertaken to help identify problems that are,
perhaps, not apparent on the surface and yet exist or are likely to arise in the future.
Examples of problem identification research include market potential, market share,

Marketing research
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Problem Problem-
identification solving
research research
Examples: Examples:
* market potential research * segmentation research
* market share research * product research
* image research * pricing research
* market characteristics research * promotion research
 sales analysis research « distribution research

« forecasting research
* business trends research
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Problem-solving research
Research undertaken to help
solve specific marketing
problems.
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brand or company image, market characteristics, sales analysis, short-range forecast-
ing, long-range forecasting and business trends research. Research of this type
provides information about the marketing environment and helps diagnose a prob-
lem. For example, a declining market potential indicates that the firm is likely to have
a problem achieving its growth targets. Similarly, a problem exists if the market
potential is increasing but the firm is losing market share. The recognition of eco-
nomic, social or cultural trends, such as changes in consumer behaviour, may point to
underlying problems or opportunities.

Beer research shows overspill°

The proliferation of new brands in Europe’s booming beer market could result in shorter prod-
uct lifecycles and, ultimately, destroy brand loyalty. The report ‘Western European Beer’
reveals that the industry is in danger of an overspill of brands, with the number of brands
available exceeding demand. As a result, consumers are likely to fall back on ‘tried and tested
brands’, normally owned by large manufacturers, at the expense of lesser known brands,
which are likely to fall by the wayside. In Western Europe, there is an average per head con-
sumption of 84 litres per year, the highest level in the world.

The above research presents either a problem or an opportunity for beer manufac-
turers, depending largely upon whether your brand is ‘tried and tested’ or not. The
research could be classified as ‘business trends research’ or even ‘market potential
research’. It could be followed by individual beer manufacturers conducting their own
‘image research’ to reveal the extent to which their brand(s) are perceived as being
‘tried and tested’

Once a problem or opportunity has been identified, problem-solving research
may be undertaken to help develop a solution. The findings of problem-solving
research are used to support decisions that tackle specific marketing problems.
Problem-solving research is illustrated by the following example of revamping the
image of Kellogg’s Frosties.

Kellogg’s Frosties 1°

During 2000, Kellogg wanted to revamp the image of its breakfast cereal Frosties and, more
particularly, brand icon Tony the tiger. Tony has been around since 1956, and according to
Advertising Age magazine is one of the top ten icons of the twentieth century. Kellogg wanted
to make sure that Tony was not tired and jaded but a fresh proposition to children.

Their research involved a series of group discussions with 7 to 10 year olds. This involved
showing them different ideas and concepts, putting together different images and advertise-
ments. The researchers then observed the children’s reactions, to see what made them laugh
and got further input, using picture-led questionnaires. The research revealed that there was
still a huge affection for Tony but that they wanted him to be a bit sharper and witty while
retaining his fun character. The findings also pointed to a repositioning for Tony, away from his
traditional sports coach image to that of an action hero.

The Frosties example illustrates the refinement of marketing actions. With a brand
that has been so successful for many years, Kellogg had to be extremely careful in
making changes to the image of Tony. The example illustrates promotions research
supporting decisions on advertising copy. This example is clearly one of problem-
solving research. A problem-solving perspective enabled management to focus on the
promotions development of Frosties. Table 1.1 shows the different types of issues that
can be addressed using problem-solving research.

Problem identification research and problem-solving research go hand-in-hand,
however, and a given marketing research project may combine both types of research. A
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Table 1.1 Examples of problem-solving research

Segmentation research Determine basis of segmentation
Establish market potential and responsiveness for various segments

Select target markets and create lifestyle profiles: demography,
media, and product image characteristics

Product research Test concept

Determine optimal product design
Package tests

Product modification

Brand positioning and repositioning
Test marketing

Pricing research Importance of price in brand selection
Pricing policies

Product line pricing

Price elasticity of demand

Initiating and responding to price changes

Promotions research Optimal promotional budget

Optimal promotion mix

Copy decisions

Creative advertising testing

Evaluation of advertising effectiveness

Distribution research Attitudes of channel members

Intensity of wholesale and retail coverage
Channel margins

Retail and wholesale locations

marketing research project for a European beer manufacturer that sees its market share
diminish may determine through image research that its brand is perceived in a most
positive manner. This may indicate that the brand be extended into other types of beer
or even into clothes and fashion accessories! Appropriate target markets may be selected,
with detailed profiles of potential customers and an associated media and product
image. These decisions can clearly be supported with problem-solving research.

The role of marketing research in MkIS and DSS

Information obtained through the process of marketing research and from sources
such as internal records stored on databases and marketing intelligence becomes an
integral part of a firm’s marketing information systems (MKkIS). A marketing infor-
mation system (MKIS) is a formalised set of procedures for generating, analysing,
storing and distributing pertinent information to marketing decision-makers on an
ongoing basis. At face value, it may seem that the definition of a MKIS is similar to
that of marketing research. The difference lies in the MKIS providing information on
a continuous basis, guided by a marketing plan. Marketing research forms a compo-
nent of the MKIS, providing primarily ad hoc studies that focus upon new and
problematic issues faced by decision-makers. The design of the MKIS takes a much
broader view of the support for decision-makers. The MKIS focuses upon each mar-
keting decision-maker’s responsibilities, information needs and decision style. The
MKIS is designed around information gathered from a variety of sources, such as

9
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Decision support system
(DSS)

An information system that
enables decision-makers to
interact directly with both
databases and analysis
models. The important
components of a DSS include
hardware and a
communication network,
database, model base,
software base and the DSS
user (decision-maker).
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customer analyses from invoices and competitor intelligence reported by sales person-
nel. The continuously gathered information is combined and presented in a format
that can be readily used in decision-making. More information can be obtained from
an MKIS than from ad hoc marketing research projects. However, an MkIS may be
limited in the nature of information it provides and the manner in which the infor-
mation is structured, and cannot easily be manipulated.

Developed to overcome the limitations of the MKIS, decision support systems
(DSS) enable marketing decision-makers to interact directly with databases and
analysis models.!! A decision support system (DSS) is an integrated information
system, including hardware, communications network, database, model base, software
base and the marketing decision-maker, that collects and interprets information for
decision-making. Marketing research contributes research data to the database, mar-
keting models and analytical techniques to the model base, and specialised programs
for analysing marketing data to the software base. DSSs differ from MKISs in various
ways (see Figure 1.3).12 A DSS can combine the use of models or analytical techniques
with the traditional access and retrieval functions of an MKIS. They are easier to use
in an interactive mode and can be adapted as changes in the marketing system occur,
as well as to the decision-making approach of the user. In addition to improving effi-
ciency, a DSS can also enhance decision-making effectiveness by using ‘what if’
analyses, allowing the creativity of the marketing decision-maker to be reflected in the
search and connection between different internal and external data sources. An exam-
ple of a DSS is the use of geodemographic information systems, which will be covered
in more detail in Chapter 5 but is illustrated in the following example.

Geographic marketing at Banco Central Hispanoamericano 13

There are two important geographic features of the Spanish banking market: the concentra-
tion of the population in cities and the large number of bank branches. Forty-two per cent of
the population is concentrated in cities with more than 100,000 inhabitants. In these cities,
a DSS in the form of a geodemographic information system (GIS) (which combines customer
data with the geographic data on a map of a city) is very useful to define customer distribu-
tion areas based on their banking behaviour.

Banco Central Hispanoamericano have designed a model within their GIS which allows them
to assign customers to branches, maximising the number of customers assigned to each
branch while minimising the distance they have to travel. To do this, the system considers the
maximum distance (by street) that a customer is capable of travelling to go to a branch, the
maximum number of branches along which to distribute the customers, the total number of
branches to analyse, and the maximum distance over which to carry out the analysis.

The system also allows the bank to select new locations for automated teller machines
(ATMs) in an ‘intelligent’ way. When opening a new ATM, it is possible to select customers of
the Bank who use the machines of competitor banks close by and who also live in its area of
influence. This facilitates promotions activities, targeted at customers with the greatest likeli-
hood of using the new service.

As shown by the experience of Banco Central Hispanoamericano, a DSS can
greatly enhance the support given to marketing decision-makers. To make an MKIS or
a DSS work properly, the data used in the systems have to be accurate and totally

MkKIS DSS
e structured problems ¢ unstructured problems
* reports ‘fed’ to decision-makers ¢ use of models
* rigid structure  user-friendly interaction
* information display restricted ¢ adaptability
* combines quantitative and qualitative data ¢ uses ‘what if” analyses
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dependable. To generate accurate data, management relies upon well-devised internal
data systems and on the generation of external data through marketing research sup-
pliers and services.

Marketing research suppliers and services

Marketing research suppliers provide most of the information needed for making
marketing decisions. Figure 1.4 classifies marketing research suppliers and services.
Broadly speaking, research suppliers can be classified as internal or external. An inter-
nal supplier is a marketing research department or function located within a firm.
Many firms, particularly large ones, maintain in-house marketing research depart-
ments. A marketing research department’s place in an organisation structure may
vary quite considerably. At one extreme, the research function may be centralised and
located at the corporate headquarters, allowing the development of a range of skills
and expertise to be built up in a team. At the other extreme is a decentralised struc-
ture in which the marketing research function is organised along divisional lines,
allowing specific and focused expertise to be developed but without the breadth of
experience that may lie in a centralised team. In a decentralised scheme, the company
may be organised into divisions by products, customers or geographical regions, with
marketing research personnel assigned to the various divisions. These personnel gen-
erally report to a division manager rather than to a corporate-level executive. In
addition, between these two extremes is a variety of types of organisation. Even if a
firm has its own marketing research specialists, it may still turn to external suppliers
to perform specific marketing research tasks.

External suppliers are outside firms hired to supply marketing research data.
These external suppliers collectively comprise the marketing research industry. These
suppliers range from small (one or a few persons) operations to very large global cor-
porations. Table 1.2 lists the top 12 marketing research suppliers in the world. Table
1.3 lists the spending on marketing research in different countries; the growth in
spend and population sizes are shown to indicate the relative importance of the
industry to the economy. One country of note in Table 1.3 is Hungary, whose devel-
oping economy is supported by a high growth and dynamic marketing research

Research suppliers

I

’ ’

Internal External
Full service Limited service
Syndicated Standardised Customised Internet
services services services services
Field Coding Analytical Data. Branded
; and data f analysis products
services ) services h )
entry services services services
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Table 1.2 World top 12 market research companies, 200014

Company Global research Countries Head office Number of Percentage of

revenues with offices location full-time revenues from
(euro m) employees outside

home country
1 AC Nielsen Corp. 1,680 80 USA 21,000 67%
2 IMS Health, Inc. 1,205 74 USA 8,000 63%
3 The Kantor Group 989 59 UK 5,800 71%
4 Taylor Nelson Sofres Plc 756 41 UK 7,125 75%
5 Information Resources, Inc. 566 17 USA 4,000 25%
6 VNU, Inc. 561 21 USA 2,916 3%
7 NFO WorldGroup, Inc. 496 38 USA 3,500 63%
8 GfK Group 473 34 Germany 4,212 64%
9 Ipsos Group SA 324 24 France 2,437 78%
10 Westat, Inc. 282 1 USA 1,430 0%
11 NOP World 262 6 UK 1,302 60%
12 Aegis Research 247 12 UK 1,980 60%

industry. Below Table 1.3 is an example which explains the role of marketing research
in Hungary’s development in more detail. Table 1.4 lists where marketing research
monies are spent worldwide through external suppliers. External suppliers can be

classified as full-service or limited-service suppliers.

Table 1.3 World marketing research turnover in euros, with growth, adspend and

population, 20001®

Country Turnover Percentage growth Advertising spend Population in
(euro m) in local currencies (euro m) millions
compared with 1999
(adjusted for inflation)

USA 6,307 5% 128,015 273.2
UK 1,728 6% 19,065 58.7
Germany 1,374 3% 21,339 82.1
Japan 1,284 8% 35,742 126.5
France 1,020 8% 10,293 59.1
Italy 442 9% 7,553 57.3
Spain 291 0% 5,660 39.4
Netherlands 243 -1% 4,136 15.8
Sweden 243 2% 2,033 8.9
China 193 25% 4,428 1266.8
Switzerland 126 9% 2,781 7.1
Belgium 121 6% 2,115 10.2
Austria 84 2% 2,063 8.2
Denmark 82 -1% 1,460 5.3
Finland 81 11% 1,236 5.1
Poland 75 10% 1,412 38.7
Norway 73 9% 1,190 4.4
Portugal 49 8% 1,128 10
Greece 47 9% 1,268 10.6
Ireland 42 9% 650 3.8
Hungary 34 17% 567 10.1
Czech Rep. 32 12% 616 10.3
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Full-service suppliers
Companies that offer the full
range of marketing research
activities.

Syndicated services
Companies that collect and
sell common pools of data
designed to serve information
needs shared by a number of
clients.

Standardised services
Companies that use
standardised procedures to
provide marketing research to
various clients.

Customised services
Companies that tailor
research procedures to best
meet the needs of each
client.

Internet services
Companies which specialise
in the use of the Internet to
collect, analyse and distribute
marketing research
information.

Limited-service suppliers
Companies that specialise in
one or a few phases of a
marketing research project.

example |

Marketing research suppliers and services

Table 1.4 Europe still has the largest research market in the world - just! 16

Region Turnover Percentage of world Increase based on euro
(euro m)* turnover 1999/2000 (%)
Europe 6,452 39 11.1%
USA 6,428 39 26.0%
Central/South America 766 5 27.7%
Japan 1,309 8 31.3%
Asia Pacific 969 6 28.6%
Other 619 4 35.8%
Total world 16,543 100 20.3%

* Excludes in-house research by marketing departments, advertising agencies, governmental and academic institutions.

Full-service suppliers offer the entire range of marketing research services, for
example defining a problem, developing a research design, conducting focus group
interviews, designing questionnaires, sampling, collecting, analysing and interpreting
data, and presenting reports. They may also address the marketing implications of the
information they present. The services provided by these suppliers can be further
broken down into syndicated services, standardised services and customised services
(see Figure 1.4).

Syndicated services collect information that they provide to subscribers. Surveys,
diary panels, scanners and audits are the main means by which these data are collected.

Standardised services are research studies conducted for different clients but in a
standard way. For example, procedures for measuring advertising effectiveness have
been standardised so that the results can be compared across studies and evaluative
norms can be established.

Customised services offer a variety of marketing research services specifically
designed to suit a client’s particular needs. Each marketing research project is treated
uniquely.

Internet services offer a combination or variety of secondary data and intelligence
gathering, survey or qualitative interviewing, and the analysis and publication of
research findings, all through the Internet.

Limited-service suppliers specialise in one or a few phases of a marketing research
project. Services offered by such suppliers are classified as field services, coding and
data entry, analytical services, data analysis, and branded products.

Marketing and opinion research in Hungary grows more than 20% each year1’

Marketing and opinion research is a fast-growing industry in an emerging market such as
Hungary, and shows more dynamic growth than the economy itself. Ten years ago, marketing
research was a small sector and its contribution to the decision-making process in business
and society was not very well known in Hungary. Basic market research did exist in some
state-owned organisations, but few people were knowledgeable about the key research meth-
ods — quantitative research, qualitative research, focus groups, or what they meant.

Contrast this with the situation today where the turnover of the Hungarian research indus-
try reached about 30 million US dollars in 2000, according to ESOMAR’s latest global market
research study. Following a period of dynamic growth, the sector grew by 20% in 2000 (17%
adjusted for inflation) over the previous year. The research industry in Hungary employs
around 5,000 people of whom 4,000 are interviewers and 1,000 are researchers, data
processors and support staff. The market research industry in Hungary is young with all the
advantages and potential of a young sector. It is dynamic, talented, is open for new things
and learning fast.
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Field services

Companies whose primary
service offering is their
expertise in collecting data for
research projects.

Coding and data entry
services

Companies whose primary
service offering is their
expertise in converting
completed surveys or
interviews into a usable
database for conducting
statistical analysis.

Analytical services
Companies that provide
guidance in the development
of research design.

Data analysis services
Firms whose primary service is
to conduct statistical analysis
of quantitative data.

Branded marketing
research products
Specialised data collection
and analysis procedures
developed to address specific
types of marketing research
problems.
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Field services collect data through mail, personal interviews or telephone inter-
views, and firms that specialise in interviewing are called field service organisations.
These organisations may range from small proprietary organisations that operate
locally to large multinationals. Some organisations maintain extensive interviewing
facilities across the country for interviewing shoppers. Many offer qualitative data col-
lection services such as focus group interviewing (discussed in detail in Chapter 7).

Coding and data entry services include editing completed questionnaires, devel-
oping a coding scheme, and transcribing the data on to diskettes or magnetic tapes
for input into a computer.

Analytical services include designing and pretesting questionnaires, determining
the best means of collecting data, and designing sampling plans, as well as other
aspects of the research design. Some complex marketing research projects require
knowledge of sophisticated procedures, including specialised experimental designs
(discussed in Chapter 10) and analytical techniques such as conjoint analysis and
multidimensional scaling (discussed in Chapter 24). This kind of expertise can be
obtained from firms and consultants specialising in analytical services.

Data analysis services are offered by firms, also known as tab houses, that spe-
cialise in computer analysis of quantitative data such as those obtained in large
surveys. Initially, most data analysis firms supplied only tabulations (frequency
counts) and cross-tabulations (frequency counts that describe two or more variables
simultaneously). Now, many firms offer sophisticated data analysis using advanced
statistical techniques. With the proliferation of microcomputers and software, many
firms now have the capability to analyse their own data, but data analysis firms are
still in demand.

Branded marketing research products and services are specialised data collection
and analysis procedures developed to address specific types of marketing research
problems. These procedures may be patented, given brand names, and marketed like
any other branded product. Microscope by Retail Marketing (In-Store) Services is an
example of a branded product. It is a test marketing package for new product devel-
opment that supplies cost-effective measurements of new product performance.

The marketing research process

The marketing research process consists of six broad stages. Each of these stages is
discussed in detail in subsequent chapters; thus, the discussion here is brief. The
process illustrated in Figure 1.5 is of a simple linear nature. Figure 1.6 takes the
process a stage further to show the many iterations and connections between stages.
This section will explain the stages and illustrate the connections between the stages.

Step 1: Problem definition. The logical starting point in wishing to support the
decision-maker is trying to understand what marketing problem is being tackled.
Marketing problems are not simple ‘givens), as will be discussed in Chapter 2, and the
symptoms and causes of a problem are not as neatly presented as they may be in a
case-study such as those found in marketing texts. In Figure 1.6, the first three stages
show the iterations between environmental context of the problem, management decision
problem and marketing research problem. Understanding the environmental context of
the problem has distinct stages that will be discussed in Chapter 2. It involves discus-
sion with decision-makers, in-depth interviews with industry experts, and the
collection and analysis of readily available published information (from both inside
and outside the firm). Once the problem has been precisely defined, the researcher can
move on to designing and conducting the research process with confidence.



Figure 1.5

Simple linear
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marketing research
process

The marketing research process
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Problem definition
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Research approach developed

|

Stage 3:
Research design developed

l

Stage 4:
Fieldwork or data collection

l

Stage 5:
Data preparation and analysis

l

Stage 6:
Report preparation and presentation

Step 2: Development of an approach to the problem. The development of an
approach to the problem involves identifying factors that go on to influence research
design. A key element of this stage involves the selection, adaptation and development
of an appropriate theoretical framework. Understanding the interrelated characteris-
tics of the nature of target respondents, the issues to be elicited from them and the
context in which this will happen rely upon ‘sound’ theory. ‘Sound’ theory helps the
researcher to decide ‘what should be measured or understood’ and ‘how best to
encapsulate and communicate the measurements or understandings’. In deciding
what should be either measured or encapsulated, the researcher also develops a broad
appreciation of how the data they collect will be analysed. The issues involved in
developing an approach are tackled in more detail in Chapter 2.

Step 3: Research design developed. A research design is a framework or blue-
print for conducting a marketing research project. It details the procedures necessary
for obtaining the required information. Its purpose is to establish a study design that
will either test the hypotheses of interest and/or determine possible answers to set
research questions, and ultimately provide the information needed for decision-
making. Conducting any exploratory techniques, precisely defining variables to be
measured, and designing appropriate scales to measure variables can also be part of
the research design. The issue of how the data should be obtained from the respon-
dents (for example, by conducting a survey or an experiment) must be addressed.
These steps are discussed in detail in Chapters 3 to 13.

Step 4: Fieldwork or data collection. In Figure 1.5, this stage could be simplified
to ‘collecting the required data’ In Figure 1.6, a whole array of relationships between
stages of data collection is shown, starting at Secondary data collection and analysis
through to Quantitative research or Qualitative research. The process starts with a
more thorough collection and analysis of secondary data sources. Secondary data are
data collected for some other purpose than the problem at hand. They may be held
within the organisation such as databases that detail the nature and frequency of
customer purchases, through to surveys that may have been completed some time ago
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Figure 1.6

The marketing research
process, detailing
iterations between
stages
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that may be accessed through libraries, CD-ROMs or the Internet. Going through this
stage avoids replication of work and gives guidance in sampling plans and in deciding
what to measure or encapsulate using quantitative or qualitative techniques.
Secondary data collection and analysis may complete the research process, i.e. suffi-
cient information may exist to interpret and report findings to a point whereby the
information gaps that the decision-maker has are filled. The case may be that the sec-
ondary data form a vital foundation and a clear focus to primary data collection.

In Figure 1.6, the stage of Identify and select individuals for primary research covers
sampling issues for both quantitative and qualitative studies. This stage may include
the selection of individuals for in-depth qualitative research. In qualitative research,
issues of ‘representativeness’ are less important than the quality of individuals tar-
geted for investigation and the quality of response elicited. However, as can be seen
from the line leading up from Qualitative research to Identify and select individuals for
primary research, the qualitative research process may help in the identification and
classification of individuals who may be targeted using more formal sampling meth-
ods. These sampling methods are covered in detail in Chapters 14 and 15.

Beyond issues of identifying and selecting individuals, the options available for pri-
mary data collection vary considerably. A stage of Qualitative research alone may be
sufficient to support the decision-maker, as indeed could a stage of Quantitative
research. The following example illustrates the use of qualitative observation to sup-
port marketing decision-making. This example mirrors one of the research



example |

The marketing research process

techniques used by Royal Ahold (presented at the start of this chapter), helping them
to build up a ‘picture’ of their customers. As a technique in its own right, it does not
necessarily have to be followed by a survey or quantitative work to confirm the obser-
vations. This technique will be developed under the heading ‘Ethnographic research’
in Chapter 6.

Supermarket sweep 18

Video camera analysis can be used to gain vital information about the way in which super-
market consumers spend their money. People behave in certain ways within the supermarket
environment, according to store design specialist company ID Magasin. Patterns of consumer
behaviour can be used to maximise profits. Store managers who work on store design without
video footage are sometimes wrong about their conclusions. Consumers, for example, often
ignore the products placed on shelves at eye-level, despite popular belief to the contrary.

The research problem may require a stage of qualitative and quantitative research
to run concurrently, perhaps measuring and encapsulating different characteristics of
the problem under investigation.

A stage of qualitative research could be used to precede a stage of quantitative
research. For example, a series of focus groups may help to generate a series of state-
ments or expectations that are subsequently tested out in a survey to a representative
sample. Conversely, a survey may be conducted and, upon analysis, there may be clear
statistically significant differences between two distinct target markets. A series of
qualitative in-depth interviews may follow to allow a more full exploration and
understanding of the reasons for the differences between the two groups.

Step 5: Data preparation and analysis. Data preparation includes the editing,
coding, transcription and verification of data. In Figure 1.6, this stage is not drawn
out as a distinct stage in its own right, but is seen as integral to the stages of Secondary
data collection and analysis through to Quantitative research or Qualitative research.
The process of data preparation and analysis is essentially the same for both quantita-
tive and qualitative techniques, for data collected from both secondary and primary
sources. Considerations of data analysis do not occur after data has been collected;
such considerations are an integral part of the development of an approach, the
development of a research design, and the implementation of individual quantitative
or qualitative methods. If the data to be collected are qualitative, the analysis process
can occur as the data are being collected, well before all observations or interviews
have been completed. An integral part of qualitative data preparation and analysis
requires the researcher to reflect upon their own learning and the ways they may
interpret what they see and hear. These issues will be developed in Chapters 6 to 9.

If the data to be analysed are quantitative, each questionnaire or observation form
is inspected or edited and, if necessary, corrected. Number or letter codes are assigned
to represent each response to each question in the questionnaire. The data from the
questionnaires are transcribed or keypunched into a proprietary data analysis pack-
age. Verification ensures that the data from the original questionnaires have been
accurately transcribed, whereas data analysis gives meaning to the data that have been
collected. Univariate techniques are used for analysing data when there is a single
measurement of each element or unit in the sample; if there are several measurements
of each element, each variable is analysed in isolation (see Chapter 18). On the other
hand, multivariate techniques are used for analysing data when there are two or more
measurements of each element and the variables are analysed simultaneously (see
Chapters 18 to 24).
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Step 6: Report preparation and presentation. The entire project should be docu-
mented in a written report that addresses the specific research questions identified,
describes the approach, research design, data collection and data analysis procedures
adopted, and presents the results and major findings. Research findings should be
presented in a comprehensible format so that they can be readily used in the decision-
making process. In addition, an oral presentation to management should be made
using tables, figures and graphs to enhance clarity and impact. This process is encap-
sulated in Figure 1.6 with the reminder that the marketer’s information gaps are filled
and that the marketer is supported for the set problem but also a contribution is
made towards organisational learning in terms of building up marketing knowledge
(see Chapter 25).

Our description of the marketing research process is typical of the research being
done by major corporations. The following case of Land Rover illustrates some of the
activities involved in the marketing research process. Most importantly it shows the
vital link between marketing decision-makers and marketing researchers in generat-
ing information that can give a clear competitive edge.

Land Rover brand values across Europe 1°

For Land Rover, it is vitally important to regularly measure consumers’ knowledge, image and
desirability of the Land Rover brand. To this end, Land Rover monitors its brand values across
Europe via its image tracking study, CATS, which provides a measure of the health of the brand
and its composite values in each country surveyed. Since Europe is the most important region
for Land Rover in terms of product sales, this defined the focus of their research. The countries
covered on a continuous basis were Britain, France, Germany, Italy, Portugal and Spain.

The need for research to address the issue of brand values within Rover Group Marketing
Research stemmed from the fact that they were embarking on a global strategy of brand
value focus. The challenge was how to convert the strategy into something that was measura-
ble, in other words, how to make the marketing information requirements operational from a
research standpoint. Translating this challenge into the development of a research design set
the challenge of how to quantify the overtly emotional brand values and those values that are
based on the more concrete products. This had to be achieved, keeping the study as simple
and elegant as possible.

The data collection methodology adopted used Computer Assisted Personal Interviewing
(CAPI). New car buyers were interviewed covering the sectors that Land Rover competes in:

m 4x4 sector — with Range Rover, Discovery and Defender
m Luxury sector — with Range Rover
m 4x2 sector — with Discovery and Range Rover.

With a clear research design, the most important element to address Land Rover’s set of
objectives was to design a workable international questionnaire. The most important needs in
developing the questionnaire were as follows:

m To develop common measures to be adopted across all markets
m To distinguish between the emotional and rational elements of brand image
m To measure the Land Rover brand in a meaningful context.

These requirements resulted in a questionnaire development process of four stages:

1 Contents determination, e.g. image dimensions

2 Questionnaire piloting — using a qualitative studio facility

3 Questionnaire translation

4 Agency face-to-face briefing (in individual countries where the fieldwork was to be conducted).

A great deal of time was allocated to the structure of the reports to ensure that they focused
on the most salient findings of Land Rover’s progress in its competitive context. The informa-
tion was carefully marshalled to provide brand management with input into the brand
planning cycle without swamping them with masses of data.



Uncle Jim heads off to
the Caribbean for his
summer holidays, using
the money he saved by
not conducting
marketing research.

The limitations of marketing research

The philosophy of taking data to wisdom is at the heart of Rover Group Marketing
Research. The objective was to transform data along the continuum to information, then
knowledge and ultimately wisdom. Land Rover clearly sees the wisdom of being focused and
driven by the consumer. Such a focus requires regular, timely and actionable consumer-based
research. By being passionate about the brand and the customer, Land Rover survives and
indeed thrives in today’s fiercely competitive environment.

The limitations of marketing research

If decision-makers have gaps in their knowledge, if they perceive risk and uncertainty

in their decision-making and cannot find support at hand within their organisation,

they can gain support from marketing research. However, many marketers can

recount cases where the use of marketing research has resulted in failure or where

decisions based upon gut feeling or intuition have proved to be successful. Such cases

present a challenge to marketing researchers, especially in light of the competition
faced by the industry from alternative information sources as dis-
cussed earlier. Reflecting upon such cases should remind marketing
researchers to maintain a focus of offering real and valuable support
to decision-makers. Understanding what real and valuable support
means should underpin the whole array of creative data collection
and analysis procedures available to the marketing researcher. The
following example starts this reflection process with a case that is very
close to home!

example | What'’s this marketing research then,
Dave?

James Birks founded and successfully ran a kiln construction company for
over 40 years. He designed, built and maintained kilns for some of the most
demanding porcelain and ceramics manufacturers worldwide, including
Wedgwood, Doulton and Spode. At retirement age he sold his company as a
going concern — a very wealthy man.

James was presented with a copy of the first edition of this text by his
nephew, David Birks. He was very pleased with the present but was
intrigued by the title and asked ‘what’s this marketing research then,
Dave?’. He certainly had a clear idea of what marketing meant to his busi-
ness and what was involved in being a successful marketer in his industry,
but the notion of researching marketing activities was alien to him.

The intriguing aspect of this question is that James Birks had run

a successful business on an international basis for over 40 years with-

out the need to be aware of or to use marketing research. Had he used

marketing research, could he have been even more successful, or

would it have been a wasted investment? Could he have been practis-

ing marketing research ‘activities’ in a very informal manner to

support marketing decisions? In his business-to-business marketing

situation, he knew his customers and competitors well, he knew what

shaped their demands. This knowledge he acquired on a day-to-day

basis, nurturing a curiosity about opportunities and how to realise them — without

resorting to support from formal ad hoc marketing research. The example of James

Birks shows that decision-makers do not rely solely upon marketing research, and in
certain circumstances can survive and perform well without it.
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Another view to reflect upon is the damning comment from Anita Roddick of The
Body Shop, who said that ‘market research is like looking in the rear view mirror of a
speeding car’?® This may be a valid point if one sees the relationship of marketing and
marketing research from the perspective illustrated by the respected research prac-
tioner, Wendy Gordon:

Traditional marketers delegate responsibility to the processes of marketing research.
They believe that you can ask people what they want and need in the future and then
deliver it to them. It is a fallacy. Marketing research removes people from experiencing
reality, where the signs of change bubble up in unexpected places. Sitting in comfort
behind a one-way mirror, listening to a debrief from researchers describing the world
‘out there’ or reading statistical reports on markets and the ‘aggregate consumer’ is not
real, it is sanitised and second-hand.*!

Given the above criticisms, it is a fair point to acknowledge that there are cases where
the use of marketing research has resulted in poor decision-making or even failure.
Ultimately, this examination should lead to a stronger justification of what ensures
strong and valuable marketing research support. It may be a painful path to tread but
this journey has to be made!

There are two areas of misconception of the role of marketing research:

1 Marketing research does not make decisions. The role of marketing research is not to
make decisions. Rather, research replaces hunches, impressions or a total lack of
knowledge with pertinent information.

2 Marketing research does not guarantee success. Research, at best, can improve the
odds of making a correct decision. Anyone who expects to eliminate the possibility
of failure by doing research is both unrealistic and likely to be disappointed. The
real value of research can be seen over a long period where increasing the percent-
age of good decisions should be manifested in improved bottom-line performance
and in the occasional revelation that arises from research.

The last point shows the long-term benefits of conducting marketing research, i.e.
that the results of a study may help decision-makers with an immediate problem, but
by building their knowledge they can also have long-term benefits.

A great proportion of marketing research money has been spent on developing and
testing new products. Questions have been posed that examine the role marketing
research plays in poor success rates of new products across a wide range of
industries.” Clearly, marketing research cannot be blamed for every failure, and the
following two reasons may explain why decision-makers can make poor decisions
when sound research has been conducted:*

1 Blind optimism/disbelief in research. Many patently bad products have been
launched because marketing management did not believe research findings.

2 Political pressures. Given how many personal reputations may be at stake in the
lengthy and costly process of new product development, there may be political
pressures to launch a ‘borderline’ case.

The following example illustrates where research was used in new product develop-
ment but the designer and entrepreneur chose to ignore the findings, and ultimately
achieved immense levels of success.

Doing a Dyson?>

Just 23 months after its launch in the UK, the Dyson bagless vacuum cleaner became
Britain’s best seller, overtaking sales of Hoover, Electrolux, Panasonic, Miele and all other
vacuum cleaners. The Dyson clear bin was given a resounding thumbs-down in marketing
research. People said they did not like the dirt being visible in the bin in case their neighbours
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The limitations of marketing research

saw how much dirt had been picked up in their homes. Some retailers said they would not
want to have dust on display in demonstration machines. Yet, the dust was there because
they began using Dyson display machines to clean their shops. Dyson felt compelled to
launch their vacuum cleaner with a clear bin, believing that it is important to see when it is
full. Moreover, what better way was there to show stockists, sales staff and customers proof
of its increased efficiency than to see the dirt being collected?

How would consumers react to a new vacuum cleaner with totally radical styling, revolu-
tionary internal engineering and a price tag almost twice that of the current brand leader? The
public’s response proved immediately that innovative products do sell, even at a premium
price. However, marketing research did not point to this product having the potential to be a
success. Dyson argued that ‘marketing research will only tell you what has happened. No
research can tell you what is going to happen’.

Other researchers offer reasons why decision-makers may reject research findings.
These go beyond the confines of developing and testing new products. Examples of
these reasons include:?¢

1 Invalidity of research methods. If the decision-maker suspects the accuracy or
appropriateness of the methods for the problem faced, lack of confidence would
lead to a rejection of findings.

2 Faulty communication. This would lead to the findings being difficult to compre-
hend or utilise, or being unconvincing.

3 Irrelevance. The decision-maker may see the findings as irrelevant to the perceived
marketing problem.

If decision-makers reject research findings, and have been taken to task as a conse-
quence, they can easily support their stance. They could question the time taken to
conduct research (and the possible consequences of delays in decision-making), and
the cost required (not only in paying for marketing research projects but also in man-
agerial effort). They could point to the few reliable methods of evaluating the return
on investment. They may also question the amount of support that can be given from
a researcher who may have little understanding of the context and environment in
which the decisions are made.

Collectively, the examples in this section illustrate that out of the array of research
and information support approaches, there is no one guaranteed approach, research
design or technique that can create the perfect means to support decision-makers.
Given the vast array of marketing decisions and styles of marketing decision-maker,
the hallmark of marketing decision-making is creativity. Creativity in decision-
making can be supported well by accurate and relevant information. Generating
accurate and relevant information is also a creative act. The diagnosis of problems,
the measurement of consumers and the interpretation of those measurements are all
creative acts, not a set system.

If decision-makers complain that research is misleading or is only telling them
what they already know, the marketing researcher may argue that the fault lies with
managers who pose the wrong questions or problem in the first place. If one takes the
narrow view that the decision-maker poses the questions and the researcher finds the
answers, there may be some validity in such an argument. It does not hold if one con-
siders that the decision-maker and the researcher have a joint commitment to solve
problems, that they have quite distinct but complementary creative skills that they can
bring together to understand what problem they should be researching, how they
conduct the research, and how they interpret their findings.

The above perspective is neatly encapsulated in the views of two marketing research
practitioners in the Professional Perspectives section on the Companion Website. See
Professional Perspective 1 for Wendy Gordon’s article ‘Be creative to innovate: market
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research can be the enemy of innovation” and Professional Perspective 2 for Miranda
Forestier-Walker’s article ‘Research is not a substitute for talent and skills’.

Professional Perspective 3 by Magnus Kristjansson and Magnus Baldursson con-
tends that marketing research is not just about questioning what consumers ‘want’.
They go on to argue, and illustrate, the role of marketing research in ‘creating’ cus-
tomers. See also Professional Perspective 13, based on a speech by the Chairman of
Heineken to an audience of European marketing researchers. His speech poses ques-
tions about the role that marketing researchers play in supporting decision-makers.

Can marketing researchers survive in an age of increasing competition from other
information providers? How can the industry fend off the challenge from the armies
of consultants and other information suppliers? To achieve this, the industry has to
offer clients insights rather than just data analysis. The marketing researcher’s input
must be seen to benefit the bottom line. Initiatives that bring clients and researchers
closer together are needed — initiatives that educate buyers that marketing research
has as much if not more to offer than very expensive consultancy firms.?”

Supporting decision-makers in pan-European banking

Supporting pan-European banking decisions

A research project designed to understand the cash management and electronic banking
practices of Europe’s largest companies is used to provide examples throughout this text. The
examples illustrate particular techniques and data analysis procedures. They may be read as
a case that runs throughout the book or individually; all that is needed is to appreciate the
context of the study presented here.

GlobalCash has been directed by the English co-author, coordinating 19 business schools
throughout Europe in 1996, 1998, 2000 and 2002. It is a study conceived, financed and
administered by The Bank Relationship Consultancy using a mixture of quantitative and qualita-
tive techniques. The targets to be researched are the largest companies in 19 European
countries, including the Eastern European countries of the Czech Republic, Hungary and
Poland. The whole project is funded by major banks from Britain, France, Germany, Ireland,
Spain and the USA, with additional sponsorship from Treasury Management Associations in
individual countries. The subjects tackled in the study focus upon cash management practices,
service quality, electronic banking and the impact of European Monetary Union. Of particular
importance to banks are questions that indicate changes in market share in individual coun-
tries, evaluations by companies of their service delivery, and companies’ plans for the future.

The main methods used were:

a postal survey of companies

a telephone survey focused upon the impact of the euro

an Internet survey focused upon innovations in response to the euro

in-depth interviews in each European country

a feedback workshop in Brussels, whereby the survey findings were presented to question-
naire respondents followed by qualitative workshops.

The findings of the GlobalCash studies were used to develop the marketing, operational and
IT strategies of major banks operating in Europe. As the study is conducted every two years,
measurement of the effect or outcome of past strategies can be conducted.
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International marketing research

With the spread of marketing and research skills has come a noticeable decline in a
‘national research culture’. There was a time when each country had a stubbornly
distinctive approach to research, making it extremely difficult to get a consistent
research design across markets. Most people are aware now that there are different,
equally legitimate, ways to approach research problems and that no one school of
thought has absolute authority for all types of problem. This greater flexibility has
made multi-country coordinated projects much more feasible — not easier, as they
represent intellectually, logistically and diplomatically the most demanding of prob-
lems.

Conducting international marketing research is much more complex than con-
ducting domestic marketing research. All research of this kind will be discussed and
illustrated in individual chapters as individual techniques are developed and in
greater detail in Chapter 26. The marketing, government, legal, economic, struc-
tural, socio-cultural and informational environments prevailing in target
international markets, and the characteristics of target consumers that are being
studied, influence the manner in which the marketing research process should be
performed. Examples of these environmental factors and their impact on the mar-
keting research process are illustrated in detail in subsequent chapters. The
following example illustrates the problems and challenges faced by researchers in
the European context.

example | Crossing borders2s

What is this thing called Europe? Over a decade after the collapse of the Berlin Wall and
with the levelling force of globalisation at play, arriving at a meaningful definition is harder
than ever. Despite binding influences like a single currency, Europe’s national marketing
research markets have distinct cultural, cost and quality characteristics. For example,
German marketing research still feels the effects of reunification, while Spanish agencies
are trying to leverage Spain’s historical links with Latin America to capture a slice of the
coordination market there.

For research buyers and users, the diversity of Europe is very real, and the trickiest part
of their remit is to get comparable data systems across the different country markets.
Andrew Grant, European Research Director at Ford, says: ‘From our perspective, actually
getting to a single methodology, a single questionnaire, a single data collection method and
a single set of attributes that means the same thing across markets is a hugely difficult part
of what we do.’

Europe may be moving towards becoming a single market, but from a research cost per-
spective it is still far from being a level playing field. In the absence of tax and social cost
harmonisation across Europe, countries like France and Sweden are two of the region’s
most expensive places to conduct research. The euro will have an increasingly positive
effect, agencies say, for those countries that participate. ‘It makes contracting and financ-
ing easier,” says Klaus Wibbenhorst, Chief Executive of German-based group GfK. ‘The euro
won’t mean that prices in all European countries will be the same, you have to take into
account different levels of productivity and efficiency. But it makes pricing more transparent
between countries.’

Against a background of centralisation, standardisation and increasing cooperation,
Europe’s researchers believe that the region’s defining diversity will survive. ‘The fact that
we’re multi-cultural means that we have great creative potential,” says Meril James of GIA.
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Sugging

The use of marketing
research to deliberately
disguise a sales effort.

Frugging

The use of marketing
research to deliberately
disguise fundraising
activities.
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Ethics in marketing research

Ethical issues arise in marketing research for several reasons. Marketing research
often involves contact with the respondents and the general public, usually by way
of data collection, dissemination of the research findings, and marketing activities
such as advertising campaigns based on these findings. Thus, there is the potential
to abuse or misuse marketing research by taking advantage of these people, for
example by misrepresenting the research findings in advertising. As explained ear-
lier, marketing research is generally conducted by commercial (i.e. for-profit) firms
which are either independent research organisations (external suppliers) or depart-
ments within corporations (internal suppliers). Most marketing research is
conducted for clients representing commercial firms. The following example sum-
marises the basic principles of the Code of Conduct as presented by ESOMAR. The
full array of ESOMAR codes of conduct can be viewed on: www.esomar.nl/
codes _and_guidelines.html.

The principles detailed in these codes will be developed and illustrated at the end
of most chapters.

ESOMAR Code of Practice: basic principles

Effective communication between the suppliers and the consumers of goods and services
of all kinds is vital to any modern society. Growing international links make this even more
essential. For a supplier to provide in the most efficient way what consumers require they
must understand their differing needs, how best to meet these needs, and how they can
most effectively communicate the nature of the goods or services under offer. This is the
objective of marketing research.

Such research depends upon public confidence: confidence that it is carried out hon-
estly, objectively, without unwelcome intrusion or disadvantage to respondents, and that it
is based upon their willing cooperation. This confidence must be supported by an appropri-
ate professional Code of Practice, which governs the way in which marketing research
projects are conducted.

The first such Code was published by ESOMAR in 1948. This was followed by a number
of Codes prepared by national marketing research societies and by other bodies such as
the International Chamber of Commerce (ICC), which represents the international market-
ing community. In 1976 ESOMAR and the ICC decided that it would be preferable to have a
single International Code instead of two differing ones, and a joint ICC/ESOMAR Code was
therefore published in the following year (with revisions in 1986).

Subsequent changes in the marketing and social environment, new developments in
marketing research methods and a great increase in international activities of all kinds,
including legislation, led ESOMAR to prepare a new version of the International Code in
1994. This new version sets out as concisely as possible the basic ethical and business
principles which govern the practice of marketing and social research. It specifies the rules
which are to be followed in dealing with the general public and with the business commu-
nity, including clients and other members of the profession.

Classic examples of breaches of these principles come in the guise of sugging and
frugging. Sugging occurs when surveys are used to gain access to respondents to
deliver a sales pitch or to generate sales by other means. Frugging occurs when sur-
veys are used to raise funds for a charity or other cause under the guise of
conducting research.
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Internet and computer applications

According to most estimates, the global online population has grown to over 400
million and is destined to grow even further with the increasing use of palm-tops,
WAP phones, interactive television and other access modes. In line with this devel-
opment, online research is growing rapidly with triple-digit growth in the last few
years and turnover estimated to exceed €320 million last year.?’ This online popula-
tion cannot be treated as one homogeneous mass, as there are some clear
differences between the European and US Internet markets. In Europe the Internet
has become a feature of a new-media environment that includes other interactive
media such as digital television, whereas in the US the research focus is on the
Internet, which has grown faster than other new media. Internet growth in Europe
has also been shaped by environmental factors unheard of in the States: data pro-
tection legislation and telecoms charging.*®

The Internet has generated massive changes in how business is conducted and
how different businesses, stakeholders and consumers communicate. Given the level
of growth and turnover highlighted above, the Internet has generated a great array
of opportunities and threats for the marketing research industry. There are few in
the marketing research industry that would dispute the potential of the Internet.
From initially being used in desk research, the Internet is being applied increasingly
in both quantitative and qualitative techniques. As well as being a very effective tool
for gathering data, the Internet, intranets and extranets are being used very effec-
tively to disseminate information.’! The key benefits of using the Internet when
compared with traditional data collection methods lie in the speed, economy, con-
trol and elements of data quality, e.g. ‘People are more likely to give an honest
opinion on the Internet. A recent study showed that people are willing to disclose
up to four times as much over the Net because they can’t see each other — they are
more focused and less concerned about being judged’.*? The key limitations lie in
sampling issues, technical problems and elements of data quality. Given the strength
of the undoubted benefits of the Internet in conducting marketing research, the ini-
tial trickle of research agencies dabbling in Internet research has turned into a
flood. This ‘flood” has been precipitated by fears that agencies which continued to
watch and wait could find themselves out of business.*® So, as well as opportunities,
the marketing research industry is faced by new threats, not just from traditional
competitors but also from completely new competitors in the marketplace. The one
factor that will intensify competition for the marketing research industry is the
Internet. The Internet enables anybody to be a ‘data collector’, including marketing
clients, i.e. research buyers and users. More generally, a growing market for auto-
mated research tools potentially makes it easy for anybody to become a researcher.

With the relative ease of becoming a ‘researcher’, the growth rate of the number
of online surveys is generating concern and sparking debate. At risk are the levels of
quality and ethical standards that have been nurtured and valued in the industry
over many years. Millward Brown Intelliquest, for example, recently published fig-
ures estimating that up to 95% of marketing research in the European Community
by 2005 could be conducted through the Internet.>* Because it has become cheap
and relatively straightforward to produce surveys through the Internet, those com-
panies with an eye on the bottom line may be tempted to use organisations that do
not apply the quality standards prevalent in traditional forms of research. It is a rel-
atively simple task to put together an email questionnaire, send it out to addresses
compiled from any number of newsgroups and wait for the response. Most likely in
this scenario are results that have the potential to be grossly misleading.
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Responding to the threats, it has been argued that the availability of data on the
Web means that survival of the marketing research industry will depend more on
what it can do with the information it collects and less with how it is collected.>
The marketing research industry must therefore evolve its current offering, adapt-
ing to the demands of decision-makers that recognise the value of good research.
The industry must understand the technology and use it effectively, but it must be
careful not to lose sight of the human element of the accumulated knowledge and
added value that good researchers can bring.*® What must not be compromised are
the levels of quality in data collection and analysis and the ethical standards that
have been nurtured and valued in the industry over many years.

Given the importance of the Internet and developing technologies to the market-
ing research process and industry, key issues and debates in this subject will be
continually addressed. Throughout this book we show how the stages of the mar-
keting research process are facilitated by the Internet and other developing
technologies and software. On the Companion Website to this text, demonstration
versions of marketing research software will illustrate the use of computing tech-
nology in the process of questionnaire design, data entry, data analysis and
reporting, and the application of geodemographic information systems.

Marketing research provides support to marketing decision-makers by helping to
describe the nature and scope of customer groups, understand the nature of forces
that shape the needs of customer groups and the marketer’s ability to satisfy those
groups, test individual and interactive controllable marketing variables, and monitor
and reflect upon past successes and failures in marketing decisions. The overall pur-
pose of marketing research is to assess information needs and provide the relevant
information in a systematic and objective manner to improve marketing decision-
making. Marketing research may be classified into problem identification research
and problem-solving research. Information obtained using marketing research can
become an integral part of a Marketing Information System (MKIS) and a Decision
Support System (DSS). The contribution of marketing research to such systems illus-
trates that research has a role in developing marketing learning within organisations.

Marketing research may be conducted internally (by internal suppliers) or may be
purchased from external suppliers. Full-service suppliers provide the entire range of
marketing research services, from problem definition to report preparation and pres-
entation. The services provided by these suppliers can be classified as syndicated
services, standardised services or customised services. Limited-service suppliers spe-
cialise in one or a few phases of the marketing research project. Services offered by
these suppliers can be classified as field services, coding and data entry, data analysis,
analytical services or branded products.

The marketing research process consists of six broad steps that must be followed
systematically. The process involves problem definition, research approach develop-
ment, research design formulation, fieldwork or data collection, data preparation and
analysis, and report preparation and presentation. Within these six broad steps are
many iterations and routes that can be taken, reflecting the reality of practising mar-
keting research.

Marketing research is not a panacea for all marketing problems. There are examples
where marketing research has not adequately supported decision-makers. Many of the
problems that arise from poor marketing research derive from poor communications
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Notes

between decision-makers and researchers. International marketing research is much
more complex than domestic research because the researcher must consider the envi-
ronments prevailing in the international markets being researched. Research is founded
upon the willing cooperation of the public and of business organisations. Ethical mar-
keting research practices nurture that cooperation allowing a more professional
approach and more accurate research information. Marketing research makes extensive
use of the great opportunities afforded by the Internet. There are also many competitive
threats to the marketing research industry that have been exacerbated by the Internet.

1 Describe the task of marketing research.

2

What decisions are made by marketing managers? How does marketing research
help in supporting these decisions?

3 Define marketing research.

4 What problems are associated with using consumer databases in marketing

research?

5 Describe one classification of marketing research.

6 What is a marketing information system and how does it differ from a decision sup-

port system?

7 Explain one way to classify marketing research suppliers and services.

8 What are syndicated services?

9 Describe the steps in the simple linear marketing research process.

10
research process.

11
12
13
14

Explain why there may be the need for iterations between stages of the marketing

What arguments can be used by sceptics of marketing research?
What arguments would you use to defend investment in marketing research?
What factors fuel the growth of international marketing research?

Discuss the ethical issues in marketing research that relate to (a) the client, (b) the

supplier, and (c) the respondent.

15
keting researcher.

Vangelder, P, ‘Listening to the customer — research at Royal
Ahold’, ESOMAR Newsbrief 4 (April 1999), 14-15.

Summarise the nature of threats and opportunities that the Internet offers the mar-

and the time-sensitivity of information), Journal of Marketing
Research 30 (November 1993), 509-21.

Johansen, T. and Herlin, K., ‘Banner advertising — more than 6 Malhotra, N.K,, ‘Shifting perspective on the shifting paradigm
clicks’, Admap (October 2001), 15-17. in marketing research’, Journal of the Academy of Marketing
Bradford, S., ‘From Armani to AIDS: the hopes, the fears, of Science 20 (Fall 1992), 379-87; and Perreault, William, ‘The
Europe’s youth’, ResearchPlus (November 1997), 4. shifting paradigm in marketing research’, Journal of the
For the strategic role of marketing research, see Zabriskie, Noel Academy of Marketing Science 20 (Fall 1992), 367-75.

B. and Huellmantel, Alan B., ‘Marketing research as a strategic 7 Cervi, B. and Savage, M., ‘Innovate to survive, Research
tool’, Long-Range Planning 27 (February 1994), 107-18. (October 1999), 16-17.

For relationships between information processing, marketing 8 Savage, M., Downstream danger’, Research (May 2000), 25-7.
decisions and performance, see Glazer Rashi, and Weiss, Allen 9 ‘Beer research shows overspill, Marketing (9 October 1997), 6.
M., ‘Marketing in turbulent environments: decision process 10 ‘Research can be child’s play, Marketing (10 May 2001), 35.

27



Chapter 1 ¢ Introduction to marketing research

11

12

13

14
15
16
17
18
19
20
21
22

23

28

Turban, E., Decision Support and Expert Systems (New York:
Macmillan, 1990); McCann, J., Tadlaoui, A. and Gallagher, J.,
‘Knowledge systems in merchandising: advertising designs),
Journal of Retailing (Fall 1990), 257-77.

Mohanty, R.P. and Deshmukh, S.G., ‘Evolution of a decision
support system for human resource planning in a petroleum
company, International Journal of Production Economics 51(3)
(September 1997), 251-61.

Calmet, A.V., ‘Geographic marketing in financial institutions:
the experience of Banco Central Hispanoamericano)
Marketing and Research Today (August 1996), 182-9.
ESOMAR Annual Study on the Market Research Industry
2000.

Ibid.

ESOMAR Press Release, Amsterdam, 7 September 1997.
ESOMAR Press release, October 2001.

‘Supermarket sweep’, The Grocer (13 July 1996), 28.

Bull, N. and Oxley, M., ‘The search for focus — brand values
across Europe’, Marketing and Research Today (November
1996), 239.

Lury, G., ‘Market research cannot cover for the “vision thing”,
Marketing (9 November 2000), 34.

Gordon, W., ‘Be creative to innovate’, Research (January 2000),
23.

Lehmann, D.R., Market Research and Analysis, 3rd edn
(Homewood, IL: Irwin, 1994), 14.

Sampson, P. and Standen, P., ‘Predicting sales volume and
market shares’, in New Product Development Research

24
25

26

27

28

29

30

31

32

33
34

35

Contributions to Strategy Formulation, Idea Generation and
Screening Product, Product Testing and Final Marketing,
ESOMAR (November 1983).

Ibid.

Muranka, T. and Rootes, N., Doing a Dyson (Dyson
Appliances, 1996), 22.

Luck, D.J., Wales, H.C., Taylor, D.A. and Rubin, R.S.,
Marketing Research, 5th edn (Englewood Cliffs, NJ: Prentice
Hall, 1978).

Chervi, B. and Savage, M., ‘Innovate to survive, Research
(October 1999), 16.

McElhatton, N., ‘Crossing borders’, Research, Guide to Europe
(May 2000), 4-5.

ESOMAR Press Release, New ESOMAR guideline on Internet
privacy policies and privacy statements, September 2001.
Savage, M., ‘Netting the online gains’, Research (November
1999), 27.

Johnson, A., ‘Welcome to the wired world’, Research
(November 1999), 23.

Haig, M., ‘Netting consumer opinion’, Marketing Week
(26 October 2000), 71.

Savage, M., ‘Beware the net traps, Research (May 2000), 22.
West, R., “Tools you can trust?, Marketing Week (12 October
2000), 69.

Savage, M., ‘Downstream danger’, Research (May 2000), 27.
Johnson, A., ‘Welcome to the wired world, Research
(November 1999), 25.



Stage 1
Problem definition

) 4

Stage 2
Research approach
developed

) 4

Stage 3
Research design
developed

<

Stage 4
Fieldwork or data
collection

<

Stage 5
Data preparation
and analysis

<

Stage 6
Report preparation
and presentation

Defining the marketing research
problem and developing a
research approach

Objectives
After reading this chapter, you should be able to:

1 understand the importance of, and the process used, in defining
marketing research problems;

2 describe the tasks involved in problem definition;

3 discuss in detail the nature and various components of a
research brief and a research proposal;

4 discuss the environmental factors affecting the definition of the
research problem;

5 clarify the distinction between the marketing decision problem
and the marketing research problem;

6 explain the structure of a well-defined marketing research
problem, including the broad statement and the specific
components;

7 understand the role of theory in the development and execution
of applied marketing research;

8 acquire an appreciation of the complexity involved in defining the
problem and developing a research approach in international
marketing research;

9 understand the ethical issues and conflicts that arise in defining
the problem and developing a research approach.

The correct diagnosis of marketing research
problems cannot be compromised. Regardless
of how well subsequent stages are conducted,
the whole process may be worthless if the
diagnosis is weak.
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This chapter covers the first two of the six steps of the marketing research process
described in Chapter 1: defining the marketing research problem and developing a
research approach to tackle the problem. Defining the problem is the most important
step, since only when a problem has been clearly and accurately identified can a
research project be conducted properly. Defining the marketing research problem sets
the course of the entire project. Regardless of how well a research plan is designed and
subsequent stages are carried out, if the problem is not correctly diagnosed, research
findings could be misleading or even dangerous. In this chapter, we allow the reader
to appreciate the complexities involved in defining a problem, by identifying the fac-
tors to be considered and the tasks involved.

In practical terms, the means to communicate and facilitate the diagnosis of
research problems is achieved through the preparation of a research brief and
research proposal. The rationale and components of the research brief and research
proposal are presented. We provide guidelines for appropriately defining the market-
ing research problem and avoiding common types of errors. We also discuss in detail
the characteristics or factors influencing the research design and components of an
approach to the problem: objective/theoretical framework, analytical models, research
questions and hypotheses. The special considerations involved in defining the prob-
lem and developing a research approach in international marketing research are
discussed. Finally, several ethical issues that arise at this stage of the marketing
research process are considered.

We introduce our discussion with an example. The ABC Global Kids study illus-
trates that starting from broad research questions, a clear set of research questions can
be developed. There are many difficulties in designing a research approach that will
allow comparable findings from six countries in three continents and in questioning
children. Without a precise diagnosis of marketing and research problems, such a
complicated research approach would be doomed to failure.

Is there one global village for our future generation?!

The ABC Global Kids Study was conducted in the spring of 1996 among 2,400 children aged
7 to 12 years and their mothers, in China, Japan, France, Britain, Germany and the United
States. The study was sponsored by multinational corporations such as Mars, Kodak and
McDonald’s. The key topic areas were as follows:

Child wealth and spending patterns
Influence on household purchases

Media habits

Technology ownership and usage

Social issues and concerns

Daily activities

Food and beverages

Toys and games

Cartoon and movie awareness and attitudes
Recreation.

The study was designed to quantify the size of business opportunities in given product cate-
gories and to provide fact-based direction on how to create an exciting child product portfolio
and marketing programme.

While uniformity of survey, method and instrument were maintained for cross-country com-
parison, adaptations were sought locally to capture unique retail and cultural characteristics.
A pictorial response scale was used when interviewing children on emotions and preferences.
Product usage frequency was asked of mothers, instead of children.



Problem definition

A broad statement of the
general problem and
identification of the specific
components of the marketing
research problem.

Another big fish that
wriggles off the hook.

Importance of defining the problem

The survey revealed considerable spending power for children aged 7-12, as well as
active participation from children in making family purchase decisions in a number of prod-
uct categories. It was apparent that, worldwide, children basically have many common
dreams and aspirations.

Importance of defining the problem

Although each step in a marketing research project is important, problem definition
is the most important step. As mentioned in Chapter 1, for the purpose of marketing
research, problems and opportunities are treated interchangeably. Problem definition
involves stating the general problem and identifying the specific components of the
marketing research problem. Only when the marketing research problem has been
clearly defined can research be designed and conducted properly. ‘Of all the tasks in a
marketing research project, none is more vital to the ultimate fulfilment of a client’s
needs than an accurate and adequate definition of the research problem. All the
effort, time, and money spent from this point on will be wasted if the problem is mis-
understood and ill-defined.? An analogy to this is the medical doctor prescribing
treatment after a cursory examination of a patient — the medicine may be even more
dangerous than the condition it is supposed to cure!

The importance of clearly identifying and defining the research problem cannot be
overstated. The foundation of defining a research problem is the communication that
develops between marketing decision-makers and marketing researchers. In some
form or another the marketing decision-makers must communicate what they see as
being the problems they face and what research support they need. This communica-
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Research brief

A document produced by the
users of research findings or
the buyers of a piece of
marketing research. The brief
is used to communicate the
perceived requirements of a
marketing research project.
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tion usually comes in the form of a research brief. The marketing researcher responds
to the research brief with a research proposal, which encapsulates their vision of a
practical solution to the set research problem. The following example illustrates that a
research brief may not always be particularly well thought out. The marketing
researcher is expected to develop the brief into a research proposal and in doing so
has a vital role to play in the diagnosis of research problems.

How to bait the interview hook for those Top 1000 big fish

The groans from researchers when another brief arrives asking for 100 or 200 interviews with
Chief Executive Officers (CEOs) or equivalents within the Times Top 1000 companies typify
the attitude generated by business-to-business marketers’ constant demand to reach this
audience. When the research brief arrives, it is certainly worth examining whether, practically,
what is requested can actually be done. The research proposal developed must reflect the
practicalities of questioning managers who are constantly bombarded with requests to
respond to research questions. The number of interviews, the time scale, the nature of ques-
tions and the structure of the sample all need to be taken into account. For example, is it
really worth undertaking 200 interviews within any single European country? If we were lim-
ited to one per organisation, we would be interviewing to strike rates of between 1 in 2.5 and
1 in 5. If the research targets companies throughout Europe, individual countries such as
Britain and France may have few large companies compared with the USA, while Italy has a
limited number of very large companies and a great many smaller ones. In actually reaching
the target audience, a number of issues need to be taken into account. International busi-
ness-to-business research with senior business audiences brings with it not only the particular
difficulties of reaching them but also the need to understand both country and cultural issues
that impact on the research. Telephone interviews (even if possible) are considered inappro-
priate for these audiences in many Far East and Middle East markets, especially South Korea
and Japan, while in Singapore and Hong Kong, provided the interviews are not too long (over
15 minutes), telephone is fine.

The marketing research brief

The marketing research brief is a document produced by the users of research find-
ings or the buyers of a piece of marketing research. The brief may be used to
communicate the perceived requirements of a marketing research project to external
agencies or internally within an organisation to marketing research professionals. It
should act as the first step for decision-makers to express the nature of a marketing
and research problem as they see it. This first step is vital in developing an agreement
of an appropriate research approach. As a first step, the marketing research brief should
not be carved in tablets of stone!

It has been contended that the greatest form of potential error in marketing
research lies in the initial relationship between marketing decision-makers and mar-
keting researchers.* In developing a sound initial relationship, the research brief plays
a vital role. Without some formal method of communicating the nature of a market-
ing problem, there is great potential for ambiguities, illogical actions (by both
parties), misunderstandings and even forgetfulness.

The purpose of a written marketing research brief may be summarised as:

m It makes the initiator of the brief more certain of how the information to be col-
lected will support decision-making.

m It ensures an amount of agreement or cohesion among all parties who may benefit
from the research findings.

m It helps both the marketer and the researcher to plan and administer the research
programme.



Figure 2.1
Components of the
marketing research
brief

The marketing research brief

m It helps to reduce disputes that can occur when the gaps in marketers’ knowledge
are not ‘filled” as intended.
m [t can form the basis for negotiation with a variety of research organisations.

In all, the research brief saves resources in time and money by helping to ensure
that the nature of the problem or opportunity under investigation has been
thought through.

Components of the marketing research brief

The rationale for a marketing research brief may seem logical, but actually generating
a brief from marketing decision-makers can be extremely difficult. These difficulties
will be tackled later in this chapter. The following format for a research brief has
advantages from the perspective of the decision-maker and the researcher. First, it
does not demand that decision-makers have a great deal of technical knowledge about
research. Their focus can remain upon the gaps in their knowledge, the nature of sup-
port they need, not the technicalities of how data are to be collected and analysed.
Second, it allows the researchers the opportunity to demonstrate their creative abili-
ties. Using their experiences from problems faced by other decision-makers, perhaps
from a great variety of contexts and industries, researchers have the possibility of
examining the marketing and research problem from many different perspectives.
They can create, develop and adapt a research design to the research problem that
supports the marketing decision-maker within clear time and cost parameters.

1 Background information. The background serves to put research objectives into
context, helping the researcher to understand why certain research objectives are
being pursued. The marketer would detail what they see as being the main events
that have caused or contributed to the problem under study. Such a background
gives a framework for the researcher to investigate other potential events, contribu-
tory factors or causes.

2 Objectives. The first part of this section would detail which marketing decisions are
to be completed once the research has been undertaken. This requires the decision-
maker to explain what they see as the focus of the decisions they plan to make.
They then go on to explain what gap(s) they see in their knowledge. Those gaps
create the focus to planned research activities and set the research objectives. The
formulation of the marketing objectives can encompass two areas: organisational

Background information

:

Objectives  (a) marketing
(b) research

;

Target to research

:

Who is to use findings
(a) analysis
(b) format

:

Constraints

:

Administration
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objectives and personal objectives of the decision-maker. For a research project to
be successful, it must serve the objectives of the organisation and of the decision-
maker. For the researcher this may not be explicit or obvious to discern. It may take
some time working with a decision-maker or a particular organisation to see
potential conflicts in organisational and personal objectives. The problem faced by
researchers is that decision-makers may not formulate marketing objectives clearly.
Rather, it is likely that objectives tend to be stated in terms that have no operational
significance, such as ‘to improve corporate image’. Ultimately this does not matter,
as this ‘first-step’ brief offers the opportunity for the researcher to draw out and
develop a much clearer vision of marketing and research objectives. Drawing out
and developing decision-makers’ perspectives of objectives, even if they have no
operational significance, helps the process of developing a common understanding
of what the decision-maker is trying to achieve.

Target to research. Any marketing research project will measure or observe a target
group of individuals. These may be distinct groups of consumers, channel mem-
bers such as retailers or competitors, or company employees. In this section, details
of the characteristics of the target group(s) can help in many research design deci-
sions. These cover areas of identification, gaining access to conduct research,
understanding which techniques are appropriate to measure or understand these
individuals, and the best environment or context in which to conduct research.
Who is to use the findings. This section would outline brief details of the decision-
makers who will use the research findings. For example, certain decision-makers
may be entrepreneurial and introspective, looking for short-term tactical advan-
tages. Presenting research findings that make tactical advantages apparent would be
the best way to communicate to such managers. Managers with a background and
training in statistics may expect results to be analysed and presented in a particular
manner to have any credibility. Other managers may not have such training or even
be distrustful of statistical analyses and seek a more qualitative interpretation. These
issues have an impact upon the nature and extent of analysis conducted upon the
data collected and the style and format in which research findings will be presented.
Constraints. The main limitation to marketing researchers carrying out what they
may perceive as being the correct way to research a problem is the time and money
that a marketer can afford. Proposing a large-scale project that would cost €200,000
when only €50,000 has been budgeted obviously will not meet management
approval. In many instances, the scope of the marketing research problem may have
to be reduced to accommodate budget constraints. With knowledge of time and cost
constraints, the researcher can develop a research design to suit these needs. The
researcher may also demonstrate other courses of action that could demand greater
amounts of money or time, but could have clear benefits that the marketer may be
unaware of. Other constraints, such as those imposed by the client firm’s personnel,
organisational structure and culture, or decision-making styles, should be identified
to determine the scope of the research project. Yet, constraints should not be
allowed to diminish the value of the research to the decision-maker or to compro-
mise the integrity of the research process. In instances where the resources are too
limited to allow a project of sufficient quality, the firm should be advised not to
undertake formal marketing research. Thus, it becomes necessary to identify
resources and constraints, a task that can be better understood when examined in
the light of the objectives of the organisation and the decision-maker.
Administrative considerations. These would lay out administrative details in com-
pleting the research project. Examples could be the expected delivery of interim
reports, contacts in an organisation who may be able to help supply further infor-
mation, or reference to sources of materials and individuals that are needed to
successfully complete the research.



Research proposal

The official layout of the
planned marketing research
activity.

The marketing research proposal

With a formal marketing research brief and perhaps preliminary discussions with
the organisation that is to commission the research, the marketing researcher has the
necessary material to develop a research proposal.

The above outline of a marketing research brief is a format that allows the
researcher to display their wide range of expertise and creative abilities. Other formats
of research briefs may be far more detailed and explicit in terms of specifying meth-
ods of measurement and analysis. Such research briefs act as tender documents. In
many instances, however, the marketing researcher does not enjoy the luxury of a
written research brief. The marketing decision-maker may outline their ideas in an
oral manner, perhaps on an informal basis. This can happen if the decision-maker is
not aware of the personal benefits of producing a written research brief detailed
above. They may see the brief as a time-consuming process that really is the job of the
researcher. If the marketing researcher is faced with an oral brief, they can use the
proposed brief outline above as a guideline to the issues they should elicit in informal
discussions in order to develop an effective proposal.

The marketing research proposal

In response to a research brief, the marketing researcher will develop a research plan
(covered in detail in Chapter 3) and will develop a research proposal to communicate
this plan. The marketing research proposal contains the essence of the project and, in
its final format, serves as a contract between the researcher and management. The
research proposal covers all phases of the marketing research process. It allows the
researcher to present their interpretation of the problems faced by management and
to be creative in developing a research solution that will effectively support decision-
makers. Although the format of a research proposal may vary considerably, most
proposals address all the steps of the marketing research process and contain the ele-
ments shown in Figure 2.2.

1 Executive summary. The proposal should begin with a summary of the major points
from each of the other sections, presenting an overview of the entire proposal.

2 Background. The researcher would be expected to have developed ideas beyond
those presented in the brief ‘background’. Other potential causes of the problems
faced or alternative interpretations of the factors that shape the background in an
environmental context should be presented.

3 Problem definition. Again, if necessary, the researcher may go beyond the problem
definition presented in the brief. If the researcher sees potential to add value for
the marketer through alternative diagnoses of the problem presented in the brief,
then these should be shown. If the researcher sees a problem in the brief that is
ambiguous or unattainable, again alternative diagnoses should be presented.
From this section, the marketer’s gaps in knowledge should be apparent.

4 Research objectives. These may be presented in the form of clear hypotheses that
may be tested. They may also cover broader areas in terms of ‘research questions’
that are to be explored rather than formally measured in a conclusive manner.

5 Research design. The research design to be adopted, in broad terms classified as
exploratory, descriptive or causal, should be specified. Beyond such a broad classi-
fication should be details of the individual techniques that will be adopted and
how they will unfold and connect to each other. This means that the reader will
clearly see methods of collecting the desired data, justification for these methods,
and a sampling plan to include details of sample size(s). This applies to both
quantitative and qualitative approaches.

35



Chapter 2 * Defining the marketing research problem and developing a research approach

Executive summary

Y

Background

Y

Problem definition

Y

Research objectives

Y

Research design

Y

Fieldwork/data collection

Y

Data analysis

Y

Reporting

Y

Cost & timetable

Y

Research organisation & researchers

Y

Figure 2.2 Appendices
Components of the *
marketing research

proposal Agreement

6 Fieldwork/data collection. The proposal should discuss how the data will be col-
lected and who will collect it. If the fieldwork is to be subcontracted to another
supplier, this should be stated. Control mechanisms to ensure the quality of data
collected should be described.

7 Data analysis. This should describe the kind of data analysis that will be con-
ducted, e.g. content analysis, simple cross-tabulations, univariate analysis or
multivariate analysis. If software packages are to be used in these analyses, they
should be specified, as they will be indicative of the potential analyses that can be
conducted. There should be further description of the extent to which the results
will be interpreted in light of the set marketing objectives, beyond the specified
analysis techniques.

8 Reporting. The proposal should specify the nature of any intermediate reports to
be presented, what will be the form of the final report, and whether an oral pres-
entation of the results will be made.

9 Cost and timetable. The cost of the project and a time schedule, broken down by
phases, should be presented. A critical path method chart might be included. In
large projects, a payment schedule is also worked out in advance.

10 Research organisation and key researchers working on the project. When an organisa-
tion is working with researchers for the first time, some idea of past research projects
and clients should be displayed. This can help the marketer to trust the researcher in
problem diagnosis, research design and implementation (e.g. how credible the
researchers may be seen by the individuals they are to research and how this may
affect respondent openness and honesty), and interpretation of the findings.

11 Appendices. Any statistical or other information of interest to only a few people
should be contained in appendices.

12 Agreement. All parties concerned in fulfilling the research plan should sign and
date their agreement to the proposal.
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The process of defining the problem and developing a research approach

Preparing a research proposal has several advantages. It ensures that the researcher
and management agree about the nature of the project, and it helps sell the project to
a wider array of decision-makers who may contribute to and benefit from the
research findings. As preparation of the proposal entails planning, it helps the
researcher conceptualise and execute the marketing research project. The following
example illustrates the language problems in writing a pan-European research pro-
posal. In this example, a problem lies with English speakers wanting to negotiate and
work with other English speakers and having little experience of the countries in
which they will undertake research.

Some dos and don’ts of pan-European research®

Many European studies are commissioned by English speakers who want to work with English
speakers. They want to agree questionnaires in English, and they want reports and tables in
English. And so they come to Britain.

In addition, it is simpler for someone commissioning international research to accept an
English proposal written by a first-language English speaker. Even the best European — used
here in its not-British sense — English speaker finds it hard to write a creative proposal in good
idiomatic English. But it is creativity that sells proposals.

A problem in writing proposals for research in Europe is often lack of familiarity with
European habits and behaviour. Most British researchers’ experience of Europe is derived
from holidays backed up (in all too few cases) by limited work experience in one or more
countries. Faced by a proposal on TV viewing, on grocery purchasing, on holiday habits or on
headache remedies, few British researchers have any notion of how Italians, Spaniards or
Germans treat these subjects. Hence the first step in writing an international proposal on an
unfamiliar subject is secondary research. This may also involve calling a dozen homes in the
relevant country, and chatting on the phone for an hour or two with locals. Soon you start to
identify how ltalians, Spaniards and Germans differ from the British and what these main dif-
ferences are. Designing a piece of European research in an unfamiliar area without taking this
first simple step is like taking up power boating without learning to swim. It is a route to dis-
aster, not maybe with the proposal, but with the research when commissioned.

The process of defining the problem and developing a

research approach

By formally developing and exchanging a marketing research brief and research pro-
posal, the marketing decision-maker and the marketing researcher utilise their
distinctive skills. They ensure that the marketing problem and research problems have
been correctly defined and an appropriate research approach is developed. The
research brief and the research proposal are the formal documents that ensure each
party is clear about the nature and scope of the research task. These documents allow
decision-makers and researchers to formally present their perspective of the task in
hand. The following section details the process that needs to be undertaken in order
to produce these documents. The detail of defining the nature of problems and devel-
oping an appropriate research approach to the point of creating a research design is
shown in Figure 2.3.

The tasks involved in problem definition consist of discussions with decision-
makers, qualitative interviews with industry experts and other knowledgeable
individuals, and analysis of readily available secondary data. These tasks help the
researcher to understand the background of the problem by analysing the environ-
mental context. Certain essential environmental factors bearing on the problem
should be evaluated. An understanding of the environmental context facilitates
the identification of the marketing decision problem. Then, the marketing decision
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problem is translated into a marketing research problem. Based on the definition of
the marketing research problem, an approach to the problem is established and an
appropriate research design is developed. The components of the approach may con-
sist of an objective/theoretical framework, analytical models, research questions and
hypotheses. Further explanation of the problem definition process begins with a dis-
cussion of the tasks involved.

Environmental context of the problem

The tasks involved in understanding the environmental context of the marketing and
research problem can include discussions with decision-makers, qualitative interviews
with industry experts, and secondary data analysis. The purposes of these tasks are to
develop an understanding of forces that may affect the nature of decision-makers’
problems and related research problems.

Discussions with decision-makers

Discussions with the decision-makers beyond the formal presentation of a research
brief and research proposal are usually vital. The decision-maker needs to understand
the capabilities and limitations of research.® Research provides information relevant
to management decisions, but it cannot provide solutions, because solutions require
managerial creativity and judgement. Conversely, the researcher needs to understand
the nature of the decision the managers face — the marketing problem, and what they
hope to learn from the research.

To identify the marketing problem, the researcher must possess considerable skill in
interacting with the decision-maker. Several factors may complicate this interaction.
Access to the decision-maker may be difficult, and some organisations have compli-
cated protocols for access to top executives. The organisational status of the researcher
or the research department may make it difficult to reach the key decision-maker in



Gaining access to key
decision-makers can
be easier said than
done.

Problem audit

A comprehensive examination
of a marketing problem to
understand its origin and
nature.

The process of defining the problem and developing a research approach

the early stages of the project. Finally, there may be more than one key decision-maker,
and meeting collectively or individually may be difficult. All of the problems make it
difficult to develop a research brief. Despite these problems, though, it is necessary that
the researcher interact directly with the key decision-makers.”

A problem audit provides a useful framework to develop ideas from a brief, allow-
ing the researcher to interact with the decision-maker and identify the underlying
causes of the problem. A problem audit, like any other type of audit, is a comprehen-
sive examination of a marketing problem with the purpose of understanding its
origin and nature.® A problem audit involves discussions with the decision-maker on
the following issues:

1 The events that led to the decision that action is needed, or the history of the problem.

2 The corporate culture as it relates to decision-making.” For example, in some
firms, the decision-making process is dominant; in others, the personality of the
decision-maker is more important.

3 The alternative courses of action available to the decision-maker. The set of alter-
natives may be incomplete at this stage, and qualitative research may be needed to
identify the more innovative courses of action.

4 The criteria that will be used to evaluate the alternative courses of action. For

example, new product offerings might be evaluated based on sales, market share,

profitability, or return on investment.

What the decision-maker perceives to be gaps in their knowledge.

6 The manner in which the decision-maker will use each item of information in
making the decision.

(9}

It may be necessary to perform a problem audit, because the decision-maker may
have only a vague idea of what the problem is. For example, the decision-maker may
know that the firm is losing market share but may not know why; decision-makers
may tend to focus on symptoms rather than on causes. Inability to meet sales fore-
casts, loss of market share and decline in profits are all symptoms. The researcher
should treat the underlying causes, not merely address the symptoms. For example,
loss of market share may be caused by much better advertising campaigns by the
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competition, inadequate distribution of the company’s products, or any number of
other factors. Only when the underlying causes are identified can the problem be suc-
cessfully addressed.

A problem audit, which involves extensive interaction between the decision-maker
and the researcher, can greatly facilitate problem definition by determining the underly-
ing causes. The interaction between the researcher and the decision-maker is facilitated
when one or more people in the client organisation serve to liaise and form a team with
the marketing researcher. To be fruitful, the interaction between the decision-maker
and the researcher can be characterised by the following:

1 Communication. A free exchange of ideas between the decision-maker and the
researcher is essential.

2 Cooperation. Marketing research is a team project in which both parties (decision-
maker and researcher) must cooperate, from problem diagnosis through to the
interpretation and presentation of findings.

3 Confidence. Mutual trust of each other’s distinct skills and contribution should
underlie the interaction between the decision-maker and the researcher.

4 Candour. There should not be any hidden agendas, and an attitude of openness
should prevail.

5 Closeness. An understanding of each other’s problems should result in a closeness
that should characterise the relationship between the decision-maker and the
researcher.

6 Continuity. The decision-maker and the researcher must interact continually rather
than sporadically.

7 Creativity. The interaction between the decision-maker and the researcher should be
creative rather than formulaic. Though the research process may be laid out in ‘easy-
to-follow’ steps, in reality great amounts of creativity are needed at every stage.

Interviews with industry experts

In addition to discussions with decision-makers, qualitative interviews with industry
experts, individuals knowledgeable about the firm and the industry can help in diag-
nosing the nature of the marketing and research problem.!? These experts may be
found both inside and outside the firm. Typically, expert information is obtained by
unstructured personal interviews, without a formal questionnaire. It is helpful, how-
ever, to prepare a list of topics to be covered during the interview. The order in which
these topics are covered and the questions to ask should not be predetermined.
Instead, they should be decided as the interview progresses, which allows greater flexi-
bility in capturing the insights of the experts (see Chapter 8 for full details of depth
interviewing techniques). The list of topics to cover and the type of expert sought
should evolve as the researcher becomes more attuned to the nature of the marketing
problem. The purpose of interviewing experts is to explore ideas, make new connec-
tions between ideas, and create new perspectives in defining the marketing research
problem. If the technique works well, and an amount of trust and rapport is devel-
oped, the potential to generate and test ideas can be immense. Experts may have other
contacts that the researcher may not be aware of or may not be able to get access to.
They may also have secondary data which, again, the researcher may not be aware of
or have access to. Unfortunately, two potential difficulties may arise when seeking
advice from experts:

1 Some individuals who claim to be knowledgeable and are eager to participate may
not really possess expertise.

2 It may be difficult to locate and obtain help from experts who are outside the client
organisation, i.e. access to these individuals may be problematic.
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Secondary data

Data collected for some
purpose other than the
problem at hand.

Primary data

Data originated by the
researcher specifically to
address the research
problem.

Marketing decision
problem

The problem confronting the
marketing decision-maker,
which asks what the decision-
maker needs to do.

Marketing research
problem

A problem that entails
determining what information
is needed and how it can be
obtained in the most feasible
way.

Marketing decision problem and marketing research problem

For these reasons, interviews with experts are more useful in conducting marketing
research for industrial firms and for products of a technical nature, where it is rela-
tively easy to identify and approach the experts. This method is also helpful in
situations where little information is available from other sources, as in the case of
radically new products. Experts can provide valuable insights in modifying or reposi-
tioning existing products, as illustrated in the following example by the development
of brand values at Visa.

Visa to travel 1!

Visa ran a major brand-building campaign spanning Europe. The aim of the campaign was to
create the same brand values in different countries. Although the benefits of uniform branding
are obvious, many companies have found that targeting a number of countries with the same
campaign is fraught with danger. However, with research that revealed perceptions of Visa
and cash to be consistent across Europe that ‘plastic is better than cash’, the message was
simple to translate — simple if one is aware of cultural sensibilities and the relationship
between countries, the company and the target audience. With industry expertise emphasis-
ing the appeal of locally produced campaigns, Visa have succeeded. As an example, they
have been running a separate campaign for the Electron debit card in Spain, Portugal and
Italy for some time. It has won many awards in Spain where they think it is a Spanish cam-
paign, but then they think the ad is locally produced in Italy and Portugal as well.

Initial secondary data analyses

Secondary data collection and analysis will be addressed in detail in Chapters 4 and 5.
A brief introduction here will demonstrate the worth of secondary data at the stage of
problem diagnosis. Secondary data are data collected for some purpose other than
the problem at hand. Primary data, on the other hand, are originated by the
researcher for the specific purpose of addressing the research problem. Secondary
data include data generated within an organisation, information made available by
business and government sources, commercial marketing research firms, and com-
puterised databases. Secondary data are an economical and quick source of
background information. Analysis of available secondary data is an essential step in
the problem definition process: primary data should not be collected until the avail-
able secondary data have been fully analysed. Past information and forecasts of trends
with respect to sales, market share, profitability, technology, population, demograph-
ics and lifestyle can help the researcher to understand the underlying marketing
research problem. Where appropriate, this kind of analysis should be carried out at
the industry and firm levels. For example, if a firm’s sales have decreased but industry
sales have increased, the problems will be very different from if the industry sales have
also decreased. In the former case, the problems are likely to be specific to the firm.
Past information and forecasts can be valuable in uncovering potential opportunities
and problems.

Marketing decision problem and marketing research

problem

The marketing decision problem asks what the decision-maker needs to do, whereas
the marketing research problem asks what information is needed and how it can
best be obtained.!? The marketing decision problem is action oriented. It is concerned
with the possible actions the decision-maker can take. How should the loss of market
share be arrested? Should the market be segmented differently? Should a new product
be introduced? Should the promotional budget be increased?
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In contrast, the marketing research problem is information oriented. It involves
determining what information is needed and how that information can be obtained
effectively and efficiently. Consider, for example, the loss of market share for a partic-
ular product line. The decision-maker’s problem is how to recover this loss.
Alternative courses of action can include modifying existing products, introducing
new products, changing other elements in the marketing mix, and segmenting the
market. Suppose that the decision-maker and the researcher believe that the problem
is caused by inappropriate segmentation of the market and wanted research to pro-
vide information on this issue. The research problem would then become the
identification and evaluation of an alternative basis for segmenting the market. Note
that this process requires much interaction, in the sense that both parties critically
evaluate, develop and defend each other’s ideas to clarify the nature of decision and
research problems, and to ensure there is a clear and logical connection between
them. The GlobalCash Project illustrates further the distinction between the market-
ing decision problem and the marketing research problem as well as the interactive
nature of the problem definition process.

Defining the problem

Bank X: We are experiencing a loss of market share in Ireland in corporate banking.

Researcher: Is it just Ireland?

Bank X: No, but as we conduct the majority of our business there, the loss is causing us the
greatest amount of concern.

Researcher: Why do you think you are losing market share?

Bank X: We wish we knew!

Researcher: How are your competitors coping?

Bank X: We suspect that other Irish banks are also suffering, but that the multinational banks
are capturing market share.

Researcher: How do your customers feel about the quality of services you deliver?

Bank X: We recently attained our ISO 9000 for service quality, which we are proud of!

Researcher: But how does your service delivery compare with your competitors?

After a series of discussions with key decision-makers, analysis of secondary data within the
bank and from other sources, the problem was identified as follows:

m Marketing decision problem
What should be done to arrest the decline in market share of Bank X?

m Marketing research problem
Determine the relative strengths and weaknesses of Bank X, vis-a-vis other major competi-
tors in Ireland. This would be done with respect to factors that influence a company in its
choice of a bank to handle its transactions.

The GlobalCash Project shows the interactive nature of the process to identify the market-
ing decision problem and the marketing problem. The following examples further distinguish
between the marketing decision problem and the marketing research problem.

Marketing decision problem Marketing research problem

Should a new product be introduced? To determine consumer preferences and
purchase intentions for the proposed new
product.

Should the advertising campaign be changed? To determine the effectiveness of the current

advertising campaign.

Should the price of the brand be increased? To determine the price elasticity of demand
and the impact on sales and profits of
various levels of price changes.
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Defining the marketing research problem

Defining the marketing research problem

The general rule to be followed in defining the research problem is that the definition
should:

1 allow the researcher to obtain all the information needed to address the marketing
decision problem;
2 guide the researcher in proceeding with the project.

Researchers make two common errors in problem definition. The first arises when
the research problem is defined too broadly. A broad definition does not provide clear
guidelines for the subsequent steps involved in the project. Some examples of exces-
sively broad marketing research problem definitions are: developing a marketing
strategy for a brand, improving the competitive position of the firm, or improving the
company’s image. These are not specific enough to suggest an approach to the prob-
lem or a research design.

The second type of error is just the opposite: the marketing research problem is
defined too narrowly. A narrow focus may preclude consideration of some courses of
action, particularly those that are innovative and not obvious. It may also prevent the
researcher from addressing important components of the marketing decision prob-
lem. For example, in a project conducted for a consumer products firm, the
marketing problem was how to respond to a price cut initiated by a competitor. The
alternative courses of action initially identified by the firm’s research staff were to:

1 decrease the price of the firm’s brand to match the competitor’s price cut;

2 maintain price but increase advertising heavily; or

3 decrease the price somewhat, without matching the competitor’s price, and moder-
ately increase advertising.

None of these alternatives seemed promising. When outside marketing research
experts were brought in, the problem was redefined as improving the market share
and profitability of the product line. Qualitative research indicated that in blind tests
consumers could not differentiate products offered under different brand names.
Furthermore, consumers relied on price as an indicator of product quality. These
findings led to a creative alternative: increase the price of the existing brand and
introduce two new brands — one priced to match the competitor and the other priced
to undercut it.

The likelihood of committing either error of problem definition can be reduced by
stating the marketing research problem in broad, general terms and identifying its
specific components (see Figure 2.4). The broad statement of the problem provides
perspective and acts as a safeguard against committing the second type of error. The
specific components of the problem focus on the key aspects and provide clear
guidelines on how to proceed further, and act as a safeguard against committing the
first type of error. Examples of appropriate marketing research problem definitions
are provided in the following two examples.

Marketing research problem

Broad statement

/ 1\

Specific components
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A set of assumptions
consisting of agreed-upon
knowledge, criteria of
judgement, problem fields

and ways to consider them.
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Net has yet to prove its value 13

As the stampede to set up Websites continues, those companies without a clear long-term
strategy are looking increasingly rudderless as they search for ways to capitalise on their
investment. A recent survey by Gallup and the Wall Street Journal of 603 board-level execu-
tives in Britain, France and Germany has revealed that Europe’s businesses continue to
embrace the Internet on the somewhat vague grounds that it is in the interests of their ‘com-
petitiveness’. Yet, they remain unsure about how, specifically, to use the medium for
generating profits in the longer term.

The notable exception has been the financial services sector. Exploratory secondary data
gathering and analyses revealed the opportunities that have been grasped by this sector. It also
revealed the strategies adopted by financial companies. To develop these ideas into relevant
actions, case histories of exemplary financial companies were built, key decision-makers tar-
geted and questions focused upon technology, design and financial returns were developed.

Specifically the following issues could be addressed (as examples of many) for a company
embarking on developing a website:

To what extent is the Net used by competitors?

What specific information types and services do they offer?

How can the Net generate knowledge of customers?

How can the Net add to marketing communication strategies?
How can the Net help to generate actual sales?

What types of existing or potential customers could use our site?

OO~ WNER

Problem definition in the GlobalCash Project followed the following pattern.

Problem definition

In the GlobalCash Project, the marketing research problem was to determine the relative
strengths and weaknesses of Bank X, vis-a-vis other major competitors in Ireland. This would
be done with respect to factors that influence a company in its choice of a bank to handle its
transactions. Specifically, research provided information on the following questions:

What criteria do companies use when choosing a bank for the first time?

What criteria do companies use to allocate business between existing banks?

Which banks are used for domestic business and pan-European business?

How do those banks fare on a range of service quality delivery criteria?

What is the market share of Bank X and its competitors in Ireland?

What is the profile of companies that use Bank X? Does it differ from the profile of cus-
tomers from competing banks?

OO~ WNER

Once the marketing research problem has been broadly stated and its specific components
identified, the researcher is in a position to develop a suitable approach.

Components of the research approach

Once the marketing decision-maker and researcher have clarified the decision prob-
lem and established the research problem they face, it has to be decided how to
approach this problem. The research problem may be very clear in the sense that there
are strong established theories of what should be measured and how to conduct the
measurements. Conversely, the research problem may lack theoretical foundation,
with the researcher trying to cope with a broad set of issues that have not been suffi-
ciently researched beforehand and unable to trust existing theories. How the
researcher perceives the research problem affects the paradigm they will adopt in
either an implicit or explicit manner. The researcher’s adopted paradigm is built upon
a set of assumptions. These assumptions consist of ‘agreed upon’ knowledge, criteria



Theory

A conceptual scheme based
on foundational statements,
or axioms, that are assumed
to be true.

Objective evidence
Perceived to be unbiased
evidence, supported by
empirical findings.

Components of the research approach

of judgement, problem fields and ways to consider them!* (these factors will be devel-
oped further in Chapter 6). What is ‘agreed upon’ refers to how strong the theories are
in defining and encapsulating the issues that make up a research problem. Bringing
together the ‘agreed upon’ knowledge, criteria of judgement, problem fields and ways
to consider them can be undertaken by considering the objective/theoretical frame-
work, analytical models, research questions and hypotheses. Each of these
components is discussed in the following sections. Collectively they may be consid-
ered to be the ‘approach’ that a researcher will take.

Objective/theoretical framework

In general, researchers should aim to base their investigations upon objective evi-
dence, supported by theory. A theory is a conceptual scheme based on foundational
statements called axioms that are assumed to be true. Objective evidence is gathered
by compiling relevant findings from secondary sources. Likewise, an appropriate
theory to guide the research might be identified by reviewing academic literature con-
tained in books, journals and monographs. The researcher should rely on theory to
determine which variables should be investigated. Past research on theory develop-
ment and testing can provide important guidelines on determining dependent
variables (variables that depend on the values of other variables) and independent
variables (variables whose values affect the values of other variables). Furthermore,
theoretical considerations provide information on how the variables should be opera-
tionalised and measured, as well as how the research design and sample should be
selected. A theory also serves as a foundation on which the researcher can organise
and interpret the findings: ‘nothing is so practical as a good theory.!> Conversely, by
neglecting theory, the researcher increases the likelihood that they will fail to under-
stand the data obtained or be unable to interpret and integrate the findings of the
project with findings obtained by others. The role of theory in the various phases of
an applied marketing research project is summarised in Table 2.1.

Theory also plays a vital role in influencing the research procedures adopted in
basic research. Applying a theory to a marketing research problem requires creativity
on the part of the researcher, however. A theory may not specify adequately how its
abstract constructs (variables) can be embodied in a real-world phenomenon.
Moreover, theories are incomplete; they deal with only a subset of variables that exist

Table 2.1 The role of theory in applied marketing research

Research task Role of theory

Conceptualising and
identifying key variables

Provides a conceptual foundation and understanding of the basic
processes underlying the problem situation. These processes will
suggest key dependent and independent variables.

Operationalising key
variables

Provides guidance for the practical means to measure or encapsulate
the concepts or key variables identified.

Selecting a research
design

Causal or associative relationships suggested by the theory may
indicate whether a causal, descriptive or exploratory research design
should be adopted (see Chapter 3).

Selecting a sample

Helps in defining the nature of a population, characteristics that may
be used to stratify populations or to validate samples (see Chapter 14).

Analysing and
interpreting data

The theoretical framework and the models, research questions and
hypotheses based on it guide the selection of a data analysis strategy
and the interpretation of results (see Chapter 17).

Integrating findings

The findings obtained in the research project can be interpreted in
the light of previous research and integrated with the existing body
of knowledge.
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Analytical model

An explicit specification of a
set of variables and their
interrelationships designed to
represent some real system or
process in whole or in part.

Verbal models

Analytical models that provide
a written representation of the
relationships between
variables.

Graphical models
Analytical models that provide
a visual picture of the
relationships between
variables.

Mathematical models
Analytical models that
explicitly describe the
relationships between
variables, usually in equation
form.
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in the real world. Hence, the researcher must also identify and examine other vari-
ables that have yet to be published as theories. This may involve the researcher
developing ‘grounded theory’, which will be explained and developed in Chapter 6.

Analytical model

An analytical model is a set of variables and their interrelationships designed to repre-
sent, in whole or in part, some real system or process. Models can have many different
forms. The most common are verbal, graphical and mathematical structures. In verbal
models, the variables and their relationships are stated in prose form. Such models
may be mere restatements of the main tenets of a theory. Graphical models are visual.
They are used to isolate variables and to suggest directions of relationships but are not
designed to provide numerical results. They are logical, preliminary steps to develop-
ing mathematical models.'® Mathematical models explicitly specify the relationships
among variables, usually in equation form.!” These models can be used as guides for
formulating the research design and have the advantage of being amenable to manipu-
lation.'8 The different models are illustrated in the context of the GlobalCash Project.

As can be seen from this example, the verbal, graphical and mathematical models
depict the same phenomenon or theoretical framework in different ways. The phe-
nomenon of ‘threshold effect’, stated verbally, is represented for clarity through a
figure (graphical model) and is put in equation form (mathematical model) for ease
of statistical estimation and testing. Graphical models are particularly helpful in clari-
fying the concept or approach to the problem.

The verbal, graphical and mathematical models complement each other and help
the researcher identify relevant research questions and hypotheses.

Model building

Verbal model

A finance manager first becomes aware of a bank’s ability to perform a particular cash man-
agement service. That manager then gains a greater understanding of the service by
evaluating the bank in terms of the factors comprising the choice criteria. Based on the evalu-
ation, the manager forms a degree of preference for the bank. If preference exceeds a certain
threshold level, the manager will switch business to the bank.

Graphical model

Custom

/

Preference

Y

Understanding:
Evaluation

Y

Awareness

Mathematical model

where y = degree of preference
a,, a; = model parameters to be estimated statistically
X; = bank custom factors that constitute the choice criteria
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Research questions
Refined statements of the
specific components of the
problem.
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Hypothesis

An unproven statement or
proposition about a factor or
phenomenon that is of
interest to the researcher.

Components of the research approach

Research questions

Research questions are refined statements of the components of the problem.
Although the components of the problem define the problem in specific terms, fur-
ther detail may be needed to develop an approach. Each component of the problem
may have to be broken down into subcomponents or research questions. Research
questions ask what specific information is required with respect to the problem com-
ponents. If the research questions are answered by the research, then the information
obtained should aid the decision-maker. The formulation of the research questions
should be guided not only by the problem definition, but also by the theoretical
framework and the analytical model adopted. For a given problem component, there
are likely to be several research questions, as in the GlobalCash Project.

Research questions
One of the major events occurring during the GlobalCash Project was the introduction of sys-
tems to cope with Economic and Monetary Union (EMU). This was of major importance to
banks, whose business is based upon the problems of conducting business across borders
and paying for goods and services in a variety of currencies. Companies pay banks to cope
with these transactions in an environment of complicated legislation. The marketplace
changed dramatically when there was one currency for the majority of EC countries, with no
currency exchange to conduct.

Key research questions for the banks that may lose business relate to relationships.
Examples of these are shown in the following two questions.

Question: How will Economic and Monetary Union (EMU) affect your cash management banking
relationships within the expected ‘Euro zone’?

Answers: (please circle appropriate numbers)

1 Existing country relationships to be maintained within the Euro zone
2 Fewer banks to be used in each country

3 Fewer banks to be used across the Euro zone

4 One major bank to coordinate all Euro accounts where possible

Question: What process will you go through in selecting your cash management banks?

Answers: (please circle appropriate numbers)

1 Formal tender in each country

2 Formal tender for a regional bank

3 Informal evaluation

4 Other (please State).....c.ccvveiiiiiiiiiiiiiiieieieenen,

Hypotheses

A hypothesis is an unproven statement or proposition about a factor or phenomenon
that is of interest to the researcher. For example, it may be a tentative statement about
relationships between two or more variables as stipulated by the theoretical frame-
work or the analytical model. Often, a hypothesis is a possible answer to the research
question.!” Hypotheses go beyond research questions because they are statements of
relationships or propositions rather than merely questions to which answers are
sought. Research questions are interrogative; hypotheses are declarative and can be
tested empirically (see Chapter 18). An important role of a hypothesis is to suggest
variables to be included in the research design.?’ The relationship between the mar-
keting research problem, research questions and hypotheses, along with the influence
of the objective/theoretical framework and analytical models, is described in Figure
2.5 and illustrated by the following example from GlobalCash.

Hypotheses are an important part of the approach to a research problem. When
stated in operational terms, as H, and H, in the GlobalCash example, they provide
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Figure 2.5
Development of
research questions and
hypotheses

example

example
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Components of the
marketing research

problem
Objective/
theoretical ———>
framework 1
Research
questions
Analytical
model
/
Hypotheses

guidelines on what, and how, data are to be collected and analysed. When operational
hypotheses are stated using symbolic notation, they are commonly referred to as sta-
tistical hypotheses.

Hypotheses

The following hypotheses were formulated in relation to the research question on bank—
company relationships.

H,: Companies within the Euro zone plan to use fewer banks after the introduction of
Monetary Union compared with companies outside the Euro zone.

H,: Companies that select cash management banks on an informal basis have fewer bank
relationships than those that select through formal tenders.

The additional research question that will allow H, to be tested relates to the country in which
an ultimate parent country operates, e.g. Hitachi, based in Britain and Germany, has a
Japanese parent company.

The European Union has assigned countries as being ‘within’ or ‘outside’ for the first wave
of Monetary Union. The additional question that will allow H, to be tested asks how many
banks are used for domestic cash management. In countries like Switzerland and Norway, the
mean can be around three; in ltaly the mean is around 10, with one Italian respondent having
70 bank accounts.

These hypotheses guide the research by ensuring that variables which affect rela-
tionships are included in the research design. The connection between questions that
form hypotheses, and the appropriate analyses needed, are thought out clearly before
the research design and questionnaire are designed.

Another example in a consumer goods environment is shown in the following
example of Chanel.

Chanel perfumes?!

A research question may have more than one hypothesis associated with it, as in the case of
Chanel. Chanel was considering advertising its perfumes in magazines it formerly considered
too ‘down-market’ for its prestigious brand. The Chanel brand had a 3% share of department
store sales (the leader was Estée Lauder with a 21% share). By expanding its advertising
beyond high-fashion magazines, Chanel hoped to improve its share of department store
sales. The following research question and hypotheses may be posed:

Research question: Does Chanel have an ‘up-market’ image?
H,: Chanel is perceived to be an expensive brand.

H,: Users of Chanel have higher-than-average incomes.

H: Users of Chanel associate this perfume with status.
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International marketing research

Note that, to test H,, the researcher would have to operationalise and measure the
perceived price associated with Chanel. Empirical testing of H, would require that
respondents be classified as users or non-users of Chanel and provide information on
their incomes. Finally, H, tells us that we need to operationalise another variable or a
set of variables that measure the status associated with Chanel. The results of this
research provided support for Hypotheses 1 and 3 but not for Hypothesis 2. Although
Chanel did have an ‘up-market’ image, its appeal was not limited to ‘up-market’ buyers
or users of the product. Broadening the target market by advertising in magazines for-
merly considered ‘down-market’ led to improved department store sales of Chanel.

It is important to note that not all research questions can be developed into hypothe-
ses that may be tested. Certain research questions may be exploratory in nature, with
the researcher having no preconceived notions of possible answers to the research ques-
tions, nor the ability to produce statements of relationships or propositions. If the
researcher is faced with such a situation, it does not mean that their investigation will
not be as valid as one where hypotheses are clearly established. It means that they may
have to adopt a different approach or paradigm to establish its validity.

International marketing research

The precise definition of the marketing research problem is more difficult in inter-
national marketing research than in domestic marketing research. Unfamiliarity
with the environmental factors of the country where the research is being con-
ducted can greatly increase the difficulty of understanding the problem’s
environmental context and uncovering its causes.

Heinz Ketchup couldn’t catch up in Brazil 22

Despite good records of accomplishment inland and overseas, the H.J. Heinz Company
failed in Brazil, a market that seemed to be South America’s biggest and most promising
market. Heinz entered a joint venture with Citrosuco Paulista, a giant orange juice exporter,
because of the future possibility of buying the profitable company. Yet, the sales of its prod-
ucts, including ketchup, did not take off. Where was the problem? A problem audit revealed
that the company lacked a strong local distribution system. Heinz lost control of the distri-
bution because it worked on consignment. Distribution could not reach 25% penetration.
The other related problem was that Heinz concentrated on neighbourhood shops because
this strategy was successful in Mexico. The problem audit, however, revealed that 75% of
the grocery shopping in Sao Paulo is done in supermarkets and not the smaller shops.
Although Mexico and Brazil may appear to have similar cultural and demographic character-
istics, consumer behaviour can vary greatly. A closer and intensive look at the Brazilian food
distribution system and the behaviour of consumers could have averted this failure.

As the Heinz example illustrates, many international marketing efforts fail not
because research was not conducted but because the relevant environmental factors
were not taken into account and fully appreciated. Generally, this leads to a defini-
tion of the problem that is too narrow. A major problem for researchers is that their
perception of problems may be reflected through their own social and cultural
development. Before defining the problem, researchers should reflect upon their
unconscious reference to cultural values. The following steps help researchers to
reflect upon their own cultural values.?®

1 Define the marketing research problem in terms of domestic environmental and
cultural factors. This involves an identification of relevant European traits, eco-
nomics, values, needs or habits.

49



Chapter 2 * Defining the marketing research problem and developing a research approach

example |

50

2 Define the marketing research problem in terms of foreign environmental and
cultural factors. Make no judgements. This involves an identification of the
related traits, economics, values, needs or habits in the proposed market culture.
This task requires input from researchers familiar with the foreign environment.

3 Examine the differences between steps 1 and 2. The unconscious reference to cul-
tural values can be seen to account for these differences.

4 Redefine the problem without the social/cultural influence and address it for the
foreign market situation. If the differences in steps 3 are significant, the impact of
the social/cultural influences should be carefully considered.

Whilst the above steps may seem at face value to be straightforward, note the words
‘unconscious reference’ in Step 3. This means that the researcher needs to reflect
upon their own values and attitudes, the factors that may bias the way they perceive
and what they observe. As these factors may be ‘unconscious), this reflection and
introspection may take some time to realise. These issues will be more fully devel-
oped in Chapter 9.

While developing theoretical frameworks, models, research questions and
hypotheses, remember that differences in the environmental factors, especially the
socio-cultural environment, may lead to differences in the formation of percep-
tions, attitudes, preferences and choice behaviour. For example, orientation towards
time varies considerably across cultures. In Asia, Latin America and the Middle
East, people are not as time-conscious as Westerners. This influences their percep-
tions of and preferences for convenience foods such as frozen foods and prepared
dinners. In developing an approach to the problem, the researcher should consider
the equivalence of consumption and purchase behaviour and the underlying factors
that influence them. This is critical to the identification of the correct research
questions, hypotheses and characteristics/factors that influence the research design.

The following example reveals how the use of focus groups could have helped to
reveal social/cultural characteristics of the Japanese. Focus groups would have
allowed the correct identification of research questions, leading to a more successful
product launch.

Surf Superconcentrate faces a super washout in Japan2*

Unilever attempted to break into the Japanese detergent market with Surf
Superconcentrate. It initially achieved 14.5% of the market share during test marketing but
fell down to a shocking 2.8% when the product was introduced nationally. Where did they
go wrong? Surf was designed to have a distinctive pre-measured packet as in teabag-like
sachets, joined in pairs because convenience was an important attribute to Japanese con-
sumers. It also had a ‘fresh smell’ appeal. Japanese consumers, however, noticed that the
detergents did not dissolve in the wash, partly because of weather conditions and because
of the popularity of low-agitation washing machines. Surf was not designed to work in the
new washing machines. Unilever also found that the ‘fresh smell’ positioning of new Surf
had little relevance since most consumers hang their wash out in the fresh air. The
research approach was certainly not without flaw, as Unilever failed to identify critical attrib-
utes that are relevant in the Japanese detergent market. Furthermore, it identified factors
such as ‘fresh smell’ that had no relevance in the Japanese context. Appropriate qualitative
research such as focus groups across samples from the target market could have revealed
the correct characteristics or factors leading to a suitable research design.
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Ethics in marketing research

Ethics in marketing research

Ethical situations arising from the process of problem definition and developing an
approach are likely to occur between the market researcher and the client. As
explained earlier, identifying the correct marketing research problem is crucial to
the success of the project. This process can, however, be compromised by the per-
sonal agendas of the researcher or the decision-maker. For example, the researcher,
after performing the tasks involved in problem definition and analysing the envi-
ronmental context of the problem, realises that the correct marketing research
problem may be defined in a way that makes primary research unnecessary. This
would reduce the cost of the project and the research firm’s profit margin substan-
tially. Does the researcher define the problem correctly, fabricate a research problem
that involves primary data collection, or refuse to proceed with this project in lieu
of those more profitable? The researcher is faced with an ethical dilemma, as in the
following example.

Taste (profits) or image (ethics)?2°

A marketing research firm is hired by a soft drink company to conduct taste tests to deter-
mine why its newly introduced soft drink brand has not captured the expected market share.
The researcher, after following the process outlined in this chapter, determines that the prob-
lem is not one of taste but of the image and product positioning. The client, however, has
already defined the problem as a taste problem and not as the broader, market-share prob-
lem. The researcher must also weigh the relatively high profit margin of taste test research
against the less lucrative survey research needed to answer questions pertaining to soft drink
image. What should researchers do? Should they simply conduct the research the client
wants rather than the research they feel the client needs? The guidelines indicate that ‘the
researcher has a professional obligation to indicate to the client that, in his or her judge-
ment, the research expenditure is not warranted. If, after this judgement has been clearly
stated, the client still desires the research, the researcher should feel free to conduct the
study. The reason for this is that the researcher can never know for certain the risk prefer-
ences and strategies that are guiding the client’s behaviour.’

Such ethical situations would be satisfactorily resolved if the client/researcher
relationship developed with both the client and the researcher adhering to the seven
Cs discussed earlier: communication, cooperation, confidence, candour, closeness,
continuity and creativity. This would provide a relationship of mutual trust that
would check any unethical tendencies.

Ethical situations affecting the researcher and the client may also arise in devel-
oping an approach to the problem. When researchers conduct studies for different
clients in related industries (e.g. banking and financial services) or in similar
research areas (e.g. customer satisfaction) they may be tempted to cut corners in
theoretical framework and model development. Take an example where a grocery
chain client has on its board of directors the chairman of a bank. The bank had
recently conducted customer satisfaction research using a client-specific model, and
the bank-affiliated board member has access to this research. The researcher feels
that a customer satisfaction model for the bank could be easily adapted to work for
the grocery chain. The client feels that it would not be a good business decision to
have access to this information and not use it. Is it ethical for the client and
researcher to obtain and use this model developed for another company by another
research firm? There is an underlying trust between the researcher and the client
that the research firm is honour-bound not to reuse client-specific models or find-
ings for other projects.
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The client also has an ethical responsibility not to solicit proposals merely to gain
the expertise of the research firms without pay. It is unethical for a client to solicit
proposals from a few research firms, then adopt one or a combination of the
approaches suggested in them, and conduct the project in-house. The client must
respect the rights of a firm by releasing that an unpaid proposal belongs to the
research firm that generated it. However, if the client firm pays for the development
of the proposal, it has a right to use the information contained in it.

Internet and computer applications

There are several ways in which the Internet can support the process of problem
diagnosis and research design.

Discussions with the decision-maker

The Internet can help the researcher gain access to a wide variety of marketing
decision-makers who may use and benefit from proposed research. Thanks to
email, it is possible to reach decision-makers anywhere, at any time. The Internet
can also provide chat rooms so that decision-makers and researchers can exchange
and test ideas. The availability of the responses to be seen by whoever enters the
chat room has the effect of getting all the relevant decision-makers together at the
same time without requiring that they be physically present at the same time.

Interviews with industry experts

The Internet can be used to enhance the researcher’s ability to obtain advice from
experts. It can be searched to find industry experts outside the organisation that
commissions a research project.

Secondary data location and analysis

Search engines can be used to locate secondary data quickly and economically. This
can be vital in helping to understand the issues to be examined and the approach to
examining those issues. We will discuss the availability, acquisition and quality of
secondary data on the Internet in more detail in Chapter 4.

In setting the environmental context of the research problem, client-specific
information can be gained from the company home page. Generally, companies
provide information about their products and services in their home page, making
it the ideal starting point for information about the company. Further, the user can
also search for competitor and industry information on the Internet. While these
searches may not provide complete answers for the marketing researcher, they may
raise issues and identify contacts where further exploration may prove beneficial.



Summary

Defining the marketing research problem is the most important step in a research
project. Problem definition is a difficult step, because frequently management has not
determined the actual problem or has only a vague notion about it. The marketing
researcher’s role is to help management identify and isolate the problem.

The formal ways in which decision-makers and researchers communicate their
perspectives on a research problem and how to solve it are through the development
of a research brief and a research proposal. To fully develop these documents,
researchers should be proactive in arranging discussions with key decision-makers,
which should include a problem audit whenever possible. They should also conduct,
where necessary, interviews with relevant experts, and secondary data collection and
analyses. These tasks should lead to an understanding of the environmental context of
the problem.

Analysis of the environmental context should assist in the identification of the
marketing decision problem, which should then be translated into a marketing
research problem. The marketing decision asks what the decision-maker needs to do,
whereas the marketing research problem asks what information is needed and how it
can be obtained effectively and efficiently. The researcher should avoid defining the
marketing research problem either too broadly or too narrowly. An appropriate way
of defining the marketing research problem is to make a broad statement of the prob-
lem and then identify its specific components.

Developing an approach to the problem is the second step in the marketing
research process. The components of an approach may consist of an objective/theo-
retical framework, analytical models, research questions and hypotheses. It is
necessary that the approach developed be based upon objective evidence or empirical
evidence and be grounded in theory as far as it is appropriate. The relevant variables
and their interrelationships may be neatly summarised via an analytical model. The
most common kinds of model structures are verbal, graphical and mathematical. The
research questions are refined statements of the specific components of the problem
that ask what specific information is required with respect to the problem compo-
nents. Research questions may be further refined into hypotheses. Finally, given the
problem definition, research questions and hypotheses should be used to create a
method to either measure or elicit an understanding of target respondents.

When defining the problem in international marketing research, the researcher
must be aware of the impact of their own cultural values when evaluating the envi-
ronmental impact upon the nature of a problem. Likewise, when developing an
approach, the differences in the environment prevailing in the domestic market and
the foreign markets should be carefully considered. Several ethical issues that have an
impact on the client and the researcher can arise at this stage but can be resolved by
adhering to the seven Cs: communication, cooperation, confidence, candour, close-
ness, continuity and creativity.
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What is the nature of the first step in conducting a marketing research project?
Why is it vital to define the marketing research problem correctly?

What is the role of the researcher in the problem definition process?

What are the components of a marketing research brief?

What are the components of a marketing research proposal?

How may a marketing researcher be creative in interpreting a research brief and

developing a research proposal?

7 What is the significance of the ‘background’ section of a research brief and research

proposal?

8 Describe some of the reasons why management is often not clear about the ‘real’

problem they face.

9 What interrelated events occur in the environmental context of a research problem?
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Research design

Objectives

After reading this chapter, you should be able to:

1 define research design, classify various research designs, and
explain the differences between exploratory and conclusive
research designs;

2 compare and contrast the basic research designs: exploratory,
descriptive and causal;

3 understand how respondents or the subjects of research design
affect research design choices;

4 describe the major sources of errors in a research design,
including random sampling error and the various sources of non-
sampling error;

5 explain research design formulation in international marketing
research;

6 understand the ethical issues and conflicts that arise in
formulating a research design.

There are a huge array of alternative research
designs that can satisfy research objectives.
The key is to create a design that enhances the
value of the information obtained, whilst
reducing the cost of obtaining it.
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Overview

Chapter 2 discussed how to define a marketing research problem and develop a suit-
able approach. These first two steps are critical to the success of the whole marketing
research project. Once they have been completed, attention should be devoted to
designing the formal research project by formulating a detailed research design (as a
reminder, see Figure 2.3).

This chapter defines and classifies research designs. We describe the two major
types of research design: exploratory and conclusive. We further classify conclusive
research designs as descriptive or causal and discuss both types in detail. We then con-
sider the differences between the two types of descriptive designs — cross-sectional
and longitudinal — and identify sources of errors. The special considerations involved
in formulating research designs in international marketing research are discussed.
Several ethical issues that arise at this stage of the marketing research process are con-
sidered. The reader can develop a better appreciation of the concepts presented in this
chapter by first considering the following example, which illustrates the use of a
number of interrelated techniques to build a research design.

Getting to know you?

Building a relationship with consumers is a challenge facing all organisations, but particularly
so in the case of ‘emergent drinkers’, those of legal drinking age up to 25. Allied Domecq
Spirits and Wines (ADSW) recognised the danger of being distanced from this crucial group,
particularly across geographical markets. ADSW worked with Pegram Walters International
(PWi) on a project that went far beyond an exploration of the current usage and attitudes
towards spirits. The objectives of the project encompassed an exploration of the target groups’
personal values, their feelings about their lives, their universe, their hopes and dreams.

There were three stages to the research design. In the first stage the researchers con-
ducted one-hour depth interviews. There were three clear objectives for this stage: to
understand personal viewpoints on marketing and lifestyle issues; to clarify and/or narrow
down topics for subsequent exploration; and to recruit appropriate ‘information gatherers’.
From this stage hypotheses were formulated on issues such as how respondents saw them-
selves and their future, relationships, self-discovery and opting in or opting out of the system.

In the second stage, from 20 depth interviews, 10 respondents were retained as ‘informa-
tion gatherers’. ‘Leading edge’ bars were rented out and 50 adult emergent drinkers were
invited to participate in workshops. Given a task guideline, the information gatherers led dis-
cussions. As an additional record, the workshops were video-recorded. The participants felt
comfortable within their peer group and, in the more natural bar environment, fed back real,
relevant and honest information.

The third stage occurred on the night following the workshops. Focus groups were used,
made up of the ‘information gatherers’. They discussed what happened in the workshops and
their interpretation of what it actually meant.

In order to ensure that the information remained topical, useful and easily accessible, it
was felt important to create a vehicle for an on-going communication and dialogue with the
target market. To achieve this, they created a high impact ‘magazine’ to bring the research to
life after the presentation of findings. This was referred to as a magazine and not a research
report to reflect the lifestyle of the consumer group in question: it contained images, layouts
and fonts typically associated with the generation.

The above example illustrates a very creative and useful exploratory research
design. As a research design it worked well in that it achieved a balance of the needs
and expectations of marketing decision-makers and respondents. Decision-makers
helped to set clear research objectives based upon the gaps in their knowledge of the

57



Chapter 3 ¢ Research design

Research design

A framework or blueprint for
conducting the marketing
research project. It specifies
the details of the procedures
necessary for obtaining the
information needed to
structure or solve marketing
research problems.
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target market. Respondents related well to the issues posed to them, in a context and
environment that was comfortable to them. An understanding of the fundamentals of
research design, its components, and the trade-offs between the parties involved in
making the design work, enabled the researchers to formulate the most appropriate
design for the problem at hand.

Research design definition

A research design is a framework or blueprint for conducting a marketing research
project. It details the procedures necessary for obtaining the information needed to
structure or solve marketing research problems. Although a broad approach to the
problem has already been developed, the research design specifies the details — the
practical aspects — of implementing that approach. A research design lays the founda-
tion for conducting the project. A good research design will ensure that the marketing
research project is conducted effectively and efficiently. Typically, a research design
involves the following components or tasks, which will be discussed in detail in the
subsequent chapters:

1 Define the information needed (Chapter 2).

2 Decide whether the overall design is to be exploratory, descriptive or causal
(Chapter 3).

3 Design the sequence of techniques of understanding and/or measurement
(Chapters 4 to 12).

4 Construct and pre-test an appropriate form for data collection or questionnaire
(Chapters 7, 8 and 13).

5 Specify the qualitative and/or quantitative sampling process and sample size
(Chapters 6, 14 and 15).

6 Develop a plan of qualitative and/or quantitative data analysis (Chapters 9 and 17).

In formulating a research design, the researcher has to balance the perspectives of mar-
keting decision-makers and target respondents. From their education and experience,
marketing decision-makers may have certain techniques that they believe to be the
most effective and in which they subsequently have more confidence. There is no
problem with this, providing the technique is the best means to measure or understand
the issue under investigation, from the perspective of respondents. In the example at
the start of this chapter, decision-makers had confidence in the qualitative techniques
and the data generated. The techniques worked well with the respondents, drawing out
a rich picture of respondent behaviour, lifestyle and aspirations. However, should the
decision-makers feel that survey techniques are the most effective, giving them the
most confidence to support their decisions, the researcher may face a dilemma. If they
use survey techniques they may find that respondents may have a different relationship
with interviewers, do not reflect in the same manner and ultimately do not reveal so
much. Thus, research design involves the researcher developing an understanding of
the type of data decision-makers have confidence in, plus an understanding of how
respondents may respond to different techniques. The first part of this balancing act
involves understanding research design from the decision-makers’ perspective; the
second part involves understanding the respondents’ perspective.



Research design from the decision-maker’s perspective

Research design from the decision-maker’s perspective

Marketing decision-makers seek support from marketing researchers that is of practi-
cal relevance to the decisions they face. To give practical support, decision-makers
expect information that is:

m Accurate, i.e. the most valid representation of the phenomena under investigation,
that has come from the most reliable or consistent form of measurement or under-
standing, that is sufficiently sensitive to the important differences in individuals
being measured or understood. Combining these three criteria refers to the degree
to which information may be deemed as ‘accurate’.

m Current, i.e. as up to date as possible. This is particularly important where con-
sumer attitudes, lifestyle or behaviour changes rapidly, perhaps due to rapid
technology changes or new product offerings in a highly competitive market.

m Sufficient, i.e. the completeness or clarity of a ‘picture’ that reflects the characteris-
tics of the marketing problem they face.

m Available, i.e. that access to the relevant information can be made when a decision
is imminent. This is particularly important where competitive activity forces the
decision-maker into making a rapid response.

m Relevant, i.e. that the support given ‘makes sense’ to decision-makers. In very
general terms, decision-makers may criticise qualitative techniques for being
biased and unrepresentative and quantitative techniques for lacking depth and a
holistic perspective. Ideally, whichever technique is adopted, decision-makers
should be aware of the benefits, limitations and even alternatives. With this
awareness they can use the findings with confidence to build upon their existing
experiences and knowledge.

Generating information that fulfils all the above characteristics is extremely difficult,
if not impossible to achieve in marketing research. The evaluation of sources of error,
presented later in this chapter, and the restrictions of budget and timescales mean
that this list represents ‘ideals’ Realistically, trade-offs must be made among the above
characteristics. Within the first characteristic of accuracy there are further trade-offs
which are primarily caused by what the marketing researcher is attempting to meas-
ure or understand:?

1 The subject of investigation is usually human.

2 The process of measuring or observing humans may cause them to change.

3 It is difficult to assess the effect of extraneous variables in marketing experiments
and thus their applications are limited.

Given the complexity of the subjects under study, the context or environment in
which measurements are taken, and the skills required to perform and interpret
measurements, it is difficult (if not impossible) to gain completely objective and accu-
rate measurements. Of all the potential trade-offs, if one were to remove relevance
then the whole rationale of supporting the marketing decision-maker has been
removed. Therefore this characteristic can never be compromised.

Relevance embraces, inter alia, the ability to plan and forecast from research find-
ings, to be able to distinguish real differences in consumer traits, and to know that
characteristics are representative of groups of individuals. With relevant information
such as this, the decision-maker can build up a stronger understanding or awareness
of markets and the forces that shape them. In building up this understanding, the
decision-maker cannot turn to a single technique or even body of techniques that may
be deemed the ‘ideal’ in ensuring that information is relevant. In different types of
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Figure 3.1
Responses to
interviewing3
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decision-making scenario, different techniques will offer the best support for that
decision-maker. Establishing the best form of support is the essence of research design.

A fundamental starting point in deciding an appropriate design is viewing the
process from the point of view of the potential subject or respondent to a marketing
research study.

Research designh from respondents’ perspectives

The potential respondents to any marketing research investigation play a vital role in
deciding which research design will actually work in practice. A subject of study may
be complex and need time for respondents to reflect upon and put words to the ques-
tions posed. Certain methods are more likely to build up a rapport and trust, in these
circumstances, putting the respondent in the right frame of mind, and getting them to
respond in a full and honest manner. Figure 3.1 is a framework that serves to remind
how respondents may be accessed, and what kinds of response may be generated.

In Figure 3.1 the box under the heading ‘Layers of response from respondents’ rep-
resents how respondents may react to questions posed to them. In the first layer of
‘Spontaneous, Reasoned, Conventional’ are questions that respondents can express a
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Research design from respondents’ perspectives

view about quickly, that are simple for them to reflect upon, relating to common every-
day occurrences that are at the forefront of their mind. In such circumstances, simple
structured questioning (or self-reporting) in a standardised manner is possible. Further,
the same procedure can be conducted in a consistent manner to a whole array of ‘types’
of respondent such as age groups, social class and intellectual levels. For example, if
questions were posed on which newspapers someone reads, it is a reasonable assump-
tion that respondents are aware of the title(s), the title(s) can be communicated and the
topic is not a sensitive issue. In these circumstances, where answers to questions on
reading habits are relatively easy to access and respond to, highly structured question-
naires are appropriate. Clearly, in such situations, quantitative techniques are applicable
that allow very detailed descriptions or experiments to be made.

Progressing down, at the second level are questions that are more personal and more
sensitive, such as the use of personal hygiene products or, in business-to-business
research, commercially sensitive information. Again, structured questionnaires can
measure the relevant issues but an amount of rapport may be needed to induce respon-
dents to trust the interviewer and reveal their ‘more personal’ attitudes and behaviour.

At the third level are questions that require respondents to be creative. For exam-
ple, if respondents were to be asked about their attitudes and behaviour towards
eating yoghurt, this could be done in a very structured manner. Questions could be
set to determine when it was eaten, favourite flavours and brands, where it was
bought, how much was spent, etc. The same can be said of alcohol consumption,
though this could well be a sensitive issue for many respondents. Now imagine a new
product idea that mixes yoghurt and alcohol. What combinations of alcohol and
yoghurt would work, and what types of consumer would be attracted to it? Would it
be a dessert liqueur such as Baileys Irish Cream or frozen yoghurt to compete with
the Hidagen Dazs luxury ice creams? Would champagne, advocaat, whisky or beer be
the best alcoholic ingredient? Should any fruits be added? Individually? Forest fruits?
Tropical fruits? How would it be packaged? What name would best suit it? What price
level would it sell at? On what occasions would it be consumed?

Answering these questions demands a great amount of creativity and imagination.
It demands that respondents reflect upon ideas, can play with ideas and words and
dig deep to draw out ideas in a relaxed manner. Structured questionnaires cannot do
this; such a scenario would work best with the use of focus groups.

At the fourth level may be questions that respondents may not be able to conceptu-
alise, never mind be willing to express what they feel about a particular issue. An
example of such an issue may be trying to understand the childhood influences of
family and friends on an individual’s perception and loyalty to brands of washing-up
liquid. Another example may be understanding the image consumers have of them-
selves and an image they wish to portray by spending €20,000 on a Rolex wristwatch.
Respondents do not normally have to think through such issues or articulate them,
until a marketing researcher comes along! In such circumstances, the characteristics
of the individual determine what is the best way to probe and elicit appropriate
responses. Nothing is standardised or consistent in these circumstances, the
researcher having to shape the questions, probes and observations as they see fit in
each interview.

As well as understanding how respondents may react to particular issues,
researchers should also understand how the context or environment may affect
respondents. As an example in the first level of Figure 3.1, respondents may be more
relaxed and feel in control if they can answer the set questions about their newspaper
reading habits on the Internet rather than on the street. In the example at the start of
this chapter that explored the hopes and dreams of ‘emergent drinkers’, techniques
were used at levels 3 and 4 of Figure 3.1. The context of the interviews was in ‘leading-
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Figure 3.2
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edge bars’. This context could have helped the target respondents to relax, to develop a
better rapport with interviewers and other respondents, and to think more about the
issues and express their feelings more clearly. If the interviews were conducted over
the Internet, the same levels of relaxation and rapport may not work. If the interviews
were targeted at older respondents, they may have felt very self-conscious in ‘leading-
edge bars, which may restrict their responses. Researchers therefore must understand
characteristics of respondents, how they react to particular issues and how they react
in different contexts or environments. These factors are illustrated in Figure 3.2,
which acts as a reminder of the understanding of respondents that researchers must
develop, in order to choose and apply the best research technique.

Research design classification

Research designs may be broadly classified as exploratory or conclusive (see Figure
3.3). The differences between exploratory research and conclusive research are sum-
marised in Table 3.1.

Research design

!
v v

Exploratory design Conclusive design

Y '

Qualitative Quantitative Descriptive Causal
exploration exploration research research

——

Cross-sectional Longitudinal
design design
Single Multiple

cross-sectional cross-sectional



Research design classification

Table 3.1 Differences between exploratory and conclusive research

Exploratory Conclusive
Objectives To provide insights and To test specific hypotheses and
understanding of the nature of examine relationships
marketing phenomena To measure
To understand
Characteristics Information needed may be loosely Information needed is clearly
defined defined
Research process is flexible, Research process is formal and
unstructured and may evolve structured
Samples are small Sample is large and aims to be
Data analysis can be qualitative representative
or quantitative Data analysis is quantitative
Findings/results Can be used in their own right Can be used in their own right
May feed into conclusive research May feed into exploratory research
May illuminate specific conclusive May set a context to exploratory
findings findings
Methods Expert surveys Surveys
Pilot surveys Secondary data
Secondary data Databases
Qualitative interviews Panels
Unstructured observations Structured observations
Quantitative exploratory multivariate Experiments
methods

The primary objective of exploratory research is to provide insights into and an
understanding of marketing phenomena. It is used in instances where the subject of
the study cannot be measured in a quantitative manner or where the process of meas-
urement cannot realistically represent particular qualities. For example, if a researcher
was trying to understand what ‘atmosphere’ meant in a restaurant, exploratory
research may help to establish all the appropriate variables and how they connected
together. What role did music play? What type of music? How loud? What types of
furniture? What colours and textures? What types of lighting? What architectural fea-
tures? This list could go on of what ‘atmosphere’ may mean in the context of a
restaurant experience for particular types of consumer. ‘Atmosphere’ may not be
measurable from the respondent’s perspective. From the perspective of the creative
director in an advertising agency, quantitative measurements of the individual com-
ponents of ‘atmosphere’ may not create the holistic feel of a restaurant in a manner
they can relate to.

Exploratory research may also be used in cases where you must define the problem
more precisely, identify relevant courses of action, or gain additional insights before
going on to confirm findings using a conclusive design. In such circumstances, the
information needed will be loosely defined at an exploratory stage, using research
questions rather than specific hypotheses or actual measurements. The research
process that is adopted is characterised as being flexible, loosely structured and, in
some circumstances, evolutionary in nature.

In an example of a flexible, loosely structured and evolutionary approach, consider
conducting personal interviews with industry experts. The sample, selected to gener-
ate maximum insight, is small and non-representative. However, the emphasis in the
sampling procedure is focused upon ‘quality’ individuals who are willing to open up,
use their imagination, be creative and reveal perhaps sensitive thoughts and behav-
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iour. ‘Quality’ also may emerge from their level of expertise; for example, there may
only be a small population of chief executives in airline companies in Europe. If a
small sample of, say, six chief executives from the largest and fastest developing air-
lines allowed access to a marketing researcher and revealed their attitudes and
behaviour, insights may be gained that no conclusive study could achieve. By being
flexible in the issues to discuss, loosely structured in how probes and additional issues
emerge, and evolutionary in the nature of who to talk to and the best context in
which to gain their confidence and get them to express what they really feel, an
exploratory design can be very beneficial.

There is an exception to exploratory designs being built around qualitative tech-
niques. There are examples of quantitative findings being used for exploratory
purposes. For example, within a survey that examines specific research questions and
hypotheses lies the opportunity to examine additional connections between questions
that had not been initially considered. Simple correlations through to multivariate
techniques that explore potential connections between questions may be conducted;
this process is known as data mining (examined in more detail in Chapter 5). In
essence, data mining searches for significant connections or patterns in a dataset that
a researcher or decision-maker may be unaware of.

To summarise, exploratory research is meaningful in any situation where the
researcher does not have enough understanding to proceed with the research project.
Exploratory research is characterised by flexibility and versatility with respect to the
methods, because formal research protocols and procedures are not employed. It
rarely involves structured questionnaires, large samples and probability sampling
plans. Rather, researchers are alert to new ideas and insights as they proceed. Once a
new idea or insight is discovered, they may redirect their exploration in that direction.
That new direction is pursued until its possibilities are exhausted or another direction
is found. For this reason, the focus of the investigation may shift constantly as new
insights are discovered. Thus, the creativity and ingenuity of the researcher play a
major role in exploratory research. Exploratory research can be used for any of the
purposes listed in Table 3.2.

Table 3.2 A summary of the uses of exploratory research designs

1 To obtain some background information where absolutely nothing is known about the problem area.

2 To define problem areas fully and to formulate hypotheses for further investigation and/or
quantification.

3 Concept identification and exploration in the development of new product or forms of marketing
communications.

4 During a preliminary screening process such as in new product development, in order to reduce
a large number of possible projects to a smaller number of probable ones.

5 To identify relevant or salient behaviour patterns, beliefs, opinions, attitudes, motivations, etc.
and to develop structures of these constructs.

6 To develop an understanding of the structure of beliefs and attitudes in order to aid the
interpretation of data structures in multivariate data analyses.

7 To explore the reasons that lie behind the statistical differences between groups that may
emerge from secondary data or surveys.

8 To explore sensitive or personally embarrassing issues from the respondents’ and/or the
interviewer’s perspective.

9 To explore issues that respondents may hold deeply, that are difficult for them to rationalise and
they may find difficult to articulate.

10 To ‘data-mine’ or explore quantitative data to reveal hitherto unknown connections between
different measured variables.




Descriptive research

A type of conclusive research

that has as its major objective
the description of something,

usually market characteristics
or functions.

Descriptive research

The objective of conclusive research is to describe specific phenomena, to test spe-
cific hypotheses and examine specific relationships. This requires that the
information needed is clearly specified.* Conclusive research is typically more formal
and structured than exploratory research. It is based on large, representative samples,
and the data obtained are subjected to quantitative analysis. Conclusive research can
be used for any of the purposes listed in Table 3.3.

Table 3.3 A summary of the uses of conclusive research designs

1 To describe the characteristics of relevant groups, such as consumers, salespeople,
organisations, or market areas.

2 To estimate the percentage in a specified population exhibiting a certain form of behaviour.

3 To count the frequency of events, especially in the patterns of consumer behaviour.

4 To measure marketing phenomena to represent larger populations or target markets.

5 To be able to integrate findings from different sources in a consistent manner, especially in the
use of marketing information systems and decision support systems.

6 To determine the perceptions of product or service characteristics.

7 To compare findings over time that allow changes in the phenomena to be measured.

8 To measure marketing phenomena in a consistent and universal manner.

9 To determine the degree to which marketing variables are associated.

10 To make specific predictions.

As shown in Figure 3.3, conclusive research designs may be either descriptive or
causal, and descriptive research designs may be either cross-sectional or longitudinal.
Each of these classifications is discussed further, beginning with descriptive research.

Descriptive research

As the name implies, the major objective of descriptive research is to describe some-
thing, usually market characteristics or functions.”> A major difference between
exploratory and descriptive research is that descriptive research is characterised by the
prior formulation of specific research questions and hypotheses. Thus, the informa-
tion needed is clearly defined. As a result, descriptive research is pre-planned and
structured. It is typically based on large representative samples. A descriptive research
design specifies the methods for selecting the sources of information and for collect-
ing data from those sources.
Examples of descriptive studies in marketing research are as follows:

m Market studies describing the size of the market, buying power of the consumers,
availability of distributors, and consumer profiles

m Market share studies determining the proportion of total sales received by a com-
pany and its competitors

m Sales analysis studies describing sales by geographic region, product line, type of
the account and size of the account

m Image studies determining consumer perceptions of the firm and its products

Product usage studies describing consumption patterns

m Distribution studies determining traffic flow patterns and the number and location
of distributors
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Cross-sectional design
A type of research design
involving the collection of
information from any given
sample of population
elements only once.

Single cross-sectional
design

A cross-sectional design in
which one sample of
respondents is drawn from the
target population and
information is obtained from
this sample once.

Multiple cross-sectional
design

A cross-sectional design in
which there are two or more
samples of respondents, and
information from each sample
is obtained only once.

example |

example
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m Pricing studies describing the range and frequency of price changes and probable
consumer response to proposed price changes

m Advertising studies describing media consumption habits and audience profiles
for specific television programmes and magazines.

These examples demonstrate the range and diversity of descriptive research studies.
Descriptive research can be further classified into cross-sectional and longitudinal
research (Figure 3.3).

Cross-sectional designs

The cross-sectional study is the most frequently used descriptive design in marketing
research. Cross-sectional designs involve the collection of information from any
given sample of population elements only once. They may be either single cross-
sectional or multiple cross-sectional (Figure 3.3). In single cross-sectional designs,
only one sample of respondents is drawn from the target population, and informa-
tion is obtained from this sample only once. These designs are also called sample
survey research designs. In multiple cross-sectional designs, there are two or more
samples of respondents, and information from each sample is obtained only once.
Often, information from different samples is obtained at different times. The follow-
ing examples illustrate single and multiple cross-sectional designs respectively.

Designing coupons from cross-sections®

A cross-sectional study based on a single survey was conducted to determine the effective-
ness of sales promotion coupons in stimulating sales, as well as to assess coupon user and
non-user profiles. The data were collected from 8,000 households. The results showed that
31% of all coupon-redeeming households accounted for 72% of all redemptions.
Demographically, heavy coupon redeemers were large households with children and annual
incomes exceeding €30,000, with female heads of household aged 35 to 54 who worked
part-time. Light users of coupons were smaller households with female heads who were
younger and worked full-time. Such information was useful to consumer products firms like
Procter & Gamble that rely heavily on coupon promotion, as it enabled them to target their
promotions to heavy coupon redeemers.

Chase and Grabbits multiply like rabbits’

Eating behaviour trends were examined in a marketing research project commissioned by the
Pillsbury Company. This project involved data from food diaries collected over three time
waves. Each wave had a different sample of 1,000 households for a total sample size of
3,000 in the multiple cross-sectional design. Based on an analysis of eating patterns, the
market was divided into five segments: Chase and Grabbits, Functional Feeders, Down Home
Stokers, Careful Cooks and Happy Cookers. The changes in composition of these segments
were examined over time. For example, the Chase and Grabbits experienced the biggest
increase over the 15-year period (+136%). Currently, this group represents 26% of the total
sample. Their desire for more convenience also increased over time. Says one Chase and
Grabbit, ‘Someday all you’ll have to do is take a pill and it'll give you everything you need.’
This information enabled the Pillsbury Company to target different products for different seg-
ments. For example, the Chase and Grabbit represented a prime segment for prepared foods
and TV dinners.

The survey of coupon use, a single cross-sectional design, involved only one group
of respondents who provided information only once. On the other hand, the Pillsbury
study involved three different samples, each measured only once, with the measures
obtained five years apart. Hence, the latter study illustrates a multiple cross-sectional
design. A type of multiple cross-sectional design of special interest is cohort analysis.



Cohort analysis

A multiple cross-sectional
design consisting of surveys
conducted at appropriate time
intervals. The cohort refers to
the group of respondents who
experience the same event
within the same interval.

Longitudinal design

A type of research design
involving a fixed sample of
population elements
measured repeatedly. The
sample remains the same
over time, thus providing a
series of pictures that, when
viewed together, portray a
vivid illustration of the
situation and the changes
that are taking place.

Descriptive research

Cohort analysis consists of a series of surveys conducted at appropriate time
intervals, where the cohort serves as the basic unit of analysis. A cohort is a group of
respondents who experience the same event within the same time interval.® For
example, a birth (or age) cohort is a group of people who were born during the same
time interval, such as 1951-60. The term cohort analysis refers to any study in which
there are measures of some characteristics of one or more cohorts at two or more
points in time.

It is unlikely that any of the individuals studied at time 1 will also be in the sample
at time 2. For example, the age cohort of people between 8 and 19 years was selected,
and their soft drink consumption was examined every 10 years for 30 years. In other
words, every 10 years a different sample of respondents was drawn from the popula-
tion of those who were then between 8 and 19 years old. This sample was drawn
independently of any previous sample drawn in this study from the population of 8
to 19 years. Obviously, people who were selected once were unlikely to be included
again in the same age cohort (8 to 19 years), as these people would be much older at
the time of subsequent sampling. This study showed that this cohort had increased
consumption of soft drinks over time. Similar findings were obtained for other age
cohorts (20-29, 30-39, 40-49, and 50+). Further, the consumption of each cohort did
not decrease as the cohort aged. These results are presented in Table 3.4 in which the
consumption of the various age cohorts over time can be determined by reading
down the diagonal. These findings contradict the common belief that the consump-
tion of soft drinks will decline with the greying of Western economies. This common
but erroneous belief has been based on single cross-sectional studies. Note that if any
column of Table 3.4 is viewed in isolation (as a single cross-sectional study) the con-
sumption of soft drinks declines with age, thus fostering the erroneous belief.”

Table 3.4 Consumption of soft drinks by various age cohorts
(Percentage consuming on a typical day)

Age 1950 1960 1970 1980
819 53 63 73 81
20-29 45 \61 T 76 T 76 \cs
30-39 34 T 47 T 68 i 71 i c7
40-49 23 T 41 T 59 T 68 \ce
50+ 18\29\50 \52 \cs
\01 T c2 \cs \04

C1: cohort born prior to 1900
C2: cohort born 1901-10
C3: cohort born 1911-20

C4: cohort born 1921-30
C5: cohort born 1931-40
C6: cohort born 1941-50

C7: cohort born 1951-60
C8: cohort born 1961-70

Cohort analysis is also used to predict changes in voter opinions during a political
campaign. Well-known marketing researchers such as MORI or Gallup, who spe-
cialise in political opinion research, periodically question cohorts of voters (people
with similar voting patterns during a given interval) about their voting preferences to
predict election results. Thus, cohort analysis is an important cross-sectional design.
The other type of descriptive design is longitudinal design.

Longitudinal designs

In longitudinal designs, a fixed sample (or samples) of population elements is meas-
ured repeatedly. A longitudinal design differs from a cross-sectional design in that the
sample or samples remain the same over time. In other words, the same people are
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Panel

A sample of respondents who
have agreed to provide
information at specified
intervals over an extended
period.
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studied over time. In contrast to the typical cross-sectional design, which gives a
snapshot of the variables of interest at a single point in time, a longitudinal study pro-
vides a series of ‘pictures’. These ‘pictures’ give an in-depth view of the situation and
the changes that take place over time. For example, the question ‘how did the German
people rate the performance of President Helmut Kohl immediately after unification
of West and East Germany?” would be addressed using a cross-sectional design. A lon-
gitudinal design, however, would be used to address the question ‘how did the
German people change their view of Kohl’s performance during his presidency?’

Often, the term panel is used interchangeably with the term longitudinal design. A
panel consists of a sample of respondents, generally households, who have agreed to
provide information at specified intervals over an extended period. Panels are main-
tained by syndicated firms, and panel members are compensated for their
participation with gifts, coupons, information or cash.!?

Data obtained from panels may provide information on market shares that are
based on an extended period of time. Such data may also allow the researcher to
examine changes in market share over time.!!

Relative advantages and disadvantages of longitudinal and
cross-sectional designs

The relative advantages and disadvantages of longitudinal versus cross-sectional
designs are summarised in Table 3.5. A major advantage of longitudinal design over
the cross-sectional design is the ability to detect change as a result of repeated meas-
urement of the same variables on the same sample.

Table 3.5 Relative advantages and disadvantages of longitudinal and
cross-sectional designs

Evaluation criteria Cross-sectional design Longitudinal design
Detecting change _ +
Large amount of data collection _ +
Accuracy _ +
Representative sampling + _
Response bias + _

Note: A + indicates a relative advantage over the other design, whereas a — indicates a relative disadvantage.

Tables 3.6 and 3.7 demonstrate how cross-sectional data can mislead researchers about
changes over time. The cross-sectional data reported in Table 3.6 reveal that the purchases
of Brands A, B and C remain the same in periods 1 and 2. In each survey, 20% of the
respondents purchase Brand A, 30% Brand B, and 50% Brand C. The longitudinal data
presented in Table 3.7 show that substantial change, in the form of brand switching,
occurred in the study period. For example, only 50% (100/200) of the respondents who
purchased Brand A in period 1 also purchased it in period 2. The corresponding repeat

Table 3.6 Cross-sectional data may not show change

Brand purchased Time period

Period 1 Survey Period 2 Survey
Total surveyed 1,000 1,000
Brand A 200 200
Brand B 300 300
Brand C 500 500




Causal research

A type of conclusive research
where the major objective is
to obtain evidence regarding
cause-and-effect (causal)
relationships.

Causal research

Table 3.7 Longitudinal data may show substantial change

Brand purchased Brand purchased in Period 2
in Period 1

Brand A Brand B Brand C Total
Total surveyed 200 300 500 1,000
Brand A 100 50 50 200
Brand B 25 100 175 300
Brand C 75 150 275 500

purchase figures for Brands B and C are, respectively, 33.3% (100/300) and 55%
(275/500). Hence, during this interval Brand C experienced the greatest loyalty and
Brand B the least. Table 3.7 provides valuable information on brand loyalty and brand
switching (such a table is called a turnover table or a brand-switching matrix).'?

Longitudinal data enable researchers to examine changes in the behaviour of indi-
vidual units and to link behavioural changes to marketing variables, such as changes
in advertising, packaging, pricing and distribution. Since the same units are measured
repeatedly, variations caused by changes in the sample are eliminated and even small
variations become apparent.'®

Another advantage of panels is that relatively large amounts of data can be col-
lected. Because panel members are usually compensated for their participation, they
are willing to participate in lengthy and demanding interviews. Yet another advantage
is that panel data can be more accurate than cross-sectional data.!* A typical cross-
sectional survey requires the respondent to recall past purchases and behaviour; these
data can be inaccurate because of memory lapses. Panel data, which rely on continu-
ous recording of purchases in a diary, place less reliance on the respondent’s memory.
A comparison of panel and cross-sectional survey estimates of retail sales indicates
that panel data give more accurate estimates.!'”

The main disadvantage of panels is that they may not be representative. Non-
representativeness may arise because of:

1 Refusal to cooperate. Many individuals or households do not wish to be bothered
with the panel operation and refuse to participate. Consumer panels requiring
members to keep a record of purchases have a cooperation rate of 60% or less.

2 Mortality. Panel members who agree to participate may subsequently drop out because
they move away or lose interest. Mortality rates can be as high as 20% per year.!®

3 Payment. Payment may cause certain types of people to be attracted, making the
group unrepresentative of the population.

Another disadvantage of panels is response bias. New panel members are often
biased in their initial responses. They tend to increase the behaviour being measured,
such as food purchasing. This bias decreases as the respondent overcomes the novelty
of being on the panel, so it can be reduced by initially excluding the data of new
members. Seasoned panel members may also give biased responses because they
believe they are experts or they want to look good or give the ‘right’ answer. Bias also
results from boredom, fatigue and incomplete diary entries.!”

Causal research

Causal research is used to obtain evidence of cause-and-effect (causal) relationships.
Marketing managers continually make decisions based on assumed causal relation-
ships. These assumptions may not be justifiable, and the validity of the causal
relationships should be examined via formal research.!® For example, the common
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assumption that a decrease in price will lead to increased sales and market share does
not hold in certain competitive environments. Causal research is appropriate for the
following purposes:

1 To understand which variables are the cause (independent variables) and which
variables are the effect (dependent variables) of marketing phenomena.

2 To determine the nature of the relationship between the causal variables and the
effect to be predicted.

3 To test hypotheses.

Like descriptive research, causal research requires a planned and structured design.
Although descriptive research can determine the degree of association between vari-
ables, it is not appropriate for examining causal relationships. Such an examination
requires a causal design, in which the causal or independent variables are manipulated
in a relatively controlled environment. Such an environment is one in which the other
variables that may affect the dependent variable are controlled or checked as much as
possible. The effect of this manipulation on one or more dependent variables is then
measured to infer causality. The main method of causal research is experimentation.'”

Due to the complexity and importance of this subject, Chapter 11 has been
devoted to causal designs and experimental research.

Relationships between exploratory, descriptive and

causal research

We have described exploratory, descriptive and causal research as major classifications
of research designs, but the distinctions among these classifications are not absolute.
A given marketing research project may involve more than one type of research
design and thus serve several purposes.?’ Which combination of research designs to
employ depends on the nature of the problem. We offer the following general guide-
lines for choosing research designs.

1 When little is known about the problem situation, it is desirable to begin with
exploratory research. Exploratory research is appropriate for the following:

(a) When the nature of the topic under study cannot be measured in a structured,
quantifiable manner.

(b) When the problem needs to be defined more precisely.

(c) When alternative courses of action need to be identified.

(d) When research questions or hypotheses need to be developed.

(e) When key variables need to be isolated and classified as dependent or independent.

2 Exploratory research may be an initial step in a research design. It may be followed
by descriptive or causal research. For example, hypotheses developed via
exploratory research can be statistically tested using descriptive or causal research.

3 It is not necessary to begin every research design with exploratory research. It
depends on the precision with which the problem has been defined and the
researcher’s degree of certainty about the approach to the problem. A research
design could well begin with descriptive or causal research. To illustrate, a con-
sumer satisfaction survey that is conducted annually need not begin with or
include an exploratory phase.

4 Although exploratory research is generally the initial step, it need not be.
Exploratory research may follow descriptive or causal research. For example,
descriptive or causal research results in findings that are hard for managers to
interpret. Exploratory research may provide more insights to help understand
these findings.
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Relationships between exploratory, descriptive and causal research

The relationships between exploratory, descriptive and causal research are further
illustrated by the following example. The example starts with a description of the
environmental context of a marketing problem, shows the related marketing decision
problem and the related marketing research problem, and then evaluates potential
research designs that could work.

How would you like your alligator cooked, madam?

Environmental context

Supermarket X has seen a continual decline in the sales of beef over the past five years. Over
this period, a number of factors have emerged which collectively may have eroded consumer
confidence in the product and changed their attitudes and behaviour. The factors may be
summarised as follows.

m Animal health scares related to diseases in cattle throughout Europe, including BSE and
foot-and-mouth disease.

B Health awareness in terms of relationship between diet, nutrition and health has become a
topic that is more widely debated — especially the role and benefits of red meats.

m The organic food movement has significantly grown over this period, raising awareness in
consumers of food production and what they deem to be ‘quality’ food.

m Animal welfare, in terms of how animals are treated on farms, on their journey to the abattoir
and in the slaughter process, has become a topic that is more widely debated.

Marketing decision problem and related marketing research problem

The marketing decision-makers in Supermarket X could perceive these issues as threats or
opportunities and react in a number of ways. The following are two examples of a multitude of
directions they could choose. The marketing decision problem could be ‘should a new prod-
uct be introduced’?, i.e. beef is in decline, therefore determine which product is felt to be the
‘replacement’, setting a marketing research problem of ‘to determine consumer preferences
and purchase intentions for the proposed new product’. The marketing decision problem
could alternatively be ‘should the advertising campaign be changed to allay consumer fears’?,
i.e. having a belief that ‘ex-consumers’ of beef can be tempted back, if only the negative con-
notations related to the product be addressed, setting a marketing research problem of ‘to
understand the nature of consumer fears and to test the impact of various advertising formats
in terms of changing consumer attitudes’.

Research design

The marketing research problem ‘to determine consumer preferences and purchase inten-
tions for the proposed new product’ could be tackled with a descriptive research design,
further classified as a cross-sectional design. The second description of a marketing research
problem, ‘to understand the nature of consumer fears and to test the impact of various
advertising formats in terms of changing consumer attitudes’, has two components, so it may
have a more complex research design. The first component, to understand the nature of fears
and ways of overcoming those fears, could be tackled with an exploratory research design.
This could be followed by a causal research design where the impacts of different advertising
formats are tested out.

The implication of the above connections between a marketing research problem and a
research design may be that there is a simple, single design that will answer all the questions
that the decision-maker faces; this is not always the case. There may be a number of
research techniques that need to run simultaneously or cannot be effectively applied unless
other techniques precede or succeed them. As one learns of the nature of different research
techniques and their benefits and limitations, it becomes clear that techniques can connect
together. By combining different research techniques, greater power in understanding and
measuring consumers may be achieved, ultimately giving greater support to decision-makers.

The following research design illustrates this point by pulling together a number of research
techniques to create a research design. This design should not be seen as the ‘ideal’ solu-
tion; it is but one of many research designs that could be used to tackle the marketing
research problem.

71



Chapter 3 ¢ Research design

Secondary data —>  Secondary data —_—>
(internal) - (external) -

A

Intelligence

/

Semi-structured —>  Semi-structured
interviews (internal) o interviews (external)

A

/
Observation and

experimentation
Focus groups
Figure 3.4 l
Should a new product
be introduced to In-home, face-to-face
replace beef? - structured survey

research design

The research design starts with internally generated secondary data where, depending
upon how data have been collected and stored, a huge array of issues could be examined.
For example, sales trends of beef could be analysed to determine whether there are differ-
ences in the decline based upon beef cuts, e.g. minced beef vs. steaks, or geography, e.g.
sales patterns in different stores. If different sales promotions have been tried out, the corre-
lations with increased sales could be examined. If different alternatives such as ostrich meat,
kangaroo meat or even soya-based cuts have been sold, how have they performed?

In conjunction with this stage, the researcher could collect and analyse externally gener-
ated secondary data. Again, a huge array of issues could be examined. For example,
production levels of different alternatives to beef could be examined, looking in detail at the
levels of growth or decline in new products and established products and where these prod-
ucts come from. In this stage, statistics that set out the wider forces that shape the market
can be quantified.

In conjunction with this stage, the researcher could collect and examine different forms of
intelligence (covered in detail in Chapter 4). For example, the writings of economists, health
experts and even chefs from leading newspapers and magazines from all over the world could
be evaluated. This source, being far more qualitative, may help in the interpretation of some
of the analyses of internal and external secondary data. It may spark off new ideas of data to
track down and new connections between data sources. Intelligence may help to locate
experts who may have access to secondary data or be willing to talk in more detail.

With a very rich descriptive base of secondary data and intelligence, the researcher could
conduct exploratory semi-structured interviews with managers within Supermarket X. These
qualitative interviews could help to interpret many of the secondary data and intelligence
analyses. They could help explain, for example, the reasons behind varying levels of success
in advertising and sales promotion activities in regenerating beef sales. Why different alter-
natives were chosen and how they were promoted, positioned in the store and priced could
be examined.

Concurrently, semi-structured interviews could be conducted with individuals who work
outside Supermarket X and subsequently may be more difficult to gain access to. These inter-
views could be directed at experts with knowledge of health issues, culinary trends and
lifestyle changes. Again, on a qualitative basis, the future of different alternatives to beef
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could be examined and the comparative benefits and limitations to beef evaluated. Ideas
could be generated that could be discussed and developed in interviews with managers in
Supermarket X, making the semi-structured interviews concurrent and interrelated in nature.

The exploratory stage of semi-structured interviewing could generate ideas about the
nature of alternatives to beef, the types of consumer they should be targeted to and the ways
in which these alternatives may be promoted. Having an array of stores, researchers could set
up an experiment to try to establish what may be influencing purchases of beef and alterna-
tives. If consumers using the supermarket have loyalty or store cards, an observation of their
patterns of purchase may also be made.

Having established an understanding of the variables that may affect the choice of beef
and alternatives, the researcher may seek a more in-depth understanding of the most signifi-
cant variables. By setting up focus groups with representatives from, e.g., young single
persons, single parents, young families and elderly couples, chosen issues can be explored in
a most creative manner. Discussion may ensue, recipes can be tasted, packages and forms
of promotions can be commented upon, all resulting in a much stronger understanding of
consumer preferences and purchase intentions for the proposed new product.

Finally, the researcher may wish to test out the ideas developed from the focus groups in a
conclusive manner. A face-to-face survey may be conducted in target respondents’ homes,
using laptops to conduct the interviews, recording the responses but also showing video and
audio recordings that may help to convey the nature and style of beef alternatives. By this
stage the researcher would have a very clear understanding of the issues that are relevant to
the marketing decision-makers and to the target respondents and ultimate consumers.
Conclusive data that determine consumer preferences and purchase intentions for the pro-
posed new product would be established.

This example can be criticised for taking too long to undertake, being too expen-
sive and perhaps applying too many techniques that do not offer sufficient additional
understanding. Such criticism cannot really be addressed without knowing the value
that decision-makers may get from this decision support, compared with how much
they would have to pay for it. For this illustration it does not matter, in that the inten-
tion was to show that different research techniques can support each other and can
work concurrently. Decision-makers can receive interim reports and feed back their
ideas to give more focus to the issues and types of respondent in subsequent stages.
The example also illustrates that researchers can be very creative in their choice of
techniques that combine to make up a research design.

Given that the design presented uses techniques that could be termed exploratory,
descriptive and causal, the question this raises is how may we describe the overall
research design?’ The final research technique used was conclusive, descriptive and
single cross-sectional, and this encapsulates the overall design. In deciding what
encapsulates the overall research design, one examines the ultimate aim of an investi-
gation, and in this case it was to describe in a conclusive manner.

An application of marketing research that utilises the whole spectrum of research
designs illustrated above is in product testing. See the Companion Website for
Professional Perspective 17 by Gavin Emsden of Nestlé. Gavin’s article ‘The acid test’
describes the array of techniques used by Nestlé in product testing, i.e. the continual
improvement of existing products and the development of new products. Another
application that similarly utilises the whole spectrum of research designs is in market-
ing communications. See Professional Perspective 18 ‘SUMMO 2000: outdoor
research on the move’ by Lex van Meurs, Marcel van dar Kooi and Siebe Geert de
Boer. They present the elements and findings of their research design to measure out-
door advertising reach in the Netherlands.
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Total error

The variation between the true
mean value in the population
of the variable of interest and
the observed mean value
obtained in the marketing
research project.

Random sampling error
The error because the
particular sample selected is
an imperfect representation
of the population of interest.
It may be defined as the
variation between the true
mean value for the sample
and the true mean value of
the population.

Non-sampling error

An error that can be attributed
to sources other than
sampling and that can be
random or non-random.

Non-response error

A type of non-sampling error
that occurs when some of the
respondents included in the
sample do not respond. This
error may be defined as the
variation between the true
mean value of the variable in
the original sample and the
true mean value in the net
sample.

Figure 3.5

Potential sources of
error in research
designs
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Potential sources of error in research designs

Several potential sources of error can affect a research design. A good research design
attempts to control the various sources of error. Although these errors are discussed
in detail in subsequent chapters, it is pertinent at this stage to give brief descriptions.

Where the focus of a study is a quantitative measurement, the total error is the vari-
ation between the true mean value in the population of the variable of interest and the
observed mean value obtained in the marketing research project. As shown in Figure
3.5, total error is composed of random sampling error and non-sampling error.

Random sampling error

Random sampling error occurs because the particular sample selected is an imperfect
representation of the population of interest. Random sampling error is the variation
between the true mean value for the population and the true mean value for the origi-
nal sample. Random sampling error is discussed further in Chapters 14 and 15.

Non-sampling error

Non-sampling errors can be attributed to sources other than sampling, and may be
random or non-random. They result from a variety of reasons, including errors in
problem definition, approach, scales, questionnaire design, interviewing methods,
and data preparation and analysis. Non-sampling errors consist of non-response
errors and response errors.

A non-response error arises when some of the respondents included in the sample
do not respond. The primary causes of non-response are refusals and not-at-homes
(see Chapter 15). Non-response will cause the net or resulting sample to be different
in size or composition from the original sample. Non-response error is defined as the

Total error

l
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Response error

A type of non-sampling error
arising from respondents who
do respond but who give
inaccurate answers or whose
answers are mis-recorded or
mis-analysed. It may be
defined as a variation
between the true mean value
of the variable in the net
sample and the observed
mean value obtained in the
market research project.

The fifth way of
defining an affluent
household:
‘households that can
afford to employ staff
to sweep up their
loose change’.

Potential sources of error in research designs

variation between the true mean value of the variable in the original sample and the
true mean value in the net sample.

Response error arises when respondents give inaccurate answers or their answers

are mis-recorded or mis-analysed. Response error is defined as the variation between
the true mean value of the variable in the net sample and the observed mean value
obtained in the marketing research project. Response errors can be made by
researchers, interviewers or respondents.?!

Errors made by the researcher include surrogate information, measurement, popu-

lation definition, sampling frame and data analysis errors.

Surrogate information error may be defined as the variation between the informa-
tion needed for the marketing research problem and the information sought by
the researcher. For example, instead of obtaining information on consumer
choice of a new brand (needed for the marketing research problem), the
researcher obtains information on consumer preferences because the choice
process cannot be easily observed.

Measurement error may be defined as the variation between the information sought
and information generated by the measurement process employed by the
researcher. While seeking to measure consumer preferences, the researcher employs
a scale that measures perceptions rather than preferences.

Population definition error may be defined as the variation between the actual pop-
ulation relevant to the problem at hand and the population as defined by the
researcher. The problem of appropriately defining the population may be far from
trivial, as illustrated by the case of affluent households. Their number and charac-
teristics varied depending on the definition, underscoring the need to avoid
population definition error. Depending upon the way the population of affluent
households was defined, the results of this study would have varied markedly.
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example How affluent is affluent?
The population of the affluent households was defined in four different ways in a study:

1 Households with income of €50,000 or more.

2 The top 20% of households, as measured by income.

3 Households with net worth over €250,000.

4 Households with discretionary income to spend being 30% higher than that of comparable
households.

m Sampling frame error may be defined as the variation between the population
defined by the researcher and the population as implied by the sampling frame
(list) used. For example, the telephone directory used to generate a list of telephone
numbers does not accurately represent the population of potential consumers due
to unlisted, disconnected and new numbers in service.

m Data analysis error encompasses errors that occur while raw data from question-
naires are transformed into research findings. For example, an inappropriate
statistical procedure is used, resulting in incorrect interpretation and findings.

Response errors made by the interviewer include respondent selection, questioning,
recording and cheating errors.

m Respondent selection error occurs when interviewers select respondents other than
those specified by the sampling design or in a manner inconsistent with the sam-
pling design. For example, in a readership survey, a non-reader is selected for the
interview but classified as a reader of The European in the 15-19-year-old category
in order to meet a difficult quota requirement.

m Questioning error denotes errors made in asking questions of the respondents or in
not probing, when more information is needed. For example, while asking ques-
tions an interviewer does not use the exact wording given in the questionnaire.

m Recording error arises due to errors in hearing, interpreting and recording the
answers given by the respondents. For example, a respondent indicates a neutral
response (undecided) but the interviewer misinterprets that to mean a positive
response (would buy the new brand).

m Cheating error arises when the interviewer fabricates answers to a part or the
whole of the interview. For example, an interviewer does not ask the sensitive
questions related to a respondent’s debt but later fills in the answers based on
personal assessment.

Response errors made by the respondent comprise inability and unwillingness
errors.

m [nability error results from the respondent’s inability to provide accurate answers.
Respondents may provide inaccurate answers because of unfamiliarity, fatigue, bore-
dom, faulty recall, question format, question content and other factors. For example,
a respondent cannot recall the brand of toothpaste purchased four weeks ago.

m Unwillingness error arises from the respondent’s unwillingness to provide accurate
information. Respondents may intentionally misreport their answers because of a
desire to provide socially acceptable answers, to avoid embarrassment, or to please
the interviewer. For example, to impress the interviewer, a respondent intentionally
says that they read The Economist magazine.

These sources of error are discussed in more detail in subsequent chapters; what is
important here is that there are many sources of error. In formulating a research
design, the researcher should attempt to minimise the total error, not just a particular
source. This admonition is warranted by the general tendency among naive
researchers to control sampling error with large samples. Increasing the sample size
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International marketing research

does decrease sampling error, but it may also increase non-sampling error, for exam-
ple by increasing interviewer errors. Non-sampling error is likely to be more
problematic than sampling error. Sampling error can be calculated, whereas many
forms of non-sampling error defy estimation. Moreover, non-sampling error has been
found to be the major contributor to total error, whereas random sampling error is
relatively small in magnitude.?? The point is that total error is important. A particular
type of error is important only in that it contributes to total error.

Sometimes, researchers deliberately increase a particular type of error to decrease
the total error by reducing other errors. For example, suppose that a mail survey is
being conducted to determine consumer preferences for purchasing fashion clothing
from department stores. A large sample size has been selected to reduce sampling
error. A response rate of 30% may be expected. Given the limited budget for the proj-
ect, the selection of a large sample size does not allow for follow-up mailings. Past
experience, however, indicates that the response rate could be increased to 45% with
one follow-up mailing and to 55% with two follow-up mailings. Given the subject of
the survey, non-respondents are likely to differ from respondents in many features.
Hence, it may be desirable to reduce the sample size to make money available for
follow-up mailings. While decreasing the sample size will increase random sampling
error, the two follow-up mailings will more than offset this loss by decreasing non-
response error.

International marketing research

While conducting international marketing research, it is important to realise that,
given environmental differences, the research design appropriate for one country
may not be suitable in another. Consider the problem of determining household
attitudes towards major appliances in Holland and Saudi Arabia. While conducting
exploratory research in Holland, it is appropriate to conduct focus groups jointly
with male and female heads of households. It would be inappropriate to conduct
such focus groups in Saudi Arabia, however. Given the traditional culture, wives are
unlikely to participate freely in the presence of their husbands. It would be more
useful to conduct one-on-one in-depth interviews with both male and female heads
of households being included in the sample. An understanding of environmental
influences can affect the choice and application of individual research techniques.
Ultimately, the rules of using different techniques to build up an understanding of
consumers remains the same, regardless of geographic boundaries, as illustrated in
the following example.

Chinese sport a favourable attitude towards sporting goods 23

A marketing research study was performed to gain insight and understanding into the
behaviour of consumers in China in relation to sports and sporting goods. The research
design included both exploratory and conclusive research. Exploratory research was neces-
sary to gain an understanding of the social, cultural, economic and legal environment of
China. The researcher also utilised both secondary data and one-to-one depth interviews
with retail outlet managers to gather this information.

For the conclusive research, a single cross-sectional design was used. A survey was
developed and 4,000 questionnaires were distributed to respondents in 10 Chinese cities.
Of these, 54% were completed and returned. A single cross-sectional design was appropri-
ate because the researcher wanted to gain an understanding of the current state of
consumers’ attitudes, motivations and behaviours in relation to sporting goods.
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Researchers cannot
just approach
children and ask
them what is in their
shopping basket.
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As well as findings such as the strong brand recognition of Adidas, Nike, Asics and
Reebok, specific social, cultural and environmental trends were also identified. For
instance, China is becoming more fitness-conscious. China is also becoming a more casual
society, which is leading to the use of sporting goods for facilitation of the casual lifestyle.
Also, the Chinese tend to shop a lot on Sundays and the Chinese wife tends to make family
purchasing decisions.

In many countries, particularly developing countries, consumer panels have not
been developed, making it difficult to conduct descriptive longitudinal research.
Likewise, in many countries the marketing support infrastructure — that is, retail-
ing, wholesaling, advertising and promotional infrastructure — is lacking, making it
infeasible to implement a causal design involving a field experiment. In formulating
a research design, considerable effort is required to ensure the equivalence and
comparability of secondary and primary data obtained from different countries. In
the context of collecting primary data, qualitative research, survey methods, scaling
techniques, questionnaire design and sampling considerations are particularly
important. These topics are discussed in more detail in subsequent chapters.

Ethics in marketing research

During the research design stage, not only are the concerns of the researcher and
the client involved, but the rights of the respondents also must be respected.
Although normally there is no direct contact between the respondents and the
other stakeholders (client and researcher) during the research design phase, this is
the stage when decisions with ethical ramifications, such as using hidden video or
audio tape recorders, are made.

The basic question of the type of research design which should be adopted (i.e.
descriptive or causal, cross-sectional or longitudinal) has ethical overtones. For
example, when studying brand switching in toothpaste purchases, a longitudinal
design is the only actual way to assess changes in an individual respondent’s brand
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choice. A research firm that has not conducted many longitudinal studies may try
to justify the use of a cross-sectional design. Is this ethical?

Researchers must ensure that the research design utilised will provide the infor-
mation needed to address the marketing research problem that has been identified.
The client should have the integrity not to misrepresent the project and should
describe the constraints under which the researcher must operate and not make
unreasonable demands. Longitudinal research takes time. Descriptive research might
require interviewing customers. If time is an issue, or if customer contact has to be
restricted, the client should make these constraints known at the start of the project.

Equally important, the responsibilities to the respondents must not be over-
looked. The researcher should design the study so as not to violate the respondents’
right to safety, right to privacy, or right to choose. Furthermore, the client must not
abuse power to jeopardise the anonymity of the respondents.

As well as their general code of conduct, ESOMAR produces a series of guide-
lines that are specific to particular research techniques (Internet research), types of
respondent (children) and types of industry (pharmaceutical).

To see how ESOMAR guides the ethical practices of the marketing research
industry in Europe, visit www.esomar.nl/codes_and_guidelines.html.

To see how marketing research associations in individual countries throughout
the world guide the ethical practices of domestic marketing research, visit
www.esomar.nl/assocs/mr_associations.html.

Internet and computer applications

The Internet can facilitate the implementation of different types of research designs.

Exploratory research

If an exploratory research design is to be utilised, forums, chat rooms or newsgroups
can be used to discuss a particular topic to great depth. Files can be exchanged that
can include moving images and sounds, allowing questions and probes to be built
around this material. Formal focus groups may be conducted with experts or individ-
uals representing target groups, all on a global basis if needed. Illustrations of
qualitative interviews using the Internet are presented in Chapters 6 to 8.

Conclusive research
Many descriptive studies utilise secondary data in defining the nature of a problem, as
a technique in its own right and as a means to develop sampling plans. The use of the
Internet for these purposes is discussed in Chapter 4. In primary data collection, the
Internet can be used for surveys (discussed in Chapter 10) and in panels (Chapters 4
and 10). The use of the Internet for causal research designs is discussed in Chapter 11.
In addition to Internet applications, computers can also help to control total
error. By using computers, researchers can see how the various sources of error will
affect the results and what levels of errors may be acceptable. It is relatively easy to
estimate random sampling error when probability sampling schemes are used.
Estimating the impact of various non-sampling errors, however, is much more
problematic. Simulation can be conducted to determine how the distributions and
levels of various non-sampling errors will affect final results.?*
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A research design is a framework or blueprint for conducting the marketing research
project. It specifies the details of how the project should be conducted in order to
fulfil set research objectives. Research designs may be broadly classified as exploratory
or conclusive. The primary purpose of exploratory research is to develop understand-
ing and provide insights. Conclusive research is conducted to measure and describe
phenomena, test specific hypotheses and examine specific relationships. Conclusive
research may be either descriptive or causal. The findings from both exploratory and
conclusive research can be used as input into managerial decision-making.

The major objective of descriptive research is to describe market characteristics or
functions. Descriptive research can be classified into cross-sectional and longitudinal
research. Cross-sectional designs involve the collection of information from a sample
of population elements at a single point in time. These designs can be further classi-
fied as single cross-sectional or multiple cross-sectional designs. In contrast, in
longitudinal designs repeated measurements are taken on a fixed sample. Causal
research is designed for the primary purpose of obtaining evidence about cause-and-
effect (causal) relationships.

Many research designs combine techniques that can be classified as exploratory,
descriptive and causal. In cases where there is an array of interrelating techniques, the
researcher should examine the ultimate aim of an investigation, and decide what
encapsulates the overall research design, i.e. a desire to explore, describe or experiment.

A research design consists of six components. Error can be associated with any of
these components. The total error is composed of random sampling error and non-
sampling error. Non-sampling error consists of non-response and response errors.
Response error encompasses errors made by researchers, interviewers and respon-
dents. In formulating a research design when conducting international marketing
research, considerable effort is required to ensure the equivalence and comparability
of secondary and primary data obtained from different countries. In terms of ethical
issues, the researchers must ensure that the research design used will provide the
information sought and that the information sought is the information needed by the
client. The client should have the integrity not to misrepresent the project and should
describe the situation within which the researcher must operate and must not make
unreasonable demands. Every precaution should be taken to ensure the respondents’
or subjects’ right to safety, right to privacy, or right to choose.

m

1 Define research design in your own words.
2 What expectations do marketing decision-makers have of research designs?

3 How does the subject of enquiry as seen by potential research respondents affect
research design?

4 How does formulating a research design differ from developing an approach to a
problem?

5 Differentiate between exploratory and conclusive research.
6 What are the major purposes for which exploratory research is conducted?

7 Describe how quantitative techniques may be used in exploratory research.
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Notes

8 What are the major purposes for which descriptive research is conducted?

9 Discuss the advantages and disadvantages of panels.
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Secondary data collection
and analysis

Objectives
After reading this chapter, you should be able to:

1 define the nature and scope of secondary data and distinguish
secondary data from primary data;

2 analyse the advantages and disadvantages of secondary data
and their uses in the various steps of the marketing research
process;

3 evaluate secondary data using the criteria of specifications, error,
currency, objectives, nature and dependability;

4 describe in detail the different sources of secondary data,
focusing upon external sources in the form of published
materials, and syndicated services;

5 discuss in detail the syndicated sources of secondary data,
including household and consumer data obtained via surveys,
mail diary panels and electronic scanner services, as well as
institutional data related to retailers, wholesalers and industrial
or service firms;

6 explain the need to use multiple sources of secondary data and
describe single-source data;

7 identify and evaluate the sources of secondary data useful in
international marketing research;

8 understand the ethical issues involved in the use of secondary
data.

The act of sourcing, evaluating and analysing
secondary data can realise great insights for
decision-makers. It is also vital to successful
problem diagnosis, sample planning and
collection of primary data.
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The collection and analysis of secondary data help to define the marketing research
problem and develop an approach. In addition, before collecting primary data, the
researcher should locate and analyse relevant secondary data. Thus, secondary data
can be an essential component of a successful research design. Secondary data can
help in sample designs and in the details of primary research methods. In some proj-
ects, research may be largely confined to the analysis of secondary data because some
routine problems may be addressed based only on secondary data. In addition, given
the huge explosion of secondary data sources available, sufficient data may be
accessed to solve a particular marketing research problem.

This chapter discusses the distinction between primary data, secondary data and
marketing intelligence. The advantages and disadvantages of secondary data are consid-
ered, and criteria for evaluating secondary data are presented, along with a classification
of secondary data. Internal secondary data are described, and major sources of external
secondary data — such as published materials, online and offline databases, and syndi-
cated services — are also discussed The sources of secondary data useful in international
marketing research are discussed. Several ethical issues that arise in the use of secondary
data are identified.

To begin with, we present an example that illustrates the nature of secondary data,
how it may be evaluated, and its relationship to primary data collection.

Flying high on secondary data?

Money magazine recently published the results of a study conducted to uncover the airline
characteristics that consumers consider most important. In order of importance, these char-
acteristics were safety, price, baggage handling, on-time performance, customer service, ease
of reservations and ticketing, comfort, frequent flyer schemes and food.

If Air France was considering conducting a marketing research study to identify characteris-
tics of its service that should be improved, this article might be a useful source of secondary
data. Before using the data, Air France should evaluate them according to several criteria.

First, the research design used to collect the data should be examined. This Money maga-
zine article includes a section that details the research design used in the study. Money used
a face-to-face survey of 1,017 ‘frequent flyers’. The results of the survey had a margin of
error of 3%. Air France would have to decide whether ‘frequent flyers’ in the USA could be
generalised to the population they wish to understand, whether 1,017 was a sufficient
sample size for their purposes and whether a margin of error of 3% was acceptable. In addi-
tion, Air France should evaluate what type of response or non-response errors may have
occurred in the data collection or analysis process.

The currency of the data and objective of the study would be important to Air France in
deciding whether to utilise this article as a source of secondary data. Air France would also
need to look at the nature and dependability of the data. For example, they would need to
examine how the nine choice criteria were defined. If the criterion price was measured in
terms of fare per kilometre, is this a meaningful and acceptable definition to decision-makers
at Air France? With regard to dependability, Air France would need to evaluate the reputation
of Money magazine and of ICR, the research company hired by Money to undertake the
survey. They would also need to recognise the fact that Money used secondary data in its
study; how dependable are the sources they used?

The Money magazine article might be useful as a starting place for a marketing research
project for Air France. It could be helpful in formulating the nature of decision-making prob-
lems and associated research objectives. There may be limitations in regard to reliability,
dependability or even how generalisable it may be to Air France’s target consumers. Many
lessons and ideas may be generated from this article that may lead to other secondary data
sources and in the design of a well-focused primary data collection.



Primary data

Data originated by the
researcher specifically to
address the research problem.

Secondary data

Data collected for some
purpose other than the
problem at hand.

Marketing intelligence
Qualified observations of
events and developments in
the marketing environment.

Defining primary data, secondary data and marketing intelligence

Defining primary data, secondary data and marketing

intelligence

Primary data are originated by a researcher for the specific purpose of addressing the
problem at hand. They are individually tailored for the decision-makers of organisa-
tions that pay for well-focused and exclusive support. Compared with readily
available data from a variety of sources, this tailoring means higher costs and a longer
time frame in collecting and analysing the data.

Secondary data are data that have already been collected for purposes other than
the problem at hand. At face value this definition seems straightforward, especially
when contrasted to the definition of primary data. However, many researchers con-
fuse the term, or quite rightly see some overlap with marketing intelligence.

Marketing intelligence can be defined as ‘qualified observations of events and
developments in the marketing environment’. The use of the word ‘observations’ is
presented in a wide sense to include a variety of types of data, broadly concerned with
‘environmental scanning’? In essence, though, marketing intelligence is based upon
data that in many instances have been collected for purposes other than the problem
at hand. To clarify this overlap in definitions, Table 4.1 compares secondary data with
marketing intelligence through a variety of characteristics.

Table 4.1 A comparison of secondary data and marketing intelligence®

issues need qualitative interpretation

Characteristic Secondary data Marketing intelligence

Structure Specifications and research design Can be poorly structured; no
tend to be apparent universal conventions of reporting

Availability Tend to have regular updates Irregular availability

Sources Generated in-house and from Generated in-house and from
organisations with research prowess | unofficial sources

Data type Tend to be quantitative; many Tends to be qualitative; many

issues difficult to quantify

Source credibility

Tend to be from reputable and
trustworthy research sources

Questionable credibility; can be
generated from a broad spectrum
of credibility

Terms of reference

Tend to have clear definitions of
what is being measured

Ambiguous definitions; difficult to
compare over different studies

covered by data protection acts;
externally generated data may be
covered by research codes of
conduct, e.g. ESOMAR

Analysis Mostly conventional quantitative Opinion based, interpretative
techniques
Ethics In-company data gathering may be Some techniques may be seen as

industrial espionage — though
there is an ethical code produced
by the Society of Competitive
Intelligence Professionals

Note in the above comparisons the repeated use of the word ‘tend’. The boundaries
between the two are not absolutely rigid. Consider the example at the start of this
chapter, an article published in Money magazine. The journalist may have collected,
analysed and presented quantitative data to support their qualitative interpretation of
the future developments of a market. The data they use and present may come from
credible sources and be correctly analysed, but what about their choice of data to sup-
port their argument? Other sources of data that may contradict their view may be
ignored. The data they present can be seen as a secondary data source and interpreted
in its own right by a researcher. The interpretation and argument of the journalist can
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be seen as intelligence and have some credibility. In its entirety, such an article has ele-
ments of both secondary data and marketing intelligence, and it may be impossible to
pull them apart as mutually exclusive components.

As will become apparent in this chapter, there are clear criteria for evaluating the
accuracy of secondary data, which tend to be of a quantitative nature. Marketing
intelligence is more difficult to evaluate but this does not mean that it has less value to
decision-makers or researchers. Certain marketing phenomena cannot be formally
measured; researchers may not be able to gain access to conduct research, or the rapid
unfolding of events means that it is impracticable to conduct research. The following
example illustrates the importance of intelligence to many companies.

Behind enemy lines*

Robin Kirkby, Director of European Consulting for intelligence specialist Fuld & Company, says
there are three principal factors driving investment in intelligence.

‘The Internet, globalisation and higher expectations from customers are all putting compa-
nies under more pressure to differentiate themselves from the competition. It's frustrating
that intelligence gets associated with spying; it's actually a highly ethical activity, focused on
underlying competitive dynamics and planning future change.’

According to research by The Futures Group (TFG), 60% of companies have an organised
system for collecting competitive intelligence, while 82% of companies with revenues over €10bn
make systematic use of it. TFG ranked the leading eight users of competitor intelligence as:

1 Microsoft
Motorola

IBM

Procter & Gamble
General Electric
Hewlett-Packard
Coca-Cola

Intel
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Such widespread use of intelligence in major organisations means it has some role to
play in supporting decision-makers, but it has many limitations, which are apparent
in Table 4.1. In the development of better-founded information support, credible
support can come from the creative collection and evaluation of secondary data. This
requires researchers to connect and validate different data sources, ultimately leading
to decision-maker support in its own right and support of more focused primary data
collection. As this chapter and Chapter 5 unfold, examples of different types of sec-
ondary data will emerge and the applications of secondary data will become apparent.

Advantages and uses of secondary data

Secondary data offer several advantages over primary data. Secondary data are easily
accessible, relatively inexpensive and quickly obtained. Some secondary data, such as
those provided by the National Censuses, are available on topics where it would not
be feasible for a firm to collect primary data. Although it is rare for secondary data to
provide all the answers to a non-routine research problem, such data can be useful in
a variety of ways.’ Secondary data can help you:

1 Diagnose the research problem

2 Develop an approach to the problem

3 Develop a sampling plan

4 Formulate an appropriate research design (for example, by identifying the key vari-
ables to measure or understand)
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5 Answer certain research questions and test some hypotheses
6 Interpret primary data with more insight
7 Validate qualitative research findings.

Given these advantages and uses of secondary data, we state the following
general rule:

Examination of available secondary data is a prerequisite to the collection of primary
data. Start with secondary data. Proceed to primary data only when the secondary
data sources have been exhausted or yield marginal returns.

The rich dividends obtained by following this rule are illustrated in the example at the
start of this chapter. It shows that the collection and analysis of even one relevant sec-
ondary data source can provide valuable insights. The decision-maker and researcher
can use the ideas generated in secondary data as a very strong foundation to primary
data design and collection. However, the researcher should be cautious in using sec-
ondary data, because they have some limitations and disadvantages.

Disadvantages of secondary data

Because secondary data have been collected for purposes other than the problem at
hand, their usefulness to the current problem may be limited in several important
ways, including relevance and accuracy. The objectives, nature and methods used to
collect the secondary data may not be appropriate to the present situation. Also, sec-
ondary data may be lacking in accuracy or may not be completely current or
dependable. Before using secondary data, it is important to evaluate them according to
a series of factors.® These factors are discussed in more detail in the following section.

Criteria for evaluating secondary data

The quality of secondary data should be routinely evaluated, using the criteria pre-
sented in Table 4.2 and discussion in the following sections.”

Specifications and research design

The specifications or the research design used to collect the data should be critically
examined to identify possible sources of bias. Such design considerations include size
and nature of the sample, response rate and quality, questionnaire design and admin-
istration, procedures used for fieldwork, and data analysis and reporting procedures.
These checks provide information on the reliability and validity (these concepts will
be further developed in Chapter 13) of the data and help determine whether they can
be generalised to the problem at hand. The reliability and validity can be further
ascertained by an examination of the error, currency, objectives, nature and depend-
ability associated with the secondary data.

Error and accuracy

The researcher must determine whether the data are accurate enough for the
purposes of the present study. Secondary data can have a number of sources of error
or inaccuracy, including errors in the approach, research design, sampling, data
collection, analysis, and reporting stages of the project. Moreover, it is difficult to
evaluate the accuracy of secondary data because the researcher did not participate in
the research. One approach is to find multiple sources of data if possible, and com-
pare them using standard statistical procedures.
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Table 4.2 Criteria for evaluating secondary data

Criteria Issues Remarks
Specifications and m Data collection method Data should be reliable, valid and
research design m Response rate generalisable to the problem at hand.
m Population definition
m  Sampling method
m Sample size
m Questionnaire design
m Fieldwork
m Data analysis
Error and accuracy Examine errors in Assess accuracy by comparing data
m Approach from different sources.
m Research design
m Sampling
m Data collection
m Data analysis
m Reporting
Currency Time lag between collection and Census data are periodically
publication. Frequency of updates updated by syndicated firms.
Objective Why were the data collected The objective will determine the
relevance of data.
Nature m Definition of key variables Reconfigure the data to increase
m Units of measurement their usefulness, if possible.
m Categories used
m Relationships examined
Dependability Source: Preference should be afforded to
m Expertise an original rather than an acquired
m Credibility source.
m Reputation
m Trustworthiness

Number crunch®

In December 1997, the Audit Bureau of Circulations (ABC) met UK newspaper publishers and
major media buyers from the Institute of Practitioners in Advertising. The meeting aimed to
thrash out a formula that could restore ABC’s credibility as a trading currency.

Most observers agreed that the ABC’s troubles were a direct result of squabbling between
media owners. As circulations have continued to slide, the press barons have fought to hold on
to their market share through price cuts, promotions and enhanced editorial packages. This has
introduced an unprecedented volatility into their sales figures. Not content with trumpeting their
own gains, some companies have sought to show up the deficiencies in their rivals’ sales figures.

Figures under fire
The argument is best understood through a straightforward example of what is at stake. Let
us take the October 1997 ABC figure for The Times, which was 814,899. That figure was a
monthly circulation average which, prior to the recent dispute, would have been the only offi-
cial benchmark that agencies used as a negotiating point with press owners (though they turn
to data from the National Readership Survey and the Target Group Index to argue their case).
At the heart of the dispute has been how that monthly figure is comprised. For example, were
all the issues sold at the full price or were some given away cheaply as part of a subscription
or promotional offer? Were any sold or given in bulk to an airliner or retailer, and if so how
many? What about papers sold to Eire or Spain? Were they included in the total and if so how
could that be justified as a piece of credible advertising data?

Another hot issue was the reliability of the monthly figure. Advertisers were dissatisfied with
a number that they believe fails to reflect the reality of what they were buying. Director of
press buying at The Media Centre, Tim Armes, says ‘we’d like to know what each paper sells
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daily and we’d like to know week to week fluctuations. The papers all boast about Saturday
but keep quiet about Tuesday and Thursday. If one day is dramatically higher than the aver-
age, you don’t have to be a brain surgeon to realise the others are lower.’

As this example indicates, the accuracy of secondary data can vary, particularly if
they relate to phenomena that are subject to change. Moreover, data obtained from
different sources may not agree. In these cases, the researcher should verify the accu-
racy of secondary data by conducting pilot studies or by other appropriate methods.
Often, by exercising creativity this can be done without much expense or effort.

Currency: when the data were collected

Secondary data may not be current and the time lag between data collection and pub-
lication may be long, as is the case with much census data. Moreover, the data may
not be updated frequently enough for the purpose of the problem at hand. Decision-
makers require current data; therefore, the value of secondary data is diminished as
they become dated. For instance, although the Census of Population data are compre-
hensive, they may not be applicable to major cities in which the population has
changed rapidly during the last two years. Likewise, in the GlobalCash Project, the
lists of the largest companies in Europe, used to decide who should be surveyed, have
to be updated to reflect changes that take place in the two years between each study.

Objective: the purpose for which the data were collected

Data are invariably collected with some objective in mind, and a fundamental ques-
tion to ask is why the data were collected in the first place. The objective for collecting
data will ultimately determine the purpose for which that information is relevant and
useful. Data collected with a specific objective in mind may not be appropriate in
another situation. In the example at the start of this chapter, the sample surveyed by
Money magazine was made up of ‘frequent flyers’. The objective of the study was ‘to
uncover the airline characteristics consumers consider most important’. Air France,
however, may wish to target ‘business class’ flyers and ‘to uncover perceptions related
to trade-offs made in customer service—price—safety’. Even though there may be iden-
tical questions used in both studies, the target respondents may be different, the
rationale for the study presented to respondents will be different, and ultimately the
‘state of mind’ respondents may be in when they come to comparable questions will
be different. The Money survey was conducted for entirely different objectives from
those Air France have for their study. The findings from the Money survey may not
directly support decision-making at Air France, though they may help to define who
Air France should talk to and what questions they should put to them.

Nature: the content of the data

The nature, or content, of the data should be examined with special attention to the
definition of key variables, the units of measurement, the categories used and the rela-
tionships examined. If the key variables have not been defined or are defined in a
manner inconsistent with the researcher’s definition, then the usefulness of the data is
limited. Consider, for example, secondary data on consumer preferences for TV pro-
grammes. To use this information, it is important to know how preference for
programmes was defined. Was it defined in terms of the programme watched most
often, the one considered most needed, most enjoyable, most informative, or the pro-
gramme of greatest service to the community?

Likewise, secondary data may be measured in units that may not be appropriate for
the current problem. For example, income may be measured by individual, family,
household or spending unit and could be gross or net after taxes and deductions.
Income may be classified into categories that are different from research needs. If the
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Data available within the
organisation for whom the
research is being conducted.

Figure 4.1
A classification of
secondary data

20

researcher is interested in high-income consumers with gross annual household
incomes of over €120,000, secondary data with income categories of less than
€20,000, €20,001-€50,000, €50,001—€75,000 and more than €75,000 will not be of
use. Determining the measurement of variables such as income may be a complex
task, requiring the wording of the definition of income to be precise. Finally, the rela-
tionships examined should be taken into account in evaluating the nature of data. If,
for example, actual behaviour is of interest, then data inferring behaviour from self-
reported attitudinal information may have limited usefulness. Sometimes it is
possible to reconfigure the available data — for example, to convert the units of meas-
urement — so that the resulting data are more useful to the problem at hand.

Dependability: how dependable are the data?

An overall indication of the dependability of data may be obtained by examining the
expertise, credibility, reputation and trustworthiness of the source. This information
can be obtained by checking with others who have used the information provided by
the source. Data published to promote sales, to advance specific interests, or to carry
on propaganda should be viewed with suspicion. The same may be said of data pub-
lished anonymously or in a form that attempts to hide the details of the data
collection research design and process. It is also pertinent to examine whether the sec-
ondary data came from an original source, one that generated the data, or an acquired
source, one that procured the data from an original source. Generally, secondary data
should be secured from an original rather than an acquired source. There are at least
two reasons for this rule: first, an original source is the one that specifies the details of
the data collection research design, and second, an original source is likely to be more
accurate and complete than a surrogate source.

Classification of secondary data

Figure 4.1 presents a classification of secondary data. Secondary data may be classified
as either internal or external. Internal data are those generated within the organisation
for which the research is being conducted. This information may be available in a ready-
to-use format, such as information routinely supplied by the management decision
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Published external secondary sources

support system. On the other hand, these data may exist within the organisation but
may require considerable processing before they are useful to the researcher. For exam-
ple, a variety of information can be found on sales invoices. Yet this information may
not be easily accessed; further processing may be required to extract it. Secondary data
generated from internal sources will be examined in more detail in Chapter 5. External
data, on the other hand, are those generated by sources outside the organisation. These
data may exist in the form of published material, online databases, or information made
available by syndicated services. Externally generated secondary data may be more diffi-
cult to access, more expensive, and more difficult to evaluate for its accuracy, in
comparison with internal secondary data. These factors mean that, before collecting
external secondary data, it is useful to analyse readily available internal secondary data.

Published external secondary sources

Sources of published external secondary data include local authorities, regional and
national governments, the EC, non-profit organisations (e.g. Chambers of
Commerce), trade associations and professional organisations, commercial publish-
ers, investment brokerage firms, and professional marketing research firms.? In fact,
such a quantity of data is available that the researcher can be overwhelmed. Therefore,
it is important to classify published sources (see Figure 4.2). Published external
sources may be broadly classified as general business data or government data.
General business sources comprise guides, directories, indexes and statistical data.
Government sources may be broadly categorised as census data and other publica-
tions. These data types are discussed further with specific sources used as examples.

General business sources

Businesses publish a lot of information in the form of books, periodicals, journals, news-
papers, magazines, reports and trade literature. This information can be located by using
guides, directories and indexes. Sources are also available to identify statistical data.

Guides. Guides are an excellent source of standard or recurring information. A guide
may help identify other important sources of directories, trade associations and trade
publications. Guides are one of the first sources a researcher should consult. The fol-
lowing example illustrates the use of the Electronic Buyer’s Guide.

Published secondary data

:
: ¢

Government General
sources business
sources

Census data Other
government data

Y Y Y Y

Guides Directories Indexes Statistical data
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Keeping up to datal®

The market for business information is growing and the shift towards electronic sources con-
tinues. The choice of new media for directory publishers includes offline methods, such as
CD-ROM, and online, such as the Internet. In addition, while online systems account for most
information sales, the use of CDs is growing faster.

Access to up-to-date information is a big attraction. There is a perception that on-screen
information is more up-to-date than a book. However, many CD-ROM directories are not
updated any more frequently than their paper equivalents. So, while information on the
Internet can be kept up-to-date, CD-ROMs come into their own when storing large amounts
of information.

Miller Freeman launched the Electronic Buyer’s Guide in 1996 and by October 1997 it was
on the Internet (see www.mfi.com). There is some information available free of charge; if
more information is wanted then there are charges. Alternatively, anyone who buys the guide
on CD-ROM s given a password that gives them free access to the Internet directory.

Directories. Directories are helpful for identifying individuals or organisations that
collect specific data. An example of a directory that you can examine on the Internet
is the Central and Eastern European Business Directory. This interactive site provides
current information on businesses and organisations in 24 central and eastern
European countries (www.ceebd.co.uk). Another example is Europages, a reference
business directory in Europe that classifies 500,000 companies in 30 European coun-
tries. Again, this can be accessed through the Internet and is available in English,
French, German, Italian and Spanish versions (www.europages.com).

Indexes. It is possible to locate information on a particular topic in several different
publications by using an index and abstracts. Indexes and abstracts, therefore, can
increase the efficiency of the search process. Several indexes and abstracts are available
for both academic and business sources. Examples of newspaper indexes include the
Financial Times Index (www.news.ft.com), Le Monde Index (www.le-monde.fr), and
the Japanese Business News online, The Nikkei Weekly (www.nikkei.co.jp). These
indexes allow researchers to identify sources of particular topics, industries
and individuals.

An example of a marketing index is the Marketing Surveys Index published by
Euromonitor (www.euromonitor.com). This is a most comprehensive and up-to-date
directory of business research on European and world markets. The index contains
details of published research reports, a brief summary of its contents, a keyword index to
the markets and products covered, and bibliographic details of the report.

A particularly useful abstract for marketing researchers is the Market Research
Abstracts published by the Market Research Society in Britain (www.mrs.org.uk). Major
European and American journals that relate to marketing research are reviewed and
an abstract of each article is presented. The abstract is published twice a year. It is
divided into sections that cover survey techniques; statistics, models and forecasting;
attitude and behaviour research; psychographics, personality and social psychology;
advertising and media research; applications of research; industrial market research;
market research and general applications; and new product development. Such an
abstract allows the researcher to quickly identify and evaluate the worth of journal
papers that are relevant to their particular study.

Non-government statistical data. Published statistical data are of great interest to
researchers. Graphic and statistical analyses can be performed on these data to draw
important insights. Examples of non-governmental statistical data include trade associ-
ations such as the Swedish Tourism Trade Association (www.sverigeturism.se). The
Swedish Information ‘Smorgasbord’ is a large single source of information in English
on Sweden, Swedish provinces, nature, culture, lifestyle, society and industry. Another
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example is Euromonitor (www.euromonitor.com), which publishes monthly market
research journals covering subjects under the headings of Market Research Europe,
Market Research GB, Market Research International and Retail Monitor International.
The United Nations provides an example of an organisation with a Statistics
Division that provides a wide range of statistical outputs on a global basis
(www.un.org/depts/unsd). The Statistics Division produces printed publications of sta-
tistics and statistical methods in the fields of international merchandise trade, national
accounts, demography and population, social indicators, gender, industry, energy,
environment, human settlements and disability. The Division also produces general
statistical compendiums including the Statistical Yearbook and World Statistics
Pocketbook. Many of the Division’s databases in these fields are available as electronic
publications in the form of CD-ROM, diskette and magnetic tape and on the Internet.

Government sources

European governments and the EU also produce large amounts of secondary data. Each
European country has its own statistical office which produces lists of the publications
available (and the costs involved). Examples of national statistical offices include the
Centraal Bureau voor de Statistiek Nederlands (www.cbs.nl), Danmarks Statistik
(www.dst.dk), the Federal Statistical Office of Germany (www.statistik-bund.de), the
French Institut National de la Statistique et des Etudes Economiques (www.insee.fr), and
the British Office for National Statistics (www.statistics.gov.uk). All of these offices have
Internet links that allow you to quickly examine the array of publications that they pro-
duce. Their publications may be divided into census data and other publications.

Census data. Most European countries produce either catalogues or newsletters
that describe the array of census publications available and the plans for any forth-
coming census. In Britain, for example, Census News (www.statistics.gov.uk/
census2001/cennews.asp) is a newsletter that contains the latest information about
the 2001 census and previous censuses and is available four to six times a year. Census
Marketing in Britain can supply unpublished data from the 1961, 1971, 1981 and
1991 censuses in the form of Small Area Statistics (SAS). SAS are available for stan-
dard census areas within England and Wales, such as counties, local government
districts, London boroughs, wards, civil parishes and enumeration districts. Maps can
also be purchased to complement the data.

Census data can be kept in electronic formats, allowing it to be analysed and pre-
sented in a variety of formats at a detailed geographical level. Given the long periods
between national censuses and the amount of change that can occur in these periods,
other data sources are used to maintain an up-to-date picture of specific regions.

As well as general population censuses, national statistical offices produce an
array of industrial censuses. These may include industrial production, housing,
construction, agriculture, restaurants and hotels, and financial services, for example
www.statistics.gov.uk/statbase/mainmenu.asp.

Other government publications. In addition to the census, national statistical
offices collect and publish a great deal of statistical data. Examining the Department
of Statistics and Research in Cyprus as an example (www.pio.gov.cy), major industrial
categories such as agriculture, construction, retailing and tourism are classified, with a
whole array of available statistics. More generally, demographic, health, household
income and expenditure, and labour statistical reports are also available.

Examples of reports from the British Office for National Statistics include Family
Spending and Economic Trends (www.statistics.gov.uk/statbase/publication.asp). Family
Spending provides a snapshot of household spending in the UK, explaining in detail how
consumers spend their money. Expenditure patterns are broken down by age, economic
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status, income and geography. Economic Trends provides monthly macroeconomic sta-
tistics of economic trends which include key data such as national accounts, gross
domestic product, disposable income, balance of payments, trade in goods, prices,
labour market information, industrial output, consumer sales credit and interest rates, as
well as extensive commentary to put all this information into context.

In the EC, statistics are collected and published by the Statistical Office of the
European Community (SOEC) in a series called Eurostat (www.europa.eu.int/com/euro
stat). Tables normally contain figures for individual member states of the EU plus totals
for all countries. Eurostat divides its publications into themes, which are:

Theme 1 — General statistics

Theme 2 — Economy and finance

Theme 3 — Population and social conditions

Theme 4 — Energy and industry

Theme 5 — Agriculture, forestry and fisheries

Theme 6 — External trade

Theme 7 — Distributive trades, services and transport
Theme 8 — Environment

Theme 9 — Research and development.

It also produces general titles which include Eurostat Yearbook (annual), Basic Statistics
(annual), Europe in Figures (annual), Key Figures (monthly) and Eurostatistics (monthly).

To examine any of the national statistics offices in Europe, visit www.cso.ie/
links/eurolinks.html and follow a link to the country of your choice. To examine other inter-
national statistics organisations visit www.cso.ie/links/interlinks.html.

Computerised databases

Most published information is also available in the form of computerised databases.
Computerised databases contain information that has been made available in computer
readable form for electronic distribution. From the 1980s through to today, the number
of databases, as well as the vendors providing these services, has grown enormously.
Computerised databases offer a number of advantages over printed data, including:!!

1 The data are current and up-to-date, as publishers and data compilers are now
using computers as the primary production technology.

2 The search process is more comprehensive, quicker and simpler. Online vendors
provide ready access to hundreds of databases. Moreover, this information can be
accessed instantaneously, and the search process is simplified as the vendors pro-
vide uniform search protocols and commands for accessing the database.

3 The cost of accessing these is relatively low, because of the accuracy of searching for
the right data, and the speed of location and transfer of data.

4 It is convenient to access these data using a personal computer fitted with an appro-
priate communication device, such as a modem or a communication network.

While computerised database information can be helpful, it is vast and can be confus-
ing. Thus a classification of computerised databases is helpful.

Classification of computerised databases

Computerised databases may be classified as online, Internet or offline as shown in
Figure 4.3. Online databases consist of a central data bank that is accessed with a
computer (or dumb terminal) via a telecommunications network. Internet databases
can be accessed, searched and analysed on the Internet. It is also possible to download
data from the Internet and store it in the computer or an auxiliary storage device.!?
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Offline databases make the information available on diskettes and CD-ROM disks.
Thus, offline databases can be accessed at the user’s location without the use of an
external telecommunications network.!?

Online, Internet and offline databases may be further classified as bibliographic,
numeric, full text, directory or special-purpose databases. Bibliographic databases
are composed of citations to articles in journals, magazines, newspapers, marketing
research studies, technical reports, government documents and the like.'* They often
provide summaries or abstracts of the material cited. The earlier example of Market
Research Abstracts (www.imriresearch.com/index.html) is an example of a bibliographic
database. Another example is the Aslib Index to Theses (www.theses.com); this biblio-
graphic database lists theses at masters and doctoral level and research degrees,
including abstracts from Britain and Ireland.

Numeric databases contain numerical and statistical information. For example,
some numeric databases provide time series data about the economy and specific
industries. The earlier examples of census-based numeric databases using data over a
series of censuses provide an example of a numeric database.

Full-text databases contain the complete text of the sources of the database.
Examples include World Advertising Research Center WARC (www.warc.com),
Searchbank: European ASAP (www.infotrac.london.galegroup.com) and FT Discovery
(www.lexis-nexis.com). WARC is a supplier of intelligence to the global marketing, adver-
tising, media and research communities. Searchbank has over 100 full-text journals on
subjects including business, economics, current affairs and new technologies. It includes
a spectrum of journals from professional trade publications through to refereed aca-
demic journals. FT Discovery presents the Global News link that gives full access to the
Financial Times, World Reporter, Europe Intelligence Wire and Asia Intelligence Wire. It
is possible to search on specific countries, sectors and publications.

Directory databases provide information on individuals, organisations and serv-
ices. European Interactive Directories (www.euroyellowpages.com) is an example of a
directory that has channels based upon EU community activities, country channels
and thematic channels such as suppliers, wholesalers and shopping centres. Another
example worth examining is the ESOMAR directory (www.esomar.nl) which provides
details of member organisations throughout the world as well as many other publica-
tions of value to marketing researchers based in Europe.

Finally, there are special-purpose databases. For example, the Non-Governmental
Organisation NGO directory (www.rec.org/REC/Databases/NGODirectory/ NGOfind.html)
helps to track down information about environmental organisations working in cen-
tral and eastern Europe. It has contact information for over 2,700 organisations from
over 15 central and eastern European countries.
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In addition, virtually all libraries of major universities maintain special-purpose
databases of research activities that reflect the distinct specialisms of that university.
Beyond the internally generated, special-purpose databases, university libraries and
reference libraries maintain computerised databases with instructions relating to what
may be accessed and how it may be accessed. Another library source worth examining
for computerised sources is the European Commission’s ‘Libraries’ site
(www.europa.eu.int). The site, which is multilingual, is distributed by the EUROPA
server. EUROPA is the portal site of the European Union. It provides up-to-date cov-
erage of European affairs and essential information on European integration. Users
can access Websites of each of the EU institutions.

Syndicated sources of secondary data

In addition to published data or data available in the form of computerised databases,
syndicated sources constitute the other major source of external secondary data.
Syndicated sources, also referred to as syndicated services, are companies that collect
and sell common pools of data designed to serve information needs shared by a
number of clients. These data are not collected with a focus on a specific marketing
problem, but the data and reports supplied to client companies can be personalised to
fit specific needs. For example, reports could be organised based on the clients’ sales
territories or product lines. Using syndicated services is frequently less expensive than
commissioning tailored primary data collection. Figure 4.4 presents a classification of
syndicated sources. Syndicated sources can be classified based on the unit of measure-
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ment (households and consumers or institutions). Household and consumer data
may be obtained from surveys, diary panels or electronic scanner services.
Information obtained through surveys consists of values and lifestyles, advertising
evaluation, or general information related to preferences, purchase, consumption and
other aspects of behaviour. Diary panels emphasise information on purchases or
media consumption. Electronic scanner services might provide scanner data only,
scanner data linked to diary panels, or scanner data linked to diary panels and (cable)
TV. When institutions are the unit of measurement, the data may be obtained from
retailers, wholesalers or industrial firms. An overview of the various syndicated
sources is given in Table 4.3. Each of these sources will be discussed.

Table 4.3 Overview of syndicated services

Type

Characteristics

Advantages

Disadvantages

Uses

Surveys

Surveys conducted at
regular intervals

Most flexible way of
obtaining data;
information on
underlying motives

Interviewer errors;
respondent errors

Market segmentation,
advertising theme
selection and
advertising effectiveness

Mail diary panels

Households provide
specific information
regularly over an
extended period of time;
respondents asked to
record specific behaviour
as it occurs

Recorded purchase
behaviour can be
linked to the
demographic/
psychographic
characteristics

Lack of
representativeness;
response bias;
maturation

Forecasting sales,
market share and
trends; establishing
consumer profiles,
brand loyalty and
switching; evaluating
test markets, advertising
and distribution

Diary media panels

Electronic devices
automatically recording
behaviour, supplemented
by a diary

Same as mail diary
panel

Same as mail diary
panel

Establishing
advertising rates;
selecting media
programme or air
time; establishing
viewer profiles

Scanner volume
tracking data

Household purchases are
recorded through
electronic scanners in
supermarkets

Data reflect actual
purchases; timely
data, less expensive

Data may not be
representative;

errors in recording
purchases; difficult to
link purchases to
elements of
marketing mix

other than price

Price tracking,
modelling effectiveness
of in-store modelling

Scanner diary
panels with
cable TV

Scanner panels of
households that
subscribe to cable TV

Data reflect actual
purchases; sample
control; ability to link
panel data to household
characteristics

Data may not be
representative;
quality of data
limited

Promotional mix
analyses, copy
testing, new product
testing, positioning

Audit services

Verification of product
movement by examining
physical records or
performing inventory
analysis

Relatively precise
information at retail
and wholesale levels

Coverage may be
incomplete; matching
of data on competitive
activity may be difficult

Measurement of
consumer sales and
market share;
competitive activity;
analysing distribution
patterns; tracking of
new products

Industrial firms

Data banks on industrial
establishments created
through direct enquiries
of companies, clipping
services and corporate
reports

Important source of
information in industrial
firms; particul