Chapter 1. Introduction to Marketing Research

0. Case of Reebok

; Time-use Marketing Research
; To discover what customers do with their spare time.
; Problem-identification research or problem-solving research.
; Purpose @ To increase market share
; Process they used:
Secondary Data : health club membership INCREASED.
Focus Group : new popular venue (X)) in fitness ~ Step Aerobic
Another research : Exercising in home increased! (home-step aerobic)
= launch Workout program on ESPN

1. Overview
; Two broad forms of marketing research (A& AN 271K 2 EHY)
@ Research designed to identify problems (B4 LA It FAD
@ Research designed to solve problem (24| s1&2& I8t =AD
; Marketing Research

; The systematic and objective identification, collection, analysis, dissemination, and use of information
that is undertaken to improve decision making related to identifying and solving problems in marketing.

; MRS B9 : tAgS EAE dasa sidshe ol deid Al 28 /s 913 $8se g A2

FHolal AFFQ &, £7, BY, F3Z, ZHI A8 €5,

; Marketing research is the function which links the consumer, customer, and public to the marketer

through information.
; This information is used to:
; identify and define marketing opportunities and problems;
; senerate, refine, and evaluate marketing actions;
; monitor marketing performance; and
; improve understanding of marketing as a process.

; What Do Marketing Researchers Do?
specify the information required to address these issues;

design the method for collecting information;

manage and implement the data collection process;
analyze the results; and
communicate the findings and their implications.

; Steps of Marketing Research

Identification of Information Needed ¢ Identifying and solving marketing problems

1
Collection of Data
1
Analysis of Data
!
Dissemination of Results(Z3} Hj3)
!
Use of Information in Decision Making (DM)
; Systemic : it follows a predictable path. (planned & documented)

; Marketing research has value when it provides unbiased "outside opinion" or objective opinion(Zi&

ol 9&)

=

; A2EHoT e Ae oS JhsE ZEE Werks Zolth MR XSAR ge 'R o' s A
ol oldg AMIE wiol 1 ZkRIZE LERIT
; Now internet became a useful tool in the identification, collection, analysis, and dissemination of

information related to M.R.

Questions Suitable for a marketing research effort

I Is there a homogeneous market that will buy our product, or are there multiple market segments
requiring specific adjustments to the marketing mix? If there are multiple markets, which are most
appropriate for us to serve?

I How is our product positioned in the mind of the consumer vis-a-vis the competition? What is our
unique selling proposition that must be strengthened and never compromised?

I How price sensitive is our product? Are other factors such as availability, color, packaging, service
after the sale, more important? Is it possible to minimize the importance of price?

I What is the most effective method of communicating with our intermediate and final customers?
Paid ads? Editorials? Featured in articles in trade magazines? Personal selling?

I How intense should the channel of distribution be? Does location matter? Will direct sales via
mail or computer connections work?

I With whom do we really compete?

; Typical symptoms & Possible reasons for various marketing problems

; example

; 1. Symptom: declining sales & profits
; Reason a: competitors provide better value
; Reason b: total demand ) your ability to supply
; Reason c: inefficient distribution channels

; 2. Symptom: consumer dissatisfaction

; Reason a! your promise ) actual value delivered

<

; Reason trivial, easily fixed problem

unknown; customer is silent and leaves

e}

; Reason

; Marketing Research Addresses Three Error Types
; Type I error: mistakenly rejecting the null hypothesis (AR 7S &R 712)
; Type II error: incurring an opportunity cost by not rejecting the null hypothesis (F%F 7Hd€ 71281 &
SO 7IgMIgd &7
; Type III error: addressing the wrong problem; formulating the wrong hypothesis (Z%® BAIE &, &
2d MEg Ag)

2. A Classification of Marketing Research (A& TAlQ] &

@ Problem-identification research (2A] @A ZAD
Market Potential Research
Market Share Research
Image Research
Market Characteristics Research
Forecasting Research
Business Trends Research

; Used to assess the environment and diagnose problems.

@ Problem-solving research (BA| ad =AY
Segmentation Research



Product Research

Pricing Research

Promotion Research
Distribution Research (Place)

3. Marketing Research Process (HHAIE XX 3H&)
; MLR.9] 67FA] ©A

@ Defining the Problem (A H9))
; Researchers accomplish problem definition through discussions with the decision makers, interview
with industry experts, analysis of secondary data, qualitive research (FGI).

@ Developing an Approach to the Problem (ExJo] thgt 3] g

@ Formulating a Research Design (ZAF 4] 44)
; May be designed to test hypotheses of interest or determine possible answers.
; The issues of how the data should be obtained from the respondents must be addressed.

@ Doing Field Work or Collecting Data (A& $)

® Preparing and Analyzing Data (H|0]E] FH] 2 EA])

® Preparing and Presenting the Report (E|ZE FH] ¥ A&)

4, The Role of Marketing Research in Marketing Decision Making (OHAIE] QA B0
Mol MRO| &fg)

; Goal of Marketing : to identify and satisfy needs of the various customer groups

; IA8Y 58 : TRt AHIK 189 B Q (needs)E LASIAL WEAIT = A

; Goal of Marketing Reseatch : to assess the information needs and provide management with relevant,
accurate, reliable, valid, and current information and to aid marketing decision making

; M.R.O 54 g A 2 &) 135 295 #9E HFEsia, dge, AFgusiy, Bgsi EAIE wEst
= ZHES "UQE austa AZshs A

; To make the decision process even more complicated, a manager must also consider uncontrollable external
factors that influence the marketing process. (QJA} 274 IFgo] HU} BF6HA Hoghs, TEARE tAE Z2A4 0]
ggtg F= A BVksT oF QUES astoior gitt)

; Cf) economic slow-down or recession, technology, public policies, laws, political environment,

competition, social and cultural changes.

5. Information Value Chain for Marketing Research
; Information Value Chain
; There is a progression in value for the user as data is rendered into information, and then into
knowledge, which is used in making and implementing decisions
; ARSRPE dAN 2FEE uiEla £33 98 tolElE ARz, Aoz FHESEA JX7 BRAEoR WaivbA @
th

; Data — Information — Knowledge — Decision Making — Implementing Action

6. The Decision to Conduct Marketing Research (AFAIE AR $39 EF)
; MR.O] 48] J&olx R83EE stEiets, A 88 IAFole 6975 B2 Q0] €St
; Cf) cost vs benefit, the resources available to conduct the research, the resources available to implement
the research finding, management's attitude toward research, ..
; HIS O 89, 2IMRE sdsb] Qs Qs A, 2lMx Las Qs Bes Ak, 2lMxlo] tish delxke] B
; M.R.2 expected value of information it generates(ZIthEl= HHEO] 7IX]) ) costs of conducting the M.R.
project(@EAIRIO] E HIE) & 1 o]Foj&o} STt

; 7R Wigdor sk 2do] EQ84E FH9| 7IXI7F S71sith
; ROl Sig8he time, money: 4 ABIE o] QITh M.R.o] Q% time, moneyZt SICHA FH3IA] Holok &.

7. An overview of the Marketing Research Industry (WFE AR 4199)

, Marketing research industry (A& RA} &)
; The marketing research industry consists of suppliers who provide marketing research services.

; Internal supplier (W15 ZFAH

Marketing research departments located within a firm

SIAF IR BAZA EXIShe A7 ZAF 2A

7l 2 729 SIASAE shtel 59 FEoHE BA7E sl FA9 BE 2XR 278 APt
R} 2 719 S|ARSAE 2AtEo] ofg] FEAjo] ExXjgitt

; External supplier (] ZFAD
; Outside marketing research companies hired to conduct a complete marketing research project or a part
of it.
; AR 24} Z2HEE $Y5] sf 184 9F A& ZA SA
; R SEAE 71 71YER ol&3t AloFe mizt Utk

; (1) Full-service suppliers (Full-Service &gAH
; Companies that offer the full range of marketing research activities
; oY XAk AEE ZE AHIAE AIZshe SAKE.
; Ol&2 problem definition, developing an approach, questionnaire design, sampling, data collection,
data analysis, interpretation, report preparation, and presentation & 2E A& S}
; O1E9] EFol= okfiet & Zo] QATh

; @D Syndicated services (¥1%} AHIA)
; Companies that collect and sell common pools of data designed to serve information needs
that a number of clients share
; B2 9 SEoldES oo WA FBHE AB6IES dAE 28 HolE &8 7 ¥ guiske SlA

; O1Z 93l survey, purchase and media panels, scanners, audits 5& S}

; @ Customized service (2 BHE AJH|A)
; Companies that tailor the research procedures to best meet the needs of each client.
; Z IAES QT E FUR USATIEE AL BEg UEE SAb

; ® Internet services (QIEIW AHIA)
; Companies that hav especialized in conducting marketing research on the internet

; QIE Aofx9] M.R. ZAM] E31d SlAL

; (2) Limited-service suppliers (RIgt AHIA ZFAD
; Companies that specialize in one or a few phases of the marketing research project

» Ad = ==HE Zie 9 gAY 5319 dAE

; D Field services (J& AHIA)
; Companies whose primary service offering is their expertise in collecting data for research
projects
; DA Z2HEE FE AR £ FE AHIRE IF8e SAE



; @ Coding and data entry services (Z€ W BlojE &8 MH|A)
; Companies whose primary service offering is their expertise in converting completed surveys or
interviews into a usable database for conducting statistical analysis
; a0E HEAS 2 JEIRE BAF 8ol JHssliEs AMgZKsE THolEolAR
28 FFshe ks

B Ag FE A

; @ Data analysis services (HIOJE] £4] AH|A)
; Firms whose primary service is to conduct statistical analysis of quantitative data
; BEA HolElY BAF BAg $8sks Ag FE AMAE She SIS,
8. Selecting a marketing supplier (OFAE ZFAF AA)
s A AN 719dg sk U9 948
; Supplier's reputation (ZFAK] BHA)
; On schedule / flexible (MMl BA 8fjoF SH=Al/FESHAR])
; Ethical standards (218 ZEE R|FHofF sH=A])
; High/low quality (& é‘ol QS
; Supplier's experience (ZFAF] =81 AF)

3 e

9. Careers in Marketing Research (THAE AR BH)
; ofeliel 2 ol eTEL.
MBA
All marketing courses
Statistics, quantitative method
Computer, internet skill
Psychology, consumer behavior
Communication and presentation skill

10. The Role of Marketing Research in MIS and DSS (MISQ} DSSOIXQ] TiAIE E|AX]

o)

; Marketing information system (UFAE FE AAH)
; A formalized set of procedures for generating, analyzing, storing, and distributing pertinent information
to marketing decision makers on an ongoing basis.
; EAE A 28dx7 ZEE e AAo is] 8218 FdRE 84, B4, A% ¢ BHishe 95 HEE2 348
AA ZE A.
; B3% Wslole FSIA Beithe UEol s

; Features
; Structured problems (7291 IkAY)
; Use of reports (E]EE AR2)
; Information displaying restricted (HHO] &go] ASHe)
; Can improve decision making by clarifying new data (NZ2 HO|EIE W& To=A Al BHE
&g & AS)

; Decision support system (SJAF B3 XQ AAH)
; An information system that enables decision makers to interact directly with both databases and anlysis
models. The important components of a DSS include hardware and a communication network, database,
model base, software base, and the DSS user (decision maker)

11.

12.

13.

14.

; SAb 28Expt AF tiolEolAet B Hdo) ASASH 4 JIEE She FHE AXH. Ee4ds (HW, 8
A UEYZ, HolgHols, 2Y Hlolx, SW #o]X, DSS AREA} 7 3lTh

; Features
; Unstructured problems (H]7EEZ Q1 3}A])
; Use of models (€ AR8)
; Adaptability (584)
; Can improve decision making by using "what-if" analysis ("what-if" BAg &3] Al BES NE 5
Aeh

; Expert system (FE7} AAH)

; Advanced version of DSS. Uses AI procedures to incorporate expert judgment

Summary Illustration using the opening vignette(od& Z)

Internation Marketing Research
Much more complex!
Technology and Marketing Research

1st Wave : Seat-of-the-pants Decision Making — Data-based Decision Making
2nd Wave : Data-based Decision Making — Information-based Decision Making
3rd wave : Information-based Decision Making — System-based Decision Making

Ethics in Marketing Research

;719 e V1Y g8 EAAAY APEcR ddE Y/

Hrh nAg o3 gsoe 471 olsiEART deke UIX]E}
; @ oA"Y AR Marketing researcher) @ 117 (client) @ &% AHrespondent) @ & (public)

; Ol OliHAAL Afolo] EAI7E BHFS wf R28 EAZF 2O 4 Aot of2ish EAVE 2EFES uf olsiEARES

code of conducto] AEEojof STt ZH2to] olsi@AAR= Mol ULt olZEh S FAlsh= AL UE olsiHAALY

AT A HE 71E 5 ATh

T} 22 ofg] olsiEAIR  stakeholder) Q] FEOIA =9]



Chapter 2 Defining the Marketing Research Problem and ; of@ Z]olMe Al 23 IHEo] dominant SITE 5. ol 719 QA AF 3HE9] ojshrt R

Developing an Approach ; Be 4 Z2FAERE AA B Uit 9ol ofoltiofuts KAl Ath (I 0] AF WRe HolRe
g SRRl R A9 dubi B JXEERS] feRTHE BXlY Sa0E WEsy] mEolth EAR
. (researcher) 22 ol BAY BSHES Hol soigle @olg Mol 4 ook Bt A= Feed see
1. Overview AL ZREHolL SA MBS RAES SE e ME B3, 284 714 95 550 9 4 Atk
2. The Importance of Defining the Problem (EA] HolQ EQ4) ; B (symtom)ol 71Wst 2R Hol7 /S 4 Qe FE ATE Al (misleading cases)

=

; Problem definition2 7F &8t ©H (most important step)O]tt.
Case 1. QUA =FIAE T=E AXRA

; Problem definition (EA] H9)) ; B L AHREE B3R gRe0 UR =rhal st
; A broad statement of the general problem and identification of the specific components of the ; S0 245 ¢ T dE gfed Uit SHIRk dSEE ZAIT
marketing research problem ; AREE o] BRjolth Fe QU] Ao tEa MZe FEo] UE "drl'e QXlg Ji&Lerh

; " A BAS) LebEQl EAE B ARAQ FEQAES] A BHe e
Case 2. 714 =7 RIZA

; Client®} researcher &Z0] TAY 241X A (problem) ol thal WE3] Holsta solshortt 2lAXI7F HEsHA A ; B L aHAREE 7ol 1R &t it
W 2a" S Qr ; B0l 2ASHH ¢ Q0] tiEt 71 BEde ZAEIt
D BE TOFAE =i} B0l 179 818 ZaFoa nEAYE ARD £98 AL gt AuE 2X7F AR go ; AFZE ¢ Channel #] ZA[0It) distributor50] AMEol tieh AET X|Ae 7IX2L SHIRIA AMF
9 A E =¥ grlEd a84g Agsix Raln Atk
3. The Process of Defining the Problem and Developing an Approach (EAES Ao ¥ ; @ Interview with industry experts (A FE7IETS] AERH)
Hodlr o] gk 3hA) ; Experience survey (B8 ZAD

; Interviews with people knowledgeable about the general topic being investigated
; RAEE HEgQl Sl thet XAlE JH AKREETLY) QIR

; THE LA e o s A9 o] He o) satHolth

0l
o

; BAIEE dE6HA o171 fleiA B 7HA] DAE ARoF &
@ Decision maker®} E&IF0] thsl <=5l
@ AH AEVIQF TFE Knowledgeable individualg interview $F THS0)
® 27 "y By

@ Qualitative research %

T}

; ® Secondary data analysis (2&} R[2 84])
; Secondary data (2%} AR)
; Data collected for some purpose other than the problem at hand

4 Tasks involved (F&el ) ; €4 URE BAV} R TE SHOR $UE XEE (39 7179 18, S48, 28l B)

; @ Discussions with Decision Makers (2E#RIS}S] E9])

; Problem audit (B4 ZAD ; Primary data (1%} A}2)
; A comprehensive examination of a marketing problem to understand its origin and nature ; Data originated by the researcher specifically to address the research problem
) TS 2A9 @Qlat BaAe olsfisty] 18 ZEFQ ZAL ; BT INE AEd] Y8 525 ZAANEERE fEd HoH
; 1. The history of the problem ; @ Qualitative and Exploratory Research (HIAZE{AA}/&2AS research)
; 2RO Uy (BRI A71A E 3 8) ; Qualitative research (F& A1)

3 2. The alternative courses of action available to the decision maker ; An unstructured, exploratory research methodology based on small samples intended to provide
. s 2= (o= = = Lo r e . i
; 2EARNA 7hss tie AEE (g EH ARE 2717t 7FsSItHERD insight and understanding of the problem setting

3 3. The criteria that will be used to evaluate the alternative courses of action ;27 o] Tl olsisln ABES ¢y ¢F JxH Fre MESo) s)uket uRAEo D LARY FME wEHe
; Uit BEE WSheE ABE 71E OB B0} AYE 210 39t 0B AZ BRE, oldE, =1t ; Pilot surveys (\@ Aol
T& 550 € ; Surveys that tend to be less structured that large-scale surveys in that they generally contain more
open-ended questions and the sample size is much smaller
; EIMRL RA) Z)kstol AAE 4 e FAAE dE5E9 22 (olg2 IEHQ tAE responseE Q7 ;& 7R Aol Hth= W TRske] Kt ¥ JBES HEiy BE % Hi} e Ao)
g 4 Qrh ; Case studies (Rl 970

3 5. The information that is needed to answer the decision maker's questions. ; Case studies involve an intensive examination of a few selected cases of the phenomenon of
; BEAER] AR thgsh] flsl 8ot HRE (B™ARRLY] S/WE Hlnsh] fIgt e uAE 9Aa

tol

; 4. The nature of potential actions that are likely to be suggested based on the research findings

interest. Cases could be customers, stores, or other units.

484 Hla--4p) ; BN Bde J HE AuY ARiSe REFoE ZAN ARISS AHIK, mE, S e f1o)
; 6. The manner in which the decision maker will use each item of information in making the g 2 9r}
decision

;oAb 2% IEOI AP 24 HRES A8sE A

; 7. The corporate culture as it relates to decision making



5. Environmental Context of the Problem
; Consists of the factors that have an impact on the definition of the marketing research problem, including
past information and forecasts, resources and constraints of the firm, objectives of the decision maker, buyer
behavior, legal environment, economic environment, and marketing and technological skills of the firm.
; Y BIMR 2RI Foloh=tl JE8e tXle QAER o|FojA Ut @ A HE W go=9] Ay, 7|¢9 Azt
Nz, d84dxe =531, 7k g8, §€F 33, ZAE 83, 7189 uHE % V&8 AFs.

; Past information and forecast (34 FHS} Hd)
; Past information, forecast, and trends can be valuable in uncovering potential opportunities and
problems, (especially valuable if resources are limited and there are other constraints on the organization)
; A dEe [y, g2 IAFQ 71ge BAIEES sohlsd f98 AErt € & 0 (53] Aol Mgt o]
31 ThE FMeEEAE0l Ug W)

; Not only should the firm's performance and projections be analyzed, but the firm's performance relative
to the overall industry should be examined well.
; 7199] g3k B A ek ohulEh Al AR Wolxe] ATl 719 Hite ZAREojoR St

; Resource constraints and objectives (AFR &IoF & 2H)
; A Aok AFElQl Money, TimeS & 51ojok BT
; Objectives
; Goals of the organization and of the decision maker must be considered in order to conduct
successful marketing research

; TGN 2FEAS Bae 435 A8 FAXRAE F8G] 95 SIEA] TEEofop S

; 2 Types of objectives
; @ The organizational objective (£&Q] E8)
; @ Personal objective of the decision maker (JAFEEAR} 7019 BH)
o] 27IXI7} ARl A BAI7E 2E 4=

; Buyer Behavior (FUjA} & EA)
; A body of knowledge that tries to understand and predict consumer's reactions based on an individual's
specific characteristics.

71919 &8 Jgo] ZAS AHIKN) WSE olafsial EAske A4 AlA

; It includes the underlying motives, perceptions, attitudes, buying habits, and demographic and
psychographics (psychological and lifestyle) profiles of buyers and potential buyers.
; o7lole FoiAle B FEiARES] S71, Al HE, 7l &8, JFEAE, ddRdd ==2udo] 2aEh

; Legal, Economic, Marketing, and technological environment
; Legal Environment (B3 &24)
; Regulatory policies and norms within which organizations must operate.

; ZFj0] YRRz 2dshs 8H5 HE

; Legal environment includes public policies, laws, government agencies, and pressure groups that
influence and regulate various organizations and individuals in society.

; WA gHole et 71E 2 JIAES Alsket dee nixle &2 F3, ¥E, 38 718, &9 7@ S0
:t%}%]ﬁ}.

; Economic Environment (BR% &4)
; Comprised of purchasing power, gross income, disposable income, discretionary income, prices,
savings, credit availability, and general economic condition.

3 o7l e, SA5, ARAS?), Mg 45, 714, dF, A8%, YW FA7 &3 Sol Zgdn.
; A firm's marketing and technological skills greatly influence which marketing programs and strategies

can be implemented.

6. Management-Decision Problem and Marketing Research Problem (B 23 B¢ o}
AY A BA)
; Management-Decision Problem (BY 23 £A))
; The problem confronting the decision maker. It asks what the decision maker needs to do.
; A @EAAT FAe BA. ole JA 2FAERPT FAE §ioF SheAlE Beth
; Features
; Asks what the decision maker needs to do (AT BHHRZT FAS ok SH=R))
; Action oriented (&S X&)
; Focuses on symptoms (B40] ZFe EOD
; Examples
; "Should the advertising campaign be changed?"
; "Should the price of the product be changed?"
; "What can Subaru do to expand its automobile market?"

; Marketing Research Problem (A& ZA} EA)

; The marketing research problem asks what information is needed and how it can best be obtained.
3 Ol old FErVF EQsty ofEA dfok 1 BrV A2 & dojd & QLUE BEh

; Features
; Asks what information is needed and how it should be obtained (O# FX7} WQ3I31 o]EA ojof
3h=Al)
; Information oriented (FX A&H)
; Focuses on the underlying causes (ZEFQl |Q0] /S Erh

; Examples
; To determine the effectiveness of the current advertising campaign
; To determine the impact on sales and profits of various levels of price changes
; To determine the various needs of the automobile users and the extent to which those needs were
being satisfied by the current product offerings.

; Example of overall case
; Management wants to (develop retention programs that will retain 90% of heavy users and lead to 10%
higher sales over the next two years)
; Therefore, we should study (heavy-user loyalty)
; So that we can explain (what will be the most important variables in retaining these customers over the
next two years)

7. Defining the Marketing Research Problem (HIAIE & A9))
; M.R. Problem 99| 7}o|=&1Q12
; @ Allow the researcher to obtain all the information needed to address the management-decision
problem

; DAL BE-3E BAIE URet 8ot E FEES dLE g,

; @ Guide the researcher in proceeding with the project
; ZARKE0] ZRAES JHE & YT AT
; ZARNEE AT FAE LR FA BstAU A Boshs 448 AXNEY] gt
; VR 2A g9lgke A
; Does not provide guidelines for subsequent steps



; Ole A9 GA o] thgt 7lol=atele AMAISHA] =Tt
; ex) Developing a marketing strategy for the brand, Improving the competitive position of the firm,
Improving the company's image.

; Analytical models that explicitly describe the relationships between variables, usually in
equation form

; Research Questions and Hypothesis (37 ZE 2 718)
; Research questions (¥ AE)

; U ZA d9she A
; May miss some important components of the problem ; Refined statement of the specific components of the problem. (BR19] §F 7449 FAE &)
; BAO 5% HE SHES MY 4 rh ; 8ISl problem component= ¥ 7J9] RQsE U 4= QUU}.
; O FAIE B wjols ANE SUES ATSIK €25 SE5 A A 9ot Utk

; The formulation of the RQs should be guided, not only by the problem definition, but also by the
; ex) Changing prices in response to a competitor's price change

analytical framework and the model adopted.

; It may be a tentative statement about the relationships discussed in the theoretical framework or
; To miminize the possibility of a wrong decision due to an incorrect definition of the marketing research represented in the analytical model.
problem, it's a good idea for the researcher to adopt a two-stage process: (Z2E ZEE WA s 27HK] ©

; BAE mdolu) o]2F mEdYiAoA =9
AE Eslior Jtth

@

AEol o

e

Hs

e

hed o ATk
; @ State M.R. problem in broad (M.R. Problem& YA F&Birh

; Hypothesis (7}3)
; @ Reduce to the specific components (HEEQ AFIER E0URITH

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

; Broad statement of the problem (2Alo] th3t ZELIE W) ; SR FRQE ARONL Fal) st SHEK] gL Ne Be =z

; The initial statement of the marketing research problem that provides an appropriate perspective on
the problem.

; Specific components of the problem (EAQ &4 F421%)
; The second part of the marketing research problem definition. The specific components focus on
the key aspects of the problem and provide clear guidelines on how to proceed. 9. Summary Illustration using the opening vignette

; Specification of Information Needed

10. International Marketing Research
8. Components of the Approach

; MR, EAlo] Tist F2 B U239 @458 28T | BAF nea 9 2d, A A& 2 71, 298 Fd1 11. Technology and Marketing Research
S0 WA,
12. Ethics in Marketing Research
; Analytical Framework and Models (£44 =293 % 2E3) . =R Bolo] BAOIAL Bl AN S21H SES We olslEARRE THIE EAROIAL 1A (Cliendolth,
» Objective evidence (A% =7) 2t ojsiEAIRe) AE TAOILE H0I9lE agendase REF LeukE o]Zol7ITh B3] decision makerd] Q1RO BE
» Unbiased evidence that is supported by empirical findings. (¢I& B0] defending a decision already made)7}t SIA} HAlS) BHEe} WA @S ALl 1AL FAHI A= FAk
§ 3uH Ao o AGold FAYE S. =23 BRiE BEE Wolt 20] dold SHIZES BT Eoh TR GAE 1A BWHOR olskatil Qlojof S,
» OIEE 289 AESOIA Bohdl FE Ftol TrEo. ; 2R Aolo] BA0IN BAIZh Azhart AEHitke AS SETT Sk olst BAl W9l B4t clientolAE HIE B
22 IS HORIW, AT SlAHresearch firm)o] QOIME 50 ZAAE RS Aotk oY AS ATAE FojEj
; Theory (O]&)

A ATFE QAdsfor s ? &8l L8 (code of ethics)2 Ol S HEOIA 143 EOJSIEE AWt QAT
; A conceptual scheme based on foundational statements, which are assumed to be true. MR 1A (client)o] (EAL 71990] QEOIA) (MZol) HAER QAL TOSIA LS FAS SHMSIER 8 45 ).
P 7159 A HEE F AAEH SFMEA, o= #e Aos dRdEn. of W T R2IE 2B BAO W & Utk Wer 7o) A IR AL, 4T
7hE & Qlth
; TS 2R H2 £l = &8 BRIV A4 & ok te 1dg ¢
o Bl # A9 e IAEE flall HFE S ZARH: olget EF-al
S ] ARSstal A fRF0) Wb $& Utk J2iu 129 =] gle ok o
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; ex) Attitude towards a brand (such as Nike sneakers) is determined by an evaluation of the brand
on salient(@XEh attributes(price, comport, durability, and style).

3
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| S35 e Fadalg ARgsithal
¥ (client-specific mode)OJL} B
BES2 HIRTFQ Holth,
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TN

; Analytical model (A% 2¥)

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

; B0 A2EE IR &2 dF UshiY] 915 449 WSEs 08 BAES FEE BASY U4,

-

3]
ef

)
>

; Types of models
; Verbal models (X el
; Analytical models that provide a written representation of the relationships between
variables
; Graphical models (A1ZF5 &Hf)
; Analytical models that provide a visual picture of the relationships between variables
; Mathematical models (58 &Hf)



Chapter 3. Research Design

0. Overview
"Research Design" in Overall step
Problem Definition
1
Approach to Problem
1
= Research Design
!
Field Work
!
Data Preparation and Analysis
1

Report Preparation and Presentation

1. What is a Research Design?
; Research Design
; A framework or bluprint for conducting the marketing research project that specifies the procedures
necessary to obtain the information needed to structure and/or solve the marketing research problem
; THE ZAL THAE s S8 Bet BHES &) 9 97EHE A HEES AFEsh: oHAE AL =24
EE ¥y A3 998 =93 5 AR
; Research should be conducted only when the benefits exceed the costs.

; ex) How Are Benefits And Costs Determined? An Example of the Traditional Approach
; Suppose an MD does not know whether a patient’s sore throat is caused by strep bacteria or a virus.
; If strep, prescribe penicillin.
; If viral, the patient should rest and gargle.
; CAUTION: Failure to treat strep may result in serious diseases such as nephritis or rheumatic fever.
; CAUTION: Indiscriminate use of penicillin may result in a reaction, possible death, and penicillin
resistant bacteria.
; What should the MD do?

; — Collect More Data! Take a throat culture...
; However, a throat culture produces imperfect information:
; The bacteria may die before they are transferred to the culture medium.
; The presence of strep bacteria does not necessarily mean that strep is causing the sore throat.

; Outcomes
True State Of Nature
Alternatives S1:VIRAL S2: STREP
Al: Take no cultu_re, Correct Wrong
treat as viral
A2: Take no culture,
give penicillin Wrong Correct

A3: Take a culture,
give penicillin: | Probably Probably
continue if positive, Correct Correct
stop if negative

; Potential Sources of Error in Research Designs

Total
Error
Nonsampling Random Sampling
Response Nonresponse
[
[ | 1
Researcher Interviewer Respondent
Measurement Questioning Expectations
Frame/Population Recording Unwilling
Data Analysis Cheating Unable

; Steps leading to the formulation of a research design
Define the marketing research problem

!

Develop an approach to the problem
!

Formulate the research design

2. Basic Research Designs

; Exploratory search [EAA T3]
; A type of research design that has as its primary objective the provision of insights into and
comprehension of the problem situation confronting the researcher
; O] el MR TAKRI2 AR Fdshe Af tigt 828 7K1 olsiske 0] T8 BERE ETh

; Conclusive search (|95 &A]
; Research designed to assist the decision maker in determining, evaluating, and selecting the best course
of action for a given situation,

; ol AR TRl QAL FERT Fold & tigt FM9 Bs FFe 87, 871, J"se Ae Fe0h.

; Exploratory search vs Conclusive search

Exploratory Conclusive
o 1 To provide insights and | I To test specific hypothesis and
Objectives: . X K .
understanding examine relationship
I Information needed is defined only | I Information needed is clearly
loosely defined
Characteristics: I Flexible & unstructured I Formal and structured
I Small and nonrepresentative sample I Large and representative sample
I Qualitative analysis of primary data I Quantitative data analysis
Findings/Results: | B Tentative 1 Conclusive
I Findings used as input into decision
Outcome: I Followed by further exp/con research i
making




3. Exploratory Research (EHZ ZA}D

Steps

T
T
T
T
T
T

o

formulate a problem or define a problem more precisely

identify alternative courses of action

o

develop hypotheses

o

o

isolate key variables and relationships for further examination

’

o

gain insights for developing an approach to the problem

’

AN

o

) establish priorities for further research
; Exploratory research is often conducted in the beginning stages of a project.
; Ol WHE ZE2HEQ] 27] GAolA FHL.
; Exploratory research can be used at any point in the research process when the researcher is unclear about
the problem situation

3 Ol ZAR7H BA) &0 thsl E8€d o ZA 39 ol BANME ASE &+ itk

; While the process is highly flexible and relatively informal, exp research can benefit from use of the
following methods: (ZEAMA7} 1R RSH 0|1 SUHCE HIEAZQ A gaA S g thae d¥e 2= A
o] &t}

, Survey of experts/expetience surveys (RE7H/ZE HAEZAD

; Pilot surveys (dH] EE2ZFA}

; Case studies (A &)

; Qualitative analysis of secondary data, including literature review (2%} A}2o] tigt A8 84, B8 )

; Qualitative research, such as focus groups and one-on-one in-depth interviews (EAZ JFOIU 10 14&

gy de 4y 9

4, Descriptive Research (A&& XA}

; Descriptive research
; A type of conclusive research that has as its major objective the description of something - usually
market characteristics or functions
; T 5Fe (NF ggoly 7ls Sl Thal) MEshe Aol Fe= ZAR.

; Example of descriptive research goal:
; @ To develop a profile of a target market (B AIZS] ZEullg Mdeith
; @ To estimate the frequency of product use as a basis for sales forecast (H}E Mo thgt 7|Z=A RS
ARg HIZE oESith
; @ To determine the relationship between product use and perception of product characteristics. (RIE A}
&1 AE 54 Q4 79 BAE AP
; @ To determine the degree to which marketing variables are associated. (FFAE HS4ES AAEE AFe
h

; AER ATe AIE HaES dUsh=t AFSEL
; Major types of descriptive studies
; @ Sales Studies (FIE A7)
; Market potentials (A& Z&j2])
; Market Share (M/S)
; Sales analysis (W]& £4])
; @ Consumer Perception and Behavior studies (£HIAF X2t © FS A1)
; Image (OJ0JX])
; Product Usage (A& AMR)
; Advertising (Z11)
; Pricing (7}&)
; @ Market Characteristic Studies (A& 54 A7)

; Distribution (%)
; Competitive Analysis (2% 2A])
; Descriptive research also uses a variety of data collection techniques (AE% ¥7% Q71X HolE $8 Wy
e A8
; Secondary data analyzed quantitatively (A@¥ oz EAH 27 A1R)
; Surveys (BEZAD
; Interviews with a large number of respondents using a predesigned questionnaire.
; B2 $9 SEAlolA HlE EHlE ARAE ARgsio] JER she A
; Panels ()
; A panel consists of a sample of respondents, generally households, that have agreed to provide
information over an extended period.
; e 3 AR S¢ ARE AMISIE FIE SEA 8o FYHTHTIA Z1Fo] g7t "rh)
; Observational and other data (F&H 2 T} HoJE)

; Cross-Sectional Designs (B& XA}
; A type of research design involving the one-time collection of information from any given sample of
population elements
; oS FojA AT QA0 FEE FolA © 8 W FEE £IsK: WY BAR TIRKL
; Ol WHE B8 AEZANsample survey)Elal E2lH, S8 AlZo|x9] AlFo] Thet Snapshotolglal oA 4=
Aok, o37IolA MEE SEA JE2 § W FFEn. ol A8 MR MEd GTE & W 718 Hol A8H
£ 9ot
;ex) "EBA BAQ FZ =9 G tiel tl= =viso] =F

2
ofr

He ogA Frleh=rR"

; Longitudinal Designs (¢ A}
; A type of research design involving a fixed sample of population elements that is measured repeatedly
on the same variables. The sample remains the same over time, providing a series of pictures, which
portray both the situation and the changes that are taking place.
; 1EE QT HES NOE Z2 HSES EE0E ¥k A9 AR TRl BEES Al AUz &
2ol dol 91, 48T dojd WstEs dEsie g9 FAe AZsith
; ex) "ZA BAIQ =3] ¢4 o]t o]Fo] thef nl= =TS0 =E 58 /P ofgA gERlerh”
; O1E $I5HAl Panelo] AMEECH

; Cross-Sectional vs Longitudinal Designs (BTHEA} VS STEAD

Cross-Sectional Design Longitudinal Design

Detecting Change

Wst SFE - +
Large Amount of Data

2e &9 dol™y +
Accuracy

Haw - +

Representative Sampling
72 tiud

Response bias
SE Mgd

; B3 59 2P iid | Hisa $Ed v1g e § HIKTh mEta S8 ZARe Al miE WIE 5335
£ Ao] ¥9¥ ujolgt 2tk



; ex) BHE Jof, Bt ®MEh HAlt S4%

S

of

5. Causal Research (913} A}

; Causal research
; A type of conclusive research whose major objective is to obtain evidence regarding cause-and-effect
(causal) relationships.
; 991-23 A0 gt EAS e A FEH EHOFE She FAF B

Causal design
; A design in which the causal or independent variables are manipulated in a relatively controlled
environment,
; A5t B2 5 HSES dUFeE SAHE 83 slolA Z&8h ARl TRl

; A3} ZAbe AE (experiment)E S5 F=2 O]F0ITLE ol AFtAHolY AAE &F otjolAE Thsdith

; EAl g8l thet x14o] Hrid 24 8aF ZAR AlFskEL

; 2. It is not necessary to begin every research design w/ exp research. If researcher has a good
understanding of the problem situation, descriptive or causal research may be a more appropriate initial
step.
; ZE AR TARIE 4dF A2 ARE EQUt QIThd, 24 Aol tha] 2 olsista Qrky aed o A
&8 Rt A3 ZAE AFSHs Aol FFsith

; 3. Exp research can be used at any point in a study.

; BEE ZARe A7 ol BAOIME 29 4 Tt

7. Tasks involved in formulating a research design (FAF TIARIS FAlglel=t] @Rt &

; AL A
;@ ol Wavt dololi(SY W) ol Wl BTN (ES WG olFfeith. 5, SN ZREH
ol Wbt Lehiol Stk ol
; @ olgEe Ao 99 M #AY Qs 2t
( A HIAL )
Exploratory Descriptive Causal
. . Describe market Determine
L I Discovery of ideas and L
Objective: . characteristics or cause-and-effect
insights . . i
functions relationships
Marked by the prior Manipulation of one
.| 1 Flexible Versatile formulation of specific more independent
Characteri K
tics: 1 Often the font end of hypotheses variables
stics:
total research design Preplanned and Control of other
structured design mediating variables
I Expert/experience surveys Secondary data:
1 Pilot surveys Quantitative (AI&4A)
I Case studies Surveys X
Methods: Experiments
I Secondary Panels
data:Qualitative Observational and other
I Qualitative research data

6. Relationships among exploratory, descriptive, and causal research

, Example

; Exploratory Research : "Why are we losing market share?"
; AR ZAL " RV M/SE 23 AR

; Descriptive Research: "How do consumers evaluate our brand compared to competing brands?"

=)

(O Define the information needed

@ Design the exploratory, descriptive, and/or causal phases of the research
® Specify the measurement and scaling procedures

@ Construct a questionnaire

® Specify the sampling process and the sample size

® Develop a plan of data analysis

8. Research design and the value of marketing research (FA} TIAIR 2 OpAE FAX] Q)
Z¥R))

; MR.2 QA 28 389 2 QFE £017] flal =L 8y offt= "2Z"(Reduce)olt}. o= 7HFEg "88"
sk71 QlEiA dAEE 2ol ol dEE 7FaEd ASK] A BFs U e YEZ(Risk)E B7IsH= Aol 50|
At FFHoz ojf =ZZAHEQ] HIE2 UE FHEO AIEoZ A 2F9 S drit Sl thall HrhE o]
OF gt
; BIARIS AR VR AT @F Ao uetd Zad ¢ QUrh
; Random sampling error (J9] ¥& 2a}

; The error due to the particular sample selected being an imperfect representationn of the population of

interest

; 52 ZEg J9g uf gEs 2E0] HX Eohs A7E HuEgos dMske @

; Nonsampling error (HEE 2X})

; Errors that can be attributed to sources other than sampling; they can be random or nonrandom

; BE JE Hrhs AR &Xo] 2ASK: QAL o7jole g9 2 HIYe] @3t Yt

; dddole A gel, F2 94, Ak, X 2, AEZA g, WH Tlg, tolg &H 2 249 F 580l
QAL
; ol AL Hge) 2RHnonrandom error) il BT EF A9 QRR= 10008 oldY] BES HURCE IRIE &
il 8

9. Budgeting and scheduling the project

; Budgeting and scheduling
; Management tools needed to help ensure that the marketing research project is completed within the

; AER A "AHIARS0] A HAlEo] tis) ARAF HAEE ofEA "risHerR"
; Causal Research: "By how much will our sales increase if we decrease the price by 5%, 10%, and 15%"
; A3k RA L "B AHEE 5%, 10%, 15% QSHETIE miEe duht S71EA?"

; General guidelines for choosing research designs:
; 1. When little is known about the problem situation, it is desirable to begin w/ exploratory research.

available resources.
; THE 211 =227 Foi7 R ol 858 § 988 EZske =88 FE 38 =+

10. Marketing research proposal

; Marketing research proposal



11.

12.

13.

14.

; Contains the essence of the project and serves as a contract between the researcher and management
; Most proposals present a detailed research design and contain some or all of the following elements:
1. Executive Summary (FA0] thgt Overview)
. Background
. Problem Definition/Research Objectives
. Approach to the Problem
. Research Design
. Field Work/Data Collection
. Data Analysis
. Reporting

Nl N e ARl NNV )

. Information Investment and Time
10. Project Personnel
11. Appendixes

Summary Illustration using the Opening Vignette

International Marketing Research
; Uitk zpolzh o] olg aiEfsiA] Mok itk

Technology and Marketing Research

Ethics in Marketing Research

; AT gAY MEe DA FAL V1Y S50 €2 @ET dng At wad seavt An wuje) BUC Heg
ABREEl B0l 9l o] A9 BT ZAP I SHle] Anl BUS MY wske ¥rlshe HEE waola
AL O-hE Z2AF 71Ye Y ZARE a8 2 d0] oM Y FARE Al8ste Ag dgsh AFlEa & o, ole
2259 #solth

; A7Ake tHAE A 2AIE deshketdl 298 dEE AlZsiEs AN 3PS dAISHok Sith The client should
have the integrity not to misrepresent the project, should describe the constraint under which the researcher

I M A

must operate, and should not make unreasonable demands. Tt} customer contactO] FEHE]o] UAL} AlZto] &A|
g o DAL olT FHHES ZRAE AFHRE &3l Qlojof Sith §F ATt J|HoAA B FAE HRE 1AE 9
sto] Z2AES £33 TE 7|90 AFE AL HIIH dsolth. Aetds 1ol ojg TustA]l Z= ok ol
FHISE ZAL 7199 Afolth. nAS TAF 7|HolA njEfe] A Aok thet ARE k&S siA Ao AT HAE =
AAYET ZFFsiAE oF "k

; Al Q8 A, SEA tiE MYAE AatE ok

ot EIth. ZAKRM=E SHAS] safety, privacy, choiceol] THst &
2IE Holokl EE& ATE dAstojor Sttt TSt 1A 2|

]
=]
e gurise Juye FslAe e,

i

Chapter 4. Exploratory Research Design : Secondary Data

0. Overview

1. Primary VS Secondary Data

; Primary Data (1X} A}&)
; Data originated by the researcher for the specific purpose of addressing the research problem
; ZARPE A7 BAIE sigstaxt s 58 BFo=E wEod RIEE

; Secondary Data (2} A+&)

Data collected for some purpose other than the problem at hand

24 3 AR7E ol Te FReE #udE AR

; B2 oA o] 2&F AIRE ROIE 4 STk OE G9 2% Algr) HolW I &2 FAFULL mwEkA 2& AR
Chst Exjo] Assid 2ert Tk (0710wt EstE A" AL OFE ATh

Primary Data Secondary Data

Collection purpose For the problem at hand For other problems

Collection process Very involved Rapid and easy

Collection cost High Relatively Low

Collection time Long Short

2. Advantages and Uses of Secondary Data

rr

; 23 ARE AR8SHe A9 1E & ojd@2 AdI S Folth 2&F Alsrt HIZIARQ ATt Ihdlo] AEs ge 7]
0L, 27} ARE BASHe A2 AU BAIE sidste AWM dgo] €t
; 2AF AlgE T2l tis) |-&sith

@ Identify the problem

@ Better understand and define the problem

@ Develop an approach to the problem

@ Formulate an appropriate search design

® Answer certain research questions and test some hypotheses

® Interpret primary data with more insight

; QT =8 oF, 84 ZAL BIS /I, Al AlEsH 2 38 AE 44, §80 {83l
; Examine available secondary data first. The research project should proceed to primary data collection only
when the secondary sources have been exhausted or yield marginal returns.
; A 2R AlRE WA atmHoret d8]al 2Rk AIEUF AZERAU S Q-0 Ttk o 17} Aie $PeE oS5t
™ Erh
; Very often useful insights can be gleaned by examining readily available secondary data from the

government and syndicated sources

3. Disadvantages of Secondary Data

; 2% AR ZIRE JZ0l dA AR Aol griekgont gherlel Hole dgwol we FdiErh 2% AIRE 45t
B3, 83, 4] 52 dx9 8o Bx g £ Jrh T3 23 Ase M9 BE, 57 Ul S, Al =H
B9 EA7t gle &+ ok

4, Criteria for Evaluating Secondary Data (2X} AIBE BJl6h= 7|EE)

; Specifications: Methodology used to collect the data (Y: AISE $HsH= H4))



’

’

Issues
; Data collection method (RHg %8 W)
; Response rate (SEH&)
; Quality of data (KIE9] &)
; Sampling technique (F& F& W])
; Sample size (ZE 7))
; Questionnaire design (JEX TIAKRD
; Field work (= 93)
; Data analysis (RIS 8A)
Remarks
; Data should be reliable, valid, and generalizable to the problem at hand
; Aige AEgEstal, fEsh, gust 7ksg 3olojof STt

; Error: Accuracy of the Data (2F: A=< Agx)

’

’

; Issues

; Examine errors in: approach, research design, sampling, data collection, data analysis, reporting

; B2 9, AR AL, #E &, HolE 3, HolE £4, f28d oFE

; Remarks

; Assess accuracy by comparing data from different sources

; O X9 ol Hiusiy FE=E SFoith

; Currency: When the data were collected (8A1d: 9IA WolEl7 +8H U=

’

Issues
; Time lag between collection and publication (RF& 43} HIE Alo]Q] A7+ Z4H)
; Frequency of updates (ZEIOIES] F7))

; Remarks

; Census data are periodically updated by syndicated firms
; 9t ZA} HlojEle 2R 710 g3 FUI8eE HolE Hit

; Objective: The purpose for the study (B&: ¢79 EA)

’

; Issues

; Why were the data collected?

; HolEZH 9 $g=EIler)?

; Remarks

; The objective will determine the relevance of data

; BA2 HolgY dd=g 2.

; Nature: The content of the data (E&: EloJES] U8)

’

Issues
; Definition of key variables (813 ¥4=9] F9))
; Units of measurement (578 &)
; Categories used (AFRE ¥F)
; Relationships examined (EANE BAE)
Remarks
; Reconfigure the data to increase their usefulness, if possible

HE f84& S71A1717] 915 HolEE |asit

; Dependability: How dependable are the data (AZA: HolE+ oyt AF 7Hs81?)

’

Issues
; Expertise, credibility, reputation, and trustworthiness of the source
; AR @39 ARV 43, 84, dEe

, Remarks
; Data should be obtained from an original rather than an acquired source

; FIST gdErks #R0A ARE dojof #irt

5. Classification of Secondary Data (2X} AI59 EH

; 2 AARE A okfe 27HE Lt
; @ Internal data (% AI)
; Data available within the organization for which the research is being conducted
3 ZAPE SEEOIRE 8 oAl 44 7R Alg
; @ External data (9% AI&)
; Data that originate external to the organization

; T4 gRoIA RIS AR

; Internal Secondary Data (& 2X} R&)

; U SIAlS) R TS0 BEORl: AREOIT: A Ahg, miE Bak, Ak 52 #F) HiA, 4R JE

o] on:}
=2 8% 210 9, FA4E9l AEIE slok she 2ol k.

; Data warehouse

=

; Centralized database that consolidates company-wide data from a variety of operational systems

; S8 3] AlndEezRE dojd SA FRY AIRE SHE 59 S HolgHo)x

; Customer Databases (2HIA} BlOJEIH|01A)
; Psychographics (AlZ84])
; Quantified psychological profiles of consumers' activities, interests, and opinions
; AHIRLS 8, T4, JA(AI0)Y AFFQ HERNFQ ==t
; OFEHet 22 Almso] 2gHErt
ID, O, 3lAte] Z|gl, ¥ Fa4, IS,
=

mail F4, referral, inquiry, &2 orderQ] F4,

s E-
L, :rLUHEk HEZol thet 7o 715, A8715 9 A, ZiZiloll the drEAst 2 AR EA AR (M, 2
L),

H]
SR, Uol, 1, A, R, £, FAZE, FAof thet Rkg (WhE, 184 5 L)

, Data mining, Customer Relationship Management Systems, and Database Marketing
; Data mining (H]01E] Htod)

A,

; Involves the use of powerful computers, advanced statistical and other s/w to analyze large

databases in order to discover hidden patterns in the data
; Z2Es FREie gE BAF ¥ UE AZEHold =88
2 TAs BAEe A

; Customer Relationship Management(CRM) system (CRM AJ2E)

S wol At HolEH o)A Zolx =AZ WEs

; A decision-support system that is used for managing the interactions between an organization and

its customers.
; 283 £HIAISY] ASHAE dT8] S5 ARREHE dA 23 ALH"
; Database marketing (H|OJEIH01A TlAE)

; Practice of using CRM databases to develop relationships and highly targeted marketing efforts

with individuals and customer groups

; CRM EO[EHIOIAE ARSI ATt 17 Fete] BAE Bfstal =2 85 vpgde +¥she A



6. External Secondary Data: Published Sources (] 27} A=: A€ &=A)

; General Business Data (Y8 HIZUA RR)
; 5%
; Guides : ®F H o]of Tjgt ARES 7l0I=0] QEED) ol TE 23 AR thet =& AIsirh
; ex) Business Information Sources, Monthly Catalog of Unites States Government Publications...
; Indexes and Bibliographies : &% EH52 FAlo] mal gl «O0=F FEEL. /KK MAEL 28 ¥
719 FAlo) 2A FHFEEo] Utk
; ex) Business Index, Business Periodical Index, ..
; Directories : Ol BlAlL, £& H 7iQlo) gt Z=et dEe AIeit. A U9 AEAES skt =8
2 &

; ex) Directories in Print, Consultants and Consulting Organizatoins Directory

; Nongovernmental Statistical Data (217t B4 A}&)
; Business research often involves compiling statistical data reflecting market or industry factors. A
historic perspective of industry participation and growth rates can provide a context for market share
analysis. Market statistics related to population demosgraphics, purchasing levels, television viewership,
and product usage are just some of the types of nongovernmental statistics available from secondary
sources.

;719 Bk miHiE AE 2 A Q0158 widdle A ARE FEE A8 7Tl Ay FHolot 8dEe o
APE BECRE RE Ze M/S 849 wztg AZTith ot SAISL Tl B, TV AIE, AE Arg™ol dAE AZ
o

SAE 2& AAEEA dg 5+ Qe Ut A4 AR FEjolth

1l

; Government Sources (A& X&)

; Census Data (217t AIR)
; SAFME 8, 4, Uol, & A, AT 59 AT SAF FHE S AR AR M E
A, AY 89 AFREL A FojTCh
; AIBES oEi7IK] BAZ QOoFEl 4 QIt}h : City block, block group, census tract(X]%), metripolitan
statistical area(MSA), consolidated metropolitan statistical area(CMSA), region(the Northeast,
Midwest, South, and West)
; HE Census data® A WS £& Ho|al, o 2AlSHE

; Other Government Publications (7]E} B2 &¥E)
; ofd ZEA7E At (Folle ¢ ek, A=

7. Computerized Databases (R418} EOJEJH|O|A)

Hilste HolEHolAE: /2220l AF HES 7hsst stol Be 24 ARES dA4 FEF & JAES Sttt
A A= QaE AR HIs) U ol/E

; 1. Current information (AAIZH FR)

; 2. Faster data search (W2 A2 AX)

; 3. Low cost (%2 HIB)

; 4. Convenience (B2|§)
; IR 23t ARE HAlst HolEHolAE Sl AMske Ae SAZE Atk did JIYEE Al gA B A
ojtjolA Folof SHEAE EEE FAolE AN 22 FH &KoA BFHE 4 AUk JBU ZARKE olgd sHAE A
A Axo] thEt AY S SedoRA FESE 4 Q)

; Online Databases (2211 HIo[EH|0]~)
; Databases stored in computers that require a telecommunications network to access
; B4 ZHlel &g g7she ARE ) AEE toleMolA
; AF8EE bt 2 AFSSI=Uol ulet gk
; AR ol g Algsket], HlolEZE JUlolE EVt SAlol BHiElE Zo] Zhsaith
; Internet Databases (QIE]Yl TIOJEH|0]X)

; A specific type of online database compromising information sources available on the World Wide Web
(WWW)
; Ol 2e¢1 HolEHol g 5E% FEIEA WWWOl X &AF AR
; Offline Databases (2X=Q] TOJEIH|0]X)
; Databases that are available on diskette or CD-ROM
; T23lond CDEl AZE HolEH o)A
; olst Fep mlojEolAE ARE wl Y edoN el AFEE &I
; 7l AFEEZE SRl @t el olgsh XA HIE FAe tloly YUlolES AIIAIZ Qs g +
=

; Categories of Database Type (HOJEIH[O]A B T5F)

; Bibliographic Databases (SA1E25 Ho|EH0]X)
; Databases 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.
3 Ag 71AL B8R, AR, A" A A, V1E HiA, ER A 50 Uit Q8 S§E tlolEH o)A, I8
Bdo tigt Qors AIZsHIx #th

; Numeric Databases (Numeric BIOJEIH[0]&)
; Databases that contain numerical and statistical information that may be important sources of
secondary data.
;28 ALRO] S8 fFQ £ BA0 HFE ARES TSk HlolEH oA

; Full-text databases (R HIoJEH|0]2)
; Databases containing the complete text of secondaty source documents comprising the database
; TIOIEHIOIAE Tdsh= 2Rt HAlE BAIES ¢Es HAEE ZESH= HolEHolA

; Directory Databases (CIFEz2] BlojElH]o]A)
; Directory databases provide information on individuals, organizatoins, and services.
; 7191, A B Ao thet FHE AZshe TIRIER HolgH o)A

; Special-purpose Databases (55 €% THOJEH|0]2)
; Databases that contain information of a specific nature, for example, data on a specialized
industry.
; 5 8=9 ARE EHEh: HolEHIolA. (& Y S5 4o i HoE)

; Directories of Databases
; AlFo] oF ek,

8. Combining Internal and External Secondary Data (W& 2 Q& 2x R 2§D

; 2 ARe WR/QIRE 28 1 K83 ARBE 5 Arh
; Geo-demographic Coding (Kl2]-Q7EA S Fd)
; Geo-demosgraphic coding involves merging internal customer data with external geographic, demographic,
and lifestyle data on the same customers.
; Ol UR 17 ARE 259 NEEAA, A7EAE, slol=2 e Holelet ARsith
; PRIZM3t ZE QR AgEe 17 uldEd 507t (0] 38 geo-codingolzt £7)
; Syndicated Services (¥E AHIZ)
; Information services offered by marketing research organizations that provide information from a
common database to firms that subscribe to their services.
; Geo-visual Databases (X|2]-A1Z+& d|oJEH]|0]~)
; Created by combining internal customer databases with geographic data, as from the Census Bureau, and
making use of appropriate computer mapping software.
; Ole R 1A ARE BAE oA 1A NZE Holeet dgsiel weEoidnt.
; Computer Mapping (BFE )
; Maps that solve marketing problems are called thematic maps. They combine geography with
demographic information and a company's sales data or other proprietary information and are



generated by a computer

; THIE BAE sdste AEE

% T JFE FRe FAL
; Buying Power Index (Ff& X|$)

ZFA (thematic) A=efal 8Tt ojE2 AE+QA7E FEHE A9 HiE A=

9. Summary Illustration Using the Opening Vignette

10.

11.

12.

13.

International Marketing Research
Technology and Marketing Research

Ethics in Marketing Research
; ATAES UwiE 27 AR FuEe e, ol |E1F BEAE god £ Utk 9T VI9e 2F EAlo) tish
AWYYT WIS 27 ARVS ABSHI0F & REVF Yol ATk AFEE HIBH O (critically) Brhelolop s, 71E0]
WA AFSEIoo} BITh(FIoA] MHE) Ak AT 27} Akgo] AEMT PEol BHEE ol4ES oloblstolor Bt
;27 RKEO) AREQL Y o% AT HbolN BYISH 18 AR 7ol ofHs] HEe ANS T AmHE Be
7b gtk Wt 1% Ak 47 WHol thet e}t Besithe 12n Eolsjelor Stk SENel A0ME 1% REst O
ol4t "QSIA] Fe é—orE A9 Eﬂ o] W AFAH= olE i’“oﬂﬂl g Fojof g wEA FYJo] L
; ISR 2R ARl dit SdEg e o, AFAIES 27 AIRE |uF FEPO A %7}%‘ Uo7 Utk
ok SERL X“OIL} o] &l l e HeEldQl AREd ol *EFQ BEAE dotit). 23 ARE A-8E o, A
TRIL ATIAOIE SAM= ofHst olBrk= a9} HREEel WY(SYALY pravacy9t Z2)o] AREA] ojop S}
Privacys 928 o]grolth

il

@
S

Slide Notes
; Some Marketing Implications For Educated, Aging, Wealthier, Home Owners
; Exercise market
; Sears home gyms
; Reebok shoes for athletes and those who want to appear athletic
; Food market
; Diamond Salt Sense (low sodium, high price)
; Del Monte Lite (no artificial flavors or sweeteners)
; Housing market
; interior decorating
; quality furniture
; Summary
;> Population is aging
;5 “Melting pot” continues over time
; Married couple family is still the norm, but decreasing
5 More formal education being sought
; Still formally religious
; Cancer, heart disease and stroke still major killers
; Affluence increasing
; The “economic backbone for growth” is the small firm

; How Accurate Are Nielsen Ratings?
; Historically, the Nielsen Ratings have been based on 1,000 homes. Further, there are about 100 million
homes in the USA with TVs. Thus, if a program gets a 20 rating, about 20 million sets were tuned-in.
; Given the following results, construct a 95% CI around the 19th program:
Program Rating
1 31.6
2 31.0

8 23.0

19 20.4
35 18.3
40 17.6

; 95% CI
1_
ptt- \/p( - P)
; .204i1.96\/0.204w
1000
;20425
;119 t0 22.9

li

; Implication: The 19th rated program may really be in the

top 10, or on the bottom of the
ist!

; Nilsen Isssues

; According to Nielsen, there are 1.2 million fewer 18-34 year olds watching prime time TV this season

than a year ago.

’

; This could cost the networks $100 million in “free ads” for not delivering the audience in the fourth

quarter alone!

’

’

; The networks think that the Nielsen data -- the controller of $40 billion in ad sales -- are unreliable.

Nielsen says the networks are simply unhappy with their ratings and Nielsen’s independence.
The 3 networks now command just half the viewing time in the 97 million TV homes

More than 39% of homes now have at least three sets

Some viewers watch two programs on the same screen

The electronic panel now has 5000 households

29.8% (census) v. 16.5% (Nielsen) HHs with income $20,000 or less

24.3% (census) v. 31.4% (Nielsen) HHs with heads with at least four years of college

In the electronic panel, 82% participate

In the diary panel for 211 local markets, 24% participate

; & Fehdo] HolRle d9 n=50002% 51l ofH 19.3~21.59] Z3E dg 5 Arh



Chapter 5. Exploratory Research Design: Syndicated Sources of

Secondary Data

0. Overview

1. The Nature of Syndicated Data (AITIFH|0|E A}&9] AA)

; Syndicated sources (services)

; Companies that collect and sell common pools of data designed to serve information needs shared by a

number of clients, including competing firms in the same industry

; Be 2o 14@e

F ¥ giske SINE

2. A Classification of Syndicated Services (RICJHOIE AH|AQ BF)
; THH/AHIA ZES OvHY VR 2 Elo]ZAEKY, Oitjo] ARE, 2 AE AR HiE S AAE ARES HEXAL

2 S& SolA +HE 4 QAo

A9 U9 38 AT R E0] FEFSE QTS ARES AIT] A If ARE &

other than price

Scanner

I Scanner panels of

Data reflect actual

Data may not be

Promotional-mix

households that purchases representative analyses, copy
Pannels with subscribe to cable Sample control Quality of data testing,
Cable TV TV Ability to link limited new-product
2 wd panel data to testing, positioning
w/ Hor& household
v characteristics

I Verification of Relatively precise Coverage may be Measuring consumer

product movement information at the incomplete sales, market share,
Audit by examining retail and Matching of data and competitive
Services physical records or wholesale levels on competitive activity, analyzing
ZAF AHIA performing activity may be distribution patterns

inventory analysis difficult Tracking of new

products
1 Data banks on Information source Data is lacking in Determining market

Industrial industrial of information in terms of content, potential by
Product establishments industrial firms, quantity, and geographic area,
Syndicated through direct particularly useful quality defining sales
Services inquiries of in initial phases of territories,
A A3k companies, clipping the marketing allocating budget
A AHlA services, and research process

corporate reports

; AR Qo
el =4 a5 =25 g8
I Surveys conducted Most flexible way Interview errors Market
at regular intervals of obtaining data Respondent errors segmentation,
Suveys Information on advertising theme
HARTA} underlying motives selection, and
advertising
effectiveness
I Households provide Recorded purchase Lack or Forecasting sales,
specific information behavior can be representativeness market share, and
regularly over an linked to the Response bias trends; establishing
extended period of demographic/psycho Maturation consumer profiles
Purchase . K
time graphics and brand loyalty
Panels I Respondents asked characteristics switching
o I o .
to record specific evaluating test
behaviors as they markets,
occur advertising, and
distribution
1 Electronic devices ot 25 ot s Establishing
Media automatically. advert.ising ra?es
Panels record behavior, Selecting meéla-
nol e sgpplemented by a prografn FJr anj time
diary Establishing viewer
profiles
1 Household Data reflect actual Data may not be Price tracking,
Scanner purchases are purchases representative modeling, assessing
Volume-trac recorded through Timely data less Errors in recording effectiveness of
king Data electronic scanners expensive purchases in-store modeling
204 in supermarkets Difficult to link
Bap-=5] purchases to
A= elements of
marketing mix

; Surveys (A& ZAD
; Periodic Surveys (F715 A& ZA})

; Collect data on the same set of variables at regular intervals, each time sampling from a new

group of respondents.
; TEEQ oz Z2 Yo MSES SR AR, Wi e SER Fue A4Syt
; Panel Surveys (Hid A& ZA}

Omnibus panels :
ol FAe AEgol Hish HIE:

g dEZAt) et

; A0 2X S9E SEA Jue SE § 22 vad U9 itk

&3197] wE)
; Shared Surveys (5 AE ZAD

; Developed and executed for multiple clients, each of whom shares the expenses

oonzo
SHES

1ol BX Ze W4E g8t
S 9E £ 7] o] Bo] 2QIt}
729 MEo) Hisl =Th (fukld aig HHES dEZA) Hojshrlz of

; 48 SEOIIEE 5] idE 1 $AE). (015 HIgg IRETH

; Psychographics and Lifestyles

; Psychographics (A1E]&A])
; Quantified psychological profiles of consumers' activities, interests, and opinions.

; 2R BF, B, 9@ el AgskE AEEdd Z2ad (BS AIozkal 8dn

; Lifestyle (2}o]

ZAERY)

Measure the same group of respondents over time but no necessarily on the same variables

; A distinctive pattern of living that is described by the activities people engage in, the interests
they have, and the opinions they hold of themselves and the world around them (AIOs)

3 AFREO] Hos AU Bilg ARIL QAU I1aeke JAER 48 4 9

=
= TS

ot 8g wie




; Advertising Evaluation (ZX B7})
; Ol AEXA) BFe 31 IFTES ¢ ==ude 5835t 914 ¥ Broadcast HITIOIE AF8E B39 &
e Brlske Aot
; b S-e TV a9 Z<o ®Brh Egsith TV ke FF 18 oL FolA AFsh:s ez ¥
Z}ET

; General Surveys

; AERARs T2 oE7R] 55g Qs d8E 4 el o7lole Tl

s
b
)
0%
oft
r:s
2
o
3
in)

; Uses of Surveys

; TR & golZABd ARES AE MRS, SHIA Z2aidd, SHIAF 98 24 Sl AleE 4 Tk T
AMF olmA] B EZX MG 744 -QIX] 243 Bal FAE 9ol AFgE o QU

it

; Advantages and Disadvantages of Surveys

| MBI AHIKG 57, B B A8 0E FHS 9 + Yk FE SUolth MBEXE Ut Z8E &
g7, mRs FEe Bd Ne S8 H¥e 0 suNEe ¥EE & gk

; ThE SRRKEY AP-EIM) SEsior 3] mEo) ofeisixl Mgl g 4+ AUtk ARES B Tz ¥
oK @e & Jrh. =B SuRE0) RENEH s UEd 97 WL 'gHle Re siok ke B
©Z miEolE a4 k. =8 B2 guol BEE0] YA, Ao ZE &AL, WEA AE 28
A XEsiR BAY, AT BE SNE S5 A

; 27 o] MEIANTRE 4¥Ixt FE 8] Qlo] o} Brh

3. Purchase and Media Panels (740 2 HT]o] #d)
; Purchase Panels (740 sfid)

; A data gathering technique in which respondents record their purchases in a diary or on the internet

; 8RS0l 089 7ol B8E TolojEu Qe 7I5sHEA Asrt £84th
; SEARES THigh BAE 9 g, o 7MY, 58S AT AR, olgA FuijRd BE 858 s uAl
g 7|=sit) ol2ist ide] g U.S. QT FAAE tEshe s wrh

; Media Panels (D]C]o] wig)

; A data gathering technique that is comprised of samples of respondents whose television viewing
behavior is automatically recorded by electronic devices, supplementing the purchase information recorded
in a diary.
; SEAREC] TVE NFE o] O B8RV} ABSSE FVIA 2R g3 715EAY 97120 7Isd 1 BR
2 BAYE o= AErt $FE.
; SHARES 71Fole Storage Instantaneous Peoplemetergh= ZHIZF TVO] BEE o] QIT} 02 TV AlF
S A&SiA ZAEIT oftlE %04, ot EQtal, duht Ef HEAE. ol HHEE AR HUELh E
OlE& diary Il 7150f o5 HETH Audilogset £8) ol F7F TVE Hil ARUAL, doht BokeAl, Jea
& Fdg ALttt

i

2 o oht

o

; Uses of Purchase and Media Panels

;T Ede miE JY, g 27 dF, BEiE-S8 HHe-det 35, 58 4HA Fuo tieh ==}
g g4, Z2rd g3t 58,5449 g HAE S& sdctetl 8% dEES MSTITh mro] fide grieet
x

TVe Bigg ZHgotal FES zggde destal, AEA ofF due zaatddshs=tl f&3ith

; Advantages and Disadvantages of Purchase and Media Panels

; FEE ¢ od AIRE ol8dke A9 AR Holy P I Rr9 Ayolrh. 22 SEA YA &2
Haro] UiEE £3E ste AL Y A= (longitudinal data)E 48T Y ARE MZAD @710 28 BEH
E 4%, A8, /M 9% 58 98 & A=F @tk 70 o] HofsIE she 28 SEHAIRA 9RE &
Fotarke oldjolal, o] 23t F&al W tlolele] go] Stidth Tl wid2 Tl SAlol 715 Wi 3

2 F(recall error)7} AL &7] FHIZ 7128 JHES AIFORE Qs QFE AAAAFY] wigo] Hr} Zg
ST

; BEE g FHYES HITIEA (nonrepresentativeness) It THO]ojZ|E el IF0A mEE SH 2F9)
Srjoltt. 7of = oito] mide] neAEe Hds M| Qs AT S W (mirron)SHEE =S J2L
JE5e &4 AHminorities) Ut & WSWA| 2ot AIRFES HFsHs o] QUrh T wido] AES HEO=A 8F
LF B8 & Yt J8l1 £0% V1EE A7 B S (reading) 2LFT WEE 4 Jrh

4. Electronic Scanner Services (BA} AFL] AJHIA)
; Scanner Data

; Data obtained by passing merchandise over a laser scanner that reads the UPC code from the packages
; g W7IKS] UPC ZEE giojE0le oA AMUIE S5 £38 A=
‘Iﬁr
; @ Volume-tracking data
; Scanner data that provides information on purchases by brand, size, price, and flavor or

OpA

formulation
; RSl et BE, 271, 71, 38, 849 HE Adse 2 A=
; & AEo] HEwHA RFse® FAECH
; Bk FojEo] AT WA ofE AHIEES JHE AHIAPE FostEA] ol§ HEshs Aol EVkssith
; @ Scanner panels
; Scanner data collected from panel members who are issued an ID card allowing panel
members' purchases to be linked to their identities.
; KR A9 FHESH GEE ID FHIEE AASke dd UHERE £5d MY AR
; @ Scanner panels with cable TV
; The combination of a scanner panel with manipulations of the advertising that is being
broadcast by cable TV companies
3 2N wigst Aolg TV JAE S8l UEEHE 21 &9 Zt
; & 5F oo =F8 AlRo] did Edg Fich=AIE AFF o 588 $ Q= ddolth
; ZHA) T2 gHil ZaE 42 HojFa ofd Fuo] 71 ol siY AES FHREAE SEsh:s 4

=2 g8 & Atk

o

; Uses of Scanner Data

; A AlRE TS B2Xos 89t & Auf-F4 AS(National volume-tracking data)= W&, 714, &
g, 2 V|-4HE QI8 REdly 240 ASE 5 AU

; 270 3E w/ AolE TV & ARE HAE, AE fZAAY, Z2rMadE YA B4, g3 9 714 28 B0 A
g2 & Utk

; Advantages and Disadvantages of Scanner Data

; ARE L Y AiEE wE BU ohlEl dEFRARG o sfdEti: €N dEsith Y Als FA mEs
S AYgdo] 84 EolEsyd O olgte SEAPE A midel WHETH: X R4S O = (unconscious) s
st7] miolth. §l4F @F(Recall error) GAIE FAE AR FARZ Q& EojErt TS mj B 7R & &=
BAE 7hssA Sith ErE ZEe UM, 2204, g 22 i@ U HSER V15" 4 Athe Fot) mw
o7 A7 g w/ AolE TVe tordQl Zarqd vAjxo] thel e 52 SAE S8 mMIsitte Aot
SEE - 2714 golHe iE 2 e Y ESoth (lack of representativeness) A7MHE AEFSH Anfat
ETo] A Fojg 4= AUt} AFRF Zojdolut thEg mrjdyt 2 e AMQErh 8 58 XYd vt BE
g $= Atk

; 290 AR e AY "R ARlo) o5 AW I ®IHK] Q10 o5 AMgHEh BE AEES] T AAHAE
Fe S At (e 2 AEN 2 ) Uk 4Fo] A AEZR AUEA] ZErid FAe 9 e dEsta
HIEES RAS & QU T3 AHIRPE 22 AE9 o7 flavors: TP AL 2F 3o WA= 7|&
g £ Jut. o E<2 nEe 2AgsH 7I1SHE

; 290 sidol sl @Ale) Ve ZHE U TVZRRIZEE AlStE sl Ut o] 2L 7Lt 370 TVE 7HA
7H89] A% dYdo] UERE 4 Atk EE TVe A Ax| AIE dEe 7ISshe Z0] otk TVE 9
Ag skl A £= Ath MY HolHEe A3 iiE BEE ASER Evt: 29ER HE, A8k, I8

\

o
m e
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5. Syndicated Data from Institutions (7]@EQ] ATAOE AIE)

; Retailer and Wholesaler Audits (&4 2 Zojat ZA

; Audit (ZAD
; A data collection process derived from physical records or inventory analysis. Data ate collected
personally by the researcher or by representatives of the researcher, and the data are based upon
counts, usually of physical objects other than people
; BTEQ AEY AIE RANEEE FFE AR ARES DK 52 DA HEEERE FREN R8s
2 AiFo] oid EZF ERES 40 7€t

; A physical audit is a formal examination and verification of product movement carried out by

examining physical records of analyzing inventory.

; BEEE ZAe BT8R V159 SEOU Aldl RARR $EEE AR ols59 g4F g 9 d3oltt

; Uses of Audit Data (ZAt AF29] &8)

; @ Determine market size and share for both categories and brands by type of outlet, region, or city
; tREe] e, A9, TAlof miE 2R 2 BAlsERE AE 9715 288tk

; @ Assess competitive activity
; A8 g5 grieith

; @ Identify distribution problems, including shelf-space allocation and inventory issues
; Agk 37] g | Ao SEE 2 2RE gelsith

; @ Develop sales potentials and forecasts
;e EAE 2 WEe A

; ® Develop and monitor promotional allocations based on sales volume
; tiE=o] 7eist =2 nd Sgg /idsta SEsith

; Advantages and Disadvantages of Audit Data
; AR DA B B 4 A ool B2 AMEEY o5 T dRE FEsHA Mt & o] &
B2 BAL, uig %7, AF ¢ 22 S9% "SEE uFod ¢+ At
; OE L AigE e AR (coverage) 2 AI AFRE FFEIL EusheT @#8E XY AlZolth ol ZAF F
718 ¢85ial BZEE AMsi=golE 27129 ARl AQELE EOE wEe HolEz AHIA B8 ddE &
QUITh= oItk A ZAF AFRE Ba A1E 2 UE g 883 2RA7e AL 27 gt

6. Industry Services (A} AJH|X)

; Industry Services

; Secondary data derived from industrial sources and intended for industrial use.
; Adae EXoIA FHRLAY AAdNe BFOF thEold 27 Aig

; 0|52 industrial firms, business, institutionoll Tt AICIAOIE AIRE AIEHC)
; ol AARES B2B UIE AEe Al AP -nAE 55 Ui, sig A W AE 2Ag 2 97] 4, 89X ot
A Hek g shetdl e f83ITh

; Uses of Industry Services
; 0714 Qojd AmEe niE del 24g oketl nie |8t T8 g g0l J& Fo|, g 4d, X u}
2 AE Y 54 Sof |8dith o= 38 AF 4™, a1 o4t g, njtjol AF, Z3 g3 5883 42 &
3 YA BHOE E2E £ ¢ Atk oS EES AF ARSI ALE ME A 2 ER AR AHIA0) K8
Sk

; Advantages and Disadvantages of Industry Services
; QafE Al HEES B2B mAEol thst ZRIQE ARE AlGSith ol2is HEES ti/l A slAto) Q&) 274
Sh= Zl0] Mol AR, A7 RiEe 7Y A Hugo A SAE 4 At ZARRe Hil ARl M
thell Folsfokstal ol2idt AARES HiE, W&, & 2 FHO| Hoj AojA ASteo] At

7. Combining Information from a Variety of Sources: Single-Source Data

; Single-source data (Bt &X AIE)
; An effort to combine data from different sources by gathering integrated information on household and
marketing variables applicable to the same set of respondents.

; TIFE SXERE FPE 22 SEA IR F8E 4 gl= 7 | A8 dsEs SEE A

8. Summary Illustration Using the Opening Vignette

9. International Marketing Research

10.

11.

Technology and Marketing Research

Ethics in Marketing Research

; G AAE gAskehet QoA AVle |Eld BRlE AIUAOIE 170 7o oA npErixoltt, gAY Al
REROZE O89 privacy)s ELHE =0 FHal Atk SEAN] FHQ o) ¥ &9] §lo] Ao Atz privacy 3
sfolth, 7#HMAA] frequent shopper cardE AZSiEzE}. OS2 check cashing, TiEo] thst S5Es g, d5 &
2 ZHOIE B3l Ze MHIAE AR HIE Qol(@RE) AHIROIA A3 olzo] £ ATz E2erl Be Jl=
ARRES A7 Hg tisiAe max Utk

; FIEE AMSE miuith ZF ARREE TEA 2 aZTHEE ABES ASTHA "Uh &HIRRS] UPC ZEZ WA YAl
a1 ZikE mjEo] AMEL) olgish Al Al QEAR Z2atdal 8 oA dso] Fuigal, Fuht Aal, ofE
A NEYI, FAS R0 tigh RS glolHuo]AE AdstA €t olgigt AIsEe AHIAFE AEsthal S3HFQl nt
AY dFs WPsh=t AFEE 4 Utk mimiE ols ARES AUFI0E FlAt BfEal, o5& THAl o SJAEo]
THiEEA AF O 9AA gl 20 22 AHRES JE0] JIEAARREA o RE FRE fHnEo] 7K At
= ARol thsia EEC)

; ol Aoz SERY AFF KAlolu B9 §lo] ARE sRSHs o BAE fyuloly THE SJAH: informed
concentzh=s 218 Az fUlstal A Aot o] Yo wel ZARIE oHE RAb Fojshe SEAREIA ZRE
AU SRS & PES Fsior STl FAF] AITACIE SAFES AT oS BRlo) tisiA s J&e 35kl
QAct.
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Chapter 6. Exploratory Research Design: Qualitative Research
0. Overview

1. Primary Data: Qualitative VS Quantitative Research (1%} AI2: HIAZH ZA} & A
= A
; Qualitative research (HIAIZE ZAF-ZE ZAD
; An unstructured, exploratory research methodology based on small samples that provides insights and

understanding of the problem setting.
; 22X Ao g Fas oJshE &) fls) A2 BEo 7Eg HiEFol 1 BTl A W

; Quantitative research (&% TA-LE ZA}
; A research methodology that seeks to quantify the data and typically applies some form of statistical
analysis.

; AIRE ATstal BE AR B4 ol Hgdly] 8t = 3y

u=)

; o RAFE dckd WA HIAIZE AR AlFSHE Zo] £ HIAZE ZAE FAISHL HIZ AZE ZAE 35
ER7E FIQIX] Walsh ntergt 4= qith (I7+EERe] New Coke Auff ARH)

=

; AR vl

Qualitative Research Quantitative Research

. o I To quantify the data and
I To gain a qualitative X
L . . generalize the results from the
Objective understanding of the underlying X
L sample to the population of
reasons and motivations

interest
I Small number of I Large number of representative
Sample .
nonrepresentative cases cases
Data collection I Unstructured I Structured
Data analysis I Nonstatistical I Statistical
. . I Recommend a final course of

Outcome I Develop a richer understanding

action

2. A Classification of Qualitative Research Procedures
; Direct approach (BF FI)
; One type of qualitative research in which the purposes of the project are disclosed to the respondent or
are obvious given the nature of the interview
; ZEHE BRE SERIA IASHAY WE9 wido] BustA Folxls WAl ¥ ZA EH
; A FeH(Focus Group)I} 41% WA (In-depth interview)7} FE @olc
; Indirect approach (Z+Fg d3)
; A type of qualitative research in which the purposes of the project are disguised from the respondents.
; ZFAES ERE SHAOIAAN &7l @9 25 FA EH

) FA Mol F2 2R wE wAlS v

3. Focus-Group Interviews (3 Jyot WEHY)
; Focus group (8 FTh
; An interview conducted by a trained moderator among a small group of respondents in an unstructured
and natural manner
; HITEEF ]I RdAeie E97I00A &2 29 SEA Fue TYeE #8dE AR A8she BEd
; 012 adsle BE3e 34 AE AFREES olop|E B0 159 BHAN tiE S2e &) 918 Zolth
; Ol 7HE 588 X ZAF goltth

; Conducting a Focus Group (B3 Tt $3)
@ Designing the Environment
; BE 9W Ag 9 no]a2ES ZESH informal 3 $H40]A] o] FojxItt
@ Recruiting and Selecting Focus-group Participant
; Characteristics of Focus Groups (%% Ftte] E4)

Group size 8 to 12 participants

Group composition Homogeneous; respondents prescreened

Physical setting Relaxed, informal atmosphere

Time duration 1 to 3 hours

Recording Use of audiocassettes and videotapes

Observational, interpersonal, and communication skills
Moderator .
of the moderator are critical

; AT 5% (homogeneous) B Y oplgt Aol gt &7 o] QLojof STt Heavy user®t Nonuser: o
7104 AMLJEL). oeizie] B3 ool FHojsia o] ZEAA0 sttt SEol AYdAo] AS 5 AT ol
SHEERQ SYAR= AQIAIAOE St

@ Selecting a Moderator

@ Preparing the Discussion Guide
; Be 22 OF B9t 3UAE UFoRIth AHM dAAE A 2] B g (rapport) & skl =2
Alzof ths AEsith. & A dAoMdE A5 o) et B2 B Itk Al WA dAAE ASIARE
HAAR oz Felsta a52 desd ts &5 FeE dith

® Conducting the Group Interview
; © A U9 A g8 @ OF €30 tig 77 49 @ 53 43 @ S9A A 2 HERE EE 6
&9 88 8

® Preparing the Focus-group Report

; Advantges and Disadvantages of Focus Groups

; AEE ¢ AA AHIKEERE SZF0|1 B2 AsE0] Urths Aot B8 IF 52 /e dgEr 3
fig FE, &, oITINE ittt ¥ A9 Asie TIe ARCERE JF5K] B vhae 87 dod £ 9]
1, ITE S99k dafol T8l 7EEoE AXNA Hrh. SEHES duEoE RIAFon &35k, Be 8FS
RZgtt 770 Hed w Hot 556ty FAEOE FOHQl ofolrjojE0] EobHURTH

; BEE ¢ AU FAKES BER SRie Moz RAKG SRR Stoig BAEQ A Hike 8 Rg T
5 =g 4 JIThs Aolth. T3t ¥4 Jue SAisky] FEth Ao AL AlSIAY] s¥o] met @o] g=idth. 1
Hol= et e ZE AR BA gr. £8 HITEE0 89 §42 34, 84, sae ogA e

; A focus group consists of 6-12 people with certain characteristics who provide qualitative insights about a

topic with the guidance of a trained moderator for approximately 90 minutes.

; Key Qualifications of Focus Group Moderators
; 1. Kindness with firmness

; 2. Permissiveness



. Involvement

. Incomplete understanding
. Encouragement

. Flexibility

. Sensitivity

~N o U W

; Nuances In Intetpretation

Comment Translation

“This was GOOD!” It was good.

“This was GOOD?” It was supposed to be good, but wasn’t.
“THIS was good!” This one was good, others were not.
“This WAS good.” It used to be good, but not anymore.

; Seven Major Purposes For UsingFocus Groups
; 1. Generate testable hypotheses.
; 2. Generate information for questionnaires.
; 3. Provide background information.
; 4. Get impressions on new product concepts.
. Stimulate new ideas about older products.

. Generate ideas for new creative concepts.

N o U s W

. Interpret previously obtained quantitative results.

; Examples Where Focus Groups Can Provide Useful Insights
; 1. Health Care! justifying services
) Food: new product formulations
; 3. Education: adjusting to the needs of older students
. Not-for-profit: providing dignity through suitable work
. Real Estate: identifying barriers and opportunities to development
. Industrial Products: perceived value of new features
. Financial Services: image and unique selling propositions

. New Markets: reformulating products for a foreign market

N N A A N VC I Y

. Consumer Products: engineering v. marketing

; Advantages Of The Focus Group Procedure
; 1. synergism: the whole is greater than the sum of the parts
; 2. snowballing: comments ate triggered through discussion
; 3. stimulation: even the most reticent are excited to participate
. security: comments can be made with impunity
. spontaneity: free-flowing discussion

. scrutiny: client observation is possible

N oUW

. speed: efficient data collection

; Disadvantages Of The Focus Group Procedure
; 1. Time imposition requires significant incentive
; 2. Sample is not random, and therefore not projectable
; 3. Costly on a per unit basis
; 4. Results are a function of the moderator

; The Usefulness Of Focus Groups
; "The major advantage of the focus group interview rests on the premise that if you want to understand
your consumers, you have to listen to them. There is much to be gained from listening to consumers

describe a product in their own vernacular, and from having them portray how they buy products and how

they perceive product benefits and limitations, using highly personalized terms. Data such as these can
bring insight to potential problems and opportunities and can identify possible marketing program
strategies that have not occurred to the manager.

; "[After focus groups are completed,] the decision maker's experience and judgement may be sufficient
for a course of action to be selected without gathering conclusive research evidence. More typically,
however, such evidence is required, and the decision maker would be making a serious error to assume
that the focus group interview could provide evidence of a conclusive nature.”

4, Online Focus Group (2191 88 Fuh)

; 2819 25 Fde 385 28 Fud) HiEiA 2ot UL ggldst HIg EF | WE M8 (fast turnaround?)E I
Ar8AI7H B7¥she 7heH Jlth
; 7l QEdle Sl AlEe Ehch, 4-68 FERto] Fojdith. (fukstd 1R Folxbh Bed sue o7 of

)

; Advantages of Online Focus Groups
; BAAOA & AREEC] 38 Fdo HAE 4 Q1, IAES O8S Folu AIRYA E5HA #=58 $ Ytk A
28 Aok ol AlRKIAL, AL AlgE dSiEn B8F0 38 guik:s tEA el gue gu FoRse ¢
38 58 ¥ & =S VISE AIth T8 JEUS TAKFEC] Baolks tus] AR FosHA wEy] g8
QE ARt ESAL T8 ARE SIS, 22 94 &3 22 AREER 33 Fud JHojFE = Q=5 uEirt
; NEIRRE 2 ZiAQIONA side conversation(ALZE)E & £k 3, I8 HZ4e B} AKSA 238F & A
g} %2 289 23 Juso] 884 A 5¢ F &V B SEE0l UEdh. = § ol o#stAY &
AU BAE Fe 9eUl gV W] Hgo] AEFQ BF Fdo] HiSA #EN AFSITE (F 20%~50%2] HIE
TO=ET Jhs) T3t 220l 33 Jde mE £Ho] Jhssith

; Disadvantages of Online Focus Groups
; @& FFEE /A Q3 BFE] tiFt K140] Qe ATl Fojg 4 Qo AE AolAlg A FEA AF
Q1 Zol7lol, SEAL BF g0 &39EA SdEshs Zo] gA gt olgig BAE SE] 5 SHAE Zd
Shal #Q1E o AEFQ I @S))g ST Bt BA, #3, X 53 22 A2 dg 4 gla, olHoE
(emotional indicaton)& =8Ishe ATE BE AEE FohRle RTH
; O A2 SEA @de duiroz SAE $£do] BEsta QRS @10 ds) Aftsld 7ksAoltt. A=
SEREC] TAAN EAA Q7] Wi ZARES ABIRES 180] I80] FoIstHAl SAld & ¥ stal A
A g7 Reith. 22 43 AZ XFEo] HAE Jhssith. AIES URALER), 9AE 2e S rhEs).

5. Applications of Focus Groups

; @ Understand consumer perceptions, preferences, and behavior concerning a product category
; AIE BR0 #AE 2HA A12E AsE, @E ofs.
; @ Obtain impressions of new product concepts
; N2 AlE T w2 97)
; ® Generate new ideas about older products
; @€ AEol thst =2 otojt]o] M4
; @ Develop creative concepts and copy material for advertisements
; BAE 98 FXF Ay 5L 7] A A
; ® Secure price impressions
; ZHEol thst Q1 117l
; ® Obtain preliminary consumer reaction to specific marketing programs
; 54 oHAE =2 000f st AHIRF BEE ofd] RA
; @ Interpret previously obtained quantitative results
; Ol A& AY At ey
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6. In-Depth Interviews
; In-depth interviews (A& BFH)
; Unstructured, direct personal interviews in which a single respondent is probed by a highly skilled

interviewer to uncover underlying motivations, beliefs, attitudes, and feelings on a topic.
; Hl EFola FAFEFY AQ BREYSRA & AR SBAIE e s¥dE UHA ZABIY 28FY 571, A,
Eix 9 SiRlol thet Ag ZAMRITH

; Conducting In-depth Interviews
; A EE9 BEE J8dAE ZRIA Bohe 47 888 gdske ol Yot "9 I3 FES s Bl
2ES "AEA 298¢ olfEs wdd Urks Aot
; URRRe O UERRED st Holx] ¥il WEANE dstA
2 RS ok @ Jus "of" "ol " AEg S8 et ®
; 1% EQOMEDE O FElstal SFgo] @7td mof] AMgE 4 It 1112 o]FojTITh

; Advantages of In-depth Interviews

sl @ AvHoz Faske ® P BIA
sune vaste

H=

; ol ¥4 gudtx o 2959 5718 dAshsd 32 I8 € & Ytk EF SEA SEoHE 52459
Tl (attribute)0] ZFs3ICh EF AR i) Qe BF /Y @) His) ZE9 mEo] Bt RGET EFol §
FE ) Ux] ENEE HohiE o] 7hssith

; Disadvantages of In-depth Interviews
; A UEE £ £ Q= HEES 7l 8ol HIRA VT s AAV FEIQA g2 39 A i
o ¥gg ) €1, 9 3 SEEE= UEAY V&0 IA FHeED. ol ASE Akl s JEtTh
=T JEERRE] 498 £ Ut
; J8olx ETiska B2Bet Zol 83 Jds ] &
e &1 FARY BT {ES

S 2% Q. EF Fart dorle AEs oldis] o

; Applications of In-depth Interviews (3& HHI &)
; @ Detailed probing of the respondent (SHEAt Thst AEFQ FAD
; @ Discussion of confidential, sensitive, or embarrassing topics (HIZ2AEHI WY BEA8L SHHIE =9
el
; ® Situations were strong social norms exist and the respondent may be easily
response (4% AFSIE HHo] Exfjsto] SEAF 1&9] oo A 71eA € o)
; @ Detailed understanding of complicated behavior (B73gt @50 AEAQ o]5f)
; ® Interviews with professional people (REZ] Algate] HFA])
; ® Interviews with a competitor's customers, who are unlikely to reveal the information in a group
setting (Z7AL 1Z3t0] WH. o5 FY Uoi= FRE & Holsod il skA Z&th
; @ Situations where the product consumption experience is sensory in nature, affecting mood states and
emotions (FF 4H Aol AZFolal B97|et 2o zted uf)
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7. Projective Techniques (FAF 71H)
; Projective techniques
; Unstructured and indirect form of questioning that encourages respondents to project their underlying
motivations, beliefs, attitudes, or feelings regarding the issues of concern.
; HIRAFO|ZL QI Walo] AECE SHARE sloja @A et 2889 571, 4y, HE, &2 &8
2 FABIES st 714.
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; Association Techniques (@4} 719H)

; Association Techniques
; Type of projective techniques in which the respondent is presented with a stimulus and asked to
respond with the first thing that comes to mind
; o8 AE ANSHEL 71 WAl theol HeEs AOE STIEE THE FA AW,
; Word association (2to] $141)
; A projective technique in which respondents are presented with a list of words, one at a time.
After a each word is presented, respondents are asked to give the first word that comes to mind
; FAL 7IEeEA SERIIAE B 2B FoiFint, (8 o) shd) Z golzt FolE muitt SEAt
£ O HeRE AWK Tolg Boles 97"l UeF AV AURA Allg XIARTHE SEs &
asto] AwErh,
; AARE 248 flal Ak 2 S'ol JE HES 1 ©e sPIZHA A" AIREE "ol QIE Ao s
utelsitt,. SEAPE §¥E AAESeS FAo tis AdErt Erhal SEFUrh FEES AEFQ d@do] e
o)

5
Zlg FAS (REEe g2 uj ol veg dZd B 4 Ath

; Completion Techniques (&4 71¥)
; Projective techniques that require the respondent to complete an incomplete stimulus situation
; SEAE stodg HEE A HEs SSIEE Q7she BAF 719
; Sentence completion (B7& €Hd)
; A projective technique in which respondents are presented with a number of incomplete sentences
and asked to complete them
; olEg) HgdE BERES AIAGIA ol SSIES SEAIA Q7she FAL 71¥
; Story completion (AET] ¢H)
; A projective technique in which respondents are provided with a part of a story and required to

give the conclusion in their own words.
; @2 OloIE AAISIAL o] Olo1E RIES] BolR SdSteg SEAA QFshe FAF 718

; Construction techniques (714 7]H)
; Projective techniques in which the respondent is required to construct a response in the form of a story,
dialogue, or description
; SEHAIZ Sloig AEE, TS, £2 QAR FHE 3 R Oigt SEe dESEE 975k A 718
; @ Picture-response techniques (I18-S& 71H)
; Projective techniques in which the respondent is shown a picture and asked to tell a story
describing it
; SEAE Sloig J8E HoFA o|F dgdhs oloIE WERE Q75K FAL 71¥
; @ Cartoon tests (9t} EJAE)
; Cartoon characters are shown in a specific situation related to the problem. The respondents are
asked to indicate the dialogue that one cartoon character might make in response to the comment(s)
of another character.
; T8 FAZE EXS GdE 58 dge HoEDL SERe & FAIo] TE FUa9 gAd tisf o
@ Ie gXNE J&s=E evart.

;O 8, 9E, 3d S2 AAdLL ol 899 FAge Eolul
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; Expressive techniques (E£8 7|H)
; Projective techniques in which the respondent is presented with a verbal or visual situaton and asked to

relate the feelings and attitudes of other people to the situation
; SERES 37 §& ANZFQ 48e AR I Ag thet TRE AREY 2 J23 HEE d#3v=
& QT
; @ Role playing (J&)
; Respondents are asked to play the role or assume the behavior of someone else.
SERES TR Al gEs 7Mdste] 9838 3 Holzs Q7T
; ® Third-person technique (321X} 718)
; A projective technique in which the respondent is presented with a verbal or visual situation and
asked to relate the beliefs and attitudes of a third person to the situation,
; SEAES 3Z 52 ANAEOE Ags AAEN o] g tigt Al 3x19] AEH HE ABEAIIESE
STEETL (Ol W A7, oz, B3, Fdgs Aldol € & Jth
; g B0t ZPE 848 Al e AoEn BN Rtk 4S8 XA 7lHe S5 Lokd 4 o,
TEHQ Ae aWIAE JIHolth. A% BO) ATWIAES & HoIFL o Alge njgl ZelE 848 elasd
g1l UE AlEe EA Zuth A3Ae oA Bs uf A Be 22t ofEA Holerk? o] Alojth

N Advantages of Projective Techniques
SERZL @70 BFof i) mizl LIt TiEsy] €X AU 2 4 9E BRES |8 € 4 Utk v
E ZAEEQ AR SERENA 19F0d HIadHold ER olFHAY, ER FeHAU, dyAll JdiA gR
A=d & Jrt. FAVIHS SR A ZEOEA S5 e Y $ Utk 53] AAFHo|AL wdstu
gt ARlE Tdo] meE AY w) JF0h T8 Bl o] EXfshe 29E¢0 57, A8, HZE wHalsd {83
th

; Disadvantages of Projective Techniques
; Old 71EE2 U e <2 UEEY A WHol YestAuY ARS B4 8 5= ids Q=g
Tt (8= H|8o] Ho] Erh Eg 4% ai4] JYA 8ol Ut 8o die Aeskale ZE 718 open-ended
olal 84 ¥ sj4do] ol FEFort.
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; Application of Projective Techniques
; @ Projective techniques are used when the sensitivity of the subject matter is such that respondents
may not be willing or able to answer honestly to direct questions.
; A 71 e FAlo) tis Yot SEALR stolg 28] tidsly] FE AEola 2QIth
; @ Projective techniques are used to uncover subconscious motives, beliefs, or values, providing deeper
insights and understanding as part of exploratory research.
s FAL Ve BOAHQl B7), AW, VW 58 wasia BN Ao aned w2 533 ojsE Tk
SHA Stk
; @ Projective techniques are administered and interpreted by trained interviewers who understand their
advantages and limitations
; FAF 7IHE s s &

o

i
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. Analysis of Qualitative Data

. Summary Illustration Using the Opening Vignette

10. International Marketing Research

11. Technology and Marketing Research

; Qualitative Research Software



12. Ethics in Marketing Research Chaper 7. Descriptive Research Design: Survey and Observation
; BE FAE 29T 0 SRRl Ao SAS ESEolol BTk =] 3 JE 8UF oRE S0t STRE So

At @bfsiA BHEAlL, TI8° Aqude HBSSiAl @i, SHAE BScA oAU siE 7IRle Aol AUtk wider

e

ramification SAIE HISTE BEAZS 21 Urh 0. Overview

; oSt AR AFAEE 1ol d5S SE-ATARA AaUisk B o wP Fosles §8stal Atk J"d=

B FolRIEE o] Algo] AIE T (clien)olahe AME YohdiTh of2i@ AlE g2F BAE Yovin BAE Yo 1. Survey Methods

Az At oAY 2lARe] FEM0] JEE (adverse impact)s DOFITH ; Survey methods (AEZARH)
; oJFo] Agstizol, & Fut WL moE sAZ FEtE SSiA =sEth a50] A% Fietol theis SJE

T]
= ; A structued questionnaire given to a sample of a population and designed to elicit specific information
EX FUE SEAES nEY 2o =slo] tisiAl FALotop Stk HITI Q9] 54 F7fE|ojop St BreF o] T3

of AT} sl o]z WiFolA dEiFoor Stk 2 SHANES =5g ot f1¥E AMEstojor St Thof
g ARSE FoAAZL It 1 Holze ARS SEA 493 tishE wieS EREojor Sith

; GTANE SHARE HOh SokAl & 9R7t Qltt. el SEA BustAY AEHAE AYsitd HREB2 AlFlsto] o
A BAFCE FAIGHA] Holok St HEY Boll SEARs 80| Ut 218 T reflect Bl FE0] 58 0jof TITh
£ O89 AEHAE o1 WY Ao &F HdEHE Sovtes Sith

from respondents
; B2 ZE AEANE 53 O #E20A Fo SBXERE 5F FEE |8 U7 s 848 94,

; 7HE 2R Hle A2 olEA) st SEANEo] AR £435] tiEgetes R Aoltke Zlolth

; Advantages and Disadvantages of Survey Research
; ARE | 78T (Ease), AFH (reliability), @4 (simplicity). TEE SR (IS 4€) AR &2 Foe ®
BEE9) olpgs EXFA 889 MREe e SVt Yo E8 AR T, B4 B Mol F97ch
; OEE - SEAPl gsks ERE AZE & ¢S & At A (RORIEQ S717 BEEHA BEiThH T8 dE0]
RIZE ArdolAL AES A AR SHE 9A @2 & Atk C1E W 14 ¥ E8 728 As 432
Agont 23 42 FEl9 RIS f8ds 448 & Y I3 FEs vol§ HuEg dEA FEe g9A &
T} (Properly wording)
; Structured data collection (X2F AR $°7)
; Use of a formal questionnaire that presents questions in a prearranged order
; HlE] EHE eAUR AEE AAsH: gAstE FRAIE AMSE.

1

2. Survey Methods classified by mode of Administration (&2 gdlo] ulel E5E A8

FAL HH)
1 s =)
Fast
Good sample control No use of Physical stimuli
Telephone Good control of field force Limited to simple questions
Good response rate Low quantity of data

Moderate cost

Low control of field force
High social desirability
Potential for interviewer bias

Complex questions can be asked
Good for physical stimuli

Very good sample control i
In-home ) . Most expensive
High quantity of data . .
Some samples(e.g. high-crime areas) may
Very good response rate .
i . be difficult to access
Longer interviews can be done
May take long to collect the data

Complex questions can be asked High social desirability
. Very good for physical stimuli Potential for interviewer bias
Mall intercept i i
Very good control of environment Moderate quantity of data
Very good response rate High cost

Complex questions can be asked

Very good for physical stimuli High social desirability
CAPI Very good control of environment Moderate quantity of data
Very good response rate High cost

Low potential for interviewer bias




No field-force problems Limited to simple questions
No interviewer bias Low sample control for cold mail
Mail Moderate/high quantity of data No control of environment
Low social desirability Low response rate for cold mail
Low cost Low speed
No field-force problems
No interviewer bias Limited to simple questions
i High quantity of data Not suitable for household surveys
Mail Panel . R :
Low social desirability No control of environment
Low/moderate cost Low/moderate speed
Good sample control
No interviewer bias Low sample control
Low cost No control of environment
Electronic: E-mail | Low social desirability Low response rate
High speed Moderate quantity of data
Contact hard-to-reach respondents Security concerns
No interviewer bias
Low cost
. R Low sample control
Low social desirability .
i R No control of environment
Electronic: Internet | Very high speed
. . . Low response rate
Visual appeal and interactivity .
X . o Moderate quantity of data
Personalized, flexible questioning
Contact hard-to-reach respondents

; (1) Telephone Methods (F3} ¥'H)

; @ Traditional Telephone Interviews (FEZXQl As} WF)

; SEA FuolA FIE do] dilo) ARES HIESE she dAolth Qe ABKE ARBSI £22 71§
Th ol F2 Yo YIRS AT J1FoIA olRoALL (HIIE Ak ol BEHOE Y| WE)

; IS @ AU FERR: A3 UiStE Jto] BET S Utk ol WETO HUAS FolEF Sl Ea
S Zr} ¢EE HEX|O] theh A AZ(on-the-spot review)S Eaf AHRS) AT =oprIth &S Q1AHI9H Al
ZAoke WPTEO] T AlElo] Hoj Qg wl {7 TElE 5 Atk

; @ Computer-Assisted Telephone Interviewing (ZFE] A& WEH)

; CATIE HREE F4d AES ASshs URHoIth WEAR: AFE 238 Q) golx s=Ag 283t
ole BEFQY dHHELT X thEsiElolke FAoIth (90% ol

; CATI 22 Efjole ARAZQ =8E 7IKal Qoix dlole] Fetde S7HIRILH dig S0 Hig 2R3 2L
A A7 1000] ¢ HE 49E AT E3F egls dEES ASSE AUHAY, T R 9est F

252 Al 20lE = AUtk

; Advantages and Disadvantages of Telephone Interviewing

; AFE ¢ F3 wEe ods] hEAE (popular) HEolth. Q) BES AAE miot d2 olE Ak
(travel time)o] AAEY] wizo] mM=A WFS & $ JTh. HFS F=3et S5 ZZAATL olRARS
o #E2 SAZE £2 "olth uiEdel S #BlE & Jou=E FF ¥ BRIz F2 HOITh
CATI Aolxe A7l €4 ¢ & He Holth. SEE: £2 HoIth Tt A3 U2 HIRK g2 #o)
th

; BEE | 890l spoken word2 AFFECH= Fo|th BHALS AL ARU AME AdI 22 BEY AF
g £ $ UrHSERoA mE HEUA &= old). =3 B8 AR gty st UEds S8
FE O #A7 85317 m20] rapportt commitmentyt B JECE SHARE OF EROIM €
A WRAUE $ Qo (EA tiEsAU AstE golwad € ol 1 BRo thel Any] f88A wEn

F8sE AR A BojEdn.

; Sample control (BE EA)
; The ability of the survey mode to effectively and efficiently reach the units specified in the
sample
; Oy o] gFFoll E8FOT HE TESR= 58
; Response rate (SEE)
; The percentage of the total attempted interviews that are completed
; B AR UE SolA ged vEe HAE

; Phone Surveys

; Key advantages
; Wide ownership of phones in the US
; Unlisted phones reached through “+1 dialing”
; Immediacy
; A supervisor can monitor and validate the call
; No third party influence
; Probing questions easily administered (*)
; Response latency readily measured

; Key disadvantages
; Limited to perhaps 7 minutes
; Cannot measure taste, feel, or make visual observations
; High nonparticipation rate (*)

; (2) Personal Methods
; @ Personal In-home Interviews (7] AV 1 W)

; SEXES J89 FoA FF tjwste Ugditt. F2 ol A4 Ak (T2 AOAE 7ol SJs)

HEFoz AH/|T ST

; Advantages and Disadvantages of In-home Interviewing
; ARE - wPFo| SEANA HEHS AANAFY, B ARS JHssHA gth AR AR, AE, A
=, AE A 53t 22 ETE AEE 7hssiA Sith =8 Fold XY U9 2E VMt BES A8E g
Q glo] MEg A9 £8 F= uj T2 & B4V JKssith & of o th ¥ Jle) JET wys
Th= Aot} BRI oA BEer] gio] B2 Agy A7t £88 & 3, Eit I ARSe 8y
o] &g $= Q. (K] SASAS B SHES M T2 Holrt
; OEE | ARE, =58, BAF, HI&Y QQE uiEd mEe glojrial k. wdo] RE9 7= Qs
2ol Fol A& ARFES AY gitt. FEAOC UFdo] RS0 HEE 25 2 SAVF gA gt =8
HEEY AEldo] WE ARA BAe HU g9dsty $£85Y] oEgant. wlgda Ay thiy] dEo)
Social desirability (AF3)E HFEZIEH O] &2 Holth T3 IAEQ HyF HLAVl 24 Uepdth dygad
2 33, 4% 53t 2 ACE g g8 uE £ Jrh. =6 I FEIg d¥olct

; Social desirability (AI3] vlg=]gH
; The tendency of the respondents to give answers that may not be accurate but that may be
desirable from a social standpoint
; SERP FEsiAle AT AISIE S0k HiZEE e siEe 88
; Interviewer bias (BET AYA)
; The error due to the interviewer not following the correct interviewing procedures

; UgYol SHlE Wy FXE UEX €208 Tk oF

; @ Mall Intercept Personal Interviews (HjZ 7191 @)
; SEARE &Y BolA SEE o7l SEAT FES g¥ojEid, O AEoA HESAY &2 U 97
ANE=Z Zdiste) HEE $& Qrh

; HIS &20] aujgolA adstks 7SR FEE 0] Stk sk, =4 HZASh AoFe ofLith

ol



; Advantages and Disadvantages of Mail Surveys
; AFE T 2V AE2 AHRA EEE £ e AAF0A 587 WOl cold mail surveys W2 H]
0] E1 WY Wy HI82 BFFoZ HNTL UEA Hddn ¥F AT HI8o] MAAL. ARE HREEE
(Social desirability)2 T} cold mail surveyE 83 8 F9 AR/ BolE $= J1 L¥ Wde EsiA
E Be g9 ANRE I 4+ Yk

; Advantages and Disadvantages of Mall Intercepts
; AFEE ¢ ol WHEAC] BFERE Aok Ao HisiA HWEADF GFde 2ol Aol © &8Folt.
AF dEQ 39 BEE FEEER 7Issith. SEAPT EE A ol dd AMES Eil, WXL, AES)
Hotol & o) HESIT}. JESA SAE &do) Ao SEek WS St
; 9EE 1 ARE bR g g 28 48 2 FF uEe mE WK AYd (interviewer bias)ol R ; BEE Uy 39 BAIV ESsiths Aol BAoIth QAEQ FEo] gV wiEd SERR: &35 48
. #PEE AR e gHHolth. REHES HE "y &gsh] mE) mE 719 wHEY HIgo &2 < ZESIAY Foig ZAHo] BEHALE E3| cold mail survey?l BRE ¥/t HEANE Zpdsia, o84 of
Holth. ©ola, duht e SEEx] AV st O 23 B2 BE 84, W1 &%, AF £ 8F0 fg At
QOIAA = ol= Az d Elde AZsH] FEA wELL
; EF cold mail surveyo] TS SHES I Holy, BSHS AR 4% HAE Kt 145/asd
2 AFE0IAU Sig A7 FAlo] do] R #Ho] Y 3P W2 SEES Rt WY Hde SHES
Eol=d §3370|1, #8E ¥X=E Zadrh
; Nonresponse bias (F-2% #x)

; ® Computer-Assisted Personal Interviewing (FHE 7191 ®WF)
; CAPIOIN SBAR: FAFE BHlY o) gopx SFes Hole R tis) 7|HES meAg o83 R
ot tige fith. =82 us 358 2F WAXE 9A] A3dErh. & §9s on-off §¥ ASE &
A9 #e Eal Y EFE & A gt o] IS UEdo] BE S2E(host) 9 HEe stal SBRE
"ues tjz JlolE sh7] w2 719 WE Wlos regn). , Bias that arises when actual respondents differ from those who refuse to participate in ways
; ol oldol ml2] AFe intercept B screening o] A HPBOIM AHEE 5 JUTLES BIB A5 & that affect the survey results.
et ASo)E 20jE & T} ; BOJsIZ bt SUE SEAIR A3 4 2o HRA do=A Gdske Bx

; Advantages and disadvantages of CAPI ; (4) Electronic Methods (FXRFS W)
; CAPIE SEAIY FOE IH B/A IS /A0, R T2 9 4 91, FH/) ASFos 2 ; @ E-mail surveys
oig AuE (skip)S 3kl =28 EQl(logic check)E FF8ITL. AFE7 BEE FdsIo BT HYAe & ; B-mail ABRA= M SHS E3A ASKE Edishs WAlolth U.S.0JAY e-mail AFRES WS =&
&0, Hfg 7101871 (mall intercep) M@ CAPLE AHjol7t E218 X1S€ 7@ o) R85t =& Hold Bolnl, 53] 7Igi0] Qlojales AY BE AREO) e-mailg FIKIT Yok SHAR: RE HoHT e-mailz
A oY #E SAE RS e 2 SEES A SETE HE MEA, e-mail 22 ¥ EAS 9% AEE THSEY IR Z29s ARSI
; 7l 2 gEe uiE 7lolEse 2. B2 AlSIE HRgEEH(social desirability) 3} HEEQ! AP HolEw $ ; E-mail SRR FHIE] 41 m2A 20 RS T8 SEAE S0lstE RS 120|5E S
e £ a1, asolzke Aol M WG, 71ES Su HEFA) Ha) Azt 2R ojFo] Qal ®rl gdsith. 12U BRsiA

2 e-maile WE AWOE AFH0] e-mail SAE AHIALL SAIXIOIAIN ARELE
; (8) Mail Methods (¥ 0]8H) ; ol SHe HX 22U e-mailol TS SHol: WAKIS] Fivt Soj7by] miRolth. Hekw A9l AR ol

; @ Mail Interviews (¥ WH) = 19| thdoltk.

; AERHQ OW WHES "cold' 9W UREAE EILE ok 53 JTEAR m=uidd gxsht YR ; @ Internet surveys

ojo

5 2

Foig7|Z HiE] AFEA Ee ARES tNez SIdr. SEe TS AME|RT} FojFtt. 6jr)ole
ZAAS 'R ALojo] Aol AEAg0] it A2 SIUET IRFOE 4[5k AU QRIA AL
£ g FAEE Edf cold surveyE SH=E AEHM. commercial mailing listolE 38 MEg €18 A
TEA 2 AERay FdRER ZEE0] drt. EXo ARl o] LV FAES2 VA9 Aojolok stal A ¢l
ol @AE Aojojof BTt

; BRE AR 2 SHES AEXE oz HUY|EH: FaxZ HWOZA © EVE 4 Qth ga YEFAL
AE AEAZ g WAooz HURth SR AEAE 2Pt Tl Biaz HUHE €} ol o) SH
oA ¥ WHEI SYSAIT HT "wi=2n", S§eol Hr} #olth. HAE AMgshe Aols E& Agdo] o

; Ol & AtolEO] AEAIF 28X S8Rk A4 Fojohs FEfOIUh e-mail AEZRAS} HluwsiA o U

S04, FZolx, 7iQ15H personalization), AFS A4S (automatic skip pattern) 2 AJZFEQl AS AT},

; Advantages and Disadvantages of Electronic Methods

; ARE ¢ e-mail I JEY HEXA HE SA¥oZ SEE £ Y& £3 INF SEAEO] At £7E
AREL mie w24 BAE 5 Jth. F/1HQ SHA0lA T2eh= incremental costE marginaldith 1831
T2 dgo] His) 88 ©2 TESo| £9E 4 Jth

; A 2 H&-83H8 (cost-effective)Olth, B FEO] Q0jA HIE FZL UE oF WHEHTE HYl
Uth T8 AE 4 BAE OTiEY] FE1E SeEAEdA Ads] doh(14S BEF ARE)

=0} QojA, AlES fEor B miErh #Y] 478 Bl Sith 5 HAE Eg uf AFEV 2ES ; QEU AEFAR= ZIIsHE 4 Jltk. ol 8BRS IA AR UYd el FES0] vl £ Atk

AP e Atk 22y B2 7MHoAE BAE Bestil YA EoBR o] e JE tiHeR o Y8R ; callback™ #& ®O|Th. SHESIA &2 SEAENA ASFH2Z reminderE B 4= Tt E8 §7 AF £
AtoAl = AEstA] Tt A, BEA M4, AEF aREEe 2do) JoiAE FgFol gt

; Fax surveys (H2 AEZFAD ; BEE ¢ F a4y 25 gEol Y=, 24 e-mailold QEUN FEE £ e AFTO] #E85KE 4 T

Zloltt. o] mHTIOlES] heavy userE0] 0| EFE 7Hsdo] T Hrhs AR 93] o] ¥xk= © AXLL ®
o AEs RSN 9 4 i, AR #7830 teide Ad SAsk] S0 8 SEE0 Uil 24
EHaEQ o) AFTo] £7 shssith

; Surveys for which the questionnaire is transmitted by a fax machine to respondents. The
respondents can that return the completed questionnaire by faxing it to a designated (toll-free)
number or, sometimes, by mail.
; ARXIZ WA TTAE B3 SEAOIA AEEs YERAL SEAR: 4EANE S48 TS XIEE WS=E
T WAE Bt} 3. Criteria for Selecting a Survey Method (AEZA} B¥ ME9] 7]|F)

; If complex and diverse questions have to be asked, one of the personal methods(in-home, mall intercept, or

; © Mail panels ($¥ ujd)

; A large and nationally representative sample of households that have agreed to periodically

CAPI) is preferable. Internet surveys may be an option as well.

; TR BRSH tst AES Aol @ A2 /9E W (R, tfE, CAPDS sk JEUW AEXAR=E §40]
participate in mail questionnaires, product tests, and telephone surveys. t}.
; B3 =UHEQ R V1T BECEA] ¥ AR, AE A, B3 YERA) FHor FosIE B AL ; From the perspective of the use of physical stimuli, the personal methods (in-home, mall intercept, or CAPI)
e, are preferable.



; 288 AEE sfok st J"oletd ZioA We afstet
; If sample control is an issue, cold mail (but no mail panel), fax, and electronic methods may not be
appropriate

; BE EAI7E ZQ6HTH cold mail, ¥A, AR dhie FEEHA &rh
; Control of the data collection environment favors the use of central location (mall intercept and CAPI)
interviewing

; Ag a7 249 EXE 6 central location(Uid, CAPI) HEo] Er)
; High quantity of data favors the use of in-home and mail panels and makes the use of telephone
interviewing inappropriate

; Thgel xievt Besith Ak 2 MY BdS shEs s dat wEge e
; Low response rates make the use of cold mail and electronic methods disadvantageous

; @ SEHES cold maildt MAE WOl JIRE HojERIL
; If social desirability is an issue, mail, mail-panel, fax, and Internet surveys are the best.

; WOk ARS)A T Z(social desirability)7t BAIZIHE ¥, SV-uid, A, AU MEZAWVL F30lCh
, If interviewer bias is an issue, the use of mail (cold and panels), fax, and electronic interviewing (e-mail
and Internet) is favored.

; Tk WRAF o] BAlehE, S8 (cold B 3iY), WA, BAF AR St
; Speed favors Internet, e-mail, telephone, and fax methods.

; SE7F BQEITHE QIEY, e-mail, A3l WA dEE ANESIEL
; Costs favor cold mail, fax, electronic(e-mail and Internet), mail panels, telephone, mall intercept, CAPI, and
in-home, in that order (most favorable to least favorable)

; HI80] SR cold mail ) fax ) TAME & ) 28 3id ) [t ) g ) CAPI ) AHE 9] AR AHES)

= Zlo] Eth

4. Improving Survey Response Rates (A8 SHE =0]7])

; Prior Notification (A ZX)
; Ol AR SEAIA EXIU e-mail &2 [IIE B3 2 LB, Fdl A9, IAE fuEo| AHE AAYS 2AlSH
£ ol ol [EEel SRES oiFET 'Ed'T BEES Sola Hoh ¥YEQ BOVIE TS
; Incentives (QIAIE]E)
; Prepaid incentive (A& QIMEIH)
; Coupons, money, or some other incentive to participate that is included with the survey or
questionnaire
; AEAIY AER O] T2, Eolu TIE JME|IEV ZgE o] FojxiofA FojZFIct.
; Promised incentive (B8 QAEIE)
; Coupons, money, or some other incentive to participate that is sent only to those respondents who
complete the survey
; EAIY AEA0] $E, Eolu TIE QAEIEY UES gt FoirolAT FoiZrt
; E=0] obd Aoz @o] AMSE:= AL Zeju|Yolnt AZQlY #H, ¢, A 550 Utk
; AE QAEIEVE £E QIMEIHO] HIsl SHES X O EOELL ol SHES E0FEH 7IoskAIe MEE]
Ras 7REAI7I71E St
; Follow-up (RI%)
; HISEAIA AWM HE olF AEHOR contact She WHOEA 28 HEY AZMES Eoled a7b8oltt. &
gt A& B3l LV JEXZALY SHES 80%U 1 ojio=E g2k 4 Utk ol [, e-mail E2 7AH FH
g S3f olFold & Yth
; Other facilators of Response

;Mo =

5. Observation Methods (&%)

; Observation (&%)

; The recording of behavioral patterns of people, objects, and events in a systematic manner to obtain
information about the phenomenon of interest.

; BAVHe Sl the ARE Y] S15f AL AR, ARIES B FAe AAFQ dHoR VSshe A
; BE dExhs #5EHE ARSI 2ES S9XAAY PR gEth

; Power of observation
“Quantitative marketing research, where you basically feed people static questionnaires, is
increasingly regarded as stupid. For example, you can't really investigate something like cosmetics
products using those methods. You have to actually watch people using makeup or mouthwash. The
sensory cues are everything.” - Thomas C. O’Guinn (sociology professor)

; @ Personal Observation (215 =)

; An observation research strategy in which human observers record the phenomenon being observed as it
occurs,
; B35 A oA BEARE)7E 84 S5 7S5 B34
; Humanistic inquiry (Q&8}& AP
; A variation of personal observation in which the researcher is immersed in the system under study.
3 DR AEle AA ool o (immerse)SHe QA A WAlo) WY
; On-site obervation
; Observers are positioned in supermarkets and presented as shoppers who need advice from another
shopper in making purchase decision
; BEAE FER0A 14XY 8Sst e ndo)A T 280 s 2Yds gse Fgi.
; A8 MR R4S BHoRA IEANE YT S V1EE & . &8 |9 30 e oj2dtt.
; B8 ¢ o] ¥ HIAAE (unstructured) 224 BF0] LojUAIR} 718 £ flthe B.() 5K @50 2d
H AFEL HIFAEQ Ao A4S VISET ol 2 IF HAMbias)E 7A€ 4 JTh EB A B 3A0]
F@Ho)al, ol &2 B4 A (bias)E 71AE & YT

; @ Mechanical Observation (7145 TS)

; An observation research strategy in which mechanical divices, rather than human observers, record the
phenomenon being observed.

; 35 BA BHOEA VAF ZhZt dag JI1Sshe W]
; Ole 89AlY ZFA HAE Q78 & Ad 7K &g & Al o2 ALAQ A5 V|Ssh=tl St
(HiEOIAS] traffic flowEH=X])
; 0i7]ol= ACNilsen®] Peoplemetert &2 Zio] Tt 11d 7hatet e AEE 2 & Ut (traffic-flow §
ol Al)
; QU ARSAS] web-based FAI2 =0 Hi= FAMY #F wHolth. @ AFSARS0] €3 cookieE BA T
ALOJEO] tist 71858 dg $ Atk
; B2 ARIE EXY BT 59 ojoMIE £7] Hile 1Y #5chs 829% Arh
; AR L He 35 A, AEUt HiE FodE 783 JolsERIE BAET]0] He EA #xE Berthe A
; B8 ¢ W dEE] ZRFo|A HIRG AR (marketplace)T Ze AAoAE HESK @S $ UTH

-l x| =)
. Most flexible High observation bias
Personal observation R . . . . -
Highly suitable in natural settings High analysis bias
Low observation bias Can be intrusive

Mechanical observation

Low-to-medium analysis bias Not always suitable in natural settings

; Randomized Response
; Present two questions, both of which can be answered “yes” or “no.”
; innocuous question (iq):“were you born in May?”
; sensitive question  (sq): “do you cheat on tests?”
; Have the respondent flip a coin:
; if heads, answer the innocuous question.



; if tails, answer the sensitive question.

; The researcher does not know which was answered, just “yes” or “no.” The proportion answering “yes” 9. Summary Illustration Using the Opening Vignette
1S.
; p(y) = [p@i@) * p(y | ig9)] + [p(sa) * p(y | sq)] . .
; We know the probability of being born in May = 1/12 = .08 10. International Marketing Research
; We know the probability of answering each question = 1/2 =
; Say we find empirically that .06 of the sample answered “yes” 11. Technology and Marketing Research
; Therefore: .06 = [.5*.08] + [.5* p(y | sa)], .06 = .04+ [.5% p(y | sq)],
= [.5* p(y | sa)], .04= p(y | sq), i.e., 4 percent “cheat on tests.” 12. Ethics in Marketing Research
; AERARE mulz B35 s 25 (targeted sales effort) S #H3] Q18] 207t M S5 OiAE A RS
; Using the randomized response technique, estimate the percentage of respondents who did not report all Aeshy] 98t ARE o] dsidst olet MES my] osiMolth o] Ze MERQ HPHOE 'sugging'(selling
of their income to tax authorities, given the following information: 16% answered “true” after a fair coin under the guise of research)2l EelW HSEHOIT). HI=E HISEE HPHOZL "frugging'(involves fund-raising
toss to either “I was born in June” or “I did not report all my income.” under the guise of research)o] YITh. HASIAIE, 4HAF BES FARS A2 2381 of@ SAIRHE od2to] o
Me B7H] e & 2o g SIAE AAle] AES E7lal SHHEA (sugging) 2 7IRE Q7 (frugging) sk 227t
Atk
6. A comparison of Survey and Observation Methods ; SuRtYl Y AT MEEA BEWO) FE olfolth ZARKE SEA A9S cliemS TS TA 7B HFRY
; Relative Advantages of Observation FRAAE LER] Ze |48 RV Atk QA ZARPH SEHAIA g ARZALA dlQ7t BHEORA SEANS] 4l
;A GAFQ SEA FOE QTS @Ulo] B8E @FE FASIGTE Although ethical questions surround ol 12 (client) oAl L& 4= Urta SOJgt o)Fowt 7HsEit) olget A AlY BRE YuF7| olFdE, TARME
the practice of observation without consent, even conscious participation requires less effort from the I (cilen) OJAIN SEALS] A7 AR AL O59] A€ol AlF Ty T8 Wiog AR A8HAl godiete gde
respondent than that required with other research techniques Wolof §ith O]§ FAISH: REYSH ZAKNOHEE THE ZAto] tigh A4 AlSld vt ¥ 4 Utk
SRR uRFY ARX Y FEF sioz A WFEA JdYA((interviewer bias)2 BEAF FA0] AoIktE=A] ; BARRE &2Folal \375.9& ZES A FAIE 8 Yo th & S0 duHe QEEA & (unsolicited)
7]3‘5‘_} 317] Hi2o] Fiskd 4 Yo}, EFt A7]-HEal PS(self-reported behavior) 22 QIFt LFE FESATF 2 WA FAE SA|TT) B FollA ebds] AH5EFE W3 TAHtotally automated outgoing telephoning) & E#o|C}
AAZ dojd o hSiARt 715317] w2 F4st 8 & Ut} ; A RARR: SEAIA gEFH 059 #@Eo] HEHHA 59 glo] AREY 2%“—:5% TS ol YA
; ololEoIY fASENAAN AFE As=Y tAEo] tig @8o] IdE ARE Fohd Moz ASHE X AHo| privacyoll theh Fal= e 4 Q) ol EAIE sidste st AEe AL #5e AldESol tisd & #5E
Mot TSEE FoAHQ AE el JiQle] &35 oloplshy] JE BEES ATSht: F&SIth Zlolet 7ItE= oot sdstke Zoltk dEolu AEEI e I BaolA AFRFES UE ARES 2 dZglo]
; BSEE FIFoR dojuAL B AFES o= AN FHEHE Aol AY FT o A IS Hl BESER ol JFT Aolth. JH% aig d4avt nHAE AN EFo2 #FHA Jths SRV 58 4ol 201U
8o] HA 11 JEXAR] vig] @ W=t oo} Sith ASE #ET 0|20 ZARte AR NA QT SI7E Fafor & RVt ;JE}
; Relative Disadvantages of Observation ; AUl HollA] cookieE MIste AL ®eF EAQ #RI0] Atk B AFEAISS Jze ¥A ZEalHAl QEUl o
; BEH AEE 44 ot S5 g EFS AIH € $ Jou, "deks IR teie OgE & ik o 1-2719] cookieE AIZEITt wiZ o]Zo] @ Amyl LA Eoh AEjoa Loy ol 7H°J Agof st sl Feloltt.

E, 57, 71X BE ISHOAE de 5 glith. =5 AQ Y18 (personal hygiene)OlL} WS 715 A5HA G 22
2 /103 FABELS #F Vs3I

; ZIZAQIE aE0] ¥she AW A"FoE IFshe A0 1, ol AZAL BB 9% SUsES U ¢

ASS guisith. olzjet X1ZHA Aol (perceptual difference)= FILAY HALE st

; HIXEOE ISHEL &2 71k 599 F1HQl #ET A8E § At AVIAS HIFVIFQA HELS o] dA]

Z1E57100E HE ZHIRTH

; QOFsHH, A2 AEsH AFBEHIS T /IR FEHE A2 & & Ytk AFOCEE TS

AL EEol et HeEQ) gg=E HE #Ho] Fth

&

e 4
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Fid

; Observation vs Self-reporting
; The American Society of Microbiology (ASM) paid Wirthlin Worldwide to watch 7,800 people in public
restrooms.
; All had working sinks with soap and towels.
; Results: 75% of women and 58% of men washed their hands after a bathroom visit.
; Telephone survey of 1,000 people reveals that 9 out of 10 people wash their hands after a bathroom

visit.

7. Ethnographic Research
;A ohtg!

8. Other Methods
; GA] ekt



Discussions

- Yourself : How to make myself to be more attractive to the girls?
; This means marketing yourselves.

; Good resume

; Internship experience
; what is the employer want? best person for the position.
; want more money, market share, no embarrassed.

; Dress properly
; "what does the employer want?"

; Right answers to given questions

; Intra-networks. money deadline, Positive contributor for the project.(engineer case)

- How to enforce ethical behavior?
; Use internal staff. Make supervisor do work. "verification method"
; Chi-score goodness fit test. contingency test.
; Show representative sample.
; Convergence. Hire 2 different firms, Do same study. Make result.

- Sweet Cookies is planning to launch a new line of cookies and wants to assess the market
size. The cookies have a mixed chocolate-pineapple flavor and will be targeted at the
premium end of the market. Discuss the type of research design that may be used

; Explorative method. {because it is NEW product}
; Descriptive method {observe consumer's response to the new product. Like mall-intercept, ...}

- As a small group, discuss the ethical issues involved in disguised observation. How
can such issues be addressed?

, "Privacy violation"
; Researcher extracts private information unconsciously from the respondent about attitude, opinion, and
something like that without his/her permission. It can violate privacy.

- Gillette Case

1. Discuss the role of the marketing research in determining consumer preferences for
personal-care products.

; The purpose of the marketing research is how cunsumer's preference changes(varies) due to personal-care
product's brand, quality and price.

2. What was the management-decision problem facing Gillette when it realized that
its brand equity had eroded?

; Do we still have to produce and advertise our disposable razor product(Atra Plus) or introduce new
high-quality refillable razor product to the customer?

3. Define the marketing research problem corresponding to the management-decision

problem you have identified in Q2.
; Determine what consumer expect when they buy a disposable razor or refillable razor in terms of price,
quality, and brand. Determine consumers have willing to pay for premium(high-quality, refillable) razor
product.
; Capture the consumer's heart and emotion. WE71E A€5l7] I8 17o] FHske A2? 7168 F ok 20| ot
Uzt o ze Feke A
; BYE O]FE] = rational / emotional. o SHUE AEGtal THE SHUE AESHA] EEIE?

4, Develop a graphical model explaining men's choice of a shaving razor

; When man choose a cheap, disposable razor, they normally don't expect its quality and brand. Because it's
only for one use. What they concern when choose it is price. But when man choose a refillable razor, they concern
about the quality. Because it will be used many times.

, sensor history. We can do all that, once the chain is broken? re-educate the people.

5. Develop a research question and a corresponding hypothesis about the role of
brand loyalty and price in consumers' selection of personal-care products.

; can we track people are price-sensitive?

; how do you deal w/ clients? DON'T DISCOUNT.

; Priceo] Tia} & ¥ 0]oF715}A T Price-Sensitive Customer9t 27517 €L}l You gonna really lose it.
; Brand Equityol Rationali} Emotional 27FKI7F Q1S

; 74 AdE vlstal Brand EquityE 3= A.

; Hypothesis : Consumers are more 'loyal' when the product is more expensive. Because the price makes the
consumer think more about the product, which means the product becomes "high-concerned product”.

; A3l8 AIES dRoe $F W 24 Higle Zol7] Wi BAE OERV Be 4 Hio itk oA razor systemO]
QAR a1, & ¥ 23 HZle AlFol7] miolth. matx ols IAEES K7 U AEE AloldlA LHIAF FES 12
A ") 8 AEW AL Fuishs 1dojgt X 54 1o HIE offe Aol 380 T sHsdo] 7] miEo]
=

; E=S K7E9) RIEQ Aol OUE ATojaEo] Eth AHAPE OvkE ®o] 'MZshal 'w Sk Aol okt Azl
o], RXIAHoR & FHUHOE Fuf PSo] UErd 5 QUth
5

g fAIGH] QlsiAe DHANECR TE QU Al olE flsiAs Bt JIRIE |AlsH
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