


















































































































































"Do the words have the same meaning to all respondents?”
For example, "How many members are there in your family ?"

There is room for ambiguity in such a question since it is open to interpretation as to whether one is
speaking of the immediate or extended family.

"Are any of the words or phrases loaded or leading in any way?"

For example, " What did you dislike about the product you have just tried?"

The respondent is not given the opportunity to indicate that there was nothing he/she disliked about
the product. A less biased approach would have been to ask a preliminary question along the lines of,
"Did you dislike any aspect of the product you have just tried?”, and allow him/her to answer yes or no.

"Are there any implied alternatives within the question?”

The presence or absence of an explicitly stated alternative can have dramatic effects on responses.
For example, consider the following two forms of a question asked of a 'Pasta-in-a-Jar' concept test:

1. * Would you buy pasta-in-a-jar if it were locally available?”

2. " If pasta-in-a-jar and the cellophane pack you currently use were both available locally, would
you:

o Buy only the cellophane packed pasta?

e Buy only the pasta-in-a-jar product?

e Buy both products?"

The explicit alternatives provide a context for interpreting the true reactions to the new product idea. If
the first version of the question is used, the researcher is almost certain to obtain a larger number of
positive responses than if the second form is applied.

"Will the question be understood by the type of individual to be interviewed?"

It is good practice to keep questions as simple as possible. Researchers must be sensitive to the fact
that some of the people he/she will be interviewing do not have a high level of education. Sometimes
he/she will have no idea how well or badly educated the respondents are until he/she gets into the
field. In the same way, researchers should strive to avoid long questions. The fewer words in a
question the better. Respondents' memories are limited and absorbing the meaning of long
sentences can be difficult. In listening to something they may not have much interest in, the
respondents’ minds are likely to wander, they may hear certain words but not others, or they may
remember some parts of what is said but not all.

"Is there any ambiguity in my questions?"

The careless design of questions can result in the inclusion of two items in one question. For
example: "Do you like the speed and reliability of your tractor?”

The respondent is given the opportunity to answer only 'yes' or 'no', whereas he might like the speed,
but not the reliability, or vice versa. Thus it is difficult for the respondent to answer and equally difficult
for the researcher to interpret the response.

The use of ambiguous words should also be avoided. For example: "Do you regularly service your
tractor?"

The respondents' understanding and interpretation of the term 'regularly’ will differ. Some may
consider that regularly means once a week, others may think once a year is regular. The inclusion of
such words again present interpretation difficulties for the researcher.

"Are any words or phrases vague?"
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Questions such as 'What is your income?' are vague and one is likely to get many different responses
with different dimensions. Respondents may interpret the question in different terms, for example:

e hourly pay?

= weekly pay?

e yearly pay?

* income before tax?

» income after iax?

e income in kind as well as cash?

= income for self or family?

[ ]

all income or just farm income?
The researcher needs to specify the 'term' within which the respondent is to answer.
“Are any questions too personal or of a potentially embarrassing nature?"

The researcher must be clearly aware of the various customs, morals and traditions in the community
being studied. In many communities there can be a great reluctance to discuss certain questions with
interviewers/strangers. Although the degree to which certain topics are taboo varies from area to area,
such subjects as level of education, income and religious issues may be embarrassing and
respondents may refuse to answer.

"Do questions rely on feats of memory?"

The respondent should be asked only for such data as he is likely to be able to clearly remember. One
has to bear in mind that not everyone has a good memory, so questions such as 'Four years ago was
there a shortage of labour?' should be avoided.

Putting questions into a meaningful order and format

o . . . Opening questions should be easy to answer and not in any way threatening
pening questions: ;" he “respondents. The first question is crucial because it is the
respondent's first exposure to the interview and sets the tone for the nature of the task to be
performed. If they find the first question difficult to understand, or beyond their knowledge and
experience, or embarrassing in some way, they are likely to break off immediately. If, on the other
hand, they find the opening question easy and pleasant to answer, they are encouraged to continue.

. . Questions should flow in some kind of psychological order, so that one leads
Question flow: easily and naturally to the next. Questions on one subject, or one particular
aspect of a subject, should be grouped together. Respondents may feel it disconcerting to keep
shifting from one topic to another, or to be asked to return to some subject they thought they gave
their opinions about earlier.

. . Respondents become bored quickly and restless when asked similar
Question variety: questions for half an hour or so. It usually improves response, therefore, to
vary the respondent's task from time to time. An open-ended question here and there (even if it is not
analysed) may provide much-needed relief from a long series of questions in which respondents have
been forced to limit their replies to pre-coded categories. Questions involving showing cards/pictures
to respondents can help vary the pace and increase interest.

. . It is natural for a respondent to become increasingly indifferent to the
Closing questions: questionnaire as it nears the end. Because of impatience or fatigue, he may
give careless answers to the later questions. Those questions, therefore, that are of special
importance should, if possible, be included in the earlier part of the questionnaire. Potentially
sensitive questions should be left to the end, to avoid respondents cutting off the interview before
important information is collected.

In developing the questionnaire the researcher should pay particular attention to the presentation and
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layout of the interview form itself. The interviewer's task needs to be made as straight-forward as
possible.

*  Questions should be clearly worded and response options clearly identified.

* Prescribed definitions and explanations should be provided. This ensures that the questions are
handled consistently by all interviewers and that during the interview process the interviewer can
answer/clarify respondents’ queries.

Ample writing space should be allowed to record open-ended answers, and to cater for differences in
handwriting between interviewers.

Physical appearance of the questionnaire

The physical appearance of a questionnaire can have a significant effect upon both the quantity and
quality of marketing data obtained. The quantity of data is a function of the response rate. lll-designed
questionnaires can give an impression of complexity, medium and too big a time commitment. Data
quality can also be affected by the physical appearance of the questionnaire with unnecessarily
confusing layouts making it more difficult for interviewers, or respondents in the case of self-
completion questionnaires, to complete this task accurately. Attention to just a few basic details can
have a disproportionately advantagous impact on the data obtained through a questionnaire.

Use of booklets The use of booklets, in the place of loose or stapled sheets of
paper, make it easier for interviewer or respondent to progress
through the document. Moreover, fewer pages tend to get
lost.

Simple, clear formats The clarity of questionnaire presentation can also help to
improve the ease with which interviewers or respondents are
able to complete a questionnaire.

Creative use of space and typeface In their anxiety to reduce the number of pages of a
questionnaire these is a tendency to put too much information
on a page. This is counter-productive since it gives the
questionnaire the appearance of being complicated.
Questionnaires that make use of blank space appear easier to
use, enjoy higher response rates and contain fewer errors
when completed.

Use of colour coding Colour coding can help in the administration of
guestionnaires. It is often the case that several types of
respondents are included within a single survey (e.g.
wholesalers and retailers). Printing the questionnaires on two
different colours of paper can make the handling easier.

Interviewer instructions Interviewer instructions should be placed alongside the
questions to which they pertain. Instructions on where the
interviewers should probe for more information or how replies
should be recorded are placed after the question.

In general it is best for a questionnaire to be as short as possible. A long questionnaire leads to a long
interview and this is open to the dangers of boredom on the part of the respondent (and poorly
considered, hurried answers), interruptions by third parties and greater costs in terms of interviewing
time and resources. In a rural situation an interview should not last longer then 30-45 minutes.

Piloting the questionnaires

Even after the researcher has proceeded along the lines suggested, the draft questionnaire is a
- product evolved by one or two minds only. Until it has actually been used in interviews and with
respondents, it is impossible to say whether it is going to achieve the desired results. For this reason it
Is necessary to pre-test the questionnaire before it is used in a full-scale survey, to identify any
mistakes that need correcting.
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The purpose of pretesting the questionnaire is to determine :

= whether the questions as they are worded will achieve the desired results
= whether the questions have been placed in the best order

* whether the questions are understood by all classes of respondent

= whether additional or specifying questions are needed or whether some questions should be
eliminated

e whether the instructions to interviewers are adequate.

Usually a small number of respondents are selected for the pre-test. The respondents selected for
the pilot survey should be broadly representative of the type of respondent to be interviewed in the
main survey.

If the questionnaire has been subjected to a thorough pilot test, the final form of the questions and
questionnaire will have evolved into its final form. All that remains to be done is the mechanical
process of laying out and setting up the questionnaire in its final form. This will involve grouping and
sequencing questions into an appropriate order, numbering questions, and inserting interviewer
instructions.

Chapter Summary

A well designed questionnaire is essential to a successful survey. However, the researcher must
develop his/her own intuition with respect to what constitutes 'good design' since there is no theory
of questionnaires to guide him/her.

A good questionnaire is one which help directly achieve the research objectives, provides complete
and accurate information; is easy for both interviewers and respondents to complete, is so desighed
as to make sound analysis and interpretation possible and is brief.

There are at least nine distinct steps: decide on the information required; define the target
respondents, select the method(s) of reaching the respondents; determine question content; word
the questions; sequence the questions; check questionnaire length; pre-test the questionnaire and
develop the final questionnaire.

Key Terms
Group focus interviews Personal interviews Target respondents
Mailed questionnaire Piloting questionnaires Telephone interviews

Open-ended and open
response-option questions

Review Questions

1. Summarise the qualities of a good 5. Name the three advantages of open-ended
guestionnaire. guestions.

2. Where should interviewer instructions 6. What are the three reasons why a )
pertaining to responses to a particular respondent is unable to answer a question?

question be placed on the questionnaire?
3. The textbook says that one does not startby 7. What is the recommended duration of

writing questions. How should the interviews carried out in rural situations?
researcher begin?
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4. What are the two occasions when apparently 8. What are the key characteristics of opening
“redundant" questions should be found in a questions in a questionnaire?
questionnaire?
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Personal Interviews Chapter

5

Marketing research data is essentially of two types, that have already been defined: secondary and
primary. With respect to primary research, the foremost tool is the personal interview. The face-to-face
contact between researcher and respondent is not equal in terms of the potential quality of data that
can be obtained. In the face-to-face interview it is possible to record more than the verbal responses
of the interviewee, which are often superficial. When human beings communicate directly with each
other much more information is communicated between them. When two people face one another,
the dialogue is conducted on several levels. It goes beyond verbal expression. The nature of words
used, facial expressions and body language all communicate what the other party means. This chapter
explains the role of personal interviews in marketing research.

Chapter Objectives

Having read this chapter of the textbook the reader will:

» Become aware of the different forms which personal interviews can take

» Leam how to structure both individual and group interviews

e Recognise the main difficulties encountered when conducting interviews, and

e Understand the role of the moderator in focus group sessions.

Structure Of The Chapter

The chapter begins by drawing a distinction between structured and unstructured interviews before
proceeding to advise on how interviews can best be conducted. Sources of bias arising in personal
interviews are then discussed. This is followed by a detailed account of focus groups covering the role
in marketing research, structuring of group sessions, screening of participants and the role of the
moderator.
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Types of personal interview
The two main types of interviews conducted in marketing research are structured and unstructured.
Unstructured informal interview

The unstructured informal interview is normally conducted as a preliminary step in the research
process to generate ideas/hypotheses about the subject being investigated so that these might be
tested later in the survey proper. Such interviews are entirely informal and are not controlled by a
specific set of detailed questions. Rather the interviewer is guided by a pre-defined list of issues.
These interviews amount to an informal conversation about the subject.

Informal interviewing is not concerned with discovering ‘how many' respondents think in a particular
way on an issue (this is what the final survey itself will discover). The aim is to find out how people think
and how they react to issues, so that the ultimate survey questionnaire can be framed along the lines
of thought that will be most natural to respondents.

The respondent is encouraged to talk freely about the subject, but is kept to the point on issues of
interest to the researcher. The respondent is encouraged to reveal everything that he/she feels and
thinks about these points. The interviewer must note (or tape-record) all remarks that may be relevant
and pursue them until he/she is satisfied that there is no more to be gained by further probing.
Properly conducted, informal interviews can give the researcher an accurate feel for the subject to be
surveyed. Focus groups, discussed later in this chapter, make use of relatively unstructured
interviews.

Structured standardised interview

With structured standardised interviews, the format is entirely different. A structured interview follows
a specific questionnaire and this research instrument is usually used as the basis for most quantitative
surveys. A standardised structured questionnaire is administered where specific questions are asked
in a set order and in a set manner to ensure no variation between interviews.

Respondents' answers are recorded on a questionnaire form (usually with pre-specified response
formats) during the interview process, and the completed questionnaires are most often analysed
quantitatively. The structured interview usually denies the interviewer the opportunity to either add or
remove questions, change their sequence or alter the wording of questions.

Depth interviews

Depth interviews are one-to-one encounters in which the interviewer makes use of an unstructured or
semi-structured set of issues/topics to guide the discussion. The object of the exercises is to explore
and uncover deep-seated emotions, motivations and attitudes. They are most often employed when
dealing with sensitive matters and respondents are likely to give evasive or even misleading answers
when directly questioned. Most of the techniques used in the conduct of depth interviews have been
borrowed from the field of psychoanalysis. Depth interview are usually only successful when
conducted by a well trained and highly skilled interviewer.

Other instances when depth interviewers can be particularly effective are: where the study involves an
investigation of complex behaviour or decision-making processes; when the target respondents are
difficult to gather together for group interviewers (e.g. farmers, veterinary surgeons, haulage
contractors, government officials); and where the interviewee is prepared to become an informant
only if he/she is able to preserve his/her anonymity.

Dillon et al'. believe that to be effective, the interviewer must adhere to six fundamental rules. These
are:

¢ he/she must avoid appearing superior or condescending and make use of only familiar words

* he/she must put question indirectly and informatively
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*  he/she must remain detached and objective

e he/she must avoid questions and questions structure that encourage 'yes' or ‘no’ answers

» he/she must probe until all relevant details, emotions and attitudes are revealed |

* he/she must provide an atmosphere that encourages the respondent to speak freely, yet

keeping the conservation focused on the issue(s) being researched

Depth interviews involve a heavy time commitment, especially on the part of the marketing researcher.
Interview transcripts have to be painstakingly recovered, if they are to be accurate, either from terse
interview notes or from tape-recordings of the interviews. This can take many hours of often laborious
work. The transcripts then have to be read and re-read, possibly several times, before the researcher
is able to begin the taxing process of analysing and interpreting the data.

Telephone Interviews

Whilst telephone interviews among consumers, are very common in the developed world, these are
conducted with far less frequency in the developing world. The reason is somewhat obvious, i.e. only
a relatively small proportion of the total population has a telephone in the house. Moreover, telephone
owners tend to be urban dwellers and have above average incomes and are therefore
unrepresentative of the population as a whole.

To a greater extent, telephone interviewing has potential in surveys of businesses, government
agencies and other organisations or institutions. Even then, it is still the case that telephone surveys
are rarely without bias. Whilst it is true that many businesses have a telephone, small businesses and
even medium-sized enterprises are far less likely to have access to telephones.

Telephone interviews afford a certain amount of flexibility. It is possible, for example, for interviewers to
put complex questions over the telephone. The interviewers can probe, skip questions that prove
irrelevant to the case of a particular respondent and change the sequence of questions in response to
the flow of the discussion, and earlier replies can be revisited. The interaction between interviewer
and interviewee that is possible over the telephone simply is not achievable through a mailed
questionnaire. In comparison to personal interviews, telephone interviews do not appear to enjoy any
margin of advantage. Perhaps the only advantages are those of speed and cost. Even then,
manpower costs in developing countries tend to be very low and so only speed remains as a potential
advantage over personal interviews.

In the developed world, the era of computer-assisted telephone interviewing (CATI) has begun.
Researchers conduct the telephone interview whilst seated at a computer. Responses are entered
directly into the computer, by the interviewer. The screen displays the questionnaire and any skipping
of questions, due to earlier responses directing that some questions are not applicable in the case of
the interviewee, is controlled automatically by the computer. Since the responses are entered directly
into the computer the data is instantaneously processed. The computer can also be programmed to
produce standardised marketing reports.

Figure 5.1 Types of personal interview

Depth || Telephone|| Foct
|| interviews | | “interviews (| gr

&
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Conducting the interviews

It is essential, for both types of interview format, that the interviewer has a good grasp of the study's
objectives, and of the information that is to be collected. This will enable 'probing' to elicit the right data
required, and ensure all relevant issues are covered. Furthermore, some respondents ray ask why a
particular question was included in an interview, and it may be necessary for the interviewer to be able
to 'justify’ particular questions.

In rural areas it is customary before embarking on a formal interviewing survey to notify the relevant
public authorities, e.g. village head, district union, etc. to ensure co-operation from respondents.
Sometimes individuals may refuse to co-operate unless they are convinced that the interviewer has
permission and approval to conduct the survey from the recognised local authorities. )
Before commencing on interviews it is as well for the interviewer to prepare what he/she is going to
say when he/she first meets a respondent. Decisions need to be made as to whether the respondent
is to be told who is sponsoring the study, the purpose of the study, or how the data is to be used, and
so on. These points need to be decided beforehand to ensure that a 'standardised’ approach is used
for each interview. Variations in approach style may lead to different types of response from
respondents and therefore variations in results. If suitable introductions are prepared in advance, no
time will be lost during the interview in lengthy explanations, and a good impression can be created
from the start.

. . . ltis important that the interviewer keeps as low a profile as
Interview approach in the field: possible in the rural setting. Interviewers should walk as
much as possible and in small numbers - two in a team is often best. If the research team is large, it is
advisable to divide the study area into a number of zones to avoid duplicating efforts or interviewing
the same respondents.

Once an individual who appears to be worth interviewing is spotted in the field, it is best not to wander
around indecisively creating suspicion. He/she should be approached directly. However, one should
avoid startling potential respondents by running up to them and pulling out the questionnaire for
interview. Blending into the local context as much as possible is obviously the best strategy. One
should always be sensitive to the fact that most people may be suspicious of outsiders.

The timing of the interview can be very important. One should be aware of the daily schedule,
seasonal activities, and work habits of potential respondents. For example, if a farmer is irrigating and
receives water only once a week for an hour, he/she may not be interested in participating in an
interview at that time.

Interview introduction: The introduction to an interview is crucial. A good introduction can
£rview miroduction: effectively gain the respondent's co-operation and a good interview,
but a bad introduction could result in refusal to co-operate or biased responses.

Greeting:  This should be made according to local custom.

Small talk: Being approached by a stranger will make the potential respondent feel
uncomfortable. It is necessary to help him/her feel at ease by starting with polite small
talk about the weather or crop conditions, (in the case of a farmer ) or about the health
of the family and the general economic climate in the case of non-farmers.

. . . The approach of an interviewer is still an unfamiliar experience to
Overcoming apprehension: most people. Many people are suspicious of outsiders and
particularly interviewers. Some may think the interviewer is an 'official' who has come to check up on
them for taxes. Certainly many potential respondents will fear that the information they give will be
used against them at a later date, or that the interviewer is trying to probe family secrets. To ensure co-
operation it is important to :

® Keep the atmosphere relaxed and informal.

It can be helpful if the interviewer plays down the fact that he/she wishes to conduct a ‘formal
interview. Respondents can be encouraged to think that the interviewer is interested in conversation
rather than interrogation.

° Explain why the interview is necessary.
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The respondent should be given a brief background as to the nature and purpose of the study. This
will bring him/her into the interviewer's confidence.

e - Stress the value/benefit of the study to the respondent

Respondents are more likely to co-operate if they think they will ultimately benefit from the study. If
one can indicate that as a result of the study it will be possible to develop better and cheaper products
for the respondent, then they should be encouraged to co-operate.

° Appeal to the instincts of pride and vanity of the respondent

The respondent needs to be made to feel important. He/she needs to be made to feel that the
interviewer is particularly interested in his/her opinion because he/she is the 'expert' and ‘informed'.

Additional points that may help to put the respondent at ease could include:

L . It is advisable that marketing researchers should adopt the language of those from
anguage: whom they hope to obtain information.

" ... using local names for socio-economic characteristics, bio-physical characteristics,

lands, customs, time, intervals and measures”.

Leneth of interview: The respondent can be assured that the interview will be brief. It is unwise
ENgLN oL INETVIEW: 1 he deceitful here, otherwise there is a danger that the interview may be
stopped mid-way by an angry respondent.

Confidentiality: The respondent can be assured that the interviewer will not reveal the
oniidentiality: respondent's identity (and will use the data only in aggregate form) or give the
results to official organisations.

Closing interview: After all relevant topics have been covered or the respondent's time

OSING IMIETVIEW:  oyxhausted, the conversation should be brought to an end. If the weather is
unfavourable (too hot or too wet) or the respondent seems pressed for time it is best to prematurely
stop the interview. The departure is best done gracefully, naturally and not too abruptly. The
business-like '‘Got to go' departure should be avoided. The respondent should be thanked for his/her
time and given the appropriate customary farewell.

Interview recording

All the best interviewing is useless if it has not been adequately recorded, so it is important to ensure
good recording conditions. In an open-ended interview it is difficult to make notes on everything
during the interview. The best approach in team-work is to appoint a scribe, i.e. a person whose job it
is to write everything down. How long one waits before writing up full field-notes depends on the
setting, and the interviewer's personal style but it should be borne in mind that an interviewer's
memory is limited. It is surprising how facts, ideas and important observations that one thinks one will
never forget quickly slip away. Half of the details from an interview can be forgotten within 24 hours,
three-quarters can be lost within 2 days and after this only skeletal notes can be salvaged. Jotied
notes will help prompt memory later, but it is best to write up interview notes while they are still fresh in
the interviewer's mind after the interview or at the end of the interviewing day.

A tape recorder can often be useful. It enables the interviewer to give
Use of tape-recorders: the respondent his/her full attention during the interview and avoid the
need to be constantly scribbling notes. It can also enable data to be left until such time as analysis can
be applied more rigorously and in a more leisurely way. It should be borne in mind, however, that not
everyone likes to be tape-recorded. If taping is contemplated the respondents' permission should be
sought first.

Sources of error and bias

In personal interviews there are many ways in which 'errors' can be made by both the respondent and
the interviewer, and this can lead to 'bias' in the results. The objective of the interviewer should be to
minimise the likelihood of such bias arising.
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Respondent induced bias

Some respondents may answer a question incorrectly simply because they
Faulty memory: have a poor memory. The key to avoiding this problem is to steer clear of
questions requiring feats of memory. For example, questions such as, "Can you tell me what your crop
yield was four years ago?" should be avoided. Other aspects of faulty memory that were mentioned in
the previous chapter were telescoping and creation.

. . There can be a tendency on the part of some respondents to
Exaggeration and dishonesty: o,qqerate claims about their conditions and problems if they
think it will further their cause and lead to improvement in their well-being. The interviewer must be
alert to, and note any, inconsistencies arising. This is best achieved by checking key pieces of
information with a variety of sources.

. . . If rapport is not developed sufficiently, the
Failure to answer questions correctly: ,o5nondent may be unwilling to respond or fail to
give sufficient attention or consideration to the questions asked, and if the respondent does not
understand a question properly he may give inappropriate answers. The interviewer needs to ensure
that the respondent fully understands the questions being asked and is responding in the
appropriate context.

. . . . Some respondents may perceive the purpose of
Misunderstanding purpose of interview: the survey to be a long-winded form of 'selling’,
particularly if the interviewer is asking them what they think about a new product. Their comments,
therefore, about such issues as 'propensity to purchase' need to be looked at within a context where
they may be expecting to have to buy the product at some stage and are trying to strike a hard bargain.
To avoid such problems arising it is important to carefully explain the objectives of the survey, the
identity of the interviewer and sponsor, and what is required of the respondent, prior to the interview
proper.

Infl £ . . During interviews the presence of other individuals is
niluence of groups at interview: ;i inevitable. Most of the time other family members or
neighbours will wish to join in the discussion. Such a situation has can have important implications for
the type of data obtained. The respondent may be tempted to answer in a way that gives him/her
credibility in the eyes of onlookers, rather than giving a truthful reply. In circumstances where the
presence of third parties cannot be avoided, the interviewer must ensure as far as possible that the
answers being given are the honest opinions of the individual being interviewed. The interviewer
must again be alert to inconsistencies and closely observe and monitor the way in which the
respondent is reacting and interacting with those around him.

Courtesv bias: In interview situations it is quite possible that one will come across the problem of

Yy * courtesy bias, i.e. the tendency for respondents to give answers that they think
the interviewer wants to hear, rather than what they really feel. The respondents may not wish to be
impolite or to offend the interviewer, and may therefore endeavour to give 'polite' answers. Courtesy
bias can be an obstacle to obtaining useful and reliable data and therefore needs to be minimised.
Generally, however, the creation of a good interview environment and an appropriate relationship
between the interviewer and the respondent can help avoid too much courtesy bias arising:

Bias induced by interviewer

It is also possible for the interviewer him or herself to introduce bias into an interview, and this must be
avoided at all costs.

. The interviewer may become too sympathetic to the problems
Desire to help the respondent: and conditions of the respondent, and this can affect the
conduct of, and results obtained from, the interview. Objectivity must be retained at all times.

Failure to follow instructions It is often tempting for the interviewer to change the wording
. . o . . . of a question or introduce inflections in questions. This can
m :.idmmlstermg the questions: affect the respondent's understanding and can bias his/her
replies. Particular problems may arise if the respondent does not understand the question as stated
and the interviewer tries to simplify the question. The altered wording may constitute a different
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question. When questions are open-ended, this can involve the interviewer in formulating probing
questions that go beyond the printed words. Unless the probes follow instructions faithfully the
potential for bias is great.

. . When respondents give answers, the interviewer must be careful not
Reactions to responses: i veact’ A note of 'surprise’ or 'disbelief’ may easily bias the
respondent's subsequent answers. Interviewers must respond with a uniform polite interest only.

Focus group interviews

Focus group interviews are a survey research insirument which can be used in addition to, or instead
of, a personal interview approach. It has particular advantages for use in qualitative research
applications. The central feature of this method of obtaining information from groups of people is that
the interviewer strives to keep the discussion led by a moderator focused upon the issue of concern.
The moderator behaves almost like a psycho-therapist who directs the group towards the focus of the
researcher. In doing so, the moderator speaks very little, and encourages the group to generate the
information required by stimulating discussion through terse provocative statements.

Characteristics of focus group interviews

The groups of individuals (e.g. housewives, farmers, manufacturers, etc.) are invited to attend an
informal discussion. Usually between 6 and 8 participants are involved and the discussion would last
between 1 and 2 hours. Small groups tend to lose the mutual stimulation among participants, whilst
large groups can be difficuit to manage and may prevent some participants having the opportunity to
get fully involved in the discussion.

The researcher raises issues for discussion, following a 'guide list of topics' rather than a structured
questionnaire. The participants are encouraged to discuss the issues amongst themselves and with
the researcher in an informal and relaxed environment. The researcher records comments made by
the participants (usually utilising a tape or video recorder). Figure 5.2 shows how this list of topics is
arrived at.

Figure 5.2 The process of developing
a topic list for focus groups

Source: J.L. Welch?

In contrast to a personal interview survey, the number of interviews in a typical group interview survey
is very small, usually between 3 and 4 would be sufficient for each type of respondent-sector (e.g.
farmers or manufacturers). Generally from the first interview on an unfamiliar subject the researcher will
learn a great deal. The second and third interviews will produce more information, but not all of it will
not be new. By the fourth interview most of what is revealed will have been covered before, and the
diminishing returns involved would generally not justify the cost of further groups.

Chapter 5 Personal Interviews 49



The participants within a focus group are selected in such a way that they exhibit a high degree of
homogeneity with respect to either background, behaviour or both. Consider, for example, a study
carried out by a small African nation that is looking for a niche market for a new range of sparkling
wines. It is decided that, as a first step, a series of focus groups be conducted. The researchers are
keen to ensure that each group comprises people who are similar in age and behaviour with respect to
wine consumption. Figure 5.3 depicts the kind of screening questionnaire that the marketing

researcher would use.
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Figure 5.3 An example
of a screening
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The first two questions will eliminate those who are likely to be too aware of the focus group process
and distracted from the research topic. Questions 3 and 4 prevent those whose experience of wine
consumption is not sufficiently recent from taking part. Question 5 would enable the researcher to
allocate prospective participants to homogeneous groups. Thus, for example, there may be a group
comprised entirely of people whose favourite wine is one of the sparkling wines. Other groups would
be made up of people who have never tried sparkiing wine and another may involve those who have
tried and rejected sparkling wine. Clearly, the line of questioning would be different in emphasis for
each of these groups. Question 6 also helps the researcher balance groups in terms of age
distribution or he/she can make sure that only people within a narrow age range participate in a
particular group. The seventh question allows the researchers to keep to whatever male/female ratios

are appropriate given the research topic.
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One has a choice of three different types of venue for group interviews, each having particular
advantages and problems. Firstly, one could hold interviews at or near farmers' or manufacturers'
residences. Such a venue has the advantage that the participants would feel they are on safe ground
and may therefore feel more secure to express candid opinions, and also the advantage that the
participants do not incur expense in attending the interview. However, such a venue can be
problematic to organise, costly for transportation if equipment is to be demonstrated, and it can be
difficult for the researcher to retain control over the interviewing environment.

Secondly, one could select a 'neutral' location such as a government agricultural research centre or a
hotel. Again, here, one might avoid respondents' fears of attending, but there are still the problems
associated with organisation, transportation of equipment, and the deterring cost involved for those
participants who have to travel to the venue.

Group discussions can be invaiuable research instruments for investigating why individuals behave in
a particular way. They can be used to uncover motives, attitudes, and opinions through observing and
recording the way the individuals interact in a group environment. Group discussions are used
primarily to generate in-depth qualitative information rather than quantitative data, and are generally
applied in the context of evaluating individuals' reactions to existing products or new product/concept
ideas.

Figure 5.4 Structuring a focus group session | piccission Guide For Focus_émups

]

rrent products used |

&

* 3 . Pur‘?ha‘siné behaviour }

Figure 5.4 gives an outline of how a focus group session is typically structured. This example assumes
that the problem to hand involves a concept (or idea) for a new product.

Group discussions are also useful as a cost-effective means of generating background information
and hypotheses on a particular subject prior to the launch of a quantitative survey. In this respect
group interviews can have advantages over personal interviews in a number of ways :

S . . The combined effort of the group will produce a wider range of information, insight,
YRErgISM: 5.4 ideas than will the accumulation of responses of a number of individuals when
these replies are secured in personal interviews.

S balline: A bandwagon effect often operates in that a comment by one person triggers a
nOWRANINEG:  chain of responses from other participants.

. . Usually after a brief introductory period the participants become enthusiastic to
Stimulation: express their ideas and feelings as the group begins to interact. In a personal
interview, the respondent may not be willing to expose histher views for fear of having to defend
his/her view or fear of appearing 'unconcerned' or 'radical'’. Like most animals, the human being feels
safer psychologically - as well physically - when he/she is in a group.

. Since no individual is required to answer any given question in a group interview,
Spontanelty: the individual's responses can be more spontaneous, less conventional, and
should provide a more accurate picture of his position on some issues. In short, respondents are able
to speak when they have definite feelings about a subject and not because a question requires an
answer.
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. .. It is more often the case in a group interview than a personal interview that
Serendipity: unexpected responses or ideas are put forward by participants. The group dynamics
encourages ideas to develop more fully.

. 2. .. The group interview allows the use of a more highly trained, but more expensive,
Specialisation: interviewer since a number of individuals are being 'interviewed' simultaneously.

T . It allows closer scrutiny in several ways: the session can be observed by
Scientific scrutiny several observers. This allows some check on the consistency of the
interpretations. The session can be taped or even video-taped. Later detailed examination of the
recorded session allows the opportunity of additional insight and also can help clear up points of
disagreement among analysts with regard to exactly what happened.

Figure 5.5 lists some of the main applications of focus groups in marketing research.

Figure 5.5 Applications of focus groups ppL|CAT|ONSOF FOCUS GROUPS:
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Problems with group interviews

While group interviews have many advantages as a research instrument for market research it should
be borne in mind that they also have inherent problems. Careful planning and management is
required to obtain the most value from group-based surveys.

litative data: The researcher cannot produce hard quantitative data or conduct elaborate
Qualitative data: g igiical analysis because of the usually small number of participants involved
in group surveys. |t is unlikely that one will be able to include a statistically representative sample of
respondents from the population being studied.

Analvsis: Analysis of the dialogue produced by group interviews can be a difficult and time-
NalySIS: consuming process. This point was made earlier where the time taken to create
transcripts from brief notes or tape recordings can take many tedious hours. Thereafter the researcher
has to analyse and interpret these transcripts.

Potential biases

There are many potential opportunities for bias to creep into the results of group discussions:

e Some participants may feel they cannot give their true opinions due to the psychological
pressure on them arising from their concern as to what other members of the group may think.
Some may feel tempted to give opinions that they feel will be respected by the group.

® The presence of one or two ‘dominant’ participants may repress the opinions of others. Some

may not feel confident about expressing an opinion. Some may prefer to submit to the
opinions of others rather than cause conflicvargument to develop.
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. . When a number of group interviews are being conducted,
Comparisons across groups: comparisons.of the results between groups can bg hampered if
the setting, mix of participants, and/or interviewer is varied. Different interviewers may vary the way
they ask questions and vary the order of questions in response to the answers being given.
Differences in the settings of different groups may produce variability in the quality of results.

These potential problems should not be taken as reasons for avoiding using group discussions. The
advantages far outweigh the problems, and careful planning and management will avoid many
difficulties arising in the first place.

Role of the researcher/moderator in discussion group

The researcher organising the group discussion acts as a 'moderator' not an interviewer. The purpose
of the interview technique is to get others talking and interacting amongst themselves, and does not
involve an interviewer asking them a pre-set series of questions. The role of the researcher is thus to
moderate the discussion, encouraging participants to talk, prompting the discussion in appropriate
directions to ensure all issues are covered, and changing the direction of the discussion when a point
is feit to have been sufficiently covered. The moderator is also required to 'control' the group
interaction to ensure that the viewpoints of all participants are allowed to be expressed.

In every interview situation one will find three types of participant who will need to be controlied:

The Monopolist: the participant who wants to do all the talking. The moderator must allow
him/her a say, but ensure that he/she is quietened when others wish to
express an opinion.

The Silent Shy : The participant who cannot bring himself to participate. Direct questioning
of such individuals is often necessary to produce full co-operation and
contribution.

The Silent Aggressive: The participant that has plenty tc say, but believes he is no good at
articulating it. The moderator needs to probe his feelings and have these
discussed by the others in the group.

The moderator has to identify and minimise the effect of these types of patticipant. By anticipating the
likely behaviour of individuals, the moderator can be in a better position to maintain continuity and an
easy exchange of opinions and thoughts between individuals.

Questions and prompts must be completely free of bias. The discussion must consist of genuine
opinions of the group participants and not 'assisted answers'. The neutrality of the moderator must be
maintained at all times. It is also important to ensure that the interview atmosphere is not too artificial. In
group interviews which aim to uncover attitudes towards products, it is always helpful to have the
product concerned available (and, if possible, demonstrated or tried by respondents) to elicit realistic
and valid opinions.

It is important in the group interview situation that the moderator is not so involved in writing/recording
participants' comments that he cannot listen or react to the discussion which ensues. For this reason it
is recommended that group interviews are tape-recorded (audio or visual, where possible).
Subsequent analysis can then be more comprehensive, more rigorous and can be conducted at a
more leisurely pace. :

Due to the nature of group discussions and the number of participants involved, the data obtained
can only be qualitative. Analysis is problematic (particularly in deciphering which participant said what)

but appropriate qualitative techniques are available and should always be used. Tape recordings of
discussions should be fully transcribed, reduced and processed, and their content analysed.

Constructing the interview schedule

The interview schedule has at least four distinct sections: the warm-up, exploration of discussion
points, the core discussion section and a summary. -

Chapter 5 Personal Interviews 53



i . tructur' an interview P TR e
E?I:lﬁiusles s 'ng - Structuting An Interview Schedule = .= -

This section has the objective of creating an atmosphere conducive to an open an
The warm-up: gqc fiowing discussion. One technique that can be used to break down the initial
bashfulness among group members who, in most instances, are strangers to one another is to divide
them into pairs and exchange simple facts about themselves (e.g. their names, details of the families,
place of work, interests etc.). Each group member is then asked to introduce their neighbour to the
rest of the group.

The warm-up phase of the session then moves on to encourage the group members to engage in a
free-ranging discussion around the topic upon which the discussion will eventually focus. For
example, a municipal authority considering establishing a new fruit and vegetable wholesale market
positioned outside a congested city centre would ultimately wish to determine what innovative
facilities might attract traders to use the new market which is less convenient to them in terms of
location. During the warm-up phase the moderator will direct the discussion in such a way as to obtain
general information on how participants currently behave with respect to the topic, issue or
phenomenon under investigation. The emphasis is upon a description of current behaviour and
attitudes. For instance, the traders would be asked to describe their own modes of operation within
the wholesale market as well as those of fellow traders.

Exol G £ di . int In this phase the discussion moves on to the participants'
Xplorauion ol disCussion poms: ;i des, opinions and experiences of existing products,
services (or in this case facilities) and on to what they like and dislike about those products/services.
With reference to the wholesale markets example, at this stage traders would be invited to comment
on the advantages and disadvantages of the facilities within which they currently operate.

Core discussion: This part of the group discussion focuses directly upon the principal purpose of

* the research. The flow of the session moves on to the participants' perceptions
of new concepts, possible developments or innovations. The wholesale traders, for instance, would
be guided towards discussing peri-urban wholesale markets and the kinds of facilities which might
attract traders like themselves. A common approach is to follow a sequence of first exploring the ideas
which participants generate themselves and then to solicit participants' reactions to ideas
preconceived by researchers, or their clients, about possible future developments.

Summary: The final phase of the focus groups session allows participants to reflect upon the
ry: foregoing discussion and to add any views or information on the topic that they may
have previously forgotten or otherwise have omitted. A common tactic is to conclude the session by
inviting the group, as well as its individual members, to "advise the manufacturer" (or whoever) on the
issue at hand.

Chapter Summary

Interviews may be either structured or unstructured. In the case of the former, the interviewer has weill
defined questions presented in a set sequence. Such questionnaires can only be used when a
certain amount is already known about the topic/situation being studied. The unstructured interview,
where the researcher has only a list of topics which can be added to or changed in the course of the
interview, is employed when little is known about the subject of study.

The depth interview is a one-to-one encounter, concluded at length, that enables the researcher to
tackle sensitive and/or potentially embarrassing topics with the individual. Depth interviews are also
useful when the decisions or behaviour under study are complex.
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Telephone interviews, though common in the developed world, are relatively rare in the developing
world because of the low level of telephone ownership. In developing countries, telephone
interviews are more often confined to industrial marketing research. The latest development in this
field is computer - aided - telephone - interviewing.

Bias can originate from the respondent and/or the interviewer. Respondent bias arises from poor
memory, exaggeration or dishonesty, a lack of rapport with the interviewer or a misunderstanding over
the purpose of the interview. Interview bias is most often due to a lack of objectivity and/or failure to
administer questions properly and consistently.

Focus group interviews involve small groups of 6-8 individuals who are encouraged to discuss a topic
and are prevented from straying from that topic by a moderator. The moderator is armed only with a list
of issues/topics to guide the discussion and, therefore, the focus group is an unstructured group
interview and gives rise to qualitative data.

Key Terms
CATI Moderator Structured standardised interview
Depth interviews Interview schedule Snowballing
Error and bias Screening questionnaire  Telephone interviews
Focus groups Group interviews Structured/unstructured interviews
Interview/respondent bias Serendipity Unstructured informal interview

Review Questions

From your knowledge of the material in this chapter, give brief answers to the following questions:
1. What steps can the researcher take io 5. Outline the possible problems that can arise
increase the probability of obtaining the from using focus groups
respondent's cooperation?

2. What are the causes of respondent bias in 4. What name is given to the interviewer
personal interviews? leading a focus group session?

3. How many participants should be involved in 6. What is meant by a 'structured interview'?
a focus group session?
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. . Chapter
Experimentation d

6

The popularity of experimentation in marketing research has much to do with the possibilities of
establishing cause and effect. Experiments can be configured in such a way as to allow the
variable causing a particular effect to be isolated. Other methods commonly used in marketing
research, like surveys, provide much more ambiguous findings. In fact, experimentation is the
most scientific method employed in marketing research.

Chapter Objectives

Having read this chapter the reader should:

° Understand the basic concepts of experimentation: experimental design, treatments,
confounding factors and extraneous causal factors

° Be familiar with the different bases for inferring causal relationships
° Recognise the principal impediments to valid experimental results, and
e Be familiar with the main forms which experimental designs can take.

Structure Of The Chapter

A definition of experiments is given at the outset of the chapter and then there follows a brief
outline of the basic concepts of experimentation: dependency, causality and inference. The
discussion then moves to the impediments to valid results in experimentation. A distinction is
drawn between internal and external validity. The final section of the chapter gives an account of
the main experimental designs used in marketing research.
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A definition of experiments

An experiment involves the creation of a contrived situation in order that the researcher can
manipulate one or more variables whilst controlling all of the others and measuring the resultant
effects. For instance, when United Fruits were considering replacing their Gros Michel variety of
banana with the Valery variety, a simple experiment was first carried out. In selected retail outlets,
the two varieties were switched on different days of the week and sales data examined to
determine what effect the variety had on sales volumes. That is, the variety was being manipulated
whilst all other variables were held constant. United Fruits found that the switch back and forth
between Gros Michel and Valery had no effect upon sales. United Fruit were therefore able to
replace Gros Michel with Valery.

Boyd and Westfall! have defined experimentation as:

"...that research process in which one or more variables are manipulated under
conditions which permit the collection of data which show the effects, if any, in
unconfused fashion."

Experiments can be conducted either in the field or in a laboratory setting. When operating within
a laboratory environment, the researcher has direct control over most, if not all, of the variables
that could impact upon the outcome of the experiment. For example, an agricultural research
station may wish to compare the acceptability of a new variety of maize. Since the taste
characteristics are likely to have a major influence on the level of acceptance, a blind taste panels
might be set up where volunteers are given small portions of maize porridge in unmarked bowls.
The participants would perhaps be given two porridge samples and the researcher would observe
whether they were able to distinguish between the maize varieties and which they preferred. In
addition to taste testing, laboratory experiments are widely used by marketing researchers in
concept testing, package testing, advertising research and test marketing.

Figure 6.1 Types of
experiment used in

(7 Concept tests S
marketing research - - ’

v Taste tests. 5

‘Advertising copy testing >

' \ Stimulated'{e“’ét markets

~ Packagetests

When experiments are conducted within a natural setting then they are termed field experiments.
The variety test carried out by United Fruits on their Gros Michel and Valery bananas is an example
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of a field experiment. The researcher obviously has less control over variables likely to have an
effect upon the experimental variable but will strive to exert whatever control is possible.

Basic concepts in experimentation

Experiments allow marketing researchers to study the effects of an
independent variable on a dependent variable. The researcher is able to
manipulate the independent variable (i.e. he/she is able to change the value of the independent
variable) and observe what effect, if any, this has upon the value of the dependent variable. Put
another way, an independent variable is one which can be manipulated independently of other
variables. Independent variables are selected for inclusion in an experiment on the basis of an
assumption that they are in some way related to the dependent variable being studied. It is for this
reason that independent variables are on occasion referred to as explanatory variables. The
dependent variable is the one under study. The researcher begins from the premise that changes
in the value of the dependent variable are at least in part caused by changes in the independent
variable. The experiment is designed to determine whether or not this cause and effect
relationship actually exisis.

Dependency:

A causal relationship is said to exist where the value of one variable is known to
determine or influence the value of another. Green et al.3 draw a distinction
between two types of causation: deterministic and probabilistic.

Causality:

Where the independent variable (X) wholly explains changes in the value of the dependent
variable (Y) and the researcher is able to establish the functional relationship between the two
variables then this can be expressed as follows:

y= f(x)

In this case, it is said that X is both a necessary and a sufficient condition for Y to occur. The value
of Y is determined by X, and X alone. Thus it can be said, in these circumstances, that X is a
deterministic cause of Y. An illustrative example would be where the demand for agricultural
commodities, say sugar, is dependent upon the world price. Further suppose that the functional
relationship between sugar demand and world prices is known, then the formula becomes:

Changes in demand for sugar (grade No.6) = f(World Price)

Whilst this example serves to illustrate the point it is rare to find such relationships when studying
marketing problems. In most instances, the value of the dependent variable will be a function of
several variables. For instance, only in exceptional cases would the demand for a product, even a
commodity, depend solely upon price movements. Factors such as the reputation of the supplier,
terms of sale, promotional activities, packaging etc., are likely to have an impact on demand as
well. A more common causal model is one where the value of the dependent variable is a function
of several independent variables.

Marketing problems are more often multivariate than univariate and so the relationship between
dependent and independent variables is more often probabilistic than deterministic. A
probabilistic relationship could be expressed as:

y =f{(x1, X2,...Xp).
What is depicted here is a situation where the dependent variable (y) is a function of several

variables (x4, Xa,...X,). If marketing research can establish the form of the relationship (f) between
the independent variables and also between the independent and dependent variables then the
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value of y can be predicted. In this instance x, for example, is a necessary but not sufficient

condition for y to occur. The same is true of each of the other independent variables. Rather, each
individual independent variable is said to be a probabilistic cause of the value of y.

Inferring causal relationships

The evidence for drawing inferences about causal relationships can take three forms: associative
variation, consistent ordering of events and the absence of alternative causes.

Associative variation Causality cannot be established unless there is associative, or
concomitant, variation. That is, the data must show that a
change in one variable is almost always accompanied by a
change in the other.

Consistent order of events If variable A causes variable B, then variable A must occur
before or simultaneously with B, and not after it. It can happen
that two events cause and effect one another. For example,
the uptake of marketing innovations among farmers may show
a high correlation with the number of visits by extension
personnel. Closer study could reveal that extension
personnel visit farmers who are immediately responsive to
them more frequently than they do other farmers.

Absence of other causes Before inferring causation researchers should check for
equally plausible alternative explanations for the phenomenon
under study. A vegetable trader might, for example, assume
that the increase in her sales is due to improved grading
procedures which she has introduced. However, there may be
several other factors that act individually, or in combination, to
bring about the sales increase. The trader might find her
competitors are experiencing similar sales increases and that
this is actually due to upward shifts in disposable incomes.

It should be noted that none of these forms of evidence, nor all three in combination, can
unequivocally prove that a relationship exists. Rather, they help put the notion that a relationship
exists beyond reasonable doubt. If all evidence points towards the same conclusion then the
conclusion that a relationship exists is all the more compelling.

Impediments to valid results from experiments

The validity of experimental results, i.e. the extent to which results reflect the truth, is obviously a
matter of importance. There are two distinct forms of validity which marketing researchers are
concerned about when using experimentation: internal and external validity.

Internal validity The question being asked is whether the experimental treatment is
actually responsible for changes in the value of the dependent
variable or if confounding factors have been in operation. Since
laboratory experiments afford greater opportunities for controlling
extraneous or confounding variables than do field experiments,
internal validity is a bigger problem in the case of the latter.
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External validity has to do with the extent to which experimental
findings can be generalised to the population from which the
participants in the experiment were drawn. In other words, the issue
is the degree to which the sample represents the population. Given
the naturalistic setting of field experiments, this category generally
provides greater external validity than do those experiments
conducted within a laboratory environment.

External validity

In some cases the marketing researcher seeks to exclude extraneous factors that can confound
the results of an experiment. However, this is not always possible since it is difficult to determine
when certain types of extraneous variable is in operation and even more difficult to measure them.
In these circumstances, the researcher will seek to control confounding variables in a different
way. Examples of confounding are:

Internal validity

History: events taking place at the same time as the experiment is underway
Pre-testing: errors arising from the process of taking "before" and "after" ‘

measures from the same sample as that providing “after” measures
Maturation: biological and/or psychological changes in participants

Instrumentation:

Sampling bias:

Mortality:

changes in the calibration of measurement instruments,
questionnaires, interviewers or interviewing technique

assignment of participants to experimental groups in a way likely to
prejudice outcomes

differential loss of participants from experimental groups

Exiernal validity
Interactive effects of
testing:

pre-exposure measurements going rise to heightened awareness

Interactive effects of
sampling bias:

non-random assignment of participants to experimental groups
leading to differing responses to the experimental treatment
Contrived situations: experimental setting elicits responses that differ from those which
would be obtained in the real world.

Internal validity

The term 'history' has been used to describe events that happen whilst the
experiment is underway and serve to distort experimental results. A common
occurence is when a commercial organisation is testing a new product within a small geographical
area, prior to launching the product nationwide, and competitors intentionally set out to distort test
results by giving additional promotional support to their own competing product and/or by cutting
the price of their product.

History:

Pretest effect: It is sometimes considered necessary to take some preliminary measures
* before the main experiment is carried out. For instance, a company wishing to
promote monogerm sugar beet seed in Pakistan wanted to first establish how much farmers
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already knew about the different types of seed available. A particular district was chosen as a test
area and a pretest was undertaken where a sample of farmers from that area were asked to list the
types of seed of which they were aware. The farmers were also asked to list the brands of sugar
beet seed with which they were familiar. This constituted the ‘before' measure. A little later a
promotional campaign was launched within the test area and after a period of time the sample of
farmers were again visited and asked to identify the brands of seed with which they were familiar. It
is likely that any increase in awareness of the company's brand was due, in part at least, to the
heightened awareness of issues relating to seeds caused by the pretest activity. That is, the
pretest is likely to increase interest in matters relating to seeds and therefore make farmers more
attentive to the brand promotion than they otherwise might be.

Maturation refers to biological and/or psychological changes to respondents that
occur in the period between the 'before' and 'after' measurements and
consequently affect the information which they provide. Experiments requiring the cooperation of
respondents over a substantial period of time are most likely to suffer from maturation effects.
Consumer and farmer panels are examples of experimental instruments that demand longer term
participation by panel members. Suppose that a farmer panel were established to measure the
level of adoption of new marketing practices or technologies promoted by agricultural extension
officers. As the years pass the marketing extension officer has noted that farmers on the panel
appear to be adopting fewer of the innovations being proposed by the extension service.
However, the lower rates of adoption may not be explained by either the marketing extension
service becoming less effective in communicating the benefits of innovative marketing practices
and technologies nor by current innovations being somehow less appropriate or offering more
marginal benefits. Rather, the explanation may be that the panel itself is aging and as farmers get
older they may become more resistant to change. Certainly as people get older their needs and
attitudes are subject to change. In these circumstances the data drawn from the panel is a function
of the maturation of the panel rather than the experimental variables (i.e. the efforts of the
marketing extension officers and the characteristics of the marketing innovations).

Maturation:

Whilst it is not always possible to adjust the experimental design so as to eliminate each of these
potential threats to the validity of results, it is always possible to measure their impact upon results.
The chief device for doing so is to include a 'control group'.

From time to time, measurement instruments have to be recalibrated or
their readings become suspect. Although marketing research does make
use of a wide range of mechanical, electrical and electronic instruments in experiments that clearly
require periodic readjustment, (e.g. tachistoscopes, pupilometers, audiometer) there are other,
more commonly used, marketing research test instruments that also need to be checked for
consistency, such as, questionnaires, interviewers, interviewing procedures.

Instrumentation:

Questionnaires may contain standardised questions with the challenge to consistency coming
from the interpretation of the meaning of the question. Consider the apparently straight-forward
question, "How big is your farm?" There are several equally valid responses to this question that
could combine to give a totally misleading set of data. The variation is due to farmers' interpretation
of what the researcher really wants to know. Some farmers will include only the land area that they
had under crop in the year of the survey whilst others will include both productive and non-
productive land. In other instances, farmers may understand the question to mean the area of land
they actually own. Some farmers may believe it is the farmland that they own and/or rent.
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Another aspect is that of consistency in the conduct of interviews. There can be variation in the
data collected during an experiment if either different interviewers are used to collect data after
the experiment from those who conducted interviews before the experiment; or interviewers
change the way questions are put to participants as they become more familiar with the content of
the questionnaire.

Mortality: Over time there is a danger that some participants will drop out of an expgriment.

* This can happen when people literally die or decide withdraw from an experimental
group for one reason or another. This obviously changes the composition of the experimental
group. Where the effects of a marketing variable are being studied by comparing data drawn either
from two groups that have been matched to ensure that their composition is identical or the same
group at different points in time then mortality can confound the results.

Sampling bias occurs when the method of assigning participants to
experimental groups results in groups whose behaviour cannot be compared
1o one another because they differ in some important respect(s). Consider the task of evaluating
the implementation of new weighing and grading practices within a municipal grain market. It could
be that it is easier for larger grain traders to adopt the new practices since they are better able to
afford the grading and weighing equipment required. If during a field experiment conducted to
study the rate of adoption two groups are estabiished with a view to comparing the rate of
adoption within them and one of those groups is predominantly comprised of larger (or smaller)
traders then this is likely to distort the results.

Sampling bias:

External validity

The design of the experiment itself may give rise to
measurement variations between the "before" and "after”
phases of the research. Consider a test of consumer acceptance involving two exotic rice varieties
being evaluated as possible replacements for a popular indigenous variety which is suffering from
a disease and is therefore in short supply. The experimental design involves leaving a trial pack of
rice A with a sample of households and returning a few weeks later to interview members of the
household about rice A and to deliver a second trial pack containing rice B. A third visit is
subsequently made during which household members are asked questions about rice B.
Respondents' assessment of rice B is not made under the same conditions as their assessment
of rice A. When trying rice A the respondents are likely to have made comparisons, perhaps only
subconsciously, with existing rice varieties that they already use. However, when evaluating rice B
the respondents will also be making comparisons with rice A. This problem can be overcome, to
some extent, by splitting the sample so that half are given the trial varieties in the order rice A then
rice B; the remaining half are given the two varieties in the reverse order of rice B then rice A. A
more difficult problem to overcome is that whatever the sequence of presentation, by the time
household members are asked about the second trial variety, they have become more
‘experienced’ interviewees and respond differently simply because they feel they better
understand what the interviewer wants and how to answer the questions. By the same measure,
the interviewer becomes more experienced the second time around, having become more
familiar with the product, the interviewing process, and the questionnaire (or interview schedule),
and may pose the questions in a different way. As a result, the interviewer may elicit different
information on the third call from that which was obtained on the second visit.

Interactive effects of testing:

It can happen that participants are assigned to an
experimental group without due concern for
possible bias and this then interacts with the experimental treatment producing a spurious
outcome. Such an interactive sampling bias would result from unknowingly assigning heavy users

Interactive effects of sampling bias:
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of a particular product category to one experimental group and using favourable responses to a
new formulation within the category as the basis for projecting national demand.

Any laboratory experiment is, by definition, unlike the real world.
Typically, the researcher manipulates the situation so that only those
variables in which he/she is immediately interested in studying are allowed to operate as they
would in the real world. On occasion this leads to experimental results which are not replicated in
the real world. An outstanding example of this set of circumstances is that of Coca Cola's infamous
blind taste panels. Coca Cola was concerned at the creeping increases in market share of Coke's
main competitor Pepsi. Coca Cola decided to conduct sensory analysis tests where participants
were asked to score two colas on taste preference. The participants were given the colas in
unmarked cups (i.e. a 'blind' tasting) before being asked which they preferred. On balance, the
preference was of Pepsi's slightly sweeter cola. Coca Cola reacted in a way seldom seen
anywhere in the world. The brand leader was removed from the market and a new, slightly sweeter
formulation was launched under the Coca Cola brand name. It was to prove a costly mistake. Coca
Cola were inundated by calls from consumers who were irate over the company's tampering with a
product that has almost become a national institution. Most Americans have grown up with Coca
Cola and could not accept that it could be changed. The company was forced to reintroduce the
original formulation under the title of Coke Classic.

Contrived situations:

Coca Cola's taste panels were conducted in an attificial environment in which such variables as the
brand name, the packaging and all the associations which go along with these were not allowed to
operate. The research focused only on the taste characteristics of the product and a particular
result was obtained. However, in the real world people consume Coca Cola for many reasons,
many of them having little to do with the taste.

Experimental designs

The process of experimentation is one of subjecting participants (e.g. target consumers, farmers,
distributors etc.) to an independent variable such as an advertisement, a packaging design or a
new product, and measuring the effect on a dependent variable (e.g. level of recall, sales or
attitude scores).

"After-only" designs

As the name suggests, with after-only experimental designs measures of the independent
variable are only taken after the experimental subjects have been exposed to the independent
variable. This is a common approach in advertising research where a sample of target customers
are interviewed following exposure to an advertisement and their recall of the product, brand, or
sales features is measured. The advertisement could be one appearing on national television
and/or radio or may appear in magazines, newspapers or some other publication. The amount of
information recalled by the sample is taken as an indication of the effectiveness of the
advertisement. ‘

Figure 6.2 An example
of an after-only design
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The chief problem with after-only designs is that they do not afford any control over extraneous
factors that could have influenced the post-exposure measurements. For example, marketing
extension personnel might have completed a trial campaign to persuade small-scale poultry
producers, in a localised area, to make use of better quality feeds in order to improve the
marketability and price of the end product. The decision to extend the campaign to other districts
will depend on the results of this trial. After-only measures are taken, following the campaign, by
checking poultry feed sales with merchants operating within the area. Suppose a rise in sales of
good quality poultry feed mixes occurs four weeks after the campaign ends. It would be
dangerous to assume that this sales increase is wholly due to the work of the marketing extension
officers. A large part of the increase may be due to other factors such as promotional activity on
the part of feed manufacturers and merchants who took advantage of the campaign, of which they
were forewarned, and timed their marketing programme to coincide with the extension campaign.
If the extension service erroneously drew the conclusion that the sales increase was entirely due
to their own promotional activity, then they might be misled into repeating the same campaign in
other areas where there would not necessarily be the same response from feed manufacturers
and merchants.

After-only designs are not true experiments since little or no control is exercised over any of the
variables by the researcher. However its inclusion here serves to underline the need for more
complex designs.

"Before-after" designs

A before-after design involves the researcher in measuring the dependent variable both before
and after the participants have been exposed to the independent variables.

The before-after design is an improvement upon the after-only design, in that the effect of the
independent variable, if any, is established by observing differences between the value of the
dependent variable before and after the experiment. Nonetheless, before-after designs still have
a number of weaknesses.

Consider the case of the vegetable packer who is thinking about sending his/her produce to the
wholesale market in more expensive, but more protective, plastic crates, instead of cardboard
boxes. The packer is considering doing so in response to complaints from commissioning agents
that the present packaging affords little protection to produce from handling damage. The packer
wants to be sure that the economics of switching to plastic crates makes sense. Therefore, the
packer introduces the plastic crates for a trial period. Before introducing these crates, the packer
records the prices received for his/her top grade produce. Unless prices increase by more than
the additional cost of plastic crates then there is no economic advantage to using the more
expensive packaging.

Figure 6.3 Before-after
designs
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Suppose, for instance, that the packer was receiving $15 per crate, when these were of the
cardboard type, but that the price after the introduction of plastic crates had risen to $17 per crate.
The $2 difference would be attributed to better quality produce reaching the market as a result of
the protection afforded by the plastic crates. However, there are several equally plausible
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explanations for the upward drift in produce prices lncludlng a shortfall in supply, a fall in the quality
of produce supplied by competitors who operate in areas suffering adverse weather conditions,
random fluctuation in prices, efc.

"Before-after with control group" design

This design involves establishing two samples or groups of respondents: an experimental group
that would be exposed to the marketing variable and a control group which would not be
subjected to the marketing variable under study. The two groups would be matched. That is, the
two samples would be identical in all important respects. The idea is that any confounding factors
would impact equally on both groups and therefore any differences in the data drawn from the two
groups can be attributed to the experimental variable.

Study figure 6.4 which depicts how an experiment involving the measurement of the impact of a
sugar beet seed promotional campaign on brand awareness might be configured with a control
group.

Figure 6.4 An ex\ample
of a before-afier with
control group design
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First, the two groups would be matched: attributes such as age distribution of group members,
spread of sizes of farms operated, types of farms operated, ratio of dependence on hand tools,
animal drawn tools and tractor mounted equipment, etc. would be matched within each group so
that the groups are interchangeable for the purposes of the test. As figure 6.4 conveys, the initial
level of awareness of the sugar beet brand would be recorded within each group. Only the
experimental group would see the test promotional campaign. After the campaign, a second
measure of brand awareness would be taken from each group. Any difference between the ‘after’
and 'before' measurements of the control group (C» - C1) would be due to uncontrolled variables.
Differences between the 'after' and 'before’ measurements in the experimental group (Ez - E4)
would be the result of the experimental variable plus the same uncontrolled variables affecting the
control group. Isolating the effect of the experimental variable is simply a matter of subtracting the
difference in the two measurements of the control group from the difference in the two measures
taken from the experimental group. To illustrate the computation consider the following
hypothetical figures.

Awareness of the brand within the experimental group has increased by 9 percent. At the same
time, the awareness level, within the control group, appears to have fallen by 1 percent. This
could be due to random fluctuations or a real lowering of awareness due to some respondents
forgetting the brand in the absence of any supporting advertisements/promotions. Thus the
effects of the test campaign would seem to have been:

Effect of experimental variable = (34.5 - 25.5) - (24.5 - 25.5)
=(9%) - (-1%) = 10%

Chapter 6 Experimentation 65



If a "before and after with control group" experiment is properly designed and executed then the
effects of maturation, pretesting and measurement variability should be the same for the
experimental group as for the control group. In this case. these factors appear to have had a
negative effect on awareness of one percent. Had it not been for the experimental variable, the
experimental group would have shown a similar fall in awareness over the period of the test.
Instead of recording a fall in the level of awareness of the sugar beet brand, the experimental
group actually showed a nine percent increase in brand awareness. However, the design is not
guaranteed to be unflawed. The accurate matching of the two groups is a difficult, some would say
impossible, task. Moreover, over time the rate and extent of mortality, or drop out, is likely to vary
between the groups and create additional problems in maintaining a close match between
groups.

The "After-only with control group" experimental design

Again, this design involves establishing two matched samples or groups of respondents. There is
no measurement taken from either group before the experimental variable is introduced and the
control group is not subsequently subjected to the experimental variable. Afterwards measures
are taken from both groups and the effect of the experimental variable is established by deducting
the control group measure from the experimental group measure. An illustrative example will help
clarify the procedures followed.

A Sri Lankan food technology research institute was trying to convince small-scale food
processors to adopt solar dryers to produce dried plantain and other dehydrated vegetables.
Much of the initial resistance to the adoption of this technology was due to the belief that the taste
characteristics of this shack food would be altered from those of traditional sun-dried plantain. The
research institute was able to convince the food manufacturers that there would be no perceptible
changes in the taste characteristics by carrying out an "after-only with control group" experiment.
Sensory analysis experiments conclusively showed that aimost none of the participants was able
to discriminate between plantain dehydrated by means of the solar powered dryer and that which
was sun-dried.

Many product tests are of the "after-only with control group" type. This design escapes the
problems of pretesting, history and maturation. However, this form of "after-only design" does not
facilitate an analysis of the process of change, whereas a comparable "before-after design” would.
The attitudes, opinions and/or behaviour of individual participants can be recorded both before
and afterwards and changes noted. For instance, the effect of the experimental variable on those
participants who held unfavourable attitudes can be compared with those they held in the
"before" measurement. Changes in those that held favourable attitudes in the "before"
measurement can also be assessed after exposure to the experimental variable.

Ex post facto design

The ex post facto design is a variation of the "after-only with control group" experimental design.
The chief difference is that both the experimental and control groups are selected after the
experimental variable is introduced rather than before. This approach eliminates the possibility
that participants will be influenced by an awareness that they are being tested.

Following market liberalisation in Zimbabwe a number of maize meal producers, using hammer mill
technology, came into the industry to compete against millers using roller mill technology. The
hammer milled product was much coarser than the highly refined roller milled maize meal to which
most urban consumers had grown accustomed. The hammer milled product, however, had
superior nutritional benefits since meal produced in this way retained a much larger amount of the
germ, bran and endosperm. One production miller sought to communicate the nutritional
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advantages of hammer milled meal through point-of-sale material in stores and provisions
merchants. A sample of consumers who claimed to have seen the point-of-sale material was
subsequently assigned to an experimental group and a matching selection of consumers who
denied having seen the point-of-sale material comprised the control group. It was hypothesised
that those who had seen the point-of-sale material would suggest that hammer milled maize meal
had superior nutritional properties to that of roller meal to a far greater extent than would those
who had not seen the point-of-sale aids.

The results supporied the hypothesis in as much as 68 percent of those recalling having seen the
point-of-sale promotional aids reported hammer milled meal as nutritionally superior whilst only 43
percent of those unaware of the point-of-sale aids said that hammer mill was more nutritious than
roller meal. However, some care has to be taken in making the conclusion that the point-of-sale
campaign was an unqualified success. It is to be remembered that participanis were assigned to
the two groups on the basis of self-selection. Those reporting having seen the promotional
material were probably those on whom the campaign had made most impression. It is quite likely
that some of those in the control group also saw the material but do not recall having done so.

Where exposure to the experimental variable can be determined objectively, on an ex post facto
basis, the bias introduced by self-selection can be eliminated and the design, in essence,
becomes identical to the "after-only with control group" design. In these circumstances, the ex
post facto design is an improvement upon the "after-only with control group" design since the
experimental variable would have its impact in a natural situation. Suppose, for example, that
government has been using radio to communicate the benefits of giving vitamin supplements to
children under two years of age and that these are available in tablet form, free-of-charge, in local
clinics. Ownership, and access, to a radio can be established objectively.

Chapter Summary

Experimentation offers the possibility of establishing a cause and effective relationship between
variables and this makes it an attractive methodology to marketing researchers. An experiment is a
contrived situation that allows a researcher to manipulate one or more variables whilst controlling
all of the others and measuring the resultant effects on some independent variable.

Experiments are of two types: those conducted in a laboratory setting and those which are
executed in natural settings; these are referred to as field experiments. Laboratory experiments
give the researcher direct control over most, if not all, of the variables that could affect the
outcome of the experiment. The evidence for drawing inferences about causal relationships takes
three forms: associative variation, consistent ordering of events and the absence of alternative
causes.

There are a number of potential impediments to obtaining valid results from experiments. These
may be categorised according to whether a given confounding factor has internal validity, external
validity, or both. Internal validity is called into question when there is doubt that the experimental
treatment is actually responsible for changes in the value of the dependent variable. External
validity becomes an issue when there is uncertainty as to whether experimental findings can be
generalised to a defined population. The impediments to internal validity are history, pre-testing,
maturation, instrumentation, sampling bias and mortality. Impediments to external validity are: the
interactive effects of testing, the interactive effects of sampling bias and errors arising from making
use of contrived situations.

The main forms of experimental design differ according to whether or not a measure is taken both
before and after the introduction of the experimental variable or treatment, and whether or not a
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control group is used alongside the experimental group. The designs are: after-only, before-after,
before-after with control group, after-only with control group and ex post facto designs.

Key Terms

Causality
Confounding factors
Control groups
Dependent variables

Review Questions

1. Give the alternative name for 'the
independent variable'.

2. Name 4 threats to the internal validity of
experimental results.

3. What is the main device for controlling the
effects of maturation in experimental
groups?

4. In what way does the ex post facto

experimental design differ from the after-
only with control group design?
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5. Define the term 'deterministic causation',
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8. Why is it said that after-only designs are
not true experiments?
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Sampling In Marketing |Ch2Pter

Research ~

Following decisions about how data is to be collected the next consideration is how to select a sample
of the population of interest that is truly representative. At the same time, the requirement that
samples be representative of the population from which they are drawn has to be offset against time
and other resource considerations. This being the case, choices have to be made between the
mathematically superior probabilistic sampling methods and the more pragmatic non-probability
sampling methods.

Chapter Objectives

This chapter serves to teach the reader to:

e Distinguish between probabilistic and non-probabilistic sampling methods
° Understand the bases for stratifying samples

e Make an informed choice between random and quota samples

. Comprehend multistage sampling, and

J Appreciate the use of area or aerial sampling.

Structure Of The Chapter

The early part of the chapter outlines the probabilistic sampling methods. These include simple
random sampling, systematic sampling, stratified sampling and cluster sampling. Thereafter, the
principal non-probability method, quota sampling, is explained and its strengths and weaknesses
outlined. The statistical aspects of sampling are then explored. A number of illustrative calculations are
presented.
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Two major principles underlie all sample design. The first is the desire to avoid bias in the selection
procedure; the second is to achieve the maximurn precision for a given outlay of resources. Bias in the
selection can arise :

e if the selection of the sample is done by some non-random method i.e. selection is
consciously or unconsciously influenced by human choice

e if the sampling frame (i.e. list, index, population record) does not adequately cover the target
population

® if some sections of the population are impossible to find or refuse to co-operate.

These cause selection or sample bias and can only be avoided if a random method is used. Other
designs, to be described shortly, can retain the essential element of randomness but manage to
increase precision by incorporating various restrictions and refinements. Figure 7.1 gives an overview
of the sampling methods that are either explained within this chapter or are explored in the exercises
which accompany this textbook.

Figure 7.1 Methods
of sampling

It can be seen that there is a dichotomy - probability and non probability sampling methods. The text
which follows explains these methods in some detail, and highlights the advantages and
disadvantages of each method.

Random sampling

Random, or probability sampling, gives each member of the target population a known and equal
probability of selection. The two basic procedures are : '

1 the lottery method, e.g. picking numbers out of a hat or bag
2 the use of a table of random numbers.

Systematic sampling

Systematic sampling is a modification of random sampling. To arrive at a systematic sample we simply
calculate the desired sampling fraction, e.g. if there are 100 distributors of a particular product in which
we are interested and our budget allows us to sample say 20 of them then we divide 100 by 20 and
get the sampling fraction 5. Thereafter we go through our sampling frame selecting every 5th
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distributor. In the purest sense this does not give rise to a true random sample since some systematic
arrangement is used in listing and not every distributor has a chance of being selected once the
sampling fraction is calculated. However, because there is no conscious control of precisely which
distributors are selected, all but the most pedantic of practitioners would treat a systematic sample as
though it were a true random sample.

L RGG Figure 7.2 Sysitematic sampling as
o SY?*‘?",‘?“" sampling G applied to a survey of retailers

. Population  =100Food Stores
~*- " Sample desired = 20 Food Stores :

| a Drawarandom number 5.

Stratified samples

Stratification increases precision without increasing sample size. Stratification does not imply any
departure from the principles of randomness. It merely denotes that before any selection takes place,
the population is divided into a number of strata, then random samples taken within each stratum. |t is
only possible to do this if the distribution of the population with respect to a particular factor is known,
and if it is also known to which stratum each member of the population belongs. Examples of
characteristics which could be used in marketing to stratify a population include: income, age, sex,
race, geographical region, possession of a particular commodity.

Stratification can occur after selection of individuals, e.g. if one wanted to stratify a sample of
individuals in a town by age, one could easily get figures of the age distribution, but if there is no
general population list showing the age distribution, prior stratification would not be possible. What
might have to be done in this case at the analysis stage is to correct proportional representation.
Weighting can easily destroy the assumptions one is able to make when interpreting data gathered
from a random sample and so stratification prior to selection is advisable. Random stratified sampling is
more precise and more convenient than simple random sampling.

When stratified sampling designs are to be employed, there are 3 key questions which have to be
immediately addressed :

1 The bases of stratification, i.e. what characteristics should be used to subdivide the
universe/population into strata?

2 The number of strata, i.e. how many strata should be constructed and what stratum
boundaries should be used?

3 Sample sizes within strata, i.e. how many observations should be taken in each stratum?

Bases of stratification

Intuitively, it seems clear that the best basis would be the frequency distribution of the principal
variable being studied. For example, in a study of coffee consumption we may believe that behavioural
patterns will vary according to whether a particular respondent drinks a lot of coffee, only a moderate
amount of coffee or drinks coffee very occasionally. Thus we may consider that to stratify according to
"heavy users", "moderate users" and "light users" would provide an optimum stratification. However,
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two difficulties may arise in attempting to proceed in this way. First, there is usually interest in many
variables, not just one, and stratification on the basis of one may not provide the best stratification for
the others. Secondly, even if one survey variable is of primary importance, current data on its
frequency is unlikely to be available. However, the latter complaint can be attended to since it is
possible to stratify after the data has been completed and before the analysis is undertaken. The only
approach is to create strata on the basis of variables, for which information is, or can be made available,
that are believed to be highly correlated with the principal survey characteristics of interest, e.g. age,
socio-economic group, sex, farm size, firm size, etc.

In general, it is desirable to make up strata in such a way that the sampling units within strata are as
similar as possible. In this way a relatively limited sample within each stratum will provide a generally
precise estimate of the mean of that stratum. Similarly it is important to maximise differences in stratum
means for the key survey variables of interest. This is desirable since stratification has the effect of
removing differences between stratum means from the sampling error.

Total variance within a population has two types of natural variation: between-strata variance and
within-strata variance. Stratification removes the second type of variance from the calculation of the
standard error. Suppose, for example, we stratified students in a particular university by subject
speciality - marketing, engineering, chemistry, computer science, mathematics, history, geography
etc. and questioned them about the distinctions between training and education. The theory goes
that without stratification we would expect variation in the views expressed by students from say within
the marketing speciality and between the views of marketing students, as a whole, and engineering
students as a whole. Stratification ensures that variation between strata does not enter into the
standard error by taking account of this source in drawing the sample.

Number of strata

The next question is that of the number of strata and the construction of stratum boundaries. As
regards number of strata, as many as possible should be used. If each stratum could be made as
homogeneous as possible, its mean could be estimated with high reliability and, in turn, the
population mean could be estimated with high precision. However, some practical problems limit the
desirability of a large number of strata :

1 No stratification scheme will completely "explain® the variability among a set of observations.
Past a certain point, the "residual" or "unexplained" variation will dominate, and little -
improvement will be effected by creating more strata.

2 Depending on the costs of stratification, a point may be reached quickly where creation of
additional strata is economically unproductive.

If a single overall estimate is to be made (e.g. the average per capita consumption of coffee) we would
normally use no more than about 6 strata. If estimates are required for population subgroups (e.g. by
region and/or age group), then more strata may be justified.

Sample sizes within strata

. . . Once strata have been established, the question becomes, "How
Proportional allocation: iy 5'sample must be drawn from each ?* Consider a situation where
a survey of a two-stratum population is to be carried out:

Stratum Number of ltems in Stratum
A 10,000
B 90,000

If the budget is fixed at $3000 and we know the cost per observation is $6 in each stratum, so the
available total sample size is 500. The most common approach would be to sample the same
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proportion of items in each stratum. This is termed proportional allocation. In this example, the overall
sampling fraction is:- .

Sample size 500
Population size 10,000

0.5

Thus, this method of allocation would result in:

Stratum A (10,000 x 0.5%) = 50
Stratum B (90,000 x 0.5%) = 450

The major practical advantage of proportional allocation is that it leads to estimates which are
computationally simple. Where proportional sampling has been employed we do not need to weight
the means of the individual stratum when calculating the overall mean. So:

Xor = WiXi+ WaXo+ WaXa+— — Wi Xi

Optim Nocation: Proportional allocation is advisable when all we know of the strata is their
pumum allocauon: ;o5 |n situations where the standard deviations of the strata are known it
may be advantageous to make a disproportionate allocation.

Suppose that, once again, we had stratum A and stratum B, but we know that the individuals assigned
to stratum A were more varied with respect to their opinions than those assigned to stratum B.
Optimum allocation minimises the standard error of the estimated mean by ensuring that more
respondents are assigned to the stratum within which there is greatest variation.

Quota sampling

Quota sampling is a method of stratified sampling in which the selection within strata is non-random.
Selection is normally left to the discretion of the interviewer and it is this characteristic which destroys
any pretensions towards randomness.

Quota v random sampling

The advantages and disadvantages of quota versus probability samples has been a subject of
controversy for many years. Some practitioners hold the quota sample method to be so unreliable and
prone to bias as to be almost worthless. Others think that although it is clearly less sound theoretically
than probability sampling, it can be used safely in certain circumstances. Still others believe that with
adequate safeguards quota sampling can be made highly reliable and that the extra cost of probability
sampling is not worthwhile.

Generally, statisticians criticise the method for its theoretical weakness while market researchers
defend it for its cheapness and administrative convenience.

Main arguments against : Quota sampling
1 It is not possible to estimate sampling errors with quota sampling because of the absence of
randomness.

Some people argue that sampling errors are so small compared with all the other errors and
biases that enter into a survey that not being able to estimate is no great disadvantage. One
does not have the security, though, of being able to measure and control these errors.

2 The interviewer may fail to secure a representative sample of respondents in quota sampling.
For example, are those in the over 65 age group spread over all the age range or clustered
around 65 and 667

3 Social class controls leave a lot to the interviewer's judgement.
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4 Strict control of fieldwork is more difficult, i.e. did interviewers place respondents in groups
where cases are needed rather than in those to which they belong.

Main arguments for : quota sampling

1 Quota sampling is less costly. A quota interview on average costs only half or a third as much
as a random interview, but we must remember that precision is lost.

2 It is easy administratively. The labour of random selection is avoided, and so are the
headaches of non-contact and callbacks.

3 If fieldwork has to be done quickly, perhaps to reduce memory errors, quota sampling may be
the only possibility, e.g. to obtain immediate public reaction to some event.

4. Quota sampling is independent of the existence of sampling frames.
Cluster and multistage sampling

Clust line: The process of sampling complete groups or units is called cluster sampling.
uster sampling: gy ations where there is any sub-sampling within the clusters chosen at the
first stage are covered by the term multistage sampling. For example, suppose that a survey is to be
done in a large town and that the unit of inquiry (i.e. the unit from which data are to be gathered) is the
individual household. Suppose further that the town contains 20,000 households, all of them listed
on convenient records, and that a sample of 200 households is to be selected. One approach would
be to pick the 200 by some random method. However, this would spread the sample over the whole
town, with consequent high fieldwork costs and much inconvenience. (All the more so if the survey
were to be conducted in rural areas, especially in developing countries where rural areas are sparsely
populated and access difficult). One might decide therefore to concentrate the sample in a few parts
of the town and it may be assumed for simplicity that the town is divided into 400 areas with 50
households in each. A simple course would be to select say 4 areas at random (i.e. 1 in 100) and
include all the households within these areas in our sample. The overall probability of selection is
unchanged, but by selecting clusters of households, one has materially simplified and made cheaper
the fieldwork.

A large number of small clusters is better, all other things being equal, than a small number of large
clusters. Whether single stage cluster sampling proves to be as statistically efficient as a simple
random sampling depends upon the degree of homogeneity within clusters. If respondents within
clusters are homogeneous with respect to such things as income, socio-economic class etc., they do
not fully represent the population and will, therefore, provide larger standard errors. On the other
hand, the lower cost of cluster sampling often outweighs the disadvantages of statistical inefficiency.
In short cluster sampling tends to offer greater reliability for a given cost rather than greater reliability
for a given sample size.

Multist ling: The population is regarded as being composed of a humber of first stage
ulustage sampling: ., primary sampling units (PSU's) each of them being made up of a
number of second stage units in each selected PSU and so the procedure continues down to the final
sampling unit, with the sampling ideally being random at each stage.

The necessity of multistage sampling is easily established. PSU's for national surveys are often
administrative districts, urban districts or parliamentary constituencies. Within the selected PSU one
may go direct to the final sampling units, such as individuals, households or addresses, in which case
we have a two-stage sample. It would be more usual to introduce intermediate sampling stages, i.e.
administrative districts are sub-divided into wards, then polling districts.

Area sampling

Area sampling is basically multistage sampling in which maps, rather than lists or registers, serve as the
, samplm_g frame. This is the main method of sampling in developing countries where adequate
population lists are rare. The area to be covered is divided into a number of smaller sub-areas from
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which a sample is selected at random within these areas; either a complete enumeration is taken or a
further sub-sample.

Figure 7.3
Aerial
sampling

A grid, such as that shown above, is drawn and superimposed on a map of the area of concern.
Sampling points are selected on the basis of numbers drawn at random that equate to the numbered
columns and rows of the grid.

If the area is large, it can be subdivided into sub-areas and a grid overiayed on these. Figure 7.4
depicts the procedures involved. As in figure 7.3 the columns and rows are given numbers. Then,
each square in the grid is allocated numbers to define grid lines. Using random numbers, sampling
points are chosen within each square. Figure 7.4 gives an impression of the pattern of sampling which
emerges.

Figure 7.4 Multistage aerial
sampling

Row5 =

F(o:\&“4 -

Rows

Row2

Row1

Column 3 - Column 4~ Column5'

Chapter 7 Sampling In Marketing Research 75



Suppose that a survey of agricultural machinery/implement ownership is to be made in a sample of
rural households and that no comprehensive list of such dwellings is available to serve as a sampling
frame. If there is an accurate map of the area we can superimpose vertical and horizontal lines on it,
number these and use them as a reference grid. Using random numbers points can be placed on the
map and data collected from households either on or nearest to those points. A variation is to divide
the area into "parcels" of land. These "parcels" (the equivalent of city blocks) can be formed using
natural boundaries e.g. hills or mountains, canals, rivers, railways, roads, etc. If sufficient information is
known about an area then it is permissible to construct the "parcels" on the basis of agro-ecosystems.

Alternatively, if the survey is of urban households then clusters of dwellings such as blocks bounded
by streets can be identified. This can serve as a convenient sampling frame. The town area is then
divided into blocks and these blocks are numbered and a random sample of them is selected. The
boundaries of the blocks must be well defined, easily identifiable by field workers and every dwelling
must be clearly located in only one block. Streets, railway lines and rivers make good boundaries.

Sampling and statistical testing

Research is conducted in order to determine the acceptability (or otherwise) of hypotheses. Having
set up a hypothesis, we collect data which should yield direct information on the acceptability of that
hypothesis. This empirical data requires to be organised in such a fashion as to make it meaningful. To
this end, we organise it into frequency distributions and calculate averages or percentages. But often,
these statistics on their own mean very little. The data we collect often requires to be compared and
when comparisons have to be made, we must take into account the fact that our data is collected from
a sample of the population and is subject to sampling and other errors. The remainder of this paper is
concerned with the statistical testing of sample data. One assumption which is made is that the survey
results are based on random probability samples.

The null hypothesis

The first step in evaluating sample results is to set up a null hypothesis (Ho). The null hypothesis is a
hypothesis of no differences. We formulate it for the express purpose of rejecting it. It is formulated
before we collect the data (a priori). For example, we may wish to know whether a particular promotional
campaign has succeeded in increasing awareness amongst housewives of a certain brand of biscuit.
Before the campaign we have a certain measure of awareness, say x%. After the campaign we obtain
another measure of the awareness, say y%. The null hypothesis in this case would be that "there is no
difference between the proportions aware of the brand, before and after the campaign”.

Since we are dealing with sample results, we would expect some differences; and we must try and
establish whether these differences are real (i.e. statistically significant) or whether they are due to
random error or chance.

If the null hypothesis is rejected, then the alternative hypothesis may be accepted. The alternative
hypothesis (H1 ) is a statement relating to the researchers' original hypothesis. Thus, in the above
example, the alternative hypothesis could either be:

a. H1: There is a difference between the proportions of housewives aware of the brand, before
and after the campaign.
or

b. Hi: There is an increase in the proportion of housewives aware of the brand, after the
promotional campaign.

Note that these are clearly two different and distinct hypotheses. Case (a) does not indicate the
direction of change and requires a TWO-TAILED test. Case (b), on the other hand, indicates the
predicted direction of the difference and a one-tailed test is called for. The situation when a one-tailed
test is used are:

(a) comparing an experimental product with a currently marketed ones
(b) comparing a cheaper product which will be marketed only if it is not inferior to a current
product.
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Parametric tests and non-parametric tests

The next step is that of choosing the appropriate statistical test. There are basically two types of
statistical test, parametric and non-parametric. Parametric tests are those which make assumptions
about the nature of the population from which the scores were drawn (i.e. population values are
"parameters”, e.g. means and standard deviations). If we assume, for example, that the distribution of
the sample means is normal, then we require to use a parametric test. Non-parametric tests do not
require this type of assumption and relate mainly to that branch of statistics known as "order statistics".
We discard actual numerical values and focus on the way in which things are ranked or classed.
Thereafter, the choice between alternative types of test is determined by 3 factors: (1) whether we are
working with dependent or independent samples, (2) whether we have more or less than two levels of
the independent variable, and (3) the mathematical properties of the scale which we have used, i.e.
ratio, interval, ordinal or nominal. (These issues are covered extensively in the data analysis course
notes).

We will reject Ho, our null hypothesis, if a statistical test yields a value whose associated probability of
occurrence is equal to or less than some small probability, known as the critical region (or level).
Common values of this critical level are 0.05 and 0.01. Referring back to our example, if we had found
that the observed difference between the percentage of housewives aware of the brand from pre-to-
post-campaign could have arisen with probability 0.01 and if we had set our significance level in
advance at 0.05, then we would accept the Ho. If, on the other hand, we found the probability of this
difference occurring was 0.02 then we would reject the null hypothesis and accept our alternative
hypothesis.

Type I errors and type II errors

The choice of significance level affects the ratio of correct and incorrect conclusions which will be
drawn. Given a significance level there are four alternatives to consider:

Figure 7.5 Type | and type Il
efrors

| Correct Conclusion | Incorrect Conclusion: =~ -

| Accepta correct hypothesis | Reject a correct hypothesis |
| Reject an incorrect hypothesis| Accept an incorrect hypothesis |

Consider the following example. In a straightforward test of two products, we may decide to market
product A if, and only if, 60% of the population prefer the product. Clearly we can set a sample size, so
as 1o reject the null hypothesis of A = B = 50% at, say, a 5% significance level. If we get a sample which
yields 62% (and there will be 5 chances in a 100 that we get a figure greater than 60%) and the nul/
hypothesis is in fact true, then we make what is known as a Type | error.

If however, the real population is A = 62%, then we shall accept the null hypothesis A = 50% on nearly
half the occasions as shown in the diagram overleaf. In this situation we shall be saying “do not market
A" when in fact there is a market for A. This is the type Il error. We can of course increase the chance of
making a type | error which will automatically decrease the chance of making a type Ii etror.

Obviously some sort of compromise is required. This depends on the relative importance of the two
types of error. If it is more important to avoid rejecting a true hypothesis (type | error) a high confidence
coefficient (low value of x) will be used. If it is more important to avoid accepting a false hypothesis, a
low confidence coefficient may be used. An analogy with the legal profession may help to clarify the
matter. Under our system of law, a man is presumed innocent of murder until proved otherwise. Now, if
a jury convicts a man when he is, in fact, innocent, a type | error will have been made: the jury has
rejected the null hypothesis of innocence aithough it is actually true. If the jury absolves the man,
when he is, in fact, guilty, a type Il error will have been made: the jury has accepted the null hypothesis
of innocence when the man is really guilty. Most people will agree that in this case, a type | error,
convicting an innocent man, is the more serious.
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In practice, of course, researchers rarely base their decisions on a single significance test. Significance
tests may be applied to the answers to every question in a survey but the results will be only
convincing, if consistent patterns emerge. For example, we may conduct a product test to find out
consumers preferences. We do not usually base our conclusions on the results of one particular
question, but we ask several, make statistical tests on the key questions and look for consistent
significances. We must remember that when one makes a series of tests, some of the correct
hypotheses will be rejected by chance. For example, if 20 questions were asked in our "before" and
"after" survey and we test each question at the 5% level, then one of the differences is likely to give
significant results, even if there is no real difference in the population.

No mention is made in these notes of considerations of costs of incorrect decisions. Statistical
significance is not always the only criterion for basing action. Economic considerations of alternative
actions is often just as important.

These, therefore, are the basic steps in the statistical testing procedure. The majority of tests are likely
to be parametric tests where researchers assume some underlying distribution like the normal or
binomial distribution. Researchers will obtain a result, say a difference between two means, calculate
the standard error of the difference and then ask "How far away from the zero difference hypothesis is
the difference we have found from our samples?"

To enable researchers to answer this question, they convert their actual difference into "standard

errors” by dividing it by its standard deviation, then refer to a chart to ascertain the probability of such a
difference occurring.

Example calculations of sample size

1. Suppose a researcher wishes to measure a population with respect to the percentage of
persons owning a maize sheller. He/she may have a rough idea of the likely percentage, and
wishes the sample to be accurate to within 5% points and to be 95% confident of this
accuracy.

2. Consider the standard error of a percentage :

SE(p) = V(lj?(Q)

Assume that the researcher hazards a guess that the likely percentage of ownership is 30%.

Then,

SE(p)= 2 (32)(70)

But 2. [SE(p)] must equal 5% (the level of accuracy required)

ie. 5% = 2+/(30)(70)

n

=336

_ 4(30)(70) _ 8400
25%=4[(_3’0)£7_9)_] ie. T 25 25
14

It is necessary to take a sample of, say, 340 (rounding up).

Generally, then, for percentages, the sample size may be calculated using:

_4 (Plg)

= (2SE)2 for accuracy at the 95% level.
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C 1: In a census taken 6 years ago, 60% of farms were found to be selling horticultural produce
as€ 13 direct to urban markets. Recently a sample survey has been carried out on 1000 farms and
found 70% of them were selling their horticultural produce to urban centres direct.

Situation: Population statistics (P = 60%) are known

Question: Has there been a change in 6 years or is the higher percentage (p = 70%) found due to
sampling error? '

When the population value is known, we can know the sampling error and we use this error for the
purpose of our statistical test. The standard error of a percentage is always pg/n, but in this case the
researcher puts p, the population value, in the formula and uses the size of the sample, n, to ascerain
the standard error of the estimate, p = 70%.

The null hypothesis for this case is : "There is no difference between the sampie percentage of farms
selling direct to urban areas and the population percentage of farms found to be selling direct 6 years
ago” (i.e. the sample we have drawn comes from the population on which the census was carried out
and there has been no change in the 6 years).

This must be a 2-tailed test as it could not be assumed that there would either be more or less farms
selling produce direct six years later.

PQ

—= PQwhere Q=100 P
n

Standard error =

_ [60%40
1000

=+/2.4
=4/1.55%

Statistical test:

p—q _ Absolute difference
PO Standard error of p

n

t=

t= -6% N.B. This has infinite degrees of freedom.
__10
155
t=6.45

If reference is made to the table for a two-tailed test with infinite degrees of freedom, it can be seen
that t = 3.29 which shows that there is only a 1/1000 chance of our result (p = 70%) being due to
sampling error, since 6.45 > 3.29. Researchers realise that the probability of this having occurred
because of sampling error must be even smaller than 1/1000. Thus they are able to say that the
probability that the percentage of households selling direct is now 70% is at least 999/1000 and that
the null hypothesis is refuted at beyond 1/1000 level of significance. If researchers claim this, they
shall be wrong less than 1 in 1000 times.

Six months ago, it was found from a sample survey that 20% of shoppers in a certain urban

Case 2: area buy fresh fruit from street vendors rather than established shops or supgrmarkets. A
second survey, independent of the earlier one, is carried out on 500 respondents and it is found that
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24% of them buy fresh fruit and vegetables regularly from street vendors. Is there any real difference?

Situation: The two surveys are carried out on different occasions, so the two samples may well be
subject to different amounts of error. Due to this researchers use both estimates of
error.

Question: Has the percentage of gift shoppers changed?

Null hypothesis: There is no difference in the percentages of housewives buying from street
vendors six months ago and now. This is a 2-tailed test.

Six months ago Now
P1=20% P2 =24%
nt =200 n2 = 500
20 %80 24 %76
S.E. S.E. (p2)=

pl ql+_p2 q2

Standard error of Pl — P2 = \/
nl n2

Since P1 is independent of P2

20x80 24x76
S.E. (pl—p2)=,/ 00 T 500

=+/8+3.648
=3.3%

Test of significance

20-24
3.3

=118

N.B. This has infinite degrees of freedom.

Since 1.18 < 1.64, the difference is not significant at even 1/10 (10%) level, so the null hypothesis is
not refuted and researchers do not accept that there is any significant change in the percentage of
women buying fresh fruit and vegetables from street vendors.

C 3. 54% of rural housewives are found, in a sample of 200, to include fish in their family's
aS€ 3% weekly diet. However, in a sample of 100 urban housewives only 33% said that fish was a
regular part of their diet.

Situation:  The same commodity is being investigated on the same occasion by listing two parts
of a population.

Question: Is there any difference between rural and urban housewives in their regular
consumption of fish?

Null hypothesis: There is no difference between the two social class groups in their regular
consumption of fish. This is a two-tailed test.

ABC DE
no. =33 =c1 no. =108 =¢2
P1=33% P2 =54%
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n1 =100 n2 =200

Standard errorof P1-P2 =, f—P—q— + P4
nl n2

cl+c2 ><100=33+108><
nl+n2

1 g
3

where p = 100

N.B. Researchers take an average value of p, since they believe both the rural and urban families to be
alike and the circumstances of measurement of p1 and p2 are exactly the same.

47x%53 + 47 %53
100 200

So —\24.91512.45
—/37.36

=6.1

S.E. (p1-p2)=

Significant test

_ pl-p2  33-54
T S.E(pl-p2) 6l
21
T 61
t =3.44

(N.B. This has infinite degrees of freedom).

Since 3.44 > 3.29, the two-tailed t-value for 1/1000 level of significance for 0 degrees of freedom, the
null hypothesis is refuted at beyond the 1/1000 level. Thus the difference in fish consumption
between rural and urban housewives is significant at beyond 1/1000 level.

C 4: 200 housewives are interviewed in June to determine their purchases of a canned fruit
aS€ 2 juice. Two months later, after an intensive promotional campaign, they are re-interviewed
with the same object.

Situation: The same sample is interviewed on two different occasions (or assessing two different
products).

Question: Is there any difference in purchases of the product between June and September?

Null hypothesis: There is no difference in purchases of the product between June and
September (A two-tailed test).
June September
Purchases % 20 32 Sample size = n = 200

; iqi . psqs  2pjps
n n n

The last term under the square root sign = 2 x Covariance of the two assessments, the term which
takes into consideration how each person behaves both in June and September.
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20 x 80 +32><68__2><20><32

E (pj—ps)=
S-E (pj-ps) 200 200 200

3 \/1600+ 2176 —1280

200

=3.54

Significance test
1=20232 3139
3.54

This has infinite degrees of freedom.

Since 3.39 > 3.29 with 0.0 degrees of freedom, the difference between the June and September
purchases is significant at beyond the 1/1000 or 0.1% level, (i.e. the null hypothesis is refuted at this
level).

Confidence intervals for the mean

Sometimes the task is one of estimating a population value from a sample mean, rather than testing
hypotheses. For example, suppose from a sample of 100 farmers it is found that their average monthly
purchases of the Insecticide Bugdeath were 10.5 litres. It cannot assume that simply because the
sample mean was 10.5 litres that this is necessarily a good estimate of the average purchases of all
farmers in the population. Indeed, samples do not and cannot give point estimates, like 10.5 litres.
Rather a sample will give a range within which it is thought the true population value lies. To calculate
this range researchers need to know the standard deviation as well as the mean. The standard
deviation is calculated as follows:

Suppose a small sample of say 8 farmers is taken and asked how much Bugdeath they bought each
month. Their responses appear in table 7.1 below. Their mean consumption is 10.5 litres per month.
In the middle column you will see that researchers have subtracted each of the individual values from
the mean. In the end column these values have been squared and summed to give the total variance.

X Consumption X-X (x')6

in litres
5 -5.5 30.25
8 -2.5 6.25
8 -2.5 6.25
11 0.5 0.25
11 0.5 0.25
1 05 0.25
14 3.5 12.25
16 55 30.25
X=105 Total variance = 86.00

Table 7.1 Calculaiing the mean and
standard deviation

To calculate the standard deviation researchers divide the total variance by the sample size to obtain
the standard deviationi.e. 86+ 8=10.75../10.75 = 3.3

From the standard deviation researchers must now calculate the standard error if they are to project
from what are sample figures to the population. The standard error is calculated by dividing the
standard deviation by the square root of the sample size, viz:

1f§—}- =2.83
8
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Thus the estimate is that the average consumption is 10.5 litres plus or minus 2.83 litres, i.e., it is
estimated that most farmers buy somewhere between 7.67 litres and 13.33 litres. This is the best
estimate that can be given on the basis of such a small sample.

As those who have studied elementary statistics will know, only 68% of the values under a normal
distribution curve lie between *1 standard deviation. In other words, researchers can only be 68%
sure that the true consumption level is between 7.67 and 13.33 litres. If researchers want to be 95%
sure of a correct prediction then they must multiply their standard error by 1.96. (Students may have to
be reminded that if they look up their statistical tables they will see that 95% of the area under the
curve equates to a Z value of 1.96.)

Thus, the calculation becomes:

= X + Z (Standard Error)
Confidence Interval =10.5+1.96 x2.83

=10.5£5.5

=5 to 17 litres

So, researchers are 95% confident that the true value of farmers' usage of Bugdeath is between 5 and
17 litres. This example serves to show the mechanics of the confidence interval calculation and the
poor estimates we get from small sample sizes.

Students who have had a basic training in statistics will also know that if they wanted to be 99%
confident then the Z value would be 2.57 rather than 1.96.

Chapter Summary

Two major principles underlie all sample design: the desire to avoid bias in the selection procedure
and to achieve the maximum precision for a given outlay of resources. Sampling bias arises when
selection is consciously or unconsciously influenced by human choice, the sampling frame
inadequately covers the target population or some sections of the population cannot be found or
refuse to co-operate.

Random, or probability sampling, gives each member of the target population a known and equal
probability of selection. Systematic sampling is a modification of random sampling. To arrive at a
systematic sample we simply calculate the desired sampling fraction and take every nth case.

Stratification increases precision without increasing sample size. There is no departure from the
principles of randomness. It merely denotes that before any selection takes place, the population is
divided into a number of strata, then a random sampile is taken within each stratum. It is only possible to
stratify if the distribution of the population with respect to a particular factor is known, and if it is also
known to which stratum each member of the population belongs. Random stratified sampling is more
precise and more convenient than simple random sampling. Stratification has the effect of removing
differences between stratum means from the sampling error. The best basis would be the frequency
distribution of the principal variable being studied. Some practical problems limit the desirability of a
large humber of strata: (1) past a certain point, the "residual” variation will dominate, and little
improvement will be effected by creating more strata (2) a point may be reached where creation of
additional strata is economically unproductive. Sample sizes within strata are determined either on a
proportional allocation or optimum allocation basis. ‘

Quota sampling is a method of stratified sampling in which the selection within strata is non-random.
Therefore, it is not possible to estimate sampling errors. Some argue that sampling errors are so small
compared with all the other errors and biases that not being able to estimate standard errors is no great
disadvantage. The interviewer may fail to secure a representative sample of respondents in quota
sampling, e.g. are those in the over 65 age group spread over all the age range.or clustered around 65
and 667 Social class controls leave a lot to the interviewer's judgments. Strict control of fieldwork is
more difficult, i.e. did interviewers place respondents in groups where cases are needed rather than in
those to which they belong.

A quota interview on average costs only half or a third as much as a random interview, the labour of
random selection is avoided, and so are the headaches off non-contact and call-backs, and if fieldwork
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has to be quick, perhaps to reduce memory errors, quota sampling may be the only possibility. Quota
sampling is independent of the existence of sampling frames.

The process of sampling complete groups or units is called cluster sampling. Where there is sub-
sampling within the clusters chosen at the first stage, the term multistage sampling applies. The
population is regarded as being composed of a number of first stage or primary sampling units (PSU's)
each of them being made up of a number of second stage units in each selected PSU and so the
procedure continues down to the final sampling unit, with the sampling ideally being random at each
stage. Using cluster samples ensures fieldwork is materially simplified and made cheaper. That is,
cluster sampling tends to offer greater reliability for a given cost rather than greater reliability for a given
sample size. With respect to statistical efficiency, larger numbers of small clusters is better - all other
things being equal - than a small number of large clusters.

Multistage sampling involves first selecting the PSU, then the final sampling units such as individuals,
households or addresses.

Area sampling is basically multistage sampling in which maps, rather than lists or registers, serve as the
sampling frame. This is the main method of sampling in developing countries where adequate
population lists are rare.

Key Terms
Area sampling Null hypothesis Sample mean
Cluster sampling Parametric tests Significance test
Confidence intervals Proportional allocation Standard errors
Degrees of freedom Quota sampling Stratified samples
Multistage sampling Random number Systematic sampling
Non-parametric tests Random sampling Type | errors and type 1l errors

Review Questions

1. Define the term 'random sampling' ’ 6. Explain the term 'primary sampling units 'PSUs'
2. Name the 3 non-probability sampling 7. Define the term 'null hypothesis'.

methods shown in the opening section of

the chapter.

3. What are the 3 key questions to be posed 8. What are the 2 types of statistical tests?
when employing stratified sampling?

4. Explain the term ‘proportional allocation'. 9. Explain the meaning of a 'type | error'.
5. Outline the arguments against quota 10. Which Z value equates to a 95% confidence
sampling. level?
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Rapid Rural Appraisal |Chapter

Rapid Rural Appraisal (RRA) methodology owes much of its early development to Farming Systems
Research and Extension as promoted by the Consultative Group on International Agricultural
Research Centers (CGIAR). RRA was developed in response to the disadvantages of more traditional
research methods, including: the time taken to produce results, the high cost of formal surveys and
the low levels of data reliability due to non-sampling errors. RRA is a bridge between formal surveys
and unstructured research methods such as depth interviews, focus groups and observation studies.
In developing countries, it is sometimes difficult to apply the standard marketing research techniques
employed elsewhere. There is often a paucity of baseline data, poor facilities for marketing research
(e.g. no sampling frames, relatively low literacy among many populations of interest and few trained
enumerators) as well as the lack of appreciation of the need for marketing research. The nature of RRA
is such that it holds the promise of overcoming these and other limitations of marketing research.

Chapter Objectives

¢ To explain the concept of Rapid Rural Appraisal
*  To describe the principal tools and techniques of Rapid Rural Appraisal

¢  To highlight the strengths and weaknesses of Rapid Rural Appraisal in the context of marketing
research studies

» To identify the potential applications of Rapid Rural Appraisal in marketing research studies, and
¢ To outline the principles which should be applied in order to ensure the effective application of
 RRA.

Structure Of The Chapter

First, an attempt is made to define Rapid Rural Appraisal (RRA) and to define the tools upon which the
approach depends. The origins of RRA, in Farm Systems Research, are explained and then the
principal tools of this research methodology are listed. Definitions and descriptions of RRA are
explained before typical applications and potential applications are described. The chapter goes on to
discuss the relative advantages of RRA relative to other methods and techniques, and its distinctive
characteristics are identified. This is followed by an overview of the principles of RRA as applied within
marketing. The final section of the chapter outlines the important contents and preferred orientation
of the report of a rapid rural marketing appraisal study.
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RRA definition

Unfortunately, there is no generally accepted definition of RRA. RRA is more commonly described as
a systematic but semi-structured activity out in the field by a multidisciplinary team and is designed to
obtain new information and to formulate new hypotheses about rural life. A central characteristic of
RRA is that its research teams are multidisciplinary.

Beyond that, the distinction between RRA and other research methodologies dependents upon its
multidisciplinary approach and the particular combination of tools that in employs. A core concept of
RRA is that research should be carried out not by individuals, but by a team comprised of members
drawn from a variety of appropriate disciplines. Such teams are intended to be comprised of some
members with relevant technical backgrounds and others with social science skills, including
marketing research skills. In this way, it is thought that the varying perspectives of RRA research team
members will provide a more balanced picture. The techniques of RRA include:

« interview and question design techniques for individual, household and key informant interviews
s methods of cross-checking information from different sources

» sampling techniques that can be adapted to a particular objective

¢ methods of obtaining quantitative data in a short time frame

= group interview techniques, including focus-group interviewing

» methods of direct observation at site level, and

¢ use of secondary data sources.

McCracken et al'. describe, rather than define, RRA as an approach for conducting action-oriented
research in developing countries.

Ellman? offers a good example to compare the "traditional” rural development research to RRA. He
was requested to analyse the achievements of four types of land settlement schemes in Sri Lanka and
to recommend a policy for future settlement in one million acres of cultivable land. He was advised, by
a statistician, to sample 20% of the settlements in operation. This meant 80 settiements and two and a
half years of field survey were carried out by two experienced researchers. Finally, he and his
colleague, helped by two assistants, conducted "full social, economic and attitudinal surveys" with a
sample of 20 settlements. Nine months were needed to coliect the data, and six months to write it up.
The result: a two-volume report of 305 pages. By the time the message (Ellman says "quite a simple
one") was absorbed by those who needed to know it, the government had changed and suddenly
the study had lost much of its relevance. With the idea of RRA in mind, he is "convinced that the same
message could have been put across more quickly, cheaply and effectively, with evidence drawn from
a smaller, purposively selected and studied sample and with no significant reduction in reliability”.

Eliman was later commissioned to carry out another study, and having learnt from that earlier
experience, he identified the minimum amount of data that was required and was likely to be
effectively used for planning purposes. A team of ten people collected data in six weeks, and
produced a 25-page report with clear recommendations, which were broadly accepted by the
government and the international agency. The project, concerning integrated rural development, was
finally implemented.

The application of RRA has been quite wide as regards rural development, for example in health,
nutrition, emergencies and disasters, non-formal education, agroforestry, natural resource
assessment and sociology approaches. RRA has also been applied in agricultural marketing, although
the marketing orientation of RRA studies has not been very well defined.

Thus the term rapid appraisal does not refer to a single technique but to a range of investigation
procedures. Their chief characteristics are that they take only a short time to complete, tend to be
relatively cheap to carry out and make use of more ‘'informal' data collection procedures. The
techniques rely primarily on expert observation coupled with semi-structured interviewing of farmers,
local leaders and officials. In substance the techniques of RRA have much in common with the social
anthropologist's case study approach but are executed over a period of weeks, or at most months,
rather than extending over several years. To date RRA has mainly been used in the field of rural
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development as a short cut method to be employed at the feasibility stage of project planning.

RRA is also useful for supporting decisions towards the improvement of agricultural marketing
systems in developing countries. The role that Rapid Rural Marketing Appraisal (RRMA) can play in this
broad sense of marketing research lies in the identification and prioritisation of marketing problems,
and the evaluation of practical means of improving marketing functions, to meet the needs for
expansion coupled with higher performance. The first step is to describe accurately and meaningfully
the systems that exist. The next step is the evaluation of structures and performance, and the major
forces responsible for changing their relationships. In a broader scope, research must analyse the
changing strategic role of marketing in the development process.

A checklist of some general and more specific research activities and topics is suggested in the
following, where RRMA seems to be a suitable approach:

Description, problems of assessment and evaluation of marketing systems for design of
improvement projects in production, storage, handling, processing, transportation and
distribution, as well as wholesaling and retailing, analysing alternatives

Analysis of marketing feasibility and social acceptability of performance improvements. Prediction
of effects on conduct and structure, as well as social effects

Monitoring and evaluation of marketing activities
Design and selection of topics to conduct further or other types of research or trials

Rural communications design for interventions in nutrition, technology adoption, health, housing,
standard of living, education, etc.

Extension techniques assessment for training and technical assistance

Design of participatory schemes, like farmer-managed marketing enterprises supported by a
development or governmental agency

Rural organisations assessment
Understanding of resources use and dependency patterns of local communities

Design of strategies for reduction of losses and deterioration in quality, and quality improvement
of agricultural products

Design of strategies for reduction in production and marketing activities costs
Understanding and improvement of price efficiencies

Evaluation of proposed changes in agricultural marketing systems, in terms of objectives of an
efficiency for producers, consumers and intermediaries

Measurement of performance of the "macro* level in marketing systems, in terms of development
goals, such as improvement in nutritional status, proportion of the income spent on food, or
increased rural income and standard of living

Managerial, technical and marketing expertise necessity assessment

Identification and analysis of existing and potential markets for new food products and processes

Understanding of the technical, social, and economic constraints of traditional farming systems to
define research that will lead to changes of benefit to the farmer

Development of projects, products and processes having an ex-ante market evaluation
Facilitation of the commercialisation of socially desirable food products

Development of pricing, promotion and distribution techniques, using profitability and economic
criteria
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» Analysis of farmers' perception of farm household risk and uncertainty over practices of
production, storage, and distribution, perception of price incentives and other stimuli

» Evaluation of systems using a global perspective: economic requirements of the system,
appropriate social values, the interacting institutions, and the flow of final results.

Rapid rural appraisal is a set of techniques that can be applied as a preliminary stage when embarking
on surveys of farmers. The technique essentially involves an informal, rapid, exploratory study of a
specified geographical area designed to establish an 'understanding' of local agricultural conditions,
problems and characteristics. They can provide basic information on the feasibility of beginning a
survey project in an area, particularly when one is intending to survey an area about which little is
known.

RRMA is also a suitable approach in the commercial sense of marketing and not merely social, that is
the research of consumer needs and wants from the viewpoint which looks at rural people as a target
market. As in the case of social marketing, the application of RRMA will depend on particular
circumstances and research objectives. Some research topics, both general and more particular, to
carry out RRMA research having rural communities as target markets are suggested in the following:

« ldentification of the needs of communities in rural areas, and of the future direction and strategy of
food technology research to satisfy those needs

¢  Study of the market to discover a target market or a market segment for which producers might
develop a product

* Totest that a project is "on track”, that is according to the wants and needs of the consumer or the
end-user

= Appropriate technology design; suitability, acceptability, adoption patterns and impact evaluation
of technology changes

Identification of intensity and variety of forms taken by consumers' demands

< ldentification of demographic and psychographic characteristics and constraints on consumer
behaviour that determine and affect the market performance, e.g. economic status, income, life
style, consumption habits

= Knowledge of what consumers would like to do, and what they are able to do

« ldentification of stratification criteria within rural communities for market segmentation strategies

»  Study of rural people's attitudes and cultural characteristics towards nutritional improvements,
selection of target groups and development of product to be supplemented, and selection or
design of the delivery system

»  Study of individual and organisational decision-making processes concerning purchasing and
consumption patterns; leadership impact

*  Study of consumer needs by analysing attitudes, motivation, and behaviour, e.g. risk perception,
price perception, brand differentiation and consumer's knowledge of the quality and range of
goods and services

» Development and selection of product concepts, products testing, experimentation on
developing the prototype product, specification of production process and products

»  Definition of research priorities, determination of variables to analyse, setting up experimentation
criteria, definition of hypotheses :

»  Design, evaluation and monitoring of nutrition programmes
* Development of advertising strategies: definition, development and testing, and monitoring and

evaluation; audience considerations, valuation of performance and effectiveness, support for
response measurement
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» Development of total propositions for rural requirements: product, packaging, positioning and
advertising

e Des_ign of packaging for rural conditions: functional considerations, appeal at the wholesaling and
retailer level, packaging screening tests, effect evaluation

e Corporate image research for firms and institutions working in rural communities.

RRMA can be used to quickly obtain basic information specifically to aid the generation of hypotheses
and the design of questions for a questionnaire. In particular information can be gathered relating to:

e farming system characteristics (e.g. farm sizes and types)

e farmers' decision-making processes (e.g. how decisions are made concerning the purchase of
new equipment, and the criteria considered important)

e issues of concern to farmers (e.g. their major farming problems)

» farmers' equipment ownership (e.g. which type of farmers own which type of equipment, and
where they are located).

With a rapid rural appraisal the researcher acts like an explorer, making a brief survey of the horizon
before plunging into the depths of the research from which the wider view is no longer possible. If the
researcher observes keenly at the stant, the remainder of the survey process stands a better chance
of success and time will not be wasted. Without a rapid rural appraisal a researcher may find himself
surveying the wrong area, collecting the wrong type of information, asking the wrong people, and
precious time and funds can be lost back-tracking.

The appraisal can produce, at a minimum cost, a rich description of life in the farming community and
an understanding of local agricultural characteristics that will be invaluable in ensuring that the right
areas and people are surveyed and that appropriate questions are asked.

Differences between rapid rural appraisal and other approaches

Chambers3 describes the orientation of RRA as a "fairly-quick and-fairly-clean" appraisal, and as
opposed to the fast and careless studies (he calls them "quick-and-dirty" studies) and the slow and
excessively accurate approaches ("long-and-dirty").

On the one hand, the most common form of fast, rough studies - the "quick-and-dirty" approach - is
termed rural development tourism, that is the brief rural visit by the urban based "expert". Although
Chambers says that it can be cost-effective for the outstanding individual, it is important to be clear that
it can be actually low-cost research, but of course not cost-effective. This practitioner, as opposed to
the formal academic, wants quick insights and quick results. "Brief rural visits, snatches of information
here and there and a few observations, anecdotes and impressions are put together as the basis for
time-bound judgements and decisions". Commonly rural development tourism means highly biased
results, especially concerning anti-poverty biases. In other words, it has large misperceptions and
misinterpretations of the rural reality, and not only due to lack of time to carry out a deeper research.

Chambers cites the main biases of rural development tourism as being: spatial (urban-tarmac-and-
roadside biases, that is going only to easily accessible places), project (neglecting non-project areas),
personal contact (meeting the less poor and more powerful rural people, men rather than women,
users of services rather than non-users, and so on), dry season (travelling in the post-harvest or post-
rainy season, when it is easier) and politeness-and-protocol bias (lack of courtesy and convention, lack
of adaptation to local conditions, shortage of time, etc.).

On the other hand, formal and accurate studies - the "long-and-dirty" ones Chambers goes on to
describe - are longer and more costly solutions preferred by "well-trained" professionals. They are
preferred by the academic community, interested more in detail, precise observation and
measurement and rigorous and respectable methodology and with a generally rather unhurried
concern for knowledge for its own sake in the longer term. Formal studies do not generate information
in the early stages, and some, though not all of them, are academically excellent but finally useless,
very likely because of the lack of opportunity to induce the desired effects or results. Many are never
used: never coded, punched, processed, printed out, examined, written up, read, understood or
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known to actually change action. Moreover, many studies rarely communicate the knowledge gained;
researchers write in a way that makes it unavailable or unintelligible to bureaucrats in the formal
planning system. Chambers® says "... rural surveys must be one of the most inefficient industries in
the world ...; the longer the research takes, the longer and less usable the report tends to be and the
greater the time available for sweeping the dirt under the carpet". The biggest single blockage is the
failure to "treat statistics as servant rather than master". Cases fo illustrate the fact can be seen all over
the world: papers that, if finally written, are too late to induce the change desired (for instance, the
case already described in Ellman's? experience). McCracken et al.! summarised the main arguments
against inefficient formal (traditional) studies demonstrating that these conventional methods have a
long duration, fixed and formal structure, limited scope, weak integration, exhaustive depth, “top-
down" direction, low integration with local farmers, high cost and inefficient use of time and manpower.

As stated earlier, the point is to determine which information is really relevant, opportune,
understandable and actually useful for the decision makers: the middle zone (between both
extremes, the short-and-inaccurate and the long-and-excessively-accurate) of greater cost-
effectiveness. The task is obviously not easy and requires experience, knowledge, and perhaps, as it
has been even suggested to define RRA, a lot of "common sense". It is therefore important to realise
that RRA procedures are more and not less demanding of expertise, when compared to the "dirty-
short" and "dirty-long" approaches. Optimal ignorance can only be achieved if investigators are both
well informed and sensitive to what they may not know.

Team composition

One of the main characteristics of RRA is to work with a multidisciplinary team. The advantages have
been already discussed. Chambers® is emphatic in pointing out that the argument that it is necessary
to have an integrated and coordinated approach to research cannot be used as an argument for
having only one well-informed and intelligent person to do it all. Moreover, Beebe* proposes not
using the term Rapid Appraisal to describe studies done by one person.

The question remaining is, "which disciplines have to participate?" The point does not seem to be
very critical, since for example Shanner> et al. think that the disciplinary speciality of team members is
not critical as long as "several" disciplines are represented. For agricultural marketing purposes, and of
course depending on the objectives of the research, the best solution seems to be to have at least a
team of two researchers, one with natural-sciences background (agriculture and related disciplines),
and another with social-sciences background (e.g. economist, sociologist), but both with marketing
knowledge. This background of course is not definitive, yet the recommendation is still to have at least
two researchers. The particular skills of researchers are discussed in the next chapter.

The recommendation is to recruit both men and women to be included on the research team, to
overcome the difficulties and take advantage of the situations associated with researcher gender, as
well as to provide possible different insights.

Another recommendation is for researchers to have "some" familiarity with aspects of the systems
being investigated. Teams should be composed of a mix of insiders and outsiders. Insiders or people
very familiar with the area will provide a high-knowledge perspective to the problem. The outsider's
participation may be extremely valuable to the insiders in identifying possible options and in noting
constraints that might otherwise be overlooked. Outsiders also can gain insights and knowledge that
can guide their research activities away from the farm. These considerations are in addition to the
points discussed above concerning participation of farmers themselves.

To carry out research with real interaction and participation of all members of the team it is
recommended to work with smaller teams rather than larger teams; a ten-member team is probably too
large. For example, large teams working in the same interview simultaneously can intimidate rural
people.

Opinions differ on how to structure the time of RRMA, but there is almost universal agreement on the
importance of dividing time between collecting data and team interactions to make sense out of the
collected data?. Interactions between researchers at the end of each day and at the end of the field
work seem to be essential in determining the success of the RRMA. Scheduling RRMA time can
ensure that time for group interaction will be adequate and that a variety of different activities can be
covered in a short period of time. As an initial phase, that is even before deciding on how io structure
the plan, it is necessary to decide on whether to invest in a preliminary visit by one or two members of
the team, expecting them to explain the forthcoming research, find a place to work (for the team
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sessions), arrange vehicles, identify local participants, request for information, and so on.

The rapid rural appraisal technique is straight - forward to administer but can be physically demanding.
It cannot be accomplished simply by driving along a main road looking at fields (although such a
method may be a way to begin). The successful appraisal may require tracking over fields in high
temperatures and/or over difficult terrain. Researchers must be prepared to collect information in the
fields, market places, or wherever farmers' daily routines take them.

The rapid rural appraisal requires mental and methodological fiexibility. It does not proceed like the
formal questionnaire survey' where predetermined hypotheses are tested. Instead, important
questions, issues and the direction of the study emerge as information is collected. This is not to say
that the informal survey lacks logic, but that one must be able to accommodate new information and
adjust research plans accordingly.

The principles of rapid rural appraisals

The following are the principles of RRA agreed by its practitioners, in spite of the fact that there are
different opinions and criteria concerning them. These are general principles of theory:

1. Optimising trade-offs: relating the costs of learning to the useful truth of information, having trade-
offs between quantity, relevance, accuracy and timeliness of the information acquired, as well as
its actual use. Trade-offs in this sense are not merely mathematical ratios, but they also entail, in
the context of cost-effectiveness, alertness, observation, imagination and the ability to pursue
serendipity.

2. Offsetting biases: through introspection, it is necessary to identify cognitive biases and
deliberately offset those biases. The recommendations are: to be relaxed and not rushed;
listening not lecturing; probing instead of passing onto the next topic; being unimposing instead
of imposing; and seeking out the poorer people and what concerns them.

3. Triangulating: using more than one technique/source of information to cross-check answers, that
is comparing and complementing information from different sources or gathered in different ways.
it also involves having team - multidisciplinary - members with the ability to approach the same
piece of information or the same question from different perspectives.

4. Learning from and with the rural people: this means learning directly, on-site, and face-to-face,
gaining from indigenous physical, technical, and social knowledge. Farmers' perceptions and
understanding of resource situations and problems are important to learn and comprehend
because solutions must be viable and acceptable in the local context, and because local
inhabitants possess extensive knowledge about their resource setting.

5. Learning rapidly and progressively: this means the process of learning with conscious exploration,
flexible use of methods, opportunism, improvisation, iteration, and cross-checking, not foliowing a
blueprint programme but adapting through the learning process. However, this could sound again
as a non-systematic way of carrying out research.

A fundamental principle is the making of contact with the rural population in a learning process. This
aspect must be one of the focal points.

Agricultural issues worth investigation through appraisals

Before embarking on any appraisal, the research team needs to decide what type of information is
needed. The specific objectives of the appraisal should be very clear and a list of important topics for
investigation should be drawn up.

In conducting surveys of farmers to establish either demand for, or the acceptability of, new
equipment types, the researchers should be looking for information concerning agricultural, farm
power and socio-economic issues. Information should be collected on any related issues in these
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areas that might affect interest in the equipment being considered. Examples of the types of
information that might be collected are outlined below:

Agricultural issues : for RRA

»  Main crops grown (by season)

+  Land use intensity

»  Extent of inter-cropping

s Soil types and soil conditions {degree of salinity, water-logging)
s Farm sizes areas owned and areas cultivated

»  Extent of farm fragmentation; size of individual plots, average number of plots owned, and
distances from farmstead

¢ Ground topography: upland/lowland; land slope, field characteristics (average size, obstacles for
efficient use of machinery)

»  |rrigation supply canal, rainfed, tubewell, time, day and duration of water received
¢ Crop yields
= Agricultural practices: methods used and timing for:

¢ Land preparation

« Planting, sowing, transplantation

= Fertilizer application

+ Weeding

¢+ Irrigation, drainage

¢ Harvesting

= Crop processing

s Transportation
Farm power issues : for RRA

»  Inventory/ownership of equipment (tractors, implements, tools)
- ¢ Use of different power sources for each operation (mechanised, animal or hand)

¢  Problems experienced in conducting different operations (e.g. labour supply, cost, crop quality,
conditions)

e Use of hiring/contracting services for different operations (reasons)
s Labour utilisation type (family, hired), labour cost and availability
¢ Sources of funds used to purchase machines/equipment in past

»  Machine requirement priorities
Socio-economic issues : for RRA

® Land tenure ’systems : tenants, owners, owners-cum-tenants

*  Decision making units; extent and influence of social networks on machine/implement/tool
purchasing

"o Farm incomes : sources and amount
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e  Availability of resources: sources of funds if required (personal, friends, relatives, agricultural
banks, money lenders)

e Age and level of education.
Field eperation principles

Armed with tentative questions and information objectives, field research can begin. At first
everything may seem confusing in the field. However, before long the region will become
understandable if researchers follow three simple principles of fieldwork :

Observe : Researchers should keenly watch for patterns of crop production, land use, and
farm/farmer behaviour.

Converse : Researchers should stop and talk to farmers and listen to their concerns and views.

Record : Researchers should write everything down. Complete field-notes are crucial. This is

especially essential in the early stages of the appraisal to help organise thinking.

If a large region is to be studied in the rural appraisal and a large research team is to be employed, it is
advisable to carefully divide the region into smaller areas and appoint small teams (of 2 or 3
researchers) to cover each area. Specific delineation of the boundaries of each area must be made to
ensure that no overlap occurs between teams.

A secondary data review should be conducted before conducting the research in the field. This would
involve searching for and studying existing reports and records, and not only published data.
Relevant information can be found in government agencies, universities, research centres, marketing
bodies and other institutions. Relevant information can be project documents, research papers,
annual reports, previous survey results, maps, as well as journals and books and even newspapers.

Field techniques : Mapping agricultural data

A convenient way to systematically and accurately record basic agricultural data is to develop
agricultural maps of the area whilst in the field, a technique often referred to as 'field plotting'. Field
characteristics such as crop types, field sizes, irrigation methods, soil conditions, and so on are
identified and base maps are then annotated to illustrate the location and extent of each of the
characteristics observed.

P . £b . The first step is to prepare an outline of the area to be studied. Any
reparation of base maps: ,jjaple maps of the district should be consulted in the
preparations, and the final base map should feature :

e Major and minor communication routes
e Major and minor settlements (towns and villages)

*  Major geographicaltopographical features (e.g. irrigation canals) which may assist researchers in
the field to identify their exact location in relation to the map

e Major roads

e Minor roads

e Water ways

¢ Villages/minor settlements; land use

e  Field mapping of land use.
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Figure 8.1 A rapid rural
appraisal base map
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One systematic means of ensuring that mapping of land use is evenly spread throughout an area is to
record/map the land use which is observed whilst driving along the roads identified on the map. This
technique is called a 'windshield survey' and can be conducted in two forms.

Conti di JAll land use within 100 metres of either side of the road (or one side if the
ontinuous reCordmg: .4 is on the area boundary) is recorded on the base map.

Figure 8.2 Continuous recording

| w158 Grain |
w:| silos

Scsc }vsﬂr}v‘mageﬁ : /

Roéd

‘; Key o :
- -SB = Sugarbeet . SC:Sugarbcane W-=Wheat

Mapping in this way can give a very accurate reflection of land use types in a region, but it can be very
time-consuming.

The alternative method is to record the land use at 'set intervals'

Systematic step recording: along the routes, for example every 1 or 2 km.

Figure 8.3 Systematic step recording

The advantage here is that the mapping process can be completed in a relatively short time, and
provided strictly systematic methods are employed a good representation of land use in the area can
be obtained.

The ultimate objective here is to produce a map which shows the major land-use types in the area, and

colours can be used to improve visual recognition. The map can be further developed by recording
(with the use of symbols/colours/notes) other characteristics of farming in the area.
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Figure 8.4 RRA base map using|
systematic step recording
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If strict systematic procedures have been followed and the field research has recorded the proportion
of different crop types within the 50m area either side of the roads, then it is possible to use this data
to calculate approximately the total proportions of different land use in the area. This is achieved by
summing the frequency and proportions of each land use type and calculating its percentage share of
total land use area.

. . In certain areas of the region being studied it
Recording agricultural data by transects: may be appropriate to grecord 3ata along
'transects' rather than along communication routes. Roads tend to follow contours and thus land use
in an area which includes wide variations in land height may be poorly represented if route-mapping is
used. A route-mapping exercise in such an area as this would not record potentially marked
differences in land use which may be present at different land heights within the area not traversed by
roads.

In such situations 'transect’ mapping can be employed where land-use is plotted at different land
levels (on foot or by eye in rough terrain areas).A transect map might appear as follows:

~fFigure 8.5 Recording data by transect

:‘..-“1~

| 'IECrops '

‘Farm size S

: '5':Farm,organ15ation o
Sl Produaivny/yieids“ i
Level of mechamsatlon g

S _‘__;___";_j__ e

It should be borne in mind that land use mapping and field observations are 'time-frozen' that is they
show the agricultural situation at only one specific period in time. To gain a fuller understanding of local
agriculture, particularly in respect of seasonal changes in land-use (rotations) and expected future
crops, interviews with individuals from within the local community concerned are essential as part of
the rapid rural appraisal.

Aerial photographs can be useful too. These are useful in the planning of field research, to identify
settlements, for the evaluation of the availability of natural resources, crop-patterns, land-use and
physical evidence of land-holding, and the assessment of the existence, distribution and conditions
of roads within a defined area of interest.
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Field techniques:

The key to a successful informal survey, especially in relation to understanding farmers’ problems, is a
few successful interviews.

Due to the nature of informal surveys it is not essential to select farmers at random using sophisticated
random sampling techniques. It is certainly advisable to ensure that interviews are conducted with a
variety of farmers who are likely to represent a wide cross-section of interests in the farming community
(e.g. small and large farms), but farmers can be selected by either stopping en route at systematic
intervals and interviewing farmers who can be obtained, or by selecting 1 or 2 ‘typical' villages and
interviewing a number of farmers in each.

. One rapid way to learn a great deal about a local farming system is to identify 'key
Key informants: i tormants' in the villages, i.e. individuals who have great knowledge about the
village, the farms, crops and local conditions and problems (for example village elders, heads, large
farmers). One should not believe everything key informants say but likewise one should not disregard
the old timer who enjoys talking. Usually one will only be able to obtain qualitative data in the sense
that most comments made by key informants will be about farmers' problems and conditions.
However, if the interviewer asks the right questions, some quantitative data can be collected. For
example average farm sizes in the area, or the humber of farmers in the village.

Techniques such as ranking exercises are used as a quick means of finding out an individual's or a
group's lists of preferences and priorities, and identification of wealth distribution, as well as seasonal
changes in the lives of rural people (for example distribution of productive activities, changes in prices,
availability of inputs, rainfall periods, etc.).

. . . . Although data collected through a rapid appraisal is
Recording rapid rural appraisal data: usually for the purposes of one planned survey, it is
imperative that the information is recorded in a form which will be useful to subsequent surveys in the
longer term. The data should be recorded in such a way that a data-base can be constructed for use as
reference material for all future surveys.

1 The results of appraisal field research conducted by each team for each area should be fully
written up in a common format. A useful format would be to construct 'data sheets' on which
comments are recorded under the headings outlined earlier.

2 . The results of each team's appraisal maps and data sheets should be combined into 'master
sheets' to enable subsequent ease of reference and storage.

3 Successive appraisal maps should use common scales, keys, symbols, colours, etc. making
comparison between two areas and two appraisals possible.
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The Rapid Rural Marketing Appraisal report

The entire RRMA research process and particularly the report should be made "transparent" to
readers of the research, and that concerns reliability and replicability of findings. It is the responsibility
of the researcher to demonstrate how his or her conclusions were derived from the data, and in such a
way that someone else can follow and, if necessary, replicate the analysis and achieve the same resutt
or dispute those conclusions. As a result, the researcher has to "defend" the validity of his/her
research findings and of the whole process, including the general constraints of the context, and the
particular constraints when collecting and analysing the data. All these considerations have to be
reflected in the research report.

A framework for the definition of criteria for the characteristics for the validity of the RRMA report might
be:

1. Natural History: report of which avenues were followed and which were rejected. Discussion of
policy context in which the research was conceived, the original purpose of the study and the
initial design; how these developed, and what factors or findings led to major shifts in
direction, and how the report relates to the policy context

2. Data collected and techniques: discussion of whether the kind of data collected is that
demanded by the research problem. Evaluation of the data quality. Evaluation of procedures
followed for data collection.

3. Analysis: suitability of analysis (rigorous, systematic, comprehensive and sensitive) and
illumination of policy problem by the data. Evaluation of data analysis procedures.

4. Validity of links between concepts and indicators: considerations of descriptive validity: events
and indicators being really what they are though to be; and considerations of conceptual
validity: extent to which the concepts and categories used fit the data.

5. Validity of hypotheses or theories: considerations of theoretical validity; way in which concepts
are handled and the "coherence” of the resulting theory.

6. Theory kept to the limits imposed by sampling selection: considerations of external validity.
Scope and generalisation of the theory dependent on the samples used. Replicability
considerations.

7. External theoretical validity of the research: relationship of the study to the wider body of
knowledge related. Value placed on the research by those who commissioned it, and value for
all the people concerned and involved. Project's impact on the definition, development and
understanding of policy. Contribution made to the general body of knowledge.

Chapter Summary

Rapid Rural Marketing Appraisal (RRMA) emphasises the essential role that marketing plays in the rural
development process for Third World countries, and stresses that it is necessary to appreciate the role
of "good" rural marketing research to reduce the risk in rural marketing decision making. RRMA (as an
agricultural marketing research approach) represents the contextual understanding of agricultural
marketing systems, and the application of ad hoc techniques - as well as correct adaptation of
techniques by offsetting and to some extent overcoming the difficulties of carrying out research in the
rural environment of developing countries. However, the utilisation of RRMA has to overcome a good
number of misconceptions about how the ideal marketing research has to be, since decision makers
feel themselves more confident when supporting the decisions in "cold" figures rather than in actual
understanding. Moreover, they feel it is always required to have formal quantitative surveys, motivated
more by avoiding the negative results than by the positive expectations.

First of all, RRMA represents a paradigm to understand rural development and its marketing
implications: understanding development as the result of:

a) the complex interaction of variables and context, having multiple and changing relationships, and

b) the necessary involvement and participation of farmers (and rural people in general), since the very
research process, perceives research as a mutual learning process, including also the research
component in the formulation and monitoring of development projects.
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The process implies not only the generation of projects for the improvement of "pure" marketing
functions. RRMA is indeed a very powerful tool to understand the final marketing implications of every
endeavour; after all, development necessarily depends upon the degree to which the prospective
beneficiaries recognise it as useful to them.

RRMA understands marketing systems in all their complexity and final implications. The interaction and
sharing of insights by multidisciplinary researchers avoids the biased partial views, by analysing the
systems (agro-ecosystems) performance, and understanding that they are the result of the interaction
of social and natural elements. RRMA analyses the structure of systems and provides a means of
predicting the effects of changes and suggesting improvement actions.

RRMA also considers research as searching for and analysing data in a fast and cost-effective way.
Moreover, RRMA does not only consider the requirement of the fair amount and the fair quality of the
information to support marketing decisions, but also gives sufficient openness to accept and
incorporate unexpected but relevant information in an ongoing process. RRMA links flexible
techniques in a coherent form to collect on-site, cross-check, validate and analyse data according to
those priorities. Equally important, RRMA considers simplicity, relevance and meaning as basic points
in presenting findings and suggesting action.

RRMA takes into account the huge cultural diversity of groups of rural population in developing
countries. Secondary data collection, direct observation and semi-structured interviewing are very
useful techniques for the full on-site understanding and cultural adaptation required by research, if it is
objective. Moreover, the participation of farmers in the research process, as well as the inclusion of
local researchers and researchers with knowledge about the site and having multiple disciplines, all
contribute towards overcoming the difficulties in adaptation of the research to the local conditions, i.e.
the adaptation to cultural values and beliefs, language, perception patterns, productive activities,
economies, traditions, religion, ethical features, politics, and so on.

RRMA offers a reasonable contribution towards overcoming the difficulties of sampling in a rural
environment. It avoids the biases of “rural-tourism" research, and tries to study the events on-site, just
where they occur or where the evidence is. As a result, RRMA information, limited obviously by the
scope of the investigation, generates a purposive sampling frame of key and casual informants and
geographical unbiased transects, without strict statistical representativeness, but with high natural-
objective representativeness. This representativeness is enhanced by the triangulation procedures,
resulting in increased validity.

RRMA proposes gaining accessibility to rural people by involving them in the research process, that is
in learning, collecting, finding and analysing information in open discussions and total interaction. As a
result, this participatory research also increases accessibility to sites. In addition, the use of key
indicators and the information provided by key informants allows access to information otherwise hard
to gather. Other techniques, and especially the case of aerial photography, provide a means of
gathering information otherwise not accessible, or difficult to appreciate in all its magnitude.

RRMA is an emerging approach, evolving and improving, and therefore it is still limited. There are
types of research than RRMA cannot do, for example that requiring statistical reliability, strict
replicability and quantitatively precise conclusions. However, it seems to be always useful in exploring,
complementing, supplementing and validating other types of marketing research - that is to say more
formal types - in rural environments. Its usefulness will depend on the particular interests of each piece
of research, but it is always a viable alternative.

Key Terms
Aerial photographs Multidiscipline teams Social marketing
Base maps Quick-and-dirty methods Systematic recording
Continuous recording Rapid Rural Marketing Appraisal Transects

Key informants
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Review Questions

From your knowledge of the material in this chapter, give brief answers to the following questions:

1. Explain the meaning of the term 'systematic = 5. How is triangulation applied within the
step recording'. context of rapid rural appraisals?

2. Explain what is meant by 'a transect'. 6. What are the 3 core field operating principles
mentioned in the textbook?

3. Who are 'key informants'? 8. Up until now what has been the principal
application of rapid rural appraisal?

4. What weaknesses did McCracken identify in 7. What advice is given regarding the right size
conventional long-term studies? of a multidisciplinary team carrying out a
rapid appraisal?
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Marketing Information
Systems

Chapter

To understand the proper role of information systems one must examine what managers do and what
information they need for decision making. We must also understand how decisions are made and
what kinds of decision problems can be supported by formal information systems. One can then
determine whether information systems will be valuable tools and how they should be designed.

Chapter Objectives

This chapter has the purpose of leading the reader towards:

An understanding of the different roles managers play and how marketing information systems
can support them in these roles

An appreciation of the different types and levels of marketing decision making

A knowledge of the major components of a marketing information system

An awareness of the often under-utilised internal sources of information available to enterprises
An ability to clearly distinguish between marketing research and marketing intelligence, and

An understanding of the nature of analytical models within marketing information system.

Structure of the Chapter

The chapter opens with a wide-ranging discussion of the functions of management, the various types
and levels of decision that marketing managers must make. This then comprises the first half of the
chapter whilst the second part deals with the main components of a marketing information systems..
Internal reporting systems, marketing research systems, marketing intelligence systems and analytical
model banks are all discussed.
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The Functions of Management

Clearly, information systems that claim to support managers cannot be built unless one understands
what managers do and how they do it. The classical model of what managers do, espoused by writers
in the 1920's, such as Henry Fayol, whilst intuitively attractive in itself, is of limited value as an aid to
information system design. The classical model identifies the following 5 functions as the parameters
of what managers do:

1 Planning

2 Organising

3 Coordinating
4 Deciding

5 Controlling

Such a model emphasises what managers do, but not how they do it, or why. More recently, the stress
has been placed upon the behavioural aspects of management decision making. Behavioural models
are based on empirical evidence showing that managers are less systematic, less reflective, more
reactive and less well organised than the classical model projects managers to be. For instance,
behavioural models describe 6 managerial characteristics:

s High volume, high speed work

e Variety, fragmentation, brevity

= |ssue preference current, ad hoc, specific
e Complex web of interactions, contacts

»  Strong preference for verbal media.

Such behavioural models stress that managers work at an unrelenting pace and at a high level of
intensity. This is just as true for managers operating in the developing world as in the developed world.
The nature of the pressures may be different but there is no evidence that they are any less intense.
The model also emphasises that the activities of managers is characterised by variety, fragmentation
and brevity. There is simply not enough time for managers to get deeply involved in a wide range of
issues. The attention of managers increase rapidly from one issue to another, with very litile pattern. A
problem occurs and all other matters must be dropped until it is solved. Research suggests that a
manager's day is characterised by a large number of tasks with only small periods of time devoted to
each individual task.

Managers prefer speculation, hearsay, gossip in brief, current, up-to-date, although uncertain
information. Historical, certain, routine information receives less attention. Managers want to work on
issues that are current, specific and ad hoc.

Managers are involved in a complex and diverse web of contacts that together act as an information
system. They converse with customers, competitors, colleagues, peers, secretaries, government
officials, and so forth. In one sense, managers operate a network of contacis throughout the
organisation and the environment.

Several studies have found that managers prefer verbal forms of communication to written forms.
Verbal media are perceived to offer greater flexibility, require less effort and bring a faster response.
Communication is the work of the manager, and he or she uses whatever tools are available to be an
effective communicator.

Despite the flood of work, the numerous deadlines, and the random order of crises, it has generally
been found that successful managers appear to be able to control their own affairs. To some extent,
high-level managers are at the mercy of their subordinates, who bring to their attention crises and
activities that must be attended to immediately. Nevertheless, successful managers are those who can
control the activities that they choose to get involved in on a day-to-day basis. By developing their own
long-term commitments, their own information channels, and their own networks, senior managers can
‘control their personal agendas. Less successful managers tend to be overwhelmed by problems
brought to them by subordinates.
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Managerial Roles

Mintzberg suggests that managerial activities fall into 3 categories: interpersonal, information
processing and decision making. An important interpersonal role is that of figurehead for the
organisation. Second, a manager acts as a leader, attempting to motivate subordinates. Lastly,
managers act as a liaison between various levels of the organisation and, within each level, among
levels of the management team.

A second set of managerial roles, termed as informational roles, can be identified. Managers act as the
nerve centre for the organisation, receiving the latest, most concrete, most up-to-date information and
redistributing it to those who need to know.

A more familiar set of managerial roles is that of decisional roles. Managers act as entrepreneurs by
initiating new kinds of activities; they handle disturbances arising in the organisation; they allocate
resources where they are needed in the organisation; and they mediate between groups in conflict
within the organisation.

In the area of interpersonal roles, information systems are extremely limited and make only indirect
contributions, acting largely as a communications aid in some of the newer office automation and
communication-oriented applications. These systems make a much larger contribution in the field of
informational roles; large-scale MIS systems, office systems, and professional work stations that can
enhance a manager's presentation of information are significant. In the area of decision making, only
recently have decision support systems and microcomputer-based systems begun to make important
contributions.

While information systems have made great contributions to organisations, until recently these
contributions have been confined to narrow, transaction processing areas. Much work needs to be
done in broadening the impact of systems on professional and managerial life.

Decision Making

Decision making is often seen as the centre of what managers do, something that engages most of a
managers time. It is one of the areas that information systems have sought most of all to affect (with
mixed success). Decision making can be divided into 3 types: strategic, management control and
operations control.

Strategic decision making: This level of decision making is concerned with deciding on the

objectives, resources and policies of the organisation. A major
problem at this level of decision making is predicting the future of the organisation and its
environment, and matching the characteristics of the organisation to the environment. This process
generally involves a small group of high-level managers who deal with very complex, non-routine
problems.

For example, some years ago, a medium-sized food manufacturer in an East African country faced
strategic decisions concerning its range of pasta products. These products constituted a sizeable
proportion of the company's sales turnover. However, the company was suffering recurrent problems
with the poor quality of durum wheat it was able to obtain resulting in a finished product that was too
brittle. Moreover, unit costs were shooting up due to increasingly frequent breakdowns in the ageing
equipment used in pasta production. The company faced the decision whether to make a very large
investment in new machinery or to accept the offer of another manufacturer of pasta products, in a
neighbouring country, that it should supply the various pasta products and the local company put its
own brand name on the packs. The decision is strategic since the decision has implications for the
resource base of the enterprise, i.e. its capital equipment, its work force, its technological base etc.
The implications of strategic decisions extend over many years, often as much as ten to fifteen years.

Management control decisions: Such decisions are concerned with how efficiently and

effectively resources are utilised and how weli operational
units are performing. Management control involves close interaction with those who are carrying out
the tasks of the organisation; it takes place within the context of broad policies and objectives set out
by strategic planners.
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An example might be where a transporter of agricultural products observes that his/her profits are
declining due to a decline in the capacity utilisation of his/her two trucks. The manager (in this case the
owner) has to decide between several alternative courses of action, inciuding: selling of trucks,
increasing promotional activity in an attempt to sell the spare carrying capacity, increasing unit carrying
charges to cover the deficit, or seeking to switch to carrying products or produce with a higher unit
value where the returns to transport costs may be correspondingly higher. Management control
decisions are more tactical than strategic.

Operational control decisions: These involve making decisions about carrying out the
specific tasks set forth by strategic planners and

management. Determining which units or individuals in the organisation will carry out the task,
establishing criteria of completion and resource utilisation, evaluating outputs - all of these tasks
involve decisions about operational control.

The focus here is on how the enterprises should respond to day-to-day changes in the business
environment. In particular, this type of decision making focuses on adaptation of the marketing mix,
e.g. how should the firm respond to an increase in the size of a competitor's sales force? should the
product line be extended? should distributors who sell below a given sales volume be serviced
through wholesalers rather than directly, and so on.

Within each of these levels, decision making can be classified as either structured or unstructured.
Unstructured decisions are those in which the decision.maker must provide insights into the problem
definition. They are novel, important, and non-routine, and there is no well-understood procedure for
making them. In contrast, structured decisions are repetitive, routine, and involve a definite procedure
for handling them so that they do not have to be treated each time as if they were new.

Structured and unstructured problem solving occurs at all levels of management. In the past, most of
the success in most information systems came in dealing with structured, operational, and
management control decisions. However, in more recent times, exciting applications are occurring in
the management and strategic planning areas, where problems are either semi-structured or are totally
unstructured.

Making decisions is not a single event but a series of activities taking place over time. Suppose, for
example, that the Operations Manager for the National Milling Corporation is faced with a decision as to
whether to establish buying points in rural locations for the grain crop. It soon becomes apparent that
the decisions are likely to be made over a period of time, have several influences, use many sources of
information and have to go through several stages. It is worth considering the question of how, if at all,
information systems could assist in making such a decision. To arrive at some answer, it is helpful to
break down decision making into its component parts.

The literature has described 4 stages in decision making: intelligence, design, choice and
implementation. That is, problems have to be perceived and understood; once perceived solutions
must be designed; once solutions are designed, choices have to be made about a particular solution;
finally, the solution has to be implemented.

Intelligence involves identifying the problems in the organisation: why and where they occur with what
effects. This broad set of information gathering activities is required to inform managers how well the
organisation is performing and where problems exist. Management information systems that deliver a
wide variety of detailed information can be useful, especially if they are designed to report exceptions.
For instance, consider a commercial organisation marketing a large number of different products and
product variations. Management will want to know, at frequent intervals, whether sales targets are
being achieved. Ideally, the information system will report only those products/product variations
which are performing substantially above or below target.

Designing many possible solutions to the problems is the second phase of decision making. This
phase may require more intelligence to decide if a particular solution is appropriate. Here, more
carefully specified and directed information activities and capabilities focused on specific designs are
required.

Choosing among alternative solutions is the third step in the decision making process. Here a
manager needs an information system which can estimate the costs, opportunities and
consequences of each alternative problem solution. The information system required at this stage is
likely to be fairly complex, possibly also fairly large, because of the detailed analytic models required to
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calculate the outcomes of the various alternatives. Of course, human beings are used to making such
calculations for themselves, but without the aid of a formal information system, we rely upon
generalisation and/or intuition.

Implementing is the final stage in the decision making process. Here, managers can install a reporting
system that delivers routine reports on the progress of a specific solution, some of the difficulties that
arise, resource constraints, and possible remedial actions. Table 9.1 illustrates the stages in decision
making and the general type of information required at each stage.

Stage of Decision Making Information Requirement

1 Intelligence Exception reporting

2 Design Simulation prototype

3 Choice 'What-if' simulation

4 Implementation Graphics, charts Table 9.1 Stages in the

decision making process

In practice, the stages of decision making do not necessarily follow a linear path from intelligence to
design, choice and implementation. Consider again the problem of balancing the costs and benefits
of establishing local buying points for the National Milling Corporation. At any point in the decision
making process it may be necessary to loop back to a previous stage. For example, one may have
reached stage 3 and all but decided that having considered the alternatives of setting up no local
buying points, local buying points in all regions, districts or villages, the government decides to
increase the amounts held in the strategic grain reserve. This could cause the parastatal to return to
stage 2 and reassess the alternatives. Another scenario would be that having implemented a decision
one quickly receives feedback indicating that it is not proving effective. Again, the decision maker may
have to repeat the design and/or choice stage(s).

Thus, it can be seen that information system designers have to take into account the needs of
managers at each stage of the decision making process. Each stage has its own requirements.

Components of a marketing information system

A marketing information system (MIS) is intended to bring together disparate items of data into a
coherent body of information. An MIS is, as will shortly be seen, more than raw data or information
suitable for the purposes of decision making. An MIS also provides methods for interpreting the
information the MIS provides. Moreover, as Kotler's! definition says, an MIS is more than a system of
data collection or a set of information technologies:

“A marketing information system is a continuing and interacting structure of people,
equipment and procedures to gather, sort, analyse, evaluate, and distribute
pertinent, timely and accurate information for use by marketing decision makers to
improve their marketing planning, implementation, and control".

Figure 9.1 illustrates the major components of an MIS, the environmental factors monitored by the
system and the types of marketing decision which the MIS seeks to underpin.
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Figure 9.1 The marketing
information systems and
its subsystems
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The explanation of this model of an MIS begins with a description of each of its four main constituent
parts: the internal reporting systems, marketing research system, marketing intelligence system and
marketing models. It is suggested that whilst the MIS varies in its degree of sophistication - with many
in the industrialised countries being computerised and few in the developing countries being so - a
fully fledged MIS should have these components, the methods (and technologies) of collection,
storing, retrieving and processing data notwithstanding.

. All enterprises which have been in operation for any period of time
Internal reporting systems: have a F\:/)vealth of information. HovFv)ever, this inf)élgnation often
remains under-utilised because it is compartmentalised, either in the form of an individual
entrepreneur or in the functional departments of larger businesses. That is, information is usually
categorised according to its nature so that there are, for example, financial, production, manpower,
marketing, stockholding and logistical data. Often the entrepreneur, or various personnel working in
the functional departments holding these pieces of data, do not see how it could help decision
makers in other functional areas. Similarly, decision makers can fail to appreciate how information from
other functional areas might help them and therefore do not request it.

The internal records that are of immediate value to marketing decisions are: orders received,
stockholdings and sales invoices. These are but a few of the internal records that can be used by
marketing managers, but even this small set of records is capable of generating a great deal of
information. Below, is a list of some of the information that can be derived from sales invoices.

e  Product type, size and pack type by territory

»  Product type, size and pack type by type of account

»  Product type, size and pack type by industry

e Product type, size and pack type by customer

*  Average value and/or volume of sale by territory

e Average value and/or volume of sale by type of account

»  Average value and/or volume of sale by industry

»  Average value and/or volume of sale by sales person

By comparing orders received with invoices an enterprise can establish the extent to which it is
providing an acceptable level of customer service. In the same way, comparing stockholding records
with orders received helps an enterprise ascertain whether its stocks are in line with current demand
patterns.

The general topic of marketing research has been the prime
subject of the textbook and only a littie more needs to be
added here. Marketing research is a proactive search for information. That is, the enterprise which

Marketing research systems:
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commissions these studies does so to solve a perceived marketing problem. In many cases, data is
collected in a purposeful way to address a well-defined problem (or a problem which can be defined
and solved within the course of the study). The other form of marketing research centres not around a
specific marketing problem but is an attempt to continuously monitor the marketing environment.
These monitoring or tracking exercises are continuous marketing research studies, often involving
panels of farmers, consumers or distributors from which the same data is collected at regular intervals.
Whilst the ad hoc study and continuous marketing research differs in the orientation, yet they are both
proactive.

Marketing intelligence systems: Whereas marketing research is focused, market intelligence

is not. A marketing intelligence system is a set of procedures
and data sources used by marketing managers to sift information from the environment that they can
use in their decision making. This scanning of the economic and business environment can be

undertaken in a variety of ways, including?

Unfocused scanning The manager, by virtue of what he/she reads, hears and watches exposes
him/herself to information that may prove useful. Whilst the behaviour is
unfocused and the manager has no specific purpose in mind, it is not
unintentional

Semi-focused scanning Again, the manager is not in search of particular pieces of information that
he/she is actively searching but does narrow the range of media that is
scanned. For instance, the manager may focus more on economic and
business publications, broadcasts etc. and pay less attention to political,
scientific or technological media.

Informal search This describes the situation where a fairly limited and unstructured attempt
is made to obtain information for a specific purpose. For example, the
marketing manager of a firm considering entering the business of
importing frozen fish from a neighbouring country may make informal
inquiries as to prices and demand levels of frozen and fresh fish. There
would be little structure to this search with the manager making inquiries
with traders he/she happens to encounter as well as with other ad hoc
contacts in ministries, international aid agencies, with trade associations,
importers/exporters etc.

Formal search This is a purposeful search after information in some systematic way. The
information will be required to address a specific issue. Whilst this sort of
activity may seem to share the characteristics of marketing research it is
carried out by the manager him/herself rather than a professional
researcher. Moreover, the scope of the search is likely to be narrow in
scope and far less intensive than marketing research

Marketing intelligence is the province of entrepreneurs and senior managers within an agribusiness. It
-involves them in scanning newspaper trade magazines, business journals and reports, economic
forecasts and other media. In addition it involves management in talking to producers, suppliers and
customers, as well as to competitors. Nonetheless, it is a largely informal process of observing and
conversing.

Some enterprises will approach marketing intelligence gathering in a more deliberate fashion and will
train its sales force, after-sales personnel and district/area managers to take cognisance of
competitors' actions, customer complaints and requests and distributor problems. Enterprises with
vision will also encourage intermediaries, such as collectors, retailers, traders and other middlemen to
be proactive in conveying market intelligence back to them.

Within the MIS there has to be the means of interpreting information in order

Marketing models: to give direction to decision. These models may be computerised or may not.

Typical tools are:
» Time series sales modes
»  Brand switching models

* Linear programming
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= Elasticity models (price, incomes, demand, supply, etc.)
* Regression and correlation models

»  Analysis of Variance (ANOVA) models

e Sensitivity analysis

= Discounted cash flow

e Spreadsheet 'what if models

These and similar mathematicai, statistical, econometric and financial models are the analytical
subsystem of the MIS. A relatively modest investment in a desktop computer is enough to allow an
enterprise to automate the analysis of its data. Some of the models used are stochastic, i.e. those
containing a probabilistic element whereas others are deterministic models where chance plays no
part. Brand switching models are stochastic since these express brand choices in probabilities
whereas linear programming is deterministic in that the relationships between variables are expressed
in exact mathematical terms.

Chapter Summary

Marketing information systems are intended to support management decision making. Management
has five distinct functions and each requires support from an MIS. These are: planning, organising,
coordinating, decisions and controliing.

information systems have to be designed to meet the way in which managers tend to work. Research
suggests that a manager continually addresses a large variety of tasks and is able to spend relatively
brief periods on each of these. Given the nature of the work, managers tend to rely upon information
that is timely and verbal (because this can be assimilated quickly), even if this is likely to be less
accurate then more formal and complex information systems.

Managers play at least three separate roles: interpersonal, informational and decisional. MIS, in
electronic form or otherwise, can support these roles in varying degrees. MIS has less to contribute in
the case of a manager's informational role than for the other two.

Three levels of decision making can be distinguished from one another: strategic, control (or tactical)
and operational. Again, MIS has to support each level. Strategic decisions are characteristically one-off

~ situations. Strategic decisions have implications for changing the structure of an organisation and
therefore the MIS must provide information which is precise and accurate. Control decisions deal with
broad policy issues and operational decisions concern the management of the organisation's
marketing mix.

A marketing information system has four components: the internal reporting system, the marketing
research systems, the marketing intelligence system and marketing models. Internal reports include
orders received, inventory records and sales invoices. Marketing research takes the form of
purposeful studies either ad hoc or continuous. By contrast, marketing intelligence is less specific in
its purposes, is chiefly carried out in an informal manner and by managers themselves rather than by
professional marketing researchers.

Key Terms
Deterministic models Model banks Strategic decisions
Internal reports Operational decisions Tactical plans
Marketing intelligence Stochastic models
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Review Questions

1. What are stochastic models? 5. What are the 3 levels of decision making
outlined in this chapter?

2. Name the four components of an MIS. 6. According to Kotler, what are the
contributing elements to an MIS?

3. What were the functions of management 7. Which elements of the marketing

that Henry Fayol identified? environment are mentioned in the chapter?

4. To which management role does the 8. What differences are there between
textbook suggest MIS has least to marketing research and marketing
contribute? intelligence?
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Writing The Research  |APPendix
Report A

General guidelines

The results of marketing research must be effectively communicated to management. Presenting the
results of a marketing research study to management generally involves a formal written report as well
as an oral presentation. The report and presentation are extremely important. First, because the
results of marketing research are often intangible (after the study has been completed and a decision
is made there is very little physical evidence of the resources, such as time and effort, that went into
the project), the written report is usually the only documentation of the project. Second, the written
report and the oral presentation are typically the only aspect of the study that marketing executives are
exposed to, and consequently the overall evaluation of the research project rests on how well this
information is communicated. Third, since the written research report and oral presentation are
typically the responsibility of the marketing research supplier, the communication effectiveness and
usefulness of the information provided plays a crucial role in determining whether that particular
supplier will be used in the future.

Every person has a different style of writing. There is not really one right style for a report, but there are
some basic principles for writing a research report clearly.

Preparing a research report involves other activities besides writing; in fact, writing is actually the last
step in the preparation process. Before writing can take place, the resuits of the research project must
be fully understood and thought must be given to what the report will say. Thus, preparing a research
report involves three steps: understanding, organising and writing. The general guidelines that
should be followed for any report or research paper are as follows:

Consider th di . The information resulting from the study is ultimately of importance to
onsider the audience: mareting managers, who will use the results to make decisions. Thus,
the report has to be understood by them; the report should not be too technical and not too much
jargon should be used. This is a particular difficulty when reporting the results of statistical analysis
where there is a high probability that few, if any, of the target audience have a grasp of statistical
concepts. Hence, for example, there is a need to translate such terms as standard deviation,
significance level, confidence interval etc. into everyday language. This is sometimes not an easy task
but it may be the case that researchers who find it impossible do not themselves have a sufficiently
good grasp of the statistical methods they have been using.

Qualitative research also presents difficulties. The behavioural sciences have their own vocabulary,
much of which is not encountered in everyday speech. Examples include: cognitive dissonance,
evoked set, perception, needs versus wants, self-actualisation. It should be noted that these are
extreme examples; many words, phrases and concepts used a very precise way by behavioural
scientists are also present in everyday speech but often in a less precise or different way. This also
presents opportunities for misunderstandings.
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. . On the one hand, a written report should be complete in the sense
Be concise, but precise: 5 jt stands by itself and that no additional clarification is needed. On
the other hand, the report must be concise and must focus on the critical elements of the project and
must exclude unimportant issues. There is a great temptation, on the part of inexperienced
researchers, to seek to convey all that they did in order to obtain information and io complete the
research. This is done almost as if the researcher is afraid that the audience will not other wise
appreciate the time, effort and intellectual difficulties involved. What the researcher has to come to
realise is that he/she will be judged by the contribution towards solving the marketing problem and not
by the elegance or effort involved in the research methodology.

Understand the results The managers who read the report are expecting to see interpretive

. . conclusions in the report. The researcher must therefore
and drawing conclusions: | qerstand the results and be able to interpret these. Simply
reiterating facts will not do, and the researcher must ask him/herself all the time "So what?"; what are
the implications. If the researcher is comparing the client's product with that of a competitor, for
example, and reports that 60 percent of respondents preferred brand A to brand B, then this is a
description of the results and not an interpretation of them. Such a statement does not answer the 'So
what?' question. '

The following outline is the suggested format for writing the research report:

] Title page

® Summary of findings
° Table of contents

. List of tables

° List of figures
Introduction

@ Background to the research problem
® Objectives

° Hypotheses
Methodology-Data collection

° Sample and sampling method
° Statistical or qualitative methods used for data analysis

] Sample description
Findings

J Results, interpretation and conclusions.

The summary of findings is perhaps the most important component of the written report, since many of
the management team who are to receive a copy of the report will only read this section. The summary
of findings is usually put right after the title page, or is bound separately and presented together with
the repont.

The introduction should describe the background of the study and the details of the research
problem. Following that, automatically the broad aim of the research can be specified, which is then
translated into a number of specific objectives. Furthermore, the hypotheses that are to be tested in
the research are stated in this section.

In the methodology chapter the sampling methods and procedures are described, as well as the

different statistical methods that are used for data analysis. Finally, the sample is described, giving the
overall statistics, usually consisting of frequency counts for the various sample characteristics.
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Once the sample has been described, the main findings are to be presented in such a way that all
objectives of the study are achieved and the hypotheses are tested. As mentioned before, it is
essential that the main findings are well interpreted and conclusions are drawn wherever possible.

Data presentation

Easy-to-understand tables and graphics will greatly enhance the readability of the written research
report. As a general rule, all tables and figures should contain:

1. ldentification number corresponding to the list of tables and the list of figures

2. A title that conveys the content of the table or figure, also corresponding to the list of tables
and the list of figures, and

3. Appropriate column labels and row labels for tables, and figure legends defining specific
elements in the figure.

There are a number of ways to produce tables and figures. When typing a report on a typewriter or

word-processor, it is sometimes easiest to type a table out by hand. However, when complicated
tables have to be produced, it is advisable to use spreadsheet software like Lotus 123 or Excel.
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GLOSSARY OF MARKETING TERMS

Aided recall. Respondents are asked if they remember a commercial for the brand being tested.
Alternative hypothesis. A competing hypothesis to the null.

Attitude. A learned predisposition to respond in a consistently favourable or unfavourable manner
with respect to a given object.

Audit. A formal examination and verification of either how much of a product has sold at the store
level (retail audit) or how much of a product has been withdrawn from warehouses and
delivered to retailers (warehouse withdrawal audits).

Balanced scale. Scale using an equal number of favourable and unfavourable categories.

Banner. The variables that span the columns of the cross-tab; generally represents the subgroups
being used in the analysis.

Before-after design. Experiment where a measurement is taken from respondents before they
receive the experimental treatment condition; the experimental treatment is then introduced,
and the post-treatment measurement is laken.

Before-after with control design. Experiment that adds a control group to the basic before-
after design; the control group is never exposed to the experimental treatment.

Between-group variations. Between-group differences in scores for groups that were
exposed to different treatments - represents "explained" variation.

Blind testing. Tests where the brand name of the product is not disclosed during test.
Cartoon completion test. Projective technique that presents respondents with a cartoon of a
particular situation and asks them to suggest the dialogue that one cartoon character might

make in response to the comment(s) of another cartoon character.

Causality. Relationship where a change in one variable produces a change in another variable.
One variable affects, influences, or determines some other variable.

Chi-square test statistic. Measure of the goodness of fit between the numbers observed in
the sample and the numbers we should have seen in the sample, given the null hypothesis is
true.

Cognition. A person's knowledge, opinions, beliefs and thoughts about the object.

Comparative scaling. (non-metric scaling) Scaling process in which the subject is asked to
compatre a set of stimulus objects directly with one another.

Comparison product test. Designs where a consumer rates products by directly comparing two
or more products.

Concept board. lllustration and copy describing how the product works and its end-benefits.

Concept evaluation tests. Concept tests designed to gauge consumer interest and determine
strengths and weaknesses of the concept.

Concept screening test. Concept tests for screening new product ideas or alternative end-
benéefits for a single product idea.

Concept test. Collection of information on purchase intentions, likes/dislikes and attribute rating:
in order to measure the relative appeal of ideas or alternative positioning and to provide
direction for the development of the product and the product advettising.

Concept. An idea aimed at satisfying consumer wants and needs.
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Concept/construct. Names given to characteristics that we wish to measure.

Confidence interval. Range into which the true population value of the characteristic being
measured will fall, assuming a given level of certainty.

Confounds or confounding variables. Extraneous causal factors (variables) that can possibly
affect the dependent variable and, therefore, must be controlled.

Connotative meaning. The associations that the name implies, beyond its literal, explicit
meaning; the imagery associated with a brand name.

Constant sum scale. Procedure whereby respondents are instructed to allocate a number of
points or chips among alternatives according to some criterion - for example, preference,
importance, and so on.

Constitutive definition. Specifications for the domain of the constructs of interest so as to
distinguish it from other similar but different constructs.

Continuous rating scale. (graphic rating scale) Procedure that instruct the respondent to
assign a rating by placing a marker at the appropriate position on a line that best describes the
object under study.

Control test market. Method in which the entire test market project is handled by an outside
research company.

Copy recall. Percentage of respondents in the programme audience that correctly recalled copy
elements in the test commercial.

Cross-price elasticity of demand. The percentage of change in demand for one product
divided by the percentage change in price of the second product, assuming that all other
factors affecting demand are constant.

Diary panels. Samples of households that have agreed to provide specific information regularly
over an extended period of time. Respondents in a diary panel are asked to record specific
behaviours as they occur, as opposed to merely responding to a series of questions.

Delphi method. A method of forecasting based on asking a group of experts for their best
estimate of a future event, then processing and feeding back some of the information
obtained, and then repeating the process; on the last set of responses, the median is usually
chosen as the best estimate for the group.

Dependent variable. A variable whose value is thought to be affected by one or more
independent variables. For instance, sales (dependent variable) are likely to be a function of
advertising, availability, price, degree of competitive advantage, customer tastes, etc.

Depth interview ("one-on-one"). Sessions in which free association and hidden sources of
feelings are discussed, generally through a very loose, unstructured question guide,
administered by a highly skilled interviewer. It attempts to uncover underlying motivations,
prejudice, attitudes toward sensitive issues, etc.

Dollar metric scale. (graded paired comparison) Scale that extends the paired comparison
method by asking respondents to indicate which brand is preferred and how much they are
willing to pay to acquire their preferred brand.

Double-barrelled questions. Questions in which two opinions are joined together.

Dummy magazine test. A realistic-looking test format using a dummy magazine that
systematically varies the advertisements in such a way that some families receive magazine
containing the test ad and other (matched) families receive a dummy magazine containing no
ads at all.

Duo-trio designs. Test where a respondent is given a standard product and asked to determine
which of two other products is more similar.

Electronic process. Review of the questionnaires for maximum accuracy and precision.
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Ethnography. The systematic recording of human cultures.

Experimental design. A contrived situation designed so as to permit the researcher to
manipulate one or more independent variables whilst controlling all extraneous variables and
measuring the resultant effects on a dependent variable.

Filter question. A question that is asked to determine which branching question, if any, will be
asked.

Focus group interview. Interview in which the interviewer listens to a group of individuals, who
belong to the appropriate target market, talk about an important marketing issue.

Forced itemised test. Procedure in which a respondent indicates a response on a scale, even
though he or she may have "no opinion" or “no knowledge" about the question.

Frequency distribution. The number of respondents who choose each alternative answer as
well as the percentage and cumulative percentage of respondents who answer.

Funnel sequence. The procedure of asking the most general (or unrestricted) question about
the topic under study first, followed by successively more restricted questions.

Gross incidence. Product/category use incidence for the entire population.

Hypothesis. An assumption or guess the researcher or manager has about some characteristic of
the population being sampled.

Independent variable. A variable over which the researcher is able to exert some control with a
view to studying its effect upon a dependent variable. For instance, an experiment may be
conducted where the price (independent variable) of a dozen boxed carnations is varied and
the sales (dependent variable) is observed at each price set.

Internal secondary data. Data available within the organisation - for example, accounting
records, management decision support systems, and sales records.

Interval data. Measurements that allow us to tell how far apart two or more objects are with respect
to attributes and consequently to compare the difference between the numbers assigned.
Because the interval data lack a natural or absolute origin, the absolute magnitude of the
numbers cannot be compared.

ltemised (closed-ended) questions. Format in which the respondent is provided with
numbers and/or predetermined descriptions and is asked to select the one that best
describes his or her feelings.

ltemised rating scaling. The respondent is provided with a scale having numbers and/or brief
descriptions associated with each category and asked to select one of the limited number of
categories, ordered in terms of scale position, that best describes the object under study.

Judgemental sampling. Studies in which respondents are selected because it is expected that
they are representative of the population of interest and/or meet the specific needs of the
research study.

Judgemential data. Information generally based on perceptions or preference may give better
indications of future patterns of consumption.

Jury of expert opinion. A method of forecasting based on combining the views of key
executives.

Laboratory experimental environment. Research environment constructed solely for the
experiment. The experiment has direct control over most, if not all, of the crucial factors that
might possibly affect the experimental outcome.

Likert scale. Scaling technique where a large number of items that are statements of belief or
intention are generated. Each item is judged according to whether it reflects a favourable or
unfavourable attitude toward the object in question. Respondents are then asked to rate the
attitude towards the object on each scale item in terms of a five-point category labelled scale.
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Line marking. Similarity judgements recorded by making a mark on a 5-inch line anchored by the
phrases "exactly the same" and "completely different”.

Line markinglcontinuous rating non-comparative scale. Procedure that instructs the
respondent to assign a rating by placing a marker at the appropriate position on a line that best
describes the object under study. There is no explicit standard for comparison.

Loaded questions. Questions that suggest what the answer should be or indicate the
researcher's position on the issue under study.

Loadings. Weightings that give the correlation of the attribute with respect to the dimension.

Magnitude estimation. Scale in which respondents assign numbers to objects, brands, attitude
statements, and the like so that ratios between the assigned numbers reflect ratios among the
objects on the criterion being scaled.

Mail diary services. General term for services involving a sample of respondents who have
agreed to provide information such as media exposure and purchase behaviour on a regular
basis over an extended period of time.

Mail surveys. Data-collection method that involves sending out a fairly structured questionnaire to
a sample of respondents.

Mall-intercept personal survey. Survey method using a central-location test facility at a
shopping mall; respondents are intercepted while they are shopping.

Market segment. Subgroups of consumers who respond to a given marketing-mix strategy in a
similar manner.

Maturation. Threat to internal validity; refers to changes in biology or psychology of the
respondent that occur over time and can affect the dependent variable irrespective of the
treatment conditions.

Measureiment. Process of assigning numbers to objects to represent quantities of attributes.

Monadic products test. Designs where a consumer evaluates only one product, having no
‘other product for comparison.

Mortality. Threat to internal validity; refers to the differential loss (refusal to continue in the
experiment) of respondents from the treatment condition groups.

Nominal data. Measurement in which the numbers assigned allow us to place an object in one
and only one of a set of mutually exclusive and collectively exhaustive classes with no implied
ordering.

Non-comfaarative scaling (monadic scaling). Scaling method whereby the respondent is
asked to evaluate each object on a scale independently of the other objects being
investigated.

Non-probability samples. Form of sampling where there is no way of determining exactly what
the chance is of selecting any particular element or sampling unit into the sample.

Non-response error. Error that occurs because not all of the respondents included in the
sample respond; in other words with non-response, the mean true value (on the variable of
interest) of the sample respondents who do respond may be different from the entire
sample’s true mean value (on the variable of interest).

Non-sampling error. Degree to which the mean observed value (on the variable of interest) for
the respondent of a particular sample agrees with the mean true value of the particular sample
of respondents (on the variable of interest).

Observational methods. Observation of behaviour, directly or indirectly, by human or
mechanical methods.
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Optical scanning. Direct machine reading of numerical values or alphanumeric codes and
transcription onto cards, magnetic tape, or disk.

Order bias. Condition whereby brands receive different ratings depending on whether they were
shown first, second, third, etc.

Ordinal data. Measurement in which the response alternatives define an ordered sequence so
that the choice listed first is less (greater) that the second, the second less (greater) than the
third, and so forth. The numbers assigned do not reflect the magnitude of an attribute
possessed by an object.

Over-registration. Condition that occurs when a sampling frame consists of sampling units in the
target population plus additional units as well.

Paired comparison designs. Tests where a consumer directly compares two products.

Paired comparison scale. Scale that presents the respondent with two objects at a time and
asks the respondent to select one of the two according to some criterion.

Primary data. Data collected for a specific research need; they are customised and require
specialised collection procedures.

Print ad tests. Attempts to assess the power of an ad placed in a magazine or newspaper to be
remembered, to communicate, to affect attitudes, and ultimately, to produce sales.

Probability sampling designs. Samples drawn in such a way that each member of the
population has a known, non-zero chance of being selected.

Project proposal. A written description of the key research design that defines the proposed
study.

Projective techniques. A class of techniques which presume thai respondents cannot or will
not communicate their feelings and beliefs directly; provides a structured question format in
which respondents can respond indirectly by projecting their own feelings and beliefs into the
situation while they interpret the behaviour of others.

Proportional allocation. Sampling design guaranteeing that stratified random sampling will be at
least as efficient as SRS. The number of elements selected from a stratum is directly
proportional to the size of the stratum.

Purchase intent scale. Procedure attempting to measure a respondent's interest in a brand or
product.

Q-sort scale. Rank order procedure in which objedts are sorted into piles based on similarity with
respect to some criterion.

Qualitative research methods. Techniques involving relatively large numbers of respondents,
which are designed to generate information that can be projected to the whole population.

Quota sampling. Design that involves selecting specific numbers of respondents who possess
certain characteristics known, or presumed, to affect the subject of the research study.

Random sampling error. Error caused when the selected sample is an imperfect representation
of the overall population; therefore, the true mean value for the particular sample of
respondents (on the variable of interest) differs from the true mean value for the overall
population (on the variable of interest).

Random sources of error. Denoted by X, component made up of transient personal factors that
affect the observed scale score in different ways each time the test is administered.

Range. Differences between largest and smallest values of distribution.

Rank-order scale. Scale in which respondents are presented with several objects
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simultaneously and requested to "order" or "rank" them.

Ratio data. Measurements that have the same properties as interval scales, but which also have a
natural or absolute origin.

Recall. Measures of how many people remember having seen the test ad both on an unaided and
aided basis.

Related samples. The measurement of the variables of interest in one sample can affect the
measurement of the variable in some other sample.

Residual. An error term representing the difference between the actual and predicted values of
the dependent variable.

Response error. Error that occurs because respondents (who do respond) may give inaccurate
answers, or a respondent's answers may be misrecorded.

Response rates. The total number of respondents sent questionnaires who complete and
return them, expressed as a percentage.

Sample two-stage cluster sampling. Design in which the clusters at the first stage are
selected by SRS; at the second stage the sampling units are selected probabilistically by SRS
from each sample cluster so that with clusters of equal size the same fraction of sampling units
is drawn from each sample cluster.

Sample. A subset of the target population from which information is gathered to estimate
something about the population.

Sampling frame. An explicit list of individuals or households that are eligible for inclusion in the
sample.

Sampling interval. Computed by taking n/N together with r, the first chosen element to be
included in the sample, determines which elements will be included in the sample.

Sampling units. The elements that make up the population.

Sampling variable. Variable that represents the characteristic of the population that we wish to
estimate.

Sampling. Identification of a group of individuals or households (or institutions or objects) that can
be reached by mail, telephone, or in person, and that possess the information relevant to
solving the marketing problem at hand.

Scale transformation. Procedures for transforming data by one of a number of simple arithmetic
operations to make comparisons across respondents and/or scale items.

Secondary data. Data that have been collected for another project and have already been
published. Sources can be in-house or external.

Selection bias. Threat to internal validity; refers to the improper assignment of respondents to
treatment conditions.

Semantic differential scale. Semantic scale utilising bi-polar adjectives as end points.

Sentence completion. Projective technique whereby respondents are asked to complete a
number of incomplete sentences with the first word or phrase that comes to mind.

Simple one-stage cluster sampling. One-step design in which the first stage clusters all
sampling units are selected by SRS, and within each selected cluster all sampling units are
chosen.

Simple random sampling. Design guaranteeing that every sample of a given size as well as
every individual in the target population has an equal chance of being selected.
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Simple weighting. Procedure that attempts to remove non-response bias by assigning weights
to the data that in some sense account for non-response.

Simulated test market. Method whereby various groups of pre-selected respondents are
interviewed, monitored and sampled about the new product; in addition, respondents may be
exposed to various media messages in a controlled environment.

Single-stage cluster sample. One step design where, once the sample of clusters is selected,
every sampling unit within each of the selected clusters is included in the sample.

Snowball design. Sample formed by having each respondent, after being interviewed, identify
others who belong to the target population of interest.

Split-halves. Scale items spilit in terms of odd-and even-numbered items or randomly.
Standard deviation. Index of variability in the same measurement units used to calculate the
mean.

Standard error (s). Indication of the reliability of an estimate of a population parameter; it is
computed by dividing the standard deviation of the sample estimate by the square root of the
sample size.

Stapel scale. Procedure using a single criterion or key word and instructing the respondent to
rate the object on a scale.

Store audits. Studies that monitor performance in the marketplace among dollar and unit
sales/share, distribution/out of stock, inventory, price, promotional

Stratified sampling. Design that involves partitioning the entire population of elements into sub-
population, called strata, and then selecting elements separately from each sub-population.

Survey. A method of gathering information from a number of individuals (the respondents, who
collectively form a sample) in order to learn something about a larger target population from
which the sample was drawn.

Syndicated research services. Market research suppliers who collect data on a regular basis
with standardised procedures. The data are sold to different clients.

Systematic sampling. Design whereby the target sample is generated by picking an arbitrary
starting point (in a list) and then picking every nth element in succession from a list.

Systematic sources of error. Denoted by X, component made up of stable characteristics that
affect the observed scale score in the same way each time the test is administered.

Target population. Set of people, products, firms, markets, etc., that contain the information that
is of interest to the researcher.

Telephone surveys. Survey that involves phoning a sample of respondents drawn from an
eligible population and asking them a series of questions.

Telescoping. Condition that occurs when a respondent either compresses time or remembers an
event as occurring more recently than it actually occurred.

Test markets. A system that allows the marketing manager to evaluate the proposed national
marketing program in a smaller, less expensive situation with a view to determining whether
the potential profit opportunity from rolling out the new product or line extension outweighs
the potential risks.

Thematic apperception test (TAT). Projective technique presenting respondents with a
series of pictures or cartoons in which consumers and products are the primary topic of
attention.

Third person/role playing. Projective technique that represent respondents with a verbal or

visual situation and asks them to relate the feelings and beliefs of a third person to the
situation, rather than to directly express their own feelings and beliefs about the situation.
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Top-down approach. Process of breaking down clusters: or, at the beginning, all respondents
belong to one segment, and then respondents are partitioned into two segments, then three
segments, and so on until each respondent occupies his or her own segment.

Tracking. System for measuring the key sales components of customer awareness and trail and
repeat purchases.

Trade-off procedure. Technique where the respondent is asked to consider two attributes at a
time - to rank the various combinations of each pair of attribute descriptions from a most
preferred to least preferred.

Treatment. A reference to an independent variable that has been manipulated by the researcher.
For example, a researcher may be investigating the customer benefits of three prototype
packaging designs in order to determine which design to use. The independent variable
which is manipulated is product packaging.

Treatment. Term for that independent variable that has been manipulated.

Triangle designs. Tests where a respondent is given two samples of one product and one
sample of another and asked to identify the one that differs.

Two-tail hypothesis test. Test used when the alternative hypothesis is non-directional - the
region of rejection is in both tails of the distribution.

Type | error. Situation occurring when the null hypothesis is in fact true, but is nevertheless
rejected on the basis of the sample data.

Type Il or beta error. Situation occurring when we fail to reject the null hypothesis (HO), when in
fact the aiternative (HA) is true.

Unaided questions. Questions that do not provide any clues to the answer.
’ ]
Unaided recall. Respondents are asked if they remember seeing a commercial for a product in
the product category of interest.

Unbalanced scale. Scale using an unequal number of favourable and unfavourable scale
categories.

Unfinished scenario story completion. Projective technique whereby respondents
complete the end of a story or supply the motive for why one or more actors in a story behaved
as they did.

Unstructured interview. Method of interviewing where questions are not completely
predetermined and the interviewer is free to probe for all details and underlying feelings.

Utility scale values. Ratings that indicate how influential each attribute level is in the consumer's
overall evaluations.

Validation. Procedure where between 10 and 20 percent of all respondents "reportedly”
interviewed are recontacted by telephone and asked a few questions to verify that the
interview did in fact take place.

Validity. Refers to the best approximation to truth or falsity of a proposition, including propositions
concerning cause-and-effect relationships.

Word association. Projective technique whereby respondents are presented with a list of words,
one at a time, and asked to indicate what word comes immediately to mind.
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