TOPIC1: Introduction to Marketing Research
Study unit 1: THE ROLE OF MARKETING RESEARCH IN MARKETING DECISION MAKING
1 Defining ``marketing'' (STUDY GUIDE ONLY)
Marketing maybe defined quite simply as comprising those decisions made in a business organisation about whom to serve with what product.
This definition refers to the two key decision-making areas of the marketing task:
· demarcating the enterprise's potential consumer corps into distinct market segments (if this is possible), and then deciding which of these segments to choose as a target market
· developing a total product consisting of the actual product, its distribution to the target market via a distribution network, marketing the product to consumers with the aid of advertising, a sales corps, promotion material and/or publicity, and determining a price that will be acceptable to the target market (In marketing parlance, these four components of the total product [product, distribution, promotion and price] are known as the marketing mix.)
These two decisions are taken within the context of the business environment.The business environment places certain constraints on the organisation, but also provides opportunities that can be pursued. Although this should be old hat to you by now, figure 1.1 gives a graphic representation of the components of the business environment.
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2 The nature of marketing research (TXTB 5- 13 & 20 – 22)

Definition of marketing research
The systematic collection, analysis and interpretation of information about all marketing problems by means of recognised scientific methods to provide information that marketing management can use in the decision-making process.

Basic research versus applied research
· Basic marketing research is more general and simply aims to obtain and generate information about aspects of the marketing system.
· Applied research is aimed at helping management make better decisions about a specific aspect. The research is conducted to solve a particular problem and is more specific to the organisation.

Scientific method of marketing research
The scientific method of marketing research refers to the techniques and procedures used to investigate marketing phenomena in order to understand them ' better. ie. In scientific research, this risk is reduced through the analysis and interpretation of empirical data

The basic steps followed in the scientific method can be summarised as follows:
· Identify a problem and formulate a hypothesis. .
· Design a study.
· Conduct the research.
· Test the hypothesis.
· Report the results.

The scientific method is distinguished by two general characteristics: validity and reliability.
· Validity describes research that measures what it is supposed to measure.
· Reliability describes research that obtains the same results when the same research is repeated or undertaken by different researchers.

The following three differences between the scientific and non-scientific methods influence fundamentally the validity and the reliability of marketing research:
· Objectivity of the researcher - Scientific research is based on facts and not on intuition or preconceived notions.
· Accuracy of measurement - Measuring must be as accurate as possible.
· Continuous and comprehensive research - , all aspects that can influence the results of the research are taken into consideration. It is not enough merely to guard against overlooking certain aspects; the search for more information must be undertaken more aggressively.

Factors contributing to the development of marketing research
· Shift from a production-oriented to a marketing-oriented economy and management philosophy
· Change in the cost structure of organisations
· Shift in emphasis from price to non-price competition
· Expansion of the production process
· Increase in discretionary buying power
· Increasing differentiation in supply
· High cost of marketing
· Emergence of the professional manager

The characteristics of good research
The ultimate aim of research is to ensure that the findings are valid and reliable. 
Good research should meet the following characteristics:
· Clearly defined research problem, which is stated in terms that leave no room for ambiguity.
· Detailed description of the research methodology, so that anyone is able to replicate the study.
· Properly planned procedural design of the research, to ensure that the results of the research are as objective as possible.
· Honest researchers who identify any shortcomings in the research design, and clearly point out the potential impact of these shortcomings on the findings.
· Data analysis methods that are able to reveal the significance of the collected data and are appropriate for the type of study undertaken.
· Research conclusions that are limited to the findings identified in the data analysis.

When is Marketing Research necessary?
Five key factors help the researcher determine whether research should be conducted or not:
· Time limits - · Research can therefore only be undertaken if enough time is available before the information is needed.
· Availability of data - if the information is insufficient for the decision in question, research will have to be undertaken.
· Nature of the decision - Decisions that will have a fundamental effect on the running of the organisation will receive more attention than less important decisions. 
· Advantages versus cost - Research should only be conducted if:
· The return on investment in the research project justifies the expenditure.
· The increased quality of the marketing decision justifies the expenditure.
· The cost of the research represents the best use of the funds.
· Resources - Important to consider the resources available, not only to conduct the research ~  but also to implement the findings of the research. Sufficient financial and human resources should be available to carry out the research project properly and to obtain accurate and reliable results.

Contributions of marketing research to the decision-making process:
· Identification and definition of a problem.
· Identification of possible explanations.
· Investigation into the various alternatives with a view to eliminating some of them.
· Prediction of the result of possible alternative policy directions.
· Final decision about the policy to be adopted.
· Implementation of the decision. 

Internal and external research

Internal research is when an organisation conducts its own research. .
When choosing between internal or external research the following advantages and disadvantages should be kept in mind.

	Advantage
	Disadvantages

	External Organisations are independent and impartial
	External researchers are not always familiar with all aspects of the organisation commissioning the research.

	External research is the only solution if internal expertise about the research project is lacking.
	External research may take longer than internal research (because of not being familiar with the enterprise).

	
	External research is more expensive than internal research.



When deciding whether to use external research suppliers, the following factors should be considered:
Credibility. The issue of credibility arises when there is a potential conflict of interest.
Competence. The organisation needs to consider whether the necessary expertise exists in-house to conduct a particular research project.
Capacity. The internal research department may simply be stretched to the limit and therefore not have the time or capacity to conduct a particular research project.
Cost. Maintaining a multidisciplinary research department can be very expensive and is not necessary for many organisations.

When using an external provider, it is very important to build a strong relationship to ensure that they fully understand what is expected and respects the rules of confidentiality with regard to the research findings. Trust is essential.

Ethics and marketing research

Definition of ethics -  the norms or standards of behaviour that guide moral choices about the behaviour of an individual in a given situation and the relationship with others.

Ethical treatment of respondents
Respondents will be more willing to provide honest and accurate answers to the questions asked if you treat them in an ethical manner and they feel that they are being treated in an ethical manner.

Four general guidelines should guide the ethical treatment of respondents:
Do not harm the respondent - Respondents should not be physically or mentally harmed. Every effort should be made to ensure that the respondent is not embarrassed, mocked, or generally made to feel uncomfortable during the interviewing process.
Do not deceive the respondent - The interview should be for research purposes only and not an elaborate scheme to convince consumers to buy your particular product. Give the respondent an accurate estimation of the amount of time it will take to complete the interview.
Respondents should be willing and informed - It is essential to obtain the respondent's permission to conduct the interview. The · respondent must be provided with sufficient information to make an informed decision on whether they want to take part in the research or not.
Data should be held in confidence - All data collected from respondents should be held in confidence. Some research projects collect extremely sensitive information, which could be a source of embarrassment or discomfort if made available to other sources. 


3 The role of marketing research in the marketing management process (STUDY GUIDE ONLY)

In the second phase of marketing planning, the marketing strategy is formulated by addressing these two decisions, namely by defining served market segments and establishing the competitive advantages of the product. Extensive information about the different segments in the market is required by answering questions such as the following:
· Who are the consumers of our product and of competitive products?
· What are their general characteristics (geographic, demographic and psychographic traits)?
· What are their product-specific needs and buying and usage behaviour?
An analysis of the organisation's product and of those of competitors also needs to be conducted, based on the consumer analysis mentioned above.
Questions such as the following need to be answered:
· What are the main features of our product and of those of competitors (ie appearance, performance levels, quality, service provided, guarantees and brand equity)?
· How are the products in this industry marketed in terms of promotion activities and retail support?
· How does our price compare with competitors 'prices in relation to the features being offered?
To answer these questions on consumers in the marketplace and on the products being offered to them, marketing research should be conducted on an on-going basis.

The third phase in the marketing management process is the development of the marketing mix programmes, namely the product, channel (distribution), promotion and price programmes .Marketing research must again
be conducted in order to provide answers to questions emanating from the formation and implementation of these programmes. For instance, the organisation must monitor its promotion campaign, and those of competitors, to ensure that customer awareness and loyalty are enhanced.
What competitors say to the consumers in the market would influence what our organisation should say.

The final phase of the marketing planning process is the control phase during which the results of the marketing programmes are evaluated against the objectives that were set for them. For instance, did we realize the brand awareness that we aimed for with our promotional campaign, or, did we improve our market coverage as planned by enlisting 200 new retailers to carry our product? Again marketing research plays an important role in this phase of the marketing management process. The findings of the control phase then serve as input for conducting a new round of the marketing management process.

Study unit 2: MARKETING INFORMATION SYSTEM
1 Information management (TXTB [ Pages 2 - 4 and 13 – 16)
The necessity for marketing information
Marketing research serves two important purposes:
· It provides the organisation with information about customer demand for products and services.
· It gives customers the opportunity to express their views and needs and thus influence decision making to ensure they get the products and services that they want.
Marketing management in a developed community should be directed at the future. It must:
· expect environmental changes;
· predict the direction and impact of these changes; and
· plan accordingly.
Some of the changes in the internal and external environments that are putting pressure on the need for marketing information include:
· Socio-cultural changes, such as increasing urbanisation, that affect demand and consumption patterns.
· Technological progress, such as the increasing use of computers.
· Increased consumer pressure.
· Competitive activities.
· Shorter product life cycles, expansion into new markets and the management of multiple distribution channels contribute to the increasingly complex marketing decisions.
The key roles of marketing research
Marketing research performs three key roles:
· Descriptive research, which depicts a current situation. The focus is on providing the particular company with historical and current data about the consumer, industry, and environment and the impact or relevance of this data to the company in question.
· Diagnostic research, which diagnoses the effects of a certain event in a given situation. This could be the cause and effect of introducing a new strategy; or something as small as how a slight price change will affect a product's sales.
· Predictive research, which is used to predict or forecast the outcomes of new strategies being developed. The focus is on looking towards the future and identifying new opportunities to be taken advantage of.
With so much marketing information available to the marketer, a way has to be found to organise this information so it can be readily accessed for use in decision making.  The rapid growth of information has made the task easier because computers can now be used to store and organise this information.

A marketing information system can be defined as:
A set of inter-related components that collect (or retrieve), process, store and distribute information to support decision making and control in an organisation.
	Three types of information can be extracted:
· Recurrent information: Information that is continuously provided to managers. For example: weekly sales figures per product or per region.
· Monitoring information: Information obtained from sources relevant to the particular company of industry. For example: internet websites or trade publications.
· Requester information: Specific information that is requested and then collected as part of a specific query from marketing management.

THE VALUE OF MARKETING INFORMATION
For a marketing information system to be of any use, Information must be of high quality and add value to the decision making process therefore very important to ensure that information meets the following criteria.
· Relevant (meaningful): Management must be able to use the information to make decisions about target markets, products, prices, distribution and marketing communication. Must be suitable for solving the problem on hand. 
· Useful: It must be made available in a form that the user can understand and apply.
· Timeous: Must be available on a continuous basis (whenever decision must be made) and up to date.
· Accurate: Must reflect the realities of the situation in which the organisation is operating and the problems being experienced.
· Adequate: Sufficient qualitative and quantitative information.
· Available: Should be in a form that is easy to access.

Collecting information and operating MIS (marketing information system) has a cost component consist of direct costs and opportunity costs. Direct costs refer to the collection and management of information.  Opportunity costs refer, for example, to costs arising from a decision that was delayed because of a lack of information.

OBJECTIVES OF AN MIS
The primary objective of an MIS is to make relevant, useful, timeous information available to marketing management on a continuous basis and in so doing, reduce the risk of making wrong decisions.

The secondary objective of an MIS will vary according to the nature of the organisation and the products and / or services offered on the market. They may include:
· To identify shortcomings.
· To distribute marketing activities more effectively.
· To identify the need for new products and provide information.
· To determine prices in order to remain competitive.
· To motivate sales staff.

TYPES OF MARKETING INFORMATION SYSTEMS
The type of MIS in an organisation will depend on its size and the industry in which it operates. A simple MIS consist of a routine data component and a special purpose component. Routine data can be obtained from internal sources (sales, stock, debtors and creditors) and external sources (population growth, competitive activities). For the special purpose component, marketing research must be conducted. If the establishment itself conducts it, it is called internal research. Research undertaken by a marketing research agent is referred to as external research.

2 Components of a marketing information system (TXTB Pages 17 – 18)
COMPONENTS OF AN MIS
1. The internal reporting subsystem: Such information is gathered by way of internal reports from within the organisation. They may include: sales reports, stock records, debtors and creditors statements. Most valuable information comes from sales invoices, sales force information and accounting information. The internal reporting subsystem contains information about the organisation’s past results and used for identifying opportunities and threats.
2. The marketing intelligence subsystem: The internal reporting subsystem focuses on results and marketing intelligence focuses on happenings. It is set of procedures and sources used to acquire the information. Can be obtained by personnel who are assigned to look for anything that seems pertinent to the organisation or by scanning newspapers, magazines and trade publications.
3. The statistical subsystem: Combines various statistical data series and the application of statistical models. Information from the databases is processed statistically to develop certain predictions, scenarios and models that decrease the risk of decision making.
4. The marketing research subsystem: Marketing research is the collection, analysis and interpretation of information about specific marketing matters. This system is used only when specific information is needed.
5. Marketing decision support system (MDSS). The purpose of a statistical subsystem is to combine marketing data from diverse sources into a single database which marketing managers can enter interactively to identify problems and opportunities and then obtain standard, periodic reports and answers to analytical questions.

An MDSS defined as:
A co-ordinated collection of data, systems, tools and techniques with supporting software and hardware by which an organisation gathers and interprets relevant information from business and the environment and turns it into a basis for marketing decisions.

CHARACTERISTICS OF A GOOD MDSS:
· Interactive.  System should be easy to use by the user.
· Flexible. System should be able to provide information in different forms according to the needs of the user.
· Discovery oriented.  The user should be able to use the system to identify new trends or patterns and then to ask new questions based on these trends or patterns.
· User friendly. Should be easy to understand and use and not be a source of frustration to the user.

THE MDSS CONSISTS OF THE FOLLOWING COMPONENTS:
· Database (the data system). The data system with internal and external information from a wide variety of sources and topics. The way which the information is stored in the system should be flexible enough to allow the information to be analysed from a number of different angles.
· Reports and displays. The system is able to generate basic tables and reports as well as complex charts and other graphic representations.
· Modelling. The system is able to manipulate data and conduct analyses according to the requirements of a specific user.
· Analysis. Using the data contained in the system, the user is able to make more in-depth calculations and analyses including cross calculations, seasonal analyses etc. 
It is important to remember that the type of marketing information system varies from organisation to organisation and depends on their requirements and available resources.

· 

Study unit 3: THE MARKETING RESEARCH INDUSTRY
3.1 Structure of the marketing research industry (STUDY GUIDE ONLY)
To obtain timely and relevant information, researchers need to be aware and have knowledge of the marketing research industry in South Africa so that they know where to obtain information if they need it.  

STRUCTURE OF THE MARKETING RESEARCH INDUSTRY
The marketing research industry is structured into three levels:
· Information user
· Research agencies
· Information sources

FIRST LEVEL - INFORMATION USERS
Business organisations are the main users of data collected through marketing research.  Large organisations sometimes have internal research departments that undertake mainly secondary research and minor, formal or primary projects, but they may still occasionally employ professional marketing research organizations.  Small businesses use mainly secondary sources, but when circumstances require it, they will contract a research firm to collect the primary data.
Advertising agencies are the other users of data.  They require information on demographic composition and changes in the consumer market, as well as data on media usage by consumers across a broad spectrum of products.  These data could be obtained from syndicated sources which marketing research organization collect for a wide market.  
Example of a syndicated data source: The AMPS research project (All Media and Products Survey) containing a comprehensive survey of consumers’ media usage.
SECOND LEVEL - RESEARCH INSTITUTIONS
The second level in the marketing research industry consists of organisations that collect marketing data for information users.  These organisations are called market research agencies; marketing consultants may also undertake marketing research on behalf of their clients.  
Large organizations (such as Toyota, Anglo American and Edgars) have internal marketing research departments.  These departments collect secondary data, which they process, as well as primary data from their consumer corps.  They also undertake large-scale research projects in collaboration with outside research agencies.
THIRD LEVEL - INFORMATION SOURCES
Sources of research data represent the third level in marketing research industry.  Current and potential consumers are the main sources of primary data.  The main source for secondary information is general, published data in newspapers, business journals and industry-specific publication, and the internet.
A country’s marketing research environment can contribute greatly to the search for relevant and timely information needed by marketing managers.  Let us now consider South Africa’s marketing research environment.


3.2 The South African marketing research environment (STUDY GUIDE ONLY)
Marketing research Institutions in South Africa include:  
· The South African Marketing Research Association (SAMRA)
· The South African Advertising Research Foundation (SAARF)
· The Bureau of Market Research (BMR)
· Research Suppliers of Southern Africa (RSSA)



TOPIC 2: THE MARKETING RESEARCH PROCESS
Study unit 4: Types of research

1. Introduction (TXTB  Pages 27 – 30)

Marketing research is undertaken for various reasons and there is a logical sequence of steps to be followed to ensure the identified problem is solved.
Marketing research: 
·  specifies what information you will require 
· Selects data-collection methods 
· Implements & manages data-collection process 
· Analyses results 
· Communicates findings & implications to marketing management, in order to solve marketing problem meaningfully. 
The marketing research process depends on the marketing problem.  Projects could be relatively straightforward, completed quickly while others are complex and there is a lot more work involved.  
Due to variety of possible projects, each marketing problem determines its own procedure to a certain extent. 

DISTINGUISH BETWEEN PRELIMINARY & FORMAL MARKETING RESEARCH 
· Preliminary marketing research is undertaken to establish whether there is a need for research and what type of research is required, as well as to establish the feasibility & value of conducting a formal research project. 
· Besides the cost-benefit analysis, decision to conduct formal research is also influenced by the nature of the problem, type of information required & amount of information available. 
· Marketing problems encountered can be represented on a continuum with certainty & ambiguity at opposite ends and each point has an influence on type & extent of research that needs to be carried out.  
· Certainty: All required information is available and accessible, problem clearly defined, answers obtainable, then formal research should not be necessary 
· Uncertainty: Basic problem understood but insufficient information is available about alternatives & solutions.  In this case more effort needed to gain clarity on problem at hand 
· Ambiguity: Exact nature of problem unclear & insufficient information available to solve it using secondary data, thus formal research will probably be necessary 

PRELIMINARY MARKETING RESEARCH 
· The following steps are performed during a preliminary marketing research investigation:
· Define the nature and extent of the marketing problem or opportunity 
· Develop hypotheses (depending on the nature of the problem at hand)
· Formulate a comprehensive research problem 
· Set research objectives 
· Determine the research design & prepare a research proposal 
· Collect  the secondary data 
· A situation analysis or internal & external marketing analysis is carried out to perform these steps.  Creates a clearer picture of the internal & external situation surrounding the problem or opportunity.  Situational analysis gathers information about: 
· the marketing objectives & strategies of the enterprise: product, distribution, price & marketing communications strategy 
· the resources of the enterprise: specifically its strengths & weaknesses 
· the enterprise market: specific information about the consumers, the market structure & competitors 
· the general situation in the external environment: economic conditions, socio-cultural factors, technological developments & government action. 
· Purpose of the preliminary marketing investigation is to research the secondary sources of information 
· No further marketing research needs to be undertaken if management was able to solve the problem using the secondary information collected. 

FORMAL MARKETING RESEARCH 
· If a problem is not solved then a formal marketing investigation is conducted
· Advisable to anticipate the probable findings & recommendations of the formal investigation
· Management must first decide if it is advisable to proceed with a formal investigation e.g. can they justify it economically, do they have internal resources, if they do not the decision could be taken not to proceed.  
· When management does proceed with a formal marketing investigation, the following steps must be taken: 
· Select the method of primary-data collection 
· Design the questionnaire 
· Design the sample 
· Conduct the investigation 
· Process the data 
· Analyse the data 
· Interpret the results and compile the research report  


2. Types of research (RESEARCH DESIGN)  (TXTB Pages 53 - 57 ) 

· A research design is simply the outline, framework or plan for the research project that is used to guide data collection & analysis 
· The design ensures that the study addresses the relevant problem in the most cost-effective manner 
· Many research designs can be classified according to the fundamental objective of the research into three basic categories: exploratory, descriptive & causal  


2.1. Exploratory research

· Exploratory studies are intended to explore a relatively unknown area.  It is necessary when more information is required about a problem, opportunity or phenomenon and especially to collect data that can contribute to more meaningful research questions. 
· Objectives of an exploratory study are as follows: 
· To acquire new insight into the phenomenon 
· To be a preliminary survey before a more structured study of the phenomenon 
· To explain central concepts & constructs 
· To determine priorities for further research 
· To develop new hypotheses about an existing phenomenon 
· The ultimate objective is to acquire insight and develop understanding rather than to collect accurate, replicable data. This type of study involves conducting in-depth interviews, analysing case studies and using sources.
· Methods for conducting exploratory research:
· Secondary data analysis, experience research, case studies & pilot studies.
· Experience research: a survey among people with practical experience of the problem. 
· Case studies: an analysis of examples that stimulate insight. 
· Pilot studies: information collected from the actual subjects of the research project that will serve as a guide for the larger study.  

2.2. Descriptive research

· Necessary when knowledge of a particular market aspect is vague or where the nature of the competition in a particular industry is unclear.
· Descriptive research can describe opportunities or threats and answer the questions: who, what, when, where & why?
· Descriptive research is based on some previous understanding of the nature of the research problem but the conclusive evidence necessary to answer questions and determine a course of action has not been collected. 
· The objective of descriptive research is to describe the research domain accurately and thoroughly. 
·  Methods used for descriptive research include: longitudinal & cross-sectional studies. 
· Longitudinal studies: Known as time-series studies & involve a repetitive measurement of the same sample of elements over time.  Two types of longitudinal studies:
· Continuous or true panels rely on the repeated measure of the same variables.  Each panel member is measured on the same characteristic at each time 
· In discontinuous/omnibus panels the information collected from the members of the panel varies.  Each panel member is measured on a different characteristic each time  
· Cross-sectional studies: Type of research design that involves collecting information from any given sample of population at once.  Two characteristics distinguish cross-sectional from longitudinal studies:
· A snapshot of the variable concerned is provided at a given point in time 
· The sample of elements is representative of the target population. 


2.3. Causal research

· Examines whether one variable causes or determines the value of another variable.  The research is conducted to reveal cause and effect between the dependent and independent variables.  E.g. increased advertising expenditure (cause) is the independent variable & an increased sale (effect) is the dependent variable. 
· Causal research may be performed in laboratories or in carefully controlled field settings, such as restaurants or home where the researcher is able to exert some control over the environment. 
· Laboratory experiments: Researchers create the exact conditions of the situations  in an artificial environment in order to control and manipulate variables and investigate the result
· Field experiments: Experiments conducted in a natural setting or real market conditions where complete control of extraneous variables is not possible. 
Causal research is directly linked to predictive studies.  Predictive research is used to estimate future values such as sales income, market shares & retail orders
	Design
	Uses
	Types

	Exploratory
	· Formulate problems more precisely
· Develop a hypothesis
· Establish research priorities
· Eliminate impractical ideas
· Clarify concept
	· Secondary data analysis
· Experience survey
· Pilot studies
· Case studies

	Descriptive
	· Describe characteristics of certain groups
· Estimate proportion of people in a population who behave a certain way
· Make specific predictions
	· Longitudinal studies
· Cross-sectional studies

	Causal
	Provide evidence about the causal relationship between variables by means of:
· Concomitant variation
· Time order in which variable occurs
· Eliminations of other possible · explanations
	· Laboratory experiments
· Field experiments



3. Planning the research project and research proposal. (TXTB Pages 57-67)

PLAN THE RESEARCH PROJECT 
· The research plan specifies the required data & the general outline of the procedures for collecting, processing & analysing the data.  
· It provides the marketing manager, or decision maker who must solve the problem, with a cost estimate of the investigation to be made that relates the desirability and feasibility of the research project to the potential value of the project.
· How to draft a research plan: Researcher decides what type of data to be collected, method of data collection, sample size, sampling method & data processing & data analysis methods.  
The following procedure must also be followed when drafting a research plan: HOW TO DRAFT A RESEARCH PLAN.
· STEP 1 : Identify data requirements & determine the sources 
· There are two broad groups of data requirements: secondary and primary data 
· When determining type of data needed, researcher takes into account the problem, hypotheses & research objectives.  The required information can be facts, opinions, motivations, levels of awareness, preference or behaviour and depending on the nature of the problem or opportunity one or more of the above categories may be required. 
· Facts are quantitive or descriptive information which exists currently or existed in the past.
· Opinions are ideas about a problem or opportunity that are expressed by consul1ll'r or enterprises. For
· Motives are basic reasons, conscious or unconscious, that explain consumer behaviour or enterprise actions. T
· Levels of awareness refer to what respondents know or don't know about an object or phenomenon. Fe
· Preference refers to the ordering of brands or stimuli according to the respondent's preference for some property. 
· Behaviour is the manner in which people act in the market place.

· STEP 2: Identify the data sources 
· The data sources are places where the researcher can obtain the data.  Primary & secondary data can be obtained from both internal & external sources 
· Internal sources for secondary data - the marketing information system of the enterprise, particularly the formal record system and marketing intelligence system.
· External sources for secondary data - libraries, industrial associations, chambers of commerce and industry, government bodies, marketing research enterprises and computer databanks.
· Internal sources for primary data - the staff of the enterprise.
· External sources for primary data - consumers, customers, retailers, wholesalers and competitors of the enterprise.

· STEP 3: Determine the method of data collection 
· Determine what method to use for collecting the primary data
· Primary data can be obtained in three ways: observation, experimentation or survey 
· Observation takes place when people and situations arc watched.
· Experimentation is similar to testing. It is done in a contro11ed environment and conclusions are then generalised to apply to the wider context. 
· A survey entails collecting data about selected individuals by using direct or indirect questioning, for example, a mail questionnaire.

· STEP 4: Identify the research measurement instruments 
· Used to identify which instrument to use for collecting primary data.  
· There are two principal research instruments: the questionnaire & mechanical or electronic equipment 
· The questionnaire is the most common instrument for collecting primary data. When designing a questionnaire, the type of questions, their form, wording and sequence must be considered carefully.
· Mechanical or electronic equipment. which includes instruments such as galvanometers, tachistoscopes, cameras, electronic meters and mechanical meters.

· STEP 5: Design the sample plan 
· Researcher must identify individuals/respondents who will be involved in research project 
· Three basic aspects must be considered: the definition of the population, sample selection method and sample size 

· STEP 6: Identify the methods of data analysis 
· How collected data will be processed and prepared for analysis: how editing, coding & tabulating will be done 
· Researcher must identify analysis technique to convert data into relevant information for decision making.  This is determined by the sample, data-collection method & measuring instrument 

SCHEDULE THE RESEARCH PROJECT 
· Researcher must decide how long particular project will take to complete.  Thus a timetable must be drawn up to calculate the shortest possible time.  
· Time schedule is also an excellent control instrument 
· Drawing up a time schedule, the different activities/steps must be identified & their duration determined.  A daily record must be kept of actual time spent on activities & compared with the time schedule. Apart from the days indicated to complete an activity, researcher can also specify the start dates of activities and the start & finish dates of project as a whole. 

BUDGET FOR THE RESEARCH PROJECT 
· Cost influences the decision to implement research projects thus cost estimates must be as accurate as possible & use the time schedule as a basis when preparing a budget. 
· The researcher must decide whether the project has any value or benefit. Two critical questions can be asked:
· What is the probable cost of the project? 
· Will the benefit/profit be greater than the cost? 
· Researcher does cost/benefit analysis 

THE RESEACH PROPOSAL 
· A planning & information document that the researcher gives to the marketing manager.  A written summary of the proposed steps in the research design
· Research proposal is also a sales document.  
· Important that proposal conveys a positive image of the researcher & project as it is an information document used by marketing manager in deciding whether to approve or reject the proposed implementation of project. 
· How to draft a research proposal: Researcher consults the research plan, time schedule and cost budget.  The proposal contains all the details that the marketing manager requires to decide whether to implement project or not.  

How to draft a research proposal
· The researcher consults the research plan, time schedule and cost budget when drafting the research proposal. 
· There is no standard format for the research proposal and so a proposal developed by an organisation's internal researchers will differ from that of an external research consultant. 
· When drafting a research proposal, the researcher must take the following questions into account:
· What do you want to achieve?
· Why do you want to achieve this?
· How are you going to go about it?
· Who will you use to carry out the project?
· Where will you carry out the project?
· What does your time plan look like?
· How much will the project cost and how will you spend the money
· What real contribution will the project make?

DECISION ON THE RESEARCH PROJECT 
· Final step in research planning is to decide whether to implement research project or not 
· After receiving the research proposal, the marketing manager has to decide whether the proposed project is economically justified and worth implementing 
· The research project is judged by weighing up the estimated cost against the probable benefits that will accrue to the enterprise from the research project.  The estimated cost of the project is compared the marketing research budget 
· The potential benefits of a research project for the enterprise can be determined by intuition, calculated judgement or decision theories 

An example of a research proposal 
· Tentative project title. 
· Purpose of the proposed research project (problem statement): A short introduction indicating the general purpose of the research and describing the problem under consideration.
· Type of study (research design): The research design to be listed (exploratory, descriptive, causal) is specified. The chosen data sources (primary versus secondary) and data gathering methods (surveys, experimentation, etc) are described briefly and justified. 
· Sample design: A description of the overall target population and how it will be defined. The sample size and sampling technique are explained and justified. The handling of nonresponse and missing data is discussed. 
· Data-collection method: The data-collection methods, including the various types of scales, are discussed here. The validation of the instruments is discussed and evidence of their reliability and validity given. 
· Personnel requirements: The personnel required for the research project, indicating exact jobs, time duration and rate of pay and addressing responsibility and authority issues. When an external company is involved in the research project, an overview of the company is given that includes the main researchers and their qualifications. 
· Cost estimate and time schedule: A detailed outline to complete the research project and an analysis of the research costs. 
· Analysis plan: Information about the editing, proofreading of Questionnaires, coding instructions and data analyses. This section also includes examples of how the data might be presented in the research project report. 
· General: The general style of the proposal must be businesslike, clear and legible, avoiding all irrelevant information. The researcher must use language that is scientifically and grammatically correct. However. the person being addressed must be able to understand the language in the proposal. 

Study unit 5: The marketing research process
1. The nature of the marketing research process (TXTB Pages 31-32)
The key characteristic of formal scientific marketing research is that it is a systematic process of collecting, analysing and interpreting information.
The Marketing research process is therefore an orderly and systematic procedure that provides reliable information for decision making. It is the logical sequence of steps followed to collect the data required for decision making.

2. The marketing research process (TXTB Pages 32 - 39, 42 – 51)

2.1. Step I: Identify and formulate the problem or opportunity
2.2. Step 2: Determine the research objectives '
2.3. Step 3: Develop a research design
2.4. Step 4: Conduct secondary research
2.5. Step s: Select a primary research method
2.6. Step 6: Determine the research frame ,
2.7. Step 7: Gather the data  
2.8. Step 8: Process the data
2.9. Step 9: Reporting the research findings
2.10. Step 10: Follow-up

	Step 1
	Identify & formulate the problem or opportunity

	A clear definition of the problem or opportunity will result in a clear outline of the research needs.
 A situation analysis can familiarise marketers with the specific marketing problem or opportunity
Tasks that could be performed to gain preliminary information to properly define the problem include
· Secondary data analysis
· Resources & constraints or the organisation
· Buyer behavior
· The macro-environment of the organisation
· The marketing & technological skills of the organisation

	Step 2
	Determine the research objectives

	Three basic aspects 
· Research question
· Development of a hypothesis
· Research scope

	Step 3
	Develop a research design

	Develop a research plan to carry out the research study
Translate the set research objectives into specific data needs
Specify the info that is needed to meet the research objectives and then
Specify the sources from which we are planning to get the information

	Step 4
	Conduct secondary research
	Researchers usually begin their research with secondary research 
If marketers cannot achieve the research objectives that were stated and can’t solve the problem, they might consider moving to primary research

	Step 5
	Select a primary research method

	3 primary research methods
· Observation
· Experiments
· Surveys
The decision to use a specific method depends on the problem or opportunity

	Step 6
	Determine the research frame

	In conducting primary research, marketers should select respondents who are representative of all their customers from whom the info is needed
This is called population
Depending on the problem or opportunity, marketers could conduct research by means of Census of Sample
Census – data is obtained from every member of the population interest
Sample – Refers to a subset of the population of interest.
In this stage, researchers determine who is to be sampled, how large a sample is needed, and how the sampling units will be selected

	Step 7
	Gather the data

	Survey methodology is now put into practice
Data are collected by field workers 
Supervisors are responsible for controlling the quality of the fieldwork

	Step 8
	Process the data

	Data should be converted to useful information, a format that will answer marketing management’s questions Data will 1st be prepared then analysed

	Step 9
	Reporting the research findings

	Marketers interpret the information draw conclusions so that they can communicate the findings to decision makers.
Marketers to prepare a report so as to formally communicate to the marketing decision makers. Or an oral presentation

	Step 10
	Follow-up

	Findings of the research should always be used
As the decision makers may discover further areas of research
Conclusions from the research might generate new ideas or problems


3. 

TOPIC 3: CONDUCTING SECONDARY AND PRIMARY RESEARCH
Study unit 6: Conducting secondary research
1 Secondary versus primary research (TXTB I Page 34; 	Page 70: figure 5.12; Pages 70-71)

Primary data is primarily or specifically collected to solve the marketing problem or opportunity facing management. It is collected from scratch by means of surveys, observation or experimentation. 
Secondary data is data that already exists, as the information had been previously gathered for some other purpose, not for the specific study
Examples of secondary data sources are sales records" cost information, distributor's reports, books, periodicals, government agencies' reports.
	
Importance and characteristics of secondary data:

The first step in data collection is to determine whether secondary data already exists that can shed some light on the problem and/or solve it. This can save a considerable amount of time and money, as collecting primary data is time consuming and expensive.

USES OF SECONDARY DATA
· Formulating the decision making problem
· Suggesting methods and types of data for meeting information needs
· Interpreting and evaluating primary data
· Monitoring the enterprise’s external environment
· Providing the basis for final decision making
· Establishing trends in longitudinal research studies

INHERENT PROBLEMS RELATED TO SECONDARY DATA
· Tracing the desired data from numerous sources
· Processing or adapting the data to suit the problem situation
· Determining the accuracy and reliability of the data


2 Advantages and disadvantages of secondary research (TXTB Pages 71-80)

	Advantages
	Disadvantages

	· It is collected with less effort than primary data
· It enhances the collection of primary data
· It can be more accurate than primary data
· It provides comparative data that makes for a more illuminating interpretation of primary data
	· Does not apply to the specific problem being investigated as it was collected for other purposes
· The accuracy of secondary data is questionable as research errors are possible
· Dates quickly in a dynamic environment
· Different sources define and classify terms and definitions differently
· Uses different measurers




3 The steps in researching secondary data sources

1. Specify data requirements
2. Determine which data would be obtainable from internal sources
a) Specify format for reporting
3. Seek external sources of secondary data
a) Libraries
b) Trade publications
c) Data service directories
d) Trade associations
4. Obtain secondary data
5. Scrutinize validity of data
a) Evaluate collecting organisation
b) Consider objectives of the original study
c) Appraise
1) Methods employed
2) Definitions and classifications
3) Currency
6. Identify data that must be obtained from primary sources instead


4 Secondary data sources 
Types of secondary data
Secondary data is classified in terms of its source: internal and external Data:
Internal
Sales invoices, accounts receivable reports, quarterly sales reports, sales activity reports 
External
· Published sources-information is more general in nature as it represents a broad view of the industry in which the business competes
· Syndicated sources-more expensive they acquire, focuses on the specific information needs of the organisation
· External databases-internet

External secondary data should preferably be obtained from original publications, as they usually provide information about the data-collection method, the scope of the survey and the sample size used during the study. 
Using the original publication has the following advantages:
· It helps the researcher evaluate the reliability of the data.
· It contains detailed descriptions of terms and concepts.
· it eliminates possible errors that can occur when transferring data from the original publication to the secondary publication.
·  Secondary publications contain only data that the author considers to be relevant and do not reflect all the data found in the original publication.
External data is found in sources outside the enterprise and comprises all data appearing in a wide variety of reports and bulletins published by government departments, semi-government bodies, associations, computerised bibliographies, syndicated services and other published sources. 
The various external data are categorised into:
· Syndicated data - also known as syndicated services, refer to research organisations that collect and sell common data which is standardised to meet the information needs shared by a group of clients. Syndicated is classified as secondary data, as the data was not collected to address a specific research problem or opportunity. The data and reports supplied to the client can be personalised to fit the client's specific needs. Examples of organisations that are associated with syndicate research include inter alia: ACNielsen South Africa 
· Pooled data -  is data shared by interested organisations. The participating parties always have an input into the type of data that is collected and the format in which the results are released. These organisations provide standardised data to an independent organisation, which processes and redistributes the information to participating parties. For example, the National Association of Automobile Manufacturers in South Africa (NAAMSA)
· Other published sources - Published data can be broadly classified as general business and government data, published in books, periodicals, journals, newspapers, magazines, reports and trade literature. Published sources provide researchers with useful information relevant to the marketing problem or opportunity, although information contained in books quickly becomes outdated. Periodicals are classified into journals and magazines and provide scholarly or mass media information: journals publish articles that have been approved by a review process and normally appeal to a specialist in a particular field (examples include: the Journal for Marketing Research and the International Retail and Marketing 11); magazine articles do not follow the same review process and have a larger audience.

Databases

A database is a collection of interrelated data arranged and organised in a logical manner, and stored in such a way that it is usable and utilised on future occasions.'9 Databases can be in print (paper based) or computerised format.

Computerised databases have several advantages:
· The data is recent and up to date. Computers are used as the primary production technology.
· The search process is simpler, more comprehensive and faster. Numerous databases are available online and instantaneously accessible. Access is gained by using uniform search protocols and commands.
· The cost for searching these data bases is relatively low, due to the accurate and fast location and downloading of the data.
·  Access to the data is convenient, via a personal computer linked to a communications network.

Computerised databases are classified as online, Internet and amine. 
· Online database - consists of a central databank that is accessed from a computer or terminal via a telecommunications network. 
· Internet databases - are accessed, searched and analysed on the Internet but the information can be downloaded onto a computer. 
· Offline database - makes information available on disk or CD-ROM.

Databases are furthermore classified according to the information contained
· Bibliographic databases - provide references to magazines, journal articles, newspapers and government documents. They list the name of the author, the title of the journal, date of publication and may sometimes provide a summary of the article or information cited.
· Numeric databases - contain numerical and statistical information such as attendance figures to sports events, or data about the economy and industries. 
· Full-text databases - contain the complete text of the source of the database. 
· Directory databases - provide information on individuals and organisations, such as in a telephone directory or the Yellow Pages. 
· Special-purpose databases - contain information of a specific nature, for example non-governmental organisations.

Online computer searches

The cost of using an online database may include:23 planning and execution of the search; telephone line charges; connection and citation charges; and printing charges. The advantage of online databases is that they save time and money.
Some of the techniques developed to collect secondary data electronically include: 
· Web addresses - Most Internet users start at a portal or indexing and search site where users enter the World Wide Web, for example Microsoft Network (http://www.msn.com) or Yahoo. The web address is also known as the URL (uniform reference locator).
· Subject directories - Directories are compiled lists or indexes of websites. They identify individuals or organisations that collect specific data and provide hyperlinks to their websites. Examples of subject directories include inter alia LookSmart
· Search engines - There is a difference between a search engine and a directory. A search engine uses 'spiders' or 'robots' to search the Internet and produce a database of websites that match the terms or keywords entered in the browser of the search engine. Examples of search engines include: Google
· Newsgroups/mailing lists (listservs) - Newsgroups are electronic bulletin boards where messages are displayed for anyone who has access to a particular website. Usenet News is a global electronic bulletin board where millions of users exchange information on a large number of topics. The difference between newsgroups and mailing lists (listservs) is that listservs operate via e-mail, using a discussion group mechanism that allows respondents to subscribe, receive and participate in an online discussion via e-mail.
· Browsing or Internet surfing - entails going from one site to another without knowing where the search may lead or what information will be obtained.
· Consulting virtual reference libraries - Researchers can also consult virtual reference libraries to collect secondary data from online directories, handbooks, journals, etc. Examples of virtual reference libraries include: UCB Library Reference Resources

EVALUATION OF SECONDARY DATA
· Purpose-Secondary data was not gathered for the immediate study at hand but for some other purpose. The data must therefore be evaluated to see how it relates to the current study.
· Accuracy-They need to consider the suitability of the data, whether it is applicable to the marketing problem or opportunity in question.
· Consistency-When evaluating data, researchers should seek multiple sources of the same data to ensure consistency.
· Credibility-The status of the publication and quality of the data source should be evaluated.
· Methodology-Flaws in the methodology can create results that are invalid or unreliable. The following should be considered:
· The characteristics of the data collection method and the manner in which the data is presented
· The extent of the survey
· The definitions, terms and classifications used in the various sources
· The sampling method used
· The sample loss that occurred.
· The way in which fieldworkers were recruited, trained and managed.
· The freshness of the data
· The measures used in the various sources
· The research methods and the data collection methods used.
· The general proof that the data was carefully collected, analysed and presented.
Bias-researchers must determine the reason why the data was collected

Study unit 7: Conducting primary research
1 Qualitative research versus quantitative research (STUDY GUIDE ONLY)

It is sometimes necessary to collect primary data. Primary data are new data that are collected to help solve a specific problem at hand. Primary data never existed before and can be collected through qualitative research or quantitative research. 

QUALITATIVE RESEARCH VS. QUANTITATIVE RESEARCH
Qualitative research results in data that are not subject to quantitative analysis. Qualitative research is commonly used to investigate people’s attitudes. Quantitative research is a study that uses mathematical analysis. 
· Primary research can be collected through qualitative or quantitative research
· Qualitative research results in data that are not subject to quantification rt quantitative analysis
· Quantitative research is a study that use mathematical analysis
· Qualitative techniques include focus groups,  in-depth interviews and projective techniques
· Quantitative techniques include surveys, observation and experimentation.

THE DIFFERENCE BETWEEN QUALITATIVE RESEARCH AND QUANTITATIVE RESEARCH
	
Dimension 

	Qualitative Research
	Quantitative Research

	Type of question 

	Probing
	Limited probing

	Sample Size

	Small
	Large

	Information per respondent

	Much
	Varies

	Administration

	Interviewers with special skills
	Fewer specials required 

	Type of analysis

	Subjective & Interpretative
	Statistical & summarization

	Ability to replicate 

	Low
	High

	Type of research

	Exploratory
	Descriptive or Casual



THREE IMPORTANT FACTORS WHEN CHOOSING METHODS FOR DATA COLLECTION
· The volume and variety of data required: 
· More data can be obtained through personal interviews than through telephone survey, and a wider variety of data can be obtained through survey than through observation or experimentation. 
· In-depth interview can provide the most details.
· The objectivity and reliability of the required data:
· It is directly influenced by the data collection method
· Critics of the qualitative approach point out that quantitative research is a lot more objective and reliable
· The cost and duration of the study:
· The survey method is usually quicker and cheaper than observation and experimentation, since the interviewer has more control over the collection activities than the observer has. 
· Qualitative research can be relatively cheap to administer in some cases and in others, extremely costly.


2 Quantitative research techniques (TXTB , Pages 106-127 (figure 7.2); I Pages 134 -140; Pages 140-154 (figure 8.2))


2.1  Survey research
This is the most popular way of gathering primary data. Survey research entails the use of a questionnaire to gather facts, opinions and attitudes. Survey research answers questions for marketers such as why consumers behave the way they do; how consumers did what they did and if the customer is from a demographic or lifestyle perspective. 
Survey research is divided into four major types:
· Personal interviews (respondents are contacted in person by the interviewer)
· Telephone interviews (respondents are contacted telephonically)
· Mail surveys (respondents receive questionnaires via the mail)
· Internet (respondents received questionnaires via the internet though web-based forms or e-mail questionnaires)
When assessing the quality of information obtained from survey research, the marketer must determine the accuracy of these results.  There are two types of errors that might occur: Random sampling errors and systematic errors.
· Random sampling – when all necessary precautions have been taken to obtain an accurate sample, however the sample does not accurately reflect the population.
· Systematic Errors – Refer to actual design flaws in the sampling procedure. 

Characteristics of the survey method

The main characteristic is their interaction with the respondent that enables all types of required information to be extracted. The flexibility of the survey method allows the researcher to collect more information than would be possible using other methods such as observation. 
The characteristics of the survey method:
· based on a specific, logical and formal procedure.
· selects units of the population without personal preference or prejudice.
· contains units that are representative of the investigation itself and the population in which the investigation is going to take place.
· aimed at the present rather than at the historical factual findings.
· is original and does not already exist in some other usable form. Ta
· is obtained from a sample of the population.
· is obtained by interviewers who act as mediators between the researcher and the< respondent.
· The content is primarily the respondent's own opinion on the specific matter being investigated.
· is collected quickly, as surveys are done in a short time in the field.

limitations of the survey method
The survey method has the following broad limitations:
· The cost of a personal interview is high.
· The limited time available to carry out a survey means that it is not possible to follow up a respondent's response in too much detail.
· Because of the time and cost factor, it has been suggested by many that survey data is usually artificial.
· As the essence of a survey is a communication process between humans, it is subject to those weaknesses related to human communication.
· Some respondents may not be available or willing to participate in the survey.
· During surveys, respondents can be exposed to subjects that they regard as irrelevant or not within their field of experience. They are therefore unmotivated to participate in the surveyor in fact not qualified to give a response.

Survey errors
errors that can occur when collecting primary data. The two most important causes of survey errors are random sampling errors and non-sampling (systematic) errors.
Two basic types of errors occur in marketing research studies: sample errors and nonsample (systematic) errors. Together the sample error and non-sample error form the total error of the sample survey. The reliability of the research results is in direct proportion to the size and number of sample and non-sample errors .Since the reliability of the gathered data contributes greatly to the scientific accountability of a specific research project, the researcher must be thoroughly aware of the causes of survey errors and the distortions they may cause in the data.
Total error = random sampling error + systematic error

Sampling error
Sampling error refers to the difference between the population value and the sample value It is an error that results from chance variation. In simple terminology, it is an error that arises because we only survey a small portion (sample) of the population. Inferences are therefore made about the entire population based on a sample of the population. This error can be reduced by increasing the sample size but cannot be eliminated unless the entire population is surveyed (ie the sample value equals the population value).

Systematic errors (non-sampling errors)
Not all errors in a sample have a direct influence on the process of sampling. 
Non-sample errors are errors that will occur even if the whole population were involved in a research programme. 
Systematic errors are errors that occur during the data-collection process or in the actual design of the research -  they are errors caused by a constraint bias in the design or implementation of the measurement instrument.These errors are often known as observation errors or errors of measurement.
Non-sample errors occur for many reasons. For example: the interviewer's lack of conception (insight) and logic (reasoning skills); arithmetical errors; the misinterpretation of results and statistics; and incorrect tabulation, coding and reporting.

Sample design errors  - These errors occur when the sample has been determined incorrectly. For example, the sampling frame may be incorrect or the initial population was incorrectly specified. Such errors also arise when people who are not part of the identified sample are surveyed.
Measurement errors - These errors pose a significant threat to the quality of data collected. They are errors that result from a variation between information being sought and what is actually obtained by the measurement process. There are four main types of measurement errors:
· Response error is as a result of problems on the side of the respondent. The respondent may not know the answer to the question and therefore not answer, or simply make up an answer on the spot.
· Non-response error arises when interviewees refuse to take part in the survey (and includes those not at home when the researcher arrives to conduct an interview).
· Interviewer error occurs when the interviewer, consciously or subconsciously, influences the respondent to answer in a particular way.
· Administrative error. If data is incorrectly captured into a computer program for analysis, the results will not reflect the respondents' answers. Mistakes can arise when the questionnaires are being edited and coded in preparation for data capturing.
Non-sample errors occur continually in the research process and are more difficult to control than sample errors. In probability sampling, it is also possible to calculate the sample error but not the non-sample errors. It is even difficult to predict the direction of the error. Non-sample errors distort the reliability of the sample estimate.
Non-sample errors are the most important errors that occur in errors are the most important errors that occur m sample errors have a minimal effect. The probability of reducing non-sample errors is better if the researcher understands the cause or origins of the non-sample errors.
The extent of non-sample errors will be limited if:
· The population is clearly defined.
· The sample represents the population.
· The respondents selected are available and willing to be interviewed.
· The interviewer ensures that respondents understand the questions and have sufficient knowledge and opinions to be able to answer the questions.
· The measurement and/or observation instruments are effective.
· The researcher is competent.

Different types of data-collection methods used when conducting surveys.
The survey methods are divided into four distinctive categories:
· personal interviews, 
· telephone interviews, 
· mail surveys and
· Internet surveys.

Personal interviews
· Personal interviews take place face-to-face and the interviewer asks the respondent certain questions on a specific subject. 
· Personal interviews are useful for collecting not only a large quantity but also a great variety of data. The interviewer can use visual aids and illustrations to explain complicated concepts.
· The reliability of data collected during personal interviews can be negatively influenced by an unrepresentative sample and by reporting errors. An unrepresentative sample is caused mostly by an ineffective sample composition and by sample losses. Reporting errors can be caused by the respondent, the interviewer and/or the questionnaire.
· Personal interviews can take the form of door-to-door interviewing, mall intercepts, and executive interviewing.
· Door-to-door
· Door-to-door interviewing means literally going to the home of the interviewee. 1
· Door-to-door interviewing is a very personal survey method with the interviewer and interviewee sitting face-to-face.
· :. Data gathered through this method is considered of quite high quality, as the interviewer can manage the flow of the interview.
· interviewer has the opportunity to clarify any difficult questions, make use of visual aids,
· The interviewer must, however, guard against a bias in the interview.
· N. Respondents may also be reluctant to answer certain embarrassing questions in front of the interviewer.
· For a successful face-ta-face interview, it is important that the following three conditions
· The required information must be available from the respondent.
· Respondents must properly understand their role in the interview process and how they can cont ribute to a successful study.
· Respondents must be motivated and feel motivated to co-operate.
· If a respondent is not available to be interviewed, you should try to contact them again to secure the interview. 
· This is important because the respondents form part of the selected sample and all elements of the sample need to be included in the survey area.

· Mall intercepts .
· Mall intercepts interviews are surveys that are conducted in shopping mans.
· A benefit of this method is that, the interviewer does not have to go to lots of different locations to make contact with the respondents. 
· This reduces the costs involved and the time needed to collect the data.
· respondents must be carefully selected and screened to ensure that they qualify for the study
· A major disadvantage = many people are in a hurry or simply not interested in having their shopping experience interrupted. Therefore, the number of interview refusals is higher than for door-to-door interviewing, the interviews may be shorter and, as a result, less detailed data will be collected.

· Executive interviewing
· Executive interviewing focuses on interviewing people in their offices about issues relating to industrial products or services. In other words, the focus has shifted from the consumer to the organisation.
· Appointments need to be made for these interviews to ensure that the correct people are interviewed. 
· time should be spent identifying the correct people to interview and to speak to when arranging the ' appointment
· This method can be relatively expensive. 
· Executives are busy people and work in an environment that is constantly demanding their attention. This means that there will be time delays. It is important for these types of interviews that the interviewer is highly skilled in interviewing and has a good knowledge of the topics to be raised during the interview

· Advantages and disadvantages of personal interviews

	Advantages 
	Disadvantages

	Personal contact
	High unit cost

	use of visual material
	Heterogeneous Stimulation.

	More lenient than other methods
	Intensive control essential

	Opportunity to explain
	Time limit

	literacy is not essential
	Commitment of the respondent

	Sample is more Representative
	limited geographical cover



Telephone interviews
The emphasis of a telephone questionnaire is slightly different from that of a personal interview or postal questionnaire. A friendly telephone voice and a brief (but comprehensive) introduction is necessary to obtain the respondent's co-operation.
The questions should be easily understood and not complex. They must also be concise and able to be asked as directly as possible. Questions requiring a yes/no type of answer are preferable.
Telephone interviews should not last longer than 10 to 15 minutes, which means that a smaller amount of data can be collected in telephone interviews than in personal interviews and postal surveys. It is therefore important that the questionnaire is not too long.
· ) Computer-aided telephone interviewing (CATI) 
· CATI allows the interviewer to focus on obtaining and maintaining the co-operation of the respondent, as the administrative tasks are done by the computer.
· This CAD method offers a number of significant advantages:
· The interviewer focuses on the process of the interview and asking specific question. The computer takes care of all other aspects.
· Data is captured immediately, saving time and money.
·  Data capturing errors are reduced.
· The researcher can refer to interim results during the interview process because the data is captured immediately.
· Data can be analysed immediately after the final interview has been conducted.
· Surveys can be more easily monitored and controlled, as the researchers are all in a central location
· Telephone interviewing and sampling
· · An unrepresentative sample is caused mostly by an ineffective sample composition and sample losses. Sample loses are caused mainly by respondents who cannot be contacted (telephone is engaged, no reply, respondent is not at home, telephone is out of order), and respondents who refuse to participate in the survey.
· Usually the telephone sample has two stages of selection: first the telephone numbers or households and then the specific respondent in the household. The results of the sample may be distorted if the interview is conducted with the first person who answers the telephone.
· A sample for a telephone survey is usually selected using a simple directory sample design. ry. Two methods can be used to give all potential respondents an equal or better chance of being selected in the sample, regardless of whether their number is in the telephone directory or not. These methods are:
· random digit dialing
· directory-assisted sampling design
· In directory-assisted sampling design, the sampling frame is all possible working · telephone numbers in the separate telephone exchange area and the sample numbers are . selected randomly.
· In random digit dialling, the interviewer uses the telephone numbers in the directory as a sampling frame and changes the selected numbers by, for example, adding (or subtracting) a number between 1 and 9 to give unlisted numbers a chance to be included in the sample.
· Cellphone surveys
· Some of the main differences between cellphone and landline surveys are:
· Everyone can screen calls on cellphones, which means that ca1ls are easily rejected
· As the cellphone is a mobile device, people may not be available for an interview when they receive the call.
· Calls are more expensive to cellphones than to landlines.
· Unlike landline phone numbers, cellphone numbers do not appear in a directory,
· Cellphones are not linked to any specific geographic area.
· Advantages and disadvantages of telephone interviews

	Advantages 
	Disadvantages

	Speed
	Only people with -private telephones can be contacted  

	Unit cost is relatively –Iow
	Length limited

	Geographical cover
	Commitment of the respondent

	Not limited by level of literacy
	Suspicion in some respondents

	Effective checking possible
	

	Technical presentation of the Questionnaire can be done Quickly
	

	Response rate is good
	




Mail surveys
the researcher posts a structured questionnaire to the respondent. 
The respondent fills it in and returns it to the researcher. 
There are variations of this method such as recruiting the respondent telephonically before posting the questionnaire, or using a liaison person to give the questionnaire to the respondent (for example, a teacher gives it to learners) and then posting it back to the researcher (or the researcher collects it later). The mail survey's main challenge is its reliance on the researcher being able to formulate questions that respondents can read and understand what is expected of them.
· The nature of mail surveys
· The central element of mail surveys is the lack of communication between the researcher and the respondent, apart from the questionnaire, which the respondent has to fill in alone.
· special attention must be paid to the clarity of the instructions and the physical and technical presentation of the questions.
· Various methods are available for obtaining addresses to draw a sample for postal surveys, such as voter lists, lists of electricity accounts or similar address lists.
· Postal surveys are the cheapest method of collecting data for surveys.
· A LOW response rate is a characteristic of the mail survey. The response rate is influenced by the number of complicated and time-consuming questions
· Response rates are calculated as the percentage of the total number of respondents sent questionnaires that complete and return the questionnaire.
· The number of eligible respondents is equal to the number of questionnaires sent out minus the number returned because of incorrect addresses, death of the respondent, an-cl so forth.
· The volume and variety of data collected in postal surveys depends on the length of the questionnaire.
· The reliability of data collected in postal surveys is influenced by the sample composition, sample loss and reporting errors due to respondents answering questions incorrectly.

· The mailing package .
· A typical mailing package consists of the following items:
· The outer envelope.
· The letter.
· The questionnaire.
· The return envelope.
· Response Incentive

· Increasing mail survey response rates
· The following are some of the most effective methods of increasing the response rate:
· It the more personal the documents, the greater the response rate.
· Feedback is also usually increased when the respondents are contacted beforehand to inform them of the importance of the survey. 
· A reminder can be sent out requesting the respondents to return the questionnaire if they have not already done so
· A well-designed and clear cover letter can motivate respondents to complete a questionnaire
· Rewards and incentives can be offered based on the completion of the questionnaire.
· The promise of anonymity and confidentiality.

·  Advantages and disadvantages of postal surveys

	Advantages 
	Disadvantages

	Unit cost is relatively low
	Level of representation

	Homogeneous stimulation
	Impersonal

	Geographical cover
	limited to literate people

	Freedom of the respondent
	Public negativity towards questionnaires

	Speed
	Lack of control

	Easy and Quick Processing
	Addresses MUST be available beforehand



Using web-based (Internet) surveys
The Internet can be used to collect secondary and primary data; however, the focus of this section will be on the collection of primary data using the survey method.
Data collection using technology generally refers to computer-aided data-collection methods. In this regard, we need to distinguish between computer-aided, interviewer administered surveys and computer-aided, self-administered surveys:
· Computer-aided, interviewer-administered surveys refer to surveys where the interviewer is present but uses a computer to guide and capture the respondent answers. For example, computer-aided personal interviewing and computer-aided telephone interviewing.
· Computer-aided self-administered surveys refer to surveys where the respondent completes the questionnaire using a computer that receives answers and submits the completed questionnaire. Examples of this type include the use of electronic man and Web interviews.
Internet surveys are surveys in which a computer user navigates to a particular website where questions are displayed. In many cases, respondents are first sent an e-mail requesting them to go to the web site to complete a questionnaire.
· Advantages and disadvantages of web-based surveys

	Advantages
	Disadvantages

	Easy and quick delivery
	Confidentiality concerns

	Quick and convenient responses
	Anonymity not guaranteed  

	Cheaper
	Junk mail factor

	Targeted
	Potential for Sample errors

	Convenient for respondents
	Limited access to Internet

	Appeal to respondents
	

	Interviewer bias is eliminated
	

	Automatic data capture and analysis
	



· The future
· Technology is developing by the day. The 1nternet is growing by the day.
· Development as voice over Internet Protocol (VoIP), which allows two way communication, will add another dimension lo collecting data via the lnternet

Choosing the appropriate survey method
Researcher must strive for maximum scientific accountability, which is closely linked to the reliability and validity of the results.
· The following are some possible guidelines for choosing the most appropriate survey · method for a particular research project:
· Representativeness of the sample - The most representative surveys are usually those done using personal interviews, which have a very good response rate. Postal surveys cannot reach illiterate respondents and bias can be caused by an inadequate response. Telephone surveys can only reach respondents who have a telephone.
· Response rate - The response rate is usually highest for personal interviews, followed by telephone surveys and finally, postal surveys.
· Rate of refusal - Personal interviews usually have the least refusals because they provide the interviewers with the best opportunity for motivating respondents and persuading them to participate. Refusals in postal/surveys are the biggest problem.
· Anonymity - Respondents feel more anonymous in a postal survey and are therefore more willing to share reliable information.
· Use of visual techniques Visual aids can, to a certain extent, he used in postal surveys, hut they are most suited to personal interviewing.
· Control - Virtually no control is possible in a postal survey whereas personal interviewing requires intensive control. C
· Financial implications - Postal surveys are undoubtedly the cheapest survey method, as they require a minimum of staff and the biggest cost is usually limited to printing and postage costs. Telephone surveys are also relatively cheap
· Target group - Here factors such as the level of literacy (particularly in postal surveys) and accessibility must be kept in mind. The size of the sample is also important. In large surveys, postal surveys will usually be the easiest method.
· Nature of the questions - for sensitive questions, a postal questionnaire' will be better, while long, complicated questions should rather he dealt with by an interviewer during a personal interview. .


2.2  Observation research

Observation research is a systematic process of recording behavioral patterns of people, objects and occurrences without questioning or communicating with them. 
This method gathers information about whether or not an event occurs or about the behaviour of a consumer through direct observation. Data is gathered by observing people and/or phenomena and then the relevant facts, actions and behaviour are recorded. Observation can occur by ,means of one or more human observers or by using mechanical devices.
The observation method is characterised by the fact that there is no communication between the observer and the object observed. Observation establishes only what happens and not why it happens. As only the final decision is observed, this method supplies little if any, insight into the consumer's decision-making process. 
Observation as a scientific method of data collection, the research object must be suitable for observation and the observation must be done methodically, systematically and representatively.
Observation is scientific when:
· It serves a formulated research purpose.
· It is planned systematically
· It is recorded systematically and related to general propositions, rather than simply reflecting a set of interesting curiosities.
· Efforts are made to ensure it is valid and reliable.

Use of the observation method
Before observation can be used in marketing research, the following three minimum requirements must be met:
· The data must be accessible to observation. 
· The behaviour observed must be repetitive and frequent, or predictable, so that excessive time is not spent on the observation process.
· The event observed must take place within a reasonably short time span.
The use of observation methods is strongly recommended in three particular situations:
· Where observation is the only method to gather accurate information-eg observing the reactions of dogs to various types of pet food.
· Where the relationship between data accuracy and data cost makes observation more favourable than other data-gathering methods. For example recording the number of people inside and outside a shop
· Where the researcher wants to confirm the results obtained when other research methods were used, in other words the observation research supports the other research methods used.

Observation research is especially useful when consumers do not want to reveal their consumption patterns, because it’s socially unacceptable or consumed in private. Monitoring garbage for cigarette packets can reveal the brand of choice and quantity smoked. 
 It is necessary to do observation research when:-
· It Is the only way of obtaining data – e.g. food and toys preferences of babies
· Consumers are reluctant to reveal the correct facts e.g. contraceptives or toiletries
· There are budgetary constraints (observation research is relatively cheap)
· Competitive data is required – e.g. competitive prices or promotions campaigns can be observed. 
Advantages of observation research
· Observation does not depend on the willingness & ability of the respondent’s to answer questions.
· Data is observed and recorded as it happens in its natural environment
· Data can be collected from subjects that may not be able to communicate their views or opinions. 
· Interviewer subjectivity or bias is illuminated.
· It can provide valuable insights in areas of advertising and brand preference.
Disadvantages of observation research
· Finding are limited to observed behavior
· Observed behavior is not necessarily the respondent’s normal behavior.
· It is time-consuming
· It focuses on what occurs in public.
· It works when respondents do not know that they are being observed.
OBSERVATION TECHNIQUES
· Structured and unstructured observation
· Disguised and non-disguised observation
· Direct and Indirect observation
· Natural and controlled observation
· Human and Mechanical observation.

STRUCTURED AND UNSTRUCTURED OBSERVATION
· Structured Observation 
· Used when the decision-making process has been defined accurately enough so that the behavior and aspects of the observed event can be specified before the time.
· Structured observation is more suitable for descriptive and casual research than for exploratory research.
· Structured observation decreases the possibility of observational bias and increases the reliability of the observation.
· Unstructured observation
· Used in studies where the problem is not specifically defined.
· Observer is allowed freedom in terms of what is observed and how observations are recorded.
· Useful for creating an understanding of the various aspects of clients’ behavior

DISGUISED AND NON-DISGUISED OBSERVATION
· Disguised observation - object observed is not aware of being observed
· Non-disguised observation – object being observed in aware of the observation.

DIRECT AND INDIRECT OBSERVATION
· Direct observation – The objects actions are directly observed and immediately noted e.g. Standing at the checkout and counting an item purchased during the day.
· Indirect observation (trace analysis – The evidence of situations that have already taken place is observed e.g. Counting the stock of an item to determine how many were sold during the day.  

NATUAL AND CONTROLLED OBSERVATION
· Natural observation - Takes place in a natural environment e.g. Supermarkets, restaurants.
· Controlled observation – Takes place in a controlled (artificial) environment or in a laboratory.


HUMAN AND MECHANICAL OBSERVATION
· Human observation – where one or more observers personally observe a specific execution and note the specific actions.
· Mechanical observation – a mechanical device replaces the human observer:
· more accurate and objective
· reduces observation costs
· important mechanical devices used for observations
· mechanical counters
· cameras that monitor movement
· people – meters, eye cameras, psycho-galvanometers

OBJECTS THAT CAN BE OBSERVED
· Observation of people – Consumer marketing research mainly studies peoples’ actions and behavior.
· Observation of physical traces (trace analysis) – Deals with events that have already taken place and not current events.
· Observation of records and inventories – Usually done by means of some audits, automated store checkouts, home audits and pantry audits.
· Observation of Contents (Content Analysis) – Focuses mostly on promotions and advertising

VOLUME AND VARIETY OF DATA THAT CAN BE COLLECTED BY OBSERVATION
· Data collected by observation methods is restricted to behavioral data since attributes, intentions, motivations and knowledge cannot be observed.
· Smaller volume and variety of data is collected.
· Only the final decision is observed whereas to understand why the consumer prefers certain products, brands or packaging requires information about the entire decision· making process.
· Cannot be used to collect economic, demographic and psychological data about consumers.

OBJECTIVITY AND RELIABILITY OF OBSERVED DATA
· The sample composition, the observer and the observed object can affect the reliability of data collected through observation.
· The sample under observation is usually less representative than in the communication method and therefore more problematic.
· The behaviour of the person being observed and of the observer can cause observation errors. An individual who is aware of observation may act differently.
·  If the observer does not draw a fine line between observation and interpretation, the observer's bias may influence the objectivity and reliability of the data

The various approaches to observation are:
· Human versus machine observation. Human observation requires people to be present to view the activity. Machine observations, such as cameras or scanners, record the activity.
· Natural versus contrived observation. Natural observation occurs when in the natural environment. Contrived observation occurs when an artificial situation is created and the respondent’s behavior observed.
· Disguised versus undisguised observation.  Disguised observation occurs when the observer is hidden, which may encourage customers to behave natural. Undisguised observation occurs when the observer (human or machine) is visible. 
· Structured versus unstructured observation. Structured observation occurs when the observer fill out a form or counts the number a times an activity occur. Unstructured observation occurs when the observer simply take notes about the observed behavior. 
· Direct versus indirect observation. Direct observation occurs by observing present behavior as it happens. Indirect observation occurs by observing past behavior. 


2.3  Experimental research

The researcher determines the influence of an independent variable (such as price) on a dependent variable (such as sales volume). Then the independent variable is varied or manipulated and the effect on the dependent variable is measured. At the same time, the effect of the other independent variables and the extraneous variables are controlled.

Experimentation can be formally defined as:
'a research investigation in which conditions are controlled so that an independent variable can be manipulated to test a hypothesis about a dependent variable. It allows evaluation of causal relationships among variables while all other variables are eliminated or controlled'

In experimentation, data is collected by means of communication (surveys) or observation. Experiments are carried out in a natural setting (field studies) or in an artificial one (laboratory). In a laboratory experiment, the researcher creates the exact conditions he wants. Certain variables are then manipulated, while others are controlled.

The main advantage of the experimental method is that it is realistic. It is the only one of the three data-collecting methods that permits market testing and represents or imitates a real market situation. 

Experimentation is more effective than the other two data-collecting methods, since it supplies explanatory results and provides insight into the cause and effect of an event." The experimental method is, however, expensive and can be sabotaged by competitors.

Important terms in respect of experimentation
· Variable - is any characteristic or attribute that can be measured. It is a quantity that may assume anyone of a set of values and is usually represented in algebraic notation by a letter.
· An independent variable - is a variable in an experiment or study that is systematically controlled or manipulated by the researcher and is believed to predict or cause change in a dependent variable. It is a variable whose values are independent of changes in the values of other variables.
· Dependant variable - is an observed variable in an experiment or study whose changes are determined by the presence or degree of one or more independent variables. The value of the dependent variable depends on the change made by the experimenter to the independent variable.
· The extraneous variables or forces include all factors, except the treatments, that influence the dependent variable. There are two types of extraneous variables: (l) differences between test units and/or control units; (2) uncontrollable extraneous factors such as weather conditions, competitors' actions and local business circumstances.
· Treatments - represent the various test variables used by the researcher in the experiment. Treatments are the independent variables that are manipulated to measure their effect on the dependent variable.
· Test units - are the people or physical entities that provide the best basis for determining the independent variable's influence on the dependent variable.

Experimental variations and, their control

Most marketing experiments are carried out to compare the influence of the various treatments and so choose the best alternative for the relevant marketing situation. In an ideal experiment, all the variations observed in the dependent variable (ie the results) can be attributed to the manipulation of the independent variable
It is the researcher's task to differentiate between events that result from the experimental treatment and those due to extraneous variables.
· This variation, or differences, in observed behaviour is called variance and can . develop as a result of the following:
· Subject-related factors that are genetically or environmentally determined; for example, age, sex, intelligence, personality traits.
· Environmental factors that relate to physical factors influencing the experimental situation.
· Experiment-related factors that relate to the measurement instrument, devices and the researcher.

In order to control these factors effectively, the following types of variance must be considered:
· Primary variance - which can be ascribed to the influence of the independent variables or treatments.
· Secondary variance - which is the variance in the dependent variable resulting from extraneous forces such as weather conditions, competitors' actions or differences in · test and/or control units.
· Error variance - which develops when certain non-experimental factors influence the observed data (dependent variable) in a coincidental way. Error variance is attributed to measurement errors and not to experimental treatments or extraneous forces.
Experiments are carried out in order to measure primary variance. The controls aim is to increase the primary variance and to reduce or eliminate the secondary and error variances. Error variance can be limited by the effective planning and implementation of the experiment. The choice of reliable, valid and appropriate measuring instruments is important when trying to reduce error variance.

Four methods of limiting secondary variance caused by extraneous forces can be identified: randomisation, physical control, design control and statistical control
· Randomisation - means that the allocation of treatments to test units takes place in an unbiased way. Treatments are selected randomly rather being allocated based on the researchers own judgement. Therefore, in experiments with human test units, the respondents are allocated randomly to various test and or control groups. In other words, each respondent has the same chance of being allocated to each experimental situation. Random allocation helps to ensure that the test and control groups do not differ before the experiment begins.
· Physical control - means keeping the value or level of the extraneous variable constant. One form of physical control is the matching of respondents, which is when test and control groups are formed based on a set of background characteristics, such as age, sex and population group. The researcher can ensure that the difference between the groups, or between the test and the control groups, is as small as possible. The researcher must determine which characteristics of the test units may influence the subject to be studied. These characteristics, such as age, sex, income and population group, serve as a basis for the matching process.
· Experimental designs - The influence of extraneous factors can be limited further by implementing specific experimental designs
· Statistically (ANCOVA) - The last way of limiting the effect of extraneous factors on the dependent variable is statistically, using a technique known as the analysis of covariance (ANCOVA). ANCOVA eliminates the effect of the extraneous variable on the dependent variable by means of a statistical variation of the dependent variable's arithmetic mean value. ANCOVA can be used only if the extraneous variable is known and can be measured.

Experimental designs.

An experimental design includes specifying: the independent variables being manipulated (treatments); the test units being used; the dependent variable being measured; and the procedures for controlling extraneous variables.
Experimental designs vary from simple to sophisticated and complex methods.
There are different experimental designs according to two broad categories: single-variable designs and multivariable designs. 
· Single-variable designs - a single independent variable (such as the product's packaging) is manipulated. Some single-variable designs use control groups to control the effect of extraneous forces. Usually two groups are used: the test group, or the group exposed to the treatment, and the control group, or the group not exposed to the treatment.
· Multivariable designs - use a number of groups, which act as controls for one other. A separate control group that is not exposed to the treatment is not often used. In u1tivariable designs, the various groups must be as homogeneous as possible so that the differences between the groups and the differences within a group are as small as possible.
For both single-variable and multivariable designs, the selection of respondents for the test and control groups is very important. The researcher can use random selection (preferably stratified random sampling) or the matching process to form groups.


SINGLE-VARIABLE DESIGNS
· A single treatment is used
· Varied at one level or in one way only.

The most important single-variable designs include:
· After only, without control
· Simplest form of experimental design
· The test group is exposed to the treatment and the dependent variable is only measured afterwards.
· Since there is no “before” treatment, this experiment is inaccurate and it cannot be said with certainty that the performance increased or decreased.

· Before and after, without control
· Test units act as their own control and no formal control group is used.
· Measures the dependent variable before and after exposure to the treatment.
· No control over the influence of extraneous forces, which may be responsible for the observed differences.

· Before and after, with control
· Extraneous variables are controlled by using groups
· Test and control groups must be equal in size and randomly selected
· Control group is not exposed to the treatment
· This method assumes that the extraneous factors influence the test group and the control group to the same extent.

· After only, with control
· After exposure to the new packaging, the test group’s sales are measured.
· At the same time the control group sales are measured.
· The differences in sales between the 2 groups are regarded as the effect of the treatment.
· Suitable to situations where data does not have to be collected at the pre-test stage, or where data collection is impossible (new product)
· Most commonly used method – simpler to administrate and cheaper.

MULTIVARIABLE DESIGNS
· Involve monitoring 2 or more variables.
· Aim is to measure the effects of more than one treatment at the same time.
· Can also be used to control the effects of one or more extraneous variables
· Test units are formed through random selection.
· Results are analysed using advanced statistical techniques
· The experiment measured the effect of the various variables or levels of one treatment on the dependent variable.

THE MOST IMPORTANT MULTIVARIABLE DESIGNS INCLUDE:
· Completely randomized block designs:  Simplest form of multivariable methods.  Involves allocating randomly the treatments to the test units.
· Randomized block designs:  enables the researcher to control the effect of one of the main variables (e.g. Socio-economic status), while at the same time measuring the effect of the treatment.
· Latin square design:  Allows the researcher to exercise statistical control over two sources of extraneous variables, provided they do not influence each other.

TEST MARKETING (happens under normal competitive conditions)
· Test marketing refers to the marketing research method which exposes for the first time and under normal competitive conditions, the whole product item and its marketing strategy (price, communication and distribution) to relatively small, but representative test areas or markets.
· Definition:  A controlled experiment carried out in one or more limited, but carefully selected parts of a market area to predict and explore the consequences of one or more marketing actions for new or modified product introductions, or to estimate the payoffs and costs of changes in the marketing mix for existing products.
· Test marketing is not restricted to the testing of the product only but is also used to investigate the marketing mix elements under normal market conditions.
· The purpose of test marketing is to determine the new product's potential for success.
· Test marketing is an extraordinarily expensive and time-consuming method of collecting information about consumers' reactions to new product items. 
· Used only as a last resort, when the potential financial loss (related to the failure of either the new product item or the marketing strategy) is greater than the direct and indirect;  costs of test marketing. 
· The size of the investment in the manufacturing and marketing of the new product item will determine whether test marketing is necessary or not.
·  Test marketing is usually used for cheap consumer products that are purchased regularly.

BENEFITS OF TEST MARKETING
· It offers a real test in a real environment
· It offers a final opportunity to fine-tune the product.
· It provides an opportunity to vary some of the marketing mix components.
· It allows the marketer to assess aspects that are difficult to predict on paper.
· It provides an opportunity to adjust the overall business plan and product launch strategy.
· It assists in providing a forecast for future sales.
· Test marketing is an extraordinarily expensive and time-consuming method of collecting information about consumers reactions to new product items
· Should only be used as a last resort.
· Usually used for cheap consumer products that are purchased regularly.

STEPS IN TEST MARKETING
· STEP 1:  Decide on the need for test marketing – decision is influenced by the nature and extent of the risk and the size of the investment involved in the manufacture and marketing of the new product
· STEP 2:  Determine the objectives – give more and better knowledge of expected sales, test alternative marketing strategies, find possible product errors etc.
· STEP 3:  Decide who will undertake the test marketing – in-house or specialized institutions
· STEP 4:  Select the test marketing approach.
· STEP 5:  Choose the test markets and control markets
· STEP 6:  Select the correct test market.  The matching process is usually used.  The selected test market must represent the microcosm of the national market.
· STEP 7:  Decide on the duration of the test marketing.
· STEP 8:  Analyse the results and make a decision.

OBJECTIVITY AND RELIABILITY OF EXPERIMETAL DATA
· In experimentation, a distinction is made between the external and internal validity of results.
· External Validity – Refers to the applicability of the results to the actual marketing situation, and thus how representative the results are of the population.
· Internal Validity – Refers to the extent to which the results can be ascribed to the effect of the treatment rather than the influence of extraneous forces.

FACTORS THAT THREATEN THE INTERNAL VALIDITY OF AN EXPERIMENT
·  Differences between tests and control groups
· Competitors’ actions and disproportionate influences of extraneous variables on test and /or control groups.
· Testing effects
· Reporting and observation errors
· Measurement errors
· Maturation test units (older, wiser, tired and bored over time)
· Interaction between test and control groups.

ISSUES TO BE ADDRESSED IN EXPERIMENTAL RESEARCH:
1) The experimental setting – laboratory setting versus field setting.
· laboratory experiments have a higher internal validity
· field settings have a higher external validity
2) The manipulation of variables – researchers must know which variables they want to manipulate and how they want to manipulate them.
3) Selection and measurement of dependent variables – researchers must accurately identify the dependent variable.
4) Selection and assignment of test units – the experimental subjects must be representative of the population being studied.
5) Control over extraneous variables – utmost care must be taken to control all of the variables that might affect the outcome of the experimental research.


3 Qualitative research techniques (Collecting Primary DATA) (TXTB Pages 84-100)

Primary data collection
The types of primary data that are important for marketing research are:
1) Demographic and Socio-economic characteristics
2) Psychological and personal characteristics
3) Attributes, opinions, awareness, knowledge, intentions, motives and the behaviour of people and/or enterprises.

Qualitative research techniques include:
· focus groups
· in-depth interviews
· projective techniques

Qualitative and Quantitative Research 
· Qualitative research is less structured than quantitative research and due to the detail of data collected, uses smaller sample sizes.
· Qualitative research relies on detailed descriptions by respondents to gain insight into a particular problem.

Important differences between qualitative and quantitative research:
1) The type of problem that can be solved
2) The sampling method used
3) The methods used to collect data
4) The techniques used to analyse the data
(Detailed comparison between qualitative and quantitative research – Text Page 86)
Choosing the method of data collection
When choosing the data collection method, the following 3 factors are important:
1) The volume and variety of data needed – in-depth interviews can provide the most detail
2) The objectivity and reliability of the required data – the quantitative research approach is more objective and reliable.
3) The cost and duration of the study.

Qualitative Research
Characteristics of qualitative research:
1) A small sample of people
2) The sample is not considered to be representative of larger populations
3) The focus is on understanding consumer behaviour, motivations, opinions and attitudes
4) In-depth data is required
5) Data collection methods are usually unstructured
6) The data analysis uses non statistical methods
7) It is reliant on and subject to the researcher’s interpretation
8) It is most useful when conducting exploratory studies in order to define a more complex problem
9) Quantitative research will sometimes be carried out after the qualitative research to test the generalisability of the findings

Key Areas where qualitative research can be used:
1) Pre-piloting quantitative research
2) Exploring new markets, countries and ideas
3) Diagnostic research and problem solving
4) Evaluation
5) Creative development



3.1 Focus groups
A focus group is a research technique that relies on an objective discussion leader (moderator) who introduces a topic to a group of respondents and directs the discussion in a non-structured and natural fashion.
· The emphasis is on the interaction between the members of the group rather than the interaction between the group and the interviewer.
· Used to gather information of customer attitudes and behaviour
· Used to test the introduction of new products and advertising activities or to obtain new ideas
· Group interviews must be used in conjunction with other data collection techniques rather than on their own.

When considering the methodology of group interviews, the following aspects must be taken into account:
· The sample and size of the group
· Group recruitment
· The moderator’s role
· The discussion style and techniques
· The choice of a meeting place
· The number of interviews
· Mechanical aids
· Data analysis and reporting

Guidelines to adhere to, to ensure that focus groups are productive:
· Group should contain between 6 & 12 participants
· Participants should be carefully screened to ensure they have knowledge of the topic
· The participants should be relatively homogenous in terms of the particular issues being studied
· The environment should be relaxed and conducive to encouraging free flow discussions
· Sessions should preferably be recorded (audio & visual)so that the researcher can review the sessions later in order to gain further insights
· Sessions should not be too long or too short – between 1 & 3 hours
· Moderator must be properly trained – people and facilitation skills are important
· People should be rewarded or compensated for their participation

Advantages of focus groups:
· Cost & Speed
· Observation
· Group interaction
· Creativity is enhanced
· Controllable
· Non-threatening situation
· In-depth exploration of topics

Disadvantages of focus groups:
· Non-representative sample
· Inconclusive results
· Respondents’ fear of embarrassment
· Effect of dominant personalities
· Effect of the moderator

The importance of the moderator
To conduct an effective focus group session, the moderator needs to have the following critical skills:
· The ability to establish a connection with the group and listen to what is being said
· The ability to be flexible
· The ability to control group influences
· The ability to facilitate the flow of discussion

3.2 In-Depth interviews

· Relatively unstructured, extensive interviews in which the interviewer asks many questions and probes for in-depth answers.
· Questions develop spontaneously as part of the natural interaction between the interviewer and the respondent

The following guidelines should be followed to ensure a successful interviewing process:
· The interview should last between 30 minutes and 2 hours
· Respondents should be carefully screened to ensure that they are the appropriate persons to interview on the relevant topic
· The interviewer should possess the necessary skill and knowledge to be able to conduct the interview
· Where possible the session should be recorded, so that the interview can be transcribed and analysed later
· The interview should take place in pleasant surroundings and the respondent must be comfortable
· Participation should be rewarded

When to use in-depth interviews:
· When the topic being addressed is considered embarrassing, stressful or of a confidential nature
· If detailed analysis needs to be done on complex issues e.g. attitude
· Where the presence of other individuals and peer pressure would cause the respondent to give answers that do not necessarily reflect his/her true feelings or opinions
· Where the interviewer needs to gain insight into a decision process
· Where a novel or complex situation exists and the main objective is to gain insight rather than to measure.

Advantages of in-depth interviews:
· Greater detail and insight can be gained
· The opportunity exists to probe a particular issue in more detail and to address more complex issues
· The interviewer can observe and record non-verbal communication
· Specific responses can be directly linked to an individual
· The interviewer can develop a relationship of trust with the respondent and thereby encourage more detailed and revealing information
· The respondent may feel more comfortable discussing confidential or embarrassing information in a 1-on-1 situation than in a group
· The effects of peer pressure can be eliminated
· A 1-on-1 interview is much easier to schedule than a group interview

Disadvantages of in-depth interviews:
· The method is costly to administer in terms of time and money
· The depth and detailed nature of the data collected makes analysis more time-consuming
· Highly skilled and qualified interviewers are required
· The length of time taken to conduct interviews and the costs associated with in-depth interviews mean that the sample size is relatively small – concerns about representability
· The use of an interviewer bring in an element of subjectivity
· The length of time taken to conduct interviews can lead to a certain amount of interviewer and interviewee fatigue
· The absence of group dynamics means that everything depends on the respondent’s memory and thought process to address all the relevant issues
· Errors can occur in the transcription process
· The unstructured nature of in-depth interviews makes them unscientific, which has an impact on the validity of the research.

3.3 Projective techniques

· Projective techniques are an indirect means of questioning that enables a respondent to project beliefs and feelings onto a 3rd party, onto an inanimate object, or into a task situation.
· Projective techniques are based on the theory that to describe a vague object requires interpretation, this interpretation can only be based on the background attitudes and values of the individual.
· Expensive process and needs to be handled by highly-trained interviewers and usually requires interpreters.
· Mainly exploratory in nature, seeking greater insight and to generate hypotheses

Most frequently used projective techniques include:
· Association Techniques
· Completion Techniques
· Construction Techniques
· Expressive Techniques

Common features of projective techniques:
· The respondents are presented with an ambiguous stimulus
· In reacting to the ambiguous stimulus, the respondents will reveal their own inner feelings

Association Techniques
· Word association is the oldest and simplest projective technique
· The respondent is given a number off words one at a time, and must respond immediately be saying the 1st word that comes to mind
· When compiling the word list, the purpose of the investigation must be taken into consideration
· Word association techniques are used mainly to test potential brands and people’s attitudes towards specific products, product attributes, trade names, packaging and advertisements

Completion Techniques
· Requires the respondent to complete and incomplete stimulus
· Sentence completion are story completion are mostly used
· In sentence completion, the respondent is given a number of incomplete sentences, one at a time, which must be completed using the 1st thoughts that come to mind within a certain period of time
· In story completion, the respondent is given part of the story. The incomplete story must contain enough information to focus the respondent’s attention on a specific aspect but not give away or suggest the story’s ending. Respondents then complete the story based on their own experience.

Construction Techniques
· Requires the respondent to produce a story, dialogue or a description
5 versions of construction technique include:
· Thematic Apperception Test (TAT)
· Cartoon Technique
· Third Person Technique
· Picture Response Technique
· Fantasy Scenarios

Thematic Apperception Test (TAT)
· Respondents are shown a picture depicting an ambiguous situation
· The researcher ask questions about the picture
· Respondents identify with one of the characters in the picture and the responses will be representative of their ideas, emotions and attitudes.

Cartoon Technique
· The respondent is shown a cartoon depicting a particular situation where one of the speech bubbles is empty
· The respondent must respond to the cartoon’s statement and fill in the blank speech bubble
· The advantage of the cartoon technique is that the respondent unconsciously project their own ideas into the situation but do not associate themselves with their answer.



Third Person Technique
· Projects the respondents attitude onto a vague person such as the average person, the neighbours, a doctor or friend
· Questions are asked in the 3rd person
· Although the response may be based on the respondent’s attitude, there is no direct correlation between the respondent’s response and how the respondent responds in the interview situation

Picture Response Technique
· Requires the respondent to construct a story after being shown a vague picture.
Fantasy Scenarios
· Respondents are asked to fantasise about a specific product or brand e.g. a specific holiday at a specific resort

Expressive Techniques (Role Play)
· Using a picture or a description, the respondents are sketched a situation and then required to play the role of one of the characters
· Various questions or complaints are then directed at their character
· The reaction of the respondent reflects their feelings and attitudes towards the product

Limitations of the Projective Techniques:
· Extremely expensive as highly trained, skilled interviewers are required
· Smaller sample size – raises questions of reliability and validity
· Non-response rate is high – length of time to complete tests and strange nature of some of the tests
· The interpretation of the data collected is high subjective and open to misinterpretation
· The interpretation of the techniques is time-consuming and complex

Benefits of qualitative research:
· Generally cheaper then quantitative research
· Gives greater insight into consumer motivation
· Can assist in making quantitative research more efficient

Limitations of qualitative research:
· Not as effective as quantitative research in distinguishing small differences in the marketing mix or other related problems
· Not necessarily considered representative of the population – should therefore be used to define problems or develop hypotheses to be tested in quantitative research
· Can be influenced significantly by a dominant individual when using a group
· Depends heavily on the interpretation and understanding of the researcher or interview moderator

Concluding comments on qualitative research:
To ensure that qualitative research is as scientific as possible, the researcher needs to:
· Define the problem properly
· Carry out the task of sampling properly
· Ensure proper interviewing takes place
· Ensure that the process of analysis is transparent




4 

Study unit 8: Measurement concepts
1 Measurement concepts (TXTB Pages 158-162)

DEFINITIONS
Measurement: is the process of assigning numbers or labels to people or things, in accordance with the specific rules to represent quantities or qualities of attributes.
Rule: is a guide, a method or a command that tells the researcher what to do. they ensure that relations between the symbols assigned reflect the actual relations between the objects with respect to the characteristics concerned.
Scaling: is the process of creating a continuum, on which objects are located according to the amount of the measured characteristic they process.
Measuring scale: are used to collect and record data from respondents.

4 BASIC LEVELS OF MEASUREMENTS:
· Nominal:
· Numbers are merely a method of identification.
· No zero point can be identified.
· No order.
· Intervals are not equal.
· Ordinal:
· Simplest and most used in marketing research.
· Rank respondents according to a specific characteristic or an item. 
· No absolute zero
· Order
· Intervals not equal
· Chiefly used to measure relative attitudes, opinions, perceptions and preferences.
· Interval:
· Have all qualities associated with ordinal scales as well as equal intervals between adjacent scale values.
· Distinguishes ranking order as well as the distance between ranking positions.
· No zero position is determined, so we can’t conclude.
· Equal interval.
· Ratio
· Contains all attributes of the previous 3 scales and has an absolute zero point.
· Used to classify items, determine ranking order, intervals or deviation, and ratios or scale values.
· Order
· Equal intervals

3 CHARACTERISTICS OF NUMBERS:
· ORDER: numbers have a logical and known order.
· DISTANCE: each number is different from the preceding and following and the differences are ordered.
· ORIGIN: a series of numbers will have a unique origin indicated by zero.


2 Fixed alternative-response formats (TXTB Pages 162-170)

A scale is defined as: 'any series of items that are progressively arranged according to value or magnitude; a series into which an item can be placed according to its quantification' 

2.1  Comparative scales

It requires the respondent to compare two or more objects, this means that data can be interpreted in a relative terms. The collected data focuses on ranking and is therefore said to have ordinal properties. Four Comparative scaling techniques are
1. Paired Comparison scale: 
· Respondents are given products in pairs and asked to indicate their preference in each pair. The respondent is given guidelines or criteria to base the comparison on and all possible pairing are compared in this way. 
· The number of pairs is calculated as follows:  N=n(n-1)/2
· N stands for number of pairs and n stands for number of objects
1. Rank order scale: 
· The respondent is required to compare or judge one aspect with another. E.g. a respondent might be given a list of ten restaurants in Pretoria to rank in a scale of one to ten.
· Respondents are presented with several objects simultaneously and asked to order or rank them according to some criterion.  
· It is possible that the respondent may dislike the brand ranked 1 in an absolute sense.  
· Furthermore, rank order scaling also results in ordinal data.  
· Only (n - 1) scaling decisions need be made in rank order scaling.  
· E.g. Instructions: Rank the various brands of toothpaste in order of preference. Begin by picking out the one brand that you like most and assign it a number 1. Then find the second most preferred brand and assign it a number 2. Continue this procedure until you have ranked all the brands of toothpaste in order of preference. The least preferred brand should be assigned a rank of 10. 
No two brands should receive the same rank number. 
The criterion of preference is entirely up to you. There is no right or wrong answer. Just try to be consistent.
1. Constant sum Scale: 
· Respondents allocate a constant sum of units, such as 100 points to attributes of a product to reflect their importance.
· If an attribute is unimportant, the respondent assigns it zero points.  
· If an attribute is twice as important as some other attribute, it receives twice as many points.  
· The sum of all the points is 100.  Hence, the name of the scale. 
1. Q-sort Scaling
· A comparative scaling technique that uses a rank order procedure to sort objects based on similarity with respect to some criterion.
· E.g. preference, attitude or behavioral intent
· Using cards that notes an intent to be ranked is the most popular and simplest method to use in the sorting process
· This is a rank order procedure where respondents are asked to sort a given number of items or statements and classify them into a predetermined number of sets (usually 11) according to some criterion such as preference, attitude, or behavioral intent.  
· Using cards that note an item to be ranked is the most popular and simplest method to use in the sorting process.


2.2  Non-comparative scales: continuous rating scales (Graphic Rating Scales)

· These scales offer a respondent a continuum with two extreme points
· Respondents must indicate their preferences somewhere on this continuum.
· Note that the continuum may have no marking on it, except at its extreme points, and may sometimes be marked with scale positions that are described.
· Graphic rating scales (or continuous rating scales)
· The graphic rating scale is a scale where the respondent rates a specified item by means of a mark on a line that stretches from one extreme to the other. After the respondent has provided the information, the researcher can divide the line into as many categories as required. Scores are allocated to each interval and the data is handled as interval data


2.3  Non-comparative scales: itemised rating scales
· Here the respondents have to select an alternative from a limited number of ordered categories.
Itemized rating scale includes the following:
· The likert scale: Where respondents are given statements concerning a certain issue. These statements can be positively or negatively phrased and are mutually exclusive. A likert scale is what is termed a summated instrument scale. This means that the items making up a likert scale are summed to produce a total score. 
· The Semantic Differential Scale: Where respondents indicates their choices between two extreme points. Bipolar words are used to determine the respondents’ responses, and between the two bipolar words are ordered categories ranging from one to seven. Respondents describe their feelings about the products or brands on scales with semantic labels. When bipolar adjectives are used at the end of the scales, these are termed semantic differential scale 
· Staple scales: provides respondents with a phrase or word which they have to evaluate. These scales help to determine the direction and intensity of the respondents’ opinions



3  Decisions regarding itemised rating scales (TXTB PAGE170 
Multidimensional scaling
 Multidimensional scaling is a group of analytical techniques used to determine • consumers' attitudes, especially perceptions and preferences. 
These techniques try to identify the product attributes that are important to the consumer, and to determine the relative importance of each.
Multidimensional scaling is particularly useful for handling the following questions:
· What are the main attributes of a specified group of products that the consumer uses to compare different brands?
· Which brands are in direct competition with one another and which ones less directly?
· What combination of attributes will the consumer regard as the ideal composition for a product? 
· What advertising messages can best be reconciled with the perceptions of the consumer about the specific brand?
The researcher still has to make a number of decisions to ensure that the data collected is accurate, valid and reliable. To do this, the researcher considers , the following questions:
· Should the scale offer an odd or an even number of choices? There is no middle point when the number of choices is even and so the respondent is forced to indicate a degree of positive or negative feelings.
· Should the scale have a balanced or an unbalanced distribution of response choices? In other words, should there be the same number of favourable options as unfavourable options? 
· Should the scale use a forced or an unforced response format? A forced format requires the respondent to give a definite answer.
· Should all the scale points or just the extreme points be labelled? For example, should all 10 points on the scale have a label, or just points 1, 5, and 10? 
· How many choices should be included on your scale? There is no definitive answer to the perfect number of points to include on a scale.
· In what format should the scale be presented? Here, the targets of the research, ie the respondents, must be considered.

Study unit 9: Questionnaire design 
1 Considerations when designing questionnaires (TXTB [Pages 171-181)

QUESTIONAIRES
A questionnaire is described as a set of questions designed to generate the data necessary to accomplish a research project’s objectives.
A survey is only as good as the questions asked
The length of the questionnaire, the length of the individual questions, the number of alternative responses and the use of different question wording, formats and answers are determined by:
· The research problem
· The aim of the research
· The nature of the population
· The size of the sample
· The choice of data-collection method
· The analysis of the data

QUESTIONNAIRE DESIGN
As part of the data collection process the questionnaire needs to fulfill the following purposes: 
· It must collect the relevant data required for the identified marketing problem
· It should ensure that the collected data is comparable
· It should minimize biases
· It should attract and motivate respondents to participate in the survey
· It should encourage respondents to be honest and accurate when answering 
· It should facilitate the task of the interviewer and the data-processing activities

STEP 1: SPECIFY THE INFORMATION NEEDED
The researcher must ask precisely what must be measured to satisfy the research objectives and to solve the original marketing problem.  .The research plan contains:
· the proposed hypotheses,
· the sort of information needed to accept or reject the hypotheses 
· the possible information source. 
The researcher can therefore refer to these when determining what type of questions to include in the questionnaire.
It is also important to know who the respondents are going to be.

Step2: Type of questionnaire and method of administration
 The type of questionnaire used to collect this information will depend on the primary data required and the data-collection method used. There are four main methods for conducting a questionnaire: 
· Mail
· Telephone
· Personal interview
· Internet


Step 3: QUESTION CONTENT
· When determining the content of each question, researcher must answer the following questions:
· Is the question necessary?
· Are several questions needed instead of only one?
· Do the respondents have the information needed?
· Does the question fall within respondents field of experience?
· Will the respondent find it difficult to answer the question?
· Will respondents be prepared to provide required information?

· 5 primary aspects involved in question content

1. The need for the data asked for by the question
2. The ability of the question to produce required data
3. The ability of the respondent to answer the question accurately
a. 3 factors that affect respondents ability to answer 
i. Respondent has been exposed to the answer but has forgotten information
ii. Respondent has never been exposed to the answer – uninformed of the subject.
iii. Respondent is unable to express verbally the answer.
4. The willingness of the respondent to answer accurately.
a. 3 reasons why respondent would not be willing 
i. Question is too personal – e.g. income or age
ii. Question embarrasses respondent
iii. Question involves the image or reputation of the respondent.
b. To overcome the non-response rate and errors:
i. Explain to the respondent why the specific information is needed.
ii. Ask for personal data using broad categories instead of specific levels
iii. Use counter-biasing statements – e.g. research indicates a large % of men use their wives’ hairspray. Have you used your wife’s hairspray in the past week?
iv. Use randomised response techniques
1. Technique involves 3 elements
a. A sensitive question which requires Yes or No
b. A neutral question which requires a Yes or No
c. A random plan in which the specific respondent can choose which question he will answer.
5. The effect of external factors on the respondent

STEP4: QUESTION/RESPONSE FORMAT
The researcher must consider the respondents possible reaction or expected answer.   This will help determine the best question/response format use.
1. Structured questions with structured responses (Closed)
A structured question contains specific mutually exclusive response categories from which the respondent chooses a category that best suits his response.
Advantages:
a. Structured questions are easy to apply since they are pre-coded
b. They are more economical and less time-consuming to implement
Disadvantages:
a. Structured questions can result in a loss of rapport and respondent frustration because respondents may feel that the given response options do not do justice to their opinions.  Therefore they are forced to make choices they would not normally have made in other circumstances
b. Often less subtle than open ended questions
c. Different types of structured questions with structured responses
These include the following:
 -Dichotomous questions
It has only two alternative answers. 
It collects factual information or obtains a point of view on a matter
-Multiple-choice questions
It has 3 or 4 alternative answers 
Used to obtain information that can be divided logically into reasonably fixed categories
-Ranking question
Assigns a relative value to a series of aspects
-Scaled questions
The respondent answers this question by marking a certain point on a scale 
The respondent’s actual position is measured on the attitude continuum
1. Structured questions with unstructured responses (Open)
Used particularly to obtain reasons for specific attitudes or views the respondent may have
Advantages:
a. Respondent is not restricted
b. Is suitable when the researcher has limited knowledge of the topic being researched or is unsure about the type of answers a specific question may evoke
c. More suitable when a are variety of answers are anticipated
d. Can help determine the underlying motives, expectations or feelings of the respondent
e. More suitable than closed questions when measuring sensitive or objectionable behaviour,Generate more precise Reponses 
Disadvantages:
a. Time consuming, uneconomical and limit the number of questions that can be asked before the onset of respondents fatigue
b. Sometimes results in a wide range of response alternatives that the become statistically and analytically insignificant
c. Answers of some respondents can be difficult to interpret
d. The analysis of opened ended questions demands specialised knowledge and therefore increases the cost of the research 
e. It frequently evokes a lower response than structured questions as respondents may be de-motivated by questions demanding considerable thought

STEP 5: QUESTION PHRASING
How questions re formulated can result in the respondent refusing to answer the question or answering incorrectly, often because the respondent has not understood the question 
The following guidelines can be used when formulating questions:
· Use simple words
· Avoid ambiguity
· Avoid leading questions that indicate the answer
· Avoid presumptive question and assumptions
· Avoid generalisation and pose the question in specific terms
· Avid two fold questions
· Avoid unreasonable questions/ explain unreasonable questions

STEP 6: QUESTION SEQUENCE
It affects the refusal rate and quality of the response obtained
The following guidelines can be used when planning the question sequence:
· Begin with non-threatening interesting questions that are easy to answer
· Ask sensitive questions last- little info is lost if respondent chooses to quit the questionnaire
· Classify the questions according to topics
· Use introductory statements when changing topics to inform the respondent what the following questions will be
· Vary the length, response format and type of questions
· Use the filter, method which is a handy technique for arranging questions- broader more general questions are posed first followed by more specific questions 

STEP 7: PHYSICAL CHARACTERISTICS AND LAYOUT OF QUESTIONNAIRE
An effective questionnaire format includes a realistic number of items (with enough questions to obtain the required valid information for decision-making), sufficient spacing between the items and a consistent physical layout. 
Two main considerations govern the questionnaire format: 
· Keeping the cost of producing the final questionnaire as low as possible. Cost includes the time spent on the technical presentation and the printing of the questionnaire.
· Making the questionnaire as attractive and convenient as possible, to facilitate its completion by the respondent.

The following must be taken into account when doing the layout and technical completion of a questionnaire;
· Items need to be adequately spaced to prevent any items being overlooked
· Use large more prominent letter types for instructions 
· Use durable paper to withstand considerable handling. Make an effort to use different colour paper
· Make the questionnaire look professional and easy to complete
· Number the question for data processing reasons
· Clear instructions must be given on how to answer the questions
· The pages of the questionnaire must be bounded so that it makes it easy to handle and read
· Conclude by thanking the respondent for the co-operation and assistance

STEP 8: Re-examine steps 1 to 7 and revise if necessary

The first draft of a questionnaire is seldom correct and complete. After completing the initial questionnaire, the researcher must re-examine each question and pay specific attention to the question content, phrasing, the required response and the logical sequence of the questions.
The researcher must make sure that the questions are not confusing, ambiguous or leading and that the physical layout of the questionnaire allows sufficient space for the answers.
During this phase, the compiler must ensure that the questionnaire complies with the principles of question and questionnaire design. Once the design of the questionnaire has been reconsidered, it can be pre-tested.

STEP 9: PRE-TESTING THE QUESTIONNAIRE
Draft questionnaire must be tested and redefined
Test the questionnaire on a small sample people representing the investigation group
The pre-testing enables researchers to determine:
· how long the respondent will take to complete the questionnaire
· Whether there are any problems in completing the questionnaire
· Whether the instructions on the questionnaire are clear and understandable
· Whether the interview is able to follow the questionnaire format
· Whether the flow of the questionnaire is neutral and conversational
After the pre-testing the researcher can adjust the questions that presented problems and eliminate those that provide irrelevant information.
Once approved it can be used to collect primary data.


2 Reliability issues (TXTB Pages 228-229: (validation of data))
VALIDATION OF DATA
· Declaring that the data gathered is valid and accurate.
· Data is valid if the survey measure what it is supposed to measure
· Validation process
· Each questionnaire is examined to decide whether to include it in the survey analysis or to discard it.
· To be included, each questionnaire must result from an interview that was carried out in the correct manner.

GUIDLINES FOR THE VALIDATION OF DATA
· Check backs
· 10-20% of respondents re telephoned to check that they were in fact interviewed
· Answers are checked against those recorded by the interviewer
· Respondents asked to comment on manner and behaviour of interviewer.
· Review the questionnaire and the interviewing instructions
· Questionnaire checked to make sure that the respondent meets the sample requirements.
· Evaluate the reputation of the interviewers.
· Each interviewer’s call sheet is checked
· Ensure that the interview was conducted according to the correct sampling procedures.


Study unit10: Sampling
1 Sample versus census (TXTB Pages 191-192; I Pages 193-195: table 10.1 )

Sampling focuses most on population, sample and census where by population refers to the total group of people or entities where information is required... Sample is a subset (subgroup) of population and census refers to the circumstance where data is obtained from every member of population.
In sampling, a group of individuals, households or companies is identified within the population. The group is then contacted through postal surveys, telephone interviews or personally to obtain information that can be used to draw specific conclusions or make generalisations about the whole population.

The following aspects are important for successful sampling:
· clearly defining the population;
· defining the sample frame;
· selecting a sampling strategy;
· determining the sample size; and
· selecting sample elements.

SAMPLING VS CENSUS
A census is when data is obtained from the whole population. In an ideal world, the entire population (universe) relevant to the particular research project would be interviewed. Everyone's opinion would be obtained resulting in a complete picture of all opinions and attitudes relating to the issue being researched.

The definition of a census is: A census refers to those situations where data are obtained from or about every member of the population of interest.

	Sample
	Census

	· It is often more accurate 
· It takes less time since only few members of the population is surveyed
· It costs less since there is no need for higher training, supervisors and data processing
· It is more practical
	· Its less accurate to sample
· It consumes more time since  every member of population  of  interest is surveyed
· It results in higher cost since there is a need for higher training- knowledge is needed to ensure successful  survey
· It is less practical




2 Steps involved in the sampling process(TXTB Pages 195-214)


2.1 Step 1: Define the population

The population must be clearly defined in terms of the sample unit, sample element, extent and time. In simple samples sample unit and elements are the same target population. Collection of all the elements or objects from which information is to be gathered to solve the research problem. Target population must be carefully defined or the wrong sample elements may be selected. Important issues in defining the target population may be the geographic area within which the population resides and or demographics of the population(age/gender)


2.2 Step 2: Determine the sample frame

A sample frame contains the list of available sample units at a stage of the sampling process e.g. an index (any population record), mailing lists etc.
· A reliable sample frame must meet the following requirements :
· All elements of the population are represented
· Must be up to date.
· Details of each entry must be compete and correct.
· Must be accessible and the information must be easily drawn from it.
· Should ideally contain additional information that facilitates stratification.
· Shortcomings of sample frames : Note : Its rare to find a sample frame that meets all of the requirements:
· Missing sample units
· Duplicate entries – to avoid this use one sample frame and arrange the list alphabetically
· Foreign elements – elements listed but which do not fall part of the population.
· Types of sample frames :
· Sample frames for private households
· Lists of names and addresses of individuals
· List of dwellings
· Large scale maps
· Lists of census surveys
· Sample frames of businesses, government bodies, professionals and Non-Profit Organisation
· The sample frames available in South Africa are divided into five categories:
· Computerized registers of names and addresses
· Address directory
· Membership lists of organizations
· Telephone directory
· Records of local authorities


2.3 Step 3: Select a sampling technique

Sampling technique can be divided into two;
· Probability sampling-whereby each unit of the population has a known positive chance of being selected as a sample unit
· Non probability sampling-the possibility that a certain unit will be selected as sample unit is unknown

DIFFERENCES BETWEEN PROBABILITY AND NON PROBABILITY SAMPLING
	Probability
	Non probability

	· It takes more time 
· It can be expensive to implement
· Sample error can be estimated statistically if sample design meets certain requirements
	· It takes less time
· It is more convenient and cheaper to implement
· No indication can be given of possible error margins of estimated population characteristics 




2.3.1 Non-probability sampling methods
· Convenience sampling :Only those units (people) which are at the same place as the researcher will stand to be selected or interviewed including the units that are easily reached by the researcher.
· Judgement sampling :Only those units which have experience on an element in question are interviewed: This is referred to those units which have tested, used or being in contact with the element in question for some time
· Quota sampling: The researcher classifies the sample according to pertinent characteristics such as income, age, sex etc.
· Snowball sampling: The initial respondent interviewed refers the researcher to another person (e.g. a friend, a colleague or family member) to be interviewed as an additional respondent. 
· Internet samples: Respondents are being questioned via internet e.g. IM, E-mail etc.



2.3.2 Probability sampling methods

· Simple random sampling 
The sample is being selected in a way that every element of the population has equal chance of being selected in a sample unit
A simple random sample can be drawn with or without replacement. 
· Sample without replacement - can be obtained as follows: a specific number of elements is drawn one by one from the elements of the population in such a way that every time an element is drawn from the population all the remaining elements in the population have the same probability of being drawn. 
· Sampling with replacement - is when a selected element is noted and put back into the population before the next element is selected. In sampling without replacement, a selected element is not put back into the population before the next element is selected. Any element can be selected more than once in sampling with replacement and only once in sampling without.

Steps for drawing a simple random sample
· Number the elements sequentially
· Use the number of figures in the table that corresponds with the number of figures in N
· Determine the starting point in the table in a random way
· Move in the same random direction in the table
· Systematic sampling
The entire is population is numbered and elements are drawn using a skip interval (it’s determined by dividing the population size by the sample size)
· Stratified sample
· The heterogeneous population is grouped into homogenous segments that are mutually exclusive and comprehensive (no population element is excluded)
· The researcher selects elements from a number of samples to represent the entire population e.g. the researcher can make a conclusion by interviewing 20% marketing research students.
· Cluster sampling
· One element is selected from the population after the surrounding elements are selected

· Multi-stage sampling
· draws samples in different stages: the researcher first divides the population into various groups or clusters of elements and then draws a representative sample using the random selection method.


2.4 Step 4: Determine the sample size
The more closer the sample size is to population, the more accurately the sample will represent the population
 it is fair to assume that the standard error and consequently the confidence level will have a determining effect on the sample size

Sample error
Two types of errors can occur in samples, sample errors and non-sample errors. 
Together, sample errors and non-sample errors form the total error of the sample.
Total sample error = sample errors + non-sample errors
Non-sample errors are often known as observation errors or measurement errors. They comprise accidental errors such as administrative errors and bias. In a complete census only non-sample errors can occur, since no sample is drawn. Examples of this type of error are the incorrect transfer of data from questionnaires to the computer. Non-sample errors cannot be measured, but can be reduced by thorough planning of the research project.
Sample error is formally defined as: 'the difference between a statistic value that is generated through a sampling procedure and the parameter value, which can be determined only through a census study'
The following guidelines will help the researcher to limit the effect of the sample error:
· The population from which the sample is taken must be defined clearly.
· The elimination or limitation of non-reacting respondents will help reduce sample error. 
· The variation within the sample of the studied variable affects the size of the sample error.
· The variation within the population of the studied variable affects the size of the sample error. 

Sample size
, deciding which sample size to use is often a case of judgement rather than calculation. The researcher must choose a sample that is big enough to yield a relatively precise estimate of the population values, but at the same time can be executed economically and practically.
· The general rule is that, the more homogeneous the sample units are, the smaller the required sample.
· Methods of determining the sample size
· Blind guesses-the researcher predicts the possibility of the sample size
· Statistical methods- the researcher uses statistical formulae to determine the sample size
· Statistical calculation of sample size (6 Steps)
· STEP 1 - Determine the tolerable error - This is the tolerable difference between the sample estimate and the population parameter that the researcher is willing to accept.
· STEP 2 - Specify the confidence level - This is the degree (or percentage) of certainty that the researcher wants to attain in the estimate of the population parameter.
· STEP 3 -  Determine the Z value associated with the desired confidence level
· STEP 4 -  Estimate the standard deviation of the population
· This can be done in three ways:
· 1) Carry out a pilot-survey that will give an indication of the standard deviation;
· 2) Use the standard deviation of similar studies that were undertaken previously as an indication for the proposed study;
· 3)  Guess the standard deviation, using the 'rule of thumb' that says the standard deviation is one-sixth of the range of the distribution of the sample average. 
· STEP 5 - Use the appropriate statistical formula
· 
· Z= value associated with the level of certainty
·      - Standard deviation of the population
· E – the tolerable error
· STEP 6 – Draw the desired Sample

· Factors that often restricts the sample size
· Available budget – large samples are costly. Available budget may restrict sample size.
· Rule of thumb – through experience, researchers may know that a particular sample size is sufficient upon which to base realistic decisions about the population as a whole.
· Number of sub groups. Larger the number of sub groups, larger the sample size.
· Traditional statistical methodologies – In the case of a simple random sample, factors such as standard deviation, sampling error and confidence intervals will determine sample size.\
· Population size – May influence sample size but no direct relationship


2.5 Step 5: Execute the sampling process 

Sampling plan must now be put into practice through fieldwork and the use of controls to ensure that the correct sample elements are selected. Researchers need to know what steps to take if the sampling elements are not available for inclusion (eg : respondent always on holiday)




	Concept
	Description

	Census survey
	The aim of survey is to obtain information about certain characteristics of the population as whole. If all element of population is studied the survey is called a census survey.

	Population
	The aggregate of all the units of the analysis forms the population. It, for example, the spending pattern of households in a specific community is studied; the total collection or group of all households in the community forms the population. The population units of the analysis, as determined by the problem that is investigated, are called the target population. The population units of the analysis from which the sample is in fact drawn are called the survey population.

	Sample
	A selection of the elements of the population IS Known as a sample and the particular survey is called a sample survey. A number of elements is selected from the population for the study or investigation. Examples of samples at the population households could be all the households of the community In question in a specific area, or every tenth household on a list of all households in the community.

	Representative sample
	A representative sample is one that is in all aspects a true reflection of the population various sampling methods are used to obtain a representative sample.

	Sampling
	process used to draw the sample from the population is called sampling,

	Sampling methods
	Sampling methods for obtaining representative samples are basically divided into two broad categories. These categories are probability sampling methods and non-probability sampling methods. The concept of probability can be interpreted as the possibility of something happening in reality.
Probability sampling methods, a known positive probability is associated with each element at the population that the element will be selected as a part or the sample.
[bookmark: _GoBack]Non-probability sampling methods include all sample surveys in which the selection probability of population elements is unknown or unascertainable. The sample is based on the personal judgement of the researcher.

	Random sampling
	The concept of random sampling is a core feature of obtaining a representative sample of the population by probability sampling. In a random selection process, every element of the population has the same probability of being selected and is independent' of the selection of any other element of the population: Flipping a coin is a well-known example of a random selection process, since the chance of heads or tails occurring is independent OT the result or outcome of previous flips of the coin.

	Sample frame
	The actual list of sample units from which the sample is drawn is known as the sample frame. The list can, for example, consist of geographical areas, institutions, households, individuals and other units.

	Sample units
	The items studied in specific survey are called the units of the analysis and must be-clearly-defined-beforehand. In e.g of spending pattern; the households are the sample units.

	Sample elements
	Elements are the individuals from whom the necessary information is required. In the spending pattern example, it will be the heads of the various households. To identify the sample elements the researcher must answer the following question, 'With whom do want to speak?'

	Survey variable 
	AKA = (Population parameter). The characteristic of the population that is investigated or studied is called the survey variable or population parameter. examples of survey variables are spending patterns, age, sex, marital status and attitudes regarding specific issues.

	Sample variance
	When a population is studied, many characteristics or variables are associated with each element or analysis unit. These survey variables assume different values for different people. the value of a specific variable can vary from one person to the next. A sample of ten people from the population can, for example, consist of 0 or 1 or 10 smokers; the proportion of smokers in a sample of ten from the population will vary from sample to sample. This variation in the estimated value of a population parameter (for example, the proportion of smokers) is known as the sample variance. The standard of this variance, like the standard error, can be calculated.

	Sample error
	Sample errors pertain to the process of sampling as such. Thus, the sample error relates to the difference between the population value and the sample value. .

	Standard error
	Also known as the standard count. It is an indication of the reliability of the estimate of the population parameter. It is calculated by dividing the standard deviation of the sample estimate by the square root of the sample size.

	Generalisation
	Information on the characteristics being investigated, as obtained from the sample elements in a sample survey, is generalised by using methods of statistical inference (generalisation to reach conclusions that will be valid for the population as a whole. It is important for the government to know what part of an average household's income is spent on housing, food ETC.. Conclusions are therefore reached about the spending patterns of the whole household population of a community on the basis of the spending patterns of the households in the sample. But In order to obtain reliable results on the characteristics studied by means of this process of generalisation, it is necessary for the sample to be a true reflection of the population in all relevant respects. The findings and conclusions reached from a sample survey will apply only to population from which the sample was drawn. Obviously a sample that consists of all the households in a specific area (such as PTA) will not be representative of the total population of households in SA

	Statistical efficiency
	This is the standard that must be used for comparing various sampling methods. A sampling method is statistically more efficient than any other if it yields a smaller standard error of estimates for the same sample size. If the variable of interest is, for example, the arithmetic mean, the most efficient sampling method statistically will be the one that yields the smallest standard error for the arithmetic mean for a given sample size.

	Overall efficiency
	When the statistical efficiency of a sampling method is combined with the cost of the procedure, it is known as overall efficiency. Overall efficiency is the smallest standard error per given cost. .



Study unit11: Fieldwork
1 Defining fieldwork (TXTB Pages 219-225)
Fieldwork is usually carried out during the final stages of the marketing research process and it is during this stage that the data is actually collected. Previous steps in marketing research process are of little value if careful consideration is not given to planning fieldwork and managing fieldworkers.

DATA COLLECTION CAN BE CARRIED OUT BY:
1. Company marketing research staff – more control when over the collection process and data quality when by using own staff.
2. Externally – Outside firms that specialize in the collection of data can often do the job faster, example is AC Nielsen

Data collection is generally the most expensive task in market research and is also the one that is the most subject to error.  The marketing researcher should monitor the fieldwork closely to make sure that the plan is correctly implemented and to guard against problems in contacting respondents, with respondents that refuse to cooperate or who gives biased or dishonest answers or interviewers who makes mistakes or take shortcuts. 
Aim of study unit is to look at the importance of planning, organising, preparing and carrying out of fieldwork.
DEFINING FIELDWORK 
Fieldwork involves the selection, training, supervision, validation and evaluation of persons who collect data.  It is important to note that field workers can collect data for researchers in two ways, namely in the field of from an office.  Example, a field worker can conduct telephonic surveys from his office and then record the answers given over the phone.

PLANNING AND ORGANISING THE FIELDWORK
After deciding on the data-gathering method, finalising the questionnaire and drawing the sample, it is time to organise the fieldwork. Effective fieldwork organisations require a complete fieldwork programme. A fieldwork program will outline the following:
· Operator’s sub districts
· Number of questionnaires per operator’s sub districts
· Division of questionnaires per fieldworker
· Daily quota
· Stratification (for example into rural or urban areas)
· Places of residence
· Telephone numbers of contact points
Researcher needs to remember that the quality of the data collected will have crucial effect on the research findings.
Some limiting elements to consider are the availability of time, human resources, funds and infrastructure for doing the fieldwork. These elements are addressed while planning and provision is made for them in the research proposal.
The planning and organisation of fieldwork programme are influenced by the research subject (problem), questionnaire, sample design and fieldworkers. 

PREPARING FOR THE FIELDWORK
Before starting the fieldwork, certain administrative requirements must be fulfilled.
1. Sufficient manuals and questionnaires for the fieldwork – number printed must include sample size and questionnaires for control and training purposes.
2. In preparation for the fieldwork, questionnaires can be packed in the quantities that will be need daily. Identification can be printed or written on the covers of packages.
3. Sufficient stationary requirements are essential.
4. In some cases official documents are required in which the authorities acknowledge the research in their relative areas.
5. A file should be kept for each fieldworker, to facilitate questionnaire administration and to record remuneration.

SELECTING, TRAINING AND CONTROLLING INTERVIEWERS
Researcher had full control of the project until this stage, now reliable on other people, such as fieldworkers to determine the success of the investigation. The recruitment of potential fieldworks, the right selection procedures and effective training is there for very important.

Recruitment and Selecting of Fieldworkers  
· Before selecting any fieldworkers, a proper recruitment process must be implemented that takes into account the needs of each survey
· Advisable that specific criteria be established first (e.g. reliability, neat appearance, experience, bilingualism, specific qualifications) and clearly stipulated during recruitment. 
· After recruitment, the selection procedures can be implemented.  The aim of this procedure is to establish whether the candidate will make a good fieldworker, based on the qualities determined beforehand, the type of fieldworker needed for a survey is prescribed and determined by the survey group and the nature of the research subject. The selection standards will depend on the nature of the research subject, the nature of the questionnaire to be used, they type of respondent to be interviewed and other factors inherent in the scope of the survey
· A fieldworker’s job consists of three components:
· Clerical activities
· Liaison with the public
· Awareness of the work environment
· The task requirements determine the personal requirements.  The following requirements can be used as guidelines:
· Communication – Field worker must be a good “sender” and “receiver”, attuned to the verbal and non-verbal behaviour of the respondent and have good self-control.
· Interpersonal relationships – Get on well with people and accepted by others
· Language proficiency – The fieldworker must be capable of good verbal expression, reading comprehension and preferably bilingual.
· Responsibility – act responsible and reliable
· Adaptability – adapt to a broad spectrum of situations and people.
· Sensitivity – must be sensitive and know how to behave in specific situations with different respondents.
· Emotional control – not get emotionally involved, must instil confidence so that respondents feel free to air their opinions.
· Acceptability – the image and first impressions that the respondents form of the fieldworker will naturally influence their responses.

Training of fieldworkers

Effective training is required to reach the desired marketing research results.  Field workers must know exactly what is expected of them and receive the necessary guidance in this respect. Field workers must be particularly informed about potential problems during the fieldwork and how to overcome them.

Training program takes place in 3 stages:
1. Fieldworkers are provided with training manual
2. They attend training classes
3. They receive training in the field
Some guidelines that can be given during training and could be included in the training manual:
· The general background of the sample survey, such as research objectives, types of questions to be asked and sampling method used;
· The way in which the interview must be prepared
· The action and approach that must be followed, and the external appearance of the interviewer;
· the probing method that can be used to prevent incomplete answers
· the way to record the answers
· the importance of honesty
Additional guidelines
· Speak to the store owner/manager/person in charge of the store upon entering the store.
· Identify yourself
· Explain what you are doing
· Hand the respondent the letter of introduction, or read it aloud if necessary.
· Complete the front page(name of store, owner, etc)
· Ask all the questions
· Record responses by following the instructions below each questions – for example, tick more than one item if necessary
· Do not influence the respondent when asking the questions

Evaluation and control of interviewers.

Fieldworkers must be evaluated and controlled. Evaluation should be a continuous process.  The purpose of control is to determine whether the fieldworkers are carrying out their task in the correct way so that the desired research results will be obtained
Some practical arrangements to bear in mind during the control and evaluation of the fieldworkers:
· Evaluation must where possible take place in the field.  This will help to solve problems immediately
· A supervisor can accompany a fieldworker on first few visits so that personal help is available immediately should a problem arise.
· If personal supervision is not practically possible or too expensive, the questionnaires should be sent to the supervisor on a regular basis.
· A fixed daily routine based on the fieldwork programme means that each fieldwork organiser (or supervisor) and fieldworker will know exactly what is expected and which procedure to use for the task.
· Questionnaires must be checked completely and thoroughly, especially at the beginning of the fieldwork.
· Feedback is very important so that the same mistakes are not repeated.
· Meetings are essential to give feedback about completed questionnaires· and the daily operations of fieldworkers and to co-ordinate all the organisers



2 The fieldwork process

2.1 Step 1: Selection - In selecting interviewers, it is advisable to establish the specific selection criteria first, for example reliability, neat appearance and experience. The criteria will depend on the nature of the questionnaire, the types of respondent who are interviewed and the factors relating specifically to the investigation. For example, for open questions which require probing, experienced interviewers who can interpret responses are required.
2.2 Step 2: Training – Interviewers need to be properly trained to ensure that they all administer the questionnaire in the same manner, so that the data can be collected uniformly. The training should cover how to make the initial contact, asking the questions, probing, recording the answers and terminating the interview. This is a very important step as untrained interviewers might record the data incorrectly (eg they might use a shorthand technique and might then not be able to remember what they wrote down), which might influence the overall results of the research.
2.3 Step 3: Supervision - Control of the interviewers should be exercised continuously because the possibility of making errors in data collection is very high. To help ensure that the research design is being implemented correctly, the researcher must monitor and control every phase of its implementation. Field workers may falsify parts or the entire questionnaire (or might even fill in all the questionnaires themselves instead of giving them to the correct respondents). For this reason, questionnaires need to be checked by the supervisor. Sampling control should also be exercised to make sure that the sampling plan is followed correctly by the field workers.
2.4 Step 4: Validation - The supervisor of a research project needs to check the quality of the feedback from the interviewers. In a personal interview survey, for example, it is important to monitor the fieldwork conducted by the field worker to prevent any mistakes affecting the research results. In order to do this, the researcher might take a sample of completed questionnaires and call respondents to verify that they were in fact interviewed and that the responses written down are the same as the responses given.
2.5 Step 5: Evaluation - The last step in the process takes place when the supervisor evaluates the feedback received from the field workers. This is done according to the time field workers spent on the research, the response rates they got (ie how many people completed the questionnaire), the quality of the interviews and the quality of the data collected (ie were many mistakes made in recording the answers given).

3 Training field workers
· Effective training is required to reach the desired marketing research results.  Field workers must know exactly what is expected of them and receive the necessary guidance in this respect. Field workers must be particularly informed about potential problems during the fieldwork and how to overcome them.
· Training programme takes place in 3 stages:
· Fieldworkers are provided with training manual
· They attend training classes
· They receive training in the field
· Some guidelines that can be given during training and could be included in the training manual:
· The general background of the sample survey, such as research objectives, types of questions to be asked and sampling method used;
· The way in which the interview must be prepared
· The action and approach that must be followed, and the external appearance of the interviewer;
· the probing method that can be used to prevent incomplete answers
· the way to record the answers
· the importance of honesty
Additional guidelines as per SG
· Speak to the store owner/manager/person in charge of the store upon entering the store.
· Identify yourself
· Explain what you are doing
· Hand the respondent the letter of introduction, or read it aloud if necessary.
· Complete the front page(name of store, owner, etc)
· Ask all the questions
· Record responses by following the instructions below each questions – for example, tick more than one item if necessary
· Do not influence the respondent when asking the questions

Supervision
· Control of interviewers needs to be exercised continuously – possibility of making errors during data collection is very high
· Evaluation must, if possible, take place in the field – helps solve any problems immediately or enable changes/ improvements to be made timeously
· Supervisor can accompany fieldworker on first few visits so that personal help is available immediately should a problem arise
· Researcher needs to monitor and control every phase of implementation
· Questionnaires need to be checked by the supervisor especially at beginning of fieldwork – interviewers could falsify parts or all of the questionnaires, or complete them themselves instead of interviewing correct respondents). Disciplinary steps must be taken against those that do not give satisfactory work
· Sampling control should also be exercised to ensure field workers correctly follow sampling plan

Validation
· The supervisor needs to check the quality of the feedback from interviewers
· Important to monitor the fieldwork conducted to prevent any mistakes affecting the research
· The researcher might take a sample of completed questionnaires and call respondents to verify their answers

Evaluation
· Last step in process – supervisor evaluates feedback received from the field workers
· Done according to:
· Time field workers spent on research
· Response rates
· Quality of interviews
· Quality of data collected

USING A THIRD PARTY FOR FIELDWORK
· An external company can be used to carry out the fieldwork – responsible for managing the fieldwork process and related admin
· Researchers intentions are only communicated to those responsible for gathering data during the briefing sessions, which means that good briefing is essential to the success of the research project
· Briefing the third party Should include:
· Information on the market
· Marketing background
· Factors that gave rise to the research
· Agreeing on procedures:
· Interview format to be determined – once established, researcher to ensure that third party uses fieldworkers who are capable and experienced enough for the type of interview
· Admin procedure for handling matters in the field must be agreed upon in writing before fieldwork starts. Includes:
· Checking of the first day’s work
· Way in which fieldworkers will be supervised
· Timing of quality checks
· Types and percentage of checks to be used
· Number of interviews to be completed per day
· Briefing interviewers:
· A good explanatory written brief must be developed and sent to interviewers with the questionnaire

SURVEY ERRORS
· The reliability of gathered data contributes greatly to the scientific accountability of a specific research project
· Researcher must therefore be aware of any survey errors and the distortions they may cause in the data
· Basic types of errors in MR studies:
· Sample errors
· Non-sample errors: 
· made by fieldworkers
· Non-sample errors are therefore the most important errors that occur in MR
· Primary cause of total sample survey errors
· occur as a result of fieldworker’s lack of conception, logic, arithmetical errors, misinterpretation of results and stats, incorrect tabulation, coding, reporting
· Typical errors made by interviewers and respondents:
· Respondent selection errors are when respondents other than those specified in the ' research design are selected. For example information is obtained from respondents in the age category 16-20 years instead of 26-30 years.
· Questioning errors are made when interviewers ask respondents questions but do not use the correct words contained in the questionnaire.
·  Recording errors are caused when recording or interpreting the answers given by the respondent.
· Cheating errors are when the interviewer fabricates possible answers to the questions.
· Unwillingness errors:
· Respondent not willing to answer the question or gives a misleading answer

Non-sample errors are the most important errors that occur in marketing research. 
Non-sample errors are the primary cause of total sample survey errors, while sample errors have a minimal effect. Therefore, if the researcher understands the cause or origins of the non-sample errors, the probability of reducing none-sample errors is better.

TOPIC 4: ANALYSING AND REPORTING INFORMATION
Study unit12: Data preparation
1 Data preparation (TXTB Pages 228-238)
To prepare and process the raw primary data into useful information, the raw data must be 
· validated, 
· edited and coded, 
· captured onto a computer file, 
· Tabulated and cleaned.

1.1 Validating - is declaration that the data gathered is valid and accurate.
· Guidelines of validation of data
· Check backs
· Between 10-20% of the respondents whose names appear on the questionnaire are randomly selected from the work of the interviewers involved in a project and telephoned to check if they were in fact interviewed.
· Review the questionnaire and the interviewing instructions
· If the interviewer was told to interview a woman between 20-25 years but the respondent’s classification data shows a 40year old man, that respondent should not have been interviewed.
· Questionnaire is checked to ensure that the respondent meets the sample
· Evaluate the reputation of the interviewers
· Checking of each interviewers sheet to make sure interview was conducted according to the sampling procedures
Validation is the process of determining whether a survey's interviews or observations were conducted correctly and are free of fraud or bias. This is done through call-backs, or even in real time in the case of computer-assisted telephone interviewing. 
Five specific areas are checked:
· Fraud
· Screening
· Procedure
· Completeness
· Courtesy

1.2 Editing - during this process, the correctness and completeness of all the questionnaires and observation forms are checked.

· Control and adjustment of questionnaires are usually done in two stages
· Field Editing 
· This a preliminary editing of gathered data done by field organisers (supervisors)
· Is useful for solving any misunderstandings regarding field work procedures at an early stage.
· Central Office editing 
· Thorough scrutiny and adjustment of the completed questionnaire or observation forms. 
· Is usually done at head office by single expert in the field of the gathered data
· Editing criteria - Editing involves the critical scrutiny of each questionnaire or observation form. The editor must take the following criteria into account when editing questionnaires:
· Cheating by the interviewer.
· Compliance with sampling requirements.
· Relevance of the answers - irrelevant answers often occur when the respondents misinterpret the question.
· Completeness of the questions and sections.
· Comprehensiveness and unambiguity of answers. .
· Comprehensibility of answers.
· Legibility and clarity of the respondent's handwriting.
· Inconsistencies - for example, a respondent who says he does not eat chocolate, but in the next question indicates his favourite chocolate.

· Handling unsatisfactory questionnaires
When a researcher is dealing with unsatisfactory responses that do no comply with the editing requirements, the following options can be taken:
· Review quality of the interviewers and questionnaires
· Go back to the interviewer or respondent for more satisfactory responses.
· Have the questionnaires completed and corrected by the editor.
· Discard unsatisfactory parts of the questionnaire
· Discard unsatisfactory questionnaires completely.


1.3 Coding - Is the process of data categorising, it convert raw data into symbols, usually numbers that are entered into a computer and tabulated. Allocating symbols means that data can be converted into a computer-readable form.
· Three Basic Steps in Coding 
· STEP1 - Specification of categories 3x requirements;
· Categories Should be a suitable size
· Categories must be mutually exclusive and incompatible
· Categories must be exhaustive and comprehensive  
· STEP2 -  Allocation of code numbers
· For instance, in a question that asks which sex a respondent belongs to- male category can be allocated # 1 and female #2 , the appropriate code number is then recorded in the data file.
Pre-coding-: at this stage, code numbers are also allocated to each category, and printed on the questionnaires  . Is done by mainly for closed ended questions such as dichotomies and multiple choice questions 
Post-coding -: is a process whereby data is coded once the total data has been   gathered, and is mainly done with open-ended questions 
· STEP3 - Compilation of a code book 
This is a book with general instructions about each variable or question is coded on the questionnaire or observations form.

Open-ended questions are analysed by using content analysis.
This involves four steps:
· listing responses
· creating general meaning categories for the responses
· creating category codes for each general meaning category
· entering category codes for each individual response

A common problem faced by researchers is missing data. There are usually four reasons why a question is not answered:
· The question did not apply to the respondent.
· The respondent refused to answer the question.
· The respondent did not know the answer to the question.
· The respondent or interviewer forgot to record the answer.

1.4 Data entry
In some instances, data entry may need to be performed. Data entry includes those tasks involving the direct input of coded data into software packages that will allow the researcher to analyse and transform the raw
data.
This can be done as follows:
· By using the keyboard of a computer to transfer data into an electronic format.
· By using optical scanning devices.
· The use of intelligent data entry systems will facilitate this process, and developments in electronic data collection may allow more direct electronic data capture, storage and transfer.

1.5 Data cleaning
Errors may occur when entering the data into the computer. Rectification of these errors is called data cleaning. These errors are usually ascribed to coding and capturing errors and may include the following 
· Values that cannot be executed 
· Data transformation i.e the age of 52 is entered as 25
· Inclusion of foreign data i.e same value entered more than once
· Missing data 
· Records that are not in sequence i.e data mixed up with inappropriate data

Data cleaning is the process of checking the data before starting data analysis. This is important if data entry was done manually with a computer. A few simple tests can detect obvious errors:
· Check that the number of questionnaires matches the number of respondents.
· Calculate the minimum and maximum values for all the variables and compare against the code book to see if they are outside the expected range.
· Check for consistency in the number of respondents who provided answers to ``skip''questions.
· Compare the recorded answers with the values in the data matrix for a few selected questionnaires.
For instances where there is a large percentage of missing answers, there are three options:
· Casewise deletion. Discard any cases with missing responses for any of the variables in the study.
· Pairwise deletion. Use all the cases with complete responses for a specific calculation.
· Rules of thumb. Establish your own rules as to when to include or discard individual questionnaires.

The following cleaning tasks can be done by a computer program:
· Checking each variable (question) to make sure that the right codes were used.
· Checking for inconsistent and contradictory responses.
· Checking for extreme answers.
· Checking for missing data. 
· If a specific category on the questionnaire contains no response, the computer can indicate that this is a missing data, if the questionnaire was not discarded during eding, the following possibilities apply;
· Leave the response open
· Replace all empty space with a neutral value
· Allocate a value on the basis of the respondent’s response pattern to other questions
· Accept the response as don’t know or not applicable
· Re-contact the respondent.

Storing of data
The raw data preparation phase is complete once the data has been entered and cleaned. The raw data is now ready for processing and analysis. The prepared data can be stored 1 the computer's memory or on discs, CD Rom, memory stick, etc until the researcher is ready to analyse it.


Study unit13: Data analysis
1 Data analysis (TXTB [Pages 239-256)
Introduction
The researcher is at this stage faced with a large amount of raw data which needs to be analysed and converted into meaningful information. A Analysis should start while planning the research project.
Unexpected insight frequently comes from simply sorting and then tabulating or plotting a data set.

Qualitative and quantitative data
Data analysis is a three-step process consisting of: 
· data reduction,
· data display
· interpretation
The three steps are applied differently to qualitative and to quantitative

Qualitative data
· Data reduction can be achieved through:
· Paraphrasing or summarising statements by respondents.
· Classifying responses into categories.
· Analysing the content, for example looking for key words or phrases in the respondents' replies.
Interpreting qualitative data looks for meaningful sequences, patterns or relationships that help to clarify the research problem.

Quantitative data
· Data reduction is achieved by calculating statistics that show central tendency and dispersion about the centre. In a data set, measures of central tendency include mean, median and mode, while dispersion includes range, quartiles and standard deviation.
· Analysis of quantitative data may be categorised as:
· Univariate (single variable) analysis refers to the examination of only one variable at a time; univariate analysis uses measures of central tendency and dispersion.
· Bivariate (two variables) analysis is when an association between two variables is analysed simultaneously. The degree of association between two variables may be expressed and examined in several ways, with the most common being the index of correlation and regression.
· multivariate (many variables) analysis is when relations among three or more variables are analysed simultaneously. It employs techniques such as multiple regression, cluster analysis, factor analysis and conjoint analysis.

· Univariate analysis is useful when describing a data set where the interpretation is left to the researcher. 
· Statistical techniques, or the so-called inferential techniques, are available to assist with the interpretation. 
· Bivariate and multivariate analysis may be used for inference. 
Using inferential statistics the researcher is able to estimate a parameter of a population, for example the mean, standard deviation or proportion that meets a specific criterion, and test hypotheses.2

Tabulation

Tabulation is the counting of the number of cases within the different categories. Tabulation combines the mass of raw data into a number of categories, which are then represented in tables or graphs that allow meaningful analyses and deductions to be made.
 
There are three basic tabulation methods: 
· manual, 
· mechanical and 
· electronic

The aim of tabulation is to determine:
· how the data is distributed
· what is typical in the data
· how much the data varies; and
· whether there are any significant relations between different sets of data

This objective is achieved by the following techniques: .
· grouping the data and listing the groups as frequency distributions;
· reducing the data to means or, in statistical terms, to measures of central tendencies;
· applying measures of distribution
· cross- tabulation.

Simple tabulation
Simple tabulation (also known as one-way, single-variable tabulation) is concerned with only one variable and simply indicates the number of cases in each category

Cross-tabulation
Single-variable tabulation is a simple way of reducing a large mass of data and deducing frequency distributions, measures of central tendency and dispersions.
Cross-tabulation is the technique most widely used in marketing research to analyse the relationship between two or three variables.
Cross-tabulation only provides significant information when there is a logical relationship between the variables.

Statistical analysis

Statistics are used to analyse data in three ways:
· to describe data, 
· to measure significance and
· to indicate relationships between sets of data. .

Describing data 
Descriptive statistics can be used to show how the data is distributed, to group the data characteristics and to indicate how the data varies. In simple tabulation, a variety of statistical techniques can be used: 
· The frequency distribution indicates how the data is distributed over the various categories. In analysing the data, clear deductions can be made if the distribution pattern can be represented graphically as a distribution curve or frequency polygon
· Percentages are widely used in marketing research, as they reveal the relative importance of figures more clearly than the original data. Percentages are simple and useful ways to show relative relationships between variables. The disadvantage of percentages is that some of the original statistics remain hidden, so it is always advisable to use percentages and the original statistics (data) together.
· Measures of central tendency reflect the most probable or appropriate response to a question. A measure of central tendency reduces a whole series of data to a single figure or an average.
· There are many measures of central tendency but in marketing research only three are normally used:
· The mode is the value that appears most frequently in a series of data. In a graphic representation of the data distribution, the mode is always the highest point of the graph.
· The median is the middle value between the lowest and the highest value. The values are arranged from low to high or from high to low to determine the median, which is the middle value. If the sample consists of an equal number of respondents, the median is calculated by adding the two middle numbers and dividing the total by two.
· The arithmetic mean is the sum of all the values, divided by the number of values.
· Measures of dispersion reflect how the data is spread around the measures of central tendency. A more specific characterisation of a data series can be obtained by calculating both the central tendency and the dispersion or deviation. 
· most common measures of dispersion are:
· The range is the difference between the highest and the lowest value in the dispersion. If the highest value is 200 and lowest value is 20, the range is 180.
· The variance and standard deviation are based on deviations around the mean of the observations.
· The variation coefficient is used to compare the dispersion of two or more series of data. It is also used as an indication of the relative size of the deviation from the mean.

Measuring significance
Significance is a statistical term that indicates how sure you are that a difference or relationship exists.
It is useful to think of significance as meaning 'probably true' (not due to chance).
Significance is expressed as a percentage at a certain level, as in 'this figure is significant at five per cent', meaning that the finding has a five per cent chance of not being true. In other words, there is only a 1 in 20 chance that the same underlying population could produce two different values."


Setting analysis objectives involves:
· Content of an intended analysis and involves the selection of the variables to be included.
· Focus of the intended analysis.
Exploratory Data Analysis (EDA) also known as descriptive statistics or descriptive analysis, is a large body of statistical and graphical technique that provides ways of looking at data to determine relationships and trends, identify outliers and influential observation, and describe or summarize data sets.
Inferential statistics: is the estimation of population values based on sample values, through the construction of confidence intervals and statistical hypothesis testing statistical analysis softwares include; SPSS, SAS or statistical, and Microsoft excel spreadsheet.


1.1 Describing survey data

This is to enable someone to get to know the data before you try something more adventurous.
· Objectives of exploratory data analysis include
· Investigate the description of values.
· Detect errors in the loading process.
· Provide summary measures describing the typical or average, variable distributions.
· Create the opportunity for checking whether the distributional assumptions fo sub sequent hypothesis tests are satisfied.
· Exploratory Data Analysis involves a large body of statistical and graphical techniques including;
· One way frequency tables and cross tabulations ( i.e. contingence tables or stub and banner tables)
· Graphical presentations of data i.e. histograms, frequency polygons, cumulative frequency polygons and ogives, pie chart, bar column, stem and leaf displays and maps.
· Summary descriptive statistics, including central tendency variability and shape measure.


1.2 Inferential statistics

· This covers the estimation population values base on a sample value and statistical hypothesis testing.
· Estimating population values and constructing confidence intervals sample statistical can be used as estimators of unknown population values.
· Sample values such as sample mean or sample proportion will usually differ from the true value because of the error sampling error.
· Sampling error can be reduced by increasing the size of the sample.
· Sample standard mean will also have its standard deviation called standard error.
· Central limit theorem is a statistical rule that states that if we take a large number of simple random samples (n>30) from a population, then the resultant distribution of sample mean will approach a normal distribution, with an average equal to the population mean (µ) and a standard deviation Sx .
  Sx = σ/ѵn 	where n = sample size 	while σ = the population standard deviation
· A confidential interval is a range of number believed to include an unknown population parameter. This includes a measure of confidence that the population does contain the population parameter of interest. Two pieces of information needed  to construct a confidence interval are:
· The Z value associated with a specific level of confidence interval.
· The calculation of standard error.
Ѵp(1-p)/n   	Sx = σ/ѵn 		where σ standard deviation  while n is sample size Confidence interval for population mean  = x  -+ Z value x s/ ѵn
P = x  -+ Z value x Ѵp(1-p)/n   
Finite population correction (FPC) – ѴN-n/N-1  	where N is the population size while n is the sample size

1.3 Hypothesis testing 
In significance testing the researcher wants to determine whether statistical differences exist between the hypothesis determined beforehand and the actual gathered data.
In significance tests, there are two kinds of hypothesis:
· The null hypothesis (Ho)' which is a statement that says there is no difference between the parameter and the statistic it is compared to. The null hypothesis (Ho) · is always an = sign.
· The alternative hypothesis (HI)' which is a statement that says there is no difference between the parameter and the statistic it is compared to. The alternative hypothesis (HI) can take several forms, depending on the objective of the researchers. It has always one of the following signs:  ('not the same as'), < ('greater than') or > ('less  - .. : than') the statistic it is compared to.
Statistical techniques are used to determine whether there is empirical proof to substantiate or validate the hypothesis. 
All hypothesis tests are conducted in the same way: the researcher states a hypothesis to be tested; an analysis plan is formulated (choose a statistical test and select the desired level of significance); the sample data is analysed (compute and calculate different values and obtain the critical test value); based on the results of the analysis, the decision whether or not to reject the null hypothesis is taken.
The steps for conducting hypothesis tests:
· (STEP1) State two mutually exclusive hypotheses
· Researchers are interested in testing the hypothesis of change or difference. The null hypothesis is used for statistical testing.
· (STEP2) Formulate the analysis plan
· This plan describes how to use sample data to accept or reject the null hypothesis and should. specify the following:
· Significance level, which is represented by the Greek letter alpha (a) and can be any value between 0 and 1. The alpha or significance level depends on the amount of risk that the researcher wants to take regarding the rejection of a null hypothesis that is true
· Test method. Typically, the test method involves a test statistic and a sampling distribution. Computed from sample data, the test statistic might be: mean score, proportion, difference between means, difference between proportions, z-score,  t-score, chi-square, etc.
· (STEP3) Analyse the sample data
· The third step is the analysis of the sample data using the computations called for in the analysis plan. Computations are typically done by computer software to obtain the critical test value
· (STEP4) Interpret the results
· If the sample findings are unlikely given the null hypothesis, the researcher rejects the null hypothesis. Typically this involves comparing the P-value to the significance level and rejecting the null hypothesis when the P-value is less than the significance level.
Measuring statistical relationship
The researcher is often interested in determining whether there is a relationship or association between two or more variables. In such a case the association is measured and the strength and functional structure of the relationship between the variables ' is determined.
Statistical techniques used in marketing research to investigate associations and relationships:
· a) Methods for determining relationships
· The researcher must often determine whether there is a relationship between a set of dependent and a set of independent variables. In both methods the change in one variable is linked to a change in the other variable.
· Correlation methods deal with the simultaneous occurrence between variables. This measuring method is designed to provide information about the degree of association between the variables.
· Regression methods deal with a cause-and-effect relationship between the variables. The strategy is to calculate a mathematical formula that enables the researcher to predict a value for one variable (the dependent variable) based on knowledge of the other variable (the independent or explanatory variable).
· : b) Methods for determining a structure in multivariate data
· Analytical techniques are used to systematise, summarise and simplify complex multivariate data. ;. The purpose of these techniques is to study the mutual associations or interrelationships among relevant variables. All the variables are handled independently and the interest lies in analysing the interdependence of the variables.
· Factor analysis is used: to simplify a set of data by reducing the large number of measures or variables (of which some are interrelated) to a smaller number of manageable factors (that are not interrelated) that still retain most of the information contained in the original data; and to determine the underlying structure of the data in which a large number of variables measures a small number of basic characteristics of the sample.
· Cluster analytical techniques are used to group similar objects such as products or individuals, using specific criteria. The purpose of cluster analysis is to divide individuals or objects into a smaller number of mutually exclusive and comprehensive groups
· Multidimensional scaling is used when the researcher wants' to know more about the relationship between a number of objects. Multidimensional scaling is a method for measuring objects in a multidimensional space on the basis of the respondents' corresponding opinions and attitudes regarding the objects.
Graphic presentation of data
The graphic presentation of data affords significant insights. Graphs can communicate visually the statistical information generated through tabulation.
· Bar charts - are useful for comparing classes or groups of data. In bar charts, a class or group can have a single category of data, or they can be broken down further into multiple categories for greater depth of analysis.
· Pie charts - are used to show classes or groups of data in proportion to the whole data set. The entire pie represents all the data, while each slice represents a different class or group within the whole.
· Line graph - is a diagram that shows a line joining several points, or a line that shows the best possible relationship between the points. Sometimes the line will go through all of the points, and sometimes it will show the best possible fit.
· Area graph - consists of one or more lines drawn on an x-y grid, with various data ' points filled in the area between the line and the x-axis. It is based on the line chart. Area graphs have a solid look and can convey quantities with somewhat more emphasis and trends with somewhat less emphasis than line graphs do.
· Pictographs - are bar charts using pictorial symbols rather than bars to represent frequency data. A geographic chart uses a map to show regional variations in data.
· 3D Graphics - is a presentation technique that permits a graphical comparison of three or more variables.

This is the assumption of informed guess about some characteristic of a population that may be true or not true.
· Important differences encountered in research; 
· Mathematical differences i.e. 9.999 is not 10
· Statistical significant differences i.e. the difference larger enough to query.
· Managerially important differences; is the difference are large enough to matter from managerial perspective. 
· Four types of hypothesis;
· Hypothesis concerning the differences between two or more groups.
· Hypothesis concerning the differences between two or more measures.
· Hypothesis investigating the relationship between variables.
· Single variable hypotheses that postulate the value of a particular population parameter, shape distribution or the nature of the observations.
· Steps in formulating and testing a hypothesis;
1. Formulating the null and alternative hypothesis.
2. Specifying the level of significance to be used in the testing hypothesis
3. Select an appropriate statistical test.
4. Calculate the value of the test statistic.
5. Obtain the critical value from the correct statistical table and defining the region.
6. Interpret the result and deciding on the rejection or non rejection of the null hypothesis.

1. 

Study unit14: Reporting research results
1 Research report (TXTB Pages 258-266)

PRIMARY OBJECTIVES OF A RESEARCH REPORT AND ORAL PRESENTATION
· To effectively communicate the findings of the research in a user friendly understandable way.
· To provide interpretations of the findings in a the form of well-substantiated and logical conclusions and recommendations
· To illustrate the credibility of the research project
· To serve as a future reference document for decision making

IMPORTANCE OF THE FINAL RESEARCH AND ITS PRESENTATIONS
· The Research report is important because it is the only aspect of the research project that the management of enterprises look at.
· The research project is evaluated based on effectiveness of the presentation of the research report by management.
· Management not concerned with details of the research project but interested in the results and how well the information can be used to solve the marketing problem. 

CRITERIA OF A GOOD RESEARCH REPORT
· Completeness – a complete report covers all objectives set out in the brief and provides readers with the info required in a language they understand
· Accuracy – refers to the correctness of info in the report
· Clarity – refers to the phrasing in the report, should be precise and understandable
· Conciseness – the report should be complete and standalone without any additional clarification 

INTERPRETATION 
· Is the transformation of the research results into integrated and meaningful conclusions and findings
· Conclusions and findings must be relevant to the research objectives and result in a solution to the marketing problem.
· When interpreting the results the researcher must decide:
· To what degree the data supports the original hypothesis
· Which alternative hypothesis seem to provide a reasonable explanation
· Which new questions and implications arise from the findings that must be investigated further.

GENERALISATION
· Generalisation is when the interpretations and conclusions of the representative sample are generalised for the population.
· Generalisations and predictions are made about the general population based on studying the behaviour of a representative group of people.
· From this it is clear that an absolute representative sample is a scientific prerequisite for the generalisation of results and interpretations.

FORMAT OF THE RESEARCH REPORT
A)  Introductory section of the research report
1. Title Page
· Contains title of the report, must be short, specific and precise 
· Title must be explanatory as its main function is to indicate what is contained in the report.
· A well-defined title immediately gets the reader’s attention
1. Table of Contents
· Lists the discussion points as they appear in the report with page references
· Headings of section and sub sections in the table of contents must correspond to headings in the report.
1. List of tables and graphs
· Tables and figures are indicated separately with their page references.
1. Proposal and letter of authorisation
· Proposal contains research objectives, research plan and the project’s cost and duration
· It refreshes managements memory, may be a few weeks since the marketing manager authorised the project
· Acts as a yardstick for assessing the value of the research project
· If the proposal is too long an excerpt should be included
· Letter of authorisation is a letter authorising the research project
· Letter includes details of the person responsible and resources available for the project.
· Letter is written by the marketing manager who orders the research
1. Executive Summary
· Includes a one or two page summary specifically for the use of management.
· Often  the most important part of the research report as most members of management read only this section especially if an oral supplements the written report
· It is a short synopsis of the contents and purpose of the research project.
· It is not a substitute for the research report as it only provides the decision maker with condensed research results.
· A good summary contains the following aspects
· Scope of the marketing problem, research objectives, a short description of the sample and the data-gathering methods
· Results of the various elements of the study
· Interpretation of results, conclusions and findings
· Recommendations ( if required)
Should be between 100 and 175 words and must be written after the research report has been compiled.
B)  Main contents of the research report
· Introduction
· Introduction provides the reader background information needed to understand the report
· Tells the reader about the content of the marketing problem in a broad context and the purpose and proposed hypotheses of the research project.
· Background information about the service/product concerned and the marketing problem must be provided
· Definitions of terms can be included here
· Info about previous research into the marketing problem must be included in the introduction
· Methodology
· Objective is to describe the research design, the sampling method and methods used for gathering and analysing data.
· Do not use too many technical terms, use terminology that is understandable to the reader.
· Complicated formulae and techniques should appear in the annexure
· The researcher must explain to the manager the main points of the research method and provide reasons for selecting the method.
· The main points include: questionnaires, sample size, and sampling method, types and sources of secondary data, and the method of analysis.
· Start and finish dates of the primary steps in the research process must be given to provide readers with sufficient technical detail so they appreciate the quality of the gathered data and research findings.
· Aspects generally discussed in the methodology section of the research report
1. Research strategy 
· A description of the research strategy used and why the specific design was implemented.
· Research must indicate whether the research was exploratory, descriptive or causal
1. Data-collecting methods
· All applicable info about the method used to gather the data.
· Researcher must indicate whether data was collected from primary or secondary sources and what type of data-collecting method was used: survey observation or experimentation. T
· Technique used must be shown eg personal interview, postal questionnaires. A copy of the questionnaire or observation form must be included in the annexure.
1. The Sample
· This discussion must answer the following questions: Who was the population, what sample frame was used, what sample units were used?  Which and how many respondents were involved in the research project.
· What selection method was used to obtain a representative sample. Also demographic characteristics such as the sex and age and other relevant info about the sample must be provided.
1. Fieldwork Procedures
· Determines the degree of accuracy of the results, deals with the what and how of data collection.
· The researcher must indicate the number and type of fieldworkers used, the type of training and supervision provided.
1. Analysis
· A Description of the statistical techniques used to analyse the collected data.
· Results
· A discussion of the researchers interpretation of the results, deductions ad generalisations
· Results must be presented in a logical sequence to facilitate the decision making process.
· Findings must be linked to the research objective and to the initial marketing problem.
· Results can be presented in the form of tables, graphs and other and figures: tables used for numerical presentation of data while graphs and other figures present data in visual form.
· Limitations and shortcomings of the results and findings
· The research report must mention the limitations and shortcomings that affect the validity of  results and final conclusions
· Limitations can be related to sample errors and sample units as well as respondents who did not want to co-operate during the research project.
· Researcher should not over emphasise these shortcomings and stumbling blocks as it could harm the creditability of the research project.
· Summary and recommendations (if required)
· Important point of the summary is that it is a synopsis
· The summary must briefly cover the whole course of the investigation: the problem, method, results and conclusions.
· Recommendations if required must follow the conclusions and findings
· Reasons for recommendations must be in given in detail.
· It may be necessary to differentiate between conclusions and recommendations:  conclusions are opinions and views based on results and recommendations are specific suggestions for action
C)  Main contents of the research report
· reference list or bibliography is a complete list of the sources consulted by the researcher and referred to in the research report.
· Annexures, if any, follow right after the list of references and are usually marked with capital letters, beginning with A.

2 Criteria of a good research report
· Write clearly. Every word and sentence must communicate a clear and precise message. Use short words and sentences.
· Explain concisely in the report each applicable aspect of the research.
· Write the report in such a way that the readers can understand it clearly.
· Be accurate. The information in the report must be systematised and scientifically accurate, but doesn't have to be uninteresting.
· Be short and to the point so that the report is easy to read.
· Be objective. The research report is basically and primarily a description of a research project and so must not become a description of the researcher's own interests and preferences.
· Structure the report in a logical and \ systematic way.
· Use graphs and figures effectively in the research report.
· Make the research report attractive in order to draw attention and encourage the reader to read further.
· Use descriptive and clear headings and sub-headings, which should be numbered.
Guidelines for submitting data in the form of an oral research report
· Rehearse before the formal presentation
· Make provision for back-up equipment
· Check the equipment before the start of the I presentation.
· Begin the presentation by giving an overview of the presentation.
· Use visual materials
· Look at the audience at all times.
· Do not read the presentation from documents or the projection screen.
· Avoid the use of exaggerated hand gestures
· After the presentation ask the audience if they have any questions. During question presenter must:
· concentrate on the question
· repeat the question
· don't fake an answer:
· Answer the questions briefly and support the answer with evidence, if possible.
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