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Ch 4  SECONDARY DATA
Previously gathered.

Strengths

· Set background of understanding  problems & opportunities of previous rsch

· May solve problem

· Base for quantitative research

· Not reinvent the wheel

· Add credibility

Weaknesses

· Relevance

· Quality

· Accuracy

· Sufficiency to answer the question

Internal databases

· Call reports

· RFID

· Customer databases (CRM)

· Complaint files

· Product usage patterns (banking, Amazon).  Market basket analysis
Customer acquisition, retention, abandonment
Profiling

Research aggregators – reports assembled from various secondary sources; e.g. industry overviews.  Bitpipe.com, MarketResearch.com

GEOGRAPHIC INFORMATION SYSTEM:  Claritas VALS

CH.5  QUALITATIVE RESEARCH  A type of survey research – interacting with consumers.  (Can include observations and experiments)

Answers the question “Why”.  Emotions, values, feelings, memories. attitudes, motivations.  

Dragons of Eden – Carl Sagan  pop-astronomy

Findings create effective/efficient quantitative research base.  Q-Squared process.

Sometimes cheaper, not always.  

I take issue with books statement that qual rsch cannot be used for decision making and that it is not “research”.

Focus groups can provide added value over depth-interviews.  Synergistic effect

Can play devils advocate.  Call upon to defend/clarify statements.

Watch for body language, head nodding

Focus groups.

1. Objective drives methodological search

2. If groups, specific opinion sought (screener)

3. Screen out “professionals”

4. Possibly screen in connectors, mavens or salespeople

5. Develop discussion guide and test

6. Recruit participants, retain moderator

7. Conduct

8. Analyze

9. Present

10. Problems:  Poor recruiting, egos of participants, 

Use data sheet to harvest demos, product usage info, etc.  D.G. example on p. 120 not good.

Look at Projective tests, p. 135 – 139 for next session

CH.6  SURVEY RESEARCH -  WHY, HOW, WHO

ERRORS

· Random Sampling Error – can’t eliminate or necessarily identify, just control through sample size.

· Systematic Errors – possible to greatly control.  Design & Execution problems.

· Measurement Errors – difference between info sought and info obtained.  Often a Design problem.

· Interviewer bias

· Instrument bias (question sequence, understandability, interpretation)

· Processing error (data entry or other handling)

· Nonresponse bias

CALL BACKS SOFTEN IMPACT OF NONRESPONSE BIAS

Refusal rates going up

Deliberate and unconscious response errors going up

SURVEY TYPES  Strengths and Weaknesses

· Door-to-Door

· Executive interviews

· Mall intercepts

· Phone interviews (cell/land)

· Self-administered
· Mail

· Internet (cost savings, speed, reach targeted audience, but who is on the other end?)

SAMPLE SOURCES:  PURCHASED LISTS (SSI, AFFORDABLE. ETC.)

CH.7  OBSERVATION

Ethnographic research – real-world product and service usage issues
Natural (in-store shopping, gamblers)

Contrived observation approaches being an EXPERIMENT (Ch.8)

Structured vs. Unstructured recording of observations

Garbologists (ASU)

Mystery Shopping

Cameras and one-way mirrors

Physiological measurement – gavlvonic skin response, voice pitch, pupil dilation or tracking (Palshaw (Perception Research Services).

Laser scanners

BehaviorScan (panel) – RFID

Clickstream Internet interaction

