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

CHAPTER 8  - EXPERIMENTATION
Dependent Variable – variable under study  e.g. home sales

Independent Variable – variable(s) assumed to effect Dependent Variable

Experiment – attempt to identify CAUSATION

1. Concomitant variation (positive or negative correlation)

2. Time order of occurance (can’t preceed)

3. Elimination of other causal factors (blue eyes)

4. Relationships always inferred, never conclusive

Lab Experiments (taste tests, mock shopping environments, etc.)
1. Strengths – control for causal factors, great internal validity

2. Weaknesses –not like the marketplace, poor external validity
Field Experiments (test markets)

1. Strengths – realism

2. Weaknesses – Noise (weather, competitor action, political climate)

VALIDITY – The ability to measure the subject of interest

1. Internal validity – competing explanations ruled out

2. External validity – how explanation found can be generalized to real world

Experimental Notation  O = Observation    X = Treatment (conditioning)

Design and Execution considerations – Experiments

Selection bias

1. Randomizing participants

2. Validating populations are similar

3. Test effect (Western wiring, professional respondents, etc)

4. Mortality – loss of cases/subjects

Control elements

1. Monitoring experimental and real-world environments during experiment

2. Control group and test group

Other considerations regarding experiments

1. Cost

2. Time

3. Competitive action

4. Contamination by nonsubjects (in areas like test markets)

DESIGNS

One shot (X,O), Pre/Post (0, X, O)   Control and Test groups (one gets treatment)

TEST MARKET – limited, evaluative marketing effort (cost explicit and implicit)

Steps

1. Define/quantify objective

2. Select basic approach

3. Develop test procedures – placement, pricing, promotion activities, etc.

4. Select markets (Miami/Seattle)  Duration of test 6+ months

5. Execute

6. Analyze results – purchase volume, competitive response, consumer awareness, cannibalization

Test markets activity may take place in a secondary market (e.g. foreign market) to avoid failure being flagged by competition.

