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they may not be representative of consumers in general. It is very tempting for a research firm 
to look at alternative ways of selecting a sample in an effort to control costs while disguising the 
fact that these individuals may not match the target sample.

To reduce data collection errors, it is important for the research firm and researchers not 
to intervene or influence the respondents in any way. Data collection distortion can occur in a 
number of ways. For instance, when conducting personal interviews the interviewer’s tone of 
voice can influence the option selected by the respondents or inhibit the degree to which they 
respond to open-ended questions. In a telephone survey, the interviewer may skip some of the 
answer options under a question to save time, or tell the respondents to tell him or her when 
they come to a response that matches their feelings, thus not reading the entire list of options. 
Data collection distortion is very difficult to detect unless the client company actually observes 
the data collection process.

A more serious data collection problem is falsification of data. Companies rely on accu-
rate data to make decisions. Any type of falsification is a very serious ethical and potentially 
legal problem. In order to produce the sample size a client wants, a research company may be 
tempted to manufacture or duplicate data to reach the required number of responses. This 
can be particularly true in telephone surveying if data recorders are contract employees who 
are paid on a per-completed-survey basis rather than an hourly wage. It may also be tempting 
for data recorders to “fill in” answers to partially completed surveys that the respondent ter-
minates midway through, or even particular questions that the respondent refuses to answer. 
For example, many individuals resist answering questions about their race, age, or income. In 
recording survey responses, the data recorder may be unclear about which answer a respondent 
selected, and arbitrarily choose one rather than clarify the answer with the respondent or leave 
the answer to a particular question blank.

Improper statistical manipulations occur most often in advocacy studies. When researchers 
are requested to provide a particular type of support, then the temptation is to use statistical pro-
cedures or manipulate the data to ensure the predetermined results are obtained. For example, 
suppose a significance level of .05 was stipulated prior to data collection, but results indicate a 
significance level of .0598. While technically it is not significant, the researcher could just leave 
off the last two decimal points and not round up, indicating it was significant at the .05 level.

A more serious data manipulation may occur when researchers leave out part of the sample 
in the analysis in order to obtain significant results. Suppose that in analyzing the differences 
between business travelers and leisure travelers, researchers find no significant difference in 
how much money they spend on merchandise in the SkyMall magazine. But, when business 
travelers who make fewer than 10 trips per year are left out of the analysis, there is a significant 
difference, and this result is ultimately reported in the study. Such an action would be highly 
unethical if in the report nothing is said about the data manipulation, as the difference is actu-
ally only between business travelers who make more than 10 trips per year and leisure travelers, 
rather than business travelers in general.

The last ethical issue in terms of the research process is the confidentiality of propriety 
studies. When companies hire marketing research firms to conduct studies, in most cases the 
results are confidential and are the property of the client. Without the client’s approval, nothing 
from the research studies can be made public or used in other studies. But, it is very easy for a 
company conducting research for another company to go back and pull data or results from a 
prior study to include in the current study.
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In every aspect of marketing research, there is the potential for unethical conduct. Some 
behaviors are clearly wrong. Others are more difficult to judge. Each person working in market-
ing research must keep an eye open to potential ethical situations and strive to always perform 
work that is of the highest integrity.

��••••��Š‘��••��Š‘•Š�•
Marketing research firms also have ethical responsibilities toward research participants.   
ESOMAR (www.esomar.org) is a global organization serving the marketing research industry.  
Among its many contributions, ESOMAR developed a guide to ethical research practices that 
is currently in use in more than 100 countries worldwide.9 Several of the provisions outlined 
in ESOMAR’s code of standards address respondent issues, and are shown in Figure 2.17.

Treating respondents ethically means respecting their rights. According to ESOMAR, 
respondents have the right “not to participate in a market research project; to withdraw from 
the market research interview at any time; to require that their personal data are not made avail-
able to others; and to delete or to rectify incorrect personal data” obtained by the researcher.10

It is important to be honest and not abuse the trust of respondents in the process of con-
ducting the research. Respondents should not be misled as to the purpose of the research. It is 
also imperative to ensure respondents will not be harmed in any way, or experience any negative 
reactions to the research.

Researchers should explain how the data will be collected and fully inform respondents of 
the recording and observation techniques being used. For instance, participants of a focus group 
should understand that the session is being videotaped and will be analyzed later. In cognitive 
neuroscience, which is a brain-image measurement process that tracks brain activity, research-
ers need to explain to participants how the process works and how it is used.

This principle does not apply, however, to observation techniques in public places if 
the respondent’s identity or information about the respondent is not in any way tied to the 
results. For instance, in studying respondent behavior at a point-of-purchase display in a retail 
store, individuals do not need to be informed they are part of the study. If later some of the 
individuals are recognized and the researcher wants to append the research entry to include 
any personal information about the person, then consent from the respondent would have 
to be obtained.

Figure 2.17  Ethical Responsibilities to Research Respondents

�x��Respondents have the right not to participate.
�x��Respondents have the right to stop participating in a research study at any time.
�x��Respondents have the right to require that their information remain con�dential.
�x��Respondents have the right to require that personal information be deleted after use. 
�x��Respondents have the right to the expectation of safety and freedom from harm.

Source: Author-created from “ICC/ESOMAR International Code on Social Science and Market Research,” http://www.esomar 
.org/uploads/public/knowledge-and-standards/codes-and-guidelines/ICCESOMAR_Code_English_.pdf (accessed June 21, 2010). 
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Confidentiality is absolutely critical, especially if there is any way the respondent can be 
identified through personal information. Researchers have the responsibility to guard carefully 
research results to ensure that no one can tie data to specific respondents.

Corollary to confidentially is the protection of a respondent’s identity. It is common for demo-
graphic and even psychographic and behavioral information to be part of the data collection process 
or appended to the research results at a later time. If this is done, then researchers have the obligation 
to protect respondents’ privacy and ensure information about respondents remains confidential.

� 	��”�����Š••�Š•
Conducting global marketing research involves a number of concerns and potential ethical 
situations, which makes planning the research process even more critical. Differences in 
language and cultures across countries can easily lead to poor market research results and 
embarrassing situations. To prevent costly errors, companies may have to invest in more 
exploratory research that not only aids in identifying the problem to be studied, but provides 
relevant information about the target population to be studied.

For instance, while qualitative studies in the United States are being used to enrich descrip-
tive studies, quantitative analysis tends to be more dominant in other parts of the world, 
especially in Central and Eastern Europe. Between 70% and 85% of all research in Europe 
involves quantitative data collection methods with face-to-face interviews the most frequently 
used. Telephone research has grown in recent years, as has online research. The challenge in 
many countries with online research, however, is the dependability of Internet connections and 
bandwidth to handle visuals that may accompany a research study.11

Another area of concern in global marketing research is ethical standards and conduct. 
Ethical beliefs vary widely across the world and even within countries with different cultures 
and subcultures. In the United States, bribes are considered unethical as well as illegal. In other 
countries it is a standard business practice and even permitted as a tax write-off. Obtaining a 
marketing research contract may require paying a bribe to government officials or to the RFP issu-
ing company. Gift giving can also be an accepted practice during the business negotiations, and 
even how negotiations are conducted will vary widely from Eastern cultures to Western cultures.

To avoid potential pitfalls, companies will often engage local marketing research firms 
or international firms with experience in various countries. Alternatively, nationals from the 
country where the research is to be conducted can be contracted to provide valuable insights 
into the dos and don’ts of that country or culture.

� �������������„��…
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Firms such as Vision Critical (www.visioncritical.com) offer clients the opportunity to 
test product packaging, product pricing, shelf placement, in-store signage, and point-of-
purchase displays. Researchers can also manipulate specific variables in virtual shopping 
and note the impact of these changes on shopping behavior. Because researchers carefully 
design the environment, data can be collected faster and at a potentially lower cost. Virtual 
reality shopping research via the Internet is becoming increasingly popular due to lower 
costs, especially for new product tests that might otherwise cost millions in a test market 
study. By comparison, virtual reality store simulations may cost anywhere from $30,000 to 
$1 million. Technological enhancements resulting in higher-quality simulations and greater 
emphasis on in-store marketing tactics have also influenced the popularity of virtual reality 
simulations.3

The primary disadvantage of a contrived environment is that it is artificial. Participants may 
act differently than they would in a natural setting. As a result, the results may not be applicable 
to real-world situations. But, this may not be a significant problem depending on the research 
purpose. Often it is used as a precursor to a quantitative study or to more fully understand the 
results obtained from a previously conducted quantitative study.

�€�•

��•�•
�••‚�••�•
In open observation (or undisguised observation), individuals know they are being observed. 
In the Hallmark kiosk example, the researcher would ask the customer for permission to observe 
and then encourage the individual to interact with the kiosk as he or she normally would. The 
same may be true of an observation study undertaken in a fast-food restaurant, except in that 
setting the customer may not know exactly what the researcher is observing, just that he or 
she is being watched. This approach may help encourage the customer to act normally and 
not be affected by the researcher’s presence, though some individuals may alter their behav-
ior or choices specifically because they know they are being watched. An alternative for open 
observation in the retail and service sector is to inform customers as they enter the facility 
that researchers are observing customers, and encourage them to go ahead and shop as they 
normally would. Unless researchers walk around in a suit with a clipboard, customers may not 
notice the researchers and quickly forget they are being observed.

With the disguised observation approach, participants do not know they are being 
observed. This can be done through video cameras, one-way mirrors, electronic measures such 
as website cookies, or even human observers who look and act like another customer or perhaps 
one of the employees. The major advantage of the disguised approach is that the participants’ 
behaviors are not affected by knowledge of being observed. They also are not affected by the 
physical presence of a researcher. Having a researcher standing close to customers using a kiosk 
may impact how they use it, make them more nervous, or even cause them to use it in a way 
they believe the researcher wants.

A major disadvantage of the disguised observation approach is that researchers cannot 
gather any demographic or additional information about the participants. While they can 
see the person’s gender and may be able to approximate the individual’s age or race, that 
is about all they know about the individual. If the open observation method is used, the 
researcher can request demographic information from each of the participants. Additional 
information could even be gathered that might relate to the study. For example, with the 
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would especially surface if more than one individual was being observed simultaneously. It 
could even occur when only one person is being observed if that person is with other individu-
als. Furthermore, when multiple observers are involved in the same study, each observer may 
actually judge different behaviors as important. Thus, behaviors deemed important by one 
observer may be ignored entirely by another.

With structured observation research the problem has been sufficiently defined, which 
allows researchers to know beforehand what behaviors they can expect and even the various 
categories or options within each behavior to be tracked. Data collection usually involves the 
use of a checklist form, which tells the researcher exactly which actions should be recorded. 
All other behaviors are ignored. Structured observations work well with descriptive research 
studies because researchers have specific objectives they want to accomplish and may even have 
hypotheses related to the behaviors expected.

Referring back to the fast-food example, with structured observation the researcher would 
have the menu categories listed on his or her data collection form and would check the one that 
is ordered. There could be a place to record the number of seconds or minutes the customer 
looked at the menu board or special display, the time it took for the counter worker to greet 
the customer, or whatever else is being studied. The researcher could even record the number 
of times the customer looks away, then back at the menu, which may indicate indecisiveness. 
With structured observation, the checklist form is prepared in advance, and the researcher 
simply checks off or records the behaviors under study.

As observation research often relies upon multiple individuals to collect data, structured 
observation studies offer the advantage of being more objective, which increases the reliability 
of the findings. Less bias is introduced since the researcher checks or records behaviors that have 
been specified prior to the undertaking the observation research. Each observer is not placed 
in the position of deciding what is and is not important enough to record. In many cases this 
allows for comparisons and parametric analysis procedures since it produces more objective 
quantitative-type data.

��„�•
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The last dimension that differentiates observation methods is whether the observation is 
undertaken by humans or some type of mechanical device. Humans have the advantage of 
being able to observe another person’s entire repertoire of behaviors from actions to body 
language to words spoken. Significant data could be missed if a mechanical device were used. 
However, that ability to fully observe could also result in failure to accurately notice various 
behaviors if the actions occur too rapidly or the researcher is distracted by another person, the 
environment, or even the subject’s actions that are not part of the study. In addition, human 
observation tends to be subjective in nature, which may be OK for exploratory research but 
would not be as appropriate for more quantitative-type studies, unless a structured observa-
tion method was also used.

Mechanical devices used in observation research can vary from scanner data at retail stores 
to web tracking data to eye-tracking devices. A major advantage of mechanical devices is data 
accuracy. Unless the machine is malfunctioning or out of proper calibration, it will measure 
the phenomena being studied accurately. Imagine the difficulty that a human observer might 
have in counting the number of vehicles traveling through an intersection during rush hour. 





 � � � � � � � � � � � Œ� ’ ™š•‘› � ™…•œ��‹…�Œ    � �‡

who were in the stores’ databases. It would not include cash customers since no information 
about the individuals would be in the retailers’ databases.

As can be seen, identifying a sample frame is difficult, and researchers have to use a pro-
cess that would include the largest percentage of a target population. Sometimes this includes 
combining multiple sources and purging duplicate entries. Magazine subscription lists can be 
used as part of the sampling frame when the magazines in question feature a lifestyle activity 
that is related to the purpose of the study or the manufacturer’s brand. For example, Reebok 
might have included subscribers to Runner’s World, Running Times, Fitness, and Men’s Fitness 
magazines. As some households may subscribe to more than one of these publications, dupli-
cates would need to be eliminated from the sample frame list. Of course, Reebok manufactures 
more than just running shoes, so other magazines may be appropriate as well. If magazine sub-
scriptions are to be part of the sampling frame, the most efficient method of selection would 
be to require access to the syndicated data provided by Mediamark. As discussed in Chapter 3, 
Mediamark provides brand-specific information related to the demographics and media habits 
of product users. Thus, Reebok could select magazine titles with the highest index numbers to 
add to their sample frame.

In terms of national or even regional U.S. household samples, telephone surveys were the 
staple approach in the past. With random digit dialing, fairly robust samples of households 
could historically be generated. But in recent years the rise of cell phones and the decrease in 
willingness of consumers to respond to telephone surveys have caused a number of research 
companies to shift to address-based mail sampling. The United States Postal Service (USPS) 
maintains a computerized delivery sequence file (DSF) that contains every delivery point in 
the United States. The second-generation database (DSF2) is the most comprehensive list 
of addresses available with over 135 million addresses. The USPS also offers validation and 
completion of address services allowing a research firm to maintain accurate mailing addresses. 
About 85% of the addresses in the DSF2 can be name-matched, and about 60% can be linked 
to a land phone. This makes the DSF2 a feasible sample frame for national surveys.5

In recent years there has been a shift to using online samples and online research panels. Both 
of these topics are discussed later in this chapter. The online sample has dramatically changed 
the way samples are built and even the way companies conduct research. The online methodolo-
gies allow companies to obtain samples quicker and cheaper than other, traditional methods.

����ˆ��‚��‚�	€
 ‰������„­��
Choosing a sampling procedure is closely related to identifying the sample frame. Typically, both 
decisions are made at the same time. The next section discusses the various sampling methods 
and approaches that can be used, but researchers have two broad categories from which to 
choose: probability and nonprobability samples. With a probability sample each member of 
the target population has a known and nonzero chance of being selected. The probability of 
each member being selected may not be equal, but the probability for each member is known. 
The exact probability is determined by the process used to select the sample. A key advantage of 
using a probability sample is that sampling error can be computed, allowing the researcher to 
determine the degree of accuracy of his or her results. Sampling error refers to the amount of 
error that the researcher is willing to accept as a result of the sampling process. This allows the 
results of the study to be generalized to the larger population with some degree of confidence.
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same as those who do not? Often individuals who like the stadium and those who have com-
plaints complete surveys. Individuals whose feelings are somewhat in the middle or neutral tend 
to neglect the request. If this happens, management may think there is a significant dislike of an 
amenity, such as concessions, when in fact it is only a small minority who hold that opinion. To 
illustrate, suppose 1,200 out of the 2,750 surveys received rate concessions as poor or extremely 
poor. It would appear that 44% of the respondents had a negative opinion of concessions and 
that management needs to make some changes. But, what about the 12,000 fans who did not 
complete the survey? If only 1,200 out of the 12,000 felt concessions were bad, that is around 8% 
(1,200/14,750), not 44%. Alternatively, perhaps those who did not answer the survey shared the 
opinion that concessions are bad. In this worst-case scenario, as much as 89% (13,200/14,750) 
could believe that the concessions are poor. Which is correct? We just don’t know. The problem 
is that the researcher has no way of estimating the confidence level for the results found.

A second factor that must be considered with this example is how representative the sample is 
during the two weeks the survey is distributed. Are they the same as the individuals who attended 
games the rest of the minor league baseball season? Without conducting some type of spot or ran-
dom check with fans at other times during the season, it would be difficult for management to know.

When using convenience samples, researchers should strive to make it representative of 
the target population. Careful planning and careful execution of the sampling process can aid 
in producing a good convenience sample.

“­„‰�� ���‚�	€�
With a judgment sample, researchers use their personal judgment to select a sample they believe 
can provide useful information or reflects the population being studied. Suppose someone in 
education wanted to survey the student population at a university about their attitudes toward 
online education versus traditional classroom education. In using a judgment sample approach, 
the researcher could go through the list of online classes offered by the university and handpick 
the classes the researcher thinks would provide valuable input and be representative of the 
student population. The same process could be followed for the traditional classroom portion 
of the sample. This approach produces a judgment sample since the classes selected were based 
on the judgment of the researcher conducting the study.

The key to using a judgment sample is to choose individuals or objects that will mirror the 
population being studied. In the case above, if the demographic profile of the sample reflects 
the makeup of the university student population, then it can be a good sample for the study.

Unfortunately, though, judgment samples often are not representative. A mall interceptor may 
decide not to select an individual to interview who otherwise fits the qualifications for the study 
because he or she thinks the individual “looks” scary, mean, stupid, too smart, impatient, unlikely to 
participate, or any one of a number of factors that may in fact not be true. When personal bias gets 
in the way of collecting data, the information obtained will not be representative of the population.

”­��‚��‚�	€�
In order to produce a nonprobability sample that is more representative of the population 
being studied, researchers will often use a quota sample. The concept behind the quota sample 
is to ensure that the sample contains the same proportion of characteristics specified by the 
researcher as is evident in the population being examined.
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interviewer to have a quota that matches the overall sample quota as long as the total sample 
matches the population characteristics specified in the quota plan.

The quota sampling method is a nonprobability approach since not every patient has a 
known chance of being selected. It is really up to the judgment of the interviewer. Andrea can 
pick any of the patients in the waiting room who fit her quota. As a result, the sample may not 
truly reflect the opinion of all patients. Andrea may look around the room and pick patients 
who look like they would be willing to answer questions. Thus, her sample may be biased toward 
patients who have a positive attitude toward the medical facility. Other interviewers may use 
a different approach to select patients to meet their quotas, but it could also produce a biased 
sample. Also, once a particular quota is filled, say males aged 18–24, no other individuals exhib-
iting these characteristics will be interviewed regardless of who their physician might be. Using 
a quota sample does not guarantee a sample that truly reflects the opinion of the population. 
What it does do is produce a sample that more closely mirrors the population based on the 
demographic or behavioral characteristics identified by the researcher.

� �
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A unique nonprobability sampling technique is the snowball sample. The research begins 
with one or a few individuals who have been identified as good subjects for the research. Then 
each of these individuals is asked for names of others who would be good candidates for the 
study. This approach is used in situations where it is difficult to identify individuals who meet 
specific criteria needed for the research project, such as those characterized by low incidence.

The snowball sample approach might be used by companies such as Legendary Whitetails, 
Danner, or Wolverine that sell equipment and supplies to avid deer hunters. While other sam-
pling approaches may work, the snowball approach could be used to locate avid deer hunters 
who spend considerable time and money on the sport. Hunters often hunt together and know 
other avid deer hunters. Starting with a few names, a researcher would be able to get contact 
information for other avid hunters. The personal reference from a friend who hunts would 
increase the probability of each hunter participating in the research. A sequential approach 
could be used until the research company obtained a sufficient sample size.

The disadvantage of the snowball approach is that the views of the sample obtained may 
not truly represent all avid deer hunters. The researcher has little control over the composition 
of the sample since he or she is relying on hunters to provide names of other hunters. It’s pos-
sible the sample may be largely composed of individuals who hunt using rifles. Hunters who 
use a bow and arrow may be vastly underrepresented in the final sample as the season for bow 
hunting occurs at a different time of year than that for rifle hunting, reducing the likelihood 
that rifle and bow hunters may know one another. Furthermore, hunters who hunt with a rifle 
may subconsciously forget to provide the names of those who bow hunt to the researcher due 
to their differing technique. The advantage, however, to snowball sampling is that most who 
are contacted are likely to participate in the study, so the cost and time involved in obtaining 
the sample are reduced.

Earlier, it was mentioned that the results of nonprobability studies should not be general-
ized to the population because nonprobability samples typically do not represent the popula-
tion and because it is not possible to ascertain a confidence interval for the results that would 
allow the user to understand the margin of error associated with the results. In actual practice, 
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Two-stage cluster samples begin by randomly selecting clusters, then randomly selecting ele-
ments within the clusters to be part of the sample.
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Methods of determining sample size include using general practice rules of thumb, sample sizes 
found in previous studies, the sample size statistical formula, sample size calculators found on 
the web, and sample size tables.
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Online research panels allow data to be collected faster and in a more cost-effective manner. It can 
be especially beneficial in targeting low-incidence populations. Online panels allow for longer, more 
detailed questionnaires as well as for graphic, video, and audio stimuli. Data quality is enhanced 
by the automated data entry and validation aspects associated with online software. Open recruit-
ment practices and professional respondents damage the quality of data available via online panels. 
Furthermore, online panels are not truly representative of the general population. But, as more 
individuals gain access to the Internet, online panels are becoming more representative.

••�����‘��†�›�‘����•�

Census:  survey of the entire population

Cluster sample: probability sample method that involves dividing the population into mutually exclu-
sive and exhaustive groups or subsets where each group or subset is assumed to be representative of the 
population, then randomly selecting elements from within each group or subset

Convenience sample: nonprobability sample method where individuals or objects are chosen based 
on convenience

Fixed sample: sample size is determined prior to conducting the research

Judgment sample: nonprobability sample method where researchers use personal judgment to select 
the sample

Nonprobability sample: chance or probability of someone being selected within a target population is 
not known and cannot be determined

One-stage cluster sample: probability cluster sample method that involves randomly selecting clusters, 
then surveying all of the elements within the clusters that are selected

Population: group from which a sample is drawn and which is the target of the research study

Probability sample: each member of the target population has a known and nonzero chance of being selected

Quota sample: nonprobability sample method of selecting a sample based on the target population’s 
characteristics or criteria specified by the researcher

Sample: group of individuals chosen to survey
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Sampling error: refers to the amount of error that the researcher is willing to accept as a result of the 
sampling process

Sequential sample: sample is selected in stages or sequences stopping when sample size is sufficient for 
research purpose

Simple random sample: probability sample method where each element of the population has a known 
and equal chance of being selected

Snowball sample: nonprobability sample method of selecting a few respondents to participate in a study, 
then asking each respondent for names of additional individuals to participate

Stratified sample: probability sample method that requires dividing the population into mutually 
exclusive and exhaustive groups related to the behavior or variables of interest, then randomly selecting 
elements independently from within each group

Systematic random sample: probability sample method that involves randomly selecting the first 
respondent, then selecting each nth element of the population

Two-stage cluster sample: probability cluster sample method that involves randomly selecting clusters, 
then randomly selecting elements within the clusters that were selected

�������•�����›��•��œ�������

 1. Topol is a whitening toothpaste that is known for its ability to clean tough stains while control-
ling tartar and fighting plaque. Suppose the manufacturers of Topol were interested in surveying 
both current consumers of the product and those who don’t use it but who would benefit from its 
superior whitening ability. Define the population characteristics for the study. Remember to include 
exclusionary factors that are relevant.

 2. Your employer would like to sample people who participate in fishing activities on a regular basis. 
Define the population characteristics in greater detail. Assume that you have been tasked with build-
ing a sampling frame list of individuals who are part of this population. What sources would you 
use to build this list? Your goal is to develop a sampling frame that is as representative as is possible.

 3. Under what circumstances would a stratified sample be preferable to a random sample? Explain. 
List one or more products or services where stratification would be especially helpful. Why do you 
feel that a stratified sample would be best?

 4. Identify the type of sampling technique used in the following studies:

 a. A telephone surveyor calls people listed in the phone book in alphabetical order. The survey is 
administered to the first 100 African American men and 100 African American women who agree 
to participate.

 b. A pest control company uses a random number generator to select 100 current customers from 
its customer database to survey regarding their satisfaction with the firm’s services.

 c. The state of Texas randomly selects 10 school districts in the state, then randomly selects 5 middle 
schools within each district to participate in a survey.

 5. You have been asked to conduct a study of students who attend your university. Unfortunately, you 
are restricted to using one of the nonprobability sampling techniques discussed in this chapter. Which 
would you choose? Why? Explain how you would implement your sampling plan and the tactics you 
would use to try to make your sample as representative of the student population as you can.
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 6. Describe the differences between systematic samples, cluster samples, and stratified samples. Give 
examples of each that differ from those described in the textbook.

 7. Calculate the skip interval to be used in a systematic random sample if the population size is 5,000 and 
a sample of 350 individuals is required to provide the desired confidence level and margin of error.

 8. Suppose a researcher wanted to know the sample size needed at the 99% confidence level for a 
pharmaceutical drug study in which the variability of the population is unknown and the acceptable 
margin of error is �r 1%. Use the statistical formula discussed earlier in this chapter to calculate the 
sample size needed. What if the researcher was willing to drop the confidence level to 95%? What 
sample size would be needed under these conditions? Show your work for both sets of calculations.

 9. A trade association with 3,500 members needs to know how many members should be sent e-mail 
invitations to participate in a study. The variability of the population is unknown, and the trade 
association wants to be 95% confident that the sample results fall within a margin of error of �r 3%. 
Find an online sample calculator that takes into account the population size and response rate in 
addition to confidence level, variability of the population, and margin of error. Calculate the sample 
size needed and provide the URL of the sample size calculator used.

10. Go to your university’s website and locate the page or document that describes the population 
characteristics of the student body. This information may be listed in a document titled “Fact Book,” 
“Fast Facts,” “Student Profiles,” or something similar. Typically the information is provided by the 
division or department of institutional research, so search there first. Some universities provide 
access to this information from webpages that target parents or families, community members or 
media, or new students. This information should be publicly available, so if you don’t find it on the 
website, visit your university’s library and speak to a reference librarian. Once you have located the 
population characteristics, prepare a report of what you’ve found. Make certain that you paraphrase 
the information (don’t cut and paste directly from the website), and cite your source appropriately.

���������•����������‘��•�›������•��••

After considerable discussion, Brooke, Alexa, Juan, Destiny, and Zach arrived at a sampling 
plan, shown in Figure 8.14. Based on information from the owner of Lakeside Grill, secondary 
research, and the focus group work, the team defined the population as individuals who live 
or work within a 5-mile radius of the grill. They believed that most patrons of the restaurant 
come from within that distance. A couple of the group members, Juan and Brooke, had argued 
that a 5-mile radius was too far and that they should concentrate on a 2- or 3-mile radius.

Since the target population was defined as households within a 5-mile radius, the 
sampling frame was designated as all homes, apartments, and businesses within that area. 
That decision was easy. The liveliest discussion occurred over the sampling procedure. 
The group finally decided on a four-prong approach. 

(1) survey customers at Lakeside Grill while eating

(2) send e-mails to Chamber of Commerce business members and request they be 
distributed to employees

(Continued)
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and then arrange the findings by research objectives or questions. The analysis and findings for 
each research objective would be shown under a heading listing that specific research objec-
tive. Care must be taken when presenting findings so that undue emphasis is not placed on 
findings that lack statistical significance. A major advantage of this type of organization is that 
it discourages researchers from adding findings that do not pertain to a particular objective.

A second approach is to organize the report in the order of the questionnaire. This approach 
allows an individual reading the report or listening to the presentation to follow along with the 
questionnaire and understand how each question or item has been analyzed and the correspond-
ing findings. If this organizational method is used, some distinction must be made to explain that 
while some comparisons between groups may appear to indicate that differences exist, they likely 
would not represent a real difference in the population. The issue of statistical significance again 
is at the heart of this challenge; explaining why two results that are numerically different in the 
sample aren’t really different at all without getting into statistical language can be quite challeng-
ing. Another disadvantage is that because most questionnaires leave demographics until the end 
of the survey, the discussion of the nature of the sample takes place last, and will seem out of place. 
Modifying the presentation of information so that the sample characteristics are presented before 
the rest of the questionnaire can help to reduce confusion and frustration on the part of the reader.

Throughout this process, the key challenge for the marketing researcher is to present the 
findings in a way that is understood by the audience. Using statistical terminology tends to 
confuse, rather than clarify, and thus should be avoided unless the audience is well versed in 
statistical knowledge. The researcher should instead rely on graphs, charts, and tables to present 
the results. Graphs and charts especially are easier to understand and allow the findings to be 
grasped rather quickly. In addition to graphs, charts, and tables, the researcher needs to write 
about the results. This is important in case the reader wants additional information. It also can 
provide details that may not be easily recognizable in the graph or figure. Furthermore, not all 
information warrants a chart, graph, or table.

��•��• ��• �•••�����••�•••���• 
The conclusions and recommendations are obtained from the data analysis and corresponding 
findings. The conclusions should be specific, clear, and concise. Each conclusion should be tied 
with a specific research objective. The number of conclusions will vary depending on the type 
of research conducted and the findings that were found from the analysis. Some objectives may 
have only one conclusion while others may have more conclusions. It is also possible that no 
conclusions can be drawn for a specific research objective.

The recommendations are clear statements of action. They are derived from the conclu-
sion. They are the result of critical thinking and application of the conclusions to the research 
problem that was the catalyst for the research study.

When citing conclusions and making recommendations, it is also a good idea to identify 
any limitations associated with the research. Although researchers strive to conduct errorless 
research, it is impossible to eliminate all error. As was discussed in previous chapters, the goal 
is to reduce or eliminate systematic error and reduce the level of random error. But, even the 
best designed studies are likely to have some error, and therefore limitations that affect the 
conclusions and recommendations that are made should be addressed. The most common 
limitations cited include sampling bias and measurement error. The researcher may also want 
to cite time limitations or budget constraints if either or both impacted the quality of the data.
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A concise report eliminates all of the unnecessary words, figures, tables, and charts. While 
there is written content, bullet points, headlines, and subheads are used frequently to provide 
emphasis and conciseness. The idea is if it can be said in 5 words, why use 15? The goal is to 
allow the reader the opportunity to quickly grasp the point or idea without reading an entire 
paragraph. Additional information can be provided in appendices or a supporting document.

In making the executive-ready report concise, it is important to realize this does not sim-
ply refer to the elimination of word content. It also does not dictate that all information be 
presented in bullet points. While bullet points are used, some may need further explanation. 
Thus, some written content is needed. Conciseness does not imply that only major points or 
conclusions should be addressed while minor ones should be left out. Conciseness does require 
full reporting, but looks for ways of doing it more efficiently and succinctly.

Adaptability refers to the ability of the report to be adapted by different individuals within 
an organization. Some members of the executive team may read only headlines and subheads 
and by means of this process should be able to grasp the research findings, conclusions, and 
recommendations. By reading the executive summary, the executive will know the stated 
research objectives, how the study met those objectives, and the future strategic or management 
decisions that need to be made. The marketing director and other midlevel managers will likely 
read the bullet points and examine the figures, graphs, tables, and charts. But, this can be done 
rather quickly. The executive-ready report is not 200 pages long. Further, the report should be 
provided in a format such as PDF, so that reviewing can be done on a smartphone, wherever 
the executive may be.

While the executive-ready report is condensed, it is important for it to be readable. The 
report should tell a story. One point should lead to the next. To be readable, the report needs 
to be visually appealing. This involves spatial placement of headlines, subheads, bullet points, 
and content. But, it also involves the use of visuals. Tables, charts, and graphs are helpful. But, 
a report that is full of tables, graphs, and figures quickly becomes boring and tedious to read. 
Other visuals can be used, such as photographs, line drawings, and even cartoons. The idea is 
to create a report that is visually appealing and draws the reader into the report.

Balance is the last principle of an executive-ready report. Balance is important from two 
perspectives. First, is the balance between visual interest and professional presentation. While 
visuals add interest to the report, if overdone, they can make the report look cartoonish and 
unprofessional. However, a lack of visuals makes the report boring and tedious to read. Second, 
balance is required between brevity and being too wordy. Using headlines, subheads, and bul-
let points makes the report smaller and easier to scan but, if overdone, can leave out critical 
information. The reader should never be left wondering what was meant by a bullet point, 
subhead, or head. Because of the abbreviated nature of the executive-ready report, every word 
is important and should be carefully considered.

������������������
In addition to a formal written report, clients may want an oral presentation. An oral presentation 
allows for a personal meeting between the client and the research firm or the research specialist 
within a company research department. It allows for two-way communication. Clients are able to 
ask questions and seek clarification. The research firm not only has the opportunity to respond, 
but the researchers can also check to make sure the points they are making are clearly understood.
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focused on insights. To relay there is a significant difference based on age is presenting the find-
ings. Managers want to know what this means for their business. How does this difference impact 
marketing strategy and marketing decisions? The answer to that question provides valuable insight.

Marketing research is very complex and to most managers is filled with statistical jargon 
they don’t really understand, although they often pretend that they do. The second principle, 
“keep it simple,” means taking the complex marketing research analysis and making it simple 
so that managers can really comprehend it and do not have to pretend they understand when 
in fact they may not. The key is to tell the audience what is important, no more or no less, in 
terminology the managers understand.

Keeping it right and keeping it simple help with the next principle—“focus on the audi-
ence’s needs.” The research presentation is not about showing how skilled a researcher is or how 
knowledgeable he or she is about marketing research techniques. It is about the audience and 
the business or brand each individual represents. The audience does not care how difficult it 
was to get the data or how many hours were spent interviewing respondents; these managers 
want to know what was learned and how will it help them to make better marketing decisions.

Focusing on the audience’s needs will necessitate that presenters “be engaged and engag-
ing,” which is Principle 4. No one wants to attend a boring meeting, and if that meeting is also 
long, it becomes unbearable. The t-test, the significance level, or the sampling design may be 
exciting to the researcher; it is not exciting to the audience. What gets the audience engaged are 
results, conclusions, recommendations, and insights into what has happened and what needs 
to be done. To engage the audience requires the right message be delivered in an exciting tone 
and with enthusiasm. Excitement and enthusiasm are contagious. If the presenter is excited 
about the finding and the corresponding insights, it will infect the audience.

The last principle cited by Gary Schmidt is to “take a risk.” Marketing researchers tend 
to want to play it safe. They want significant results. They want to stay within the confidence 
interval. They want to hide behind potential systematic and random error. But, to make a 
presentation that is effective requires taking a risk. It means suggesting a strategy, proposing 
a course of action, and then supporting it with research. It is very unlikely that research can 
eliminate all risk. But, it can provide insight to the “better” decision. Managers make decisions 
every day without perfect information, so they understand that insights and recommendations 
from research contain risk. Their goal is to reduce that risk and choose the path that has the 
highest probability of success. The marketing research presentation should not only direct the 
client or management to that path, but provide support for why it is a better decision.
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In terms of format, the oral presentation is usually similar to the written report except it begins 
with the introduction, and then proceeds through the other steps of the research methodology, 
description of sample respondents, data analysis findings, conclusions, and recommendations. 
To engage the audience, oral presentations need to be accompanied by visuals. The most com-
monly used visual is PowerPoint, although handouts and flip charts can be used. However, 
PowerPoint allows for much greater creativity in making the presentation. Changes can be made 
at the last minute. Graphs, figures, and tables can be easily embedded into the slide. Multiple 
people can be involved in preparing the PowerPoint as long as someone coordinates the final 
version so it is uniform and fits together.






