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Chapter 16 Learning Objectives 

16.1 To understand how to develop research 
objectives 

16.2 To understand how to collect secondary 
data 

16.3 To understand qualitative and quantitative 
research methods 

16.4 To understand how to combine qualitative 
and quantitative research 

16.5 To understand how to analyze data and 
report research findings 
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Consumer Research Process 
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Learning Objective 16.1 

16.1 To understand how to develop research 
objectives 
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• Purpose: New ideas for products or 
promotional themes  qualitative research 
(focus groups, depth interviews) 

• Purpose: Count number of consumers who 
match demographics or psychographics of 
target market  quantitative research 
(surveys, observational studies) 

• Qualitative research often takes place before 
quantitative research – helps define objectives 

Qualitative and Quantitative Research 
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Discussion Questions 

Assume you are planning to open a new pizza 
restaurant near your campus.   

– What might be three objectives of a research 
plan for your new business? 

– How could you gather these data? 
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Learning Objective 16.2 

16.2 To understand how to collect secondary 
data 
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Existing information that was 
originally gathered for a research 
purpose other than the present 
research 

Secondary Data 
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• Internal secondary data 

• External secondary data 

– Government secondary data 

– Periodicals  

– Syndicated market research 

– Consumer panels 

Discussion Question:  What are the advantages 
and limitations of secondary data? 

Secondary Research 
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• May provide solution 

• Helps clarify and redefine 
objectives of the primary 
study 

• Helps identify difficulties 
that are likely to occur in 
full-scale study 

• Cheaper and quicker than 
primary data 

Limitations 

• Categorization of units 
may not match what 
researcher seeks 

• It may not be accurate; 
errors may have been 
made in data collection 
and/or analysis 

• Data could be out of date 

Secondary Data 

Advantages 
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Learning Objective 16.3 

16.3 To understand qualitative and quantitative 
research methods 
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• Rejects idea that consumers are rational 
decision makers 

• Motivational researchers – consumers either 
unaware/unable to express motives  

• Small sample sizes – not generalizable to 
population 

• Ideal for initial ideas (promotional 
campaigns, products, positioning) 

Qualitative Research 
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• Also called one-on-one interview 

• Usually 20 minutes to 1 hour 

• Nonstructured 

• Interviewer will often probe to get more 
feedback (see following slide for probing) 

• Session is usually recorded 

Qualitative Methods: Depth Interviews 
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• 8-10 participants 

• Respondents are recruited through a 
screener questionnaire 

• Lasts about 2 hours 

• Always taped or videotaped to assist 
analysis 

• Often held in front of two-way mirrors 

• Online focus groups are growing 

Qualitative Methods: Focus Groups 
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Probing Questions 
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A step-by-step outline that sets out 
the line of questioning the researcher 
needs to cover with the respondent in 
a depth interview, or a group of 
respondents in the case of a focus 

 

Discussion Guide 



Copyright © 2015 Pearson Education Slide 17 of 32 

Qualitative Research: Projective Techniques 
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• Acceptance of products, brands, 
promotional messages 

• Capture satisfaction/unmet needs 

• Predict future needs or behavior 

• Experimentation, surveys, observation 

• Descriptive and empirical; can be 
generalized if appropriate sample 

Quantitative Research 
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• Human observation 

• Mechanical observation 

• Physiological observation 

Quantitative Research: Observation 
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• Causal research 

• Relative sales of many types of variables 

• Test markets 

• Lab experients 

Quantitative Research: Experiments 
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• Mall intercepts 

• Telephone interview surveys 

• Mail surveys 

• Email surveys 

• Internet surveys 

 

 

Quantitative Research: Survey 
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Survey Advantages and Disadvantages 
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• Validity and reliability 

• Open-ended and closed-ended questions 

 

Data Collection 
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Readership and Attitudes 

• Magazine readership survey 

• Attitude scales 

– Likert scales 

– Semantic differential scales 

– Behavior intention scale 

– Rank order scales 
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• Customer satisfaction surveys 

• Mystery shoppers 

• Complaint analysis 

 

Customer Satisfaction 
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Sampling 
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Discussion Questions 

• What might direct marketers test in 
experiments? 

• How can they use the results? 
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Learning Objective 16.4 

16.4 To understand how to combine qualitative 
and quantitative research 
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Combining Quantitative and Qualitative Designs 
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Learning Objective 16.5 

16.5 To understand how to analyze data and 
report research findings 
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• Executive summary 

• Recommendation for marketing action 
(maybe) 

• Full description of methodology 

• Tables and graphics to support the findings 
(maybe) 

Research Report Components 



Copyright © 2015 Pearson Education Slide 32 of 32 

All rights reserved. No part of this publication may be reproduced, stored in a 

retrieval system, or transmitted, in any form or by any means, electronic, 

mechanical, photocopying, recording, or otherwise, without the prior written 

permission of the publisher. Printed in the United States of America. 

Copyright © 2015 Pearson Education  


