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Important Topics

- To understand survey research techniques.
- Types of errors in survey research.

- To discover the advantages and disadvantages of survey
research.

- To understand advantages and disadvantages of internet
research.

- To understand the factors that determine the choice of
particular survey methods.

- Importance of the marketing research interviewer.

- To learn the differences between domestic and international
survey research.
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Reasons for the Popularity of Surveys

- The Need to Know Why

- In marketing research there generally is a critical need to have some idea about why people do
or do not do something.

- The Need to Know How

- At the same time, the marketing researcher often finds it necessary to understand the process
consumers go through before taking some action.
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Reasons for the Popularity of Surveys

- The Need to Know Who

- The marketing researcher also needs to know who the person is from a demographic or
lifestyle perspective.

- Information on age, income, occupation, marital status, stage in the family life cycle, education,
and other factors is necessary to the identification and definition of market segments.



Errors in Survey Research

When assessing the quality of information
obtained from survey research, the
manager must make some determination
of the accuracy of those results. The
various types of errors that might be
encountered in a survey are shown in the

following several slides.




Sampling Error

- Two types of errors may be encountered in connection with the
sampling process:

- Measurement error.

- Systematic error.
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Measurement Error i

- Measurement error occurs when there is a variation between the
Information being sought (true value) and the information obtained
by the measurement process.

- Types of Measurement Error:

 Surrogate Information Error:

- Occurs when there is a discrepancy between the information actually required to solve a problem and the
information being sought by the researcher.



Measurement Error (cont.)

- Types of Measurement Error (continued)

- Interviewer Error:

- Is due to interactions between the interviewer and the respondent. The interviewer may, consciously or
unconsciously, influence respondents to give untrue or inaccurate answers.

- Measurement Error Bias.
- Is the result of problems with the measurement instrument or questionnaire.
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Measurement Error(cont.) 4

- Types of Measurement Error (continued)

« Processing Error
« Processing errors are primarily caused by mistakes in the transfer of information from survey documents
or respondents’ replies to the computer.
- Non-response Bias
- The potential systematic difference between the people who do and the people who do not respond to a
survey.

- Response Bias
- If there is a tendency for people to answer a particular question in a certain way, then response bias is
taking place.




Systematic Error i

- Systematic error, or bias, results from mistakes or problems in the
research design or from flaws in the execution of the sample
design.

- As a result, systematic error includes all sources of error except
those introduced by the random sampling process:

- Therefore, systematic errors or bias are sometimes called non-sampling errors.
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Systematic Error (cont.)

- Sample design results may be biased for a number of reasons:

- Frame Error:
- Results from using an incomplete or inaccurate sampling frame.
- Population Specification Error:

- Results from an incorrect definition of the universe or population from which the sample is to be
selected.

« Selection Error;

- Can occur even when the analyst has a proper sample frame and has defined the population
correctly.



Types of Surveys

- Door-To-Door Interviewing

- Interviews conducted face to face with consumers in their homes.

- Mall Intercept

- Interviews conducted in public areas of malls by intercepting shoppers and interviewing them
face-to face.




Types of Surveys (cont.)

- Executive Interviewing

- The industrial equivalent of door-to-door interviewing.

- Telephone Interviewing

- Interviewing respondents over the telephone.

- Central Location Telephone Interviews

- Interviews conducted through calls to respondents from a centrally located marketing
research facility.
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Types of Surveys

- Computer Assisted Telephone Interviewing (CITI)

- Central location telephone interviewing in which the interviewer enters answers
directly into a computer.

- IVR Automated Telephone Surveys

- A recent development that simplifies telephone surveys by using interactive voice
response technology to conduct interviews.
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Random Digit Directory Designs







Types of Surveys

- Direct Computer Interviewing

- Interviews conducted by a computer that asks questions and accepts responses.

- Self-Administered Interview

« Questionnaire filled out by the respondent with no interviewer present.




Types of Surveys
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- Mail Surveys

- Ad Hoc Mail Surveys:

- Questionnaires for a particular project sent to selected
names and addresses with no prior contact by the
researcher.

- Mail Panels:
- Pre-contacted and screened participants who are
periodically sent questionnaires.

- A malil panel is a type of longitudinal study. A longitudinal
study in one in which the same respondents are resampled
over time.



Some Decisions Related to the
Mail Survey




Sample Mailing Lists ﬂ




Tactics Employed to Increase Mail Survey
Response Rate

» Advance postcard or telephone call alerting respondent of survey.
* Follow-up postcard or phone call.

* Monetary incentives (nickel, dime, quarter, half-dollar).

* Premiums (pencil, pen, key chain, etc.).

* Postage stamps rather than metered envelopes.

* Self-addressed, stamped return envelope.

¢ Personalized address and well-written cover letter.



Tactics Employed to Increase Mall Survey
Response Rate

» Entry into drawing for prize.

* Emotional appeals.

« Affiliation with universities or research institutions.

* Personally signed cover letter.
¢ Multiple mailings of the questionnaire.

* Reminder that respondent participated in previous study.



Internet Surveys

Advantages Disadvantages

- Speed with which a survey can - Internet users are not
be distributed and collected. representative of the

» population as a whole
- Ability to reach a lot of people

- Potential for longitudinal - Security

studies .. :
- Anyone can participate in

- Surveys can be unobtrusively unrestricted sites
included with a general site

- Low cost

- Can be made visually pleasing




Other Issues Involving Internet Surveys

- Internet Samples:

- Unrestricted:
« Open to any Internet user.
- Screened:

- Adjust for the unrepresentativeness of the self-selected respondents by imposing quotas
based on some desirable sample characteristics.

- Recruited.

- Recruited Internet samples are used for target populations in surveys that require more control
over the make-up of the sample.
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Other Issues Involving Internet Surveys(cont.) i

- Methods of Conducting Internet Surveys
- E-mail Questionnaires

- The questionnaire is prepared like a simple E-mail message,
and is sent to a list of known E-mail addresses. The
respondent fills in the answers, and E-mails the form plus
replies back to the research organization

- Converted CATI Systems

- A software translator program takes questionnaires
programmed in the CATI vendor’s questionnaire construction
language and translates them for distribution over the Web.

- Web Survey Systems

- These are software systems specifically designed for Web

2 O ——— guestionnaire construction and delivery. They consist of an
’ , integrated questionnaire designer, Web server, database, and
data delivery program designed for use by non-programmers.
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Factors Determining Choice of Particular /
Survey Methods (

- Researcher’s Resources and Objectives:

- Survey Data collection time horizon:

- How accurate do the study results need to be? If the need for
accuracy is not great, less rigorous and less expensive sampling
procedures may be appropriate.

- Time available to complete the research
- Budget Available:

- How much money is available for the interviewing portion of the study?
- Quality of Data Required:

- How accurate do the results of the study need to be?
- Length of Questionnaire:

- Long questionnaires are difficult to do by mail, over the phone, in a
mall, etc.
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Factors Determining Choice of Particular
Survey Methods(cont.)

- Respondent Characteristics:

- Incidence Rate:
- Representative sample.

- Are you looking for people who make up 1 percent of the total population or 50 percent of the population?
If you are looking for a needle in a haystack, you need an inexpensive way to find it.

- Degree of Structure of Questionnaire
« Highly unstructured questionnaires may require data collection by the door-to-door approach.



Factors Determining Choice of Particular
Survey Methods(cont.)

- Willingness to participate:
- Refusal rate.
« Monetary incentives.
- Drop-off method.
- Ability to participate:
+ Screening with telephone interview.
- Background check..
« Necessity of Having Respondent Perform Certain Specialized Tasks:
- Card sorts, and the like require face-to-face contact.
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Factors Determining Choice of Particular
Survey Methods(cont.)

- Characteristics of Questions Asked by Respondents:

- Complexity of tasks:

- Taste test.

- Advertising recall test.
- Amount of information required:

- Telephone survey Vs. personal interview.
- Topic sensitivity:

- Personal and confidential information.
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SURVEY RESEARCH IN THE
INTERNATIONAL MARKET

- European Marketing Research.
- Asian Marketing Research.
- Conducting International Research:

«  Willingness to Participate.
- Language and Comprehension.
- Solution of the Problems.
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- Macroeconomic Modeling and Macroeconometric Simulation: lllustrated with a
developing economy Model (Macroeconometric model Book 1) Book 1 of 1:
Macroeconometric model | by Kannapiran Arjunan | Jun 9, 2020

- Global and National Macroeconometric Modelling: A Long-Run Structural
Approach by Anthony Garratt, Kevin Lee, et al. | May 4, 2012

- Simulation of a macroeconometric model with multiple time series considerations
(Wayne economic papers) by Rosemary Rossiter | Jan 1, 1982

32



