[image: open-ended question an interview question that encourages an answer phrased in the respondent’s own words closed-ended question an interview question that asks the respondent to make a selection from a limited list of responses scaled-response question a closed-ended question designed to measure the intensity of a respondent’s answer
meeting place (sometimes resembling a living room, sometimes featuring a conference table) has audiotap- ing and perhaps videotaping equipment. It also likely has a viewing room with a one-way mirror so that clients (manufacturers or retailers) may watch the ses- sion. During the session, a moderator, hired by the research company, leads the group discussion. Focus groups can be used to gauge consumer response to a product or promotion and are occasionally used to brainstorm new product ideas or to screen concepts for new products. Focus groups also represent an effi- cient way of learning how products are actually used in the home. Panelists’ descriptions of how they perform tasks highlight need gaps, which can improve an exist- ing product or demonstrate how a new product might be received. It is estimated that over 600,000 focus groups are conducted around the world each year.3
Questionnaire Design All forms of survey research require a questionnaire. Questionnaires ensure that all respondents will be asked the same series of questions. Questionnaires include three basic types of questions: open-ended, closed-ended, and scaled-response. An open-ended question encourages an answer phrased in the respondent’s own words. Researchers get a rich
marketing research— unplugged
array of information based on the respondent’s frame of reference (What do you think about the new flavor?). In contrast, a closed-ended question asks the respondent to make a selec- tion from a limited list of responses. Closed-ended questions can either be what marketing researchers call dichotomous (Do you like the new fla- vor? Yes or No.) or multiple choice. A scaled-response question is a closed- ended question designed to measure the intensity of a respondent’s answer. The “What do you think?” question that opened the chapter is a scaled-response question.
Closed-ended and scaled-response questions are easier to tabulate than open-ended questions because response choices are fixed. On the other hand, unless the researcher designs the closed-ended question very carefully, an important choice may be omitted.
A good question must be clear and concise and avoid ambiguous language. The answer to the question “Do you live within ten minutes of here?” depends on the mode of transportation (maybe the person walks), driving speed, perceived time, and other factors.
Approximately 18 percent of homes do not have a tethered landline phone and only have cell phones. This number is expected to continue to rise, posing some problems for telephone surveys. Federal law forbids automatic dialers for cell phone interviewing, so all calls must be dialed manually, which raises interviewing costs. However, because cell phone–only homes have a different demograph- ic, those costs are normally viewed as a necessary expense. Cell phone–only households tend to be younger, have slightly lower incomes, and are more likely to rent than tethered-telephone households. Some research firms also reimburse respondents for the cost of the minutes used, which further raises interviewing costs.4
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[bookmark: _GoBack][image: observation research a research method that relies on four types of observation: people watching people, people watching an activity, machines watching people, and machines watching an activity
mystery shoppers
researchers posing as customers who gather observational data about a store
behavioral targeting (BT) a form of observation marketing research that uses data mining coupled with identifying Web surfers by their IP addresses
Language should also be clear. As created a lawn mower that spewed soap bubbles. It such, jargon should be avoided, and sold over a million units in the first year.
wording should be geared to the target audience. A question such as “What is the level of efficacy of your preponderant dishwasher powder?” would probably be greeted by a lot of blank stares. It would be much simpler to say “Are you (1) very sat- isfied, (2) somewhat satisfied, or (3) not satisfied with your current brand of dishwasher powder?”
Stating the survey’s purpose at the beginning of the interview may improve clarity, but it may also increase the chances of receiv- ing biased responses. Many times,
respondents will try to provide answers that they believe are “correct” or that the interviewer wants to hear. To avoid bias at the question level, researchers should avoid leading questions and adjectives that cause respondents to think of the topic in a certain way.
Finally, to ensure clarity, the interviewer should avoid asking two questions in one—for example, “How did you like the taste and texture of the Pepperidge Farm coffee cake?” This should be divided into two questions, one concerning taste and the other texture.
Observation Research In contrast to survey research, observation research depends on watching what peo- ple do. Specifically, it can be defined as the systematic process of recording the behavioral patterns of people, objects, and occurrences without questioning them. A market researcher using the observation technique witnesses and records information as events occur or compiles evidence from records of past events. Carried a step further, observation may involve watching peo- ple or phenomena and may be conducted by human observers or machines. Examples of these various observational situations are shown in Exhibit 9.3.
Two common forms of people-watching-people research are one-way mirror observations and mys- tery shoppers.
At the Fisher-Price Play Laboratory, children are invited to spend 12 sessions playing with toys. Toy designers watch through one-way mirrors to see how children react to Fisher-Price and other makers’ toys. A one-way mirror allows the researchers to see the participants, but the participants cannot see the researchers. Fisher-Price, for example, had difficulty designing a toy lawn mower that children would play with. A designer, observing behind the mirror, noticed the children’s fascination with soap bubbles. He then
Mystery Shoppers Mystery shoppers are researchers posing as customers who gather observational data about a store (e.g., are the shelves neatly stocked?) and collect data about customer/employee interactions. The interaction is not an interview, and communication occurs only so that the mystery shopper can observe the actions and comments of the employee. Mystery shop- ping is, therefore, classified as an observational mar- keting research method even though communication is often involved.
Behavioral Targeting Behavioral targeting (BT) began as a simple process by placing cookies on users’ browsers to track which Web sites they visited and ultimately match the user with ads they would most likely investigate. Today, BT combines a consumer’s online activity with psychographic and demographic profiles compiled in databases (discussed in Chapters 4 and 8). Because of the potential effectiveness of BT advertising, its popularity is skyrocketing.
Social networking, which is discussed in depth in Chapter 22, is the fastest-growing area of BT. The information that a member of MySpace or Facebook shares, in combination with his demographic and psychographic information, becomes a very power- ful tool for ad placement. Critics call this form of BT conversational eavesdropping analysis, but advocates call it user-declared information targeting.5 It is an apt description because the information is posted by mem- bers in their profiles. Say Alex posts kayaking as an interest on his profile. Because he declared his interest,
Exhibit 9.3
Observational Situations
Situation
Example
People watching people
Observers stationed in supermarkets watch consumers select frozen Mexican dinners; the purpose is to see how much comparison shopping people do at the point of purchase.
People watching an activity
An observer stationed at an intersection counts traffic moving in various directions.
Machines watching people
Movie or videotape cameras record behavior as in the people- watching-people example above.
Machines watching an activity
Traffic-counting machines monitor traffic flow.
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created a lawn mower that spewed soap bubbles. It
sold over a million units in the first year.

Mystery Shoppers Mystery shoppers are researchers
posing as customers who gather observational data
about a store (e.g, are the shelves neatly stocked?) and
collet data about customerfemployee interactions. The
interaction is not an interview, and communication
‘occurs only so that the mystery shopper can observe the
actions and comments of the employee. Mystery shop-
ping is, thercfore, classified as an observational mar-
keting rescarch method even though communication is
often involved.

Behavioral Targeting Behavioral targeting (BT) began
as a simple process by placing cookies on users’
browsers to track which Web sites they visited and
ultimately match the user with ads they would most
likely investigate. Today, BT combines a consumer's
online activity with psychographic and demographic
profiles compiled in databases (discussed in Chapers
4 and 8). Because of the potential effectiveness of BT
advertising, its popularity is skyrocketing.

Social networking, which is discussed in depth
in Chapter 22, is the fastest-growing area of BT. The
information that a member of MySpace or Facebook
shares, in combination with his demographic and
psychographic information, becomes a very power-
ful tool for ad placement. Critics call this form of BT
conversational eavesdropping analysis, but advocates
callit user-declared information targeting.* It is an apt
description because the information is posted by mem-
bers in their profiles. Say Alex posts kayaking as an
interest on his profile. Because he declared his interest,
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