Chapter 08 Marketing Research: From Customer Insights to Actions
Multiple Choice

1. Singha Corporation carried out a market research using focus group to __________.
a) find out the market share of Singha in Thailand
b) determine the effect of price of beers on consumers
c) measure the effect of their advertising
d) understand the attributes of beer brands
e) all of the above are reasons for the market research
Ans: d
Feedback: The qualitative research method of the focus group, involving intense discussion among beer consumers and led by a moderator, was used to gain insights into attributes of beer brands and characteristics of different groups of beer drinkers. 
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2. Thai consumers view Singha as __________.
a) friendly, good hearted and local
b) successful, aloof and local
c) formal, jovial and friendly
d) cheap, casual and local
e) international, successful and jovial
Ans: a
Feedback: Singha, if viewed as a person, is seen to be casual, jovial, friendly, good hearted, and local. Heineken, on the other hand, is viewed as formal, serious, a little aloof, successful, and European, drunk during formal and serious occasions such as weddings and business functions.
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3. Foucs Group and multidimensional scaling are examples of  __________.
a) beer advertising
b) marketing research
c) tactical support
d) cross-consumer research
e) market testing

Ans: b
Feedback: The qualitative research method of the focus group, involving intense discussion among beer consumers and led by a moderator, was used to gain insights into attributes of beer brands and characteristics of different groups of beer drinkers. The quantitative research method of multidimensional scaling, which allows for beer brands to be compared based on their attributes or dimensions, was also used.
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4. The method of multidimensional scaling allows __________.
a) beer brands to be understood from the different perspectives of the consumers
b) insights into characteristics of different groups of beer drinkers
c) beer brands to be compared based on their attributes
d) even test screenings of Singha brand
e) all of the above statements are applicable
Ans: c
Feedback: The quantitative research method of multidimensional scaling, which allows for beer brands to be compared based on their attributes or dimensions, was also used.
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5. Marketing research shows that brand choice for beers is influenced mostly by __________.
a) beer advertising
b) social situation
c) family and peers
d) taste and quality of beer
e) price
Ans: b
Feedback: Generally, price appears not to influence brand choice; the choice appears to be determined by the social situation. Consumers tend to choose the more expensive and prestigious brands for formal occasions, but at home, they consume cheaper brands like Leo and Chang.
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6. Several strategic options are open to Singha Corporation, like to export Singha more intensively based on the results from the market research. This is an example of __________.
a) marketing decision theory
b) SWOT analysis
c) marketing research linking marketing strategy and decisive action
d) target audience identification techniques
e) surveys of experts
Ans: c
Feedback: The above example shows how marketing research is the link between marketing strategy and decisive action, the main topic of this chapter.
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7. The process of defining a marketing problem and opportunity, systematically collecting and analyzing information and recommending actions is called __________.
a) market decision analysis
b) statistical analysis
c) marketing research
d) SWOT analysis
e) concept testing
Ans: c
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8. Grape-Nuts was one of the first cereals Post Cereal Company ever marketed. It scores well in brand-awareness, but recently its sales have been steadily declining. Rather than assume the product was a dog, the Grape-Nuts marketing manager decided Post Cereal Company should first __________.
a) hire a consultant
b) engage in marketing research
c) spend more dollars on advertising
d) hire more salespeople
e) develop new cereals
Ans: d
Feedback: Marketing research is the process of defining a marketing problem and opportunity, systematically collecting and analyzing information and recommending actions. Post Cereals recognized a serious marketing problem existed—sales were declining. However, it didn't know what the factors causing the decline. It needed more information to learn the cause of the sales decline and how to reverse the trends.
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9. The broad goal of __________ is to identify and define both marketing problems and opportunities and to generate and improve marketing actions.
a) advertising
b) sales promotion
c) publicity
d) marketing research
e) tactical support
Ans: d
Feedback: The broad goal of marketing research is to identify and define both marketing problems and opportunities and to generate and improve marketing actions.
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10. The Book Promoters Association of Canada members recently questioned what could be done to rejuvenate the Canadian book publishing industry. Some members claimed the problem was Canadian retailers had been replaced by Wal-Marts. Others said the problem was with stodgy promotions. Still others said the problem was caused by too little money being budgeted to fund marketing programs. It was time that Canadian book publishers used __________ to save the industry.
a) advertising
b) sales promotion
c) publicity
d) marketing research
e) tactical support
Ans: d
Feedback: The Canadian publishers could use marketing research to identify and define both marketing problems and opportunities and to generate and improve marketing action.
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11. A decision is __________.
a) a conscious choice to select the only possible alternative
b) a conscious choice between one positive alternative and all other negative alternatives
c) a conscious choice from among two or more alternatives
d) an unconscious choice of the alternative which presents the least amount of risk
e) an unconscious choice of the alternative which presents the greatest possible assurance of success
Ans: c
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12. A conscious choice made from among two or more alternatives is called a __________.
a) dilemma
b) quandary
c) decision
d) paradox
e) predicament

Ans: c
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13. The act of consciously choosing from alternatives is called __________.
a) a dilemma
b) a quandary
c) decision making
d) a paradox
e) a predicament

Ans: c
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14. Decision making is __________.
a) the act of consciously choosing to select the only possible alternative
b) the act of consciously choosing between one positive alternative and all other negative alternatives
c) the act of consciously choosing from alternatives
d) the act of unconsciously choosing the alternative which presents the least amount of risk
e) the act of unconsciously choosing the alternative which presents the greatest possible assurance of success

Ans: c
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15. Which of the following is NOT a step in the decision-making (or problem-solving) process?
a) Collect relevant information
b) Identify market research methods
c) Take marketing actions
d) Develop the research plan
e) Define the problem

Ans: b
Feedback: The five step marketing research approach includes define the problem, develop the research plan, collect relevant information by specifying secondary and primary data, develop findings, take marketing actions.
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16. Watch was a teen publication given out free to high school students, but the publication was unable to deliver the response rates to coupons or sample offers that its advertisers expected. After defining the problem, its publisher developed a research plan, gathered information from teen focus groups, analyzed the findings and replaced Watch magazine with Fuel for boys and Verve for girls. How would a marketer judge the publisher's actions?
a) Why fix something that is not broken? The magazine was still attracting some advertisers
b) It made a big deal out of a small decline—a few copy changes would have been enough
c) The approach it took was too complicated and costly to provide an effective solution to the problem
d) It took a systematic approach to analyzing the problem and responding to its advertisers' concerns
e) This publisher is using an approach that works for corporations but will just waste time for a small publisher

Ans: b
Feedback: The five step marketing research approach includes define the problem, develop the research plan, collect relevant information by specifying secondary and primary data, develop findings, take marketing actions. People (or organizations) who do not use some kind of system-many do not-make poor decisions. The use of the five-step marketing research approach led to marketing actions that should help the magazine publisher's credibility with its advertisers.
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17. When the researchers at Fisher-Price get children to play at its state-licensed nursery school in East Aurora, New York and watch the children use and abuse, its toys, the researchers are in which stage of the five-step marketing research approach?
a) Determining the target market
b) Collecting relevant information
c) Defining the problem
d) Defining the alternatives and uncertainties
e) Developing and implementing the plan

Ans: b
Feedback: Step one in the marketing research approach is to define the problem, in this case, to determine whether to market old or new toy designs.

Page: 211, figure 8-1

Learning Objective: 2
18. Several years ago, SwissAir made some unwise investments to pay for a planned expansion. As a result, the company had to make some cost-cutting moves that alienated its customers. Eventually the company declared bankruptcy, regrouped and found itself able to resume business. Its board of directors recently announced that the company would resume flying if it could prove that the airlines could regain at least 75 percent of its lost customers. It decided to allot $50,000 to determine the probability that its former customers would fly on the airline again and what methods requiring little or no money could be used to increase that probability. This description represents which stage in the marketing research approach?
a) Define the problem
b) Develop the research plan
c) Collect relevant information
d) Develop findings
e) Take marketing actions

Ans: a
Feedback: Step one defines the problem precisely, sets the research objectives and identifies resulting marketing actions suggested by the research.
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19. Research objectives are the __________.
a) restrictions placed on potential solutions by the nature of the research
b) criteria or standards used in evaluating proposed solutions to the research
c) goals the decision maker seeks to achieve in conducting the marketing research
d) conjecture about factors or situations that simplify the problem enough to allow it to be solved using the proposed research
e) specific goals an organization seeks to achieve and by which it can measure its performance

Ans: c
Feedback: Research objectives are specific, measurable goals the decision maker seeks to achieve in conducting the marketing research.
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20. During the marketing research process, __________ are the specific, measurable goals the decision maker seeks to achieve in conducting the marketing research.
a) measures of success
b) research objectives
c) marketing research plans
d) decisions
e) definitions

Ans: b
Feedback: Research objectives are specific, measurable goals the decision maker seeks to achieve in conducting the marketing research.
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21. What is the marketing research term for the specific, measurable goals the decision-maker seeks to achieve in conducting the marketing research?
a) Research risks
b) Research objectives
c) Research uncertainties
d) Research decisions
e) Research definitions

Ans: b
Feedback: Research objectives are specific, measurable goals the decision maker seeks to achieve in conducting the marketing research.
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22. Several years ago, SwissAir made some unwise investments to pay for a planned expansion. As a result, the company had to make some cost-cutting moves that alienated its customers. Eventually the company declared bankruptcy, regrouped and found itself able to resume business. Its board of directors recently announced that the company would like to resume flying. Before resuming flying, SwissAir needed to determine what percentage of its former customers it could expect to return to the airline. If not enough former customers were willing to use SwissAir again, the resumption of flights would not be profitable. The determination of the percentage of returning patrons that would be needed to resume operation is an example of a(n) __________.
a) research risk
b) research objective
c) research uncertainty
d) research decision
e) research definition

Ans: b
Feedback: Research objectives are specific, measurable goals the decision maker seeks to achieve in conducting the marketing research. In this case, the decision maker is trying to determine how many customers will return.
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23. Since Procter & Gamble Co. acquired Old Spice in 1990 it has moved the brand from an inconsequential one to a powerhouse. P & G set a(n) __________ for Old Spice to become the nation's leading deodorant and antiperspirant for men.
a) research objective
b) constraint
c) assumption
d) measure of success
e) alternative

Ans: a
Feedback: Research objectives are specific, measurable goals the decision maker seeks to achieve in conducting the marketing research. In this case, the decision maker is trying to determine the extent to which a change in the marketing plan will change the brand's market share.

Page: 212

Learning Objective: 2
24. Which of the following is a typical marketing research objective?
a) Determine how to increase sales revenue for Diet Coke by 10 percent within a year
b) Discover whether consumers that buy Pampers are aware of gender-specific disposables
c) Find out why the new line of plus-size clothing is not selling well
d) Determine whether to offer a new & improved version of an existing product
e) All of the above are typical marketing research objectives

Ans: e
Feedback: Research objectives are specific, measurable goals the decision maker seeks to achieve in conducting the marketing research. In this case, the decision makers are trying to determine how to increase sales revenue, whether consumers are aware of gender-specific disposables, why the new line of plus-size clothing is not selling well and whether to offer a new & improved product.
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25. __________ provide(s) ideas about a relatively vague problem.
a) Research objectives
b) Measures of success
c) Exploratory research
d) Descriptive research
e) Causal research

Ans: c
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26. __________ involve(s) trying to find the frequency that something occurs or the extent of a relationship between two factors.
a) Research objectives
b) Measures of success
c) Exploratory research
d) Descriptive research
e) Causal research

Ans: d
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Learning Objective: 2
27. __________ involve(s) trying to find the extent of a relationship between two factors.
a) Research objectives
b) Measures of success
c) Exploratory research
d) Descriptive research
e) Causal research

Ans: d
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28. __________ involve(s) trying to determine the extent to which the change in one factor changes another one.
a) Research objectives
b) Measures of success
c) Exploratory research
d) Descriptive research
e) Causal research

Ans: e
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29. Which of the following is a main type of marketing research?
a) Exploratory
b) Expressive
c) Explanatory
d) Expressive
e) Eloquent

Ans: a
Feedback: The three main types of marketing research are exploratory research, descriptive research and causal research.
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30. An interview is an example of which type of marketing research?
a) Descriptive
b) Explanatory
c) Exploratory
d) Causal
e) Concrete

Ans: c
Feedback: Exploratory research provides ideas about a relatively vague problem. Interviews are a type of exploratory research.
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31. Obtaining data on the number of households that buy a particular product is an example of which type of marketing research?
a) Descriptive
b) Explanatory
c) Exploratory
d) Causal
e) Concrete

Ans: a
Feedback: Descriptive research generally involves trying to find the frequency that something occurs or the extent of a relationship between two factors. Obtaining data on the number of households that buy a particular product is descriptive research.
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32. A test market is an example of which type of marketing research?
a) Descriptive
b) Explanatory
c) Exploratory
d) Causal
e) Concrete

Ans: d
Feedback: Causal research tries to determine the extent to which the change in one factor changes another one. Experiments and test markets are examples of causal research.
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33. Measures of success are __________.
a) the goals the decision-maker seeks to achieve in solving a problem
b) criteria or standards used in evaluating proposed solutions to a problem
c) approaches that can be used to collect data or solve the problem
d) very difficult to quantify
e) also called consumer differentiators

Ans: b
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34. Which of the following statements represents a possible measure of success in the "define the problem" stage of the marketing research process?
a) You have three weeks and $10,000 to determine if it is going to be profitable to serve breakfast on weekdays or not
b) If three year olds like this, then it stands to reason four-year olds will like it even more
c) If observations show that children like Toy A more than Toy B in terms of hours spent playing with it, then we will move ahead with making Toy A
d) Let's identify the most cost effective method of advertising
e) Use mail questionnaires, not focus groups

Ans: c
Feedback: Measures of success are criteria or standards used in evaluating proposed solutions to the problem. Hours spent playing with Toy A and Toy B are the measure of success for determining which toy to produce.
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35. When Home Depot entered the Quebec market, two percent of the population was aware of the retail chain. To determine how effective its advertising was in the first 18 months of its presence in the Canadian province, it conducted awareness research for a second time. Prior to conducting the research, it was decided that if at least 50 percent of the population were aware of the Home Depot brand that it would continue its present advertising program. This is an example of a(n) __________.
a) objective
b) constraint
c) assumption
d) measure of success
e) barrier to entry

Ans: d
Feedback: Measures of success are criteria or standards used in evaluating proposed solutions to the problem. The results of the survey showed that more than 80 percent of the Quebecois had become aware of Home Depot so the advertising program was continued.
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36. One test of whether marketing research should be done is __________.
a) whether different outcomes will lead to different marketing actions
b) whether different outcomes will lead to the unrelated marketing actions
c) using a jury of executive opinion to interpret the data
d) agreeing to take action only if the decision is unanimous
e) if top management has the final say on actions taken after research is completed

Ans: a
Feedback: One test of whether marketing research should be done is if different outcomes will lead to different marketing actions. If all the research outcomes lead to the same action—such as top management sticking with the former result regardless of what the research suggests, the research is useless and a waste of money.
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37. Effective decision makers develop specific __________, which are criteria or standards used in evaluating proposed solutions to the problem.
a) standards of accuracy
b) measures of success
c) measures of variability
d) limits of consideration
e) limits of probability

Ans: b
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38. After defining the problem, the next step in the marketing research process is to __________.
a) develop the research plan
b) evaluate the results
c) examine the alternatives
d) enumerate the uncertainties
e) experiment

Ans: a
Feedback: The second step of the five-step marketing research approach is to "Develop the Research Plan". This involves (1) specifying the constraints on the marketing research activity, (2) identifying the data needed for marketing decisions and (3) determining how to collect the data.
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39. The retail mall owner told the marketing researcher, "We have the option of staying open late twice a week or opening up an hour early every day. We need to know which will be most profitable since we cannot do both. The decision must be made in 11 weeks and we only have $10,000 budgeted for this research project". In which stage of the marketing research process would this statement have been made?
a) Define the problem
b) Develop the research plan
c) Collect relevant information
d) Develop findings and recommendations
e) Take marketing actions

Ans: b
Feedback: The second stage of the research process is Develop the Research Plan. During the development of the research plan, constraints on the research activity, such as a length of 11 weeks and a budget of $10,000, would be specified.

Page: 214

Learning Objective: 2
40. What are two common constraints in marketing problem solving?
a) Limitations on the time and money available
b) Limitations of personnel and office space
c) Limitations on access to upper and middle management
d) Limitations of the thinking and creativity of the firm's advertising agency
e) Government regulations and rights to privacy

Ans: a
Feedback: The constraints in a decision are the restrictions placed on potential solutions to a problem. Common constraints in marketing problems are limitations on the time and money available to solve the problem.

Page: 214

Learning Objective: 2
41. The restrictions placed on potential solutions to problem solving include limitations on time and money available. These restrictions are determined by the problem and are called __________.
a) dependent variables
b) regulations
c) risks
d) constraints
e) decision factors

Ans: d
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42. The __________ in a decision are the restrictions placed on potential solutions to a problem.
a) dependent variables
b) constraints
c) rules
d) risks
e) factors
Ans: b
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43. DirectProtect is an insurance provider that uses telemarketers rather than insurance agents to sell its insurance and to deal with claims. It wants to introduce its product into new markets, but before it does so, it wants to have a prediction of how successful its sales efforts will be. The marketing research firm conducting the research study has six months to gather, analyze its data and present them to DirectProtect. The required time frame is an example of a __________.
a) dependent variable
b) regulation
c) risk factor
d) constraint
e) decision factor

Ans: d
Feedback: Constraints are the restrictions placed on potential solutions to a problem. Common constraints in marketing problems are limitations on the time and money available to solve the problem. In this case, the marketing research firm had six months to present to DirectProtect.
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44. Penningtons Superstore specializes in plus-size fashions for women. It thought it recognized a marketing opportunity in plus-size junior clothes and was considering adding a line of teen plus-sizes to its 117 stores. Before doing so, it contracted with a marketing research firm to make sure that the teen plus-size market was a viable one. It told the research company it needed to have the results of its study by September so it could introduce the line in the following March if the market was viable. By requiring the results of the study by September, Pennington created a(n) __________ for the research firm.
a) study factor
b) constraint
c) assumption
d) measure of success
e) risk factor

Ans: b
Feedback: Constraints are the restrictions placed on potential solutions to a problem. Common constraints in marketing problems are limitations on the time and money available to solve the problem. In this case Penningtons put a time constraint on the research firm.
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45. In the world of marketing, __________ are ideas about products or services.
a) concepts
b) notions
c) perceptions
d) impressions
e) theories

Ans: a
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46. A picture or verbal description of a product or service a firm might offer for sale is known as a(n) __________.
a) hypothesis
b) proposition
c) new-product concept
d) alternative
e) opportunity

Ans: c
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47. Fisher-Price managers developed a(n) __________ for the Chatter Telephone that involved adding a noisemaker, wheels and eyes to the basic telephone.
a) vision
b) alternative
c) hypothesis
d) new-product concept
e) opportunity

Ans: d
Feedback: A new-product concept is a picture or verbal description of a product or service the firm might offer for sale.
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48. The approaches that can be used to collect data to solve all or part of a marketing research problem are called __________.
a) market research proposals
b) marketing strategies
c) marketing tactics
d) SWOT analyses
e) methods

Ans: e
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49. Sampling and statistical inference are known as special __________, which are vital in marketing to solve all or part of a problem.
a) systems
b) styles
c) manners
d) modes
e) methods

Ans: e
Feedback: Sampling and statistical inference are defined as special methods vital to marketing.
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50. The Journal of Marketing Research and the Journal of Marketing provide __________.
a) the latest data on consumer sales
b) the latest data on marketing expenditures
c) summaries of research methods and techniques valuable in addressing marketing problems
d) an in-depth list of marketing positions and opportunities
e) all of the above

Ans: c
Feedback: Some periodicals and technical journals such as Journal of Marketing Research and Journal of Marketing summarize methods and techniques valuable in addressing marketing problems.
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51. The process of selecting representative elements from a population is called __________.
a) hypothesis generation
b) sampling
c) questionnaire research
d) experimental research
e) probability extrapolation

Ans: b
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52. Using precise rules to select a research sample such that each element of the population has a specific known chance of being selected is called __________.
a) nonprobability sampling
b) probability sampling
c) extrapolation
d) statistical inference
e) criteria sampling

Ans: b
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53. To create a sample using __________, a marketing researcher might say, "Put all of the 10,000 names through the computer and select every hundredth name to put on the mailing list to receive a survey".
a) nonprobability sampling
b) probability sampling
c) extrapolation
d) statistical inference
e) criteria sampling

Ans: b
Feedback: In probability sampling, precise rules are used to select a sample such that each element of the population has a specific known chance (one percent in this case) of being selected.
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54. Using arbitrary judgments to select the sample so that the chance of selecting a particular element may be unknown or zero is called __________.
a) nonprobability sampling
b) probability sampling
c) extrapolation
d) statistical inference
e) criteria sampling

Ans: a
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55. A small retailer wanted to know whether people preferred additional morning or evening hours of operation. To collect the data the owner stood outside the shop and stopped the first 25 people who walked by. This is an example of __________.
a) nonprobability sampling
b) probability sampling
c) extrapolation
d) statistical inference
e) criteria sampling

Ans: a
Feedback: Nonprobability sampling is the selection of a sample using arbitrary judgments so the chance of selecting a particular element may be unknown or zero. By selecting the first 25 people who walked by many customers and non-customers have been arbitrarily excluded. This has introduced a bias that makes it dangerous to draw conclusions about the population from this geographically restricted sample.
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56. Which of the following statements about nonprobability sampling is most true?
a) Many members of the population may be excluded
b) A limited time to collect data is available
c) A limited budget to collect data is available
d) Bias will be introduced
e) All of the above are true

Ans: e
Feedback: When time and budget are limited, researchers may opt for nonprobability sampling. Many members of the population under study may be excluded, thus introducing bias that makes it dangerous to draw conclusions about the population from the sample.
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57. The method of __________ involves drawing conclusions about a population from a sample taken from that population.
a) nonprobability sampling
b) probability sampling
c) extrapolation
d) statistical inference
e) criteria sampling

Ans: d
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58. The method of __________ involves drawing conclusions about every woman who wears a size 14 or larger in a particular zip code from a representative sample of 250 women who wear a size 14 or larger.
a) probability sampling
b) nonprobability sampling
c) random sampling
d) statistical inference
e) interpolation

Ans: d
Feedback: The method of statistical inference involves drawing conclusions about a population (women who wear a size 14 or larger in a particular zip code) from a sample (250 women who wear a size 14 or larger) taken from that population.
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59. The National Health Interview Survey is conducted annually by the Centers for Disease Control and Prevention. By examining information gathered from sampling it was able to announce that 14.1 percent of all Americans lacked healthcare insurance. To make this statement the Centers for Disease Control and Prevention had to use __________.
a) bifurcated variables
b) no constraints
c) holistic sampling
d) statistical inference
e) interpolation

Ans: d
Feedback: Statistical inference is used to draw conclusions about a population (the universe of all people about which one wishes to generalize—Americans) from a sample (some elements of the universe—a smaller set of Americans) taken from that population.
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60. A company is interested in producing self-stick decorative posters. It draws a probability sample of high school students who currently have one or more standard posters on their walls, to try to make generalizations about what all students similar to these want in posters. This is an example of __________.
a) sensitivity analysis
b) single source data
c) extrapolation
d) statistical inference
e) criteria sampling

Ans: d
Feedback: Statistical inference is used to draw conclusions about a population (the universe of all people, stores or salespeople about which they wish to generalize—high school students who hang standard posters on their walls) from a sample (some elements of the universe—the probability sample of these type of students) taken from that population.
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61. After defining the problem and developing the research plan, the next step in the marketing research process is to __________.
a) collect relevant information
b) develop findings and recommendations
c) take marketing actions
d) plan the budget
e) identify the constraints on the process

Ans: a
Feedback: The third step in the five-step marketing research approach is Collect Relevant Information.
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62. GI Design is a small copper manufacturing studio, which designs and builds items such as fountains and tabletops made from copper. Greg, the owner, knew he had a problem of how to increase sales and profits and developed a research plan to determine what landscape architects and interior designers wanted in copper furnishings and décor and the appropriate price for these items. He decided to interview representative designers as part of this process. Greg was in the __________ step of the market research process.
a) solving the problem
b) developing the research plan
c) collecting relevant information
d) developing findings and recommendations
e) taking marketing actions

Ans: c
Feedback: Step 3 in the marketing research decision process is to collect enough relevant information to make a rational, informed marketing decision. Greg was about to do this by interviewing designers to see what price to charge for items they prefer.
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63. Penningtons Superstore, which specializes in plus-size fashions for women, wanted to see if it should add a line of plus-size junior wear. The following statement reflects which step in the marketing research process? "To see which is more effective, offering products for this market in our current stores or opening separate stores targeted directly to the teenage market, let's distribute questionnaires to current shoppers and solicit their opinions, set up some focus groups with plus-size teens and locate any relevant secondary research".
a) Define the problem
b) Develop the research plan
c) Collect relevant information
d) Develop findings and recommendations
e) Take marketing actions

Ans: c
Feedback: Step 3 in the five-step marketing research process is to collect enough relevant information to make a rational, informed marketing decision. In this case, the information will be collected using surveys, focus groups and relevant secondary research.
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64. The two main types of data are __________.
a) independent and dependent
b) primary and secondary
c) comprehension and factual
d) extraneous and experimental
e) measurable and non-measurable

Ans: b
Feedback: Data, the facts and figures related to the problem, are divided into two main parts: secondary data and primary data.
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65. __________ are the facts and figures related to the problem.
a) Knowledge
b) Data
c) Variables
d) Concepts
e) Marketing recommendations

Ans: b
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66. Secondary data are the __________.
a) facts and figures that are newly collected for the project at hand
b) facts and figures obtained by watching people mechanically rather than in person
c) facts and figures obtained by asking people questions
d) facts and figures that have already been recorded before the project
e) conclusions developed from information obtained from a representative sample of a population

Ans: d
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67. Facts and figures that are newly collected for a project at hand are called __________.
a) internal secondary data
b) external secondary data
c) primary data
d) observational data
e) tertiary data

Ans: c
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68. Red Carpet Baby!, a children's accessory and toy store, uses U.S. Census information to determine the number of families with children under age 5 in its market area. It is using __________ research.
a) proprietary
b) primary
c) secondary
d) observational
e) experimental

Ans: c
Feedback: Secondary data are facts and figures that have already been recorded before the project such as the U.S. Census data that is being used.
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69. All of the following are examples of internal secondary data EXCEPT __________.
a) Nielsen ratings reports for Minneapolis purchased by an organization
b) an organization's income statement and balance sheet for the current year
c) customer lists generated by the organization's marketing information system
d) studies conducted three years ago by the firm's market research department
e) monthly sales and customer contact reports developed by the organization's sales manager

Ans: a
Feedback: Alternative A is an example of an external secondary data source, which came from outside the firm. Internal secondary data have already been collected and exist inside the business firm or other organization.
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70. When a marketing researcher uses a collection of reports, financial statements and surveys from different departments within her firm, she is using __________.
a) primary data
b) internal secondary data
c) external secondary data
d) sensitivity analysis
e) nonprobability data

Ans: b
Feedback: Internal secondary data have already been collected and exist inside a business firm or organization.
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71. When Karsh & Hagan Advertising Agency uses information found in Nielsen Reports, published by the a)c) Nielsen Company, to plan television-advertising schedules for its clients, it is relying on __________ data.
a) internal proprietary
b) external primary
c) external secondary
d) observational
e) internal secondary

Ans: c
Feedback: Secondary data are facts and figures that have already been recorded before the project at hand. External secondary data are published data from outside the organization such as that provided by the a)c) Nielsen Company.
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72. According to research conducted by Canadian cultural anthropologists, Canadians place a high importance on personal relationships. This leads them to be extremely reluctant to buy through an impersonal medium like a telephone. For an insurance company that was hoping to sell insurance through telemarketers, this research would be an example of __________.
a) an objective
b) external secondary data
c) an assumption
d) internal data
e) a dependent variable

Ans: b
Feedback: External secondary data are published data from outside the organization. In this case the data comes from a research study conducted by Canadian cultural anthropologists.
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73. Published data from outside the organization are called __________ data.
a) proprietary
b) external primary
c) external secondary
d) internal primary
e) external primary

Ans: c
Feedback: External secondary data includes published data from outside the organization. For example, the Singapore Department of Statistics conducts comprehensive surveys of all households and individuals every ten years and publishes the Census 2000, which covers Singapore population demographics, literacy, educational attainment, religion, economic characteristics, employment, income, household characteristics, housing, and transportation.
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74. Which of the following is an example of external secondary data?
a) A survey by the Economic Research Service of the number of enterprises in India by state and employment
b) Government statistics from the Philippines National Statistics Office
c) Statistics from the Wall Street Journal about the stock market
d) Specialized on-line computerized databases such as LexisNexis
e) All of the above are examples of external secondary data

Ans: e
Feedback: External secondary data is published data from outside the organization.
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75. The Philippines National Statistics Office provides information on topics from inflation to remittances to family planning. This service provides __________.
a) internal primary data
b) nonprobability sampling tools
c) internal secondary data
d) external secondary data
e) external primary data

Ans: d
Feedback: External secondary data is published data from outside the organization.
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76. Several marketing data services provide comprehensive information on household demographics and lifestyle, purchases, TV viewing behavior and __________.
a) magazine and newspaper subscription rates
b) recreational activities like tennis and golf
c) responses to promotions like coupons and free samples
d) attendance at religious services, theater and the like
e) ethnicity, culture, class and first language

Ans: c
Feedback: Several data services provide comprehensive information on household demographics and lifestyle, product purchases, TV viewing behavior and responses to coupon and free-sample promotions. Their principal advantage is the ability of one service to collect, analyze, interrelate and present all this information.
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77. Two important advantages of secondary data are __________.
a) they are inexpensive and up-to-date
b) they are up-to-date and supply all relevant categories of information
c) they are usually inexpensive and save time
d) they are tailor-made to your specifications and relatively inexpensive
e) none of the above

Ans: c
Feedback: Two important advantages of secondary data are (1) the tremendous time savings if the data have already been collected and published or exist internally and (2) the low cost, such as free or inexpensive census reports.
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78. A general rule of thumb among marketing researchers is to use __________ first and then collect _________.
a) external secondary data, internal secondary data
b) internal primary data, external primary data
c) primary data, secondary data
d) secondary data, primary data
e) primary data, external secondary data

Ans: d
Feedback: Secondary data are less expensive and less time consuming. Furthermore, a greater level of detail is often available through secondary data, especially government statistical department data.
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79. Information in on-line databases through the Internet divide into two categories: (1) indexes to articles in periodicals and (2) __________.
a) primary data
b) statistical or financial data on markets, products and organizations
c) observational data
d) internal statistical data
e) probability sampling data

Ans: b
Feedback: Information contained in online databases available via the Internet consists of indexes to articles in periodicals and statistical or financial data on markets, products and organizations that are accessed either directly or via Internet search engines or portals through keyword searches.
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80. Which of the following statements about on-line databases is true?
a) On-line databases can be accessed via the Internet
b) Information in on-line databases is divided into two categories: (1) indexes to articles and (2) statistical and financial data
c) Some on-line databases are restricted to users who have paid a subscription fee
d) Online databases can be accessed directly or via Internet search engines
e) All of the above statements about on-line databases are true

Ans: e
Feedback: Information contained in online databases available via the Internet consists of indexes to articles in periodicals and statistical or financial data on markets, products and organizations that are accessed either directly or via Internet search engines or portals through key word searches. Some of the online databases are accessible only if a user has paid a subscription fee.
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81. Online databases such as ProQuest and LexisNexis Academic provide information __________.
a) that relate to consumer activities
b) from periodicals
c) that has been excerpted from books
d) that applies to sports and lifestyles
e) from the U.S. Census Bureau

Ans: b
Feedback: On-line databases of indexes, abstracts and full-text information from journals and articles include LexisNexis Academic and ProQuest.
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82. Observing people and asking them questions are the two principal ways to obtain __________.
a) primary data
b) internal secondary data
c) external secondary data
d) experimental independent variables
e) nonprobability data

Ans: a
Feedback: The two principal ways to collect new or primary data for a marketing study are by (1) observing people; and (2) asking them questions.
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83. Observational data are __________.
a) facts and figures newly collected for the project at hand
b) facts and figures obtained by watching people mechanically or in person
c) facts and figures obtained by asking people questions
d) facts and figures that have already been recorded before the project
e) conclusions developed from information obtained from a representative sample of a population

Ans: b
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84. Facts and figures obtained by watching, either mechanically or in person, how people actually behave are called __________ data.
a) questionnaire
b) observational
c) hypothetical
d) problematical
e) secondary

Ans: b
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85. Nielsen Media Research collects national TV ratings by using a "people meter". This box is attached to TV sets, VCRs, cable boxes and satellite dishes in over 9,000 homes across the country. It has a remote that operates the meter when a viewer begins and finishes watching a TV program and transmits the viewing information to Nielsen Media Research. Nielsen Media Research is collecting __________ in this way.
a) internal secondary data
b) questionnaire
c) sensitivity data
d) external secondary data
e) observational data

Ans: e
Feedback: Watching, either mechanically or in person, how people actually behave is the way marketing researchers collect observational data. Nielsen Media Research uses observational data.
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86. The steps of Nielsen's TAM process includes __________.
a) installing the people meter in the homes of selected panel members
b) allowing clients to generate customized information for themselves
c) conducting large-scale face-to-face interviews to define the characteristics of the population in order to draw the panel
d) associating audience data with specific television programs to compute the “rating and “viewers” of each program
e) all of the above

Ans: e
Feedback: The seven steps in the TAM process are (1) conducting an establishment survey through large-scale face-to-face interviews to define the characteristics of the population in order to draw the panel, (2) selecting the panel members that reflect the population, (3) installing the people meter in the homes of selected panel members, (4) transmitting data on a daily basis from the people meter to the AGB Nielsen production center through fixed telephone line or cable modem, (5) generating individual-by-individual and minute-by-minute audience data through Pollux, AGB Nielsen’s proprietary production software, (6) associating audience data with specific television programs to compute the “rating” and “viewers” of each of these programs, and (7) allowing clients to use the Arianna analysis software on the TAM database to generate customized information for themselves.
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87. Fisher Price watches young children play with their toys to determine if and how various toys should be changed or improved. Fisher Price is collecting __________ data.
a) observational
b) questionnaire
c) interview
d) on-site
e) focus group

Ans: a
Feedback: Observational data are facts and figures obtained by watching, either mechanically or in person, how people actually behave. Fisher Price watches the children play to collect facts about their toys.
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88. Shelly, the manager of a large grocery store, was concerned. She had received complaints from several customers who said they had been treated rudely by clerks at the store. In order to determine whether or not her clerks were indeed rude, Shelly hired a team of marketing researchers. The researchers posed as customers shopping in the store, but were actually taking notes and recording the actions of the store clerks. Later, Shelly reviewed those notes. The research notes Shelly reviewed were a form of __________ data.
a) secondary
b) developmental
c) observational
d) national
e) comprehension

Ans: c
Feedback: Some research questions are not readily answered via experimental or survey methods. When the behavior of people might change if they were aware their behavior was being studied, more subtle methods are necessary. In this instance, the store clerks would be unlikely to treat a customer rudely if the clerks were aware that their actions were being studied. The researchers in the example engaged in observational research and their notes, which were later reviewed by the store manager, served as observational data.
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89. __________, posing as customers, are paid to check on the quality of a company's products and services and write a detailed report on the experience.
a) Client actors
b) Mystery shoppers
c) Secret customers
d) Customer spies
e) Customer actors

Ans: b
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90. Best Western International, Inc., a national hotel chain, paid couples to videotape themselves as they spent three to seven days on a cross-country trip. From this, Best Western found that women usually decide when to pull off the road and where to stay. These couples were encountering the hotel rooms in a "natural use environment" and so providing __________ research to Best Western.
a) secondary
b) developmental
c) alternative
d) ethnographic
e) comprehension

Ans: d
Feedback: Ethnographic research is an observational approach in which anthropologists and other trained observers seek to discover subtle emotional reactions as consumers encounter products in their "natural use environment", such as in their home, car or hotel.
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91. The facts and figures obtained by asking people about their attitudes, awareness, intentions and behaviors are called __________.
a) questionnaire data
b) secondary data
c) primary data
d) observational data
e) statistical inferences

Ans: a
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92. Research and media firm Youth Culture published Watch magazine, a teen publication given out free to high school students, but the publication was unable to deliver response rates to coupons or sample offers that its advertisers expected. Youth Culture handed out surveys to learn how students felt about the publication. Feedback indicated teen boys and girls were demanding very different things from the publication. This feedback was the gleaned from __________ data.
a) questionnaire
b) internal secondary
c) external secondary
d) observational
e) panel

Ans: a
Feedback: Questionnaire data are the facts and figures obtained by asking people about their attitudes, awareness, intentions and behaviors. In this case the teens were asked about Watch magazine.
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93. When Marine Midland Bank sent market researchers with surveys door-to-door in the neighborhoods of their branch banks to ask people with savings accounts why they did not also have checking accounts and credit cards with Marine Midland, they were gathering __________ data.
a) questionnaire
b) secondary
c) intercept
d) observational
e) nonprobability

Ans: a
Feedback: Questionnaire data are the facts and figures obtained by asking people about their attitudes, awareness, intentions and behaviors. Marine Midland collected information about behavior using surveys and obtained questionnaire data.
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94. The Belsen interview is a means of pretesting media surveys. It gathers facts and figures by asking people about their attitudes, beliefs and awareness of various media. With this technique, the respondent is interviewed twice—first by an interviewer using the proposed survey and then by a different interviewer, who asks questions about the survey itself. The Belsen interview uses __________ data.
a) questionnaire
b) secondary
c) intercept
d) observational
e) synergistic

Ans: a
Feedback: Questionnaire data are the facts and figures obtained by asking people about their attitudes, awareness, intentions and behaviors. The Belsen interview gathers facts and figures obtained by asking people about their attitudes, beliefs and awareness—a form of questionnaire data.
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95. DirectProtect is an insurance provider that uses telemarketers rather than insurance agents to sell its insurance and to deal with claims. It wants to introduce its product into new markets, but before it does so, it wants to have a prediction of how successful its sales efforts will be. One of the first things researchers did was to invite a group of eight people with insurance in to talk about home and auto insurance with a moderator. One of the purposes of this exploratory research was to gather information about the group members' attitudes toward insurance and their awareness of DirectProtect. While additional research still needs to be done, the marketing researchers were able to use a focus group to gather __________ data.
a) hypothetical
b) generative
c) evaluative
d) questionnaire
e) experiential

Ans: d
Feedback: Questionnaire data are the facts and figures obtained by asking people about their attitudes, beliefs, interests and awareness.
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96. When Marine Midland Bank sent market researchers door-to-door in the neighborhoods of their branch banks to talk to people with savings accounts and discuss with them why they did not also have checking accounts and credit cards Marine Midland researchers were using __________ to collect data.
a) individual interviews
b) secondary interviews
c) intercept interviews
d) observational data collection
e) nonprobability sample collection

Ans: a
Feedback: Individual interviews are conducted by a single researcher asking questions of one respondent. Marine Midland collected information about behavior by discussing the topic with its customers in individual interviews.
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97. Which of the following is a definition of individual interview surveys?
a) Facts and figures obtained by watching people
b) Greatest ability to probe and ask complex questions, given these questions are on a written questionnaire to be filled out by the interviewee
c) Greatest opportunity for interviewer bias
d) Interviewee clips photos from magazines that describe the idea
e) A single researcher asking questions of one respondent

Ans: e
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98. The Minnesota Twins, a professional baseball team, wanted to develop creative ways to boost sagging attendance at their ball games. The Twins hired a moderator who, after every home game during the month of July, led informal discussions with groups of 6 to 10 fans to find out what they did and did not like about the baseball team. The discussions were tape recorded and videotaped so that researchers could review the data at a later date and in more detail. What are such informal research discussions called?
a) Experiments
b) Secondary data
c) Focus groups
d) Research experiments
e) In-depth interviews

Ans: c
Feedback: In order to generate more specific research questions or to clarify a marketing problem, many marketers conduct focus groups. Focus groups are defined as informal sessions with 6 to 10 current, past or potential customers in which a discussion leader or moderator, asks their opinions about the firm's and its competitors' products, how they use these products and special needs they have that these products don't address. Often video-recorded and conducted in special interviewing rooms with a one-way mirror, these groups enable marketing researchers and managers to hear and watch consumer reactions.
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99. DirectProtect is an insurance provider that uses telemarketers rather than insurance agents to sell its insurance and to deal with claims. It wants to introduce its product into new markets, but before it does so, it wants to have a prediction of how successful its sales efforts will be. One of the first things researchers did was to invite in a group of eight people with insurance to talk about home and auto insurance. Their conversation was recorded and later analyzed to determine if there were any differences between customers from different countries. This was an example of a(n) __________.
a) experiment
b) mechanical observation
c) focus group
d) research experiment
e) in-depth interview

Ans: c
Feedback: In order to generate more specific research questions, the researchers asked general questions to identify consumers' likes and dislikes. Focus groups are defined as informal sessions with 6 to 10 current, past or potential customers in which a discussion leader or moderator, asks their opinions about the firm's and its competitors' products, how they use these products and special needs they have that these products don't address. Often video-recorded and conducted in special interviewing rooms with a one-way mirror, these groups enable marketing researchers and managers to hear and watch consumer reactions.
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100. A publishing company sponsors an informal one-time-only session with seven college instructors who use a given text. The instructors meet with a moderator who asks their opinions about the textbook, its study guide and the product's competition. This is an example of a(n) __________.
a) jury of executive opinion
b) consumer panel
c) focus group
d) research experiment
e) in-depth interview

Ans: c
Feedback: Focus groups are informal sessions in which six to ten past, present or prospective customers are directed by a discussion leader or moderator, to identify what they do and don't like about the firm's products and its competitors' products, how they use the products and special needs they have that the products don't address. Often video-recorded and conducted in special interviewing rooms with a one-way mirror, these groups enable marketing researchers and managers to hear and watch consumer reactions. It is not a panel of any kind because it meets only once.
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101. A marketing research approach that uses a discussion leader to interview 6 to 10 past, present or prospective customers is called __________.
a) a depth (or individual) interview
b) an experiment
c) a focus group
d) a small group dynamics session
e) secondary data collection

Ans: c
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102. Which of the following is a way to identify elusive consumer tastes or trends before the consumer has recognized them?
a) Use "fuzzy front end" techniques
b) Have consumers take a photo of themselves every time they snack
c) Have teenagers complete a drawing
d) Hire "cool hunters"
e) All of the above methods are ways to identify elusive consumer tastes or trends

Ans: e
Feedback: Finding "the next big thing" for consumers has become the obsession for consumer product firms. Marketing researchers have come to rely on techniques that are far more basic than more traditional individual or focus group interviews. These "fuzzy front end" methods attempt to identify elusive consumer tastes or trends far before typical consumers have recognized them themselves. Having consumers take a photo of themselves every time they snack, having teenagers complete a drawing and hiring "cool hunters" are three types of "fuzzy front end" methods.

Page: 222

Learning Objective: 4
103. When deciding whether to use personal mail, telephone, e-mail, fax or Internet surveys, the marketing researcher must balance __________.
a) time against travel expenses
b) cost against expected quality of obtained information
c) interviewer bias against least respondent anonymity
d) least anonymity for the respondent against a single researcher asking questions
e) interviewer bias against a single researcher asking questions

Ans: b
Feedback: Idea evaluation methods often involve conventional questionnaires using personal, mail, telephone, e-mail, fax or Internet surveys of a large sample of past, present or prospective consumers. In choosing between these alternatives, the marketing researcher must balance cost against the expected quality of information obtained.
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104. Mall intercept interviews are __________.
a) impersonal data collection methods in strip shopping malls
b) personal interviews of consumers visiting shopping centers
c) interviews with mall management about shopper behavior
d) interviews with mall security about shoplifting
e) telephone interviews with consumers about their shopping center habits

Ans: b
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105. A disadvantage of mall intercept interviews is __________.
a) their high cost
b) their inflexibility
c) that they are not conducted face-to-face
d) that the people selected may not be representative of the targeted consumers
e) all of the above are disadvantages of mall intercept interviews

Ans: d
Feedback: Mall intercept interviews are personal interviews of consumers visiting shopping centers. The high cost of reaching respondents in their homes has led to a dramatic increase in the use of mall intercept interviews. These face-to-face interviews reduce the cost of personal visits to consumers in their homes while providing the flexibility to show respondents visual cues such as ads or actual product samples. A critical disadvantage of mall intercept interviews is that the people selected for the interviews may not be representative of the consumers targeted for the interviews, giving a biased result.
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106. Question 1 in Figure 8-5 illustrates which type of question format?
a) Dichotomous
b) Open-ended
c) Close-ended
d) Attitudinal
e) Semantic differential

Ans: b
Feedback: An open-ended question allows respondents to express opinions, ideas or behaviors in their own words without being forced to choose among alternatives that have been predetermined by a marketing researcher.
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107. A(n) __________ allows respondents to express opinions, ideas or behaviors in their own words without being forced to choose among alternatives that have been predetermined by a marketing researcher.
a) dichotomous
b) open-ended
c) close-ended
d) attitudinal
e) semantic differential

Ans: b
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108. "Why do you smoke"? is an example of which type of question?
a) Likert scale
b) Fixed alternative
c) Dichotomous
d) Open-ended
e) Semantic differential

Ans: d
Feedback: This is an example of an open-ended question. An open-ended question allows respondents to express opinions, ideas or behaviors in their own words without being forced to choose among alternatives that have been predetermined by a marketing researcher.
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109. Before opening six Torrid plus-size-only retail stores that cater to women aged 15-30, a great deal of information was gathered to determine what types of items should be carried, the image of the store, its advertising, etc. Which of the following is an example of an open-ended question that might have been asked?
a) Do you wear a size 14 or larger dress?
b) How old are you?
c) Would you shop at a store that only sold plus-size clothing?
d) What is your self-image?
e) Do you think the stores should use bright- or subtle-colored fixtures?

Ans: d
Feedback: This is an example of an open-ended question. An open-ended question allows respondents to express opinions, ideas or behaviors in their own words without being forced to choose among alternatives that have been predetermined by a marketing researcher.
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110. Question 2 in Figure 8-5 illustrates which type of question format?
a) Dichotomous
b) Open-ended
c) Close-ended
d) Attitudinal
e) Semantic differential

Ans: a
Feedback: Question 2 is an example of a dichotomous question, the simplest form of a fixed alternative question that allows only a "yes" or "no" response.

Page: 224, figure 8-5

Learning Objective: 4
111. A(n) __________ question is the simplest form of a fixed alternative question that allows only a "yes" or "no" response.
a) dichotomous
b) open-ended
c) close-ended
d) attitudinal
e) semantic differential

Ans: a
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112. "Have you been to a dentist within the past 6 months? ___ Yes ___ No"? is an example of which type of question?
a) Likert scale
b) Semantic differential
c) Dichotomous
d) Open-ended
e) Closed-ended

Ans: c
Feedback: This question is an example of a dichotomous question, the simplest form of a fixed alternative question that allows only a "yes" or "no" response.

Page: 224

Learning Objective: 4
113. A survey asked the question "Have you used toothpaste in the last twelve months? _____ Yes _____ No" The results of this question show that 92.6 percent of the people in New York City have used toothpaste in the last twelve months and 87.2 percent of people in Los Angeles have used toothpaste during the same period. This information was gathered by using which type of question?
a) Open-ended
b) Dichotomous
c) Holistic
d) Evaluative
e) Likert scale

Ans: b
Feedback: This question is an example of a dichotomous question, the simplest form of a fixed alternative question that allows only a "yes" or "no" response.
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114. Question 3 in Figure 8-5 illustrates which type of question format?
a) Dichotomous
b) Open-ended
c) Closed-end
d) Attitudinal
e) Semantic differential

Ans: c
Feedback: Question 3 is an example of a closed-end or fixed alternative question, which requires respondents to select one or more response options from a set of predetermined choices.
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115. A(n) __________ question requires respondents to select one or more response options from a set of predetermined choices.
a) dichotomous
b) open-ended
c) closed-end
d) attitudinal
e) semantic differential

Ans: c
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116. Before opening six Torrid plus-size-only retail stores that cater to women aged 15-30, a great deal of information was gathered to determine what types of items should be carried, the image of the store, its advertising, etc. Which of the following is an example of a closed-end question that might have been asked?
a) Why would you want to shop at a store that carries plus-size clothing?
b) In what ways might you be uncomfortable shopping at a plus-size-only retailer?
c) Would you be interested in buying the Torrid merchandise on the Internet? __ Yes __ No
d) What type of person would shop at Torrid?
e) None of the above questions is an example of a closed-ended question

Ans: c
Feedback: Alternative C is an example of a dichotomous question, the simplest form of a closed-end or fixed alternative question that allows only a "yes" or "no" response.
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117. The type of question you are answering right now is an example of a(n) _____ question.
a) Likert scale
b) fixed alternative
c) dichotomous
d) open-ended
e) semantic differential

Ans: b
Feedback: Alternative B is an example of a fixed alternative question, which requires respondents to select one or more response options from a set of predetermined choices (a multiple-choice question!)
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118. Question 5 in Figure 8-5 best illustrates which type of question format?
a) Dichotomous
b) Open-ended
c) Likert
d) Attitudinal
e) Semantic differential

Ans: e
Feedback: Question 5 is an example of a semantic differential scale, a five-point scale in which the opposite ends have one- or-two-word adjectives that have opposite meanings.
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119. A(n) __________ scale is a five-point scale in which the opposite ends have one- or two-word adjectives that have opposite meanings.
a) dichotomous
b) open-ended
c) Likert
d) attitudinal
e) semantic differential

Ans: e
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120. What kind of question is the following?
"Place an X in the space that describes your feelings about this test".
Easy __ __ __ __ __ Difficult
Fair __ __ __ __ __ Unfair 
a) Likert scale
b) semantic differential scale
c) dichotomous question
d) open-ended question
e) sensitivity analysis question

Ans: b
Feedback: This question is an example of a semantic differential scale, a five-point scale in which the opposite ends have one- or-two-word adjectives that have opposite meanings.

Page: 225

Learning Objective: 4
[image: image5.wmf]
121. Question 6 in Figure 8-5 best illustrates which type of question format?
a) Dichotomous
b) Open-ended
c) Likert
d) Attitudinal
e) Semantic differential

Ans: c
Feedback: Question 6 is an example of a Likert scale, in which the respondent indicates the extent to which he or she agrees or disagrees with a statement.

Page: 225, figure 8-5

Learning Objective: 4
122. A(n) __________ scale is one in which the respondent indicates the extent to which he or she agrees or disagrees with a statement.
a) dichotomous
b) open-ended
c) Likert
d) attitudinal
e) semantic differential

Ans: c
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123. What type of scale is the following?
"Check your degree of agreement with the following statement:
Marketing is an interesting subject.
( ) Strongly Agree ( ) Agree ( ) Disagree ( ) Strongly Disagree" 
a) Likert scale
b) Semantic differential scale
c) Dichotomous question
d) Open-ended question
e) Attitudinal question

Ans: a
Feedback: This question is an example of a Likert scale, in which the respondent indicates the extent to which he or she agrees or disagrees with a statement.
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124. Which of the following statements most likely explains why Question 7 in Figure 8-5 was included in the Wendy's survey?
a) Wendy's wanted to know how many people eat at home while watching TV
b) Wendy's wanted to know if billboards and other media types were important sources of information to consumers when they decide where to eat
c) Wendy's wanted to understand how often consumers see flyers
d) Wendy's wanted to check newspaper circulation in the cities in which it does business
e) All of the above are reasons that Wendy's included this question in the survey

Ans: b
Feedback: Question 7 is an example of a closed-end question that gets at importance of the listed media. This information helps Wendy's to know the sources of information used in making decisions about fast-food restaurants. Based on this information Wendy's can best develop promotional vehicles that will reach the targeted segment.

Page: 225, figure 8-5

Learning Objective: 4
[image: image7.wmf]
125. Which of the following statements most likely explains why Question 8 in Figure 8-5 was included in the Wendy's survey?
a) Wendy's wanted to know how often people eat at its competitors
b) Wendy's wanted to know how often people eat at Wendy's
c) Wendy's wanted to compare how often people eat at Wendy's versus how often people eat at McDonald's
d) Wendy's wanted to compare how often people eat at Wendy's versus how often people eat at Burger King
e) All of the above are reasons that Wendy's included this question in the survey

Ans: e
Feedback: Question 8 is an example of a closed-end question that gets at behavior or usage. This information helps Wendy's to know how it stacks up to competitors; that is, how often do the respondents eat at Wendy's versus McDonald's and Burger King.
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126. Which of the following statements most likely explains why Question 9 in Figure 8-5 was included in the Wendy's survey?
a) Wendy's wanted to know if both men and women eat there
b) Wendy's wanted to know why people have children under age 18 living at home
c) These personal and household characteristics can be useful in trying to segment the fast-food market
d) Wendy's wants to know how much people make so it knows whether it should take credit cards for purchases
e) All of the above are reasons that Wendy's included this question in the survey

Ans: c
Feedback: Question 9 is an example of a closed-end question that gets at personal or household characteristics, which can be used in trying to segment the fast-food market.
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127. A sample of consumers or stores from which researchers take a series of measurements is called a(n) __________.
a) experiment
b) jury of executive opinion
c) panel
d) survey of experts
e) focus group

Ans: c
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128. A __________ is a sample of consumers or stores from which researchers take a series of measurements.
a) representative group
b) jury of executive opinion
c) panel
d) survey of experts
e) focus group

Ans: c
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129. A disadvantage of a __________ is that the marketing research firm needs to recruit new members continually to replace those who drop out.
a) representative group
b) jury of executive opinion
c) panel
d) survey of experts
e) focus group

Ans: c
Feedback: One disadvantage of panels is that the marketing research firm needs to recruit new members continually to replace those who drop out. These new recruits must match the characteristics of those they replace to keep the panel representative of the marketplace.
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130. Data obtained by manipulating factors under tightly controlled conditions to test cause and effect is an example of __________.
a) questionnaire data
b) nonprobability sampling
c) an experiment
d) a panel
e) a model

Ans: c
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131. A test market for a new Kellogg's cereal is an example of __________.
a) hypothesis generation
b) a deviation test
c) an experiment
d) observational data creation
e) a focus test

Ans: c
Feedback: An experiment uses data obtained by manipulating factors under tightly controlled conditions to test cause and effect. A test market is offering a product for sale on a limited basis in a defined area to help decide the likely effectiveness of potential marketing actions. So a test market is really a kind of marketing experiment to reduce risks.
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132. In marketing experiments which of the following is an example of a driver?
a) Special promotions
b) Distribution
c) The price
d) Product features
e) All of the above are examples of sales drivers

Ans: e
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133. GI Designs, a copper furniture manufacturer, increased the price on copper table tops by 20 percent for three months to see what the effect would be on the sales of these tops. The price increase is the __________ in this three-month experiment.
a) forgotten characteristic
b) dependent variable
c) independent variable
d) decision task
e) hypothesis

Ans: c
Feedback: The interest is in whether changing one of the independent variables (a cause) will change the behavior of the dependent variable that is studied (the result). In marketing experiments, the independent variables of interest—sometimes called the marketing drivers—are often one or more of the marketing mix elements, such as a product's features, price or promotion. The ideal dependent variable usually is a change in purchases of individuals, households or organizations. The price increase was the causal condition (independent variable) that was manipulated by the experimenter to see if there would be a change in sales (dependent variable).
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134. When Procter & Gamble Co. acquired the Old Spice brand it decided to reposition the brand by using different advertising to see whether sales would then increase. The new advertising is the __________ in this experiment.
a) dependent variable
b) independent variable
c) hypothesis
d) extraneous variable
e) error variable

Ans: b
Feedback: The interest is in whether changing one of the independent variables (a cause) will change the behavior of the dependent variable that is studied (the result). In marketing experiments, the independent variables of interest—sometimes called the marketing drivers—are often one or more of the marketing mix elements, such as a product's features, price or promotion. The ideal dependent variable usually is a change in purchases of individuals, households or organizations. The advertisement in the study served as the independent variable and the sales of the product served as the dependent variable.

Page: 226

Learning Objective: 4
135. GI Designs, a copper furniture manufacturer, increased the price on copper tabletops by 20 percent for three months to see what the effect would be on the sales of these tops. The change in sales is the __________ in this three-month experiment.
a) forgotten characteristic
b) dependent variable
c) independent variable
d) decision task
e) hypothesis

Ans: b
Feedback: The interest is in whether changing one of the independent variables (a cause) will change the behavior of the dependent variable that is studied (the result). In marketing experiments, the independent variables of interest—sometimes called the marketing drivers—are often one or more of the marketing mix elements, such as a product's features, price or promotion. The ideal dependent variable usually is a change in purchases of individuals, households or organizations. The price increase was the causal condition (independent variable) that was manipulated by the experimenter to see if there would be a change in sales (dependent variable).
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136. Eppie's Used Cars wanted to discover whether straight discounting worked better than a free gift. It ran two different television commercials on alternate Wednesdays. Commercial A offered 20 percent off Blue Book price for any 4-wheel-drive vehicle on the lot while Commercial B offered a free tent with the purchase of any 4-wheel-drive vehicle at Blue Book price. The offer was the __________ variable. How many people responded to each type of offer is called the __________ and would suggest whether straight discounting or a gift incentive was the better strategy for increasing traffic.
a) marketing; dependent variable
b) dependent; independent variable
c) market size; independent variable
d) independent; dependent variable
e) dependent; marketing variable

Ans: b
Feedback: The interest is in whether changing one of the independent variables (a cause) will change the behavior of the dependent variable that is studied (the result). In marketing experiments, the independent variables of interest—sometimes called the marketing drivers—are often one or more of the marketing mix elements, such as a product's features, price or promotion. The ideal dependent variable usually is a change in purchases of individuals, households or organizations. The price increase or the free tent was the causal condition (independent variable) that was manipulated by the experimenter to see if there would be a change in sales (dependent variable).

Page: 226

Learning Objective: 4
137. A market researcher showed a new brand of blue jeans to several groups of college students and asked the students to rate the quality of the jeans. Two weeks later, the researcher showed the same college students a television advertisement featuring super model Cindy Crawford wearing the new brand of jeans. The marketer asked the students to once again rate the quality of the jeans. The marketer predicted that after viewing the advertisement, the students' ratings of the new jeans would be more positive than their original ratings. In this experiment, students' ratings of the new blue jeans served as the __________.
a) dependent variable
b) independent variable
c) outside factor
d) secondary data
e) none of the above

Ans: a
Feedback: The interest is in whether changing one of the independent variables (a cause) will change the behavior of the dependent variable that is studied (the result). In marketing experiments, the independent variables of interest—sometimes called the marketing drivers—are often one or more of the marketing mix elements, such as a product's features, price or promotion. The ideal dependent variable usually is a change in purchases of individuals, households or organizations. The researcher was making a comparison between ratings of the quality of the blue jeans—before and after the advertisement. The advertisement in the study served as the independent variable and the ratings of the product served as the dependent variable. The researcher introduced a change in the environment (the advertisement) and then measured the accompanying change in the student ratings (dependent variable) of the product quality.
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138. When Procter & Gamble Co. acquired the Old Spice brand it decided to reposition the brand by using different advertising to see whether sales would then increase. The possible sales increase is the __________ in this experiment.
a) dependent variable
b) independent variable
c) hypothesis
d) extraneous variable
e) error variable

Ans: b
Feedback: The interest is in whether changing one of the independent variables (a cause) will change the behavior of the dependent variable that is studied (the result). In marketing experiments, the independent variables of interest—sometimes called the marketing drivers—are often one or more of the marketing mix elements, such as a product's features, price or promotion. The ideal dependent variable usually is a change in purchases of individuals, households or organizations. The advertisement in the study served as the independent variable and the sales of the product served as the dependent variable.
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139. When conducting marketing experiments, the dependent variable can often describe any of the following EXCEPT __________.
a) actual purchase behavior
b) preferences in taste tests
c) attitudes highly correlated to actual purchase behavior
d) marketing mix variables
e) behavioral intentions

Ans: d
Feedback: The change in behavior (or its surrogates, such as preferences, attitudes or intentions) is what constitutes a dependent variable. Marketing mix elements are independent variables that are manipulated to determine whether changes in purchase behavior result.
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140. As marketing vice president of Health Care Services, Inc., you are in charge of developing an experiment to test the hypothesis that increasing the number of salespeople assigned to a territory will increase sales of health care services in the territory. Which experiment will do this best?
a) Manipulating the independent variable of sales and assessing the impact by measuring the dependent variable of satisfied customers of health services
b) Manipulating the independent variable of salespeople assigned to a territory and assessing the impact by measuring the dependent variable of sales of health services
c) Manipulating the independent variable of sales and assessing the impact by measuring the dependent variable of sales people of health services
d) Manipulating the independent variables of sales and salespeople and assessing the impact by measuring the dependent variable of satisfied customers of health services
e) Manipulating the independent variable of satisfied health service customers and assessing the impact by measuring the dependent variable of salespeople assigned

Ans: b
Feedback: The interest is in whether changing one of the independent variables (a cause) will change the behavior of the dependent variable that is studied (the result). In marketing experiments, the independent variables of interest—sometimes called the marketing drivers—are often one or more of the marketing mix elements, such as a product's features, price or promotion. The ideal dependent variable usually is a change in purchases of individuals, households or organizations. The increase in number of salespeople assigned to a territory was the causal condition (independent variable) that was manipulated by the experimenter to see if there would be a change in sales (dependent variable).
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141. Compared with __________ data, two disadvantages of __________ data are that the latter is usually far more time consuming and more expensive to collect.
a) secondary; primary
b) primary; secondary
c) differential; observational
d) sample; population
e) open-ended; closed

Ans: a
Feedback: Secondary data consist of information that has been recorded prior to the research at hand. Primary data consist of facts and figures that are newly collected for a current project. The main disadvantages of primary data are that it is usually far more costly and time consuming to collect than secondary data.
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142. The best way to find information that is specific to the problem being studied is to __________.
a) collect primary data
b) collect internal secondary data
c) collect external secondary data
d) perform a sensitivity analysis
e) use probability sampling

Ans: a
Feedback: Primary data are those facts and figures, which are new and are collected for the first time for the project at hand. Compared with secondary data, primary data have the advantage of being more specific to the problem being studied.
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143. You are the product manager for a new children's cold breakfast cereal. Its proposed brand name is Barney, named after the popular, purple dinosaur of the PBS children's television show Barney & Friends. Barney cereal is positioned as a health-oriented, fun and socially positive cereal that consists of natural whole grains and fruit-sweetened, Barney-like purple dinosaurs that provide children with more than the 100 percent recommended daily allowance of vitamins A, B and c) To ascertain the cereal's appeal among prospective buyers, which of the following would be a primary data collection method to help you make marketing decisions regarding the new Barney brand cereal?
a) You personally, via a one-way mirror, watch the reactions of 10 different groups of 6 to 10 children eating bowls of the new Barney cereal with its purple dinosaurs
b) You conduct 30 in-depth personal interviews with parents of children to identify the attitudes and purchase intentions of these parents relative to the new Barney cereal and the "I love you, you love me" advertising theme patterned after the television show
c) You send 10,000 trial boxes of Barney cereal to randomly selected households with children in Peoria, IL (a national test market for consumer products) along with a business reply, postage-paid postcard to obtain the reactions of these households to the cereal
d) You contract with major supermarket chains in Phoenix, AZ (a major consumer products test market) to stock 10,000 standard-size boxes of Barney cereal on their shelves. You also contract with InfoScan, a consumer product sales tracking service, to determine the effect of a test marketing campaign consisting of ads on Saturday morning children's programs aired locally in Phoenix, coupons in the local Phoenix newspapers and a direct mailing to all households with children in the Phoenix market
e) All of the above are methods using primary data collection

Ans: e
Feedback: The two principal ways to collect new or primary data for a marketing study are by (1) observing people and (2) asking them questions.
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144. In the marketing dashboard graph shown above which brand has the highest sales?
a) A
b) B
c) D
d) E
e) Super Snack Bar

Ans: a
Feedback: The graph shows the brands based on the buying rate and US household penetration. The brand with the highest penetration and highest buying rates is brand A, so it has the highest sales.
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145. __________ are facts and figures, whereas __________ is/are distilled facts and figures whose interpretation leads to marketing actions.
a) data, information
b) information, data
c) data, explanation
d) information, explanation
e) reports, a concept

Ans: a
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146. __________ involves operating computer networks that collect, store and process data.
a) Data mining
b) Environmental scanning
c) Information technology
d) E-marketing
e) Computerization

Ans: c
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147. An information system contains several key elements, including __________.
a) queries
b) internal databases
c) models
d) external databases
e) all of the above

Ans: e
Feedback: Marketing researchers and managers use information technology to turn information into action. The key elements of an information system include queries, models, internal and external databases that are used to deliver results to the manager.
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148. Which of the following is a key element of today's information systems?
a) Databases
b) Primary data
c) Data mining
d) Drivers
e) Marketing actions

Ans: a
Feedback: Marketing researchers and managers use information technology to turn information into action. The key elements of an information system include queries, models, internal and external databases that are used to deliver results to the manager.
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149. Databases form the core or __________, where a firm's ocean of data is collected and stored.
a) data warehouse 
b) data vault
c) data depot
d) data storehouse
e) data stockroom

Ans: a
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150. When a marketing manager begins asking "what if" questions to determine how changes in a factor like price or advertising affect marketing results like sales or profits, she is performing a(n) __________ analysis.
a) marketing
b) environmental
c) structured
d) profitability
e) sensitivity

Ans: e
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151. The marketing manager at Popular Electronics must determine a price for a new model of portable CD player. He will use the company's information system to determine how the manufacturer's suggested retail price might affect total sales revenues. This type of analysis is called __________.
a) database management
b) database training
c) sensitivity training
d) sensitivity analysis
e) financial analysis

Ans: d
Feedback: Marketers can also use sensitivity analysis to query the database with "what if" questions to determine how a hypothetical change in a driver like advertising or price can affect sales.
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152. Red Carper Baby!, a children's accessory and toy store is considering expanding the size of the store. The manager queries the database to understand how a change in square footage might impact sales. She is performing a(n) __________ analysis.
a) 80/20
b) break-even
c) environmental scanning
d) situational
e) sensitivity

Ans: e
Feedback: Marketers can also use sensitivity analysis to query the database with "what if" questions to determine how a hypothetical change in a driver like advertising or price can affect sales.
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153. If a marketing manager queries a strategic information system to determine the effect of three different levels of price for a new product, she is using a(n) _____ analysis.
a) 80/20
b) break-even
c) environmental scanning
d) situational
e) sensitivity

Ans: e
Feedback: Marketers can also use sensitivity analysis to query the database with "what if" questions to determine how a hypothetical change in a driver like advertising or price can affect sales.
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154. Which of the following is NOT an example of a "what if" type question that might be asked by a marketing manager as part of a sensitivity analysis?
a) What effect would a 50 percent increase in magazine advertising have on sales of Tresses shampoo?
b) What would be the effect of getting a new supplier of raw plastic for our line of paperweights?
c) What effect would a 10 percent reduction in price have on the profitability of our line of pocket knives?
d) What would be the effect of expanding our market coverage to include New York and Pennsylvania?
e) What would be the effect of smaller serving sizes on sales of our turkey and roast beef dinner specials?

Ans: e
Feedback: Marketers can also use sensitivity analysis to query the database with "what if" questions to determine how a hypothetical change in a driver like advertising or price can affect sales. Alternative b would be asked by a manufacturing manager or engineer and involves a non-marketing decision.
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155. __________ is the term that describes the extraction of hidden predictive information from large databases.
a) Fact disclosure
b) Information extraction
c) Variable analysis
d) Database management
e) Data mining
Ans: e
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156. Through the use of __________, a catalog retailer might determine that customers who purchased silver frames would also have a high probability of buying vintage hat pins. As a result, its sales representatives were instructed to offer a special price on hat pins when a customer places an order for a silver frame.
a) fact disclosure
b) information extraction
c) variable analysis
d) database management
e) data mining

Ans: e
Feedback: Data mining is the extraction of hidden predictive information from large databases. The focus is on finding statistical links about consumer purchasing patterns (those that buy silver frames would have a high probability of buying vintage hat pins) that suggest marketing actions (encouraging the sales representatives to offer a special price on hat pins).
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157. Once a marketer researcher has defined the problem, developed the research plan and collected the relevant information, what needs to be done next?
a) Set budgets
b) Determine target market
c) Select segmentation strategy
d) Analyze data and present findings
e) Determine if there is a planning gap between desired findings and actual findings
Ans: d
Feedback: Step 4 of the marketing research approach is "Develop Findings", which includes "analyze the data" and "present the findings".
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158. Figure 8-8a indicates that __________.
a) the number of Tony's pizzas per household is flat to slightly increasing over the period 2005-2008
b) annual sales of Tony's pizzas is increasing over the period 2005-2008
c) children are eating more pizzas
d) households with more members are eating more pizza, which drives this sales increase
e) Figure 8-8a shows that all of the above statements are true

Ans: a
Feedback: Figure 8-8a shows Tony's Pizza Annual Sales. This shows the annual growth of the Tony's Pizza brand is stable but virtually flat from 2005 through 2008.
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159. Figure 8-8b shows that __________.
a) annual sales of Tony's Pizzas decreased over the period 2005 to 2008
b) average annual sales per household of Tony's Pizzas decreased over the period 2005 to 2008
c) average sales have dropped from 3.4 million to 3.1 million units
d) sales to households with children declined over the period 2005 to 2008
e) smaller households bought less pizza over the period 2005 to 2008

Ans: b
Feedback: Figure 8-8b shows that average annual sales per household have declined from 3.4 to 3.1 units over the period 2005 to 2008.

Page: 231-232

Learning Objective: 5
[image: image12.wmf]
160. Figure 8-8c shows that __________.
a) Tony's Pizza sales to households with 5 or more people decreased over the period 2005 to 2008
b) households with 5 or more people bought the most Tony's Pizza over the period 2005 to 2008
c) Tony's Pizza sales to single-person households have remained relatively steady from 2005 to 2008
d) Tony's Pizza sales to households with 2 people have remained relatively steady from 2005 to 2008
e) all of the above statements are true according to Figure 8-8c

Ans: e
Feedback: Figure 8-8c shows all of the choices in the question.

Page: 231-232

Learning Objective: 5
[image: image13.wmf]
161. Figure 8-8d shows that __________.
a) Tony's Pizza sales to households with some children between the age of 13 and 17 decreased over the period 2005 to 2008
b) Tony's Pizza sales to households with children between the age of 6 to 12 decreased over the period 2005 to 2008
c) Tony's Pizza sales to single-person households have remained relatively steady from 2005 to 2008
d) Tony's Pizza sales to households with no children under 18 have declined from 2005 to 2008
e) all of the above statements are true according to Figure 8-8d

Ans: b
Feedback: Figure 8-8d shows that average annual sales per household with children ages 6-12 have declined over the period 2005 to 2008.
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162. The last step in the marketing research process is to __________.
a) execute the program
b) examine the alternatives
c) experiment
d) take marketing actions
e)eEnumerate the decision factors

Ans: d
Feedback: The marketing research approach includes 5 steps the last of which is "Take Marketing Actions". At this point you make and implement the recommendations and evaluate the results.
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163. Market researchers have delivered findings to Ocean Spray's product manager: (1) "cranberry" is not part of the language outside the U.S. and Canada and (2) the British like juice in boxes, not bottles. The British have a dry sense of humor and a sense of adventure. Like many other people the British are also concerned about staying healthy. How can she use these facts to take marketing actions in an advertising campaign that will encourage consumers in the United Kingdom to try the new cranberry juice drink?
a) Appeal to the British sense of humor while emphasizing the taste of cranberry juice by showing a small cranberry labeled "actual size" and a huge cranberry labeled "actual taste".
b) Use a picture of the cranberry juice drink in a box so that consumers will know what to look for—and see that it's not in a bottle
c) Appeal to the British sense of adventure and travel by using a picture taken on Cape Cod, where Ocean Spray cranberries grow
d) Appeal to green and health-conscious consumers by providing information about vitamin content and the absence of any artificial colors, flavors or preservatives
e) All of the above

Ans: e
Feedback: Ocean Spray's marketing manager increased the chance of success of cranberry juice in international markets by understanding systematic research and implementing its recommendations. The advertisement is witty, shows the box and typical beach near cranberry bogs and uses copy about the healthful qualities of cranberry juice.
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164. The evaluation process is the final stage of the marketing research process. The two main tasks performed in the evaluation process are to __________.
a) compare the market share and industry growth rate
b) evaluate the decision and the decision process
c) compare generated revenue to past performance and projected performance
d) enumerate the decision factors and evaluate the results
e) evaluate the results and initiate a new decision process

Ans: b
Feedback: There are two aspects of the evaluation process: (1) Evaluate the decision itself, which usually involves comparing actual results with plans and taking corrective action if necessary and (2) evaluate the decision process used which may involve changing the activities in one or more of the steps used in reaching a decision.
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165. The raw data that Ford Consulting Group (FGC) sort and compile on a daily basis from sources such as ACNielsen's ScanTrack and Information Resources' InfoScan come from __________.
a) observational research
b) grocery store scanner data
c) statistical inferences
d) multiple-source data
e) experiential research

Ans: b
Feedback:For consumer product firms like Procter & Gamble, sales data from various channels are critical to allocate scarce marketing resources. As a result, they use firms such as Information Resources’ InfoScan and AC Nielsen’s ScanTrack to collect product sales and coupon/free sample redemptions that have been scanned at the checkout counters of supermarket, drug, convenience, and mass merchandise retailers in the United States and other international markets.
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166. When preliminary research discovers that a client's product is not selling well in a certain region of the country, the next step would be to __________.
a) attempt to explain why sales are lower in that region
b) determine measures of objectives
c) locate marketing research constraints
d) use statistical inference to explain the lower sales
e) determine the size and composition of the sample survey

Ans: a
Feedback: Facts uncovered by the consultant are vital. With answers to these questions Teré can identify actions in her marketing plan and implement them over the coming year.
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167. Good marketing research requires great care especially because of inherent difficulties in asking consumers questions. What are the three basic problems faced by marketing researchers when trying to assess consumers' willingness to buy products or services with which they are not familiar? 
Ans: Inherent difficulties in asking the consumer questions involve the following:
Consumers do not really know whether they would buy a product they have never thought about before; they do not recognize the advantages and disadvantages.
Even if they know the answer to a survey question, they might not want to reveal it; this is particularly true of questions that are personal in nature and/or that involve the respondent's status.
If respondents do state a preference for a presumed behavior, it is not necessarily what they would really do in the buying situation; they might think that is what they would do or they might just tell the interviewer what they think he or she wants to hear, so as not to hurt feelings or they might stretch the truth so the interviewer will think more highly of them.
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Learning Objective: 1
168. What are the five steps in the marketing research process? 
Ans: The systematic approach is based on five steps:
Define the problem.
Develop the research plan.
Collect relevant information.
Develop findings.
Take marketing actions.
Page: 211, figure 8-2

Learning Objective: 2
169. What are the three kinds of research that are used depending on the type of problem to be solved? 
Ans: Three kinds of research include:
Exploratory research provides ideas about a relatively vague problem.
Descriptive research generally involves trying to find the frequency that something occurs or the extent of a relationship between two factors.
Causal research tries to determine the extent to which the change in one factor changes another one.
Page: 212

Learning Objective: 2
170. (p. 213) Explain why measures of success are important to effective decision makers and give an example of one. 
Asn: Measures of success are criteria or standards used in evaluating proposed solutions to a problem. Different research outcomes—based on the measure of success—lead to different marketing actions. For example, if a measure of success were the total time children spent playing with each of two telephone toys, the results of observing them would lead to clear-cut actions-either keep the toy as it is if the children play with the old toy design longer or change the toy if the children play with the new toy design longer. [This example is from the text. Students may describe other examples.]
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Learning Objective: 2
171. Explain the difference between probability and nonprobability sampling. 

Ans: Probability sampling uses precise rules to select the sample such that each element of the population has a specific known chance of being selected. Nonprobability sampling uses arbitrary judgments to select the sample so that the chance of selecting a particular element may be unknown or zero.
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Learning Objective: 2
172. What is the basic difference between primary and secondary data and what are the advantages and disadvantages of each? 

Ans: Secondary data are facts and figures that have already been recorded before the project at hand, whereas primary data are facts and figures that are newly collected for the project. Secondary data should be used first, before collection of primary data. Two primary advantages of secondary data are:
tremendous time savings because the data have already been collected and published and the relatively low cost.
A greater level of detail is often available through secondary data and industry data is usually more complete than data collected by private organizations. On the other hand, secondary data may be out of date, a good example being U.S. Census data that is collected at ten-year intervals. Furthermore, the definitions and categories might not be quite right for a particular project. And, finally, because secondary data are collected for another purpose, they may not be specific enough for particular needs. In the latter case, it might be necessary to collect primary data, which should be specific to the particular project or program for which the data collection is designed.
Compared with secondary data, primary data have the advantage of being more specific to the problem being studied. The main disadvantages are that primary data are usually far more costly and time consuming to collect than secondary data.
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Learning Objective: 3-4
173. The principal ways to collect new or primary data for a marketing study are by observing people and by asking them questions. Give two examples of each type. 

Ans: Observing people includes watching, either mechanically or in person, how people actually behave. For example, Nielsen ratings use TV boxes to monitor what people watch. Mystery shoppers are another example.
Asking people questions can be done using questionnaire data, which asks people about their attitudes, awareness, intentions and behaviors. It can also be done using in-depth individual interviews. Focus groups are another way of asking people, which involves informal sessions of 6 to 10 past, present or prospective customers in which a leader asks their opinions.
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Learning Objective: 4
174.What is the difference between a semantic differential scale and a Likert scale? 

Ans: both are used with fixed alternative questions. The semantic differential scale is a five point scale in which the opposite ends have one- or two-word adjectives that have opposite meanings. The respondent indicates the extent to which he or she agrees or disagrees with a statement that is presented in a Likert scale.
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Learning Objective: 4
175. What is a panel? How is it used in marketing research? What disadvantage is associated with its use? 

Ans: a panel is a sample of consumers or stores from which researchers take a series of measurements. Unlike a focus group, members of panel are members over long periods of time. The information gathered from panels is used to tell marketing researchers if consumers change their behavior over time. A disadvantage is that the marketing research firm needs to recruit new members continually to replace those who drop out. The new recruits must match the characteristics of those they replace to keep the panel representative of the marketplace.
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Learning Objective: 4
176. Briefly explain what a marketing experiment is. Include the definitions of dependent and independent variables and examples of each. 

Ans: an experiment involves obtaining data by manipulating factors under tightly controlled conditions to test cause and effect, an example of causal research. The interest is in whether changing one of the independent variables (a cause) will change the behavior of the dependent variable that is studied (the result). In marketing experiments, the independent variables of interest–sometimes called the marketing drivers-are often one or more of the marketing mix elements, such as a product's features, price or promotion. The ideal dependent variable usually is a change in purchases of individuals, households or organizations.
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Learning Objective: 4
177. Briefly explain what a product or brand "driver" is. Give three examples. 

Ans: a product or brand "driver" is a factor that influences buying decisions of a household or organization and, hence, sales. These drivers include both the controllable marketing mix factors like product and distribution, as well as uncontrollable factors like competition and the changing tastes of households or organizational buyers. Other drivers include advertising, price and special promotions.
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Learning Objective: 4
178. List the elements of an information system used to help answer marketing questions. 

Ans: an information system used to satisfy an organization's needs for marketing information includes the marketing researcher at a desktop computer, queries of the system, models to analyze, organize and present data, the computer and communication network, consisting of external and internal databases.

Page: 230, figure 8-7

Learning Objective: 5
179. What is data mining and why is it used in marketing research? 

Ans: data mining is the extraction of hidden predictive information from large databases. Data mining is used to find statistical links about consumer purchasing patterns that suggest marketing actions.
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Learning Objective: 5
180. Why can't a marketing manager's decision-making stop when he or she has chosen the best alternative to solving a problem? 

Ans: effective marketing research doesn't stop with findings and recommendations—someone has to identify the marketing actions, put them into effect and monitor how the decisions turn out, which is the essence of taking marketing actions—Step 5 in the Marketing Research Decision Process.

Page: 232

Learning Objective: 5
181. There are three actions a marketing manager must take in the final stage in the marketing research process. What are they? 

Ans: Make action recommendations.
Implement the action recommendations.
Evaluate the results. When evaluating the results, it is important to evaluate the decision itself and to evaluate the decision process used.
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Learning Objective: 5

