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Know exactly what you want to
measure - and then select a survey
or observation technique that

creates cooperative respondents,
willing to think and be honest.
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Survey technigues

Example

In this chapter, we [ocus on the major techniques employed in descriptive research
designs: surveys and quantitative observation, As explained in Chapter 3, descriptive
research has as its prime objective the description of something, usually consumer or
market characteristics. Survey and quantitative observation techniques are vital tech-
niques in descriptive research designs, Survey techniques may be classified by mode of
administration as traditional telephone interviews, computer-assisted telephone inter-
views, personal in-home or office interviews, street interviews, computer-assisted
personal interviews, postal surveys, mail panels, email and Internet surveys. We describe
each of these technigques and present a comparative evaluation of all the survey tech-
niques. Then we consider the major observational techniques: personal ebservation
including mystery shopping research, electronic observation, audit, and trace analysis.
The relative advantages and disadvantages of observation over survey techniques and
the considerations involved in conducting survey and observation research when
researching international markets are also discussed. Several ethical issues that arise in
survey research and observation techniques are identified.

To begin our discussion, we present an example of how technological advances are
enabling different survey approaches to be conducted in a single study. Such advances are
helping in the challenges to overcome respondent reluctance to participate in surveys.

Different strokes'

Mixed-mode research, where one research survey may embrace several diffarent fielowork
methods side by side, is a relatively recent development. It may be achieved by conducting
some interviews in for example CATls and others on the Web. It could even take this idea a
stage further and allow respendents to switch modes part way through an interview, Those
who dare to mix modes find it does improve response rates guite dramatically if respon-
dents get to choose the mode for themselves. John Allison and Chris O'Honis, researchers
at the US financial firm Fidelity, found that a staggering B8% of their customers contacted in
a computerassisted telephone interview (CATI) agreed to participate in the web survey.
Whilst this figure included a number of covert 'soft refusals’, 54% did complete the web
survey and a small proportion also completed the survey on the telephong.

Completion rate is not the only issue that mixed-mode can tackle, A more subtle problem
is the effect of differential response rates within a sample, meaning that certain groups
may be under- or overrepresentad. & mixed-mode approach (nevitably exposes the In-bullt
tendencies of some mades to favour certain types of respondent. CATI, especially in con-
sumer surveys, has been cbserved to favour female respondents, the less well educated
and those outside urban areas. Web surveys tend to favour males, the young and the better
educated. Mixing modes allows these In-built biases to be tackled.

Survey techniques

Survey techniques
Technigues based upon the
use of structured
guestionnalres given to 8
sampée of @ population.

Survey techniques are based upon the use of structured questionnaires given to a sample
of a population. Respondents may be asked a variety of questions regarding their behay-
iour, intentions, attitudes, awareness, motivations, and demographic and lifestyle
characteristics. These questions may be asked verbally, in writing or via a computer, and
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Structured data collection
Usze of a formal
guestionnarre that prasents
guestions in 8 prearranged

ordar.

Fixed-response
alternative questions
Questions that require
respondents to choose from
a set of pradetarminad
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the responses may be obtained in any of these forms. "Structured” here refers to the degree
of standardisation imposed on the data collection process. In structured data collection,
a formal questionnaire is prepared and the questions are asked in a prearranged order;
thus, the process is also direct. Whether research is classified as direct or indirect is based
on whether the true purpose is known to the respondents. As explained in Chapter 7, a
direct approach is undisguised in that the purpose of the project is disclosed to the
respondents ar is otherwise obvious to them from the questions asked,

In a typical questionnaire, most questions are fixed-response alternative questions that
require the respondent to select from a predetermined set of responses. Consider, for
example, the following question, designed to measure a dimension of students’ attitudes
towards the way they are assessed in marketing rescarch classes:

Strongly  Agree  Newtval  Disagree  Strongly
agree disagree

| prefer written examinations [] [] ] [] []

compared with continual assessment

The survey method has several advantages. First, the questionnaire is simple to administer.
Second, the data obtained are consistent because the responses are limited to the alterna-
tives stated. The use of fixed-response questions reduces the variability in the results that
may be caused by differences in interviewers. Finally, coding, analysis and interpretation
of data are relatively simple.*

The disadvanlages are that respondents may be unable or unwilling to provide the
desired information, For example, consider questions about motivational factors.
Respondents may not be consciously aware of their motives for choosing specific brands or
shopping at particular stores. Therefore, they may be unable to provide accurate answers to
questions about their motives. Respondents may be unwilling to respond if the informa-
tion requested is sensitive or personal. In addition, structured gquestions and
fixed-response alternative questions may result in loss of validity for certain types of data
such as beliefs and feelings. Finally, wording questions properly is not easy (see Chapter 13
on questionnaire design). In other words, the survey imposes the language and logic of the
rescarcher on the questionnaire respondents, Given this core characteristic of survey tech-
niques, great care must be taken to ensure that the language and logic used in
questionnaires are meaningful and valid to potential respondents. Despite the above disad-
vantages, the survey approach is by far the most common method of primary data
collection in marketing research, representing around 69% of all marketing research
spending.’ The following example demonstrates how one company has realised the bene-
fits of the survey by the creative integration of an online survey with its customer
relationship management system.

Survey supports customer support®

Ariba (www.ariba.com), a b2b (business-to-business) software provider, uses both the Intemeat
and other computer applications to collect survey data. Ariba has integrated its Vantive
Enterprise Customer Relationship Management platform (a proprietary sofiware system) with
the Web Survey System from CustomerSat.com. With this setup, Arlba has the ability te gain
raal-time feedback, track trends, and obtain immediate notification about unsatisfied cus-
tomers. The system works by administering an online survey to each customer (respondent)
wheo asks for customer support, This survey gathers not only specifics about the problem
customers are experiencing but also data that can be used to make executive decisions
down the road (e.g. currant product needs, likes/dislikes). The system then analyses the
responses and routes the respondent to an appropriate speciallst. Customers can rate and
comment on their customear support experience within 24 hours of the case being closed.
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Survey questionnaires may be administered in four major modes: (1} telephone
interviews, (2) personal interviews, {3} mail interviews and (4) electronic interviews
(see Figure 10.1). Telephone interviews may be further classified as traditional telephone
interviews and computer-assisted telephone interviews {CATIs), Personal interviews
may be conducted in the home or office, as street interviews, or as computer-assisted
personal interviews (CAPIs), The third major method, mail interviews, takes the form of
traditional mail sarveys, ar surveys conducted using mail panels. Finally, electronic
interviews can be conducted via email or administered on the Internet. We now describe
each method,

Telephone interviews

As stated earlier, telephone interviews may be categorised as traditional or computer-
assisted, They constitute around 20% of the worldwide total spend on research methods.
Examples of countries with low and high spending on this technique range from Japan at
4% to Denmark at 41%.”

Traditional telephone interviews

Traditional telephone interviews involve phoning a sample of respondents and asking
them a series of questions. The interviewer uses a paper questionnaire and records the
responses with a pencil. From a central location, a wide geographical area can be covered,
including international markets. Given that telephone interviewers cannot give respon-
dents any visual prompts, they have to write down answers to any open-ended guestions
and may have to flick through the questionnaire to find appropriate questions for a par-
ticular respondent (filtering). These interviews tend to be short in duration and have
questions with few options as answers. Today, this approach is rarely used in commercial
marketing research, the common approach being CATL

Computer-assisted telephone interviews [CATI)

CATI uses a computerised questionnaire administered to respondents over the telephone.
A computerised questionnaire may be administered using a networked computer or a PC.
The interviewer sits in front of a terminal and wears a small headset. The terminal
replaces a paper and pencil questionnaire, and the headset substitutes for a telephone.

Personal Mail Electranic
il interviewing interviewing interviewing
' ) ' i i
In-home Streal CAPl Ermail rtarat
motfce mervewny ST
Traditions| Gl Traditional |
telephone lr:;‘hmp;.rh-lmd’ mail survey hail pane

Figure 10.71 A classification of survey technigues
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Upon command, the computer dials the telephone number to be called. When contact is
made, the interviewer reads questions posed on the screen and records the respondent’s
answers directly into the computer memory, ready for immediate analysis. The following
example illustrates how the technique has developed over the vears. The main benefit of
the technique illustrated here is the speed of collecting data and analyses. Speed is of the
essence in subjects where respondent attitudes and behaviour can change quickly, an
example being the ‘latest’ toys that parents may wish to buy for their children. One of the
most widespread uses of CATI is for political opinion polls.

With CATI, the computer systematically guides the interviewer, Only one gquestion at a
time appears on the screen. The computer checks the responses for appropriateness and
consistency. It uses the responses as they are obtained to personalise the questionnaire.
Data collection flows naturally and smoothly. Interviewing time is reduced, data quality is
enhanced, and the laborious steps in the data collection process, coding questionnaires
and entering data into the computer are eliminated. Because the responses are entered
directly into the computer, interim and update reports on data collection or results can be
provided almost instantaneously, The following example shows how CATT is being used in
a major study throughout Europe.

They're free and young people love them*

Free newspapers, such as Metro or 20 Minutes, now availabla in many metropolitan arcas
around the warld, have seen their readerships soar, according to the 2004 Metro Global
Readership Study. The study is based on a sample of 24,000 in two waves using CATI. The
study has been conducted every year since 2000 by TNS Gallup in Denmark on behalf of
Metro International. Unlike most other pan-European surveys, which tend to focus on a
selective business or affluent consumer audience, this survey represents a universe of all
114.2 million people aged 13 or more who live in the 51 ‘Metro-Cities” in 16 countries.

With 14.5 million readers worldwide (up from 3.7 million in 2000) Metro now claims 1o
be the third largest newspaper, behind Japan's Yomiun Shimbun and Asahi Shimbun, but
ahead of Germany's Bilg Zeitung. Its daily reach in 11 European countries is 10.2 million or
15% of the survey univarse, The main strength of Metro's various edilions is its young raad-
ership: 41% are between 18 and 34 years of age, a group that accounts for only 31% of the
population in all Metro-Cities. At the other end of the spectrum, those aged 55 or more are
considerably less likely to be attracted by Metro's offering and tend 1o stick with their tradi-
tional newspapers.

The biggest drawback of CATT lies in respondents’ willingness to be interviewed by
telephone. In a 2003 study respondent cooperation by the Council for Marketing and
Opinion Research (CMOR) in the USA, only 7% of respondents called were willing to
answer questions, The situation in the USA reflects conditions in ather developed markets
such as Europe and Japan. Although average response rates in lapan are significantly
higher than in the USA and Europe, they show a continuous downward trend, mainly by
the rise of refusals.” This situation is not universal, as illustrated by the following example,
but there are many factors that make it very difficult to conduct telephone interviews.

Greece hopeful in the Olympic year

Al Research International (www.research-int.com) whose main Greek clienls are in lelecom-
miunications, food, alcehol and cigareties, CECQ Dimitris Manoussakis has witnessed the
Erowth of the worldwide phenocmenon known as the nonresponse ratio. ‘This has risen signif
lcantly in the past tew years, especially in the Athens area, where door-lo-door inlerviewing
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can no longer ensure & representative sample. As an alternative to face-lo-face interviews,
telephone surveys are already seen by Manoussakis as gmwing rapidly, offering the advan-
tage of more representative results, Telephone surveys will be the best approach to tackle
the nor-response problem for the foresesable fulure, as Greece has nol started 1o go online
on a large scale {Internet penetration in 2004 was less than 20%). However, it has grown sig:
nificantly over the past few years, especially ameng the younger, urban population.

At times the technigue may be confused in the minds of respondents with cold-call
selling techniques, To overcome this problem requires interviewers who are trained to
reassure respondents and to make the interviewing experience worthwhile. In most busi-
nesses, phone calls are screened; how else could managers avoid calls from companies and
individuals they do not want to talk to? Many businesses have set up formal procedures to
minimise unnecessary calls to management. This is a hurdle well-trained interviewers are
taught to circumvent. Experienced interviewers can ‘run the gauntlet” of three or four
screenings and still secure an interview without in any way upsetting the interviewee.

The usual blocking responses of “(s)he's busy’, ‘(s)he wouldn't be interested’, ‘(s he
doesn't deal in that area, or *(sthe's in a meeting’, have been joined by ‘we don't allow
marketing research interviews — it's company policy’. Even this will not deter telephone
interviewers from seeking interviews but it is a continuing and worrying trend.”

S50 why do companies which commission marketing research themselves restrict their
own employees from participating? The reasons given are:

The confidentiality of information divulged to interviewers.
The length of interviews.

The frequent apparent or real irrelevance of questions,

The number of requests.

Taking part is seen as providing no divect benefit to the company.

The last point is set in italics as a reminder to all researchers to place themselves in the
shoes of potential respondents. Marketing researchers, and the decision-makers they sup-
port, may have distinet information requirements, but why should respondents supply this
information? What benefits do they gain from giving this information? This issue will be
dealt with in examining questionnaire design in Chapter 13, but here we have a reminder
of the impact of ignoring the benefits that respondents gain from participating in a survey,

Personal interviews

Personal interviewing techniques may be categorised as in-home, in-office, strect or com-
puter-assisted. They constitute around 31% of the worldwide total spend on research
methods. Examples of countries with low and high spending on this technique range from
Sweden at 6% to Russia at 65%,""

Personal in-home and in-office interviews

In personal in-home interviews, respondents are interviewed face to face in their homes
or in their workplace, The interviewer's task is to contact the respondents, ask the ques-
tions and record the responses, In recent years, the use of personal in-home interviews has
declined due to their high cost. There are many situations where they are used because of
the reassurances of quality of the interview process and the nature of the questions that
are being administered, The following Sports Marketing Surveys example illustrates such
a case where it was paramount to use a personal in-home survey,
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@f Sports Marketing Surveys
Flora London Marathon 2004

In the study to evaluate the Impact of Flora's sponsorship of the London Marathon the fol-
lowing factors were considerad vital to measure:

& The connection between the London Marathan and Flora.

® The image of the London Marathon.

® The impact of a number of new Flora/London Marathon promotions.
® The impact of new Flora branding.

Omnibus survey The 225 interviews, targeted at 18-70 year olds, occurred immediately after the London
A distinetive farm of survey Marathon. These interviews were conducted on a face-to-face basis in the homes of respon-
:T:Lfgt":j E[rﬁ:f';f: o dents. Given the focus on Image-based issues in this study, a faceto-face survey method
ornmibus swervey targets gave interviewers the ability to present and build guestions around a number of visual
particulas types af prompts, inthe comfort of respondents’ homes. The survey revealed that 85% of respon-
respondents such a3 thoge dents were awara of the connaction batween Flora and the London Marathon with this figure

In specific geographic
lacations, e.g. Luxermbaurg
residents, ar caensumears of
particukar types of products,
&g business air travellers, . B : o .
With thist Target group of As well as using face-to-face interviews for individual surveys, they are also widely used
respondents. @ code sel of by syndicated firms, as illustrated in the following example. The use of omnibus surveys
fuestions can be asked, with
athier guestions added as
syndicate members wish. projects that are supported by this technique,

increasing year on year.

for marketing decision-makers is shown with examples of the types of marketing research

Example Omnibus - the flexible research tool for many jobs!

The tracking aspect of an omnibus is impartant for @ number of clients, not least because it
enables the following:

® A conlinuous assessment of awareness and effectiveness of markeling/advertising
activity.

& A monitor of opiniony/behaviour in constantly changing compatitive markets, which in addition
may be highly fragmented.

® The accumulation of ongoing data to provide robust bases and thus build, for example,
profiles of customers that would otherwise be inaccessible for small brands.

® Access Lo compelitors’ performance, without intreducing overl bias among respondents’
Bnswers.

® Detection of early signs of change in a defined marketplace.

® Opportunities for syndication (with additional benefils, such as shared costs).

Omnimas offers omnibus facilities, each week interviewing 2,000 adults face to face in their
homes. A number of continuous tracking projects are conducted that range over the following:

® Advertising awareness tracking (which, depending on the client and subject matter, is con-
ducted on a weekly, monthly or less frequent basish, monitoring whether the advertisemant
has been seen or heard and how it is communicated or interprated,

® Regular (weekly) behavioural monitors (the Eating Out OFf Home Monitor examines con-
sumers” eating habits outside thair own homes in restaurants and similar outlets).

® Ongoing tracking of peopla’s awarensass, usage and participation in loyally schemes
BCross a number of retail sectors.

® lsing ongoing information about consumers’ intentions to buy video titles to predict volume
sales (data are supplied for Buena Visla Entertainment, the Disngy Video Company).
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Personal interviews

In-office research is used extensively in business-to-business research to research sub-
jects who cannot be effectively interviewed by telephone or mail. Managers being
interviewed have the comfort and security of their office and can control the timing and
pace of the interview. For the researcher, the big benefit of meeting managers in their
office is the ability to build up a rapport, probe and gain the full attention of the manager.

Street interviews

In street interviews, respondents are intercepted while they are shopping in town centres or
shopping centres. They may be questioned there and then in the strect or taken to a specific
test facility. In the testing of new product formulations, test facilities are ideal to allow
respondents the time and context to sample and evaluate products. The technigue can also
be used to test merchandising ideas, advertisements and other forms of marketing commu-
nications, The big advantage of the street interview is thal it is more efficient for the
respondent to come to the interviewer than for the interviewer to go to the respondent,

Computer-assisted personal interviews (CAPI)

In CAPI, the third form of personal interviewing, the respondent sits in front of a com-
puter lerminal and answers a questionnaire on the screen by using the keyboard or a
mouse. There are several user-friendly electronic packages that design relatively simple
questions for the respondent to understand. Help screens and courteous error messages
are also provided, The colourful screens and on- and off-sereen stimuli can all contribute
to making the interview process interesting and stimulating. This method has been classi-
fied as a personal interview technique because an interviewer is usually present to serve as
a host or hostess and to guide the respondent as needed,

CAPI has been used to collect data at test facilities from street interviews, product clin-
ics, conferences and trade shows. Tt may also be used for in-home or in-office interviews.
You may wonder, however, how CAPI compares with the traditional method of conduct-
ing personal interviews, using paper and pencil questionnaires. The following example
illustrates an application of CAPI where many visual aspects of football sponsorship could
be displayed for questioning,

Brands fall short of their goal'?

Major consumer brands use a plethora of sports sponsorship platforms, from players to sta-
diums, to communicate with a global consumer market and gain international exposure and
racognition, Sporling evenls are an effective vehicle o gain access (o a swathe of polential
customers yet, according to the CAPI study conducted by TNS Sport, young people and chil-
dren have a greator awargness than adults of those brands that sponsor leading football
clubs. Its research amang people who walch football on TV revealed thal spontaneous
recall of brands by adults (aged 16 plus) across a range of sponsors was generally less
than that of children (aged 10-19).

A major development for marketers, especially in financial services, has been the use of
customer satisfaction surveys to guide strategic and operational decisions, With tradi-
tional interview techniques, the interviewer may have to carry a huge questionnaire to
cope with questions that measure attitudes to a range of banks and a range of services
taken from those banks. With CAPI, when a particular bank is chosen, particular ques-
tions may be filtered out, and choosing a particular service from that bank can filter out
further questions, Questions specific to the respondent may then be asked, in all making
the interview process far more efficient,
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Mail interviews

Mail panel

A large and natlonally
representative sample of
househaolds that heve agresed
to participats in perodic
mall guestionnaires and
product tests.
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Mail interviews, the third major form of survey administration, can be conducted via tra-
ditional mail, or the mail panel. They constitute around 7% of the worldwide total spend
on research methods. Examples of countries with low and high spending on this tech-
nigue range from Portugal at 1% to Japan at 14%. '

Traditional mail surveys

In the traditional mail survey, questionnaires are mailed to preselected potential respon-
dents. A typical mail survey package consists of the outgoing envelope, cover letter,
questionnaire, return envelope and possibly an incentive.'® The respondents complete and
return the questionnaires, There is no verbal interaction between the researcher and the
respondent in the survey process.'® There may be an initial contact with potential respon-
dents, to establish who 1s the correct person to send the questionnaire to, and o motivate
them before they receive the survey.

Betfore data collection can begin, however, the respondents need to be at least broadly
identified. Therefore, an initial task is 1o obtain a valid mailing list. Mailing lists can be
compiled from telephone directories, customer databases or association membership
databases, or can be purchased from publication subscription lists or commercial mailing
list companies.'” Regardless of its source, a mailing list should be current and closely
related to the population of interest. (Chapters 13 and 14 will detail the full questionnaire
design and sampling implications of this approach.) With an understanding of character-
istics of target respondents and what will motivate them to respond honestly, as fully and
as quickly as possible, the researcher must also make decisions about the various elements
of the mail interview package (see Table 10.1),

Table 10.1 Some decisions related to the mail survey package

Outgoing envelope | Method of Envelope size, Postage
addressing colour
Covering letter Parsonalisation Sponsorship Type of appeal Signature
Questionnaire Siza, length and Colour and layout | Format and Respondent
content repreduction anoamymity
Instructions As part of & separate sheet | Alongside
covering letter individual
questions
Return envelope Whether to Type of envelope | Postage
include ane
Incentives Feedback of Monatary vs. Prepaid vs.
findings non-monetary promised amount
Mail panels

Mail panels were introduced in Chapters 3 and 4. A mail panel consists of a large, nationally
representative sample of households that have agreed to participate in periodic mail question-
naires and product tests.'® A pre-recruited panel that is willing o participate makes it easier to
set up a product test and conduct interviews after the test. Panels are made up of a ‘pool’ of
individuals or households who have agreed to be available for surveys of widely varying types
and topics, The households are compensated with various incentives. Mail panels can be used
to obtain information from the same respondents repeatedly. Thus, they can be used to imple-
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ment a longitudinal design. Online consumer access panels are becoming increasingly more
prevalent in marketing research. With the growth in electronic survey methods, email and
Internet panels are rapidly becoming more prevalent than the traditional mail formats.

Electronic surveys

Hypertext marku
p language [HTML)
The ianguage af the Web,

Electronic surveys can be conducted via email, or administered on the Internet. They con-
stitute around 11% of the worldwide total spend on research methods, Examples of
countries with low and high spending on this technigue range from Ttaly at 1% to
Australia at 20%."

Email surveys

Text-based email surveys can be convenient for respondents because they require no facil-
ities or expertise heyond those that they use in their day-to-day email communications. To
conduct an email survey, a list of email addresses is obtained. The survey is written within
the body of the email message which is then sent out over the Internet. Email surveys use
pure text (ASCII) to represent questionnaires and can be received and responded to by
anyone with an email address, whether or not they have access to the Web, Respondents
type the answers to either closed-ended or open-ended questions at designated places, and
click on ‘reply’ Responses are then data entered and tabulated in the manner of a tradi-
tional mail survey. Alternatively, a program can be written that interprets the emailed
responses and reads the answers directly into a format compatible with the requirements
of an analysis package.

Email surveys have several limitations, chicf of which is that they can appear dry and
uninteresting.”’ Given the technical limitations of most email systems, questionnaires
cannot utilise programmed skip patterns, logic checks or randomisation. The limited
intelligence of ASCIT text cannot keep a respondent from, say, choosing both ‘ves' and 'no’
to a question where only one response is meaningful, Skipping instructions (e.g. “If the
answer to (Juestion 5 is yes, go to Question ') must appear explicitly, just as on paper.
These factors can reduce the quality of data from an email survey and can require much
post-survey data cleaning.®' There are also problems in locating accurate and current
email address lists and even if these can be located, given spam protection software, there
15 no guarantee that an email will reach intended respondents.

Internet surveys

In contrast to email surveys, Internet or web surveys use hypertext markup language
(HTML}, the language of the Web, and are posted on a website. Respondents may be
recruited online [rom potential respondent databases maintained by the marketing
research firm or they can be recruited by conventional techniques (mail, telephone).
Respondents are asked to go to a particular web location to complete the survey.
Frequently, respondents are not recruited, but those who happen to be visiting the web-
site on which the survey is posted {or other popular websites) are invited to participate
in the survey. Either all or every ith Web visitor is allowed to participate. Web surveys
offer several advantages over email surveys, It is possible in HTML, but not in ASCII
text, to construct buttons, checkboxes and data entry fields that prevent respondents
from selecting more than one response where only one is intended, or from otherwise
typing where no response is required, Skip patterns can be programmed and performed
automatically as in CATI or CAPL It is possible to validate responses as they are entered.
Finally, additional survey stimuli such as graphs, images, animations and links to other
web pages may be integrated into or around the survey. The responses are collected in
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an adjoining database. The data require some processing before they can be tabulated or

used in a statistical package. All these factors contribute to a higher quality experience

and clicitation process. With the growth of the use of email and the Internet as a means
of communication, electronic mail is rapidly becoming the most feasible and popular

means of conducting surveys, Most survey analysis packages that include the function of

questionnaire design have the ability o formulate the questionnaire into email and
Internet formats. Big sampling problems exist with electronic mail, which will be tack-
led in Chapter 14. The speed of administering the survey, collecting and analysing the
data, linked with very low costs, make electronic mail very attractive as illustrated in the
following example.

How Canon used the Internet to pick the right respondents??

Canon’s European research arm wanted to study the printer usage and attitudes of 400 dif-
ferent print owners in five separate countries. Marketing Co-ordinator Stuart McGown says,
ten years ago. carrying out a survey of this scope and complexity would have been a major
operation, whose fieldwork might have taken a8 number of months'. Canon began conducting
studies online In 2002:

*Using the internet means that data can be collected from countries n just a matter of
days. This means that we can adapt much faster to the changing needs of the market. Our
markeling and eommnications strategy Is far more responsivie than ever before. The eost
of anlineg methods has been advantageous, | would say it has allowed us to run more proj-
ects, more freguently; we get more for our Euros.”

The following lists summarise the advantages and disadvantages of Internet surveys:>

Advantages

Speed. Compared with a postal survey, especially on an international basis, the time
taken can be reduced to a matter of days rather than weeks. Even if one includes the
time taken to contact respondents by email, to establish their willingness to take part in
a survey, for them to reply, for the survey to be sent, for it to be completed and then
emailed back {the procedure adopted to reduce the perception of ‘junk’ email}, such a
survey can be completed far more quickly than a postal procedure. There can be a
‘seamless’ international coordination that using traditional mail would be very time
consuming to organise.

Cast. Once the electronic questionnaire is set up, it is almost as easy to mail it to 10,000
people as to 10, since there are no printing, stationery and postage costs.

Quality of response. Quality can be measured by the number and clarity of responses to
open-ended questions, Graphics can be displayed to maintain the interest of respon-
dents but also to put them in a frame of mind that elicits more from them.

Interviewer bias removed. The method maintains the key advantage of mail surveys in
being able to present a consistent form of measurement.

Diata guality. Logic and validity checks can be built in, and in areas where open-ended
or 'other — please state' responses are required, the respondent types in answers ready
for analysis,

Contacting certain target groups. Such groups are mostly those who are regular users of
the Internet and certain business target markets,
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Disadvantages

® Sampling frames, There are a growing number of directories that provide email
addresses but there are still major questions surrounding their currency, accuracy and
means of classifying different types of target respondent. Another sampling issue is that
the questions are self-completion based and the researcher does not know whether
those who choose to take part are really representative of a target population. Being
able to generalise findings to a particular population becomes difficult with a self-
selecting sample.

® Access to the Web. At present the penctration of houscholds and businesses is highly
variable within countries and across countries, The adoption of the Internet is growing
rapidly worldwide and in businesses the Web is rapidly being adopted as the medium
of communication. However, there are many types of respondent that cannot be
accessed via the Web.

® Technical problems. Depending upon the hardware and software that respondents use,
the questionnaire may “work’ or not as was intended by the designer.

A comparative evaluation of survey techniques

Wot all survey techniques are appropriate in a given situation. Therefore, the researcher
should conduct a comparative evaluation to determine which techniques are appropriate.
Table 10.2 compares the different survey techniques through a range of criteria. For any
particular research project, the relative importance attached to these criteria will vary, The
criteria consist of flexibility of data collection, diversity of questions, use of physical stim-
uli, sample control, control of the data collection environment, control of field foree,
quantity of data, response rate, perceived respondent anonymity, social desirability,
obtaining sensitive information, potential for interviewer bias, potential to probe respon-
dents, potential to build rapport, speed and cost.

Flexibility of data collection

The fexibility of data collection is determined primarily by the extent 1o which the
respondent can interact with the interviewer and the survey questionnaire. The personal
interview, whether conducted as an in-home, in-office or street interview, allows the high-
est flexibility of data collection. Because the respondent and the interviewer meet face 1o
face, the interviewer can administer complex questionnaires, explain and clarify difficult
questions, and even use unstructured techniques.

By contrast, the traditional telephone interview allows only moderate flexibility
because it is more difficult to use unstructured techniques, ask complex questions, or
obtain in-depth answers to open-ended questions over the telephone. CATT and CAPI and
Internet surveys allow somewhat greater exibility because the researcher can use various
question formats, can personalise the questionnaire, and can handle complex skip or filter
patterns (directions for skipping questions in the questionnaire based on the subject’s
responses), Because the electronic and mail questionnaire allows for no interaction
between the interviewer and the respondent, mail surveys, mail panels and email surveys
have low flexibility.

An often-overlooked benefit of Internet survey research is the ease with which an
[nternet survey can be quickly modified. For example, early data returns may suggest
additional questions that should be asked. Changing or adding questions as the need
becomes apparent would be almost impossible with a traditional mail survey, possible but
difficult with personal or telephone questionnaires, but achievable in a matter of minutes
with some Internet survey systems,
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Table 10.2 A& comparative evaluation of survey technigues

Telephone | In-home, Street CAPI Traditional | Mall panels | Email Internet
CATI in-office interviews mail
interviews SUrveys
Flexibility of data Moderate High High Moderate Low Lo Low Moderate
collection te high to high to high
Diversity of Lo High High High Maoderate Maoderate Maderats Moderate
questions to high
Use of physical Low Maoderate High High Maderate Maoderate Low Moderate
stimull to high
Sample contral Maderate Potentially | Moderate | Moderate Low Maderate Low Low to
to high high 1o high mderate
Control of data Moderate Maoderate High High Low Low Low Low
collection to high
environment
Control of field Maderale Liw Modearale Moderale High High High High
force
Quantity of data Lo High Moderate Moderate Maderate High Maderate Moderate
Response rate Maderate High High High Low Moderate Low Low
Perceived Moderate Low Low Low High High Moderate High
respandant
anonymity
Social desirability Maderate Low ta Laow Low to high | High High High High
moderate
Obtaining sensitive | Low High Low Moderate Moderate Moderate Moderate Moderate
Infarmation
Potential for Moderate High High Low MNone Monea MNone Mane
interviewer blas
Patential to probe | Low High Moderate Moderate Low Low Low Low
raspondenis
Patential lo bulld Maoderate High Moderate Moderate Low Low Low Low
rapport ta high ta high
Speed High Moderata Moderate Moderate Low Low to high | High High
ta high to high
Cost Modorate High Moderate Mederate Low Low to Low Low
ta high to high maderata
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Diversity of questions

The diversity of questions that can be asked in a survey depends on the degree of interac-
tion the respondent has with the interviewer and the questionnaire, as well as the
respondent’s ability actually to see the questions, A variety of questions can be asked in a
personal interview because the respondent can see the questionnaire and the interviewer
is present to clarify ambiguities. Thus in-home and in-office Interviews, street interviews
and CAPI allow for diversity. In Internet surveys, multimedia capabilitics can be utilised
and so the ability to ask a diversity of questions is moderate to high, despite the absence of
an interviewer. In mail surveys, mail panels and email surveys, less diversity is possible. In
traditional telephone interviews and CATI, the respondent cannot see the questions while
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answering, and this limits the diversity of questions, For example, in a telephone interview
or CATIL, it would be very difficult to ask respondents to rank 15 TV programmes in terms
of preference.

Use of physical stimuli

Often it is helpful or necessary to use physical stimuli such as products, product proto-
tvpes, commercials or promotional displays during an interview, For the most basic
example, a taste test involves tasting the product and evaluating the taste. In other cases,
photographs, maps or other andio-visual cues are helpful. In these cases, personal inter-
views conducted at central locations {guided through street interviews and CAP1) are
maore preferable to in-home interviews, In the central location, many intricate visual stim-
uli can be set up prior to the actual interview. Mail surveys and mail panels are moderate
on this dimension, because sometimes it is possible to mail the facilitating aids or even
product samples. Internet surveys are also moderately suitable. Because they are web
based, the questionnaires can include multimedia elements such as prototype web pages
and advertiserments. The use of physical stmuli is limited in traditional telephone inter-
views and CATI, as well as in email surveys (depending upon the respondent’s ability to
open attachments .

Sample control

Sample control is the ability of the survey mode to reach the units specified in the sample
effectively and efficiently.™ At least in principle, in-home and in-office personal interviews
offer the best sample control. It is possible to control which sampling units are inter-
viewed, who is interviewed, the degree of participation of other members of the
household, and many other aspects of data collection. In practice, to achieve a high degree
of control, the researcher has to overcome several problems. It is difficult to find respon-
dents at home during the day because many people work outside the home. Also, for
safety reasons, interviewers are reluctant to venture into certain neighbourhoods and
people have become cautious of responding to strangers at their door, Street interviews
allow only a moderate degree of sample control. Although the interviewer has control
over which respondents to intercept, the choice is limited to individuals who are walking
down a street or through a shopping centre, and frequent shoppers have a greater proba-
bility of being included. Also, potential respondents can intentionally avoid or initiate
contact with the interviewer. Compared with street interviews, CAPI offers slightly better
control, as sampling quotas can be set and respondents randomised automatically,

Moderate to high sampling control can be achieved with traditional telephone inter-
views and CATL Telephones offer access to geographically dispersed respondents and
hard-to-reach areas. These procedures depend upon a sampling frame, a list of popula-
tion units with their telephone numbers.®™ The sampling frames normally used are
telephone directories, but telephone directories are limited in that:

Mot everyone has a phone or even a ‘conventional” phone, while some individuals have
several phone numbers partly due to the growing use of mobile phones with rapidly
changing numbers,*®

2 The growth in number portability which allows people to transfer their landline tele-
phone number to a cell phone and to move to any geographical area of the country.

3 Some individuals have unlisted phones or are ex-directory.

4 Directories do not reflect new phones in service or recently disconnected phones,

Internet, email and traditional mail surveys require a list of addresses of individuals or
households eligible for inclusion in the sample. Mail surveys can reach geographically dis-
persed respondents and hard-to-reach areas. However, mailing lists are sometimes
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unavailable, outdated or incomplete, especially for electronic addresses. Another factor
outside the researcher’s control is whether the questionnaire is answered and who answers
it. Some subjects refuse o respond because of lack of interest or motivation; others
cannot respond because they are illiterate.”™ Given these reasons, the degree of sample
control in electronic and mail surveys is low.™

Mail panels, on the other hand, provide moderate to high control over the sample.
They can provide samples matched to national census statistics on key demographic vari-
ables. Tt is also possible to identify specific user groups within a panel and to direct the
survey o houscholds with specific characteristics. Specific members of houscholds in the
panel can be questioned. Finally, low-incidence groups, groups that occur infrequently in
the population, can be reached with panels, but there is a question of the extent to which a
panel can be considered representative of the entire population.

Mot all populations are candidates for Internet survey research. Although respondents
can be screened to meet qualifying criteria and quotas imposed, the ability to meet quotas
is limited by the number and characteristics of respondents whao visit the website. However,
there are some exceptions to this broad statement. For example, computer products pur-
chasers and users of Internet services are ideal populations. Business and professional users
of Internet services are also an excellent population to reach with Internet surveys, Sample
control is low to moderate for Internet surveys, whilst email surveys suffer from many of
the limitations of mail surveys and thus offer low sample control.

Control of the data collection environment

The context in which a questionnaire is completed can affect the way that a respondent
answers questions. An example of this would be the amount of distraction from other
people around, noise and temperature. The degree of control a researcher has over the
context or environment in which the respondent answers the questionnaire differentiates
the various survey modes, Personal interviews conducted at central locations (from street
interviews and CAPI) offer the greatest degree of environmental control. For example, the
researcher can set up a special facility for demonstrating a product upon which a survey is
based. In-home and in-office personal interviews offer moderate to high control because
the interviewer is present. Traditional telephone interviews and CATI offer moderate con-
trol, The interviewer cannot see the environment in which the interview is being
conducted, but he or she can sense the background conditions and encourage the respon-
dent to be attentive and involved. In mail surveys, panels, email and Internet surveys, the
researcher has little or no control over the environment,

Control of field force

The field force consists of interviewers and supervisors involved in data collection.
Because they require no such personnel, mail surveys, mail panels, email and Internet sur-
veys eliminate field force problems. Traditional telephone interviews, CATI, street
interviews and CAFPT all offer moderate degrees of control because the interviews are con-
ducted at a central location, making supervision relatively simple, [n-home and in-office
personal interviews are problematic in this respect. Because many interviewers work in
many different locations, continual supervision is impractical.™

Quantity of data

[n-home and in-office personal interviews allow the researcher to collect large amounts of
data. The social relationship between the interviewer and the respondent, as well as the
home or office enyironment, motivates the respondent to spend more time in the inter-
view. Less effort is required of the respondent in a personal interview than in a telephone
or mail interview. The interviewer records answers to open-ended questions and provides
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visual aids to help with lengthy and complex scales. Some personal interviews last for as
long as 75 minutes. In contrast to in-home and in-office interviews, street interviews and
CAPI provide only moderate amounts of data. Because these interviews are conducted in
shopping centres and other central locations, a respondent's time is more limited.
Typically, the interview time is 20 minutes or less.

Mail surveys also vield moderate amounts of data. Fairly long questionnaires can be
used because short questionnaires do not necessarily generate higher response rates
than long ones. The same is true for email and Internet surveys, although the Interner is
a better medium in this respect. Mail panels, on the other hand, can generate large
amounts of data because of the special relationship between the panel members and the
sponsoring organisation.

Traditional telephone interviews and CATT result in the most limited quantities of data.
They tend to be shorter than other surveys because respondents can easily terminate the
telephone conversation at their own discretion. These interviews commonly last about 15
minutes, although longer interviews may be conducted when the subject matter is of
interest to the respondents.™!

Response rate

Survey response rate is broadly defined as the percentage of the total attempied inter-
views that are completed. Personal, in-home and in-office, street and CAPL interviews
vield the highest response rates, though this is not generalisable to all countries as illus-
trated in the next example.

Where respondents are particularly reluctant to give their opinions®?

MNon-response is @ common problem in most countries, but Germany has a particularly bad
reputation when |t comes to closed doors, A manager, responsible for supplier management
at a domestic products giant, works with most global agencies in Germany for quantitative
research. For products in for instance the baby care line, it proved very cumbersome to find
out Garman oplnion: ‘Door to door |s virtually impossible, due also 1o the fact that there are
a lot of apartment blocks here, Telephone research is very difficult too, Germans are very
careful before answering.' John Atifield of RMM Marketing Research International worked in
England before his 11year stint In Germany. The differences in response he observes are
dramatic. He takes extra special care in designing questionnaires, for instance: "One cannot
approach Germans with the same introductory texts as in, for instance, the US. In the US
the assumption is made that the respondent is going to enjoy the survey, But in Germany
people think it is a pain.’

Telephone interviews, traditional and CATI, also suffer from not-at-homes or no-
answers, In a study invelving qualitative interviews and a census of all Australian
telephone market research providers it was reported that about half of all placed tele-
phone calls go unanswered; and refusals can outnumber interviews by up to six o one,
Three call-backs per survey were built into the research design in most companies but sur-
prisingly, in some cases, there were none, despite research that shows that call-backs can
increase response rates by ap to 76%.%

Mail surveys have the poorest response rate. In a mail survey of randomly selected
respondents, without any pre- or postmailing contact, response rates can be less than
15%. Such low response rates can lead to serious bias (non-response bias}. This is because
whether a person responds to a mail survey is related to how well the benefits of taking
part in the survey are meaningful to the person and are clearly communicated to them.
The magnitude of non-response bias increases as the response rate decreases, Response

279



Chapter 10 - Survey and gquantitative observation technigues

Critical request
Thie targat behaviour baing
researchad,

Perceived respondant
anonymity

The respondents’
perceptions that thair
Idantities will not be
discerned by the Intarviewar
or researcher,

Social desirability

The tendency of respondents
to e Bnswers that may

nat be sccurate Dut may

be desirable from a

social standpoint.

280

rates in mail panels are much higher than in traditional mail techniques because of
assured respondent cooperation.

Internet surveys can have very poor response rates, much depending upon how com-
prehensive and current the sampling frame is. With a well-constructed sampling frame
that is relevant to the survey topic, response rates on the Internet can be relatively high,

A comprehensive review of the literature covering 497 response rates in 93 journal arti-
cles found weighted average response rates of 81.7%, 72.3% and 47.3% for, respectively,
personal, telephone and mail surveys.* The same review also found that response rates
increase with the following:

® Either prepaid or promised monetary incentives,

® An increase in the amount of monetary incentive.

® Non-monetary premiums and rewards { pens, pencils, books).

® Preliminary notification.

® Foot-in-the door technigues. These are multiple request strategies, The first request is
relatively small, and all or most people agree to comply. The small request is followed
by a larger request, called the ceritical request, which is actually the target behaviour
being researched.

® Personalisation {sending letters addressed to specific individuals).

e Follow-up letters,

A further discussion of improving response rates is given in Chapter 15,

Perceived respondent anonymity

Perceived respondent anonymity refers to the respondents’ perceptions that their identi-
ties will not be discerned by the interviewer or the researcher. Perceived anonymity of the
respondent is high in mail surveys, mail panels and Internet surveys because there is no
contact with an interviewer while responding. It is low in personal interviews (in-home,
street and CAPI) due to face-to-face contact with the inlerviewer. Traditional telephone
interviews and CATI fall in the middle. It is also moderate with email; while there is no
contact with the interviewer, respondents know that their names can be located on the
return email,

Social desirability

Social desirability is the tendency of respondents to give answers that they feel to be
acceptable in front of others, including interviewers. When respondents are questioned
Face to face by an interviewer, they may give an answer that they feel to be ‘acceptable’
rather than how they really feel or behave. An example of this phenomenon occurred
during the opinion polls that led up to the British General Election of 1992, The opinion
polls placed the Labour Party a clear 8% ahead of the Conservative Party. In the actual
election, the Conservative Party won, confounding all of the opinion poll predictions.
This outcome resulted in an investigation by the Roval Statistical Society and the Market
Research Society into why all the opinion polls had consistently predicted that the Labour
Party would win. The investigation revealed that many respondents {who primarily had
been interviewed face to face and by telephone) said they would vote Labour, as this was
seen to be the socially acceptable thing to do. In the privacy of the polling booth, they
voted Conservative.

The best techniques to avoid respondents distorting their views are those where face-to-
face contact is avoided; this is the case with all mail methods. Traditional telephone
interviews and CATI are moderately good at handling socially desirable responses, as there
is an amount of anonymity afforded by not meeting face to face. The weakest techniques are
face-to-face interviews, though in the case of in-home and in-office interviews, the chance
to build up a rapport with respondents may nurture them to reveal how they really feel ™
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Obtaining sensitive information

Sensitive information may mean an issue that is personally sensitive, such as the way in
which a respondent may be classified or the use of hygiene products, What may be
deemed ‘sensitive’ varies enormously between different types of respondent. For some
respondents, asking questions about the type and amount of household cleaning products
may be seen as revealing characteristics of their personal cleanliness; they see it as a sensi-
tive issue and would need a lot of reassurance before revealing the truth. Many
classification questions in a survey, such as the respondent’s age, gender, educational or
income level, can also be seen as highly sensitive, In business research, characteristics of an
organisation’s activities may be seen as commercially sensitive.

In some situations, the interviewer plays a very important role in explaining to respon-
dents why they are being asked such a question and that their views will be handled in a
confidential and proper manner. In-home and in-office interviews allow the time and
context to build up such explanations and reassure respondents. Interviews conducted in
this way may be seen as the best means to handle certain sensitive topics. For some issues,
respondents may not wish to face any interviewer and would like to complete the survey
alone, CAPI can be set up so that the interviewer introduces the respondent to a terminal
and then leaves the respondent to get on with the on-screen interview.”® All mail surveys
can be seen as moderately successful in handling sensitive questions. Their success
depends upon how well the purpose of sensitive questions is introduced. Handled cor-
rectly, respondents can take their time to answer questions without any embarrassing
contact, For telephone and street interviews, the interviewer can reassure the respondent
about the questions being asked, but may not have the time and context really to relax
respondents and overcome any embarrassment.

Potential for interviewer hias

An interviewer can bias the results of a survey by the manner in which he or she:

1 selects respondents (e.g. interviewing a male aged 34 when required to interview a male
aged between 36 and 45);

2 asks research questions { omitting questions);

3 poses questions in another way when respondents do not understand the question as

presented on the questionnaire;

probes (e.g. by offering examples to encourage respondents);

5 records answers (recording an answer incorrectly or incompletely),

-

The extent of the interviewer's role determines the potential for bias.® In-home, in-
office and street personal interviews are highly susceptible to interviewer bias. Traditional
telephone interviews and CATI are less susceptible, although the potential is still there. For
example, with inflection and tone of voice, interviewers can convey their own attitudes
and thereby suggest answers. CAPI has a low potential for bias. Mail surveys, mail panels,
email and Internet surveys are free of it.

Potential to probe respondents

Although the interviewer has the potential to create bias in the responses elicited from
respondents, it is balanced somewhat by the amount of probing that can be done, For
example, a survey may ask respondents which brands of beer they have seen advertised on
TV over the past month. A list of brands could be presented to respondents and they
could simply look at the list and call out the names. What may be important in the survey
is what brands they could remember. There may be a first response, of a brand that could
be remembered unaided. A simple probe such as ‘any others?” or "any involving sports per-
sonalities?' could be recorded as a second response.
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Much deeper prompts and probes can be conducted, within limits. The intention is not
to turn the interview into a qualitative interview but, for example, some of the reasons
why a respondent has chosen a brand may be revealed. In-home, in-office and street per-
sonal interviews have great potential for probing respondents. Traditional telephone
interviews and CATI can also probe but not to the same extent as being face to face. CAPI
has limited potential to probe, though particular routines can be built into a survey to ask
for further details. Mail surveys, mail panels, email and Internet surveys have very limited
means to probe respondents.

Potential to build rapport

Another counter to the bias in the responses elicited from respondents by personal inter-
views is the amount of rapport that can be built up with respondents. Rapport may be
vilal to communicate why the survey is being conducted, with a corresponding rationale
for the respondent to spend time answering the questions. Beyond motivating respon-
dents to take part in a survey is the need for the respondent to answer truthfully, to reflect
upen the questions propetly and not to rush through the questionnaire. Building up a
good rapport with respondents can be vital to gain a full and honest response to a survey.

In-home, in-office and street personal interviews have great potential to build up rapport
with respondents, Traditional telephone interviews and CATI can also develop rapport but
not to the same extent as being face to face. CAPI has limited potential to build up rapport
through particular graphics and messages that can be built into a survey, When recruiting
respondents to mail panels, an amount ol rapport can be built up. Mail surveys, email and
Internet surveys have very limited means to build up a rapport with respondents,

Speed
First, there is the speed with which a questionnaire can be created, distributed to respon-
dents, and the data returned. Because printing, mailing and data keying delays are
eliminated, data can be in hand within hours of writing an Internet or telephone question-
naire. Data are obtained in electronic form, so statistical analysis software can be
programmed to process standard questionnaires and return statistical summaries and
charts automatically. Thus, the Internet can be an extremely fast method of obtaining data
from a large number of respondents. The email survey is also fast, although slower than the
Internet, since more time is needed to compile an email list and data entry is also required,
Traditional telephone interviews and CATT are also fast means of obtaining informa-
tion, When a central telephone facility is used, several hundred telephone interviews can
be done per day, Data for even large national surveys can be collected in a matter of days
or even within a day. Next in speed are street and CAFPI interviews that reach potential
respondents in central locations, In-home personal interviews are slower because there is
dead time between interviews while the interviewer travels to the next respondent, To
expedite data collection, interviews can be conducted in different markets or regions
simultaneously. Mail surveys are typically the slowest. It usually takes several weeks to
receive completed questionnaires; follow-up mailings to boost response rates take even
longer. Mail panels are faster than mail survevs because little follow-up is required. ™

Cost

For large samples, the cost of Internet surveys is the lowest. Printing, mailing, keying and
interviewer costs are eliminated, and the incremental costs per respondent are typically
low, so studies with large numbers of respondents can be done at substantial savings com-
pared with mail, telephone or personal surveys. Personal interviews tend to be the most
expensive mode of data collection per completed response, whereas mail surveys tend to
be the least cxpensive. In general, Internet, email, mail surveys, mail panel, traditional ele-
phone, CATI, CAFPI, street and personal in-home interviews require progressively larger
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field staff and greater supervision and control. Hence, the cost increases in this order.
Relative costs, however, depend on the subject of enquiry and the procedures adopted.™

Selection of survey method|(s)

As is evident from Table 10.2 and the preceding discussion, no survey method is superior
in all situations. Depending on such factors as information requirements, budgetary con-
straints (time and money) and respondent characteristics, no, one, two or even all
techniques may be appropriate.”™ Remember that the various dara collection modes are
not mutually exclusive. Rather, they can be emploved in a complementary fashion to build
on each other’s strengths and compensale for each other’s weaknesses. The researcher can
employ these technigues in combination and develop creative twists within each tech-
nique. Mixed-mode research offers one of the most serious ways to tackle falling response
rates. The key features of making mixed-mode research work are:!

Common questions across all modes,

Different templates applied to different modes to ensure that each looks right,

Mode-specific text alternatives in addition to support for foreign language translations.

A single database for all survey data, updated in real time.

The ability to determine the mode of initial contact from the sample,

Easy switching of any interview from one mode to another.

Automatic concealment of any interviewer-recorded data when switching a self-

completion mode.

® NManagement tools that allow progress to be viewed across all modes and identify sepa-
rate modes.

# Support for mode-specific questions or question types.

Observation techniques
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Quantitative observation techniques are extensively used in descriptive research.
Observation involves recording the behavioural patterns of people, objects and events in a
systematic manner to obtain information about the phenomenon of interest. The
observer does not question or communicate with the people being observed unless he or
she takes the role of a mystery shopper. Information may be recorded as the events occur
or from records of past events. Observational techniques may be structured or unstruc-
tured, disguised or undisguised. Furthermore, observation may be conducted in a natural
or a contrived environment.

Structured versus unstructured observation

For structured observation, the researcher specifies in detail what is to be observed and
how the measurements are to be recorded, such as when an auditor performs a stock or
inventory analysis in a store. This reduces the potential for observer bias and enhances the
reliability of the data. Structured observation is appropriate when the phenomena under
study can be clearly defined and counted. For example, suppose that the researcher wished
to measure the ratio of visitors to buyers in a store. The reason for such observations could
be to understand the amount of browsing that occurs in a store. The researcher could
observe and count the number of individuals who enter the store and the number whao
make a purchase. Counting people who enter a shop could be a manual observation, and
could have a rule that the store visitors are counted ‘if they actually look at any of the prod-
ucts on display’ Counting the number of transactions through the till may be a simpler
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electronic observation. With these two counts the researcher could simply calculate the
required ratio. Structured observation is suitable for use in conclusive research.

In unstructured observalion the observer monitors all aspects of the phenomenon that
seem relevant to the problem at hand, such as ohserving children playing with new toys
and trying to understand what activities they enjoy the most, This form of observation can
be used when a research problem has yet to be formulated precisely and when Nexibility is
needed in observation to identify essential components of the problem and to develop
hypotheses. Unstructured observation is most appropriate for exploratory research and as
such was discussed in detail in Chapter 6 under the heading of ethnography. Ethnographic
techniques require a researcher to spend a large amount of time observing a particular
group of people, by sharing their way of life.*

Disguised versus undisguised observation

In disguised observalion, the respondents are unaware that they are being observed.
Dhsguise enables respondents to behave naturally because people tend to behave differently
when they know they are being observed, Disguise may be accomplished by using two-way
mirrors, hidden cameras or inconspicuous electronic devices. Observers may be disguised as
shoppers, sales assistants or other
appropriate toles. One of the most
widespread techniques of observation is
through the use of mystery shoppers.
Typically a mystery shopper would go
into, for example, a bank, note practical
things such as the number of counter
positions open, the number of people
queuing, or the availability of specific
leaflets, and then ask a number of spe-
cific questions. The mystery shopper
takes the role of the ordinary 'man or
woman in the street’, behaves just as a
normal customer would, asks the same
sorts of questions a customer would,
leaves, and fills in a questionnaire detail-
ing the various components observed in
the visit. Mystery shopping differs from
conventional survey research in that it
aims to collect acts rather than percep-
tions. Convenlional customer service

Seuren: B Russed Underenc TORELS

research is all about customer percep-
tions, Mystery shopping, on the other
hand, aims to be as objective as possible and to record as accurately as possible what actually
happened in encounters such as the following:"

Personal visits

® How long were you in the queue?

® How many tills were open?

® Did the counter clerk apologise if you were kept waiting?
® What form of greeting or farewell was given?

Telephone calls

® How many rings were there before the phone was answered?

® Did the person who answered the phone go on to answer all your questions?
& Were you asked a password?

® How many times during the conversation was your name used?
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Observation technigues classified by mode of administration

The mystery behind mystery shopping®®

The Bose Corporation {www.bose.com) is one of the world’s leading audic brands, selling a
variety of audio products. As of 2003, Bose relied on an array of sales channels, such as
retail stores, direct mail operations and online sales to drive about €1.5 billlon in annual
sales. One strategy that Bose uses effectively is selling directly to consumers through its
own retall shops around the country with its own employees who khow the products and
can explain them to customers. Bose uses mystery shopping to ensure that its customers
get the best customer service available. This method combines the use of personal obser-
vation with questioning to evaluate different features of the retail shops. Shoppers are
recruited and trained in the ocbservation and questioning process.

The mysiery shopping process begins with a telephone call to the retall shop. Shoppers
ask guestions about products and record how helpful the employee was in answering
questions. Customers also rate the employee's friendliness and other factors an an
excellent-satisfactory-unsatisfactory scale. Mext, there [s the in-person visit where the
shopper, pretending to be a buyer, gets a more in-depth look at the employee's people skilis
and knowledge of the product. The process is more involved during the inperson visit. The
employees are graded on their language, the store environment and their demonstrations of
the products. Shoppers are instructed to complete the observation form immediately after
the experience, while everything |s stiil fresh in their minds. The feedback is used to make
changes in the personal selling and marketing strategy. When mystery shopping revealed
that some salespeople were not very knowledgeable about the products, Bose strengthened
itz basic training programme and made it mandatory for all its salespeople.

In undisguised observation, respondents are aware that they are under abservation.
Respondents may be aware of the situation either by being told that an observer is in their
presence or by its being obvious that someone is recording their behaviour. Researchers
disagree on how much effect the presence of an observer has on behaviour. One viewpoint
is that the observer effect is minor and short-lived.*™ The other position is that the
ohserver can seriously bias the behaviour patterns.’” There are ethical considerations to
disguised versus undisguised observations that will be tackled at the end of this chapter.

MNatural versus contrived observation

Natural observation involves observing behaviour as it takes place in the environment.
For example, one could observe the behaviour of respondents eating a new menu option
in Burger King. In contrived observation, respondents’ behaviour is observed in an artifi-
cial environment, such as a test kitchen,

The advantage of natural observation is that the observed phenomenon will more
accurately reflect the true phenomenon, as the behaviour occurs in a context that feels
natural to the respondent. The disadvantages are the cost of waiting for the phenomenon
to occur and the difficulty of measuring the phenomenon in a natural setting.

Observation techniques classified by mode of administration

As shown in Figure 10,2, observation techniques may be classified by mode of administration
as personal observation, electronic observation, audit, and trace analysis.
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Figure 10.2
A classification of
observation technigues
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Eye tracking equipment
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Pupilometer

An instrument thal measures
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Personal observation

In personal observation, a researcher observes actual behaviour as it occurs. The observer
does not attempt to control or manipulate the phenomenon being observed but merely
records what takes place, For example, a researcher might record the time, day and
number of shappers who enter a shop and observe where those shoppers "flow’ once they
are in the shop. This information could aid in designing a store’s layout and determining
the location of individual departments, shelf locations and merchandise displays.

Electronic observation

In electronic observation, electronic devices rather than human observers record the phe-
nomenon being observed, The devices may or may not require the respondents’ direct
participation, They are used for continuously recording ongoing behaviour for later analysis.

Of the electronic devices that do not require respondents’ direct participation, the A.C.
Nielsen audimeter is best known. The audimeter 15 attached to a TV set 1o record continu-
ally the channel to which a set is tuned. Another way to monitor viewers is through the
people meter. People meters attempt to measure not only the channels to which a set is
tuned but also who is watching,* Other common examples include turnstiles that record
the number of people entering or leaving a building and traffic counters placed across
streets to count the number of vehicles passing certain locations.

The most significant electronic observation form as detailed in Chapter 5 is through the
use of the bar code on products. As goods are sold, optical scanners can determine which
products have been sold. With a link to a 'loyalty card), electronic observation links the
whole array of purchases made by a consumer to the actual identity of that consumer. In
this example, electronic observation does not require direct involvement of the participants.

In contrast, there are many electronic observation devices that do require participant
involvement. These clectronic devices may be dassified into five groups: (1) eve tracking
monitors, {2} pupilometers, {3) psycho-galvanometers, (4) voice pitch analysers and (5}
devices measuring response latency. Eye tracking equipment - such as oculometers, eve
cameras or oye view minuters — records the gare movernents of the eye. These devices can
be used to determine how a respondent reads an advertisement or views a TV commercial
and for how long the respondent looks at various parts of the stimulus. Such information
is directly relevant to assessing advertising effectiveness. The pupilometer measures
changes in the diameter of the pupils of the respondent’s eyes. The respondent is asked to
look at a screen on which an advertisement or other stimulus is projected. Image bright-
ness and distance from the respondent’s eves are held constant. Changes in pupil size are
interpreted as changes in cognitive (thinking) activity resulting from exposure to the stim-
ulus. The underlying assumption is that increased pupil size reflects interest and positive
attitudes towards the stimulus.*

The psycho-galvanometer measures galvanic skin response (GSR) or changes in the
electrical resistance of the skin.™ The respondent is fitted with small electrodes that moni-
tor electrical resistance and is shown stimuli such as advertisements, packages and slogans,
The theory behind this device is that physiological changes such as increased perspiration
accompany emotional reactions. Excitement leads to increased perspiration, which
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Observation techniques classified by mode of administration

increases the electrical resistance of the skin. From the strength of the response, the
researcher infers the respondent's interest level and attitudes towards the stimuli.

Voice pitch analysis measures emotional reactions through changes in the respondent’s
voice, Changes in the relative vibration frequency of the human voice that accompany
emotional reaction are measured with audio-adapted computer equipment.”

Response latency is the time a respondent takes before answering a question, It is used
as a measure of the relative preference for various alternatives.® Response time is thought
to be directly related to uncertainty. Therefore, the longer a respondent takes to choose
between two alternatives, the closer the alternatives are in terms of preference. On the other
hand, if the respondent makes a quick decision, one alternative is clearly preferred. With
the increased popularity of computer-assisted data collection, response latency can be
recorded accurately and without the respondent’s awareness. Use of eve tracking monitors,
pupilometers, psycho-galvanometers and voice pitch analysers assumes that physiological
reactions are associated with specific cognitive and affective responses. This has yet to be
clearly demonstrated. Furthermaore, calibration of these devices to measure physiological
arousal is difficult, and they are expensive to use. Another limitation is that respondents are
placed in an artificial environment and know that they are being observed.

An interesting development in electronic observation lies in the emergent field of
neuromarketing. An example of this technigue is presented in the following.

Dissecting emations through neuromarketing®?

The work of Professor Steve Quartz focuses upon the living brain. He gently slides respon-
dents into fMRI (functional Magnetic Resonance Imaging) scanners in order to measure
whather they like or dislike commarcials, identify with brands, or appreciate a new product
or packaging, The scanner measuras where the blood flows to the brain and reveals which
functional areas are triggered. Steve claims that neuromarketing could fill the traditional
gap between gualitative and guantitative research:

Assessing emotions has traditionally been a task for qualitative research. But MR is showing
how we can break down the distinction between qual and quant, as it allows us to develop
guantitative matrices for emation, Marketers want to know whether or not consumers develop
an emational connection to their product. We know which part of the brain is the connective
area and we can measure and scale brain activity, The data also provides Insight into the kind
of connection and whether or not a product connectlon Is amotional or ratfonal.

Audit

[n an audit, the researcher collects data by examining physical records or performing
inventory analysis. Audits have two distinguishing features. First, data are collected per-
sonally by the researcher, Second, the data are based upon counts, usually of physical
objects. Retail and wholesale audits conducted by marketing research suppliers were dis-
cussed in the context of secondary data (see Chapter 4). Here we focus on the role of
audits in collecting primary data. In this respect, an important audit conducted at the
consumer level, generally in conjunction with one of the survey techniques, is the pantry
audit, In a pantry audit, the researcher takes an inventory of brands, quantities and pack-
age sizes in a consumer’s home, perhaps in the course of a personal interview, Pantry
audits greatly reduce the problem of untruthfulness or other forms of response bias.
Obtaining permission to examine consumers’ pantries can be difficult, however, and the
fieldwork s expensive. Furthermore, the brands in the pantry may not reflect the most
preferred brands or the brands purchased most often. Moreover, similar data can be
obtained from scanned data more efficiently. For these reasons, pantry audits are no
longer commonly used; audits are more common at the retail and wholesale level.
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Trace analysis

An approach in which data
collection is based on
physical traces, or ovidence,
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Trace analysis

An observation method that can be inexpensive if used creatively is trace analysis, In
trace analysis, data collection is based on physical traces, or evidence, of past behaviour.
These traces may be left by the respondents intentionally or unintentionally. Several inno-
vative applications of trace analysis have been made in marketing research:

® The selective erosion of tiles in a museum indexed by the replacement rate was used to
determine the relative popularity of exhibits.

e The number of different fingerprints on a page was used to gauge the readership of
various advertisements in a magazine,

® The position of the radio dials in cars brought in for service was used to estimate share
of listening audience of various radio stations. Advertisers used the estimates to decide
on which stations to advertise,

® The age and condition of cars in a car park were used to assess the affluence of customers.

® The magazines people donated to charity were used to determine people's favourite
IMAZAZINES,

# [nternet visitors leave traces that can be analysed to examine browsing and usage
behaviour through cookie technology.

Have a cookie™

The cookie is a group of letteérs and numbers stored in the web surfer's browser that identi-
fies the user. Companies and individuals that host websites use cookies to observe
tehavicural characteristics of visitors, Cookies follow the traveller through the website and
record the pages accessed by the visitor and the number of minutes spent on each page.
The name, address, phone number and access site can be collected by the cookle and
saved into a database if the visitor enters any information. During a fallow-up visit, the
cookie accesses this information and has the ability to repeat it to the visitor. In ezsence,
the cookie collects data on the user during evary visit to the site.

Hotwired's Packet {www.hotwired.com) uses cookies to collect information about site
traffic. The information helps marketing personnel at the electronic and print magazine to
callect demographles on the reader. Also, the company can monitor “hits® on particular
topics and gain valuable feedback on user interest. Data collection s based upon visitor
behaviour. This disguised technigue enables Hotwired to monitor use patterns and to elimi-
nate soclally acceptable response bias, Infarmation collectad In this manner has been used
to modify editorial content and format to make the magazine more appealing.

A comparative evaluation of observation techniques
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A comparative evaluation of the observation techniques is given in Table 10.3. The differ-
ent observation techniques are evaluated in terms of the degree of structure, degree of
disguise, ability to ohserve in a natural setting, observation bias, measurement and analy-
sis hias, and additional general factors.

Structure relates to the specification of what is to be observed and how the measure-
ments are to be recorded. As can be seen from Table 10.3, personal observation is low,
trace analysis is medium, and audit is high on the degree of structure. Electronic observa-
tion can vary widely from low to high, depending on the techniques used, Techniques
such as optical scanners are very structured in that the characteristics to be measured — for
example, characteristics of items purchased and scanned in supermarket checkouts - are
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Table 10.3 A comparative evaluation of observation techniques

Criteria Personal Electronic Audit Trace analysis
observation observation

Degres of structure | Low Low ta high High hediurm
Degree of disgulse | Medium Low to high Low High

Natural setting High Low to high High Low
Observation bias Hign Low Low Medium
Analysis bias High Low to madium Lo Medium
General remarks Most flexible Can be Intrusive | Expensive LIrnI!ta: traces

available

precisely defined. In contrast, electronic techniques, such as the use of hidden cameras to
observe children at play with toys, tend to be unstructured.

The degree of disguise is low in the case of audits as it is difficult to conceal the identity
of auditors. Personal observation offers a medium degree of disguise because there are
limitations on the extent to which the observer can be disguised as a shopper, sales assis-
tant, emplovee and so forth. Trace analysis offers a high degree of disguise because the
data are collected ‘after the fact’: that is, after the phenomenon to be observed has taken
place. Some electronic observations such as hidden cameras offer excellent disguise,
whereas others, such as the use of psycho-galvanometers, are very difficult to disguise.

The ability to observe in a natural setting is low in trace analysis because the observa-
tion takes place after the behaviour has occurred. Personal observation and audits are
excellent on this score becanse human observers can observe people or objects in a variety
of natural settings. Electronic observation techniques vary from low (e.g. use of psycho-
galvanometers) to high (e.g. use of turnstiles),

Observation bias is low in the case of electronic observation because a human
observer is not involved. It is also low for audits. Although the auditors are hurmans, the
observation usually takes place on objects and the characteristics to be observed are well
defined, leading to low observation bias. Observation bias is medium for trace analysis.
In this technique, human observers are involved and the characteristics to be observed
are not very well defined. The observers typically do not interact with human respon-
dents during the observation process, thus lessening the degree of bias, It is high for
personal observation due to the use of human observers who interact with the phenome-
non being observed.

Data analysis bias is low for audits because the variables are precisely defined, the data
are quantitative and statistical analysis can be conducted. Trace analysis has a medium
degree of bias as the definition of variables is not very precise. Electronic observation
techniques can have a low (e.g. scanner data) to mediom {e.g. hidden camera) degree of
analysis bias, Unlike personal observation, the bias in electronic observation is limited to
the medium level due to improved measurement and classification, because the phenome-
non to be observed can be recorded continuously using electronic devices.

In addition, personal observation is the most flexible, becanse human observers can
observe a wide variety of phenomena in a wide variety of settings. Some electronic obser-
vation techniques, such as the use of psycho-galvanometers, can be very intrusive, leading
to artificiality and bias. Audits using human auditors tend to be expensive. As mentioned
earlier, trace analysis is a method that is limited to where consumers actually leave “traces.
This occurs infrequently and very creative approaches are needed to capture these traces.
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Evaluating the criteria presented in Table 10.3 helps to identify the most appropriate
observation technique, given the phenomena to be observed, the nature of respondents
being observed and the context in which the observation occurs. To strengthen the choice
of a particular observation technique, it is also helpful 1o compare the relative advantages
and disadvantages of observation versus survey techniques.

Advantages and disadvantages of observation techniques

Other than the use of scanner data, few marketing research projects rely solely on
observational techniques to obtain primary data.”® This implies that observational tech-
niques have some major disadvantages compared with survey techniques. Yet these
technigues offer some advantages that make their use in conjunction with survey tech-
nigues quite fruitful,

Relative advantages of observation techniques

The greatest advantage of observational techniques is that they permit measurement of
actual behaviour rather than reports of intended or preferred behaviour, There is no
reporting bias, and potential bias caused by the interviewer and the interviewing process
is eliminated or reduced. Certain types of data can be collected only by observation. These
include behaviour patterns which the respondent is unaware of or unable to communi-
cate, For example, information on babies’ and toddlers toy preferences is best obtained by
observing babies at play, because they are unable to express themselves adequately.
Moreover, if the observed phenomenon occurs frequently or is of short duration, observa-
tional techniques may cost less and be faster than survey techniques.

Relative disadvantages of observation techniques

The biggest disadvantage of observation is that the reasons for the observed behaviour
may be difficult to determine because little is known about the underlying motives,
beliefs, attitudes and preferences. For example, people observed buving a brand of cereal
may or may not like it themselves; they may be purchasing that brand for someone else in
the household. Another limitation of observation is the extent to which researchers are
prepared to evaluate the extent of their own bias, and how this can affect what they
observe, In addition, observational data can be time consuming and expensive to collect,
It is also difficult to observe certain forms of behaviour such as personal activities that
occur in the privacy of the consumer’s home. Finally, in some cases such as in the use of
hidden cameras, the use of observational technigues may border on being or may actually
be unethical, It can be argued that individuals being observed should be made aware of
the situation, but this may cause them to behave in a contrived manner.

International marketing research

The selection of appropriate interviewing technigues is moch more difficult in foreign
coutntries because of the challenges of conducting research there. Given the differences
in the economic, structural, informational, technological and socio-cultural environ-
ment, the feasibility and popularity of the different interviewing techniques vary widely.
In the USA and Canada, for example, the telephone has achieved almost total penetra-
tion of households. Consequently, telephone interviewing is a dominant mode of
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questionnaire administration. The same situation exists in some European countries,
such as Sweden. In many other European countries, however, the telephone interview
gets confused with telephone sales. This results in high refusal rates and scepticism of
what the purpose of a survey is. In developing countries, the problem with the tele-
phone is the low number of households that have telephones as illustrated in the
following example:

Example  Mexico bridges two Americas®

In some layers of the 100 million plus Maxican population {where 61.9% are considered to
be of low income) even telephone connections ara too Scarce Tor a representative survey,
Mexican marketing research therefore depends on face-to-face interviews for 70-80% of all
survey work. Western researchers look upon their response rates with some envy as
Mexicans are stlll open and hospitable to personal questioning. The growing higher and
middle incomes, who live predominantly in the three large cities — Mexico City, Guadalajara
and Maonterrey — show an increasing reluctance to personal interviews, but this is largely
due 1o the growing crime rates. The Mexican upper classes surround themseahves maore and
more with security systems and high fences. Behind this screen, they can only be reached
by phone and the Internet.

Because of the low cost, mail interviews continue to be used in most developed coun-
tries where literacy is high and the postal system is well developed, e.g. in the UK,
Canada, Denmark, Finland, Iceland, the Netherlands, Norway, Sweden and the USA. In
many parts of Africa, Asia and South America. however, the use of mail surveys and
mail panels is low because of illiteracy and the large proportion of the population living
in rural areas.

The following example illustrates how CAPI technology has developed to allow con-
sistent approaches to survey technigues across Europe. It shows that, by developing an
appreciation of the cultural differences between countries, a research design can be built
that allows accurate and comparable surveys to be conducted.

Example  CAPIBUS Europe®’

The concept of the intemational omnibus is not new; many research groups offer an intema-
thonal service. In reality, howaver, these have been little more than brokenng services, bolting
together whatever omnibus is available in each country, with little real standardisation.

Research Services Limited and the IPSOS Group have tackled this problem by calling on the
enefits of CAPI technology to introduce CAPIBLS Europe, & weekly omnibus survey covering
the six major markets of Europe (the UK, France, Germany, italy, the Netherlands and Spain).

The use of computer technology means that questionnaires can be scripted in one loca-
tion and transmitted electronically to other countries. While the need to ensure accurate
transliation remains, the problems involved in having different questionnaire formats, clas-
sification systems and data maps are minimised. At the end of a project, data are again
transmitted electrenically, to be aggregated by the lead agency In a standardised format
for all markets. This can then be weighted to provide information on the European market
as well as for each local market.
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Selection of survey techniques

Mo questionnaire administration method is superior in all situations. Table 10.4 presents a
comparative evaluation of the major modes of collecting quantitative data in the context
of international marketing research, In this table, the survey techniques are discussed only
under the broad headings of telephone, personal, mail and electronic interviews. The use
of CATI, CAPL, electronic survey and mail pancls depends heavily on the state of techno-
logical development in the country. Likewise, the use of street interviewing is contingent
upon the dominance of shopping centres in the retailing environment.

Table 10.4 A comparative evaluation of survey techniques for international marketing research

Criteria Telephone | Personal Mail Elzctronic
High sample control & + _ _
Difficulty in locating respondents at home + - + *
Inaccessibllity of homes + - + +
Unavallability of a large pocl of trained + - + +
Interviewars

Large population in rural areas - - = =
Unavailability of maps L = i &
Unavailability of current telephone directory - 4+ = +
Unavallability of malling lists + + - +
Low penetration of telephones . - +

Lack of an efficient postal system + - - +
Low |evel of literacy - - - =
Face-to-face communication cullure = + = —
Poor access to computers and Internet + + 4 —

Mate: & plus denates an advantage, and a minus denales a disadvantage.

Ethics in marketing research

Bespondent anonymity was discussed in the context of qualitative research in Chapter 8.
It was argued then that large samples could *hide’ the specific answers of individual
respondents. This is true to some extent but respondents may still be identifiable. It is
up to the marketing researcher to protect a respondent’s identity and not disclose it to
anyone outside the research organisation, including the client. The client is not entitled
to see the names and contact details of respondents. The only instance where respon-
dents” identity can be revealed to the client is when respondents are notified in advance
and their consent is obtained prior to administering the survey. Even in such situations,
the researcher should have the assurance that the respondents’ trust will be kept by the
client and their identities will not be used in a sales effort or misused in other ways.
Special care must be taken to ensure that any record which contains a reference to the
identity of an informant is securely and confidentially stored during any period before
such reference is separated from that record and/or destroyed.®® Ethical lapses in this
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Ethics in marketing research

respect by unscrupulous researchers and marketers have resulted in a serious backlash
for marketing research. The result has been a consistent fall in the levels of response
rate, to all forms of survey method. This reinforces the message that considering the
needs of survey respondents makes sound research sense as well as being ethically
sound. Dubious practices may generate a response for a single survey but may create
long-term damage to the marketing research industry.

Another issue facing the markeling research industry is image, as the public may not
distinguish between telephone research and telemarketing. This identity crisis is exacer-
bated by the action of some firms to commit ‘sugging and frugging’, industry terms for
selling or fundraising under the guise of a survey. The damage done to the marketing
research industry by the unethical use of survey research as a guise for targeting sales
effort was discussed in Chapter 1. The overall effect of these activities has given a poor
image in particular to telephone research, raising the cost and making it ditficult for
researchers to obtain full and representative samples.

Although concerns for the respondents’ psychological well-being are mild in survey
data collection when compared with either qualitative or experimental research,
researchers should not place respondents in stressful situations. Disclaimers such as
‘there are no correct responses; we are only interested in your opinion’ can relieve much
of the stress inherent in a survey. In many face-to-face interview situations, respondents
are given a ‘thank you booklet’ at the end of the interview. As well as saying a genuine
thank you for taking part in a survey, the booklet briefly sets out the purpose and bene-
fits of bona fide marketing research, The use of the ‘thank you booklet’ helps to educate
the public to distinguish between genuine, professionally conducted marketing research
and 'research’ conducted as a front for generating sales leads.

Observation of people’s behaviour without their consent is often done because
informing the respondents may alter their behaviour.” But this can compromise the
privacy of the respondents. One guideline is that people should not be observed for
research in situations where they would not expect to be observed by the public;
Therefore, public places like a shopping centre or a grocery aisle are fair game, These are
places where people observe other people routinely. However, notices should be posted
in these areas stating that they are undet observation by marketing researchers.

With the growth of mystery shopping, where the essence of the technique is that
service deliverers cannot spot the observer, the debate over what is ethical practice has
intensified, The following example taken from a seminar on mystery shopping illus-
trates some of the issues that the marketing research industry considers vital to debate
for the future ‘health’ of the technique.

The ethical puzzle of mystery shopping®®

‘Far us Lo believe we can do this without some form of public oulrage would make us
very naive indeed.” This was the statement of Professor Roger Jowell to delagates
attending the Joint Social Research Association/Market Research Society Seminar on

Mystary Shopping.

Mistery shopping has been going on for years in one form or another but was formally
originated In the USA In the early 1970s. The definition of mystery consumer research
used at the seminar states! ‘The use of individuals trained to observe ... by acting as a
prospective customer’ Whether the individuals should be trained or not brought heated
discussion, some suggasting that training would not encourage the shopper to aot ‘natu-
rally’ while others felt training was necessary in some form or another.
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The contentious issue of competitive videoing was debated. One agency director said
‘this is fiy on the wall jeurnalism’ and clients should go to a production company rather
lhan a markating research agency, One agency had been asked by a clienl to mystery-
shop competitors only and, on turning to its code of conduct, found that there was
nothing to stop it going ahead with this course of action,

Professor Jowell likened competitive shopping to industrial esplonage, at which paint
Shirley Featherstane, Fiald Director of ACE Fialdwork, suggested that unlike industrial
espionage, mystery shopping is information that is in the public domain.

Colin Brown, an independent consultant, explained that traditionally mystery shopping has
been used:

& to campaign on public issues with which spansoring companies have been able to
make changes;
® as a monitor within companies to assess staff performance.

He then pointed to the latest tradition, that of enforcemant, which results in people losing
their jobs.

The final point in the above example graphically illustrates how important ethical
issues are in conducting marketing research. If potential respondents perceive market-
ing research as a means to generate sales and ‘snoop” on service delivery practices, then
the goodwill needed to generate full and honest responses will wither, ESOMAR has
specific guidelines to help with issues in mystery shopping, which can be seen at
WWW.esamarcom.

Internet and computer applications

We begin this section with a description of a technological development that may have
profound effects upon how CAPI is undertaken. We then move on to broader Internet
and computer issues. A major technological development that has affected the conduct
of CAPI has been personal digital assistants (PDAs). PDA is the generic title for a range
of devices, from the ubiquitous PalmPilot from 3Com to the Pocket PCs from manufac-
turers such as Hewlett-Packard/Compaq. Essentially they are computers with a small
touch-screen that fit in your hand.

Recent developments have included colour screens, and increasingly telecommunica-
tions are being added to new models being released; also the functions of mobile phone
and mobile computer are merging together. This will extend their take-up even further,
and might see the end of the mobile phone as we know it today.

Marketing rescarch applications for PDAs started to appear in 2001, with Techneos
[ www.techneos.com) producing a specific product for the PalmPilot. Other software
developers have opted for the Pocket PCs using variations of Windows CE from
Microsoft. These have included SNAF, {www.snapsurveys.com). The logic of basing
maobile interviewing on Windows-based products has been that software authors are
less dependent on the fortunes of a single vendor of hardware.
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The main benefits of using PDAs over the more traditional CAPI laptop or even the
traditional paper and pencil clipboard solution are:

& Low cost

# Portability

® The fact that they are seen as a technology-based solution and in certain market sec-
tors this is important.

Moving to broader issues, two factors dominate the computer-related aspects of the
SUrvey process:

1 It is now likely that 99% of all quantitative surveys today include an element of [T at
some stage in their lifecycle, This may be simply for the questionnaire design stage or
for the presentation of results. However, the computer is increasingly involved in
many stages of the survey process — questionnaire design and printing, preparation
of CAT scripts, publication of online surveys, collecting of email responses, scanning
of paper questionnaires, keying of replies, data validation, cleaning and verification,
data analysis and presentation, electronic distribution of survey results, and integra-
tion of results into office products, to name but a few.

2 Surveys increasingly involve more than one method of data collection. A survey
might be designed for the Web, but respondents may be emailed a paper version to
view the questions, and asked to complete offline if access to the Web is not possible.
Surveys are increasingly being designed to incorporate alternative scenarios, perhaps
using interviewers with PDAs alongside mailed questionnaires for self-completion.

The result is that researchers are becoming more sophisticated in their IT require-
ments. They are now less likely to outsource the entire process to the data processing
department or an outside agency, and will need to be more heavily involved in the IT
process than they were perhaps 10 years ago, This is certainly a beneficial development,
as the rescarchers will acquire a far better understanding of the principles of survey
design and analysis.

The increased use of multimode data collection methods may, however, present a fur-
ther dilemma. On the one hand, an array of different software packages can be used. This
approach is likely to generate surveys that are rich in their list of features, but possibly a
nightmare to integrate. On the other hand, a single software package may be used that is
capable of handling the range of options being requested. This approach may generate a
solution that is easier to manage and operate, but possibly less rich in its presentation.

Internet surveys are gaining in popularity and have great potential for the marketing
research industry. One reason is that the cost in most cases is less than that of personal,
telephone or mail surveys. The cost of designing online surveys (with graphics, colour,
buttons, routing, ete. ) is likely to be higher than for a standard paper questionnaire, but
the cost of data collection and preparation will be greatly reduced. Also, an Internet
survey is not as intrusive as a phone call in the middle of dinner or at other inconven-
ient times. The online survey can be completed in one's own time, place and pace.
Quick response time is another advantage cited by those producing online surveys. It is
not true, however, that response rates are increased by using online surveys, Indeed,
they have been shown to be no more successful than any other method if no follow-up
reminders are included.®
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Summary

Internet surveys can be used to target specific populations or potential target mar-
kets. There is a growth of specialist directories that include email and Internet
addresses, but these are likely to be even less reliable than telephone directories, as
online users frequently change their email addresses. Unlike telephone numbers, which
do at least result in somebody answering, routing to a voicemail or simply responding as
‘unobtainable) invalid email addresses simply bounce back. There is no indication as to
whether the address has been misspelt, whether that person still exists at that email
address, or whether the email address itself any longer exists. With no way to speak to a
human at the end of an email address, the researcher is faced with a lost opportunity.

It has been argued that the use of the Internet to conduct marketing research is
more revolutionary than other technological developments such as CATI or CAPL
Practitioners argue that the Internet has fundamentally changed the way that market-
ing researchers design questionnaires, collect data and analyse them.™ The Internet is a
visual medium: it allows respondents to see images, long text messages, long lists of
response options and, as bandwidth grows, video images. It captures the unedited view
of the respondent, eliciting responses to open-ended questions that are long, rich and
revealing. It may be more effective in addressing sensitive issues; adults may be more
willing to reveal information about their experiences of sensitive medical conditions,
for example,

The downside of the Internet is its representativeness of broader populations. It is
extremely difficult to conduct probability sampling, and the respondent population
depends mostly on “volunteer’ or convenience sampling (see Chapter 14 for a full dis-
cussion of the sampling implications). Another limitation is the verification of who is
actually responding to the survey. The absence of a human facilitator to motivate partic-
ipants, security and privacy are also areas of concern.

There are also ethical considerations in conducting surveys on the Internet that pri-
marily concern the fact that it is so inexpensive to use and difficult to regulate. This
means that it can be open to misuse by less experienced or less scrupulous organisa-
tions, often based outside the research industry, Any Internet surveys which fall
seriously below the high standards promoted by ESOMAR and other leading profes-
sional bodies make it more difficult to use the medium for research and could seriously
damage the credibility of such research, as well as being an abuse of the goodwill of
Internet users generally. ESOMAR has specific guidelines that address the use of the
Internet to protect the interests both of Internet respondents and of the users of
Internet research findings. These can be accessed at www.esomarnl/guldelines/internet_
guidelines. htm.

Visil www.snapsurveys.com to review the SNAPY survey software, www.camsp.com 1o
see Keypoint5, www.sawtooth.com (cspecially the CATI options), www.voxco.com for
weh, CATI and CAPI software in English and French formats, and www.lesphinx-
developpement.fr for SphinxSurvey and www.askia.com for the Askia survey software. On
all these sites you will be able to see an array of applications of survey software and to
download demao versions.
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The two basic means of obtaining primary quantitative data in descriptive research are
through survey and observation techniques. Survey involves the direct questioning of
respondents, while observation entails recording respondent behaviour or the behav-
iour of service deliverers.



Questions

Surveys involve the administration of a questionnaire and may be classified, based on the
method or mode of administration, as (1} traditional telephone interviews, (2) computer-
assisted telephone interviews (CATIs), (3) in-home or in-office personal interviews, (4)
street interviews, (5) computer-assisted personal interviews (CAPIs), (6) traditional mail
surveys, (7] mail panels, (8) email surveys, and (9} Internet surveys, Of these techniques,
CATI, CAPI and Internet surveys have grown enormously in their use in developed
Western economies. Each method has some general advantages and disadvantages, how-
ever, Although these data collection techniques are usnally thought of as distinct and
‘competitive’, they should not be considered to be mutually exclusive in much the same
manner as using quantitative and qualitative techniques should not be considered to be
mutually exclusive. [t is possible to employ them productively in combination.

Quantitative observational techniques may he classified as structured or unstructured,
disguised or undisguised, and natural or contrived. The major techniques are personal
observation {including mystery shopping}, electronic observation, audit, and trace
analysis. Compared with surveys, the relative advantages of observational techniques are
that they permit measurement of actual behaviour, there is no reporting bias, and there
is less potential for interviewer bias. Also, certain types of data can best, or only, be
obtained by observation. The relative disadvantages of observation are that very little
can be inferred about motives, beliefs, attitudes and preferences, there is a potential for
observer bias, most techniques are time consuming and expensive, it is difficult to
observe some forms of behaviour, and questions of ethical techniques of observation
are far more contentious. Observation is rarely used as the sole method of obtaining
primary data, but it can be usefully employed in conjunction with other marketing
research techniques.

In collecting data from different countries, it is desirable to use survey techniques with
equivalent levels of reliability rather than to use the same method. Respondents’
anonymity should be protected, and their names should not be turned over to clients,
People should not be observed without consent for research in situations where they
would not expect to be observed by the public. Practitioners argue that the Internet has
fundamentally changed the way that marketing researchers design questionnaires, col-
lect survey data and analyse them.

Questions

1 Within a context of survey researchers imposing theair 5 What are the relevant factors for evaluating which
language and logic upon potential respondents, what survey method 15 best suted to a particular research
do you see as being the advantages and project?

disadvantages of conducting surveys? i
6 What are the distinct advantages of conducting &

2 Discuss the dilemma faced by the survey designer survey using CAP| technology compared with
who wishes to develop a survey that is nol prone to traditional paper questionnalras?
interviewer bias but also sees that interviewer rapport

with respandents |s vital to the success of the survey. T What are the key advantages of conducting iniardews

on tha Internet? Evaluate the potential that this

3 Evaluate the reasons why response rates Lo surveys technique holds for the future,
are declining.
) _ : 8 How would you classify mystery shopping as an
4 ‘Why do interviewers need to probe respandents in observation technigue? Why would you classify it in
surveys? What distinguishes survey probing from this way?

probing conducted in gualitative interviews?
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9 How may electronic observation techniquas be used
in supermarkets?

10 Explain, using examples, where trace analysis may
be used.

11 Describe the critera by which you would evaluate the
relathve benefits of differant observatlon technigues.

12  What is the difference between gualitative and
quantitative obsarvation?

Exercises

13 Describe the relative advantages and disadvantages
of cbhservation.

14 Describe a marketing research problem in which
both survey and observation technigues could be
used for obtaining the information needed,

15 What do you see as baing tha main ethical problems
of mystery shopping?

1 The manager of your college/university school/
department has been asked to review which survey
method would be the most effective for a study of
undergraduate expenences and attitudes at the end
of each academic year. She has come to you to help
her make the case. Which method would be best and
why would it be the bast?

2 Visit the Gallup organisation’s website &t
www.gallup.com. Which survey methods have been
usad by Gallup In some of the recant surveys postad
at this sita? Why wera these survey methods
selected?

3 Locate an Intemet survey, print off the pages and
examine the content carefully. What are the relative
advantages of administaring the same survey via street
interviewing? What would a street interviewer need to
make this survey effective in a street situation?

Video Case Exercise: Subaru

What technigue(s) would you recommend 10 conduct surseys with Subar buyers? Why?
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