he compl'.ex anﬂ éhaﬂgmg rﬁarke’ung envi
onment. In thls chapter, we'll contmue our.

ketmg programs. Welll examine markehng

- information systems designed to give man-"
~agers'the ¥ight ipfermation, in the nghtli'_g

- form, at'the’ nght time-to_help them make !
: better marke‘ung demsmns. We' it -dlsa take.-_-f.é
;_a close: look -at’the marketing tesearch -
“process and “at’some. ‘special ‘marketifig
research - cons1derat10ns To. succeed ‘in-
~ today's marketp ace, companies must know -
. "how to manage: mountams of marketlng B
information effectively. -
- - We'll start the chapter with & story__ j
- ahout Coach; a company [ong known for -
its classic, high-quality leather handbags
. anil® accessories. - Until recent{y, ‘Coach- -
- seemed to get along just fine in the-;

- mature and stable ‘handbag industry with-

. outs much cansumer research. But when- -
consumer needs and preferences. shn“ted_ _

- dnd sales” slowed, all that changed. Read.

.- .on to see how. Coach used -exhatistive -
- marketing ‘research 'to - give 1tself an
. _' extreme 5trateg1c makeover

o Ekploratlon of ‘how ‘marketérs go: ahout':.;
: '.Understandmg the marketplace and con-._‘-_’;

Eustomers combeﬁt0r§ 'produc’rs' and mar i

Managing Marketing
Information

f{-{; oach first opened its doors in 1941 as a family-owned, leather-goods work
f Yshop_ Over the next 50 years, the company deveiaged a strong fellowing fo
- its classically styled, high-quality leather handbags and accessories.

In those early years, it seemed, Coach didn't need a lat of marketing research e
understand its custorners, For most huyers, handbags were fargely functional, Lssc
for carrying keys, a wailet, and cosmetics. Worren typically boughl anly two purses ¢
year—one for everyday use and one for special occasions. The everyday handbag
iasted a long time and styles changed infrequently. Wornen didnt waste much tims
or znergy 0 their purse-buying decisions.

Coach offered basic handbag cesigns in understated colors, black and brown
The classic Coach bag's only ornamentation was a small gold latch and a smal
lealther tag embassed with the Coach name, Over the years, with their understatac
styling and quality image, Cuach handbags earned a reputation as classy but "tradi
tional sturdy standbys.” Conservative professionals, who liked the ook, guaiity, anc
value of Coach's handbags, became the company's loyal core custormers, Coach, by
then a unit of Sara Lee Corporation, cruised along comfartably.

By the mid-1990s, however, Coach's world had changed dramatically and sales
started to stow. As more and more wamen entered the workforce, they needed dif
ferent types of bags to carry their work and their laptops. These increas:ngly influen
tial women fueled the “mass luxury movernent.” They wanted the designer brand:
that only affluent women had been abie W zffard. And they wanied more sldish anc
colerful begs to spruge up the plain fashions of ke day.

High-end dasigners such as Prada, Fendi, Gueor, and Chanel were responding to
these trends. According o one analyst, the industry saw “a sharp uptick in demanc
for handbags with extra flair, such as pright colors, exoiic leathers, and even maleri
als such as waool, velvet, and fur”” Many of thess designer bags sold for more thar
$1,00C, sarme for as much as $3,000, By comparison, Coach's traditional styles
began to look downright pain.

[t was time for an extrene makecver. But where to start? To gain a better under-
sw@ancing of the new handbag buyer, Coach began with marketing rasearch-—lots o
merkating research, “"Coach started thinking like a consumer-nroducts company,”
says the analyst, "relentlessly testing the market to see what hates it could filL”

Based on exiensive markeling research, Coach averhauled its strategy. In the
arocess, it helped engineer a shift in the way women shop for handbags,

[ ST




[Coachi decided to translate the elite nation of
the handbag as a fashion statement into
something the ‘average Amcrican weman
could afford, [dubhingl the strategy “accessi-
Ble fuxury.” Coach (now] creates and markets
now Kinds of bags to fill what it calis “usage
voids, " activities thal range from weekend get-
aways to dancing at nighlciebs to trips to the
grocery store. .. . Known for decades as a
sturdy purveyar of conservative, long-lasting
handbags, it has [now] successfully con-
vinced women to buy weekend bags, evening
bags, backpacks, satchels, clutches, totes,
briefcases, diaper bags, coin purses, duffels,
and & minihandbag that doubles as & bag-
within-a-9ag ... [Coach now] updates its col-
lections nearfy every month with new colors,
fabrics, and sizes. It prices bags lower than
uxury designers but high erough for women
0 buy as a special traat.

As a slarter, consumer research reveaed that even ,I
Coach's conservative customers wanted more fashion
pizzazz in their handbags. So, in early 2001, the company launched the *Signature”
collection, stylish and cotorfui bags made of leather and fabric and covered in the letter
. Coach designers sven began to use adjectives such as sexy, fun, sophisticated, play-
ful, grounded, fuxurious, and quality driven to describe Coach’s customers and the
company itself,

Abaut that same time, research reveaied another “usage void.” Warmen were car-
rving srmall Coach cosmetic cases inside their larger handbags to hold essentials—
such as keys, credit cards, and even cell phaones—making them easier to find.
However, when crammed into larger bags, these smatler cases caused bulges, mak-
img the larger bags appear misshapen and bulky. To fill the void, Coach desigred a
fourinch by six-inch zippered bag with a looped strap, which a woman could eithar
dargle fram her wrist or chp inside a farger bag. Coach called the new product the
"wristiet" and intraduced it at prices as low as $38. In only the first 10 manths,
worenh snappad up mare than 100,600 wristiets, By 2004, Coach was selling mare
than a million wristlets a vear in 75 styles,

Still more research ravealed additionai usage voids. For example, Coach’s con-
sumer researchars learned that women were increasingly interested in nonieather
bags. They also faced the problem that customers did rmost of their handbag shop-
uing only during the holiday season. To fill both voids, the company daveloped its
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“Harnptons Weekend™ line, stylish fabric bags designed for surrmer weekend use. Urnilke competi-
tors' uninspired black nylon or basic canvas bags, the new Coach line featured an easily foldable
shape, kot colors, and a durable, water-resistant matesial befitting a "relazed-but-scphisticated”
lifestyle. The new bags flew off the shelves at Coach’s retait stores.

Now, Coach thinks that its research points to yet another market woid. Researchers noticed that more
women are now mixing formal ciothing, stiletins, and diamends with blue jeans and ather casual clothes.

daylight hours, So Coach has infroduced the “Madison™ callection, sleek satin or bejeweled versions of
its more traditional purses. Ads for the fine show a casually dressed woman carrying a Madison bag in
daylight, while also carnying & larger, casual tote bag. Coach also plans to offer a line of jewelry and is
Iogking to add fragrances.

Thus, Coach waiches iis customers ciosely, 'ooking for trends that might suggest new market voids
fo fill. Last year alone, Coach spent 3 million or: marketing research, ntervigwing 14,000 women
about everything frorn lifestyles to purse styles to strap lengths, According to a Coach executive, every-
thing Coach does is thoroughly “girlfriend tested, down o the last stitch.”

Such exhaustive marketing research has more than paid for itself, The company's sales, profits,
and share prices are now soaring. Coach has achieved double-digit sales and earnings growth every
peried since spinning off from Sarz Lee and going public in 2000. Over the past five years, sales are
up over 177 percent and profits have increased sixfold. i looks like investors are going to need bigger

purses.t

In order to produce superior customer value and satisfaction, companies need information at
alimost every turn. &8 the Coach story highlights, good products and marketing programs
hegin with sclid information on consumer needs ard wants, Companies also need an abun-
dance of information du competitors, resetlers, and other actors and forces in the marketplace.

With the recent explosion of information tech-
nologies, companies can now gensrate information in
great quantities. For example, Wal-Mart maintains a
huge database that can pravide deep ingights for mar-
keting decisions. & few years ago, as Husricane fvan
roared taward the Florida coast, reports ane observer,
the giant retailer “knew exactly what to rush onte the
shelves of stores in the hurricanes path—strawberey
Pop Tarts. By analyzing years of sales data from just
prior to other hurricanes, [Wal-Mart] figured out that
shoppers would stock up on Pop Tarts—which don't
require refrigeration or cucking.”?

In fact, today’s managers ofien receive too much
information. For example, Wal-Mart refreshes sales
data from check-out scanners hourly, adding a billion
rows of data a day, equivalent to about 96,000 DVD
mavies. That's a fot of data to analyze. Thus, running
out of information 1z not a problem, but seeing through
the “data smog” is. “In this oh-so-overwhelming
Information Age,” comments one observer, "it%s all too
gasy to be buried, burdened, and burned out by data
overload.”?

Despite this data glut, marketers frequently com-
plain that they lack epough information of the right
kind. Thez don't need more information, they nead
better information. And they need to make better use

of e i ormation they already have. A former CEO at

Unilever once said that if Unilever only knew what it

8 Information overlead; “In this ch-so-overwheiming information age, it's knows, it would double its profits.? The meaning is
all too easy to be buried, burdered, and burned cut by data overtoad.” clear: Many compazies sit on rich information but fail
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to manage and use it well. Companies must design effective markuting information systerns
{hat give managers the right information, in the right form, at the right time to help them make
better marketing decisions.

A marketing information system {MES) consists of people, equipment, and procedures
to gather, sort, analyze, evaluafe, and distribute needed, timely, and aceurate information to
marketing decision makers. Figure 4.1 shows that the MIS begins and ends with information
users—marketing managers, internal and external pariners, and others who need marketing
information. First, it interacts with these information users to assess informetion needs.
Next, It develops nieeded information from internal company databases, marketing inlelli-
genee activities, and marketing research. Then it helps users to analy ze information to put it
in the right form for making markeling decisions and managing customer reldhonahlpa
Finalty, the MI& disiributes the marketmg information and helps managers szse it in their
demswn making.

Assessing Markeling Information Needs

The marketing information system primarily serves the company’s marketing and other man-
agers. However, it may also provide information o external partsers, sach as suppliers,
resellers, or marketing services agencies. For example, Wal-Mart gives key suppliers access to
information on customer buying patierns and inventory levels. And Dell creates tailored
Premijum Pages [or large custeruers, giving them access to product design, order stalus, and
product support and service information. In designing an information system, the company
must consider the needs of all of tlmse users,

against what they really need and \vg]}flt is feasible to of Pr The company begins by mt’t;;{;;ew-
ing managers to find out what information they would like. Some managers will ask for what-
ever information they can get without thinking carefully about what they really need. Too.
much information can be as harmtul as too little, Other managers may omit things (hey ought
to know, or they may net know to ask for some types of information they should have. Far
example, managers might need to know about a new product that a competitor plans to intro-
duce during the coming year. Because they do not know about the new produet, they do not
think to ask about il. The MIS musl monitor the marketing environment in order o provide
decision makers with information they should have to make key marketing decisions.

Marketing managers and other information users

Analysis ~Planning Implementation GControl

&N

>
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Sometimes the corupany cannot provide the needed information, either hecause it is aol
_available or hacauge of MIS limitations. For example, a brand manager might want to know
TFow competitors will chané'é' their advertising budgets next year and how these changes will
affect industry market shares. The information un planned budgsets probably is not available.
Even if it is, the company’s MIS may not be advanced enough to forecast resulting changes in
market shares.

Finally, the costs of.ghtaining, processing, storing, and delivering information can mount

quickly. The'co comps:ay must cleade whether the beneafits of havmc addltlonal m_fcrmat_mn ate

will do little to change or lmprﬂve a manager’s demswn, or the [:Dsts Of the information may
exceed the returns from the improved decision. Marketers should not assume that additional
informalion will always be worth obtaining. Rather, they should weigh carefully the custs of
getting more information against the benefits resulting from it.

“& Developing Marketing Information

Marketers can obtain the needad informatian from Internal data, marketing mteﬂlgence and
marketing research. -

_Internal databases Many companies build extensive internal databases, electronic collections of consumer and
! _ Electronic callections af market information obtained from data sources within the company network. Marketing m man-
_consurner and market agers van readily access and work with information jn the database to ldeuuﬁy.mamketmo
: nformation abta:ned from _opportunitiss and probtems, plan programs, and evaluat perfnrmanre

dala sources within the Information in the database can come &0m many sources THE docounting department

company netwark. prepares financial statements and keeps detailed recerds of sales, costs, and cash flows.

Operations reports on production schedules, shipments, and inventories. The marketing
department furnishes information on customer ransactions, demographics, psychopraphics,
and buying behavior. The customer service department keeps records of customer satisfaction
or service problems. The sales force reports on reseller reactions and competitor activities,
and marketing channel partners provide data on
point-of-sale transactions. Harnessing such
information can provide a powerful competitive
advantags.

Here is an example of how one company
uses its internal database to make better market-
ing decisions:

Pizza Hut claims to have the largest
fast-food customer database in the
waorld. The database contains detailed
customer information data on 40 mil-
lion ©.3. households, gleaned from
phone orders, online orders, and point-
of-sale transactions at its more than
7,500 restaurants around the nation.
The company can slice and dice the
data by favorite toppings, what youn
arderad last, and whether you buy a
salad with your cheese and pepperoni
pizza. Pizza Hut also tracks in real time
what cormuercials people are watching
and respanding to, It then uses all this
data to enhance customer relationships.
For example, it can target coupon offers
to specific honscholds based on past
buying behaviors and preferences.s

i B Internal databases: Pizza Hut can slice and diee its extensive customer
database by favorite toppings, what you ordered last, and whether you buy a salad
with your cheese and pepperoni pizza, targeting coupon offers ta specific
households based on past buying behaviors and preferences.
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Internal databasss usually can be accessed ruare quickly and cheaply than other informa-
tion sources, but thoy also present some problems. Because internal information was nften
collected for other purposes, it may be incomplate or in the wrong form for making marketing
. decistons. For example, sales and cost data used by the accounting départraent for preparing

financial statements must be adapted for use in evalualing the vahue of specific customer seg-

menl, sales force, or channel performance. Data also ages quickly; keeping the database cur-
_rent requires a major effort. In addition, a large company produces mountains of information,

which must be well integrated and readily accessible so that managers can find it easily and
use it effectively. Managing that much data requires highly sophisticated equipment and
. techniques.

M&rketing Intelligence

Marketing intelligence Marketing intelligence is the systematic collection and analysis of publicly available infar-
_The systemaiic ClketiSirand  mation about competilors and developments in the marketplace. The goal of marketing intel-

analysis of publicly avaitdbe  ligence is to_improve strategic decision making, assess and track competitors’ aclions, and
—informatier NTETHERdrs  provide early warning of opporctupities and fhifeats.

and developments in the Competifive intelligence gathering has grown dramatically as maore and more companies
" ATREHRAE SvIrnTant” are now busily snooping on their compestitors. Technigues range from quizzing the company’s

awn employees and benchmarking corupetitors’ products to rescarching the Internet, lurking
around industry trade shows, and even rooting through rivals’ rash bins.

Much intelligence van be collected from people inside the company—executives, engi-
users aud scientists, purchasing agents, and the sales force. The company can also obtain
impaortant intelligence information from supplisrs, resellers, and key.customers. Or il can get
good information by gbserving competitors and monitoring their published information. It
can buy and analyze competitors’ produots, monitor thoir $al#s, check ot new paténts, and
examine various types of physical evidence, For example, ane company regularly checks out
competitors” parking lots—full lots might indicate plenty of work and prosperity; hatf-full lots

might suggest hard times.

Soms companies have even rifled thetr com-
petitors’ garbage, which is legally considered
ahandoued property once it leaves the premises.
In one elaborate garbags-snatching incident,
AirCapada was recently caught rifling thraugh
rival West]et's dumpsters in efforts to find evi-
dence that WestJet was illegally tapping into Air
Canadu’s computers.f In another case, Procter &
Gamble admitied to “dumpsier diving” at rival
Unilever's headquarters, “P&G got its mitts un
just about every iota of info there was to be had
about Unilever's {hair-care} hrands,” notes an
analyst. However, when news of the guestion-
able tactics reached top P%G managers, they
wera shocked. They immediately stopped the
project and voluntarily set up negotiations with
Unilever to right whatever campetitive wrongs
had been dons. Although P&G claims it broke no
laws, the company reported that the dumpster
rajds “violated our strict guidelinas regarding
our business policies.””

Lompetitors often reveal intelligence infar-

L Ination through their a.ul_;ggl repurts}usmess
..publications, . trade . show  oxHibits, “fress

releasés; udvertisernents, and Web pages. The
~IHtETHEl is Proving to be a vast Tew source of
campetitor-supplied information. Using Tntemet
search engines, marketers can search specific

competitor names, evenis, or trends and seo

B[] Marketing Intelligence: Procter & Gamnble admitted to “dumpster diving” at
rival Unitever's Helene Curtis headquarters. When PRG's top management leamed what turns up. Moreever, most companies now
of the questionahte practice, it stopped the projedt, veluniarily informed Unilever, place volumes of information on their Web sites,
and set up talks to right whatever competitive wrongs had been done. providing details to attract customers, pariners,
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| suppliers, investors, or franchisees. This can provide a wealth of useful information about
: competitors’ sirategiss, markels, new products, facilities, and other happenings.

Something as simple as & competltol s job postings can be very revealing. For example, a
few years back, while poking around on Google's company Web site, Mlurosoﬂ s Bill Gates
came across a help-wanled page describing all of the jobs available ar Google. To his surprise,
he nated that Google was locking for engineers with backgrounds that had nothing to do with
its Web-search businegs but everything to do with Microsoft’s core software husinesses.
Farewarned tha! Google might be preparing to become more than just a seurch engine com-
pany, Gates emailed a handful of Microsoft executives, saying, in effect, “We have fo watch
these guys. It looks like they are building something to compete with us.” Notes a marketing
intelligence consultant, companies "are often surprised that there's so much put there to
know. They're busy with their day-to-day operations and they don't realize how much infor-
mation can be obtained with a few strategic keysirokes."?

Lntelligence seekers can EI.].SD pore th.rough any of thUlL&d[ld‘! Of onling dalahdsesa Some arg

Ti‘adema.rk database reveals palcn‘rs competitors have ﬁled Alld._fﬂrj_iﬁﬁ, companias can sub-
scribe to any of the more than 3,000 online databases.and-information searchoseryices such as
Dialog, Hoover's, DataStar, LexisNexis, Dow Jones MNews Retrieval, ProQuest, and Dun &
s Bradstreet’s Online Access. )
5 ' The inlelligence game goes both ways. Facing determined marketing intelligence efforts
by compehmrs most compa_mes are oW takmﬂ s‘t('_pe to p_rgtect.th.e:.r: Ka)llae i mformatmn For
example, Unilever conducts widespread wmpetitwe intelligence training. Employees are
taught not just how to collect intelligence information but also how to protect company infor-
mation fom compstitors. According to a former Unilever staffer, “We were even warned that
spies from competitors could be posing as drivers at the minicab company we used.” Unilever
even performs random checks on intarmal seourity. Says the former staffer, “At one [internal
marketing} conterence, we were set up when an actor was smployed to infiltrate the group.
The idea was to see who spoke to him, how much they told him, and how long it tock to real-
ize that nu one knew him. He ended up being there for a long time."®

The growing use of marketing intelligence raises a nwnber of ethical issues. Although
most of the preceding tschniques ate legal, and some are congidared to he sheowdly competi-
tive, some may involve questionable ethics. Clearly, companies should take advantape of pub-
i licly available information. However, they should not stoop to snoop. With all the legitimate
e intelligenue sources now available, a company does not need to break the law or accepted
R codes of ethics to get good intcliigence.

Marketing Research

g In addition to information ghout competitor and marketplace happenings, marketers often
nead formal studies of specific situations. For example, Budweiser wants to know what
appeals will be most effective in its Super Bowl advertising. Or Samsung wants 1o know how
many and what kinds of people will buy its next-generation plasma televisions. In such situ-
atipns, marketing intelligence will not provide the detailed information needed. Managers
will need marketing research.

Marketing research Marketing research is the systematic design, collection, analysis, and reporting of data
: The systematic design, relevant tu a bpeuflc inarketing S!‘tuatmn facing an organization. Companies nse marketing
' e e
i callection, analysis, and research in a wide varity of situations. For example, marketing ressarch can help marketers

_}a:arhng cfdata relevaritoa  understand customer _satlsiactlc-n and ;Em.rchase behavmr It can }:Lelp them to asseg_s‘i_;_a_arket
specific marketing sttuation | potentLa] aiid Farket share or to measwre the ¢

facirg an organization. “and ¢ promotion activities,
Some large companies have their awn research departments that work with marketing
1 managers on marketing reseatch projects, LRis is Row Progter & (iamble, Kraft, Cltlgroup,
i and many other corporate piants handle marketing research. In addition, these companies—
I like their smaller connterparts—irequently hire outside research specialists to consuft with
management on specific marketing problems and conduct marketing research studies.
Sumetimes firms simply purchase data collected b_‘y out51de firms to aid in their decision
H making. ST e T e R
i lhe marketing research process has four steps {see Figure 4.2); defining the problem and
- research objactives, developing the research plan, implementing the research plan, and inter-
preting and reporting the findings.

P
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FIGURE 4,2 _The marketing research process

Defining the Problem and Research Objectives

Marketing managers and rosearchers must werk clasely together to define the problom and agree on
research objectives. The manager best understands the decision for which information s needed; the
fesearcher hest understands marketing research and how to obtain the information. Defining the problem
and research objectives is cfien the hardest step in the research process. The manager may know that
sumething is wrong, without knowing the specific causes.

After the problem has heen definad carefully, the manager and researcher must set the
research objectives. A marketing research project might have one of three types of objectives,
The objective of exploratory research is to gather preliminary information that will help define
the problem and siggest hiypotheses. The objective of descriptive research is to describe things,
such ag the market potential for a prt:rduc.t or the demograpl‘u'cs and attitudes of consumers who

ar, cnrollm@nl fncrease 5uff1c1eni to offset Lhe Il—'LlLlLEL'l tetition? Mdlldgel'b often start with
exploratory research and later follow with descriptive or causal ressarch.

The statement of the problem and research objectives guides the entire research process.
The manager and researcher shonld put the statement in writing to be certain that they agree
an the purpuse and expected results of Lhe research.

Developing the Research Plan

Once the resed.rt.h pwhlemb and objectives have been defined resedrt.herb musi delermine

research approache,s contact methods, sampling pld_us and instruments that researchers w1ll
use to gather new data.

Research objeclives must be translated into specific information needs. For example, sup-
pose Campbell Soup Company decides to conduct research on how consumers would react to
the introduction of new heat-and-po microwavable cups for its Campbell’s SpaghettiOs. Such
packaging has been suncessful for Campbell's soups~inchuding its Soup at Hand line of
hapd-held, shippable soups and its Chunky and Selact soup line in microwawvable bowls,
dubbed “M'm! M'm! Good! To Go!” The contatners would cost more but would allow con-
sumers to heat their SpaghettiOs in a mictowave oven and to eat them without using dishes.
This research might call for ihe following specific information:

s The demographic, egonomic, and lifestyle characteristics of current SpaghettiOs users.
{Busy working couples might find the convenience of the new packaging worth the price;
families with children might want to pay less and wash the howls.)

Consumer-usage patterns, for SpaghaltiOs and related products: how muoch they eat, whers,
and when. {The new packaging might be ideal for adnlts sating lunch on the go, but less
convenienl for parents feeding lunch to several children.)

8 Retailer reactions to the new packagmg (Failure to get retailer support could hurt sales of
“the new package )

@ _Forecasts of sales of both new and current packages. {(Will the new packaging create new
“sales or simply ‘teke sales from the current Tackaging? Will the package increase
Campbell’s profits?}

Campbell managers will nged these and many other types of information to decide whether to
introduce the new packaging.

The research plan should be presented in a written proposal. A written proposal is espe-
cially inportant when the research project is latge and, ‘complex gr when an outside firm, car-
ries it ont. The proposal should cover the management probleins “addressed and the research
objectives, the information ta be obtained, and the way the results will help management

decision making. The proposal also should include res sis.



102 Part 2 Understanding the Marketplace and Consumers

-Secandary data
hafom_a_tg: that dlready exists

somewhers, Faviig been

__Q,!ected for arother purpose.

Info rmailon cnl lect=d for the

scecific| purp_ose at hand.

[
T

To meet the manager"; information needs, the Ieaea.r(.h plan Gl c:a.ll for gathering sec-

somewhere, having been cullected for another puy purpose. Primary data consist of mformatlon
collected for the specific purposs at hand. .

Gathering Seconda.ry Data

atabade pro-
vides é_gggﬁ@j@ﬂ g point. However, the company can a]so tap a widle-avsortraent of oxter-
nal information sources, 1nc1ud1ng commercial dala services and govern nment Sources, {sea
“TRRIE AT T
" Companies can buy secondary data reports from gutside suppliers. For example,
ACNislsen sells buyer data from a pane] of 125000 Fouseholds in two dozen countries, with
measures of trial and repeat purchasing, brand loyalty, and buyer demographics. Simmons sells
information on more than 8,000 brands in 260 preduct categories, including detailed consumer

profiles that assess everything from the products consumers buy and the brands they prefer, ta

TABLE 4.1  Selected External Information Sources

For businass dafa:

'r AtNielsen Corperation {(wesw.acnielsen.com) provides supermarket scanner data on sales, market share, and retail prices; data on
" household purchasing; and data on television audiences (3 unit of YNU N},
. ipfarmation Resources, Ine. (www.infores.com} provides supermarket scanner data for tracking grocery product movemens and new

producf purchasing data,

I Arhitron {www.arbitron.com) provides tocal-market and Internet radio audience and advertising expenditure infarmatien, among
other media and ad spending data.

LIt Power and Associates (www jdpower.com) provides information from independent consumer surveys of product and service
guality, customer satisfaction, and buyer behavior.

IMS Health twww.imshealth.com) tracks drug sales, monitors performance of pharmaceutical sates representatives, and offers

. pharmaceutical market forecasts.

. Simmons Market Research Burgau (wwyr.smrb.com) provides detailed analysis of consumer patterns in 400 product categories in

selectad markets.

Dun & Bradstreet (www.dnb.com) mainiains a database contalnlng information on mare than 50 milkion individua! companles

around the globe,

comScore Networks (www,comscore.com) provides consumer behavior information and geademographic analysis of internet and
digital media users around the world,

Thamsosn Bialog (www.dialog. com) offers access to more than 900 databases containing publications, reports, newsletters, and
directorias covering dozens of industries,

LexisNexis (wvw.lexisnexis.cam) features articies from business, consumer, and marketing publications plus tracking of firrms,

industries, trends, and promation techniques.

Factiva {www.factiva.com) specializes in in-depth financial, historical, and operational information on public and private companies,
Hoover's, Inc. (www.hcovers,com) pravides business descrip‘ticns, tinancial overviews, ard news about major companies around

the world.

CNN (www.cnn.com} reparts U.S. and giobat news and covers the markets and news-making companies in detai.
American Femographics {(www,demaographics.cam) reports on demographic trends and their significance for businesses.

i For government data:

Securities and Exchange Commission Edgar database {www.sec.gov) provides financial data an U.S, public corporations.
Small Business Administration {www.sba.gov) features information and links for small business owners.

fegeral Trade Commission {www.ftc.gov) shows regulations and decisions related to consumer protection and antitrust laws,
Stat-LUSA (www.stat-usa.gov), a Departmeant of Commerce site, highlights statistics on U.5. business and internationai frade.

U.5. Census (wwiw.census. gov) provides detailed statistics and trends about the U.S. poputation, i

y.5. Patent and Trademark Office {www.uspto.gov) allows searches to determine who has filed for trademarks and patents.

For fnternet data:

ClickZ Stats/GyberAtlas {(www.clickz.com/stats) brings together a weaith of information about the Infernet and its users, fram
consumers (o g-commerce.

I Interactive Advertising Bureau (www.iab.net) covers statistics about advertising on the Internet. '
hupiter Research (wwwwplterreseamh com) monitors Web traffic and ranks the most popular sites, |

I e o
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8 Commercial database services such as Simmons sell an
incredible weatth of information on everything from the
products consumers buy and the brands they prefer to their
lifestyles, atbitudes, and media preferences. Simmons is “the
vaice of the Amercan consumer.”

Online databases

TABLE 4.2
- ,E]anning Primary hata_,

-

“Fnd their
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their lifestyles, atfitndes, and media preferences. The Monitor ser-
vice by Yankelovich sells information on important social and
lifestyle trends. These and other firms supply high-quality date to
suit a wide variety of marketing information needs.®

Using commercial online databases, markating researchers
can cgnduct their own searchas of secondary data sources.

General database services such as Dialog, Fro(juest, and
LexisMexis put an incredible wealth of informatlon at the key-
boards of marketmg decision makers. Beyond commercial Web
siteg offering information for g fes, almost every_'_MTstrg 455Y-

_ciatiom, govcrnmcnt agency, busmess pubhcatlon and news

e Ly 2

r Web sites. There are so many Web gites af [ermg data
that finding the right ones can become an almost overwhelm-
ing task,

Secondary data can usually be obtained more guickly and at
a lower cost than primary data. Also, secondary sources can
sometimes provide data an individual company cenuot collect
on its own—information that either is not directly available or
wvould be tow expensive to collect. For exampie, it would be loo
axpensive fﬂ?f‘ampbell to conduct a continuing retail store
audit to find out aheut the matket shares, prices, and displays of
vompetitors’ brands. But it can buy the InfoScan service from
information Resources, lne., which provides this information
based on scanner and other data from 34,000 supermarkets in
markets acound the nation.

Secondary data can also present problems. The needed

information may not axisl—resgarchiers can rd.lE*l'.f oblain ail
"the ddta they necd from secondary sources. For example,
Campbell will not lind existing information about cunsumer
reactions to new packaging that it has not yet placed on the
market. Iven when data can be found, they might not be very

usable. The researcher must Pvaluatp semmlary information

o da
t:[vely col]ected

Primary Daita Coellection
Secondary data provide a good staring point [or research and often help to define research
problems and objectives. In most cases, however, the compeany must also collect primary data.

Just as researchers must carefully evaluate the quality of secondary information, they also
must take great care when collecting prima.t'y data., They need tﬂ ma.kc sure that it will be rel:

Herearcon Aunproaches

Research approaches for gathering primary data include observatlon surveys, and experi-
_menls, Heve, we discuss each one in tum.

Research Appmaches Cantact Methods Sampling Plan Research lnstroments I

e . :
Observatmn IAail Sammpling unft Questiornaire |
Survey Telephana Sample size Mechanical instruments 1
Experiment Personal Sampling procedure

Online
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Observational research

_The galhering of grimary data
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actions, and situations.

——
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A form r\f o':aservcﬁ_o“rﬁl

N “manding tramed obver\,c[s ic

Jwatch and interact with
consumers in their "natural

haoitat.”
T rrr————_—

Part 2 Understanding the Marketplace and Consumers

AR *-.. Observational research involves gathering primary data by
obsemng relevant people, actions, and situations. For example, a bank might evaluate possi-
ble new branch locations by checking traffic patterns, neighborhood conditions, and the loca-
tion of competing bra_nches

which it can observe the reactlons of little tots to new toys. The Fisher—Price Play labis a
Sunny, luy-strewn space where lucky kids get to test Fisher-Prica prototypes, under the watch-
ful eyes of designers who hope to learn what will get kids worked up into a new-toy frenzy.
And Kimberly-Clatk invented a new way to observe behavior through the eyes of
consumers:!!

A few vears back, Kithberly-Clark saw sales of its Huggies baby wipes slip just as the
company wag praparing to launch a line of Huggies baby lotions and bath products,
When traditional research didn’t yield any compelling insights, K-C's marketars
decided they could get mure useful faedback just from watching customers' daily lives.
‘They came up with camera-equipped “glasses” to be worn by consumers at home, so
that researchers could see what they saw. It didn't take long to spot the problems—and
the opportunities. Altheugh women in focus groups talked about changing babies at a
diaper table, the truth was they changed them on beds, floors, and on top of washing
machines in awkward positions. The researchers could see they weTe sirugpling with
wipe containers and lofions requiring two hands. So the company redesigned the wipe
package wilh a push-button one-handed dispenser and designed lotion and shampoo
hottles that can be grabbed and dispensed easily with one hand.

Observational research can obtain information thal people are unwilling or unable to pro-
vide. In some cases, observation may be the anly way to obtain the needed information. In
contrast, some things simply cannot.be obgerved, such as feelings, attitudes and motives,ar
_ private behavior. Long-term or infraquent behavior is also. dlfﬁcult 10, phserve. Beeanse of
these limitations, sésearchers often use observation along with other data collection methods.

A wide range of companies now use, ethnographic research. Ethnographic research
involves sanding trained observers to waich and interact with consumers in their “natural
habitat.” Consider this example:1

Marriolt hired design finm DO to help it take a fresh lock at business travel and Lo
rathink the hotel expericnce for an increasingly important customer: the young,
tech-savry road warrior. Rather than deoing the usuval customer surveys or focus
group research, IDEQ dispatched a team of consubtants, including a designer,
anthropologist, writer, and architect, on a six-week trip to mingle with customers
and get an up-close and personal view of them. Covering 12 cities, the group hung
out in hotel lobbies, cafes, and bars and asked guests to praph what they were doing
hour by hour.

By "living with the patives,” they learned that hotels are not generally good at serv-
ing small groups of business travelars. Hotel Iobbies tend to be dark and better suited

B (bservational research: Fisher-Price set up an observation lab in which it could ohserve the reactions of
tittle tots to new toys.



Survey reseapch
Gathering primary dataﬂt.y

huymg t“eh?vmr

_Experimental resgarch
ualhering primar}f aata by

__- and checking for difchences
in group response
L et ol

TABLE 4.3

_ ot Contact Methuds
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to killing time than conducting casual business. Marriott lacked places where puests
could comfortably combine work with pleasure outside their rogms, One IDEQ con-
sultant recalls watching a female business traveler drinking wins in the lobby while
Lrying not to spill if on papers spread out on a desk. “There are very few hotel services
that address [such] probiems,” he says. The result: Marriott is teinventing the lobbies
of its Marcriott and Renajssance Hotels, crealing a “social zone,” with small tables,
brighter lights, and wireless Web access, that is betier suiled to meelings. Anather
area will allow solo travelers {o work or unwind in larger, quiet, semiprivate spaces
where they won't have to worry about spilling coffee an their laptops or papers.

Ethnographic research olten yislds the kinds of details that just don't emerge from iradi-
tional Tesearch questiormaires or focus groups. “The beauty of ethnography,” says a research
oxpert, "is that it provides a richer understanding of consumers than doss traditional
research. Yes, companies are still using focus groups, surveys, and demographic data to glean
insights into the consumer's mind. Bui closely observing people where they live and work . . .
allows companies to zero in on their customers' unarticulated desires.”13

. Survey research, the most widely used method for primary data collec-
tJUIl is lhe approach best suited for gathering descri iptive i information. A company thal wants
to knaw about people’s knowledge, attitudes, preferences, or Buving behavior can often find
out by asking thern directly.,

The major advantage of survey research is Its f ﬂemblhty—lt can be used to obtain wany
different kinds of information in many differenl sildaliong. However, survey research, also
presants some problems. Sometimes people are unable to answer survey questions because
they cannot remember or have never thought about what they do and why. People may be
uuwﬂhng &) respond to unknown interviewers or shoul things they consider private.
Respondvnts Y ANSWer SUIVEY questions st “When they do not know the answer in ordesr
to appear smarter or mare informed. Or thay may try 1o help the interviewer by piving pleas-

_ing answers, Finally, ‘busy people may not lake the time, or Eey might resent the Tn{rusiot
inte their privacy.

SUrveys for descriptive mscarch expei mmntal rcsearch is best suited for gathr‘rmg musa!

... information. Bxperiments iivolve selecting matchad groups of subjects, giving them dffférent

treatments, controlling unrelated factors, and checking for differences in group responses.
Thus, experimental rescarch tries to explain canse-and-effect relationships.

For example, before adding a new sandwich to its menu, McDorald's might use experi-
meitts to test the effects on sales of two different prices it might charge. It could intraduce the
new sandwich at one price in one city and at another price in another city. If the cities are
similar, and if all other marketing efforts for the sandwich are the same, then differences in
sales in the twao cities could be related to the price charged.

Coniact Methois

Information can be collected by mail, telephons, _bersanal interview, or onlme Table 2.3

shows the strengihs and weaknesses of each of these canbicE ethsas™

: Mail Te,‘ephane Fersapal Onfine

. Flexibility Poor Good Excellent Good
Quantity of data that can be Good . Fair : Excellent Good

i collected i

' Control of interviewer effects " Excellent Fair Poor Fair

i Control of sampie’ Fair Excellent Good Exceflent
Speed of data collection Poar Excellent Good Excetient
Response rate Fair Geood Good Good
Cost Good Fair Paor Excellent

Souree: Adanted wilh parmission ef {he authors. Donald 5. Tull and Det 1. Hawk:ns Marketmg Research:
Measurement snd Method, /th ed. (New York: Macmillan Publishing Campany, 1593},
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Focus grou n interviewing

Persoral interviewing that

IMYGIVES INviting, sie 1o Ten

pooplc 0 ga th er for a few

mtemewer to

.isshcaﬂh

Online markeling research

L Lollecting primary date

through Internet surveys and___

“TOnAne focus groaps.

G el IR ", Mail questionngires can be used to collect
large a.mmmts Uf 1nf0rman011 Mﬂ per respcnds‘nt Respondents may give more honest
answers to more personal questions on a mail questionnaire than to an unknown interviewsr
in person or over the phone. Also, o interviewer is involved to bias the respondent's answers.

However, mail questionnaires are_ngl veiy flexible—all tespondents answer the game
guestions in a fixed order. Mail burveyb usually take lcmger to_complete, and the regponsg
rate—ITi& Tidinbie} Uf FEople returning completed questiomnaites—is often very I Iow F&‘"Ilv,

i esearcher often has little control aver the mafl questionnaire sample. Evon with a goad

‘ma.l!.mg list, it is hard to B6nircl who at the mailing address fills out the questionnaire.

... Telephone interviewing is the vne of Lhe best methods for gathering information .quickly,
and it provides greater ﬂemblltty than mail questionnaires. Interviewers can explain difficult
questions and, depending on the answers they receive, skip same questions or probe on oth-
ers. Response rates tend to be higher than with mail questionnaires, and interviewers can ask
Lo spEek 1o Tespondents with the desired characteristics ar even by name.

“However, with telepEogg_.m"termewmg je Cosf per Tesponident is i5_higher than with mail
questionnaires. Also, people may not want to discuss persnnai_gu»_egtmns willl an interviewer.
The method introduces, mtelulewer rs talk, Bov

_____ —the way interviewers talk, bow they ask questions,
and other differences may affect respondents’ enswers. Finally, different interviewers may
interpret and record responses differently, and under time pressures some inferviewers might
gven cheat by recording answers without asking questions, i

Petsunal mterv;ewmg ta.kes two forms—mdlvldua_l and group interviewing. IndlwduaJ

diffieult qu que stions, and explore issues as thé situation quulres lhey can show sub]ects actual
products, advertisements, or packages and observe reactions and behaviar. However, individ-
ual personal interviews may cost three to four times as much as telephone interviews.

_Group inferviewing COnSIstS ¢ Ul“mumng six to ten people to meet with a trained moderator

to ta]_kmabout a p:rodur:,l service, or orgamzatlcm PHIUCIEEDES nurmally are paid a smﬂll sum

glass, a.nd com_ments are recnrded in writing or on video for later study. Today, focus group
researchers can even use-videoconferenscing and Internet technology to connect marketers in

- distant locations with live focus group action. Using cameras and two-way sound systems,

marketing executives in a far-off boardroom can look in and Ysten, using remote conteols to
zoorm in on faces and pan the focus group at will.

Facus group interviewing has become one of the major marketing research tools for gain-
il'lfJ insights into consurmer thoughts and feelings How ever, focus group studies present some

hard to generahze from the results. Moreover, CONSUMErs i fCICU.b groups are not always open
and honest in ront of other people. “There's peer pressure in focus groups that gets in the
way of finding the truth about real behavior and intentions,” says one marketing executive.!*

‘Thus, aithough focus groups are still widsly used, many researchers are tinkering with
tocus group design. For example, Caminie Dunaway, chiel marketing officer at Yahoo!, prefers
“immersion groups”—four or five people with whom Yaheao!’s product designers talk infor-
mally, withoul a focus group moderator present. That way, rather than just seeing vidsos of
consuiners reacting ta a moderator, Yahoo! staffers can work directly with select customers to
design new products and programs. “The outcome is richer if [consumers] feel included in
our process, not just abserved,” says Dunaway.!?

Still gther ressarchers are changing the environments in which they conduct focus
groups, TU kelp consumers relax and to slicit more auLhentic reSpUnses, they use scttings that

mlght canduct focus groups fcrr Gookmg products in a k_ltcheﬂ seltmg, or focus grclupa for
home furnishings in a living room setting. One research firm offers facilities that look just 1ike
anything from a living room or play room to a bar or even a couriroom.

: A - Advances in communication technologies have resulted in a
number of hlgh tech cantact methods The latest technolagy to hit marketing research is the
_Internet. Increasingly, marketing researchers are collecting primary data through online mar-
ketmo researchufnrf-rm‘! surveys, onhne pcmels exppnment-? and. Qﬂ}mejfo_qgf_‘_g_rgpc In




B Focus group technoloay:
Today, many researchers are
employing videocanfarenring
and Internet technology to
connect marketers with live
Focus group actian,
ActiveGroup allows researchers
to view their focus groups and
collaborate remotaly from any
location, no matter how
distant. Says the company, “no
traveling, no scheduling, no
protiams.”
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fact, by 2008, companies were spending an eslimated 30 percent of their marketing research
dollars online, making it the largest single data collection methodology. 8

Online research can take many forms. A compeany can include g questivngaire on its Weh
site and olfer incentives for completing it. Or it can use g-mail, Web links, or W D
invite people to answer questions and possibly win a prize. The company can sponsar a chat
room and introduce questions from time to lime or conduct live discussions or online fogus

’_'Igmupb‘ A company can learn about the hehavior of online custamers hy following theit Glick

streams as they visit the Web site and move to other sites. A company can experiment with
different prices, nse different headlines, or offer different product features on different Web
sites or at different times to learn the relative effectiveness of its offerings. {t can float “trial
balloons™ to quickly test new product concepts.

Web research offers some real advantages aver traditional surveys and facus groups. The
most obvious advantages are speed and low costs. Online focus groups requice some advauce
scheduling, but results are practically

Looking for better methods of predicting consumer acceptance to potential new
products, Pepsi recently turned to Invoke Solutions, an online consumer research
company, which maintained several instant-message-style online panels of 80 to
100 people. Using the panels, Pepsi delvad into attitudes ameong Gen Xers toward
drinking mineral water. In just a few hours, the beverage marketer was able to gather
and process detailed feedback from hundreds of consumers. At first, Pepsi mar-
keters were jazzed that the group liked the idea of high levels of mineral content in
water. But atter further exchapges with the online panel, Pepsi beverage scientists
on the scene squelched higher mineral levels; that would require adding sugar,
which consumers didn't want, to make the taste asteptlable, Using the online pan-
¢ls, “conclusions that could take three to four months to sort out through regular
focus groups ., . got seltled in a few hours,” says an Invoke executive.

Internet research is also relatively Lovedn _gost, Paru'cipa.nts can dia.]. in fora focus 31‘01113

Internet eliminates mast af, Lhe * pustage, phone labor 8J'ld prmtmv wsts assoc:atpd with other

appro&ches As aresult, ari ‘Thternet survey mav ‘be onlv 0 ta 20 percenl as expensive as mail,
telephone, or personal surveys. Moreover, sa.mplgz_;@éﬁ)}la_suL;Ltl_e__1;;{[“1:1@;}03__9;}._59_@;5 Once the



108 Part 2 Understanding the Marketplace and Consumers

E Increasingly, companies are moving thefr research onto the Web. According to
this Greenfield Online ad, in many ways, it beats the old-fashioned kind.” =07 5=
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_Online surveys and focus groups are also
: excellent for reaching the hard-to-reach—the
i often-elusive lean, single, affluept, and_wall:

Tesling new package duslgns anfing :  gducated audiences. It's also good for reaching
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advanced technatogy o etk faryou. | Using the Internet to conduct marketing
wweriegreeafield.com research does have some_drawhacks, For one,
Sef.aguaen i resiricted Internet access “Can make it difficult
5
| {o get @ broad cross section of Americans.
iold Online :
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! really are.
; Even when you reach the right respon-
:  dents, online surveys and focus groups can
¢ lack the dynamics of mors personal
approaches. The online world is devoid of the
; _eye contact, body language, and direct petsoual
. ng_era_lctmnﬂ for nd flonal f5us gmup
i 1esearch. And the Internet furni?{tlrumlmg
| ~typed commentary and ooline “emoticons”
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) to signify happiness}—greatly restrictq

SrmotreeAn L

1mpersona] nature of the Internset may sh1eld
people from excessive peer pressure, it also prevents people from mterdc.tmg w1lh each
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To overcome such sample and response problems, many online research firms use opt-

_in communities and respundent panels. For example, online research firm Greentield Online

pmﬂdes access to 12 millfon opt-in’ pa.nel members in more than 40 countries, Advances in
technology—such as the integration of animation, streaming audic and video, and virtual
environmenis—also help to overcome online research dynamics limitatians.

Perhaps the most explosive issue facing online researchers concerns consemer privac
Some fear that upethical researchers will use the e-mail addresses and confldcntlal
responses gathpred through surveys to vs ta sell products after the research is completed. They
ate concerned about the use of electronic agents (such as Spambots or Trojans) that gollegt
persanal mform‘a’t_%on w1t 1he resp_gh:aents ensent. Failure to address such privacy

perative consumers and increased government inter-
ost industry insiders predict healthy growth for online

vention. Despite these Concerns.
‘markstinig research. 18

Sampling Plan
Marketing researchers usually draw conclusions about large groups of consumers by studying
a small sample of the total consumer population. A sample is a segment of the population
selected for marketing research to represent the population as 2 whole. Ideally, the sample
shomld be representative so that the researcher can make accurate estimates of the thoughts
and behwviors of the larger population.

Diesigning the sample Tequires three decisions. First. who is to be surveyed (what

sampling unit)? ‘The answer to this question. is not always ohvious. For example, to study the
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TABLE 4.4
es of Samples ;
Types of Samples . PROBABILITY SAMPLE :
 Simple random sample Every member of the population has a known and equal chance of :
selection, '[

¢ Stratified randmin sample  The populatien is divided isto mutuzlly exclusive groups (such as age
, groups), and random sampiles ars drawn from each graup,

Cluster {area} sample The population is divided inio mutually exclusive groops fsuch as
blocks), and the researcher draws a sampig of the groups to interview. .

L NONPROBABILITY SAMFPLE
i Conveniance sample The _realearcher ;elects the easiest pepulation members from which tg
: obta&in information.
Judgment sampte The researcher uses his or_her judgment 1o select population :
memmbers who are good prospects 1o accurate information, :

Guota sample The researcher finds and interviews a prescrlhed rumber of people in

each of saveral categorms

decision-making process for a family automobile purchase, should the researcher interview
the husband wife otb.er familY members, deaiership salespeople ar all of these? The

more rel rehab]e ;gﬁplts thaIL sma_ll samplee Iiowevpr la.rcrpr qa.mplpq usuallv cost more, a_nd it is

ot necossary to scu:lpie the entite target market or cven & La_tge pusbon to get Iehablc tesults

“too much tims, ma.rketmg researr‘ﬁers often take uonpmbabﬂj ; sampfes even th mwh lht’—‘lt‘
sampling erroc caunot be measured. These varied ways of drawing samples have difforent
costs and. time lim#tations as well as different accuracy and qtatmtm'ﬂ properties. Which
method is best dépends on the needy of the research projecl.

Hezenreh Instramenls
In Lollecling primary data marketing Leseau_heas haue a choice of two majn research

mt..lude mul Ll_ple -choice questions a a_nd scale questions. Open end _guestions, allow respan-
dents tg ans: answer in 1 their own words. In a survey of airline Gsars, $outhwes rmghi simply ask,
“What is your opinion of Souwtiwes Airlines?” Or it might ask people to complete a sentence:
“When I choose an airline, the most imporlant consideration is. . . ." These and vther kinds of
_gpen-end questions often reveal more than closed-end cquestions hecause respondents are not
limited iu thelr answers. Open-end guestions are especially i¥stul in; exploratﬂr} esearch,
when the researcher is trymg “to Bnd ouf what] peopl' thivk bat nof m uring }mw muny peo-

. ple I,hmk in @ certain way. L]osed end questions, on the other hand, provide ansiwers that are

- Rese}rchers ‘shonld also use care in the wordin g and ordering of questions. They ghould

use simple, direct, unbiased Wurdu:lg Questions should be arranged in a “fbgival order. The
first question should create interest If possible, and difficult or perqonal questions should be
askad last so that respondents do not become defensive. A carelessly prepared questionnaire
usually contains many errors (see Table 4.5).

Although questionnaires are the most common research Instrument, researchers also use
_mechunival-inglruments to monitor consumer behavior. Nielsen Media Research attaches
pPopIe mefers to television sets in selected homes to Tecord who watches which programs.

Rctallers lse checkouf scanners to record shoppers' purchases.
2 CHELKC
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TABLE 4.5
A "Questionable
Questiommaire”

Suppose that a summer camp girector has prepared the following questionnaire to use in i
interviawing the parents of prospective campers. How would you assess each question? S

i 1. What is your income to the nearest hundred dollars? People don't usualty know their income to
i the nearest hundred doflars, nor do they wart fo reveal their fncome that closely. Moraover, 3
i researchier showld never open a questionnaire with such a personal guestian.

2. Are you a strang or weak supporter of overnight summer camping for your children? What do
“strong” and “weak" mean?

3. Do yaur children behave themselves well at a summer camp? Yes () No { ) "Behava” is a
relative term. Furthermore, are yes and no the best response options for this question? Besides, :
wilt people answer this honestly and objectivety? Why ask the question in the first place?

4. How many camps mailed or e-mailed information to you last year? This year? Who can
remmember this?

5. What are the most salient and determinant attributes in your evaluation of summer camps?
What are salient and determinant attributes? Don't use big words on maf

6. Do you think it is right to deprive your child of the oppertunity to grow into 2 mature person |
through the experience of summer camping? A loaded qguestion. Given the bias, how can any i
parent answer yes?

Other mechanical devicos measure suhjects' physical raspanses, For example, advertisers
use eye cameras to study viewers' eye movemenls while watching ads—at what points their
eyes focus first and how long they linger on any given ad component. TBM’s BlueEyes human
recognition technology goes even further.

BlueFyss uses sensing technology to identify and interpret user reactions. The
technology was originally created to help users lo interact more easily with a com-
puter. For example, IBM is perfecting an “emotion mouse”™ that will figure out
computer users’ emotional states by measuring pulee, temperature, movement,
and galvanic skin response. Another BlueEyes technology records and interprets
human facial reactions by tracking pupil, eyebrow, and mouth movement.
BlueEyes offers a host of potential marketing uses. Retailers are already using the
technology to study customers and their responses. And in the not-to-distant
future, mora than just measuring customers’ physical reactions, marketers will be
able to respond lo them as well. An example: creating marketing machines that
“know how you feel.” Sensing through an emotion mouse that a Weh shopper is
frustrated, an Internet marketer vifers a different screen display. An elderly man
squints at a bank’s ATM screen and the font size doubles almost instantly. A
woman at 2 shopping center kiosk smiles at a travel ad, prompting the device to
print out a travel discount coupon. Several users al another kiosk frown af a racy
ad, leading a store to pull it. In the future, ordinary honsehold deviees—such as
televisions, relrigerators,-and ovens—may be able to do their johs when we look at
them and speak to them.1®

Implementing the FEesearch Flan

The researcher next puts the marketing research plan inio activno, This involves cullectm_g

.processing, and analyzipg the information. Data collecfion Gan b8 carried out by the com-
pany's marketing research sfaff o7 by ouiside firms. The data tollection phase of the mar-
keting research process is generally the most expensive ard the most.subject g error.
Researchers should waich closely to make sire that the plan is implemented correctly. 'lhey
must guard against problems with conlacting respondents, with respondents who refuse to
cooperate or who give blased answers, and with interviewers who make mistakes or take
shortcuts,

Researchers must also pracess and analyze the collected data to isolate important infor-
mation and findings. They need to check data for accuracy and_compleleness and com

analysis. The researchers then tabulate the resulls and compute statistical measures.
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reactions, but to respond to
them as well.
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inferpreting and ;W?L,m:tmg the Finding

mdnagement, The researcher shcmld Dot try to over whelm mdndgers with nu_mbers and fancy
statistical techniques. Rather, the researcher should present important findings that are ngeful
in the major decisions faced by mmanagement.

However, interpretation should not be left only to the researchers. They are often oxperts
in research design and statistics, but the marketing rianager Knows more about the problem
and ihe. dE‘L.J.biOJ:l.‘: thal must. be made. The best research means little if the manager blindly
accepts faulty interpretations from the Tesearcher. Similarly, manapgers may be biased—they
mighl tend Lo accept research resulls that show what they expected and to teject those that
they did not expect or hope for. In many cases, findings can be interpreted in different ways,
and discussions between researchers and managers will help point to the best interpretations.
Thus, managers and researchers must wotk together closely when interproting research
results, and both must share responsibility. for.the research. provess and resulling decisions.

Analyzing Marketing Information

Information gathicred in internal datahases and through marketing intelligence and marketing
research usually requires more analysis. And managers may need heip applying the informa-
tion to their marketing decisions. This help may include advanced statistical analyblb lu learn
mare about the relatianships within a set of data. Such analysis allows fhanagers to gd beyond
means and standard deviations in the data and to answer questiang about markets, ma.rlcetmg
activities, and outcones.

marketers make better decisions. Each model represents some rpal sybigﬁrﬁi'owsb or out-
come. These models can help answer the questions of what if and thch is best. Marketing
scientists have developed numerous modeis to help ma_rkctmg managérs Make better market-

.ing mix decisions, design sales territories and sales c.all plang, selert sites fo_r retall out a‘
develop optlmal advertising mixes, and h:-recast new-pmduct sales

atm
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maﬂagement {ERM)
~—MaraEgng detailed

“information about individual

Custemer relatignship
USIGHER |

cus GrTErs and carafl;

managmg Bhaging custormer ”touch
Dot in_ arder to maximize
_customer layalty.

Customer Relationship Management (CREM)

The question of how best to analyze snd use individual customer data presents special prob-
lems. Most companics are awash in information about their customers. In fact, smart compa-
nies capture information at every possible customer touch point. These touch points include
customer purchases, sales force conlacts, service and support calls, Welr site visits, satisfac-

“Hon surv eys, credit and payment in Tnteran ons, market research studies—every comtact
“Détween the custchmer aﬁil flle compa_uy

I

manage customer ‘touch points” in order Lo mexdmize customer loyalty.

CRM first burst onto tha scene in the early 2000s. Many companies rushed in, imple-
menting overly ambitions CRM programs that produced disappeinting results and many
failures. More recently, however, companies are moving ahead more cautiously and imple-
menting CRM systems that really work. A recent study by Garmer Group found that 80 per-
cent of the businesses surveyed intend to adopt or expand their CRM usage over the next
two years, By 2007, U.5. companies will spend an estimaled $73.8 billion on CRM systems
from companies such as Oracle, Microsoft, and SAS.20

CRM consists of sophisticated software and analytical tools that iniegrate customer
information from all sources, analyze it in depth, and apply the results to build stronger
customer retationships. CRM intpgrates everything thata companv’s sales, servite and mar-

e e e et

tomer rclatmnshlp

CEM analys ls develop datg warehous‘es and

1 oF 'S ELIRAE Mo BN SRS 03 EUAEA MaiRREE, A1 A0 Shaehalad wui,

B that needs Lo
pose of a data warehouse is not ]ust to gather
information, but ic pull it together intg a central,

accessible location.. -Thpn once the data ware-
‘hiduse brings the data together, the COMpany usss
high-powered data mining techoigues_to_sift
thmugh the.mounds of dats and dig out. {'erest—
dng f 'mgs about customers.

By using 'CRM to understand customers better.
companies can provide higher levels of customer
service and develop deepar customer relation-
ships. They can use CRM tn pinpoint high-value
customers, target them more effeciively, cross-sell
the company’s products, and create offers tailored
tu specific customer requirements. For example,
Harrah's Entertainment, the world’s largest casino
operator, maintains a vast customer database and
rses its CRM system to manage day-to-day rela-
tionships with important customers at its 43 casi-

Your campelicrs are cdnp rtaleve Fey car Io Rave ousloren wak hor -y ard snce . 3 . .
tians i, o Lngad st sy amerwmesie s momimesant. 1108 around the world (see Real Marketing 4.1).
an eve i It dnanchl endoes incusing §A%° busass il igemce and analios sofhaar :

Ptk e £ EACes) and mepst sophisliecten sapobn s L il arol by g makare

CEM bencfits don't come without cost or risk,

beimerce N Sb— ks not only in collecting the original customer data but
Lidirgtand wnn L gely 3l paneatiers Ared Jnd o [, kel sarsluneer bese wicla dwaig . .Y " o . .
Hmd s, Laiem ity S5 & FESTUNE Gt SU0° s ard o . e e e also in maintaining and mining it. The most com-

mon CRM mistake is to view CRM only as a technol-

e —— - : ogy and software solution. But technology aloze

cannot beild profitable customer relationships.
"CRM is not a technology soluon—you can’t
achieve . .. improved customer relationships by

ek s s s o simply slapping in same software,” says a CRM

B CRM: SAS custamer intelligence software helps companies to keep a
prafitable, loyal customer base by leveraging customer infarmation and
developing targeted, personalized responses to customer needs.

expert. Instead, CRM is just one part of an effsctive
overall customer relationship management strategy.
“Focus on the R,” advises the expert. “Remember, a
relationship is what CRM is all about. 2!
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When it works,_the benefits of CBRM can far gutweigh the costs and T risks. Based on a
recent study by SAP, customers using 1ts mySAP CRM software reported an average 10 per-
cent increase in customer retention and a 30 percent increase in sales leads. Overall, 90 per-
went of the companies surveyed increased in value from use of the soffware and reparted an
attrackive return on investment. The study's conclusion: “CHM pays off.” “No question that
companies are getting lremendous value out of this,” says a CEM consultant. *Companies
[are] looking for ways to bring disparate sources of customer information together, then get it
to all the customer touch points.” The powerful new CRM techniques can vnearth “a wealth
of information to target that custawmer, ta hit their hot button, "22

Distributing and .Using Marketing
Information

Marketing information has no value until it is _used to make better marketing decisions. Thus,
the ma,lketmg information systerm mst make the information readily avallthp ta the man-
agers and others who make marketing decisions or deal with clstomers. [ some cases, this

means providing managers wiih reguld.r performance reports, intelligence updates and

[ s A

But markeimg mandgers may a_lso need. norautine infermation for special situations and
on-the-spot decisions. For anmple a sales mranager havmg trouble with a large customer may
want a summary of the account’s sales and profitability vver the past year. Ot a retail store
manager who has run cut of 2 best-selling product may want to know the current inventory
levels in the chain’s other stores. Incrr‘asinuly, therefore information distribution invoh Es
entering information into dalahgaei ein a ti i .

Many firms use a campanyiintranet to facilitate ‘thlS Process. 1he mu'a.n prow EX readv
_&ccess 1o regearch 111f0rman011 thrempuﬂs shared work documents contact mformatmn

integrates incoming customer service calls V\flf}l up-to-date database information about cus-
tomers’ Web purchases and e-mail inquiries. By accessing this information on the intranet
while speaking with the oustomer, iGo's servie representatives can get a well-Tounded pic-
ture of each customer's purchasing history and previous contacts with the company.

In addition, companies are increasingly allowing key custom 1618 and value-nstwork mérm-

_bers to access account, product, and oﬂler data on dema.nd ﬂlroug c.ximm::is}bupphms ciis;

Jomers, vese]levs, and SE1EET Gt s
update their acoounts, arrange pur chases, and check Srders against inventories to improve
customer service. For example, one insurance firm allows its 200 fudependent agents access
to a Web-based database of claim information covering are million custormers. This allows
the agenls to aveid high-risk customers and to compare claiwm data with their own customer
databasm And Wal-Mart’s RetailLink extranet system provides suppliers with a two-vear his-
tory of every product’s daily sales in every Wal-Mart store worldwide, lstiing them track
when and where their products are selling and curwrent inventory levels, Olher retatiers are
rolling out similar data-sharing systems, including Lowe’s {LowesLink) and Target
{PartnpersOmnline) #?

Thanks to modern technology, tnday’s marketing managers can gain direct access to the
information system at any time and from virtually any location. They can tap into the system
while working al a home office, from a hote! room, or from the local Starbuck’s through a
wireless network—anyplace where they can turn on a laptop and link vp. Such systems aliow
managers to get the nformalion they need directly and quickly and to tailor il to their own
needs. Fram just ahont anywhere, they can shtain information from company or nutside data-
hases, analyze it using statistical softwaye, prepare reporis and presentations, and commuuni-
cate dircctly with others in the network.

Other Marketing Information
Considerations

This section discusses marketing information in two specml contexts: marketing rassarch in
small businesses and nonprofit arganizations and in eting, Tesgaroh, Finally,
“wredook at pubhc pohcy and ethics issues in mavketing resea.reh.
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Companies everywhere covet the title “The worid’s great-

esh.” Gilant casino operatar Harrah's Entertainment
rightly claims that title in the gaming industry. Following its recent
acquisition of Caesars Entertainment, Harrah's now captures a huge
$7.1 biltion in revenues from its 43 properties around the nation and
world, The Harrah's porifolio includes such star-studded casina and
gaming brangds as Harrah's, Caesars, Horseshoe, Bally's, Flamingo,
Showhoat, and The World Series of Foker,

The recent Caesars acquisition only adds to the luster of what was
an already very successful company, I the four years prior to the
acquisition, Harral's annual sales grew 37 percent and profiis scared
76 percent. Marrah's stock is worth nearly two-and-a-half times its
value fiva years ago, suggesting that Walk Strest is betfing on a bright
future for the gaming giant.

Why has Harrah's been so successful? Everyone at Harrah's will
quickiy tell you that it's all about managing customer relationships.
When you get right down o if, in physicat terms, all casinos are pretty
much alike. Mast customers can't distinguish one campany’s slat
machines, pame tabies, restaurants, and hotel rooms from another’s.
What sets Harrah's apart is the way it relates to its customers and cre-

_ ates customner Ioyalty. During the past decade, Harrah's has become
the madel for good CRMW and customer-ioyalty management.

At the heart of the Harreh's GRM stralegy is its pionecring card-
hasad Tolal Rewards program, the gaming industry's first and by
far most successful ioyalty program. fotal Rewards members
receive paints based on the amount they spend at Harrah's facili-
ties. Tney can then redesm the points for a variety of perks, such
a% cash, food, merchandise, rooms, and haoted show tickets. Tota
Rewards forms the basis for a twe-part CRM process. First, the
compary uses Total Rewards to collect a mother tode of informa-
tion about customers. Then, it mines this information to identify
important customers and finely tune its market offerings to their
specific needs.

Custorer relationship management: Harral's CRM system helps the
compary fo focus its branding, marketing, and service development
strategies on the needs of its most important customers. “We're {rying
to figure out which products sell, and we're trying to increase our
customer loyalty.”

Harrah's maintains a vast customer database. More than 80 per-
cent of Harrah's custorners worldwicde—a40 millian customers in al—
use a Total Rewards card. That's roughly one out of six adults in the
United States alone. Information from every swipe of every card at
each of Harrah's 43 casinos zips off tc a central compuier in

Memphis, Tenrnessee. That's a lot of information. Harrah's cusrent
dats warehouss can store up to 30 terabytes (30 trillion bytes) of
data, roughty three times the volume of data consained in the U.S.
Library of Cangrass. Amagzingly, Harrah's is rapidly reaching fult infor-
mation capacity and plans to double s data storage capabilities.

Miarketing Research in Small Businesazes
and Nonprofit Organizstions

Just like larger firms, small organizations need market information. Start-up businesses need
information about their industrias, competitors, potential customers, and reactions to new
market offers. Existing small businesses must track changes in customer needs and wants,
reactions to new products, and chanpes in the competitive environment.

Managers of small businasses and ponprofit orgunizalions often think that marketing
research can be done only by experts in large companies with big research budgets. True,
targe-scale ressarch studies are beyond the budgets of ost small businesses. However, many
of the marketing research techniques discussed in this chapter also can be used by smaliar
organizations in a less formal manner and at little or no expense. Consider how one small-
business owner condutted market research on a shoestring befors even opening his doors:2*

After a string ol bad experiences with his locaf dry cleaner, Robert Byerley decided to
open his own dry-cleaning husiness. But before jumping in, he conducted plenty of
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Analyzing all this information gives Harrah's detailed insights into
casing opsrations. For example, “visualization software” can gener-
ate a dynamic "heat map” of a casing floor, wilh machings glowing
red when at peak activity, then turning blue and then white as the
aclion moves elsewhere, More impartanily, the information provides
insights into the characleristics and behavior of individual cus-
tomers-——whao they are, how often: they visit, how long they stay, and
how much they gamble and entertain.

From its Total Rewards data, Harrah's has learned that 26 per-
cent of its custarmers produce 82 parcent of revenues, And these
best customers aren't the “high-rollers” that have long been the
focus of the industry. Rather, they are ordinary folks from afl walks
of fe—middle-aged and relired teachers, bankers, and dociors
who have discretionary income and time, More often than not,
these customers visit casinos for an evening, rather than staying
overnight at the hotel, and they are more likely to play st the siots
than at tabies. What mativates them? It's mostly the intanse antici-
cation and excitement of gambling itself.

Llsing such insights, Marrah's focuses its marketing and service
development strategies on the needs of its best custcmers. For
example, the company's advertising reflects the feeling of exuber-
ance that target customers seelk. Tre data insights also help
Harrafv's do a better iob of managing day-to-day customer refation-
ships. After a day's gaming, by the nexd morning, it knows which
customers should be rewarded with free show tickets, dinner vouch-
ers, or rgom: upgrades,

In fact, Harrah's is now starting to process customar information
in rzal fime. trom the moment custamers swipe their rewards carnds,
creating the ideal link between datz and the cusmmer experience.
Harrah's chief information officer calls lhis “uperational CEM." Based
on up-to-the-minute customer information, he explains, "the hotel
clerk czn see your history and determing whether you should get a
room: upgrade, based on booking icvels in the hictel at that time and
on your past ieval of play. A peraon might walk up i you while you're
playing and offer you $2 i play more sicts, ar a free meal, or mayhe
juest wish you a happy birthday,”

Harrah's CRM and customer-loyalty efforts are paying off in
spades, The company has found that heppy customers are much

rrare lnyal—whereas customer spending decreases by 10 percant
based on an unhappy casino experience, jtincreases by 24 per-
cent with a happy experience. Ang Harrah's Total Rewards cus-
tomers appear & be a happier bunch, Comparad with nonmem-
bers, member custamers visit the company's casinos more
freguently, stay longer, and spend more of their gambling and
entertainmant doltars in Harrah's rather than in rivai casinos, Since
selling up Tolal Rewards, Harrah's has seen its share of customers’
average annual gambiing budgets rise 20 percent, and revenue
from customers gambling at Marrah's rather than their “home
casing” has riser: 18 percent.

Harrah's CEC Gary Lovernan calls Total Rewards “the vertebras
of aur buzingss” and says, "it ouches, in soms form or fashion, 85
percent of our revenue.” He says that Harrah's “customer-loyalty
strategy [ang] relatioaship marketing . . . arg constantly bringing
u3 closer to our customers 50 wa befter understand their prefer-
ences, and from that understanding we &re able to improve the
entertainment experiences we offer.” Another Harrah's executive
puts it even mare simply: “It's no differznt fram what a good retailer
or grocery store does. We're trying o figure ot which products
sell, and we're trying to increase aur customer loyalty.” Ka-chingt
Through smart CRM investments, Harrah's has hit the customer-

- loyalty jackaol,

Sources: Quotes and gther information from Phil Biigh and Doug Terk,
"Cashing in on Customer Lovalty,” Cusiomear Refetionshic
Wanagement, June 1, 2004, p. 48: Thomas Hoffman, “Harrah's Bets
an Loyaity Pregram in Caesars Desl,” Compulerwortd, Juna 27, 2005,
p. 10; Daaiel Lyans, “Tao Much Information,” Forbas, December 13,
2004, p. 110 Suzeite Paomnley, “"When lls Customers Relurn, a Casino
Always Wins,” Philadelphia inguirer, Aprit 15, 2005, Kai Ryazdal and
Andrew Park, “Harreh's Qatabase of Gamblers,” transcript from
Markeiplace, August 4, 2005; Meal A. Meartin, "A Tempting Wager,"
Barran's, April 10, 2006, pp. 28-30; Jonn 5. Webster, "Harrah's CT0
T Stanfey Plays "Operational CRM," ” June 7, 2006, accessed at
www. carmputerwordd com; and Harrah's annual reposts ang athar
information accessed at hitp:Mfirnvesterharrahs comy
phoenix.zhtmlfc=84772&p=irol-reporisAnnual, August 2006,

market resparch. Making a eareful tour of the town, he observed a dry-cleaning estab-
lishment in practically svery strip mall. How would his stand out? To find an
answer, Byerley spent an entire weeck in the library, researching the dry-cleaning
industry. From government reparts and trade publications, he learned it was a $18
billivn-a-year industry dominated by mom-and-pop establishments. Better Business
Bureau reports showed that dry cleaners accounted for a high number of complaints.
The number ons criticism: “Cleaners didn't stand behind what they did,” he says. To
get input from potential customers, using a marketing fiem, Byerley held focus
groups on the store’s name, ook, and brochure. He also took clothes to the 15 best
cleaners in fown and had focus-group members critique their work. In all, Byerlsy
says he spent about 515,000 far the focus groups. Based on his research, he made a
list of fealures for bis new business, First on his list: His business would stand
behind everything it did. Not on the list: cheap prices. Creating the perfect dry-clean-
ing establishment simply wasn't comipatible with a discount operation.

His research complete, Byerley opened Bibhentuckers, a high-end dry cleaner
positioned on high-quality service and convenience. Bibbentuckers featured a
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banklike drive-through area with
eurbside delivery. A computerized
bar-code system read customer clean-
ing preferences and tracked clothes
afl the way through the cleaning
process. Byerley added other differen-
tiators, such as decorative awnings,
refreshments, and TV sersens. *l
wanted a place people wauld be com-
[ortable leaving their best clathes, a
place that paired five-star service und
quality with an establishment that
didn’t lock like a dry cleamer,” he
says. The markei{ research yielded
results—Bibbentuckers’ business took

A - e et it e e e et s e+ i nff, lurning a pl‘Dfit after OD.].Y four
Smalt businesses need market research, too. Before opening his own dry- months. Tﬂd?}” it's a thriving three-
tleaning business, Bibbentuekers owner Robert Byerley conducted plenty of low- Store operation. Toa many ‘511_131}'
budget market researck, including talking with prospective customers. “You have o business owners have a technician's

think tike Procter & Gamble.”

mind-set rather thai a marketing

mind-set,” says a small-business con-

sultant. “You have to think like
Procter & Gamble. What would they do before launching a now praduct? They
would find oul who their customer is and whao their competition is.”

Thub managers uf small businesses a_nd naonprofit organimtions can cbtain ﬂood mar-

petitor advcrtmmg hy Coller‘hng ads from local media. They can eudluate their customer
mix by recording how many and what kinds of customers shop in the store at different
times. In addition, many small business managers Tou.tmely visit their rivals and somahze
with competltors to gain mSLghts T

mal focus gr Dupb—uwitlng small groups to lunch and ]:Lavmg discussions on tDplCS of
intorest. Retail salespeople can talk with customers visiting the store; hospital officials can
interview patients. Reslaurant managers might make random phone calls during slack
hours to interview consumers about where they eat out and what they think of various
restaurants in the area.

Managers also can condust their own simple experiments. For example, by changing the
themes in regular fund-raising ailings and Watching the resilts, 2 nonprofit manager can
find out mach about which marketing strategies work best. By varying newspaper advertise-
ments, a store manager can learn the effects of things such as ad size and position, price
coupons, and media used.

Smaull urganizations can obtain most of the secondary data available to large busi-
Jnegses. In addition, many : assucmtlons lacal media, chaifihers of ¢ cummerce “and gm'em—
ment agencies provide bpeual help to small’ orga-_uqlnz_atlons The U.8 $mall Business
" Administration offers dozens of free publications and a Web site {www.shaonline sba. g0V}
that give advice on topics ranging from starting, financing, and expanding a small busi-
ness to ordering business cards. Gther excelleut Web resources for small businesses
include the 11.5. Census Burean (www.census.gov) and the Bursan of Economic Analysis
{(www. bea.gov].

The business sections af Jocal Hbraries can also be a good source of information. Local

newspapers “often’ provide information on 106l shoppers and their buying patterns. Finally,

small businesses can collect a considerable amount of information at very little cost on the

-Internet. They can scour competitor and customer Web sites and use Internel search engines
tu research specific companies and issues,

In summary, secondary data collection, ohservation, surveys, and experiments can all

be used effectively by small organizations with small budgets” Although these informal

research methods are less complex and less castly, they still must be condueted carefully.

Managers must think carefully about the objectives of the research, formulate questions in




Some of the largest
research services firms have
large international
organizations. ACNiglsen has
offices in more than 100
countries, here Germany and
Japan.
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" advanee, ecognize the biases introduced by smaller samples and less skilled researchers,

and conduct the research systematically.®?

International Marketing Kessarch

International marketing researchers follow the same steps as domestic researchers, from
defining the research prﬂf_llf_g_*n and developing a ressarch plan to juterpreting and reporting
Ep raqulf 'Hb“Wi:W’r "heqp Tesearchers often face more and &Lfferent prohlp‘mq ’Wheredf.s

tional researchers deal w1th diverse markpmnerent couniries. These markats

often vary greatly in their levels of economic develo proent, cultures and customs, and buy-
ing paiterns,
In many foreign markets, the international researcher may have a difficult time find-

.ing good secondary data. Whereas U.3. marketing researchers can obiain reliable sec-

onda_ry data Irom dozens of domestic research services, many countries have almost no
Tesearch services at all. Some of the largest international research services do operate in
many countries. For cxample, ACNielsen Corporation (owned by VINU NV, the world's
largest marketing research company} has offices in more than 100 countries. And 67 per-
cent of the revenues of the world’s 25 largest rnarketing research firms comes from outside

" obtained trom many different sources on a country- hv countr} basis, making ihe informa-

tion. difficult to combine.or-compare.
Beuause of the sc:arclt} ofgood secondaly data, internatinnal researchers olten ruust ¢ cal-

oI Lln:ltd to construct sdmples. However, such 1n_formar_mn is largely lackmg in many
countries.

Once the sample is drawn, the U.5. researcher usizally can reach most respondents eas-
ily by telepfmne‘ b} mail, on the Internet, or in persort. Reaching respondenls is ofter ot
s0 easy in oiRer parts of the Wworld Reésedrchiers in Mexico cannot rely on telephone,
internet, and mail data collectivn—mosl data collection is door to door and concentrated
in three or four of the largest citics. In somo eountries, few people have phones or personal
computers, For example, whereas there are 1,118 telephone subscriptivns and 544 PCs per
thousand people in the United States, there are only 354 pharne subseriplions and 54 PCs
per thousand in Mexico. In Ghana, the numbers drop to 21 phone subscriptions and 3 PCs
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per thousand people. In some countries, the postal system is notoriously unreliable. In
Brazil, for instance, an estimated 30 percent of the mail is never deliversd. In many devel-
oping countries, poor roads and transportation systems make certain areas hard to reach,
making personal interviows difficult and expensive.?”

C'ultura.l differenc:es from COuntry to country cause additional problems for international

Respanaes then must be translated back inte the onomal lanvuaUe for analysis and mterpreta—
tion. This adds teresearch.costs and mcrea‘;eq the risks of error.

Translating a questionnaire from one language to another is anything but easy. Many
idioms, pluuses, and statements mean different things in different cultures. For exampls, 2
Danish executive noted, “Check this out by having a different translator put back into English
what you've translated from English. You'll get the shock of your life. I remember [an example
in which] "out of qiﬂht out of mi_ud’ had become ‘iuvi.sible things are insane.’ "8

be a ma}or problem. Customs in some conntriss may prohlhxt people Frrcim tal'kmg with
strangers. In certain cultures, research guestions often are considered too persomal. For
example, in many Latin American countries, people may feel embarrassed to talk with
researchers about their choices of shampoo, deodorant, or other personel care products.
Similarly, in most Muslim countries, mixed-gender focus groups are taboo, as is videotap-
ing femals-only focus groups,

Even when respondents are willing to respond, they may not be able to because of high
f Euu.tmnal illiteracy rates. And nriddle-class people in developing countries often make false
‘claitas 1A 5TdeT 1o appear well-off. For example, in & study of tsa consumption in India, over
70 percent of middle-inceme respondents claimed that they used one of several national
brands. Iowever, the ressarchers had good reason to doubt these results—more than 60 per-
cent of the tea sold in India is unbranded generic tea.

Despite these probiems, the recent growth of toternational marketing has resulted in a
rapid increase in the use of international marketing research. Global companies have little
cholce but to conduct such research. Although the costs and problems asspciated with inter-
national research may be high, the ensts of not doing it—in terms of missed opportunities and
mistakes—might be even higher. Once recugnized, many of the problems associated with
international marketing research can be overcome or avolded. :

Public Policy and Ethics in Marketing Research

Most marketing research henelfits both the sponsoring company snd its consumers. Through
markeling research, compandes learn more about consumers’ needs, resulting in more satis-
fying products and services and stronger customer relationships. However, the misuse of
marketing research can also harm or annoy consumers. Two major public policy and ethics
issues in markaling research are inlcusions on cansumer privacy and the misuse se of research

findings.

Infrusions on Consumesr Privacy

Many consumers feel positive abont marketing research and believe that it serves a useful
purpose. Some acivally enjoy being interviewed and giving their opinions. However, others
strongly zesent or even mistrust marketing research. A few consumers fear that researchers
might use sophisticated techmiques to prob Lﬁ_&eepest feelings or peek over our shoulders
and then use this knowledge to manipulate our buying (see Real Marketing 4.2). Or they
worry that marketers are bulldmg huge databases full of Personal mformatmn about cus-

tomers. For example, cunsider a company called Acxiom:

Never heard of Acxiom? Chances are it's heard of you. Once upon a time in America,
a savvy local store clerk konew that you had, say, thres kids, an old Ford, & pool, and
a passion for golf and yellow sweaters. Today Acxiom is that store clerk. It's the
waoreld’s largest processor of congumer data, collecting and massaging more than a hil-
lion records a day. Acxiom's database on 96 percent of U.S. households gives mar-
keters a so-called real-time, 360-degree view. of their customers. How? Acxiom pro-
vides a 13-digit code for every person, “so we can identify you wherever you ge,”
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says the company’s demographics guru. Each person is placed into one of 70 lifestyle
clusters, ranging from “Rolling Stones” and “Single Gity Struggles” to “Timeless
Elders.” Acxiom’s catalog offers businesses hundreds of lists, including a “pre-
mavers fils,” updated datly, of people preparing to change residences, as well as lists
of people sorted by the frequency with which they wse credit cards, the square
footage of their homes, and their interest in the “strange and unusual.” Its cuslomers
include eight of the country’s top ten credit-card issuers, seven of the wp ten retail
banks, seven of the top 10 retailers, and all of the top 10 automakers. Acxiom may
even know things about yau thal you don't know yourself. 22

turned out ta ba '1ttempt<: to sell them something. btlll (}ther consumers confuse lethlmate

ma,lketmg research studies v w;th telemarketmg efforts and say “no” hefore the interviewer can
su_weys thaL ure lou lung or luu personal or that mterrupt them at mc:nnvement tlmes

Increasing consumer resertmant has become a major problem for the research industry,
Omne recent survey found that 70 percent of Ameticans say that companies have too much of
conswners’ personal information, and 76 percent foel that their privacy has been compro-
mised if a company uses the collected personal information fo sell them products. These con-
cerns have led to lower survey response rates in recent years.?®

Other studies found that 59 percent of consumers had refused to give information to a
company bacause they thought it was not really needed or too personal, up from 42 percent
five years earlier. And 71 percent of consumers belisve that protocting information is more of
2 concern now than it was a few years aga, “Some shoppers are unnerved by the idea of giv-
ing up any information at all,” says an analysl. When asked for something as seemingly harm-
less as a zip code, “one woman told me she always gives the zip code for Guam, and another
said she never surrenders any information, not even a zip code, because “I don't get paid to
help them with market research,”%*

The research industry is considering several aptions for vesponding to this prﬂblem One
example is the Council for Marketing and Opinion Research’s “ Your Opinion Counts” and
“Respoudent Bill of nghtb" initiatives to educate > consuimers, abonk ¢ r_hp br—vneﬁts nf ma.rkr‘n ng
_fesearch and tu distin
has considered adop pting br dards, perlaps bqqnd on Tha Internatmna] G hambr’r of
Commerce's International Cade uf’\'farketmg and Social Research Practice. This code outlines
_resgarcher respoublbﬂltles to reapondents and to the general public. For example, it says
“that TegEErchas should maks theif nafes hnid addresses available to participants. It alse bans
companies from representing activities such as dalabase compilation or sales and promo-
tional pitches as research.?

Most major companies—incloding IBM, CitiGloup, American Express Bank of
America, and Microsoft—have now dPPOIHLBd a "chief privacy officer {CPO).” whose job is
to safeguard 7By of sondumers who do
business wilh the campany. The chiel privacy
officer for Misroscft says that his job is io come

R LR AR L P S R 10 o LA, TR
AMERICAN EXPTIESS
B

......... rptims Tomrrals 3dnrtPermydareeed ettt n

e up with data policies for the campany to fol-
* low, make cerlain that every provrdm the com-
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_ o s : mform and. e abo
; : i 2 i .. Jprivacy issues an conrems Similarly, IBM's
§ Bt e Sugem = ’ P claiims thet her job 1 job requires “multidisci-
. |= 'T.IHAT:QF.ORNA“U'NWECD].LECTNIDHOWWEUSE” :::::.T\IICQHDNCHQCES - plln{—ll‘y t]’l'l]"]kl‘flg and attlt'l_ld{-" n She Deeds to
‘ m;::gm?m: .:LT:T.':..;:E.",;.“.';‘:‘;?""“‘“"‘“" . petall company departments, from technology,
: : iyt e « Az g o b e i legal, and accounting to marketing and com-
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American Express, which deals with a con-
siderable volume of consumer informaton, has
; ; long taken privacy issues sericusiy. The com-
R e e pany developed a set of formal privacy princi-
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B Constmer privacy: Amencan Express was ane af ﬂm_ ﬁrst companies to post its ples in 1991, and in 1998 it became one of the
privacy palicies an the Web. “American Express raspects your privacy and is . first companies to post_privacy pohues on its

cammitted to protecting it at all tirmes.” Web site, Its online [nternet privacy staf@ment



120 Part 2 Understanding the Marketplace and Consumers

. Stepring inie a Gap store at the South Shore Shopping
Plaza on a recent evening, Laura Munro became 4
research statistic. Twelve feet above her, a device resembling a
srmoke datector, mounted on the ceiting and equipped with a hidden
camera, took 4 picture of her fead and shouiders. The image was fed
to a compater and stipped to a dai@abase in Chicago, where
ShopperTrak, a consumer research firm, keeps count of shoppers

" natienwide using 40,000 cameras placed in stores and malls,

ShopperTrak is a leader in an emerging market research ficld
called “video mining." Video miners use advanced computer soft-
ware io sort through video images, plucking datz of interest to mar-
katers, withoul @ human ever seeing the video. ShopperTrax says it
doasn't take pictures of faces. The compzany worries that shoppers
wolld oerceive that as an invasion of privacy. But nearly all of its
videotaping is done without the knowledge of the people being
taped. °l didn't ever know there was a camera up there,” says Ms,
Menrg, who pooped into the mall an her way horne from work to
find & gift for her E2-year-old daughter.

lsing such video information, SheppersTrak calouiates and sells
rmary valuable tidbits of data. For example, by comparing the num-
oer of people taped entering the store with the number of fransac-
tions, it arrives at a so-called “conversion rate”—the percentage of
snappers that buys varsus the percentage that only browses. At a
broadar level, by comiining vides data gleanad from 130 retail
clients and 380 mslls wilh consumer spending data obiained from

credit-card cempaniss and banks, Shopperirak can estimate
sales and siore traffic figures for the entire retail industry, Gap and
other retaii clients pay Shopperirak for the store-level data.
ShopperTrak sells the broader industry data {o econgmists,
bankers, and retaiiers.

More and more companies are now employing videa miners to
help them peek in on their customers. Video-racking cameras, with
lenses as small as a quariar, can provide data on everything fram the
density of shopping tralfic in an aisle to the reactions of a shopper
gazing at the datesi plasma TV set. The cash register is a popular spot
for camaras. But cameras can aiso be found in banks, fast-food out-
lets, and hotsl lobhies {but not guest rooms).

Many companies now use vidso mining along with other tradi-
ficnal methods to help gain more rapid, sccurate, and complete
insights. For example, Kahn Research Group recently used video
mining along with sales analysis and in-store behaviors! tracking to
detzrmine what was and was nct working to increase sales at Subway
tast-tood restaurants. Kahn's researchers hic golf-ball-sized cameras
in several Subway restzurants ko track custcmers' eye mevements
dusing the crder procass. Video analysis revealed that before and
while sandw:ches were being assembled customers focused on the
Ysandwich artisis” rather than on the menu hoard or prormotional dis-
pidys. In particular, drinks and sides received litle customer notice.
Tne researchers suggested that Subway move drinks and sides to a
point where consumers would view themn after making the majar

Serving customers hetter or invading their privacy? Video miners use advanced computer software to sort
through video images, plucking data of interest £o marketers. Smile, you're being video mined!

tolls customers in clear terms what information Armerican Ex press collects and how it uses it,
! how it safeguards the information, and how it uses the information to market to its customers
[with instructicns on how to opt out).

In the end, if researchers provide value in exchange for information, customers will
gladly provide it. For example, Amazon.com's customers do not mind if the firm builds a
database of products they houy in order to provide fulure product recommendations. This
saves time and provides value. Similarly, Bizrate users gladiy complete surveys rating
onling seller sites becauge they can view the overall ralings of others when making pur-
chase decisions. The best approach is for reseacchers to ask only for the information they

_need, to use it responsibly to provide customer value, and to avoid sharing information
~ without the custoner's permission. : -

Research studies can be powerful persuasion tools; companies often nse study results as
claims in their advertising and promotien, Today, however, many research studies appear lu
be little more than vehicles for pitching the sponsor's products. In fact, in some cases, the



sandwich decision but befocre reaching the cash register. The
research also revealed that prometions dangling from the ceiling
ware oflen igrared—Subway now uses table tents 1o rerming cus-
mmers to buy a snack for later.

Widea mining softwars is fast—4zking oniy hours to complete
image intarpretation tasks that might have aken weeks for humans
n do. For examplg, Kahn's computers ook onky & couple of days 1o
sirt through 192 hours of tape on some 1,200 shoppers. Had Kahn
trie] ta personaily interview that many people, the process would
have taken much longer, and the presence of the researchers might
nave annoyed shoppers snd affected the results, "Mobody knew they
were being recorded,” says Greg Kahn of Kann Research Group,
"and our wark didn’t interfere with the siore ervironment.” Moreover,
had peopie known thay were being taped, be says, *1 know many of
the shoppers would have stuck their hands in front of the camera
lzns and refused fo be recorded.”

Video srining proponents say their réssares cameras are [ess inva-
s than security cameras, because their subects aren' scrutinized
as closely as security suspects. The images are studied only by the
softwere and not by peoplz, they say, and the videcs are destrayed
when the research is done. And marketers e the information to give
their customers improved products and better service, "A driving
force Behinc this fechnology is the fact that businessns want 1 be bet-
ter prepared 1o serve their cusiomers,” says one marketng professcr.

Still, the gavesdragping puteniial of video mining can be a it
unnerving. For example, YideoMizing, anotner shopper-moniioring
firm, et uo cameras in tan MoDonald's restaurants o find owt which
custorner types wolld find a new salad item most appeating. The
research was dane without consumers’ snowledge, By measuring the
shapes of pecole faces, VideoMining's sensors were atle t¢ provide
a breakdown of each saiad buyers’ race, gender, and age. The videcs
also revealed the length of time these customers spent waiting in line:
or looking at the menu before crdering. Looking ahezd, the techno:-
ogy already exisis for matching a phato with an individual’s identity.
Theareticaily, retaiiers with custcmer databases built fram the use of
loyally cards, store credit cards, and other is-house progrems could
bini 2 trangaction 2% a cash regisker with the face of a shoppar
appearing an the videotape. Smile, you're being video mined!
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S0, although video mining offers much promise for marketsrs
and researchers, it also raises iinportant privacy issues, Peopfe
have prelty much teamed 1o live with the approximately 29 million
security cameras around the nation videctaping them in airparts,
government buildings, offices, schools, stores, busy infersecticns,
and elzewhere. But few consumers are aware that they are being
filmed for market research. Security is ong Lhing, but the ATerican
pubsdic isn't likely to be as tolerant of secret market research using
videotape.

tarketers appear 1o reccgnize this fact. ShopperTrak discioses is
cliznts—the list includes, among others, Gap and its Banasnag
Repubtic unit, The Limited and its Victoria's Secret chain, Payless
ShoaSnurce; Amarican Fagle Quifitters, and Children's Place Retail
Stores. However, several other research companies that videotape
shoppers say they sign agreements with clignts in which they pledea
not to disclose their names. Thair clients want the taping {o be secret,
worrying that shoppers would feel alienated or compiain of privacy
invasicn i they xnew,

They're probabiy right to worry. Katherine Albrecht, founder and
directar of Caspian, a consumar-advocacy group, says Consumers
have "ng idea such things as video tracking zre going on,” and they
snould be informed. When she tells them aboui such activittes, she
says the raspanse she often hears is, “lsn't this illegal, iike stalking?
Shoutdn't there be a jaw against it?” Robert Bulmash, a consumer-
privacy advocate, says that being in a resailer’s stare dossn't give a
retaiiar “the right o treat e like 3 guinga pig." He savs he wonders
about assurances that images are destroyed, hecause thera jso't
any way o verify such claims. The nictures "could be saved some-
where in that vast digita! universe and some day come back to
haunt us,” he says,

Source: Portions adsotac tram: losesh Pergira, “Spying on the Sales Fioor:
Yideg Miners' Lise Cameras Hiddenr s Stores to Analyze Who Shaps, What
They Like," Wl Street Journal, December 21, 2004, p. BL. Other informa-
tian fram #zlly Sitch, “'Mining’ Sofoware Studies Shoppers,” The Digital
Colfegian, lanuary 11, 2005, accessed at www.collggian. psu.sduarchive!
200500/01-11-051e/01- 3 3 -Dhdacinealth-01 asp; Kahn Research Graup
(ywwew webzhaviorcom;, July 2006; and wweavideornining.com, July 2006,

research surveys appear to have been designed just to produce the inteuded elfect. Few adver-
tisers apenly rig their research designs or blatantly. misrepresent the findings; most abuses
ternd to be subtle “streiches.” Consider the following examples:*? o '

A study by Chrysler contends that Asnericans vverwhelmingly prefer Chrysler to Toyata
after test-driving both. However, the study included just 100 people in guch of two tests.
Mare importantly, nane of the people surveved owned a foreign car brand, so they
appedr to be favorably predispased to 1.8, brands.

A Black Flag survey asked: “A roach disk . .. poisons a roach slowly. The dying roach
returns to the nest and after it dies is eaten by ather roaches. In tuen these oaches
become poisonnd and die. How effective do you think this type of product would be in
killing reaches?” Not surprisingly. 79 percent said effective.

A poli sponsored by the disposable diaper industry asked: “Tt is estimated that disposable
diapers accounl for less than 2 percent of the trash in today’s landfills. In contrast, bev-
crage containers, third-class mail, and yard waste are sstimated to accaunt for about 21
percent of the trash in tandfills, Given this, i1 your opinion, would it be fair to ban dis-

LTk

posable diapers?

Again, nul surprisingly, 84 percent said no.
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Thus, subile manipulatigps of the study’s sample or the choice or wording of questions can
greafly affoct the conclusions reached.

In other cases, so-celled independent rosearch studies are actually paid for by companies
with an interest in the outcome. Small changes in study assumptions or in how results are
interpreted can subtly affect the direction of the vesulis. Farexample, at least four widely
quoted studies compare the environmental effects of using disposable diapers ta those of
using cloth diapers. The two studiss sponsored by the cloth diaper industry conclude that
cloth diapers are mors snvironmentally friendly. Not surprisingly, the other two smdies,
sponsored by the disposable diaper industry, conclude just the opposite. Yet both appear to be
correct given the underlying assumptions used.

‘Recognizing that surveys can be abused, several associations—including the American
Ma.rketmg Association, Marketing Research Asseciation, and the Council of ﬁmerlcaﬁ_Sﬁr"\'?Ey

Research Organizafions (¢ [CASRO)—have developed codei of resgarch athics and. standgrg;;ﬁf

condur:t For example, the CASRO Code of Standardé and Lithics for Survey ‘Research outlings
resaarc,h_er responsibilities to rospondents ingluding COﬂﬁdEBtlﬂlltX, privacy, and avoidance

of barassment. It also outlinas major I‘eSpOﬂ.blblIlllES in reporting results to clients and the
eblic.®8 In the end, however, unethitval or inappropriate avtions cannat simply be regulated
away. Each company must aceaept responsibility f fnr policing the conduct and-zeposting.of its
own, marketing research lg protect consume  GwT

=== Reviewing the Concepts

In today's compiex ang rapidly cnanging marketplace, marketing man- 3. Outline the steps in the marketing jesearch process,

managzrs develop and manage market and custemer inforrnation.

1. Explain the impartanee of infosmation to the company and its under-

agers need mgre and better infgrmation 1o make effective and timeky The first step in the marketing research process involves defining the
decisions. This greater n2ed for information has been matched by the probfern and sefting the research obfectives, which may be
explosion of infurnation technologies fFor suppiving information. Using exploratory, descriptive, or causal research, The second step consists
today's rew technalogies, companies can now obtain great quantities of of develaprng a research plan for collecting data frarn primary and
information, sometimes even taa much, Yet marketers often complain secondary sources. The third step calls for imglementing the markel-
that they lack encugh of the right kend of information. or have an excess af ing research plan by gathering, processing, and analysing the infor-
the wreng Kind. In response, mary companies are now studying their imation. The fourth step cansists of inferpreting and reporting the find-
managers' informatior needs and designing information systems to help fngs. Additional information anzlysis halps marketing managers apply

the imfarmation and provides them with sophisticated statiséical proce-
dures and medels from which $o develos more rigorous findings.

standing of the marketplace.

The marketing process starts with a comgtete understanding of the
marketplace and consumer needs and wants. Thus, the campany
neads sound infosration i order to preduce superior value and satis-
faction far custemers. The company alse requires infermation on
competitors, resellers, and other actors and forces in the marketplace.
Increasingly, marketers are viewing information not only as an input
for maiking better decisions but aleo as an important strategic asset
and marketing tool,

. Define the marketing information system and discuss its parts.

The marketing information systemn (MIS) consists of peoole, equig-
mens, and procedures to gather, sort, analyze, evaiuate, and dis-
triute neaded, timely, and accurate infarmation 1o marketing deci-
sion makers. A weil-designed information systern kegins and ends
with users.

The M5 fivst #ssesses mfornmation nesds. The marketing informa-
tion systemn primarily serves the company's marketing and cther man-
agers, but it may alse provide information o external partners. Then,
the MIS develops information frem interral databases, marketing
intelligence activities, and marketing research, frfernal dalabases
provide information on the company's own operations and depart-
ments. Such data can be obtained quickly and cheaply but ofien
needs to be adapted for marketing cecisions. Marketing inteliigence
activities supply everyday information about developments in the
externzl marketing enviranment. Market research cansists of collecs-
ing inferroalion relevant to a specific marketing prablemn faced by the
campary. Lasity, the MIS gisidbules information gathered from these
saurces ta the right managers in the right farm and at the rght fima.

Both imternal and exfernal secondary data sources ofter: provide
information mare quickly and at & lower cost than primary data saurces,
and they can sometimes yield information that & company cannot col-
lect by itself. Howeaver, needed nformition mighi nat exist in secondary
sources. Researchers must alse evaluate sacondary mformatian to
arsura that it s refevent, accurate, current, and impartial, Primary
research must also be evaluated for these features, Each primary data
collection method—observalional, survey, and experimerntai—has its
own advantages and disadvantages. Each of the various primary
research centact metheds—mail, telephone, personal interview, and
online--atso has its own advantages and drawbacks. Similarly, gach
contact methad has s gluses and mnusas.

. Explain how companies analyze and distribute marketing information,

Information gathered in internal databases and though marketing injel-
ligence snd marketing research usually raquires more analysis. This
may inzlude advanced statistical analysis or the appiication of analytical
modals that will help marketers make betier decisiors. To anslyze indi-
viduat customier data, many cormpanies have new acquired or developed
special software and analysis lechnigues-—-calied custormer relationshin
managemant (CRM)—that mtegrate, analyze, and apply the meuniains
of individual customer data contained in their databases,

Marketing information has no valee until it is used to maks better
marketing decisions. Thus, the macketing information system must
make e information available to the managers ang others wio make
marketing decisions or deal with cugtomers. o some cases, this
means providing regular reparts and updgates; in other cases it msans
making nonfoutine information: availabie for special situations and on-
the-spat decisions. Many firrms use campany intrangis znd axtranets



in facilitate this process. Thanks 0 modern fechnalogy, today's mar-
keting managars can gain direct access to the information system at
any time and from virtuzlly any loeation.

5. Discuss the special issues some marketing researchers face, including
public poficy and ethics issues.
Some marketers face special markeling research sitbations, such as
those conducting research in small business, nenprofit, or internz-

Reviewing the Key Terms

Exploralury ressacch 101

Facus group interviewing 106

Internal databases 98

IMarketing information system
(M5 97

Cabsal rasgarch 101
Custamear refationship
managermet (CR)
Pescriptive research 101
Ethnographic research 104
Experimental research 105

112

' Discussing the Concepts

1. Figure 4.1 ceserices four marketing information systern activities for
dewveloping infarmation. In groups of faur, determine how these
activities would apply to Reebok developing the informatian it neads
10 marke: 8 new running shoe.

2. Assurme Lhat you are a regional marketing manager for 3 cellelar
pRone campary. List at least three cifferent sources of ivernal cata
and discuss how these data would help yvou create cellular services
that provide grester customer value and satisfaction,

3. Marketing research over the Internet has increased significantly in
the past decace. Qutline the strengths and weaknasses of market-
ing research conducted enline.

Applying the Concepis

1. imagine you are an owrer of a small children’s retail clotning store
that specializes in upscale girls fashicns from sizes 2 to 6. You have
found & potential ciothing line but wou are unsure whether the fine
will generate the sales needed o be profitable, Which type of
rasearch methodology {exploratory, descriptive, or causal) is best
sufied io solve your reseasch objective? Why?

2, Many consurmer rights advocates argue that raseasch data can be
manipulated to suppart any conclusion. Assume you are attending a

" Focus on Technology

Several companies offer iechnology that assists marketers in observa-
tional research, These techniques include cameras to monitor a shop-
per's movernents, Web-tracking software to follow a visitor's click streem,
and mechzanisms to monitor the movement of a consumer's eyeballs.
Visit eyatracking.com to lgarn more about eye-tracking devices, A visit 1o
the “solutions” area cf the Web site provides many examples of con-
sumer marketing saluticns, inciuging tesevision commercials, Wag site
branding, and peckage design. Eye-fracking measuremnents can help 2
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ticnal situations. Marketing research can be conducied effiectively by
srnall busingsses and nonprofit organizations witk: limited budgets.
Internationat marketing researchers follow the s2me steps as gomes-
tic researchers but often face more and different problems. AN organi-
zations need to respond responsibly to major putlic policy and ethical
issues surrounding raarkating resgarzh, including issues af infrusions
oft consumer privacy and misuse of research findings.,

Marketing intelligence %
Marketing research 100
Obserational research 104
Onling databases 103
Online marketing research

Primary data 102

Sample 108

Secondary data 102

Survey research 105
106

4. According to the text, "The rmost comman cause of CR_M fzilures
that companies mistakenly view CRM only as a fechnolagy and soft-
ware solutian.” Whial does this staterment mean?

Hene does yaur college use an intranet to helg its students access data?

6, Small businesses and nonprofit organizations ofter lack the
rescurces to conduct extensive markek research, Assume inat yau
are the director of fundraising for a small nonorefit arganization that
focuses on a sacial issue. List three ways, using limited resources,
that you could gather infarmation about yous Srimary doncr group.

meeting where a research project for & new product in a new market
is being presented. List five questions that you would ask to test the
interpretation ard objectwity of the findings being preserted.

3. Visit zoomerang.com or anather free online Web survey site. Using
the tools at the site, design a shorl five-question survey an the dining
services for your school. Send the survey to six friends and ook et
the results, What did you think of the online suney method?

tedevision advertiser know whether the brand is neliced and, amazingly,
report on whether the viewer's emotional reaction to e ad was pleasing
of Aversive,

1. What can marketers learn fram eye-tracking technology in areas
olher than television advertising?

2. How can marketers usa this technology ta improve their marketing?

3. What might ke some weaknesses with this technology?
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"= Wocus on Rithics

It 20633, Procker & Gamble (PAG) created Tremor, a network of acoroxi-
mately 280,000 young corsumiers ages 13-19. Tremar uses these teens,
identified as being very connecied to and influential with athers, to spread
word of mouth segarding not just ite own praducts but also those of com-
panies as diverse as AOL, Coca-Cola, and Toyata. Tremor does not pay
the teens. Mor does it teli them what to say about specific products. Bul
does provide them with extensive free sampies and the knowledge that
thet tnput will be impertant to marketing decisions.

1. How might P&G idertify, attract, and then qualify teers to be mem-
bers of Tremor?

2. What do you think of using teens to spread word of mouth about
products and brangs? Are there any sthics issues?

1
i
}
H

For mare than 75 years, Burke has been nelping marketers to under-
stand the marketplace and build stronger relationskips with customers.,
As a full-senvice, custam marketing research firm, the eom pany helps ifs
chents better understand sveryting from how consumers make pur-
chase decisions to what drives customer loyalty. In the beginning in 1931,
researchers with Burke went door ta door to gather informatior. Taday,
lhe caompany Jses a rich array of avenues to reach consumers, including
telephonge and Wed intenviewing, direct mait, znd onling sunveys.

Burke halps marketers discover information abaut customers, com-
petitors, products, anc marketing programs. But mare than just gathering
information, Burke's services help ctients use the information. With

SURVEYING CUSTOMERS

Kevin Kirkman whesled his shiny blus BMW coupe into his
driveway, put the gearshift into park, sct the parking brake,
and got out to check his mailbox as he did every day when

" he returned home. As he flipped through the deluge of cata-

logs and credit card offers, he noticed a letier from
Enterprise Rent-A-Car. He wondered why Enterprise would
be writing him.

THE WRECK

Then he remembered. Barlier that month, Kevin had been
involved in a wreck. As he was driving to work one rainy
moraing, another car had been wnable to stop o the slick
pavement and had plowed into his car as ha waited at a
stoplight. Thankfully, neither he nor Lhe ather driver was
hurl, but both cars had sustained considerable damage. In
fact, he was not able to drive his car.

Kevin had used his cell phone to call the police, and
while he was waiting for the officers to come, he had
called his auto insurance agent. The agent had assured
Kevin that his policy included coverags to pay for a rental
car while he was having his car repaired. He told Kevin to
have the car towed Lo a nearby anto repair shop and gave
him the telephone number for the Enterprise Rent-A-Car

saphisticated computer anslysis, Burke ofers the right information, in the
right form, at the right time to help them make betler marketing decisions.
After viewing the video featuring Burke, answer the following ques-
tions about markeling research,
1. What process dees Burke use o define the research question?

3. How does Burke's process far marketing reseerch compzre to the
steps autlined in the chapter?

3. How does Burke help clients build slreng ralationskips with cus-
tomars?

office that served his area. The agent noted that his com-
pany recommended using Enterprise for replacement
rentals and thal Kevin's policy would cover up to $20 per
day of the rental fes.

Once Kevin had checked his car in at the body shop and
made the necessary arrangements, he telephoned the
Enterprise office. Within 10 minutes, an: Enterprise
employes had driven to the repair shop and picked him
up. They drove back to the Enterprise office, where Kevin
completed the paperwork and rented a Ford Taurus. He
drove the rental car for 12 days before the repair shop com-
pleted work on his car.

“Don't know why Enterprise would be writing me,”
Kevin thought. “The insurance company paid the $20 per
day, and I paid the extra because the Taurus cost more than
that. Wonder what the problam could he?”

TRACKING SATISFACTION

Kavin tosser the mail on the passenger's seat and drove up
the driveway. Omce inside his house, he opemed the
Enterprise letter to find that it was a survey to deteérmine
how satisfied he was with his rental. The survey itself was

only cne page long and consisted of 13 q_uestmns (see
Exhibit 1).



Exhihit 1

SERVICE QUALITY SURVEY

TR

to yous satisfaction?

Please mark the box that bes!t reflects your Meither

responsc to each question. Complately Somewhat Sakisfied Nor Somewhat Completsly

1. QOverall, how satisfied were you with your recent Satisfied Satisfied Dissatisfied Dissatisfied Dissatistied
car rental from Epterprise an January 1, 20037 0 ] a Zl 30

2. What, if anything, could Enterpeise have done better? (Please be specific) ——

3a. Did you experience any problems Yes [ 3b. If you mentioned any problems to Yas
during the rental process? Ne [ Entergrise, did they resolve them No (2

Did nat mention [

4. Hyou persanally called Enterprise tu reserve a vehicle, Excellent Goad Fair Poor NAA
now would you rate the telephane reservation process? [ Cl O O O
Both at start Justat start  Just at epd Naithar
and end of rental of rental of rental time
5. Did you go to the Enterprise office. ., | O I 1 o
Both at start Just at stast Just at end Meither
6. Diel an Enderprise employee give you a rids to and end of rental of rental of rental rime
help with your transportation needs. . . d [ | O
7. Alter you arrived at the Enterprise Less thun 5-10 11-15 16-20 21-30 More than
affice, how long did it take vou to: 5 minutes minutes minutes minutes minues 30 minules IR
® pick up your reotal car? [ a | [ J i L
® rerurn your rental car? 0 O il 4 D U [
8. How would you rate the . . . Exccllent Gnod Fair Paoy NiA
® timeliness with which you were either picked up at
the start of the renlal ur dropped off afterwards? ] [J | [ [
® timeliness with which the renfal car was either
brought to your location and et with you ar.
picked up from your location afterwardst i | 3 J a
B % Enterprise emplayee who handled yvour paperwork . . .
ik at the START of the rental? ] | iy | O
i at the END of the rental? a C i 0 G
¥ mechanical vondition of the car? ] g (| | i
! P ¢leanliness of the car interior/exterior? O 3 J O O
9. Ifyou asked for a specific type or size of vehicle, Yes Mo N/A
was Enterprise able 10 meet your needs? [ ] [
i Car repatrs All olher car Car
I due to repairs/ was Leisure/ Some other
accicdent maintenancs stolen Business varcakon TEASON
; 10. For what reason did you rent this car? a O O O [ d
i 11. The next tire you need to pick up a rental Definitely  Probably Miuht or Probably Definitely
3 car in the city or area in which you live, how will call willcall  mightnorcall  willnotcall  will not call
likely are you to call Enterprisa? Ct -l [ | |
] 12. Approximately how many times in tolal have you Ounce—this -5 6- 10 11 or nere
; rentted {rom Enterprise {including this rental)? was first time 2 times times thmea times
: ] = O i i
12. Considering alf rental compaonics,
approximately how many times within
the past year have you rented a car in 11 or mare
; the city or area in which you live 0 times 1 time 2 {imes 3-5 times 6-10 times times
{inchrding this rental}? O O O 3 0 0
: {case cantinues]
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