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Chapter 4

Managing Marketing Information

GENERAL CONTENT: Multiple-Choice Questions

1. Computers now generate mounds of data. However, given all this data, marketing managers still complain that they lack ________.

a.
enough information of the right kind

b.
quality information

c.
timely information

d.
accurate and reliable information

e.
valid information

(Answer: a; p. 96; Easy; LO1)

2. An MIS consists of people, equipment, and procedures to ________, sort, analyze, evaluate, and distribute information to marketing decision makers.

a. test

b. test market

c. gather

d. critique

e. assess

(Answer: c; p. 97; Easy; LO2) {AACSB: Technology}

3. Your firm has just developed its first successful MIS. It interacts with information users to ________ information needs, develop needed information, distribute the marketing information, and help managers use it in their decision making.

a. assess

b. collect

c. retrieve

d. store

e. validate

(Answer: a; p. 97; Challenging; LO2) {AACSB: Technology}

4. The marketing information system is not limited to use by the company it serves. It may also provide information to ________. 

a. the government

b. external partners

c. various publics

d. competitors

e. none of the above

(Answer: b; p. 97; Moderate; LO2)

5. Marketers must weigh carefully the benefits resulting from additional information against the ________ of the additional information.

a. uses

b. costs

c. knowledge

d. rewards

e. benefits

(Answer: b; p. 98; Easy; LO2)

6. Four common sources of internal data include the accounting department, the sales force, the marketing department, and ________.

a. owners

b. stockholders

c. operations

d. custodians

e. the quality control department

(Answer: c; p. 98; Moderate; LO2)

7. Marketing information from this type of database usually can be accessed more quickly and cheaply than other information sources. Which one is it?

a. external

b. MDSS

c. EIS

d. internal

e. field representatives

(Answer: d; p. 99; Easy; LO2) {AACSB: Technology}

8. This systematic collection and analysis of publicly available information about competitors and developments in the marketing environment is very useful. What is it called?

a.
marketing data

b.
marketing intelligence

c.
Web master

d.
sales and sales management

e.
secondary data

(Answer: b; p. 99; Moderate; LO2) {AACSB: Technology}

9. Which of the following was NOT mentioned in your textbook as a source of marketing intelligence?

a.
suppliers

b.
resellers

c.
key customers

d.
your company reports

e.
sales force

(Answer: d; p. 99; Easy; LO2)

10. Which of the following was NOT mentioned in your textbook as a source of marketing intelligence?

a.
competitors’ garbage

b.
buying competitors’ products

c.
monitoring competitors’ sales

d.
checking for new goodwill

e.
purchasing agents

(Answer: d; p. 99; Moderate; LO2)

11. Your competitor may reveal intelligence information through which of these sources of information?

a.
annual reports

b.
trade show exhibits

c.
Web pages

d.
press releases

e.
all of the above

(Answer: e; p. 99; Easy; LO2)

12. Companies today are leaving a paper trail of information ________.

a.
in the wastebasket

b.
online

c.
in annual reports

d.
with government agencies

e.
all of the above

(Answer: e; p. 100; Moderate; LO2)

13. To combat their competitor’s marketing intelligence, companies are now providing ________ to employees.

a.
intelligence training

b.
privacy blocks

c.
protection

d.
less information

e.
none of the above

(Answer: a; p. 100; Moderate; LO2)

14.  In addition to defining the problems and research objectives, implementing the research plan, and interpreting and reporting the findings, the marketing research process includes ________.

a.
developing the research budget

b.
choosing the research agency

c.
choosing the research method

d.
developing the research plan

e.
comparing and contrasting primary and secondary data

(Answer: d; p. 101; Moderate; LO3)

15. Which of the following is often the hardest step in the marketing research process to take?

a.
defining the problem

b.
defining the research objectives

c.
defining the problem and research objectives

d.
researching a research agency to help

e.
C and D

(Answer: c; p. 101; Moderate; LO3)

16. The objective of ________ research is to test hypotheses about cause-and-effect relationships.

a.
descriptive

b.
exploratory

c.
causal

d.
corrective

e.
descriptive and exploratory

(Answer: c; p. 101; Easy; LO3)

17. When developing a research plan, it is important to remember that research objectives must be translated into specific ________.

a.
marketing goals

b.
information needs

c.
dollar amounts

d.
results that justify the means

e.
time allotments

(Answer: b; p. 101; Easy; LO3)

18. The research plan outlines sources of existing data and spells out the specific research approaches, contact methods, ________, and instruments that researchers will use to gather new data.

a.
personnel

b.
sampling plans

c.
budget requirements

d.
all of the above

e.
none of the above

(Answer: b; p. 101; Moderate; LO3)

19. Secondary data is often where marketing research begins. Secondary data consists of information ________.

a.
that already exists somewhere

b.
that does not currently exist in an organized form

c.
that already exists somewhere, having been collected for another purpose

d.
used by competition

e.
that the researcher can obtain through surveys and observation

(Answer: c; p. 102; Easy; LO3)

20. Which of the following best describes primary data?

a.
collected for the specific purpose at hand

b.
original information

c.
first-time information

d.
fresh and perhaps more reliable than secondary data

e.
all of the above

(Answer: e; p. 104; Easy; LO3)

21. Which form of data can usually be obtained more quickly and at a lower cost?

a.
primary

b.
census

c.
secondary

d.
syndicated

e.
tertiary

(Answer: c; p. 103; Moderate; LO3)

22. Your assistant wants to use secondary data exclusively for the current research project. Which of the following is a reason why this may be a poor idea?

a.
It may not exist.

b.
All of the needed data is rarely available.

c.
It is generally more expensive when purchased from the government.

d.
A and B

e.
all of the above

(Answer: d; p. 103; Challenging; LO3)

23. Primary data must be relevant, current, accurate, and ________.

a.
complete

b.
unbiased

c.
inexpensive

d.
collected before secondary data

e.
valid

(Answer: b; p. 103; Moderate; LO3) {AACSB: Ethics}

24. When people are unwilling or unable to provide information, marketers turn to the use of this method of research.

a.
observation

b.
focus groups

c.
personal interviews

d.
fax surveys

e.
questionnaires

(Answer: a; p. 104; Easy; LO3)
25. Survey research is best suited for gathering ________ information.

a.
personal

b.
preference

c.
attitude

d.
descriptive

e.
exploratory

(Answer: d; p. 105; Moderate; LO3)

26. Survey research offers many advantages over other forms of research. Among these, the most significant is ________.

a.
flexibility

b.
cost effectiveness

c.
quickness to administer

d.
understandability

e.
simplicity

(Answer: a; p. 105; Moderate; LO3)

27. ________ research is best suited for gathering causal information.

a.
Observational

b.
Experimental

c.
Survey

d.
Descriptive

e.
Internet

(Answer: b; p. 105; Challenging; LO3)

28. One of the following is NOT a current survey research method. It is contact by ________.

a.
online use

b.
mail

c.
telephone

d.
fax

e.
none of the above

(Answer: d; p. 105; Easy; LO3)

29. All of the following are advantages of telephone interviewing EXCEPT ________.

a.
greater flexibility than mail questionnaires

b.
interviewers can explain difficult questions

c.
interviewers can skip questions

d.
interviewers tend to interpret answers similarly

e.
interviewers can probe on questions

(Answer: d; p. 106; Challenging; LO3) {AACSB: Communication}

30. Currently you find yourself involved in marketing research. The form you are using is flexible, allows explanation of difficult questions, and lends itself to showing products and advertisements. What is this form of research?

a.
personal interviewing

b.
online interviewing

c.
vision phone interviewing

d.
mall intercepts

e.
none of the above

(Answer: a; p. 106; Easy; LO3)

31. Which of the following are usually elements of focus group research? 

a.
six to ten people

b.
other observers

c.
use of a moderator

d.
paid participants

e.
all of the above

(Answer: e; p. 106; Easy; LO3) {AACSB: Communication}

32. Many companies are now collecting marketing research data online (the Internet). These companies have the choice of using Internet surveys, experiments, or ________.

a. online focus groups

b. individual interviewing

c. hit counting

d. questionnaire responses

e. observations

(Answer: a; p. 106; Challenging; LO3) {AACSB: Technology}

33. Judy Hammerschmidt regularly conducts online marketing research at work. She has found that it has several advantages over traditional methods. Which of these is NOT an advantage?

a.
Respondents tend to be more honest.

b.
It is more cost efficient.

c.
Report generation turnaround time is much quicker.

d.
There is greater personal interaction.

e.
Respondents cannot remain anonymous.

(Answer: d; p. 107; Challenging; LO3) {AACSB: Technology}

34. Using statistical techniques, marketing researchers often draw conclusions about large groups of consumers by studying a small ________ of the total consumer population.

a.
group

b.
audience

c.
population

d.
target group

e.
sample

(Answer: e; p. 108; Easy; LO3)

35. Why would In the Mood Music Distributors choose a sampling of its customers to research rather than all 1,500 of them?

a.
Researching all of them is too time-consuming.

b.
Researching all of them can be too expensive.

c.
The sample can fairly represent the entire population.

d.
The customers may all be similar.

e.
all of the above

(Answer: c; p. 109; Moderate; LO3)

36. You generally need to ask three questions when developing a sampling plan. Which of the questions below is one of these three?  

a.
Who should be left out of the sample (sampling exclusion)?

b.
How should we contact the sample (sample approach)?

c.
Why should they be sampled (justification)?

d.
How should the people be chosen (what sampling method)?

e.
none of the above

(Answer: d; p. 109; Challenging; LO3)

37. Marketing researchers have a choice of two main research instruments. By far the most commonly instrument used is the ________.

a.
mechanical device

b.
live interviewer

c.
questionnaire

d.
teleinterviewer

e.
Internet

(Answer: c; p. 109; Easy; LO3)

38. You have been asked to provide good advice to a beginning market research intern as he or she develops a research questionnaire. Which of the following is the best advice you could provide?

a.
Use care in the wording and ordering of questions.

b.
Questions do not have to be arranged in a logical order.

c.
Ask difficult questions in the beginning to “weed out” uninterested respondents.

d.
Ask personal questions in the middle of the instrument.

e.
Avoid eye contact as it may confuse the respondents.

(Answer: a; p. 109; Moderate; LO3)

39. Which of the following was NOT mentioned in your text as a common mechanical instrument used to conduct market research?

a.
supermarket scanners

b.
people meters

c.
galvanometers and eye cameras

d.
telephone

e.
C and D

(Answer: d; p. 110; Moderate; LO3)

40. At this point in your marketing research project, Mr. Barnes comments that the ________ phase is generally the most expensive and the most subject to error.

a.
exploratory research

b.
hypothesis

c.
data collection

d.
interpreting and reporting the findings

e.
data validation

(Answer: c; p. 110; Challenging; LO3)

41. During the implementation phase of marketing research for its clients, researchers will do all of the following EXCEPT ________. 

a.
contact respondents

b.
develop the specific questions

c.
analyze the data

d.
check the data for accuracy and completeness

e.
tabulate the results

(Answer: b; p. 110; Challenging; LO3)

42. Researchers interpret and report findings to their managers. What might be a typical problem the researcher might encounter when discussing the findings?

a.
Managers may be biased.

b.
Managers may only accept results that support their preconceived notions.

c.
Managers may interpret the findings differently.

d.
Managers may not believe the findings.

e.
all of the above

(Answer: e; p. 111; Easy; LO3) {AACSB: Ethics}

43. Analytical models help analyze marketing information collected from research. These models can help answer ________ and ________ questions.

a.
short; simple

b.
what if; which is best

c.
relevant; current

d.
advanced; difficult

e.
none of the above

(Answer: b; p. 111; Challenging; LO3)

44. A customer relationship management program does each of the following EXCEPT ________.

a.
gather information

b.
integrate information a company already has

c.
apply analysis results to build relationships

d.
analyze information in depth

e.
none of the above

(Answer: a; p. 112; Moderate; LO4)

45. Tommy Baker is in charge of customer relationship management for American Pie Nostalgia. As a result of his effort in this area, his firm enjoys all of the following EXCEPT ________.

a.
providing higher levels of customer service

b.
developing deeper customer relationships

c.
creating offers tailored to specific customer requirements

d.
understanding competition better

e.
understanding how to better build the marketing mix

(Answer: d; p. 112; Moderate; LO4)

46. All of the following are true about customer relationship management (CRM) data warehouses EXCEPT ________.

a.
they are companywide

b.
they consist of finely detailed information

c.
due to technology advances, they are relatively low cost

d.
they are mined for “gems” of information

e.
they come without cost or risk

(Answer: e; p. 112; Moderate; LO4)

47. One proprietary survey about increased value and return on investment from the use of customer relationship management software showed ________ had an attractive return on investment.

a.
65 percent

b.
70 percent

c.
75 percent

d.
80 percent

e.
90 percent

(Answer: e; p. 113; Challenging; LO3)

48. Marketing information has no value until it is used to ________.

a.
satisfy company objectives

b.
make better marketing decisions

c.
make management’s job easier

d.
please stockholders

e.
please customers

(Answer: b; p. 113; Easy; LO4)

49. Which of the following sources of marketing information provides ready access to research information, stored reports, shared work documents, and contact information for employees and other stakeholders?

a.
intranet

b.
extranet

c.
the Internet

d.
internal database

e.
marketing intelligence

(Answer: a; p. 113; Moderate; LO4)

50. For conservative small businesses and not-for-profit organizations, good marketing information may be collected by simple ________.

a.
purchase

b.
observation

c.
questioning

d.
surveying

e.
focus groups

(Answer: b; p. 116; Easy; LO4)

51. Another way managers can gain valuable information is through small convenience samples by asking customers what they think or inviting a small group out to lunch to get reactions. Here, they are using ________.

a.
informal surveys

b.
experiments

c.
observation

d.
focus groups

e.
marketing intelligence

(Answer: a; p. 116; Moderate; LO3)

52. What best describes the type of data readily available to both small organizations and large businesses with minimal effort?

a.
census

b.
the Internet

c.
secondary

d.
primary

e.
business

(Answer: c; p. 116; Moderate; LO3)

53. You have been asked by a local small business to locate secondary data for current research needs. You might want to look in each of the following EXCEPT ________.

a.
the business section at the local library

b.
the U.S. Small Business Administration

c.
the Internet

d.
INS records

e.
the local Chamber of Commerce

(Answer: d; p. 116; Easy; LO4)

54. A common problem in international marketing research is the availability of ________.

a.
primary data

b.
research specialists

c.
secondary data

d.
intelligence limitations

e.
consumers across cultures to answer surveys

(Answer: c; p. 117; Challenging; LO5) {AACSB: Global}

55. In general, domestic researchers deal with fairly homogeneous markets. Foreign markets present the challenges of varying levels of economic development, cultures and customs, and ________.

a.
import regulations

b.
buying patterns

c.
dislike of American goods

d.
language barriers

e.
social perceptions

(Answer: b; p. 117; Moderate; LO5) {AACSB: Global}

56. International researchers are often forced to collect their own primary data. An initial problem with this collection is finding and developing good ________.

a.
representative samples

b.
research firms

c.
rapport with nationals

d.
relations with channel members

e.
communication methods

(Answer: a; p. 117; Moderate; LO5) {AACSB: Global}

57. What do many researchers encounter when conducting market research in foreign countries?

a.
Some countries have few telephones that limit access to respondents.

b.
Some countries have poor mail services.

c.
Some countries have poor roads that limit personal contacts.

d.
Some foreign cultures may not understand the value of marketing data.

e.
all of the above

(Answer: e; p. 117-118; Easy; LO5) {AACSB: Global}

58. Back translation of questionnaires is often used with international research. Cultural differences involving language can add to research costs in foreign markets and can increase the ________.

a.
foreign trade

b.
risks of error

c.
likelihood of not finding a translator

d.
likelihood that a smaller sample could be used

e.
none of the above

(Answer: b; p. 118; Moderate; LO5) {AACSB: Global}

59. A common problem researchers find when going international is that consumers vary in their ________ marketing research.

a.
understanding of

b.
beliefs in

c.
attitudes toward

d.
appreciation of

e.
any of the above

(Answer: e; p. 118; Easy; LO5) {AACSB: Global}

60. Respondents in other countries are often willing to answer questionnaires; however, they may not be able to because of ________.

a.
high functional illiteracy rates

b.
language barriers

c.
lack of availability

d.
limitations imposed by government

e.
B and D

(Answer: a; p. 118; Easy; LO5) {AACSB: Global}

61. Most marketing research benefits both the sponsoring company and ________.  

a.
advertisers

b.
manufacturers

c.
delivery firms

d.
consumers

e.
competitors

(Answer: d; p. 118; Moderate; LO3) 

62. Choose the statement that is NOT a typical consumer reaction to intrusion on consumer privacy.

a.
Sophisticated researchers probe our deepest feelings.

b.
Marketers use this information to manipulate our buying.

c.
Marketers build huge databases full of personal information.

d.
Marketers make too many products and services available—it’s confusing.

e.
none of the above

(Answer: d; p. 118; Easy; LO5) 

63. Your text points out that ________ Americans worry that companies have too much of consumers’ personal information and that ________ Americans feel their privacy is compromised if that information is used to sell products.

a.
fewer than half of; fewer than half of 

b.
all; fewer than half of

c.
fewer than half of; all

d.
some; no 

e.
almost three-fourths of; about three-fourths of 

(Answer: e; p. 119; Moderate; LO5)

64. Your text points out that about ________ of Americans had refused to give information they felt really was not needed or too personal.  

a.
30 percent

b.
40 percent

c.
50 percent

d.
60 percent

e.
70 percent

(Answer: d; p. 119; Moderate; LO5)

65. Researchers can guard consumer privacy by all of the following EXCEPT which statement?

a.
Ask only for the information needed.

b.
Use information responsibly to provide value.

c.
Avoid sharing information without the customer’s permission.

d.
Sell the information only when it is worth it.


e.
Fully explain to the respondents how the information will be used.

(Answer: d; p. 120; Easy; LO5)

66. Consumers are often concerned because some companies often use study results as claims in their ________.

a.
advertising

b.
promotion

c.
A and B

d.
annual reports

e.
all of the above

(Answer: c; p. 120; Easy; LO5)

67. Because many research studies are subject to different interpretation, they appear to be little more than vehicles for ________.

a.
gathering names for resale

b.
pitching the sponsor’s products

c.
building company image

d.
tearing down competition

e.
training future salespeople to work with people face-to-face

(Answer: b; p. 120; Moderate; LO5)

68. To combat the fact that surveys can be abused, several research associations have now developed ________ and ________.

a.
safeguards; standards of ethics

b.
codes of research ethics; standards of conduct

c.
safeguards; public policy

d.
research ethics; safeguards

e.
stiff fines; punishments for abusers

(Answer: b; p. 122; Challenging; LO5) {AACSB: Ethics}

69.
Which of the following statements is NOT true regarding information collected by marketers?

a.
Managers lack information of the right kind.

b.
Most managers do not need more information.

c.
Most managers need better information.

d.
Many managers are burdened by data overload.

e.
Managers have the right information and they have enough of it.

(Answer: e; p. 96; Moderate; LO5)

70.
The marketing information system can serve ________.

a.
the company’s marketing managers

b.
suppliers

c.
resellers

d.
marketing services agencies

e.
all of the above

(Answer: e; p. 97; Easy; LO1)

71.
Which of the following statements regarding marketing intelligence is/are true?

a.
Marketing intelligence is privately held information.

b.
Much intelligence is difficult or impossible to collect.

c.
All marketing intelligence is free.

d.
Marketing intelligence is publicly available information.

e.
B and D

(Answer: d; p. 99; Moderate; LO2)

72.
After beginning with ________, research managers often follow with ________ research.

a.
exploratory; descriptive

b.
exploratory; causal

c.
descriptive; causal

d.
A and B

e.
all of the above

(Answer: d; p. 101; Challenging; LO3)

73.
Which of the following is a correct statement? Secondary data are ________.

a.
collected mostly via surveys

b.
expensive to obtain

c.
sometimes not reliable

d.
never purchased from outside suppliers

e.
always necessary to support or refute the primary data collected

(Answer: c; p. 103; Moderate; LO3)

74.
Which of the following is NOT a correct about secondary data? Secondary data must be ________.

a.
relevant

b.
accurate

c.
current

d.
impartial

e.
free

(Answer: e; p. 103; Easy; LO3)

75.
Ethnographic research ________.

a.
comes from traditional focus groups

b.
provides greater insights into buying behavior

c.
provides secondary data

d.
is most popular in the service sector

e.
provides data to marketers when observation is impossible

(Answer: b; p. 104; Moderate; LO3)

True/False

76.
Coach bags makeover of their marketing strategy was the result of extensive research.

(Answer: True; p. 94; Easy; LO3)

77.
Given Coach’s old product line, it was a major blow to learn from marketing research that women were now more interested in nonleather bags.

(Answer: True; p. 95; Easy; LO3)

78.
In addition to using research information as an input for making internal decisions, marketing managers today are also viewing research information as an input for external partners. 

(Answer: True; p. 97; Moderate; LO1)

79.
Most marketers today believe they still lack a sufficient quantity of research data to make high-quality decisions.

(Answer: False; p. 96; Easy; LO1)

80.
An effective MIS assesses information needs, develops needed information, and distributes the information to help managers use it in decision making.

(Answer: True; p. 97; Moderate; LO2)

81.
Too little information is a problem, but too much information can be as harmful as too little.

(Answer: True; p. 96; Easy; LO2)

82.
Developing an internal database often requires that you glean information from your company’s accounting and sales records stored in the computer.

(Answer: True; p. 97-98; Moderate; LO2) {AACSB: Technology}

83.
You have just extracted sales and cost data used by the accounting department for preparing financial statements. Most likely, this information should be complete and in useable form to build an internal marketing database.

(Answer: False; p. 99; Challenging; LO2) {AACSB: Technology}

84.
It is important to note that data age quickly, and keeping the database current requires a major effort.

(Answer: True; p. 103; Easy; LO2)

85.
Generally speaking, major suppliers and resellers do not form important sources of intelligence information for marketing decision making.

(Answer: False; p. 99; Challenging; LO2)

86.
In order to gather competitor information, you decided to “dumpster dive” and go through three of your competitors’ garbage bins to gather marketing intelligence from their discarded paperwork. You were caught in the act and have now been summoned to court. The judge will most likely rule this to be an illegal activity and fine you and your company.

(Answer: False; p. 99; Challenging; LO2) {AACSB: Ethics}

87.
Because they are usually dated, your competitors’ annual reports, press releases, business publications, trade show exhibits, and print advertisements are not very good sources of marketing intelligence information.

(Answer: False; p. 99; Moderate; LO2)

88.
Your firm faces determined marketing intelligence efforts by competitors. You take the typical response by “letting it ride.”

(Answer: False; p. 100; Easy; LO2)

89.
Marketing research systematically designs, collects, and reports data directly relevant to a specific marketing situation facing the organization.

(Answer: True; p. 100; Moderate; LO3)

90.
Defining the problem and research objectives is often the hardest step in the research process.

(Answer: True; p. 101; Easy; LO3)

91.
Once the research problems and objectives have been defined, researchers must determine the exact information needed and present it to management.

(Answer: False; p. 101; Challenging; LO3)

92.
After conducting marketing research, the next step in the marketing research process is to report findings to senior management. 

(Answer: False; p. 101; Moderate; LO3)

93.
Marketing researchers can conduct their own searches of secondary data sources today by using commercial secondary data sources.

(Answer: True; p. 102; Easy; LO3)

94.
Secondary data provide good starting points and often help to define problems and research objectives, though most companies must also collect primary data.

(Answer: True; p. 103; Moderate; LO3)

95.
The three typical methods for collecting research data through mechanical observation are video cameras, checkout scanners, and Internet cookies.

(Answer: False; p. 109; Challenging; LO3)

96.
Ethnographic research involves sending trained observers to watch and interact with consumers in their “natural habitat.”

(Answer: True; p. 104; Moderate; LO3)

97.
Two strong advantages of focus groups are that they use no interviewer to bias the answers and can be used to collect large amounts of data at a low cost per respondent. 

(Answer: False; p. 106; Moderate; LO3)

98.
In focus group interviewing you use a flexible individual interviewing approach, whereby trained interviewers can explain difficult questions and explore issues as the situation requires. Audio-visual aids can also be used. 

(Answer: False; p. 106; Moderate; LO3)

99.
Parley Trade Shows wants to use the latest technology in marketing research. You are told this method is online (Internet) marketing research.

(Answer: True; p. 106; Easy; LO3) {AACSB: Technology}

100.
A sample need not be representative because the researcher can later make accurate estimates of the thoughts and behaviors of the larger population.

(Answer: False; p. 108; Easy; LO3)

101.
You want to calculate confidence limits for sampling error. It would be best to use non-probability samples.

(Answer: False; p. 109; Challenging; LO4)

102.
While there are many new digital approaches, when conducting marketing research, questionnaires are the most common research instrument.

(Answer: True; p. 109; Easy; LO4)

103.
The researcher interprets findings, draws conclusions, and reports those conclusions to management. Ideally, we should present important findings that are useful to the major decisions faced by management to prevent overwhelming them.

(Answer: True; p. 111; Moderate; LO3)

104.
You have just identified the “touch points” of the 400 best customers in your database. At this point, you want to manage detailed information about each of them to maximize customer loyalty. You should use customer relationship management (CRM).

(Answer: True; p. 112; Challenging; LO4)

105.
Hot Ollie’s Electronics Store chain has gained many benefits from CRM. If they are typical, Ollie’s will be able to provide higher levels of customer service and develop deeper customer relationships. Management can also pinpoint high-value customers and begin to better target them.

(Answer: False; p. 112; Challenging; LO4)

Essay

106.
What does a typical marketing information system (MIS) do?

A typical MIS consists of people, equipment, and procedures to gather, sort, analyze, evaluate, and distribute needed, timely, and accurate information to marketing decision makers. First, it interacts with information users to assess information needs. Next, it develops needed information from internal company databases, marketing intelligence activities, and marketing research. Then it helps users to analyze information to put it in the right form for making marketing decisions and managing customer relationships. Finally, the MIS distributes the marketing information and helps managers use it in their decision making.

(p. 97; Moderate; LO2)

107. An MIS often consists of three separate components. Describe each of these.

First, internal data are developed from statements and records from the accounting department and operations reports on production-related issues. Sales and marketing provide data on resellers, competitors, buyer behavior, and the industry. Second, marketing intelligence is a collection and analysis of publicly available data about competitors and developments in the industry. It can come from quizzing employees, studying their ads and annual reports, and analyzing their products. Finally, marketers often need marketing research or formal studies of specific situations where they seek sources of secondary and primary data to form decisions. 

(p. 98; Moderate; LO2)

108.
Discuss the four basic steps in the marketing research process.


The marketing research process has four steps: defining the problem and research objectives, developing the research plan, implementing the research plan, and interpreting and reporting the findings. The manager must know what is wrong and the specific causes in defining the problem. Three types of research can be employed: exploratory research, descriptive research, and causal research. Next, the exact information needed and a plan for gathering and presenting it must be made. Furthermore, the research must be implemented, gathering secondary and primary data to compile and analyze. The information must be analyzed and the important findings written and presented to management for decision making.

(p. 101; Moderate; LO3)

109.
Provide the advantages/benefits of each of the contact methods.


Mail questionnaires can be used to collect large amounts of information at a low cost per respondent. Respondents may give more honest answers to more questions than to an unknown interviewer in person or on the phone. Also, no interviewer is involved to bias the answers. Telephone interviewing is one of the best methods for gathering information quickly and provides great flexibility. Interviewers can explain difficult questions, skip questions, or probe on other questions. Rates of response tend to be higher than mail methods. Personal and group interviewing allow interviewers to guide respondents and explore issues as they evolve, and they are flexible. Visual aids can be used, products can be demonstrated, and reactions and behaviors can be observed. Computer-assisted interviewing aids in eliminating 
interviewer bias. Online methods allow the person to be more honest, the costs are greatly reduced, and reports come back faster.

(p. 105; Challenging; LO3)

110.
What would a researcher need to know about drawing conclusions about large groups of consumers by studying a small sample of the total population?


First, it is imperative to determine who is to be surveyed. Next, we must determine the sample size by deciding how many people need to be surveyed. Third, the sampling procedure should be chosen to know how the respondents should be chosen. The correct combination of secondary and primary data should be researched to provide reliable information.

(p. 108-109; Easy; LO3)

111.
How can a company overcome the problem of gathering internal data for research purposes when it is usually scattered widely across the organization?


Many companies are using customer relationship management (CRM). CRM offers the benefits of managing detailed information about individual customers and carefully managing customer “touch points” in order to maximize customer loyalty. By using sophisticated software and analytical tools, information about customers can be integrated from all sources and analyzed in depth, and the results can be applied to build stronger customer relationships. CRM integrates everything that a company’s sales, service, and marketing teams know about individual customers to provide a 360-degree view of the customer relationship.

(p. 112; Challenging; LO2)

112.
Other than a proper translation of the questionnaire, isn’t international marketing research essentially the same as domestic research?


International researchers deal with less homogeneous markets in and among countries. The markets often vary greatly in their levels of economic development, their cultures and customers, and their buying patterns. Good secondary data are difficult to find in many foreign markets. More time and expense are involved in gathering primary data. In addition, choosing representative samples and finding methods of contacting them can be a formidable task. Cultural and language differences can present obstacles in interpreting the data and drawing realistic conclusions. Consumers’ attitudes in other countries may hinder the process of collection.

(p. 117; Challenging; LO3) {AACSB: Global}

113.
You are conducting research and must chose between using closed-ended questions and open-ended questions. What issues must you weigh?

Closed-ended questions make it easier for respondents to choose among relevant answers. They are also easier for the researcher to interpret and tabulate. Open-ended questions allow respondents to answer in their own words and as such do not limit their choices.

(p. 109; Easy; LO3)

114.
Explain the importance of information to the company and its understanding of the marketplace.

The marketing process starts with a complete understanding of the marketplace and consumer needs and wants. Thus, the company needs sound information in order to produce superior value and satisfaction for consumers. The company also requires information on competitors, resellers, and other actors and forces in the marketplace. Increasingly, marketers are viewing information not only as an input for making better decisions but also as an important strategic asset and marketing tool.

(p. 96; Moderate; LO1)

115.
Marketers in small businesses and nonprofits face special issues, including public policy and ethics issues. What are some of these issues?

Marketing research can be conducted effectively by small businesses and nonprofit organizations; however, they often must do so while operating within limited budgets. This often requires innovative approaches and a reliance on a smaller sample, often a convenience sample. All organizations, regardless of size or profit orientation, need to respond responsibly to major public policy and ethical issues surrounding marketing research, including issues of intrusions on consumer privacy and misuse of research findings.

(p. 118; Challenging; LO5) {AACSB: Ethics}

APPLICATION CONTENT: Multiple-Choice Questions

116.
What went wrong with Coach in the mid-1990s?

a.
Coach offered bags were in understated colors of brown and black.

b.
Coach bags lacked ornamentation.

c.
Coach was seen as a successful conservative consumer goods company.

d.
a, b, and c

e.
None of the above

(Answer: d; p; 94; Moderate)

117.
A good MIS balances the information users would ________ against what they really ________ and what is ________.

a.
need; like; feasible

b.
like; can afford; needed

c.
like to have; need; feasible to offer

d.
need; can afford; useful

e.
use; have to use; available

(Answer: c; p. 97; Challenging; LO2)

118.
Jim Yeager has recently found that his MIS system is not always able to provide the information he needs. If the information is available and affordable, then what must the problem be?

a.
MIS limitations

b.
lack of knowledge of using it

c.
faulty equipment

d.
all of the above

e.
none of the above

(Answer: a; p. 98; Moderate; LO2)

119.
Emma Iliffe is currently researching data from the accounting, operations, and sales departments to make marketing decisions. Diana is making use of ________ databases.

a.
external

b.
current

c.
historical

d.
internal

e.
foreign

(Answer: d; p. 98; Easy; LO2)

120.
Your marketing department is attempting to improve strategic decision making, to assess and track competitors’ actions, and to provide early warning of opportunities and threats. Your department would do well to use ________.

a.
internal databases

b.
external databases

c.
marketing intelligence

d.
the Internet

e.
company reports only

(Answer: c; p. 99; Challenging; LO2)

121.
To assist in the development of a new economics textbook, Pearson Prentice-Hall is using the systematic design, collection, analysis, and reporting of relevant data. What are they doing ?

a.
promotion

b.
self-study

c.
marketing research

d.
cost-benefit analysis

e.
target market identification

(Answer: c; p. 100; Challenging; LO3)

122.
The president of the Millersville Lions Club is making a presentation to the members of the club’s board company. He is trying to convince them to conduct some marketing research about membership recruitment. Which of the following would he NOT emphasize as a benefit or selling point?

a.
assessing new membership potential

b.
understanding member satisfaction

c.
measuring the effectiveness of recent service activities

d.
measuring the effectiveness of local newspaper advertising

e.
none of the above

(Answer: c; p. 100; Challenging; LO3)

123.
You want to determine the effectiveness of your radio advertising campaign versus your newspaper ads to deliver new customers to your two-day sale. You are involved in what type of research?

a.
exploratory

b.
descriptive

c.
causal

d.
focus group

e.
market

(Answer: c; p. 101; Easy; LO3)

124.
Loft Industries sells roof trusses to contractors and builders and uses observation in its marketing research. Which of the following methods would be best for this firm?

a.
people meters

b.
checkout scanners

c.
cookies

d.
mechanical observation

e.
marketing intelligence

(Answer: d; p. 109; Challenging; LO3)

125.
Ajax Contracting plans on using mail questionnaires to collect large amounts of data. This method has all the following advantages EXCEPT ________.

a.
low cost per respondent

b.
may provide more honest answers

c.
has a low average response rate

d.
no interview to bias respondents’ answers

e.
C and D

(Answer: c; p. 106; Challenging; LO3)

126.
Focus group interviewing is a major marketing research tool often used to gain insight into consumer thoughts and feelings. However, it is weak as a decision tool because the sample size is small, and it may be difficult to ________.

a.
find a representative sample

b.
generalize from the results

c.
administer the questions

d.
orchestrate cooperation

e.
find enough secondary data to support the findings

(Answer: b; p. 106; Moderate; LO4)

127.
Companies often use ________ to locate and organize customer information that is buried deep in separate databases, plans, and records of many different company functions and departments.

a.
customer satisfaction measurement

b.
more sophisticated software

c.
customer relationship management

d.
synergetic meetings of the minds

e.
marketing intelligence

(Answer: c; p. 112; Moderate; LO4)

128.
You recommend to your small business clients that they use the no-cost method of observation to gather market research. However, they should NOT ________.

a.
observe vehicle and pedestrian traffic

b.
monitor competitors’ advertising from local media

c.
evaluate their customer mix—how many and what kind of customers

d.
hire additional staff to observe extensively

e.
A and B

(Answer: d; p. 116; Easy; LO4)

129.
Juanita Petino operates a dress shop in a suburban mall. Her research budget is very small, and thus she utilizes low-cost or no-cost methods to gather research data. One method that works very well for her is to change the themes in her local newspaper and radio advertising and watch the result. Juanita is using ________ to gather data for marketing decisions.

a.
informal surveys

b.
experiments

c.
guess work

d.
logic-directed research

e.
causal analysis

(Answer: b; p. 116; Easy; LO3)

130.
The most explosive issue facing online researchers concerns ________.

a.
consumer privacy

b.
fear that e-mail addresses will be used to sell products

c.
use of Spambots or Trojans to collect personal information

d.
A and B

e.
all of the above

(Answer: e; p. 108; Challenging; LO5) {AACSB: Ethics}

131.
American consumers, when surveyed about computer research, have stated that ________.

a.
companies have too much personal information

b.
their personal privacy has already been compromised

c.
companies do not need to collect a consumer’s zip code

d.
A and B

e.
all of the above

(Answer: d; p. 119; Moderate; LO5) {AACSB: Ethics}

132.
For a marketer deciding where to relocate within the city, the research will most likely use ________.

a.
traffic-flow patterns in specific areas

b.
lifestyle characteristics found in the city

c.
past sales data

d.
competitors’ sales data

e.
ways to repackage the marketer’s products

(Answer: a; p. 116; Easy; LO4)

133.
McDonald’s wishes to test the effects on sales of two different prices it might charge for its new sandwich.  It plans to introduce the new sandwich at one price in one city and at another price in a second city.  Assuming the cities are similar and all other marketing efforts for the sandwich are the same, then differences in sales could be related to the price change.  This is an example of ________. 

a.
survey research

b.
experimental research

c.
a focused group study

d.
observational research

e.
ethnographic research

(Answer: b; p. 104; Challenging; LO4)

134.
You want to find out whether Californians between 21 and 40 years of age attend church regularly and whether Californians between 41 and 70 do not regularly attend church. You will most likely use ________ to collect your data.

a.
observation

b.
a simple random sample

c.
a stratified random sample

d.
people meters

e.
checkout scanners

(Answer: c; p. 109; Moderate; LO4)

135.
You have decided to use only open-ended questions on your survey. Which of the following questions would NOT be found on your survey?

a.
Why did you vote for George W. Bush?

b.
What is your gender?

c.
What is your best childhood memory?

d.
Why don’t you like your teacher?

e.
Where did you spend your last vacation?

(Answer: d; p. 109; Moderate; LO4)

Short Answer

136. Briefly explain the following statement: “Too much information can be as harmful as too little.”


Too much information may prohibit the marketers from clearly applying the data/information to their objectives, or the excess information may lead the marketers to lose sight of the objectives.

(p. 96; Moderate; LO1)

137.
What do marketers do when marketing intelligence cannot provide the detailed information needed?


They then conduct marketing research.

(p. 100; Easy; LO2)

138.
What type of research would you use when attempting to identify which age group of voters prefers the democratic candidate in an upcoming election?


Descriptive research would be most appropriate.

(p. 101; Easy; LO3)

139.
Would the objective of exploratory research, descriptive research, or causal research be most important when attempting to determine whether shoppers in the Midwest are more sensitive to a price increase for laundry soap than shoppers on the East Coast?


Causal research would be most important; causal research would allow the research to compare the differences in the two geographic regions.

(p. 101; Challenging; LO3)

140.
When developing a research project, according to the text, what guides the whole process?


The statement of the problem and research objectives guides the entire process.

(p. 101; Easy; LO3)

141.
Management notes that sales have dropped at XYZ Corporation. Offer two specific pieces of helpful information that research might identify.


The researcher will likely want to find out whether the number of competitors has increased and/or whether current competitors have changed their marketing strategies.

(p. 101; Challenging; LO4)

142.
You want to determine whether no-smoking policies have impacted employee morale in the United States in the past few years. Are any secondary data likely available? Why?


Yes, there are likely to be several studies conducted from which the researcher could extract information because many companies have implemented no-smoking policies in recent years.

(p. 103; Challenging; LO4)

143.
You want to determine whether recent changes in retirement legislation have impacted employee morale in companies that employ fewer than 50 workers in Fort Wayne, Indiana. Are any secondary data likely available? Why?


Because the data sought are quite specific, there will likely not be much, if any, data that specifically answer the question.

(p. 103; Challenging; LO4)

144.
You have decided to run for a local political office. You want to hand-deliver campaign materials to the homes of registered Democrats who voted in the most recent election. Explain how marketing intelligence plays a role in this scenario.


You must have a system for knowing where the voters live; merely knocking on every door would be inefficient. You need a list of registered Democrats, their voting records, and their addresses from which you can plan your visits.

(p. 100; Challenging; LO4)

145.
Give an example of primary data that could effectively be collected via observation.


Answers will vary. Observing the purchase of lottery tickets or diet soft drinks, for example, among genders or age groups could be observed with little error.

(p. 104; Moderate; LO3)

146.
Why would survey research be a preferred approach over observation research when attempting to assess customer satisfaction?


Survey research is more effective than observation in measuring customer satisfaction because observing smiling customers or armloads of merchandise, for example, does not necessarily indicate customer satisfaction.

(p. 105; Moderate; LO3)

147.
Among all of the various contact methods discussed in the text, which provides the worst response rate and least control of the sample?


Mail provides the worse response rate

(p. 105; Easy; LO4)

148.
Among all of the various contact methods discussed in the text, which provides the most flexibility?


Personal interviewing.

(p. 105; Easy; LO3)

149.
A marketer of frozen dinners has decided to collect consumer feedback via a focus group interview. How might the marketer know for certain whether peas or green beans should be included with the turkey entrée?


The group might be given a prepared meal with both vegetable options. Afterward, the marketer can obtain fresh feedback from the respondents—or, through observation, the marketer could have assessed respondents’ reactions and facial expressions while eating.

(p. 106; Challenging; LO4)

150.
What determines the proper sample size?


Large samples give more reliable results than small samples. However, they usually cost more. If well chosen, very small samples can often give good reliability.

(p. 109; Moderate; LO4)

151.
A researcher is collecting data in an airport. Why is this most likely a convenience sample?


People in an airport are often in a hurry; not everyone will want to participate in providing data. Therefore, the researcher may be collecting data from whoever is willing to provide it.

(p. 109; Easy; LO4)

152.
You are using an observation research approach to determine whether retired people drink more coffee at McDonald’s during lunch than they do during dinner. Why may this approach not be effective in this scenario?


It is difficult to determine, just by looking, whether people are retired.

(p. 104; Easy; LO4)

153.
What is the best type of probability sample to use to determine whether retired people drink more coffee at McDonald’s during lunch than they do during dinner? Explain.


A stratified random sample allows the researcher to group respondents based on work status. From there, the researcher can select a random sample from among the retired respondents.

(p. 109; Moderate; LO4)

154.
Give an example of a closed-ended question.


Closed-ended questions force respondents to answer with a limited number of options. Here are a few examples: What is your gender? Do you prefer McDonald’s to Burger King? Do you like spinach?

(p. 109; Easy; LO3)

155.
Give two assumptions that a researcher may make when relying on online databases.


The researcher assumes that the data are relevant, accurate, current, and impartial.

(p. 103; Easy; LO4) {AACSB: Technology}

Scenario


Jason West, owner of A-1 Cleaning, began his enterprise in 2001. Jason’s primary focus had been on office cleaning for large corporations. But in recent months Jason has seen a decline in demand for office cleaning. Surprisingly, the competitive environment appears relatively stable with no new competitors. However, Jason understands that office cleaning is a high-frequency service that is usually performed daily; therefore, competitors must be doing something to attract his customers. Building a competitive advantage seems to be the only option to offset competition. But as Jason pondered his dilemma, he realized that, prior to building his competitive advantage, he needed to better understand how customers assess service quality and what they are looking for in a superior cleaning service.


Jason developed a research plan. First, he gathered competitor information—primarily through pamphlets, but also from a few phone calls—to find out exactly what competitors offer in their cleaning packages. In addition, Jason obtained from the area Chamber of Commerce an updated list of local corporations to which he would send a short survey.


Though the list of corporations contained 141 local company names, Jason chose to survey 75 of them. To better understand customer service expectations between both small and large corporations, Jason divided his surveys into two categories. The survey questions were designed to extract specific data from respondents with regard to service quality expectations in correlation to service frequency and price. 


Jason awaited the results. Though his primary focus had been on large corporations, he was flexible at this point to aim his efforts differently if needed.

156.
Did Jason West use any particular type(s) of marketing intelligence in this scenario?


Jason obtained intelligence information through competitors’ pamphlets and through a few phone calls made directly to the competitors.

(p. 99; Easy; LO2)

157.
What triggered Jason’s recognition that he needed marketing research?


Jason first recognized that demand was slipping for his services. As he considered this, he felt that he did not fully know what makes customers happy. He wanted to become better aware of what customers want in a cleaning service and how those customers measure service quality. Finally, he wanted to find out whether he should continue to focus only on large corporations or, perhaps, change his focus.

(p. 100; Challenging; LO3)

158.
In what way(s) did Jason’s project require descriptive data?


The primary descriptive data being sought in Jason’s project included the customers’ attitudes toward service quality and their expectations from cleaning service providers.

(p. 101; Moderate; LO3)

159.
In what way(s) did Jason’s project require exploratory research?


Jason used his survey to determine preliminary information that will help him develop hypotheses for further testing about specific services, service quality, and awarding of job contracts.

(p. 101; Challenging; LO3)

160.
What type(s) of secondary data did Jason collect?


The list of local companies provided by the area Chamber of Commerce constitutes a major source of secondary data in this scenario.

(p. 102; Easy; LO3)

161.
Could Jason use observational research to effectively study this market? Explain.


No. Collecting observational data within a business environment may be difficult. Individuals’ perceptions of service quality and customer satisfaction are difficult to observe.

(p. 104; Moderate; LO3)

162.
What types of contact methods did Jason utilize in this scenario?


He used the telephone to obtain competitor information early in the scenario. Furthermore, he relied heavily on his mailed survey in order to get the respondents’ feelings about service quality.

(p. 105; Easy; LO3)

163.
Why might Jason have purposefully avoided collecting data via online research?


As with any online data collection project, respondents may be less likely to complete a survey than if a survey is sent to them via mail. In addition, Jason wanted to control who was included in the sample; online data collection does not always guarantee that. Online surveys might work well in reaching hard-to-reach respondents; but, in this scenario, Jason knew exactly who he had to contact and where he could contact them.

(p. 108; Challenging; LO3) {AACSB: Technology}

164.
Jason chose to survey only 75 of the 141 companies on the list provided by the Chamber. What might this suggest about his sample selection process?


The case does not specify an answer to this question. Jason may have selected the 75 companies just based on convenience. He obviously selected those 75 companies because he felt assured that they accurately reflected the typical type of businesses that he would want to target with his cleaning service. He also may have applied his experience/expertise when making the selection.

(p. 109; Challenging; LO4)

165.
How might Jason assure ethical conduct toward his respondents?


Jason might have included a disclosure statement on his survey, indicating that all information would be kept confidential, that the project was not a sales gimmick, that he was not building a database to be provided to any outside party, and that respondents could call him directly if any further questions arose.

(p. 119; Easy; LO5) {AACSB: Ethics}

Continuing Small Business Case #3: Carr’s Butter

Tim Carr of Carr’s Butter was contemplating the production of the highest quality organic butter for sale to both fine restaurants and selected gourmet shops. The butter would be produced in Lancaster, Pennsylvania, from organic milk purchased from local Amish farmers. Tim had been a successful chef and restaurant owner for many years and felt there was a market for this product. The quality of butter made a significant difference in the taste of sautéed food, and the reputation of the Amish for quality was widely respected. Tim initially hoped to enter the market regionally. His product would initially be offered for sale to highly rated restaurants in New York, Philadelphia, Baltimore, and Washington, D.C. After he built a reputation for quality, he planned to expand his business in the same region into gourmet shops for home use. Eventually, production capacity and market permitting, Carr’s Butter would expand to a national market. Tim knew that before he did anything he needed to take a long, hard, look at the competition as well as measure the potential market for his product. He turned to the Internet and began to search under “organic butter.” He also visited local grocery store chains, a local organic grocery store, and several gourmet shops to develop a list of his future competitors. He then visited and analyzed the Web sites of these companies. Tim also hired a group of local university students to conduct a telephone survey on butter purchases and usage at a number of fine restaurants in his target cities.

166. How did Tim Carr make use of secondary data?


Tim searched the Internet for the names of producers of organic butter. He visited their Web sites and collected information posted on them. He also made use of the Internet to develop lists of fine gourmet restaurants in the major cities he planned to survey and target.

(p. 103; Moderate; LO3)

167.
Carr’s Butter is a small, undercapitalized startup company. How did Tim overcome the issue of a need to do “expensive” research?

Tim used the Internet. He used observation research by visiting stores and examining what they had on their shelves. Finally, using the students from a local university, he paid for a small phone survey of a convenience sample of fine restaurants.

(p. 116; Moderate; LO1)

168. In the survey of fine restaurants, do you recommend that Carr’s Butter use open-ended or closed-ended questions? What information should Tim try to collect?

The survey should probably contain both open-ended and closed-ended questions. Where the responses can reasonably be anticipated, closed-ended would be preferred to aid in coding the responses. Where an opinion is sought, or when you do not wish to limit the response, an open-ended question would be preferred. Tim might want to learn if the restaurant currently uses organic butter. How much butter do they use over a given time period? What kind of butter do they use? What do they usually pay for butter? Does the restaurant offer special butter on the table to their patrons?

(p. 109; Moderate; LO3)

Continuing Small Business Case #4: Millersville Federal Credit Union

The Millersville Federal Credit Union (MFCU) wanted to develop a way of determining what members thought of the credit union, and if members felt improvements could be made to the services the credit union currently offered. Sharon, the MFCU’s manager, felt that this could be best accomplished through a survey of the members. The credit union has approximately 1,000 members and she wanted to use a sufficiently large sample to provide the credit union with usable data.  To accomplish this, the survey was distributed in two ways: 100 were placed in the credit union office, where customers were asked to take them along, and complete and return them, and 150 were mailed to members who were selected at random from a mailing list of the total membership.

169. How would you describe this sample?

Sharon was probably constrained in the amount of money that could be spent on this study. To save money and to increase participation, she used two very different sample types: (1) a simple random sample (mail survey) and (2) a convenience sample (office sample). The first approach would provide the credit union with a probability sample and the second with a non-probability sample. As she combined the two, she was left with a non-probability sample for the entire study.

(p. 109; Moderate; LO4)

170.
Would you recommend open-ended or closed-ended questions for this survey?


The objective of this research is to determine what the members thought of the credit union, and if they had suggestions as to how to improve services they currently offered. While both of these objectives would be better served with open-ended questions, some closed-ended questions might also be asked where one wishes to better quantify the results—for example, questions that ask the members to “rate” the level or quality of a particular service.

(p. 109; Moderate; LO3)

171. Given the financial constraints that Sharon faced, how might she have increased the number of respondents without greatly increasing the cost of the research?

The major cost incurred in the survey was the postage for the 150 surveys that were mailed. By delaying the survey until account statements were mailed and then including the survey in the statements to all of the members (approximately 1,000), it is likely that the number of returned surveys would have been higher. (Note: This type of survey is called a census.)

(p. 109; Challenging; LO4)

Continuing Small Business Case #6: Mr. Bill’s Seafood

Tim Glatfelter, owner of Mr. Bill’s Seafood, wanted to learn more about his customers and to find ways to better meet their seafood needs. Because he did not have a mailing list of his customers, Tim was limited in his ability to reach them. He could not telephone them, and he had no way to mail a survey to them. He decided to distribute a questionnaire to customers as they visited his store. This did enable him to offer both an English and a Spanish version of the questionnaire. Tim kept the questionnaire short, asking only eight questions:

1. What is your age?

( ) 22 and under  ( ) 23-39  ( ) 40-64  ( ) 65 and over
2. How often do you shop at Mr. Bill’s?

( ) first visit  ( )couple times a week  ( ) couple times a month  ( ) couple times a year

3. How did you learn about Mr. Bill’s?

( ) word of mouth  ( ) an advertisement  ( ) walk in  ( ) other _______________

4. What do you consider to be the best product offered here?

( )  fish  ( ) clams  ( ) crabs  ( ) shrimp  ( ) other _________________

5. Have you bought seafood elsewhere in the area; if so, where?

6. What suggestions can you give to help improve how the products are displayed?

7. What do you consider to be things that Mr. Bill’s does the best?

8. What kind of changes would you like to see to help better serve you?

172.
How would you describe this sample?


This is a non-probability, convenience sample. While the survey asks about shopping frequency, the sample will only provide information from those who shopped in the store during the time frame of the study. Since it is conducted in the store, it also is limited to current customers of Mr. Bill’s, or those who are shopping there for the first time.

(p.109; Moderate; LO4)

173.
Were the questions used open-ended or closed-ended? Discuss.


Half of the questions were closed-ended (1-4) and half were open-ended (5-8). The closed-ended questions were structured to allow some cross tabulation of the resulting data (developing comparative tables—for example, by age or by shopping frequency). The closed-ended questions also provided specific feedback about product preference and the possible effectiveness of any advertisements. The open-ended questions provide information that could be helpful in identifying areas that might be changed or improved.

(p. 109; Moderate; LO3)

174. What do you see as the most significant shortcoming of this research?

The biggest shortcoming of this research is “who” is surveyed. This research only asks questions of current or visiting customers. It does not tell Tim anything about what might bring in customers who are shopping at competitors. Otherwise, it is a potentially helpful survey.

(p. 108; Challenging; LO4)

175.
Besides this marketing research study, what other marketing information technique might Tim have used?


Marketing information is developed from three different sources. This survey is an example of marketing research. In addition to marketing research Mr. Bill’s should be examining internal data. This will provide information such as how well certain products sell versus others, what impact a price change has, what impact a change in store hours has, etc. Tim should also engage in an ongoing process of marketing intelligence. Competitors should be visited from time to time, and their prices and product lists should be analyzed.  

(p. 97; Challenging; LO2)
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