Chapter 4

Managing Marketing Information

Multiple-Choice
1. In the mid-1980s, Coca-Cola made a big marketing blunder by replacing the original formula with New Coke. Looking back it seems that Coke _____.
a. made a mistake with the research plan for collecting information

b. made a mistake implementing the research plan

c. made a mistake analyzing the data

d. defined its marketing research problem too narrowly

     Answer: (d) Difficulty: (2) Page: 108

2. All of the following are steps in the marketing research process, except which one?

a. defining the research problem and research objectives

b. defining the marketing information system

c. implementing the research plan

d. interpreting and reporting the findings

Answer: (b) Difficulty: (2) Page: 114

3. In order to produce superior value and satisfaction for customers, companies need _____ on competitors, resellers, and other forces in the marketplace.

a. marketing plans

b. pricing data

c. secrets

d. marketing information

Answer: (d) Difficulty: (1) Page: 150
4. The marketing information system serves _____. 

a. marketing managers

b. internal partners

c. external partners such as suppliers, resellers, or marketing services agencies

d. all users of marketing information

Answer: (d) Difficulty: (2) Page: 150
5. _____ (is/are) electronic collections of information obtained from data sources within the company.

a. Marketing intelligence

b. Marketing research

c. Internal databases

d. External databases

Answer: (c) Difficulty: (1) Page: 131
6. Information contained in internal databases can come from many sources. All of the following are examples of vital internal sources, except which one?

a. The accounting department prepares financial statements and keeps records of sales, costs, cash flows.

b. The operations department prepares reports on production schedules, shipments and inventories.

c. The marketing department furnishes information on customer demographics, psychographics, and buying behavior.

d. Important intelligence information from suppliers.

Answer: (d) Difficulty: (1) Page: 111

7. All of the following statements point toward problems associated with internal databases, except which one?

a. Internal databases can be accessed more cheaply than other information sources.

b. Internal databases can be accessed less quickly than other information sources.

c. Internal information may be incomplete or in the wrong form for marketing decision making.

d. Data ages quickly; hence, it is imperative to keep the database current.

      Answer: (a) Difficulty: (2) Page: 132
8. _____ is systematic collection and analysis of publicly available information about competitors and developments in the marketplace.

a. Market research

b. Marketing intelligence

c. Internal database

d. Marketing research

Answer: (b) Difficulty: (2) Page: 132

9. The systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization is called _____.

a. marketing research

b. marketing intelligence

c. causal research

d. exploratory research

Answer: (a) Difficulty: (2) Page: 134
10. _____ is often the hardest step in the research process.

a. Developing the research plan

b. Implementing the research plan

c. Interpreting and reporting the research findings

d. Defining the problem and research objectives

Answer: (d) Difficulty: (2) Page: 134

11. After defining the marketing research problem carefully, the manager and researcher must _____.

a. implement the research plan

b. develop the research plan

c. set the research objectives

d. interpret and report the findings

Answer: (c) Difficulty: (2) Page: 134

12. The objective of _____ is to gather preliminary information that will help define the problem and suggest hypotheses. 

a. descriptive research

b. exploratory research

c. causal research

d. marketing research

Answer: (b) Difficulty: (2) Page: 134

13. To describe things, such as the market potential for a service or the psychographics and attitudes of consumers who buy the service, is the objective of _____.

a. exploratory research

b. causal research

c. descriptive research

d. all research

Answer: (c) Difficulty: (2) Page: 135
14. Would a 15 percent decrease in tuition at a state university result in an enrollment increase sufficient to offset the reduced tuition? This hypothesis can be tested using _____.

a. descriptive research

b. exploratory research

c. causal research

d. marketing research

Answer: (c) Difficulty: (2) Page: 135
15. The objective of _____ is to test hypotheses about cause-and-effect relationships.

a. exploratory research

b. descriptive research

c. marketing research

d. causal research

Answer: (d) Difficulty: (2) Page: 135
16. Managers often start with _____ and later follow with _____ or _____.

a. descriptive research; causal research; exploratory research

b. exploratory research; descriptive research; causal research

c. causal research; exploratory research; descriptive research

d. marketing research; exploratory research; descriptive research

Answer: (b) Difficulty: (2) Page: 134-135
17. All of the following are spelled out clearly in the research plan, except which one?

a. Sampling plans

b. Research instruments

c. Contact methods

d. Research objectives

Answer: (d) Difficulty: (3) Page: 138
18. _____ consists of information that already exists somewhere, having been collected for another purpose.

a. Secondary data

b. Primary data

c. Ethnographic research

d. Observation

Answer: (a) Difficulty: (1) Page: 136
19. Information collected for the specific purpose at hand is called _____.

a. secondary data

b. primary data

c. survey research

d. experimental research

Answer: (b) Difficulty: (2) Page: 138
20. _____ provides supermarket scanner data on sales, market share, and data on TV audiences.

a. Information Resources Inc.

b. Simmons Market Research Bureau

c. Lexis-Nexis

d. A.C. Nielsen Corporation

Answer: (d) Difficulty: (2) Page: 147
21. All of the following are problems which secondary data presents to researchers, except which one?

a. The information may simply not exist.

b. Data, when found, might not be very usable.

c. Data should be verified to make certain it is relevant.

d. Secondary sources can provide data an individual company cannot collect on its own.

Answer: (d) Difficulty: (2) Pages: 136
22. An Internet or online database search might provide _____ information a company needs quickly.

a. primary data

b. secondary data

c. observational research

d. experimental research

Answer: (b) Difficulty: (2) Page: 136
23. All of the following research approaches can be used to gather primary data, except which one?

a. observation

b. surveys

c. experiments

d. Lexis-Nexis Universe

Answer: (d) Difficulty: (2) Page: 117

24. _____ sells supermarket scanner purchase data from a panel of 55,000 households nationally, with measures of trial and repeat purchasing, and brand loyalty.

a. Yankelovich and Partners

b. A.C. Nielsen Corporation

c. Media Metrix

d. Information Resources Inc.

Answer: (d) Difficulty: (2) Page: 116

25. _____ sells information on important social and lifestyle trends.

a. Yankelovich and Partners

b. A.C. Nielsen Corporation

c. Media Metrix

d. Information Resources Inc.

Answer: (a) Difficulty: (2) Page: 115

26. _____ involve(s) sending trained observers to watch consumers in their "natural environment."

a. Marketing research

b. Market research

c. Ethnographic research

d. Focus group interviews  

Answer: (c) Difficulty: (2) Page: 139
27. All of the following are limitations of observational research, except which one?

a. It is difficult to observe feelings, attitudes and motives.

b. Long-term behavior is difficult to observe.

c. Infrequent behavior is difficult to observe.

d. Observational research can obtain information that people are unwilling to provide.

Answer: (d) Difficulty: (2) Page: 138

28. _____ is the approach best suited for gathering descriptive information.

a. Observational research

b. Survey research

c. Experimental research

d. Secondary research

Answer: (b) Difficulty: (2) Pages: 139 

29. _____ is best suited to gathering causal information.

a. Exploratory research

b. Descriptive research

c. Experimental research

d. Observational research

Answer: (c) Difficulty: (2) Page: 139-140
30. All of the following are problems associated with survey research, except which one?

a. Survey research can be used to obtain many different kinds of information in many different situations.

b. People are unable to answer survey questions because they cannot remember.

c. People are reluctant to respond to interviewers about things they consider private.

d. Respondents sometimes give pleasing answers to help the interviewer.

Answer: (a) Difficulty: (2) Page: 139
31. Before McDonald's adds a new sandwich to its menu, it uses _____ to test the effects on sales of two different prices it might charge.

a. surveys

b. focus groups

c. observation

d. experiments

Answer: (d) Difficulty: (2) Page: 140
32. _____ can be used to collect large amounts of information at a low cost per respondent.

a. Mail questionnaires

b. Telephone interviews

c. Personal interviews

d. Online surveys

      Answer: (a) Difficulty: (1) Page: 140
33. All of the following are advantages of mail surveys, except which one?

a. Respondents give honest answers to personal questions on a mail questionnaire.

b. There is no interviewer bias.

c. Mail surveys offer limited flexibility in terms of the way respondents answer the same questions in a fixed order.

d. Mail surveys can used to collect large amounts of information.

Answer: (c) Difficulty: (1) Page: 140
34. _____ provide greater flexibility and have higher cost per respondent than mail surveys. 

a. Telephone interviews

b. Focus group interviews

c. Group interviews

d. Online interviews

Answer: (a) Difficulty: (2) Page: 140
35. A _____ is a segment of the population selected to represent the population as a whole.

a. universe

b. sample frame

c. sample

d. market segment

Answer: (c) Difficulty: (2) Page: 144
36. When each member of the population has an equal and prior known chance of selection in the sample, it is called _____.

a. probability sample

b. nonprobability sample

c. sampling procedure

d. sampling error

      Answer: (a) Difficulty: (1) Page: 144
37. All of the following are examples of probability samples, except which one?

a. Cluster sample

b. Simple random sample

c. Stratified sample

d. Judgment sample

Answer: (d) Difficulty: (2) Page: 144*
38. All of the following are examples of nonprobability samples, except which one?

a. Convenience sample

b. Judgment sample

c. Simple random sample

d. Quota sample

Answer: (c) Difficulty: (2) Page: 144*
39. _____ measure subjects' physical responses.

a. Questionnaires

b. Mechanical devices

c. Internal databases

d. Focus group interviews

Answer: (b) Difficulty: (2) Page: 147
40. The _____ is by far the most common research instrument to collect data.

a. eye camera

b. galvanometer

c. pupilometer

d. questionnaire

Answer: (d) Difficulty: (2) Page: 146
41. Sue Smith is interested in conducting a marketing research study using homemakers in the mid-western U.S.  She is ready to embark upon designing the sample for the study. Her primary requirement is to ensure that she can calculate confidence limits for sampling error. Sue is looking into a _____.

a. nonprobability sample

b. probability sample

c. convenience sample

d. judgment sample

Answer: (b) Difficulty: (3) Page: 144
42. Patricia Wilkes is interested in obtaining honest responses when discussing research topics such as income, medical conditions, or other sensitive issues. Patricia should use _____.

a. traditional surveys to collect data

b. focus groups to collect data

c. web research to collect data

d. experimental research to collect data

Answer: (c) Difficulty: (2) Pages: 142
43. A marketing information system (MIS) consists of _____ to collect, sort, analyze, evaluate, and distribute needed, timely, and accurate information to marketing decision makers.

a. people

b. equipment

c. procedures

d. all of the above

Answer: (d) Difficulty: (1) Page: 131
44. The Marketing Information System (MIS) begins and ends with _____.

a. marketing managers

b. internal partners

c. external partners

d. all information users

Answer: (d) Difficulty: (2) Page: 131
45. The Marketing Information System (MIS) _____.

a. interacts with information users to assess information needs

b. develops needed information from databases, marketing intelligence activities, and marketing research

c. helps users to analyze information and distribute it. 

d. all of the above

Answer: (d) Difficulty: (2) Page: 131
46. Managers use marketing research to _____.

a. understand customer satisfaction and purchase behavior

b. assess market potential and market share 

c. measure the effectiveness of pricing, product, distribution, and promotion activities

d. all the above 

Answer: (d) Difficulty: (2) Page: 1
47. _____ often yield(s) the kinds of intimate details that just don't emerge from traditional focus groups.

a. Online surveys

b. Ethnographic research

c. Personal Interviews

d. Experiments

Answer: (b) Difficulty: (2) Page: 139
48. Companies are allowing key customers and value-network members to access account and product information and other data on demand from _____.

a. the Internet

b. the intranet

c. the extranet

d. web pages

Answer: (c) Difficulty: (2) Page: 150-151
49. A company _____ provides ready access to research information, stored reports, shared work documents, contact information for employees and other stakeholders, and more.

a. extranet

b. Internet

c. web page

d. intranet

Answer: (d) Difficulty: (2) Page: 150-151
50. iGo, a catalog and Web retailer, integrates incoming customer service calls with up-to-date database information about customers' Web purchases and e-mail inquiries. iGo's service reps access this information on the _____ while speaking with the customer.

a. Internet

b. intranet

c. extranet

d. home page

Answer: (b) Difficulty: (2) Page: 150-151
51. All of the following are problems international marketing researchers face, except which one?

a. It is sometimes difficult to find good secondary data.

b. It is hard to develop good samples.

c. Large international research services do operate in many countries.

d. Secondary information is difficult to compare on a country-by-country basis.

Answer: (c) Difficulty: (1) Page: 133

52. All of the following are benefits of Customer Relationship Management (CRM), except which one?

a. Managers using CRM can pinpoint high-value customers.

b. Managers can customize offers to specific customer requirements.

c. Managers can cross-sell the company's products.

d. Collecting, maintaining and mining customer data is expensive using CRM software.

Answer: (d) Difficulty: (1) Page: 129

53. Siebel Systems, Oracle, SAS, and SPSS are just a few names of companies selling _____ software.

a. spreadsheet

b. CRM

c. word processing

d. statistical/database

Answer: (b) Difficulty: (3) Page: 130

54. All of the following statements are accurate descriptions of CRM, except which one?

a. U.S. companies will spend an estimated $10-$20 billion this year on CRM software.

b. Siebel Systems, Oracle, SAS and SPSS are a few names of companies selling CRM software.

c. Companies must view CRM only as a technology and software solution.

d.  CRM is just one part of an effective overall customer relationship management strategy.

Answer: (c) Difficulty: (3) Pages: 128-130 

55. The gathering of primary data by observing relevant people, actions, and situations is called _____.

a. marketing research

b. online marketing research

c. focus group research

d. observational research

Answer: (d) Difficulty: (2) Page: 117

56. _____ are electronic monitoring systems that link consumer's exposure to television advertising and promotion (measured using TV meters) with what they buy in stores (measured using store checkout scanners)

a. People meters

b. MIS

c. Single-source data systems

d. A.C. Nielson Corporation

Answer: (c) Difficulty: (2) Page: 120

57. According to the authors of your text, all of the following statements are true, except which one?

a. Half of the managers in a survey said they couldn't cope with the volume of information they get on a regular basis.

b. Two-thirds of managers surveyed said they wanted more information.

c. One manager said despite the volume of information, they're still not getting what they want.

d. A former CEO at Unilever once said that he has rich information and knows how to manage and use it well.

Answer: (d) Difficulty: (3) Pages: 107-109

58. Looking back at Coca-Cola's marketing blunder, we can see that Coke defined its marketing research problem too narrowly. The research failed to take account of the _____.

a. taste of rival soft drinks such as Pepsi

b. market share of Pepsi

c. sample size of customers interviewed

d. intangibles-Coke's name, history, packaging, cultural heritage, and image

Answer: (d) Difficulty: (3) Pages: 107-109

59. The objective of exploratory research is to gather preliminary information that will _____.

a. help define the problem

b. suggest hypotheses

c. clarify a problem, develop hypotheses and later test it on larger representative samples

d. all of the above

Answer: (d) Difficulty: (2) Page: 114

60. All of the following are examples of secondary data collection, except which one?

a. An internet or online database search.

b. Fisher-Price sets up observation labs in which it could observe the reactions of little tots to new toys.

c. Information Resources Inc, offers supermarket scanner data to users for a fee.

d.  Sending trained observers to watch consumers in their "natural environment."

Answer: (b) Difficulty: (2) Pages: 115-116

61. Interviewer bias is a potential problem in each of the following research methods, except which one?

a. mail survey research

b. personal interviews

c. telephone interviews

d. group interviewing

Answer: (a) Difficulty: (2) Page: 121

62. In focus group interviews the _____ "focuses" the discussion-hence the name focus group interviewing.

a. leader

b. mediator

c. moderator

d. interviewer

Answer: (c) Difficulty: (2) Page: 122

63. Adam Smith and seven others were invited to a _____ to share their opinions about cell phones they owned. Part of the exercise dealt with looking at some newer models and discussing their attributes and benefits too.

a. personal interview

b. lab interview

c. telephone interview

d. focus group interview

Answer: (d) Difficulty: (2) Page: 122

64. All of the following statements are accurate descriptions of closed-end questions, except which one?

a. Multiple-choice questions are examples of closed-end questions.

b. Scale questions are examples of closed-end questions.

c. Closed-end questions provide answers that are easier to interpret and tabulate.

d. Respondents answer in their own words to closed-end questions

Answer: (d) Difficulty: (2) Page: 126

65. All of the following are examples of mechanical instruments to monitor consumer behavior, except which one?

a. Supermarket scanners

b. People meters

c. Galvanometers

d. Questionnaires

Answer: (d) Difficulty: (2) Page: 126

66. Which of the following are examples of customer touch points-contact made between the customer and the company?

a. Customer purchases made at a store.

b. Sales force contacts made in trade shows.

c. Customer service and support calls made at a client's facility.

d. All of the above are examples of customer touch points.

Answer: (d) Difficulty: (2) Page: 128

67. A market research manager in a local newspaper wishes to measure the effect of ad size used in the business section of the paper. She should use _____ as a research approach.

a. observation

b. personal interview

c. focus group interview

d. experiment

Answer: (d) Difficulty: (2) Page: 121

68. In a non-probability _____ sample, the researcher finds and interviews a prescribed number of people in each of several categories.

a. convenience sample

b. simple random sample

c. judgment sample

d. stratified random sample

Answer: (c) Difficulty: (2) Page: 123

69. All of the following statements are accurate descriptions of questionnaire design, except which one?

a. Researchers should use simple, direct, unbiased wording.

b. The first section should create interest if possible

c. Difficult or personal questions should be asked last so that respondents do not become defensive.

d. Open-end questions should be placed in the beginning of the questionnaire

Answer: (d) Difficulty: (2) Page: 126

70. A _____ is a companywide electronic storehouse of customer information.

a. database

b. data warehouse

c. CRM software

d. sophisticated data mining technique

Answer: (b) Difficulty: (2) Pages: 128

71. The purpose of a _____ is to allow managers to integrate the information the company already has.

a. data warehouse

b. database

c. data mining technique

d. questionnaire

Answer: (a) Difficulty: (2) Page: 128

72. Direct marketing companies use _____ to sift through mounds of data and dig out interesting relationships and findings about customers.

a. data warehouses

b. sophisticated data mining techniques

c. CRM software

d. databases

Answer: (b) Difficulty: (2) Pages: 128-129

73. All of the following are examples of the marketing information system, except which one?

a. Wal-Mart gives P&G and other suppliers access to information on consumer buying patterns and inventory levels.

b. Dell Computer creates tailored Premium Pages for large customers, giving them access to product design, order status, and service information.

c. FedEx lets consumers into its information system to schedule and track shipments

d. All of the above are examples of a company's information system.

      Answer: (d) Difficulty: (2) Pages: 109-110

74. The Campbell Soup Company combined secondary data on product consumption, media consumption and demographic characteristics, using several different sources. The Campbell Soup Company used _____.

a. a database system

b. ABI/INFORM

c. trade journals

d. single source data system

      Answer: (d) Difficulty: (3) Page: 120

75. Government departments (U.S. Department of Labor), industry associations (National Association of Convenience Stores), trade publications (Advertising Age), and in-house databases are examples of sources from which _____ may be obtained.

a. primary data

b. secondary data

c. survey data

d. experimental data

Answer: (b) Difficulty: (2) Page: 115

76. Pace Corporation is getting ready to conduct a(n) _____ to test the effects of the face value of coupons on the likelihood of coupon redemption, controlling for the frequency of brand usage.

a. observation

b. experiment

c. focus group

d. depth interview

Answer: (b) Difficulty: (3) Page: 121

77. _____ involve selecting matched group of subjects, giving them different treatments, controlling unrelated factors, and checking for differences in group responses.

a. Depth Interviews

b. Surveys

c. Experiments

d. Focus Groups  

Answer: (c) Difficulty: (2) Page: 121

78. Toy companies gather information on babies' toy preferences periodically using _____, because they are unable to express themselves adequately.

a. observational research

b. focus group research

c. experimental research

d. survey research

Answer: (a) Difficulty: (2) Page: 117

79. Macy's is unsure of its positioning/image in the consumers' eye. Hence, it needs to first identify the relevant factors (choice criteria) used by households in selecting the department store. The research approach best suited for this purpose is _____.

a. focus group research

b. experimental research

c. observational research

d. survey research

Answer: (a) Difficulty: (2) Page: 122

80. First Bank of East Meadow carried out focus groups to determine the needs and desires of the market and the level of satisfaction with the current products. The bank having undertaken focus groups, to understand the financial services needs of its customers, decided it was time to gather additional data by carrying out _____.

a. conclusive research

b. exploratory research

c. ethnographic research

d. descriptive research  

      Answer: (d) Difficulty: (3) Page: 114

81. _____ tries to explain cause-and-effect relationships.

a. Descriptive research

b. Exploratory research

c. Ethnographic research

d. Experimental research

Answer: (d) Difficulty: (1) Page: 114

82. _____, the most widely used method for primary data collection, is best suited to know about people's knowledge, attitudes, preferences and buying behavior.

a. Observational research

b. Survey research

c. Ethnographic research

d. Experimental research

Answer: (b) Difficulty: (1) Page: 118-121

83. A leading pen maker once developed a new positioning idea using exploratory research. Later the idea was further tested by _____ in the form of customer surveys.

a. ethnographic research

b. observational research

c. experimental research

d. descriptive research

Answer: (d) Difficulty: (2) Page: 121

84. A neighborhood bank is evaluating a possible new branch location by checking traffic patterns in and around the new location. _____ is the appropriate research approach for gathering primary data.

a. ethnographic research

b. observational research

c. descriptive research

d. exploratory research

Answer: (b) Difficulty: (3) Page: 117

85. Before conducting _____, the information needed is clearly defined.

a. exploratory research

b. focus group research

c. experimental research

d. descriptive research

Answer: (d) Difficulty: (2) Page: 118

True/False

86. Exploratory research assumes that the researcher has much prior knowledge about the problem situation.

      Answer: (False), Difficulty: (2) Page: 114

87. The objective of descriptive research is to gather preliminary information that will help define the problem and suggest hypotheses.

      Answer: (False), Difficulty: (2) Page: 114

88. The objective of causal research is to test hypotheses about cause-and-effect relationships.

      Answer: (True), Difficulty: (1) Page: 114

89. In the mid-1980s, Coca-Cola's failure was attributed to the company's failure to develop the research plan.

      Answer: (False), Difficulty: (2) Pages: 114-115

90. A company's information may prove to be its chief competitive advantage.

      Answer: (True), Difficulty: (2) Page: 109

91. Companies today have rich information and succeed in managing and using it well.

      Answer: (False), Difficulty: (2) Page: 111

92. A marketing information system assesses information needs, develops needed information, helps users analyze information and finally, distributes the marketing information and helps managers use it in their decision making.

      Answer: (True), Difficulty: (3) Pages: 109-110

93. When Wal-Mart gives Procter & Gamble access to information on consumer buying patterns and inventory levels, it is an example of the marketing information system.

      Answer: (True), Difficulty: (2) Page: 109

94. Internal marketing information collected for other purposes is complete and in the right form for making marketing decisions.

      Answer: (False), Difficulty: (2) Page: 109 

95. Marketing intelligence is systematic collection and analysis of publicly available information about competitors and developments in the marketplace.

      Answer: (True), Difficulty: (1) Page: 112

96. By itself, marketing information has no worth; its value comes from its use.

      Answer: (True), Difficulty: (2) Page: 111 

97. Sears wants to know what appeals will be most effective in its corporate advertising campaign. In such a situation, marketing intelligence will provide the detailed information needed.

      Answer: (False), Difficulty: (2) Page: 112

98. Marketing research is the systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization.

      Answer: (True), Difficulty: (2) Page: 113

99.  Implementing the research plan is often the hardest step in the research process.

      Answer: (False), Difficulty: (2) Page: 114

100. The objective of descriptive research is to gather preliminary information that will

       help define the problem and suggest hypotheses.

       Answer: (False), Difficulty: (2) Page: 114

101. The objective of descriptive research is to test hypotheses about cause-and-effect

        relationships.

        Answer: (False), Difficulty: (2) Page: 114

102. Developing the research plan for collecting information guides the entire research

        process.

        Answer: (False), Difficulty: (2) Page: 115

103. Managers often start with descriptive research and later follow with exploratory or

        causal research.

        Answer: (False), Difficulty: (2) Page: 114

104. The marketing research problem outlines sources of existing data and spells out the

        specific research approaches, contact methods, sampling plans, and instruments that

        researchers will use to gather new data.

        Answer: (False), Difficulty: (2) Page: 114

105. Researchers usually start by gathering primary data.

         Answer: (False), Difficulty: (2) Page: 114

106. Secondary data consists of information that already exists somewhere, having been collected for another purpose.

         Answer: (True), Difficulty: (2) Page: 115

107. Primary data consists of information collected for the specific purpose at hand.

         Answer: (True) Difficulty: (2) Page: 115

108. Information Resources Inc, sells supermarket scanner purchase data from a panel of 55,000 households nationally. This is an example of primary data collection.

         Answer: (False), Difficulty: (2) Page: 115

109. The Monitor service by Yankelovich and Partners sells information on important scanner data from a panel of households nationally.

         Answer: (False), Difficulty: (3) Page: 115

110. Primary data can usually be obtained more quickly and at a lower cost than secondary data.

         Answer: (False), Difficulty: (2) Page: 117

111. Exploratory research involves gathering primary data by observing people, actions, and situations.

         Answer: (False), Difficulty: (2) Page: 114

112. Ethnographic research involves sending trained observers to watch consumers in their "natural environments."

         Answer: (True), Difficulty: (2) Page: 118

113. Survey research, the most widely used method for primary data collection, is the approach best suited for gathering exploratory information.

         Answer: (False), Difficulty: (2) Page: 118

114. Observation research is best suited for exploratory research and surveys for causal research.

         Answer: (True), Difficulty: (2) Page: 117

115. Telephone interviewing is best suited for gathering information quickly and it provides greater flexibility than mail questionnaires.

         Answer: (True), Difficulty: (2) Page: 121

Essay 

116. Differentiate between exploratory and descriptive research design.

Answer:

Exploratory research design is used to gather preliminary information that will help define the research problem and suggest hypotheses. Exploratory research is also used to clarify problems, probe further into an existing problem, isolate key variables and relationships for further examination, or establish priorities for further research. In essence, when the researcher does not have good understanding of a research project, exploratory research should be used. Descriptive research is used to confirm information obtained via exploratory research. It is also used to describe market characteristics, relationships and to test specific hypotheses. 

Difficulty: (2) Page: 114

117. What is the purpose of a marketing information system? Explain with the aid of a flow chart. 

Answer:       

A marketing information system (MIS) consists of people, equipment, and procedures to gather, sort, analyze, evaluate, and distribute needed, timely, and accurate information to marketing decision makers. See Figure 4.1. It shows that the MIS begins and ends with information users - marketing managers, internal and external partners, and others who need marketing information. First, it interacts with these 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.
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118. Differentiate between internal data, marketing intelligence, and marketing research.

Answer:

Marketers can obtain the needed information from internal data, marketing intelligence, and marketing research. Many companies build extensive internal databases, electronic collections of information obtained from data sources within the company. Marketing managers can readily access and work with information in the database to identify marketing opportunities and problems. The systematic collection and analysis of publicly available information about competitors and developments in the marketing environment, is called marketing intelligence. The goal of marketing intelligence is to improve strategic decision making, assess and track competitors' actions, and provide early warnings of opportunities and threats. Marketing research is the systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization. 
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119. Discuss the major steps in the marketing research process. 

Answer:

See Figure 4.2 on p. 114 for a schematic description of the steps in the marketing research process. The steps in order are: 

1. Defining the problem and research objectives- Marketing managers and researchers have to work closely together in this step. It is considered to be the hardest step in the research process. Part of the reason is the inability of separating the cause of a problem from its symptoms. After carefully defining the problem, the manager and researcher must set the research objectives. A marketing research project might have 3 types of objectives: exploratory research, descriptive research and causal research. These first step guides the entire research process. This statement must be put in writing. 

2. Developing the research plan for collecting information-Here, researchers determine the exact information needed, develop a plan for gathering it efficiently, and presenting the plan to management. A plan outlines sources of existing data, spells out specific research approaches, contact methods, sampling plans, and instruments that researchers will use to gather new data. Secondary data sources, primary data collection approaches (surveys, observation, experiments) are delineated in this step. 

3. Implementing the research plan-In this step the researcher collects, processes, and analyzes the information. Since research can be conducted in-house or by an external agency, it is imperative that implementation is properly scrutinized. Issues related to non-response bias, lack of respondent cooperation or interviewer mistakes must be taken into account. Accuracy of data and completeness and coding of data for analysis must be looked into. Next, tabulation of results and computation of averages and other statistical measures are looked into.

4. Interpretation and reporting of findings-The researcher must interpret the findings, draw conclusions, and report them to management. Managers and researchers must work together closely when interpreting research results, and both must share responsibility for the research process and resulting decisions.
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120. Differentiate between secondary data and primary data collection approaches. Give examples.

        Answer:


  
Information that already exists somewhere having been collected for another

        
purpose is called secondary data. As a start researchers gather secondary data by 
looking into the company's internal database. Next, the company can tap into 
external information sources, including commercial data services and government 
sources. ABI/INFORM and Lexis/Nexis are two commonly used databases.

See Table 4.1 for selected external information sources. Primary data is information collected for the specific purpose at hand. Table 4.2 shows the various decisions researchers make in terms of choice of research approach, contact methods, sampling plan, and research instruments. The three major research approaches are: observation, surveys, and experiments. Contact methods include: mail, telephone, personal and online interviews. Table 4.3 shows the 
strengths and weaknesses of all contact methods. 
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121. Discuss the advantages and disadvantages of secondary data.

         Answer:

Advantages: Secondary data can usually be obtained more quickly and at a lower cost than primary data. Also, secondary sources sometimes can provide data an individual company cannot collect on its own-information that either is not directly available or would be too expensive to collect. Disadvantages: The needed information may not exist, and if available may not be very usable. 
Further, the data may not be relevant to the needs of the project, accurate (reliably collected), current (up-to-date) and impartial (objectively collected and reported.)
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122. There are three major research approaches for gathering primary data. Discuss.

         Answer:

Observation, surveys and experiments are the three major research approaches for gathering primary data (see Table 4.2.) Observational research involves gathering primary data by observing relevant people, actions, and situations. Observation is a good way to collect data without interaction with the participant. Used extensively by toy companies, supermarkets and financial institutions, this approach fails to deliver in terms of measurement of beliefs, feeling and attitudes underlying behavior. Survey research is the most widely used method for data collection and, it is best suited for gathering descriptive information. People's knowledge, attitudes, preferences, or buying behavior can be measured using this method. A key advantage of surveys is flexibility. Experimental research is best suited for gathering causal information. Experiments involve selecting matched groups of subjects, giving them different treatments, controlling unrelated factors, and checking for differences in group responses. Experiments try to explain cause-and-effect relationships.
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123. What are the major purposes for which ethnographic research is conducted?

         Answer:


Ethnographic research involves sending trained observers to watch consumers in 
their "natural environments." Researchers observe consumers up close to learn 
how they use and feel about products and services. Unlike focus groups, 
ethnographic research often reveals intimate details. Plumbing fixture companies 
have uncovered design flaws using this approach, something unthinkable with 
focus group interviews. 
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124. 
List the major components of a research plan.

         
Answer:

The research plan outlines sources of existing data and spells out the specific 
research objectives, contact methods, sampling plans, and instruments that 
researchers will use to gather new data. 
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125. 
Define single-source data systems.

          
Answer:


Single-source data systems are electronic monitoring systems that link consumers' 
exposure to television advertising and promotion (measured using tv meters) with 
what they buy in stores (measured using store checkout scanners).
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Application

126. 
Procter & Gamble, makers of detergents and soaps, among other consumer 
packaged goods, wants to first determine factors consumers' look for in its 
packaging for a new shampoo. Next, they want to know more about the 
characteristics of the target market. Finally, they want to determine if a new 
package design for the shampoo is more effective than the current design. What 


research approach should P&G use in each situation? Discuss.


Answer:


To determine factors consumers look for in packaging, P&G could start with  
exploratory research. For instance, focus group interviews are suited best for 
exploratory research. Next, to identify characteristics of the target market, P&G 
needs to use descriptive/survey research. Various contact methods such as mail, 
telephone, personal interview, and online surveys are available for collecting 
descriptive data. Finally, to determine whether a new package design for the 
shampoo is more effective than the current design, P&G can resort to causal 
research. Using experiments in the field or lab, the determining factors of package 
design can be isolated and tested. 
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