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xviii

This is the fourth Asia Pacific edition of Marketing Research and it continues to reflect the importance 

of social media, ‘big data’, neuromarketing and the use of online technology in qualitative and 

quantitative data collection. Throughout this text, we refer to a leading online survey software 

Qualtrics and how it can be used at each stage of the research process, under sections called ‘Survey 

this!’ Most importantly, we argue that an understanding of online software such as Qualtrics is crucial, 

not only to demonstrate how market research is done now, but also to show how it will be increasingly 

done in the future. In this edition there is a greater focus on measurement issues in market research 

and the use of qualitative software to identify themes in social media exchanges.

This edition of Marketing Research also examines practical examples of market and social research, 

and what students can learn from the advantages and disadvantages of each research approach when 

they are applied in real life (Real world snapshots). We also provide tips for conducting research and 

doing flowcharts, and offer improved and more detailed worksheets that will greatly facilitate the 

understanding and application of market research techniques by the student and practitioner.

We have worked diligently and carefully to make this edition a book that reflects the fast-paced 

and dynamic practice of marketing research. We have retained our central approach of making the 

subject interesting and entertaining for the student. This, we believe, is consistent with the style and 

learning approach of the original author, Professor William G. Zikmund. Market research, we argue, 

can be the most fascinating subject for the student, as it is now applied in diverse fields such as 

health, politics, social marketing, media and law. Therefore, we have continued to include a wider set 

of examples that reflect this throughout the text. 

NEW TO MARKETING RESEARCH
This edition places greater emphasis on applying marketing research and providing guidance when 

conducting marketing research. It also examines the effect of the increasing regulation of the market 

research industry. Where appropriate, ethical issues have also been addressed in this book. We believe 

that the addition of the trial version of the online survey software Qualtrics facilitates and empowers 

students’ ability to undertake market and social research, as it greatly reduces the time and cost 

required to conduct it, as it does for many companies and organisations. In this new edition we have 

included an ongoing series of case studies based on a real market research study, looking at mobile 

phone switching and bill shock in Australia. This provides students and lecturers with a structured 

learning approach to all the different aspects of the market research process and how they might be 

applied in a single commercial study. It also addresses the choices and trade-offs many researchers 

face when doing market research in the real world.

We have also provided worksheets to assist in the development of each part of a research study, 

and detailed flowcharts for each major section of the research process. A reference to each worksheet 

is made at the end of each chapter. Access to the worksheets is provided online.

It was important to us that this new material not be lumped into added chapters at the end of 

the book or into a single chapter on survey research. There are unique aspects of online research 

that touch on qualitative research, observation, gathering of secondary data, survey design, sample 

selection, questionnaire design and many other topics. 

→→ Chapter 1: The role of marketing research and the research process. This chapter begins with 

how commercial and not-for-profit organisations have effectively used market research as judged 
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by the Australian Market and Social Research Society. What is made clear is that usually more 

than one method of market research, often both qualitative and quantitative research, is used 

by market research companies in providing their reports to clients. Some of the award-winning 

market research programs have helped vulnerable communities such as those suffering from 

mental illness (beyondblue) and Indigenous nations in Australia (Cultural and Indigenous 

Research Centre Australia and the Market Research Unit, Department of Health, research on the 

campaign to address hearing loss in Aboriginal communities). We examine some important trends 

influencing market research, including neuroscience and the growth of social media. The chapter 

introduces the research process and the structure of the book and provides a number of examples 

of types of research conducted by government and non-profit as well as business organisations.

→→ Chapter 2: Problem definition and the research process. This chapter starts with the use of 

market research to assist in social marketing campaign to assist in the transition from welfare to 

work. This detailed research study included a combination of qualitative approaches; ethnographic 

studies and group discussions that provided a 360-degree perspective on the complex issue of 

welfare to work. Outcomes of the research were used by the Australian Government to formulate 

its communication strategy. This study demonstrates the crucial importance of understanding a 

research problem so that the correct tools for a research design can be applied. Problem definition 

is often the most problematic part of the research process and guidelines are provided so that 

effective research – providing information that aids the decision-making of managers – can be 

developed. The chapter includes research proposals from NSW Trade & Investment and the 

Australian Communications and Media Authority. 

→→ Chapter 3: Qualitative research. This chapter deals with one of the most common forms of 

market research. As one of the most varied research forms, it includes not only focus groups 

and in-depth interviews but also projective techniques, story-telling and the new phenomenon of 

‘social listening’, where detailed qualitative research is collected and analysed from social media 

such as Twitter and Facebook. As well as dealing with these diverse approaches, we examine 

contributions from other social sciences such as phenomenology, ethnography, grounded theory 

and case studies. In this chapter we provide an example of how qualitative software such as 

Leximancer can be used to identify themes in social media exchanges. The applications of this 

suite of related methodologies are also discussed and include health, media and politics. The 

chapter concludes with a caveat about the misuse of qualitative research. We have also included 

two new case studies on the use of airborne focus groups by Air New Zealand and how a retail 

chain Beaurepaires Tyres was repositioned using focus groups and brand tracking.

→→ Chapter 4: Digital research using secondary data. This chapter starts with the question: ‘Who 

is afraid of metadata?’ Big data as discussed in this chapter is of interest not only to market 

researchers but also to government in terms of national security. Interestingly, New Zealand 

research, presented in the opening vignette, suggests that consumers are more comfortable with 

government using this information rather than industry. The chapter also deals with a multitude 

of information collected by other parties that can answer many research problems. It includes 

a guide as to how to assess the quality of this information (publication currency). Examples of 

how secondary information may be used in descriptive as well as forecasting analyses are also 

included. Increasingly, a large scale of data is being made available to organisations by social 

media and through the digitalisation of transactions and records, and we discuss some simple 

strategies and approaches that can be used to organise and interrogate such information in the 

age of big data.
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→→ Chapter 5: Survey research. This chapter starts with the use of surveys to measure community 

moods and outlooks, and asks whether life in Sydney is any better now compared to five years 

ago. This chapter contains significant updates on the use of the Internet and mobile phones as 

a means of collecting survey research data. There are additional advantages and problems in 

using these new research techniques – for example, response and sample biases – and these are 

addressed in this chapter. How survey biases occur when asking questions of respondents from 

different cultures are also discussed in this chapter. This chapter includes a case study on Google 

Surveys, where responses to fairly straightforward questions can be obtained at fairly low rates of  

10 cents per response, plus a new case study on the use of surveys to examine cycling behaviour 

in Auckland.

→→ Chapter 6: Observation. This chapter starts with a content analysis of advertisements in industry 

publications aimed at New Zealand doctors and how this type of advertising has led to some 

health experts in New Zealand calling for greater monitoring and regulation of pharmaceutical 

marketing. Problems with companies having too much observational data (or big data) are also 

discussed in this chapter. The chapter concludes with the growing importance of mechanical 

observation, particularly those of Web metrics, which are important in assessing the effectiveness 

of online marketing strategies. Recent advances in eye- and brain-scanning technologies are also 

discussed. 

→→ Chapter 7: Experimental research and test marketing. This chapter starts with a new form of 

test markets – online test markets, which can cost clients less than $5000 compared to more 

expensive field designs which can cost upwards of $100 000 to administer. The trade-offs between 

other forms of test markets and experiments and that of cost and time are also discussed in 

this chapter. Ethical issues in experimental research are discussed, as are some of the major 

pitfalls within this methodology. The chapter concludes with an overview of test markets and the 

development of controlled and online test markets. We have also suggested that virtual-reality 

simulations of markets may be constructed.

→→ Chapter 8: Measurement. This chapter starts by looking at measuring readership versus 

circulation, a simple yet perplexing issue in market research. A readership survey by Ipsos called 

emma (Enhanced Media Metrics Australia) claims to be able to measure not only what you read but 

also view on computers, smartphones and tablets. We go on to outline a six-stage measurement 

process and discuss a number of practical issues of measurement that need to be faced by 

researchers. Issues of multi-item measures are also discussed, as are the type of attitude scales 

that can be used in online surveys. The chapter is supplemented by an appendix that illustrates 

techniques for measuring consumer utility – conjoint analysis.

→→ Chapter 9: Questionnaire design. This chapter follows a simple nine-stage process of the 

development of questionnaires, which is still an art as much as a science. The chapter also includes 

issues that need to be considered for online and email questionnaires. Poor questionnaire design is 

often the cause of many problems reported by field researchers in market research.

→→ Chapter 10: Sampling: Sample design and sample size. This chapter introduces basic concepts 

in sampling, raising pertinent questions such as ‘How should the sample be selected?’ and ‘How 

many people should be in a sample?’ The chapter opens by describing some typical political polls 

that use sample sizes of just over 1000 to predict political preferences of a population of 23 million 

Australians. Using some intuitive examples, the chapter then goes on to explain the rationale 

behind sampling, how to sample, and factors to take into consideration when determining sample 

size. The advantages and disadvantages of sampling techniques are discussed, along with the use 

of panels and in ‘opt-in’ samples.
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→→ Chapter 11: Editing and coding: Transforming raw data into information. This chapter explains 

the task of taking the responses from individuals and arranging them in a form that allows easy 

analysis using statistical spreadsheet software. Common problems encountered by researchers 

are discussed along with the relationship between question form, data scales and the resulting 

information.

→→ Chapter 12: Univariate statistical analysis: A recap of inferential statistics. This chapter begins 

with an intuitive example of the sampling error involved in establishing a sample statistic. After 

introducing some basic measures of central tendency and measures of dispersion, the chapter 

then discusses the concept of inference and how inferential statistics can be used to estimate 

sampling error. The normal distribution and central-limit theorem are discussed to establish the 

groundwork for further hypothesis testing.

→→ Chapter 13: Bivariate statistical analysis: Tests of differences. This chapter uses an example 

about consumer price perceptions in international markets to establish the rationale for testing 

for differences. Using t-tests and ANOVA, the chapter introduces basic tests and provides worked 

examples in SPSS and Excel to illustrate how to conduct and interpret these tests.

→→ Chapter 14: Bivariate statistical analysis: Tests of association. This chapter extends the discussion 

of typical statistical tests, examining the concept of association by highlighting a contemporary 

issue in marketing. Using correlation, regression and Chi-square analysis, the chapter discusses 

typical tests for association and, like Chapter 13, shows how to conduct and interpret these tests 

in SPSS and Excel. 

→→ Chapter 15: Multivariate statistical analysis. This chapter extends our understanding of bivariate 

statistics to investigate the problem of multiple variables. The problem of confounding relationships 

in binary statistics is first introduced and then extended to cover problems in analysis of variance 

and multiple regression. Techniques for discovering patterns in data are covered in factor analysis 

and cluster analysis. 

→→ Chapter 16: Communicating research results: Research report, oral presentation and research 

follow-up. This chapter completes the research process with the important function of ensuring 

that the valuable completed research reaches the right people in a way that is informative, 

persuasive and actionable. Importantly, the correct formatting of tables versus graphs is discussed 

in detail, along with the presentation of qualitative data and the effective use of graphic aids. 

These items are often the crucial elements of any market research report.

ORGANISATION OF THE BOOK
The organisation of the second Asia Pacific edition of Marketing Research follows each step of the 

marketing research process that is introduced as a learning model in Chapter 1. The book is organised 

into another six parts. Each part represents each stage of the research process and discusses how each 

stage relates to decisions about conducting specific projects.

→→ Part 1: Introduction to the research process discusses the scope of marketing research, provides 

an overview of the entire marketing research process, and explains how the Internet and 

globalisation are changing the nature of information systems. Each stage in the research process 

is then examined. 

→→ Part 2: Defining the problem covers problem definition and research proposals. This stage sets the 

research objectives used to design the research study. 
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→→ Part 3: Planning the research design examines the concepts and issues related to research designs, 

such as using exploratory/qualitative research, surveys, observation studies and experiments. 

Issues of measurement and questionnaire design are then addressed in this section. 

→→ Part 4: Planning the sample explains why sampling is required, how to design samples and how 

to determine sample size.

→→ Part 5: Collecting the data discusses the importance of fieldwork, editing and coding, as the quality 

of data from a research study is determined by this stage of the process.

→→ Part 6: Analysing the data covers descriptive data analysis, inferential statistical analysis and 

multivariate analysis, and provides practical advice as to how data can be analysed to answer 

research questions. A new appendix on conjoint analysis has been added to this section of the text 

for more advanced marketing research courses. The material in each chapter is comprehensive 

yet accessible to the student. Sample output of many examples in using SPSS and Excel have also 

been included.

→→ Part 7: Formulating conclusions and writing the final report discusses the communication 

of research results. Often it is this step that is the most important in the research process as 

information and findings that cannot be presented clearly are of little use to the client. The text 

ends with a final note on the use of marketing research. 

The book also features two appendices and an extensive glossary. Two other appendices can be 

found online: Comprehensive cases with a computerised database (comprising six cases), which 

provides materials that challenge students to apply and integrate the concepts they have learned, 

and the Code of Conduct of the Australian Market and Social Research Society. 

HELP US WRITE AN EVEN BETTER MARKETING 
RESEARCH TEXTBOOK
We have worked very hard to update, regionalise and make this an interesting textbook in marketing 

research, but we know that with hindsight things can always have been done better. If you have any 

suggestions for the next edition of Zikmund, D’Alessandro, Lowe, Winzar and Babin, please email us.

→→ For Chapters 1 to 9: Steven D’Alessandro sdalessandro@csu.edu.au

→→ For Chapters 10, 11, 15 and 16: Hume Winzar hume.winzar@mq.edu.au

→→ For Chapters 12, 13 and 14: Ben Lowe b.lowe@kent.ac.uk
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PROMOTION RESEARCH
Research that investigates the effectiveness of premiums, coupons, sampling deals and other sales 

promotions is classified as promotion research. Promotion research includes buyer motivation studies 

to generate ideas for copy development, media research and studies of advertising effectiveness. 

However, the most time, money and effort are spent on advertising research.

Marketing research findings have found that different appeals are effective in mainland China 

and Hong Kong. Chinese consumers prefer advertisements that emphasise concrete, functional and 

practical product benefits, rather than symbolic themes. The ‘more sophisticated’ Hong Kong Chinese 

regard such advertising themes as dull and are more interested in emotional advertisements that are 

entertaining and communicate a sense of personal relevance.17 Based on such research, marketers 

therefore need to adopt separate media campaigns for regions within China.

Media research helps an advertiser decide whether television, newspapers, magazines or other 

media are best suited to convey the advertiser’s message. Choices among media alternatives may be 

based on research that shows how many people in the target audience each advertising vehicle can 

reach. Although the population of New Zealand is small, at around 4.5 million, there are a number of 

local newspapers that are widely read by many local communities. These are not owned by the two 

dominant publishing groups. Consumers believe they reinforce a sense of belonging and are likely to 

purchase products and services from companies that advertise in them.

Research in Japan suggests that most Japanese favour the 15-second advertising slot for image-based 

and peripheral messages. Long commute times of around 70 minutes a day to the office mean they 

have ample time to read newspapers and magazines. Therefore, marketers in Japan, based on this 

research, run two campaigns: an awareness and corporate branding campaign on television, and a 

more detailed and informative campaign in print.

THE INTEGRATED MARKETING MIX
The individual elements of the marketing mix do not work independently. Hence, many research 

studies investigate various combinations of marketing ingredients to gather information to suggest 

the best possible marketing program.

Analysing marketing performance
After a marketing strategy has been implemented, marketing research may serve to inform managers 

whether planned activities were properly executed and are accomplishing what they were expected 

to achieve. In other words, marketing research may be conducted to obtain feedback for evaluation 

and control of marketing programs. This aspect of marketing research is especially important for 

successful total quality management.

Performance-monitoring research refers to research that regularly, sometimes routinely, provides 

feedback for evaluation and control of marketing activity. For example, most firms continuously monitor 

wholesale and retail activity to ensure early detection of sales declines and other anomalies. In the grocery 

and pharmaceutical industries, sales research may use Universal Product Codes (UPC) on packages read 

by electronic cash registers and computerised checkout counters to provide valuable market-share 

information to store and brand managers interested in the retail sales volumes of their products. 

Market-share analysis and sales analysis are the most common forms of performance-monitoring 

research. Almost every organisation compares its current sales with previous sales and with competitors’ 

sales. However, analysing marketing performance is not limited to the investigation of sales figures.

Other forms of performance-monitoring research include the ‘Tell Coles’ customer feedback 

surveys and the research on Victorian Child Protection Agency, using the exit surveys of past staff to 

performance-monitoring 
research
Research that regularly 
provides feedback for 
evaluation and control of 
marketing activity.
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01 THE ROLE OF MARKETING
RESEARCH AND THE
RESEARCH PROCESS

WHAT 
YOU WILL 
LEARN 
IN THIS 
CHAPTER»

 To understand 
the importance of 
marketing research 
as a management 
decision-making tool.

 To define marketing 
research.

 To understand the 
difference between 
basic and applied 
marketing research.

 To understand the 
managerial value of 
marketing research 
and its role in the 
development and 
implementation of 
marketing strategy.

 To understand when 
marketing research 
is needed and when 
it should not be 
conducted.

 To list the stages in 
the marketing research 
process.

 To classify marketing 
research as  
exploratory research, 
descriptive research or 
causal research.

 To explain the 
difference between a 
research project and  
a research program.

One way in which the 
impact of marketing 
research can be evaluated 
is by examining some of the 
winners of the Australian 
Market and Social Research 
Society’s Winners of 
Research Excellence 
Awards for 2014. These 

awards also show the wide application of market 
research to commercial, government and  
not-for-profit sectors.

The 2014 Award1 for Consumer Insights was 
awarded to Hall & Partners Open Mind, for research 
done for beyondblue, which provided research aimed 
at encouraging the low uptake mental health services 
(only 30 per cent of those with a mental illness do so, 
and men account for 80 per cent of death by suicides 
in Australia). The research used qualitative research 
including interviews, case studies and online bulletin 
boards, to challenge and engage diverse cultural and 
social male groups struggling with mental illness. 
This research led to substantial changes in the way 
beyondblue engaged with men. These included a 
change of language from help-seeking to taking action, 
talking man-to-man about experiencing anxiety and 
a new man-focused online service, through the Man 
Therapy Website https://www.mantherapy.org.au.

The award for Communications Strategy 
Effectiveness went to Jem Wallis and Ainslie Williams 
of Vivid, for ‘CommBank CAN’, which used eight 
rounds of qualitative research over 19 months to 
provide information to shape advertising strategy, 
especially copy, which shows triggers of customer 
satisfaction. The researchers used diverse elements 
of qualitative research of different formats including 
stealomatics, key frames, narrative tapes, basic 
headlines and partially formed scripts which were read 
out in the group. The research provided important 
real-time feedback on creative elements of the 

campaign by advertising company M&C Saatchi, 
which has been effective in promoting customer 
service benefits of the Commonwealth Bank.

In 2014 the winner for Policy/Social Research 
went to Anne Redman, Mary Raftos, Helen Price 
and Nick Connelly, of the Cultural and Indigenous 
Research Centre Australia and Market Research Unit, 
Department of Health, for research entitled ‘Listening 
to the community – research and evaluation for the 
National Indigenous Ear Health Campaign’. This 
research aimed to address the higher incidence of 
hearing loss among Aboriginal and/or Torres Strait 
Islander people(s). The research used both qualitative 
and quantitative approaches. The qualitative 
component included group discussions with Aboriginal 
and Torres Strait mothers and carers, fathers, and 
in-depth interviews with grandparents and elders in 14 
urban, regional and remote areas. Such research was 
backed by a detailed literature review, case studies and 
consultations. The outcome of the research led to a 
two-pronged communications strategy which focused 
on distribution of Care for Kids’ Ears resources 
including resources for parents and carers’ resource 
kits for teachers and teacher’s aides’ early childhood 
and community groups and health professionals 
and the Care for Kids’ Ears website. The second 
approach was a cross-cultural media partnership, 
which delivered social marketing initiatives that were 
developed locally by Indigenous people. 

As can be seen, market research uses a wide set 
of approaches (surveys, focus groups, and online and 
offline research) that can help organisations to better 
meet important outcomes (profits, better mental 
health, less hearing loss and more effective advertising 
and communications) and even help save people’s 
lives. This is an exciting and dynamic field of business. 
This chapter examines the nature of market research 
and how it can be used, and introduces a step-by-step 
process of conducting research that can be applied 
for any type of organisation or client.

What made 
market 
research 
effective in 
2014?
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REAL  
WORLD  
SNAPSHOT

EXPLORING  
RESEARCH ETHICS

TIPS  
OF THE TRADE 

WHAT WENT 
RIGHT? 

WHAT WENT 
WRONG? 

Analyse practical examples of how chapter concepts are applied in a business 

context through the Real world snapshot boxes. 
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themselves. Ideally, the discussion topics emerge at the group’s initiative. Focus groups allow people 

to discuss their true feelings, anxieties and frustrations, as well as the depth of their convictions, 

in their own words. The primary advantages of focus group interviews are that they are relatively 

fast, easy to execute and inexpensive. In an emergency situation, three or four group sessions can be 

conducted, analysed and reported in less than a week at a cost substantially lower than that of other 

attitude-measurement techniques. Remember, however, that a small group of people will not be a 

representative sample no matter how carefully they are recruited. Focus group interviews cannot take 

the place of quantitative studies.

The flexibility of focus group interviews has some advantages, especially when compared with 

the rigid format of a survey. Numerous topics can be discussed and many insights can be gained, 

particularly with regard to the variations in consumer behaviour in different situations. Responses 

that would be unlikely to emerge in a survey often come out in group interviews: ‘If it is one of the 

three brands I sometimes use and if it is on sale, I buy it; otherwise, I buy my regular brand’ or ‘If the 

day is hot and I have to serve the whole neighbourhood, I make cordial; otherwise, I give them Pepsi 

or Coke.’

If a researcher is investigating a target group to determine who consumes a particular beverage 

or why a consumer purchases a certain brand, situational factors must be taken into account. If the 

researcher does not realise the impact of the occasion on which the particular beverage is consumed, 

the results of the research may be general rather than portraying the consumer’s actual thought 

process.

Focus groups often are used for concept screening and concept refinement. The concept may be 

continually modified, refined and retested until management believes it is acceptable. Political parties 

in Australia, for example, formulate, test and refine policies based on focus group research. This is 

discussed in the ‘Exploring research ethics’ box.
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EXPLORING  
RESEARCH ETHICSFOCUS GROUPS: THE DEATH OF POLITICAL LEADERSHIP IN AUSTRALIA?21

All political parties in Australia use focus group research to monitor the mood of the voters. The research 
is paid for by Australian taxpayers. Commenting on their widespread use a leading marketing academic 
Professor Pascale Quester, former Executive Dean of the Faculty of Professions at the University of 
Adelaide, noted: ‘The use of focus groups in politics is actually the death of the conviction politician.’ 

Professor Quester has studied focus groups and conducted them as well. In pure marketing terms she 
thinks they can be useful in the early development of a product to find out its strengths and weaknesses. 
But politicians should avoid them. Nevertheless focus group are widely used to canvass policy changes 
and to examine the political mood of voters in marginal seats. The danger is the small numbers may not 
reflect overall community sentiment and politicians may become extremely short term and reactive in 
their thinking.

The specific advantages of focus group interviews have been categorised as follows:22

 → Synergy: The combined effort of the group will produce a wider range of information, insights and 

ideas than the accumulation of separately secured responses from a number of individuals.

 → Snowballing: A bandwagon effect often operates in a group interview situation. A comment by one 

individual often triggers a chain of responses from the other participants. Brainstorming of ideas 

frequently is encouraged in focus group sessions.

 → Serendipity: It is more likely that an idea will drop out of the blue in a focus group than in an 

individual interview. The group also affords a greater opportunity to develop an idea to its full 

potential.
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Practicality
Lastly, measures must be practical. Practical measures are shorter (have fewer items), while still being 

sensitive, and are easy to administer, timely and simple enough for respondents to understand. Results 

from practical measures should be easy to interpret.37 This is not always the case with some measures 

such as those sometimes found in psychology, which, for example, may measure personality, but 

whose results may not be practical for marketer researchers. Skill in designing practical measures is 

often due to questionnaire design and this is discussed in the next chapter.

SUMMARY

DETERMINE WHAT IS TO BE MEASURED
We must know what we want to measure, and how it fits our 
research questions or hypotheses. Examination of published 
research and findings from past studies should help us determine 
what it is we want to measure.

DETERMINE HOW IT IS TO BE MEASURED
In order to measure we must determine some rules of 
measurement, or operational definitions. This will determine the 
choice of rules of measurement, the number of measurement 
items to be used and the type of attitude scales. Operational 
definitions tell the researcher how to measure and what rules 
of measurement to apply. For example, our measure of social 
entrepreneurship near the start of this chapter is made up of 
composite additive score of several items.

APPLY A RULE OF MEASUREMENT
There are four types of measuring scales that can be applied. 
Nominal scales assign numbers or letters to objects only for 
identification or classification. Ordinal scales arrange objects 
or alternatives according to their magnitudes in an ordered 
relationship. Interval scales measure order (or distance) in 
units of equal intervals. Ratio scales are absolute scales, 
starting with absolute zero, at which there is a total absence 
of the attribute. The type of scale determines the form of 
statistical analysis to use.

DETERMINE IF THE MEASURE CONSISTS OF A NUMBER  
OF MEASURES
Index (composite) measures often are used to measure complex 
concepts with several attributes. Asking several questions may yield 
a more accurate measure than basing measurement on a single 
question. These measures need to be correlated so that they are 
internally consistent.

DETERMINE THE TYPE OF ATTITUDE AND THE SCALE  
TO BE USED TO MEASURE IT
Many methods for measuring have been developed, such as 
ranking, rating, sorting and choice techniques.

One class of rating scales, category scales, provides several 
response categories to allow respondents to indicate the intensity 
of their attitudes. The simplest attitude scale calls for a ‘yes/no’ 
or ‘agree/disagree’ response to a single question. The Likert scale 
uses a series of statements with which subjects indicate agreement 
or disagreement. The responses are assigned weights that are 
summed to indicate the respondents’ attitudes.

The semantic differential uses a series of attitude scales 
anchored by bipolar adjectives. The respondent indicates where 
his or her attitude falls between the polar attitudes. Variations on 
this method, such as numerical scales and the Stapel scale, are 
also used. The Stapel scale puts a single adjective in the centre of a 
range of numerical values from 13 to 23.

Graphic rating scales use continua on which respondents indicate 
their attitudes. Constant-sum scales require the respondent to 
divide a constant sum into parts, indicating the weights to be given 
to various attributes of the item being studied. Several scales, such 
as the behavioural differential, have been developed to measure the 
behavioural component of attitude.

People often rank order their preferences. Thus, ordinal scales 
that ask respondents to rank order a set of objects or attributes may be 
developed. In the paired-comparison technique, two alternatives are 
paired and respondents are asked to pick the preferred one. Sorting  
requires respondents to indicate their attitudes by arranging items into 
piles or categories.

The accuracy of answers to sensitive questions may be  
enhanced by using randomised response questions and calculations 
based on probability theory.

The researcher can choose among a number of attitude scales. 
Choosing among the alternatives requires considering several 
questions, each of which is generally answered by comparing the 
advantages of each alternative to the problem definition.
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SUMMARY

DISCUSS THE ROLE OF OBSERVATION AS A MARKETING 
RESEARCH METHOD
Observation is a powerful tool for the marketing researcher. 
Scientific observation is the systematic process of recording the 
behavioural patterns of people, objects and occurrences as they are 
witnessed. Questioning or otherwise communicating with subjects 
does not occur. A wide variety of information about the behaviour 
of people and objects can be observed. Seven kinds of phenomena 
are observable: physical actions, verbal behaviour, expressive 
behaviour, spatial relations and locations, temporal patterns, 
physical objects, and verbal and pictorial records. Thus, both verbal 
and nonverbal behaviour may be observed.

A major disadvantage of the observation technique is that 
cognitive phenomena such as attitudes, motivations, expectations, 
intentions and preferences are not observable. Furthermore, only 
overt behaviour of a short duration can be observed. Nevertheless, 
many types of data can be obtained more accurately through direct 
observation than by questioning respondents. Observation is often 
the most direct or the only method for collecting certain data.

DESCRIBE THE USE OF DIRECT OBSERVATION AND 
CONTRIVED OBSERVATION
Marketing researchers employ both human observers and machines 
designed for specific observation tasks. Human observation is 
commonly used when the situation or behaviour to be recorded is not 
easily predictable in advance of the research. Mechanical observation 
can be used when the situation or behaviour to be recorded 
is routine, repetitive or programmatic. Human or mechanical 
observation may be unobtrusive. Human observation brings the 
possibility of observer bias, even though the observer does not 
interact with the subject. Observation can sometimes be contrived 
by creating the situations to be observed. This can reduce the time 
and expense of obtaining reactions to certain circumstances.

ETHICAL ISSUES OF OBSERVATION
Contrived observation, hidden observation and other observation 
research designs that might use deception often raise ethical 
concerns about subjects’ right to privacy and right to be informed. 
This chapter provides a checklist of ethical issues that need to be 
addressed if observational research is to be used.

EXPLAIN THE OBSERVATION OF PHYSICAL OBJECTS AND 
MESSAGE CONTENT
Physical trace evidence serves as a visible record of past events. 
Researchers may examine whether there is physical evidence 
of consumer behaviour via garbage analysis or items in a 
consumer’s pantry. Content analysis obtains data by observing and 
analysing the contents of the messages in written and/or spoken 
communications. It is often used to assess political, economic and 
social trends and the way they are depicted in the media.

DESCRIBE THE MAJOR TYPES OF MECHANICAL 
OBSERVATIONS AND OBSERVATIONS OF PHYSIOLOGICAL 
REACTIONS
Mechanical observation uses a variety of devices to record behaviour 
directly. Mechanical observation takes many forms. National 
television audience ratings are based on mechanical observation and 
computerised data collection. There is also a number of web-based  
behavioural measures that can assess the effectiveness of online 
marketing campaigns, such as website hits and unique site visits. 
Scanner-based research provides product category sales data 
recorded by laser scanners in retail stores. Many syndicated services 
offer secondary data collected through scanner systems.

Physiological reactions, such as arousal or eye movement 
patterns, may be observed using a number of mechanical devices. 
The major problem for many of these techniques is in the 
interpretation of physiological reactions.

KEY TERMS AND CONCEPTS

06 
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content analysis
contrived observation
direct observation
eye-tracking monitor
functional magnetic resonance  

imaging (fMRI)
hidden observation

observation
observer bias
psychogalvanometer
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television monitoring
visible observation
voice pitch analysis
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QUESTIONS FOR REVIEW AND CRITICAL THINKING
1 Read the opening vignette on the use of observational research 

and the nature of advertising to New Zealand doctors. What 
flaws do you think there could be in the use of observational 
research in this case? How could it be improved?

2 What are the ethical issues of using hidden or unobtrusive 
observation?

3 Click-through rates for advertisements placed in websites 
are very low (1 per cent or less). What types of error might 
exist using click-through rate data as a measure of an 
advertisement’s success?

4 What are some problems faced by firms with using 
neuroscience approaches?

5 A multinational fast-food corporation plans to locate a 
restaurant in Jakarta, Indonesia. Secondary data for this city 
are outdated. How might you determine the best location using 
observation?

6 How might an observation study be combined with a qualitative 
in-depth interviews?

7 What is a scanner-based consumer panel?
8 How might a smartphone serve to provide data to a company 

that provides consulting to restaurants?
9 Outline a research design using observation for each of the 

following situations:
a A telecommunication provider wishes to collect data on 

the number of customer services and the frequency of 
customer use of these services.

b A state government wishes to determine the driving public’s 
use of texting whilst driving

c A researcher wishes to know how many women have been 
featured on The Australian covers over the last 10 years.

d A fast-food franchise wishes to determine how long a 
customer entering a store has to wait for his or her order.

e An online magazine publisher wishes to determine exactly 
what people see and what they pass over while reading one 
of her magazines.

f A health food manufacturer wishes to determine how 
people use snack foods in their homes.

g An overnight package delivery service wishes to observe 
delivery workers, beginning at the moment when they stop 
the truck, continuing through the delivery of the package, 
and ending when they return to the truck.

h A motivational researcher wants to know if people wear 
sunglasses to protect their eyes and/or for reasons of 
fashion and style.

10 Watch the nightly news on a major network for one week. 
Observe how much time is devoted to national news, 
advertisements and other activities. (Hint: think carefully about 
how you will record the contents of the programs.)

11 Comment on the ethics of the following situations:
a During the course of telephone calls with customers, a 

telecommunication provider records respondents’ voices 
when they have a bill complaint and then conducts a voice 
pitch analysis. The respondents do not know that their 
voices are being recorded.

b A researcher plans to invite consumers to be test users in 
a simulated kitchen located in a shopping mall and then 
to record their reactions to a new microwave dinner from 
behind a two-way mirror.

c A marketing researcher arranges to purchase the garbage 
from the headquarters of a major competitor. The purpose 
is to sift through discarded documents to determine the 
company’s strategic plans.

12 What is a fMRI device and how can it be used to research 
advertising effectiveness?

ONGOING PROJECT

DOING AN OBSERVATIONAL STUDY? CONSULT THE 
CHAPTER 6 PROJECT WORKSHEET FOR HELP
Observation research is one of the most flexible research methods. 
The research problem needs to be considered before using it. 

Download the Chapter 6 project worksheet from the CourseMate 
website. It outlines the steps to be considered in choosing an 
observational design method. Make sure you meet any ethical 
considerations discussed in this chapter.
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Apply market research techniques holistically by completing the Ongoing project. The Ongoing project is 
a continuing activity that builds upon each step of the marketing process. Refer to the Ongoing project 
icon throughout the chapters to locate key concepts relevant to the project, and download the relevant 
worksheets from the CourseMate Express website.

CourseMate Express online study tools help you revise and extend your understanding of the key chapter 
concepts as you complete the activities on CourseMate Express and use the Search me! marketing database.

Reinforce the topics covered in the chapter and apply the concepts you have learnt with the Written case 
studies, which illustrate recent, relevant applications of marketing research in practice. 

Analyse and follow the steps of the market research process from start to finish with the new 
Ongoing case study on mobile phones.
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DOING AN OBSERVATIONAL STUDY? CONSULT THE 
CHAPTER 6 PROJECT WORKSHEET FOR HELP
Observation research is one of the most flexible research methods. 
The research problem needs to be considered before using it. 

Download the Chapter 6 project worksheet from the CourseMate 
website. It outlines the steps to be considered in choosing an 
observational design method. Make sure you meet any ethical 
considerations discussed in this chapter.
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COURSEMATE ONLINE STUDY TOOLS
Flip to the start of your textbook and use the tear-out card to log 
in to CourseMate for Marketing Research. There you can test your 
understanding and revise chapter concepts with:
☑ interactive quizzes
☑ flashcards

☑ crosswords on key concepts
☑ online research activities
☑ online video activities.

WRITTEN CASE STUDY 6.1
THE PEPSI / COKE CHALLENGE AND NEUROSCIENCE23

Can marketers really trust customers to act on their intentions? 
Although they’d like to think so, marketing research suggests 
that our thinking processes often push us in one direction while 
our emotions tug us in another. It is claimed by researchers 
in neuromarketing, who use brain scanning techniques 
such as functional magnetic resonance imaging (fMRI) and 
electroencephalogram (EEG), that most of our decisions are made 
subconsciously or due to a subconscious reaction. Neuroscientist 
Read Montague discovered a vivid illustration of this phenomenon. 

In 2003, Montague recreated the classic Pepsi Challenge 
experiment, in which participants are given sips of both Coke 
and Pepsi and asked which they prefer. But he also monitored 
the sippers’ brain activity. His results matched those of the 
original challenge: more than half preferred Pepsi. Participants’ 
brains, meanwhile, showed bursts of excitement in the region 
that is activated by appealing tastes. Then Montague did the test 
again, but told participants which product they were drinking. 
This time, 75 per cent voted for Coke. More significantly, their 
brains also registered activity in an area linked to higher thinking 
and discernment. The reason, according to neuromarketing 
guru Martin Lindstrom, who described the research in his book 

Buyology, is that our brains encode products with values. We 
experience a drink such as Coke not just through our senses  
but also through our emotional associations with the brand.  
We may expect that we will like – and want to buy – an 
unfamiliar item, but subconscious reactions will always come 
into play – all of which helps explain that oft-cited failure rate: 
85 per cent of new products fail not because market research 
showed that customers did not want the product, but because it 
suggested they did.

QUESTIONS
1 What are the advantages of using brain scanning technology for 

marketing research?
2 What are some potential pitfalls?
3 Do a Google search on the use of brain-scanning technology 

in marketing research. Are any of these pitfalls and problems 
addressed by marketers?

4 What are some ethical issues involved in the use of brain 
scanning technology in marketing research?

WRITTEN CASE STUDY 6.2
MAZDA AND SYZYGY
When Mazda Motor Europe set out to improve its website, the 
company wanted details about how consumers were using the 
site and whether finding information on the site was easy. Mazda 
hired a research firm called Syzygy to answer those questions 
with observational research.24 Syzygy’s methods include the use 
of an eye-tracking device that uses infrared light rays to record 
which areas of a computer screen a user is viewing. For instance, 
the device measured the process computer users followed in 
order to look for a local dealer or arrange a test drive. Whenever 
a process seemed confusing or difficult, the company looked for 
ways to make the website easier to navigate.

To conduct this observational study, Syzygy arranged for 16 
subjects in Germany and the UK to be observed as they used the 
website. The subjects in Germany were observed with the eye-
tracking equipment. As the equipment measured each subject’s 

gaze, software recorded the location on the screen and graphed 
the data. Syzygy’s results included three-dimensional contour 
maps highlighting the ‘peak’ areas where most of the computer 
users’ attention was directed.

QUESTIONS
1 What could Mazda learn from eye-tracking software that would 

be difficult to learn from other observational methods?
2 What are the shortcomings of this method?
3 Along with the eye-tracking research, what other research methods 

could help Mazda assess the usability of its website? Summarise 
your advice for how Mazda could use complementary methods to 
obtain a complete understanding of its website usability.
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ONGOING CASE STUDY

MOBILE PHONE SWITCHING AND BILL SHOCK.
In the next stage of research, David, Leanne and Steve were 
asked to examine evidence for bill shock. David thought that the 
complexity of mobile phone bills may be contributing to this. 

QUESTIONS
1 What are the advantages and disadvantages of David’s use of 

observational research here?
2 Develop a spreadsheet which could be used to collate this 

information. Start with your own mobile phone bill.
3 What are some ethical issues for David, Leanne and Steve to 

consider using this research?

NOTES
1 Goodwin, Ellen (2015) ‘More curbs on drug advertising urged’, Otago Daily Times,  

4 September, accessed at http://www.fativa.com, on 26 November 2015.
2 Selltiz, Claire, Wrightsman, Lawrence & Cook, Stuart (1976) Research methods in social 

relations, New York: Holt, Rinehart and Winston, p. 251.
3 Searle, Jane (2008) ‘Knowledge is money’, Business Review Weekly, 19 January, p. 84.
4 Adhikari, Supratim (2012) ‘Time for a Big Data Diet’, Business Spectator, 12 July, 

accessed http://www.businessspectator.com.au/article/2012/7/11/technology/time-big-
data-diet March 2016.

5 Henley, Nancy (1977) Body Politics: Power, sex and nonverbal communication, New York: 
Simon & Schuster, p. 181.

6 Maria, H., Anne, H., & Pia, P. (2011) ‘An exploration of how mature women buy 
clothing: Empirical insights and a model,’ Journal of Fashion Marketing & Management, 
15(1), 108–122.

7 Abrams, Bill (2000) The observational research handbook, Chicago: NTC Business 
Books, p 14.

8 Campbell, Angus, Converse, Philip & Rodgers, Willard (1976) The quality of American 
life, New York: Russell Sage Foundation, p. 112. Although weather conditions did not 
correlate with perceived quality of life, the comfort variable did show a relationship with 
the index of wellbeing. This association might be confounded by the fact that ventilation 
and/or air-conditioning equipment is less common in less affluent homes. Income was 
previously found to correlate with quality of life.

9 Abrams, Bill (2000) The observational research handbook, Chicago: NTC Business 
Books, p. 1105.

10 Adapted with permission from the 30 April 1980 issue of Advertising Age. Copyright © 
1980 by Crain Communications, Inc.

11 Rybczynski, Witold (1992) ‘We are what we throw away’, New York Times Book Review, 5 
July, pp. 5–6.

12 Media Monitors (2013 ) Promotional material from website, accessed at http://www.
http://www.isentia.com/about/our-story March 2016.

13 http://www.agbnielsen.net/products/peoplemeter.asp, accessed on 25 January 2013.
14 Yuanyuan Hu (2012) ‘Innovation from Rising R&D’, China Daily, Hong-Kong Edition,  

19 November, p. 14.
15 www.mra-net.org/docs/resources/technology/buzzwords.cfm, downloaded on  

24 April 2001.
16 Bhat, Subodh, Bevans, Michael & Sengupta, Sanjit (2002) ‘Measuring users’ Web 

activity to evaluate and enhance advertising effectiveness’, Journal of Advertising, 31(3), 
Fall, pp. 98–9.

17 Shoebridge, Neil (2006) ‘Revealing why people buy’, Australian Financial Review,  
10 April, p. 49.

18 Marketing News (1981) ‘Live, simultaneous study of stimulus, response is physiological 
measurement’s great virtue’, 15 May, pp. 1, 20.

19 Walton, Chris (2004) ‘The brave new world of neuromarketing is here’, B&T, 
2 December, accessed at www.bandt.com.au/news/0e/0c02910e.asp on  
19 April 2006.

20 Rossiter, John Silberstein, Harris, R. & Neild, G. (2001) ‘Brain imaging detection of 
visual scene encoding in long term memory for TV commercials’, Journal of Advertising 
Research, 41(2), pp. 9–26.

21 Herbert B. Krugman’s statement as quoted in ‘Live, simultaneous study of stimulus, 
response is physiological measurement’s greatest virtue’, p. 1.

22 Samuel Babu, S., & Prasanth Vidyasagar, T. (2012) ‘Neuromarketing: Is Campbell in 
soup?’ IUP Journal of Marketing Management, 11(1): 76–100.

23 Lindstrom, M., & Underhill, P. (2010) Buyology: Truth and lies about why we buy,  
New York: Broadway Business.

24 Based on ‘Mazda turns to eye-tracking to assist revamp of European site’ (2005)  
New Media Age (3 November), p. 8; Revolution (2006) ‘Persuasion is the new focus’  
(21 February), downloaded from  http://www.syzygy.co.uk

NEW




