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search design - is a set of
gtivanced decisions that makes up
= the master plan specifying the

= methods and procedures for
- collecting and analyzing the

needed information
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“h designs are classified into 3

explof} (descriptive
i and causal)
-choi e of the most appropriate design depends largely
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. }3,:_.~ the ob]ectlves of the research;
'Fhere are 3 objectives:
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- and how much we already know about the problem and the research
objectives.
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ckground information, to Exploratory
rms to clarify problems and
1 -'== , to establish research

t ;ofrlfles

| To describe and measure marketing |Descriptive
“|phenomena

To determine causality, to make Causal
“if-then” statements
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;Résearch design should not be
- viewed as a step-by-step
- process. Research may begin

with any one of the 3 types of
— research design.
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Explorat "

ry research is most commonly
t 'ctured informal research that is
= ertaken to gain background

== nférmatlon about the general nature of
- the research problem.
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—  “what is the bank image?”

- Location loan availability friendliness of ....
employees
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ify Problems and Hypotheses
as 3 groups of clients:

’- ;'1’—.' il commercial  other
Gétomers customers  banks
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ablish research priorities
ry research can help a firm to

prio itize research topics in order of
i orta nce.
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| a data analysis

v data are data that have been collected
S eme other purposes.

econd: I‘Y data = the “core” of exploratory res.
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2. Experience Surveys refer to gathering
information from those thought to be
knowledgeable on the issues relevant to the
research problem.
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1ation about a former situation(s) that
.f? e similarities to the present research
—= Fo us groups — are small group of people
/r%rought together and guided by a moderator
- through an unstructured, spontaneous
discussion for the purpose of gaining
information relevant to the research problem.
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hnique to exlre hidden
er motives for buying goods and

by asking participants to project
selves in to a situation and then to

| J ond to specific questions regarding the
—sit "é jon.
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“My neighbor never buys frozen dinners for his
family because......... "
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Descriptive ROSEaTCI = = —
/€ research is undertaken to describe
 to questions:
3 Who
o What
= Where
| When
How




~Who = customer

at = product/service/brand
Where = places

~ When = time or frequency

' ﬁagv way in which customers are using the
— product

No guestion Why?
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ation of description research studies

S- sectlonal studies — measure units
fr ¥ sample of the population at only
=t - 3 pomt in time.

“snapshots” of the population
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Featurize

Starting with a base product concept or brief, Affinnova works
with managers to determine the features they wish to test. A
product feature can be anything you can see—shape, color,
configuration, images, branding, and messaging. Benefit
statements and price can also be tested using Affinnova.

Affinnova offers solutions for consumer packaged goods,
automotive, consumer electronics, digital and print commu-
nications, and toys industries.

Generate Variations

Working with the featurization developed with managers, the
next step is to populate the Affinnova solution with all of the
variations of each feature to be tested. A handful or thou-
sands of variations can be tested. Images for these variations

LAEEL

LAEEL
AREA

EQDY

ERZSE

can be taken from sketches, photos, or sophisticated CAD
renderings. In addition, Affinnova can embed constraints
into a design so that undesirable or infeasible product
images will not be shown to consumers.

Evolve with Consumers

To start, consumers are shown an initial set of diverse prod-
uct images. These images are generated in real time and on
the fly using Affinnova’s IDEA technology and imaging tools.

Consumers then rate this first set of products. Based
on their ratings, the images evolve and change to show
consumers products increasingly “fit” for their needs and
preferences.
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gitudinal studies repeatedly
asure the same sample units of a
)pulation over a period of time.

“movies” of the population

Panels represent sample units who
have agreed to answer questions at
periodic intervals.
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Continuou: — ask panel members
me questions on each panel

=s r'ément

---- gam |nS|ghts into changes in

onsumers purchases, attitudes and so
on.
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n 1

< — vary questions from
one panel measurement to the next.
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n question:
at : are the differences between
" lol gltudlnal studies and

cross -sectional studies?
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4 n guestion:

t t situations would a continuous panel

Nnc re suitable than a discontinuous
3; I?

~ *what Situations would a discontinuous
-~ panel be more suitable than a continuous
panel?

Give an examples.
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If x, then z ;
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Extraneous variables -
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that could h

%ﬁ'd"chere be other
= affected the sales of the apples?

- -What would happen with apple sales if the weather changed
from rainy to fair?

-If the apple industry began running ads on TV?
-If the season changed from summer vocation to fall?
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Pretest and posttest -
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" experimental design — is one that
1solates the effects of the
dependent variable on the dependent

‘ * able while controlling for effects of any
= xtraneous variables.
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'Designs that do not properly control for the
effects of extraneous variables on our
dependent variable are known as
quasi-experimental designs.




"’"Experlmental group (R) O, X
_Control group (R) O
Where E = (O, - O,) - (O, - O 5)-

2 groups are equwalent in all aspects
R — we randomly divided our supermarkets
We may measure E

O,
O
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| ~= vaI|d|ty are used to assess the
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- - External
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1. How representative is the sample
2. Was the sample units correctly selected (sample plan)
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Xperlments — is a research study in a
 or natural situation, involves the

o Iatlon of one or more independent

Ies under as carefully controlled conditions

| e situation will permit.
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: “Test marketing” — is the phrase commonly
used to indicate an experiment, study or
test that is conducted in a field setting.
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= Electronlc test markets

Pros and Cons of test marketing
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on guestion:

an experiment. Select an independent
va able and a dependent variable. What
mesome possible extraneous variables that
~_may cause problems? Explain how you
~ would control for the effects these variables
may have on your dependent variable. Is
your experiment a valid experiment?




