Marketing Research

Chapter 9

Measurement in Marketing
Research
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The Marketing Research Process
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Open-ended guestion
Unprobed: “What was your reaction to

the Sony DVD player adv. you saw on
TV?”

+

Probed: “Did you have any other
thoughts or reactions to the adv.?”
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Closed-ended gquestion

Dichotomous: “Do you agree or disagree
with the statement ‘Sony DVD players are
better than Panasonic DVD players’?”

Multiple-category: “If you were buy a DVD
player tomorrow, which brand would you
be most likely to purchase? Would 1t be, (a)
Panasonic, (b) General Electric, (¢) Sony,
(d) JVC, or (e) some other brand?”
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Scaled-response question

Unlabeled: “On a scale of 1 to 7, how would

you rate the Sony DVD player on ease of
operation?”

Labeled: “Do you disagree strongly, disagree,
agree, or agree strongly with the statement

‘Sony DVD players are a better value than
General Electric DVD players’?”
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Consideration in choosing a
question-response format

How does the researcher decide on which
potion to use?

- Nature of the property being measured

The properties of the construct being
measured often determine the appropriate
response format.
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- Previous research studies

- Data collection mode. The method of data

collection determines the appropriate response
format.

- Ability of the respondent. Some respondents may

relate better to one type of response format than
another.

- Scale level desired. If a researcher desires to use
higher-level statistical analysis, the question’s
response format must be corresponding.
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Basic concepts in measurement.

measurement — 1s determining the amount or

intensity of some characteristic of interest
to the researcher.

measurement — 1s determining how much of a
property 1s possessed by an object.

But what we are really measuring?

Properties (sometimes called attributes or
qualities) of Object.
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Scale characteristics are:

Description — refers to the use of a unique
descriptor, or label, to stand for each
designation in the scale.

Order — refers to the relative sizes of the
descriptors.

Includes such descriptors, as “greater than™

2%  ¢¢

“less then™, “equal to™.
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A scale has the characteristic of distance
when absolute differences between the
descriptors are known and may be
expressed 1n units.

A scale 1s said to have the characteristic of

origin 1f there 1s a unique beginning or true
zero point for the scale.
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Why 1s 1t important to know
the characteristics of scales
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The characteristics possessed by a scale
determine that scale’s level of
measurement.

Measurement Scale levels differ by what
scale characteristics they possess

Scale Characteristics Possessed

DOOObOIOIOOLOLOIOG

LEVEL oF MEASUREMENT DescripTioN Orper  DisTANCE  ORIGIN

Categorical Scales

Nominal scale ES = - _

Ordinal scale - i — _
Metric Scales

Interval scale + 5 + -

Ratio scale + + + <+
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A, Nominal-Scaled Questions

L, Please indicate your gender. ~__ Male ~__ Female
2. Check all the brands you would consider purchasing.
___Sony
___[enith
HRER
__ Curtis Mathes

3. Do you recall seeing a Deta Airines advertisement for “carefree vacations” in the past week?
Yes No



B. Ordinal-Scaled Questions

1. Please rank each brand in terms of your preference. Place a “1" by your first choice, a “2" by
your second choice, and so on.
___Arid
____Right Guard
____Mennen
2. For each pair of grocery stores, circle the one you would be more likely to patronize.
Kroger versus First National
First National versus A&P
A&P versus Kroger
3. In your opinion, would you say the prices at Wal-Mart are
____Higher than Sears
___About the same as Sears
____Lower than Sears
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C. Interval-Scaled Questions

1. Please rate each brand in terms of its overall performance.
BRAND RATING (CIRCLE ONE)
Very Poor Very Good
Mont Blanc Lo 2 ol gl B e g B G < LD
Parker - e SR - N - oy e - T W ¢
Cross R < B e i <l T (N S N ¢
2. Indicate your degree of agreement with the following statements by circling the appropriate number.
STRONGLY STRONGLY

STATEMENT DISAGREE AGREE
a. | always look for bargains. L 2 3 4- b
b. | enjoy being outdoors. T o2 B )
c. | love to cook. |l il iyl <
3. Please rate Pontiac Firebird by checking the line that best corresponds to your evaluation of each
item listed.

Slow pickup Fast pickup

Good design Bad design

Low price High price




D. Ratio-Scaled Questions

1. Please indicate your age.

_ Years
2. Approximately how many times in the last month have you purchased anything over $5 in value
at a convenience store?

01234 5 Morel(specify: )
3. How much do you think a typical purchaser of a $100,000 term life insurance policy pays per
year for that policy?

b

4. What is the probability that you will use a lawyer's services when you are ready to make a will?
____ Percent
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Ikaja OCHOBHBbIE XapaKTEePUCTUKHU Ipumeps! u3 MapkeTHHIOBbIE
JKM3HU npuMepbI

Homunane  Homepa, uneHTudumnupyromnimie Homepa [Tom; HOMEpA,

Has KaKkHne-1100 0OBEKTHI (byTOOIBHBIX IPUCBOEHHBIE TOPTOBBIM
UTPOKOB, HOMEpa MapKaMm IMpH MPOBEICHUN
3ammceit B 6aze MapKETUHTOBOTO
JTaHHBIX UCCIICZIOBaHUS

Hopsznkosas  [loka3bIBaeT, UTO MEXKTY Pesynbrarel Ouenka npeanoYTeHU
00BbEKTaMHU CYIIECTBYET pa3IMui€  BBICTYIUICHUS Ha
M0 KaKOMY-JIN0O MapaMeTpy, HO He  CHOPTUBHBIX
M3MEPSIET pA3INYUE B COPEBHOBAHHUSIX
KOJINYE€CTBEHHOM BBIPAXKEHUU (1,2,3 mecto u T.11.)

WUurtepBans  Paznuuus mexay oObeKkTaMu Temneparypa no KonnuecTBenHnas oneHka
Has MOTYT OBITh U3MEPEHBI B Henbcuto n MHEHUS OTpeOuTeNe,
KOJINYECTBEHHOM BBIPAKEHUMU. DapeHreunTy. BOCIIPUSITUSL UMH CBOMCTB
TOTO WJIM UHOTO TOBapa Wiu
TOBAapPHOU I'PYIIIBI.

[Tponopum  Paznuuusa mexay oobekTaMu JlnnHa, Bec. Bospacr, noxomu, u3nepxkku,
OHaJbHas MOT'YT OBITh U3MEPEHBI B MPOIAXKH, A0JI PhIHKA U T.
KOJIMYECTBEHHOM BBIPAKEHUH. 1.
Hynepas ormeTka pukcrupoBaHa.
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Workhorse scales used in

marketing research

Marketing research often wish to measure
subjective properties of consumers.

Subjective constructs:

- Attitudes

- Opinions

- Evaluations
- Beliefs

- Impressions
- Perceptions
- Feelings

- Intentions




= Scaled-response questions are used to

= = measure unobservable constructs
Table The Intensity Continuum Underlying Scaled-Response Question Forms

EXTREMELY EXTREMELY
NEGATIVE NEUTRAL PosiTive

Strongly Somewhat Neither Agree Somewhat Strongly
Disagree Disagree nor Disagree Agree Agree
1 2 3 4 5

Extremely Very Somewhat No Somewhat Very Extremely
Dissatisfied Dissatisfied Dissatisfied Opinion Satisfied Satisfied Satisfied
1 2 3 4 5 6 ¥

Extremely Very Somewhat No Somewhat Very Extremely
Unfavorable Unfavorable Unfavorable Opinion Favorable Favorable Favorable
1 2 3 4 5 6 7
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The modified Likert Scale

Table [lti5] The Likert Question Format Can Be Used in Telephone Surveys,
but Respondents Must Be Briefed on Its Format or
Otherwise Prompted
(INTERVIEWER: READ) | have a list of statements that | will read to you. As | read each one,
please indicate whether you agree or disagree with it.
Are the instructions clear? (IF NOT, REPEAT)
(INTERVIEWER: READ EACH STATEMENT. WITH EACH RESPONSE, ASK) Would you say that
you (dis)agree STRONGLY or (dis)agree SOMEWHAT?

STRONGLY STRONGLY
STATEMENT Disagree  DisagRee NEUTRAL AGREE  AGREE

Levi's Engineered jeans are good looking. 1 2 3 4
Levi's Engineered jeans are reasonably priced. 1 2 3 4
Your next pair of jeans will be Levi's Engineered 1 2 3 4
jeans.
Levi's Engineered jeans are easy to identify on
someone.
Levi's Engineered jeans make you feel good.



TITITIIY

Table “:ﬂ Examples of Lifestyle Statements on a Questionnaire

Please respond by circling the number that best corresponds to how much you agree or
disagree with each statement.

STATEMENT

STRONGLY
DISAGREE

DISAGREE

NEITHER
AGREE NOR STRONGLY
DiSAGREE AGREE

| shop a lot for “specials.”

| usually have one or more
outfits that are of the very
latest style.

My children are the most
important thing in my life.

| usually keep my house very
neat and clean.

| would rather spend a quiet
evening at home than go
out to a party.

It is good to have a charge
account.

| like to watch or listen to
baseball or football games.

| think | have more self-

confidence than most people.

| sometimes influence what my
friends buy.

I will probably have more
money to spend next year
than | have now.

1

2

3 5
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What if you have a REAAALLY long
Questionnaire?

RESPONDENT

CorRE SET

SUBCOMPONENT
QuESTION SETS

2

A

B
C
D




The Semantic differential scale

}-‘ji_O:Bf; The Semantic Differential Scale Is Useful When Measuring Store,
Company, or Brand Images

Indicate your impression of Red Lobster restaurant by checking the line corresponding to your
opinion for each pair of descriptors.

High prices Low prices
Inconvenient location Convenient location
For me Not for me

Warm atmosphere Cold atmosphere
Limited menu Wide menu

Fast service Slow service
Low-quality food High-quality food

A special place An everyday place
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PRESENTATION OF THE RESULTS SHows REp LoSTER'S COMPETITIVE STRENGTHS

High prices Low prices
Inconvenient location Convenient location
For me Not for me

Warm atmaosphere Cold atmosphere
Limited menu SN ‘ Wide menu

Fast service " Slow service
Low-quality food High-quality food
A special place An everyday place

___ Red Lobster
Jake's Seafood Restaurant
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There are a great many variations of
scaled-response question format used in
marketing research.

Several examples are provided lower:
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ScaLe Name

DESCRIPTION AND EXAMPLES

Graphic rating scale

Use of a line or pictorial representation to indicate intensity of response:

UNIMPOTTANTE: =i i e s s s e e Sy > Extremely Important

Itemized rating scale

Stapel scale

Percentage scale

© S @ O @

Use of a numbered or labeled continuous scale to indicate intensity of
response:

a1 =2 O 3 O 4 5
Very
Poor Fair Good Good Excellent

Use of numbers, usually —5 to +5 to indicate the intensity of response:
Fast checkout service —5 —4 -3 -2 -1 +1 +2 43 +4 +5
Use of percentages to indicate the intensity of response:

Unlikely Likely
to purchase to purchase
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Very Very
dissatisfied satisfied

0% 25% 50% 75% 100%
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Issues in the use of sensitivity scales

Using scaled-response formats requires the
researcher to confront 2 1ssues.

hether or not to include the middle,
neutral-response option.

TIIIIIIIY!

What are the arguments for and against the
inclusion of a neutral response position in a
scale?

-
e
-
=
-
-
-

s there a need to have a completely symmetric
scale?
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Now you understand the basic concepts of
measurement

and have become acquainted with the
workhorse scales and other scales used by
marker researcher.

What scale to use when

And we may have a quick reference to
appropriate scales pertaining to the
constructs most often measured by market
researchers.
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“zole ] Commonly Used Scales for Selected Constructs

ZonsTRUCT

Response Scalg

Awareness or
possession

Brand/store image

Demographics

Frequency of use

Importance

Intention to purchase

Lifestyle/opinion

Performance or attitude

Recall or recognition

Satisfaction

Yes—No
OR check mark from a fist of items
Example: Which of the following kitchen appliances do you own?
(Check all that apply.)
Semantic differential (with 4 to 7 scale points) using a set of bipolar
adjectives
Example: Refer to example on page 285.
Standard demographic questions (gender, age range, income range, etc.)
Examples:
Indicate your gender ____Male ____Female
What is your age range?
__ 200ryounger
. 21-30
__ 31440
4150
_ 5lorolder
Labeled (Do Not Use, Infrequently, Occasionally, Often, Quite Often, Very
Often) OR number of times per relevant time period (e.g., last month).
Example: How often do you buy takeout Chinese dinners?
Labeled (Unimportant, Slightly Important, Important, Quite Important,
Very important)
OR numbered rating using 5 scale points
Example: How important is it to you that your dry cleaning service has
same-diay service’
Labeled (Uniikely, Somewhat Likely, Likely, Quite Likely, Very Likely)
OR 100% probability
Example: The next time you buy cookies, how likely are you to buy a
fat-free brand?
Likert (Strongly Disagree-Strongly Agree with 5 scale points) using a
series of lifestyle statements
Example: Indicate how much you agree or disagree with each of the
following statements.
1. | have a busy schedule.
2. | work a great deal.
Labeled (Poor, Fair, Good, Very Good, Excellent)
OR numbered rating using & scale points
OR Stapel using 5 scale points
Example: Indicate how well you think Arby’s performs on each of the
following features.
1. Variety of items on the menu
2. Reasonable price
3. Location convenient to your home
Yes—No
OR check mark from a list of items
Example: Where have you seen or heard an ad for Pets-R-Us in the past
month? (Check all that apply.)
Labeled (Not Satisfied, Somewhat Satisfied, Satisfied, Quite Satisfied,
Very Satisfied)
OR 100% satisfaction scale
Example: Based on your experience with Federal Express, how satisfied
have you been with its overnight delivery service?
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Reliability and validity of
measurement

Ideally, a measurement used
by a market researcher
should be reliable and
valid.

Picture a bull’s eye target with several
bullet holes clustered very close
together, but off the center of the
target. This is reliability: the rifle
was pointed at the center, but
bullets were consistently off-center
and in one spot. When the rifle
sights are aligned so that the bullet
hits dead center when the rifle is
aimed there, it is valid. If the
holes are consistently in the center
area, the sight is valid and reliable
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Face validity (an intuitive form of
judgment): Does the question “look like™ it
measures what it 1s supposed to measure?

Aa
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Measurement in Marketing Research - Case.

Case 6.1. Mike, the owner of Mike’s Market, which 1s a
convenience store, 1S concerned about low sales. He reads in
a marketing textbook that the image of a store often has an
impact on its ability to attract its target market. He contacts
the All-Right Research Company and commissions it to
conduct a study that will shape his store’s image. You are

charged with the responsibility of developing the store image
part of the questionnaire.

Design a semantic differential scale that will measure the
relevant aspects of Mike’s Market’s image. In your work on
this scale, you must do the following: (a) brainstorm the
properties to be measured, (b) determine the appropriate
bipolar adjectives, (c) decide on the number of scale points,
and (d) indicate how the scale controls for halo effect.
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