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Types of
Research Design
and Exploratory
Research

A research design is simply the frame-

work or plan for a study used as &

guide in collecting and analyzing data.
It is the blueprint that is followed in com-
pleting a study. It resemblas the architect’s
blueprint for 4 house, While it is possible to
builld a house 'without a blueprint, the
results will prabably be o litde different than
what the buyer had in mind: Rooms are too
small or too big; something Important was
left out. And the house will uscally end up

rescarch design

The fremanaverk e plen fora
study thist guicdes (e cuillas-
fice et anmbyves of s
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Learning Objectives

1. Explain what a ressarch design is.

2. List the three basic types of research design

3. [Desocnbe the major emphasis of each type
of ressarch design,

4. Descrbe the basic uses of exploratary

research,

Specify the key characteristics of explora-

lary réseanch,

Discuss the various typaes of éxploratory

rivsearch and diescribs each.

7. Identify tha key person in & forus groug,

8. Descuss two major pitfalls fo awosd with focus
amrlps (or amy ather formn of explorstony

resaanch),
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cesting more than necessary, as changes
are made to fix problems as they anse.

It's possible to do marketing research
without a detailed blueprint, but litke a
building project without 3 plan, the results
are almost abways |ess than desirable. 1f the
resuits from such projects are usable at all,
thiey often provide little mare than interest-
ing infarmation that does little to address the
real marketing problem.
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1. Explain what a

O ' resesrch design is.

Thnmnhdnipmﬂuthmdﬂnﬂh:rﬁmnmﬂu
m.ihﬂummny:hﬂ'mthnhnfhmdnﬂp&melrw research
designs can be braken ino three basic types: exploratary, deseriptive, or causal.'

TYPES OF RESEARCH DESIGN
2. Uist the three hasic

The goul of cxploratony rescarch b to drcover ikess znd inughts. A soft drink man- O types of ressarch

wismarer faced with an unexpected drop in wles might conduc an exploramory seody

m generste possible expliations. Somenmes emplortory research & necewary ™
sdevpuately detine the manager’s dersion peohlen

Deseriptive mesearch i typically eoscerned with the frequency with
-hmhwnnﬂthgmmwﬂumhmmhipbnmmmuﬂnhnnaﬂyguﬂ
by one or more inital hypotheses, An investigation of the tresds in the consumprion
of soft drinks with respect 1w such characveristics as age, sex, and geographic location
would lse a descripive study.

A cansal research design is concerned with determining cause-and-effecr rela-
tiomshipe. Cansal studies typically take the fiorm of experiments, becamse experiments
are best suited 1o determine case and effect. For mstance, a soft donk manafacnirer
may wast o devermine which of seversl different oles promotions i o effoctne.
One way w0 proceed woald be 5o v difforent sales promaotions (c.g ., coupoes) in &&
ferent grographue aress and imvesngae which spproach sereraed the heghes ales If
the snudy wis demgrned properly, the conpury might have evidernce ™ sugget that

5o which i the best research design for a purticalor sinpason? Meost, ber nos afl,
propcts involve some degree of exploratoey amd deseriptive research; enly some call
for causal research, The choice of research design hinges moady on how much
managers already know abour the iswe w be stodied. When a decision problem has
Minmﬁmnlmphnnndchm;ﬁintlhmﬁ"ﬂmmnlhﬂthtﬂmﬂynmdﬁr
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emphasis of aach
type of meeanch

ﬂﬁmrﬂm:nlmmm:ﬂwmgmdwhy is happen-
ing, and eaploramry research should be used w ger insights into the stwation.
Somctimes, however, managess have 2 grear deal of knowledge abour the
wigstkon—they know wha the key ees are and what quessions need w he

ssked —and the foom quckly shifis @ decriptve research thst & gewred more -
EINE CRICES, use causal resesrch.

The thiree basic research desgns can be viewsd 5 stages in 3 continuous. process.
Figare 3.1 shows the i ionships. E studies are often seen oy the ini-
tial step. Consider, for esample, the following probles: "Brand X7 share of the soft
drink market is slipping. Why?" This statement is ton broad w serve as 2 fir
demiled deseriprive or causal research. I research should be wsed oo narrow
and refine the prolidem. The goal woald be o find pessible explanations for the sales
deorease. Thoe entative explanations, or hypotheses, would then serve = specific
guides for descriprive or camal smdiss.

Supposc the wenmtive explmanon that emerped was thar “Brand X & an coonony-
priced snft drink. Individhals hnve mere moncy 1odsy then when the brand wa fins
weroduced and are willing to pay more for higher—guality produce It sands 1o rea-
wm that our market share would deoresse ™ These eoote or hypothe-
ses, that people have more real income o spend and that 2 lareer proporton of thar
maoney s going woward higher-priced soft drinks could be exmined in 2 descriptive
study.

If the descriptive study did support the hyporheses, the company might then wish
w determine whether individuals were, in fact, willing o pay more for soft drinks.

Gexign.

causal rewrarch
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Fart 2. Research Design

FIGURE 5.1

Relationships among Research Designs

Manacer’s Focus

In geveral of the preceding Manager's Focus sidebars we
have emphasized the importanees m':}'nu.r leaming how 1o
evalvare for yosrwelf the ::pprmmnm of proposed
reseinrch metheds, ;"l-lmlhr_nnp; the material in chis q:'hﬂpmr
will be veur [iest n-u;:rr step tward developing these
:1pnb1|rnm Specifically, it is essential thar you be able o
detenine whether an explomatory, descriptive, or cansal
research desion is most sutable mven whae yon correnty
know abonr your marketing siteatio.

¥ yo stop amd amalyre your own personal experi-
ence, mnch of what you hive learmed has reszlred from
asking yourself questions and then seeking snswers 1o
thicse quhﬁm But the q‘EIEH]ﬂIH‘E y aske difer d:pl:nd—
ing en the narore of your circmnstnees and your wiler-
stamdfing of ther For exsmple, when something oceurs
thar v do nar expect, meaning you do oot undesstamd
vour situation very well, vou likely ask yourself “Whar
might be canimie measoms \H:Lr this h.appr_u-ad e Wi
needl 1o identify some possible answers 1o this question
before you can have any ides what some approprise
responsses 1o the situation might be. As you begin 1 ber-
tor formglate dome parshle explanations for the event,
vou mnight begin to ask “how lerge and impormne is dhas
fiew situaeion | am facng?™ Answering chis question can
help yom hegin o derermiine some ways yoa might
respond o the sinmtion, and whetheér i® 15 in your besr
imterest o respond avalll Later won sy determine that
there are several reasonable ways vou might respond to

your situation and for cach alternatve vou might ask the
question “IF | respond im this manner, whae effect will 1
Lkely have om the smaton?” The answers will '}wlp o
derermine which alternative setion 1o ke,

Az you will see in this chaprer, determining thie fmose
approgrriane type of research design & really nothing
migre: chan identifying what Lype of question you should
be asking vourself ar this peiot in ome gieor whae yo
currently know ibont yosr wearkering xitnazio. T.x;:.r]tmm.q
research designs are wied when you don't ondersmand
your curment sinston very well, Yoo Vexplore” o fGnd
answers o What mlg]'rt [ types af questions. In con-
trast. deserptive research desions are used 10 armwer
“How large?™ types of questons. You are d:smhrn!:
the degree o which groups have certain charatzenstics
or the Siee uf the associanan hetwesn o or mare varis-
biles, Fil::ﬂy, cassl  research dﬁigm e uilised o
answer questions sueh s, “T0 we do thes, what impace wall
we likely have in the markerplace?™

Flow do yon kaow which type cﬁqucﬁﬁm yom shonld
be asking? The answer is really quite simiple. If you have
Lan:ﬁlﬂu :::qm:l.'pln:tcl:] the prubh:l:n fosrmmlanan fitage ur.mg
the research process, the tvpe of queston you shonld be
waking yourself now will have: been idenrifics] already.
The key, then, 1% o be certiiin the ppe of research
design employed serually fiss the tvpe of question you
are TTyTy b amwier:
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Further, the managers might want m determine what stirilues (such s swedter e,
fower calonies, type of amficial sweetener] were most important @ consumers. This
might be scoomplished throush 3 wes marker snudy, a caumal desgn.

Although we've presented the different reearch designs o if they must proceed in
rve or camal projeets that lesd w mose quesions which lead 1w more exploraiecy
rescarch, The smaller arrows in Fagare 5.1 demonsrate the different wavs in which
the nipes of research diesign can be interrelated.

correctly,
the stmation, this kind of rescrrch i oot desgned to cre up with fimal sowers and
decisioms. At the end of the exploawny phase, rescarchen hope o have penerzend
hypotheses shour the key sspects of a situation. A hypathesis has been desoribed 25
an educated guew; in more formal e, 1 8 3 satement that specifies bow two or
mare mezurshle varahles sre relsmed,

In the carly stages of rescarch, we wsumlly don't bnow enough shout a prablem or
an oppoctanity to formulate a speaific hypothesis. There are afien several tentative
explanations. for 3 gwen markening phenomenon. For example, sles are off because
wiir price i o high, dur dealers or sales represenmtves e nor daing the job they
should, or our advertising is weak. Exploratory research can be wsed 1 esmablish pri-
arities in studying these compenng explanations. Top priority would usually be given
tin whichever hypothesis appeared most promising in the exploramny stady,

Faplorawory research is also used m incresse o researcher’s familisrity with o prob-
lem, especially when the resdarcher is new w the company and/or problem. For
example, n markering research consultant wha is working with o company for the first
time will likely need oo develap a working knowledge of the industry, company, and
specific problem sres. Fxploratory research is good for this,

An explorsmry study may also be used o clarify concepi. For instance, if man-
agement is considering a change in service palicy intended 1o increase dealer sarisfac-
ton, an exploratory study could be used w (1) clarify whar is meant by dealer
satisfoction and (2) develop a method by which dealer sansfaction could be messared.

An exploratery sudy con be used for

2 Berter formulating the manager's decision problem
8 Developing hypotheses
B Incressing the researcher’s familiarity with the problem
= Clanfying conceprs
rescarch is sppropriste for sny problem shour which brde =

In peneral, explorasoey
bwren. It bewremics the oondstien for 3 goesd stady. Faploestory smdies are grpically
sl scale and quite fleuble

should slmumt slways be rebmively smll o gz, m‘mﬁ can't afford o
devote the bulk of the research bedget  explontory research. What woeld be the
point. anyway? Anewers and decsioss will fow from descripiive sndior causal

that the problem has been adequarely defined Sometimes thit may men spending =
Hlmﬂmnh#nﬂ;;hmﬂmmwm&ﬂm!
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well spent if the problemfopportunity s brought mare clearly ino
focus and the oprimal resesrch problemis) can then be addresied.

Flexibility HBocanse so much & ofien unknown at the beginning of 2
project, exploratory sudies are very lesihle with regard o the meth-
l!_r:hlgpﬂ!ﬁqﬂn-lqmﬁﬂmﬂfﬂdﬂuw

mnolve probabiliny sampling plans. Instead, ressarchers Erequentiy
mumld#uﬂnhpuhpchnﬁm:ﬂ::hnﬂlqhnm
about the problem. Investigators often follow their inmition in un
exploratnry study. While exploratary research may be conducred n o
variery of ways, lireranare searches, depth interviews, focus groups,
nomina] groups, case analyses, and projective methods are among the
most cummon epprosches (see Figure $.21

Literature Search

One of the quickess and lessr costly ways  discover hypotheses is
o conduct a liveranure search. Almost all marketing nessarch proj-
eers should searr here, There is an incredible amount of information
available in libraries, through onfine sources, in commereial data-
bases, and o on. The liwrature search may invelve conceptual liter-
ature, trade livoramure, or poblished sstistes fom ressarch firms or
govemmental sgencies.

A few yean age, Miller Bosinews Sysseems, Inc, wan able =
respond effectrecly 0 3 compentive threst becmne of its capoine
effort w review wade litersmre. Using published industry sources,
the company developed profifes of s competitors, which it then
kept in s damabase. The company regularfy scanned the databane 1o
tonitor eompetitive actions. Based on this information, the com-
pamy noticed thar 8 competitor had hired nine furmiture salespeople
m a 10-day period. This was 2 tip-off o a probeble push by the
competitor in the office-firmitre markes. Miller was able w0 sched-
unle it salespeople 0 make oo wles clls and hold on w0 dheir
accoumits. As another example. rescarchers 2t Sther Daliar Ciry, the

ﬁﬂﬂkh@ﬂdmmm:ﬁm‘mﬂmh
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typed of exploratony ——
msaarch and 1

-

o

dimcribe each.

fiterature sesrch
A meanch of TDoSICs. trade
I NNl DSer arTrie

MafEsrst, AL,
med btk fir chvta o Insd gt

fribes I garcsklearmy it st




Chagaer &

Types of Ressanch Design and Doploratony Research

Manacer's Focus

Knowledge shout muarkering research will be most help-
ful to yoo s 3 pEmager i you acguire che abdliy m
“eonnect the doms™ bepween the different concepts pre-
sentee] in this boek. Ar every opparmunity ask yourself,

exsting  sources  (see  discussion  of  secomdary  data)
before any new markenng ressarch studies should be
condocsed (see I;I_.iﬁt,'ljﬂ'ﬂ-[m of ];uﬁrn'gq,r i:[m'_i, [..irq:r‘.rmrﬂ
searches are efficient ways of pathefing markes intelli-

“How does this relate 1o what I've studied so far?” For
examiple, how might litemture searches play o role in
the developmenr and maintenance of an MIS (marker-
ing' infermation system)?  RBemember, every  effore
should be made o obwin marketing intelligence from

gence that e¢an be fed inm an orpanemton’s MIS.
Indeed, smaller companies with lmited budgers shouid
itve perscimel who regularly monitor the available lie-
erature for relevant market informtion that can be dis-
tribured o deciion makers,

Soinetimes concepiual lierature 15 miore valuable than trade literemre. For exam-
ple, 2 firm with concermns ahour customer stsfction mizhe begin s explomuy
research by reviewing aeademic snudiss and indusmry reports on the wopic, with an eve
toweand UNEORErIg Factors that have been shown to dive sanstacton, The ssue of
how to mensare costomer satisfictien could be researched at the saine tme,

Suppecise firm's probilem was one that vpically miggers moch marketing research:
Why are sales revenues down?™ Inital insehis mto this problem could ecasily be
abtaingd by analywing published dat and rade literature. Such an analysis wouold
1‘|uj1_'L‘.]j-' indicate whether the pm-ll-h:'m wind o irujus:r'}' profilem (everyone’s sales are
down) or 3 firm problem (other firms’ sales hove held sseady or even increased), The
results wenldd tht:n fead o very different kinds of deseri iprive and/or causal research,

A pompany’s own internal data should be ncluded o the hwerature examined
exploratary research, as Masines Paper Coampany onee found o is plessnt surprise,
The CERTLpHITYY Wils aboaut o drtrp ane of its prislnets becnse af 15 dismal sales T
formance. First, however, the company ook a closer look and found thar enly ane
salesperson was I:fr:lliﬂ;!_[ rhar J;pr::_':iﬁr: g'mfl:r. of indhsorial priper. Up::n further ijwc-af:i-rr'a-
don, Mosinee discoverad how the bavers woere usng the paper—an application thar
bad been baonwn anly o the one salesanan and his customers. This fnformmation
emshled mamgement 1o edueare the rest of ts sales force as o the porential marker
firr the paper, and sales rose substandally. This example also highlichts the nead for
knowledge management within organizations.

It is impormnt o remember that inoa liceramre search, a5 with all orher kinds of
exploratery research, the major emphasis is on the diseovery of ideas and tentive
explananons of the phrmmtrnnn aned nos on drawing cmu,hm-mi Fl.mhng ATEWETS
and dleiwing conclusions 15 benter left 1o desoripiive and coosal research, Thus,
researchers mpst be alert o the hypotheses thian can be derived from availalile mue-
rial, both pablished material and the company’s internal records:

Depth Interviews

Depth interviews (somefimes alled “in-depth nterviews™) amempt o p the dl:’lld:l Infervicw
knowledge amil expenence of those with mformadon relevant 1w the problem or  Inerises with people
opparmnity ar hand. For example, a 5an Francisoe bailder feosed on architects and k""*"-'"'n*ﬁgﬂ-?-"t‘ ot the
1|-|:ﬁigm:r:a when trying tir get 1 handle on s competitors. The company asked these iﬂu':?;m‘ﬂi:'ﬁﬁw@

people to describe the traits of boilders that wended o orn off buvers of expensive
hiomes. Some of the answers incleded bad manners, workers who tracked dire across
carpers, and beat-up construction trucks parkad in homeowners’ driveways. Based om
this informarion, the company bought 3 new oock, had i estmators wear jockers
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and ties, and made sure i work crews were impeocably polits; Tnless than ren years,
the company’s annual revenue more than guintupled,

Anvone who has any sssodation with the isse ot hand &3 potential candidae for a
depth interview, This could inelude current customers, members of the target marke,
exteutives and managers of the company, sales representatives, wholesalers, retsilers,
and soou, v can liverally include anyone with insights tno che sicnarion. For example, a
children's book publisher gained valoable informarion abour @ recene sales decline by
talking with librarians and schoolteachers, These discussions indicated that more and
e |.'|ci||1l-|:: Wt Vst IiE‘II‘.lT}' Facilitices, while ok sales gere dm:rt*.a!icing.Thq Tereane
in library nsage was, in torn, teaced woan iserease in federal funds, which had enabled
libraries ro buy more books tor their children's collections. Similarly, some pears back,
Ford Muowor Co, designed o mediom-dury muck inrended for heverage d:srrrhur_mn.,
ameng other things, after seeking feedback from fleer ewners, mechanics, and drivers.’

As with other types of exploratory research, depth interviews are quite flexible,
Participants are selected based on their likely ability to provide vsable informarion.
Cermindy, there s no need o strempr a random sample, [t is importnt o include
people with differing poines of view and opinioss.

nometimes the questions asked are the same scross respondents, and sommetimes
they ditfer. It is noea good ides ro wse o formal questionnaire at this point, unless it is
shers and desigred w strt or puide the conversation, Instead, beeanse this is explors-
wry research, the questions should be general, allowing the participants a grese deal
of leeway 1n how they answer. As a general rule, respondents should be given free-
dom in chooing issoes o be discussed, although it is the role of the researcher m
keep the depth imterview in the popic area,

As the name suggests, the point of 2 depth inrerview is o encourage the respond-
enr o offer as much informanon as possible, As o resele, semetmes deph interviews
can last for an heor or more. Because there i 50 moch information collecred, it is
aften a goonl ddea 10 have two ir'lt-l:nrlvemr'ﬁ, ome for :L-ilri:ng questions amel pne for
obwerving and tking nores, perhaps participatng from time o time. It s always
advizable o have an audio or video recording of the interview. Interviewers must be
carefully trained; they perfurm an impertot balanang ace between keeping the inter-
view am mack while allewing rthe respondent ro tike the conversation where he or she
sees A This msk idn't ep.

A series of deprh interviews can be very expensive. Well-trained interviewers com-
mand higher salaries, data are collecred from one respondent at 2 tme, and awdio/
video munlmp must bie rmamseribed, coded, and amalyred. This tech niquq: however,
can viskd important insighes 2nd more often than not i well worth the etfore

At first glanee, depth interviews seem similar to the personal interview method of
collecting descripiive research dara, Fshibit 5.1 presents key ditferences berween the
i Technigues.

Focus Groups

Focus gromp interviews are among the most often used rechniques in marketing
research, Some would argpue that they are among the mest evernsed and sinised tech-
niques as well, o point we'll return w Taver, In o foeus group, 2 small nember of indi-
viduzls are hroughr gether to wlk abour some tapic of interest w the focus group
spomsar, The discussion 35 directed by a moderator, The misleraror amempos oo fol-
low a roogh outling of isves while simultaneossly uving the comments made by
each person considersd tn group discussion. Partcipants ate thus expesed o the idens
of others and can respond 1o those ideas with their owa.

Carowap inferaction 3% the key aspeer thar disringuishes forus groop interviews from
depth interviews, which are conducted with one respondent at & time. It is also the pri-
mary sdvaniage of the foous groop ever most other esplormony echniques. Becawse of
their intersctive namure, idess sometimes drop “out of the hlue™ during a foons group
disevsgion, Further, ideas can be developed 1o their full imporance becaose of the
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Exhibit 5.1 S Terth T
Irediapih inbervizvwing 1= caually done at the bagirmmg of & st research progect, whespou wall be stechang 2 oopulation that
wiau howd never researched bafors, Inoeath intanisss—-alsn called semintrociursd intonedads) " or Cinfoomal mtersdmas

ar
vty diffeignt from sureey iIntensesss. They e much mane ginyilgr 1o scormaliste inemeves. Sorme of he differonoes Betvenen
Suiviry inteednnding oo in-depth intenvimang e 2= follows:

& A sureey usually has =t Ieest Y00 inteewiews, but with informal research, 20 tespondants e after manugh,

®.  &survey has 3 fued guestionnare, Al ihe respondenin Gre asbed e ame queshons eacepl those skpped), in The same

ordar. But with indegth intarsesing, there are m speciic queston. Fetesd of beginmmg wth “Which ol the followeg
statarmants. . an irformal intendesor mmight say “CEn pon el me abaut 2 Dene ke you

& With medepth imeneewing, there iz no specific ordor. The lezpondent may jurnp frormn oig subpssr 1o argther. The
ififaraset has a lut af thirgs 1o be didcovered, but the warding snd sequenpg o the “swsstiona” dapand oo thi
“mngwers’ the reapondent ges

= Instaad of wsing & fally o ssmpke redegth imensess alh waondy dang with pecsis whio are dalibatadaly chosen 10 be
wm diffprent as possibhe from pach oihae

T teagon for (hese difletences betisean surdey inlendseding and in-depis interdeswing = that the purpeses aoe difensnt, Lnliks
Survery iMereesng, redepth irleevieesng does not claim fo obiein meuliz that can be garerahived 1o 8 whols population;

Sbrrce: Excerpiod from Donnis List, Kaow Your Apdimoe 4 Practicsd Giadas o e Saseard [Wallingren, New Zealand: Oungaral Books. 20051
Devanboaded from the Audiencs Diakoqun Wok e, Rp s sodismessdisbogqun. het, Sggqus 10, 2005

Hmmlu”mg effecr: A comment by one individual can rigger 2 chain of responses from
other participants, The presence of ather F'nr.'nFﬂr anil the opportmity oo lissen w their
eornmments cefien allosws individuals o “warnm up” 1o the wogic and become willing
express their ideas and expose their foelings, As a result, responsss ave often mose
sportaneons and less conventional than they might be in a depth intervies.

Characteristics of Focus Groups Although focns proups vary in siee, mest consiss af
eight 1o 12 members, Smaller groups are oo easily dominied by one or two mem-
bersy with lerger gronmps, fmsmration and baredom gan ger in, a8 individuals have
walt their turn to respond or get imvolved.

Respemndents are wsaally seleceed so thar the groups are celadvely homogenenus.
Thart iz, the goal is 1o inclode people who are more or less like one anorher, This
T bes setter discussion ss punpll: realize that I:I'L'I:'!.-' have things in eotmmon with

Manacer's Focus

As @ manager, you must think carefully hefore urilizing
fsens groups. Focus groups can be helpful in the nghe
circummestances, but there are several alternative explora.
‘tury research techniques available, and yom shoald selecr
mgm-mnrt-th.u:i.mﬂ&m: types of questions vou are
trving to address. In our opinion, fecus groaps are used
far more often than they sught to be. Research firms ron
uften recomumend foces groupe smply because they spe-
cialive them, not becanise they are the most appropri-
ate exploratory wol. Relatively few firms have the
expertise becessary to compeently perform the entire

range of explorarory methods. Therefore, when vou
need exploratory informarion, vou shoald inrerview pro-
spective firmns by acking them 1o the by disciss the
attvantages and disadvantages of alternative exploritory
methods a5 they apply o your currenr information
nec:is.”r’nushmﬂdd:.ennlmr]n firm thar speaks most
authoritatvely abour alrernative spproaches and presenrs
a compelling case for why a particular wechnique best fies
the questions you are addressing. Under no circumssn-

*Lﬁﬂmﬂdym-&lazmﬁ:mmnmhmwpbm

it i used frequently by other organizarons.
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other purteipants; It algen I'lfl}'p: pirEvent individuals fram bemmg mrimidared by other
paricipants, thug stifling their comtribution to the discussion. For example, perceived
differences in social status or other secioeconomic factors might discourage some
from speaking at all while encouraging others o dominare the discussion, Tndeed,
keeping everyone involved while allowing none o mke over the discussion s one of
the ]'CL'L rales of the moderanor. RBesearch Window 5.1 affers s huimnrons erue sceount
of whar happened in 3 group diseusdion when one mdividial mied o ke over 3
group discussion.

Muost firms conducting focus groups use seresning interviews. to determine the
imcdividizls wlo will chmipime i p;j:n.ir_‘r.l!ur gm-ﬁp. Clients wiall normally have specific
eriterin for the kinds of participants they seek. In fact, under normal circumstances,
thie mmore 5'p-nt_":ﬁ|.‘ the eriteria, the more tseful the resaltss will be. A eritical rask is @
recruit participants wha meet the requested criveria Ofren, this b’ cosy,

Une tpe of individsal whe recroiters must oy o avoid is the “professional”
rﬁpm]dcut whr has ]nrnn;uu:d before []E‘Thdp& n‘:g'u|-1rl1. in orher foons ZTOANpS,
Ar best, the resulrs will be winied because professonal respomdens don’ wally
meet all of the relesane oriteria o be included. At worst, the resulis can e worthlezs
if ehe individoal acts a5 an “expert™ anid dosninares the discossion; Such respondents
want o parficipate because the incentves, monetary or atherwise, ire often generous.

Shut Up, Jimmy!

In the sormer of the vear 199, T areived in the soall
town of N___ {2 a Victorian novelist might hegin).
This was in western Australia, whese [ wos conducting o
series of foews groops: The participants had been organ-
iped by s markes research company in Perthe All T
needed to do was arrive ar the rghe time and ger them
malkimg. .

I foung the venue: a back room in a shabby horel. A
century earlier, it would Tuve been o splendid hmld:ng,
but now it was simply down-ar-heel, The cvening sun
pomred o throngh the mtaﬂrp:[-g mﬂm rn'l::lmg
the effect on the woodwork of 100 years of beer drinking,
[setup thie Tape resorder, anid ﬂt.[iéﬂpl-u hcpm T ArTIVE.

“Helle Joe,” said the first participant 1o the second.
“Haven't seen you for a long dme. What are you doing
these days3™ ] -

T hdn’e coumued oo this. The wswen, with a popalation
of 5,000 or sa, was sall ensugh that everybody seemed
w know evervhody else. Normally, focus groups are
done in cities, and vou can safely assume that nobody
knows anybody else. Flere, though, mos: of them kanew
each other,

In this case, when the group begen ailing, one man
dominared the proceedings. This is nor uncommon;, and
wsmlly a few hints from the modernor (ew., “Does

_f'eé*,earch window 5.1

anyhody else have anyihing to say on this maner?™) will
dissuade the dominator. But this guy wouldn’t stop. He
b & Bee ol Insomet abont semething.

To my amazement, he stared rying to rm the growp
like 4 public mecting. “I move that we are disausfied
with the radio service in N ™ he hoomed. Al in
Exenr say Aye.™

I was shout 1o step in and poinr oor thar this wasn't
how forus groups wurl:, bar another parricipant—a
middle-aged woman—gor in befure me.

“Waonld you juss shur up, Jimmy?™ she spapped.
“Wetve all had encugh of your corrving on like this
Whar will this man think of the people af N__ fﬂ_mu
behuve i this way?™ (By “this man™ she meant me.}

After 3 great wproar of general agreciment, junmy
becanse silent. He hardly said & word far the nest heur
or W,

[ was amazed. Obviously something bad happened in
this group (or some of them) in the pase, and Twasaea
disadvantige for not undersmnding i

Source: Exorrmted from Dennis List, “SmalbTown Groun
Disgussion,' June 17, 2002, downloaded from htpsfawe
Avdisncedizloguenet, Aogost 10, 2008 Beprimed By

| panmission,
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Firms nopst recogmize thar the more specific the screening criteria; the greater the in-
centive for recruiters t use professional respandents, They are ofien easier to find
than peaple who actually gualify o partcipate.

As o might expect, many different types of participants have been involved in
friess prompe. Eshibit 3.2 deseribes how several different nrganizations have used
hens gronps; a wide variety of participants are represented. The impartant thing, of
cururse, i 1o recruic from the audience thar can offer the exploratory insighrs thar the
company 15 seeking, Harley-Davidson conducted foous groups composed of corrent
eaniers, those who wented 1o own Harleys, and duse who currendy owsied pther
bramds to berter undersmnd how people viewed the companys motorcycles (see
Research Window 5,21

Ceiven that the participants in any one groap should be seasomably homogeneous,
e can g firm be sore thar the full range of opinions will be represented? The hest
way is 1o hold moliple groups, Thar way, the characteristies of the participants. can
wary across groups. Ideas discovered in one group session can be introduced in later
SR SESEITS for reacton. A typical project has fomr BT, hat some ey v up
te 12 ar mors, The issue is whether the later groups are seaersring additoel
insighrs: When they show diminishong renurns, the groups are sioppei.

The wpieal focus group session lass from one and 2 half o meo hours, Maost
groaps are held ar facilites designed especially for them, although they can be lueld
other placis: The 1:}'pi|:a! setup inchutes o conferenoe: room with nice: fomitore and

Exhibits.2 JJ - T, b e

& Apmpostale had Eeoma onn of the honest performing clothing ehaing for teana. Uedike somae elathing madkatars, 1ha
piavgaarny Ras no eioeest i Bethog clathing frends. Instemd, i works diligenthy to Tofiow clothing tends using awanesy of
Erpioratnnry researeh irchniguss, ncliding feeus groups with high school sudents.

= Publs otficiabe i Groer Biiten Nave haen stuggling with o atcky geotibem - ki 1 Clesry uied gurm from pebic sidgewales, Ina
recent Syemr peiod, gurms sales Fave asestated ot 30% o Grea Batie, Moch ol the casroff gum, untarunately, sserms b
hirve ercled Lpcan the sioewalis of towes and oties, Eastirrafes plaoe the cost of remaving the gum gt 5285 millcn per year,
The Ervercmrrent and Aueal Affars Depacrmest oot s & senes of losus groups 1o Study cheaem’ alilides, The
resuits? Bianpams ndenimeed admitted having tassen heir gom asidé ot east omcmionaity, and e seasarchers wane abli 1
ichénsify & number of dithevent segenarte of ~gum dessspere, ™ rengrg) froom an ecuses’ sagmen Db Tebtgonlty end frisd o
drop pum disoraathy Ton "hiveds gioun e anjoyed opanly tssng thair gum aed then bickng i for gooe measars,

& Thee gp sk gressshoand succasy of Sraie dols, fram
toymakar MGEE Exteriminment ine  can bae treced i part
1 thie company's explomiony ressarch with yeung girs.
N icleias far pegconts aften: comg frgrn girls who
partticpats it focus proups. Bratz dolls almost single-
Faaricedly Tonsed Matlel o redesin its con Barke &k,

& At Yoplar, pogurt meved freem aups o tuhed: Yoplar's
Fizzne slan mowad from simpla yogurm culturas i ndude
cartoraiion. Thia was the slep TEken 1o ki yoqmeT
rmore palembla i Tesans, Accanding 1 focos groun
resulin; fweens searmed o lowe it while i was amyleng
o @ hisenth peoer-us, The foous groop resiilns go ooe-
vinced Yaoplst's pregsdent that he skhpped regional pilct
tasting ot Flazix and went straight 1@ mataonal molloot
Tar the potsdhoc.

Sources: “Oakne Extra: Targeding the Unrversal Armarican Kid,” SusinesiWest anding, Junes 7, 2004, dersrdoacad freem REp:hasny Bisinsedwssk
o, St 10, F008; Both Carmary, "Siitain's Very Shicky Prablem,” SusineseWWeek paling. March 7. 3005, downloaded fram hitpdwss, business
weakcom, August 10 2008; Christopher Palineri, “Hair-Pulling in the Dollbose,'” BusiassrWeck online, May 2, 2008, dewnlosded Trorm batpet
v usinessaneluoom, August 10, 2008 and Snttheer Bovla, "Carbonated Yagurt: Sese ar Firle®™ Farmansoniine, Scptember 18 2007,
downdasgan from hapiimoney ernoeory, Sagust 10, 2008,
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research window 5.2

Experience of Harley-Davidson with Focus Groups

After making a remarkable comeback o the [980s,
matoreyele mannfacarer Hardey-Davidson had  buyers
on 2-year-long waiting lists 3l over the country, Bar thar
sugeess placed the company in a familiar quandane:
Shomld Harley expand and risk a market downwm, or
should it sty the course, content with its good pasition
in the indusiey?

“To invess or not 1o invest, that was the question,”
saild Frank Cimermancic, Flarley's lirector of business
planning. “Dhalers were begging us o build mare
mutoreyeles,” he said. “Bur you have o understnd sor
history. Ome of the things that cansed past problems wis
a lack of qualitg, snd thar was the result of 2 too-rapid
expansion. We did not want o relive that simanon.”

The company’s dilemma was complicased by the fact
that the marker for heavyweight bikes was shrinking.
"“We were daing fine, but leak ac the markie”
Cimermangic said. “Maybe, we thought, we -could
reverse these tends and beeome an indusery leader,
something we hadn't been for a e

A new kind of costomer seemed to bold the keys 1w
market growth. White-collar momoreyele enthusiasts, or
"Rublies” (rich urban bikers), strmed 1w shore up
Harley sales in the mid-"80s, adding to the company’s
success amil image. Bur whether these were reliable,
lomg-terin costomers was another qoestion.

“Are these folks going o stay with us, or arc they
going o move an when the next fad comes along®™
Cimermantic asked. “IF we got the answer right, we
conld hecome a force in the indusery, 1F we gor ie wrong,
u:muldgnﬁ@h!hm:kmﬂmmﬂy’ﬂﬂ“&“ﬂbhndy
wanted 1o make the wrong decision and watch 20 per-
cent of our employees walk away with their possessions
in a cardbomrd b i

Harley alse needed to know i ir shaald marker i
prodluces differendy to different audiences. A core clien-
tele of maditional “Pakers™ had kepr Harley afloat disring
its leamese years,-and they eould not be alienarted.
“We bid to understnd the customer mindser,”
Cimermancic sad. “Was there o u:lmtm'l appeal 1o
owning a Harley?"™

To find our, the company first invited focus groups
maude up of current gwners, would-be awners, anid own-
ers of other brands 1w make cut-and-paste colliges thar
expressed  their  feelings  about  Harley-Davidsons.
Whether limg-time Harley ridess or fresh prospects,
eamimon themes emerged in the anwork: enjoyment, the
great outdoors, freedom.

Harley-Davidson then mailed more than 16,000 sur-
veys “with a rypical barwery of psychological, socinlogical,
and demegeraphic questions you typically see in smdies™
Cimermancic said, a5 well a2 sobjective qoestions: such as
“Is Harley rypified more by a brown bear or a lon™
The guestionmaire mst a 30% response: Tate, with no
incentive for rerurn.

From the responses, Flarkey identified seven core ous-
tomer types: the Adventure-Loving Tradinonslist, the
Sensitive Pragratist, the Stylish Stans-Secker, the Laid-
Back Camper, the Classy Capitalist, the ' Cool-Headed
Laner, and the Cocky Misfin. All of them appreciated
Harfey-Davidson produoces for the same reasons.

“Independence, freedom, und power were aniversal
Harley appeals,” Cimermancic said, “It didn't moateer if
yourwere the gay who swept the loor of the factory or if
vou were the UEQ ar thar factory, the mfraction to
Harlew-Diavidson was very similar. We wers surprised by
a tremendous amount of levaloy across the biand.™

That loyaley meant the conmpany could build sed - sell
mare matorcycles, without having 1o overcmend itself.
I 199, Harley-Davidson buile 62,800 bikes, the com-
pany plans o shup berween, 303,500 and 307 500 bikes in
200

Sources: Lin P. Murphy, “ Aided by Research, Harley Goes
Whole Hog,™ Momwwmm Decermber 2, 1996, pp, 16-17.
See also Rick Barrett, "Harlay Drops E:m]rm: Fﬂfﬂ'l:lﬂ‘.. Tha
Milwaukies Journat Sentimsl, Apiil 135, 2005, dewnlosded from
Newaipaper Source databess, June 16, 2005; Ted Shelshy,
“Harley Sales Go Hog Wikd,” The Saltimore Sur, November 25,
2001, p. Te; and "Hatloy Davidsisn Annetinpes 2008 Sacond
Quarier Remilts, July 17, 208, downloaded from hitpafinvesior
_harley-davidenn com, Aogest 1, 2008, :

Fxrures thar can comformbly hold the partcipants. Tradinionally, ar one end of the
conference moomm will be a l-way mirror, with space Behind the mirmor o house
andiovisual equipment for recording the facus group interview as well gs searing for
rescarchers, clients, andfor advertising agency representatives. (One advanmge of
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these Beilives s that they can
mcurporaie the latesr in cechnol-
oy because of the lorge number
of grompes held there, For :‘xampiu-_,
videnvonferencing rechnelogy can
be vwed oo link groups an different
locations, allowing participants at
the wvardous lecabdons oo ingtersct
direetly with each ather

Adbeareing  technology has also
created an ::.tp&w-:iirn in the use of
anlie, Internet-based focus groups.
Such “groups,” in which mulnple
respoidents cin “mees” electroni-
cally via chat rocims, mstant messag-
iy, Web comems, and the hike,
effer memendous speed and ecost
lenefis, partcularly  when  using
an  emblished  online  panel  of
respondents, Thene are other advin-
tages of omline fosons groups, indi-
ding the abiliy e form groups
cemmpesed of people froan Rir-lung locatons, or w deal with sensitive opics. Acconding
b susan. Bothy the direcor of qoalioove research ae Greenfield Onlite, “You cin do
intermatonal [T, OF ETURIfS ahonr subijecns of sensitive namre, Iike FITV or I pOTEnGE,
where being anomymous can be bemer.™ Online focus groups can be an effectve toal for
prslucing weehul exqlosamry insiehre.

Should these approsches be categorized a5 forus grougs, however? Our observa-
fins suggest thar most shaubi nor be. As nored dhave, the key advantage and distin
'__';l.['whil]g feature of a focus gt iy the synergy obtaingd by having the parocipants
meet toagether, caperience cach other’s presence, and feed off oo another’s comn-
ments. While elecronic interacrion ts possible, we suspecr char the troe value of foeus
proup research cannot be duplicarsd very effectively onling excepr, perhaps, when
working with very specific wirget populatons, This method of gathering exploraiory
data is certainty valid—again, with exploratory research, anything goes—bur they are
net focus groups in the classic sense

In general, focus groups are less expensive o conduct than are individusl depeh
interviews, mostly beeause multple respondents are handled simultansonsly, Thar's
mat 1o 53y that they are inexpendive, however. By the time an experienced moderator
has been hired o conduer the session and write the report, the fality rented, and
ingentves paid participants, 2 fincus group hay become costly. And that’s just one
Trwcuis grompy add a series of focus groops and the eosts can ceally rise

The Role of the Mederator ''he moderator in the focus group plays the single mos:
imnpareant—and most diffienls—role in the process. For one thing, the moderaior
tepically translared the soody objecoves inm 2 guidebonk. The mederaror's
guidebook liss the general (and Su]'It‘L'IEtJ issues to be addressed c!u.nr:g the sessivn,
placing them in the peoeral onder in which the wpics should arise. In general, the
funnel approsch is used, in which the moderaror inmoduces broad general mopics or
risks firse and then the conversation beging w foous on the key issues under stady,

T dlevelop the puidehonk and conduer 2 focus group effectively, the muderaror
lilﬁ‘.'ﬂ[i (1] Il.l-'ll;iﬂ'm{ilrl.l:l TJIE l:acl&grr.luml {iIF LI]!: E!rﬂhlﬂ“ lll!d. tl'lf' most i]'[li:l[:ll'-t".l.'l]t 'iIli:lFITI]il—
tion the client hopes m ebrain from the resesreh process, The moderator also needs
o understaned the overall plan for the use of focxs groups: how many will be held,
how many participants will be in each, what kinds of people will be involved, :md
howe the sessions mighe be soecmred o lanld on ene another.

This focus group is listening
attentively 1o its facilitator
and isan example of a mare
wup close and personal s2E-
sHIN, 2% apposed tidan onling
spsnho,

moderatonr's

gu.idrl:-mli

A arghiered list of (e
genanal and specla mhues
0 o sschcligermeed during @
{orus proup; e IREUeY
norrmaly should o from
genaral (o specda

& MATE! MCHELZZASTOCRPHITO
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ManAGER s Focus

We have emphasized thronghouot this chaprer thar nsm

agers. muesr be very carcful not oo misuse exploranory

research findings, The findings from focus grosp inter-
views wre wmeng those mose frequently pisosed by man-

agers, even by mamagess who shomld know better. We:

omce obderved the president of an advertising and nvar-
keting resesrch eorsulting firm saneunce that Fis com-

ATty weas J.E'Lmd'ung 2 mew service becanse “the forus

group: Andings were all positive” Focus groups, when
used properly. are uniquely capable of capimlizing on

wanld nor emerge i respondents were intervicwed sepa-
rarely and could nor help bodld en other people’s ideas.
It is impartant for you 10 slways remember thar these
ideas and insights can be very useful in helping you cre-

ate mew markering strategies. Bur exploranory 1echniques
shomld not be used w0 make final decisions abour imple-

mv.-,'nti.n.g E [::a-ruml:rm.u:h:nu_g stratem. Yo meed other
kinds of research (Jeseriptive or causall o make deci-
sions, v decisions like this thar are central ro the
company’s furure success.

group dymamics 1o generate new idess or insighes thar

The maderator must lead thee disersson s that all ehjectives of the stady ane mer
andd thar intersction anong the gronp members i stimulated, The focus group. ses-
ston cannit beallowed oo dissslve inio g series of indiadoal depeh anterviews in
which the partivipanss ezch tabe s responiding ™ 2 prederermined ser of gues-
rions. As 2 resalt, the moderor’s mole s extremely delicate. It reguires someome whe
is intmately tamiliar wich the purposs and ohjectives of the research and ar the same
EiiTae pnﬂmw& gl J.nl-l.-r]:lmml.ﬂ commronication sklls Chae impormant measure of o
focus group's success s whether the participants mlk m each ather, rather than rha.—
milerator, Some of the key qualificarions muderamrs st Fave are deseribed in
Eshibir 5.3,

The Dark Side of Focus Groups Diespite their benefiss, foous groups have rwo major
weaknesses, Actually, these weaknesses have litde w do with foces groups as a weh-
iz, Insread, Thl:::.' arise from how |:he}-' are used. The Arse gret weakness has to doe

8. Diseuss fevo major

p'ﬂ' alsg‘rlpsllnlr-‘::,.r with how the resalts of a foous srop session are mterpreted: When managers—ar
athae it rezearchers, fior that matter—biring preconceived idess about what they want or

expert to see, i no surprise when they find evidenes in onie or maore of the group
dlisrussions that suppores their posidon, Becange excoutives hiave thie ability 1o observe
the discussioms theough L-way mirrees or to review recordings of the sessions, loeus
gmips arg more suseeptible o esecofve and mesearcher biases than most other ex-
ploratery techniques. These bigses may not be intentional, but they can sdll be harm-
ful. And many managers find it o casy o wse focos group data W inenvonally
suppaort their positions. As one observer pur ie, “The. primary hmcrmn of frsrns
groups is often 1o validate the sellers” own beliefs abour their produce.™” Research
Window 5.3, on page 92, oiffers an exmmple of what can hﬂpp{-n whien o eompany
losses 1ts serse uf caution and objectivity about foecus group resuls,

A few years ago, the president of a sizahle chain of restanrants based in the south-
western Unired States gave a presentarion abour his company’s marketing effors. He
dliscussed how Focus groups had been ased o test an apoaning advertising campaign,
In fact, he had ohserved ar lesst one of the foeus groups and conld recall the words of
one partcular fooes greap partcipant, which cotncidenmally expressed his awn feel-
ings abour the campaign very well When the president of an organization ean
remember the words of 4 single participant in a single facus group, watch sur. The
exploratory research is about w be wsed in ways in which it was never intended, nor
15wl soited.

Here iz our seeonil big comeern abour how focus groups are being wsed: Many
companies and the researchers alviging them seem w Delieve thar almose any need

exploratony research)
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EIIHII.II 5.3

Superior Listaning Abllity It = essennal that the rmodesmon be able o lsten o what the pasigipsnts ore saving. A moderstor
rrugEl Nt miss the partcipants’ camminnts because of lsck of mhenton or mserclerstanding, Toe effectve mooeegior knorws b
o parsnhrass, 1o restete the comments of & paToiprant i rscesaary, T eadune it e cantent of e comrments s dear

Excellent Short-Term Suditory Memory The madastes must beable 1o remember commeants that parficisants make esdy in &
greup. than correlaie T with pomments maeks [nter by the sarmie o other garticeants, & pamicicant rght say that she manely
weatches her werght, for example, land) shen G indiate thar skie abeays drinks diet softernks, The modemtor should remem-
ber the frst commen and be sble 1o mlare 110 the lmber one so et e fessan o her diet salt dink consumption is carified.
Well Organized [ he begt meogdienions see thinga = logics! secusica from ganers’ to specie and lseg simila tHpes ciganized
Tngether. A good rmoderstor guide should te constructed ogeafly. asshould the final repo. Ao etfective moderator can keep
track e all the dotsdn asscciamd with managing the focus groun process, oo thst rothing “falls thioug th cecks™ that wmgacts
negativaly on The ovsmll guality of The grougs:.

A Quick Learnar Modstinrs bacomn miimatoly imeohed in a ange numiser of dtfesent sobiser arean —and far anly @ wery shint
Tirees i i, A0 etlecive maderator s able 1o learn snoug abool 3 sulsect cuickdy in ondiar to davalop an-affactive rmadena:
ks ant sondist susaesstul geoam sessions. WModeratats aarmally have anéy 2 shet pariod of tma th stutdy sevect araes about
et Ty will b ctndiiting groups, Thesston, the most affectse modeatons can identily the ke points in sy topes arma and]
Thersy T an then, so thaed Thisy knowss snengh 1 vt pedior peobe for the nuances that ke the differenss between an
sirarmady informariee snd Bn saragd geoas discussie,

High Energy Level | ocum groups.can ba vary boring, bogh Tor the participants and for /he chent obamreges. When e tnnon of 2
il gt very I back and beless, it dovmathcs®y wvers thee gquality of the infarrstes that he wm geewrrale. The best
et atons-fnd by o ingect erergy mad onthusizssm it the grooep o that bath the participants and he- obsanens a8 ensr-
gbreer] Throcghout the seesion. This shility tends ta be most impartan dorng late wemeing QrouEs, whan ahpeevan and participrms
are freguently fited because of the lote hoor, sl can becorme listess i ey ar not molivaied 1o %eep their energy ond inferest
lerviels Fagh, Thi moderator muest be abile 1o keep his o bt osn enegy level igh 5o that she dgussion can coniinue 1o be wary
preducties to this-srid.

Personable The most effectve moderators o ceopie who can dovelopan nsiant rappat St EaTtissars. S0 1 the pengple
hﬂhl'hbﬂh'ﬂl" [repdvecl i e diseussion i orfe to please the moderatar, Partigipants who don't ﬂﬁh TAppart with tha
rrsdsrator arm much s likely e Topen up dnng tha dineussion, and the: st from e graup = oasas good:
Well-Abows-Average Intelligence Thic is o vitl charsoweristo of the eHectve modermior, bececese no one can.plan Tor eseny
cantrgency that may occor in o focus group session, The moderstor et be-abls to 1hink o his'or har feer; pocsss The
infarrmatian et the group s sEraiing iaentd] thaan chetaermna wiat ine of questianing will oozl effecively generate Turtner
infofmatian nomded 1o acheeve this resesech oyclves

Source: Thomas L. Gresnbaum, The Handbaod for Famns Gegerg Rasmanot, 2nd i, (Thoosand Dake, Cafif; Sage Publisations, 1098, pp. T7-T8

for informaton can be answered hj.' tn:mdUL*I:ing 4 seres of fooes gropes. Focus ST
are only one type of exploratory research, yet for whatever reason they have grown
in popularity to the point where they are just abonr the only kind of research—
exploratory or otherwise—that some companics will vse. Managers (and researchers,
mo, unfortunarely) rend o forger thar rhe discossion—and  consequentdy, the
resulss—are gl‘u-aﬂ'_r infloenced I}]‘.' the moderatir, the srrccn'.ing':;-rirﬂ'ia, aned the par-
nenlar peaple who end up parteipating in the group. Fooas group resalis are nist reji-
resentative of what would be tue for the general population and are nor projectable.
Like other fors of explorisory research, focus groups are betrer for generaning ideas
amd insights than for sysremarically examining them. They are not desizned w pro-
vide EDEIBI:S‘I!H!‘-TFEI they ire often used for that wery purpose.

Wy is Foeus group research so popuolar? Well, when used appropriacely, it con be
very effective, and this accounes in part for its populariry. We believe, however, thar
fieus groups often ger a bigger share of the research bodger than they prohably
deserve simply bocause managers com be invalved in the precess, They are iore cam-
fortable supporting an activity in which they can participare and ohserve, plus, con-
ducting focus groups kas simply beeome the “norin” over the years. IF everpine clse
i doing them, forus groups become the safe aption for researchers 1o recommend,
regardless of whether or not they are senually the best option in 2 given situation. As
one ente hlumtly stated, “Focus groups are the crack cociane of market research, You
ger hooked on them snd you're afraid 1o make 2 move without them "
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What Women Want

Focus groups failed a company argeting products w
teenage girls. MIT pﬂ:"’mnr Justine Cassell, anthor of a
thought-proveking pisce entided "What Women Wint™

reparts her experience working with the company,
Following a series. of focus groups the company oom-
chided that what teenage girls wanted was technolog-
cally enhanced nail polish. This wis o happy coincidence
as techoologically enhanced mail polish was preciely
whar the company produced! Hewever, in Cassell's own
resesrich with 3,062 children (80F% of whom were jpiris}
in 130 commtries; in which the children were mvited o
describe whar they would like to nse rechnolegy for, nor
i single one of them said technalogically enhanced nail
palish!

Soures: Exterpted from F‘hi.l-ip Hodgsan, "Focus Grouwps: |s
Consumier Research Losing hs FocusT" Userfocus, June T 00dl,
densnboaed from e userfocus.on.uk, Saqest 10, 2008,

ST e —

research window 5.3

:-mui FREGETTY WARER

ManacGer's Focus

Managers cormmonly atrend focus group sssions: and
observe with varying degrees: of artentien from belbind
l-way mirmors. Hesearchers sometimes joke shoor how
tanagers =it Jdistractedly in the back room cating gour-
et Food, while the fiscus group participants alk and ear
chieap snacks. The mansgers may be served gourmee fod
because research firins have a vested interest in pleasing
their elicnts Unfnrmn:m:]}-, thas detire 1o 'I:llﬂ\ﬁ: the oli-
ent ean carry over into bow @ focus group s condueted.
U m}rmh ean ocepr iswhen managers send new ques-
fions in to the mederator r.'.urrrrg the focus group session.
Sometimes these questons promps-a frnichel disossion:
other times they merely redirect the conversation m the
way the manager wanrs et go, "This o e datrimenial
to the objectivity and wsefulnes of the fadings:

Many managers have a predisposinon toward seeking
Il:iI:aJ‘.Ch E.'Ifl.l:hngﬁ thar mnﬁnnwi:m.t 1:|:|.c§' ﬂi:c-arh helisve

to be e, The essence of sound exploratory research s
0 generate ideas that have never socurred o THATAgETS.
When you are a msmager, attending o foous group. ses-
g coald be a very thought= prﬁmhng experience for
you. Humwever, for it o stmulste yoor thinking the way
it should, veu noed o make an effar 1o avond doing amy-
thing [!urmg the session ﬂ1:|t will influence r.-nﬂ':ﬂ' the
mgderator or the paridpants tward s

ideaz. Similarly, you may learn a great deal by “hstening
in o1 deprh Interviews as they take place, bot again, for
the bese resules o emerge, you st goand against biss-
ing the process i any way. If oo bave any doohs sl
your ahility w do this, or if you have any reason o
helisve vonr presence will infinence the interviewer, it is
in voor own best interest (and your company’s] wo sty
sy ame allow the professional intenviewess o gather
phjective ﬂiﬁc:mniirm.'ﬂn._gﬂm' hehalf,



Chapter 5 Types of Besearch Design and Exploratory Research 93

Nominal Groups

Mominal groop interviews are similar in characteristios m foois group inferviews.
Each eniists eight to 12 people m parricipare, is directed by 2 moderator, and focuses
on group interacton, The primary difference 15 thar nominal groups require wrinen
rexponses by poarticipants before open group discossion. It way neted earlier char
snaller groups can be o easily dominated by one or twe members or that Larger
gronps can lead 1o frustration or boredom s individuals wair o respond or ger
invalved. Nominal proups hope 1o ensure that these issuss are avoided, regardless of
sroup size, by asking people to think and write before speaking. Here's how 2 nomi-
nal group interview works,

lirst, the maderitor proposes the question or wpic for discussion, Unee it s clesr
that all participants fully ondersmand the ssue, prmcipants are invited o think sboue
aird then record their thoughts on paper. Second, the moderator asks respondents
ome by one to reveal their wrirten responses, Often, the moderator will write the indi-
vidual respanses for all groop members w see. Inddduals are encouraged o record
new ideas stimulazed by the shaving fom athers, At the same time, verbal disesssion
between gronp members is discoamaged unnl afrer all paricipants have had a chanes
tis reveal their ideas, Mext, the complete set of individaal responses is reviewed by the
reap and thie mekderaror, Discussions cenrer arond clanficasion of exstng thouphs
anil elimination of duplication. Finally, group memhers are asked w0 prioritize the
gronp's idess. The ideas with the highest prioriv, as agresd upon by the group, are
now the focus of the sroup disoission,

MWenmninal LTENEpS litmit respondent interaction J"I'Lil'iﬂ”"l.' in an cfforr o ravinmiee
individoal inpor Like focus groups, it isa terrific technique for generanng new ideas.
In fact, nominal groups can produce more, and more varied, ideas than forus groups
due o their concentration on individual pardcpation. It also minimizes any perential
omeerns of “group think,” domination by a few individuals, or the lack of involve-
e '|r1.' rv.:f[umc!mrﬁ wit are generilly mare quier or Fh}'_ﬂ

Case Analyses

Case analysis involves the study of selectal eximples or cases of the phenomensn
abour which insighrs are needed. Rescarchers may examine exisring records, observe
rhe phenomenon s it occurs, comdoce unstonired inierdiews, or use any one of 2
varery of ather appreaches w analyze what is happening in a given situation. The
s may be on entites (individual people. honseholds, or other instimnone o
gromps of entities (siles representatives or diseriburors
in VAT TEEins L

For example, when asked how Aeropostale seleces
the clarhes it wants o carry in its stores, CEO Julian
Creiger had this o sayr “We don's bk at whats on
the selling floor of our competiters, We look ar whar's
om the hacks of our customers, Our design group goes
all ower, Sure, ::\fr:r_'.'!nﬂy ErOEs - B0 London and Pans
and Barcelems. But we go w Grest Adventure and
eonicerts, spring break, train stations, and airporns o
see what the real Lids are wenring. We feel we're
targeting the real, universal Americin kid, who comnes
tet the mall with 540 in their !_'Il!‘l:k::ﬂ'.”“

Clgse gnalyses can be performed in lows of different
ways, but there are a couple of general thinzs te keep
in mind." Firse, it is important o record all relevant
dara, nor fust dara thar supporr any inital hypotheses thar researchers or nanmagers
have :Jln:ad].' tormed. Second, the snoeess of the case nnu.lj,"sis approach depenids npan
the researcher’s alality 1o interprer the diverse mas of informanon thae 3 collecred

naminal group

A group intereime e
nicpee wiich miially limits
rivgpondent irteracton toa
FrmRTT v m-r.::rﬁng
o mmwirnize wipart from ince
wiglupd group members

case ATElyEis

Intensme Study o welscym]
marmples of the phenom
AN of Inreee

E
é
:
:

I case analysis, reseafchers
can ahseri 3 phenomenon
A% It coourd, such a8 teens
shopping,
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ETHICAL DILEMMA 5.2

Proamagted by an Enossasing incidence of
hotres foe sale by awmer, the peesdldent of
2 |owial veal varate somnpang sk you 1
et wploratary iesranch 1o Feer
ton what kind of image realars enajoy in
the carfmming Linbaktasst th oo
eutert ellgrit, sou nrelermeek 5 sleillar
ressArsh sty for 3 I T yeivE
e and el an yout firdings, hive
Tarmed specitic bpotheses about why
saimie hamecwness. e reluctant to sell
their heses through nealtors,

= 1y etheieal el Tedarrmtlan
abeaimed while working far one
elipng 1orarieiet st who isd
eamgelitan Wil should you
refisitely. net tell ymur el chent
abuays the earlier praject?

v I8y othvcal 1o wndertike a respangs
pregect when you think thit ye
alreacly knewy whiat the fedingswill
bied i o genesalize findings
froam v years ago tortodiy?

« Sreuicd y0li bl this company
ehfines ity prabsierny aned il o, ol

across cases | he researcher mast be able v sort thrﬂ::gh the dary

and see the “hig preture.” oF tmaghts that apply scross mulbiple

cases, not just demils that apply enly w individual cases. Finally, as
with all other forms of exploratary research, the goal is w ain
insighes, noT 1 tese explanarinns.

Consiler a :f.nul!.' aimed s improving the pnu"lurn"ri'r!r of the sles
force of 4 parricular eoimpany, The researcher chise o carchilly
sty several of the company’s best salespeople and 1w compare them
to several of the warse, Althowgh their lackgrounds and degree of
expericnce were simifar, ohseiving the salespeople in the field sug-
gested an importnt difference berween the high and low perfarm-
ert. The best salspeople were checking the stock of renilers and
paineng our items an which they were low; the low performers were
niit taking the nme o do this. Placing the researcher in the feld
with the Sdl::"sprupil: allowed an r.nslght that might nat have heen
uncoversd othorwise,

Case analyses seem to be especially effecrive for generating
insights when the cases chosen reflect recent chanpges in behavior.
For example, the way a marker adjusts to the entrance of 2 new com-
|J-L:LiLur Can reven] o great deal about the structre of the indhetry.
Similarly, 2 eompany con probably lesm more from a long-time cus-
tenner that has defected 1o 2 competitar than it con from a long-time
customer that stavs with the company.

Clases thar reflece estremes of behavior are also pood camdidanes
for :iru:!'_'..'. The company nored ahove thar compared the best and
weorst perfurming salespeople offers on cxample. To determine the
favtors respomsible for the differences in unit sales aoross 2 come
pany's sales rerritores, o researcher will predably learn mare by
comparing the best and worst cerritories than by looking ar all
rerTitories.

benchmarking

Lising erganEanona hat
weinl al somie lunenon as
aowreas of ideas for

Irmp e,

ethnigraphy

Thin deteied absereation of
EOSLITHATS Oluresg Thisr Sl
nary daily ibees using desct
observations, nlErmes,
and vidao and audio
tacordings

Benchmarking A frequently used example of using case analysis to develop insighms
is benchmiarking. Benchmarking imnlves ilenofying one or more erganizations that
excel ar nﬁ}rfng ouk sone furetion and whing their ]_'lrn{:n'm st o soaree of 1deas for
improversent, For esample, LLBan is noted for its excellens order fulfillnent.
Even during the busy Christmas season, the company wypically fills over 99% of j
orders correctly. Therefore, other organizidons have spughe w impreve their own
order fulfiliment by benchmarking L.1L.Bean,

{'-'rh','.mi?alinn:s carry ot hmr.'hm:lri:'mg I;'lm:mgh dctivities such as rcaﬂinE abet
nther organizations, visiting or calling themn, and taking apart competing prodaces w
see how they are made. The prosess of benchmarking varies according w the infor-
mation needs of the organagon and the resources wvailable.

Nerox is widely credired with the first benchmarking project in the United Smates
In 1974, Xerox studied Japanese competitors to learn how they could sell mid-size
copiers for less than whar it cos: Xerox o make thenn Today, many companies
including AT&T, Fasmman Kodak, and Metorola nse benchmarking as 2 seandard
researih ool

Ethnography An increasingly popolar form of case analysis is ethnography. These
p]'l.!."lﬂ'lerH, which have been ad-.lpt:ll fromm tothropolomy, ovelve the detachied and
pralonged observation of consumers’ emotional responses, cognitons; and behavisrs
during their ordinary daily lives. Unlike anthropalogises, however, who might live in
the group being studied for months or vears, etmopraphers use a combination of
direct ohservations; interviews, and video and audio recordings o make their observa-
LIS T quidcl}'. Hesemarch Window 5.4 Tlnwilil:i e f.nﬁ.ighr_'i inen the phiEca,»;nph}'
behind and methods vsed in ethnographic research.
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research window 5.4

a5

Underlying Philosophy and Methods Used in Ethnographic Research

Imagme heing 2 fly on the wall 2t your consumers’
homes: Yo wonld know esactly what produces the con-
sumer - was wsing, when, and hoews Wo more peessing
abset what 3 consuimer wants.

That’s why more and more companies are wsing ethno-
praphic research @ o tool to bewer unilerstand hioee ]rmd-
wers fit into the comest of consumers’ lifestyles and,

o, provide a basis for penerating innovarive new-
concepts. Erhnography allows one 10 obseree consamer
behavior where the person wses the produer, whether ir is
in the l'hurrl:,mﬂ.lr: g, at sehool, orin the office,

Y isan &uﬂmp::lr_lgu, view of the vuarker-
phace. It deals with the scientific descriprion of contempo-
rary colires. It nses anthropology o understamd whit the
camsner needs bur cannot sdequarely ardeulare. Tr reconds
msights into the consumer expenience with the producr.

With ethmpgraphy, a conaurer 15 viewsd using prod-
uers in his ar her pamaral environment. For example, an
xﬂj:i'm_graplrrr with o vidlen camery lecomes an abserver
ata consumer’s hoame, perhaps “viewing™ the mside of
kitchen cabiinets or the fresger compartment to ger an
accurate assesment of storage prodoces” pes.

It should be obvicus that this procedure shifis the
fowrs to what consumers actually do, versus. what they
say they do. It draws hypotheses from the activities or
behavior of the consumer rather than from  their
expressed avitudes. By closely observing and evaluatng
these patterns of behavior, we are able o draw concle-
soms for ]:.mmrm} new-product ideas.

E'crlups the grearess benefit of such an echnographic
approach 1% e marketers’ abiliy 1o view the consumer
actually wsinye the product, faking the concept of 3 “mste
test” tora whole pew realme Rather than having a consumes
rest a product and provide feedback, consamers are using
the prodoct where and when they are moss comformble.

This exacmess of ethnegraphy & appealing. Consurers
can'r alter thesr response to 2 question abour 3 produer i€
they are being videotaped,

Among the most importane approaches 1o ethnogra-
phy are (1) in-home observition of consumers, (2) having
consumers photsgraph. ussge occasions or enviranments,
andd (3} in-field abservatiom of consmers,

In-home oherrvation is most desired when the prod-
wet’s use 15 home relared. An inverviewer and videogra-
pher might enter the respondent’s home and sk speeific
questiens unier the watchful eye of the camera.

The seconil method irvalves having @ consamier video-
rape or photograph the produce in the home., For storage
containers, for instance, the consumer might e pronres
ur videriape her cabinees | freeser, refrigeraror, pantry, or
any other place stomge conminers are wsed, providing 2
comprehensive photegraghic record of the producr in nse.

In the thind method, in-fichd observanon, a videogra-
pher, mterviewer, and anthropologise go out . the
field —a sapermarket, pienic arca, or dsyeare faciliy o
view the intended product,

While skeprics feel the presence of 2 camers hiniders
respondents fromn bebaving. unum:].l].r, there are ways to
structire the abservation so that it seetns a5 :]mug'h the
cammera isn’t even there.

There are many other methads o obin @ record of
consamers’ attitudes and behaviors, One invalyes having
consumers take phowgraphs of producs throughou
their hames, These allow consumers - erpres i a vis-
ual way the impacs of producss on specific parts of their
lives, These photographs then are bronght w an “iidea-
rlon™ session for generaring new - prodict ideas,

In another method, consumers keep diaries of their
responses to peoduces, how they use certan produces,
when, snd where, "The diary is kept for a specified tme
and is usied as-a written reconding of consumers’ interae-
ron with prodocts.

Souree: Adapted fram Manvin Matises, “Sand Ethnographers
it Mew - SELU dungle.” Srndumet 41, September 285, 2000,
P 3232,

Like other methods of case anslysis, ethnegraphy is useful 35 an explorry
research mal lecause it can allow insizhss based on real behavior, rather than on what
people say, For example, an seademic rescarcher condocted a 16-month ethnography
of households and the brands in cheir kitchen panmies. She wsed inerdews and
observaton, as well s |}r1.|j1.'1.'ﬁvu L&L‘huiqm such as sentence Ltmip]::.ti:m and s draw-
ing tek (see nest section), o gin an mdersanding of the perceprion of hrands in

comsumer househalds.
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Manacger's Focus

“Best practices™ studies bave bécome popular methods  analyze only the highest performing onganizatons. As a
by which businesses benchmsrk sprinst hishly suscesstul  nanager. youn are probably more hikely m pnpoinr the
companies. While they can provide valuable results, it s underlying drivers of relative saccess and failure in an
also possible for managess o misundersmnd the imder-  industry i you compare and contrast organizations rep-
lying ressons for swceesstol performance when they resenting the whole spectrum of marker performance.

Cne family that she studied (a eouple in their forties and their T-}—-_n,f;u—n'F[I s}
clearly demonstrated the insghts that can be g‘tncnﬂrd through cthnigraphy. The
famualy's kitchen has anold-Tashioned “zenerl store” look and they prefer thar dheir
proceries simply blend o the h:li:kgrmmd in faet, they often remove products from
their urlgilu] mLk.tﬂmng aricd pl.jn_l: them in more discreet containers, They also p]:q:
the mose flashy brands that the son purchases oo of general view, When asked abou
the importance they place on foosd brands, the rm:pll: made comments such as,
“1 really don't pay artention w brands,™ “We aren’t brand boyal™ and ©T Jdem't have
any e al preferences for brands,™ Based on these answers, a markerer conduiring rm-
d:lt:u;m.]l research Ay husve I‘.‘E]:H:Eﬂf!’l this hmll}, o he r‘c:rnph-:n_h unaffected by hrand
names anid fmi.unn,;

Observation of the fimily, hiwever, made it evident char they boughr many of the
same brands over and over again. In particular, the family bought the Dominick™s
store brand for mmany of its foand choicss, The couple deseribes this brand s “not
ﬂ.ﬁh},” “digereet™ angd “subtle.™ While eonscitushy arrmnpeing o avold neacly all
things relared to branding, the couple was onknowingly becoming very lival w2
brand thar they valued 'Fnr its ahility o simply blend in, r-.ldrnﬂ:' that consumers’
expressed beliefs do not always indicare their purchasing hehaviprs, '

Some companics and researchers, seeking the benefiss of sthmography without the
memendous ome and moneeary coss, practice o sort of “light™ version of the tech-
nigue, spending as hizle as 4 day or a fow hours on site wich research pardeipanms.
The Ford Motor Company has been developing a gasoline--electric hybrid sport uil-
ity vehicle for some time. Researchers hegan I1} holding focus gronips with the two
segments ol consamers, eovironmentally constious consumers and technology fans,
whom they thosght wonld be most receptive 1o the vehidle, MNexi, they selected 2
lursdful of consumers sho agreed to la Ford marketers spend a day of “echnographic
immgrsion” with themn in their homes. Ford was sorpreised w learn thar the fans of
the mew hyleid SUV tended m be very mainsream; they were not handeore
environmentalises, '

Despite che enerent populanny of ethnography and othier forms of case analysis,
we need o affer some words of caution abowt their (mishse, As with other forms
of «\:Ip!urall.uj' research, the usefulness of the t::c]'l.niqul: for peneratng i.'nﬁi.ghu:
dipends on the qualing and objecriviey of the spalysis, hirerprening the rich, qualiea-
tve data pruclm:td [J:r' these techniques 15 very difficulr to do. Remaining ebjecove
abeur the resules (thar 45, no allowing preconecived ideas and expecranions 10 nflu-
ence the mmterpresanion} may be even harder o do. And here’s another poinr thar
wou've heard before; Exploratory methods should be vsed to generate nsighss and
hypotheses. They are not usefal for discerning Bnal answers and making decisions,
although sume researchers amempt oo wse them tor thae purpose. Research Windew 5.5
presents 3 cautionary note from an executive with the | Walter Thompson adverdsing
APETICY.
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The Case Against Ethnography

Ar its worst, ethnopraphy could bhecome the  reality
TV of warketing information —entertnning, essy, anil
quick, but superficial. T am alwaps interssted in original
approaches w analyzing problems, bur my concern abou
ethnography in a commercial context is that it will not
fead 1o original mbnmn. but to microscopic reflec-

tions Of the everyday.

Ir is neither as Inng reem nor a5 rigerous as scademic

seudy, ani risks hnmmmq sy exense fior unedited reporr-
sge masquerading a5 “imporsnt” information,

Fover since we sold onr sonls to the god of insighis—
an all-poswertful, bur unforgiving and often anknowahle
master—there seems to be a desire for more ohserva-
tions and examples of custaner behavior, which can be
reported back as insghtful.

research window 5.5

It is the actions of people that are the “insighes” Iris
not the way we interpret them, how we might apply
them to the problem, or what they signity, bur lierally
thee behavior isell:

[xhnography can be an additienal inpur, bt it is no
replacement for r.hrm;hﬂ:.ﬂ and intelligent analysis At
wanst, ethnography is the enemy of good analysic. But,
as in every other ficld, it depends more on the quality of

the person in charge of the préiject than the technigque
irselt.

Source: Expetpied from Marme Rimini, [xecutive Planming
Dirgctor, J. Walter Theampson, as gueted in Louslla Miles,
“Living Their Lives," AWMMHMr 11,2003, p. 27,
dewiloaded via Protiuesy, June 23, 7004,

F—"
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Projective Methods

Samenmes individuals have difficolry evpresing thesr mie feelings, beliek, and
bebaviors:, Copsamers won't deserile TNy of their motives snd ressons for chodee
because a rruthiful deseripian would be damsging 1o their egos. This & especially the
cage when there is pressure, real or imagined, o think, feel, or behave in certain ways.
Orther motives they cannor deseribe, either beeause they do nor have the words i
mke their meaning clear or because their motives exist below the level of awarcness.
Yer markerers need o understand whar motivares consumers and how they really feel
abosut phenoimens in order to create orufy satsbwctory sxchanges wich their customers
{see Research Window 5.46). Asking direct questions, however, can somethmnes pro-
dues nswers thar are either useless or misleading.

Reseirchers have mied to overcome subjectss’ reluctince oo discuss their feelings
andfor to provide truthful answers through the wse of projective  methods,
Projective methods enconrage respandents o reveal their own feelings, rthemghis, and
behaviors by shifting the focus away Trom the individual through the use of indirec:
tasks. The basic assumption with projective methads is thar an individual’s reaction wo
an ambiguous stimules s an indicator of the pemon’s basic percepdons of the phe-
nomensn. For example; giving a3 high school stedem a2 piewire of 3 young man seaved
in a classroom amd then asking the smdent whar the young man is doing or thinking
:11murqg-:~; the student o pieesect his vir her needs, mosives, and valoes, With proee-
tive merthouds, the respondent choeses his or her own imerpretation, descoiption, and
evalition of the ﬂmhigunu.li stirmolies,

In general rerms, then, s propcave techague imvolves the use of a vagee stomulus
thar an individual is asked o describe, expand upon, or build o sructure aroond.
."r"lu;n_t different grppnmc]'rca hawve been sl FAanging fromm ;ril:ing pu]l'u].c tor ileseribe
whar a brand would be like if it came o Tile o asking respondents o drw or select
picmures of the kinds of people who would wse cerain products. Among the mose
comion technigques are word sssociatoen, sentence completion, storveelling, and role

plaving.

projective methods
Kethpds that encEurags
respondanis o reveal Thr
o foalings, thoughiz. and
bohavors by shifting tha
Tocus ey fromn fho inde
wirtund through tha uss of
indiract fosks



Part 2. Research Design

research window 5.6

The Secret Life of Brands: The Hidden Motivations for the Things We Buy

There's more at play in purchases than meets the eye,
and you can't position your beand i you don't under-
stand its secree life. And to do that, you need o be able
1o answer this question: Whar do people buy when they
buy your brand?

'Ei' peaple bought brands solely an the hasie of quality,

cafvienicnce, service, and other itionl attrbuntes,
the lives of markerers would be nouch simpler. Bor parely
ratinnal appeals sre not sufficient in a comperinve mar-
ketplace. In understanding the secret lives of bramds, one
nat- oty nesds o know the ratiomal and rangible ele-
thents of Haman ptlrd:mﬂulg bebavior and the emononal
and intangible elementss—hn alsn the anconscions mot-
vations as well.

Let’s: mke msursnee for example. Our work has
showm thar ar the angible level, consumers are buying
mitgaton of sk, replacement of oljecrs, preservation
af wealth, ete. Az the intangible level, they are buying
secarity, comtral, “l am wking care of my family™ and,
“It 15 wlhat my father would do.” But st the unconscious
level, they are buying something bigmer—a higher power
w provect them from things they can't defend themselves
againsg they are buying 4 sort of magic,

How does understanding these unespscious programs
help in & markening context?.

A major LLS, brokerage fimm asked us 1o help it
gresite 3 stronger refadonship bemween the company
and its chients. 1t wished to create stronger lovalty to its
own brand and differenmate iself from competitoes.
It also hoped o reduce the clionr auriburion that

mvariably ecours when an individual -beoker moves w
another firm.

We demonstrated that muany imesement decisions
were driven by feelings of fear about the furure and
related feelings of helplessness. There were already many
ratioeal technigques in plice for addresing these feams -
diversification, asser sllocation, investment  strategies,
rechrology, electronic communication, e However, the
relanonship wirth the broker was the only way thar the
strong emotional needs of the olients conld be addressed.
Weakening the relationship with the broker i an stempt

w0 strengthen the dlienr’s relationship and loyalty o the
compatiy hrand would hive only served 1o increase client
atirition. So we designed a unigque model of broker/dient
relanionship that was subsequently successfully piloted.

If yisu believe that consmners are bu:.nng yor prroid-
et hecause of good, solid, rtional reasons, you are miss-
ing the most important aspect of their motivation. Tn
order to tnderstand consumer motivations, voo have to
undersand the hidden, unconscivws meanings of your
brand or produce. When these motivations are nmeei-
ervd, you can connect with ypur customers at a deep
emotional level that goes wiy beyond how they feel
when they use your brand. When yvon underseand what
peaple are scraalily buying, then voo can sell.

Source: Excerpted and adapred from Thelma Beam and Hugh
Cedifie, “The Hidlden Motivations far the Things We Bay,™
Srrategy Magasing Apeil 19, 2004, downloaded from httoy
whnte SLrEDeg IR Leorm, Sugust 1, 2008

word association

B prceadcte rrethid
which raspondentis me
mhmdl o riegpiri e st cl
i et Thie i) wioed
thol porres o g

Word Association With word association, subjects respond 1o a list of words with
the firse word that comes to mind. The test words are intermived with neutral words
to conesal the rurpise of the LE‘LHI', ‘aupims.: that & resesrch team s doing a study on
peaple’s feelings ahour ceology and polludon. Some of the key words thar might be
used for a ward association task conld include triaffic, dakes, smokervacks, and iy, mixed
in with words such as AR, fr!.!k_rrm anel gRrermmen.

Besponzes 1o each of the key terims are recorded word for word and later snalyzed
foir their T ningg. The respemses ane usmally jodged in three Ways: by the frequeney
with which any word is given as a response, by the sverage anwunt of ome thar elap-
ses before a responise is given, and by the number of respondents who do nor respond
at all ter @ test word after a reasomable period of Hme.

To determine the amonnt of rime thar elapses before p response s given 10 3 rest
word, a stopwatch may be imed or the intenviewer may count silentiy while waiting
for 2 reply. Respondents who hesitare (which is usually defined ss mking longer than
three secands o replyd are judged o be sufficienty emorionally invalved in the word
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s % 10 provide not their immedeate resction bt rather what they consider o be an
acceprable response. If they do not respand ot all, their emotional involvement 1
judged 10 be o high 2« w0 block 2 respuoese. An individual's panern of respomses,
slong with the denils of the response 10 cach question, are then used o sses the
persin s artimdes or fechngs en the subgeer.

Sentence Completion Sentence completion requires that the requandant coemplac
3 number of senterces with the fira thoughn tar come 10 mind. The responses are
recverded wond for word snd are laver snalyred.

While the snalyss of qualitative resporses © salyective, sanctiones the roals
are clear enough thet thoe wonld be good sgrecment in their inserpresation
tolberes.

Peopls who are concerned shose ecnbogy aore shear the farsee
A person who does not we our bibes for recrestion i by thongbefnd abesr
rhe rranatrme.
When | think of living in 2 city, 1 co'? bl but think of the g ssve L1,

Compare thow responses w0 these of another person:
People who are concormed abont ccology o fmr tree-buggrry whe Tt

N G sy G,
A perwn who does not use oor hkes for reereation s # perme =he deem’t
oy = wher et
When | think of living in a city, | think sleus orsising ey oo detstees on
Noruray wighs?
Presumably, these rwo respondents could easily be characterized as belonging 1o seg-
mrnndcmmmmﬂmmmdhmhpﬂn’mw
One sdvantage of sentence completion over word sssociation i that respondents
can be pravided with a mare directed stimulus. There should be just enough diree-
tion o evoke some sssocation with the coneepr of interesr, The ressarcher needs 1o
he careful nor e convey the purpose of the suudy or provoke the “socially scceprabile”
respanse. Obwiously, skill is needed m develop a gond sentence-completion or word-
assctation test,

Storytelling The storyrelling approsch often relies on picrorial material such as
cartonnis, phitographs, or drawings. Badeally, respondents sre asked o tell stories
ahaut the pictures. The pictures can be of anything thar might somehow lead o rele-
vant insighes abour the problem/oappornumiy st hand. The way an individus] responds
mhmﬂwhﬂmwmmmwinhnhﬁt&.

With respect w the pollution exzmple, the stimmmlus might be a picture of 3 ciry,
and the respondent might be asked w describe whar it would be like to live there.
The analysis of the indivichal’s responrse would then focus an the emphasis given 10
pollution in is vanes forms. If oo mention were made of mraffic conpestion, diny
air, nesiee, 3ral s on, the person would be dassifind a displaying Fede concem for
pollution and it cnnoml.

Role Playing The role plaving rechnique s similar in many ways 10 storyeling.
With rule playing. howsver, the resesrcher will introduce 8 seesann or contoar and
ak respendents w play the mie of 3 person in the scenario. The researcher mighe =k
how “people you know”™ or “the sverape persen™ or “people like you™ or even how
the respomlenss themmchves would react in the simetion. As with other prijoctive
methods, the goal is @ ger 3 glimpse into respoadents’ own feelings, beliefs, artions,
andl 5o on, by shifting the foces sway from them snd oo the ek itself

Suppuose, for cxample, that the pollution recarchens wanted exploratony feedback
on city residents’ hibely resctions 1 3 sumber of pollution control efforms being

srmence commpletion
A peogeree Tyt A
TR TNV A
ety i CorTpe g
Ty of aeiEneEy it
T fent vemesis That coweee W

A proescTo i of
Axta collecnon tlgeag &hm
Poturh Mt S 83 &
SaETidan, pheiograph, of
dwT BODLT WU This
subwect o azked o iell 8

rule playing

A [ropicYE T 0
ARET ) eAse T ar wl
TEORE & B OF OO
Tt aowl pma wrporalerTy W
Sy Ty mgie off @ poran "
e et
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eorsidered by local officials, Rather than ask residenes divect questions aboor whether
or not they are in favor of —or would abide by—noew regulations about carpooling or
tme of day restricoons an kewn mowing, the researchers might instead use o seenario
in which the regulaions were being introdoced in another gy They could then ask
the research participants how 2 resident of thar city is likely w feel and respond 1o
the regulaticns, In the proces of deseribing the anger, feclings of being hassled, frus-
rration, willingness o abey the law, or positive feelings of being able w “do my pare”
likeely 1o be felt by residents of the ather ciry, the respondents will revesl g great deal
abwcwe their own feslings

The uswal eoncers ahour the difficulty of dig analysis and interpretation
apply to projective methods, just ws they apply o other forms of explorarary
research, And, o ;ﬂw:l-}'s-, resedarchers st l:tcp in minit thar ne form of rz,qﬂ::-m—
enry resgarch, inchiding projeenive merhods, s designed o per final answers or

SUMMARY

make decson,

Learning Objective 1

Explain what a research design is.

A research design [s the framewnrk or plan for
a:study and guides the collection and anahysx
of data,

Learning Objective 2

List the three basic types of research design.
One basic way of classifying designs is in terms
of the tundamental ohjective of the research:
explaratory, descriptive, or causal

Describe the major emphasis of each type of
research design.

The majoremphatis in expletry reseach is
on the discovery of idezs and insighis.
Descriptive research is typically concerned

with determining the freguency with which
samething occors of the relationship between
varipbles. A causal ressarch design s
concermed with determining cause-and-effect
relationshios,

Learning Objective 4

Describe the basic uses of exploratory
research.

Exploratory research s useful for helping
formulate the manager’s decision problem,
devetoping hypotheses, gaining familiarity with
a phenomenon, anddar claritying concepis;In
general, explaratory research is appropriate for
any probliem about which little (s knewn, The
output from exploratory research is ideas and
ENSRGINE, NOT BREwWers.

Learning Objective 5

LSpecify the key characteristics of
exploratory research.

Explaratory studies are rypically srrall scale-and
are very flexible; anything goes

Learning Objective &

Discuss the varlous types of explaratory
research and describe each.

Comman Types of exploratorny research inglude
literature ssarches. depth Interviews, focus
groups, nominal groops, case analyses, and
projective methods, Literature seanches invole
reviewing conceptual and trade literaturg, af
published sustistics, Depth interviess attempt
to tap the knowlsdge and expedence of thase
familiar with the general subject being
Imvestigatad. Focus groups imvobae b disgussion
among a small numnber of individuals, mormathy
vight 1 12, simulaseoushy, Nominal grougs
aim to maximize individual input In groug
discussion sextings. With caze anakyses,
repeanchens study selected cases of the
phenomenon under investigation;
ethragraphic research is o popular example,
Fially, prajective methods Sncourags
respondents 1o reveal their own feelings,
thoughts, and behavicrs by shifting the focus
away from the individual throwgh the use of
irvcirect tasks

Learning Objective 7

Identify the key person In a Tocus group.
The minderator |5 ey to the successiul
furctioning of a focus group. The mederator



