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Qualitative research
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= * Collecting, analyzing, and interpreting 2lo W pudly ledd>dg OUL pas @

data based on what people do and say po Dglging ol dlaay o e
. with smaller samples el Oliye
m e Recommended to capture the basic
\ feel of a problem prior to conducting el ol By 4 o295 o
. more analytical study ddd=d dulys el i 4&«;3;
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Qualitative Research Constraints

Four major constraints: ity 3949 day)l

e Volume of data UL eox>
e Complexity of analysis Jud=d) augas
» Detail of clarification record T 93| Joew Juuads
* Time-consuming nature of the 94l 3 ol) dSlgiucell dapdall

clerical efforts required Lgllas)l d0US!
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Limitations of Qualitative Methods

Potential susceptibility of the results to 5e Lo bl dladimall duslall
get misused or misinterpreted e ol S b ads 9l Lgolasoia!
Results not necessarily representative o) dlias 89 p2ll ) LI
of the whole population 51,89
Moderator or interviewer's role is Bb olaal el @3l ol Jarwgll H90
extremely critical can lead to daole 78l ] 605 Ol (Sang Yl
ambiguous or at times misleading OVl jas 3 Alas 9l
results "
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Used mainly for:

*Exploratory or Descriptive research
*New product development research
*Creative development research
*Depth interviews

*Group discussions (Focus groups)

*Projective techniques
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Focus Groups/ Group Discussion

Depth interview with a group of people but they differ in that they involve
interaction between respondents
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The Focus Group Procedure

Design the focus group environment oladl de gazmn Ay epanal
Recruit & select focus group participants de gazall (§ S linall Lo
Select a moderator ngz;.l\ ) Lz
Prepare the discussion guide (UsSs3anl i) dasl e

g9 diwl) dadlall Jdo slacly o8

(protocol questions) = O
Conduct & record the focus group U‘jLQ*J\ J*"*““ 09
Transcribe focus group discussions Oladlnll LSy feus
Analyze & interpret focus group results B! sy Jud=s
Prepare the focus group report dadlwll de gazeal a3l slic]
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1. Focus Group Environment

Special focus group facilities

Know the participants beforehand
Establishing rapport with participants
Relaxed & informal atmosphere
Video & audio taping
Client watches in the other room

Lidliadl Ole gazear Lol Ol gimally (381,31
e (pSlaall e 3y

ISl g 23V dald)

P 489 T pldl g2l

8)9409 g Jumead o
Sy ddyall e AS 1" Juaad) daLiy
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2. Recruiting & Selecting Participants

* 8 to 12 participants: Bliw 12 J18 oo @
« <8 will not provide enough interactions. A8 eMlelas Jagn o) 8 e BT o
« >12 is too large for cohesive & natural Ladlo s>y i A8 12 o0 ST o
discussion. A g dSlulaio

* Participants should be as homogeneous as A8 il 095 ladl 090 Olcaw ®
possible to focus on research issues & avoid Coxdg Eadl bliad Lo 1Sl oK)

401 | rdo} |

confusions. ooyl
. * Participants should be screened & carefully Bl @)lizly pSliwl!l jam=s Co ®
selected.

aogalsl

J-o<l|
\ o Jesl Abgasa F9axl puox U"'l-']-’j

P15-FO5



o
[
ul
-

v401 | rYgol | rgof |

(@)
ul

by Hlisl 3
3. Selecting a Moderator
Must have good observational, daxMall (§ By Ohlges poen Ol Czo
interpersonal & communication skills ol glg dsascadlg
Must be kind but firm, focused, friendly, 15009 Wil 58s e g5 (1950 Of e
involved, flexible & sensitive Lolu>9 By09 Ta9599
Experienced in research especially ole Lolsg ceoxdl (8 8l ($93 (1
psychology eS|
Guides discussions O Ladlall 8)1s) 8)lge llias
Ensures key aspects of the topics are At COl gl dudasl rouins
covered Ole guo gl
Observes and manages interactions OMelasdl iy Jasdl

Deals with dominant and shy participants a3y (el (S linall po Jola
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4. Preparing the Discussion Guide

* Sometimes called “Protocol Questions”

_
' 4
O
\
. * A list of question that guide the discussion
' 4
O
\
_

"JsSgigll dswl" Bl ¢ oud
* Driven from the research objectives & WL"“J‘ 5 g 411:,&\ 38
questions iy Coxdl Slual de s
* Must include possible “probing” questions — dise" ddbadiw!™ dliwl euah O o
® Possible Organization: ZAVEONI PN
* Preamble dxlod)l e

* Introductions & warm-up slasVlg loddall o

 Core questions Lol Ul o
» Closing exercise e .
' 4 ° plsdl oppes e
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5. Conducting Focus Groups

1-3 hours (typically 1.5 - 2 hours) (dell.5 -2 8sle) wleln]-3
Videotaping is recommended FYRVE:L Vg VE SN[ CRPe- Ty
Managing dominant and calm participants 5Ll poangall (S Lacd! 8yl
How many focus groups to conduct? Tel2Y 1Sl Gle gazes sds §
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6. Preparing Focus Group Reports

No specific structure recommended
No statistics involved
ldeas and insights to be summarized

Findings should be related to research
objectives

Should help develop effective conclusive
research

L (9295 3z Sud dzg

diasain Olsba>| dzgs Y
PIENTRYIN RS NI O

Colaal das e bl 055 Of o
Eod)

JUd abols oy skl (§ aslud Of o
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S Ole gaza Ll
Advantages of Focus Groups

Richness of data

* More creative insights through
Interactions

* More relaxed participants compared
to interviews

Less intimidating than other one to one
techniques (In Depth Interview)

Groups are cheaper and faster than IDI
It saves time unlike IDI

UM 0 Liela Y1 YN e el e
e Lasd!

8ylie 2wl ST OgSlaedl o
ML)l

559 2,8l LS o s U8

IDI e de cdgll oy
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Disadvantages of Focus Groups

* They can be hard to control ke ol Coall (o 0550 OF S

* They take skill to analyze Lorl) & voishy
* Conformity " Olge 0924

* Itis difficult to identity which group o i Aplaoll
members said that (unless the 168 () de gazall sbiacl wudsd Cavall e
proceedings have been video (9292l Aoano lely 2Vl S5 @) o) 3
recorded) (Lo JSI Y .

. OY95 200 -, 95 150) dase!
Cost (5150 - $200 each) dasle Ylasl e

e Telephone calls .
* Incentives (vary depending on (Logaxly E9rinall s Calisd) 819l o

project & audience) 29y Sl de Adasill w3 byl e
e Over-recruit to cover for ) BT
possible no shows L
* Renting focus group facility 85530 degaze (B0 slntiul 0
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Key Factors for Focus Group Success

Planning the Agenda JleYl Jgas ladass
Recruitment o> o3
Moderation Jle!
Analysis and Interpretation of the Results L) sy =

oW Jesl— dbgame @il puex
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Applications of Focus Groups

Understand consumer perceptions of dyy el Cledal) el gl Slgsas 0gd
existing brands 4l
Obtain impressions of new product ol aualan e lelbil e Jguaxll
concepts ol
Generate new ideas about older products oyl lmiiall Jg> Bpd K61 Ul g
Develop creative advertising concepts dacly] 4odle] eualan yigkas
Secure price impressions Lol yaww Olella]
Obta.|r.1 prehmmary consumer reactions to 3591 llgiall Jxd 395y de Jgas]
specific marketing programs Badoma (g zxalnd
Interpret quantitative results oS 7] s
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Stimulus Materials

* It may include a range of physical objects (&)l &bl sLadl o degamo Josn a3
which respondents can use to reflect upon (3 aSed) lgslasuin! (ruaciuel) (S

use to express their views non-verbally A8 ey lal Olgzg e el Lgolasui
These can include: T
v Mocked up product packages
bl pally iell 5>
v Product samples il Sl
v Materials for projective work bl Jasd) slge
v Print advertisements “ SbeYl delb

aogalsl
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e |tisan outline of the structure, themes
and timing of a focus group or depth
interview

e |tis not a questionnaireitis an aid
memoire to guide the moderator

e Structure:

v Introduction

. v Main body “Discussive phase”

. v Conclusion

401 | Fdol |

\ osdie Jesl— dbgazo Gobl paxr

Discussion or topic guide

Ole g g9 SSug) Junads Lalaseo 4
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Discussion Guide Structure

1- Introduction:
 Objectives
 Personal introduction
 Agenda

2- Main body “Discussive phase”:
 Topic areas
 Stimulus material

3- Conclusion:
 Summarizing discussion
* Closing
 Administration
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In-depth Interviews
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Individual In-depth Interviews

A set of questions with probes, posed one-on-one to a subject by a trained
interviewer to gain an idea of what the subject thinks about something or why he
or she behaves a certain way.

el gleall 8 (10 E5ib 50 e (53,3 (Kt Lo iy cB3hall Slgall o dliadl (10 de gacms
Aipre Ay las (5 nay 13l ol Lo s Olan Eoabgall b S Las 8,58 (e Jgnanl]
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Interviewer Responsibilities

1. Recommends topics and questions iy auslaall (o9 .1
2. Controls interview Wl de o 2
3. Plan's location and facilities 51,215 el o 3
4. Proposes criteria for drawing ; G553 O S

5. Draws insights Sl sazg $hll ey .5
6. Recruits' participants OﬁSJW‘;J@ .6
7. Develops pre-tasking activities ool degazmo Ju8 Lo daidl jokay 7
8. Prepares research tools Eodl lgal sl .8
9. Supervises transcription oPladl (3 5l b LSy Fruddl e B im0 9
10. Helps analyze data G WES FEIESURER o
11. Writes report ol o 11
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The Interview Question Hierarchy

Broad Issue
What do participants consider entertaining?

Narrow to one topic:
What type of movie do participants consider most entertaining?

Narrow the topic:
What do participants find most entertaining about action movies?

Narrow to the client's specific interest:

Within action movies, how do the computer-enhanced or computer-generated
action sequences contribute to the movie's entertainment experience?

o dasl— dbgame Boaxll iz
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Interview Formats

-

Unstructured

obio pc

-

~

-

Semi-structured

J

-

)

Structured

e

Jocl



o
[
ul
-

v401 | rYgol | rgof |

(@)
ul

dBomiall COMuLEL!
In-depth Interviews

Strengths: 8530l Lblas
1. Face to face with body language ol ) 05 o dgd Loy .1

evaluation s Gl ) amdg 132
2. Proximity may encourage respondents S e ozl e CasS))

to reveal more data Lo e J")’Q‘J‘W ol oSer .3
3. They can involve more techniques N-Q” s sSS gl L4
4. They reveal dgpth of understanding 31391 s gomall OLSioliys aia3 3.5
5. Group dynamics may prevent

o | 8 Lol ¢ sl e il e
individuals expressing themselves feoolusd | 3loliell

especially for sensitive areas

A gazme Goiizd| gunzr— pudin Josl
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dBomiall COMuLEL!
In-depth Interviews

Weaknesses :  Caaall blas
1.  Time consuming (45 minutes to 4535 45) g B9 3,amd .1
2 hours) (el )
2. They are very costly L ke gl 2
Joc!
i Jasl dbgams Bginll gax Wy
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Projective Techniques
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blawl oluds
Projective Techniques
* Respondent is asked to comment upon e 3l Cosmiuall pe Al
rather unstructured or ambiguous object or cpaole gl plaie e blas gl (38
activity, commonly used with in-depth CMlaall xe pluswdl gl
interviews 48 oxiol!
* Involve situations in which participants are haud" ol Cadlgall el o3
“projected into” another person, an 9 3T pass de OgSlaell" Lgud
inanimate object or a simulated activity with e B8lse blad o (> e 8
the hope that they will divulge things about o skl e lgmanay 0of Jol
themselves that they might not reveal under JB 4 PHYIACRINE WT
direct questioning. el Ol g

o el Abgase Bohxl puexr



v401 | rYgol | rgof |

o
[
ul
-
(@)
ul

blawl oluds

Projective Techniques

Types of Projective techniques:

Word association test

Sentence completion

Cartoon completion

Story completion

Brand mapping

Thematic apperception test (TAT
test )

Brand personality

Role-playing activity

oW Jesl— dbgame @il puex
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Word association
What is the first word that comes to mind die ol I ol (@l ol Al (o L
when you hear the followings: (b b Elo
Mineral water ....coooeeeeeeeee. dSdzn ol
Nestle v aliud
Health coccoovvveeecccs d>uo
"Skoda and Cheap" reveals something L Gia" Skoda and Cheap" el Caass
about Skoda but respondents may be S uw\ Sa by S Skoda e
thinking about value for money and this doie ] e zliwwy JWl Jlde dossll
would need to be probed further badiwdl yo

o sl dbgame @izl prex
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Sentence Completion Test

* In the sentence completion method, slac) iy cdlozdl JWS| 4o (4
respondents are given incomplete cgie by AlasSe pe Mo piannal |
sentences and asked to complete the WS
them :

*  “l'think that McDonald’s food is ............. 92 JUL9a8Le plabs O e

* “People who buy Dell computers are ) IR
....... J-”)j-“wcs 034> Q9 Al u-’JJ\ uol:'ufb)’\"
* “marketing research workbooksare L. o2Dell

................... @&M\U@TMJ”

oW Jesl— dbgame @il puex
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Story Completion

® An incomplete story is presented, and the respondents are asked to complete it

® The respondent may be asked to explain the behavior described

L@Mﬁﬂw\cﬂw\m@%ﬁ’
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Brand Personality or Brand CVs

* |t asks respondents to describe a brand as a person
* Another termis the ” brand CV” in which respondents write a mock CV for the
brand under consideration
* This can be very useful in determining the accuracy of positioning in the market
* Association can be made with objects or known people or celebrities
* The reason for the association is very important
L3S Al el Lo el e ol
Aol Ao g d313 8 pas O gaummianall LSO " L)Ll LML) 45141 B! g2 3T mllasns
RVRVpBIES]
ng_MJ\ 3 &9\5,6,!\ dodss 485 Judss Lg \_x> \.h.u B¥: Qﬁi} u\ u.iw

s o4 W\ et
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Brand Personality

401 |

* |f Volvo is described as “Roger Moore” here the researcher should investigate the
relation between both

* The link may be negative “it was a good car previously” as Roger “he was once
glamorous but now pastit”

oY1 e AL (3 el C Wl e omid ¢ 90 529)” Ll 9dlg8 Caumg @3 13] @
aSIg Lol eI y0 oy (3 429y 087 G Boludl (§ Bz Bl 38 1) Lo Lan M 19S5 43 @
“ OV gl

aogalsl
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Brand Personality

Sir Roger George Moore
(born 14 October 1927) is an English
actor.
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Brand CV: Volvo

It is described as: Al Cap gl
* Male S5 e
* Middle class dawgioll Aol o
* Married with children Jlabl wuly zose o

i Josle Wbgine Gainll uar
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Brand Mapping

* |t is an extension to the brand personality test that involves many brands

* Respondents are asked to identify key dimensions of a product sector and then
position brands against those relative to the competition

* |t is very helpful in identifying positioning

45yl LMl iy dadadl yasiats (U1 4)lnadl dodlall dupasess Hlasy slasal &)

iy JJLQ.A %)buj\ L_)Loy.z.’\ &4@3 (o..: M\ EU./_?_Q.] MJ.H .)Lx.:)” .b.,\}u W\ R ;A.U:z:
didUad b dd)asiall

28l gall s (§ T duae )
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Lucozade : 4yl dadadl Laslys o)
Brand Mapping: Lucozade

Lucozade was effectively repositioned as an adult fitness drink through
understanding to be enabling recovery from exercise

OSet) dagh UM e Gl W BU 9 S Jlad Siwlucozade el diadll §)guall il o3

]I

-
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Lucozade J 4l dedladl aus g3 8ale ]
Lucozade Brand Repositioning
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CARTOON COMPLETION TEST

In the cartoon technique, the respondent is shown a comic-strip like cartoon with
two characters in a conversation. While the speech of one character is shown in
his/her balloon, the other balloon is empty.

The respondent is asked to assume the role of the other person and fill the empty
balloon with a speech.

aogalsl

J-o-<l
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CARTOON COMPLETION TEST

S O g 34! L adl dein ($) 938008 ouny (gitmall e (o523 (AS)mxall p o)l 4085 (3
56 531 0l 0556 v (8 dleislh @ Oluasadl Gu=] Gllas ke law, Bals

AL Sl oW1 ey 0ly L3I paseadl j95 g OF (gtmed) o LS
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Thematic Apperception Test (TAT)

Here the respondents are shown one or more pictures and asked to describe what
is happening, what dialogue might be carried on between characters and/or how
the "story" might continue. For this reason, TAT is also known as the picture
interpretation technique.

Q\uﬁwgv\l\j}z’\}{bLogcudxtow,ogwuﬁmgwd\ul&ﬁ\g\@wyﬁwl.ua
w(wb L,a.:\TAT WIS TSN AR VIR W\"MQ\L&A@j\/ 3UW\U‘UM

aogalsl
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Advantages of Projective Techniques

1.They are very interesting

2.They free the respondent from language
bonds and allow them to express feelings they
may find hard to express in words

3.They provide richer insight than conventional
questioning

oW Jesl— dbgame @il puex
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Disadvantages of Projective Techniques

1.Hard to interpret (subjective and prone
to bias)

2 .Ethical problems: with invasion of an
individual’s subconscious mind

3.1t needs special interviewers

oW Jesl— dbgame @il puex
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Data collection

uoSJ\ g,ouj\
Quantitative research
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Quantitative Methods

* Face to face surveys

* Telephone \ Online surveys
* Self-administered surveys
* Omnibus surveys

* Hall tests

* Placement tests

dzg) g9 ST oleMasil

Y gl e @ leMaid

el 4515 aslariwdl Ol

A5l oleMlaiul

Al ofylas

S?L"é'!\ elaseY! O S 83 g2l dodsss oyl
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Marks and Spencer
* Marks and Spencer use face to face Tezs MLl iy LoS)le ECH
interviewing for evaluating consumer . o] Las
reaction to the store experience )25 e gl Jad o) @t dz gl
* Interviewers can approach respondents il
as they leave the store when the JlasVl oMilaall Lo cpadlal) S
experience of the store is fresh in their botie o] amiislie e - rmcinalls
minds st\ (87 s L e
* This allows for immediate reactions to be LS § S sriall 4y 0553
addressed without the respondents pidlo (de dy5all Jaall 595y e Idag
relying on their memory IR EP ERUTWES SN | [NVN 28 Ol 092
* The interviewer can interpret body s aodle dod] 25 s aloel) S
language and probe to elicit real ’ I L = bwy
understanding S 080 2%

oW Jesl— dbgame @il puex
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Face to face interviews
* These are interviews that are carried ro B3] ek (@l oMl 2 ods e
out with respondents in face-to-face sball go 4] ey JUadl (3 ¢ pamions)|

contact with the interviewer

e Lad) o1 Byoll Je il Jpmad iy @

e Results are recorded on paper or ) .

digitally on a Personal Digital Assistant

(PDA), Laptop ....... . e Jgooee

e These can be distinguished from Lk (I oledaradl e s oSy @
interviewer administered surveys that Bl e A e ] 0o (@l Holxll
are carried out remotely via the 3

telephone or the internet
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Personal Interviews: Advantages

Can arouse and keep interest Oige 04889 twerdine]| duslos 35 Ol S
Can build rapport BMe by S
Ask complex questions with the help & pedl S5l o)) Bue lLicay Bdiae Asen] 7k
of visual and other aids ) o s
Clarify misunderstandings agdl ¢ .
High degree of flexibility S
Probe for more complete answers ; %ﬁ” o ub bﬁ
The interviewer can help respondents St 8T bl (§ (3345

especially with difficult questions e ot (vl Bdsline Hgloeall (S
Do not need an explicit or current list duasal] Al
of households or individuals 31,891 9 L > gl dw o 431 ] zliss Y
Personal contact creates a sense of Lol cal VL Lulus] (gaseadl JLas)l Gl
obligation especially with long surveys &5@\ SleMarwd! g
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O oundl: dsaseadl EMlao)

Personal Interviews: Disadvantages

Bias _of Interviewer ] o
Bias may affect: e ol 35 42 ’

«  Who is interviewed e el g A8
interviewers may select those people aiblie el (1o y
who want to be interviewed . ol ol eV ga (9 9lxall Hlise 13

An Australian researcher used to do all
his interviews on the beach
« The way an interviewer responds

oo SOlio ehr] (3 Ot

verbally and visually to the answer ] (bl
(raised eyebrow) Waal Holall lp Cummin (&) dds o)l
. me way the answer is recorded (3yall 1) LI [y
. The response interpretation LYl L 2l o

oW Jesl— dbgame @il puex
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Personal Interviews: Disadvantages

1- Time Requirements

Oollaall cgll 1
2- Cost Per Completed Interview Is High 8 o5 (dad o AasSo Aol S 408312
especially in B2B i B2B

3- Safety of interviewing in some areas goliall a3 3k dadla .3
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Telephone Interviewing/Online

The use of the telephone in market research Boudl Sloul (3 Caslgll plasail Ll

is growing due to: ) W1 Ol

1.  Changing environment :increasing il B 55 8 asnadl Gl
acceptance of the telephone as a el ot w“)'j@\ 41,,&95 &
means of communication ]

1. Technology including CTI (Computer Jo83l) CTI 3 & o byl 1
Telephony Integration) (Qow>l (£l

1. Cost of calls has fallen OIS S szl 1

oW Jesl— dbgame @il puex
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Llsadl: duaslgdl edlaal
Telephone Interviewing: Advantages

Central location, under supervision, at Glele 8 eBla] o «$3S,0 pdgs
own hours | Lo 3] Las)!

More interviews can be conducted in ey & OMlaall e wiall s> o San
a given time " ,

More hours of the day are productive Goniin o3l Olelis (po el

Suitable for international or . L > ) "
geographically dispersed sample Ldlyazr 43,0%]l 9! 49l dad) dso i
3\.9)\&1 gﬁ.ﬂ&: 399 pie

Absence of administrative costs

Lower cost per completed interview 450 dloiSee blas S J81 dafs
than face to face interview dz>g¢) g9 dblaal
It is fast 2o ]

oW Jesl— dbgame @il puex
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Telephone Interviewing: Disadvantages

1. Lower response than face to face interview

2. Inability to employ visual aids or complex
tasks

3.Can't be longer than 5-10 min. or they get
boring

4. Amount of data that can be collected is
relatively less

5. A capable interviewer essential

6. Access to mobile numbers may be difficult to
obtain

7.Sample bias as all people do not have phones,
or are not listed

oW Jesl— dbgame @il puex
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Mail Surveys (Postal): Advantages

Lo.wer cost | | it
It is useful for geographically dispersed it ally 8,080 Al ko 4]
and large sample Lol
It reduces interviewer bias loce)| s - ]
. . . D9b=adl Jio5 (e i
Convenient for interviewees as the e . L% :
questlonnalre can be completed at any Sl JUS] 5 Sa e Ll
gme ble for | onnai e S
uitable for long questionnaire Lslall ool ol

oW Jesl— dbgame @il puex
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Mail Surveys (Postal): Disadvantages

They may take time to complete JaiSo s By o3l 5y U
No control over whom the respondent i oo e OJJQM N
consults before answering the questions Ad) e LY L M‘
The speed of the response can't be Dl de o Adlye o Son
monitored dud 3! |

No control on the order in which the f“t@j; QSﬁ\ﬁﬁj
questions are exposed or answered Jlgand] phianll @giy Y 3
The respondent may not clearly understand rao gl Loys i L9 Zowo g
the question and no opportunity to clarify S Ciass ol Jdoe
Response rate is generally poor - ' ‘QL;
Subject to availability of a mailing list By A5 8lgn L

oW Jesl— dbgame @il puex
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E-mail and Web Survey

Advantages:

e Cheap

* They are flexible in content and can
include image and sound files

o) °

Ol oSy Sgimmall (3 L9 ally pais @

e Fast Ogsally Hauall wlale Jois

* Convenient for the respondents ol

e Fastto administer and to report on OSgald 7y o

Disadvantages: 8l @uddg BylaY ao @

 Some people are suspicious of the bl
internet COY 8 0sSay Wl pany o

* [tis hard to validate who has responded 350b o8 (55 (e (3wl S/
as anybody could be using the computer 500 Py B s s oY

oW Jesl— dbgame @il puex
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Omnibus Survey

A survey covering several topics usually for Ole gog0ll oye Taae i POl
different clients lepw Mloa) Bole
The sample is composed of types of ol o eadl 163l ye diuall (95T
people for which there is a general ogele ole Clb U g
demand Jed (3o Dl e poa) p0)8 o
Clients are charged by the market research d>lue olul de Bgudl lol A8y
agency based on the questionnaire space L gllanll Azl sue ol Ol
or the number of questions required Casatin (3 b Jied Aelad] ool gao]
Omnibus surveys represent a halfway by Syl ol (3,
house between secondary and primary a3 ULl ) Jgae gl o
research dalSa) dnbsow
It gives access to low-cost primary data sl Jolae pusviuall xoy
The user pays only for the questions asked S S Y (N9 dadd d>g,laall

but has no control over order

oW Jesl— dbgame @il puex
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Omnibus Survey

Advantages: Llo
* Cheap

VR
* Quantified analysis can be assessed very 5, g ac SI )l s o Ses o

quickly Codl Car Ggw Jl dge gl iy

* Gives access to “hard to research “ i o
market e.g. Directories LI JUadl Jowr de ¢ 4

Disadvantages: 1Ol
 The sample can not change Ll a3 Sp Y0
* Not suitable for opinions or attitudes Cadlgall ol shhSU Colio pe o
* Question orders may affect responses 393,01 e 355 03 Al yalgl o

osdie Jesl— dbgazo Gobl paxr
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Street Survey

» Take place typically in busy town centers Ol 3810 (3 (dged S Bus
with the interviewer approaching individuals 51,691 ;e glxall Ljids Cus damd3)]

* A survey taking place in a shopping center 350 G edha] e ) el b,

requires the center’s manager’s permission 285 ok dBs )SJAJ\J)M 03 B g
and a fee may be payable > g

7401 1 Fgdol | rgol |
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* They are defined as a group of

respondents recruited to attend a
fixed location often a large room or
hall where they respond to a set of

stimuli

VL)l olylasd

Hall Tests

* They are usually recruited from the Jl
street and invited to a nearby hotel

* Hall tests can be used to evaluate new

products, designs and creative
propositions

o A gazmn pgil e pghuyad oy o

2890 ygwad el e (pddl i)
dels ol 8,8 48, 0Ll e S (3 ol

_9&33 @LMJ\ R @.Q:Juou (o.u o dole @
G008

o) Al Shlas plusul oSy o

ub-je}j\g O lowasaill g duudsdl Ol

duell

oW Jesl— dbgame @il puex

aogalsl

J-o-c!



= L).x_o_j\ Q&AJ\ Lg oa}zj\ J)J&U UJLM>\
) Placement Tests
\ * This involves placing products in TR P s
. the home Sl G el T2s Je Gk

» Respondents use the product and OshaSs @3 guiiall O gaonianall P
@ then complete a questionnaire on Ag> bldwl
\ it
. * |t can be cost effective on St AaK] G oyo A28 (9655 O S
. comparing d|fferent product e e Al S lomiiall LGl &ylae

innovations with the same person |

O
N

P15-FO5
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Placement Tests

IIIEII

. ﬁt thle %nd of end of the tﬁsg a more| ’ AST Ol JWS] i oLzl Llgs (3 @
etailed questionnaire will be complete il) %5 LaSeiw Sass
exploring how they experienced the R
product, bl s e
for example: Jloridl dggee .1
1.Ease of use " ddlas 2
2 .Effectiveness g8 a0l (&1 Bua)l/ &Ll 3
\ 3.Durability / how long it lasted Tosladlddlas! 4
4.Likelihood to buy
d5-> 9J>" J\ PSCNGIVES, db.n
Example: where you might need to gather
opinion on the ease of use of a new style of G Al oo "U‘bi“’ il ‘U}\@“
. washing machine over a period of time dia) 88 ke

\ i Jeasl= dbgise Gol e
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Questionnaire Design
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Designing the Questionnaire

Questionnaire building is an art!




Ol
Questionnaire

A structured data collection mechanism involving a range of question formats and
completed orally or in print. Questionnaires may be administered by interviewers or
self completed by the respondent

5)13] Sy, legalan ol Lgas LJLSTg Al Olipds (y0 de gazme (asald dakaio DLy paz 4T
iall Ji8 cpo L31S LS| ol (pygleadl L (o o liludwd!

aogalsl
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Importance of Questionnaire

Questionnaire Objectives: Ol Colual
* It must translate the information needed Ologlaall a2fb Ol o @
into a set of specific questions that the Al (0 e oo S Dgllasll
respondents can and will answer. tald (S (&) Badse]!

* A questionnaire must uplift, motivate, and LQ.JJ& LY
encourage the respondent to become Giuadl Ol 135 Olcsw o
involved in the interview, to cooperate, and Q@ Slaall e dazing 05a5us
to complete the interview. Abaa)l STy gglally dlslans!

* A questionnaire should minimize response sUazl o Ol iy Ol s @
error. Al

oW Jesl— dbgame @il puex
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Questionnaire Design Process
(Wilson 2003)

Develop question topics sy 2l 9o dad>s
Select question and response format 3919 JNgud! S su>
Determine sequence Jedea] i
Design layout and appearance 2ol il ez
Pilot test =5 ol
Undertake the survey enadl el by 03

o Jask Absae (il apax
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393,19 ddswd) i
Question and Response Format

There are 3 parts to any i L
i i sl 3 e Oldwl ST 0 gSa
questionnaire : Bl 3 o Oliasl (ST 095

1. Identification data: ol T”J‘TJ‘ QU:*‘* 1
. Name, address & contact JLaidl p8)9 Olgially eudl o
number
rCaduaidl Olls |2
2. Classification data: Ay adooll (panlly 5y pudzdly yoall o
 Age, gender, income, job duc bz
title & marital status
, _ :@42:5.@.5\ bl .3
3. Subject data: feold) BT o
. Core data ' '
J-ocl

e Josl= dbgiza Goixll e Wy
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Choosing Question Structure

Questions
ICO] \

Unstructured

Sage n

Structured

e

Multiple

Choice
D ‘ Gw

Dichotomous

Scales

o Jesl— dbgaxe Ggbdl puax
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E Unstructured Questions

\ *Unstructured questions are open-ended questions that respondents answer in their
own words.

. *The problem with unstructured questions is analysis

. Why did you choose to study with the CIM ?

Aol 0 g3l G grmianal Ll Cuomy dgiae Al (o dalaiall pe diudle
el (o dabaiall pe Asadl ao Aicalls
TCIM oo eyl izl 13L)

o sl dbgame @izl prex WY
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Structured Questions

Structured questions specify the set of response S5l de gazme dalaiadl dAliwdl sus

alternatives and the response format. A ALY ey LY
structured question may be: ekaiadl Jlgad! 0985 13
* Multiple-choice Ghlad) saaie @
 Dichotomous ¢ a3l SUs e
* Scale orldoe @
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Multiple-Choice Questions

* In multiple-choice questions, the
researcher provides a choice of answers
and respondents are asked to select one
or more of the alternatives given.

* You have to put the word “other” and
leave a space to allow the response to be
written onto the questionnaire

oW Jesl— dbgame @il puex
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Multiple-Choice Questions / Example

Do you intend to buy a new car within the &l gadl I 8usds Hlew & (S5 (o

next six months? FEUEIN|
L Definitely will not buy Grad o) asSWL
. Probably will not buy Srad ey
L Undecided BYEIPN

o Probably will buy Szl Il e U

L Definitely will buy GALS Bguw aSTWL
o Other (please specify) (dododl o) U3 pe

oW Jesl— dbgame @il puex
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Dichotomous Questions

* A dichotomous question has only two Lad b d gyadl GUS JIgadl e
response alternatives: yes or no, agree or (39lg0 pE 31 30ga N 31 o0 LW
disagree, and so on. ABLEY’

Often, the two alternatives of interest are o Sl o 0loYl o S &

supplemented by a neutral alternative, such S Ik d.w bl Lo 550)
as “no opinion,” “don't know,” “both,” or . ., P
;st )5 \ LQ.Q))S 3\ L_QJ.C\

“none.”
Do you intend to buy a new car within the eI I iz Byl L (S95 S

401 |

next six months? Aol diud!
Yes o
No p
Don't know el Y

Y401 | rgol |
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Scales

Semantic Differentials

* |t uses words or statements and their
opposites and measure the strength of
opinion between them

Expensive 1 2 3 4 5  Cheap
Effective 1 2 3 4 5 ineffective

oW Jesl— dbgame @il puex
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Semantic-Differential Scale Items

1.Abundance Of : : ; ; ; : Scarcity Of Exhibits
2.Complex : : : ; ; : Simple User Registration
3.Low Commission : : : : : : High Commission
4.Good Response ; ; ; ; : ; Poor Response To
Complaints
5. Poor Protection Of ; : : : ; : Good Protection
Of Personal Information
6.Confusing ; : : : : : Clear Support System

oW Jesl— dbgame @il puex
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Semantic-Differential Scale Items

Olb gyl 8y45 ; ; ; ; ; ; 8,89 .1

by e ol : ; ; : ; pozo 2

Llal dus gaall : : : : : ; dsndsviall dgesll 3

Solal) daass il : : : : : : Bl w4
duaseid) Ologlaal) Buus Lles : : ; ; ; ; J doas ble> .5
ol pes plas ; ; : ; ; ; LI 6
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Scales
Likert Scales S uolia
*|t asks respondents to indicate their level S gius Lol axianall (o Cllae
of agreement 047881 g0
Do you think CIM courses are of good value? T8l dasd CISCIM ilygo Of ddias o
Strongly agree agree neither agree nor Va8l Vg 38191 Y ¢ 3819l (Biso 3819l
disagree disagree strongly disagree Baio Loslel (3ol

osdie Jesl— dbgazo Gobl paxr



Likert Scale Items

Strongly Disagree Neither Agree nor Agree Strongly
Disagree Disagree Agree
de Sgize cIAY e sliall 1890
Ol gyaall (0 889
LLQ@J.Q:.A fmmj'“ Y VESIR
55

ilaia 5 st Slsall aBge gas
EEJRITT| CAREVE S SRV F T3V

e bayy> Gud Sliell 2B
duas il Ologlanll

Ao liall a8ge oo pllas

Jocl
JA
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Non Forced versus Forced Questions

1. Non-Forced Responses: 1yl e 590,11
Do you think that CIM courses are 2CIM @lygs of adias Jo
Very inexpensive — inexpensive — neither Vo Lo pé- &gﬁj& Ll ae ps
inexpensive nor expensive — expensive — el 2ol edll Jaab- il Laal

Very expensive

1o ]l 590,12
2. Forced Responses:
LCIM Slygs ol dass Ja
Do you think that CIM courses are - el aal oK - Ll ke pe
Very inexpensive — inexpensive — ol Laaly
expensive — very expensive

Arogalsl

J-o-<l
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Stapel Scale
o0 8599 pdiune hizmud | dpison dgae | Dl gus | dle> Chns | by eod el
o2l AB a0 ol SIVIVEIN|
A i
+5 +5 +5 +5 +5 +5
+4 +4 +4 +4 +4 +4
+3 +3 +3 +3 +3 +3
+2 +2 +2 +2 +2 +2
+1 +1 +1 +1 +1 +1
-1 -1 -1 -1 -1 -1
-2 -2 -2 -2 -2 -2
=3 -3 -3 =3 -3 =3
-4 -4 -4 -4 -4 -4
-5 =5 =5 =5 =5 =5
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Effect of Interviewing Method on Questionnaire Design
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Department Store Project

Mail Questionnaire

*Please rank order the following department stores in order of your preference to
shop at these stores. Begin by picking out the one store that you like most and
assign it a number 1. Then find the second most preferred department store and
assign it a number 2. Continue this procedure until you have ranked all the stores
in order of preference. The least preferred store should be assigned a rank of 10.

No two stores should receive the same rank number.
Store Rank Order

1. Lord & Taylor
Macy's

2
3.
4. ..
5. Wal-Mart

oW Jesl— dbgame @il puex
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Telephone Questionnaire

| will read to you the names of some department stores. Please rate them in terms
of your preference to shop at these stores. Use a ten-point scale, where 1 denotes
Not So Preferred and 10 denotes Greatly Preferred. Numbers between 1 and 10
reflect intermediate degrees of preference. Again, please remember that the higher
the number, the greater the degree of preference. Now, please tell me your
preference to shop at ....... (READ ONE STORE AT A TIME)

Store Not So Greatly
Preferred Preferred

1.Lord & Taylor 1 2 3 4 5 6 7 8 9 10
2.Macy's 1 2 3 4 5 6 7 8 9 10

3.

4.,

5..

6.Wal-Mart 1 2 3 4 5 6 7 8 9 10
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1 2 3 4 5 6 7 8 9 10 Ogblig )4l
1 2 3 4 5 6 7 8 9 10 Macy's.2
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.4
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1 2 3 4 5 6 7 8 9 10 <yle J99.6
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Individual Question Content, is the Question Necessary?
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Overcoming Inability to Answer Can the Respondent
Remember?

How many gallons of soft drinks did you grad LN by awdl e A &S

. q‘" . o < [ .
consume during the last four weeks? 28) Sdualoll AVl ol MU=
(Incorrect) (oo

3B by ol ellgins 80 o

How often do you consume soft drinks in a
Y (W) qLSJbJ\ &W)’\

typical week? (Correct)

1.  Lessthan once a week 63**“3” S 80 0 Js
2. 1to3times per week @My‘éuaﬁ dii_ 2
3. _ 4to6times per week ol G 0leb dl4_ 3
4 7 or more times per week gl § SSTsT 07 4
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- Overcoming Unwillingness to Answer Effort Required of the
Respondents

* Most respondents are unwilling to devote a lot of effort to provide information.
Please list all the departments from which you purchased merchandise on your
most recent shopping trip to a department store.

(Incorrect)

e which you purchased merchandise on your most recent shopping
* trip to a department store.
1. Women's dresses
2. Men's apparel
3. Children's apparel
4, Cosmetics

(Correct)

oW Jesl— dbgame @il puex
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Overcoming Unwillingness to Answer Effort Required of the
Respondents

pluddl gpozr S5 (g Dloglaall @) agadl (o S Gun,SE paine a8 Graomiensd| plans o
pluddl sdaie yzie ) Ggud dl>y 3T (8 Bladl lpw coisl gl
(e &)

L5lus oolud. 1

Al Hwds.2

JlabYl wode.3

Jroxdl Ol a4
(o)

o Jesl— dbgaxe Ggbdl puax iy



dolusdl Ologlaall e 31§ duc )l pae e s
Overcoming Unwillingness To Answer Sensitive Information

* Respondents are unwilling to disclose, at least accurately, sensitive information
because this may cause embarrassment or threaten the respondent's prestige or
self-image.
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Overcoming Unwillingness To Answer
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Choosing Question Wording
Define the issue liial) 0>
Use ordinary words Lole OllS pusal
Use unambiguous words lgd L Y OlalS pusal
Avoid Leading or Biasing Questions 83wl ol dus-Ld Yl AN Lo
Avoid Implicit Alternatives Aol Bl Coss
Avoid Implicit Assumptions Al Ols| A8V (o
Avoid Generalizations and Estimates Ol pddilly Olaeadl cozs

Dual Statements: Positive and Negative ddany dol): dz 9030l Wy liall
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Define the Issue

*Define the issue in terms of who, what, 13adg cply (209 13Leg (po Cus yo Alall dase
when, where, why, and way (the six Ws). L) cply (@09 13Log ye). L) Al ISP
Who, what, when, and where are Aols donl
particularly important.

*Which brand of shampoo do you use? (Fumme A8) Sz Sl gualadl £95 Lo
(Incorrect)

*Which brand or brands of shampoo eShiad &) guoladl OB of dyyloetdl dadadl  p Loo

have you personally used at home 3 T2l jgadl s Jiell § pisind buass
during the last month? 438 ellnb o0 )l dodle UA ST 5429 >
In case of more than one brand, please (reoe) Gaaid (@) 4l Oledadl az

list all the brands that apply. (Correct)
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Use Ordinary Words
“Do you think the distribution of soft “TE L3l by el 1oig3 Of Aais Ja”
drinks is adequate?” (e 22)

(Incorrect)

“Do you think soft drinks are readily U ggu0 8,8 550 oyl Sl iadl O i Ja”
available when you want to buy them?” “ e w3 ledie
(Correct) ()
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Use Unambiguous Words
In a typical month, how often 3 @W Byo S ¢ ol jgadl 3
do you shop in department stores? B9 &gj&J\ J>LWJ\
Never [
Occasionally Bl
Sometimes Wle

Regularly (Incorrect)
In a typical month, how often do you shop §aSJl j2ball (3 Ggudi 850 S ¢ (Sl el 8

in department stores? By (10 J8T
Less than once Ope ol Byo
1 or 2 times CHOY/ Y 3
3 or 4 times (woe) Sled oy S8

More than 4 times (Correct)
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Avoid Leading or Biasing Questions

A leading question is one that clues the respondent to what the answer should be,
as in the following:

Do you think that patriotic Americans should buy imported automobiles when that
would put American labor out of work?

Yes

No

Don't know (Incorrect)

Do you think that Americans should buy imported automobiles?
Yes

No

Don't know (Correct)

aogalsl
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Avoid Leading or Biasing Questions

o US ) e 0555 0f o Lo ] gibtenal) s 51 Il 50 gyl I
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Avoid Generalizations and Estimates

“What is the annual per capita expenditure on D) de 5,0l Sgidl B 9o L”
groceries in your household?” (Incorrect) | (é'}wj@) «gid,uj;p 8

“What is the monthly (or weekly) expenditure (£ 51 51() 5y GLEYI 9o Lo”
on groceries in your household?” and “How .:\JéT"_a_x.; S g qéﬂﬂ ; adL;uJ\ s
many members are there in your household?” ( ") “ q.:é’u‘fwi

(Correct)
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Determining the Order of Questions

Opening Questions ~zsy) A
Type of Information Sloglaall £53
Difficult Questions L)l dsd)
Effect on subsequent questions da>MI dlzwdl (3 Ul
Logical order Slaie 9

The funnel approach
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Determining the Order of Questions

Opening Questions
*The opening questions should be interesting, simple, and non-threatening.

Type of Information
As a general guideline, basic information should be obtained first, followed by
classification, and, finally, identification information.

Difficult Questions
Difficult questions or questions which are sensitive, embarrassing, complex, or dull,
should be placed late in the sequence.
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Determining the Order of Questions

Bodge 9 darung daian &Yl diwdl (3555 Of e

Ologlaall £45
Sloglae 11Ty ¢ Cansaidll Lo « Yol dewladl Sloglandl e dguadl Cam ¢ ple (Ruzgs TauS™
oyl

doaal) Ay
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Determining the Order of Questions

Effect on Subsequent Questions a1 dsl Lo sl
*General questions should precede the Bade Atwl deladl Al 3awd O e
specific questions (funnel approach). (o)) )
Ql: “What considerations are importantto ~ Jlas! (§ cleg té"d\ ohlael R Ll:” w
you in selecting a department store?” “ T oludYl sy
Q2: “In selecting a department store, how Lo ¢ fLw-"Q;)” ddxin yie ozl we2: 7w
important is convenience of location?” “ S a8 gall dosde dranl (Sus
(Correct) (o)
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Determining the Order of Questions

Logical Order

The following guidelines should be followed for branching questions:

*The question being branched (the one to which the respondent is being directed)
should be placed as close as possible to the question causing the branching.

*The branching questions should be ordered so that the respondents cannot
anticipate what additional information will be required.

e yarall Al LW Sl Lsl Co

6ﬂ\d\‘9,wj\ ug.cmwj L.)JB‘ )CDJ\ M\ wyﬁué.ﬂ\ J\‘s.‘u.”( J_Q.A.o.\\d\j.w.\\ _9u.>u°
Lol (8 oy

Agllaall 48V Gleglaall 2853 (po O gumaiuall (et Y (g deyaiall )l Ll Cae
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Determining the Order of Questions

dole dlsee]

§

The Funnel Approach to Ordering
Questions
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Funnel Sequences

1 Begin with a very general question on a topic, gradually leading to a narrowly-
focused question on the same topic

QExample:
»Which of the following types of TV shows do you watch? (Check all that applies)
News shows ___Quizshows  Game shows

»Which of the following types of TV shows do you like the most? (Check all that
applies)  News shows ___Quizshows  Game shows

»Which of the following specific shows did you watch during the past seven days?
(Check "yes" or "no" for each show listed)

-Who Wants to be a Millionaire? __Yes ~__No
-Wheel of Fortune __Yes ~__No
- CBS Evening News ___Yes ___No

oW Jesl— dbgame @il puex
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Funnel Sequences

Foogall puis Jg> 7S (50 Ul ) Lamyld (5352 oo ¢ Lo Eoup 90 Jg> 10 ple JIgun Tol0
:JEe O
(3o Lo (S du>) Sladalas W &6 g5al)l el Wl #1931 ST
___Newsshows  Quizshows  Game shows
(3o o S 50>) CAST cluzns a1 A g301)) ol Wl 1931 0 $95 ST >
___Newsshows  Quizshows  Game shows »
02y S Y " qx" su>) Tausledl dasd) pLYI UM daala A1 Badxall 29,20l e T >
(zoe
Y e Thisae 0550 Ol Ul e
Y ex_ 48LulICBS Hlsd
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Skip Patterns

* Proper sequencing of questionnaire items is essential to avoid complicated skip
patterns that may confuse interviewers and respondents

* You need to design a smart flow of questions to avoid confusions and lead each
respondent to the relevant set of questions

gl{)JJ.QLSJ\ RPN Ula_zﬂ\ JoLw\wz.ijjﬂa JA\QWN\J\,@M W\M\M i
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Example

Tdglodn (3 Wil cuse J» .10
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Form and Layout

1.Divide a qgestipnnaire into several parts. eyt sae J) ol 23,1
2.The questions in each part should be

numbered, particularly when branching dodpa s 5§ Ad 0955 O .2

questions are used. Asyanedl dlswdl aldsciwl die dupols-
3.The questionnaires should preferably be T . 5
Lo 8y0d0 OB 0SS O Juas.3
pre-coded. e e LS W
4.The questionnaires themselves should be dodyo lgundd DU 0553 O .4
numbered serially. Tl
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Pre-testing (Pilot)
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Pre-testing (Pilot)
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Sampling
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Sampling Vs. Census Studies

JThe Population is the aggregate of all the elements, it is the total number of
people in any defined group of interest e.g. ice cream users, supermarket
shoppers ....

J Sample frame is a list of the population of interest that is used to draw the
sample in a survey .

JA sample Element is the individual member of the sample frame.

JA Census is a survey of the entire population.

JA Sample is a sub-group of the elements the population selected for participation
in the study.
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Sampling Vs. Census Studies
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When Census Studies are Appropriate

dThe Feasibility Condition Sl b e U
»Whenever a population is Lo Lo 8L sae 0550 Ledis >
relatively small or can be 2 gga 4] Jgwo o)l 55y o

accessed easily

: L ‘Sjﬁﬁb-” d= U
JThe Necessity Condition ot Al gl 55 Lo >
> When the population units are ° ol o

extremely varied, and each 5429 5 0555 Ol el (ye godl

population unit is likely to be very raaz (5 1 dalises 8w

different from all the other units Sy ildsgll
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Sample versus Census

. Nature of measurement

Destructive

Nondestructive

When do we use which one? CONDITIONS FAVORING THE USE OF
Sample Census

1. Budget Small Large

2. Time available Short Long

3. Population size Large Small

4. Variance in the characteristic | Small Large

5. Cost of sampling error Low High

6. Cost of nonsampling errors High Low

7

8

. Attention to individual cases

Yes

No
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Sample versus Census
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Sampling Design Process

bl Ja ] wass
Determine the Sampling Frame

Lun Jodd
(0.?:.>
Determine the Sample Size
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1. Define the Target Population

* Samples are selected from populations

* The population is the total number of individuals in the group in which we are
interested

* \WWe may be interested in all car dealers or supermarket shoppers

O8Il o bl Hlasl oy ©
Lo @igd @) A gamall (3 31,0 JlaaYl suall oo O8I @
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2. Sampling Frame

Sampling frame is simply a numbered list of all the items in the population
For example, a telephone directory or a list of members of a profession
Telephone directory may not include all elements of a population for example
those who use a mobile phone which is known as sampling error
Sampling frame should have the following characteristics:

Complete

Accurate

Adequate (covering the entire population)

Up to date

Convenience (is the sampling frame readily accessible?)

Non duplication

aogalsl
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2. Sampling Frame
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3. Classification of Sampling Technigues

C N

Sampling Techniques
O lad! J3T ]

) / \ )
e - SO a
Nonprobability Sampling Probability Sampling
Techniques Techniques
e otfnuj\“b\ O lass ddleimsY S luad! dst eologs

o Jesl— dbgaxe Ggbdl puax



bl A1 3,k
Sampling Methods

Non-Probability Probability
Sampling Sampling

Convenience Judgment Quota Snowball
Sampling Sampling Sampling Sampling

Simple Random Systematic Stratified Cluster
Sampling Sampling Sampling Sampling

aogalsl
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Non-probability Sampling Techniques

Nonprobability Sampling
Techniques
AlaimY e Sluad! dal coluss

Quota
Sampling
da>ll lue
duwd|

Convenience Judgmental Snowball

Sampling Sampling
da5Ma)l ol dsSedl ol

Sampling

il 5,5 lue
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Convenience Sampling

JA non-probability sampling technique that attempts to obtain a sample of
convenient elements.

dThe selection of sampling units is left to the researcher Often, respondents are
selected because they happen to be in the right place at the right time.

Example:

> The administrators of a college have announced a sharp increase in tuition fees for
the next year.

> A TV reporter covering this news item is shown standing on campus talking to
several students, one at a time, about their reactions to the proposed tuition fee
Increase.

> TV Reporter says: “While some of the students feel that the 10 percent fee hike is
justified, most of them consider it to be unfair”
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Judgmental Sampling

JA form of convenience sampling in which the population elements are
purposively selected based on the judgment of the researcher

Example:

> The administrators of a college have announced a sharp increase in tuition fees
for the next year

> A judgmental sample of student officers may be more representative than a
convenience sample of students

> The researcher should be knowledgeable about the ideal population for a study
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Quota Sampling

JA non-probability sampling technique that consists of a two-stage restricted
judgmental sampling

Stages:

> The first stage consists of developing control categories or quotas of population
elements

> The second stage involves the selection of sample elements based on convenience
or judgment
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Quota Sampling Plan for the Newspaper Subscriber Survey

Geographic Segment Gender
Male Female
I 30 30
I 30 30
1l 30 30
1V 30 30
Vv 30 30
Total 150 150
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Snowball Sampling

In snowball sampling, an initial group of respondents is selected, usually at
random.

® After being interviewed, these respondents are asked to identify others who
belong to the target population of interest.

® Subsequent respondents are selected based on the referrals.
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Probability Sampling Techniques

Probability Sampling Techniques
LI bl Al eolass

Simple Random Systematic Stratified Cluster

Sampling Sampling Sampling

Sampling
S olue
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Simple Random Sampling

401 |

. A probability sampling technigue in which each element in the population has a

known and equal probability of selection.
m DEvery element is selected independently of every other element

JThe sample is drawn by a random procedure for example computerized random
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Systematic Sampling

JA probability sampling technique in which the sample is chosen b selecting a
random starting point, and then picking every it element in succession from the
sampling frame

Example:

> |f it was decided to select a sample of 20 from a population of 800, then every
40th (800 divided by 20) item after a random start

> if we selected the 23 to be the starting point then the sample will include the
23rd,63rd ,103rd ,143rd, ...... 783rd

»The gap of 40 is known as the sampling interval (skip interval)
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Stratified Sampling

JA probability sampling technigue that uses a two-step process to partition the
population into sub-populations or starta for example men and women , user or
non user of a product

JElements are selected from each stratum randomly or systematically.

JExample:

d  Administrators of AUC wanted to determine the attitudes of their students
toward various aspects of the university

d They selected a stratified random sample of 500 students for conducting the
attitude survey
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Sample Allocation of AUC Students

Number of

Population Strata Population Units Sample
Men 2000 300
Women 1000 200
Total 3000 500
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Cluster Sampling

JA two-step probability sampling technique:

> The target population is divided into mutually exclusive and collectively
exhaustive sub-population called clusters

> A random sample of clusters is selected

> For each selected cluster, either all the elements are included in the sample or
a sample of elements is drawn probabilistically

JExample: Area (Geographic) Sampling

dThe pupils of one school might be taken as a cluster sample of all children at
school in London
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Choosing Sampling Techniques

Technique Advantages Disadvantages
Least cost Selection bias
Convenience Least time Sample representation
Most convenient Exploratory only
Low cost

_ No generalization
Judgmental Low time o
_ Subjective
Good convenience

Selection bias
Quota Control _
Sample representation

Snowball Weak estimates Time
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Choosing Sampling Techniques

[.] Technique Advantages Disadvantages
Cost
. Easily understood e
\ Simple Random . Y Difficult to construct
. Projectable results .
sampling frame
. Easier to implement that .
. Systematic P Representation
E SRS
Difficult to select relevant
\ Includes all important strata
. Stratified sub-populations Difficult to stratify many
Precision variables
. Cost
Easy to implement Imprecise
[.] Cluster Y P . e P
\ Cost-effective Difficult to analyze
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Factors Affecting Sample Sizes

* The importance of the decision
* The nature of the research

* The number of variables

* The nature of the analysis

* Sample sizes in similar studies

® Resource constraints
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Typ|cal Sample Sizes

\ Type of Study Minimum Size Typical Range

Problem Identification (Market 500 1000-2500
. Potential)
. Problem Solving (Pricing) 200 300-500
m Product Tests 200 300-500
\ Test Market Studies 200 300-500
. Advertising 150 200-300
. Test Market Audits 10 stores 10-20 stores
m Focus Groups 2 groups 10-15 groups
\ U-o-c!
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Typ|cal Sample Sizes

Minimum Size Typical Range Type of Study
500 1000-2500 ASliad| iy
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200 300-500 Sl >
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200 300-500 )l oyl
200 300-500 Byl Ol Hlas
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Data Analysis

A set of methods and techniques used to  dedsviunall loddly Cdludl (o de gaea

obtain information and insights from data oo )8y Slaglaall e Jguaxll
Helps avoid erroneous judgements and S
conclusions Slrbutsdly e8I s § delu
. . 4o 5l

Can constructively influence the research ) k
S _ Cod] Lolual Lo o 585 O Seeo
objectives and the research design G <l e "
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Methods for Data Organization or Analysis

Tabulation Doax
Cut and paste Galg ad
Spider diagrams or Mind maps il a3, = ol g Sl llalazes
Annotation w)f,c/ Al

S el

Computerized analysis
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Data Editing

“The process of computer or manual checking of the data to look for respondent
or interview errors”

“ bolae)l clast o1 qatwedl pe Eodl) 39Sl ol Loty LN jamd ddac”
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Coding

Coding means assigning a code, usually a number, to each possible response to
each question. The code includes an indication of the column position (field)
and data record it will occupy.

Coding Questions

* Fixed field codes, which mean that the number of records for each
respondent is the same and the same data appear in the same column(s) for
all respondents, are highly desirable.

* Coding of structured questions is relatively simple, since the response
options are predetermined.
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. 6. Below are several statements concerning Environmental Compliance. On a scale of 1 to 5, 1 being “strongly disagree'™ and
5 being “strongly agree.” how would you respond to the following issues?
Strongly Strongly
disagree agree
A. My company is very aware of all documentation that must 1 2 3 4 5
be submitted regarding Environmental Compliance.
B. Improving resistance to RCRA penalties requires more 1 2 3 4 5
attention on my company’s part to physical management
of waslte.
C. We would improve our resistance to RCRA penalties if we 1 2 3 4 5
. submitted required documents in a timely and accurate manner.
D. It Iswvery important that our company test the know led ge 1 2 3 4 5
and understanding of our employees regarding hazardous
. communications as mandated by OSHA.
E. Gaining access to current and proposed HAZMAT regulations 1 2 3 4 5
is not a major concern of this company.
m F. This company makes every attempt to train employees on 1 2 3 4 5
the response procedures concerning hazardous materials.
G. Inmy opinion, Training Employees, as required by the EPA, 1 2 3 4 -
should be a formal, ongoing process within this company.
H. The implementation of a formal Auditing Sy stem would be 1 2 3 4 5
highly beneficial for this company regarding EPA and other
Regulatory Compliance Issues.
I. Being cited as noncompliant by OSHA Is something this 1 2 3 4 5
company vigorously tries to avoid.
1. Being cited as noncompliant by the EPA is a smallissue in 1 2 3 4 5
our business.,
. K. Being cited as noncompliant by the DOT is a very serious 1 2 3 4 5
consequence for this business.
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Master Code Form OQuestionnairne IdentifBcation
Nusmlbrer oo (2—3)
FAST-FOOD OFPINION SURVEY
This questionnNnaire partains to & project being conducted by a marketing research class at The Uni-
versity of Memphis., The purpose of this project is to better understand the attitudes and opinions of
consumers toward fast-food restaurants. The questionnaire will take only 1o0—a15 minutes to com-
plete, and allresponses will remain strictly confidential. Thhank yvouw for yvour help on this project.

2. Below is a listing of various fast-food restaurants. How many of these restaurants would you say
wvouvisited in thhe past two monthas? Checlk as many as mary app by o

Taco Bell O Church™s Fried Chicken o=
Hardee's o= Mo Dorraaldd s ey
Kentucky Fried Chicken o3 Burger King =, (- 3
Weaendcy's R=T" Back Yard Burgers 33
Rally s o Arby's L2
Fopeye s Chiclken o6 Sonic 13
Krystal's o - A Other, please specify _— see code sheet

Have notvisited any of

these establishments -2 = 1

2.1n a typical month, how many times would you say you visit a fast-food restaurant, such as the
ones indicated above? O ONE BOX)
One L) Two 12 Three =&F Four L Five 1) Six L Seven or more L2
1 = 3 & [ & 7
3. On your Llast visit to a fast-food restaurant, what was the dollar amount you spent on food and
beverases?

Unnder S J 2 $2 . or-PHro.00 1 5
Pz o1r—-F4.00 Q2 $r10.013—-Fa1z. 00 s
$4.01—%H6 .00 = g More than $1= o 2
$6. 0% o0 0«4 Don't remember - )
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Analyzing Qualitative Data

Tabulation g
Cut and paste Galg ad
Spider diagrams or Mind maps Aol Jaslysdl ol @ guSiall lalass
Annotation ddasMo/ dil>
Computerized analysis I ==l
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1. Tabulation

Data Source Currency Scale Presentation Content
Territory Development Strategy Review 1996 ~ v v
MetroPlan 1989 v v v
Planning and Development Study on Hong Kong Isiand South and Lamma Island ongoing v v v v v
Planning and Development Study on North-east New Territories ongoing v v v v v
Planning and Development Study on North-west New Territories ongoing v v v
Study on South-east New Territories Planning and Development Strategy Review ongoing v v v v
South West New Territories Planning and Development Study ongoing v v
Hong Kong Island West Development Statement 1999 v o v
Tsuen Wan/Kwai Tsing Development Statement 1982 v v v
Scuth-east Kowloon Development Statement 1993 v > >
West Kowloon Development Statement 1993 v > 2
Central and East Kowloon Development Statement 1998 v v v
Development of Former Marine Police HQ at TST NA< v v v
Study on Revitalisation of Tai O NK v v v
Urban Design Guidelines for Hong Kong ongoing v =< >
Development Proposals for Hung Shui Kui N/K v > >
Hong Kong 2030 ongoing v > x<
Study on Viliage Improvement of Lei Yue Mun Area 2001 v v v -
Planning and Engineering Feasibility Study for Development at Anderson Road 1998 v v v v
Planning Study on the Harbour and its Waterfront Issues N v v v

CLCX

No usefulfrelevant data

Data of limited applicability to Study with regard to...
- Data of some applicability to Study with regard to...
¥ ¥ Data directly applicable to Study with regard to...
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Simple Tabulation

* Consists of counting the number of Q3 8 W oYl sue de o 0S5 8
cases that fall into various categories dalizes lsd
Use of Simple Tabulation ey Agior ol

 Determine empirical distribution

(frequency distribution) of the &5 @) gigll s> e

variable in question ol saell(LSall

e C(Calculate summary statistics, lojs Vg ¢85 gl OL..*-'MD}" e
particularly the mean or percentages Dgiall ]l 91 Lo gial]

* Aidin "data cleaning" aspects "OULl Cadas” Calge (8 Bueluwll o
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Cross Tabulations

Statistical analysis technique to study the relationships among and between
variables

Sample is divided to learn how the dependent variable varies from subgroup to
subgroup

Frequency distribution for each subgroup is compared to the frequency
distribution for the total sample

The two variables that are analyzed must be nominally scaled
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Cross Tabulations
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2. Cut and paste

This is identical to the tabular method except that data is not entered afresh but
simply lifted from the original transcript, so preserving accuracy

oo Ablugy gad) e (U9 otz o L] iy Y SBLI O lae Lagd dlgusdl das,lal) §3las 1ia
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Tools Table wWindd

M Microsoft Word
” Eil= |Ed||; Wiews Inserk

=t | o

” [ =2 Eanit Unds (it 2
3 g ET Chrly
] = Repsak Twping r
Cnp':.-' Ckrl4-C
III
q E. Paske Chrl4
Paske Special. ..
- Faste as Hypenlink
B Clear Delste
— Select all Zkrl+a
Bk Eind. .. CEkrl+F
- Replace. .. Zkrl+H
_ S0 To... Zkrl+G
- Lirmks. ..
: Dot

Eral and specid
L e | CERpLS E

-~ 10 -|B

T R |

E highly succe
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ed using this

Blackhod
FPhotoele
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Spider Diagrams or Mind Maps

Secure
base

6 Domains of
Resilence

Talent and
Interests

Social
Competencies

Education

Positive
Values

Friendships
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Spider Diagrams or Mind Maps

The research issue is placed at the center of a sheet of paper and the key themes
that emerge and relevant quotes and comments from the transcript's responses
are placed around it
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