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Requirements on data collection

• relevant data

• valid data

• reliable data

•efficient data



Methods of data collection

1. Experimentation

2. Survey

3. Observation

4. In-depth interviews

5. Focus groups

6. Projective techniques

descriptive purpose

 causal purpose

exploratory purpose



Causal purpose (explanatory)

• explanation of the causal relationship 
• to understand the reasons why
• creating controlled conditions where certain variables are 

intentionally changed (e.g., altering prices, advertising strategies, or 
product features) to observe their effects on consumer behavior, 
preferences

Experimentation



1. Experimentation
• laboratory

- the researcher creates a situation with the desired conditions
- e.g. testing websites, printed ads, products 
- e.g. heatmaps (eye camera)

• field

- in a realistic or natural situation
   - one form: test marketing

• to determine how consumers react to a new product under market conditions

• to estimate the likely sales of a new product

• to evaluate several marketing plans

• e.g: McPlant - vegetarian burger first tested and 
introduced in the UK + Ireland



Experimentation: banner - eye camera analysis





Descriptive purpose

• describes characteristics of a population or phenomenon

• example: Weight Watchers average customer
• Woman about 40 years old
• Household income of about $50,000
• At least some college education
• Trying to juggle children and a job

• precise specification of the who, what, when, where, why and how of the research

Survey Observation



2. Survey
• instrument questionnaire

• regarding feelings, motivations, behaviour, attitudes, intentions, emotions, demographics

• responses recorded in a structured, precise manner

• +: 
• less communication, moderation, and interpretation skills of the researcher
• the researcher can create information for precisely answering
• large sample size, generalizability of results
• distinguish small differences, advanced statistical methods

• - : 
• difficult to develop accurate survey instruments
• are the answers actual?
• little flexibility, possible misinterpretation

• types: personal, telephone, mail, online



2. Survey – administered personally
• the trained interviewer asks questions and records answers

• +:
• flexibility and control
• showing samples
• revealing info about complex, emotional subjects
• higher response rate

• - :
• time-consuming
• high expense
• recording error

• CAPI



2. Survey - administered by telephone
• over telephone

• +:
• quick
• less expensive
• supervision
• record the calls
• possibility of follow-up
• geographic flexibility

• - :
• respondent‘s readiness
• no visual stimuli/samples
• no complex tasks, shorter

• CATI



2. Survey - administered by mail
• questionnaires are mailed to preselected potential respondents

• +:
• inexpensive
• long questionnaires
• respondent's feeling of anonymity
• geographic flexibility

• - :
• low response rate
• unknown: who filled it, who will send it back
• misinterpretation, skipped questions
• no feedback
• time-consuming



2. Online survey

• internet =>interactivity, faster data collection, retrieval and reporting

• e-mail based: 
• within the body of the e-mail, reply via e-mail

• internet website based:
• at a particular webpage
• data ready for the analysis
• CAWI
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2. Survey
Summary



2. Survey
Summary



🖎              Task for you             🖎

When using a survey, the response rate is usually very low. 
How can you increase it? Think about available possibilities.



3. Observation

• the researcher observes the behaviour of consumers in a real-life setting

• about what people actually do rather than what they say they will do

• qualitative and quantitative data

• what observed:
• physical actions (e.g. shopping patterns)

• expressive behaviour (e.g. expressions in engaging with various products/services)

• temporal behavioural patterns (e.g. time spent in activities)

• impact of product placement at eye-level for various consumers



3. Observation
• +:

• collection of behavioural data
• reducing the recall error, refusal to participate
• accurate due to audio-video devices

• - :
• difficult to make accurate prediction
• cannot ask why
• hard to observe all the behavioural actions

• methods:
• directness: direct x indirect
• awareness: disguised (hidden) x undisguised (apparent)
• structure: structured x unstructured
• observing mechanism: human x mechanical



3. Observation - methods
• directness: 

• direct - e.g. in-store behaviour, usability testing, traffic counts
• indirect - e.g. trash can contents, social media metrics (CTR)

• awareness:
• disguised (hidden) - e.g. mystery shopping, public behaviour (putting 

items into carts) - ethics???
• undisguised (apparent) - e.g. in-store with consent, usability testing

• structure:
• structured
• unstructured

• observing mechanism: 
• human
• mechanical - e.g. eye-tracking devices, sales receipts, video cameras…



Exploratory purpose
• mainly in the problem discovery and definition phases to gain additional insights

• more informal, less scientific methods, not based on a representative sample, the 
subjectiveness of the answers

In-depth 
interview

Focus groups Projective 
techniques



4. In-depth interviews

• single respondent + skilled interviewer =>motivations, beliefs, attitudes, feelings 
on the topic (attitudinal, behavioural data)

• 30 min. to 2 hours

• role of interviewer

• structured x unstructured



4. In-depth interviews



Beginning of an 
in-depth interview



5. Focus groups

• small group of pre-screened people (8-12) - interactive, informal and spontaneous 
discussion on a particular topic (1-3 hours)

• from broad topic to specific issues

• audio/video recorded, observed live via a two-way mirror

• role of moderator:
• topic introduction to get everyone to participate, control over discussion, to listen to what people 

have to say

• +: generate creative ideas, thoughts, opinions; direct consumer response, interaction

• - : limited generalizability, subjectivity

• example

https://www.youtube.com/watch?v=Auf9pkuCc8k


Using focus
groups



6. Projective techniques

• indirect form of questioning to project beliefs, opinions, feelings, attitudes, 
emotions

• when the respondent doesn‘t reveal true thoughts under direct questioning

• techniques:
• thematic apperception test

• word association

• sentence completion

• unfinished scenario

• 3rd person role playing



6. Projective techniques 
    Thematic apperception test 







6. Projective techniques
    Word association



6. Projective techniques
    Sentence completion



6. Projective techniques
    Sentence completion
• People who drink beer are ______________________

• A man who drinks light beer is ___________________

• Imported beer is most liked by ___________________

• A woman will drink beer when______________________



6. Projective techniques 
    Unfinished scenario

subjects are asked to complete an unfinished scenario with what 
they think is happening

Example:



6. Projective techniques 
– 3rd person role 
playing


