Methods of data collection
1. Which method of data collection would be suitable for following situations:

“Our sales are declining and we don’t know why.” 

“What kinds of people are buying our product?  Who buys our competitor’s product?” 

“Will buyers purchase more of our products in a new package? 

“Would people be interested in our new product idea?”
 


“Which of two advertising campaigns is more effective?” 

“What features do buyers prefer in our product?”


2. The optimal number of participants for a focus group is:

a) 1-2 members

b) 3-7 members

c) 8-12 members

d) 13-25 members

e) 26-50 members

3. Which of the following are advantages of individual depth interview?

a. They allow deeper and candid discussion.

b. They eliminate the negatives that group influences have in a focus groups.

c. Non of the above.

d. Both of the above (a and b).

4. What does CATI stand for in marketing research?

a. computer anonymized telephone interaction

b. computing & analyzing technical information

c. computer associated telephone interaction

d. computer assisted telephone interviewing
5. Match the following items with the corresponding data collection method (write the correct number). Sometimes more answers are possible.

1) Experiment
2a) Personal interview, 2b) Telephone interview, 2c) Mail interview, 2d) Online interview, 
3) Observation

1. No visual stimuli/samples possible.

2. Disadvantage – respondent’s readiness to take part at a given time of realization

3. The research instrument is a questionnaire.

4. Trained interviewer is necessary.

5. High geographical flexibility.

6. It is relatively short (it takes a few minutes).
7. We don’t know who’s filled the questionnaire.

8. It uses system CATI.

9. An interview takes place over the telephone.
10. The respondent is stopped and asked for feedback at the point of purchase.
11. To test something in a natural or artificial situation.

12. Respondent may misinterpret some or skip some questions.
13. It employs large sample size.

14. Test marketing – e.g. launch of the new product in a selected region and to test its acceptance by customers.

15. It uses system CAWI.

16. It can be laboratory of field.

17. It provides high interactivity, faster data collection and retrieval.

18. Gathering the information without asking a question.

19. Information about what people actually do rather than what they say they will do.

20. You can show samples, ask complex questions.

21. It can be disguised or undisguised.

22. Mostly collection of behavioral data.

23. It can be human or mechanical.

24. It has very low response rate.

25. It uses system CAPI.

26. The questionnaire is written within the body of the e-mail.

27. Mostly technique for causal research design.

28. Very slow data acquisition.

29. It is quick and less expensive.

30. The refusal rate to participate is reduced.

31. Questionnaires are distributed to and returned from respondents via the postal service.
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