become clear when we understand the distinction between prifntaly diis sE=aasset y udlg,

PRIMARY VERSUS SECONDARY DATA
Primary data are originated by a researcher for the specific purpose of addfessing lhé
problem at hand. The collection of primary data involves all six steps of the Marketip,,
research process (Chapter 1). Obtaining primary data can be expensive and time COnsumb‘
ing. The department store patronage project cited in Chapter | is an example of Pfimary
data collection.

Secondary data are data that have already been collected for purposes other thap
problem at hand. These data can be located quickly and inexpensively. In the depanmem
store project, secondary data on the criteria used by households to select department Storeg
were obtained from marketing journals (Journal of Retailing, Journal of Marketing
Journal of the Academy of Marketing Science, and Journal of Marketing Research)’.
Several other examples of secondary data were provided in the preceding section, T,
differences between primary and secondary data are summarized in Table 4.1 g
compared to primary data, secondary data are collected rapidly and easily. at a relatively

low cost, and in a short time.
These differences between primary and secondary data lead to some disting

advantages and uses of secondary data.
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CHAPTER 4 Exploratory Research Deaign: Secondary Dala
.4....._”.__.-...—----.-»-—'""“"""‘—""'"—1

_ETREER

s r ’ 5l -
'H.Lul, -“.1. e et S B¢ L e
BNNENEOR ey

A Comparison of Primary and Second:u;y Data
PRIMARY DATA ) SECONDARY DATA
For other problems

For the problem at hand
Ripid and easy

Collection purpose

Collection process Very involved
Collection cost High Relatively low
Collection time Long Short

et e e g S0 &

ADVANTAGES AND USES -
OF SECONDARY DATA

1sLu551on setcndary data offcr scveral advantages

asily accessible, relatively inexpensive, and
d by the U.S. Bureau of

for a firm to collect
answers lo a non-
4 Secondary data

—e——

As can be seen from the toregonm1 d
over primary data. Secondary data are €
quickly obtained. Some secondary data, such as those provide
the Census, are available on topics where it would not be feasible
primary data. Although it is rare for secondary data to provide all the
routine research problem, such data can ve useful in a variety of ways.

can help you:
———em

. 1. Identify the problem
/ 2. Better define the problem
3. Develop an approach to the pr
4. Formulate an appropriate rese
variables) ’
5. Answer certain res
6. Interpret primary dat

Given these advantages and uses of secondary data, we sta

oblem

arch design (for example, by identifying the key

earch questions and test some hypotheses

a more insightfully
te the following general rule:

Je secondary data is a prurcquusnte to the collection of
ary data. Proceed to primary data only when
been exhausted or yield marginal returns.

Examination of availab
data. Start with second

pnmdry
ary data sources have

the second

ing this rule are illustrated by examples we have

les show that analysis of secondary data can
r conducting primary data. However,
because they have some

The rich dividends obtained by followi
given in the introduction. These examp
pmvlde valuable insights and lay the foundation fo
the researcher should be cautious in using secondary data,

limitations and disadvantages.

/DISADVANTAGES OF SECONDARY DATA

ed for purposcs othcr than llu problem at hand
ed in several important ways, includ-

ing relevance and accuracy. The objectives, nature, and methods used to collect the sec-
e to the present situation. Also, secondary data may be

ondary data may not be appropriat
lacking in accuracy, Of they may not be completely current or dependable. Before using

secondary data, it is important 0 evaluate them on these factors.

data have been collect

Because secondary
rrent problem may be limit

their usefulness to the cu

ERIA FOR EVALUATING SECONDARY DATA

ulualed using lhe criteria of Tablc 4. ”.

RIT

Ihc cumllt) nf sc‘.ondary dala should b(, ruuum.ly ev
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reporting stages of (he Projecy. Zs?%@ design, sampling,
: ¥ o ondary data, because (he =
RS 1 Y TR o P e be e i s ez !
e ,\
! i dary Data
! Secon

b= data collection. analy v and
i ; researcher gy po "> difficult 1 evaluare the accuracy of sec-
3 find muliiple sources of data ang E::, :E_,_,,u:_n_vc_n n the research One approzch is w
TTREMARKS - T e The accuricy of secand. pare them using standaed statistic; o
Crireria SSUES hould be reliable, v ” are subject to change. Morcoxer, gaty o P2 ICUIarly if they refate 10 phenomen that
CRITERIA E o . ‘ P |
| dadioe i s s biemdLhand, ' these cases, the researcher shou) ed from ditfe
Spe uons/ &
,_, L,WM_F.J_,.“&.‘.L. LY Rusponsc rate
! SR Quality of data
! Sampling technique

. ; veri = : :
pilot studies or by other approprige S_MW,_W,N decuracy of secondary data by conducting
i - ~the § . hes A )
§ done without much €XPense or effor. s. Often, by CXETCIsInG creativity, this can be
¥ Sample size
, Questonnarre design
; Ficld work '
Data analysis

Tent sources may not agree. In

. REAL RESEARCH

o Examing errors in: Approsch, Rescarch desigs, Assess accuracy by comparing data from differen ] DQ::.:.:% muﬂ..a:.::b Revenues

., Error/Accuracy ,V,E:L:_w.. Data collection, Data analysis, Reporting n:,_.“””,,,_,_: are periodically updated by syndicateg | "”_mﬂ_r\” “o a.w_n:.:_:r. n‘.co_.::..n-nn sales, many research firms such as Forrester Research
{ Currency Time lag between collection and publication fiems. i E:.:n... MA.“M,. il e w.comscore ¢

;,, Ibi /ﬂ_.w.,?..”w_,_“ A,-.,~,.,__w””w_’,.~_“_~rﬂ,.n.* 2 The objective will determine the relevance of the datg, 1 S, H

! ective ) the dat

| ME__”M ’ Definition of key variables

i i to determine
Reconfigure the data to increase their usefulne: |
|
if possible i
Units of measurement if pos
4 Categones used
i

om). Nicisen/NetRatings (www.net
and the U. . % :

" .r U.S. Commerce Depaniment (www.commerce. govy conduct studies
such results. All four organizations hay

: : e distinet methudologies of collecting
..Sa u:m_f:ﬂm data to _.ono: results. The Forrester Research firm polls 5,000 online con-
{ sumers every month during the firgt nine working days of each month Responses from
Relationships examined : those polled consumers 4
SO ee v : ¢ obtai iginal rather h i
[ i ertise, cred v. reputation, a tworthiness Data should be obtained from an origina an i
Dependability m‘m.m “_ se, credibility. reputarion, and rustwo an acquired source.
) 0 ¢ source
[

re adjusted to represent the .S population. Differing from
WNetRatings' EcommercePylse polis a Yarger sample of 36.000
_n.pn_dwﬁ users monthly and tracks how much money those consumers spend online.
Differing once again is the U S, Commerce Department, which rundomly chooses 11.000
merchants to fill out survey farms about online sales. Finally, ComScore uses a passive
§ response system that coilects data from 1.5 million Internet users that allow ComScore to
track their Internet traffic through the company's servers.

For the third quarter in 2001, Forrester Research reported $12 billion in online sales,
Nielsen/NetRatings reported $14.5 billion, the Commerce Department reported $7 37 bil-
lion, and ComScore reported $7.

24 billion. Unlike Forrester and NetRatings, the
Commerce Depantment and ComScore exclude sales of wavel servi

Forrester Research, Nielse

Y Specifications: Methodology Used to Collect the Data

The specificanons, or the methodology used to collect the data, should be critically exam-
ined o identify possible sources of bias. Such methodological considerations include Size :
and nature of the sample, response rate and quality, questionnaire design and nn\_.\s_:;qn.
tion, n:ﬁn&%w used for field work, and data anal

ysis and reporting procedurés. These [
. .~ 30 o p= e -
checks provide information on the feliability and vaTidity of the

ces, event nickets, and .<
auctions. According to ComScore, the total 2001 e-tail sales were $53 billion. Excluding m 1
data and help determine | travel services, event tickets, and auctions, the figures for 2001 were $33.7 billion. Such ¢
whether they can be generalized to the problem at hand. The reliability and validity can be i huge differences in online sales create problems for e-commerce companies. and even b |
further ascertained by an examination of the error, currency, objectives, nature, and Federal Reserve Chairman. Alan Greenspan, has addressed this 1ssue as a Inajor problem. M
ependability associated with secondary ,Ew Comparing e-tail sales figures available from different sources can give marketing 3
-—— , researchers an 1dea of the degree of error that may be present in the data® - m ]
REAL RESEARCH . R | N
e
Rating the Television Ratings Methodology | \N::,m:nv: When the Data Were Collected }
WTVI-TV. an NBC affiliate, uses the syndicated services of Nielsen Media Research B Secondary data may not be current, and the tie Jag between data collection and publi- i
Owwwanielsenmedia.com). which provides television ratings and audience estimates, The § cation may be long u“.f.':.a‘c?,n with much census data{Moreover, the data may not
television station feels that these data provided by Nielsen Media Research have been |
skewed as the methodology used was flawed. Specifically, they claim that Nielsen Media
Research is putting too many meters into the homes of fam

be :Emm frequently enough for .._.F. purpose of —._:.. ?..:.r;:a..:.rusw z—n,”ﬁnm;w/
: research requires current data; therefore the value M,_ ,ar.:sfuqv a1 ;E_.: .v.r,c_,;,,
they become dated. For instance. while the 2000 Pr._ﬁ:v ol _,.6:_25.5 w.””_.ﬂf..,— 7,5

prehensive, they may not be applicable 10 a metropolitun area whose populater

ilies that speak only Spanish,
which is underestimating their ratings.
The problem is that the station iy English speaking
viewers were Hispanics i 2003,
in homes that do not speak [

SRS E L

. and although 46 percent of its
they all spoke English. By placing more Nielsen meters

changed rapidly during the last two years. Fortunately. several marketing f.}nu?.: .:M,.,

a C v i ¥ g : iy g }e
ity p . > current information available on a syw

g ‘or . : A e ¢ data periodically and make the ¢

elish. the information is not representative of the Miami [ update census data pe

community or the station's viewers Ao, because many decisions are based on the infor- ! cated basis.

mation provided by Nielsen, such as programming, advertising. and media buys. itis

important that the station h

about the market. . ,
iclsen Media Research and feel that the data
r very important question. Can a company be
cives is generated using appropriate methodology? & |

as accurate and reliable information
Although many support the ctions of N

do represent the community, it still raises a
confident that the information it rec

Objective: The Purpose for Which
the Data Were Collected)

B . and & fundamenta) gquestwn 1o
Data are invariably collected with some objectve m mind, &a - ?uc.s,a_ﬂ“;.%, dara will
] .M ....:3 the ._E.u were collected in the first place. The ,&zm,—..mm.ﬂn»qa”,_ w‘.,b, ,,M.. 4 Leds
, ask 1S Y & 5 b and U n
. = g se for which that snfonnauon s (et
Error: >nn:~.mn< of ﬁ?m _Umﬁm ae.-ianﬁ.annn altimately determing the purpose for whic
: : iy ta =
Ahe researcher must determine whether the data are accurate enou
the present study. Secondary

5es. 8 = cted W o} fiinatig Bg
pe J may pot e rrate W aooher ivslwa
purpo: I aith a specific objpective in nund may pot e sppropradie v
i e b collecte
gh for £ et Bty thyy rovide informa-
data can have

i are cotlezaad
or scanter volume frocking datd sre aone
be 0 pur, Fod explained in more detaid hater m the chapter. scanner volume
4 number of sources of error, or inaccuracy, pes by brand, size, P

RESLSH with the >l -f & e . "
e Spotipdi™ A IR (BN i)
. ) . . - i o
, : ¥ = G?Tr—}ﬂ of examinng agert; e moyernent of br anda it hading ¢ N o 11
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sales © ice, f nar 1_r.. would be of :_::n.—_ Val |
shares Such data on sales of orange Juice. for ¢ ; . . by .,,
study u. .=n:_ at understanding how 7::!.7077 select ,_‘r.ﬂ: ¢ brands. e | ,
study a S -:

Nature: The Content of the Data

: “ontent. of the data should be examined with special attention 1o the gq 6 ,
Themameb. gttt . umits of measurement, categones used, and the -n_u:o__mz
tion of key ,.._:,uh.mn.,h ””r;“_r.“ Mﬂ:q ot been defined or are defined in a manner 53_5_”
3..:2.:9_. If the ,w v r_ finition. then the usefulness of the data is limited. OcsmE2n
i 5.(,‘_.”. mu_ﬂ_ﬂ”_” :”__ “..:_7:_“_2 preferences for TV programs. To use this i.c_“:”
M_”,w:__mﬁ”, _/m‘r““r._:" Lo know how preference for programs <§H r.n__M_mP N_<.__z it n_n._,_:n n in
terms of the program W atched most c?..? the one r.:_,_.,:_:: =A.o, :n.n.:..v, most oéo«.
able. most informative, or the program of greatest service to the community? ;
Likewise, secondary data may be measured in units that may __2. 7«. u.v_:ov:»—n for
the current problem. For example, income may be :.:.u,::z_ by 5554:5_. ?5.._«.
household. or spending unit, and could be gross 3.:2 after taxes and ,_ﬁ._:n:o:? Incom,
may be classified into categories that are different from research needs. :. the researcher j
interested in high-income consumers with gross annual household incomes of Over
§90.000. secondary data with income categories of less than $15,000, w_m.oo_lmwm.os_
$35.001-$50.000, and more than $50.000 will not be of much use. Determining the
measurement of variables such as income may be a complex task. Finally, the relationshipg
examined should be taken into account in evaluating the nature of data. If, for example,
actual behavior is of interest, then data inferring behavior from self-reported attituding]
information may have limited usefulness. Sometimes it is possible to reconfigure the

available data, for example, convert the units of measurement, so that the resulting data are
more useful to the problem at hand.

_ Dépendability: How Dependable Are the Data?

An overall indication of the dependability of data may be obtained by examining the
expertise, credibility. reputation. and trustworthiness of the source. This information can
be obtained by checking with others who have used the information provided by the
source. Data published 10 promote sales, to advance specific interests, or to carry on pro-
paganda should be viewed with suspicion. The same may be said of data published anony-
mously or in a form that attempts to hide the details of the data collection methodology and
process. It is also pertinent to examine whether the secondary data came from an original
source, one that generated the data. or an acquired source. one that procured the data from
an original source. For example, the Census of Population is an original source, whereas
Statistical Abstracts of the United States is an acquired source. As a general rule, sec-
ondary data should be secured from an original rather than an acquired source. There are at
least two reasons for this rule. First, an original source is the one that specifies the details

of the data collection methodology. Second, an original source is likely to be more accus
rate and complete than a secondary source.

REAL RESEARCH ..1.1* b

;,::.‘,.. magazine published the results of a study conducted to uncover the airline charac-
tenstics consumers consider most important. In order of jm

1y, price, baggage handling, on-time performance .vw:»:na. Sn.nn eose ol
re saely. price. baggage hi g, Ce, customer service, ease of reser-
vations and ticketing, comfort, frequent flyer programs, and food Money magazi then
ranked .:_n 10 largest U.S. airlines according 10 these r,:uEQn:.m:c., 7S

;:n_H_w L__”_W_Mn(_,m_,_”._u_”r,.:; .”,”.__.J__ source of secondary data for American Airlines in con- 3
B ekt ?.m.?..,c_“:.,_,.E:_.p_mw_,_a characteristies of its service that should be
e ¢ the data, American should evaluate them according 1@

el

Flying High on Secondary Data

Firs! g ‘
This a?_. :._n 523&:5? :JS_ to collect the data for this article should be examil d.
Honeymagazine article includes a section that details the methodology used in the

internal data ©

Wi

Internal data are data a.;.u,-e!n.
within the organization for which
¢ C ing conducted.

the research 1s being rml\.-r\

Figure 4.1

CHAPTER 4 Exploratory

Research Deign;
study. Money used a poll of 1,017 fre
teristics. The results of the surve

V.«...:.w:\w Data 107

i as:ﬂ:. fliers 1o determine important airline charac-
. Y had a3 percent margin of Americ \d need
10 decid » gin ot error. American would nee
i:n_rhq M:in_”w._.ﬂ_nn“.q“ sample size of 1,017 was generalizable to the population and
e 2 Percent is acceptable. In addition, American should evaluate what
YP® OF response ot nonresponse errors may have occurred in the data collection or
analysis process.
Al _._.:..u ....:Hnmnx of the data and objective of the study would be important to American
irlines in deciding irninn. 10 utilize this article as a source of secondary data. This study
was no=.n_=m~2.._ before the airline hijackings of September 11, 2001. Perhaps, airline pas-
sengers’ criteria have changed sinc

f thi nged since these tragic events, which would diminish the useful-
ness of this study. The objective of the study was [0 rate airlines along choice criteria for a

vmv,:_e. business aumu::n. 'The results are not Tikely to be biased towards any particular
airline, as mrn magazine does not have a vested interest in any of the airline companies.
) >52,_25 would also need to Yook at the nature and dependability of the data. For
instance, it would need to look at how the nine choice criteria are defined. For example.
price is measured in terms of fare per mile. This may not be useful to American if it did not
want to quantify price in that manner. In regards to dependability, American would need to
research the reputation of Money magazine and of ICR, the company Money hired 10
administer the survey. American also needs to consider the fact that Money used some sec-
ondary research in its study. For instance, it used reports from the National Transportation
Safety Board data on airline accidents and incident reports from the Federal Aviation
Administration to rank the safety performance of the 10 airlines. It is always better to get
information from the original source. Thus, American might want to acquire these reports
themselves and do its own safety ranking. This would be more reliable than getting this
information from the Money magazine report.

Though sales were almost $19 billion in 2001, American suffered a loss of income of
$1.76 billion. Most of the loss was due to the residual effects of September 11th and the
many security issues that airlines have to face. American Airlines decided to start adding
back routes to its schedule in January 2002. The Money magazine article might be useful
as a starting place for the marketing rescarch project by American Airlines. For instance,
it might be useful in formulating the problem definition. However, because of the arti-
cle’s limitation in regards to currency, nature, and dependability. this source mroJE be
supplemented by other sources of secondary research. as well as primary research.’ &

CLASSIFICATION OF SECONDARY DATA

_\n..._m..EM .»ﬂ w.nvnrw, .u n_.nuw._mnmnos of secondary data. Secondary .au._p may be a—nma_._nb mﬁﬂ
either internal or external. Internal data are those generated within the organization

which the research is being conducted. This information may be available in a ready-to-use

AClassification of Secondary Data

Ready 1o Use

. Syndicaed
i Published Computerized o
s Mo e
Processing =
4

L
v

e
-
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—..':;‘p
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CHAPTER 4 Exploratory Reaeape), Design: Secondary Data 109
CRM (Customer Relutjonship Management) is a unique type of database-driven
marketing. As part of its CRM system, DaimlerChrysler (www:daimlerchrysler.com)
implemented what they call Persna) Information Centers. These PICs. as they are called,
offer car owners an individualized Web site that creates direct links with the marketing
research team. These PICs collect dara on all aspects of buying a car. giving the company
the ability to engage in customizeq marketing. If a prospect, on his completed online
survey, indicated handling of minivans 1o be 3 concern, separate data could be included on
a !)rfachure sent only to that prospect. These data would show how the DaimlerChrysler
minivan stood up against the competition in the minivan market. DaimlerChrysler
believes that the customer relationship begins when a prospect first contacts the company
and does not stop when a buyer purchases a vehicle. With this in mind. the company uses ’
its CRM system to constantly track buyers’ and prospects’ opinions and desires. Its CRM
has enabled the company to maintain its leadership in the automobile market.
Dajm]erghrysler is the number three carmaker in the world with sales of over $152 billion
in 2001.

Database marketing can lead 10 quite sophisticated and targeted marketing programs,
as illustrated in the following example.

R S —
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The Colonel’s Secret Weapon: A Massive Database

As of 2003, there are over 11,000 KFC (v ww:kfc.com) outlets in more than 80 countries
around the world that serve nearly eight million customers each day.

To better understand customer profiles and trends, KFC hired IBM (wwiv.ibm.com) to
develop "Metacube Software,” which collects data from each of its 11,000 restaurants and
compiles them in user-friendly spreadsheet format. According to Micki Thomas, KFC's
director of information systems, “There's a day-and-a-half lag between when someone
buys an order and when a record of that transaction is available in our data warchouse.™
These detail data provide market researchers a valuable tool in analyzing market research
problems. This information can be used to help guide corporate marketing decisions and
provide insight to individual stores that may not have the technology or expertise to com-
plete their own market research. By using the data warchouse, customer profiles are devel-
oped, analyzing what and when purchases are made., including the percentage of customers
eating in, going through the drive-through, and using home delivery.

By understanding consumer behasior, KFC could greatly improve the profitability
and customer satisfaction within its individual franchisees. For example, the database is
used to forecust sales by hour, day of the week, and by time of year based on stored histor-
1cal data within the warchouse and economic trends in the geographic area. These fore-
casts are used to maximize the efficiency of employee scheduling and minimize food
inventory. Thus, by using database marketing techniques, KFC helps franchisees antici-

pate customer needs, improve service and customer satisfaction, and maximize efficiency
and profitability," e

MEAL REBEARCH 00 T W R S D R

Type of Individual/Household Level Data Available
Sfrom Syndicated Firms
L. Demographic Data
B ldentification (name, address, telephone)
u Sex
B Muantal status
& Namox of fanuly members
B Age tincluding ages of family members)
& lacome
B Occupation
B Nomber of children present
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Figure 4.2
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® Home ownership
@ Jengthol residence
- z::._vﬁ and make of cars 0% ned
11. Psychographic Lifestyle Data
£ Interest in golf
® Intercst 1 SDOW sking
® Interest in book read
® Interest in runni
® Interestm bic
& Interestin pets
& Interest in fishing
& [nterest in electronics
& Interestin cable television
Iso firms such as Dun & Bradstreet (www.dnb.com) and A
ion of InfoUSA (www.infolisd. com), that collect aaa.““.”_.
a

There ar® @
Business Information, 3 divis

icay
phi

data on businesses. @

PUBLISHED EXTERNAL SECONDARY SOURCE;

A e L BN S S

e —————— "
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Sources of published external secondary data include federal, state, and local gover —

men(g

nonprofit organizations (¢.g.. chambers of commerce), trade associations and profess;
eﬁkﬁgaay commercial publishers investment brokerage firms, and uqo?mﬂo:.”_m_aé
keting research firms. [n fact, so much data are available that the researcher can be =
whelmed. Therefore, it is important to classify published sources. (See Figu; b
Published extemnal sources may be broadly classified as general business data M_, i
ment data General business sources are comprised of guides, directories, indexes .wo<n5.
tistical data. Government sources may be broadly categorized as census d o
publications. A

General Business Data

Businesses n_._v:m: a lot of information in the form of books, periodicals, journals, new

Emﬂr %puﬁi?. reports, and trade literature. This information can be located vw _”msa.
ides, dire i i _

guides, directories, and indexes. Sources are also available for identifying statistical au_.._m

Guides. Gui

e wn_u awn_”__._ﬁnw”an«“nwmw:na source of mr._:mna or recurring information. A guide

pir-toi vy b o Mn E\ﬂ_ .,cM_.Annm such as directories, trade associations, and trade

s >M _ML sources a a,nmwp?._._nq should consult. Some of the

S ormetion Sourees DS ari 25% Association Bibliography Series, Business
. Data Sources for Business and Market Analysis, and Encyclopedia of

Business Information Sources.

‘
General Business :
Government

Sources
Sources
Guides Directori i !
ctories oo Stalistic . : 4
Indexes ac u__nz__ Census Other Government
Dat Publications

CHAPTER 4 sm:.\_i::!\ Re.
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Data Search

sewrch Doy

s Secondary Datu 1

In addition 10 reviewing, the |

tical literature

10 fdentify the
non e as discu S
»nsFce ) sed in Chapes % Ces
ing department stores and othe ©3 of secondary data related 1o th “. ik wan alho necasery
o1 ASpects of store _ﬂ.c._?gv‘r.' pey M *Aﬁaniu_aﬁob in select-
¢ Business Periodical Index, the

Wall Street Journ
al Index, and
articles that had iy New York Tim,
0 peared in 25 Index were used 1o gene!
gt b ¢ years T p o generate a list of relevant
F stries and fi ars The Busin criadic: 2 g s
obtained in this m firms making it easy 10 Joc: }w Periodical Indez classifies anicles
anner proved useful y wate articles of interest. Several articles

ing wi i , Une poi
_w g with .?:.:m out. Therefore, as disc pointed o the tendency of people to combine shop-
ramed to investigate this behavior hssed in Chapter 2. a specific research question was

Directories. Di :

. Directories

lect specific data. moanowoﬂﬂwu ._an_,;n_v»,:— 3.- En:.”_m«,_:n individuals or organizations that col- ¢

and Consulting Organizatio ﬂo:n nt directories include Direciories in Print, Consultants

Directory of Market Resea \ﬂ irectory, Encyclopedia of Associations, FINDEX: The
rch Reports, Studies and Surveys. and Research Services Directory.

Indexes. 1tis possi
. ssibl i ati
publications by _._w_wmw N_S .-m:wwu_»omw“”wﬂ::nﬁ: M: e
- e 18! 1 ~1 are]
E.onnhm.. mné:: were used in the department ﬁ”_.no wa”mﬂnumn B
s illustral i e, i '
_._832_.“" =mua< _M_u .3“_9; n.sav—r.. indexes greatly facilitate a directed search of the relevant
fers 58.? . cn ; in .nxnm are available for both academic and business sources. Some of the
i sefu usiness __.Enmn.ﬁ are Business Periodical Index, Business Index, Predicasts F & §
ndex: United States, Social Sciences Citation Index, and the Wall Street Journal Index

Wm“_mmﬂ%ﬂwﬂmﬁn%w%“_ﬁmmm W_n“.__ Published statistical data are of great interest i
t ners S yses can be performed on these data to draw !
important insights. Important sources of nongovernmental statistical data include A Guide 1o
Q:_”::E‘w Markets, Predicasts Forecasts, Sales and Marketing Management Survey of
Buying Power, Standard and Poor’s Statistical Service, and Standard Rate and Data Service.

Government Sources
The U.S. government also produces large amounts of secondary data. Its publications may
be divided into census data and other v:Z._r.E‘.os.f:

Census Data. The US. Bureau of the Census is the world's largest source of statisti-
cal data. Its monthly catalog lists and describes its various u:Z.—nw_.E:w._u More conve- )
nient, however, is the Guide o Economic Census. The quality of census data is high and

the data are often extremely detailed. Furthermore, ofne can purchase computer tapes of

diskettes from the Bureau of {he Census for a nominal fee and recast this information in a

desired format.'® Many private sources update census data at 2 Jdetailed geographic level

for the between-census w,n.._?: Important census data include Census of Housing, Census

of Manufacturers, Census of Population, Census of Retail Trade, Census of Service

Industries, and Census of Wholesale Trade.

REAL RESEARCH Sl o

The Changing Color of the American 3:1&652 .

According to Census 2000. there are 105.5 million households within e United States that
included 281.4 million people. Census 2000 revealed a great %m_ on the 5.&5% of oﬁ??. _
ulation including that 3.6 percent are Asian, 12.3 perventare .>?.n.5 >S§ﬁm. m“b.‘_ .nw.__mg

cent are Hispanic. This means that there are over _o..m.aaas ?:%f.. o E-_ w mﬁ m?xu

Affican Americans, and over 35.3 million Hispanics lving within the Und -

ew at a ynuch faster

3 v tof Lnon.
1990 to 2000, the minonty Taces gr pace than the it of the popes
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online databases ™
o Databases. siored in commj

Pt 3
which require 3 felecommunicati
network 10 access.

/Jnierner databases <.
Internet databases can be accessed.
searched. and analyzed on the
Interuet. 1t 15 also possible to down-
toad duta from the Internet and store
them in the computer or an auxiliary

storage device.

ol databses
Databases that are availablz on
diskette or CD-ROM.

Figure 4.3

A Classification of Computerized
Databases
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in pn\\lh seriously changes the retailing "‘"d»:cn
~ermine how to best config 3
(ing companics must embrace (hese trend: and dete rm’u\e‘ln hpeid |'U"° el
Muarketing cOmpanics he needs of these varying culures Their inclusion in the '““ﬂrﬂ
cet the nee crucial to the Tong-term success of many 4\rg-mila|i“'“
aking efforts 1o sell with diversity in mi“d.
Hispanics, Asians. and Arfic;.'

sion network, is using
> Ing thy

money info cthnic entertainment. Maintaini,

Such a dramatic difference

marketing I\ O it
o pl be
socess and marketing plans will be «
" Mazda North Amenca, (hough it had been o i
to pul more money and effort into @rgeting

deended Uniwision. a Hispanic tele

Amercans i the years 2002 to 2003
sty results o vitch 1o CEOs to put more . = I

L|fl eye on th »‘L' s census data and understanding that the Asian American, Afric,,

c\ ican, and Hispanic markets are ot only different markets but also different cultype,

mh 1 vastly different histories. will help fuel America s growth for the next decade, I3 ¢
with vasty v :

eacl

Other Government Publications. In addition to the hk‘.en.\'us: the r{cldcml govern.
ment collects and publishes a great deal of \l;xmnc‘al data. The nmr; useful pub]ncunom
are Business America. Business Conditions Digest. {)‘lm”f“c: tatistics, .lndex to
Publications, Staristical Abstract of the United States, and ‘\'m'_“, of 1;|rrmr Business, The
second example in the overview section \ho\}cd hm\: statistics from l e US D?Pﬂnmcm
of Labor helped fast-food restaurants switch lrom.a high-touch to a hlgh-l.gch orientation,
Most published information is also available in the form of computerized databasey,

COMPUTERIZED D_AT{\BéSES -

'C-L;r;pumnzed Gatahases consist of information that has been made available in computer.
readable form for elec! < distribution. In the 2000s, the number of databases, as wel] as
The vendors providing these services, has grown phenomenally. 1 Thus, a classification of
computesized databases is helpful.

Classification of Computerized Databases

lassified as online, Internet, or offline, as shown in
of a central data ban hich ith a com-
puter (or demb terminal) via @ ork. Internet databases can be
accessed. searched, and analyzed on the Intemet. Itis also possible to download data from
the Intemet and store them in the computer or an auxiliary storage device.!” Offline data-
bases make the information available on diskettes and CD-ROM disks. Thus, offline data-
bases can be accessed at the user’s location without the use of an external telecommunica-
tions network. For example, the U.S. Burcau of the Census makes computer data files
available on CD-ROM disks. These disks contain detailed information organized by cen-
sus track or zip code. In the department store patronage project, this type of information

was !Lsed in quxpl: x.elec(iom“‘m indicated in the following example, several vendors are
providing data in various forms.

/ 5
[ ,' =
‘
Oaline Internet Offline
: ;
i B ’ -
Bibliographic Numeric ;
i Full-Te i 'IMq:A
e b ext Directory
abases: Databasey Databases l)m SR[L).N.N& 2]
S atabasss

Ol reports: :
M\‘rl\l::ux and the like They
U mmarics OF

nm:
A .
he material cited.

databeses -
hases containing the complete

Dt
| al of
qing the database

datebases e
| Diectony databases provide infor-
gution on individuals, organiza-
| o, and services.

“ecial-purpase datadases
Datsbeses that contatn information
ofaspearfic nature, ¢.g.. data on a

| ealized industry

7

econdary source documents

&

4

CHAPTER 4 Lxploratary Research Deaig: Secons) iry D,
g lary Data
REAL RESEARCH = < -

InfoUSA: Here, There, and Eve:;yw/;c' -
10fOUSA (wvewinfousa.comy 15 a leading ryor e o .

E als oV ales 2 :
company also operates under various ufd‘:' n ider of sales and marketin

i3

ames such as D g support data. The

i ;. ¢S such g ¢ € -

Business Information, Walter Karl, idEXEC, ang .mlcigm.‘.'"ﬁﬂﬁﬂ“ﬁiﬁﬁ?‘ Am:r;.:;w
el cs i 2 were $2

million. The company markets subsets of n T O 2 the pro-
i ubsets of 1ty anu i [
ssional onlite seryicasty i ll% alain a number of forms, including the

oo K : and DIALOG). the gene: S
El(r:]j:;g)u;e'r:lxlugd ‘\hcnn()vfl Network), the Trtemet (L ookupUs -\:‘:;?::g‘;:gi?ﬁs
i reiid:nlin\;‘liil\’:n:: .\;‘lk\;cllluln\:x_ese products are based contains ‘in(orma(\on on l.\i m‘.le-
a E million business listings, 2 ified wi
P N » 5. as of 2003. These are verified with
:rcr\ llmmnl,::[:‘h:’[::L:mbl\ ;}nnually. The pmdud:ikri\-ed from these databases im:h:dc
-t In‘em“l;/‘ siness directories, mapping products, and also delivery of dara

Online, Intemet, and offline databases b sitied as bibliographic
se i i
‘ . 2 may be further classified as bibl !

tatab RibE.

' : = s pecial-purpo grap k]
composed of citations 1o articles in journals, magazines. newspapers, marketing research

studies, technical reports, government documents. and the like.0 They often provide
summaries or abstracts of the material cited. An example of bibliographic databases is
ABIIInform'by ProQuest Information & Learning (ww u.pmque.mcm; I

M.unenc databases contain numerical and statistical information. For example, some
numeric databases provide time series data (data arranged in relation to time) about the
economy and specific industries produced by vendors such as Boeing Computer Services
Co. (www.boeing.com), and the Department of Commerce (www.commerce.gov). Census-
based numeric databases that use the 2000 census of population and housing with proprietary
updating to provide data at the census tract and zip code level are also available. Vendors
providing these databases include the U.S. Bureau of the Census (www.census.gov),
Donnelley Marketing Information Services (www.donnellemarketing.com), and CACI, Inc.
(www.caci.com).

Full-text databases contain the complete text of the source documents comprising the
database. The LexisNexis (www.lexisnexis.com) service provides full-text access to
hundreds of busi datab including selected newspapers, periodicals, company
annual reports, and investment firm reports.

Directory databases provide information on individuals, organizations. and services.
As an example, the national electronic Yellow Pages (www.yellowpages.com) directories
of manufacturers, wholesalers, retailers, professionals, and service organizations provide
the names. addresses, and North American Industrial Classification codes of numerous
organizations.

Finally, there are special-purpose databases. For example, the Profit Impact of
Market Strategies (PIMS) database is an ongoing database of research and analysis oo
business strategy conducted by the Strategic Planning Institute in Cambridge,
Massachusetts. This database comprises more than 250 companies that provide data on
over 2,000 businesses 2! Virtually all libraries of major universities maintain computerized
Jatabases of management and related literature that students can access fres of charge.

Because computzrized databases are numerous and varied, theyr sheer numbet can be
overwhelming, and locating particular database fmy seem (1xm@\l. How. then, :l:;;w‘

Jocate specific bibliographic, numeric, full-text, directory, of special-purpose dabases:
Directories of databases provide the needed help.

Directories of Databases

There are numerous sources of information on databases. Perhaps the :\:«l ey nm
i 3 irect jale Di of Databases B

information about databases is 1o consult 8 directory. Gale Dires mc";ymx b

> of bz

darabases and Volume 1 covers CD-ROMs and other offtine datadases. Soros of the T

Rescarch, Inc. (www.gale.com) is published every six nweths.

useful directones that are perindically npdaied g
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a, CAl Cuadra Associates, Inc.
ca, CA:

Gale Rescarch ﬂ:::E:w
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form of computerized daf

tabage,
of external secondary gy’

PART 1! Revcarch Designt Formalaton
‘ 5. Santa Mo!
" Directory of On-line Databases. Sintd
irector) N
T..sa..;.:z.\::.‘.:: : 4 Serviees: o
Encyclc pedia of Infc srmation System a
Enc) Y
(www.gale.com)
SYNDICATED SOURCES &2
. 2 available 10
In additon 0 ?_Z_z.:m,_ data or n.: _.::4 R e
ey constitute the ¢ o seruioe
syndicated sources ¢4 o A ndicated :
N.;..:..:”S:i sources, al50 referred to as 83
Z ices) S L
syndicated sources (servi

Information services offered by
marketing research organizations
that provide information from a
common database to different firms
(hat subscribe to their services.

wre companies that Colleg
i value, designed to serve ,:?Es
i 7 /n conunerc ial v i -
Sf data of know = ese data are not collecteq
and sell n:::::u hz:_,.:r aber of clients (se¢ h,r..mo_: _,V.L\M.H,_E:m_ clicnts, but il i D—”“
i cods shared DY 4 ' < specific toin ¢ :
tion needs s i e rescarch problems _‘W:_ sed to fit particular needs. For exam
> PUMPOSE ¢ < 2 e Perso g RIS S
the pury lied to client companies can v,r pe - clients’ sales territones or _,.Sn_:n:_:np
reports SUPPTES B oanized on the basis of the client: than collecting primary dagy
e. re could be orga s expensive the ata,
ple, reports @ oy is frequently less exp .
<qted sources is freq L : »s. Syndicated sources
Ising syndicated sourc \ssification of J:a.ﬁ:wa ,,ocanmﬂ.\ mcv”_v.cz..n_.m b m:w:.:ms.: be
Figure 4.4 presents L:r . { of measurement (households/c e and medid/Ee MEV.
: e the ) eys chas 3
classified based on %:u may be obtained from surveys, pur o esists o <_M__._ S, or
Houschold/consume? & - Information obtained through surveys s es ang
clectronic scanner services. 1S general information related to preference, purchage,
. Jdvertising evaluation, or £ent X <ize information on pur
_:m,a_n.!.ua?:“_, ther aspects of behavior. Panels emphasize 1 e scaniEs % ~n=smnn
consumption, an aﬁ m_ ~tronic scanner services might provide ata .o_-_w.
or media consumption. _n.r anner data linked to panels and (cable) TV. When instj.
atn li anels, O s¢
scanner data linked 10 P . be obta
:“:oz,, are the unit of measurement. the data may

ined from retailers, wholesalers,

7] .‘“.

L~

::.2:.1
, e

m.:ié,

’ 4 M
15 panc!

purt

Media panels

scanner Volume
Sc 7
Tracking Data

Scannef Diary Panels

of mR:»:n

CHAPIE

ated Services

CHARACTERISTICS |

Surveys conducted at
regular intervalg

Houscholds provide
speci i

 information
regularly over an
extended period of
time; respondents
asked 1o record
specific behaviors
as they occur
Electronic devices
automatically
recording behavior,
supplemented by a
diary
Household purchases
recorded through
electronic scanners
in supermarkets

Scanner panels of

R 4 Lxploratory Re,

AOVANTA

GES

Mont flexible way of
obtaining data;
information on
underlying motives

Recorded purchase
behavior can be
linked 10 the
demographic/
psychographic

characteristics
Same as purchase panel
Data reflect actual

purchases; timely data;
less expensive

search Design:

Interviewer errors;

Secondary Data

DiSADVANTAGES

respondent ervors

Lack of

representativeness,
response bias,
mituration

Same as purchase panel

Data may nat be
representative; efrors

in recording purchases;,
difficult 1o link
purchases to elements
of marketing mix
other than price

TUses

Market segmentation,
advertising theme
selection, and
adventining
etlectiveness

Forecasting sales, market
share, and trends:
establishing consumer
profiles. brand loyalry.
and switching:,

evaluating test markets,

advernsing, and
distribution

Establishing advertising
rates: selecting media
program or air ime;
establishing viewer
profiles

Price tracking, modeling.
effectiveness of in-store

modeling

4
|

rﬂ

_
i

|
|
\
Promotional mix analyses. ﬁ

{
!
\
|
\
\
,

\

{
|
|
'
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.._ P Data an—on_ actual Data may not be 4
g ; ! TV ouseholds thal purchases; sample representative; quali copy lesting, new-
iow of the various syndicated sources Is given in Table 43, with Cable subscribe to cable TV control; ability of data _._3:2_: & rvﬂmw:»nm aw_..s__m..“
or industrial firms. An 0¥ n?.n.. o to link panel data positioning
Each of these sources will be discussed. 1 hougehold “.
i charactenistics \
i dit Services Verification of product Nn,_p—.?.n_w precise Coverage may be Measurement of |
| Al movement by information at the incomplete: matching consumer sales and |
examining physical retail and wholesale of data on competitive market share, _,
records or performing levels activity may be compelitive activity, |
inventory analysis difficult analyzing distribution '
patierns: tracking of .—
Figure 4.4 1 new products |
A Classification of Syndicated i e Industnial Product Data banks on industrial  Important source of Data is lacking in terms ~ Determining market |
Services { syndicated Services establishments information in of content, quantity, potential by geographic |
= Y e : created through direct  industrial firms, and quality area, defining sales. 1
' inquiries of particularly useful in lerritories, allocating \
Households/ Institutions companies, clipping initial phases of the advertising budget ﬂ
Consumers services, and projects \
L S e corporute reports {
” ; : = - o
Retailers Wholesalers Industrial Firms i .
Panels 3 | :
i 1 E 1
v |
Audits ,, SYNDICATED DATA FROM IOCmmIOrUm .
Purchase Media 3 A
W— 1 Surveys . ——
ichi ‘e | lews witha <
v , + k3 B uney Various services regularly conduct surveys, which involve interviews : p._,mﬂ ?ﬂ&ﬁﬂg .
Sunveys Electronic Scanner Direct Clipping B e witha Lurge number of { respondents using a predesigned questionnaire. Surveys may be broadly s 1
’ Services Inquiries Services DNty Wsing 3 predesic ki . ) i } advertising evaluation, 0f g0 &
" Hr,._,_:" apredesigned the basis of their content as psychographics and lifestyles, ad 2 :
= e e E eral surveys.
‘ P . v
v Psychographic General Advertising Volume Scanner Diary Scanner Diary
and Lifestyles Tracking Data Panels Panels with Cable TV

i R
Psychographics and Lifestyles. Psychographics refer m_ ,Zwvw%wawmﬂms
files of individuals and to psychologically based measures of lifestyle. Lifestyt




