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20 MARKET RESEARCH AND STATISTICS

shares, profitability, the reputation of a product, service or the company (brand-
ing and image), and other elements of marketing.

Collecting Information and Research
Previously, we have used the words “information search” and “research” without 
distinguishing further between them, but in the following, we will outline the 
difference between the two.
 “Information search” or collection of information is used when the purpose 
is to get information related to a specific (marketing) problem, no matter how 
this information is collected: through the internet, via the library, from public 
reports or information from trade organisations, newspapers, and annual reports 
from competitors – or from surveys made among customers, suppliers, or com-
petitors.
 Market research, on the other hand, is the traditional term for information 
collected via surveys and questionnaire-based research; that is, information 
gathered through questioning a sample of the relevant people or stakeholders.
 These definitions show that market research is a subset of the total collection 
of information.

Figure 1.1: Market research and collection of information

Market research is obviously not the only way of collecting information and 
knowledge in order to improve the ability of a company to make optimal market-
ing decisions. Many other sources of information can be useful and are relevant.

Market research

Collection of information
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211: INFORMATION COLLECTION

Figure 1.2: Types of information

A company’s management – and specifically the marketing department – have 
access to quite a few sources of information. These sources are of various quality 
and creditability. But information seeking also deals with the issue of evaluat-
ing the quality of the gathered information and choosing among the available 
information. This also applies today, where the most dominant problem relates 
to the issue of discarding irrelevant and unreliable information.

Research
Primary and Secondary Information
The first distinction in the categorisation of information collection is differenti-
ating between primary and secondary information. The concept does not imply, 
as we might be led to believe, the importance of the information.

Primary information or data means data collected specifically to highlight the 
current problem. This also means that the problem is recognised and is to 
be dealt with before any collection of information takes place. A particular 
example is if a company is experiencing a disproportionate (or unsatisfactory) 
loss of customers. With this specific problem as a motive, a market research 
survey could be undertaken, and customers who have left the company could 
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231: INFORMATION COLLECTION

Figure 1.3: Primary and secondary data

Primary data Secondary data

Purpose
Process
Expenses
Timeline
General advantages

Specific problem
Individual
High
Long
Target orientated

Other/general problems
Collective
Low
Short
Fast/simple/economic

Assessment of Data Quality
Searching for and acquiring information is certainly not a new phenomenon. Man 
has always been inquisitive by nature, and there are researchers who believe 
that our innate curiosity is the reason it was the human race, which evolved 
into the dominant species.
 Not all data is of a quality and reliability that makes it indiscriminately useful 
to support our decisions. There may be many reasons why a set of data is not 
credible or does not contain the relevant information. A blatant reason is, of 
course, if the information is knowingly incorrect. This occurs in the real world 
and certainly not only in cases of war, espionage, and high politics. Regardless 
of the fact that misrepresentation and deliberate distortion of data can take 
place, it will not be discussed in this book. What is relevant is where informa-
tion and data that unknowingly do not have sufficient reliability are available 
or collected – whatever the cause may be.

Validity and Reliability
It is important to be able to orient yourself in relation to the sources of error 
that information might be tainted with, both as an analyst and as a user of 
data, In everyday language we use the word “reliable” as an overall indica-
tion of the extent to which the information is “true”, while in the realm of 
information collection we use terminology in which the two main concepts are 
validity and reliability.
 It is important to examine whether the questions asked are a reflection of 
what will be measured or what you think you are measuring.
 In brief, validity tells us whether a given analysis – a study – actually measures 
what is intended. Reliability in contrast denotes whether a study is conducted 
in a manner so that the results are reproducible – that we reach the same result 
every time.
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24 MARKET RESEARCH AND STATISTICS

 The concepts of validity and reliability can be illustrated with the image of 
high-divers that have to dive into a pool and hit a specific spot in the water 
every time they dive. If they hit the same spot every time, the reliability is high; 
they get the same result every time, but not necessarily the right place. If they 
hit the wrong spot in the pool, the validity is low (they get the wrong result). 
A correct dive therefore has a high validity, and if they hit the right spot a high 
reliability, which means they can repeat their dive accurately every time.
 Validity is a key element both in the handling of data and in the implemen-
tation of a study. It is all about “hard” facts, such as the number of people 
in a particular age group, the number of competing brands in a category of 
products, production statistics, the number of outlets where the product is 
sold, etc. Often there is no doubt about whether a study measures what it is 
supposed to or not. Variables that are tangible, where there is no doubt what 
it concerns, are manifest variables. If we are interested in the average height 
of men in Denmark, it is relatively simple to implement a study that enables 

Figure 1.4: Validity and reliability
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271: INFORMATION COLLECTION

Evaluation of Secondary Data
With the amount of secondary data available today, it is rarely a problem to find 
relevant information concerning a particular subject area. The challenge lies to 
a larger degree in limiting the search or volume of data, and in assessing the 
quality of the available data.
 With regard to the latter, evaluation of secondary data, there are some areas 
in which any secondary information should be checked.
• Design and specification of the study

Method, timing of data collection, number of interviews, response rate (per-
centage of replies among the selected respondents), data analysis.

• Error sources
Could there have been problems and sources of error in methodology or data 
retrieval?

• Purpose
Who is behind the study, and for what purpose has it been conducted?

• Nature of the study
Measurement methods (such as the phrasing of questions, response scales, 
etc.) and definitions of variables.

• General credibility
Is the study conducted with adequate skill and knowledge?

There may be other and more detailed features surrounding secondary informa-
tion, which may affect the validity and reliability, but the above list contains 
the major factors that you should be aware of.

Figure 1.5: Overview of analytical methods

Market data

Primary data Secondary data

Concluding analysesExplorative analyses

CausalDescriptiveQuantitativeQualitative

Survey Observations
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CHAPTER 2

Survey Design

Design of the Survey – Explorative, Descriptive or Causal?
The first phase of an analysis scenario is to define the specific marketing cost 
issue, and then to assess what information is appropriate or necessary in order 
to make the right marketing decisions. When this is defined, it is time to focus 
on the design of the survey.

Figure 2.1: Survey process

In this phase of the survey process, it is necessary to create a structure to 
show how the primary information collection should actually be conducted. 
It is a sort of operational plan for how the process should proceed, first and 
foremost taking into account what information you want collected. Specific 
practical issues also come into play: What is the easiest way to get in contact 
with the target group? Which interview form is most appropriate? What amount 

Defining information needs

Defining the universe and target group

Defining the type of survey
Explorative, descriptive, causal

Specification of measurement and scaling procedures

Designing the questionnaire

Sample size and sampling procedure

Data analysis plan
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30 MARKET RESEARCH AND STATISTICS

of information should the analysis provide? It is also necessary to decide the 
number of questions to include in the survey.
 An important first decision is of course to define the survey’s universe and 
target group.

Information Requirement
The information needs of a business may be varied and depend upon numerous 
factors. These include product market share, market competition situation, the 
stage in the lifecycle of the product,1 what potential customers the product 
is aimed at, etc. The same applies to the service industry, where factors such 
as specific market conditions, the type of service, and competitive make-up of 
the market all result in individual companies experiencing a need for different 
types of information.
 Often the need for information in connection with marketing decisions is 
related to its customers, both current and potential. Here, factors of interest 
will be knowledge of brands and companies in the market, preference, loyalty, 
purchasing behaviour, etc.

Figure 2.2: Market map

1  See Jobber, 2007 for a description of a product life cycle curve.
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32 MARKET RESEARCH AND STATISTICS

Descriptive analyses are studies with the purpose of creating a picture of 
what parts of the surroundings of the company look like. It could be a cli-
ent structure, the purchasing process, buying patterns, or preferences of a 
given market.

Causal analyses are studies designed to explain or make plausible certain 
correlations. This would be relevant in the case of demonstrating the effect 
of a performance parameter, e.g. a new packaging, a modified customer 
service, or a new price structure.

Figure 2.3: Types of analyses

Explorative Analysis
An exploratory analysis is exploratory in the strictest sense, because it moves 
into unknown territory.
 The essence of the exploratory analysis is to develop hypotheses (about the 
product, service, market preferences, etc.), and to gain insight. The purpose 
may be to clarify the potential customer’s experience and understanding of the 
product, brand, or product range.

Some juice is sold in small cartons, called “juice-boxes”, typically in packs 
of three or five, where each carton has a straw attached. It is a kind of soft 
drink comparable with fizzy drinks.

The question is how consumers perceive such products. Is it a competitor of 
fizzy drinks and cola, or is it a substitute for milk or one-litre juice boxes?

Type of analysis

ConclusiveExplorative

CausalDescriptiveQuantitativeQualitative
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CHAPTER 3

Contact Form

Choosing the Contact Form 
Previously, we have discussed primary and secondary data collection and the 
choice between qualitative and quantitative studies. When collecting primary 
data in a quantitative way, the so-called surveys, we also need to investigate 
further into how we contact the respondents.

Figure 3.1: Types of surveys

In principle, it is possible to choose between four survey methods:

• Telephone-based survey
• Personal assessment/interview (more accurately referred to as face-to-face 

survey)
• Postal survey
• Internet-based survey.

Each survey form has its advantages and disadvantages:

InternetPostalPersonal 
face-to-faceTelephone

Traditional 
telephone (paper 
questionnaire)

   
    

CATI In-home Hall-test CAPI

Survey method
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454: QUESTIONNAIRE & RESPONSE SCALES

• market competition
• identification of key competitors
• the number of customers
• detailed descriptions of clients, both current and potential
• identification of key criteria for customers’ purchases and brand selection
• different customer groups’ perception of competing brands on the market

In a causal analysis, such as testing of television commercials or ads, the overall 
information needs are typically:

• What is the target groups’ spontaneous reaction to communication?
• Does the target group understand the advertising?
• To what extent has the communication – television commercials or ads – an 

attention attracting effect?
• Does the communication involve and convince the target group about the 

product’s advertised benefits?
• Does the advertisement communicate (brand) the brand name sufficiently?
• Does the advertisement communicate the values and associations that you 

want?

The above questions are only examples, but they illustrate how the initial 
information needs can be described.

To finish the questionnaire the following phases should be followed through:

Information requirement

Interview method/Contact form

Questionnaire contents

Form structure

Phrasing of questions

Form & layout

Pretest

Figure 4.1: The process of designing 
a questionnaire – from the informa-
tion required to testing of the form
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534: QUESTIONNAIRE & RESPONSE SCALES

Figure 4.2: Bar chart based on nominally scaled data

By reporting the results collected on a nominal scale we can of course merely 
specify the proportions acquired, but often we also wish to state with what 
precision the units are measured. One way to do this is with the help of so-
called confidence intervals.
 The idea of a confidence interval is that for an adequate level of confidence, 
usually 95 percent, an interval is indicated in which the proportion with 95 
percent certainty will be found.
 When proportions are calculated, the formula for a 95 percent confidence 
interval for the proportion of a population is given by

 
p p p

n
± ⋅

−1 96 1. ( )

– in which p is the observed proportion in the sample and n is the sample size.
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58 MARKET RESEARCH AND STATISTICS

are added up and divided by the number of respondents (responses). The latter 
is done to make the goal independent from the number of respondents. The 
reason for squaring is that otherwise a situation will occur where some of the 
deviations would be negative and some positive, and therefore they would offset 
each other.
 Standard deviation is the square root of the variance.
 These Sample Statistics are the key values to the description of a sample and 
they are used in virtually all types of calculations.
 If we want to indicate uncertainty in the calculation of a mean value, we 
can use a confidence interval. The formula for a 95 percent confidence interval 
(for a large sample) is given by

 
x s

n
1 96.

in which x  is the sample’s mean value, s is the sample spread, and n is the 
sample size.

Figure 4.3: Functions in Microsoft Excel
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594: QUESTIONNAIRE & RESPONSE SCALES

In the example above the formula can not be applied directly since the sample 
is too small (normally n ≥ 30 , so that the sample can be characterised as being 
large). If we choose to use the formula anyway, we obtain a confidence interval 
from 1.91 to 3.59, meaning that with 95 percent certainty the population’s 
mean value is found between 1.91 and 3.59.
 A scale type that is frequently used, but falls outside of the above four types 
is the dichotomous scale. In principle, the dichotomous scale is an ordinal scale, 
but it is a scale with only two alternatives, typically yes or no.

Scales That Make Comparisons, and Scales That Do Not
In the analysis of products, services, image, values, attitudes, etc., we have 
two approaches. Either we desire to evaluate the study object in question and 

Figure 4.4: Treatment of responses on a ratio scale

12 respondents’ answers concerning the assessment of 
a city council’s service level on a five point scale (1-5)

Respondent 1 2

Respondent 2 3

Respondent 3 3

Respondent 4 1

Respondent 5 4

Respondent 6 5

Respondent 7 1

Respondent 8 1

Respondent 9 2

Respondent 10 2

Respondent 11 5

Respondent 12 4

Mean value 2.75

Variance 2.20

Standard deviation 1.48
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its characteristics in isolation, or we wish to make comparisons. This influences 
the choice of scale, since we operate with two fundamentally different types of 
scales: comparative scales and non-comparative scales.

Scales That Do Not Make Comparisons
The non-comparative (or non-comparable) scales can be divided into two, 
depending on whether you are working with a continuous scale or scale types 
that have fixed “points”.
 On the continuous scales the respondent places his or her answer on a 
continuum, a line, and it is up to each respondent to mark his or her answer 
on the line. The scale therefore has no fixed points, and it is therefore often 
called a “graphic rating scale”. There are no reference points on the scale, and 
respondents choose their own “calibration”.

Figure 4.5: Example of a continuous response scale

The advantage of applying this type of scale is that it has an infinite fine filter, 
and in principle, provides results that are very accurate. Another question is to 
what extent a respondent can transform an attitude, consumption, or a position 
of preference, onto to a graphic element.
 The disadvantage is obviously that, apart from being cumbersome to work 
with in the interview phase, the answers are difficult to transform into data in 
order to apply statistical techniques and tools.

Likert Scales
A Likert scale is a scale where respondents are asked to express their degree 
of agreement to a given statement. The scale typically rates from “I strongly 
disagree” to “I strongly agree”. Points between the two extremes are typically 
verbal descriptions, as in the example below:

Very bad Very good

What do you think of the taste of OTA oatmeal?
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Figure 4.6: Examples of response alternatives on a Likert scale

The classic Likert scale is typically used to rate a given object such as a brand or 
product.

Think of the coffee you just tasted. To which degree do you agree or disagree with the 
following statements? You can respond with these possible answers (the interviewer 
shows the list of possible answers):

The coffee was too sweet:
I totally agree
I partly agree
I neither agree nor disagree
I partially disagree
I totally disagree
I do not know

The coffee was too bitter:
I totally agree
I partly agree
I neither agree nor disagree
I partially disagree
I totally disagree
I do not know

The coffee had a nice aroma:
I totally agree
I partly agree
I neither agree nor disagree
I partially disagree
I totally disagree
I do not know

As seen from the above example, the scale for each question centres on the 
consensus in a statement. The advantage of this type of scale and question 
formulation is that it is generally relatively simple to handle and to understand 
for the respondents.
 In the above coffee example, all the questions concern a study object. In 
such an interview situation the respondent quickly learns to use the response 
scale (and the methodology of the interview), and if the topic is also the same, 
the interview process is often conducted relatively quickly and seamlessly.
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Figure 4.7: Example of a Likert scale

Figure 4.8: Example of the result of a question based on a Likert scale

“VICAPHONE’s service girls are helpful”

Totally disagree Disagree Neither disagree 
nor agree

Agree Totally agree

 

  

 

Totally agree

Partly agree

Neither agree
nor disagree

Partially disagree

Totally disagree

Assessment of VICAPHONE’s Service Girls: Helpful

35%

20%15%

12%

18%

Semantic Differential Scale
The semantic differential scale, as is the Likert scale, is very frequently used 
in market research. The most striking difference between the two is that the 
semantic differential scale operates with a bipolar response scale. This means 
that respondents evaluate a given object (a brand or service, etc.) by placing 
the object on a scale where each “end” represents the opposite adjectives; e.g., 
hot and cold, colourful and gray, rational and emotional, calm and restless, or 
as in the following example, boring and funny:
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Figure 4.7: Example of a Likert scale

Figure 4.8: Example of the result of a question based on a Likert scale
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semantic differential scale operates with a bipolar response scale. This means 
that respondents evaluate a given object (a brand or service, etc.) by placing 
the object on a scale where each “end” represents the opposite adjectives; e.g., 
hot and cold, colourful and gray, rational and emotional, calm and restless, or 
as in the following example, boring and funny:
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Similar to a Likert scale, a semantic differential scale is widely used in connec-
tion with questionnaires, for instance in connection with image measurements.

Which Type of Scale to Use – and When
Examination of different types of scales leaves the inevitable question of when 
and in which context the different scale types are to be used and how.
 There is no simple answer to this, but there are a number of considerations 
we should bear in mind when making our choice:

• How detailed do we want the information?
• How many categories do we need on the scale?
• Do we need a zero point?
• Do we want a balanced or an unbalanced scale?
• Should we include a “do not know” category?
• Should answer options be verbal descriptions, numbers or illustrations?
• Which anchor points do we have?
• What should the questionnaire’s physical appearance be like?

How Detailed do We Want the Information?
It is clear that the more complex a scale type is, the higher the demands are of 
the respondents. At the same time it takes more time to use complex scale types 
and non-comparative scales, so there is the risk that respondents will become 
fatigued during the interview phase. A well known result of this “fatigue effect” 
is that the incentive to respond, and respond “correctly”, declines, meaning 
that the validity of the responses decreases correspondingly.

Number of Categories on a Scale
Often five or seven point scales are used for no particular reason apart from the 
fact they are tried and tested scales that have proven to work. However, as a 

Figure 4.9: Input from interviews on a semantic differential scale

“The VICAPHONE commercial is …”

Boring Funny
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In opinion polls, around 1000 interviews are often conducted, resulting in a 
relatively certain result. This is true almost regardless of which country the 
poll is carried out in - whether it is in Denmark with 5 million inhabitants 
or in Germany with more than 10 times as many inhabitants.

One last aspect drawn from the soup example is the notion that representa-
tiveness has nothing to do with sample size, which many mistakenly believe. 
So the question “how big should the sample be in order to be considered 
representative?” makes really no sense. A sample’s size says nothing about its 
representativeness, but rather something about how certain the sampling results 
are in relation to the whole population (the true value). 

The Establishing of Samples
Establishment of sampling in connection with market research offers two sig-
nificant challenges. First, a sampling technique must be chosen; i.e., which 
selection method should be used on the sample. The second major challenge is 
to establish a workable means to selecting the sampling units. 
 These two phases are part of the process in which we have generated samples 
and which extends from the initial definition of the population to the practical 
selection.

Figure 5.1: Establishment of a sample

Define the population

Choose the type of sample

Define the sample frame 
(e.g. phone book, CRS, random number phone)

Choose the draw technique 
(with/without replacement)

Accomplish the actual draw
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The population is in market research terms the same as defining the interesting 
target group (see section on target groups). We need precise definitions of the 
target group to make it feasible to establish a selection. 
 Then we must choose which type of sample to use. In sampling theory we 
deal with a number of different types of samples, each with its own advantages 
and disadvantages. The figure below shows some of the most common types of 
samples.

Figure 5.2: Types of samples

The overriding choice to make is whether to base the sample on a statistically 
random selection (called probability sampling) or a non-random selection (called 
non-probability sampling). 
 In a sample that is not based on random selection the procedure is to “pick” 
subjects (people) in the population the “easiest” or most appropriate way. An 
aspect of this is “convenience sample”, in which selections are made strongly 
guided by practical considerations; hence the word convenience. An example 
of this could be a sample of people who have worked in the same company, a 
sample of students in the same class or people approached on the main pedes-
trian street in Copenhagen. 
 Another type of convenience sampling is when we let respondents choose 
whether they will participate in the study or not. For instance by letting them 
enrol themselves, such as “polls” in TV shows, where viewers can phone in and 
give answers to questions asked on the show.
 Convenience sampling is in practice the easiest way to create a sample, but 

Sample

Cluster 
(only selection from certain 

clusters) Out of financial 
considerations

Non-probability 
(not based on random selection)

Probability 
(based on random selection)

Convenience, 
Quota, 

Snowball

Simple random
All have the same draw 
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Stratified 
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Makes selection more effective
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Figure 5.3: Examples of selection probabilities

In practice we allow for this anomaly in study units by interviewing different 
household types (sizes) in a given situation. If the households are quota by 
size, it is often possible to obtain the true values (the population) via or Sta-
tistics Denmark (Danish households) or UK National Statistics (UK households). 
 Likewise, we must also ensure that the selection that occurs on a personal/
individual level for each household is a simple random sample. For this we would 
use a variable that is randomly distributed, for example the date on which the 
various people in a household have their birthdays. The selection of respondent 
in the household can then be “the person in the household who has a birthday 
earliest in the year (or the person who last celebrated his/her birthday)”. Most 
people know the answer to this. 
 The second frequently used sampling technique is the stratified selection. It 
can take two forms, usually depending on the purpose of the stratification. 
 In part, a stratified sampling technique can be used to improve the effective-
ness of its selection, and partly stratification can be used to make the sample 
more suitable for the practical interview process. 
 The principle behind stratified selection is that it makes the selection in 
multiple steps, however mostly in two steps. The first step consists of dividing 
the population into subgroups – strata. This division can be made using dif-
ferent variables, typically geography. Within each stratum we then select the 
desired number of respondents.

Man 
Woman

Student

Household 2Household 1
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Figure 5.4: Advantages and disadvantages of different types of sample selection

Method Advantages Disadvantages

Convenience Cheapest, fastest, easy Selection bias, being representa-
tive

Judgement Cheap, fast, convenient Impossible to project results 
onto population

Quota Control with certain (important) 
variables

Selection bias, doubt about 
being representative

Snowball Can be used for detecting rare 
occurrences

Selection bias, doubt about 
being representative

Simple random Easy to comprehend, can be 
projected

Often problematic to carry out

Stratified Includes all important 
subgroups, precision

Difficult to choose stratification 
variables, expensive

Cluster Easy to implement, cost-
effective

Inaccurate

At this stage of the process a decision has to be made as to whether random 
sample selection should be carried out with or without a replacement selection. 
This is certainly the matter if the selection is to proceed under the principles 
of statistical selection. Replacement means that when a subject (in market 
research: a respondent) has been selected and observed (interviewed), he or she 
is “returned” to the population, after which the next subject in the sample is 
selected. The subject that has just been put back is just as likely to be selected 
(again) as any other. 
 The reality is somewhat different, since replacement selection is almost never 
used, because interviewed respondents “risk” being interviewed again for the 
same study. This would be inappropriate. 
 It is a question of the subsequent statistical calculations as to whether the 
sample should have “replacement” or not. However, if the population is large 
enough, it has no practical importance whether we use samples with or without 
replacement, so for practical reasons, it is not done. 
 Now the desired sample size is determined.
 As mentioned earlier, a larger sample ensures greater certainty, but this does 
not necessarily mean that we must always work with as large a sample as possible. 
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The results are therefore weighed in place with the three variables (sex, geog-
raphy and age) as a weight matrix. The weights are calculated and they are 
seen on the far right. In principle, it means that in the study a slightly greater 
weight is put on the men’s replies (1.195) than on the women’s replies (0.864), 
and similarly for the other variables. 
 The above is only a very simple example to illustrate the principle behind 
weighting. In practice, we work with much more complicated weight matrixes 
and models. Also, we do not always have the exact, i.e. true values from offi-
cial studies for the variables used for weighting. In some cases we can weight 
a smaller survey after variable and variable values from other, mostly larger, 
studies. A smaller reading survey can be weighted “in place” by using data from 
Index Denmark8. 
 Weighting is an instrument used in most large studies. Weighting should 
always be kept at a level where the difference between the un-weighted and the 
weighted data is not strikingly different. Or put another way, where individual 
weights are not too big or too small.

8  The “official” media survey in Denmark that establishes reader numbers for virtually all media in 
Denmark.

Figure 5.5: Example of weighting the sample

Population Sample Weighed sample Weights

Men 49 41 49 1,195

Women 51 59 51 0,854

Central Copenhagen 22 18 22 1,222

The rest of Sealand 30 28 30 1,071

Funen and other 
islands

10 15 10 0,667

Jutland 38 39 38 0,974

Age 15-29 20 10 20 2,000

Age 30-49 35 40 35 0,875

Age 50+ 45 50 45 0,900
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Figure 6.1: Interpretation of standard deviation by a bell-shaped set of 
observations

The variance and the standard deviation can be estimated in the following way 
(when using the notation σ  and σ 2 for the respective population deviation and 
variance, and s and s2 for the sample deviation and variance, for representing 
the estimated sizes):

 ˆ        σ     


 
−

− + − + + −s
n

x x x x x xn n n

Finally, we shall find an estimator for the proportion of elements in the popula-
tion that possess a certain characteristic: 

Let us assume that we have a sample of size n in which there are x elements 
with the given characteristic. In this case, the best estimator for the proportion 
p of the elements with the attribute is given by
 
p̂ x

n


Test for Normal Distribution
We are often in the situation of having data material of which we would like to 
investigate whether it originates from normal distribution or not. A quick, yet 

68%

95%

x-2s x-s x x+s x+2s

1132_market research_.indd   85 07/06/10   13.52

market research_illu.indd   25 13/08/10   12.26



876: ESTIMATION AND CONFIDENCE INTERVALS

Figure 6.2: Normal quantile diagram for example 6.1
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Interval Estimation (Confidence Intervals)
A confidence interval differs from a point estimate because it has a lower and an 
upper limit, within which, with a high degree of certainty, population parameters 
are to be found. A confidence interval is exactly such an interval, and the word 
interval estimate is often used synonymously. 

Let us introduce confidence intervals with a practical example:

Example 6.2 

On the Danish island of Bornholm there are 55,000 households. A telecom-
munications company offering telephony, cable TV, and Internet connec-
tions, is interested in entering the Bornholm market. However, this requires 
the establishment of an island-wide network that connects each household 
on the island, and this is a very costly affair. Therefore, the network will 
only come to fruition if an investigation reveals that its annual expenditure 
(operation and maintenance, as well as depreciation on the initial set up 
costs) is less than the expected annual turnover of the island. 
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Example 6.12 

An electric light bulb manufacturer, Brighter Bulbs, has studied the burn 
time for its new low-energy-saving light bulbs as part of a general product 
quality study. A sample of 20 bulbs was picked from the day’s production, and 
burn times were measured in hours. The outcome figures in the table below:

824 1,073 1130 1040 875

950 922 1026 1100 1156

1043 1229 1032 1286 1000

1127 689 1100 1131 1200

Set a 95 percent confidence interval for the deviation and the variance 
of burn time. 

First and foremost, check whether the sample originates from a normal 
distribution. This is done by constructing a quantile diagram:
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Hypothesis test 7.1

Testing mean value of normal distribution with unknown variance (t-test)

Prerequisites X is normally distributed 

Hypotheses Two-sided:
H0 0: µ µ

HA : µ µ≠ 0

Left-sided:

H0 0: µ µ≥

HA : µ µ 0

Right-sided:

H0 0: µ µ≤

HA : µ µ 0

Test statistic

t
x
s n


− µ0

/
 is t n( )−1 distributed

p-value p P T t= ≥2 ( ) p P T t= ≤( ) p P T t= ≥( )

in which T is t n( )−1  distributed.

Hypothesis Test 7.2

Testing for mean value with a large sample (z-test)

Prerequisites Sample size is large, i.e. n ≥ 30.

Hypotheses Two-sided:

H0 0: µ µ

HA : µ µ≠ 0

Left-sided:

H0 0: µ µ≥

HA : µ µ 0

Right-sided:

H0 0: µ µ≤

HA : µ µ 0

Test statistic

z
x
s n


− µ0

/

p-value p z= −2 1( ( ))Φ p z= Φ( ) p z= −1 Φ( )
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
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
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characteristic, and of course the sample size n. As an estimate of the proportion 
p we can now use the size p̂ x

n
 .

The following tests may be used provided that np p0 01 9( )− > . This requirement 
is not particularly restrictive since it is met as long as the sample is fairly large 
(at least 50) and the proportion p0 is not very close to either 0 or 1.

Hypothesis Test 7.3

Test for proportion of population (z-test)

Prerequisites np p0 01 9( )− >

Hypotheses Two-sided:
H p p0 0: 

H p pA : ≠ 0

Left-sided:
H p p0 0: ≥

H p pA :  0

Right-sided:
H p p0 0: ≤

H p pA :  0

Test statistic
z

p p
p p n
ˆ
( ) /

0

0 01
=

−

−

p-value p z= −2 1( ( ))Φ p z= Φ( ) p z= −1 Φ( )

Example 7.7

A foreign company who specialises in package transport and courier service, 
is considering entering the Danish market, but will only do so if at least 
10 percent of all businesses in Denmark are considering an alternative to 
their current means of transportation of packages.

To determine this, a market research survey is conducted in which 102 
randomly selected companies are questioned about their wishes in this 
area. Of these 17 firms indicate that they would like alternatives to the 
current options.
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1277: HyPOTHESIS TESTING

Hypothesis Test 7.4

Test for standard deviation in a normal distribution (χ 2-test)

Prerequisites X is a normally distributed quantity

Hypotheses Two-sided:
H0 0:σ σ

HA :σ σ≠ 0

Left-sided:
H0 0:σ σ≥

HA :σ σ 0

Right-sided:
H0 0:σ σ≤

HA :σ σ 0

Test statistic
Q n s


− ⋅( )1 2

0
2σ  is χ

2 1( )n −  distributed

p P P 2 1 2min( , )

where

P P Q1
2 ( )χ

and

P P Q2
2 ( )χ

p P Q ( )χ 2 p P Q= − 1 2( )χ

where χ
2
 is χ

2 1( )n −χ 2 1( )n −  distributed

Example 7.8

Deposits have been observed in 135 child-savings accounts, and we want 
to investigate whether the standard deviation of these is 3005 DKK, which 
was the value the previous year.

A sample of the n = 135 accounts showed a standard deviation of 2958 
DKK, and it was further observed that the deposits with good approxima-
tion were normally distributed.

We can now set the hypotheses

 H0 3005:σ   and HA :σ ≠ 3005
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128 MARKET RESEARCH AND STATISTICS

The test statistic is

 Q n s


− ⋅


− ⋅


( ) ( ) .1 135 1 2958
3005

129 84
2

0
2

2

2σ

the calculation gives a p-value of 82.9 percent.

Since this p-value is greater than the level of significance of 5 percent, 
we can not reject the null hypothesis of unchanged standard deviation.

We therefore conclude that nothing suggests that the standard deviation 
has changed from the historical value of 3005 DKK.

We now look at the case where the standard deviations in two different popula-
tions is to be compared. This situation occurs most often when we are testing 
the prerequisites for various tests concerning the comparison of two mean 
values we are presented with.
 The following test is similar to Hypothesis Test 7.4, which is very sensitive to 
the assumption that the data comes from normally distributed random variables. 
This prerequisite should be tested beforehand.

Hypothesis Test 7.5

Test the difference between two standard deviations (F-test)

Prerequisites X and Y are of a normally distributed quantity

Hypotheses Two-sided:
H x y0 :σ σ

HA x y:σ σ≠

Left-sided:
H x y0 :σ σ≥

HA x y:σ σ

Right-sided:
H x y0 :σ σ≤

HA x y:σ σ

Test statistic

f
s
s
x

y


2

2  is F f fx y( , )-distributed

p-value p P F f= − ≤2 1( ( )) p P F f= ≤( ) p P F f= ≥( )

where F is F f fx y( , )-distributed
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of the study units, and the distribution is therefore greater and it becomes 
subsequently harder to obtain a significant conclusion.
 However, in many cases, pairs of observations are impossible to obtain, or in 
other words, directly meaningless. If we wish to measure the average household 
consumption of a product in Denmark and Sweden, there is no reasonable way 
to pair households in the two countries. Pairs of observations are often used 
in so-called before-and-after observations.
 For independent observations, there is a variety of tests we can use. If both 
(or just one of) the samples is small; i.e., under 30, we should use a so-called 
t-test, but if both samples contain more than 30 elements, the situation is 
somewhat easier to handle.
 Like it was the case with the confidence interval for the difference between 
two mean values, we also have two cases to consider here:

• Two normal distributions, small sample size, unknown but identical popula-
tion distribution.

• Two large samples.

In the tests below, we can test for the difference µ µx y−  between the two 
mean values, and if we have a presumption that this difference assumes one 

Hypothesis Test 7.6

Test for the difference between two means (z-test)

Prerequisites
The samples are large, i.e. nx ≥ 30  and ny ≥ 30

Hypotheses Two-sided:
H Dx y0 : µ µ− =

H DA x y: µ µ− ≠

Left-sided:
H Dx y0 : µ µ− ≥

H DA x y: µ µ− <

Right-sided:
H Dx y0 : µ µ− ≤

H DA x y: µ µ− >

Test statistic
z x y D

s
n

s
n

x

x

y

y


− −


2 2

 is approximately located n( , )0 1 -distributed

p-value p z= −2 1( ( ))Φ p z= Φ( ) p z= −1 Φ( )
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132 MARKET RESEARCH AND STATISTICS

or the other value of D, then this is added to the test. The most common is 
that we will investigate whether the two mean values are equal or whether one 
is greater than the other. In this case we use a two-sided or one-sided test 
respectively, both multiplied by D  0.

In the following test the common random distribution sf is defined as:

 s
n s n s

n nf
x x y y

x y


− + −

+ −

( ) ( )1 1
2

2 2

the number of degrees of freedom f is defined as f n nx y  − 2

Hypothesis Test 7.7

Test for the difference between two mean values (t-test)

Prerequisites 1) X and Y are normally distributed
2) The standard deviations are identical: σ σx y

Hypotheses Two-sided:
H Dx y0 : µ µ− =

H DA x y: µ µ− ≠

Left-sided:
H Dx y0 : µ µ− ≥

H DA x y: µ µ− <

Right-sided:
H Dx y0 : µ µ− ≤

H DA x y: µ µ− >

Test statistic
t x y D

s
n nf
x y


− −


1 1

 is t f( ) -distributed

p-value p P T t= ≥2 ( ) p P T t= ≤( ) p P T t= ≥( )

where T is t f( ) -distributed
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Hypothesis Test 7.8

Test for the difference between two proportions (z-test)

Prerequisites n p px x xˆ ( ˆ )1 9− >  and n p py y yˆ ( ˆ )1 9− >

Hypotheses Two-sided:
H p p Dx y0 : − =

H p p DA x y: − ≠

Left -sided:
H p p Dx y0 : − ≥

H p p DA x y: − <

Right-sided:
H p p Dx y0 : − ≤

H p p DA x y: − >

Test statistic

z
p p D

p p
n

p p
n

x y

x x

x

y y

y


− −

−


−

ˆ ˆ

ˆ ( ˆ ) ˆ ( ˆ )1 1

is approximately located n(0,1) distributed

p-value p z= −2 1( ( ))Φ p z= Φ( ) p z= −1 Φ( )

If D  0 in the above test, the test can be improved using the following:

Hypothesis Test 7.9

Test for the difference between two proportions (z-test)

Prerequisites n p px x xˆ ( ˆ )1 9− >  and n p py y yˆ ( ˆ )1 9− >

Hypotheses Two-sided:
H p px y0 : 

H p pA x y: ≠

Left-sided:
H p px y0 : ≥

H p pA x y: 

Right-sided:
H p px y0 : ≤

H p pA x y: 

Test statistic

z
p p

p p
n n

x y

x y


−

− +

ˆ ˆ

ˆ ( ˆ )( )0 01 1 1
 , where p̂

x y
n nx y

0 

 ,

is approximately located n(0,1) distributed

p-value p z= −2 1( ( ))Φ p z= Φ( ) p z= −1 Φ( )
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Hypothesis Test 7.8

Test for the difference between two proportions (z-test)
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Left -sided:
H p p Dx y0 : − ≥

H p p DA x y: − <

Right-sided:
H p p Dx y0 : − ≤

H p p DA x y: − >

Test statistic

z
p p D

p p
n

p p
n

x y

x x

x

y y

y


− −

−


−

ˆ ˆ

ˆ ( ˆ ) ˆ ( ˆ )1 1

is approximately located n(0,1) distributed

p-value p z= −2 1( ( ))Φ p z= Φ( ) p z= −1 Φ( )

If D  0 in the above test, the test can be improved using the following:
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Hypotheses Two-sided:
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Left-sided:
H p px y0 : ≥

H p pA x y: 

Right-sided:
H p px y0 : ≤

H p pA x y: 

Test statistic

z
p p

p p
n n

x y

x y


−

− +

ˆ ˆ

ˆ ( ˆ )( )0 01 1 1
 , where p̂

x y
n nx y

0 

 ,

is approximately located n(0,1) distributed

p-value p z= −2 1( ( ))Φ p z= Φ( ) p z= −1 Φ( )
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The selected questions are shown in figure 8.1 below:

Figure 8.1: Extract from the questionnaire

1. Are you a man or a woman?
  Man   Woman

2. How old are you?
 Give your age: 

3. Where are you studying?
  Harbour Road   Louise Street

4. Do you have your own car?
  yes   No

5. How satisfied are you with the parking facilities?
  Very dissatisfied  Dissatisfied
  Satisfied   Very satisfied

As we can see, the business college consists of two departments; one 
located on Harbour Road in the middle of town and the other on Louise 
Street in an industrial area.

Data from the 100 questionnaires was encoded into Excel, see figure 8.2. 
Besides the answers to the 5 questions, there is an extra field, No., which 
is a unique number that is assigned to each completed questionnaire during 
encoding. This will, amongst other things, make it easier to refer back to 
a questionnaire if later in the data analysis we find that there are typing 
errors, or perhaps that the questionnaires hold further interesting informa-
tion that was not previously entered, such as answers to open questions.
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Figure 8.2: Encoded data

The idea behind a pivot table is shown in figure 8.3 below. This figure is taken 
from an OpenOffice Calc spreadsheet and shows an excellent way of construct-
ing a pivot table.

Figure 8.3: The design of a pivot table
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A pivot table should consist of row fields, column fields, data fields and possibly 
page fields. These simply contain a question from the questionnaire, so that 
if a question is chosen as the column field, the table is divided vertically for 
potential answers to this question. The same corresponds to the row fields. Data 
fields are also questions, but in these the sums of all response values for the 
respondents who belong in that cell are shown as a starting point for the sum.
 Figure 8.4 shows the result. Question 1 is column field, question 3 is a row 
field, and the sequence number No is the data field. It is seen that the sum 
of all serial numbers of respondents with 0 in question 1 and 0 in question 3 
is 1253. This information is not always relevant, but we can change the data 
field to show, for example, the number, the average, or the spread of the data 
field.
 In figure 8.5 a pivot table with the amount of No is shown, giving us a so-
called frequency table, and figure 8.6 displays the average age (question 2 as 
a data field).

Figure 8.4: Construction of a pivot table, sum of No
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Figure 8.5: Construction of a pivot table, the amount of No

Figure 8.6: Construction of a pivot table, the average age

Finally, by using the page field we can obtain a filter effect in which only the 
respondents who have the specified value for a question in the page field are 
included in the calculations.
 Pivot tables are a very flexible and useful tool, and it is recommended to 
read spreadsheet related literature and to also try them out.
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Finally, by using the page field we can obtain a filter effect in which only the 
respondents who have the specified value for a question in the page field are 
included in the calculations.
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The following hypothesis test can answer this question.

Hypothesis Test 8.1

Goodness-of-fit test for representativeness

We have a sample with N observations divided in k categories. The observed number in 
each category is O1, O2, ..., OK.
We expect that the probability of being in category i is qi .

Prerequisites
All expected values E Npi i  3

Hypotheses H0 :  For all i is p qi i

HA :  For at least one i is p qi i≠

Test statistic

Q
O E
E

i i

ii

K


−


∑ ( )2

1

p-value p P Q= ≥( )χ 2

where χ
2
 is χ

2 1( )k −  distributed

This test has the assumption that all categories must have at least 3 expected 
observations; i.e., Ei > 3. This is because the test statistic Q only approximately 
follows the so-called c2 distribution, but when the assumption is maintained, 
this approximation is good.
 If we have categories with an expected number of less than 3, the above 
test can not be readily used – there is a risk that the approximate p-value is 
too small, and therefore more Type 1 errors are committed than real significance 
would suggest. However, this means that in situations where the null hypothesis 
still can not be rejected, the assumption is less critical than usual.
 If the assumption is not maintained, a second possibility is to group differ-
ent categories together, so that their added expected number will be higher 
than 3.
 Here we can either place small categories with larger related categories, or 
group all the small categories together. This works fine, but be careful, because 
at this point we no longer have the original null hypothesis under investigation.
 The reader should note that many older text books have the assumption 
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1518: GOODNESS-OF-FIT TESTS

Hypothesis Test 8.2

Goodness-of-fit test for independece in a contigency table

We have a sample with N elements grouped into rc categories in a contigency table.
We want to test whether or not there is independence between the ‘horizontal’ and 
‘vertical’ category classification

Prerequisites

All expected values E
C R
Ni j
i j

,   3

Hypotheses H0 : There is independence between the two category divisions

HA : There is no independence

Test statistic

Q
O E
E

ij ij

ijj

c

i

r


−


∑∑

( )2

11

p-value p P Q= ≥( )χ 2

where χ
2
 is χ

2 1 1(( )( ))r c− −  distributed

Example 8.8

We can now complete the study of example 8.7. The null hypothesis is

H0: There is independence between age and preferred soft drink

The calculations are performed most easily in Excel and are shown in table 
8.5. We work with three copies of the table: The upper part contains the 
observed frequencies, the middle part contains the expected frequencies 
and the lower part contains the figures (Oi.j – Ei.j)2 / Ei.j.

It is recommended to first create the upper part of the table with the 
observed values and take the trouble to calculate the row and column 
totals in Excel, although they may already be calculated into the reported 
material. This way we can easily see if we have made any entry errors.
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158 MARKET RESEARCH AND STATISTICS

Figure 9.1: Differences between quantitative and qualitative analyses

Qualitative Quantitative

Purpose Understand the underlying 
motivation and reasons

Quantify data and project 
it onto the universe

Sample Small, non-representative Large, representative

Data collection Unstructured
Can be done both individually 
and with several respondents

Structured
Always individual respondents

Data analysis Non-statistical Statistical

Result Understanding Final recommendations

As observed, the difference between the two types of analyses means that the 
operational implementation; the sample, the data collection, and the subse-
quent data analysis will be very different depending on whether the analysis is 
quantitative or qualitative.
 The quantitative analysis is often based on a large and representative sample, 
which is a necessary prerequisite in projecting the results to the whole popula-
tion or target group. At the same time the collection of data and interviewing 
of respondents is structured and presented in a very solid framework. The data 
analysis is statistical in nature; it is about figures and values that are treated 
and processed statistically.
 Finally, it is often the case that results from quantitative analyses culminate 
in the final recommendations of specific measures of a marketing nature.

On the other hand we have qualitative analyses in which the sample sizes and 
the representativeness are not crucial. Most qualitative analyses are carried out 
with a decidedly non-representative sample where the geographical distribu-
tion is often small. This has no negative impact on the study or results, since 
a qualitative analysis it is not about establishing representativeness but about 
including as many views, attitudes, opinions, and associations as possible. At 
the same time the non-representative selection means that we can not quan-
tify the results, even if the number of respondents in a qualitative analysis 
may reach a number that one usually would consider as being acceptable for 
a quantitative analysis.
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160 MARKET RESEARCH AND STATISTICS

may therefore be somewhat more variable than the interview in the very tightly 
structured quantitative analysis.
 There may be considerable variations in the course of the interview stage of 
qualitative analyses. This is not only due to the fact that the interviewer/mod-
erator is only “guiding” the respondents asking questions designed for further 
discussions. Another important factor is that in qualitative analyses several 
respondents are often interviewed at the same time. This is carried out using 
so-called “focus groups” (more on this later). The idea is that respondents, when 
assembled in a suitable group (8-10 people) of a fairly homogeneous character, 
inspire and motivate each other in the process. The mutual interaction between 
the respondents, which is completely forbidden in quantitative analyses, is not 
only permissible, but most desirable in qualitative analyses. The type of qualita-
tive analysis where several respondents are being interviewed simultaneously 
(focus groups) are by far the predominant part of the qualitative analyses.

Figure 9.2: Organisation of a focus group

It is obvious that the processing of results (respondents’ responses) in a qualita-
tive analysis is not done using statistical methods. As a whole it has nothing 
to do with statistics. This does not mean, however, that the interpretation is 
not easier; in fact the contrary is the case. In a process where respondents are 
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1639: QUALITATIVE ANALySES

quotes from the qualitative interviews. In most cases the moderator presents 
the report to the analysis buyer along with the results.

Types of Qualitative Analyses
Within qualitative analyses we operate with different types of analyses, depend-
ing on their practical implementation. The basic distinction is between analyses 
where we interview several respondents at one time and the methods where 
we interview individually. Within these two different types we talk about focus 
groups and in-depth interviews respectively.

 The figure below shows the basic types of qualitative analyses.

Figure 9.3: Types of qualitative analyses

The following section examines these types.

Qualitative research

Focus groups

“Ordinary” focus groups

Small groups

Extended groups

In-depth interviews

Duo interviews

Workshops
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CHAPTER 10

Reporting & Follow-Up 
on the Analysis

Regardless of how accurate and timely market research is conducted and how 
pleased one is with the method, design, and formulation of questions, the study 
is only an instrument to initiate and improve decisions within organisations 
and companies.
 This means that a very important part of the analysis process is the dissemina-
tion of results. It is rare that the same person conducts the assessment process 
and processing of results and makes marketing and management decisions. 

Therefore the analytical work has not ended when the results are collected and 
made ready. The final stage is communicating and getting the results related to 
the complex problems that were the reasons for launching the study in the first 
place. Typically the responsible consultant at the market research agency or a 
company’s internal analysis manager/analysis controller transmits the results 
to the people responsible in marketing or management who then decide and 
act upon the results.

Figure 10.1: From marketing issues to analysis

Issues

Information requirements

Solutions

Issues

Information requirements

Solutions

Marketing Research
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172 MARKET RESEARCH AND STATISTICS

• Detailed tables, often frequency- or cross tables9

• A graphic presentation of the results
• A written conclusive summary/recommendations.

Often we work with pivot tables. To pivot means “to rotate about a fixed point”. 
Pivot tables work with rows and columns, and in programs like Microsoft Excel, 
you can change the calculation parameters and layout, while the calculation 
of the data remains unchanged. you find more on pivot tables in chapter 8.
 The further “down” the list we move in the reporting process, the more the 
results are disseminated with a general and broader overview. If the reporting 
form is data files, it will require insight, knowledge and software to compute the 
results in order to make them become usable. The opposite relates to written 
interpretative summaries, recommendations, and advice, since these reporting 
forms lie close to the specific marketing issues.

Graphic Presentation
An essential element in the presentation of quantitative market research is the 
graphic illustration. Often we see results presented graphically, but without a 
proper link between performance and the type of illustration used.
 The following summarises the principal ways of presenting analysis results 
and the graphic forms that are most appropriate.

Pie Charts
A widely used form of graphical representation is pie charts. The “pie” illustrates 
proportions; i.e., how much of a total population or target group that has a 
specific characteristic; e.g., how often one eats breakfast.

Figure 10.2: Example of a pie chart

9  See Chapter 8.

No children in 
the household

1 child

2 children

3 or more children

35%

22%12%

31%
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17310: REPORTING & FOLLOW-UP ON THE ANALySIS

Histograms
Another very common graphic form is histograms or “bar charts”.

Figure 10.3: Example of a histogram: Percentage of housewives who have tried 
certain washing powder brands within the last year (figures are fictitious)

In a histogram the frequency of an occurrence is shown. In figure 10.3 the bar 
chart illustrates how large proportions of housewives who have tried a series 
of washing powder brands.
 Bar charts can also be displayed horizontally. In some situations this makes 
them easier to understand, especially if they are sorted so that they appear in 
descending or ascending order. figure 10.4 illustrates this.
 Another type of bar chart is a chart in which each bar is divided into smaller 
parts. This allows differences in different target groups to be shown in an easy 
and orderly manner.
 Often we see that histograms/bar charts are used to show progress. In these 
cases, each bar corresponds to one period of measurement; e.g., “January”, 
“February” and “March”.
 However, it is considered more appropriate and accurate to show a temporal 
development using line charts. These are used very often in tracking studies; 
i.e., where a particular parameter is measured at regular intervals. An example 
of a tracking study is measuring the effect of a communication effort; e.g., a 
television advertising.
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174 MARKET RESEARCH AND STATISTICS

In figure 10.6 it is shown how “communication awareness” has evolved over time. 
The figure contains different calculated values such as “Base Level”, “GRP” and 
“Model”; all elements used to highlight the communication effect (see also Mill-
ward Brown’s homepage http://www.millwardbrown.com/Sites/millwardbrown/).
 In addition to these types of graphics, we have variations of pie charts, 
histograms and line charts as well as numerous other types of graphics that 

Figure 10.4: Washing powder brands tried within the last year (figures are ficti-
tious)

Figure 10.5: The proportion of men and women who prefer respectively, solid 
and liquid hand soap (figures are fictitious)

Tried the brand in question within the last 12 months
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Prefer liquid hand soap

Don’t know

45% 40% 15%

75% 21% 4%
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17510: REPORTING & FOLLOW-UP ON THE ANALySIS

can be used in order to illustrate the significant findings of a market research 
study.

Be in Control of Your Analysis
If you have planned and understood the implementation of a study, it is assum-
able that you are in control of the essential methodological elements such as 
sampling, question formulation, and data checking.
 yet it is often a good idea to review the analytical method, to check the 
sample and to carry out checks on the material.
 In many cases the study is carried out by external research agencies, and this 
fact stresses the need for the company (who buys the study) to pay attention 
to the possible sources of error and bias which may affect the results.
 It is therefore crucial for the purchase of a study that in reporting the pur-
chaser is given a thorough description of the methods with a review of the 
sample, the selection and the final (used) questionnaire. This is the only way 
to get the necessary assurance that the analysis is performed properly and as 
planned. It is usually not a problem, since most research agencies draw up good 
and detailed descriptions of the method in their analyses.

Figure 10.6: Graphic from the Millward Brown tracking system DYNAMIC TRACKING

Source: Andersen (2007)
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176 MARKET RESEARCH AND STATISTICS

Back to the Marketing Issues
When the study is planned, executed, processed, and presented, it often hap-
pens that the company is left with the question, “What did we get out of it?”
 Hopefully the answer is that decision makers in the company are a little 
wiser concerning the marketing issues that they initially faced and needed to 
resolve. Analysis results will need to be converted into solutions to the issues 
involved in marketing.

Figure 10.7: Market research in a marketing frame of reference

Source: Jobber (2007)

Sometimes the results are so clear that they very consistently point to a par-
ticular solution or decision in terms of marketing.

Example 10.1

A manufacturer of chocolate wanted to launch a new variant of white 
chocolate of its own very well-known brand. The company had the choco-
late produced externally (by other chocolate makers) and had three dif-
ferent flavours to choose from.

Marketing Environment Marketing Information Marketing Decisions
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Customers

Competitors

Suppliers

General
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Conditions (PEST)

Marketing 
Information 

System

Internal data

External data

Market Research Study
- Continual analyses
- Ad hoc analyses

Strategic

Products and markets
Competitive strategy

Tactical

Marketing mix
Marketing plan
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Implementation
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17710: REPORTING & FOLLOW-UP ON THE ANALySIS

At the same time the manufacturer considered “modernising” the pack-
aging, since the existing packaging; i.e., layout, logo, and colours, had 
become somewhat outdated. Initially, the new updated design would be 
used on the new white chocolate variant.

Then the three flavours and four different packaging designs were tested 
in a product test (hall-test). The results were as follows:

Figure 10.8: Results of flavour and packaging tests

  Preferred flavour variant:

  A B C

Total 21% 16% 63%

Men 20% 10% 70%

Women 19% 4% 78%

  Preferred packaging design:

  1 2 3 4

Total 6% 12% 25% 57%

Men 13% 3% 19% 65%

Women 2% 20% 35% 43%

From the above results it can be seen that flavour variant C is clearly pre-
ferred by both men and women, while packaging design 4 is the preferred 
choice. Here the results are not quite as decisive because design 3 is pre-
ferred by almost as many women (35 percent vs. 43 percent) as design 4.

Studies specifically designed to support a simple choice between several pos-
sible alternatives, can often give very clear results.
 If it is a case of a study where, to a large degree, the scope reflects the 
target groups’ attitudes, opinions and behaviour, the marketing related conse-
quences are often not so straightforward. In the example of customer satisfaction 
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