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What are SNAP and XSight and how will
they help you?

SNAP is a user-friendly program for marketing
research, providing you with help to design surveys,
create questionnaires, prepare data for analysis, collect
data and to perform analyses. This powerful survey
software is an industry standard that has been helping
researchers and educators in more than 50 countries
for over 20 years.

SNAP consists of a core product, Snap Professional,
and specialist modules that may be added to extend its
capabilities to surveys via the Internet, Personal Digital
Assistants (PDAs), scanning and telephone interviewing.

You will find direct references to the use of SNAP in
Chapter 10 (Survey and quantitative observation tech-
niques), Chapter 13 (Questionnaire design), Chapter
17 (Data preparation) and Chapter 18 (Frequency
distribution, cross-tabulation and hypothesis testing).

XSight is new qualitative data analysis software,
customised for marketing researchers.

Conventional qualitative data analysis software was
designed for and used mainly by academic researchers.
XSight was designed for marketing researchers by
marketing researchers who understood the particular
problems faced by their profession.

Created by QSR International (whose product NVivo
is reviewed in Chapter 9, Qualitative research: data
analysis), a qualitative research software company with
years of experience in developing solutions to a wide
array of research problems, XSight is seen as a break-
through tool for every qualitative marketing researcher.
It will enable you to explore unstructured qualitative
data gathered via focus groups, interviews or open ended
surveys much more easily. This will allow you much
more time to devote to the real art of qualitative research
— interpretation.

With XSight you will be able to compile, compare
and make logical connections in qualitative data
almost instantaneously. It can help you identify even
the most subtle data patterns.

Using SNAP and XSight

With the enclosed free trial version of SNAP, simply
install it on your personal computer at a time that’s con-
venient. You'll then be able to design a ‘mini-survey’ of
up to 9 questions and up to 25 respondents. You'll also
be able to see examples of much larger surveys designed
with SNAP. There is no time limit to the use of SNAP.

With XSight, again simply install it on your personal
computer at a time that’s convenient and you'll be able
to enjoy the full suite of XSight features. You’ll be able
to use XSight for a period of 90 days once you’ve
installed it.

Once you have experienced the benefits of using
SNAP and XSight, they will become integral to your
work in the design, data collection and analysis of
quantitative and qualitative data. Working without
them may become inconceivable.

To use the CD:

1. Put the CD in your machine.

2. When prompted, input the password printed on
the CD.

3. Follow the instructions on screen.
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Being a marketing researcher is a very creative task. This creativity is nurtured by an
environment that makes many demands on the researcher. They must be able to cope
with the technical challenges to plan, gather, analyse and interpret information. They
must be aware of the challenges faced by the array of decision-makers who trust
sound marketing research. They must be able to empathise with the people they aim
to question and observe, and to treat them with care and respect.

Trying to develop the technical skills and to balance an appreciation of decision-
makers and respondents may seem daunting. Finding the confidence to conduct
research and to interpret the findings may seem difficult with so many options to
consider. This is where we believe Marketing Research, An Applied Approach, 2nd
European edition can help. Founded on the enormously successful US editions and the
Ist European edition, this text aims to be comprehensive, authoritative and applied.
This edition includes an array of European and international examples, practices and
illustrations. It portrays a balance of qualitative and quantitative approaches to con-
ducting research that allows the creative support of decision-makers. It will guide the
reader through the challenges faced in conducting marketing research of the highest
quality. This is achieved through an appropriate blend of scholarship with a highly
applied and managerial orientation.

Marketing Research: An Applied Approach

The book is written for use at both the undergraduate and postgraduate levels. The
coverage is comprehensive and the depth and breadth of topics are well suited to both
levels. The material is presented in a manner that is easy to read and understand.
There are numerous diagrams, tables and examples to help explain and illustrate the
basic concepts. If you would like to explore a particular topic in more depth, there are
numerous references to follow a line of enquiry. The Web addresses presented
throughout allow for further illustration of ideas and, in many instances, demonstra-
tion versions of software. The Companion Website (www.pearsoned.co.uk/
malhotra_euro) presents more European case studies, projects based on the book’s
running case and annotated Web addresses linking directly to relevant Internet
resources. It also now includes a Professional Perspectives section that details more
practical applications and issues facing the marketing research industry.

Marketing research is defined as a topic with a clear demonstration of how it may
support effective decision-making. The limitations of marketing research are recog-
nised, as are other means of information support that decision-makers turn to. The
process of conducting marketing research is described in six stages. Each of these
stages is fully described and illustrated. Working out an approach and research design
is discussed as a foundation to administering techniques. The justification for the use
of qualitative and quantitative techniques is made, with a demonstration of how they
can mutually support each other. The administration of a broad range of qualitative
and quantitative techniques is presented. Sampling issues for both qualitative and
quantitative studies are discussed. Issues of ensuring the quality of data and preparing
for data analysis are covered. Qualitative data analysis is discussed in detail.
Quantitative data analysis, from simple descriptive statistics to sophisticated multi-

xiii
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variate techniques, is worked through in seven chapters. Presenting research findings
in both oral and written formats is covered, with an emphasis on ensuring that the
interpretation of research findings really supports decision-makers. Applications of
marketing research in an international context are tackled in most chapters; this vital
topic also has a distinct chapter in its own right. The ethical practice of marketing
research and the dilemmas that researchers face is also tackled in most chapters. The
impact of the Internet and IT on marketing research is integrated throughout the text
but also dealt with at the end of each chapter.

Being an excellent marketing researcher requires an appreciation and continual
practice of all the elements discussed in this text. This book firmly sets you on that
path of creativity and excellence.

New for the updated 2nd European edition

New chapter

There is a new chapter in this 2nd edition update, entitled ‘Business-to-business (b2b)
marketing research’. Throughout the text there are many examples of the successful
use of marketing research set in the context of b2b relationships. As marketing
research is obviously used in b2b contexts, we start by questioning whether there is
any real distinction between b2b and consumer marketing research. We examine the
differences between b2b and consumer marketing and the impact these differences
have on the way b2b marketing research is applied. There are very distinctive chal-
lenges faced by the b2b marketing researcher in terms of sampling, gaining access to
respondents and formulating research designs. We felt that a distinctive chapter was
warranted for this large and most challenging sector of the marketing research indus-
try. b2b marketing research also deserves attention in that all manner of
organisations, agencies and consultants have found great rewards in the practice of
‘business research’. The practices of these organisations, especially those that conduct
competitor intelligence, challenge our notions of what marketing research is or
should be, in a world where marketing decision-makers continue to seek information
support from a burgeoning array of sources.

CD demonstration software

The CD that accompanies this edition contains demonstration software for quantita-
tive and qualitative researchers.

m Snap8 (www.snapsurveys.com) is powerful user-friendly software that has driven
standards in survey design and analysis in the marketing research industry for over
20 years. It is now used in over 50 countries worldwide. With Snap8, questionnaires
can be created and published for surveys that use paper, Web, email, computer
assisted personal and telephone interviews. It then offers options to key or scan
data or even to collect data automatically. Survey results can be analysed, statistics
calculated and tables and charts produced. These features briefly summarise how
the software helps to manage a great array of survey designs. By working through
the demo, the detail of support in survey design, i.e. the array of functions avail-
able, will become apparent. The demo will bring to life the challenges to
questionnaire and survey designers and the solutions they use in practice.

m XSight (www.gsrinternational.com) is a new product that offers customised data
analysis software for qualitative marketing researchers. The software has been
developed by QSR International who are world leaders in qualitative research soft-
ware as used in a variety of applications. Academic marketing researchers that use
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qualitative analysis software would be familiar with QSR’s NVivo package, which
we discuss in Chapter 9. In this chapter, we discuss why for many practitioner qual-
itative marketing researchers, manual methods or basic computer-based methods
have been the norm. XSight has been developed in close consultation with practi-
tioner marketing researchers to bridge the gap between the packages designed for
the needs of academics and traditional manual methods. The demo will bring to
life the challenges faced by qualitative researchers in the amount and nature of
qualitative data they may collect and how they make sense of that data.

New for the 2nd European edition

Revisions to existing chapters

We have retained the most desirable features of the first three US editions and the first
European edition, according to our readers and reviewers. In all chapters that tackle
quantitative techniques and analysis, none of the well-regarded material has been lost.
Changes have been made to improve the clarity of explanations, with many new
examples and updated references. Measurement and scaling, once covered in two
chapters, is now covered in one chapter. This has been done, without losing any of
the substantive explanations, by reorganising and simplifying the approach.
Developments in the use of databases have made substantial changes in how decision-
makers are supported. These developments are tackled in the major revisions to the
chapter that covers internal secondary data and the use of databases. In the chapter
devoted to depth interviewing, laddering and repertory grid techniques are described
and illustrated.

All chapters have benefited from more up-to-date references and, where appropri-
ate, more relevant examples that reflect the European and international focus. Many
new questions that probe issues in more depth have been added to the end of each
chapter.

New chapters

There are two new chapters in this edition. The first is entitled ‘Qualitative research:
its nature and approaches’, and the second is ‘Qualitative research: data analysis’. This
means that this edition has a more balanced approach to qualitative and quantitative
marketing research. The text now devotes four chapters to the very important areas of
understanding why qualitative research is conducted, group techniques, individual
techniques and the manner in which qualitative data is handled and interpreted.

Qualitative and quantitative research should be viewed as complementary.
Unfortunately, many researchers and decision-makers do not see this, taking dog-
matic positions in favour of either qualitative or quantitative research. The defence of
qualitative approaches for a particular marketing research problem, through the posi-
tive benefits it bestows and explaining the negative alternatives of a quantitative
approach, should be seen as healthy, as should the defence of quantitative approaches.
Business and marketing decision-makers use both approaches and will continue to
need both. The first of the new chapters should help readers to appreciate these posi-
tions and understand why decision-makers use and trust both qualitative and
quantitative approaches.

The second new chapter on qualitative data analysis will help researchers cope with
the wide array of data that can be generated from qualitative techniques. Working
with data ‘beyond numbers’ means qualitative analysis has less structure and fewer
rules, and this chapter helps the researcher to cope with the data generated.

XV
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Web links

The pace of new technological developments in the marketing research industry is
breathtaking. Trying to keep up with them is a thankless task. It can be guaranteed that
as soon as any publication hits the shelves, much material on technology can be out of
date. Many of the new developments that have a demonstrable impact on the practice
of marketing research, especially through the use of the Internet, have been incorpo-
rated into each chapter. In the new Professional Perspectives section, which appears on
the Companion Website (www.pearsoned.co.uk/malhotra_euro), further illustrations of
technological developments are presented. To maintain the currency of technology, the
Web addresses of the major research associations, national statistical bodies, and
research organisations are presented. The Web addresses of major suppliers of qualita-
tive analysis packages, questionnaire design, survey processing and statistical analysis
are also presented. Care has been taken to choose those where good case illustrations
and demo versions are available, in a variety of formats to suit individual users.

Photography

The photographs that accompany any management textbook may be perceived as
trivial and mere adornments. I do not take this view. I see textbook photographs as a
means to encapsulate the essence of a subject and its challenges. In putting together
the photographs for this edition, I wanted images that portray the creativity and the
fun that can be experienced in marketing research. Some of the images in this edition
have a serious intent, linking a particular image to concepts and aiding the recall of a
concept. Others are there to lighten the sometimes difficult technical passages. In their
own right, each image has many technical and artistic merits.

Companion Website

The Companion Website, at www.pearsoned.co.uk/malhotra_euro, has been updated to
reflect the changes in this edition. There are new European case studies with discus-
sion points and questions to tackle. All the referenced Websites in the text are
described with notes of key features to look for on a particular site.

For the lecturer

Instructor’s Manual. The Instructor’s Manual is very closely tied to the text, but is
not prescriptive in how the material should be handled in the classroom. The manual
offers teaching suggestions, answers to all end-of-chapter questions, Professional
Perspective discussion points and case study exercises.

Solutions. Very detailed suggested solutions to the end-of-chapter questions, to the
Professional Perspective questions and to the Web-based case studies. These solutions
assist lecturers in the development of examination papers and marking schemes.

Professional Perspectives. These 20 articles can be used as mini case studies and
discussion papers. Each Professional Perspective ends with two questions to initiate
debate.

PowerPoint slides. The PowerPoint slides are not just replicas of the figures and
tables from the text. Care has been taken to ensure that they are not packed with too
much information which would render them unintelligible in a lecture theatre.
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Professional Perspectives. There is a new and distinct section entitled Professional
Perspectives which is presented on the Companion Website. This section is made up of
20 articles written by leading practitioners, users and writers of marketing research.
They show an array of applications and how different techniques work together. They
reflect the realities of marketing decision-making and the nature of research support
required. As issues emerge in individual chapters, links are made to specific articles in
this section. However, these articles have been chosen for the variety of interconnected
issues they tackle; they are written to illustrate more than one point. As well as develop-
ing issues in individual chapters, they can be used as case studies and as discussion
papers in their own right. Points to discuss are presented at the end of each article.

Weblinks. This section offers many further sources of support for any essay or project
work. Of particular note are the links to demo versions of a range of industry stan-
dard marketing research software packages.

Case studies. These are European in focus or relevant globally. Being longer than
the examples set in the text, these set the challenges of applying marketing research in
a broader context.

GlobalCash project. This section contains many of the key documents used to
manage the project from the initial brief and proposal through to examples of the
questionnaire and the data collected in an SPSS format. The questionnaire is pre-
sented in English, French, German and Spanish versions, enabling a vision of the
challenges faced in translating questionnaires. The GlobalCash documentation will
help with project work by showing how key documents help to manage the marketing
research process in a professional manner.
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GUIDED TOUR OF THE BOOK

Stage flowcharts ———

show which of the six
stages of the
marketing research
process the present
chapter fits into

developed

collection

Stage 4
Fieldwork or data

Measurement and scaling:
fundamentals, comparative
and non-comparative scaling

Objectives

After reading this chapter, you should be able to:

1 introduce the concepts of measurement and scaling and show
how scaling may be considered an extension of measurement;

2 discuss the primary scales of measurement and differentiate
nominal, ordinal, interval and ratio scales;

3 classify and discuss scaling techniques as comparative and non-
comparative and describe the comparative techniques of paired
comparison, rank order, constant sum and Q-sort scaling;

4 explain the concept of verbal protocols and discuss how they
could be employed to measure consumer response.
advertising;

5 describe the non-comparative scaling techniques, distinguish
between continuous and itemised rating scales, and explain
Likert, semantic differential and Stapel scales;

6 discuss the decisions involved in constructi
scales;

itemised rating

Objectives at the
beginning of each
chapter detail what
students should be
able to do after
reading the chapter

7 discuss the criteria used for scale evaluation and explain how to
assess reliability, validity and generalisability;

8 discuss the considerations involved in implementing the primary.
scales of measurement in an intemational setting;

9 understand the ethical issues involved in selecting scales of
measurement.

‘When you can measure what you are speaking
about and express it in numbers, you know
something about it’, - Lord Kelvin

An Overview summarises the topics
discussed in the chapter

Will your instrument
of measurement do
any better in revealing
consumer preferences
for soups?

Ovenview

Once the marketing rescarcher has a clear understanding of what they wish to under.
stand in their target respondents, they should consider the concepts of
‘measurement. These concepts are vital in developing questionnaires or ‘instruments
of measurement’ that will fulfil their research objectives in the most accurate manner.
This chapter describes the concepts of scaling and measurement and discusses four
primary scales of measurement: nominal, ordinal, interval and ratio. We describe and
illustrate both comparative and non-comparative scaling techniques in detail. The
comparative techniques, consisting of paired comparison, rank order, constant sum
and Q-sort scaling, are discussed and illustrated with examples. The non-comparative
techniques are composed of continuous and itemised rating scales. We discuss and
illustrate the popular itemised rating scales ~ the Likert, semantic differential and
Stapel scales ~ as well as the construction of multi-item rating scales. We show how
scaling techniques should be evaluated in terms of reliability and validity and con

sider how the researcher selects a particular scaling technique. Mathematically derived
scales are also presented. The considerations involved in implementing scaling tech-
niques when researching international markets are discussed. The chapter concludes
with a discussion of several ethical issues that arise in scale construction. We begin
with an example of how the use of different types of scale can give quite different
powers of analysis and interpretation.

Photographs encapsulate the essence
of the subject in a creative way

International marketing research shows how the

Marginal definitions ——

provide a summary of
key terms highlighted
in the text and are
repeated in the
Glossary at the back of
the book

topics discussed fit into an international context

Figure 3.2

research techniques

Exploratory research
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Conclusive research
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Figure 3.3
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Chapter 3 + Research design

Gontext or
envronment where
espondentis
/ auestoned \
[ v
Nature of issve
uner investgation, Nature of
25 perceied by respondent
dert
edge bars. Thi 1d have helped the target resp relax, to develop a

better rapport with interviewers and other respondents, and to think more about the
issues and express their feclings more clearly. If the interviews were conducted over
the Internet, the same levels of relaxation and rapport may not work. If the interviews
were targeted at older respondents, they may have felt very self-conscious in ‘leading-
edge bars, which may restrict their responses. Researchers therefore must understand
characteristics of respondents, how they react to particular issues and how they react
in different contexts or environments. These factors are illustrated in Figure 3.2,
which acts as a reminder of the understanding of respondents that researchers must
develop, in order to choose and apply the best research technique.

Research design classification

Research designs may be broadly classified as exploratory or conclusive (see Figure
3.3). The differences between exploratory rescarch and conclusive research are sum-
‘marised in Table 3.1

Research design

Exploatory design

Qultatve  Quantatie
egloation  exporation research rosearch

Conclusie design

Cross sectonal

I

Longiudinal
desien

Singe Multle
cross-sectional  cross-sectional

example

Intenational marketing research

International marketing research

The selection of appropriate interviewing techniques is much more difficult n for-
eign countries because of the challenges of conducting research there. Given the
differences in the economic, structural, informational, technological and socio-
cultural environment, the feasibility and popularity of the different interviewing
techniques vary widely. In the United States and Canada, for example, the telephone
has achieved almost total penetration of households. Consequently, telephone
interviewing is a dominant mode of questionnaire administration. The same situa-
tion exists in some European countries, such as Sweden. In many other European
counts the telep gets confused with “This
results in high refusal rates and scepticism of what the purpose of a survey is. In
developing countries, the problem with the telephone is the low number of house-
holds that have telephones.

Because of the low cost, mal interviews continue to be used in most developed
countries where lteracy is high and the postal system is well developed, for example
in Britain, Canada, Denmark, Finland, lceland, the Netherlands, Norway, Sweden
and the United States. In many parts of Africa, Asia and South America, however,
the use of mail surveys and mail panels s low because of illiteracy and the large
proportion of the population living in rural areas.

The following example illustrates how CAPI technology has developed to allow
consistent approaches to survey techniques across Europe. It shows that, by develop-
ing an appreciation of the cultural differences between countries,a rescarch design
can be builtthat all ang be conducted.

CAPIBUS Europe

“The concept of the Intemational Omnibus is not new; many research groups offer an interma-

tional senvice. In reaity, however, these have been litle more than brokering senices, bolting
with e real

Research Services Limited and the IPSOS group have tackled this problem by caling on the
benefts of CAPI technology 1o introduce CAPIBUS Europe, a weekl omnibus suney covering
the six major markets of Europe (Britain, France, Gemany, faly, Netheriands and Spain).

“The use of computer technology means that questionnaires can be scripted in one foca-
tion and ransitted electronically to other countries. While the need to ensure accurate
translation remains, the problems involved in having different questionnaire formas, classi-
fication systems and data maps are minimised. At the end of a project, data are again
transmitted electronically, to be aggregated by the lead agency in a standardised forma for
all markets. This can then be weighted to provide information on the European marke as
well as for each local martket,

Selection of survey techniques
No questionnaire administration method is superior in all situations. Table 10.4
presents a comparative evaluation of the major modes of collecting quantitative
data in the context of international marketing research. In this table, the survey
techniques are discussed only under the broad headings of telephone, personal,
‘mail and electronic interviews. The use of CATI, CAPI, electronic survey and mail
panels depends heavily on the state of technological development in the country.
Likewise, the use of street interviewing is contingent upon the dominance of shop-
ping centres in the retailing environment.

Examples pinpoint specific companies to
illustrate the points made




Ethics in marketing
research focus on the
ethical practice of
marketing research
and the dilemmas that
researchers face

Internet and computer ——
applications integrated
throughout the text as well
as at the end of each
chapter tackle the impact
of the Internet and IT on
marketing research

A Summary at the end of each chapter
lists the main points covered

Chapter 4 + Secondary data collection and analysis

R
Perspective

Ethics in marketing research

Possible ethical dilemmas exist when using internal or external secondary data.
‘Some ethical issues that are pertinent include:

® The unnecessary collection of primary data when the problem can be addressed
based on secondary data alone

& The use of only secondary data when primary data are needed

& The use of secondary data that are not applicable

® The use of secondary data that have been gathered through morally questionable

= Compromising the anonymity of customer details held on databases.

Aswas d din Chapter 2, y collection of expe data
gtz problem can beaddrssed wing only secondary data s unethical.
e, the researcher is using a more expensive method that is less appropri-
S T e e B e Tt e e
requires primary data collection could raise ethical concerns. This is particularly

if the researcher is charging a fixed fee for the project and the rescarch design
was not specified in advance. Here again, the researcher’s profit goes up, but at the
expense of the client.

“The researcher is ethically obliged to ensure the relevance and usefulness of sec-
ondary data to the problem at hand. The secondary data should be evaluated by the
criteria discussed earlier in this chapter. Only data judged to be appropriate should
be used.

Internet and computer applications

The World Wide Web as an online source of secondary data
‘The World Wide Web is a vital source of secondary data and intelligence for the
marketing rescarcher. The speed of the Internet can aid rapid problem diagnosis
and data collection at various stages of the research process. Given the global nature
of the technology, the Internet is a vital tool for the international marketing
researcher. Searching the Web is faclitated by using generalst search engines such
as Google, Yahoo! or AltaVista, which require a few keywords to get hundreds of
e
m government or b
e e e vy e xnpplln il datte
Information on the Web is of great value as generally it is current, though care must
be taken to note when Web pages have been updated. It should be noted that notall
secondary data on the Web is free. The Web may reveal the existence of data on a
partcular subject or industry, but emember the cots involvd in condicting qual-
ity research. Hence the Web may be used to give an awareness and a ‘taste’ of
secondary data but it does not necessarily mean ‘free’ data. See the Companion
Website for Professional Perspective 9 by Trevor Fenwick. Trevor's artcle
‘How online retrieval is devaluing research’ s a reminder of the quality issues of
secondary data gathered from the Internet

Chapter 13 + Questionnaire design

A questionnaire has three objectives. It must translate the information needed into a
set of specific questions the respondents can and will answer. It must motivate
respondents o complete the tevie. It must lso minimise esponie rror

igning a questionnaire is more of a craft than a science. This is primarily caused
by e interrelationship of stages and the trade-offs that questionnaire designers make
i balancing the sourc of dess, question purpose, actual questons and quesion
analyses. The steps involved in the questionnaire design process involve:

Specifying the information needed. Understanding what information decision-

Specifying the type of interviewing method. Understanding which means of elic-
ing the information will work best, given the research design constraints that the
researcher has to work with.
Determining the content of individual questions. Understanding the purpose of
each question and working out how a posed question may fulfl that purpose.
Overcomin the respondents .mbum and unvillngacss o ansver guestons
rocess ~ from their
pcrspcmvc Knowingwhat benchts they e from aking post i he slm’cy process.
s he questionstructure. Undertanding how individua questionshlp to
s nformation fom respondents and help them to express their feclings.
Choosing the queston wording, Understanding he meaning of words rom the
perspective of the respondent
Arranging the questions in a proper order. Understanding what ‘proper’ means
from the perspective of the respondent. Recognising that, as each question is
posed to a respondent and they think about their response, the respondent
changes. Information is not only drawn out of respondents, it is communicated
to them as each question is tackled.
Identifying the form and layout of the questionnaire. Understanding how in a
self-completion scenario the form and layout motivate and help the respondent
to answer the questions properly and honestly. Understanding how the form and
layout help the interviewer to conduct and record the interview.
9 Reproducing the questionnaire. Understanding how the professional appearance
of 8 Questionnaire affectsthe perceved credibilty and professonal sbilty of

-

rchers

Eliminatin problems by pilot testing, Understanding that no matte how much
experience the researcher has in designing questionnaires — the issues, respondent
characteristics and context of questioning make each survey unique — pilot-
testing is vital

1 What is the purpose of the questionnaire?

2 What expectations does the marketing researcher have of potential questionnaire
respondents — in terms of how they willreact to the experience of completing
questionnaire?

3 What does the marketing researcher have to offer potential questionnaire respon-
dents? Why should this question be considered?

4 How would you determine whether a specific question should be included in a
auestionnaire?

As issues emerge in individual chapters, links are
made to specific articles within the Professional
Perspectives section on the Companion Website

Questions test the
student’s understanding
of the chapter’s content

e

reduce such error

BEREB oo~

5 What are the reasons why respondents may be (2) unable to answer and (b) unwill
ing to answer the question asked?

Explain the errors of omission, telescoping and creation. What can be done to
rs?

Explain the concepts of aided and unaided recall.
What can a researcher do to make the request for information seem legitimate?
What are the advantages and disadvantages of unstructured questions?

What are the issues involved in designing multple-choice questions?

What are the guidelines available for deciding on question wording?

What s a leading question? Give an example.

What is the proper order for questions intended to obtain basic, classification and.
identifcation information?
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