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1. DESCRIPTION

Fundamentals of Marketing Research is a core third-year course which is taught during the
first term. This course aims at providing students with an understanding of marketing

research in any type of organization.

2. OBJECTIVES

This course introduces the student to the marketing research process and its implications
with marketing decision-making. In doing so, the course covers the following basic topics:
information and marketing; exploratory and descriptive research; qualitative and quantitative

methods; information analysis and report preparation. Specifically, the aim is for students to:

e Obtain a general perspective of marketing research discipline, identifying its core and
main areas, understand its basic principles and methods, establish connections
among topics, and learn marketing research terminology.

e Understand the role of marketing research both in an organisation and in society,
explaining how marketing research interacts with all the functional areas within
organisations.

e Become familiar with the main data analysis techniques and be able to apply them to
specific research problems.

e Learn how to plan, organize, and implement an entire marketing research project.

o Develop individual and team working abilities, improve communication skills, and
learn how to search and analyse different types of information resources.

e Analyse different marketing situations, understand the problems organisations may

face, and suggest surveys and actions for solving them.

3. TEACHING AND LEARNING METHODOLOGY

The methodology used to teach the theoretical concepts of this course combines
presentations by the lecturer with studying by the student of the recommended course book
and readings. Therefore, the lecturer will present the main theoretical topics, illustrating them
with up-to-date examples and developing some educational activities. Students could use the
course textbook to consolidate what has been explained. This task will also prepare the

student to solve the activities undertaken in practice classes.



These sessions will be devoted to the development of a real marketing research project that
will show the implementation of marketing research. Students must attend the practical
lectures and participate actively and regularly to fully understand the application of theoretical
marketing research concepts. Both individually and in groups students must do the activities

programmed and hand in the required reports.

4. COURSE OUTLINE

General course outline

PART 1: FOUNDATIONS OF MARKETING RESEARCH
Topic 1: Introduction to marketing research
Topic 2: Marketing research process

PART 2: RESEARCH DESIGN AND DATA COLLECTION
Topic 3: Exploratory research
Topic 4: Descriptive research
Topic 5: Questionnaire design
Topic 6: Measurement and scaling
Topic 7: Sampling and fieldwork

PART 3: DATA ANALYSIS
Topic 8: Producing a database
Topic 9: Basic data analysis and bivariate analysis

PART 4: REPORTING
Topic 10: Report preparation and presentation

Detailed course outline

TOPIC 1: INTRODUCTION TO MARKETING RESEARCH
1.1. Definition of marketing research
1.2. Classifications of marketing research
1.3. The role of marketing research in marketing information systems

TOPIC 2: MARKETING RESEARCH PROCESS
2.1. Problem definition
2.2. Approach to the problem
2.3. Research design formulation
2.4. Fieldwork
2.5. Data preparation and analysis
2.6. Results presentation

TOPIC 3: EXPLORATORY RESEARCH
3.1. Secondary data
3.2. Focus groups interviews
3.3. In-depth interviews
3.4. Projective techniques



TOPIC 4: DESCRIPTIVE RESEARCH
4.1. Observation methods
4.2. Telephone survey methods
4.3. Personal survey methods
4.4. Mail survey methods
4.5. Electronic survey methods

TOPIC 5: QUESTIONNAIRE DESIGN
5.1. Definition and objectives
5.2. Type of questions
5.3. Order of questions
5.4. Question wording
5.5. Coding
5.6. Pretesting

TOPIC 6: MEASUREMENT AND SCALING
6.1. Primary scales of measurement
6.2. Comparative scaling techniques
6.3. Non-comparative scaling techniques
6.4. Scale decisions
6.5. Scale evaluation

TOPIC 7: SAMPLING AND FIELDWORK
7.1. The sampling design process
7.2. Non-probability sampling techniques
7.3. Probability sampling techniques
7.4. Sample size determination
7.5. Data collection

TOPIC 8: PRODUCING A DATABASE
8.1. Introduction to SPSS
8.2. Filtering and recording of the data

TOPIC 9: BASIC DATA ANALYSIS AND BIVARIATE ANALYSIS
9.1. Data analysis strategy
9.2. Frequency distribution
9.3. Cross-tabulation
9.4. Hypothesis testing
9.5. Analysis of the variance

TOPIC 10: REPORT PREPARATION AND PRESENTATION
10.1. Importance of the report
10.2. Report format
10.3. Report writing
10.4. Oral presentation

5. RECOMMENDED READING
Main readings

Hair, J.F. Jr., Ortinau, D.J. and Harrison, D.E. (2021). Essentials of Marketing Research.
Fifth edition. McGraw Hill. New York.



Malhotra, N.K. (2015): Essentials of Marketing Research. A Hands-On Orientation. Pearson.

Boston.

Secondary readings

Malhotra, N.K. (2005): Basic Marketing Research. Prentice Hall. New Jersey.

Malhotra, N.K. y Birks, D.F. (2006). Marketing Research. An Applied Approach. Prentice
Hall. New Jersey.

Zikmund, W.G. (2007): Essentials of Marketing Research. Thomson/South-Western, Mason.

Additional reading and working materials both for the theoretical and practical course

contents may be provided by the lecturer.

6. COURSE ASSESSMENT

The course Fundamentals of Marketing Research will be assessed according to the following

criteria:

1. The overall grade of the course will be obtained by weighing the grades of the
theory and the practice assessments. The theory part will account for 5 points
and the practice part will also account for 5 points. Students must obtain a
minimum of 2.5 points in both parts to pass the course.

2. The theoretical part will be assessed by a written examination that will cover all
the topics of the course outline. Multiple choice questions and/or short questions
must be answered.

3. The practical part will be assessed by a written examination plus some reports.
The practice exam will account for 3 points. Students must answer short practical
questions on the marketing research process. Required reports will account for 2
points. (Notice: reports handed in without having attended the corresponding
session, or after the deadline, and additional reports, are not considered in
this course). In addition, students cannot retake this part. Finally, both the exam

and the reports must obtain a minimum of 50% of the maximum grade.

Alternatively, if a student cannot regularly attend the practice classes, a justification for a
suitably important reason must be provided, and he/she must sit a final practice exam
accounting for five points. If this applies in your case, please contact your lecturer within two

weeks after the beginning of the term (deadline 28 September 2022). Those students who do



not contact the lecturer, or do not properly justify non-attendance, must sit a final theoretical

exam accounting for 5 points and a practice exam accounting for 3 points.

7. LECTURES TIMETABLE AND OFFICE HOURS

Lecturer Manuel Cuadrado (Theory and practices 1 & 2)

Timetable Theory: Wednesday 12.30-14.00 (S109)
Practice 1: Thursday 12.30-14.00 (S404)
Practice 2: Thursday 9.00-10.30 (5406)
Office hours Tuesday 9.30-12.30 (1F08) previous email required
Online office hours

Email: Manuel.Cuadrado@uv.es

Exam date http://www.uv.es/economia

The exam will be on the official date already set by the faculty. An alternative date to sit the
exam will ONLY be provided by the lecturer if the exam is on the same day and at the same
time as another exam. No other reasons will be considered following the Faculty of

Economics guidelines.

8. COURSE SCHEDULE

THEORY PRACTICE
DAY | TOPIC DAY |ACTIVITY
14/09 | Presentation + Topic 1] 15/09 | Presentation
Students work on field research (mobile phone)
21/09 | Topic 2 22/09 | Departure situation
Students work on exploratory research (internet + databases)
28/09 | Topic 3 29/09 | Students work on secondary information (academic article)
05/10 | Topic 4 06/10 | Students work on research questions
12/10 | HOLIDAY 13/10 | Discussion of research questions
19/10| Study visit 20/10] Students works on research design and questionnaire
26/10 | Topic 5 27/10] Questionnaire
02/11 | Topic 6 03/11 | Questionnaire explanation
Students work on sampling
09/11 | Topic 7 10/11 ] Fieldwork
16/11 | Topic 8 17/11 | Fieldwork + SPSS (variables)
23/11| Topic 9 24/11 | SPSS (dataset production + data analyses)
30/11| Topic 9 01/12] SPSS (data analyses)
07/12| Topic 10 08/12] FESTIVITY
14/12 | Pilot exam 15/12 ] Students work on information analysis
21/12 | Syllabus adjustment ] 22/12] Students work on information analysis




9. ADDENDUM COVID-19

In the event of returning to stricter pandemic safety measures, classes will be adapted to the

rules determined by the Ministry of Education and the University.



GOOD AFTERNOON



LET”S START WATCHING A PICTURE






WHAT IS THIS?



A COOKIE



DO YOU LIKE COOKIES?



WOULD YOU LIKE TO HAVE ONE?



(EXCEPTION)



ENJOY



BETTER NOW?



LET ME NOW ASK YOU THE
FOLLOWING QUESTION



WHAT DO YOU THINK IS THE CONNECTION BETWEEN
A COOKIE AND THIS COURSE?



ANY IDEAS?



DIFFERENT OPTIONS



A CLUE









COOKIES
&
THIRD-PARTY COOKIES



Google



GATHERING INFORMATION TECHNIQUES



ANOTHER CLUE



HOW MUCH DID YOU LIKE THE COOKIE?



FROM 0 (NOTHING) TO.... 10 (VERY MUCH)



LET"S COUNT THAT AS LIKING



THE AVERAGE SCORE IS...



INFORMATION



INFORMATION ON PERCEPTIONS, LIKINGS,
OPINIONS...



INFORMATION

¥

MARKETING RESEARCH



FUNDAMENTALS OF MARKETING RESEARCH

Course outline

PART 1: FOUNDATIONS OF MARKETING RESEARCH
Topic 1: Introduction to marketing research
Topic 2: Marketing research process

PART 2: RESEARCH DESIGN AND DATA COLLECTION
Topic 3: Exploratory research
Topic 4: Descriptive research
Topic 5: Questionnaire design
Topic 6: Measurement and scaling
Topic 7: Sampling and fieldwork

PART 3: DATA ANALYSIS

Topic 8: Producing a database
Topic 9: Basic data analysis and bivariate analysis

PART 4: REPORTING
Topic 10: Report preparation and presentation

(3%



FUNDAMENTALS OF MARKETING RESEARCH

Recommended reading

Main readings

Hair, J.F.Jr., Ortinau, D.J. and Harrison, D.E. (2021). Essentials of Marketing Research. Fifth
edition. McGraw Hill. New York.

Malhotra, N.K. (2015): Essentials of Marketing Research. A Hands-On Orientation. Pearson.
Boston.

Secondary readings

Malhotra, N.K. (2005): Basic Marketing Research. Prentice Hall. New Jersey.

Malhotra, N.K. y Birks, D.F. (2006). Marketing Research. An Applied Approach. Prentice Hall.
New Jersey.

Zikmund, W.G. (2007): Essentials of Marketing Research. Thomson/South-Western, Mason.

Additional reading and working material both for the theoretical and practical course contents may
be provided by the lecturer.



FUNDAMENTALS OF MARKETING RESEARCH

Teaching methodology

THEORY

Theory classes will take place in Room S$109

Methodology: explanations + other resources:
(PowerPoint presentations, videos, reports, activities, etc...)

CO-CREATION



FUNDAMENTALS OF MARKETING RESEARCH

Teaching methodology

PRACTICE

Practice classes in Room S404 (P2) & S406 (P1)

REAL GROUP PROJECT



FUNDAMENTALS OF MARKETING RESEARCH

Course assessment

TOTAL GRADE: 10 POINTS

THEORY : 5 points (minimum 2.5 points )

Exam: multiple choice and/or short
questions

Practice : 5 points (minimum 2.5 points )

Group project: 3-4 reports (2 points)
Exam: practice short questions (3 points;
minimum 1.5 points)



FUNDAMENTALS OF MARKETING RESEARCH

Course assessment

VERY IMPORTANT (PRACTICE)

- If a student cannot attend regularly the practical classes because of important
reasons (officially and properly justified), he/she must sit a final practice exam
accounting for 5 points.

- In that case, students should contact the lecturer within two weeks (deadline 28
September 2021).

- Students who do not contact the lecturer before or do not properly justify non-
attendance must sit a final theoretical exam accounting for 5 points and a practice
exam accounting for 3 points.

- Reports handed in without having attended the corresponding session, or handed
in after the deadline, and any additional reports, are not considered in this course.



FUNDAMENTALS OF MARKETING RESEARCH

Course assessment

VERY IMPORTANT (FINAL EXAM)

- The exam will take place ONLY on the official date already set by the faculty.

- An alternative date to sit the exam will ONLY be provided by the lecturer if the
exam happens on the same day and at the same time as another exam (lower
course).

- No other reason will be considered following the Faculty of Economics guidelines.



FUNDAMENTALS OF MARKETING RESEARCH

Timetable and office hours

Lecturer

Manuel Cuadrado (Theory and practices 1 & 2)

Timetable

Theory: Wednesday 12.30-14.00 (S109)
Practice 1: Thursday 12.30-14.00 (S404)
Practice 2: Thursday 9.00-10.30 (5406)

Office hours

Tuesday 9.30-12.30 (1F08) previous email required
Online office hours
Email: Manuel.Cuadrado@uv.es

Exam date

http://www.uv.es/economia




FUNDAMENTALS OF MARKETING RESEARCH

Syllabus

All this info is available in the course syllabus
ALREADY UPLOADED IN THE AULAVIRTUAL

Please read it



TOPIC 1
INTRODUCTION TO MARKETING RESEARCH

1.1. Definition of marketing research
1.2. A classification of marketing research
1.3. The role of marketing research in MIS

Objective:

Define marketing research by explaining its nature and scope. Understand the
different ways of carrying out marketing research. Explain the role of marketing
research in decision support systems.

Bibliography:
Malhotra, N. K. (2015). Essentials of Marketing Research. A Hands-On Orientation. Pearson.
Boston.



DEFINITION OF MARKETING RESEARCH

The AMA formally defines marketing research as:

Systematic and objective identification, collection, analysis, dissemination, and use of
information for the purpose of improving decision making related to the identification

and solution of problems and opportunities in marketing

Aspects that are noteworthy

ACCURATE

INFORMATION

DATA
COLLECTION

METHODS




THE NATURE OF MARKETING RESEARCH

MARKETING

INFORMATION

Conftrollable
marketing
variables

* Product

* Pricing

e Promotion
* Distribution

Source: Malhotra (2004)

identification and satisfaction of consumer needs (VALUE)

needed to determine customer needs & implement mk strategies

e Consumers

Customer « Employees
groups * Shareholders
e Suppliers

1

Marketing research Uncontrollable
<«—>»| - Assessing information needs | ¢—— environmental
* Providing information
* Marketing decision making fOCTOFS
* Economy
. * Technology
Marketing » Competition
managers « Laws and regulation
* Social and cultural factors
* Market segmentation * Political factors

* Target market selection
* Marketing programs
* Performance and confrol



THE NATURE OF MARKETING RESEARCH

INFOMATION has become increasingly important for decision making

FACTORS that have increased the need for more and better information:
* Firms have become national and international
e Consumers have become more affluent & sophisticated
e Competition has become more intense

* Environment is changing more rapidly

MARKETING RESEARCH has to provide sound information

SOUND DECISIONS are not based on gut feeling, intuition, or even pure judgment



DO YOU AGREE WITH THIS LAST STATEMENT<



https://www.youtube.com/watch?v=w9PBs[.3uj9E



https://www.youtube.com/watch?v=w9PBsL3uj9E

AND NOW SOME QUOTATIONS



Albert Einstein (theoretical physicist who is widely considered one of the greatest physicists of all
time. Best known for the theory of relativity, Nobel Prize in physics for his explanation of the
photoelectric effect and ‘for his services to theoretical physics’.):

The only real valuable thing is intuition.

There is no logical way to the discovery of these elemental laws. There is only the way of intuition,
which is helped by a feeling for the order lying behind the appearance.

John Naisbitt (former executive with IBM and Eastman Kodak, American writer in the area of
futures studies. Author of several international best sellers like ‘Megatrends’and ‘Re-inventing the
Corporation’.):

Intuition becomes increasingly valuable in the new information society precisely because there is so
much data.

Alexis Carrel (French surgeon, biologist and eugenicist, Nobel Prize in physiology or medicine):
All great men are gifted with intuition. They know without reasoning or analysis, what they need to

know.
Intuition comes very close to clairvoyance; it appears to be the extrasensory perception of reality.



IS INTUITION RELEVANT<e



THE NATURE OF MARKETING RESEARCH

INFOMATION has become increasingly important for decision making

FACTORS that have increased the need for more and better information:
* Firms have become national and international in scope
e Consumers have become more affluent & sophisticated
e Competition has become more intense

* Environment is changing more rapidly

MARKETING RESEARCH must provide sound information

SOUND INFORMATION is relevant to make sound decisions, but in combination with
intuition or experience



A CLASSIFICATION OF MARKETING RESEARCH

MARKETING RESEARCH can be undertaken using various approaches or designs.
. A research design is a framework for conducting the marketing research project

. It involves several tasks: information needs; research techniques; questionnaires;
scaling; sampling; and data analysis

This serves for classifying marketing research into
a. Exploratory research
b. Conclusive research
1. Descriptive research

2. Causal research

Marketing research approaches

Exploratory Descriptive Causal




COMPARISON AMONG RESEARCH DESIGNS

EXPLORATORY

DESCRIPTIVE

CAUSAL

Objective Explore, discover Describe market Determine cause
ideas, provide characteristics or and effect
insights & functions relationships
understanding
Characteristics Flexible Pre-planned Manipulation of one
Versatile Formal (formulation or more
Often the front end of hypotheses) independent
Small & non- Structured design variables
representative Questionnaires Control of other
samples Large & mediating variables
representative
samples
Findings are
conclusive
Methods Expert surveys Secondary data Experiments

Pilot surveys
Secondary data
Qualitative research

Surveys
Panels
Observation




COMPARISON AMONG RESEARCH DESIGNS

DESCRIPTIVE RESEARCH can be further classified into:

. Cross sectional research: most frequently used design in marketing
research, involving the collection of information from a given sample only

once.

. Longitudinal research or panel: a fixed sample (normally remains the same

over time) is measured repeatedly on the same variables
RELATIONSHIP AMONG EXPLORATORY, DESCRIPTIVE, & CAUSAL RESEARCH:
1. When little is known about a problem, better to begin with ER
2.  ER should be followed by descriptive or causal research
3.  Noft necessary to begin every research with exploratory research

4.  ERis generally the initial step, but it can be the only one



THE ROLE OF MARKETING RESEARCH IN MIS

Marketing information system (MIS): is a formalised set of procedures for generating ,
analysing, storing, and distributing information to marketing decision-makers on a

ongoing basis.

Marketing research is part of the MIS since it only provides information on the basis of

ad hoc research.
The MIS obtains information through:
. Intfernal records
. Marketing intelligence

. Marketing research

All this information will be used in decision making



THE ROLE OF MARKETING RESEARCH IN MIS

INTERNAL
RECORDS

MARKETING
RESEARCH

Information generated
inside the organisation
(internal secondary data)

Information generated by any
source outside the
organisations with different
purposes (external secondary
dataq, big data)

Ad hoc information gathered
by the organisation or a
syndicated film or consultant
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EMPIRICAL RESEARCH

Purpose: TO GAIN DEEPER INSIGHT OF PEOPLE"S PERCEPTION OF ICON

Research questions:

What does the icon word mean to you?¢ (spontaneous recall)
Have you ever read it?

Do you know any celebrity on the cover?

Could you say what this magazine is about?

Guess possible sections in it



AL EFECTO VOLUNTARIADO

el simple gesto ,
de ALGUIEN COMOTU
previene conductas violentas

902 22 22 92
WWW.Cruzroja.es

RED CROSS ADVERTISING CAMPAIGN



EMPIRICAL RESEARCH

Purpose: ANALYSE THE ADVERTISING CAMPAIGN'S EFFECTIVENESS AMONG UNIVERSITY
OF VALENCIA STUDENTS

Specific objectives:

AWARENESS

Have students been aware of the RC advertising campaign? (spontaneous recall and suggested
recall)

Where (place) did they see it?

How (format) did they see it2

Could they describe the ad (message, images, institution, etc.)2

ASSESMENT

Does the ad catch people’s eye?

Do they like ite

Do they identify the ad with the Red Cross?

Does it fransmit the proper message?

How convincing/persuasive was the ad? Do people identify with the message/values?
How do people perceive Red Cross in comparison with other charities?

ETC.



WHICH IS THE TYPE OF THESE TWO PIECES OF
RESEARCH<



CONCLUSION:
INFORMATION (& INTUITION OR EXPERIENCE)
IS RELEVANT FOR MAKING DECISIONS



TOPIC 2
MARKETING RESEARCH PROCESS

2.1. Problem definition

2.2. Approach to the problem

2.3. Research design formulation
2.4. Fieldwork

2.5. Data preparation and analysis
2.6. Results presentation

Objective:

Learn the six steps of the marketing research process and understand the
importance of every decision

Bibliography:
Malhotra, N. K. (2015). Essentials of Marketing Research. A Hands-On Orientation.
Pearson. Boston. Chapter 2.



| AM GOING TO SHOW YOU SOMETHING



TI1S A CAMERA
(A PINHOLE CAMERA)



A PINHOLE PHOTOGRAPHY EXHIBITION

A pinhole photography exhibition was held at the Faculty of
Economics

Black and white photographs form an artistic experience similar to
cooking as the artists claim (fotolateras.com)

The pictures were taken during the international pop-rock music
festival FIB (Festival Infernacional de Benicassim) in Castelléon, Spain.

Sponsors: Faculty of Economics & Department of Sociology (University
of Valencia) and the firms: Cristaleria Forcadell, Cafés llly, and
Imprentas Oliver



SETTING UP OF THE EXHIBITION

e Place: Social Sciences Campus at the University of Valencia, Spain
e Venue: Two intermodal freight containers
e  Container 1: This is an exhibition...
e Aselection of 25 black-and-white pinhole photos, their
negatives and their makings
Student assistants

. Container 2: This is a camera...

* Enabled as a large pinhole camera for visitors to experience
the light effects inside and take a pinhole picture



CONTAINER 1: This is an exhibition...




CONTAINER 1: This is an exhibition...




CONTAINER 2: This is a camera...

(-

oo 6 Do b




CONTAINER 2: This is a camera...




DID VISITORS LIKE THE EXHIBITION®



WAS THE EVENT SUCCESFULLY ORGANISED?



MARKETING RESEARCH

 Purpose: To analyse satisfaction among exhibition visitors

« Specific reasons:

Establish attendee’s level of interest

Show sponsors the success of their investments

Ask for more funds for further cultural events

Include results in a report to look for new places to exhibit



HOW DID WE DO ITe



FOLLOWING A PROCESS



DO YOU KNOW THIS BRAND<¢



HARLEY-DAVIDSON




INDIVIDUAL READING

Harley goes whole hog



KEEP THIS INFORMATION WITH YOU

We will go back to the text later



THE TEXT DESCRIBES A MARKETING RESEARCH
PROJECT (STEPS)



MARKETING RESEARCH PROCESS

Problem definition

A 4

Approach to the problem

A 4

Research and design formulation

\ 4

Fieldwork

A 4

Data preparation & analysis

\ 4

Results presentation




STEP 1: PROBLEM DEFINITION

This is the most important step. All the effort, fime, and money will be wasted
if the problem is misunderstood or ill defined

Considerations to take infto account when defining the problem :

e Purpose of the study

* Relevant background information

* Information needed

* How it will be used in decision making

This definition involves discussion with:

e Decision makers

e Industry experts

e Secondary data

e Qualitative research



STEP 1: PROBLEM DEFINITION

Understanding the above (the context) facilitates the identification of
the:

MANAGEMENT DECISION PROBLEM (MDP)
Asks what the decision maker needs to know. It is action-oriented.
This management decision problem is then franslated into a...

MARKETING RESEARCH PROBLEM (MKkRP)

Asks what information is needed and how can it be obtained.
It is information-oriented.

There is a general rule to be followed in defining the MkRP

» State the problem in broad general terms
 |dentify its specific components (approach to the problem)



STEP 2:
DEVELOPMENT OF AN APPROACH TO THE PROBLEM

Background:

*Objective/theoretical framework: research should be based on objective
evidence and supported by theory (academic literature: books, journals,
monographs, etc.)

* Analytical models: set of variables and their relationships designed to
represent some real process. They are guidelines for formulating the research
design.

Formulation:

* Research questions: Statements of the specific components of the problem.
These are interrogative

* Hypothesis: unproven statements or propositions about a phenomenon that
is of interest to the researcher. They are declarative

* Information needs: a list of the information that should be gathered




STEP 3: RESEARCH DESIGN AND FORMULATION

Definition of the information needed
Secondary data analysis

Qualitative research

Methods of collecting quantitative data
Measurement and scaling procedures
Questionnaire design

Sampling process and sampling size
Plan of data analysis

STEP 4: FIELDWORK OR DATA COLLECTION

Field force:
* In the field
* From an office
* Through mail
* Electronically

O NGOk W~

Selection, training, supervision & evaluation



STEP 5: DATA PREPARATION AND ANALYSIS

It includes:
Editing
Coding
Transcription
Verification of data

STEP 6: REPORT PREPARATION & PRESENTATION

Written report
Research questions
Approach
Research design
Data collection
Data analysis procedures
Results & major findings

Oral presentation



ACTIVITY

ldentify the six steps of the marketing research process by
Harley-Davidson - selecting one sentence or a piece of
information from the text



MARKETING RESEARCH PROCESS

Problem definition

A 4

Approach to the problem

A 4

Research and design formulatfion

A 4

Fieldwork

A 4

Data preparation & analysis

A 4

Results presentation

——> MgDP: whether to invest to
produce more motorbikes

MKRP: if customers would be
loyal



MARKETING RESEARCH PROCESS

RQ:
1. Who are the customerse

Approach to the problem —s 2. Candifferent types of
consumers be distinguished?

3. Are customers loyal to HD?
4. 4. Etc.
H

1. There are distinct segments
of motorcycle buyers

2. Each segment is motivated
to own an HD for different
reasons

3. Brand loyalty is high among
HD customers in all
segments.



MARKETING RESEARCH PROCESS

Problem definition

A 4

Approach to the problem

A 4

Research and design formulation —> Qualitative: Focus groups

Quantitative:

A 4

Technigue: survey

Fieldwork . :
Tool: questionnaire

v Sample: 16,000

Data preparation & analysis

\ 4

Results presentation




MARKETING RESEARCH PROCESS

Problem definition

\ 4

Approach to the problem

A 4

Research and design formulation

A 4

Fieldwork ———> Mail surveys

A 4

Data preparation & analysis

A 4

Results presentation




MARKETING RESEARCH PROCESS

Problem definition

A 4

Approach to the problem

A 4

Research and design formulation

A 4

Fieldwork

A 4

Data preparation & analysis

A 4

Results presentation

——> Univariate and multivariate
techniques



MARKETING RESEARCH PROCESS

Problem definition

A 4

Approach to the problem

A 4

Research and design formulation

A 4

Fieldwork

A 4

Data preparation & analysis

A 4

Results

1. Seven categories of customers
2. All have same appeal to HD

5 3. Customers are long-tferm



WHAT ABOUT THE PHOTOGRAPHY
RESEARCH<



PINHOLE EXHIBITION & SURVEY: Background

Purpose: To analyse satisfaction among exhibition visitors
Information background: previous studies measuring satisfaction
Decision making:

e  Show sponsors the success of their investments
e Ask for more funds for further cultural events
. Include results in a report to look for new places to exhibit

Involvement: organisers, sponsors, secondary data (reports), qualitative
research with other researchers



PINHOLE EXHIBITION & SURVEY: Steps 1 & 2

Problem definition & approach to problem

e  MgDP: Whether to keep organising events
MKRP: Analyse satisfaction among visitors

Research questions:

. How did visitors learn of the existence of the exhibition?g

—_—

2. Did they come alone or accompanied?

3. When did they visit and how long did they staye

4. Why did visitors attend the exhibitione

5. How did visitors assess different elements of the exhibition?

6. Were there any differences in terms of age, gender, and studiese



PINHOLE EXHIBITION & SURVEY: Steps 3, 4 & 5

Research design and formulation:

e Technique: Face-to-face interviews using a structured
questionnaire

« Sampling: Systematic random sampling

e Sample size: 122

Fieldwork and data collection

e Attendees were interviewed immediately after visiting the
exhibition

Data analysis

 Univariate and multivariate (SPSS)



ACTIVITY (Home)

Read the second text on Harley-Davidson and determine
the need for research, its type, and identify the problem



TOPIC 3
EXPLORATORY RESEARCH

3.1. Secondary data

3.2. Focus group interviews
3.3. Depth interviews

3.4. Projective techniques

Objective:

Define the nature, scope, and sources of secondary data. Describe
the various forms of qualitative research.

Bibliography:
Malhoftra, N. K. (2015). Essentials of Marketing Research. A Hands-On
Crientation. Pearson. Boston. Chapters 2 & 4.



DO YOU REMEMBER THE THREE MAJOR
FINDINGS IN THE HD MARKETING RESEARCH?¢



MARKETING RESEARCH PROCESS

Problem definition

A 4

Approach to the problem

A 4

Research and design formulatfion

A 4

Fieldwork

A 4

Data preparation & analysis

A 4

Results

Seven categories of customers

All have the same appeal to
HD

Customers are long-term



LET"S WATCH A HARLEY-DAVIDSON
COMMERCIAL 2011


http://www.youtube.com/watch?v=xYQE2i6w4Uk&feature=related

ANY LINKS WITH THOSE MAJOR FINDINGS<¢



NOW, A HARLEY-DAVIDSON COMMERCIAL
2012


http://www.youtube.com/watch?v=pA1JQicm1_Y&feature=related

MORE LINKS?



CONCLUSION



COMMUNICATION DECISIONS WERE BASED
ON THOSE FINDINGS (INFORMATION)



THANKS TO BOTH EXPLORATORY AND
DESCRIPTIVE RESEARCH



DO YOU KNOW THIS BRAND<¢






STUDY OF CAUSE-RELATED MARKETING

1. Exploratory research

* Aim:To identify the social causes that American business should be
concerned about.

* Technigues: Secondary data and focus group
* Results (causes identified): childcare, drug-abuse, public education,
hunger, crime, environmental & medical research, poverty.

2. Conclusive research

e Type: Descriptive cross-sectional survey

e Aim:to quantify how & why cause-related marketing influences consumer
perceptions of companies and brands

e Technigue: a random sampling of 2000 people were surveyed by phone

. Results:
e  61% when price and quality are equal they would switch brands
e  68% would pay more for products linked to good causes



MARKETING DECISIONS FROM THE SURVEY

- Focused on environmental issues
- To help the environment Starbucks provided:
1. A eco-friendly coffee cup
2. Coffee composting

3. Bagrecycling, etc.

Starbucks differentiated its brand & enhanced its image



LET'S FOCUS ON EXPLORATORY RESEARCH



EXPLORATORY RESEARCH BENEFITS FROM THE USE OF:

- SECONDARY DATA
- QUALITATIVE RESEARCH



SECONDARY DATA

Primary versus secondary data

 Primary data are originated by a researcher for an specific purpose
e Secondary data have already been collected for purposes other
than the problem at hand

Uses of secondary data

ldentify the problem

Better define the problem

Develop an approach to the problem

Formulate an appropriate research design

Answer certain research questions and test hypotheses
Interpret primary data more insightfully

o kD -

Evaluation of available secondary data is a PREREQUISITE o the collection
of primary data



SECONDARY DATA

Advantages

e Easily accessible
e Relatively inexpensive
e  Quickly obtained

Disadvantages

1. Usefulness to the current problem may be limited

2. The objectives and methods used to collect data may not be
appropriate to the situation

3. May lack accuracy



SECONDARY DATA

Criteria for evaluating
The quality of SD should be continuously evaluated using different criteria.

1. Methodology: used to collect data (i.e. sample size, questionnaire,
etc.)

2. Error. determine if data are accurate enough

3. Currency: data may not be current because of a lag between
collection and publication

4. Objective: data collected with a specific objective may not be
appropriate

5. Nature: special attention should be paid to variables, units, and
measurements

6. Dependability: examine credibility, reputation, and trustworthiness
of the source



SECONDARY DATA

Classification

- Internal

Data generated within the organization
It can be supplied by the management decision support system

- External
Data generated by sources outside the organization

These data can exist as published materials, online databases, or made
available by syndicated services

Important: before collecting external SD it is useful to analyse internal SD



LET'S WATCH A VIDEO


https://www.youtube.com/watch?v=3TwgVQIZPsw

FOCUS GROUP (QUALITATIVE RESEARCH)



QUALITATIVE RESEARCH

Qualitative versus quantitative research

- Explore reasons for purchasing, preferences, thoughts,
unconscious moftivations

- No numbers

- Small number of people recruited

A classification of qualitative research procedures

1. Direct (the purpose of the research is known by respondents)
- Focus groups
- In-depth interviews

2. Indirect (the purpose of the research is disguised)
- Projective techniques



FOCUS GROUP

Definition
Interview conducted by a trained moderator in a nonstructured and natural
manner with a small group of respondents

Characteristics

Group size

Group composition
Physical setting
Time duration
Recording
Moderator

ook~

Planning and conducting focus groups

1. MkRP objectives; 2. Qualitative research objectives; 3. Questions; 4.
Questionnaire; 5.Moderator’'s outline; 6. Conduct; 7. Revision; 8. Findings



FOCUS GROUP

Advantages (10 Ss)
1. Synergism
2. Snowballing
3. Stimulation
4. Security
5.  Spontaneity

Disadvantages (5 Ms)

SR o

Misuse

Misjudge
Moderation
Messy
Misrepresentation

6. Serendipity

/. Specialisation

8. Scientific scrutiny
9. Structure

10. Speed



DEPTH INTERVIEWS

Definition

Unstructured and direct way of obtaining information conducted on a one-on-
one basis

Characteristics

Format

Time duratfion
Recording
Intferviewer

N -

Advantages and disadvantages



TWO SHORT ACTIVITIES



1. Complete the following sentence



A person who eats in McDonald’s is ...



2. Fill the empty balloon with words



I'm gonna get a new Smartphone.
I'm thinking I'1l get the new iPhone

14 Pro




BOTH ARE EXAMPLES OF PROJECTIVE
TECHNIQUES



PROJECTIVE TECHNIQUES

Definition

Unstructured and indirect form of questioning that encourages respondents to
project their underlying motivations, beliefs, attitudes, or feelings regarding the
issue of concern

1. Association techniques
An individual is presented with a stimulus and asked to respond with the first
thing that comes to mind (word association)

2. Completion techniques
The respondent is asked to complete an incomplete stimulus situation
(sentence completion)

3. Construction techniques
Closely related to completion, these require the respondent to construct @

response in the form of a dialogue, story, or description (cartoon tests)

4. Expressive techniques
Respondents are presented with a verbal or visual situation and asked to relate
the feelings and attitudes of others (role-playing)



PROJECTIVE TECHNIQUES

Main advantage

Responses may be found that subjects would be unwilling or unable to give if
they knew the real purpose of the research.

Main disadvantages

Similar disadvantages to direct techniques but to a greater extent:
- Skilled interpreters are required

- Tend to be expensive

- Serious risk of interpretation bias



THE PREVIOUS EXAMPLES ARE EXAMPLES OF...



EXAMPLE 1

A person who eats in McDonald’'sis... = Completion technique

EXAMPLE 2

I'm gonna get a new Smart Phone.
I'm thinking I'll get a Nokia Lumia.

Construction technique




TWO MORE EXAMPLES



EXAMPLE 3

Thinking of public transport, | am going to present you with a list of words. Could
you please write down the first thing that comes to your mind?

- Speed

- Timetable

- Colour

- Security

- Association technique

EXAMPLE 4

~ e
ROLE

Em Expressive technique




CONCLUSION



EXPLORATORY RESEARCH BENEFITS FROM THE
USE OF:
1. SECONDARY DATA
2. QUALITATIVE RESEARCH




IS THAT ALL REGARDING SECONDARY DATA?



BIG DATA



BIG DATA: SUMMARY

1. Ability to acquire massive amounts of data and drive a story from
it

2. Possible thanks to distributed computing and parallel processing
3. It enables making predictions on:

1. Customers needs
2. Pain points
3. Future complaints

4. Useful for big and small companies

5. Aim: understand target audience cheaply and with great
accuracy

BIG DATA is changing the landscape for technology and business



TOPIC 4
DESCRIPTIVE RESEARCH

4.1. Observation methods

4.2. Telephone survey methods
4.3. Personal survey methods
4.4. Mail survey methods

4.5. Electronic survey methods

Objective:

Explain and classify the different observation methods used by
marketing researchers. Discuss and classify survey methods and
describe the various telephone, personal, email, and electronic
interviewing methods.

Bibliography:
Malhoftra, N. K. (2015). Essentials of Marketing Research. A Hands-On
Orientation. Pearson. Boston. Chapter 5.



EXPLORATORY RESEARCH

Secondary data
Qualitative research

DESCRIPTIVE RESEARCH

Observation
Quantitative research / survey ca“ 0“



Canon

&5 2 - %

Japanese company manufacturing: DVD recorders, copiers, cameras,
scanners, webcams, etc.

F

Canon cameras were losing market share in the United States

F

It found that the distributor was not giving adequate support

h

Observation



Canon

® J s

How did they do that research?
- .

Canon sent three managers to the US to look into the problem

p — - . \- ..
‘ -

-

The head of the team spent six months there
He entered camera stores acting like a customer
He observed that dealers were not enthusiastic about Canon

He also observed that it was not an advantage for Canon to use
drugstores and other discount outlets



Canon
ﬁy = ‘ g %

Conclusion

.

This led Canon to open its own sales subsidiary resulting in increased sales
and profits



OBSERVATION METHODS

Observation methods

A 4

A A 4

A

A 4

Personal
observation

Mechqni.cal Audit
observation

Content
analysis

Trace
analysis

Observation methods are employed less frequently but they have
important uses in marketing research




OBSERVATION METHODS

Observation methods

A A 4

A

A 4

Persongl Mechqni.cal Audit
observation observation

Content
analysis

Trace
analysis

8

e A researcher observes actual behavior as it occurs

* Does not attempt to control or manipulate the phenomenon being observed

* He/she only records what takes place

* i.e: fraffic counts and flows in a department store might be recorded to aid in designing

store layout, shelf locations & merchandising display




OBSERVATION METHODS

Observation methods

A 4

Personal
observation

* Mechanical devices record the phenomenon being observed

e Devices may or may not require the respondents’ direct participation

A

A 4

Mechqni.cal Audit
observation

Content
analysis

Trace
analysis

2

* No direct participation: audimeter, turnstiles, traffic counters, on-site cameras

» Direct participation: eye-tracking monitors, pupilometers, psychogalvanometers




MECHANICAL OBSERVATION

No direct participation devices:

- Turnstiles: record the number of people entering/leaving a building

- Traffic counters: placed across the streets to determine the number of vehicles passing
certain locations

- On-site cameras: used by retailers to assess package designs, floor displays, etfc.

- Audimeters (AC Nielsen, Kantar Media in Spain)

- Attached to a TV to continually record what channel panellists are watching
- Distributed to 4755 households in Spain

- Sample units are randomly selected by non-probability stratified samples

- Important for determining price of advertising lots



MECHANICAL OBSERVATION

Direct participation devices:

Eye-tracking monitors: record the gaze movement of the eye. It can be used to discover
how a respondent reads an advertisement

Pupilometers: measure change in the diameter of the pupils while watching images
(cognitive changes)

Psychogalvanometers: measure changes in the electrical resistance of the skin
(psychological changes accompany emotional reactions)




OBSERVATION METHODS

Observation methods

A 4 A

Personal Mechanical
observation observation

e Collects data by examining physical records

Audit

8

A

A 4

Content
analysis

Trace
analysis

* The pantry audit is an important audit conducted at consumer level

* In a pantry audit, the researcher takes an inventory of the brands, quantities,
and package sizes in a consumer’s home (perhaps in the course of a personal

interview)




OBSERVATION METHODS

Observation methods

A 4

A 4 A

Content Trace

Personal Mechanical Audit i
analysis

observation observation analysis

2

* Appropriate when the phenomenon to be observed is communication rather
than behaviour or physical objects

* The unit of analysis may be words, characters, themes, space, and time (length
or duration of a message), or topics

e i.e: the frequency of appearance of words in a polifician’s speech, or customer
comments on social media



OBSERVATION METHODS

Observation methods

A 4

A

A

Personal
observation

Mechanical
observation

Audit

Content
analysis

* Inexpensive if used creatively
e Data collection is based on physical traces of past behaviour

Trace
analysis

2

* These fraces may be left intentionally or unintentionally by the respondents

* i.e: selective erosion of tiles in a museum was used to determine the (relative)
popularity of exhibits



A comparative evaluation of observation methods
The selection of an observation method should be based on the evaluation
of factors such as:

» Degree of structure: what is to be observed and how the measurements
are to be recorded

» Degree of disguise: low/high (i.e., low in the case of audit)

 Ability to observe in natural setting: low/high (i.e., low in the case of
trace analysis)

e Observation bias: low/high (i.e., low in the case of mechanical
observation)

e Analysis bias: low/high (i.e., low for audit and content analysis)

* Flexibility: low/high (i.e., personal observation is highly flexible)



DESCRIPTIVE RESEARCH

Observation
Quantitative research / survey -




A

SURVEY METHODS

Survey methods

y

\ 4

A 4

Telephone Personal Mail Electronic
interviewing interviewing interviewing inteviewing
| | |
v v v Y v v v v v
Traditional Computer- In-Home Mall Computer- Mail Mall Email Internet
assisted Intercept assisted Panel




A COMPARATIVE EVALUATION OF SURVEY METHODS

The choice of a survey method should be done after evaluating the
importance of factors such as:

 Flexibility of data collection

e Diversity of questions

e Use of physical stimuli

e Sample control

e Conftrol of the data-collection environment
e Control of field force

e  Quantity of data

. Response rate

e Perceived anonymity

 Social desirability/sensitive information
e Speed

e Cost



SURVEY METHODS

Survey methods

A 4

\ 4

A 4

A 4

Telephone Personal Mail Electronic
interviewing interviewing interviewing inteviewing
| | |
Y v v Y v v v v v
Traditional Computer- In-Home Mall Computer- Mail Mall Email Internet
assisted Intercept assisted Panel

g

* Phoning a sample of respondents and asking them a series of questions

e The interviewer uses a paper questionnaire and records the answers
with a pencil

* Has decreased in recent years due to advances in technology



SURVEY METHODS

Survey methods

y

Telephone
interviewing

v

Traditional

v

Computer-
assisted

8

A 4

\ 4
Personal Mail Electronic
interviewing interviewing inteviewing
| |
v Y v v v v v
In-Home Mall ComPuter- Mail Mail Email Internet
Intercept assisted Panel

» Computer-Assisted Telephone Interview (CATI)
* Uses a computerized questionnaire administered to respondents over the
telephone

 Interviewer sits in front of a computer terminal wearing a headset, reads
questions on the screen, and records answers directly on a computer

e Results and reports can be provided almost simultaneously)




SURVEY METHODS

Survey methods

A 4

Telephone
interviewing

|
v v

Computer-
assisted

Traditional

\ 4 A\ 4
Personal Mail Electronic
interviewing interviewing inteviewing
| |
v Y v v v v v
In-Home Mall ComPuter- Mail Mail Email Internet
Intercept assisted Panel

g

* Respondents are interviewed face-to-face in their homes
* The interviewer contacts the respondents, asks the questions, and records the

responses

* |ts use has declined due to its high cost (however, it is still used by syndicated

firms)




SURVEY METHODS

Survey methods

A 4

A 4

y A 4
Telephone Personal Mail Electronic
interviewing interviewing interviewing inteviewing
| | |
v v v v v v v v v
Traditional Computer- In-Home Mall Computer- Mail Mall Email Internet
assisted Intercept assisted Panel

g

* Respondents are intercepted while they are shopping in malls and brought to
test facilities

* The interviewer administers a questionnaire as in the in-home personal survey

* |t has become very popular since it is appropriate when the respondent needs
to see, handle, or consume the product before providing meaningful
information



SURVEY METHODS

Survey methods

A 4

\ 4

Telephone Personal
interviewing interviewing
|
v v v Y Y
Traditional Computer- In-Home Mall Computer-
assisted Intercept assisted

g

A 4

Mail Electronic
interviewing inteviewing
| |
v v v v
Mail Mail Email Internet
Panel

» Computer-Assisted Personal Interviewing (CAPI)

* The respondent sits in front of computer, answers a questionnaire using the

mouse/keyboard/screen.

* There are several user friendly electronic packages easy for the respondents

(they provide help screens, error messages...)

e It is personal as an interviewer is usually present to guide the respondent




SURVEY METHODS

Survey methods

y

\ 4

A 4

Telephone Personal
interviewing interviewing
|
v v v Y v
Traditional Computer- In-Home Mall Computer-
assisted Intercept assisted

» Questionnaires are mailed to preselected potential respondents

Mail Electronic
interviewing inteviewing
| |
v v v v
Mail Mail Email Internet
Panel

» Typical mail interview package consists of: outgoing envelope, cover letter,
questionnaire, return envelope, and an incentive

* The respondents complete and return the questionnaires without any verbal
interaction with the researcher

* An initial task is fo obtain a valid mailing list from directories, customer lists, etc.

* They are used for a variety of purposes including consumer preferences




SURVEY METHODS

Survey methods

A 4

\ 4

A 4

A 4

Telephone Personal Mail
interviewing interviewing interviewing
| |
v v v Y v v v
- Computer- Mall Computer- . Mail
Traditional assisted In-Home Intercept assisted Mail Panel

8

Electronic
inteviewing

|
v v

Email Internet

e Large, nationally representative sample of (agreed) households partficipating in
periodic mail questionnaires (longitudinal design) and compensated with

incentives

e Data on the panel members are updated every year

* Response rates can approach 80% because of panel member commitment

e There is a move from mail panels to online panels



SURVEY METHODS

Survey methods

A 4

\ 4

A 4

A 4

Electronic
inteviewing

Telephone Personal Mail
interviewing interviewing interviewing
| |
v v v Y v v v
- Computer- Mall Computer- . Mail
Traditional assisted In-Home Intercept assisted Mail Panel

* An email survey from a list of email addresses

|
\/ v

Email Internet

g

* The survey is written within the body of the email message & the emails are

emailed

* Respondents type the answers at designated places and click on reply

* They have several technical limitations



SURVEY METHODS

Survey methods
|

A 4

\ 4 \ 4 Y
Telephone Personal Mail Electronic
interviewing interviewing interviewing inteviewing
| | |
v v v Y v v v v Y
Traditional Computer- In-Home Mall Computer- Mail Mall E-mail Internet

assisted Intercept assisted Panel

b

» Web surveys are posted on a website

* Respondents may be recruited over the internet from databases or by
conventional methods (i.e., telephone). They are asked to go to a particular web

to complete the survey.
* Respondents are often not recruited but are those who happen to be visiting the

website where the survey is posted
* Possible to construct buttons, check boxes, data-entry fields.



TOPIC 5
QUESTIONNAIRE DESIGN

5.1. Definition and objectives
5.2. Type of questions

5.3. Order of questions

5.4. Question wording

5.5. Coding

5.6. Pretesting

Objective:
Examine the process of designing a questionnaire, the steps involved,
and guidelines at each step.

Bibliography:
Malhoftra, N. K. (2004). Marketing research. An applied orientation. Prentice
Hall. New Jersey. Chapter 10.



PLEASE HAVE A QUICK LOOK TO THE FILE
UPLOADED IN SECTION TOPIC 5 (AULA
VIRTUAL)



QUESTIONS:
1. How many parts does this guestionnaire have?
2. Is anything missing?
3. Can you detect two types of questions?



Survey and observation

:

Quantitative primary data

:

Descriptive research

:

Standarisation

:

Questionnaire or form



DEFINITION AND OBJECTIVES

Questionnaire definition (schedule, interview form, measuring instrument)

Formalised set of questions for obtaining information from respondents.

It is typically only one element of a data-collection package, which might include:

. Instructions for selecting, approaching, and questioning respondents.
. Some reward, gift, or payment for respondents.

. Letter of presentation.

. Return envelopes (in mail surveys).

Questionnaire objectives

Any questionnaire has three specific objectives:
1.  Translate the information needs into a set of specific questions for respondents.
Uplift, motivate, and encourage the respondent to become involved in the interview.

3.  Minimise response error that arises when respondents give inaccurate answers or their
answers are wrongly recorded.



NO MATTER THE TYPE OF QUESTIONNAIRE, A
PROCESS MUST BE FOLLOWED TO PROPERLY
DESIGN IT



QUESTIONNAIRE DESIGN PROCESS

Specify the information needed

A 4

Specify the type of inteviewing method

A 4

Determine the content of individual questions

A 4

Overcome inability to answer

A 4

Decide on the question structure

A 4

Determine question wording

A 4

Arrange questions in proper order

A 4

Identify form and layout

A 4

Reproduce questionnaire

A 4

Pretesting




1) SPECIFY THE INFORMATION NEEDED

. First step in questionnaire design.

. Necessary to review the research problem (aim) and approach (specific
components: RQ, H, IN).

. Important to have a clear idea of the target population.

2) TYPE OF INTERVIEWING METHOD

The type of interviewing method influences questionnaire design:

. In personal interviews, respondents see the questionnaire, and so lengthy,
complex, and varied questions can be asked.

. In telephone interviews, respondents interact with the interviewer, but do not
see the questionnaire; questions must be short and simple.

. Mail questionnaires are self-administered, questions must be simple and
detailed instructions must be provided.

. In CAPI and CATI complex skip patterns can be easily accommodated.
. Internet questionnaires share many of the characteristics of CAPI.
. Email questionnaires must be simple.

. Questionnaires designed for personal and telephone interviews should be
written in a conversational style.



3) DETERMINIG THE QUESTIONNAIRE STRUCTURE

INTRODUCTION
PART | (TOPIC A)
Opening question General
Question 1
Specific

Question n v
PART Il (TOPIC B)
Question n+1 General
duesﬁon x (complicated) specific

A 4




3) DETERMINIG THE QUESTIONNAIRE STRUCTURE

PART Il (TOPIC C)

Question x+1 General

Question y

Specific

PART IV (CLASSIFICATION)

Question y+1

Question z

THANK YOU




3) DETERMINIG THE QUESTIONNAIRE STRUCTURE

1. Infroduction: who, what, why, and how?
2. Paris: as many as the number of parts regarding specific components
3. Order of parts:

1. Basic information, relates directly to the research problem

2.  Classification information, socioeconomic and demographic characteristics
3. Identification information, includes name, address, and telephone

4. Questions should be asked in a logical order, those questions that deal with a
particular topic should be asked before beginning a new topic.
5. General questions should precede specific questions

6. Opening questions: to gain the confidence and cooperation of respondents; they
should be interesting, simple, and non-threatening

7. Difficult questions should be placed late in the sequence

8. End: Thanks



4) CHOOSING QUESTION STRUCTURE

A question may be unstructured or structured.

. Unstructured questions (free-response or free-answer questions) are open-ended questions that
respondents answer in their own words. In general, open-ended questions are useful in
exploratory research and as opening questions - but not in a survey.

At what age did you finish your education?

Which is your favourite music bande

. Structured questions specify the set of response alternatives and the response format. A
structured question may be multiple choice, yes/no, or a scale.

. Multiple-choice questions, the researcher provides a choice of answers and respondents
are asked to select one or more of the choices given.

. Dichotomous questions, have only two response alternatives: yes or no, agree or disagree,
or so on. Sometimes the two alternatives are supplemented by a neutral alternative, such
as ‘no opinion’, ‘don’t know’, ‘both’ or ‘none’.

Do you intend to buy a new smartphone within the next six months?
1.Yes

2. No

3. Don’t know

Scales will be discussed in Topic 6.



5) INDIVIDUAL QUESTION CONTENT

What to include in individual questions
In general,

. Every question in a questionnaire should contribute to the information needed.

. If there is no satisfactory use for the data resulting from a question, it should be
eliminated.

But,

. In certain situations, it is useful to ask some neutral questions at the beginning of the

questionnaire to establish rapport or to disguise the purpose of the project.

. At times, some questions may be duplicated to assess reliability or validity.

Once we know that a question is necessary, we must make sure that it is sufficient to
obtain the desired information

Let’s consider the following question:

Do you think Coca-Cola is a tasty and refreshing soft drink? Incorrect

Do you think Coca-Cola is a tasty soft drink? Correct

Do you think Coca-Cola is a refreshing soft drink?



6) OVERCOMING INABILITY TO ANSWER

Researchers should not assume that respondents can provide accurate or reasonable
answers to all questions.

Certain factors limit the respondent’s ability to provide the desired information: the
respondents may not know, may not remember, or may be unable to articulate certain

types of responses.

1. If respondents are not told to ask about some topics, then filter questions should be asked before or
a ‘don’t know' option should be provided.

2. Respondents may not remember answers because of the question form, so facilitate responses:
What did you have for lunch two weeks ago?

How many litres of soft drink did you drink during the last four weeks? Incorrect

How often do you drink soft drinks in a typical week?
1. Less than once a week
2. 1 to 3 times a week

3. 4 to 6 times a week

4.7 or more times a week Correct

3. If respondents are unable to articulate certain types of responses, they should be given aids, such as
pictures, maps, and descriptions.



/) OVERCOMING UNWILLINGNESS TO ANSWER

Even if respondents are able to answer a particular question, they may be unwilling to
do so for various reasons: too much effort required or inappropriate context.

1. If respondents are unwilling to make much effort to provide information, the researcher should
minimise that effort.

Please list all the departments from which you purchased goods on your most recent shopping trip to
a department store.
Incorrect

In the list that follows, please check all the departments from which you purchased goods on your
most recent shopping trip to a department store.

1. Women's dresses
2. Men’'s clothes
3. Children’s clothes

4. Cosmetics Correct

2. Some questions may be appropriate in certain contexts but not in others. For example: questions
about personal hygiene habits may be appropriate in a survey sponsored by a medical association,
but not in one sponsored by a fast-food restaurant.



8) CHOOSING QUESTION WORDING

Question wording is the translation of the desired question content into words that
respondents can clearly and easily understand.

It is perhaps the most difficult task in developing a questionnaire. To avoid this problem,
there are some guidelines.

1. Define the issue: a question should clearly define the issue.
2. Use ordinary words: they should match the vocabulary level of respondents.

3. Avoid ambiguous words: they should have a single meaning known to the
respondents.

4. Avoid leading questions: those that lead the respondent to answer in a certain
way.

5. Avoid implicit alternatives: those not explicitly expressed.

6. Avoid implicit assumptions: the answer must not be dependent on implicit
assumptions about what will happen.

7. Avoid generadlisations and estimates: questions should be specific, not general.

8. Use positive and negative statements: for questions measuring attitudes and
lifestyles (Topic 6).



9) FORM AND LAYOUT (& CODING)

The format, spacing, and positioning of questions can have a significant effect on results.
It is a good practice to divide the questionnaire into several parts.
Questions in each part should be numbered and this makes coding responses easier.

Questionnaires should be pre-coded to make subsequent data entry easier. When CATI and
CAPI are used the pre-coding is built into the software.

10) REPRODUCTION OF THE QUESTIONNAIRE

How the questionnaire is reproduced for administration can influence the results

For example, if it is reproduced on poor-quality paper or with a poor digital layout, the
respondents may believe the project is unimportant.

11) PRETESTING

Refers to the testing of the questionnaire on a small sample of respondents to identify and
eliminate potential problem:s.

As a general rule, a questionnaire should not be used in the field without adequate pretesting.



ACTIVITY

Analysis of a questionnaire



QUESTIONNAIRE

Air France customer service



ELECTRONIC INTERVIEWING: INTERNET

® Mail Archivo Edicion Visualizacion Buzén Mensaje Formato Ventana Ayuda D 3 = 4) juel333 Q
®e0o [SPAM?] Convite para um estudo sobre o departamento de atendimento ao cliente da AIR FRANCE e KLM — Entrada =

Responder a: Air France <KLMAF@insites.eu>

AIRFRANCE I Having trouble viewing this e-mail? View the hosted version. R
Estimado cliente:
Ha contactado usted recientemente con el Centro de atencién al cliente acerca de su experiencia con Air France.
Para nosotros es importante que nuestros clientes queden satisfechos con nuestro servicio. Por lo tanto, hemos solicitado a
InSites Consulting, una agencia independiente de estudios de mercado, gue lleve a cabo esta encuesta. Nos gustaria que
nos facilitase su opinién sobre cémo ha sido tramitada su gueja o reclamacioén por parte del Centro de atencién al cliente.
Le rogamos que participe en un corto cuestionario online utilizando el enlace siguiente:
http://start.insites.eu/?1D=1354891908K=973369a707
Gracias por dedicar unos minutos a ayudarnos.
Esperamos volverle a ver pronto a bordo de alguno de nuestros vuelos.
Air France & InSites Consulting
Dear Customer,
Recently you have contacted the Customer Care Department regarding your experience with Air France.
1t is important for us that our customers are served to their satisfaction. Therefore, we have asked InSites Consulting, an
independent research agency, to conduct this survey. We would like you to give us your opinion on how your complaint or
claim has been dealt with by the Customer Care Department.
Please participate in a short online guestionnaire by using the link below:
http://start. insites.eu/?10=135489190&K=9733693707&LQ=3
Thank you for taking a moment to help us.
We hope to see you again very soon on board on one of our flights.
Alr France & InSites Consulting iL
’
AIRFRANCE # % InSites Consulting 3




TOPIC 6
MEASUREMENT AND SCALING

6.1. Primary scales of measurement

6.2. Comparative scaling techniques

6.3. Non-comparative scaling techniques
6.4. Scale decisions

6.5. Scale evaluation

Objective:

Introduce the concept of measurement and scaling. Discuss the
primary scales of measurement. Classify and discuss scaling
techniques as comparative and non-comparative.

Bibliography:
Malhoftra, N. K. (2015). Essentials of Marketing Research. A Hands-On
COrientation. Pearson. Boston. Chapter 7.
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What is the world's largest river by volume?
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Which countries would you like to travel to?
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SCALES



MEASUREMENT AND SCALING

Marketing research does not measure:
1. the object, but characteristics of the object

2. CONSUMERS, but their perceptions, attitudes, preferences, or other
characteristics

=

Measurement means assigning numbers to characteristics of objects
according to some pre-specified rules

1z

Scaling is an extension of measurement, involving the creation of a continuum
upon which measured objects are located



LET'S FOCUS ON SCALING USING AN EXAMPLE



Clothes stores illustration (NOMINAL SCALE)

1. From the following list, please select your favourites clothes stores:

/ara X
Mango
Springfield
Bershka

Massimo D.

Pull & Bear

H&M X
Cos X

ONOORAWN =

NOMINAL SCALE = SELECTION



Clothes stores illustration (ORDINAL SCALE)

1. Please, rank the following clothes stores according to your preferences

/ara
Mango
Springfield
Bershka
Massimo D.
Pull & Bear
H& M

Cos

N— " O~ OO~ W

ONOORAWN =

ORDINAL SCALE = RANKING



Clothes stores illustration (INTERVAL SCALE)

1. Please give your opinion in terms of preference regarding the clothes
stores below according to the following scale (1: least preferred; 5: most
preferred).

1. Zara

2. Mango

3. Springfield

4. Bershka

5. Massimo D.
6. Pull & Bear
/7.H&M

8. Cos

GO — W N>~

INTERVAL SCALE = GRADING



Clothes stores illustration (RATIO SCALE)

1. How much money have you spent in the following clothes stores in last six
months?

1. Zara 100
2. Mango 50
3. Springfield -
4. Bershka -
5. Massimo D. -
6. Pull & Bear -
/7.H&M 100
8. Cos 150

RATIO SCALE = COMPARISON



PREVIOUS SCALES HAVE TWO THINGS IN COMMON

1. Response alternatives
2. Same information need



ONE DIFFERENCE AMONG PREVIOUS SCALES

1. Phrasing of the question



PRIMARY SCALES OF MEASUREMENT

There are four primary scales of measurement: nominal, ordinal, interval, and raftio.

Nominal scale

A labelling scheme in which the numbers serve only as labels or tags for identifying and
classifying objects. Numbers do not reflect the amount of characteristics possessed by the
object.

Examples: the numbers assigned to runners/ brand numbers, store types, gender, etc.

Statistics: the only possible operation is counting (percentage and mode)

Ordinal scale

A ranking scale in which numbers are assigned to objects to indicate the relative extent to
which the objects posses some characteristics. Ordinal scales indicate relative position not
the magnitude of the differences between the objects.

Example: rankings of feams in a tournament, socio-economic class, occupational status.
Used to measure relative attitudes, opinions, perceptions, and preferences.

Statistics: In addition to counting operations they permit the use of statistics based on
centiles (quartile, median, etc.)



PRIMARY SCALES OF MEASUREMENT

Interval scale

A scale in which the numbers are used to rate objects such that numerically equal
distances on the scale represent equal values for the characteristic being measured.

Examples: temperature scale/ attitudinal data obtained from rating scales.

Statistics: Include all of those that can be applied to nominal and ordinal data. In
addition, we can calculate the arithmetic mean, standard deviation, etc.

Ratio scale

The highest scale which allows the researcher to identify or classify objects (nominal),
rank order the objects (ordinal), compare differences (interval), and compute ratios of
scale values (an absolute zero point).

Example: height, weight, age and money / sales, costs, market share and number of
customers

Statistics: all statistical techniques can be applied to ratio data



PRIMARY SCALES OF MEASUREMENT

\ 4

SCALING TECHNIQUES



SCALING TECHNIQUES

Scaling techniques

A 4

h 4

Comparative Non-comparative
Scales scales

* The scaling techniques employed in marketing research can be classified into
comparative and non-comparative scales.

* Comparative scales involve direct comparison of stimulus objects (i.e. respondents
might be asked if they prefer Coke or Pepsi)

* Non-comparative scales, each object is scaled independently of the others in the
stimulus set (i.e. respondents may be asked to evaluate Coke on a 1-to-6 preference

scale)



COMPARATIVE SCALING TECHNIQUES

Comparative scales

A 4 A

Paired Rank Constant
comparison order sum

2

* In paired comparison scales, a respondent is presented with two objects and asked to
select one according to some criterion

* Frequently used when the stimulus objects are physical products
* |t is the most widely used comparative scaling technique

e Example: shampoo preferences



Obtaining shampoo preferences using paired comparisons

Instructions

We are going to present you with ten pairs of shampoo brands. For each pair, please
indicate which of the two brands of shampoo you would prefer for personal use.

Recording form

L'Oreal Johnsons Vidal Sassoon Head & Shoulders Dove
L'Oreal
Johnsons
Vidal Sassoon
Head & Shoulders
Dove
Number of

Times preferred



Obtaining shampoo preferences using paired comparisons

Instructions

We are going to present you with ten pairs of shampoo brands. For each pair, please
indicate which of the two brands of shampoo you would prefer for personal use.

Recording form

L'Oreal Johnsons Vidal Sassoon Head & Shoulders Dove

L'Oredal

- 0 1
Johnsons
Vidal Sassoon ] ) ]
Head & Shoulders ] ] ) ] ]
Dove 0 0 )
Number of ] ] ]
Times preferred

3 2 0 4 1

1= the brand in that column was preferred over the brand in the corresponding row
0= the row brand was preferred over the column brand

The number of times a brand was preferred is obtained by summing the 1's in each column



COMPARATIVE SCALING TECHNIQUES

Comparative scales

A Y A

Paired Rank Constant
comparison order sum

2

* In ranked order scaling, respondents are presented with several objects simultaneously and
asked to order them according to some criterion

* Rank order scaling also results in ordinal data
* It is the most popular comparative scaling technique after paired comparison

e Example: toothpaste preferences



Preference for toothpaste brands using rank order scalling

Instructions

Rank the various brands of toothpaste in order of preference. Begin by picking out the
brand that you like most and assign it a number 1. Then find the second preferred brand
and assign it a number 2. Continue this procedure until you have ranked all the brands of
toothpaste in order of preference. The least preferred brand should be assigned a number
10.

No two brands should receive the same rank number

The criterion of preference is entirely up to you. There is no right or wrong answer. Just try to
be consistent.

(v
-
Q
=}
o

Rank Order
Crest
Colgate
Ultrabrite
Close Up
Pepsodent
Plus White
Stripe
Aim

Gleam

S5 0 0 N o0k

o

McLeans



COMPARATIVE SCALING TECHNIQUES

Comparative scales

\ 4

Paired

Rank

comparison order

|

Constant
sum

g

* In constant sum scaling, respondents allocate a constant sum of units, such as points,

among a set of stimulus objects with respect to some criterion

* Frequently, respondents may be asked to allocate 100 points to attributes in a way that

reflect the importance they attach to each attribute

e If an attribute is twice as important as some other attribute, it receives twice as many points

* Example: important factors for soap



Importance of soap aftributes using a constant sum scale

Instructions

Below are eight attributes of soaps. Please allocate 100 point among the attributes so that
your allocation reflects the relative importance you attach to each attribute. The more
points an attribute receives, the more important is the attribute. If an attribute is not at alll
important, assign it zero points. If an attribute is twice as important as some other, it should
receive twice as many points

Form

Attribute

1.

© N o Ok DN

Sum

Mildness
Lather
Shrinkage
Price
Fragrance
Packaging
Moisturising

Cleaning power

100



NON-COMPARATIVE SCALING TECHNIQUES

Non-comparative scales

v
Continuvous ltemised
rating scales rating scales
y
Likert Semantic

differential

* In non-comparative scales, respondents evaluate only one object at a time

» Consist of continuous and itemised rating scales



NON-COMPARATIVE SCALING TECHNIQUES

Non-comparative scales

l v
Continuous ltemised
rating scales rating scales
Likert Semantic

differential

v

* Respondents in CRS rate the objects by placing a mark at the appropriate position on a line
that runs from one extreme of the criterion variable to the other

* The form of the continuous scale may vary considerably (the line may be vertical or
horizontal; scale points in the form of numbers or brief descriptions)

* The scores are typically treated as interval data



Continuous rafing scale

How would you rate El Corte Inglés as a department store?

Version 1
ProbablY The WoOrST Probably the best
Version 2
Problably The WOrST .. e Probably the best
0O 10 20 30 40 50 60 70 80 90 100
Version 3
Very bad  Neither good nor bad Very good
Prolably The WOrST. . e, Probably the best

0O 10 20 30 40 5 60 70 80 90 100



NON-COMPARATIVE SCALING TECHNIQUES

Non-comparative scales

—
Continuvous ltemised
rating scales rating scales N
v
. Semantic
Likert differential

\J

* In itemised rating scales, the respondents are provided with a scale that has a number or
brief description associated with each category

* Widely used in marketing research

* The most commonly used itemised rating scales are the Likert and semantic scales



NON-COMPARATIVE SCALING TECHNIQUES

Non-comparative scales

v
Continuvous ltemised
rating scales rating scales
. Semantic
Likert differential

2

* Requires the respondents to indicate the degree of agreement or disagreement with
each of a series of statements about the stimulus object.

* Typically, each scale item has five response categories - from ‘strongly disagree’ to
‘strongly agree’.

* To conduct the analysis each statement is assigned a numerical score, ranging either
from-2to+2or 1 to 5.



Likert scale

Instructions

Listed below are different opinions about El Corte Inglés. Please, indicate how strongly you

o O A WD~

agree or disagree with each using the following scale:

1= Strongly disagree

2= Disagree

3= Neither agree or disagree
4= Agree

5= Strongly agree

SD (1)
El Corte Inglés sells high-quality merchandise
El Corte Inglés has poor in-store services
| like to shop at El Corte Inglés
The credit policies at El Corte Inglés are terrible
| do not like the advertising done by El Corte Inglés
Etc.

D(2)

N(3)

A(4)

SA(5)



NON-COMPARATIVE SCALING TECHNIQUES

Non-comparative scales

v
Continuvous ltemised
rating scales rating scales
Likert Semantic

differential

2

* |t is a seven-point rating scale with endpoints associated with bipolar labels that have

semantic meaning

* The respondents mark the blank that best indicates how they would describe the

object being rated

* Individual items on a semantic differential scale may be scored on either a -3 fo +3 or
a 1 to 7 scale. Resulting data analysed through profile analysis.



Semantic differential scale

Instructions

This part of the study measures what a certain department stores means to you by having you
judge it on a series of descriptive scales bounded at each end by one of two bipolar
adjectives. Please mark (X) the blank that best indicates how accurately one or the other
adjective describes what the store means to you. Please be sure to mark every scale; do
not omit any scale

Form

El Corte Inglés is:

Powerful Weak
Unreliable Reliable
Modern Old-fashioned
Cold Warm

Careful Careless



SCALE DECISIONS

Non-comparative itemised rating scales need not be used as originally proposed but
can take many different forms. The researcher must make six major decisions when
constructing any of these scales

1. The number of scale categories to use: the greater the number of scale
categories the finer the discrimination among stimulus objects that is possible. But most

respondents cannot handle more than few categories. Traditional guidelines suggest
that the appropriate number of categories should be between five and nine.

2. Balanced versus unbalanced scale: in a balanced scale the number of
favourable and unfavourable categories are equal. In general, the scale should be
balanced to obtain objective data. If the distribution is skewed then an unbalanced
scale with more categories in the direction of skewness may be appropriate.



SCALE DECISIONS

3. Odd or even number of categories: with an odd number of categories, the
middle scale position is generally designated as neutral or impartial. The Likert
scale is a balanced rating scale with an odd number of categories. The
decision to use an odd or even number of categories depends on whether
some of the respondents may be neutral on the response being measured.

4. Forced versus unforced choice: respondents are forced to express an
opinion because a ‘no opinion’ option is not provided.

5. The nature and degree of the verbal description: scale categories may
have verbal, numerical, or even pictorial descriptions.

6. The physical form of the scale: scales can be presented vertically or
horizontally; categories expressed by boxes, lines, continuum, etc.



STANDARISED SCALES - SCALE EVALUATION

A multi-item scale, which requires technical expertise, refers to what is frequently
called a construct. This is the characteristic to be measured (such as a scale
measuring the technical sophistication of a product line).

Scale development begins with an underlying theory and passes through different
steps: data collection, statistical analysis, data reduction, etc.

A multi-item scale should be evaluated for accuracy and applicability. This
involves an assessment of the reliability, validity, and generalisability of the scale.

Reliability refers to the extent to which a scale produces consistent
results if repeated measures are made.

Validity may be defined as the extent to which differences in observed
scale scores reflect frue differences among objects on the
characteristics being measured rather than random error.

Generalisability refers to the extent to which one can generalise from
observations at hand to a universe of generalisations.



EXERCISE

Analysis of a question



EXERCISE

6. Below there is now a list of music genres, could you please grade each one according to your preference using the previous scale?

1. Strongly dislike; 2. Somewhat dislike; 3. Neutral; 4. Somewhat like; 5. Strongly like

Genres Dontknow |12 |3 |45
1. Spanish pop-rock

2. Latin

3. International pop-rock

4. Indie rock

5. Singerwriter song

6. Flamenco

7. Classical music

8. Electronic, tecno, dance
9. R&B, soul

10. Folk, ethnic, world music
1. Jazz

12. Reggae
13. Rap, hip-hop
1

1

4. Hard rock, metal
5. Others :

1. Type of question: STRUCTURED
2. Primary scale of measurement: INTERVAL
3. Scaling technique: NON-COMPARATIVE, ITEMISED, LIKERT



TOPIC 7
SAMPLING AND FIELDWORK

7.1. The sampling design process

7.2. Non-probability sampling techniques
7.3. Probability sampling techniques

7.4. Sample size determination

7.5. Data collection

Objective

Examine the sampling design process, non-probability and probability
sampling tfechniques. Learn to determine sample size. Finally,
describe the fieldwork process.

Bibliography:
Malhoftra, N. K. (2015). Essentials of Marketing Research. A Hands-On
COrientation. Pearson. Boston. Chapter 9.



WHAT IF WE WANTED TO GATHER
INFORMATION FROM TWO MILLION PEOPLE®?



SHOULD WE INTERVIEW ALL OF THEM®?



RESTRICTIONS: TIME, MONEY, EFFORT...



WE SHOULD... SELECT A REPRESENTATIVE
GROUP OF PEOPLE... A SAMPLE



THE SAMPLING DESIGN PROCESS

Population

All the elements that share a common set of characteristics and that comprise
the universe for the purpose of the marketing research problem.

Information about population parameters or characteristics may be obtained
by taking a:

* Census: survey with all the elements of a population

* Sample: subgroup of the population selected for participation in the study.

e Sample characteristics are called statistics

* They are used to make inferences about the population parameters

g

Sampling design process



THE SAMPLING DESIGN PROCESS

Includes five steps closely interrelated and relevant to all aspects of the
marketing research problem:

1. Define the target population

1.  The target population is the group of elements or objects that possess the
information sought by the researcher.

2. It must be defined precisely.

3. Defining the target population involves translating the problem definition into a
precise statement of who should and should not be included in the sample

4.  Example: the target population for the smoking habits project was defined by
university students (elements) in Valencia (extent) in 2005 (time)

2. Determining the sampling frame

A sampling frame refers to all the elements of the target population. It is a list of
directions for identifying the target population
Examples: telephone book, mailing list, directory, map, etc.

3. Select a sampling technique

Decide whether to use non-probability or probability sampling. It
depends on several condifions.



THE SAMPLING DESIGN PROCESS

4. Determine the sample size

1. Sample size refers to the number of elements to be included in the study
2. It is a difficult task involving qualitative and quantitative factors such as:
The nature of the research

The number of variables

Sample sizes used in previous studies

Efc.

5. Execute the sampling process

Implies how to implement all the previous decisions.



SAMPLING TECHNIQUES

Sampling techniques

A A
Non-probability Probability
A\ 4
Y A 4 A 4 y
Convenience| | Judgmental Quolta Snowball
sampling sampling sampling sampling
Y
y A A A 4 A 4
Simple randon Systematic Stratified Cluster Others
sampling sampling sampling sampling




NON-PROBABILITY SAMPLING TECHNIQUES

Convenience sampling

* A sample of elements accessible to the interviewer

* Respondents are selected because they happen to be in the right place at the right time
* |t is the least expensive and least time-consuming of all sampling techniques

 Limitation: convenience samples are not representatives of a population

Examples: use of students, members of social organisations, street interviews, tear-out
questionnaires included in a newspaper, etc.

Judgmental sampling

* Elements are selected based on the judgment of the researcher because he/she believes
they are representative of the population of interest

* |t is inexpensive, convenient, and quick - yet it does not allow direct generalisations of results

Examples: product testing with individuals with extremely high expectations, expert witness
used in court, supermarkets selected to test a new merchandising display.



THE SAMPLING DESIGN PROCESS

Quota sampling
Two-stage judgmental sampling:

* First stage: Develop control characteristics (or quotas) of population by age or gender.
Quotas ensure that the composition of the sample is the same as the composition of the

population.

* Example: distribution of gender in the target population: males 49%, females 51%, resulting in
49 men and 51 women being selected in a sample of 100 respondents.

» Second stage: sample elements are selected based on convenience or judgment. The only
requirement is that the elements selected fit the control characteristics.

* Although it is not representative it can be very relevant to allow a particular group to be
analysed in depth.

Snowball sampling

* An initial group of respondents is selected, sometimes on a random basis, but more typically
targeted at a few individuals who possess certain characteristics.

* These individuals, after being interviewed, are asked to identify others who also belong to the
target population of interest. Subsequent respondents are selected based on these referrals.
This process may be carried out in waves.

* The final sample is a non-probability sample - but it increases the likelihood of locating the
desired characteristics in the population



PROBABILITY SAMPLING TECHNIQUES

Simple random sampling
* Each element of the population has a known and equal probability of selection.
* The sample is drawn by a random procedure from a sampling frame

* This method is equivalent to a lottery system in which names are placed in a container,
the container is shaken and the names of the winners are then drawn in an unbiased
manner.

* Each element is assigned a number. The random numbers may be generated to
determine which elements to include in the sample.

* Advantage: Results may be projected to the target population.

e Limitation: It is often difficult to construct a sampling frame.

Systematic sampling

* A sample is chosen by selecting a random starting point and then picking every nth
element in succession from the sampling frame.

* The sampling interval is determined by dividing the population size N by the sample size n

* |t can be used without knowledge of the elements of the sampling frame (every nth
person leaving a shop or passing a point in the street).



PROBABILITY SAMPLING TECHNIQUES

Stratified sampling

* A two-step process in which population is partitioned into sub-populations or strata (with
elements as homogeneous as possible but different to those in other strata).

* The strata should be mutually exclusive: every population element should be assigned to
only one group.

* Elements are selected from each stratum by random procedure (SRS)

e The variables used to partition the population into strata are referred to as stratification
variables: demographic characteristics, type of customer, size of firm, etc.

* Stratified sampling can ensure that all the important sub-populations are represented in the
sample

Cluster sampling

* The target population is first divided into mutually exclusive and collectively exhaustive sub-
populations or clusters (each containing the diversity of respondents held in the target
population).

* Arandom sample of clusters is selected based on a probability sampling technique (SRS).
One-stage cluster: all the elements in each selected cluster are included in the sample. Two-
stage cluster: a sample of elements is drawn probabilistically from each selected cluster.

* Advantages: feasibility (convenient) and low cost.



SAMPLE SIZE



SAMPLING SIZE DETERMINATION

Sample size according to sampling errors

Population
size +1% +2% +3% +4% +5% +10%
500 --- - --- --- 222 83
1000 --- - --- 385 286 91
1500 --- - 638 441 316 94
2000 --- - 714 476 333 95
2500 --- 1250 769 500 345 96
3000 --- 1364 811 517 353 97
3500 --- 1458 843 530 359 97
4000 --- 1538 870 541 364 98
4500 --- 1607 891 549 367 98
5000 --- 1667 909 556 370 98
6000 --- 1765 938 566 375 98
7000 --- 1842 959 574 378 99
8000 --- 1905 976 580 381 99
9000 --- 1957 989 584 383 99
10000 5000 2000 1000 588 385 99
15000 6000 2143 1034 600 390 99
20000 6667 2222 1053 606 392 100
25000 7143 2273 1064 610 394 100
50000 8333 2381 1087 617 397 100
100000 9091 2439 1099 621 398 100
0 10000 2500 1111 625 400 100

p =q= 0.5/ confidence level = 95%



DATA COLLECTION

Selection of field workers

8

Training of field workers

.

Supervision of field workers

. 5

Validation of field workers

.

Evaluation of field workers

-

Data are rarely collected by those designing
the research. Two options:

1. They can develop their own organisations
2. They can contract with a field agency
The researcher should:

1. Develop ajob specification for the project

2. Decide what characteristics the
fieldworkers should have

3. Recruit appropriate individuals



DATA COLLECTION

Selection of field workers

8

Training of field workers

.

Supervision of field workers

. 5

Validation of field workers

.

Evaluation of field workers

Training is critical to the quality of the data
collected.

It ensures all interviewers administer the
questionnaire in the same manner so that the
data can be collected uniformly.

Training should cover:

1. Making the initial contact (convince
potential respondents)

Asking the questions (to avoid bias)

3. Probing (motivate respondents to enlarge,
clarify or explain their answers)

4. Recording the answers (format and
convention to record the interviews)

5. Terminating the interview (important to
record informal comments after the formal
process and thank the respondents)



DATA COLLECTION

Selection of field workers

8

Training of field workers

.

Supervision of field workers

. 5

Validation of field workers

.

Evaluation of field workers

Ensure that they are following the procedures
and techniques in which they were trained.

Supervision involves:

1. Quality control (checking if the field
procedures are being properly
implemented)

2. Sampling control (to ensure that they are
following the sampling plan)

3. Cheating control (to check they are not
falsifying part of a question or the
questionnaire)

4. Central office control (supervisors provide
information to the central office)



DATA COLLECTION

Selection of field workers

8

Training of field workers

.

Supervision of field workers

. 5

Validation of field workers

.

Evaluation of field workers

Verifying that the field workers are submitting
authentic interviews.

To validate the study, supervisors can call 10 to
25 percent of the respondents to ask whether
the field workers conducted the interview.



DATA COLLECTION

Selection of field workers

8

Training of field workers

.

Supervision of field workers

. 5

Validation of field workers

.

Evaluation of field workers

Important to provide feedback on their
performance, as well as to identify the better
field workers and build a high-quality field
force.

The evaluation should be based on the criteria
of cost and time, response rates, quality of
interviewing, and quality of data.



TOPIC 8
PRODUCING A DATABASE

8.1. Filtering and recording data
8.2. Infroduction to SPSS

Objective:
Examine the data preparation process and some guidelines for using
software for stafistical techniques.

Bibliography:
Malhoftra, N. K. (2015). Essentials of Marketing Research. A Hands-On
Crientation. Pearson. Boston. Chapter 10.



MARKETING RESEARCH PROCESS

Problem definition

Approach to the problem

Research and design formulation

Fieldwork

Data preparation & analysis

Results presentation

1. MgRP
2. MkKRP

Specific components: RQ, H, IN

Research type, data collection
technique, questionnarie,
sampling, simple size

Data gathering and database l
production (Topic 8)

Topic 9

Topic 10



THE DATA PREPARATION PROCESS

Questionnaire checking

1 |

Editing

-

Coding

-

Transcribing

-

Data cleaning

-

Statistically adjusting the data

-

Selecting a data analysis strategy

Check for acceptable questionnaires

Questionnaires can be unacceptable for
various reasons - such as incompleteness



THE DATA PREPARATION PROCESS

Questionnaire checking

1 |

Editing

-

Coding

-

Transcribing

-

Data cleaning

-

Statistically adjusting the data

-

Selecting a data analysis strategy

Screen questionnaires to identify illegible,
inconsistent or ambiguous responses



THE DATA PREPARATION PROCESS

Questionnaire checking

1 |

Editing

-

Precoding: previously done for structured

Coding questions

Postcoding: assign codes, usually numbers, to

-

. each possible response for open-ended
Transcribing questions

-

Data cleaning

-

Statistically adjusting the data

-

Selecting a data analysis strategy




THE DATA PREPARATION PROCESS

Questionnaire checking

1 |

Editing

-

Coding

-

Transcribing Involves transferring coded data from the
questionnaire to computers

-

Data cleaning

-

Statistically adjusting the data

-

Selecting a data analysis strategy




THE DATA PREPARATION PROCESS

Questionnaire checking

1 |

Editing

-

Coding

-

Transcribing

-

Data cleaning

-

Statistically adjusting the data

-

Selecting a data analysis strategy

Data is cleaned (of data entry errors) and a
treatment for missing responses prescribed.



THE DATA PREPARATION PROCESS

Questionnaire checking

1 |

Editing

-

Coding

-

Transcribing

-

Data cleaning

-

o o Sometimes it is necessary to statistically adjust
Statistically adjusting the data data to improve representativeness of the
population of interest

-

Selecting a data analysis strategy




THE DATA PREPARATION PROCESS

Questionnaire checking

1 |

Editing

-

Coding

-

Transcribing

-

Data cleaning

-

Statistically adjusting the data

-

Selecting a data analysis strategy

Select an appropriate data analysis strategy
(Topic 9)



TRANSCRIBING

Questions and answers must be translated into variables in software

Specifically into the Statistical Package for Social Sciences (SPSS)
How to proceed? (general rule)

a) One-answer question

1 question = 1 variable

b) Multi-response question

1 response alternative = 1 variable

Following steps to define:
Name
Label
Values

Label values



ACTIVITY

Questionnaire of smoking habits and variables



2. Do you smoke?: 1. yes 2. | gave up 3. No

Name: v.2
Label: Do you smoke?
Values: 1/2/3

Label values: Yes/l gave up/No



6. How long have you smoked?: years

Name: v.6
Label: Years smoking
Values:

Label values:



10. ‘Smoking in dangerous for health’. 1. Strongly
disagree to 5. Strongly agree

Name: v.10

Label: Smoking is dangerous
Values: 1/2/3/4/5

Label values: SD/D/N/A/SA



SPSS

Statistical Package for Social Sciences
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SPSS

Definition of variables



ACTIVITY

Let’s define variables using SPSS from another
questionnaire



SPSS

Transcribing data



ACTIVITY

Let’s franscribe the data (responses into codes) by key
punching



TOPIC 9
BASIC DATA ANALYSIS AND VARIANCE ANALYSIS

9.1. Data analysis strategy
9.2. Frequency distribution
9.3. Cross-tabulation

9.4. Hypothesis testing

9.5. Analysis of the variance

Objective:

Examine data preparation process and data analysis strategy. Explain
data analysis associated with frequencies, cross-tabulations,
hypothesis testing and variance analysis.

Bibliography:
Malhoftra, N. K. (2015). Marketing Research. A Hands-On Orientation. Pearson.
Boston. Chapters 11 & 12.
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RESULTS: PERCENTAGES, MEANS



DATA ANALYSIS



DATA-PREPARATION PROCESS
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DATA ANALYSIS STRATEGY

Select the appropriate data analysis techniques to obtain sound information.

It should be based on:

Earlier steps of the marketing research project

< Research questions/questions in the questionnaire

Characteristics of the data

< Non metric (nhominal, ordinal) / Metric (interval, ratio)

Properties of statistical techniques

Background of the researcher



A CLASSIFICATION OF STATISTICAL TECHNIQUES

Univariate techniques

v
Metric data Non-metric
data
! I

Two or more
samples

Two or more

One sample
samples

One sample

Multivariate techniques




UNIVARIATE TECHNIQUES (1 variable)

—

. Non-metric data frequency distribution

. Metric data —— mean

MULTIVARIATE TECHNIQUES (2 or more variables)

Bivariate (2 variables)

A. Aim: Influence

1. At least’'one variable is non-metric —* Cross-tabulation (chi-square)

Hypothesis
2. Two or - testing



UNIVARIATE TECHNIQUES

1. Take a research question:

How often are people involved in cultural practices?

2. Select the related questions in the questionnaire:

2. Regarding some other cultural activities, how often are you involved in any of the following ones? Please,

answer:
1. Rarely or never; 2. Occasionally; 3. Frequently
1. | Download music from 10. | Take dance lessons
the Internet
2. | Social dancing at clubs 11. | Attend stage or theatre
or parties plays
3. | Attend live concerts 12. | Sign in a vocal group or
choir
4.1 Watch TV shows about 13. | Attend dance shows or
music performances
5. | Play music in a group 14. | Dance in a group
6. | DJ or make playlists 15. | Stream music from the
Internet
7. | Watch TV show about 16. | Take acting lessons
dance
8. | Take music lessons 17. | Actin theatre plays
9 | Attend musicals

3. Determine the basic scaling type and data characteristics

Nominal »

4. Select the appropriate statistical analysis

=

Non-metric

UNIVARIATE ANALYSIS FREQUENCY DISTRIBUTION



UNIVARIATE TECHNIQUES

1. Take aresearch question:

Why do people attend live music concerts?

2. Select the related questions in the questionnaire:

8. If you have attended at least one in the past twelve months, please grade the below list of reasons for attending
using the following scale. Otherwise, let’s go to question 9.

1. Strongly disagree; 2. Disagree; 3. Neutral; 4. Agree; 5. Strongly agree

| went to music concerts because... 1121345
... | love live music

1

2.... afriend or a relative invited me
3.... I wanted to see an artist/band
4.... someone told me or recommended it to me
5.... | was curious

6.... was trying to impress someone
7

8

9

1

1

... | looked for broadening my horizons
... of scapism

.... | wanted to have fun
0. ... mingling was within my interests
1. ... I looked for feeling emotions

3. Determine the basic scaling type and data characteristics

Interval » Metric

4. Select the appropriate statistical analysis

UNIVARIATE ANALYSIS » MEAN



MULTIVARIATNE TECHNIQUES (2 VARIABLES)

1. Take aresearch question:

Do women attend live music concerts more than men?

2. Select the related questions in the questionnaire:

2. Regarding some other cultural activities, how often are you involved in any of the following ones? Please,

answer:
1. Rarely or never; 2. Occasionally; 3. Frequently
1. | Download music from 10. | Take dance lessons
the Internet
2. | Social dancing at clubs 11. | Attend stage or theatre
or parties plays
3. | Attend live concerts 12. | Sign in a vocal group or
choir
12. Gender:
[ 1. ] Man | |2 | Woman

3. Determine the basic scaling type and data characteristics
Nominal » Non-metric

4. Consider if it's influence or comparison and the appropriate technique

INFLUENCE mp Chi-square



MULTIVARIATNE TECHNIQUES (2 VARIABLES)

1. Take aresearch question:

Do women attend live music concerts more than men?

2. Select the related questions in the questionnaire:

2. Regarding some other cultural activities, how often are you involved in any of the following ones? Please,

answer:
1. Rarely or never; 2. Occasionally; 3. Frequently
1. | Download music from 10. | Take dance lessons
the Internet
2. | Social dancing at clubs 11. | Attend stage or theatre
or parties plays
3. | Attend live concerts 12. | Sign in a vocal group or
choir
12. Gender:
[ 1. ] Man | |2 | Woman

3. Determine the basic scaling type and the characteristics of the data
Nominal/ordinal/interval/ratio » Non-metric/metric

4. Consider if its influence or comparison and the appropriate technique

INFLUENCE/COMPARISON » HYPOTHESIS TESTING



INTRODUCTION TO HYPOTHESIS TESTING

Formulate Ho

4L

Select an appropriate test

ags

Chose the level of significance

s

Calculate the test statistic

-

Determine the probability associated with Determine the critical value of the test
the test statistic statistic

=

Compare probability with level of Determine if the critical value falls into
significance rejection or nonrejection region

&

. 2

Reject or do not reject Ho

.z

Draw a marketing research conclusion




CROSS-TABULATION (CHI-SQUARE)

Condition:
At least one variable has to be non-metric (or both non-metric)
Purpose:
Knowing the association or influence between variables
Null hypothesis:
Ho: there is no association between variables
Rejection/non rejection:
If Pr<0.05 we reject Ho variables are associated, one variable influences the other

—
If Pr>0.05 we accept Ho there is no association between variables, they are independent

—>
Example:
RESEARCH QUESTION: Does gender influence smoking?
QUESTIONS:
SCALES:

TECHNIQUE:



CROSS-TABULATION (CHI-SQUARE)

Condition:
At least one variable must be non-metric (or both non-metric)
Purpose:
Establishing the association or influence between variables
Null hypothesis:
Ho: there is no association between variables
Rejection/non-rejection:
If Pr<0.05 we reject Ho variables are associated, one variables influences the other

—
If Pr>0.05 we accept Ho there is no association between variables, they are independent

Example:

RESEARCH QUESTION: Does gender influence smoking?e
QUESTIONS: Q.2 & Q.15

SCALES: nominal/nominal

TECHNIQUE: Cross-tabulation (chi-square)



CROSS-TABULATION (CHI-SQUARE)

Tabla de contingencia ¢ FUMA USTED? * sexo

sSexo
Hombre Mujer Total

¢(FUMA S Recuento 67 107 174
USTED? % de ¢ FUMA USTED? 38,5% 61,5% 100,0%
% de sexo 42 7% 38,6% 40,1%

DEJADO Recuento 8 23 31

% de ¢ FUMA USTED? 25,8% 74 2% 100,0%

% de sexo 5,1% 8,3% 7,1%

NO Recuento 82 147 229

% de ¢ FUMA USTED? 35,8% 64,2% 100,0%

% de sexo 52,2% 53,1% 52,8%

Total Recuento 157 277 434
% de ¢ FUMA USTED? 36,2% 63,8% 100,0%

% de sexo 100,0% 100,0% 100,0%

Pruebas de chi-cuadrado

Sig. asintdtica
Valor gl (bil
Chi-cuadrado de Pearson 1,8662 2 ,393
Razén de verosimilitud 1,940 2 Q
ﬁ::;:llamon lineal por 262 1 609
N de casos validos 434

Pr=0,393>0,05 no rejection

a. 0 casillas (,0%) tienen una frecuencia esperada inferior a 5.
La frecuencia minima esperada es 11,21.

Variables are independent
There is no association

Gender does not influence
smoking



CROSS-TABULATION (CORRELATION)])

Condition:
Both variables are metric
Purpose:
Establishing association or influence between variables
Null hypothesis:
Ho: there is no association between variables/ correlation coefficient is zero

Rejection/non-rejection:

If Pr<0.05 we reject Ho variables are associated, one variable influences the other,
correlation coefficient is not zero (+1)
—>
If Pr>0.05 we accept Ho there is no association between variables, they are independent,
correlation coefficient is zero
—>
Example:
RESEARCH QUESTION: Does age influence opinion on ‘taxes should be increased’s QUESTIONS:
Q.12& Q.16

SCALES: interval/ratio
TECHNIQUE: Cross-tabulation (correlation)



CROSS-TABULATION (CORRELATION)])

Correlaciones

Deben
aumentarse
Edad los impuestos
Edad Correlacion de Pearson 1
Sig. (bilateral) , 322 D)
N 434 434
Deben aumentarse Correlacion de Pearson - 1
los impuestos Sig. (bilateral) 322 ) ,
N 434 434

Pr=0.322 > 0.05 no rejection
Correlation coefficient is almost zero, no rejection
There is no association between variables

Age does not influence opinion on ‘taxes should be increased’



t TEST: TWO INDEPENDENT SAMPLES

Samples drawn from different populations are termed independent samples

Purpose: To establish if the mean of a variable is different or not in two groups

Null hypothesis: Ho: means are equal

Rejection/non rejection:
If Pr<0.05 wereject HO —»  means are different

If Pr>0.05 we accept HO —» means are equall

Example:
RESEARCH QUESTION: Do men and women have the same opinion on the danger to

health of smoking?
QUESTIONS: Q.10 & Q.15
SCALES: interval/nominal
TECHNIQUE: t-Test



t TEST: TWO INDEPENDENT SAMPLES

Estadisticos de grupo

Desviacion Error tip. de

Sexo N Media tip. la media
Fumar perjudica salud Hombre 157 4,65 ,883 ,071
Mujer 277 4,69 ,840 ,050

Prueba de muestras independientes

Prueba de Levene
para laigualdad de
varianzas Prueba T para la igualdad de medias

95% Intervalo de
confianza para la

Diferencia | Error tip. de diferencia
F Sig. t gl Sig. (bilateral) | de medias | la diferencia Inferior Superior
Fumar perjudica salud  Se han asumido Y
varianzas iguales 783 377 -,508 432 612 ) -,04 ,086 -212 ,125
No se han asumido
varianzas iguales -,501 310,858 ,617 -,04 ,087 -,214 127

Pr=0.612>0.05
We do not reject the null hypothesis
Means are equal

Men and women have the same opinion on danger of smoking




T TEST: TWO PAIRED SAMPLES

Samples are comprised of the same respondents, but in different moments of time
Purpose:

To establish if the mean of a variable is different or not in two groups

Null hypothesis:

Ho: means are equal

Rejection/non rejection:

If Pr<0.05 we reject Ho — means are different

If Pr>0.05 we accept HO ——» means are equal



VARIANCE ANALYSIS

Condition:

The dependent variable is metric

The independent variable is non-metric
Purpose:

To analyse the behaviour of the dependent variable in all the groups generated by the
independent variable

Null hypothesis:

Ho: means of the groups are equal

Rejection/non-rejection:
If Pr<0.05 we reject Ho means are different; the dependent variable is different between groups

If Pr>0.05 we accept Ho means are equal; the independent variable is the same in all groups



VARIANCE ANALYSIS

Example 1:

RESEARCH QUESTION: Do men and women have the same opinion on ‘taxes should be increased’e
QUESTIONS: Q.10 & Q.15

e dependent variable: taxes should be increased

* independent variable: gender

SCALES: interval/nominal

TECHNIQUE: ANOVA (t-Test)

ANOVA
Deben aumentarse los impuestos . .
Suma do Vodia P =0.743 >0.05 no rejection
cuadrados gl cuadratica F Si
Inter-grupos ,225 1 ,225 ,107 ,743 > Means are equal
Intra-grupos 906,127 432 2,098
Total 306,353 433 Opinions on taxes are no different for

men and women



Example 2:

VARIANCE ANALYSIS

RESEARCH QUESTION: Do smokers/non-smokers have the same opinion on ‘taxes should be
increased’e

QUESTIONS: Q.2 & Q.11

e dependent variable: taxes should be increased
* independent variable: smoking

SCALES: interval/nominal

TECHNIQUE: ANOVA

ANOVA
Deben aumentarse los impuestos
Suma de Media
cuadrados gl cuadratica F
Inter-grupos 303,849 2 151,925 108,679
Intra-grupos 602,503 431 1,398
Total 906,353 433

,000

P = 0.000 < 0.05 rejection
Means are different

Opinion on taxes differ between
smokers and non-smokers



TOPIC 10
REPORT PREPARATION AND PRESENTATION

10.1. Importance of the report
10.2. Report format

10.3. Report writing

10.4. Oral presentation

Objective:
Examine the basic requirement of report preparation including report
format, report writing, and oral presentation

Bibliography:
Malhoftra, N. K. (2015). Essentials of Marketing Research. A Hands-On
Crientation. Pearson. Boston. Chapter 13.
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A REPORT



IMPORTANCE OF THE REPORT

The report and its presentation are important parts of the marketing research
project:

1. They are the tangible products of the research effort. The report serves as a
historical report of the project

2. Management decisions are guided by the report and the presentation. If the
first five steps are carefully conducted but inadequate attention is paid to the
sixth step, the value of the project to management will diminish.

3. The involvement of many marketing managers in the project is limited to the
written report and the oral presentation. They evaluate the quality of the project
based on the quality of the report and presentation

4. Management’s decision to undertake marketing research in the future or to
use the particular research supplier again will be influenced by the perceived
usefulness of the report and the presentation.



REPORT FORMAT

Report formats are likely to vary with the researcher conducting the project, the
client, and the nature of the project in itself

The following is a guideline from which the researcher can develop a format for
the research project at hand

l. Title page XII. Research design
Il. Letter of fransmittal L. Type of r_esearch design
Iil. Letter of authorization IL. Information needs
V. Table of contents I1I1. Data collection from secondary sources
V. List of tables Iv. Data collection from primary sources
VI. List of graphs V. Scaling techniques
VII. List of appendices VI. Questionnaire development and pretesting
VIII. List of exhibits VIL S_ampling techniques
IX. Executive summary VIII.  Fieldwork
l. Major findings XIII. Data analysis
. Conclusions L Methodology
[l Recommendations II. Plan of data analysis
X. Problem definition XIV. Results
l. Background to the problem XV. Limitations and caveats
Il. Statement of the problem XVI. Conclusions and recommendations
XI. Approach fo the problem XVIL.  Exhibits
L. Quesitionnaires and forms
II. Statistical output

III. Lists



REPORT WRITING

The report should take into account the readers’ (marketing managers)
technical sophistication and interest in the project

Technical jargon should be avoided. Instead of technical terms (maximum
likelihood, heteroscedasticity...) use descriptive explanations.

The report should be easy to follow, logically structured, and clearly written.

Appearance is important. The report should be professionally reproduced
with quality paper, typing, and binding.

Objectivity is a virtue that should guide report writing. The rule is ‘Tell it like it

IS .

It is important to reinforce key information in the text with tables, graphs,
pictures, maps, and other visual devices. These facilitate communication
(see guidelines for tabular and graphical presentation).

A report should be terse and concise. Anything unnecessary should be
omitted. If too much information is included, important points will be lost.
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Time spent on smartphones and tablets, by category

Smartphones Tablets
other, 5% o )
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SUGGESTIONS TO MAKE A BETTER PRESENTATION



ORAL PRESENTATION

The whole marketing research project should be presented to the management
of the client firm.

This presentation will help management understand and accept the written
report.

The key to an effective presentation is preparation. A written script or detailed
outline should be prepared following the format of the written report. The
presentation should be rehearsed several fimes before it is made to the
management.

Visual aids, such as tables and graphs, should be displayed with a variety of
media (chalkboards, magnetic boards, flip charts, overhead projectors, slides,
computer projectors, tablets, etc.)

It is important to maintain eye contact and interact with the audience. Sufficient
opportunity should be provided for questions, both during and after presentation.

Body language should be managed. Descriptive gestures are used to clarify or
enhance verbal communication. Emphatic gestures are used to emphasise what
is being said.



READING 1:
HARLEY-DAVIDSON FACES THE BIGGEST REVOLUTION IN ITS HISTORY

Harley-Davidson, the legendary American brand of motorcycles, has been in business for 115
years and intends to remain in business for many more years. With this aim in sight, the
company is preparing the greatest revolution in its history. Its strategic plan to the year 2022
intends adapting to the demands of an increasingly global market with differing mobility
needs. Chair and CEO, Matt Levatich, is shaking the foundations of the company with a clear
objective: ‘Together with our current and loyal customers, we are heading for a revolution of
freedom on two wheels and our aim is to inspire future motorcyclists who cannot yet even
imagine the thrill of riding a motorcycle’.

It is the foundation of a plan that has been called ‘More roads for Harley-Davidson’ and
which confirms that the survival of the company cannot be exclusively based on
unconditional users of an increasingly advanced age. The words of Levatich show that the
brand will remain robust in its principles but also that the company needs significant growth
based on new customers and markets. The project has three pillars: the launch of new
products; the attraction of buyers by all possible means; and the strengthening of its
distribution network.

For the user, the most striking change will be the complete redefinition of the Harley-
Davidson product mix following a diversification that seems essential to meet the objectives.
While guaranteeing every effort to maintain its leadership in the large motorbike segment,
which has been the basis of the brand for more than a century, the plan advances a series of
launches unthinkable just a few years ago.

A modular platform (in the purest automotive style) will serve for the introduction of 500cc to
1250 cc motorcycles which cover three segments and four engine sizes. The first trail bike
created in Milwaukee — to be called ‘Pan America’ — will arrive in 2020 and use a 1250cc
two-cylinder engine. In the same year, the company will launch another bike with the same
engine size called the Custom 1200, as well as a 975cc sports version called the Streetfighter.
This first wave of new arrivals will continue until 2022 to complete a new mid-range for the
brand.

Looking to emerging markets in Asia, and especially India, a line of exclusive products will
be developed for these countries with engines between 250 and 500cc. The aim is to facilitate
access to the brand with specially designed models adapted to local needs in environments of
enormous growth — and which have little or nothing to do with traditional markets (mainly the
United States and Europe).

The great revolution prepared by Harley-Davidson will be electric. The firm claims that its
goal is to lead this new segment and it is working on an offer that will open the LiveWire in
2019 — based on a prototype shown in 2014 and which is now ready to become a reality. This
will be the first sample of an offer of two-wheeled electric vehicles with continuous
transmission (no clutch or gears) which will satisfy the urban mobility needs of new
generations. Some models will be close to bicycles and the new range will emphasise
lightness, manageability, and accessibility.



Harley-Davidson will expand and strengthen its relationship with customers through
innovative loyalty experiences along with strategic alliances with leading global electronic
commerce companies (will people be able to buy a motorcycle on Amazon?). At the same
time, it will create sales locations with small urban shop windows in large cities around the
world, where its motorbikes and line of accessories for bikers and brand followers will be
available. All this will include the indispensable collaboration of a reinforced network of
dealers so that Harley-Davidson will have the means to become the main player in this
ambitious strategic plan.

To carry out this plan (the company explained in a clear message to shareholders that goals
are framed within the uncertainties of a changing scenario) Harley-Davidson intends making
an operational investment of 400 and 450 million dollars (between 342 and 385 million euros,
at the current exchange rate) up to 2022, plus a capital investment in the same period of
between 200 and 250 million dollars (171 and 214 million euros).

Translated from Raul Romojaro, EL PAIS, July 30, 2018.



READING 2: Palma-Martos, M.L., Cuadrado-Garcia, M. & Montoro-Pons, J.D. (2021).
Breaking the Gender Gap in Rap/Hip-Hop Consumption. In Music as Intangible Cultural
Heritage (pp. 51-65). Springer, Cham.

Research undertaken by the three authors, written by Cuadrado-Garcia, M.

BREAKING THE GENDER GAP IN RAP/HIP-HOP CONSUMPTION

Abstract

Some music genres have been traditionally and mainly consumed by males. This is the case
of rap/hip-hop. However, data on the consumption of this genre in recent years show quite a
relevant increase in women. Analyzing this new trend seems extremely relevant, not only as a
question linked to gender studies but also to marketing decision making for the music
industry, struggling to attract new audiences, even more nowadays due to the pandemic. To
frame it, literature on music consumption, specifically in relation to gender and rap as an
alternative music genre, has been reviewed from different approaches. Then an exploratory
survey was conducted to get insight into rap/hip-hop consumption and assessment by gender.
Results show that attendees” satisfaction and interest to this kind of music concerts is high, no
matter the gender. Only knowledge, somehow lower assessed, seems to be different for men
and women, being slightly greater for the former. In addition, the finding of three clusters
(involved, apathetic and hedonists), comprised both by women and men, leads us to suggest
that the gender gap in rap/hip-hop consumption is becoming shorter.

Keywords: music genres, music attendance, gender, consumer behavior, exploratory
research, multivariate analysis

Introduction

Although music has been accompanying us for thousands of years, we are still far from
knowing what makes us like it as Schéfer and Sedlmeier (2010) suggest. Not only literature
has lately shown abundant research into the issue of music consumption and preferences but
also official reports on music participation both live and recorded.

In this regard, among non-mainstream music genres, rap/hip-hop has dramatically increased
in live attendance for last years, specifically 1.3% since 2010, as derived from the Survey on
Cultural Habits and Practices (SCHP) in 2018-19 by the Spanish Ministry of Culture and
Sports. Next come electronic, hard rock and jazz music, although it seems they have slightly
decreased in number of attendees between 2014 and 2018. According to the same survey and
in relation to gender, alternative music genres, especially rap/hip-hop, electronic and hard
rock seem to have more interest for men in the case of live music concerts. Specifically,
attendance at rap concerts is greater than 5% for men and above 3% for women.

When it comes to recorded music, listening to alternative genres is higher than attendance and
similar for different genres (above 12%), namely, electronic, blues, jazz and rap/hip-hop.
According to gender, again male listeners of non-mainstream music genres are slightly higher
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in volume than female ones. Men prefer electronic, rap/hip-hop, blues soul and jazz while
women prefer blues, soul, jazz, reggae, electronic and rap/hip-hop. The latter has increased in
use for both genders from 2014 to 2018, being 6% for men and 3% for women.

Regarding free downloads, in 2018 rap/hip-hop represented 25.8% versus 20% and 15% of
electronic music and reggae respectively. In terms of gender, rap/hip-hop downloads are
greater for men than women, being 31.8% in the case of men and 18.4% of women. This last
figure is higher than other downloads percentage by women such as reggae (15.5%) and
electronic (13.8%) but smaller than blues and soul (63.3%) or jazz (58.7%).

Finally, in relation to digital services subscriptions, the same survey (SCHP, 2018-19) shows
that rap/hip-hop reaches 23%, very close to electronic music representing 22.6%, and other
genres getting less than 18%. By gender, men represent 28.5% of the subscriptions and
women 17.4%. However, rap female subscribers” percentage is the highest in comparison
with other minority genres, namely, blues (17.2%), electronic (16.2%) and reggae (14.6%).

Previous data show different consumption patterns, specifically related to gender, in the case
of minority music genres. Music consumption, including differences by gender, has been
academically studied from different disciplines. In psychological research some studies have
analyzed the influence of gender on music preferences. In this regard, men seem to prefer
rebellious music (i.e. heavy metal or punk music) while women go for easy listening music
(i.e., pop or country music) (George et al. 2007; Colley, 2008; Zweigenhaft, 2008). Similarly,
following North (2010) and Herrera et al. (2018), men show greater preferences towards
harder an exciting music styles, linked to nonconformity behaviors with social rules. On the
contrary, women prefer softer music, with more emotional contents, made to dance and with a
clear dependence of social media patterns (Colley, 2008). They also show higher preference
for unpretentious music (Bonneville-Roussy et al., 2013). Although Colley (2008) exposes
that the underlying structure of music preferences is not necessarily the same, women show
higher preferences for unpretentious music (Bonneville-Roussy et al., 2013). In this regard,
Langmeyer et al. (2012) also find gender differences: men are mutually exclusive in their
music preference, whereas women allowed more overlap. This is line with what Crowther and
Durkin (1982) stated in relation to greater musical eclecticism of the female gender. Finally,
when analyzing social identity and gender, Tipa (2015) notes that women usually listen to
music in many of their daily activities, while for men music plays a major role in social and
affective relationships between peer groups.

The sociological approach highlights that women participate more than men in highbrow
cultural activities (Dimaggio, 1982; Bihagen and Katz Gerro, 2000; Lizardo, 2006), which is
linked to early socialization in arts and socioeconomic status (Bordieu, 1984; Collins, 1988;
Lizardo, 2004), labour market and marital status. Besides, omnivorous consumer behavior is
associated to individuals with higher levels of human, economic and cultural capital,
regardless of gender (Peterson, 1992; Peterson and Kern, 1996; Garcia Alvarez et al., 2007,
Katz-Gerro and Sullivan, 2010; Christin, 2012). In the economic literature, Prieto-Rodriguez
and Ferndndez—Blanco (2000) show that gender (being female) and education (upper
secondary or college degree) are predictors of omnivorous music consumption. However, this
has a negative effect in the case of popular music (Favaro and Frateschi, 2007, Montoro-Pons
and Cuadrado-Garcia, 2011).



This paper, focused on rap/hip-hop consumption, aims to gain a deeper insight into the role of
gender in the participation of such popular music genre. Specifically, we pursue to test the
existence of gender differences in its consumption and assessment. In doing so, we first
summarize the literature review on music consumption in relation to rap/hip-hop. Then, the
exploratory research undertaken is described. Results and comments come next, to end with a
discussion section.

Rap/hip-hop consumption literature

The consumption of rap/hip-hop has also been discussed, both directly and indirectly, from
different standpoints. Mainly from three academic disciplines: psychology, sociology and
marketing (consumer behavior). The psychological perspective has dealt with social identity,
personality and perceptions, among other variables. Regarding social identity, Dixon, Zhang
and Conrad (2009, p.355) focus on an ethnic group (black people and immigrants) analyzing
their collective self-esteem within the community. Three findings can be noted from previous
authors. First, “African American audience members’ collective self-esteem was positively
related to their consumption of rap music (viewers who consumed more rap videos also had a
higher sense of collective self-esteem)”. Second, black consumers with strong afro-centric
features, viewing videos with afro-centric standards of beauty, instead of euro-centric ones,
increased in identification. Finally, they stated that: “participants are able to use their cultural
lens and ethnic identification to identify rap content which can potentially empower them”.
These findings are consistent with prior research on black audiences (Allen, 2001; Appiah,
2004). Those studies point the importance of race in relation to rap music genre as theories
may differ for white individuals. This is in relation with what others think of hip-hop music
because of their connection with race, class, sexism and black culture (Rose, 2008; Jacobson,
2015). While rap may be used to create new identities for relatively small numbers of white
and Asian urban music enthusiasts, for most numerous black urban music enthusiasts, the
music is more likely to reflect and consolidate already existing racial identities (Tanner,
Asbridge and Wortley, 2009). In this sense, “hip-hop contributes to the understanding and
construction of race, thereby contributing to racial formation theory that maintains the
stratification with whites privileged above nonwhites” (Jacobson, 2015, p. 847).

Personality has also been related with music. Several theories support the linking between
personality and music preferences, specifically the uses and gratification approach
(Rosengreen, Wenner and Palgreem, 1985). In this regard, people prefer styles of music that
reinforce and reflect aspects of their personalities and personal identities (Rentfrow and
Gosling, 2007). In addition, according to the model of optimal stimulation (Zuckerman, 1979,
Eysenck, 1990) people tend to choose the type of music that moves them towards their
optimal arousal level. In particular, Rentfrow and Gosling (2003) have found out that people
who enjoy intense styles of music, like rock, heavy metal, and punk (rap/hip-hop could be
also considered) score high on psychological measures of thrill-seeking, openness, and also
value freedom and independence. These authors, who determined the major dimensions of
music-preferences and their association with the Big-Five personality factors, also found out
that the fourth dimension (energetic and rhythmic), defined by rap/hip-hop, soul/funk and
electronic/dance music, was positively related to extraversion and agreeableness,
flirtatiousness, liberalism, self-perceived attractiveness, and athleticism but negatively related
to social dominance, orientation and conservatism. Bonneville-Roussy, et al. (2013) also



found that preferences for rap/hip-hop are positively associated with sociability, status
orientation, and physical attractiveness.

The study of music preferences and interpersonal perceptions has also been undertaken
showing relevant findings. For instance, MacNamara and Ballard (1999) found out that
individuals with high resting arousal and antisocial characteristics prefer arousing styles of
music that emphasize themes of rebellion such as heavy-metal, rock, and rap. On the other
hand, Rentfrow and Gosling (2006, p.239) showed that “extraversion was positively related to
music attributes such as energy, enthusiasm, and amount of singing and the genres country
and hip-hop”. In summary, the relationship between music preferences and personality may
vary for different groups based on factors such as geography and age (Zweigenhaft, 2008).

Focused on adolescents Delsing et al. (2008, p.128) carried out research on music preferences
revealing that adolescents who liked urban (which includes rap/hip-hop), also pop/dance, tend
to be relatively high on extraversion and agreeableness. This is in relation with extravert’s
desire to mingle with peers and to have fun. The authors state that this could be explained by
the model of optimal stimulation. This study also provides support for the generalizability of
Rentfrow and Gosling (2003) four-factor structure of music preferences across cultures and
age groups. In later studies Rentfrow, Goldberg and Levitin (2011) provide a model of
musical preferences based on listeners’ affective reactions to excerpts of music from a wide
variety of musical genres, based on five factors, being the urban defined largely by rhythmic
and percussive music (rap, funk, and acid jazz). They concluded that the music model is free
of genre and reflects emotional/affective responses to music. Preferences are influenced by
both social connotations and particular auditory features of music. A new study by Rentfrow
et al. (2012) confirmed that preferences for music are also determined by specific musical
attributes.

The sociological perspective notes that rap/hip-hop is dominated by male artists and focuses
mainly on men audience, which commonly drives to hypermasculinity, misogyny, demeaning
women and violence and homophobia in lyrics (Wester et al., 1997; Adams and Fuller, 2006;
Damien, 2006; Monk-Turner and Sylvertooth, 2008; Rose 2008, Conrad, Dixon and Zhang,
2009; Rebollo-Gil and Moras, 2012; Cundiff, 2013). These topics are predominant in
commercial or mainstream rap, which is played by artists who operate to major record
companies (Harkness, 2013). However, among popular or successful underground rappers,
predominant topics are misogyny and hypermasculinity as well but politically charged and
anti-establishment lyrics are included in a lesser degree (Oware 2014, p. 61). Another study
(Weitzer and Kubrin, 2009) suggests that rappers, whose songs portray women negatively are
influenced by three major social forces: larger gender relations, local neighborhood conditions
and the music industry. In response to corporate pressures, many rappers abandon political
and social messages and focus instead on material wealth and sexual exploits by an interest in
selling records. In other words, according to Oware (2014, p.77) “some underground rap
artists intentionally obscure the boundaries between the restricted and large-scale field of
production, due to hegemonic market forces”. This author concludes stating that the
distinction between bad rap (mainstream rap) and good rap (underground rap) should not be
done, nuancing Bourdieu’s (1993, 1996) field of cultural production, as they are not mutually
exclusive. However, the target group of rap/hip-hop listeners differs, according to Elafros
(2013), as non-commercial rap music was positioned among hip-hop fans and rap music
producers. In this line, whereas mainstream rap demanded black ghettocentricity, underground
rap endorsed inter-raciality and multiculturalism (Rodriguez, 2006).



Other studies note that female rappers are not always against misogyny and male domination
(Oware, 2009). In fact, the majority of female rapper lyrics presents women who are self-
objectified, self-exploited, and used derogatory lyrics when referring to other women. The
author finds that these contradictory messages invalidate the empowering messages that are
transmitted, reproducing and defending male hegemonic notions of femininity. The fact that
they offered such little resistance likely reflects industry norms at that time (Weitzer and
Kubrin, 2009), which seems that resistance was stronger in the beginnings (Rose, 1994).

Some authors have focused on people’s perception of rap/hip-hop as well as its influence. For
instance, “hip-hop was rated lowest on showing relationships being committed, nurturing,
romantic, responsible, using polite language and implicit” (Agbo-Quaye and Robertson, 2010,
p.362). These authors also point out that “female characters within hip-hop and rock are
predominantly represented as powerless and yearning for male authority”. This is in line with
what Berry (1995) stated a quarter of century ago when expressing that hip-hop displays
sexuality, misogynistic lyrics and apparent pornographic elements, reinforcing its image of a
“morally corrupted genre”. In this regard, it has been said that controversial rap music has had
a negative influence on adolescent development (Tanner, Asbridge and Wortley, 2009).
However, young people seem to be unaware of the impact that their preferred music has on
their lives (Agbo-Quaye and Robertson, 2010). For instance, cultural images of sexual
stereotypes in rap music videos may influence sexual attitudes and behavior of female
adolescents (Peterson et al., 2007). Other negative effects from a sociological point of view
refer to greater acceptation of male domination and violence (Oliver, 2006).

Finally, from the consumer perspective, specifically in relation to music genre choices,
Cuadrado-Garcia, Montoro-Pons and Gonzalez-Casal (2018) found out, in a survey conducted
among young consumers, that rap/hip-hop was amongst their most favorites music genres.
Besides, they also showed that having taken music studies made a difference regarding genres
preferences. Those with a music background preferred electronic, house and dance, jazz and
classic music. On the other hand, those not having music studies preferred rap, hip-hop and
Latin pop-rock to a greater extent. Some other authors have highlighted that the rap consumer
profile has evolved. From black young men belonging to low social class to white young men
belonging to middle class, with college degree, taking this place all over the world (Yousman,
2003, Rodriguez, 2006). In addition, research has found that hip-hop serves as an avenue for
interaction with black culture and a proxy for interpersonal interaction with black Americans
(Rose, 2008, Jacobson, 2015). Non-black fans are perceived as cultural tourists, a way to
understand black culture (Jacobson, 2015). In summary, rap acts as an interracial socializer,
making white fans could learn about the effects of racism and discrimination through this
music (Sullivan, 2003).

In this context, public engagement with hip-hop, due to appearance of gangsta rap, has shifted
to its consumption as a commodity, following the change that began with mass marketing to
larger white audiences all over the world. Specifically, this has been done by elites imitating
behavioral and aesthetic patterns of poor people, setting hip-hop consumption standards and
fashion trends, inverting Veblen's theory of conspicuous consumption (Hunter, 2011). This is
in line with Baudrillard’s (1988) theory of object relations, which captures hip-hop’s trend
toward consumption. Thus, rap music is a product that sells as a lifestyle, being reinforced by
lyrics, music videos and online fan gossip (Hunter, 2011). Particularly, in Europe rap is linked
to men migrant descendants, being a multicultural genre (Bennet, 1999; Laidlaw, 2011,
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Elafros, 2013; Green, 2013; Reitsamer and Prokop, 2018) and focuses on social problems and
minorities life conditions, reinforcing values in comparison to American rap (Beau, 1996;
Androutsopoulos and Scholz, 2003).

More recent studies have focused on female audiences in relation to rap. Zichermann (2013)
notes an increasing female audience as they appreciate its aesthetics and music, including
rhythmic flow, melodic structure and the general appeal of the artist. Lyrics seems not to be
that relevant as Sullivan (2003) found, years ago, that white people did not pay attention to
the words of those songs as they were more attracted in the beat of the music, particularly
young women. All in all, some of the previous issues regarding gender and consumption of
alternative music genres, specifically rap/hip-hop, still lack empirical research or need more
specific analysis.

Research: Objectives and methodology

Based on previous fundamentals, exploratory research was conducted trying to find out some
differences in gender regarding consumption and opinions on rap/hip-hop as a music genre.
Specifically, we aim at answering the following research questions. RQ1: Rap/hip-hop
attendance habits; RQ2: Level of knowledge of this music genre; RQ3: Satisfaction and
interest in rap/hip-hop; RQ4: Differences on habits and attitudes according to gender; RQ5:
Segmentation of rap/hip-hop consumers based on knowledge, interest and satisfaction levels.

The research was conducted in the form of online survey using a structured questionnaire
divided into three sections (rap/hip-hop consumption habits, attitudes towards rap/hip-hop and
classification variables). Different scales of measurement were used accordingly. Specifically,
questions regarding attitudes and opinions were designed using five-point Likert scales.
Convenience sampling was the method to select respondents from a population comprised by
people between 15 and 65 years old. Minors were sent the questionnaire after requesting
authorization from their parents. The total number of participants was 150. Data collection
took place in March 2019. Then, after producing a dataset univariate and multivariate analysis
(ANOVA tests, cluster analysis and cross tabulations) were calculated to statistically process
the information gathered in order to answer previous research questions. For operational and
logical reasons, the results that will be exposed are only those that present differences on
gender. Research methodology is summarized in Table 1.

Table 1. Research methodology

INFORMATION GATHERING TECHNIQUE Online survey by means of a structured questionnaire

QUESTIONNAIRE Three parts: attendance habits, assessment and
sociodemographic profile

Different scales of measurement

POPULATION People between 15 and 65 years old
SAMPLING METHOD & SAMPLE SIZE Convenience sampling: 150 respondents
FIELDWORK March, 2019
DATA ANALYSIS Univariate and multivariate using SPSS




The sample of this survey (Table 2) was comprised by 45.3% of women and 54.7% of men.
Most of them, 72.0%, were between 15 and 24 years old. Regarding level of studies, a great
majority (50.0%) were bachelors. 86.7% were single and 63.3% were students.

Table 2. Sample distribution

GENDER 45.3% Women
54.7% Men
AGE 28.7% (15-19)

43.3% (20-24)
11.3% (25-34)
8.0% (35-44)
8.7% (>44)
LEVEL OF STUDIES 26.7% University
50.0% Bachelors
23.4% Primary-secondary
PERSONAL SITUATION 86.7% Single
13.3% Married
OCCUPATION 63.3% Students
25.3% Employees
6.2% Self-employees
5.3% Non-active

Results

In relation to attendance habits, specifically social ones (Table 3), friends are the first option
to go with when attending rap/hip-hop music concerts (80.0%). Partners are much less
considered as this option was selected by just 11.0% of the sample. Finally, relatives are
marginally important to attend such concerts; only 2.7% of participants considered this
option. In order to know the role of gender in relation to this habit, a cross-tabulation analysis
by chi-square was calculated. Results showed that gender influences who people go with as
friends are more relevant for men (86.6%) than for women (72.1%). On the other hand,
partners were highly important as accompanying people for women (65.4%) in comparison to
men (25.0%).

Table 3. Social attendance habits in rap/hip-hop by gender

Igo with Total % Men % Women %

Friends 80.0 86.6 72.1
Partner 11.0 25.0 65.4
Relatives 2.7 2.4 2.9

Chi-Square Test Sig. (0.072)

In addition, participants in the study mostly chose social networks (82.7%) as a means of
information about rap artists/bands and concerts, followed very far by the option websites
(9.3%). However, no statistically significant differences regarding gender showed up in
relation to this consumption habit.

Knowledge, interest and satisfaction of this music genre were measured using five-point
Likert scales. Results in Table 4 show that rap/hip-hop music concerts attendees” are
extremely satisfied of the experience (4.39 out of 5). Interest in this music genre is also high
(4.06) but knowledge of this alternative genre is lower, although greater than the midpoint of
the scale (3.51). ANOVA tests show that men and women have only a significant different
knowledge of this music genre, men scoring higher than women, 3.66 and 3.32 respectively.
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Table 4. Knowledge, interest and satisfaction

Items Min Max Total Std.D. Men Women Sig. (ANOVA)
Knowledge 1 5 3.51 1.060  3.66 3.32 0.054*
Interest 1 5 4.06 1.018 4.12 3.99 0.415
Satisfaction 1 5 439 0933 434 4.44 0.516

Participants were grouped using a double cluster analysis: hierarchical and non-hierarchical.
The first method showed, by interpreting the resulting dendrogram, that three was the optimal
solution. The non-hierarchical k-means method helped describe these three clusters, as
summarized in Table 5. Cluster 1 was comprised by individuals assessing satisfaction,
knowledge and interest towards rap to a greater extent. In cluster 2, the three previous
variables get the lowest scores. Finally, those in cluster 3 assess satisfaction highly but not the
others. As a result, and respectively, clusters were labelled: involved (cluster 1), apathetics
(cluster 2) and hedonists (cluster 3).

Although there aren’t significative differences among groups according to gender, women are
more numerous in cluster 2. Significant differences arise when cross-tabulating the variable
belonging to a cluster with sociodemographic variables such as age (Sig. 0.001), level of
studies (Sig. 0.000), marital status (Sig. 0.000) and occupation. In this sense, those in cluster 1
are the youngest while cluster 2 members are older. In addition, in segment 1 percentages of
having primary, secondary and bachelor studies are greater, while the percentage of having
university studies is similar in clusters 1 and 3. Regarding marital status, singles and married
people are greater in number in cluster 1, being divorced people majority in segment 2. The
percentage of students is higher in cluster 3 and employees in cluster 2.

Table 4. Clusters

Clusters Knowledge Interest Satisfaction Sig. Number

1: Involved 4 4 5 0.000 78
2: Apathetic 2 2 3 0.000 20
3: Hedonists 3 3 5 0.000 52

Similarly, differences were also found out when cross-tabulating cluster membership and
behavioral variables. Specifically, frequency of attendance to rap music concerts (Sig. 0.000)
and last time people attended such a concert (Sig. 0.001). Individuals in cluster 1 are frequent
attendees as they get higher percentages in almost all the options except once a year, which is
slightly greater for those in cluster 3. In a similar way, cluster 1 members score higher in
attending rap concerts more recently than the other two groups, followed by those in cluster 3.
All these traits confirm the labels assigned to the three clusters based on their relationship
with knowledge, interest and satisfaction with rap/hip-hop.

Discussion

Music consumption has been studied from different academic disciplines, such as psychology,
sociology, economics or marketing. These disciplines, both directly or indirectly, have dealt
with the issues of gender and alternative music genres, specifically rap/hip-hop, participation.
In doing so, literature has shown important differences in relation to music preferences, social
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identity, socio-demographics, perceptions, cultural capital and consumption patterns. In order
to get deeper insight into rap/hip-hop consumption by gender an exploratory survey was
conducted, trying to overcome a certain gap in the literature. Specifically, the aim was to
analyze rap music consumption habits and assessment as well as to segment participants
based on satisfaction, interest and knowledge regarding rap/hip-hop.

Results show that rap is a minority music genre whose main audience are men, younger than
24 years old, singles, mainly students taking upper secondary or graduate studies. However, it
is worth noting the increasing participation of women in this music genre. These findings
corroborate previous studies. Specifically, Rodriguez (2006) pointed out that young men were
predominant in rap consumption independently of their race. Likewise, it is confirmed that
rap has become part of the global popular culture (Laidlaw, 2011). Findings are also in line
with Herrera et al. (2018) as they declared a greater preference of men toward styles
considered hard, such as rap. The increasing participation of women also coincides with that
indicated by Langmeyer et al. (2012) who said that men were more mutually exclusive in
their music preferences, while women allowed greater overlap.

In addition, gender influences some social attendance habits in relation to rap/hip-hop music
concerts. In this regard, men attend this sort of cultural events mostly with friends, reinforcing
their identity as a group. On the contrary, women usually go to rap concerts with their
partners. This could show quite an indirect interest in this music genre. These results confirm
Tipa’s (2015) statement that the use of music by men plays a major role in social and affective
relationships established between peer groups. Similarly, North (2010) point that while men
listen to music looking for the effect on social membership with their peer group, women
listen to music as a way to satisfy their emotional needs or for moments of pleasure.

It is also remarkable the existence of high levels of knowledge, interest and satisfaction
among consumers of this music genre, being greater in men but only significant differences
arise between men and women when it comes to knowledge of rap. This allows us to say that
the gender gap in rap/hip-hop consumption could be breaking. This can also be confirmed by
the existence of three segments after, conducting a double cluster analysis, in which gender
did not lead to significant differences. In other words, involved, apathetic and hedonists were
comprised both for men and women.

Parallel to all this, according to secondary data, digital technologies, such as social networks
and music platforms, have also played an important role in rap/hip-hop consumption, also
shortening the gender gap. Not only these technologies have fostered greater production,
better accessibility, higher visibility, and enhanced knowledge but also wider audiences in
music as the study by Simoes and Campos (2017) shows. This is the case of women
increasingly consuming rap both live and recorded in spite of their mostly controversial
lyrics. Not paying attention to the words of rap songs and being more attracted in the beat of
the music, as pointed by Sullivan (2003), or being unaware of the impact of this music in their
lives (Agbo-Quaye and Robertson, 2010) could be explanatory reasons of this phenomenon.
Put it differently, the increasing female audience in rap/hip-hop seems to be based on their
appreciation of its aesthetics and music, rhythmic flow, melodic structure and the appeal of
the artist, as Zichermann (2013) confirmed.

This research, although novel in its aim and presenting quite relevant results in terms of live
rap consumption and gender, has certain limitations. Its exploratory nature, the non-
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probability sampling method selected to choose quite a limited sample make it difficult to
generalize the results. Finally, not having used more precise measurement scales hinders
interpreting results more accurately. However, the study could be duplicated entailing a new
line of research.
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READING 3: Cuadrado-Garcia, M. (2017). Teatro Olympia: A family-run venue entering a
new century. International Journal of Arts Management, 19(3),71-78.

TEATRO OLYMPIA: A FAMILY-RUN VENUE ENTERING A NEW CENTURY

ABSTRACT

Teatro Olympia in the city of Valencia (Spain) is 100 years old. The theatre was established
in the early 20th Century during an agitated time of wars, strikes and famine in a city with a
strong agricultural tradition. It represented a look to the future. The Olympia’s initial focus
was on the performing arts but later on it was used as a cinema for more than fifty years, until
it became a theatre again in the 1980s. Being family-owned and run has allowed the theatre to
provide varied, generalist programming aimed at a wide variety of audiences and has enabled
it to survive despite the ever present difficulties for the performing arts sector. The one
hundredth birthday celebrations, with a diverse programme of activities during the year, had
the threefold aim of thanking its audiences for their loyalty, achieving greater notoriety and
attracting younger people to the theatre. This programme signals the start of a new
communication strategy directed at consolidating the audience to continue programming
theatre for many years to come.

INTRODUCTION

In 1915, Europe was immersed in the First World War. Alfonso XIII was the young King of
Spain. Mexico was in the throes of a revolution that would take Pancho Villa to power for a
few months. At the same time, among other conflicts, the Armenian genocide began. In this
difficult context, Einstein presented his theory of relativity, the planet Pluto was
photographed for the first time, the World’s Fair took place in San Francisco, Katka
published The Metamorphosis, Manuel de Falla composed E! amor brujo, Juan Ramoén
Jiménez, winner of the Nobel Prize for Literature, wrote Platero y yo and Federico Garcia
Lorca wrote the book Impresiones y Paisajes after his journey around northern Spain.

The city of Valencia (Spain) was also in a state of upheaval, with strikes and terrorist attacks
as a consequence of the wars in Europe and with Morocco. With an agricultural past, but a
population of more than 200,000 inhabitants, the city began to acquire a modernist aspect
under the influence of its 1909 Regional Exhibition. A series of buildings were built at the
time which are now emblematic, such as the City Hall, the Central Market, the Post Office
and Telegraph Building, the Estacion del Norte train station and the Mercado de Colén food
market.

Many societies and cultural projects were also established in this period, partly influenced by
the Spanish literary and cultural movement known as the Generation of '98 and they included
the Symphony Orchestra of Valencia, the Prometeo publishing company founded by
Valencian author, Vicente Blasco Ibafiez, the Chair of Agriculture at Universitat de Valéncia
and the Royal Academy of Valencian Culture.

The Olympia opened its doors for the first time on 10th November 1915. The theatre was
designed by the architect Vicente Rodriguez Martin and built on the site of the Convent of
Saint Gregory. The building was commissioned by Manuel Galindo, a travelling businessman
who drew his inspiration from European cities, buildings and theatres. His decision seems to
have been based on economic (sales of properties) and artistic (meeting a flourishing citizens’
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demand for performing arts) reasons, although he never ran the place. The theatre was striking
because of its sloping stalls, innovative lighting system and the modern bar in the basement.
These features made it comparable to the most prestigious theatres in other cities around the
world such as the Gran Teatre del Liceu in Barcelona, built several decades earlier, also by
the private sector (Poisson-de Haro, 2008). The Teatro Olympia began by staging Rossini's
opera "The Barber of Seville", interpreted by an Italian company directed by the baritone
Stracciari.

The first impresarios, who founded the venue as a theatre and were in charge of management,
committed to a performing arts programme that included major figures, such as famous
Spanish actors like Maria Guerrero, Enrique Borras, Catalina Barcenas and Enrique Rambal,
and international musicians like the pianist Arthur Rubenstein. This period lasted until the
Spanish Civil War. After the war, the theatre became a cinema for more than fifty years. It
showed many foreign films and, as was usually the case at that time, they were first shown
several years after their initial release. Then, in 1984, as a consequence of the serious crisis in
the film industry caused by the consolidation of television and the appearance of video, the
theatre again became a venue for the performing arts with a varied programme and some own
productions, enjoying great box office success.

To celebrate its first century, the theatre designed a programme of activities for the year after
its birthday to celebrate the event by thanking the audience for its loyalty while also seeking
out and consolidating new audiences.

THE VENUE

The Olympia's survival over the years, as its current manager points out, is linked to various
crises. After years as a venue for the performing arts after the initial opening, the Spanish
Civil War determined its change to a cinema. The consolidation of television in Spanish
households during the 1970s, the appearance of video in the 1980s, the wider choice of
entertainment in those years, increased per capita income and higher ticket prices led to a
reduction in cinema goers year after year and in parallel, to the close of cinemas as well
(Ministerio de Cultura, 1993). In contrast to the 405 million cinema tickets sold in 1965 (the
year when official records of audience numbers began), a low of 89 million tickets was
reached in 1989. In just two decades, the cinema lost more than 75% of box office sales. In
parallel, more than 50% of screens disappeared (Cuadrado and Frasquet, 1999). This negative
situation also affected consumption of other cultural activities.

In this context, the second generation of the family that owned Teatro Olympia chose to
change the model and turn it back into a theatre to offer a varied programme of different
performing arts. Years later, in the late 2000s, the financial crisis brought significant
reductions in public subsidies. In addition, public theatres were put out to tender for
management by private firms because the corresponding administrations to which they were
attached were unable to manage them efficiently.

Olympiametropolitana is one of those private firms and its flagship is the Olympia. It also
manages four public theatres in premises relatively close to the city and one in the city itself.
It collaborates with programmes for other theatres in Madrid and Barcelona as well as
producing and co-producing shows. The firm also has a cinema that shows re-runs.

It has a classical organisational structure with 10 employees in the areas of management and
administration. Two employees work in programming and production, four in administration
and four in marketing where the main activities are communication and public relations.
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There are a further nine employees in the theatre itself (technicians, theatre, bar and cleaning
staff).

Teatro Olympia is one of the most popular performing arts venues in Valencia. Thus, from
among 17 enclosed stage areas, both public and private, and with a continuous programme in
the city, this theatre is in the set of theatres evoked by viewers of performing arts activities as
shown in the study conducted by Universitat de Valéncia in 2013.

THE PROGRAMME

Comedy, drama, classical plays, children's plays, dance, ballet, opera, zarzuela, magic shows,
variety shows and musicals are the main genres on the programme. Works are aimed at
different audiences following a strategy of differentiated segmentation developed by the
institution over the years, as Cuadrado and Molla (2000) suggested, but intuitively.
Specifically, and with certain differences depending on the season, in the 2015-16 season
76% of the productions were by national and some international companies and 24% of the
rest were produced and performed by local companies. Table 1 is a summary of the ten
different types of shows programmed last year. Stand-up comedies represent 21% of the total,
followed by conventional plays, comedy plays and music concerts with plays for children
coming close behind. Well down the list are musicals and magic shows, followed by opera
and other types.

Table 1: Works according to type (2015-16)

2016 Frequency | Percentage
Dance 4 10%
Humour 5 12%
Children 4 10%
Magicians 2 5%
Stand-up 9 21%
Music 5 12%
Musical 3 7%
Opera 2 5%
Theatre 6 14%
Others 2 5%
TOTAL 42 100%

All in all, hundreds of works have been performed on the stage of this theatre. In an in-depth
interview, the theatre manager was asked to choose what he felt were the ten most significant
productions from the start of this third stage of the premises as theatre and he was also asked
why he had chosen them. First of all, he mentioned La chica del asiento de atrds, a light
comedy starring the well-known Spanish actor Arturo Fernandez because it was the first play
on the programme. Cinco horas con Mario, by the writer Miguel Delibes and starring the
great dame of Spanish theatre, Lola Herrera, caused an impact because of its heart-rending
tale while it also filled the theatre with young people in the second half of the 1980s. He also
highlighted the resounding success of the comedy show EXxit by the Catalan company Tricicle,
which first brought them to the attention of the general public and made them internationally
famous. Another highly successful play was Mujer de negro, the work of a small and, at the

3



time, Valencian production company, which received widespread attention in other cities. In
this difficult summary of plays he also highlighted Urtain with Roberto Alamo because of the
marvellous script.

The manager also mentioned XXX by the internationally-known theatre company La Fura dels
Baus. A work which brought scandal to the city. The showing of this play, vetoed in many
theatres, broke new ground on theatrical and social matters. The musical Hello Dolly,
performed by actor Concha Velasco, together with a team of 50 people, was a super-
production which went on tour for two years after showing at the Olympia. La cena de los
idiotas, an adaptation from a French play of the same name, was a play performed by the
well-known comedian Josema Yuste. It was later peformed by Valencian actors in the native
language of the region. The production Besos, by the Valencian theatre company, Albena
Teatre sold out one New Year's Eve, filling the theatre’s 900 seats. And finally, the manager
noted the variety show La Corte del Faraon starring Norma Duval and Joan Monleén and
directed by Rafa Calatayud. The show was recorded by Spanish television and was a
remarkable box office success.

This summary confirms the wide variety of productions programmed as noted above, while
also highlighting the significant role of this theatre in not only co-producing some shows, but
above all in promoting and thus helping many of them to achieve fame. In addition, the
theatre engages in other programme-related projects, including the Educandos a escena
programme. This project brings the performing arts (mainly theatre, comedy and dance) to
secondary school pupils. A series of plays of exceptional quality are programmed both in
Spanish and in the Valencian language combining essential authors in Spanish literature,
transversality in education and the playful aspect of the performing arts. In short, the aim is to
bring culture into pupils' daily lives.

THE AUDIENCE

At a time like the present where the performing arts industry is going through a difficult
period, reflected in parameters like the number of plays programmed, audience numbers and
revenue, both in Spain and the Valencia region (with the city of Valencia as its capital), the
Olympia continues to be one of the most successful private theatres. In this context, and in the
case of Spain and Valencia (Table 2), the number of productions has fallen in recent years by
26.1% and 36.1% respectively. In parallel, audience numbers in Spain have also seen a
relative drop in percentage terms of 19.5%, whereas in the Valencia Region, numbers are up
by 11.7%. Finally, although revenue has fallen, it has done so more moderately. In Spain,
performing arts revenues have fallen by 12.5% and in the Valencia region by 13.5%

Table 2: Evolution in number of theatres, productions, audiences, and performing arts box

office results
2010 2011 2012 2013 2014 2015
SPAIN
Venues 6.413 5.153 4.112 4.201 4.486 4.396
Shows 67.635 61.168 54.780 52.197 50.980 49.948

Attendees 16,860,083 | 14,862,697 | 13,406,189 | 12,852,809 | 13,687,477 | 13,571,837

Revenues 252,748,61 | 226,887,82 | 208,021,89 | 200,772,37 | 211,521,26 | 221,125,11
9 8 7 5 7 7

VALENCIA




REGION

Shows 5.559 3.864 3.295 3.478 3.558 3.553
Attendees 1,343,639 1,519,423 1,269,366 1,311,671 1,508,359 1,501,727
Revenues 10,950,576 | 10,403,327 | 8,527,857 8,819,966 8,260,064 9,475,502

Source: SGAE (2005, 2016)

Audiences at Teatro Olympia, in line with the profile of performing arts audiences are,
according to an exploratory study (Gonzalez, 2013), mainly women (72.5%) with an average
age of 50 (only 14% are under 35) and university educated (slightly over 50% of attendees),
with a partner (67%) and most of them are employed (44%). Although the type of production
is related to the audience's educational level, few university students go to the theatre.

Frequency of attendance among interviewees is between 3 and 5 times a year (33.5%) and
mainly during the week (47%). Some of them began going to the theatre when they were
young (32.5%) preferring humour, comedy shows, musicals and drama. On their visits to the
theatre they are mainly accompanied by their partner (42.5%) and friends (23%).

Although since the study was conducted people's use of new communication platforms like
social networks has increased, possibly leading to changes in the following data, audiences at
Olympia choose traditional media to find out about the shows. Mainly the press (43%) and
family and acquaintances (33.5%) but also the theatre website (33.5%). In contrast only a few
(8.5%) mentioned social networks. However, this information changes when the audience is
divided into age groups. The youngest members prefer to use the Internet, whereas older
members tend to use the press and posters more. However, the purchase of tickets online
(43%) is similar to box office purchases (45.5%) and most tickets are purchased more than
one week in advance.

The main motivations for going to this theatre include entertainment and to see certain actors,
it is conceived of as a social practice where reviews and other information on the production
have little impact on the decision to attend. However, reviews and information become more
relevant with higher educational levels. For people with lower educational levels
recommendations from someone they know are more influential. Finally, the youngest
theatre-goers attach more importance to the subject matter of the production.

Not being able to afford it and lack of time are the main barriers interviewees pointed to as
justification for not going. For the youngest interviewees, lack of time, not knowing the
programme and living far away are the most influential barriers. For intermediate age groups
having children or responsibility for family members are obstacles. Having a partner and
children increases the importance attached to the barriers of lack of time and responsibility for
family members, whereas those with no partner or children point to lack of affordability.

In addition, audiences at the Olympia attach great importance to the services offered. The
services receiving the highest valuations on a scale from 1 to 5 are box office sales (4.41)
followed by the varied programme (4.35), staff customer care (4.35) and other services of an
experiential nature. In contrast, the least valued aspect was the comfort of the seats, but even
that scored 3.72. In short, the overall score for the theatre was 7.9 out of 10 and most of the
scores were between 7 and 9.

THE COMMUNICATION

The theatre has been conducting intense communication campaigns for years using different
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media such as advertising, personal sales, sales promotions and public relations. In the case of
advertising, both traditional and digital media have been used. Traditional media include
frequent press conferences to present each production. These events take place in the theatre
lobby the day before the show opens. Presence in the media, both written in the form of press
or radio releases and on television through interviews are also fairly frequent forms of
communication. This decision is determined by the actor or the company that comes and the
success of the production in other cities. Another tool is the publication of leaflets and flyers
for a particular production or season. Finally, external advertising using banners, underground
stations, phone boxes, posters, the television circuit in urban buses or advertising on the
outside of buses are methods that continue to be used in combination with others.

Furthermore, as regards digital media, the theatre has a website which has recently been
redesigned by an external company. It has been made more attractive, using different sliders
and more user friendly with a simple contents menu. The website, managed by the theatre's
own communication team, updates information almost daily, and has around 90,000 hits on
average per month. In addition, the theatre has an intense presence on social networks and the
content belongs exclusively to the theatre. Specifically: Facebook (21,000 fans), Twitter
(8,200 followers), Instagram (1,100 followers) and Youtube. The most notorious, Facebook,
started in 2009, has nowadays a monthly coverage of 270,000 individuals and 7,000 clicks.
Although currently it is managed externally, a community manager has been hired to take
charge. The theatre also pays to advertise on networks to achieve greater impact. Similarly,
and more as a public relations activity, the theatre sends invitations to first nights via email
and WhatsApp. Another type of communication is the newsletter which is sent two to three
times a month to more than 60,000 people. Some individuals are recruited via the website or
during the online purchase process through the theatre's own ticketing platform. The content
of the newsletter is determined by the programme and box office information. If certain plays
do not achieve good box office results, promotion becomes more intense including discounts
on the price of tickets. Finally, online advertising also takes place on other sites.

THE MARKETING ANALYSIS AND STRATEGIES

There are several noteworthy aspects contained in the descriptions above. Some negative,
most positive, they need to be taken into account so the theatre can take advantage of
opportunities in a constantly changing environment. The ongoing cuts in public funding and
the overall downward trend in audience numbers and revenue are major threats to overcome.
On the other hand, strengths are the management’s background and expertise in managing
several theatres, continuous collaboration with other arts organizations and cultural projects,
being open to new technologies and eager to consolidate current audiences and attract new
ones, excellent positioning as a performing arts venue, a wide variety of productions (most of
them remarkable box office successes), other programme-related projects, and theatre goers’
high assessment of their services.

After years of mainly programming good quality shows and intense communication actions,
managers running this venue have become aware of how essential this sort of analysis is to
determine managerial issues. In other words, they have realized the importance of
understanding the market place in order to deliver superior value and build profitable
relationships with customers

In this regard, the Olympia's need to increase its market by targeting new audiences has led its
managers to reconsider their management model, mainly to develop new marketing strategies,
especially as regards decisions on programming and communication. The idea is to include
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new shows to attract both younger and male audiences because these collectives are less
interested in the theatre. The information on the entity’s extensive database will be used to
attract new audiences and build loyalty among the existing ones. The theatre wants to include
and improve peripheral services that add value to its offering, as suggested by the literature
(see Hume, 2008; Davis and Swanson, 2009), such as improving and updating theatre
facilities and external ones. External facilities include promoting collaboration with car parks
near the theatre and the sale of tickets online, while intensifying collaboration with other
industries such as leisure, tourism and education.

Furthermore, current promotional decisions, although good, have been taken in the short term,
often in isolation, with no coordination between them, intuitively attempting to select an
action depending on the segment of population targeted by the play. That is why a
communication policy is needed with a medium-term strategic approach (see Colbert and St-
James, 2014), which is also diverse in order to target different segments. The reconsideration
of not only this campaign but also the programming strategy began with the celebration of
Olympia's 100th anniversary.

COMMEMORATING THE 100th ANNIVERSARY

In addition to a year of celebration, the 100th anniversary has also achieved other objectives.
In particular, thanking the audience for its constant loyalty, capturing new audiences and
improving the entity's image and positioning, especially among young people. And all of that
has been done with a view to the medium and long term. The programme, designed to
commemorate the theatre's first century, contained a variety of activities which attempted to
appeal to different audiences. They included:

Audiovisuals

During the year's centenary celebrations, three short videos were produced entitled Por el
teatro, Lo mio es el teatro and Me encanta el teatro performed by different Spanish actors on
the stage of the Olympia. These short audiovisual pieces filmed by Altheamedia were
broadcast in the theatre before the start of the programmed plays.

Interviews

Making the most of productions with actors of great renown in Spain and in collaboration
with different local communication media, interviews were held once a month so that the
public could attend free of charge and put their own questions to the actors.

Performances

Different cultural activities were programmed in the theatre lobby before the start of some
plays to entertain the audience and inform them of other artistic events. Other activities
included graffitti by urban artist Hyuro, an urban dance show (Valencia Dance Centre), a
videomapping activity (Nuria Cano) with live piano music (Pablo Casal) and a video
installation paying homage to the value of books entitled Mirakel (Gary Amseian).

Virtual photographs

For several months, theater goers had the chance to win two tickets a week in a draw among
attendees by uploading a photograph taken at the anniversary photocall in the theatre lobby to
the theatre's social networks (Facebook, Twitter and Instagram).

Series of talks



The role of women in the theatre, Innovation and the theatre business and The search for new
audiences were the themes of three talks held in collaboration with Spain's General Society of
Authors and Editors (SGAE), Florida Universitaria and Universitat de Valéncia respectively.

Dramatised reading

In collaboration with the General Society of Authors and Editors (SGAE) a dramatised
reading took place paying homage to playwright, scriptwriter and Spanish actor Ana
Diosdado.

100 year card

Still in the draft stage, it was put forward as a further resource to offer as part of the 100th
anniversary programme. The idea: to design and manage a type of card with advantages for
theatre goers and with the aim of building their loyalty.

Olympia 100 years exhibition

Teatro Olympia and the Vice-Rectorate of Culture and Equality at Universitat de Valéncia
organised a monographic exhibition on the theatre at the La Nau cultural centre. It showed the
future of a space which started off as a theatre but was also home to other arts through a
selection of photographs, posters, handbills, advertising leaflets, among other documents and
objects. This approach highlighted the historical events that marked the theatre's history and
showed its relevant role in developing the performing arts.

A book of stories

In collaboration with Generacion Bibliocafe, a book of stories was published entitled "Entre
bambalinas, 100 afios del Teatro Olympia" (Behind the scenes, 100 years of the Olympia
theatre). The publication contained 27 tales, 10 of which were chosen in a competition open
to the public. The ultimate objective was to involve lovers of literature and the performing
arts, giving them the opportunity to form part of the theatre's history.

Closing gala

The anniversary celebrations ended with a final gala at the theatre. The gala invited the guests
to travel through time and in particular, though the Olympia’s history. The ceremony was led
by different Valencian actors and musicians and addressed different agents in the industry,
Valencian society, authorities, the academic community, theatre employees, representatives of
associations and the general public. Six different shows provided entertainment for the gala,
each related to a performing-art activity. The final gala, which received many congratulations
and positive criticism, was a nod to new languages, that is, to other types of programming and
thus to new audiences. As an attendee pointed out: "the event was engaging and elegant, with
the right measure of humour and nostalgia and an appropriate duration. It was a successful
combination of live music with dance, singing, and theatre and visual perfection”.

The impact in both traditional and digital media of all these activities was constant and greater
than expected. The aim of notoriety was achieved. Similarly, the use of different artistic
activities has established a connection with other collectives, especially young people.

CONCLUSIONS

The year-long celebration of the Olympia's 100th anniversary has served not only to thank
audiences for their loyalty, but also to reach maximum notoriety in the media and attract new
audiences to the theatre. The history and evolution of this theatre is explained by its audience.
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Valencians from many different generations and backgrounds have filled this theatre year
after year, overcoming obstacles caused not only by the appearance of other types of
entertainment and leisure options like television, video, video games and more recently, the
Internet, but also the recent financial and social situation, among others. Valencian audiences
continue to come to this theatre even though theatre going is a minority activity in the
consumption of cultural activities. There are still many people who have never been to a
theatre.

Olympia seeks to continue to capture audiences' hearts, so they can enjoy, learn, relate and be
moved by the productions on the programme. And in particular, the theatre seeks to reach out
to new audiences, bringing the performing arts to those who have never been to the theatre
before, while also seeking to ensure that those who already go repeat the experience and get
involved. The reconsideration and introduction of the theatre's programming and
communication strategy will no doubt help to achieve this objective for the next ... one
hundred years.
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READING 4: Extract from Caru, A. & Cuadrado-Garcia, M. (2020). Understanding the arts
costumer. The mistake of overlooking customer experience. Managing the Cultural Business.
Avoiding Mistakes, Finding Success, Addis, M. & Rurale, A. (eds.). Routledge

This part has been written by Manuel Cuadrado-Garcia

UNDERSTANDING THE ARTS COSTUMER. THE MISTAKE OF OVERLOOKING
CUSTOMER EXPERIENCE

Abstract

Arts organizations have been traditionally focused on product orientation aiming to offer a
high-quality programming. However, market orientation has been mostly neglected. In other
words, consumers have been partially considered by some in their marketing strategies
design. In general, organizations have undertaken basic segmentation, selection, positioning
and differentiation strategies without focusing on consumer experience. Consumption of arts
is mainly experiential. This experience, result of a consumer journey, is both
multidimensional, as it refers to cognitive, affective, physical, sensory and social elements,
and subjective, because of being personal. The final aim for people is escaping from daily
routine while being immersed in the consumption of artistic product and services. This aspect
has been considered in experiential marketing approaches with the aim to create contexts in
which consumers immerse themselves. Literature in this context has presented models to
stimulate the senses and imaginations of people. But the artistic experience requires being
able to attract consumers thanks to innovative proposals, and then facilitating a progressive
appropriation resulting in a process of co-creation in which the experiential context and
activity of the consumer play together. This chapter aims to present the importance of
managing customer experience of creative and artistic proposals by identifying different
patterns and decisions.

1. Introduction

Culture and creativity in the form of audio-visual content, music, literature, live performances
and other artistic expressions play an important role within the European Union. Eurostat
statistics on cultural participation (2017) show interesting findings about the population of
aged 16 years or more. Two thirds (63.75%) of this group reported to have gone to the
cinema, attended a live performance (theatre, music, dance and other events) or visited a
cultural site (museum, monument, art gallery or so) during the previous 12 months in 2015.
However, this level of attendance differs among European countries, artforms and ages.
Besides, more than one third (35%) of the citizens reported practising an artistic activity.

These numbers are important to get a general picture of arts consumption but not enough for
arts organizations. They should go further gathering ad-hoc information from their customers,
no matter the technique or method undertaken. Specifically, data on customer experience to
make them get involved and immersed in such experiences, becoming then loyal and allowing
these organizations to keep running their activities. However, most cultural institutions,
public or private, have been neglecting this option.

Experience, escapism, immersion, perception, appropriation, co-creation, satisfaction, loyalty,
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consumer... are words that have great relevance in the context of cultural services. The
management and marketing of this sort of artistic hedonic services requires providing
customers with satisfactory experiences. Individuals in their search for escapism from daily
routine look for them. The perception of such artistic experiences and subsequent immersion
relies on people’s cultural capital as well as other external factors.

The key subject of this chapter deals with the importance of managing cultural service
performance to offer both customer experience and immersion in the arts context, no matter
the artistic expression. In other words, marketing managers in this sector should do their best
for customers to perceive, when visiting, attending or consuming a cultural service, somehow
what part of the lyrics of the song Enjoy the silence by the band Depeche Mode say: Feelings
are intense, words are trivial, pleasures remain. ..

To show all this in an applied way, two case studies are described in depth in this chapter
after having carried out various marketing research, both qualitative and quantitative in
nature. First, we present the case of Villa Menagoglio Litta Panza, a historic Italian house
donated by Count Panza of Biumo to FAI (Fondo per I’Ambiente Italiano) foundation, which
houses an extraordinary collection of works of arts from the 20" century, having become in
recent years a reference place. Second, Cabanyal Intim an urban, social and independent
festival of intimate and experimental theatre, which takes place at private houses and non-
conventional venues of a historical quartier of Valencia in Spain. This festival has become
after nine editions one of the most popular cultural events in the city. Experience and
immersion are presented in both cultural projects after contextualizing and describing the
most relevant elements, characteristics and figures of every case.

2. Experiential consumption and marketing in arts and cultural contexts: common
mistakes and main challenges.

Consumption of arts and culture is typically experiential. In this context the search for
meaning with which to enrich one's life is central. Emotions in particular play an important
role in the consumer experience-based approach, as stated in the seminal article by Hirschman
and Holbrook (1982). In spite of this widely established consideration, cultural institutions do
not often have the ability to adopt a customer experience-oriented approach consistent with
the peculiarities of the contexts in which they operate. On one hand, a common mistake is
considering that this approach leads to demeaning the content of the artistic proposal or at
least to make an unacceptable compromise between artistic creativity and public accessibility.
On the other hand, the adoption of approaches aimed at creating an "extraordinary"
experience, as highly recommended in experiential marketing literature, in the absence of a
well-defined identity positioning can lead to making a proposal attractive in an ephemeral
way, like so many other leisure offerings and without the possibility of building customer
loyalty.

To develop a customer experience-centered orientation, it is necessary to overview some
fundamentals. The consumer experience is multidimensional and subjective. It is
multidimensional because of being the result of various elements: cognitive, affective,
physical, sensory and social, that is, related to interactions with other people. It is subjective,
as it is a personal experience based on interaction with stimuli that are products or services
made available within the consumer system. It is also the result of a journey that can be traced
back to four main phases: the pre-experience phase, in which the consumer anticipates,
dreams, imagines, plans what he or she will experience next; the purchase phase, when
consumer buy and pay for the experience; the central phase of the consumer experience where
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consumers use a product, a service, a place; and the experience of remembrance, in which one
lives again past experiences thanks to memories and stories.

From the experiential perspective, people seek extraordinary experiences in the search for an
escape from ordinary daily reality (Firat, Dholakia and Venkatesh, 1995; Caru e Cova, 2018).
This aspect has been echoed in experiential marketing approaches, whose goal is to create
contexts in which consumers immerse themselves.

The customer experience is therefore the result of a process of co-creation in which the
experiential context and activity of the consumer itself are intertwined. The search for evasion
pushes the consumer to search for experiences. The experience lived by the subject depends
on the perception of external stimuli as well as psychological and socio-cultural variables:
knowledge, self-esteem, susceptibility to social influence and involvement (d'Astous and
Colbert, 2002). It also relies on cultural capital (Bourdieu, 1984), which consists of "a set of
socially rare and distinctive tastes, skills, knowledge and practices" and "exists in three
primary forms: embodied as implicit practical knowledge, skills and dispositions, objectified
in cultural objects and institutionalized in official degrees and diplomas" (Holt, 1998, p. 3).

In this respect, the consumer plays an important role as co-creator of his or her own
experience (Pefialoza, et al., 2012) and it is precisely the understanding of his or her
characteristics, motivations and skills that underlies marketing approaches that can be used in
the context of artistic and cultural activities, for the development of proposals that become
experiential platforms, able to attract, satisfy and retain consumers.

BOX 2: Cabanyal Intim: A Performing Arts Festival

Introduction

Cabanyal Intim is an urban, social and independent festival of intimate, handy and
experimental theatre, which takes place in springtime days at private houses and non-
conventional venues of Cabanyal, a historical quarter of the bright and colourful city of
Valencia in Spain. A city that located on the Mediterranean coast offers a wide variety not
only of festivals but also of artistic and leisure activities throughout the year as Cuadrado-
Garcia and Montoro-Pons (2018) stand out in their study of this event.

This festival aims at supporting emerging artistic creation, vertebrating the social fabric of the
neighbourhood, creating new audiences, offering quality programing, integrating different
groups, and facilitating access to culture and cultural experiences at affordable prices. To do
so they design an official program, devoted mainly to theatre, comprised by both long and
short plays and multidisciplinary performances. Besides, dance, clown, live music, cabaret,
art, workshops and seminars are among its parallel activities. A small creative and managerial
team plus a large group of volunteers and a tiny budget characterize this festival. Despite
these limitations, it is one of the best positioned cultural festivals in the city.

The festival begun its journey in 2011 to support the fight of the neighbours against a project
by the Valencian local authorities aimed at prolonging an avenue to the sea. This would have
divided this suburb in two, demolishing beautiful both modernist and modest but endearing
buildings. Besides and even more important, this project would have broken out its lifestyle
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as a traditional sailor quarter. Once the prolongation was suspended by a new local
government, the festival team decided to keep on running the event but reconsidering its
mission and managerial strategy. Maintaining its original social aim, represented in the motto
of each edition (Freedom in 2019, Memory in 2018, Migrations in 2017, etc.), they decided to
reposition the festival from improving their fundraising strategy, looking for major private
sponsors, as well as undertaking a research to know their audience in order to better manage
customer experience and immersion.

Empirical research

The audience research of the Cabanyal [ntim Festival, conducted by Cuadrado-Garcia,
Miquel-Romero and Montoro-Pons (2018) from the University of Valencia, was both
qualitative and quantitative in nature. A focus group was first carried out to obtain
information that would help design the subsequent descriptive research. The general objective
of the latter was to analyze the evaluation of the experience in the festival by those who had
already attended it, although on a diverse frequency. Then, some specific objectives, grouped
into blocks, were determined:

a) Attendance habits: level of liking of performing arts in general, frequency of attendance,
attendance to previous editions of the festival, sources used to get programming information,
and motives of attendance to the festival.

b) Evaluation of the experience: focused on knowing public's assessment of different
programming elements and schedules, ticket prices, venues, communication campaign, ticket
sales service, volunteer activity, audience, as well as global assessment of the event.

c) Loyalty: measured through the recommendation of the festival to others and the will to
repeat such an experience.

d) Sociodemographic profile of the spectators: age, gender, level of studies, personal
situation, occupation, sexual orientation, ideology, zip code and nationality, as well as
analyzing differences in experiences based on sociodemographic variables.

The questionnaire was designed with four parts corresponding to the blocks of information
needs outlined above. Questions were mostly structured by including response alternatives.
Mainly those related to reasons for attendance and in which respondents had to express their
opinion were measured with five-point Likert scales (1 being strongly disagree and 5 strongly
agree).

The population of the study were spectators of the eighth edition of the festival. Given the
impossibility of reaching all of them, a sample was selected. The method chose for the
selection of participants in the survey was probabilistic in nature. Specifically, systematic
random sampling was the method used. That is, participants were randomly selected when
they accessed the venue where the plays were represented. The theoretical sample size, or
number of participants in the study, was determined from the number of spectators of the
previous edition to the festival, considering a confidence level of 95% and a sampling error of
+ 6%. Thus, the sample size was of 254 individuals. Fieldwork, that is, the collection of
information was responsibility for a group of festival volunteers. These had been previously
instructed in the process in a meeting held together.

Answers were translated into a dataset using the statistical program SPSS 23.0. Such
information was first processed in a univariate manner (frequency distributions and means) in
order to conduct an analysis of the main variables for the entire sample. Subsequently,
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multivariate measures (ANOVA) were calculated in order to make comparisons of different
issues or valuations between subsamples. Finally, a segmentation study of the audience was
carried out through the cluster analysis technique. Segments were interpreted cross tabulating
(chi-square) the grouping variable with sociodemographic, habits and satisfaction with the
experience variables.

Of the 252 final participants in the study, 60.6% were women and the remaining 39.4% were
men. The average age of them was 41.48 years. The level of studies of the vast majority,
77.7%, was university. Regarding nationality, 92.2% said they were Spanish while 5.2%
came from the European area and 2.6% from other countries. The place of residence of most
of the attendees was the city of Valencia, 75.1%, although coming from different
neighborhoods, but an important percentage living in the Cabanyal neighborhood (16.5%).
This is followed by 17.7% referring to other towns in the province. 7.2% of respondents came
from other Spanish provinces. As for the family situation, the majority were those who do not
have children or do not already have them in their care, regardless of having or not a partner,
as obtained by adding the two magnitudes that indicated not having children, 74.5% of the
total sample. In the same way, the main occupation was being actively employed, 66.5% of
the sample, followed by far being students, unemployed or retired with around 6% each.

Results
Motivations

Motivations of attendance were first analyzed (Table 2). Enjoy a live show (4.56 out of 5
points), experience of watching theater in houses (4.20) and feel emotions (4.13) were the
three main reasons for attending the festival. On the contrary, looking for relax, watch a
certain company or overcome boredom were the reasons that weighed less when going to this
event. Other reasons, mainly those aimed at knowing more about other cultures, helping to
build an artistic and social project, solidarity with the neighborhood, sharing an experience
and proximity to artists received moderately high ratings as they were close to four out of
five. Next, learning or social aspects were assessed with an intermediate score.

Table 2. Motives of attendance to the festival

N Min MaxMean

Enjoy a live show 243 1 5 W56

Theatre experiences in houses (242 |1 |5 4,20

Feeling emotions 243 1 5 W13
Know other realities 238 |1 5 3,97
Help build a project 238 |15 33,95

Solidarity with a neighborhood | 241 |1 |5 [3,92

Share an experience 236 |1 5 3,89

Artists proximity 238 |1 5 3,88




Vindicate a cause 238 |1 5 3,67
Find out other cultures 237 1 5 3,67
Personal development 232 |1 5 13,49
Interact with others 236 |1 5 3,27
Know more of a topic 235 |1 5 3,23
Get relax 236 1 5 3,20
See a certain company 228 |1 5 (3,00
Overcome boredom 233 |1 5 2,08

Source: Own elaboration

Experience

The experience with the festival was assessed by a question that included both a series of
objective and subjective items. The first ones were related to decisions such as programming,
pricing and subscription, communication, venues, ticket sales and festival information.
Among the latter, festival environment, degree of identification and audience identification. In
total, 22 items were considered to be valued with a 5-point Likert scale being 1 strongly
disagreed and 5 strongly agreed. In addition, a question was included asking the participants
in the study to give an overall grade of the festival, which was 8.62 out of 10.

All of the previous aspects, both objective and subjective, exceeded the scale midpoint. In
addition, two thirds of them got scores greater than four by participants, meaning a very high
assessment of most decisions related to the festival managerial issues as well as of the
atmosphere created. Table 3 shows that the top rated objective aspects were attractiveness of
the locations where the plays were performed (4.31), volunteer assistance work (4.29), variety
of programming (4.19), appropriate prices (4.15), breadth of programming (4.12), suitability
of the evening schedule (4.11), easy to follow festival program brochure (4.07),
appropriateness of the venues (4.03) and quality programming (4.02). Very close those
aspects related to the box office service as well as the update of the website and the
information provided by social networks or the interest of parallel programming.

Table 3. Average values of the festival objective aspects

N MinMaxMean
Attractive locations 235 5 @431
Volunteer assistance 2342 5 429
Varied programming 2352 5 419
Appropriate pricing 2391 |5 @4.15
Wide programming 2342 5 @412




Suitable evening programming schedule | 2341 |5 W4.11
Adequate festival program brochure 22711 |5 4.07
Appropriateness of the venues 2292 |5 |4.03
Quality programming 2362 |5 4.02
Effective box-office 22511 5 B.98
Updated website 221115 PB.84
Informative social networks 2261 |5 [3.80
Interesting parallel programming 2201 |5 3.80
Online ticketing works 22111 |5 []3.76
Attractive festival bonuses 22611 5 B.69
Convenient morning timetables 2251 |5 B.63

Source: Own elaboration

On the other hand, table 4 contains information regarding the subjective features of the
festival. Liking the festival and feeling good in this event reached the highest average scores
of all the items, 4.65 and 4.38, respectively. Attending is more than watching theater (4.35)
and feeling comfortable with the public (4.29) were very similarly graded. Also, that the
festival environment engages (4.10) and feeling identified with attendees (4.04) reached
ratings above four.

Table 4. Average values of the festival subjective aspects

N MinMaxMedia

I like the festival 234 3 5 4,62

I feel good in the festival 232 3 |5 438

Attending is more than watching theatre [ 232 2 |5 14,35

I feel comfortable with the public 231 1 |5 4,29
The festival enviroment engages 227 P 5 W|,10
I feel identified with attendees 231 1 |5 W,04

Source: Own elaboration

Interested in knowing if the assessment of previous aspects differed among groups according
to a series of classification variables, specifically, gender, family situation and level of
education, ANOVA tests were calculated. No statistically significant differences were found
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for any of the above attributes regarding family status. In relation to level of studies, only the
item wide programming had different ratings. It was higher for those who had university
studies and lower as the level of education decreased. On the contrary, gender showed the
greatest differences. In this regard, women valued higher than men quality programming,
convenient morning timetables, clarity of the website, information of social networks and
updating of the website.

In order to deeper analyze the importance of previous variables, a main-component factor
analysis was carried out. Thus, the 22 items of the scale were summarized in five factors.
They were labelled based on the variables that integrated them, as described below, together
with their means: 1) Environment (4.23), included aspects related to the atmosphere generated
in the festival, the experience and the audience; 2) Programming (4.11), grouped the variables
related to quality, wide and varied programming, and ticket price; 3) Digital (3.78), was made
up of those items regarding the digital communication that the festival develops. From their
website to the online box-office and social networks, 4) Venues (4.13), brought together not
only the variables related to the performing locations, their interest and adequacy, but also the
service provided by the volunteers and the box office service; and 5) Peripherals (3.82),
included all those aspects in relation to the programming schedule, the possibility of bonuses
and parallel activities. The averages of each factor allow us to confirm that people valued
environment, venues and supply, respectively, higher than peripherals and digital
communication.

Loyalty

A step further was to analyze loyalty. This was measured through the intention of attendees to
return the next edition of the festival and to recommend it. Both, the intention of coming back
and the likelihood of returning were high, getting the same score of 4.58. Regarding to
recommendation of the festival to others, more than 85% of the respondents were likely to do
it and 11.8% were sure. This means that more than 96% of festival attendees intended to
recommend it to their acquaintances, friends and family, thus acting as festival ambassadors.
These results showed not only satisfaction by spectators but also loyalty.

Motives, experience and loyalty by segments

Motives of attendance, experience assessment and loyalty were considered to be analysed
together. With this idea in mind a cluster analysis was developed using the goals or motives
of attendance as the classification variable. In doing so, the sample was divided into two
segments confirming the existence of significant differences between both groups for every
single reason. Next, it was analysed whether some variables differed between both groups of
spectators, specifically, behavioural variables as well as the assessment of their experience at
the festival (factors obtained), intention of return and recommendation. Finally, these groups
were also characterized using sociodemographic variables, using t-Test and chi-square tests
when necessary. The variables that showed significant differences allowed us to deepen the
description and characterization of the groups as follows, also summarized in table 5:

Individuals of group 1, who constitute 33.0% of the sample, were named live-show fans, since
they valued the enjoyment of live shows very high. However, they scored other motives much
lower than individuals in the other group. Despite this, their intention to repeat such an
experience was quite high. In this regard, environment, venues and offer (programming and
pricing) were the factors getting the highest scored but lower than the second segment. In this

8



group, the proportion of men and women was quite similar. They had mainly university
studies, but in proportion somehow lower than the other group. It is significant that almost
78% of live-show fans used social networks as the main mean to find out information about
the festival, a percentage significantly higher than in the other group.

Group 2, made up of 67.0% of the total of individuals in the sample, whom we call festival
passionate, scored all the goals of attendance extremely high. Within these group two
subgroups were easily identified, one comprised by fans of the performing arts, and the others
were more involved in solidarity issues with the cultural project and the neighborhood. The
probability of repeating and the intention to return were very high for all of them. In addition,
their evaluation of the experience was much higher than the previous group as they scored
higher in three of the five factors. From highest to lowest valuation: environment, offer and
spaces, similar to the previous group, but to a greater extent and differently ordered.
Regarding gender, women predominated in this segment, and in general, a greater percentage
of its members had university studies. Only 35% of the festival's fans used social networks to
inform themselves about it.

Table 5. Description of segments of attendees

Live-show fans Festival passionate Tests
Sex 46.2% Women 65.7% Women = 6.908
53.8% Men 34.3% Men sig.= 0.009
Family situation No differences between groups sig.= 0.765
University studies 36.0% 61.9% =9.798
sig.= 0.044
Occupation No differences between groups sig.= 0.431
Motives of attendance | The most important | This group assess all | Sig.=0.000
one is enjoy a live | the motives to a | (for every
show greater extent motive)
Experience assessment | They scored high in | The scored higher in | F1=15.406
environment and | every factor, especially | sig.=0.000
venues but lower than | in environment, offer | F2=15.666
group 2 and venue sig.= 0.000
F4=8.319
sig.=0.004
F5=15.663
sig.= 0.000
Returning intention 4.34 4.66 t=-3.044
sig.= 0.003
Returning likelihood 4.35 4.63 t=-2.766
sig.= 0.007

Source: Own elaboration

Marketing decisions

Based on the previous results, different actions, in other words, marketing decisions, were
proposed to the festival team to be implemented in order to provide a better service
performance and consequently attendees could enjoy greater experiences and be more
satisfied and engaged. This could make them return in future editions as well as act as
ambassadors recommending the festival to others. Among these decisions, the most relevant
ones were the following.

9



First, it was recommended to rethink the communication campaign through digital media
(website, blog, online press, social networks: Facebook, twitter, Instagram). This entailed
updating and maintaining the festival's website months before the start of the festival, as well
as providing content to social networks along the year with some periodicity. The aim was not
only to increase notoriety but also transmit the special value of this festival to make attendees
have a better experience. Parallel to this, it was proposed to reduce spending on editing and
printing graphic material, for instance the festival program, due to economic, sustainability
and impact issues. One proposal to overcome that was to develop an application in
collaboration with a ticketing company. Digital media could enhance the subsequent
immersion of individuals in such a performing arts event.

Second and as a result of the high involvement reported by attendees together with the good
valuation of the item related to ticket price, the possibility of slightly increasing it was
suggested. This would not generate rejection among the audience and would allow greater
income to better remunerate the work of artists, companies and the festival team. Besides, it
was proposed to redesign their pricing strategy by offering bundle prices and individual ones,
or rescheduled box office through new timetables and using a friendly online ticketing. Once
more, the purpose of this option was twofold: getting more funds to provide a better festival
offer, both considering objective and subjective issues of the experience, and keep attendees
loyal and then act as ambassadors, making others be interested in living such a cultural
experience.

Mistakes to avoid in the arts marketing approach

To sum up, some mistakes to avoid in the context of customer experience management can be
noted from both the qualitative and quantitative research undertaken and literature review:

1. Most arts organizations pay more attention to their products, attempting to offer high
quality standards or reach social goals, than stay focused on their customers.
Sometimes arts organisations fear that focusing on customers could neglect the
relevance of the artistic proposal and bring to a superficial commercial approach. On
the contrary, focusing on customer experience means to understand how to make the
artistic proposal accessible and enjoyable for customers.

2. Market or consumer orientation in the creative context has yet to be developed. Those
who implement this orientation do it partially, as they just consider general customers
needs and wants when designing their marketing strategies.

3. Fundraising and social or institutional networking are important but not enough to
allow arts and culture organizations to develop a strategy that combine both artistic
and marketing dimensions

4. Customer information is highly relevant. However, several artistic institutions do not
know their customers” habits, attitudes, competences, opinions or assessments, which
is necessary to implement a customer-oriented approach.

5. Specific information regarding not only customers features but also their experience
are needed: the lack of this knowledge hinders why these organizations are not able to
deal with customer experience and immersion management, so important in the
customer journey in this context.

From the errors, but also actions and intentions, detected in the two empirical studies carried
10



out some decisions were proposed. In both cases those decisions sought to achieve the
following:

1. Consumers find extraordinary experiences in the search for an escape from their daily
lives as different authors had previously pointed out (Firat, Dholakia and Venkatesh,
1995; Caru e Cova, 2018). This needs to be taken into account when designing
market-oriented strategies.

2. To do so managers should be aware of the importance of creating contexts in which
consumers immerse themselves considering but adapting models developed by the
marketing literature (Pine and Gilmore, 1999; Schmitt, 1999). The final aim is
consumers being involved, immersed and consequently engaged with the cultural
venue or project, no matter is a house museum or a performing arts festival.

3. Itis also necessary to remember that the artistic experience is not the result of a simple
and immediate immersion, but requires progressive appropriation. In other words,
competences, skills, interests, behaviours that people use to reduce the distance with
art. Educational or intermediation programs become extremely important in this
context.

4. Finally, co-creation processes derived from experiential context and consumer’s
activity are then essential for the customer experience. Communication campaigns
together with educational programs would help, in any artistic case, consumers
enhance their experiences and become loyal.
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PRACTICE 0: INTRODUCTION
This introduction practice covers different stages:

1. Think of a theatre play you liked (theatre, stand-up comedy, dance,
musical, etc.) and write the name (paper, laptop, mobile).

2. Now think about some connections to that play (people, time, place,
memories, etc.) and write them down too.

3. Keep this information with you. We will use it later.

Let’'s now focus on the methodology of practice lessons:

1. Undertaking real marketing research (survey)

2. Number of activities: 7-8

3. Most activities in class (in groups, if possible), 1 out of class (individually)
4. Only three will be assessed

5. Those not attending a class will not be graded for that activity

6. All this accounts for 2 points out of 5 (practice)

Let’s keep working by watching the following video:

https://www.youtube.com/watch?v=hBh 1RvIF68

Please answer the following questions:

1. Make a briefing of the video

2. What is the message to be transmitted?

3. Can you find any managerial implications?

To learn more about theatre and audiences have a look at the article uploaded
in the aulavirtual.

Let’s work together and find a conclusion.



PRACTICE 1: EXPLORATORY RESEARCH (SECONDARY DATA)

Some exploratory research should be conducted to gain insight and become
familiar with the performing arts sector and specifically with consumption.

Students, in groups, must answer the following questions using reliable (official)
sources on the internet:

1.
2.

3.

4.

What does ‘performing arts’ mean? Which artforms do they refer to?
How is this sector structured? Specifically, in terms of actors operating in
this business.
Development during the last five years of:

a. Theatre plays in Europe/Spain

b. Theatre attendees in Europe/Spain.
Additional data on this sector.

Answers to these questions will be discussed today in class. Students must
actively participate.



PRACTICE 2: EXPLORATORY RESEARCH (THEORETICAL FRAMEWORK)
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To gain further insight into the performing arts sector from an academic
perspective, students must find a scientific article published in an international
journal (not book chapters nor conference papers) using Google Scholar.

The article should deal with consumption, preferences, satisfaction, information
technologies, or other marketing variables, in the performing arts.

Students should read it carefully and then answer the following questions:

a. Reference: authors, year, title, journal, and pages following APA
style.

b. Aim of the article.

c. Brief description of the theoretical approach, theory, model, or
fundamentals.

d. Description of the methodology of the empirical research
(qualitative/quantitative) undertaken.

e. Five most relevant results found by authors.

Answers should be included in a report (in groups of four to be determined in
class) of three pages (Arial, 11-point, 1.5 spacing). The report must be uploaded
(one per group) next 7 October before 2 pm.

The file should be named as follows: P1/2_Surname_FMR.pdf. Files not following
these guidelines will not be graded.

Note: Do not forget to include the names and surnames of all the members of the
group on the first page.



PRACTICE 3:
BACKGROUND
Let’s see the following video regarding Teatro Olympia in Valencia.

https://www.youtube.com/watch?v=hLPc1E2mIFM

It is in Spanish but has been subtitled into English as follows:

This historic theatre (Teatro Olympia) is run by the Fayos family. Today,
Maria Angeles and Enrique oversee the hiring of the best artists and the most
popular productions. Their aim is to generate emotion.

(MA) It is quite difficult to run a theatre and thrill people. We try to make
people feel better after watching a performance on this stage

For over a century, the best film premieres have been released here and
the most prestigious actors have performed here.

(E) The Olympia theatre is unique and is 105 years old. This is the only
top-level private theatre in Valencia. It has kept its original structure with Italian
style boxes, which always surprises the public.

(E) But the most important aspect is not the venue but what appears on
stage. This is one of the most popular theatres in Spain, and is considered a
cultural reference point and this makes us all feel proud.

This year (2018), about 200,000 spectators enjoyed ballet, concerts,
monologues, and plays in this theatre.

DEPARTURE SITUATION

Teatro Olympia’s managerial team has always aimed to thrill attendees and
make them feel better after watching a play. This aim has been affected by the
covid pandemic. Many plays were cancelled and safety measures for



performances in arts venues enormously reduced the number of attendees, and
subsequently, limited the revenues.

To overcome this situation, the management has been thinking about how to
make the necessary changes in its programming. Thus, descriptive marketing
research is needed.

After having conducted exploratory research in the form of secondary data
(internet, reports, and articles) and having gained some insight into this sector
you can start a real marketing research project.

PROBLEM DEFINITION AND APPROACH TO THE PROBLEM

Considering that the management decision problem could be updating the
Teatro Olympia’s programme...

determine the marketing research problem linked to the previous
management decision problem and the approach to the problem. In other
words, define the marketing research problem in broad terms, and then state a
list of specific components. You could use the secondary data (internet, reports,
academic articles, etc.) already analysed plus have a brainstorming among the
members of your team.

We will discuss all your proposals in class today and next week.



PRACTICE 4:
PROBLEM DEFINITION AND APPROACH TO THE PROBLEM

The management decision problem is UPDATING THE TEATRO OLYMPIA'S
PROGRAMME TO EXPAND THE AUDIENCE

The marketing research problem of the following descriptive study is TO ANALYSE
THE THEATRE CONSUMPTION HABITS AND ASSESMENTS OF ATTENDEES
(TEATRO OLYMPIA)

This marketing research problem can be specified in the following list of specific
components grouped into different parts:

1. HABITS

Types of shows they attend
Frequency of attendance

Period of attendance

Amount of money spent

Sources of information
Motives/barriers of theatre attendance

QoA WGN =

2. ASSESSMENT

7. Attendee experience

8. Satisfaction

9. Loyalty

10. Word of mouth

11. Repurchase intention
12. Theatre rating

13. Theatre seat positioning
14. Willingness to pay

3. CLASSIFICATION

15. Sociodemographic profile: age, gender, family situation, educational level,
occupation, country of origin.
16. Differences in habits and preferences according to previous socio-demographics.

RESEARCH DESIGN AND QUESTIONNAIRE

The above marketing research problem and the list of information needs/research
questions leads the way to conducting a survey. Knowing that our target population will
be those attending this theatre, proceed to determine the data gathering technique to be
used and design the necessary structured questionnaire.



PRACTICE 5:
QUESTIONNAIRE

We are about to receive the most recent version of the questionnaire we have
been designing in previous classes. As you will remember, the questionnaire
includes questions related to performing arts consumption habits, preferences,
and assessments using various standardised scales of measurement and
classification variables.

Let’'s have a look at the draft of the questionnaire (English version) now in class.

The final version to be used in the fieldwork will be in Spanish as it takes place
here in Valencia.

PRACTICE 5A. SAMPLING
Knowing that the population of our research refers to individuals attending Teatro
Olympia, determine and justify the appropriate sampling techniques and calculate

the approximate sample size of this survey.

Both answers should be included in an individual report (Arial font, size 11-point;
spacing 1.5) to be uploaded to the aulavirtual in pdf format in 10 minutes.

Let’s discuss the most appropriate technique and sample size now.
PRACTICE 5B. FIELDWORK
Knowing that the questionnaire will be electronic, which do you think is the best

way to make people aware of its existence and subsequently answer it? In other
words, how should we administer the questionnaire to the sample elements?



PRACTICE 6:
SAMPLING TECHNIQUE AND SAMPLE SIZE

Knowing that the questionnaire is electronic, the best way to make people aware
of it, in other words, to administer the questionnaire to sample elements, would
be implementing the following sampling technique:

Systematic random sampling (no sampling frame): inviting every nth element
leaving the venue to participate.

The sample size is 400 individuals (valid questionnaires).
FIELDWORK

Fieldwork should be based on CAPI (computer assisted personal interview) using
personal mobile phones. To do so, we will proceed as follows:

1. The Spanish version of the questionnaire should be uploaded to an online
platform (Typeform, Google Forms, etc.) by those doing practice 1.

2. Students fluent in Spanish should act as fieldworkers. In groups of two or
three they will go to the theatre every day in the third week of November.

3. A plan will be made to distribute student fieldwork considering plays and
days.

4. Students will politely invite attendees to complete the questionnaire
(before/after the play).

5. A QR will be shown to attendees to enter the website and answer the
questions. Any misunderstandings by participants, doubts, or questions
will be answered by the students.

6. Students not undertaking the data gathering process in the field (at the
theatre) will produce the database.

PRODUCTION OF THE DATASET

Once the fieldwork is over, the electronic survey will provide an excel file with all
the answers (codes). To statistically analyse this data in SPSS we must produce
the corresponding dataset. Variables should be defined first.

Students who did not do fieldwork will be responsible for this task. In groups of
three, students will transform the questions assigned into variables. The
generated files will be sent to the group responsible for combining the files (.sav)
into one. This group will upload the final dataset (only variables) to the aulavirtual.

These students will be only marked if the final dataset is completely correct.
Again, students not attending this session will not be graded. Extra or additional

tasks will not be considered to have been handed in (as explained at the
beginning).



PRACTICE 7:
DATASET
We have just received our dataset in SPSS.

As you know, variables were first defined, although several mistakes were
detected. Specifically, some variables were missing and some values were ill
defined. We have corrected everything.

Answers (data) obtained during the first part of the fieldwork were then copied
and pasted from the excel file automatically generated in the electronic survey.
Some necessary amendments were undertaken. Question 6 is still pending
modification.

DATABASE CHECKING (VARIABLES AND DATA) AND ANALYSIS

Firstly, we will have a look at our dataset and review how some variables were
defined (name, values, and so on).

Secondly, a picture of the participant profile should be made according to the
corresponding information need (classification).

Thirdly, we will statistically analyse some other information needs and
subsequent research questions (RQ) using the SPSS program. Specifically:

1. Information need 2: Frequency of attendance
RQ: How often do people attend performing arts shows?

2. Information need 6: Motives for attendance
RQ: What are the three most important motives for attendance for Olympia
consumers?

3. Information need 16: Differences on habits and preferences according to
previous socio-demographics
RQ: Does gender influence Olympia attendee’s word of mouth?

Fourth, we continue conducting the data analysis strategy to answer some other
information needs/research questions using the SPSS program. Specifically:

4. Information need 16: Differences on habits and preferences according to
previous socio-demographics
RQ: Is there a gender difference for how much people like the play?

5. Information need 16: Differences on habits and preferences according to
previous socio-demographics
RQ: Do Olympia attendees intend to return (according to their educational level)?

Others:



6. Does the personal situation influence how much people enjoy the play?

7. What aspects did spectators highlight the most in relation to the venue? (3 top
issues)

8. Does sexual orientation influence how much people looked for emotional
content, enjoyed live performances, and liked sharing an experience when going
to the theatre?

9. Which is the source of information mostly used for information about the Teatro
Olympia’s programme?



PRACTICE 8: DATA ANALYSIS STRATEGY AND FINAL REPORT

Focused on the data analysis strategy, you should now answer five out of nine
of the following research questions (two research questions from block A and
three research questions from block B) related to information need 16 (Practice
3).

RESEARCH QUESTIONS Question/s Statistical Justification
number technique

Which [group has the highest frequency

of attendance by participants?

Which are the three most and least
A | common reasons for people to attend
Teatro Olympia?

What is the reaction that attendees have
felt the most and the least when
watching the play?

Which is the most common family status
among attendees?

Does age influence the number of plays
seen at the Teatro Olympia by
attendees?

Is there any relationship between
B | gender and the individual's intention to
recommend this theatre?

Is the intention to return influenced by
occupation?

Does gender influence preference for
Teatro Olympia?

Do gay attendees assess the physical
settings of the theatre differently than
others?

REPORT: Write a report in groups of four, maximum six-pages long (Times New
Roman, 11-point, 1.5 spacing). The table above completed with the
corresponding questions, statistical techniques, and justification of every single
analysis should be placed in page 1. Answers to research questions must include
tables with results, discussion/description of results, and final recommendations.
Pay special attention to the format.

DEADLINE: Day of the final exam.
UPLOAD: Just one report per group including team members names and
surnames in the first page. Save it as a pdf file. Name: Practice_8_Surname (the

one uploading the file).pdf

IMPORTANT: Students not attending this session will not be graded. Individual
reports are not allowed.

(comentado [IR1]: Correct?




Questionnaire n° [ ]

To contact people: Good evening. The Olympia is doing some
research. Could you please participate by answering some
questions on your mobile phone? Here is the QR code.

Introduction text: Good evening. Teatro Olympia is conducting
research to improve its services and offer a better experience to
its audience. Could you please answer the following questions.
The information provided will be completely confidential.

A. HABITS

1. How much do you like performing arts (theatre, dance, opera,
circus, etc.) from 0 to 10?

2. Which is the type of performing arts you most attend?

Theatre
Dance
Opera
Musicals
Circus
Monologues
Others

NSO (W=

3. Approximately how often do you attend performing arts plays?

Less than once a year
Once a year

Once every three months
Twice every three months
Twice a month

Once a week

More than once a week

N |G A W=

4. Out of the total number of plays you attend, what percentage
are at the Teatro Olympia?
%

5. How did you obtain your ticket? NEW

1. | Box office
2. | Online (ticketing platform)
3 | Iwasinvited

6. How did you find out about the Teatro Olympia programme?
Please distribute 100 points to the following sources according to
the importance you place on each source of information.

Website

Social networks

Media (newspapers, radio, tv)
Relatives/friends

Outdoor adverting

Others

(|| =

100

7. Below there is a list of sentences in relation with your
attendance at this theatre. Could you please grade each according
to the following scale?

1. Strongly disagree; 2. Disagree; 3. Neutral; 4. Agree; 5. Strongly agree
[ Igo to Teatro Olympia [T T 23] 4]5]

1... o mingle (friends, relatives,
partner...)

2... to feel emotions

.. to see my favourite actors

.. to enjoy live performances

.. to see a director’s play

.. to avoid boredom

.. o share an experience

.. to see well known plays

9... to enrich myself personally
10.... to see a recommended show
11...to know more about a subject
12.... to relax

13...to find out about other cultures
14... to see an award-winning play

i i Pl I

B. ASSESSMENT

8. Please grade the list of statements below about the play you
have just seen, using the previous scale:

1. Strongly disagree; 2. Disagree; 3. Neutral; 4. Agree; 5. Strongly agree

Regarding the play you have just 1 2 3 4 5
seen...

1... | was made to think

2... | used my intellect

3... | learned something

4... | acquired new knowledge

5... | was active

6...| was excited

7... | got emotionally recharged
8... | experienced intimacy

9... [ felt a sense of adventure

10. | was aware of my own values
11. | wanted to relive this later (talk
about it / show pictures)

12. 1 did not actively participate

13. | was not being creative

14. This event was different from
others

15. | was outside my ‘normal life’
16.! thought it was unique

9. Please grade these sentences using the same scale:

1. Strongly disagree; 2. Disagree; 3. Neutral; 4. Agree; 5. Strongly agree

1 2 3 4 5

1. The evening in theatre was an
amazing experience for me

2. This evening will leave a positive
memory for a long time

3. I was interested in the topic of this
play

4. This is one of the best theatres |
have visited

5. | have enjoyed the play

6. The play was better than |
expected

6. | was able to find my seat quickly

7. My seat was comfortable

8. The venue was appropriate

9. The venue has very good
acoustics

10. | was satisfied with the view of
the stage from my seat

11. During the performance there
were annoying distractions
(noises...)

12. Overall, | was comfortable with
the covid-19 measures




13. Overall, | was comfortable with
the theatre box office
personalfticketing service

14. It was easy to buy tonight’s
tickets

15. | was deeply moved by the
performance

16.The actors left me cold

15. Current occupation:

1. | | am studying | work and | study
2. | | am self-employed Unemployed
3. | am an employee Home tasks

16. Personal situation:

17. | was emotionally hooked during
the performance

18. This performance took my breath
away

1. | am single and have no | live with my partner
children without children

2. | am single and have | live with my partner
children with children

19. This performance will leave a
positive memory for a long time

20. | did not feel emotionally
engaged by the performance

21. Time flew during the
performance

22. Overall, | was disturbed by the
performance

10. Please grade some more statements in relation to the Teatro

Olympia, using the same scale:

1.Strongly disagree; 2. Disagree; 3. Neutral; 4. Agree; 5. Strongly agree

2 3 4

5

1. This is my favourite theatre

2. | think this theatre has the best
programme

3. | prefer this theatre to others

4.1 come to this theatre because |
really like it

5. 1 am pleased to come to this
theatre instead of others

6. | like this theatre more than others

7. | feel more attached to this theatre
than to other theatres

8. 1am more interested in this
theatre than other theatres

9. lintend to come to this theatre in
the future

10. lintend to come and see other
types of shows in this theatre

11. | recommend this theatre to
those who ask my advice

12. | say positive things about this
theatre to others

13. | consider this theatre my first
choice when | want to see
performing arts

C. CLASSIFICATION

11. Finally, could you tell us your age? years

12, Gender:

1. | Man

2. | Woman

3. | No binary

13. Sexual orientation:

[ ] | Straight

1.
[ 12 [Gay

[ 3. [ Bisexual
| 4. | Others

14. Level of studies:

[ No studies

[ Secondary school

1.
2. | Primary

3
4. [ University

17. Postal code:

THANKS FOR YOUR COLLABORATION









