CHAPTER

2

Consumer Research
Learning Objectives
• Understand the evolution of consumer research
• Discuss the researcher’s perspectives on consumer behaviour
• Identify the steps involved in consumer research process.
This chapter discusses in detail the philosophy behind consumer research. The chapter starts with
a description of consumer research and its distinctive nature as against marketing research. It
further continues to describe about the two schools of thought in research; that of positivists and
the interpretivists. The highlight of the chapter is the various cases that have been cited as exhibits
that help to elaborately explain the concepts. Finally, the chapter goes on to describe the steps of
consumer research and the functions involved in each step in the process.

2.1

INTRODUCTION

The study of consumer research has developed as an offshoot of marketing research
study. The consumer research findings are used to aid in the process of managerial
decision making. By the study of consumer behaviour, marketers get an insight into
the minds of the consumer who is the be all and the end all of any marketing activity.
The analysis of consumer psychology helps the marketer to design the required product
and to promote the same with the right kind of message so as to enable the potential
consumer in deciding to buy the product. The understanding of the decision process
is the key to making marketing strategies and designing of attractive promotional
messages. The shifts in marketing thoughts have led to the growth of consumer research.
Researchers have tried to define the concept of consumer research in a number of ways
but it is indeed difficult to derive a structured definition of consumer research because
it would finally be defined by what the researchers achieve.
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2.1.1 Exploratory Research
This nature of consumer research is used to identify the variables that influence the
consumers in making the purchase decisions and to analyze how the consumers react to
these factors. This kind of consumer research takes place in situations when enough data
is not available for the marketers to draw conclusions about the purchase behaviours
of the consumers. Under the exploratory research there are two methods of conducting
the consumer research. These are discussed as under.

2.1.1.1 Consumer suggestions
In the marketing environment many of the factors influencing consumer decisions
are derived by spontaneous suggestions of the consumers themselves. The marketer
collects the data from the consumer through suggestion boxes kept at strategic places
in the market. These sources serve as valuable mode of data collection and reading
the minds of the consumers. They also help to generate new ideas that may help the
consumers in making the purchases.

2.1.1.2 Focus group interview
This is a popular technique used in exploratory research. The focus groups are generally
made in groups of eight and ten people with homogeneous characteristics. They are
placed in causal settings in order to apply the principles of group dynamics. There is
a moderator who guides the discussions and helps the participants to interact with one
another. The entire session is often video taped to be analysed later by the consumer
researcher. This kind of focus group interview helps in generating the hypothesis
about the consumers in specific market situations. It also helps in generating fresh
ideas about strategies relating to marketing mix. Focus group interviews have helped
in understanding and analyzing the language of the consumers on the basis of the
underlying motivators for a purchase situation. Focus group interviews help in deriving
the conjectural statements about the relationship between two or more variables. Further
details are given later in the chapter.

2.1.2 Conclusive Research
This form of consumer research is built upon the exploratory research. The primary roles
of the conclusive research are to describe the consumer behaviour with explanations for
specific behaviours. This form of research also predicts the behaviour of the consumers
and the suggestions are drawn for influencing them. Further details have been discussed
later in the chapter.
For both the exploratory and the conclusive researches there are two basic sources
of data used under consumer research. These are primary and secondary data. The
primary data are those that are collected by the researcher for the first time for some
specific problem. There is also a vast amount of pre-collected information available on
the consumer. These data are also used extensively by the consumer researchers. These
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data are called secondary data. The details of primary and secondary data are elaborated
at length later in the chapter. The researcher first searches through the secondary data
and then only sets out to collect the data from the primary sources.
Another important aspect of consumer research is the time frame for the study. The
primary data can be collected either at one time or over a period of time. These research
designs are referred to as cross-sectional designs and longitudinal designs. The crosssectional designs are used in the study of consumer behaviours at one point of time.
For instance, a study undertaken to derive the knowledge of the target consumers about
specific brand just after an advertisement has been aired in the media. Another design
is the longitudinal study which seeks to collect the data over different time periods. For
example, a study for the overall sales in different seasons during the year demands a
longitudinal design. One form of longitudinal study is the continuous consumer panel
study wherein the consumers are deemed to be representatives of a particular group
and these groups of people are repeatedly studied over a period of time. Details of
the various research time frames are elaborated at length later in the chapter.
Above discussion on the nature of consumer research highlights the fact that
marketing research and consumer research are closely related. However, it is important
to understand the underlying differences between the two forms of research. Table 2.1
elaborates distinctions between consumer research and marketing research.
Table 2.1 Distinctions between consumer research and marketing research
Customer research

Marketing research

Data collection and communication Purpose

Data collection only

Census

What is the population?

Sample

Population is precious – needs
retaining

View of the population

Population infinite – no
concern

Offer opportunity to help
improve product/service – high
participation involvement

How participation is
encouraged?

Offer financial incentive
– low participation
involvement

Keep data disaggregated – at
participant level

How information is analyzed?

Aggregated data – sample
averages

Information is linked to specific
individuals, necessary for followup

Identification of participants

Information collected
anonymously

Fix product/service and remedy
individual participants problems

End result

Identity problem/service
problems

Requires follow-up-response to
issue, questions

Need for follow-up form survey No follow-up considered
paricipation
unethical

Source: Douglas R. Pruden and Terry G Vara “Consumer Research nor Marketing Research”. Marketing Research
Summer 2000, 14–19
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2.2

EVOLUTION OF CONSUMER RESEARCH

The study of marketing was basically rooted in the economic school of thought and
was taken as a distinct academic discipline in the 20th century. In the entire study of
marketing, consumers were gradually taking the pivotal position because the concept of
consumption was taking precedence over production. The study of consumer behaviour
began to be regarded as a stream of academic interest sometime in the 1950s. The growth
of the scientific methods of research in 1960s showed that consumers were ‘emotionless
information processors’. The consumers merely reacted to set of information that they
received. Consumers reacted to the information keeping aside their emotional attributes.
As an academic study, consumer research began to emerge as a distinct field of
study in the 1980s. This basically happened because of the two areas of research, that
of positivism and interpretivism discussed in detail in the following sections. Consumer
research was seen as a multidisciplinary area that borrowed concepts from economics,
psychology, philosophy and anthropology, to name a few. Researchers began to
delve deeper into the dynamics of consumer behaviour with respect to procurement,
consumption and disposition.
The growth of new research brought about interpretive aspects to consumer
behaviour. The diversity in consumer research led to debates about the real scope
of the study. To resolve these disputes, the philosophy of science approach to study
consumer behaviour was brought into picture. This approach defined consumer research
in terms of examining the questions raised and the solutions derived. In the present
times, researchers are seen to use a combination of quantitative and qualitative research
methods in carrying out their study. However, while researching it is advised that
they should not combine both. For many years qualitative and quantitative methods of
research were seen as two distinct methods which could not be combined due to their
differences. The qualitative researches were used for development of theory and in the
early stages of the research process and the quantitative methods were used in proving
the phenomenon under study. Further details about qualitative and quantitative research
are discussed under the section Consumer Research paradigms later in the chapter.
For many years both these techniques of research were seen as two distinct
methods which could not be combined due to their differences. But, the combinations
of quantitative and qualitative methods today have become widely advocated by
researchers due to their pragmatism. Douglas (1976) says: “Since all research methods
have costs and benefits, and since they differ greatly in their particular costs and benefits,
a researcher generally finds it best to use some combination or mixture of methods.”
But, it is imperative for any researcher to take into consideration the technicalities and
complexities involved in combining the research methods.
Talking about the issue of evolution of Consumer Research with Indian perspective
it is difficult to arrive at a specific time when Consumer Research began to be studied
as a distinct discipline. It was a gradual transition that the need of consumer research
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in the Indian business environment was felt. The marketing environment in India was
basically characterized by ‘seller’s’ market. Many products faced de-marketing rather
than marketing. De-marketing is an attempt to reduce the demand for a product when
the demand for the product is larger than the manufacturer’s ability to produce it.
However, changes are taking place in the country which is fast emerging as a nation
of consumers. In this changed scenario consumer research is an area of interest to the
marketers as well as to the consumers at large. The evolution of consumer research in
India can be attributed to the following reasons:
• Acceptance of product differentiation, studied in the previous chapter, as a
marketing strategy.
• Organizational changes with the acceptance of chief marketing executive as an
important member of top management.
• Growth in the Indian entertainment and media industry is expected to be 13.2%
cumulatively over 2011 to 2015 to reach Rs 1,19,900 crore, forecasts PwC. As
per PwC’s latest report titled ‘India Entertainment & Media Outlook 2011’, the
industry grew 11.2% in 2010 on the back of improved economic conditions and
rebound in advertising spend (for details see Table 2.2).
Table 2.2 Projected growth of the Indian E&M industry in 2014-2015
INR billion

2010

2011

2012

2013

2014

2015

CAGR

Television
% change

306.5

353.0
15.2

404.0
14.4

465.0
15.1

532.5
14.5

602.5
13.1

14.5%

Film
% change

87.5

96.5
10.3

104.5
8.3

115.3
10.3

125.0
8.4

136.5
9.2

9.3%

Print
% change

178.7

196.2
9.8

214.4
9.3

235.6
9.9

256.5
8.9

282.0
9.9

9.6%

Radio
% change

10.8

13.5
25.0

16.5
22.2

19.0
15.2

22.0
15.8

26.0
18.2

19.2%

7.7

10.0
29.9

12.5
25.0

15.5
24.0

19.5
25.8

24.0
23.1

25.5%

OOH
% change

14.0

15.5
10.7

17.0
9.7

19.0
11.8

21.5
13.2

24.0
11.6

11.4%

Animation, gaming
% change

31.3

38.6
23.4

47.8
23.8

57.7
20.6

69.4
20.3

82.6
19.0

21.4%

Music
% change

9.5

11.9
25.0

13.9
17.5

16.1
15.6

18.4
14.2

21.4
16.0

17.6%

Total

646.0

735.2

830.7

943.2

1064.8

1198.9

13.8

13.0

13.5

12.9

12.6

Internet advertising
% change

% change

13.2%
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• Growing concern among the industries to enter the rural market.
• Growth of consumer market in India. (for details see Fig. 2.1).
• Increased use of marketing research through the setting up of marketing research
organizations in India. The foremost among marketing research agencies in India
are IMRB, IPSOS Synovate, AC– Nielson and ORG MARG.
• Emergence of syndicated services like retail audit, readership surveys from
organisations, consumer market indices etc.

Fig. 2.1

Growth of the consumer market in India.

The growth of the Indian middle class which has been having a comfortable
disposable income is the primary reason for the growth of consumer market and
therefore the need of consumer research. Any company which wishes to be a long-term
player in India cannot ignore the needs of the middle class. Therefore, to identify the
needs of the middle class who is the primary consumer in Indian the need of dependable
consumer research is a must (see Exhibit 2.1 for Indian Economic Growth and Rising
Disposable Income).
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Exhibit 2.1 Economic growth and rising disposables income
India is growing at an average annual rate of 7.6% for the past five years and it is expected to
continue growing at an equal if not faster rate. The rapid economic growth is increasing and
enhancing employment and business opportunities and in turn increasing disposable incomes.
As the benefits of growth trickle down, an increasing number of people are moving up from the
economically weaker class to join the middle class. The middle class with its rising numbers and
incomes is thus becoming the biggest market segment. The affluent class too will continue to grow
in terms of size and value, albeit, at a slower pace than the middle class.
MGI study prediction on the effect of economic growth on different classes
• Middle class, defined as households with disposable incomes from Rs 200,000 to 1,000,000 a
year comprises about 50 million people, roughly 5% of the population at present. By 2025 the
size of middle class will increase to about 583 million people, or 41% of the population.
• Extreme rural poverty has declined from 94% in 1985 to 61% in 2005 and is projected to
drop to 26% by 2025.
• Affluent class, defined as earning above Rs 1,000,000 a year will increase from 0.2% of the
population at present to 2% of the population by 2025. Affluent class’s share of national
private consumption will increase from 7% at present to 20% in 2025.
Pro-growth demographics
The widespread adoption of improved medical care and birth control since the 1970s has reduced
birth rates and increased the proportion of citizens living past their retirement age in most countries.
As these countries have an aging population, they are beginning to face an acute shortage of
working age population, while the proportion of dependent population is increasing.

India along with a few other countries is an exception to this. In India, the proportion of citizens
of working age is forecast to fall slowly and the overall labour force will continue to grow. India
has a young population, 54% of Indians are under 25 years of age. A rising productive population
fuels growth and drives personal consumption and a lower age dependency ratio places less strain
on public finances. A young, economically empowered population not only translates into increasing
consumer demand but also into a more value-conscious demand. Thus, pro-growth demographics will
expand consumer market in India. The National Council of Applied Economic Research (NCAER),
forecasts that the number of consumers driving growth will grow from 46 million households in
2003 to 124 million households in 2012.
Source: http://www.ksoils.com/whitepapers/KS_WHITEPAPER_INDIAN_CONSUMER_MARKET.pdf retrieved on
12th June 2012.
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2.3

RESEARCH PARADIGMS IN CONSUMER BEHAVIOUR

In order to develop a framework for the study of consumer behaviour it is helpful to
understand the evolution of the field of consumer research and the different paradigms
of thought that have shaped the discipline. Paradigms in consumer research can be
broadly classified as a set of assumptions that the researchers follow in distinguishing
between what they are studying and how they study it. As described below, a set of
dimensions can be identified in, which can be used to characterize and differentiate,
the various perspectives on consumer behaviour. In consumer behaviour studies,
there are three research approaches — one that of qualitative research used by the
positivists and the other the quantitative research used by the interpretivists and the
third approach is the combination of the quantitative and the qualitative approach
used by the dialectics. Figure 2.2 below describes the importance of qualitative and
the quantitative research methods.

Fig. 2.2

Importance of quantitative and the qualitative research.

Let us discuss these in detail:
1. Quantitative Research: This approach uses quantitative research techniques for
the study of consumer behaviour. The samples used in such studies are generally large
and randomly selected. The analysis is done using complex statistical tools and the
data is collected by the survey method and experimentation. This type of research uses
experimental research design. The results are predictive of consumer behaviour which
is generalized under marketing situations.
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The quantitative methods answer the “what’s” of a research which is used to test the
hypothesis to get a clear idea of each factor that emerges from a qualitative research.
The methods used under this form of research are questionnaire and experimentation
techniques.
This research approach is called positivism, and the consumer researchers believing
in this school of thought are called positivists. The research methods used by the
positivists are based on methods of natural sciences and involve techniques such as
experiments based on observation and survey. The findings of such researches are
empirical and if based on a randomly collected sample can be generalized for a larger
population. Some of the attributes of quantitative research are:
• Same set of questions and methods of recording of answers are used for all
respondents. For example, if a restaurant is trying to study customer satisfaction,
they must ask same questions to all the customers.
• The sample for quantitative analysis must be large.
• Statistical tools and techniques must be used for analysis to draw inferences.
• “Closed” questions are preferred because they are more convenient for computer
and statistical analysis. It means that the questions have typically three answers
– ‘yes’, ‘no’ and ‘don’t know’ or satisfied, not satisfied and neither satisfied nor
dissatisfied giving no room for elaborate or subjective judgment.
• Attitudes and opinions are measured by the use of scoring and rating scales,
so an attraction would be either rated excellent, very good, good, poor or very
poor or given a score on the scale of ten. Figure 2.3 depicts the constituents of a
positivist philosophy of research.
Positivism involves the study of social behaviours just like the study of natural
sciences. These are the study of causes of behaviour rather than the effects of the
same. The philosophy believes that the forces that shape behaviour can be analyzed
like physics with the help of systematic observation. The posititivists believe that
quantitative methods are more acceptable because of their collection of empirical data
and that questionnaire and experiments are believed to be more reliable than qualitative
methods (see Exhibit 2.2 for example of a quantitative research).
2. Qualitative Research: This approach makes use of qualitative research techniques
for the study of consumer behaviour. This method is used in generation of concept
and evaluation in terms of development of new product or modification of existing
product. The problem definition stage of consumer research generally starts with the
qualitative research which is further validated by the quantitative approach to research.
The qualitative researches answer the “whys” of a research problem. It is used to
generate the theories of consumer behaviour. The general methods used under the
qualitative researches are exploratory research through data collection with the help
of survey techniques. Besides this, qualitative research methods use various projective
techniques and observation methods like sentence completion (requiring the respondent
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Fig. 2.3

Constituents of positivism.

Exhibit 2.2 “Shaadi Aj Kal” – quantitative research by IMRB
Marriage is an evolving institution and the modern world through its pressures and pleasures
has changed it irreversibly from the way it was even a decade ago. This change is particularly
accelerated in urban India because of the rapid social and economic changes brought about by
liberalization and globalization. But traditions still hold sway and arranged marriages are still the
norm, albeit through the Internet!
This study among married respondents that Shaadi.com conducted in association with IMRB
International takes you through this divine institution. What principally makes marriages tick and
in some instances, what are the key reasons of an unhappy marriage. What are the things that
make people want to commit, and what are the key do’s and don’ts that make it bliss!
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Shaadi.com, India’s best matrimonial services provider & IMRB International, India’s premier
market research agency, on the occasion of Shaadi.com’s 15th Anniversary is excited to address
all your queries on this blessed union.
Key Findings
Some of the major findings of the IMRB-Shaadi.com survey among married men and women
across India are summarized as follows:
• The pressure to conform to societal norms is still one of the major reasons that drive Indian men
and women to tie the knot followed by the desire to make their parents and families happy.
• When asked for what makes for a successful marriage, trust between partners, shouldering
the responsibility of raising children and willingness to compromise came up as the most
important factors.
• Children are still central to the lives of Indian couples with an overwhelming majority of
them saying that children are an indicator of a successful marriage.
• Finances and home ownership are still in the domain of males with a majority of respondents
saying they don’t have a joint account or own a house jointly with their spouse.
• Hanging out at home, going out to movies and restaurants and spending intimate time with
each other are three preferred ways for Indian couples to bond with each other and unwind
from the busy and stressful life of the metros.
• Getting hitched seems to put a dampener on the active social life of the pre-marriage days
for both males and females with both genders reporting a sharp fall in the frequency of
meeting friends post marriage. This drop is even more pronounced in the case of women.
• Women in India feel neglected by their husbands with large numbers claiming their husband
spends more time at work and talking to others on the phone and on the Internet. Clearly
there is an expectation gap here.
• Household duties are still allocated along traditional gender lines with men taking care of
finances, bills and household repairs while women focusing on cooking, cleaning and bringing
up children.
Respondent Profile:
Respondents from different cities and towns spread over India were chosen for this exclusive survey.
Married individuals, both men and women were part of the survey. These included those living in
the Top 4 Metros (Mumbai, Delhi, Kolkata and Chennai) as well as smaller metros as Bangalore,
Hyderabad and Ahmedabad. Respondents from smaller cities such as Ludhiana, Lucknow and
Cochin were also interviewed.
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In terms of the town class, almost half (48%) of the respondents belonged to the Top 4
Metros followed by the other and smaller metros. The respondents belonged to Socio Economic
Classification A (SEC A) which is the top classification among all.

Source: http://imrbint.com/downloads/Shaadi.com%20%20IMRB%20International%20Report_FINAL_Latest.
pdf retrieved on 13th June 2012.

to complete a sentence), thematic apperception tests (requiring the participant to view a
photograph or to draw a picture) and imagination exercises (requiring the respondent
to relate specific things to other specific things).
Many a times, quantitative research is also used to formulate a set of hypothesis for
the purpose of a research study. Certain aspects of consumer behaviour can be probed
with the help of qualitative research when unstructured questionnaires are used or the
focus group methods are used to understand the subject that is being studied.
The data collected for qualitative researches are collected through random sampling
and analysis is done by non-statistical methods like in-depth interview, focus group
and even by observation. The emphasis of such studies is what are the where’s and
the how’s of the subject under study. The focus of qualitative methods in consumer
research is to analyze the consumption patterns and behaviours.
Researchers working in the filed of consumer behaviour have come to view the
discipline as a subset of human behaviour and focus more on the consumption aspect
rather than the buying aspect. The consumption aspect consists of focus on trying to
understand the consumer experiences through interpretation. The researchers who
adopt this approach are called the interpretevists. They engage in qualitative research.
Figure 2.4 depicts the constituents of interpretivism.
The interpretivists believe that individuals are conscious about their existence
as unique individuals and relationship with others. Behaviour is perceived to be
unpredictable and it cannot be studied like the positivists. Interpretivists believe that
society is experienced subjectively because behaviours are given meanings. Social
world is different from the real world therefore qualitative data and methods like
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Fig. 2.4

Constituents of interpretivism.

the questionnaire are used for the researcher. Interpretivists believe that knowledge
is relative and depends on a large number of variables therefore researches based on
this philosophy are subjective (see Exhibit 2.3 for an example of Qualitative Research).
Exhibit 2.3 Eye tracking for qualitative research
Qualitative researches till some time back relied entirely on the judgment of the researcher. But
all the hidden perceptions of the researcher cannot be intuited correctly. In order to mitigate the
disadvantages of personal bias or judgment of the researcher, there is the technique to judge the
respondent on the basis of his eye movement.
Eye Capture uses eye tracking technology that helps identify how customers interact with
campaigns in visual promotion. It will help to answer questions such as:
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• What draws the viewer’s visual attention?
• What is ignored by or is not seen by the viewer?
• In what order does the viewer look at the visual information?
Eye tracking alone cannot be used for researches as it may lead to confusion: “Why do people
look here for so long?” or “Why don’t people look here?” are questions often asked. To avoid this
researchers combine the implicit behavioural observation through eye tracking with the power of
qualitative questioning for a more accurate understanding of how communications are viewed
and perceived.
By combining eye tracking technology with the perceptual power of the researcher, Eye Capture
provides clarity about:
• Branding issues such as why brand recall is lower than expected.
• Why new product information has not penetrated target market.
• The visual flow through the advertisement and whether it reflects research intention.
• Understanding whether company advertises chosen imagery is staying true to the brand
promise, brand character and brand strategy.

3. Combination of Quantitative and Qualitative Approach: Another approach
commonly used in today’s research environment is the combination of qualitative and
quantitative methods. This research answers the “how’s” of a research problem. This
is called the current approach to research also termed the ‘dialectical’ approach.
The term ‘dialectics’ considers all forms of human behaviour; thus the current
approach to the study of consumer behaviour research is broader in scope. This is
further divided into four approaches, materialism, change, totality and contradiction.
4. Materialism: This approach believes that the behaviour of consumers is shaped
by the material possessions that they have. The materials may be in the form of money
and other material possessions that the consumer possesses. The concept of materialism
assumes that there is an objective material world which exists independently of human
existence. The positivist approach depicts a crude mechanistic version of this tradition
which has its primary focus on the environmental determinants of human existence.
On the other hand idealism maintains that the material world is totally dependent
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on, is not apart from, human existence. The problem with both these philosophical
versions, however, is that they offer a very skewed understanding of the complex
interrelationship between the environment and human behaviour.
• Change: The second principle of dialectics is that the material environment
and human behaviour are in a continuous process of reciprocal movement and
change. While the material environment is primary within dialectics, this does
not mean that human behaviour is simply a reflection of it. According to this
approach humans are not viewed as mere spectators of their environment, but
as participants and inquirers who react back upon it in ways that transform both
the environment and themselves.
As defined by Novack (1996, p. 78) this process can be seen in the fact that:
“The characteristics and capacities of the human species have varied according
to the changing circumstances of its historical development.” Therefore it can be
said that the material environment, is simultaneously a determinate and mutable
condition of human behaviour. It is seen that new meanings, values, and practices
are continually emerging and being created in response to current environmental
boundaries which, in turn, reflect back on and alter these boundaries thereby
opening up new possibilities for action.
• Totality: The behaviour of consumers is seen to be interconnected with many
other forms of human behaviour. It is seen to be the sum total of the personal
self and the interplay of environmental conditions. Another distinguishing
characteristic of dialectics is that it insists that the seemingly separate elements
of which the world is composed are in fact related to one another. There is an
ongoing complex interplay between external material conditions, physical and
psychological needs, thoughts as well as emotions.
• Contradictions: The changes in the behaviour of the consumer are due to the
changes taking place in his moods and the emotions. From a dialectical point of
view change is a result of the internal contradictions that exist within any totality.
This notion begins with two assumptions, first, that all totalities are made up of
a complex set of forces and that it is the struggle between these forces which
regularly upsets the temporary equilibrium of the totality.
Again, it is surmised that change follows a leap-like, rather than straight line or
circular, process that opens up with an occasional qualitative breaks in continuity. That
is to say, a gradual change is going on all the time, most of it is repetitive, in nature.
These changes are in terms of quantity as well as quality. It is a transcendent process
rather than a mere negation of the previous status quo. The dialectical approach uses
both the quantitative and the qualitative methods to understand consumer behaviour.
It studies not only the purchase behaviour of the consumer but also the consumption,
and disposition aspects.
The dialectical approach is used by the companies in present time for brand building.
A very interesting example of using dialectical approach to build brand is that of
Maggie Noodles. Maggie started with ‘Maida’ a finely milled and refined wheat flour

Consumer Research  61

but later came out in the ‘Atta’(semi-hard variety of wheat) with information on its
nutritional content like vitamin, protein and calcium displayed vividly in its packaging
when nutritionists raised health concerns on the use of ‘Maida’.
Along with this Nestle launched the ‘Main aur Meri Maggi’ to leverage the emotional
attachment to Maggi Noodles (see Exhibit 2.4 for the Maggie Story).
Exhibit 2.4 Maggi Story
Nestle India is set to roll out a new marketing drive to mark the 25th anniversary this week of its
instant noodles brand, Maggi.Called ‘Me & Meri Maggi’, the campaign is supposed to celebrate the
consumers’ bond with brand Maggi. The company plans “360 degree activation” across television,
print and the internet, beside on-ground activities.
“We were pioneers in convenience food when we launched Maggi 25 years ago. The product
is not only a good value proposition but is also strong on the taste front. This is an opportunity
to celebrate this journey by acknowledging our consumers and their Maggi experiences,” said
Shivani Hegde, general manager, food business, Nestle India.Acknowledging the reach of the
digital media, Nestle has launched an interactive website for the consumers, www.meandmeri.
in. Nestle has been keeping the price point at Rs 5 since the year 2000 to address the low-income
group. Maggi has been a growth driver for the company. The prepared dishes and cooking aids
wing of Nestle, in which Maggi falls, accounted for 21.4 per cent (Rs 781 crore) of total revenue
in 2007 of Nestle India.
To incorporate its health and wellness slogan — ‘Taste bhi, health bhi’ — in the noodles brand,
Nestle renovated the two-minute noodles to ensure more calcium and protein content in the product.
The packaging has been tweaked to accommodate the pictures of consumers whose entries the
company chooses. “If a consumer has a story to tell about Maggi, we can put him or her on the
packaging, TV or print,” Hegde added.Nestle would continue to innovate and renovate products
under the Maggi umbrella, she said. In 2008, two brand extensions — Maggi Bhuna Masala and
Maggi Cuppa Mania Instant Noodles — were added to the portfolio.

Source: http://www.business-standard.com/india/news/maggi-turns-25-nestle-to-unveil-new-campaign/354266/

The use of a research philosophy depends upon the research objective and the
judgment of the researcher. Although the positivist and the interpretivist schools of
thought are termed traditional research approaches they are used even today. But
increasing number of researches in the present times are following the current approach,
i.e., the dialectical approach.
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The following five stages are passed through by a consumer when making decisions
to buy something: (a) problem recognition, (b) information search, (c) alternative
evaluation, (d) choice, and (e) post-acquisition evaluation.
• Problem recognition stage: In this stage, consumers discern the existence of a
certain need. If the need is sufficiently strong, it may motivate the person to enter
the second stage which is the search for information.
• Search for information: This stage may be either extensive or limited, depending
upon the involvement level of the consumer.
• Evaluation of the alternative: In this stage the consumer evaluates on the
alternative that is identified for solving the perceived problem. Alternative
evaluation is synonymous with the formation of beliefs and attitudes regarding
the alternative options (Mowen & Minor, 2006; Schiffman & Kanuk, 1994).
• Choice: In this stage decision about which alternative option (product) to select
takes place.
• Post-acquisition evaluation: In this stage, buyers consume and use the acquisition.
Besides, they can evaluate the outcomes of the consequences of their behaviour
and engage in the disposal of the waste resulting from the purchase (Mowen &
Minor, 2006; Schiffman & Kanuk, 1994).
This view of consumer behaviour stresses on the rational and cognitive view of
consumer decision making and the process of ultimate purchase of the product. The
details of this process are elaborated on Chapter 13.
Figure 2.5 depicts a flow chart of decision making of a consumer. Also Exhibit 2.5
depicts the purchase decision making of a car.

Fig. 2.5

Decision making process of a consumer.

Source: Adopted from Kotler (1997),Schiffman and Kanuk (1997), and Solomon (1996)
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Exhibit 2.5 Purchase decision while purchasing a car
In the month of September 2013, Ramesh and Neeta had newly moved to Delhi after being
transferred from Barelly. Ramesh’s office was located at Connaught Place and they had taken a
house at Noida. Ramesh was finding it difficult to commute daily by bus. The couple decided
to buy a car to get rid of the problem of transportation. This was the 1st stage in the decision
process when they realized the problem and set about trying to find a solution. They looked for
information about the latest car in the market on the basis of price and mileage. Ramesh and
Neeta also collected information from friends, colleagues and magazines. This is the 2nd stage in
the decision process which consists of the search for information.
Finally, in the 3rd stage of the decision process they evaluate all the options and select from the
alternatives they decided to go in for a Chevrolet Beat. Beat came in their budget and mileage
criteria. In the 4th stage of decision implementation they decided to wait for a month to implement
the decision as they wanted to take the advantage of Diwali discount that most companies offered.
So the ultimate decision was made and on Diwali of 2013 Ramesh and Neeta brought home
their new Chevrolet Beat Diesel. In the 5th stage after they purchased the car and post-purchase
evaluation, today they are happy consumers of the car and recommend it to their friends looking
for advice on car purchase.

2.4.2

The Experiential Perspective

Under this perspective, it is believed that not all the buying decisions may be logically
or rationally made. Many a times, the consumer makes the purchases just for the fun
of having made the same. The hedonistic pleasures come into picture while making
such purchases. This view says that the consumers are feelers as well as thinkers while
making the purchases.
The experiential perspective on consumer buying behaviour proposes that in some
cases, consumers do not make their purchases according to a strictly rational decisionmaking process. People sometimes buy products and services in order to have fun
or create fantasies and to have vicarious pleasures. In other words, the experiential
perspective observes that products carry a subjective symbolic meaning for consumers;
they consume many types of products for the sensations, feelings, images, and emotions
that the products generate (Reibstein, 2005; Mowen & Minor, 2006).
Systematically, from an experiential perspective, problem recognition results from
the realization that a difference exists between actual and desired affective states.
Similarly, the search process involves seeking information concerning the affective
impact of choice options (Mowen & Minor, 2000). In the alternative evaluation stage,
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In this perspective, the researchers focus on the behaviours of consumers and the
contingencies from the environment that seem to influence such behaviours. Behavioural
influences take place when strong environmental forces propel consumers to make
purchases without necessarily having strong feelings about the product. In these cases,
the consumer does not necessarily go through a rational decision-making process.
Instead, the action results from the direct influence of behaviour by environmental
forces, such as sales promotion devices and cultural norms (Mowen & Minor, 2006).
The behavioural perspective can be applied to understand the buying behaviour of
the consumers on seeing discounts at certain times. For example, the Reliance Fresh
advertisement and the Big Bazzar advertisements in the beginning of every month
incite the consumers to purchase products (see Exhibit 2.7).
Exhibit 2.7 Sales promotion: a powerful marketing tool

The above advertisement is about the schemes and incentives that Reliance Fresh offers on the
occasion of Diwali. Many a times, people end up purchasing the product without even knowing
anything about them they purchase because it is exciting to buy during discounts. Sales Promotions
often prompt impulse buying. When marketing wizards discovered sales promotion techniques to
push up consumption in difficult times, little did they imagine that they would have unleashed
a phenomenon for years to come.
Sales promotion is no longer a powerful marketing tool only, it’s an industry in itself. In the
global context, it’s worth some billions of dollars. In India it’s a Rs 5,000-crore plus industry, and
growing.
In fact, economic theories have always bowed to the boom-bust theory. A business cycle will
always contain a period which will offer serious challenges to any business. Either it will be due
to technological changes or change in the behaviour pattern of consumers. Or it will be simply due
to general demand slumps, a phenomenon which has possibly overstayed in today’s context. It is
these times that need to be tackled differently and consumers have to be lured. Sales promotion
techniques have not only attempted to bring about fresh demand, they have also helped create
new demand.
Marketing experts believe that sales promotion industry is here to stay. And it’s expected to
become more aggressive and certainly more innovative.
Explains Rajiv Karwal, CEO, Electrolux Kelvinator Ltd: “Sales promotion is an integral part of the
overall marketing programmes for any brand today because competition has increased tremendously
and the market size is still small, and that too spread across a huge geographical area. The Indian
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consumer is very value conscious and his purchasing power is limited. The penetration rates are
still too low and hence most brands look at India as as a potential volume oriented market which
can open up only when a consumer sees tremendous value proposition. Sales promotion increases
the value proposition, and is increasingly being used. FMCG companies are using mostly volume
driving promotions and they are quite effective.”
Says Hindustan Lever, senior manager, purchase S P Rao: “Its has completely changed the
consumer mindset. He asks, ‘what else?’ every time he buys something.” And that’s why the
growth of sales promotion as a distinctive industry is not in doubt.
In fact, necessity is the mother of invention. And in recessionary markets, sales promotion indeed
is the single most important invention of the modern times. If these started as distributing freebies
along with mainline products, over a period of time, it has now gathered enough momentum to
become an indispensable tool in the hands of companies focused on creating market space for
even not so convincing products.
Also, while advertising takes a longer time to pay off, promotions promise instant gratification
– to buyers and sellers alike.Timex sales, for instance, almost double during the promotion period.
Says Kapil Kapoor, MD, Timex Watches Ltd: “SP’s are a way of life not only in India but all over
the world. Consumers seek good value. Impetuous purchase is increasing and a lot of low risk/
half-decided consumer crosses over at a time they see good value.”
Says Bhupinder Singh Sodhi, general manager, sales, Godrej Consumers Products: “The key is that
sales promotion has helped avoid brand as well as value dilution in times when consumers were
shying away.” Hence, companies, instead of cutting prices, have resorted to ‘something else’ to woo
back consumers. Of course, these effectively lower price rationalization in the hands of the seller,
but they do not bring down the value of sales. To the buyers, these are a form of value addition.
Our thumb rule is that in four weeks of consumer promos, we sell through eight weeks of sales.”
Source: http://articles.economictimes.indiatimes.com/2003-06-15/news/27565015_1_promotionmarketing-consumer-mindset retrieved on 13th June 2012

2.5

CONSUMER RESEARCH PROCESS

The consumer research process can be depicted in eight steps. The first step is the
identification of a problem or opportunity. The second step is the creation of a research
design. The third step is the choice of a basic method of research. The fourth step is
the selection of a sampling procedure. The fifth step is the collection of data. The sixth
step is the analysis of the data. The seventh step is the preparation of a report. The
last and the eighth step is the follow-up of the research (Fig. 2.6). Let us discuss each
of the research steps in detail.
Step 1: Identification of Problem or Opportunity
The consumer research process begins with the recognition or identification of a
business problem or the existence of a business opportunity. Business environment is
prone to changes. These changes are brought about due to technological innovations,
social change, etc. Companies tend to monitor the changes in the environment through
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the identification of the research problems is to formulate it precisely. A complete
problem definition must precisely state the unit of analysis which consists of individuals
or objects whose characteristics are being measured. The time and space boundaries
must be defined. Besides the problem definition must also specify the environmental
conditions under which the research is deemed to be carried out.(See Exhibit 2.8 for
how Cadbury’s positioned its chocolates by identifying new target market over the
years through its advertisements).
Exhibit 2.8 Cadbury Dairy Milk

Cadbury Dairy Milk encapsulates an enormous breath of emotions, from shared values such as
family togetherness, to the personal values of individual enjoyment. It stands for goodness. A
moment of pure magic!
Cadbury Dairy Milk (CDM) entered the Indian market in 1948, and since then for consumers across
India, the word Cadbury has become synonymous with chocolate. CDM remains at the top of
the Indian chocolate market not only because of its most delicious, best tasting chocolate but also
because of its memorable communication.
Our Advertising: In the early days, the brand had a huge fan following among kids. In order to
build stronger appeal among older age groups, the brand re-positioned itself through the classic
‘Real Taste of Life’ campaign in 1994. The campaign positioned Cadbury Dairy Milk as the chocolate
that awakened the little child in every grown up and very soon, both teenagers and adults, were
hooked on to this bar of pure magic.
With the launch of the Rs. 5 pack in 1998, CDM became more affordable and hence more
accessible for the masses. The ensuing positioning of ‘Khaane Waalon ko khaane ka Bahana Chhayie’
made consumption into a joyful, social occasion.
In 2004, the ‘Kuch Meetha Ho Jaaye’ campaign was launched, seeking to increase CDM consumption
by making it synonymous with traditional sweets (Mithai). With Amitabh Bachchan as the face
and voice of the brand, the campaign went on to become a huge success. People could relate to
the commercials that were aired to promote Cadbury Dairy Milk. How many can forget the ‘Pappu
Pass Ho Gaya’ commercial? The country cheered on as Pappu fell in love in the Pappu Love Test
commercial. Then came ‘Miss Palampur’ and the country celebrated the beauty pageant with a
difference. The ‘Kenya’ commercial that was aired in 2008 celebrated the spirit of cricket and that
of true sportsmanship. In 2009, we aired another commercial under the `Kuch Meetha Ho Jaaye’
platform, called the ‘Pay Day’ commercial.
In the year 2010, the ‘Shubh Aarambh’ campaign was launched, drawing lines from the traditional
Indian custom of having something sweet before embarking on something new. With ‘Shubh
Aarambh’, Cadbury took the Dairy Milk journey a step further into the hearts of its million lovers.
With the current campaign ‘Khaane Ke Baad Meethe Mein Kuch Meetha Ho Jaaye’, our aim is to
introduce the thought of having a CDM as a post dinner meetha (dessert).
Source: http://www.cadburyindia.com/in/en/brands/chocolate/pages/csmkuchmeethahojaaye.aspx
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under study. All those people who have access to the information about the
subject supply suitable information to the research. This group is called a focus
group and the process is called focus group interview. The information is
collected often with the help of a structured questionnaire. The experts for the
purpose of the focus group interview may be retailers, or even homemakers
who are involved with the process of consumption. For the purpose of
consumer research the focus groups are those who have a direct relationship
about the subject under study rather than those who have knowledge about
the problem under study. The role of such surveys is to develop a tentative
explanation about the problems under study. When the research has shortage
of time and budget this method of survey can be helpful. For the consumer
researchers in India the homemakers have come to occupy significant place
as focus group for most consumption surveys. It is seen that 54% of the
advertisements are targeted at the housewives as per the report from Impact
magazine (see Exhibit 2.9).
Exhibit 2.9 Homemaker’s bioscope

About 30-35 per cent of the estimated 480 million jobs in the country are being performed by
women…
About 30% of the workforce in software industry is female. They are at par with their male
counterparts in terms of wages and the position at the work place.
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Descriptive research deals with the description of the existing distribution of
variables, and not with theory building. In other words descriptive studies
focus on answering the basic who, what, when, where. But it does not answer
the why’s of researches. (See Exhibit 2.10 for an example of descriptive study
on rural consumer patterns.)
Exhibit 2.10 Research finds change in rural consumer patterns
Indian consumers’ earning, saving and consumption patterns are rapidly changing. So much so
that a recent report by the Centre for Macro Consumer Research ( CMCR) of the National Council
of Applied Economic Research (NCAER) predicts that by 2015, incomes of more than 42% rural
households will shift from agriculture to non-farm sources like construction, retail, trading et al.
“The rural landscape is undergoing a steady but dramatic change. While there is a shift in income
sources and consumption patterns by consumers in rural India, equitable growth of all regions of
the country remains a challenge,” observed Rajesh Shukla, senior fellow, NCAER.
The report that set out to map changing earning, saving and consumption pattern throughout
the country also projects a widening income gap through the saving potential of consumers at the
different segments in the economy.
The study further suggests that the top 44% households in the country currently have 93% of
the country’s surplus income, even as the bottom 60% of households have 40% of total household
expenditure, indicating the consumption power at the bottom of the pyramid. “The bottom of
the pyramid consumer is hard to ignore for any marketer. He is the one driving consumption
through sheer number. This is one factor that remains of crtitical importance in the Indian market,”
explains Shukla.
Another point that the report brings forth is the size of the under-educated work force that rural
India has. It says that hardly 14% of rural households have a graduate and above as a chief bread
winner accounting for over 28%of the total household income. And predictably, the report goes on
to link level of educational attainment directly in proportion to the growth in a household’s income.
Reinforcing the perception of Indians as a people who save for the rainy day, the report points
out that as many as 81% rural households save a part of their income for the future, even as more
than 50% of households are confident about the stability of the future. Attempting to map consumer
behaviour accurately is a constant challenge for market researchers, their way of assisting marketers
and the government in decision-making. The sheer size and spread of the Indian populace makes
mapping them a tall order.

Source: http://economictimes.indiatimes.com/features/dateline-india/research-finds-change-in-rural-consumerpatterns/articleshow/6242347.cms
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There are two types of descriptive research designs: a. Longitudinal design
and 2. Cross-sectional design. Let us discuss these in further detail:
(a) Longitudinal Design: A longitudinal design is a research design in
which a researcher measures a specific group of people for a long period
of time. It can also be called a correlation research study in which there
are many observations being conducted over long periods of time on the
same group, or number, of people. Many times, longitudinal studies are
conducted to measure trends over a particular lifespan of an individual.
The same groups of people are studied in longitudinal studies therefore
the accuracy of the results are considered to be the greatest. Because the
same people are a part of the study, it is less likely that those people are
going to be a part of the result in cultural differences across many different
generations. The design studies the similarities and the dissimilarities
at different time periods on the variable under research. Therefore the
longitudinal study tends to reveal specific, common and the uncommon
features of the variables. The longitudinal panels may be divided into two
types:
• True Panel: Under the true panel there is a repeated measurement of
the same variables. The same sample is maintained over time. In this
kind panel data time series analysis can be done. The panel members
are repeatedly contacted for getting periodical information about
information like frequency of purchase, impact of new brand, etc. For
example, a virtual community called (www.truepanel.com) collects true
panel data for reputed companies online with the help of its members.
For further details see Exhibit 2.11.
Exhibit 2.11 True panel
Truepanel is a community of consumers that love expressing their opinions and giving feedback
on some of the world’s most exciting products.
Procter & Gamble: Morning Routine

Procter & Gamble teamed up with Truepanel to conduct a “morning routine” study. This
allowed our members the chance to give feedback on the P&G products they use every morning.
The study was very flexible, letting participants record video in their own homes and at their own
convenience. Upon completion, Truepanel let all participants keep the mobile cameras.
Adidas: Share Your Style
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Cross-Sectional Vs. Longitudinal Studies
Cross-sectional research differs from longitudinal research in that these
studies are designed to look at a variable at a particular point in time. While
the longitudinal studies involve taking multiple measures over an extended
period of time, the cross-sectional research consists of looking at variables at
a specific point in time.
2. Experimentation Research Design: Consumers engage in experimental
research continuously in that they try things (e.g., new products or services)
and see what happens. What consumers are doing in this trial-type behaviour
is comparing past experiences with new experiences. The approach used by
consumers is the essence of experimental research: “the manipulation of one or
more variables by the experimenter in such a way that its effects on one or more
other variables can be measured” (Tull & Hawkins, 1984).
This form of research design is effective in measuring the cause and the
effect relationship between the variables under study unlike the descriptive
research design. The process of experimentation is given exhaustive treatment
in consumer research because of its inherent advantages. It is a rational
process of arriving at conclusions. In this form of research designs the degree
of extraneous analysis is considerably reduced and therefore the causal
relationship is established. The term extraneous analysis refers to the study of
any other variable (extraneous variable) other than the independent variable
that may bear effect on the behaviour of the subject under study.
The trial for the proposed courses of action are conducted is such a way
that their effects can be measured and differentiated from the effects of the
extraneous variables.
In an experimental design a test group is selected whereby a hypothesis or
assumption is test. The test group is injected with a particular factor and
the impact of the factor is analyzed. The injected factor is the cause and the
impact is the effect. The cause and effect relationship implies a probabilistic
relationship.
In an experimental design there are two groups involved—the test group and
the control group. In the test growth up the experiment is carried out and
compared with the control group when the experiment is not carried out.
The experimental design may be a laboratory experiment as well as a field
experiment. Let us discuss about these two types of experiments in further detail.
• Laboratory Experiment: This form of experiment is an artificial one,
which the researcher designs with the desired conditions specific to the
experiment. For example, an experiment to understand the effectiveness of
a commercial could be conducted in a laboratory environment. It could be
carried out by showing the test commercial embedded in a TV programme
to respondents in a test environment.
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The laboratory experiment is said to offers a high degree of control
because it isolates the experimentation process in a carefully monitored
environment. This is regarded as an advantage for the laboratory
method. It results in the effects of history being minimized. A laboratory
experiment also tends to produce the same results if repeated with similar
subjects, leading to high internal validity which is the manipulation of the
independent variables that actually caused the observed effects on the
dependent variables, or the observed effects that have been caused by
variables other than those which are manipulated. Laboratory experiments
are less expensive as they tend to use a small number of subjects, last for
a shorter time, be more restricted geographically, and are easier to conduct
than field experiments.
• Field experiments: The term field environment is synonymous with actual
market conditions; here the research is carried out in a real environment.
In the above example of testing a TV commercial it is possible to carry out
the testing of the same in a real condition as well. In this experiment the
study is undertaken at different places in conditions of real environment.
The field experiment is more of the representative type than the confined
one as it is conducted in natural settings. In the field experiments there
is no attempt to set up the conditions. They are more consistent as they
depict the real life and are the representatives of the population. They
have more of external validity, i.e., the degree to which the conclusions
in your study would hold for other persons in other places and at other
times. See Exhibit 2.13 for an example of Consumer Research Heritage
of P&G.
Exhibit 2.13 Consumer research heritage of P&G
1887
P&G institutes a pioneering profit-sharing program that gives employees an ownership stake
in the Company. This significant innovation helps employees connect their vital roles with the
Company’s success.
1924
P&G becomes the first company to conduct deliberate, data-based market research with
consumers. This forward-thinking approach enables us to improve consumer understanding,
anticipate consumer needs and respond with products that improve their everyday life.
1941
P&G becomes one of the first companies to formally respond to consumer correspondence by
establishing the Consumer Relations department. The addition of toll-free phone numbers in 1973
and e-mail in the 1980s further enhance consumers’ ability to contact us and keep the consumer
at the heart of all we do.
1955
Crest is co-developed with Indiana University. This collaboration delivers a product that is a
breakthrough in the use of fluoride to protect against tooth decay, the second-most prevalent
disease at the time.
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2002
P&G develops Naturella feminine pads specifically to meet the needs of low-income women in
Latin America. Based on deep consumer understanding, Naturella responds to consumers’ desire
for freshness with chamomile, a unique ingredient never before used in feminine care products.
2005
High Frequency Stores common in developing markets emerge as our largest customer channel.
Consisting of nearly 20 million stores across the world, HFS represents a particular opportunity
in fast-growing, low-income markets. Through HFS, we connect to consumers with affordable
products and packaging specially designed for their needs.
This simple purpose of innovation through research has enabled P&G to become one of the
world’s leading consumer products companies—and will continue to guide them as they seek to
improve lives now and for generations to come.
The latest research innovation of P&G is the first-ever worldwide marketing campaign this
summer behind the London 2012 Olympic Games. P&G’s partnership with the Olympic Movement
is the Company’s most far-reaching partnership, leveraging its global reach in more than 180
countries, and spanning the next five Olympic Games. As the Proud Sponsor of Moms, P&G will
use its voice to honor and thank moms, not just moms of Olympians but all moms, for all they
do to raise their kids. Although P&G is not in the business of athletic gear or sports drinks, P&G
is in the business of helping moms, and has done so for nearly 175 years with its trusted brands.
P&G brands including Pampers, Tide, Ariel, Pantene, Head & Shoulders, Gillette and Duracell,
will sponsor more than 150 athletes who will be featured in advertising and retail programs in
more than four million stores.

Source: http://www.pg.com/en_US/company/heritage.shtml

3. Causal Research Design: This type of research comes into picture when
we have specific assumptions in research. Like X causes Y and the involved
cause and effect relation must be verified. There are four methods of causal
connection identified by philosopher John Stuart Mill in 1843 in his book “A
System of Logic” These are:
• Method of Agreement: This was called the method of agreement whereby
we look at identifying the cause of a given effect by the presence of a
common factor that is present in all cases in which the effect occurs. For
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Nano, which has a similar positioning,” said Future group’s Customer Strategy president Sandip
Tarkas, who heads this initiative at Big Bazaar.
This is the first time a retail chain is selling a car in the country.Industry officials say Big Bazaar
has already sold more than 450 Nanos since the experiment began a month ago. That is more than
5% of Nano sales in February.”Tata Motors may have now realised that for a product like Nano,
conventional distribution system such as car showrooms can only help to an extent,” said IDBI
Securities research head Sonam Udasi. “Big Bazaar’s customers, mostly value conscious people,
will directly fit in the profile of Nano buyers.”
Market experts say the decision to tieup with the country’s largest retailer is a brilliant move
that will help Tata Motors push Nano sales.Tata Motors has been quite aggressive to attract more
buyers for the world’s cheapest car after sales declined consistently last year, hitting an all-time
low of 509 units in November.Since then, it has been selling Nanos off the shelves from around
874 sales outlets and 1,000 odd kiosks across India, instead of the earlier system of having to book
and wait for delivery.

Source: http://articles.economictimes.indiatimes.com/2011-03-16/news/28698008_1_nano-sales-nano-buyerstata-nano

Step 3: Choosing the Basic Method of Research
In this step, the researcher decides the basic method of research which can be through
primary data or secondary data.
Primary data is that form of data which is generated specifically for the study.
The general types of primary data include data collected about demographic and
socioeconomic characteristics, psychographic profiles, attitudes, opinions, etc. Many
times consumer data regarding purchase intensions, brand awareness, motivation, etc.
require primary data.
Secondary data on the other hand is that form of data that is collected for some
other purpose but can have relevant information about the given study. Such data may
be internal to the firm such as sales invoice, internal reports or may be external to the
firm such as published reports of external agencies.
The choice of secondary data for the research takes place when there is time
constraint and budget constraint. The disadvantage of such data is that it may not fit
entirely into the research.
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The sampling frame is a list from which the interviewees are selected. The most
commonly used method of sampling frame is the use of telephone directory. However,
this list is not entirely dependable since there are many households that don’t have
telephones. Therefore depending on the data requirement of the study the sampling
frame must be selected. Sampling procedure can be of two types — probability sampling
and non-probability sampling. Figure 2.7 shows the various types of sample.

Fig. 2.7

Types of sample.

(a) Probability Sampling: This is a method used to define a sample by using random
selection. To have a random selection, a process needs to be established that
ensures that the different units in the population have equal chances of being
selected. There are various methods of random selection, commonly selected,
one of them is picking a name out of the hat. Today’s researchers however use
computers for generating random numbers as the basis of random selection.
Probability sampling can be divided into two types — random sampling and
stratified sampling.
1. Random Sampling: A random sample is selected by a process that involves
an unpredictable component. This form of sampling consists of taking a
number of independent observations. In short, it is a sample selected from the
whole population at random. The advantage of this form of sampling is that
it is highly representative of all the members of the population. The form of
sampling is not possible without a complete list of members of population. It
is potentially uneconomical to achieve besides it can be disruptive to isolate
members from a group. The time-scale may be too long therefore the data
could change.
2. Stratified Sampling: This is used when sub-populations within population
or universe differs. By this process, we divide members of the population
into homogenous sub-groups. The strata should be mutually exclusive, i.e.,
each unit in the population must be member of one stratum only. Besides
the strata should be collectively exhaustive which means that no member of
the population should be excluded in any of the strata.
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After division of population on the basis of strata, we select the sample by
selecting members from each stratum by simple random sampling or by
systematic sample. Selecting by simple random sampling consists of selection
of the samples by random process. Systematic selection consists of picking
up of the sample from each stratum in a system either proportionately or
arbitrarily. The advantage of stratified sampling is that it can ensure that
specific groups are represented. It also helps in proportional selection of the
sample(s) (e.g., by gender, age, income group etc.,) with the help of selection
of individuals from strata list.
(b) Non-Probability Sampling: This form of sampling is used when the sampling
frame is not involved for the researcher and the sampling has to be carried out
basing on the judgment of the researcher. Here every member of the population
does not have an equal chance of being selected. There is no random selection
of the sample. These methods can be divided into two broad types: accidental or
purposive.
Most sampling methods are purposive in nature because we usually approach the
sampling problem with a specific plan in mind. The most important distinctions
among these types of sampling methods are the ones between the different types
of purposive sampling approaches.
There are three types of non-probability sampling:
1. Quota Sampling: In this form of sampling the respondents are selected nonrandomly on the basis of some quota. Quota can be of two types — proportional
and non-proportional. In proportional quota sampling we represent the
important characteristics of the population by sampling a proportional amount
from each quota. For example, if we know that the sample has a population
proportion of 30% men and 70% women we will make the sample in the
same proportion. The only important activity to be carried out is of deciding
the specific characteristics in a population on which quota is to be made.
In case of non-proportional quota sampling the sample is created with the
characteristic without the proportional allocation of the identified characteristic.
This method of non-probabilistic sampling helps in the selection of adequate
numbers of subjects with appropriate characteristics. However, with this
sampling method it is not possible to prove that the sample is representative
of designated population.
2. Purposive Sampling: In this form of sampling, the sample is prepared with a
purpose in mind. It is generally by having one or more specific groups. The
target group is selected purposively. This form of sampling can be useful for
situations where a target sample needs to reach the target sample quickly and
where sampling for proportionality is not the primary concern. For example,
while doing a consumer research the researcher may arbitrarily target the
people in a shopping complex if the people appear to meet his criteria. He
would then confirm that they actually meet the criteria of the required sample.
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are selected and there are either one or two moderators for coordinating
the discussions are selected. The moderator is the person who introduces
the topic. The discussion is controlled by these moderators. The group is
watched from adjacent rooms and there are various devices which are
used to record these discussions.
The objective of focus group discussions is to gather preliminary information
on a research subject. It is effective in developing the questionnaire and
to understand the reason behind the happening of a phenomenon.
The advantage of this method of data collection is that it can help in
conduct of pilot study because it is used in preliminary data collection.
The cost of focus group interview is relatively less. Besides, it also has
flexibility. The apparent disadvantage of focus group interview is that it
is not helpful in collecting quantitative data. Also the group selected for
interview may not be representative of the population.
(ii) Depth Interview: These kinds of interviews generally use small samples.
These interviews are conducted directly by one-on-one personal interview.
A detailed background of the problem is provided by the respondents and
an elaborate data concerning the respondent’s opinions, values, motivation,
etc., are recorded. The interviewer also observes and records the nonverbal expressions. The success of interviews depends on the rapport of
the established between the interviewer and the interviewee.
(b) Indirect Collection Method: Some of the indirect data collection methods are
discussed under the projective techniques:
(i) Projective Techniques are indirect and unstructured methods of
investigation which have been developed by the psychologists. This method
requires the use of inferential techniques for the understanding of the
respondents’ attitudes and behaviours. This technique helps in giving the
respondent chances to express those feelings that they otherwise would not
reveal. This techniques helps the respondents to project his own attitude
and feelings unconsciously about the subject under study
2. Quantitative Research: As already discussed in detail earlier this form of research
quantifies the data and generalizes the results from the sample to the population.
In quantitative research uses two methods of data collection:
(i) Survey Method: This method of data collection is used by asking questions to
the respondents who are selected for having certain characteristics necessary
to be a part of the sample. It generally uses a non-disguised method of data
collection. When compared with the other methods of data collection like
experimentation or direct observation survey method brings out a greater and
broader range of information. The process of questioning is faster and the cost
is also cheaper than the observation method of data collection. Besides, the data
collected by this method is reliable as it comes directly from the respondent.
The data collected by this method is simple to analyze and correlate.
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quickly than the primary data. It is also available even in those cases when the
primary data is not available. This form of data is economical and therefore saves
the time and the expenses. It helps in making the primary data collection more
specific as the researcher can collect the primary data for deficient information
only. However, this data is not regularly referred to in consumer research because
the units of data may not be the same as required by the researcher, besides
the data may be outdated. Secondary data can be made available through two
sources, viz., internal as well as external. The internal consumer research data
can be generated through the use of loyalty cards given out by the retail outlets
as it gives a wide range of information in the consumer buying habits. Besides
these the past sales record of the company may be used to analyze the trends and
forecast the future. The external sources of secondary data may be government
website like the (www.statistics.gov), data collected by Center for Monitoring
Indian Economy (www.cmie.com) etc.

Scaling
The term scaling consists of methods used to measure the attitude objectively and are
to be used by the researchers of consumer research frequently. Attitude is the result of
a number of internal and external factors. It is difficult to clearly derive a measure for
attitudes. Scaling is a measure of the qualitative responses, it is a technique used for
measuring the perceptions like, dikes consumers likes, beliefs, etc., of the consumer.
There are broadly four types of scales used for consumer research studies:
1. Nominal scale
2. Ordinal scale
3. Interval scale
4. Ratio scale
1. Nominal Scale: This is a simple form of attitude measurement scale. It consists of
assigning of choices among various alternative categories which are usually exhaustive
as well mutually exclusive. These scales are only numerical and represent the options
nominally. They are the least restrictive of all the scales. Instances of nominal scale
are – credit card numbers, bank account numbers, employee id numbers, car number,
Unique Identification, etc. It is simple and is used when relationship between two
variables is to be studied. In a nominal scale numbers are only labels and are used
to identify different categories of responses. Following are some of the examples of
nominal scales:
What is your gender?
[ ] Male
[ ] Female
Which toothpaste do you use?
[ ] Colgate
[ ] Pepsodent
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[ ] Close Up
[ ] Cibaca
When asking a retail store
Daily turnover of consumer is?
[ ] Between 100 – 200
[ ] Between 200 – 300
[ ] Above 300
2. Ordinal Scale: Ordinal scales are the simplest attitude measurement scales used in
Consumer Research. It is even more powerful than nominal scale because the numbers
possess the property of rank order. The ranking of certain product features deemed as
important by the respondents is obtained through this scale.
For example: Rank the following attributes (1 – 5), on their importance in a
Television.
1. Company name
2. Functions
3. Price
4. Design
The most important attribute is ranked 1 by the respondents and the least important
is ranked 5. Many a time instead of numbers even the letters and the symbols also can
be used to rate in a ordinal scale. These scales make no attempt to measure the degree
of favourability of different rankings.
3. Interval Scale: In this scale the distance between the various categories unlike in
nominal, or numbers unlike in ordinal, are equal. These are also called rating scales.
This scale has an arbitrary zero point (0-point) with further numbers placed at equal
intervals. Thermometer is the best example of an interval scale.
For example: Rate the following qualities present in a microwave oven.
Company Name

Less known

1

2

3

4

5

Well known

Functions

Few

1

2

3

4

5

Many

Price

Low

1

2

3

4

5

High

Design

Poor

1

2

3

4

5

Good

Overall Satisfaction

Very dissatisfied

1

2

3

4

5

Very satisfied

This scale enables the researcher to say that position 5 on the scale is above position
4 and also the distance from 5 to 4 is same as distance from 4 to 3. But an interval
scale does not permit the conclusion that position 4 is twice as strong as position 2
because no zero position has been established.
4. Ratio Scale: Ratio scales are not widely used in consumer research unless a base
item is available for comparison. A ratio scale has a natural zero point and further
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process. In presenting the results of a consumer research study to management the
researcher generally prepares a formal written report along with oral presentation.
The results of consumer research are often intangible; the written report is usually
the only documentation of the results. The written report and the presentation is the
representation of the findings of the entire research and the management gets research
from the first step to the last from the report.
Since the report is a written communication and every person has different style
of communication there is not really one right style for a report. However, there are
some conventions for writing a research report clearly.
A research report involves number of activities besides writing; writing is in fact the
last step in the preparation process. The researcher designed the report after thorough
understanding the results of the study and the interpretation of the findings. A research
report involves three steps, viz., understanding, organizing and writing the findings.
The general guidelines that should be followed for any report are as under:
1. Consider the audience: The information resulting from the consumer research
is of significance to the marketing managers, they use the results of the same to
make decisions. Therefore, the report has to be written in simple terms easy for
the managers to understand. It is indeed difficult for the researchers to write the
statistical observations of the report in simple and lucid terms. So the researcher
must convert such terms as standard deviation, significance level, confidence
interval, etc., into everyday language. Many a times the researcher also finds it
difficult to represent the qualitative research findings. The behavioural sciences
have their own jargons, much of these are not used in everyday speech. Some
of these words are the self-actualization, cognitive dissonance, perception, needs
versus wants, to name a few. These words must be used judiciously so that the
use of these words does not make things difficult for the reader.
2. Report must be concise: A report must be complete in all respects; it should
focus on the critical elements of the project and must exclude unimportant issues.
Many a times researchers wish to convey a lot of things about the research study
and therefore they end up putting a irrelevant information. This only makes the
research report bulky and does not serve the purpose of communication of the
research findings. The researcher must realize is that he will be judged by the
contribution towards solving the consumer behaviour problem and not for the
effort put in and the research methodology used.
3. Interpretation of the results and drawing inferences: The researcher must
effectively interpret the results. Simply narrating the results in the research report
is of no use unless it is effectively interpreted and the scope of the study well
defined.
A general report contains the following sections:
• Title page
• Executive summary
• Table of contents
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Step 8: Follow-up
In this stage, the researcher ensures that the managers use the findings derived from the
study. Follow up stage is very significant and should not be ignored by the researcher.
The role and use of research and its implications to the business depends on the
follow-up of the findings. It is like the feedback loop of the research that justifies the
worth of the study and the effects of the same. The researcher understands that he
has been able to deliver what he set out to find with the help of the study by effective
follow-up. Follow-up in research is done by management along with the evaluation
and monitoring guidelines by the researcher.

Summary
This chapter on consumer research has discussed the kinds of researches companies
undertake to decode the buying behaviour of the consumers. There are three approaches
to research consumer behaviour, one that is empirical in nature belonging to the
positivist school of thought called the quantitative research, the other the qualitative
research belonging to the interpretivist school if thought and yet another the combination
of the two the dialectic school of thought. Present researches are more of dialectic
in nature. The consumer research is the study that is carried out to understand the
behavioural patterns of consumers. It has eight stages. The first stage is the definition
of the problem under study. In the second stage a research design or framework of
research is created. In the third stage a basic research method is established. In the
fourth stage the sampling process is defined. In the fifth stage data is collected which
is analyzed in the sixth stage. Finally, in the seventh stage research report is prepared
which is concluded by a follow-up in the eigth stage.

Key Terms
Causal Research: This type of research comes into picture when we have specific
assumptions in research. Like X causes Y and the involved cause-and-effect
relation must be verified. There are four methods of causal connection identified by
philosopher John Stuart Mill in 1843 in his book “A System of Logic”.
Descriptive Research: Consumer research involves a lot of descriptive studies like
promotional research, market performance research, etc. These researches describe
the relationship among the variables. This type of research is concerned about the
description of data and characteristics about a population like the age, gender,
income, etc. The objective is the acquisition of factual, accurate and systematic
data that can be used in averages, frequencies and similar statistical calculations to
describe the specific pattern of behaviour of the demographic variables.
Exploratory Research: This nature of consumer research is used to identify the variables
that influence the consumers in making the purchase decisions and to analyze how
the consumers react to these factors. This kind of consumer research takes place
in situations when there is not enough data available for the marketers to draw
conclusions about the purchase behaviours of the consumers.
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CASE STUDY
There are 340 million car-buying, clothes-washing, grocery-shopping consumers in
Europe. Relatively affluent, they buy more brand-name items than people in any other
part of the world. And thanks to the European Union (EU), it has never been easier
to sell and distribute products to them. To many marketers, single-market Europe
represents opportunity as never before.
Difference in tastes, habits, language, culture, climate and income influence
purchasing decisions a great deal. Europeans are bound by tradition as to the foods
they eat, the way they conduct business and the way they shop. Though Europeans
may be brand conscious, 99 per cent of those brands are still national, if not strictly
local, in their appeal.

Questions
1. Can you compare with the cultural and taste of Europeans and Indians?
2. We say that culture is “functional”. Think about your shopping behaviour and
describe one way in which the functional nature of the culture helps you as you
shop.
3. How do you influence consumption of goods and services?

