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Data-Star: Has several individual files with fullext market research reports. Also provides &
romonitor, ICC Keynote Repor
uropean Phammaceutical Market Research, and Freedonia

NTIS: The Nticnl Technical Information Service isthe oficial source for govermment.sponsored

U.S. and worldwide scientific,techical, engincering, and business-related information. The
NTIS collection includes business and management studies as wellas intemational market
ing repons. The information s available in CD-ROMs, computer tapes and diskettes, and
online

Classification of Databases Based on Storage and Retrieval Methods

Another useful way of classifying databases is based on their method of storage and etrieval
They can be classifid s online databases and CD-ROM databses.

Online Databases
Online databsses can be accessed in real time directly from the producers of the datsbases of
through a vendor. I order (o access online databases, all one needs is a personal computer and
Intemet access. Online databases drastically reduce the time required for a search and bring data

o the desk. Use of the Intemet 10 obtain useful marketing rescarch information s discussed
in Chapter 7.

Accessing Online Databases

Online databases are accessible both from their producers and increasingly from online inform
tion services. Most online services charge a fee for access 10 cach database, a charge for the
amount of information retreved, and possibly supplemental charges, depending on the nature of
the information or the contract arrangemenis. Some leading vendors of online databases are BRS
(Bibliographic Retrieval Service), KnightRidder Information Service (formerly DIALOG)

Dow Jones News/Retrieval Service, Inc., and Mead Data Central, Commercial online services
such as AOL, Compuserve, and Prodigy also allow access 10 number of online databses. If you
are a frequent online user, the vendors offer a number of options. One way i o pay 3 monthly
fee that enties the user 103 certain minimum usage and after tha the user is charged per minute.
The sctual cos of each service varis from vendor o vendor

Advantages of Online Methods

The main advantage of online methods is the scope of the information available on databases.
They now cover several thousand U.S. and worklwide information sources. A sccond advantage
i the speed of information access and retrieval. Often, much of the information is available from
 computer before it is avalable in published form because of the time required for printing and
‘mailing printed material. Third, commercially availsble search procedures provide considersble
Flexibility and efficiency in cross-referenced scarching. For example, by using the EIS Industrial
Plants databse, it is possible 10 Jocate planis that simulaneously meet several criteri, such s
‘gcographic location, industry code, and market share. The future of computer-retrevable data
bases i exciting. Marketing Research in Action 5.1 gives an idea about the computer-retreval
datsbases of the future.

Marketing Research in Action 5.1

Consus Duta

B VIRTUAL REALITY

Vitual realty (VR) is being used for applications ranging
from three-cimensianal animation for games to geophysical
analyis Virtual realty is 3 human-computer interface tht
does not include keyboard and mouse; rather, the nterface
tracks the movement of the users hands and head. The
movements ofthe human body replace the licking and typ:
ing. This not anly helps to input data faster but alo makes
the visualization of esults very convenient.
VRtools includs the following
+ Visuslization of all data types simultansously n a common
Virtusl world
+ Walk-through and fly-thiough capabilties

+ Interactive reaktime region growing
+ Import and export o data

The beneits of these taols in data analyss are many, They
allow  new user to understand the data faster and thus be
productive n a Imited time frame. They ako allow 3 user to
easly understand complex relationships between data
types and muliattribute visualization. Because interactive
real-time region growing is possible, there is improved
understanding of various attributes that can afect the data.
The biggest advantags is mproved interdisciplinary collab-
oration. By ntegrating diflerent data types i comman vir.
tual work and by using large immersive screens, a group of
people can share the same experience and take an active

* Mulituribute visualzation pat in the work in front of the screen

Limitations of Online Methods

“The main limitations of the reference databases availsble online are their reliance on the aceuracy
of the author, the dependence on the journal and aticle selection policy of the datsbase producer
and the idiosynerasics of the seatch provedures of the different databases s well as the different
database network vendors.

Because the computer search is based on finding certain key words within the abstrsct, there is
the possibilty that some important information will be missed i an sbstroctis missing a kéy word.
On the other hand, s lot o irelevant data may be gencrated if certain key words used to limit
search are no cited in an abstract, For example, & manufacturer of minicomputers who is nter
ested only in developments pertaining (o minicomputes may nol want o fetrieve the entie data
base on computers, However, the abstract may contin the word “computer” tegardiess of size
and sccessing information on minicomputers would also yield general computer information

Another limitation arses froms the enormous amount of information now available online. I is
often quite diffcult 10 know which of the myriad soutces has the correet information most readily
accessible, Finally, the rescarcher using online database retreval services must weigh the bene.
fits of the research procedure, including timeliness, specd, and scope of information retrival,
gainst the costs of searching and accessing computer-tetrevable databases

Census Data

“The demographic, economic, and social satistics contained n great detsl in census data ae ke
aspects of many marketing studies, for examples

Compuany Ymustdecil where o locate anew shopping mal and which kinds o stres 1 nsall. These
decisions will equie (1) census of population information about he populations with acces o he
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proposed locaions, (2)census of retal trade information about kel competitors and ocalw
Lvels and (3) census of construction industrie information about land development. contractos

and construction custs avaslable by state and metropoltan area

Understanding the Census

Al countries conduct a mandstory enumeration of important facts about their population and the
conomic and social environment. The major national and intemational census data collection
agencies and some of their major publications are the U.S. Bureau of the Census (www.census.
govl), Statstics Canada, Staiscal Office of the European Communities (Social Statistics,
Industrial Statistcs), Great Britain Central Statistcal Office (Annual Abstract of Staisics), Japan
Bureau of Staistics (Japan Siaistical Yearbook), and the United Nations (Statistical Yearbook)

“The U.S. Bureau of the Census is illustratve of the scope of these undertakings. There are
actually cight regular economic censuses, taken in the yeass ending with the nurbers 2 and 7, and
censuses of population and housing, which e taken every 10 years in the year ending with 0.
“The cight economic censuses compile detsled statstics on the structure and functioning of the
‘major economic sectors: agriculture, construction indusries, manufacturers, mineral industries,
retail trade, service indusries, transportation, and wholesale trade

“Two major innovations were inroduced in the 2000 Census. One is the availability of census
data on CD-ROM. For a fee, the Census Bureau provides detailed summasics of the information
itobtains on CD-ROM. The bureau also sells computer software that may be used for accessing
and tabulating data on the CD-ROM. The sccond major innovation i the 1990 Census was the
introduction of the Topologically Iniegrated Geographic Coding and Referencing (TIGER) sys.
tem. The TIGER sysiem gives the user the abilty o generate a digitized sreet map of the cntre
36-million-square-mile map of the United States. Specifically, with use of the TIGER system,
one canliterally chartevery block in every county in the United States, both topographically and
demographically. Five versions of the TIGER maps are available from the federal government
These include the prototype and precensus versions, both issued in 1989 the Iital Voting Codes
version, released in October 1990, which blankets the United Sates by clection disticts; and the
initial and final postoensus versions, the later released in the carly part of 1991 TIGER covers
3,286 countes inthe United States, including addresses from the most populated urban areas 1o
the most rural areas. One of TIGER's most populas uses is 0 plot store locations

To use census data cffectively, one must be able to locate quickly the specific information
relevant 1o the research topic. The Jndex to Selected 2000 Census Reports and the Index to 2000

ensus Summary Tapes st all thettls of tsbles available rom the 2000 Censusin cither printed
or tape form, Each tsble i described in terms of the variable and the level of aggregation used.
For example, one table may be described as “education by sx.” with an indication of the level of
aggregation avilable

Census data can be oblained at many levels of aggregation (sec Figure $.3). The smallest iden
tifiable uni i the city block bounded by fou strects and some other physical boundasics. City
blocks then are combined asbitrarily 1o form block groups. The block groups then are callected
together © make up census tracts, which are generally used 10 approximate neighborhoods.
Census tracts have populations of above 4,000 and are defined by local communitics. In urban
areas, census tracts are combined 1o form metropolitan statistical areas (MSAS), which are
counties containing & central city with populations of at least 50,000,

“The general concept of a metropolitan area is one of  Large population nucleus, ogether with
‘adjacent communities thatare determined 10 have a high degree of cconomic and social integra
tion with tht central nucleus. A metropolitan sttistical area containing a single core with a
population of at least 2.5 million may be subdivided to form smaller groupings of counties
referted 10 as metropolitan divisions. While a metropolitan division is a subdivision of a lar
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FIGURE 5.3
Goographic Subdivisions of an MSA

metropolitan statstical area, it often functions as a distinct social, cconomic, and cultural area
within the Lrger region. In June 1983, the federal government replaced the old standard met-
ropolitan statistical area (SMSA) designation with new definitons. To maintain comparabiliy,
data for an caslir period are tevised where posible, o reflcet the MSA boundaries of the more:
recent period. In addition 1o the new standard MSAS, the largest defined areas are combined sa-
istical areas (CSAS), which are metropolitan complexes containing separate component areas.
[There are 367 MSAS and 65,000 census tracts and 211,267 block groups in the United States
(including Puerto Rico).|

Finally, the whole country is divided into four lage regions (Northeast, Midwest, South, and
West). In addition, census data are available by eivil divisions, such s sates, counties, cities, and
Wwards, The data from the latest census can be obtained from the Census Burcaus online databuse.
called Cendata, Cendata has an efficient measuring system that Leads you to the data you need.

North American Industry Classification System

‘e North American Industry Classification System (NALCSY' s the new standard code sy
tem to describe business esiablishments and industries, replacing the Standard Industrist
Clssifiction (SIC) codes. I s the first ndustry clasifcation sysiem developed i accondance
with sngle principle or e gation: the prnciple that producing uits ht use similar produc
o processes should be rouped toether n the clasifcaton (e Table 5.2).

“The NAICS went into effet for efesence year 1997 in Canada and the United Sttes and or
1998 in Menico, It was developed o provide a consisent ramework fo th colletion, nalysi,
and dissemination of indusrial statistcs, Designed by the United States, Mexican, nd Canadian
governments, NAICS has implications for cconomists, tegulators, misketers, publishers, und
anyone clse who uses indusry-bascd data, The most obvious use of the codés s i the 1997
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Table52 North American Industrial Classification System

NAICS level NAICS code Description
Sector El fomation
Subsector sis
s
s
sz

Brosdessing (except emet)
Industy grove Radio and TV
sty Rado Broadeasting

Radio Sttons

Economic Census, Of the 1,170 NAICS codes, 358 are new indusries, 390 are revised from SIC,
and 422 can be compared 10 the older SIC codes.

“The system was developed by the United States, Canada, and Mexico 1o provide comparable
statistcs across the three countries. For the firs time, government and business analyss will be
abletodirectly compare industrial production satstcs collected and published i the three North
e Trade Agreement countries. NAICS also provides for increased comparability
with the Intemational Standard Industial Clasification System (ISIC, Revision 3) developed
and maintained by the United Nations.

NAICS industrics are idenified by a six-digit code, in contrast 1 the four-digit SIC code. The
longer code accommodates the larger number of sectors and allows more flexibilty in designat.
ing subsectors. The intemationsl NAICS agreement fixes only the first ive digits of the code. The

AICS indusries that accommodate user needs
in individual countries. There are 20 broad sectors in the NAICS system, up from the 10 divisions
of the NAICS system.

American

sixth digit, where used, identifies subdivisions of

Appraising Secondary Sources

Users of secondary sources rapidly develop a healthy skepticism. Unfortunely, there are many
reasons why a forecast historical statstc, or estimate may be found 10 be ielevant or 100 inac
curate 0 be useful. Before such a judgment can be made, the researcher should have answers 1o
the following questions:

1. Who? This question applies especially 1o the reputation of the collecting agency for honest
and thorough work and the character of the sponsoring organization, which may influcnce
the interpretation and reporing of the data. A related question is whether cither organiza
tion has adequate resources to do a proper job. The problems do not end here, for the orgi-
nal data source (which provided the count, esimate, or other basis for the reported result)
may have its own mtives for biasing what it reports. A company thatis pressed by a rade
assoxiation, charber of commerce, o government agency may be unwiling 1o report the
rue stae of affsis or 1o take the time (o collectthe data, which may result ina biased guess

2. Why? Data that sre collected to further the interests of a particular group are especially
suspect. Media buyers,for example, soon leam to be wary of studies of media. It s casy to
choose unconsciously those methods, questions, analysis procedures, and 5o forth, that
favor the interests of the study sponsor, and it is unlikely that unfavorsble results will be
exposed o the public.

]

‘Applications of Secondary Data

8. How? Itis impossible 1o appraise the quality of sccondary data without knowledge of the
methodology used to allectthem, Therefore, one should immediotely be suspicious of any
source that does not describe the procedures used—including  copy of the questionnie
(if any), the nature and size of the sample, the response rate, the resuls of field validation
efforts, and any other procedura

question is whether

decisions that coukd influence the results, The crucial

ny of these decisions could bias the results sysicmatically.

“The need for caution is ilust
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Applications of Secondary Data

Secondary data are widely used for o number of marketing es
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Table 5.3 _Applications of Secondary Data

Demand estimation ‘Monitoring the enviroament

—

2 Nrth American Industry Clssdication
System (NAICS

3 Trade sssocations deta

3 Experts and suthorties

Pres rloases
Legalaton snd laws

sty nows

Busiess and prctrioner e, uch
s magaznes

Segmentation and targeting Developing o business imligence system

1 pRzM 1. Compettons snnul reports
2 csTRpus 2 Press reeases

3 om 3 Blogs

4 NACs 4 Compettors web pages

5 TGER

Direct Data Methods
Direct data methods are based on a descgregation of total industry data. The sales information
may come from government sources, indusiry surveys, or trade associations. For example, the
National lectrical Manufacturers Association reports shipments of refrigerators 1o retilers.
Such data are useful for establishis

down by the organization's sales or operating
‘ment data are avilable by trading arca. This permits a direct comparison of the share of company

elative masket potentils only if the sales can be broken
ories. Fortunstely, industy refrigerator ship-

sales and indusiry sales in cach trritory.

Corollary Data Methods
One solution to the shsence of industry sales data for each territory s 10 use another varible that
is (1) available for cach sales teritory of region and (2) cortelaied highly with the sales of the
product. For example, the e
highly with the number of biths in the area during the previous three years. Thus, the share of

ory demand for child <are services or baby food is correlated

births in all gcographic areas within the teritory of inerest would be a good proxy for the relative
‘market potential within tha erritory.

‘Compnies use other methods that are peculisr
cast sales. An example of such 3 method is given in Marketing Rescarch in Action 5.2 In the

heir product and salks emmironment o fore

example, Hansen Company, a manufacturer o quick connective coupling forsir and fluid power

transmission systems, uses a “sales per-cmployee raio”

Monitoring the Environment

One of the most important uses of secondary data s 1o monitor the environment in which the
company is functioning. Monitoring the environment is very crucial these days because it is
highly volaike and because atindes, fashions, and fads change so often. To keep abrcast of all
the laest developments, 3 company has to be in constant ouch with newspapers, general maga-
zines, and periodicals. It has toknow all the laestlegislation and laws that may affect it. To know
about the most recent trends in the industry, a firm has to look in the latest joumals i the fiekd
Thus, constant monitoring of the environment through surveillance of al the relevant indicators
s very important o compete effectively in this dynamic envisonment.

]

Marketing Research in Action 5.2

‘Applications of Secondary Data

M RELATIVE SALES POTENTIALS

Whatcanbe done ifarelsble estimate oftotalindustry salss
is unavailable, the customers cannt provide a good est-
mate of their purchases of the product, and the product is
used in many industres, 50 there are no obvious corallary
varisbles? This was the stustion confronting the Hansen
Company, a manufacturer of quick connactive couplings for
air and fluid power ransmision systems, who distibuted
these products through a national network of 31 industial
distributors. To be able to evaluate and control their actvit,
the company badly necded data on the relatie perfor
mance of their distributors. Its approach was based on the
only relabls data that were available to t—sales of company
products, by distrbutor, To utiize these data, the company
made the assumption that it should be passible for Hansen
distrbutors 1o atain the same sales per-employee ratio n
noncustomer establshments as in customer establishments
To astablish the sales-per-employes ratio that would serve
as a performance standard, the following steps were taken

1. A random sampla of 178 accounts was draw from a can.
sus of al customer accounts buying 2,000 or more from
the seven best distributors (whare "best” was defined in
torms of percaived effectiveness of management and ut
lization of an uprto-date data processing system)

Each account was assigned to a two-digit SIC group on
the basis of s principal output or actvity.

Data on the number of employees in each account were
obtained primariy from industral directories
Sales.per-employee ratos wers computed for sach SIC
group within the set of seven distributors.

Sales-per-employee ratios for each SIC group were mul
tiplied by the total smployment in allestablishments in
each of the 31 disrbutor terrories. The employment
data came from the current edition of the County Business
Pattems publication of the U.S. Census. The output of
these five steps was a table for sach ditrbutor, pattemed
after the following table, which gives the results for
distrbutor A

1997 Sales Potential —Distrib
Todgh SIC_ 1997 hansen sales Sler
aroup. per employes potenti
E) B s eate
u 253 24
H a2 52,75
% 193 087
Ed " 3461
E) a4 a2
s163.966

The resulting sales potentil was compared with actual
sales, which for distrbutor A amounted to §86.218 in 1997.
That &, actual sales performance was 52.6 percent of sales
potential. The sales performance for lldistributers ranged
from 1250 percent to 154 percent, with an average of
503 percent. It is not surprising that the dtibutor wih
sales of only 15.4 percent of potential was subjected to
Very careful review, which revealed that the salespecple did
not really know how to sell the product to major accounts in
the area

Segmentation and Targeting

Market scgmentation is common among businesses secking 10 improve their marketing efforts,
Effective segmentation demands that firms group their customers into relatively homogencous
proups. The NAICS and Dun’s Market dentifiers (DMI) e used by companies slling industrial
‘2oods 1o scgment their markets,

‘One of the latest developments withregard 10 segmentation for consumer products s geocoding
o a cluster demographic sysiem, which identifes groups of consumers who share demographic
and lifestyle characterisics. Several services now can lnk U.S, Census data on a Zip Code basis
1o lifestyles, o help marketing rescarchers identify the best aeas in which to concentate their
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efforts. Among the services are PRIZM(by Clartss) snd CLUSTER PLUS (by Donnelly
Marketing Information Services).

‘About 1,000 consumer characteristics can be used 10 build clusters of homogeneous groups
Demographic variables include age, marital Satus, size of houschokl, and income. Marketing
Rescarch in Action 5.3 ilustrates how important demographic vasisbles are in segmentation and
targeting. Behavioral chasacteristics include amount of TV watched, amount of white bread con
sumed, types of magazines read. and so on. Geographic arcas range from cities and counties to
Zip Codes, census wacts, and block groups.

“The Potential Rating Index Zip Markets (PRIZM) sy stem is based on evidence that people
with similar cultural backgrounds and circumstances will gravitate naturally toward one another
Each of the 35,600 zip maskets was first described accordin caphic factors.
These zip maskets were originally clustered
‘eneous within themselves and very different from other groups. Subsequently 22 new consumer

roups were added, bringing the total number of clusters 1o 62. The larger number of clusters
reflect the increasing ethnic and cconomic complexity of the nation’s population.* Claritas has
also introduced workplace PRIZM, which accurately profiles a market's working population and
demonstrates the difference between the area’s daytime and nightime demographics.

Since every market is composed of Zip Code areas, i is possible 10 estimate the sales potential
of a masket by zip market clustes. As an example, a power 100l manufacturer was able o create

Marketing Research in Action 5.3

D MARKETING FOR population but, subtly included them i the target
MERICANS

audience. Through this nitiate, Nissan saw a 14 percent

Aftcan-Americans comprise about 13 percent o the popu
lation in the Urited States (around 392 millior) and by
2050, this number & predicted to rise by 15 percent. With
their spending on products and services being on the
increasing trend, it provides enough incentive for compa:
nies 1o target this segment and come up with mnovative
ways to reach them. Marksters adopt various strategies to
win overa particular segment of the marke, soms of which
are guen below

* Segmentation—lts critical for a company to divide s tar
get audience into segments based on sthniciy lfestyle
and other demographics like education, household
income etc. Each of these segments must be analyzed
in-depth and the company must look fo nventive ways to
reach out to them A good example of thi s the case of
Nissan.Research done by the company revealed that ther
Aftcan-American consumers preferred to be “includsd”
rather than "targeted.* This led Nissan to embark on 3
series of “integrated marketing” for ther Altma brand
which did not drectly target the Afncan-American

rease intheir sales of Altma to Arican-American aud-
enceand 329 percent overallincrease n Afican-American

mmunity-based events—Another tested method of
gaining attantion among segments n the market & host
ing community based events such as exhibitions o
New Yorkcbased Merril Lynch & Company Inc has con.
ducted many of these events and bensfited greatly from
them. In October 2005, the firm sponsored a cultural
exhibition: The Art of Architecture in Africa, and invted
more than 300 prospective clients who wer attended to
oy over 25 financial advisors from Merrl Lynch.

There has been increasing focus on the African-American

sumer sagment. Some of the successful mdustres n ths
intistive are automotive manufacturers, financial serices,
wisless providers, consumer packaged goods, and nsur-
ance companies. The key to succeed in this mulcukural
marketing campaign lies in @ companywids commitment to
ensure success, cukural sensiiviy, and the abilty o capture
theirattention and loyalty.

Problems Associted with Secondary Dt n International Research

4 PRIZM profile of product warranty cards mailed by tecent buyers. This old the manufocturer
which Zip Code arcas shoukd be chosen us arget maskets and helped to allocate media spending
and sals force effort.

Developing a Business Intelligence System

A business intelligence system is basically o system that contains data on the environment and
the competitors, I forms an integral part of the marketing decision support system, Both primary
and secondary data form a art ofthe business intelligence system, As has already been said, data
on the environment can be obained from a variety of sources. Data on competitors can be
obtained from their annual reports, press releases, patents, and s0 on.

Sources of Secondary Data for International
Marketing Research’

Secondary data e  key source of information for conducting international masketing reseach,
“This i in part due 1o thei ready availabiliy, the high cost of collecting primary data versus the
relatively low cost of secondary data, and the usefulness of secondary data n assessing whether
specific problems need 1o be investigated, and if so, how. Further, secondary data sources e
particularly valusble in assessing opportunitics in countries with which management has litlle
familieity, and in product markets at an carly stage of market development,

A wide variety of sscondary data sources are available for interational marketing rescarch,
These range from sources that provide general economic,social and demographic data for almost
all countries in the warld, 1o sources that focus on specific industries world wide,

A host of sources of macrocconomic data e 1o be found, ranging widely in the number of
countries or regions covered. Many of these are based on or derived from United Nations and
World Bank data. The Business Intemational, Euromonitor, and Worldeasts divisions of Predicasts
also publish annual information on macroeconomic variables,

“The preceding mactocconomic data sources, with the exception of Euromonitor, else 10 the

neral business environment, They therefore donot provide much indication ss to maket poten
tialfor speeific industries. A number of sources of industy-specific data e available, They are
United Nations Yearbooks, publications of the U.S. Depatment of Commerce, The Econonis,
and the Worldeasts,

Numerous other sources speciic 10 individual countries or product markets are also to be
found. The U.S. Department of Commerce, for cxample, publishes International Marketing
Handbook, which provides profiles and special information ubout doing business in various
countries. Tnformation regarding regulations, customs, distibution channels, transportation,
advertsing and marketing research, credit, taxation, guidance for business ravelers abroad, and so
forth, s compiled in their “Overscas Business Reports” Governments or other bodies frequently
publish national ycarbooks or statisical data books. Various private sources also publish regional
and country handbooks. The World of Information, for example, publishes the African Guide, the
Middie East Review, und s0 on.

Problems Associated with Secondary Data
in International Research

“Two major problems are associated with secondary data in intermationsl marketng researchs the

ceuracy of the data and the comparability of data obiained from different countics
Tii5: 140/763
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Data Accuracy

Diffeent sources ofen eport diffrent vaues fo the same macoscanomic fcior, such as gross
natonal produc, pe-capta ncome, or the number of tlevision sts i us. This casts ome
Goubton he acutacy of the dat. Thi may be du 10 dierent definitions followed for cch of
hose statsics in diffren countries, The aceuracy of dataalsovaries from oo county oanothe,
Daa from highly industrialized naions ar Kkely 10 have a higher kevel of accuracy than data
from developing countres because of the difference in th sophistcaion of the procedures
adopued. T level ofleracy inacouniryalso playsa roeinth accuracy ofth macroeconomic
ot collected n that countey,

Comparability of Data

Business sttisics and income data vary from country to.country because different countries have
different tax structures and different levels of taxation. Hence, it may not be useful to compre
these satistcs across countries. Population censuses may not only be inaccurat, they also may
vary in frequency and the year in which they are collected. Although in the United Stats they are
collected once every 10 years,in Bolivia, there was a 25-year gap between two censuses. So most
population figures are based on estimates of growth that may not be accurate and comparable.
Measurement units are not necessarily equivalent from country to county. For example, in
Germany, the expense incurred on buying 3 television would be classified s entertainment
expense, whereas in the United States, it would be classified as furniture expense.

Applications of Secondary Data
in International Research

Secondary data ae paticularly useful in evalusting country or market environments, whether in
‘making iniial market-<ntry decisions of in atcmpting 10 assess future wends and developments.
“They thus form an integral form of the international mrketing research process. More specif
cally, thrce major uses of sccondary data are n

L. Selecting countres or markets that merit in-depth investigation
2. Making an inital esimate of demand potcntial in a given country or a st of counlries
3. Monitoring environmental changes

Secondary data can be used systematically 10 screen market potentia, risks, and likely costs
of operating indifferent counties throughout the world. Two types of generalized procedures are
used. The firs procedure classfies countres on two dimensions: the degree of demographic and
conomic mobilty, and the country's domestic stabiity and cobesion. The second procedure
calculates multiple ctor indices for different countris. For example, Business International
publishes information each yca on three indices showing (1) market growih, (2) marketintensity

e o countriesin Wester and Eastern Europe. the Middle Exst, Latin America,
Asia, Africa, and Australia. Customized models, which are geared 10 specific company objectives
and industry characterstics, can also be deeloped using secondary data.

Once the appropriate countries and markets o be investigated in depth have been determined.
the next siep i to make an explicit evaluation of demand in those counties or markets.® This
is important when considering initial market eniry because of the high costs and uncertainty
associated with entering new maskets. Management has 10 make an iniial estimae of demand
potential and also project future market trends.

‘Questions and Problems

Four types of data analyses are unique 1o demand estimation in un international context, The
first and the most simplisti i lead-lag analysis. This uses time-series (yearly) data from a coun-
ry 1o project sales i other countrics. A second provedure s the use of surtogate indicators, This
i similar o the use of general macroindicstors but develops the macroindicators relative 1o o
specific industry or product market, An example of a surrogate indicator s the number of child-
biths i the county as an indicator of the demand potental for dispers. A thid technique, which
relies on the use of cross-sectional data (data from different countries,is analogous 10 the use of
batometric procedures in domestc sales forecasting. One assumes that if there is a direct rela
tionship between the consumption of & product, service, or commodity and an indicator in one.
country, the same relatonship will hold n other countries oestimate the demand. The fourth and
most complex forecasting model i the econometric forecasting model, This model uses cross
sectional and time-series data on factors underying sales for  given product masket for a number
of countries o estimate certain parameters,Later, these model can be used 1o project the market
demand,

A third use of secondary data in an inerational context i to monitor environmental changes,
Monitoring environmental changes requires surveillance of & number of key indicators. These.
shoukd be carefully selected and tailored to the specific product or range of products with which
management is concerned. Two types of indicators are required. The first monitors the general
Tealth and prowth o a country andits economy and society; the second, those of  specific indus.
ry or product market, A variety of procedues can be used o analyze the impoct of nvironmental
factors on world trends or industial countries, and on product markets, as well as the implica.
tions for market growth and appropriate marketing strategics. These range from simple trend
projections or tracking studics and the use of leading indicators 10 the more complex scensrio
exvaluation sudics.

SUMMARY

“The theme of this chapter i the wealth of data available to
marketing researchers, Many management problems can be
resolved by recourse 1o the firny's intemal records or o
secondary sources such as government satstis, rade asso-
ciationreports, periodicals, books, and private studies, With
the growing power of computers,these data ae increasing!

casy 10 access in databases. The low cost and convenience

QUESTIONS AND PROBLEMS

50 You are apening a new retail e that will sel persansl
compers and softvare, What scandary dats a available
in your rea to belp you decide where 0 locate the sore?
Would the same data be rlevant o samecnc opening  con
venience copying center!

Alarge hain of building supply yards was iming o grow
s rate of three new yards peryear From past experience,
this meant carefully reviewing a many as 20 or % possibe
Tocations. You have been asigned the ask of making this
process more systemtic. The firs sep s 1o specfy the

of these database sources leave no excuse for not stating o
marketing research study with o thorough scan of what is
already avuilabl, Invariably the researcher will be surprised
at the extent of wha is already avilable with very litle
effort, Even if it s not entirly suitable, the secondauy data
Soutces can provide useful pointers onhow 1o design o good
research sudy.

ypes. of secondary information that should be availale
for the market area of cach location, The sccand sep s to
denity the possible sources of this inormation and
spprais their useflncss. Fom stdics of the atrons f the
present yards, you know that 60 percent of the dollar vo
ume s accounted for by buikding contractors and trades.
men, The restof the volurme i sldto rmers, huseholders,
and hobbyists, Howerer,the sales 1o do-i-yourelfers have
een oticesbly incrasing. About 75 percent o the siles
were lumber and bulding materil, athough sppliaes,
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ganden supplics, and home cmcrainment

expected o grow inimporance.

For cach of these products, which indusry assciations
would you contact for secondury dua? (3) Forcign
comenience dinners, (b) mmericaly comralld machine
s, (c) imigaion pipe, @) imporncd wine, (€) compact
disk players, and (1) childen’s shoes.

Obiain data on beer consumptin in your stae or rovince
for the lates avalable year. Calculae the per-<apita o
sumpuion forthis arcs and compare it 1o that fo the country
a3 whole, What accounts or the diffrence?

Educationsl Edge.  small company with i
s intrestd n scgmanting potcial markets fos s crasabic

d mescurces,

amspurcnsics.

(0) Which type of dita wold b bt sted 10 obasin the
required informaticn?

(6) What ar the possible sources of informtion to sid in
thescgmentation deision?

(6) What s the benctitsand limitations of wsing secondary
daafor this pupore?

Howard Enterpises, a smallfamily-owned manufcturs of
uique lamps, has hegun to receive unsolicited inquiics

END NOTES

L Easblibing Qualty Focus in 3 Mok ol O

1. Quech feds . Markesng Mamagemens il . Homewood. 1L

ahout tsproduct rom foreign countris. The company has
been cperating exclusively in the domestic cmironmens,
but these inqrics have become mumerous coough fo s
ot that & maket for these specalty Lanps may cxis
atvoad 1. Howar, the company head. decided tocantact
Petcr Franks, an old calege fricnd of his, who is now the
head of marketing research for 3 moltnatonal company. to
sk fox his advice on how to proced in cvaluating orcign
country markets. Mr Franks recommends that Howard
Encrpriscs should slect countries that ment. in-depth
imvestigation and proceed 1o muke il estimate of the
demand potentialin these countrics.

(a) Considering the limited resources tha ae available 1o
M Howard's company, cxplain how sccondary data can be
e o help Mr Howard fllow s frcnd's recommendatin,

(6) What are the possible imitations of scondary data of
‘which Mr Howard must be sware when condiucting the mar
Letng rescarch?

From sccondary data scurces, cbtsin sales for an cuire
industry and the sdes of the majr fims in that indus

for any year. Compute the market shares of cach mujor
firm Using avotber scurce, obtan information on the mur
ket shars of these sam frms. Are ther differences? If
o, why?

Case 51

Barkley Foods

r

L

Joyee Stevenson, the manager of marketing research for
Barkley Focds, had justIeft an emergency meting with the
fim's president. An opprtunity (0 buy an cstablishd line of
soumet thigh-qualityhigh-priced frozen dinners hud arsen
Because ther were other ineresed buyers,

e made within three o our weeks, This decsion depended on
judgments about the future prospeets of the goummet frozen
dimer market and whether Bakley could achive  compet
e advantage. The masketingrescarch group was sked oo
vide as much useul information as possible within 4 10-day
period. Although uncomfartable with the time
invalved, Joyee was pleased tha marketing had finally ben
sskedto paicpateinth analysisofaequisiton raspeets,She
had pressed for such particpation and now she hud t0 delver,

Because o prior work on frozen It juics, Joyce bad
some knowldge of the goumet frozen mrket, | was pio
necred by Stoutler, who introduced the Lean Cuisine line of
entices n 1981, Sice then, therfrms e enteed the indus
wry with complete gourmet dinners (ncluding Swarson's Le
Men and Ammours Dinner Classics). The disincian between
enees, dinners, and the tree main types of food oflered—
comentiond, cthric (1. Benihna Restaurant Classcs), or
low-caloric ., Weight Watchersar Light & Elegant)—define
relvant submarkets Joyes hyponbesized tht the gourmet r0-
2en food buyer dilens from the buyerof conventonal “TV di
nere” in severalsespets. The gourmet frazen food buyers are
gemenally young,
probubly have micrawaves, axc more health conscious, nd are
Hikely 0 b working women and others who wantsophisticated
cuisine but Lk th time o prpare i,

Burkley Foods was 4 divensifed food compuny with
ales of 82,3 billn, Over 80 percent ofis sles came from
branded packaged food products sold natonally through ro-
cery stores, s Lngest product areas were canped tomito rod-
wet, rasen orange fuice, cake mixes, and yogun, Barkley was
Known to have stengths in operations (product preparation)
distribution obtaning distribution and mumaging te shelves),
and adhertising. Ther brands ypically beld a soid sccond:
plaepositon i the supemnarket,
umbellabrand dentificaton, o cach productarca was caried
by its own brand

s decision hud t0

upper-socioccanomic-group. peaple. who

There was mo cffat at

Joyee Stevensan had previously been i sraegic plan
i, and reviewed the type of infomation and analsi that
would b equird o support a straegic decision ke tis ane.
She wiote down the following four sets of questions o guide
the thinking o the rescarch group:

1. Marketanslyss

« What e thesize, curtent growth e, and projected
prowth rateof the industy and s relevant subsets
(such us cthnic dimers)for the e ive and ten years?

+ What e the important industy rends?

* What e the emerging producton technologies?

+ What e the distribution trends?

« What e currentand foure sucess fctors 4
competiive sill ar asset needed to campete
successflly)?

Enviroomentl analysis

+ What demographic coltual cconomic,or gover-
mental trends o events could create sracgi threats
o appartnities?

« What o enviranmental scenario (plawsible sories
sboutthe faure) an be canceived?

Customeranslysis

 Whatae the majr segments?

+ What e their motivaions and unmet needs?

Competior analysis

« Who e the existing and potntial competion?

+ What e their current orforecasted evels of sles,
market shares, and pofits?

© What e thei srengths and weakresses?

« What stratees rethey following, and bow are they
diflrentiating themselves in he maket?

Quesions for Discusson

1 What sccondary data soures would be useful? What
types of questions might b answered by cach?
Wentiy one picc of information from the lbary that
would be helprul and relevant How did you loate it?

What aher mechunisms would you use 1o gather
information?





image1.png
Secondary Sources of Marketing
Data

LEARNING OBJECTIVES

+ Listthe various secondary data sources.

+ Discuss the uses of secondary data

+ Listthe benefits and imitations of secondary data.
Describe the internal sources and forms of secondary data

Explain the value of demographic, economic, and social statistics contained
in census data

Explain the importance of the North American Industry Classification System.
Discuss how to appraise secondary sources.

Describe applications of secondary data

Discuss the sources of secondary data used in intemational marketing research.

Explain the problems associated with secondary data in intemnational
marketing research.

Discuss applications of secondary data in domestic and intemational
marketing research.

“The previous chapters identified many data sources. Marketing intelligence can also be gathered
by linking and cross-analyzing cxisting database informtion. Many research organizations now
have vast stores of information in their dstabases that cover customer behavior over time. These
only suggest the vast array of possibilites that can lteally submerge the manager and rescarcher
innumbers. The real problem with this data explosion is not the quaniity but the variabilty of the
sources with respect 1o quality, availability, cost, timeliness, and relevance 10 the needs of the
decisionmaker. Inthis chapter, we begin the task ofdentifying and assessing the data that snswer
the decision maker's specific questions.

One of the hallmarks of  competent masketing researcher i famlirity with the basic sources
pertaining to the market being studied. coupled with sensitivity 10 the respective srengihs and
weaknesses. This means that time will not be s in an simless scarch for nonexistent data, and
neither time nor money will be wasted on & premature decisionto g0 nto the ield o obtsn the data,

Figure 5.1 shows the principal scurces available o a rescarcher who s responding 0 a research
question or considering what dsta o collect in order 1o antcipate future information necds. This
chapter deals with externally availabe secondary sources, or which the specification, collction, and

« Saks patronage rests (oucomes)

« Markeing activity (nputs)
«Cost infomaion

Distributrreports and fesdback.
« Customer eedtack

Published

bished | —— b

— *Store audts

souces ol
narketng
@

— - Consumer purchase.
*Single-souce data
<Nielsn's elvision i
*Starch scores
*rbien panl
*Multimedis sevices

\ g
Compeiors

Web stes

FIGURE 5.1
Sourcesof Secondary Data

recording of the data were done for snother purpose by someone other than the user, We will
particularly close look at census data, because it is 0 fundsmental o understanding all aspects of o
mrket cconomy, This becomes evident when census data e used 10 analyze market demand, We.
will also ook at standardized data (Chaptr 6), whichare collcted especially for o et of nforma
tion users with  common need. Standardized data are both purpose-specific and expensive,but sill
much cheaper than having each user o it singly. Often, the inmediste nd unique needsof  decision
maker require cllecting original, ot primary data, which s the topi of the rest o the book.

Secondary Data

‘Secondary data are data that were collected by persons or agencies for purposes other than solv
ing the problem at hand. They are one of the least expensive, quickes, and casiest means of
access 1o information, Hénce, the frstthing a rescarcher shoukd do is search for secondary da

« Goverrment

«Trade asociators
odials

« Nevspapers

«Books

« Annual repots

« rivae sudies

«Warchouse withcrawal senices
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available on the opic. The amount of sccondary data available is overwhelming, and researchers
have 10 locate and uilize the data that are relevant 0 thes reseasch. Most search procedures fol
Low a distinctive patern, which begins with the most available and least cosly sources. Figure 5.1
shows the various sources of secondary data. The order from 0p 10 bottom corresponds roughly
tothe orderin which the altemative sources should be considered, of o the likelihood of thattype
of data being incorporated into the marketing information system. That s, almost al information
systems initially are based on routinely collected intemal data and expand through the inclusion
of data from published and standardized sources.

Uses of Secondary Data

Secondary data can be used by researchers in many ways. In this section, we look a the various
ways in which it can be used.

L. Secondary data may sctuslly provide enough information o resolve the problem bein
investigated. Suppose a marketing researcher neds 1o know the income of households n a
particular masket area; all he or she has o do s 1 look into the appropriate Census Bureau
repon.

Secondary data can be  valusble source of new ideas that can be explored later through

primary rescarch.

Examining available secondary data is ofien & prerequisite 1o collecting primary data. It
helps 1o define the problem and formulate hypotheses about its solution. It will almost
always provide a better understanding of the problem, and its context frequently will sug-
gest solutions not considered previously

. Secondary data are of usein the collection of primary data. Examining the questionnaires,
‘methodology, and techniques employed by other investigators in similar sudics may be
wseful in planning the present one. It may also suggest better methods.

Secondary data lso help to defne the population, selet the sample in primary information
collection, and define the parameters of primary research,

Secondary data can also serve as a eference base against which to compare the validity or
‘accuracy of primary data. It may also be of value in establishing clasifications or baselines
that e comparible with past studies so that rends may be more readily analyzed

Benefits of Secondary Data

The mos significant benefits secondsry data offe  researcher are savings in cos and time.
Secondary data research often involves just spending a few days in the Library or on the Intemet
extracting the data and reporting them. This should involve very ltke time, effort, and moncy
compared toprimary rescarch. Even f the data are bought from a standasdized dat source, it will
tum outto be cheaper than collecting primary data because the cost of data collection is shared
by all those using the data.

Certain research projects may not be feasible forthe fim; in such cases, recourse o secondry
data will be the only solution. For example, if & firm needs some information on the cnire popu
Ision of the United States, it will be neither physicaly nor financially possibl for the company
10 obtain it. Historical data are always secondary data. If & im wanis 10 obtain information on
Somehing that happened i the pas, it cannot conduct primary tesearch (o obtain it.

Limitations of Secondary Data

In some cases, secondry data can be more aceurate than primary dats, For exampl, if s cony
pany wants information on the sales, profits, und s0 forth, of other companies, it can get more.
reliable and accurate information from government-teleased sources,trade associations, or gen-
eral business sources than from the companies themselves.

Limitations of Secondary Data

Despite the many potential benefis of secondary dats, they also have  number of limitations. By
definition, secondary data are data that were collected i the past for purposes other than the cur
et research. Hence, problems of fit sometimes oceurs between the data required for current
research and the available data, The available data may have  different unit of measurement from
wh s required. For example, consumer income can be measured and reported a the individual,
family, or household level. Even assuming that the data use the same unit of measurement, there.
tll may b differences in the class definitions, For example, i the problem demands classifica:
tion of income of individuals in increments of $10,000 (50-510,000, $10,001-520,000, etc.), it
docs not help the researcher f he or she gets data where it is classified in increments of $7,500
(50-7,500, $7,501-S15,000, ctc).

“The reserchers have o knowledge of how the data were collected, nor do they have any
control over it. Thetefore, they do not know anything about its accuracy or its bounds of error
‘They must make a number of ssumptions before they can use it for actual analysis, It s also ve
difficult 1o evaluate the aceurocy of the data already collected because one can gauge it accuracy
only by assessing such rescarch characteristics as the methodology used or evidence of conscien.
tiows work, In many cases, the sccondary data may not be sufficient to meet the data requirement
forthe research at hand. T these cases, rescatchers may have (o use primary reseach,

Secondary data may be outdated and hence canot be used in current research, Data about
atendance o theaters five years ago will probably be irrelevant to determvine the type of motion
pictures 10 be produced next spring because motion picture preferences continually change.
Another problem frequently faced by tesearchers using secondary data is one of publication
currency. The time from data collection 10 data publication is often long; hence, the data are
outdated even when they are first avilable, An example is the government census, which takes
three years to be published. The benefits and limitations of secondary data are summarized in
Tuble 5.1

Finally, when using secondary dat, it is important 10 always go back 10 the original souce.
By doing s you can determine who collected the data, why it was collected, how it was col-
lected, and when it was collected, The answers 1o these questions are important since they help
you betier understand the quality of the data, Also, by knowing who collected the data, you have.
the ability 10 contact that source and find out more sbout the study.

Tuble 5.1 _Benefits and Limitations of Secondary Data
Benefis Uinitations

Loweost ‘Collected forsame other purpose

Less affort expendod No contol ver dota collection

Less tme aken May not e very sccurate

Sometimesmore acaurat than prmary data May not b reported n the requied form

Same information can bs obtained oy from May be outdated

socondary dota May not meet data requirements
Antmbr ofassumptons have o be made
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Internal Sources of Secondary Data
Internal Records

A company’s internal records, accounting and conirol systems, provide the most basic data
‘on marketing inputs and the resuling outcomes. The principal virtus of these data are ready
availability, reasonsble accessibility on a continuing basis, and relevance 10 the organization’s

‘Data on inputs—marketing effortexpended—can ange from budgets and schedules of expen
ditures to salespeope’s call teports describing the number of calls per day, who was visited,
problems and applications discussed. and the results of the vsit

Extensive data on outcomes can be obiained from the billing records on shipments maintained
in the accounting system. In many industries, the resuling sales reports are the single most
important ems of data used by marketing managers, because they can be related (via exception
reporting methods) to plans and budgets to determine whether performance is meeting expecta
ons. Also, they may be compared with coss i order to asess profitabilty

‘New developments in information technology tha tc customers more tightly 1o suppliers are
improving the timeliness and depth of the sales information available 10 managers. For example,
American Hospital Supply has supplied hospitals with computers so that hospital order entris go
directly o0 the sales department, where they are stored in & computer and can be immediately
accessed and analyzed for rends and transaction detals. Salespeople at Wrangler Womenswear
can conncet their portable computers 0 the corporate computer 1o send and retrieve messages,
enter orders, and receive up-to-date sales information.

Using Internal Data Effectively

Many diagnostc studies potentially can be undertaken with various combinations of ntermal and
extemal data o address such questions as the following:

+ Whatistheeffectof marketing inputs (number of salscall o types of distribution channels)
on outcomes such as profitabilty and unit sales within regions or saks teritories?

15 our saes performance within key market segments or types of retailers improving or
deteriorating?

Ave current ssles and marketing expenditures above or below the levels set i the annusl
hudget and sales plan?

Such insightul analyses, however, ofien are thwarted because of limitaions in the accounting
System and distortions in the data

“The first problem is that accounting systems are designed o satisfy many different informa-
ton needs. As a result, the reporting formats frequently are rigid and inappropriate for marketing
decisions. Ofien,the accounting data re 100 highly ag gregated into summvary results and sre not
available for key managerial units, such as geographic areas, cusiomer types, of product types.
Efforts 1o break down sales and profitability data by differcnt units may involve special, time.
consuming sudie. I i also possible that production, saks, and profit figures are cach measured
in slightly different time frames, which are al at variance with external data such as bimonthly
store audit data

‘A second problem is the quality o the data foundin the intermal records. On the input side, the
reports of salespeople’ call activities may be exaggerated if they are being cvaluated on this
basis. Indeed, the well-knawn optimism of sakespeople may unconsciously pervade all the data

Extornal Sources o Secandary Data

from this source, Accounting data e not exempt from such problems, The usual interpretation
of & sales invoice is compromised f liberal retun privileges are permitied or f the product is
purchased at one location but delivered 1 or used in snother, In general, whenever there is along
disuibation channel, with several places where inventorics can be accumulated, the data on
orders received or invoices billed may ot corresporid 10 actual sales activity.

Customer Feedback

Increasingly, companies are augmenting their iniernal records with systematic compiltions of
product retums, service records, and customer comespondence, in a manner that permits casy
tetrieval, Respording 10 the voice of the custome has become eritcal in order o0 maintain or
increase market share in today’s competitve environment.' Complaint lettrs are being used as
sources of data on product qualiy and service problems, One reason s the insight they can pro-
vide into the problems of small groups with unusual requirements, reactions, or problems, For
‘example,  premaket skin abrasiontestof a new tale-based bath porwder uncovered 1o problems,
but the complaint letiers that poured in shortly aftr the reformulated product was introduced
reveald serious problems among a small group with sensiive skin,

‘Complaint leters, however, present an incomplete and distorted picture, People who wite
such letters ate not ypical clients or customers. They are most likely 1o be highly educated,
articulate, and fussy, with more than average amounts of free time. A leter of complaint is actu
ally 4 rather infrequently used method of resolving dissatsfaction; instead, people are more.
Hikely 10 switch brands, shop n & different sore, or complain to their friends. Manufucturers s
almost completely cut off from knowldge of ustomer unhap piness because most complaint e
Voiced to retailers and there is il systematc feedback from tetailrs to manufacturers

Customer Databas

Many companies have stared to buikd customer databases on their own. A customer database
it information on the customer that can be sorted and enhanced to produce usefulinforma
tion, Records of frequent customers and their transactions are maintained, and the companies
wse this data o find out what is common among its customers. This data can also be used to
find out about customers’ product preferences, form of payment, and so on, Holiday Inn has
ereated o customer database for its Priority Club members in order to rack thei actiiies and
transactions with regard 1o the company;? These customer datsbases are now being used exten:
sively by marketing managers for formulating relationship marketing strategies and to deter
mine the actual value of 4 customer (CLV), This is discussed in preater detai in the final
chapter of the book

External Sources of Secondary Data
Published Data Sourct

Published data are by fr the most popula source of marketing information, Not only are the data
readily available, often they are suffcient 0 answer the research question, For examples

+ Amarketing manager studying developments i the wine industry will use trade association
data 1o lean how the total consumption of wine is broken down by type of customers, geo-
raphic area, type of wine, brand name, and distribution client, These data are svailable
annuslly and sometimes quartrly, s significant rends can be isolated readily
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+ A person stating a new specialty shop will use census data on famsly characteristics and
incoms 1o supporta lkely location for the shop.

+ Local housing planners rely on census data dealing with the characteristis of housing and
households in their locality 10 judge the need for new housing construction or housing
rehabilitation.

“The prospeive user of published data also is confronted with the problem of matchin
specific need for information with & bewiklering amay of secondary data sources of variable and
often indeterminate quality. What is nceded first is a flexible search procedure that will ensure
that no pertnent source is overlooked, and second, some general criteria for evaluat

These issues will be dealt with i the next two sections.

Finding Published Sources

“The major published sources are the vasious govemment publications (federal, stat, provincial
and local), periodicals and journals, and publicly avalable reports from private groups such as
foundations, publishers, rade associations, unions, and companies. OF all these sources, the most
valusble datafor the masketing rescarcher come from government census information and various
registration requirements. The ltter encompass births, deaths, masrisges, income 1ax returns,
unemployment records, export declarations, automobile registrations, property tax records, and

How should someone whois unfamilir with a market of rescarch topic procecd? In general
o basic rules are suggested 1o guide the search effort: (1) star with the general and go to the
specific and (2) make use of all available expertise.” The four main categories are autharitis,
‘general guides and indices, compilations, and directorics

Authorities
Knowledge of pertinent sources—and of ther limitations—comes from continued experience
“Thus, the best starting point is someone clse who has been doing tescarch on the same subject
Trade associations and specialized trade publications are particularly useful, for they often com.
pile government data and collect additionsl information from their subscribers or members.*1f
information shout  specific geographic area is sought, the local chamber of commerce is 4 good
place to begin. When the problem or topic is 100 large or il defined, there is no substitute for a
wellinformed reference librarian.

General Guides and Indices
‘Within the category of guides and indices, there is a hierarchy of generality. At the top are the
‘guides 10 the guides” such as Constance Winchell's Guide o Reference Books (Chicago:
American Library Association). The Bibliographic Index: A Cumulative Bibliography of
Bibliographies (New York: H. W. Wilson Co.), The Cumlative Book Index (New York: H. W
‘Wilson Co.), and Guide 1o Special ssues and Indexes of Periodicals (New York: Special Libraries
Association),

At the next level of reference materils are guides 1o gencral business information sources
Several important bibliographies are the Encyclopedia of Business Information Sources, the
Encyclopedia of Geographic Information Sources (Detvoit: National Gale Research Co.), and the
Statistical Reference Index (Washington, D.C:: Congressionl Informstion Service). At a third
level of generality business periodical indices (¢.., Psychological Abstracts, Washington, D.C.
American Psychological Association; The Wal Stret Jounal) contsin references 1o 3 largé num
ber of joural, periodicals, and newspapers

Extornal Sources o Secandary Data

For sudics of international maskets, here s the International Bibliog raphy of Marketing and
Distriburion (Munchen-Pullach: Verlag. Dokumentation). Esch country has its own reference
puides 10 domestic periodicals. For example, in Canada, there is the (Anaual) Sttistics Canada
Catalogue and the Canadian Business Indes, and in the United Kingdom, there is the Annual
Abstract of Satisics (London: H. M. Stationery Ofice). Most countries have reference guides to
state and provincia jursdictions. For example, Canadiana (Otawa: National Library of Canada)
includes  regular isting of provincial and municipal government publications.

Marketing rescarchers often overlook valuable information on tends and conditions in spe-
cific markets, which is produced by irms such s Frost and Sullivan, Predicasts, Euromonitor
Economist Inelligence Unit, Stanford Research Insitute,and A, D, Litle, Although these reports
may be expensive, they usually are much cheaper than primry research, These reports are
indexed und described in the following:

+ Findex (FInd/SVP) provides fully integrated research, advisory, and business intelligence
services in a browd range of industrcs and disciplines,

+ Rescarch Alert Direct, a new line of Inemet.delivered alertng services, reports deal with,
wends in consumer markets, aitudes, and lifestyle

Compilations

Compilations are intermediate sources,in tha they faciltate aceess o the original sources, This
i particularly desirable with statistical information, The standard work in this area is the
Statistcal Abstract of the United States (Washington, D.C.: U.S. Bureau of the Census), which
contains sclections from the various censuses us well as data collected by other agencies, For
‘example, data on the number of industial robots installed worldwide, by country, sve compiled
by the U.S, International Trade Commission, General-purpose marketing saistics are published
involumes suchas Market Guide, Marketing Economics Guide (New York: Marketing Economics
Institute), and the Rand MeNally Commercial Atlas and Marketing Guide, Other valusble con
pilations are the Sales and Marketing Management annual sttisticalissues detailing the *Sur e

of Buying Power,” which includes industral incomes, saks of six types of retail stores, market
potential indices for states, countris, and metropolitan arcas, and similar statistics for Canada

Directories
Directories are useful for locating people or companies that could provide information, Trade
directorics supply a wealth of information on individual companies, including addsesses, names
of executives, product range, and brand names. Information on parent companies and/or subsid
aties often is provided. The Thomas Register of American Manufacturers (New York: Thomas
Publishing Co.) lists such data on more than 150,000 manufocturing firms. There is now o
Thomas Registr for Eutope, which s the fist pan-European buying guide for manufctusers
Who Owns Whom (North American Edition) lists 6,500 parent companies and. 100,000 domestic
and forcign subsidiaies and associated companies. Some directories are nartowly focused,
such us McKitrick's Directory of Advertisers, ot the Pulp and Paper Directory of Canada,
A number of directories, such as World Who's Who in Finance and Indusiry (Detvoit
National Cole Research Co.) and Standard and Poor’s Register of Corporations, Directors and
Executives (covering the United States and Canada), provide general biographical information
on individuals

s important 1o sealize that only & few of the better-known sources have been described or
mentioned hete. Almost all of these guides, compilations, and directories are now available
online. The researcher s always best advised to seck the assistance of s qualfied rference librar
an whenever anew area or topi is being studicd.
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Retrievable Databases

Exen with the aray of printed bibliographies, directoris, and indices, a search can be very time.

Computs

consuming. Recent advances in computer technology have resulted in more eflicient methods
of cataloging, storing, and retrieving published data. The growth in the number of databases
available clectronically through computers has been dramatic. Thousands of online databases are
available o researchers and analysts working in almost every arca of business, science, law
education, and the social sciences. These databases are casly accessible from personal comput
ers and mobike devices. Increasingly, th interfaces developed for the user’s communication with
the database system is designed to be user frendly. As a result, use of these electronic inform
tion sources has expanded rapidly 1o faciltate slmost any scarch for information and is no longer
limited o computer specialiss,

“The large number of databases can be overwhelming. Databases can be classified by type of
information contained o by the method o storage and retrieval. Figure 5.2 gives a comrehensive
view of the classification.

Classification of Databases Based on Content of Information

Reference Databases

Reference databases refer users to aticks and news contained in other sources. They provide
online indices and abstracts and are therefore referred to s bibliographic databases. Use of
these databases is 3 quick and efficient method for rescarching 3 subject before oblaining

abases

l—‘—i
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FIGURE 5.2
Classifying Computer Retrievable Databases
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mount of detailed information, Reference databases provide three distinet search

rences 10 4 wide assortment of artcles appearing in
1 newspapers
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Source Databases

Source datsbases provide numerical data, a complete tex, or & combination of both, These.
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complete exts of newspaper o journ
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