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Midterm Presentation

Exploratory Factor Analysis

Paper Reading and Discussion
Confirmatory Factor Analysis

Paper Reading and Discussion
Communicating the Research Results
Paper Reading and Discussion

Term Project Presentation 1

Term Project Presentation 2



Outline

Organizing the Research Report
Interpreting the Findings
Conclusion and Recommendations
Presentation

Managing the Research Process



The Research Report

* Organizing the Report:
1. Title Page
Table of Contents
Executive Summary
Background
Methodology
Findings (primary and secondary)
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Appendices

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley



Interpreting the Findings

* Executive Summary:

— Portion of a research report that explains
why the research was done,

what was found,

what those findings mean,

and what action, if any,

management should undertake.

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley



Conclusion and Recommendations

e Conclusions:

— Generalizations that answer the questions raised
by the research objectives or otherwise satisfy the
objectives.

e Recommendations:

— Conclusions applied to marketing strategies or
tactics that focus on a client’s achievement of
differential advantage.

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley



The Presentation
Sample Title Slide
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2008 Customer Satisfaction Research Results

prepared for ACME Financial, Inc.
May 2008

400.989.5150 dssreseanch.com

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley



The Presentation
Sample Table of Contents

Table of Contents

Background and Objectives
e
Methodalogy
Reseanch Findings
Overall Satistaction
Pian Loyalty
Metwark, Pollcies, and Other Plan Rems
Quallty and Compensation Is5ues
ACME Staft
ACME Processes
communications
Demographics
Appendlces
Appendix A- Key Driver Siatistical Mogel
H.F'F]'Eﬂl!ll B: Guestionnaine

Appendx C: Crosstabulations

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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The Presentation
Sample Background and Objectives

Background and Objectives

Background. ACME, Ilke other progressive organizations, wanis to develop a program
to assess customer satisfaction with the senvices they receive from the organization.
This Imformation wil be usad In ACMES qualily Improvemernt efforts. The gaal Is 1o

provide rational @irection for thase efforts.

Objectives. This type of research |5 designed i achieve the following objectives:

B Measure overall satisfaction with ACME compared to the compebition.

B Measure customer saisfaction with ACME's new Web site where all transactions with
ACME can b2 handled

B Mezsure satistaction with E-F]Elﬁ'm': glemeanis of al ather [rograms and services
provided to customers by ACME.

B lZ3enify major reasons for satisfaction'dssatisfaction.

m Evaluate and ciassiy program and senice elaments on the basis of thair Importancs
in customers and ACME'S percelved performance of ACME (Le., kentify areas of

sirength and opportunities for ImMprovement).

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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The Presentation
Sample Executive Summary

Executive Summary
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Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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The Presentation
Sample Methodology

Methodology

Euactionnalny. 0SS was responshis for deveioping the surey nstrument ACME approved the fina
ora® of e guestionnalme. A ooy of the mal sarvey rsrument ussd 1S prosdded im Sppendls B.

Mathodology smpioyed. Eligibie respondants ncluded 3 st of customers provided by ACME. The
Sampie design I x5 folows:

Data oolleotion. All data were coleched by DSS Reseanch.

Oata prooeceing and amslyele. O3S processed al complebed soreeys arad analyzed the esalls. &
compiete s=tof surey Bkaulaticrs s prosdded In Appermsdls © of this report
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Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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The Presentation
Communicate with Graphs/Charts/Pictures

Ower halfl of customerns are categorized a8 securs or Tavorable and can be
consbdsrsd loyal to ACME. Anofher one In four ke at sk though nof

neceeszarily dissatisfNed. Only a amall parceniages l2 categorized as
allenated; howsver speciallais make up a greater proportion of this group
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Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley



The Presentation
Communicate with Graphs/Charts/Pictures
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The Presentation
Interpreting Statistical Results

Key Driver Statistical Model
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Factor Analysis

e Factor: A linear combination of variables that
are correlated with each other.

A procedure for simplifying data by reducing a large set of variables to a
smaller set of factors of composite variables by identifying dimensions of
the data.

A B A Importance Ratings of Luxury Automobile Features

Respondent Smooth Ride Quiet Ride Acceleration Handling

Bob
Roy
Hank
Janet
Jane
Ann
Average

TSL WA N
FUNE W FURL, T VR ST
e R L
= b o= bR =

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley
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Factor Scores
IETIERRTEN Average Ratings of Two Factors.

Respondent Luxury Performance
Bob 45 1.5

Roy 35 15

Hank 35 2.5

Janet 5.0 2.0

Jane 35 1.5

Ann 5.0 2.5
Average 425 1.92

In factor analysis, a factor score is calculated on each factor for each
subject in the data set. For example, in a factor analysis with two factors,
the following equations might be used to determine factor scores:

F = 404, + 304, + .024; + 054,
F, = 014, +|.044, + .454; + .37 A,
where F—F, = factor scores

A=A, = attribute ratngs

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley 17



Factor Loading

* Factor Loadings: Correlation between
factor scores and the original variables.

A A Factor Loadings for Two Factors

Correlation with

Variable Factor 1 Factor 2
A, 85 10
A, 76 06
Aa 06 89

Ay 04 79

Source: McDaniel & Gates (2009), Marketing Research, 8t Edition, Wiley



Proofreading

 Before sending the report off
to the client or
even on to a senior company executive,
proofread it meticulously.
Do not depend on
computerized Spell Check programs;
these are fallible and inherently
Imprecise and inaccurate.



Making a Presentation

e Key Issues to Address

o v

s W

What do the data really mean?
What impact do they have?
What have we learned from the data?

What do we need to do, given the information we
now have?

How can future studies of this nature be enhanced?

. What could make this information more useful?



Presentation on the Internet

 With PowerPoint, publishing presentations to
the Web is easier than ever.

e Publication to the Web enables individuals to
access the presentation, regardless of where
they are or when they need to access it.

* |n addition, researchers can present results at
multiple locations on the Internet.



Managing the Research Process

Organizing the Supplier Firm
Data Quality Management
Time Management

Cost Management
Outsourcing



Summary

Organizing the Research Report
Interpreting the Findings
Conclusion and Recommendations
Presentation

Managing the Research Process
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