Marketing Research
Chapter 10 data collection:
· 5 types of errors that can enter a study
· N=0^2z^2/D^2     D=z(0/sqrt(n))      <sample size determination 0=theta
· Non-sampling error cannot be calculated 
· Non-coverage error
· Sample frame doesn’t contain all of population (non-observation)
· Sampling error
· Only looking at a subset of pop (only sampling error, 4 others are non-sampling error)
·  reduce error by increasing sample size, degree of error can be estimated (CI)
· Non-response error
· Those who choose not to respond (non-observation)
· Potential problem when systematic difference between those who respond and those who don’t
· Refusal & not at homes
· Response error
· Inaccurate responses (observation  error)
· Don’t know/understand question, not willing to speak truth
· Office error
· Typos, coding errors (observation error)
· Measure response rate
· Non-response error-indirect way of knowing it
· RR=CI/E (rr=response rate,ci=completed interviews, e=eligible responding units
· High rr means small non-response error
· Telephone survey-     RR=CI/(CI+R+NAH)               eligibility requirement (man vs woman)
· R=refusals                                                           obviously don’t add bad numbers
· NAH= not at homes
· Telephone w/ eligibility conditions  RR=CI/((CI+E%)(R+NAH))
· E% gotten from those contacted E%=CI/(CI+IE) IE=ineligibles contacted
· Web based survey-    RR=UQR/(CA-BA)
· Uqr=usable questionnaires returned
· Ca= contacts attempted
· Ba= bad addresses
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