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Chapter 3: Contemporary marketing research
1.
Does the marketing researcher always need to show anonymity of respondents to research questions?

Depends on the type of research. Respondents in some cases may agree to non-anonymity. For example, the key executives in global brands may wish their names and brands to be mentioned in research. There are three circumstances where the duty to keep anonymity of participants’ information is mitigated by other important concerns: (a) where adopting measures to protect the privacy of participants is inimical to the integrity of the research design, (b) where researchers are under a legal responsibility or a duty to report participants’ information to the authorities and (c) where keeping the confidentiality of participants’ information would undermine the autonomy of research participants.
2.
‘The best social media platform for high end cosmetic products is Facebook’. Discuss why this is or is not true.

While Facebook has a large user base, it does not have the same ‘pester power’ that other platforms such as Instagram has. Instagram focuses on photo sharing and has a culture of celebrity and influential users. Instagram is the platform of choice for sponsored posts by key influencers to promote cosmetic products: examples include the Kardashian family and Rihanna (with 68 million followers) launching their own cosmetic brands on Instagram.
3.
Why is the adage ‘if a company cannot be found in Google then it does not exist’ important or not important to consumer acceptance?
Google is currently the ’go to‘ search engine for most users. Having your company high up on the search list becomes important. The ease of developing an Internet profiles makes consumers suspicious of a company without a profile visible in Google searches. Consumers may assume that such a company may have something to hide. Additionally, Internet consumers tend to be spontaneous and are unlikely to put effort into protracted searches to reach hard to discover information.
4.
Semi-structured interviews are the most important form of enquiry when eliciting consumer perceptions.

This depends on what type of information is required from respondents. The honesty of participants cannot always be guaranteed. Any cause and effect cannot be inferred. The skills needed to analyse the data may be a problematic as there is a risk of construing too much. Semi-structured interviews are time-consuming and resource-intensive; hence, other marketing research methods may be appropriate.
