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Foreword 

Recognizing the importance of information in the process of 
development, Canada's International Development Research 
Centre (IDRC) has over the years supported a large number of 
projects aimed at developing information systems and services in 

support of research and development activities. An important 
objective related to the development of such projects was to 
ensure that the systems and services developed could be 
sustained ov'r the long term. A crucial element in the 

sustainability of information systems and services is effective 

marketing. It presents avenues to generate revenue and reduce 
the financial constraints that many information services are facing 
in developing countries. This has long been recognized by IDRC, 
and the development of marketing plans has been introduced in 
several information projects to study how this could be achieved. 

A literature review conducted in 1993 revealed that marketing 
of information was a relatively new issue in developing countries 
and that most of the literature on the subject originates in the 
North. The review concluded that marketing potential is underes- 
timated by libraries and information services and that informa- 
tion professionals were generally reluctant to embrace the mar- 
keting concept. Information professionals need a better under- 
standing of marketing concepts and approaches to be able to 
introduce them into their services and to recover the costs of the 
information services and products that they provide. 

In this framework, leaders of a number of IDRC-supported 
information projects were brought together with a team of spe- 
cialists in marketing of information at a meeting held at the Indian 
Institute of Management in Ahmedabad (JIMA), India, in February 
1994. The discussion at this meeting focussed on how institutions 
in developing countries could be assisted in evolving relevant 
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marketing strategies. The meeting recommended the preparation 
of marketing guidelines and case studies that would help 
information specialists to design proper marketing strategies and 
marketing plans. Participants at the meeting prepared an outline 
for a manual that would respond to this need, and JIMA indicated 
its interest in coordinating the arduous work of compiling the 

manuscript. In October 1994, IDRC agreed to finance the activity. 

This book is the result of IIMA's work. IDRC hopes that the 

guidelines and approaches proposed to introduce marketing 
activities within information services and systems will assist 
information professionals in developing countries with the deve- 
lopment of sound marketing strategies. IDRC is proud to have 
contributed to this work—a collaborative effort of several 
information and development specialists from around the world. 

RENALD LAFOND 

Senior Information Specialist 
International Development Research Centre 

Ottawa, Canada 



Preface 

The information era is here. Even at the beginning of the last 
decade, John Naisbitt in Megatrends (1982) indicated that over 60 

per cent of the people worked with information. He pointed out 
that between six and seven thousand scientific articles were be- 
ing written each day, scientific and technical information was 
increasing by 13 per cent per year, and the rate would soon jump 
to perhaps 40 per cent per year. 

On one hand, computers and networking have tremendously 
enhanced information storage, retrieval and dissemination capa- 
bilities. However, the new facilities require significant invest- 
ments, which many libraries and information centres, particularly 
in the developing world, cannot afford. 

On the other hand, economic reforms, globalization and priva- 
tization trends in the developing world lay emphasis on private 
enterprise and competitiveness. Consequently, government fund- 

ing of libraries and information centres has been declining, and 
librarians and information managers have been forced to 
generate revenues not only for acquiring state-of-the-art facilities 
but also for their own survival. 

Information is power, and more so in a competitive 
environment. Businesses, governments and individuals are 
collecting and storing more data than any previous generation in 
history (Alvin Toffler, Powershifi, 1990). Moreover, information is 
being recognized as a critical resource for socio-economic 
development. As a result, libraries and information centres have 
an opportunity to tap. 

This marketing guide, therefore, introduces librarians and in- 
formation professionals to marketing concepts and approaches, 
helps them to adopt a marketing orientation, and provides them 
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with a step-by-step approach to developing marketing strategies 
and plans for their libraries or information centres. 

The guide contains nine chapters and two cases studies. 

• Chapter 1: Prof. Sreenivas Rao highlights the need for 

adopting a marketing approach by librarians and informa- 
tion managers. 

• Chapter 2: Drawing upon an earlier research on assessment 
of needs of management information, Prof. Jam and Prof. 
Rama Rao explain concepts of marketing management and 
how they are useful and relevant to libraries arid informa- 
tion centres. 

• Chapter 3: Ms. Gumbs describes the marketing plan devel- 

oped by the Technology Information Centre at the Argus 
Institute of Technology and, through this example provides 
guidelines for developing a marketing plan. 

• Chapter 4: Prof. Koshy explains the meaning of products 
and services in the context of libraries and information cen- 
tres, and provides guidelines for planning a portfolio of 
products and services. 

• Chapter 5: Mr Vespry, Ms. Vespry and Ms. Avery discuss 

price—one of the four important marketing decisions. With 
the example of National Information Centre on Management 
(NICMAN) at IIMA, they explain the various considerations 
in taking pricing decisions. 

• Chapter 6. Prof. Sreenivas Rao discusses another of the four 
marketing decisions, promotion, with examples of various 
libraries and information centres, such as INSDOC, ICRISAT, 
and CEIS; and provides guidelines for making promotion 
decisions. 

• Chapter 7. Prof. Koshy deals with the rationale, procedure 
and steps of conceiving, designing and introducing new in- 
formation products and services. 

• Chapter 8: Mr. Chin and Prof. Jam discuss the what, why, 
and how of marketing research along with brief descrip- 



tions, illustrations, and guidelines for planning and execut- 
ing selected marketing research designs. 

• Chapter 9: Dominique Beaulieu describes how the Centre 
de recherche industrielle du Québec switched from free 
service to charged service and brought about changes in the 
outlook, attitude and structure of the organization to achieve 
a marketing orientation. 

Towards the end of the guide, two case studies have been 
included. 

• (A) "Caribbean Energy Information System" by Ms. 

Whyte and Prof. Sreenivas Rao and 
• (B) "Asian CD-ROM on Health and Environment" by 

Mr. Chin and Prof. Jam. 
CEIS was set up to enhance the capabilities of the Caribbean 
countries in energy information collection, storage and utilization 
for optimum conservation and utilization of the region's energy 
resources. The other case presents the market research conducted 
for assessing suitability and utility of CD-ROM publishing, a mod- 
ern information technology, and the process of developing suit- 
able marketing plans for the same in developing countries. 

This guide can be used as 
• a text to understand marketing concepts, tools and tech 

niques relevant to a library/information centre, 
• a reference book to draw up marketing strategies and plans, 

and 
• a training manual in educational and training programmes 

for librarians and information managers. 

EDITORS 
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CHAPTER 

I 

How to Conduct Marketing Research 

for Marketing of Inform ation 
Products and Services 

• Chin Saik Yoon and Abhinandan K fain 

!NTRODUCTION 

What is Marketing Research 

'Marketing research is the systematic and objective search for and 
analysis of information relevant to the identification and solution 
of any problem in the field of marketing.' (Green et al.) 

We need to note the two crucial words here—systematic and 
objective. The definition emphasizes a systematic approach in 
the search and analysis of information. It implies that all the steps 
in the research process should be carefully designed and imple- 
mented. The other word, objective, is the most crucial in the 
sense, that the purpose of marketing research is really to get an 
objective assessment for improved marketing decisions, rather 
than to prove or disprove a manager's prior opinion. 
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Why Marketing Research 

Marketing research is useful for improving marketing decisions 
and for understanding the marketing phenomenon, in any mar- 
keting situation. It is especially useful for the marketing of library 
information products and services. 

It would have been obvious from the previous chapters, that 
(additional) information would be needed to improve decision 

making in the various areas of marketing of information products 
and services. The decisions to be made are identification and 
selection of marketing opportunities (Chapter 3), design of mar- 

keting strategy for tapping the selected opportunity (Chapter 3), 
design of marketing mix elements, i.e. products, price, promo- 
tion, and distribution (Chapters 4—6), designing and introducing 
new products (Chapter 7), and feedback and control of the mar- 

keting effort (Chapters 3—8). To improve the decision making in 
the above said areas, an understanding of macro environment, 
competition, distribution system, communication system, and 
above all, the current and potential customers is essential. 

The importance of marketing research for librarians is en- 
hanced because of their current background and working.1 
Firstly, librarians/information managers have rarely ventured out 
to assess the requirements of their clients; they are used to clients 

coming to them. Secondly, they have usually been managers of a 
storehouse of information sources, and have only occasionally 
been pro-active in understanding the requirements of even those 
who come to the library. Thirdly, among the librarians who could 
assess these requirements, their own ability to process the avail- 
able information to suit the client's requirements and to get not 
available within the library information from outside sources, has 

1. In courses on library science, there is usually a paper on research 
methodology. Also, some inputs are provided on conducting user 
studies and user's education programmes. However, useful and sig- 
nificant developments in marketing research, which could be quite 
helpful in marketing library products/services, have not been neces- 
sarily reflected in these inputs. 
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been severely curtailed because of the lack of resources. Finally, 
if the librarians wish to acquire resources to service the clients, 
they need to justify the cost by assessing the value/revenue that 
these services/products, generated from such resources, would 

get from the clients. 

The important areas of research for marketing of information 
products and services, as judged from the kind of literature avail- 

able, are the areas of strategy/plan formulation and control. In 
formulation of strategy/plan, it is necessary to explore the buyer 
behaviour to help generate alternatives for segmenting/targeting, 
positioning, and designing of the marketing mix (products, price, 
promotion and distribution). The next most important step is to 
assess the revenues and costs of each option in the above deci- 
sion areas, so as to make appropriate decisions. Monitoring and 
control of strategies is also an important decision area, to im- 

prove the implementation of plans by setting up a feedback and 
control system. (Jam et a!.) 

Steps in Conducting Marketing Research 

The first step in marketing research is to define the purpose of 
research and associated problems with it. These need to be bro- 
ken down into information needs and specific variables to be 
collected from different sources. Also, the value of such addi- 
tional information needs to be assessed, to decide on how much 
to spend on conducting the research. The second step is the 

preparation of a research plan, consisting of research design to 
achieve the objectives, method(s) of data collection so that the 
needed information is obtained, and methods of analysing the 
collected data to achieve the objectives of research and resolve 
the decision problem. The third step is the implementation of the 
research plan for collecting the data. The last step is that of inter- 
pretation of results, and preparation of action plan to use the 
results. 
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What are the Roles of a Librarian and Research Agency 

There may be a need to undertake the marketing research 

through research agencies, who have proficiency in undertaking 
marketing research. While a research agency might know how to 
conduct the research by using the most appropriate methods, the 
use of the research results, in terms of taking specific decisions 
and implementing them, would be the responsibility of the 

library/information centre, through its own staff. In terms of the 
above four steps, the step of problem definition is the primary 
responsibility of the library/information centre. The research 

agency is likely to play a role in terms of asking sharp questions 
about what information would help the decision maker in mak- 
ing a (Set of) specific decisions. The role of the research agency 
becomes quite significant in preparing a research plan, which is 
the second step. The role of librarian/information manager is to 

primarily see that the information intended to be collected 
through the proposed methods, would actually help him to re- 
solve his decision problem/objective. The third step of collecting 
and analysing data is almost entirely to be conducted by the re- 
search agency. 

Interpretation of results, may be proposed by the research 

agency, but is not a prime responsibility of the supplier. The 

major responsibility for interpreting the results, and preparing an 
action plan, rests with the decision maker. 

Tasks for the Librarian/Manager 

The assessment of the tasks described earlier, boils down to the 
one shown in Table 8.1. 

Preparation of brief can be improved through an interaction 
with the research agency. However, evaluation of a research pro- 
posal would require expertise on the part of the librarian, in 
terms of understanding of the research design, data collection 
approaches, sampling, and data analysis. Understanding of these 
aspects would also be required for interpreting the results of the 
research studies and preparing the action plan. 
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1ABLE 
___________ Tasks of the Ubrarian/Manager in Marketing Research 

Task Descrption 

Preparing a Brief: 
— Describing the objectives of research and deciding 

the maximum budget. 
Deciding the Implementing Agency: 

— Whether to do the research internally, or seek the 

help of outside/independent research agency. 
In case an outside agency has to be used, seek 

proposals, evaluate the proposals and decide on 
the agency. 

Receive the report, interpret results and prepare action plan. 

Thus, the librarian/information centre manager needs to: 

Be able to define research objectives and information re- 

quirements. 
Understand research design and their pros and cons, so as 
to make an appropriate choice of the research proposal 
and research agency. 
Understand data analysis to interpret the results of re- 
search. 

PREPARING THE RESEARCH BRIEF 

Purpose of a Research Brief 

This is the crucial first step in the commissioning of a research. A 

good brief will lead to precise information, relevant data, and 
clear recommendations at an appropriate cost, which will help to 
effectively plan the development of the products and their suc- 
cessful promotion to the users and customers. A fuzzy brief will 

bring corresponding hazy results or information which is prob- 
ably already known. A poor or absent brief will, very likely, bring 
grief and disappointment in terms of decisions, as well as a feel- 
ing of wasted resources. 
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The research brief can take many forms. In most cases, it will 
be a written document drafted by the manager commissioning 
the research. In other cases, it may be articulated verbally by the 
manager to the researcher who then drafts the brief, based on 
his/her interpretation of what is requested, before submitting it 
to the manager for approval. The brief is usually formalized as a 
contract for consultancy services, if external researchers are to be 
appointed or as, an official request for research services if an in- 
house research unit is employed. 

A brief should define at least four components: overview of 
the products and services or any other aspects which are the 
subject of the research, the objectives of research, anticipated 
outputs (e.g., a report, and sometimes, business and marketing 
plans), and the schedule for implementing and completing the 
research. A brief when finalised (a contract for external research- 
ers), will also include details of expenditure and their timing (like 
fees and reimbursement of research expenses to external re- 
searchers). 

Thus, the research brief has two purposes, both critical from 
the point of view of a librarian/manager namely, to define the 
research purpose precisely and to assess the budget for conduct- 
ing the research. 

Defining Specific Research Purposes/Objectives and Problems 

A decision maker faces one or more problems and is interested in 
seeking a solution to the same. In the context of such situations, 
he may not even precisely know the decision area which needs 
to be addressed. Even if he knows this, the options available may 
not be clear. Even if they are known, evaluation of each of the 

options on the criteria (to be used for choosing the best option) 
may not be known, or may not be known with certainty. The 
overall purpose of research can be thus classified into explora- 
tory and conclusive. Exploratory research includes purposes like 

structuring a decision problem, generating alternative courses of 
action, and understanding the dimensions of buyer behaviour, 
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etc. Conclusive research, on the other hand, deals with assessing 
the outcomes of specific actions. 

General Purposes of Marketing Research 

The important decision areas in marketing are selection of mar- 
ket opportunity (which include selection of product-market, se- 
lection of segments for targeting, and choice of positioning, i.e., 
what you want for the customers in the chosen segment belong- 
ing to specific product-market choice), designing marketing plan 
(specific decisions on product, price, promotion, and distribu- 
tion) and monitoring and control (market research and feed- 
back). The three situations which have just been described and 
which decision makers may have to face, might arise in the con- 
text of any of these decision areas. 

Exploring Buyer Behaviour for Opportunity Analysis 
The manager may sense that there is a group of people (e.g. 
aquaculturists, single parents or trade unionists) who have unful- 
filled information needs and would thus, like to develop infor- 
mation products and services for them. Here, the thrust will be to 
learn about their background, ways of life and work, needs, 
wants, information seeking behviour, and information usage pat- 
terns. 

This approach is referred to as 'demand driven'. Or, the man- 
ager may work for an organization which already produces a 

range of products and services and is interested, principally, in 

increasing the usage and sale of these products and services. The 
brief in this case is to identify potential users and buyers, and to 
discover their background, their access to information retrieval 
hardware such as computers, modems, CD-ROM drives, micro- 
film readers, video cassette recorders, etc. and information usage 
patterns. This approach is referred to as 'supply driven'. 

Designing Marketing Plan 

Products and Services In the demand driven approach, 
research should discover and describe the products and 
services required by the target group. For the supply driven 
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approach, research should gather user feedback on prod- 
ucts and services. Some of the areas for feedback include 
usefulness of products, ways in which information is ap- 
plied by users, ease of use, suitability of format or medium, 
perceived quality and reliability of information supplied, 
suggestions for improvement. 
Place or Distribution Channels and Service Centres The 

specific objective here is to discover the ease or difficulty 
of obtaining the products and services, and the timeliness 
of the information supplied. Included here is the quality of 
technical support for products, computer-based databases, 
CD-ROMs, and dial-in information services. 
Pricing The objective is to appraise the price which users 
are willing to pay for the products and services. In some 
instances, it is useful to find out the total budget which 
users and buyers set aside for acquiring information prod- 
ucts and services. This is especially useful in the demand- 
driven approach where, managers have the luxury of de- 
veloping product(s) from scratch and pricing them accord- 
ing to what the market is willing to bear. The concept of 
price should not be taken only to mean the money which 
users will have to pay to obtain the particular product you 
are selling. With many new information products, the total 
cost of using your product may be significantly more than 
your price. For example, a user buying his/her first CD- 
ROM will, very likely, have to invest at the same time in 
hardware such as a CD-ROM drive, sound and video cards, 
a more powerful computer before he/she can access the 
information on the disc which you are selling to her. The 

concept of price also need not refer only to money. For 
example, a publisher who plans to bring out a large odd- 
size publication must consider the difficulties (the intangi- 
ble cost) of shelving such an item in libraries, book stores 
and distributors' warehouses, for the many years that the 
title will be in circulation among the intended readers. 
Promotional Opportunities Under this specific objective, 
research should aim to find out the media and other com- 
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munication channels favoured by users and buyers in ac- 

quiring information. What publications and periodicals do 
they read regularly? Which radio stations and television 
channels do they tune in to? Who do they consult with? 
Which meetings, conferences, trade fairs do they attend? 
What associations are they members of? Which stores or 
distributors do they make purchases from? And when they 
do all of the above? The information so gathered should 

help in designing the media-mix for promotional activities. 

Feedback and Control 

The broad objective here is to evaluate the efficiency and effec- 
tiveness of each element of the marketing plan, the extent to 
which an opportunity is tapped/untapped, and the reasons 
thereof. Some indicators are number of actual subscribers, ii- 

braty's share in their purchase of information products and serv- 

ices, their attitude towards the products/services/library, etc. The 
first two can be generated through a regular feedback system, 
whereas, the third one (attitude tracking) may require conduct- 

ing surveys at desired intervals of time, say yearly. 
The specific objectives defined above need to be translated 

into specific information pieces and variables, along with the 
specification of the sources from where to collect them. For ex- 
ample, for fine tuning the design of specific product/service (spe- 
cific objective), it may be necessary to gather information (infor- 
mation needs) on usefulness of the product/service, what is liked/ 
disliked about the product/service, satisfaction with the product/ 
service, propensity to buy the product/service, and suggested 
improvements. The information required on 'satisfaction with the 

product' may be in terms of (i) overall performance, (ii) specific 
benefits, and (iii) attributes, etc. (variables. It can be measured 
on a five point rating scale, say from very high satisfaction to very 
low satisfaction. The sources of information/variables may be 
specified as actual customers/dealers, etc. depending on the 

availability of such information/variables with the specific type of 
respondents. 



Products and Services 

The output of this exercise of defining the research purpose/ 
problem would be a tabular format like the one shown in 
Table 8.2. 

TABLE 
___________ Matrix Chart of Problem Definition 

Decision Research Injormalicin 
ProNe;n Issue \eeds ariab/e.c Sourc c(s) 

1 2 3 4 5 

Test Given Does the What are List of customer Published 
Product product customer requirements literature. 

satisfy requirements? experts 
customer customers 
requirements? How well 0'. era!! Customers 

does the satistaction 
product satisfy Satisfaction on Customers 
each specific 
requirement requirement 

—i— 
Steps in Deciding Research Objectives and Defining 

Research Problem 

State the decision problem, generate alternative ways of tackling the 
problem, and specify the criteria on the basis of which decisions would 
be taken in the context of the phenomenon to he studied. 

Identify the broad information required to evaluate the options on the 
criteria and the issues of interest to he explored. 

Translate above into information requirement, variables, and sources. 

Conduct a search for available information through secondary sources 
and decide which variables and information requirement need to be col- 
lected through additional research. 

Group additional information required into research problem(s). 

Draw the chart depicting decision problem(s), research problem(s), infor- 
mation requirements, variables, and source(s) of information. 



Conducting Marketing Research 

li'41 at IIA't4: Assessing Value of inforniation 

Let us take the situation faced by the Librarian of IIM Ahmedabad, of 
whether to introduce a new product, i.e., IML (Index of Management 
Literature) (Option 1) or not (Option 2). 
He has analysed the market thoroughly and found that either this product 
would click with the managers or it would not (states of nature or event 
or outcome). 
If it clicks, the product would capture about 15% of the market. On the 
other hand, if it does not click, only about 1% of managers would sub- 
scribe to it. 
The value of each of these two outcomes, in terms of contribution over 
the next 3 years, was calculated by the librarian (pay off). The pay-off of 
options 1 and 2 were assessed as a positive contribution of Rs.1 .5 million 
and a negative contribution of Rs. 0.5 million for market shares of 15% 
and 1%, respectively. 
He also assessed that there was a 30% chance of achieving a penetration 
of 15% of the market, and a 70% chance of achieving 1% penetration. 
The above situation has been shown in Table 8.3. 
If the librarian was to decide without collecting additional information, 
he would obviously choose the action of introducing the product. This is 
because this action has an expected value of (0.3 x 1.5 + 0.7 x (—0.5)) — 

Rs. 0.10 million, which is higher than the expected pay off value of not 
introducing the product (Rs. 0.0). 
If you were in the position of the librarian of tIM Ahmedabad, would you 
ask for research? If yes, how much money would you spend? A way of 
resolving this dilemma is to assume that the research would give 100% 
accurate information, Assuming 100% accuracy, as librarian, you would: 

— Introduce the product (action 1) if the predicted penetration was 5% 
with a pay off of Rs. 1.5 million. 

— Not introduce the product (action 2) if the predicted penetration was 
1% with pay off of Rs. 0.0 million. 

Given that the chance of event 1 or 2 taking place is 0.3 and 0.7 respec- 
tively, the strategy after perfect information would yield: (0.3 x 1.5 + 0,7 
x 0 — 0,45 + 0.0) = Rs. 0.45 million. 
Now the value of the decision after collecting perfect information is 
Rs. 0.45 million which is Rs. 0.35 million more than the value of the 
decision before collecting additional information. (whose expected pay 
off was Rs 0.10 million). 
Hence, the value of research/additional information is Rs. 0.35 million, if 
the information is 100% accurate. 
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1ABLE Pay-Off Table (Pay-off in Rs. million) 

Action Outcome 

Penetration 
15% 

Penetration 
1% 

Expected 
Value 

Chance Pay-Off Chance Pay-Off 

Introduce 
Do not Introduce 

0.3 
0.3 

1.5 
0 

0.7 
0.7 

—0.5 
0 

0.10 
0.00 

Assessing the Value of Information 

The importance of assessing the value of information arises from 
the fact, that the manager/librarian will decide to conduct re- 
search/collect additional information if its value is more than its 
cost. Bayesian approach to decision making provides a way of 
assessing the value of additional information. (Green et al.) A 
detailed treatment of the subject is not within the scope of the 

chapter. However, we will present the broad approach and its 
use in a specific situation to arrive at the upper limit of the value 
of information, so as to provide the logic of the approach. The 
value so calculated/assessed when compared with the cost, 
would help in deciding the upper limit of budget to be spent on 

collecting additional information. (see Box 8.3) 

Contents of Research Brief 

For the purpose of sharing with the research agency, the brief 
would have the following structure with an indication of the up- 
per limit of the budget. However, for internal purposes one has 
to assess the real upper limit on the budget. 

Simple language should be used to frame the brief. It should 
be kept as short and as precise as possible. The document, while- 

mainly intended for the reference of the researchers, will also be 
frequently read by the staff of the organization whose whole- 
hearted cooperation is required during the research. An easily 
understood brief will help to mobilize their support, and diffuse 

any threat they may perceive in the research process. 
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Steps in Assessing the Value of Information 

Value of decision before collecting in formation: 
— Identify decision problem and generate options. 
— Assess the likely outcomes 
— Assess the chance of each outcome. 
— Calculate the net pay-off of each outcome, for each of the options. 
— For each specific option, calculate the expected pay-off: For this, 

multiply the chance of each outcome by the net pay-off of the out- 
come. Sum up such values for all the outcomes of the option. 

— Select the option with maximum expected net pay off. Denote this 
value as A. 

Value of additional information: 
— Assume that research would provide 100% accurate information. 
— For each outcome, assuming that the outcome would take place with 

100% certainty, choose what is the best action and calculate the net 
value of the option. 

— Assuming best action for each outcome, multiply net value of each 
outcome by the chance of that outcome, and sum up the over all 
outcomes. Term this value as B. 

Value of additional information: 
— The amount (B—A) gives the maximum value of research/additional 

information for the decision problem under consideration. 

A brief should contain the following: 
Executive Summary: Two or three short paragraphs sum- 

marising the main intentions and outputs of the research— 
aim it at senior management who seldom have the time, 
nor patience, to read lengthy documents. 

Background & Rationale One or two pages describing the 

products and services to be studied: how they came to, or 
will be, produced, reasons for production (profit is seldom 
the prime reason in information providing operations), in- 
tended users and beneficiaries, track record of usage or 
sales to-date, problems faced, potential sensed, competing 
organizations and their products and services, and a brief 
overview of the sector or environment in which the 
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organization has operated in the past, and the forecasted 
environment in which it will operate in the future. 
Objectives of Research: This is the heart of the brief. First 
state the overall objectives—these will be the long term 

impact which the research is expected to help in making. 
For example, developing a plan to increase net income to 
a point when operations will become self-sustaining. This 
section is usually a paragraph long. Its purpose is to act as 
the main reference point for the specific objectives which 
follow. . Expected Outputs: These must be very clearly iternised and 
normally include a report, original copies of all completed 
questionnaires collected, copies of all prototype products, 
promotional materials, etc. tested, mailing lists used, and 
audio-visual recordings made of experiments, focus groups 
or other events. 
Schedule of Work: The best way is to display this as a Gant 
Chart showing the time lines for every distinct activity, be- 

ginning with the pre-testing of research instruments and 
methods, and ending with the writing of the final report. 
Statement of copyright (and secrecy, where applicable). 

How to Prepare a Brief 

There are two approaches to prepare a marketing research brief: 
backward market research and traditional market research. The 
method of defining research problem belongs to the latter cat- 
egory. 

Backward Market Research Approach (Andreasen) 

Since information marketing is a relatively new concept, it is 

possible, that a manager may not be familiar enough with all 

aspects of the marketing process to permit him/her to draft an 
effective research brief. The researchers themselves, may also not 
be familiar enough with the specifics of marketing information to 

permit them to take the lead in creating the brief. What process 
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should one use in such an instance to create the brief? The answer 
often lies in a method called Backward Market Research 

developed by A. R. Andreasen (1985). It has as its premise that 
the best way to design usable research is to start where the 

process usually ends and then work backward. This translates, in 

practice, to the manager and his/her researchers visualizing the 
contents of the final research report and its role in guiding the 
board of directors to make practical policy, management and 
operational decisions on the development and marketing of the 

products and services concerned. 

This exercise of visualizing the report is initiated by the re- 
searchers. After reviewing relevant literature, secondary data, ex- 

isting sale and usage data, and conducting an audit (examina- 
tion) of the products and services, the researchers write-up a 
mock report, complete with imaginary statistics, cash-flow-pro- 
jections, potential alternatives, and recommendations for action. 

This mock report is presented to the full board of directors and 
managers (or relevant policy-makers) who will eventually be us- 
ing the actual research report to make real decisions on market- 

ing. The board members and managers are then invited to cri- 

tique the mock report. They are invited to describe what they 
like and do not like about the presentation, and the decisions 
which they can or cannot make based on it. 

Frank and direct criticism may clash with many cultures found 
in developing countries. Researchers who sense that it is not real- 
istic to expect managers and board members to make spontane- 
ous criticism after such presentations may choose, instead, to in- 
vite these policy-makers to advise the research team on two 
fronts: 

The additional research data which they want gathered and 
analysed. 
The additional findings they want included in the final re- 

port. 
This indirect approach involves managers and board members 

as senior advisors, a role they are probably most comfortable 
with performing. 
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Besides the policy-makers, researchers may find it useful to 
conduct a similar presentation and feedback session with middle- 
level management staff in the organization. These are the people 
who may not make the decisions but, play the crucial role of 
implementing the decisions that have been made. They are also 
the best critics for operational details and probably have a supe- 
rior feel for actual market conditions and mechanisms. Many of 
them will probably be motivated by the presentation, to provide 
the researchers with important data and information, which will 
further the objectives of the research. 

Besides ensuring that the research will lead to results which 
are useful to people for whom it is intended, 'Backward' Market 
Research also helps in giving a real sense of ownership of the 
research process to everyone involved. Because research is not in 
the main stream of what everyone does in an organization, it is 
seldom fully understood and appreciated. Many even find the 

process threatening. This approach of involving the key people 
right from the beginning reassures them that research serves their 
common interest, and that they have a say and a stake in it. 

This method for developing a brief is probably the most time 
consuming. It is for this reason, that it is often avoided by re- 
searchers who are in a hurry to get the job done. Clients commis- 
sioning research avoid the method for the same reason. Research 
managers, in particular, find it difficult to negotiate with their 
CEOs to open-up board meetings to such an unorthodox agenda 
item. However, experience has often shown that this investment 
of time and resources up-front pays back many times afterwards 

by producing relevant, usable and acceptable research findings. 
It is at the same time a rewarding learning exeperience for every- 
one. 

The premise and steps of 'Backward' Market Research are sum- 
marised in Box 8.4, 'Backward Market Research'. 

The Classical Research Approach 
In the classical approach, the manager who contracts the research 
to external marketing consultants normally prepares the first draft 
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Backward Market Research (,4ndreasen) 

Premise 

The best way to design usable research is to start where the process usu- 
ally ends and then work backward. 

Steps 
1. Determine how the research results will be implemented. 
2. Determine what the final report should contain and how it will look. 
3. Specify the analyses necessary to fill ri the blanks in the research 

report. 
4. Determine the kind of data that must be assembled to carry out these 

analyses. 
5. Scan available secondary sources to see if the specified data can be 

obtained quickly from others. 
6. If no', design instruments and a sampling plan that will yield the 

data to fit the analyses. 
7. Carry out the field work. 
8. Do the analysis and write the report. 

of the research brief. Her/his colleagues and supervisors will be 
consulted and invited to vet and improve upon the draft. Once 
everyone concerned is satisfied with it, the brief is handed over 
to the researchers as a part of the contract for their services. Many 
research managers find it very useful to involve the researchers in 
the finalization of the brief. This is done by providing them with 
a draft of the brief and contract, for their comments, before they 
are finalized and signed. In the case of in-house researchers, the 
brief may be drafted by the manager or the researcher selected 
for the project. In the latter, the researchers are commonly 
provided with a verbal explanation and description of what is 

required, together with relevant background documents and 
samples of products or demonstration of services to be studied. 
The researchers next, meet with the key people in the 

organization to seek their views on the research. A brief is drafted 
at the end of the consultations, for circulation to all concerned, 
for their comments and endorsement. This is often a quick 
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process which may be completed in a couple of weeks in small 
organizations. However in large institutions, and when the 
research may be contentious (such as, when it gets drawn into 
departmental rivalries) this process may take months. Such 
hazards aside, the involvement of as many people as practical in 
this process, is desirable for sharpening various facets of the brief, 
and for giving ownership of subsequent research activities and 
output to members of the organization. 

Summary on Prepanng Research Bnef 

Research brief is a document which outlines the purpose 
of research, information required to achieve the purpose, 
and the maximum budget that can be spent on it. . It is advisable to use the technique of backward marketing 
research to arrive at the brief through consultations be- 
tween the research agency and research user/decision 
maker. 
The upper limit on the budget for research can be decided 

by using Bayesian analysis. 

DEVELOPING A RESEARCH PLAN 

After developing the research brief, the next step in marketing 
research is the development of a research plan/design. The li- 
brarian may not have the research expertise to undertake this 
activity. He may have to take the help of an outside agency/ 
consultant to develop one. The selection of such an agency/con- 
sultant becomes, therefore, an important task. It is incumbent on 
the librarian/manager to have a minimum understanding of re- 
search plans, so that the proposals submitted by the research 

agency are evaluated appropriately. Also, when the research re- 
sults are presented, he should be able to interpret them for his 
decision making purposes. 
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What is a Research Plan 

Marketing research plan, to meet requirements of objectivity and 
systematic approach, is a written document outlining specific 
steps for conducting the research. It is the research approach, 
consisting of one or more studies with details of specific research 
designs to accomplish the purposes of research. Each design 
used, needs to be described in terms of data collection approach, 
sample design and selection, implementation procedures, and 
proposed analysis of data. The plan would specify the personnel, 
the time, and the monetary resources required for conducting the 
research. Besides, the research plan would provide the schedule 
and the budget of each activity of each design, which can be 
used for monitoring and control of activities of each design and 
the plan as a whole. In summary, a research plan would consist 
of (i) description of overall research approach, (ii) number and 
sequence of studies, (iii) data collection approach, sample design 
and data analysis procedure for each study and the research as a 
whole, and (iv) personnel required, time, and cost/budget esti- 
mates. 

A research budget should provide for the following items: . Professional Fees: For the principal investigator, assisting 
researchers, subject matter specialist, statisticians, compu- 
ter programmers, data-entry staff, secretarial staff, mail- 
room personnel, transportation staff, accountants (if cash 
flow projections are required), lawyers (if advice on con- 
tracts and copyright are needed), etc. 
Prototype Development: This may range from the design of 
a simple leaflet and creating a visual of it, to developing 
search and retrieval software, and processing of data for 
mounting on to a prototype CD-ROM. 
Research Supporting Materials: These may include printing 
of questionnaires, envelopes, stationery, rental of office 
space, and computer hardware at field sites for conducting 
the research, etc. 
Travel Expenses: For the field staff include transportation 
costs and living expenses. 
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Communication Costs: For postage (can be considerable 
amount for an international postal survey), telephones, fac- 

simile, e-mail, video-conferencing, etc. 

Reference Materials and Services: Subscriptions to relevant 
journals, trade publications, CD-ROMs, competing prod- 
ucts, literature search and review on commercial databases, 
etc. 
Hardware: Such as computers, CD-ROM drives, video cas- 
sette recorders, video cameras, still cameras, etc. 
Insurance: For staff involved and to indemnify against their 
risks. 
Data Analysis: This item comprises the wages (which may 
be budgeted for under 'Professional Fees' in some organi- 
zations) of people doing the coding of questionnaires, en- 

try of data into computers, and the analysis of the data 
processed. Additional funds must be set aside if computers 
and other peripherals (such as, Optical Character Recogni- 
tion machines) need to be rented or purchased for the 
research. Ample funds should also be set aside for pur- 
chasing or customizing statistical software to meet your 
needs. 
Research Report: Include the fees of the principal re- 
searcher and others involved in writing up the report. If a 
professional looking document is required, budget also for 
the desk-top publishing of the text, and the duplication/ 
printing and binding of the required number of copies of 
the document. 

Types of Research Designs and Data Collection Approach 

Research designs can be classified in very many ways. However, a 
useful classification from managers' point of view is by purpose 
of research. From the point of view of a researcher, a useful 
classification is by the type of expertise required to conduct re- 
search. Understanding of research designs on both dimensions is 

necessary, to finally choose an appropriate design that suits the 
overall purposes of a study. 
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As mentioned elsewhere in this chapter, there could be two 
broad purposes of research: exploratoiy and conclusive. 

The first refers to the exploration of different types of market- 

ing phenomenon for (i) structuring a decision problem, (ii) gen- 
erating alternative courses of action for resolving the problems, 
and (iii) understanding the dimensions of any marketing phe- 
nomenon like buyer behaviour, attitude, etc. 

Conclusive research design builds on the understanding ob- 
tained through exploratory research, and is of two types: descriip- 
tive and causative. In the illustration of whether to introduce IML, 
it may be possible and desirable to describe potential managers 
on various characteristics. This description might help in, say, 
segmenting the market. The description may also be sought to 
build a relationship between intention to buy and manager's 
characteristics. This description, may then help in assessing the 
level of penetration expected to be reached, if the product was 
introduced among similar target audiences. Both these would be 
descriptive researches. On the other hand, it may be possible to 
devise a marketing plan for marketing the IML and testing it in a 

representative market (segment) by actually implementing the 
marketing plan and observing sales and assessing attitudes and 
penetration. This research design is causative in the sense that a 
stimulus (marketing plan, as a whole) is introduced in the system 
(market) and parameters of interest of the system (sales, penetra- 
tion, and attitudes) are assessed. Other things being equal, the 
assessed changes in the parameters may be a result of the ma- 

nipulation of the input variable, in this case the marketing plan. 

According to the expertise required to conduct research, re- 
search designs can be classified as follows: studies of secondary 
sources of information (like raw data, reports, and case studies), 
informal discussions, indepth studies (of particular individuals 
and situations), focus group discussions, seminars and workshops 
(of groups of people), large scale surveys, experiments (labora- 
tory and in-field), and simulation. Almost all these designs could 
be used for the exploratory purpose. Descriptive research de- 

signs, most often used in marketing, include study of secondary 



Marketing Information Products and Services 

sources, case studies, and large scale surveys. Causal research 
designs that are used, are primarily, survey and experiments. 

Data collection approaches vary according to the type of infor- 
mation to be collected. The information needed in marketing 
research studies can be classified as (i) stable characteristics of 
products/respondents, etc. (states of being), (ii) awareness atti- 

tude, etc. of respondents (states of mind), and (iii) behaviour of 
people and forces involved in marketing. Also, the sources from 
which information is collected are classified as secondary and 
primary. There are three main methods of data collection: 

i Systematic abstraction in case of secondary sources. 
i Observation of behaviour and other observable character- 

istics in case of primary sources, through human or me- 
chanical means. 

u Question response method in case of all types of informa- 
tion from primary sources. 

Question response method is the most used method of data 
collection in marketing research. In this method, the questions 
may be either structured or unstructured. Also, the questions may 
be asked directly or indirectly. It is quite critical to assess what 
kind of questioning is to be used. For example, in a situation 
where the researcher is trying to explore a phenomenon, it would 
notbe feasible to ask a structured question. On the other hand, if 
the subject under investigation is well known, it may be efficient 
to use a structured question. It is best to question the respond- 
ents directly. However, in some situations it may be necessary to 
ask a question indirectly, like when one is embarassed to talk 
about oneself, but free to talk about a third person. 

In case of research for information products and services, a 
number of issues like how managers use the information are not 
known well. In such situations it may be better to ask unstruc- 
tured questions. Similarly, in an organization which is fast adopt- 
ing IT, a direct question about the usage of computers may not 
get the real response from older employees, as they may not 
actually be using computers, but would not like to admit it. In 
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such situations, indirect methods of eliciting valid responses may 
be needed. 

We would describe the important features of few of the 

commonly used designs, to provide an understanding in a later 
section. Each design would be described in terms of data 
collection approach, sampling, data analysis, and the care 

required to execute the same. 

Criteria for Selecting Research Designs 

Selection of a research design is both an art and a science. It 

requires a high degree of professional skill and experience to be 
able to make such a decision. Some of the considerations which 

go into selecting a proper design are (i) validity of results, 
(ii) reliability of results, (iii) desired level of secrecy in study, 
(iv) time available for the study, (v) cost vs benefits of study, 
(vi) availability of required type of personnel, and (vii) research- 
er's personal consideration. 

Validity of Results: A research design should be so chosen 
that the information and results obtained through it are 
about the real variable/phenomenon under study. 
Reliability of Results: The chosen research design should 
be such that if the same design is employed to gather the 
same information from other similar respondents, or the 
same respondents, at another point in time, the results and 
the information obtained would not be significantly differ- 
ent from the ones obtained earlier. 
Secrecy: In a competitive environment, it is sometimes very 
essential that the kind of study and results should be kept 
confidential. Such situations arise particularly in case of 
new product introduction, pricing decisions, etc. A design, 

• therefore, should be such that the results remain secret, to 
the desired extent. Generally, it is much easier to keep the 
results secret, but the study and possible options being 
tested could become known to the competitors, if a large 
scale study is undertaken in the field. 
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Time Available for Study: The time available for conducting 
the study is not only governed by the dates set for deci- 

sion-making in a marketing plan, but also by the degree of 
secrecy required in the particular situation. A study should 
be completed in the time that the above considerations 
warrant. 
Cost vs Benefits of Study: Generally, the cost of conducting 
the study should not exceed the expected value of losses 
that would be incurred if a wrong decision was made on 
the basis of prior available information. Bayesian Statistics 
could be made use of to assess this aspect of a design. 
Personnel Requirement: The design selected should be 
such that the required kind of personnel (for designing 
and executing it and for analyzing and interpreting the 
data) are available to the organization (either within or 
outside) and have time to devote to the study during the 
scheduled time of research. 
Personal Preferences of Researchers: The available research 

designs need to be evaluated on all the aspects mentioned 
above. If factual information was available on the above 
aspects, it would be a pretty scientific way of evaluating 
alternative designs. However, factual information is gener- 
ally not available and in some cases, like quality of person- 
nel, cannot be available with a high degree of certainty. It 
is here that the personal experience of the researcher, 
which is probably biased, plays a significant role. All that 
can be said is that the researcher should try and be objec- 
tive, to the extent he can, in evaluating and selecting an 
appropriate design. However, his decision would be final 
because it is ultimately his responsibility. The skill or the 
art of making such decisions is equally important for a 
researcher. 

How to Develop a Research Plan and Select an Agency 

Even in the best of marketing organizations, development of an 

appropriate plan is the responsibility of a selected research 
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agency. The agency not only helps in sharpening the research 
brief, but also takes the major responsibility of developing it and 
clearing it with the client, through mutual discussion and con- 
sent. In fact, the research agency, even at the time of bidding for 
the project, in response to a research brief, presents a fairly de- 
tailed research proposal. This proposal consists of: 

Agency's understanding of the primary and secondary ob- 

jectives. . Statement of research problems, information requirements, 
and relating them to the objectives. 
Research plan consisting of description of number and 
types of studies and their scheduling. 
For each study, description of the research design, the data 
collection approach, the sampling plan and size, and pro- 
posed analysis of data. 
Overall proposed analysis, explained using dummy tables, 
to show that the objectives would be achieved. 

Description of personnel involved. 
Time schedule of the project and budget estimates. 

An agency is selected on the basis of (i) proper understanding 
of the brief, (ii) response to the brief through an appropriate 
proposal, (iii) reputation of the agency for conducting similar 
studies, (iv) qualifications and experience of the personnel pro- 
posed to be working on the project, (v) time and budget esti- 
mates, (vi) quality and size of the field set up, and (vii) ability to 
work closely with similar size and type of organization. 

Having selected the agency, a thorough discussion is generally 
undertaken to understand the suitability of the research plan. 
Once it is frozen, it becomes a contract between the client and 
the agency. It is then used as a guide to execute and monitor the 
research by both, the agency and the client. 

Conclusions on Research Plan 

Research plan is a written document outlining the steps for 

conducting research in terms of description, timing, and 
budget. 
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It can be used as a guide to execute and monitor the 
project. 
It is usually prepared by a research agency, but must be 
acceptable to the client, so as to achieve the purposes of 
research. 
Librarians/information centre managers need to under- 
stand a variety of research designs and data analysis plans 
to improve the usefulness of research. 

IML: Research P/an for Deciding to Introduce the Product 

Given the nature of information required, the sources of information, and 
the overall objectives of research, it may be possible to decide the 
number and type of research studies required to achieve the research 
objectives. For example, the overall research purpose may be to decide 
whether to launch a new information product, say an IML for marketing 
managers in industrial enterprises. The librarian might define this prob- 
lem in the following way: 
Decision Problem/Options: Whether to introduce the digest of market- 
ing articles developed by IIM Ahrnedahad for marketing managers? 

Criteria: For deciding whether to introduce the digest, could be: 

— Likely (penetration) subscriptions by managers. 
— Evaluation of the digest on attributes/benefits sought from such a 

product by the marketing managers. 
— Overall assessment of the usetulness of the digest by the managers. 

The information regarding how the proposed product would perform on 
the above criteria is not likely to he available through secondary sources. 
It is likely to be available from potential customers. Therefore, each of 
the above three informations is needed to resolve the decision problem. 
The research objective/problem may be defined as assessment of atti- 
tude/ acceptability of the managers towards the proposed product. 
In terms of research plans, one possibility is to use indepth personal in- 
terviews of a small group of marketing managers. The researcher might 
develop broad guidelines to conduct the discussion on relevant dimen- 
sions. Analysis of the information collected would be on the basis of 
some underlying logic, revealed through the discussion and through the 
researcher's understanding of managers' motives, knowledge, attitudes, 

(Contd) 
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etc. towards such products. The analysis may suggest a strong vs. weak 
acceptance rather than a specific value of acceptance. 
An alternative research plan would be to first generate, through a focus 
group discussion with a group of marketing managers, a list of attributes! 
benefits sought by them iii such a product. Having obtained such a list, a 

survey of a representative group of managers in adequate numbers (sam- 
ple) should be conducted. This survey could pose specific questions 
about the respondent's assessment of U) the performance of the digest on 
each attribute/benefit, (ii) overall usefulness of the IML, and (iii) likely 
purchase intention (with or without a price tag). Having obtained this 
information from a representative sample of potential clients, it would be 

necessary to analyse the data on (i) level of performance of the product 
on each attribute, (ii) establish a relationship between such performance 
and the overall evaluation of usefulness of the ML, and (iii) establish a 

relationship between purchase intention on the one hand and overall 
usefulness, performance on specific attributes/benefits, and characteris- 
tics of the managers on the other hand. Having thus established buying 
intention as a function of customer characteristics, the researcher might 
be able to project the likely demand from all managers, if their demo- 
graphic characteristics are known from secondary data. 

You would notice that the first plan consisted of only one study whereas 
the sec:ond plan consists of two studies. Also, the two approaches above, 
the method of data collection, the sampling, and the data analysis differ 

significantly. Each has its own pros and cons. The librarian must he able 
to judge which of the above two plans would be better to choose. For this 

purpose, the librarian must understand types of research designs, their 
ixos and cons, and the criteria on which the research plans iced to he 
evaluated. For example, if in the above research, the purpose of research 
is demand assessment, the second plan is obviously better suited al- 
though, it is more time consuming and costly. 

j SHORT DESCRIPTIONS OF SELECTED 

RESEARCH DESIGNS 

Study of Internal Sources of Information 

A number of in-library sources exist for generating the required 
information. The most frequently available ones might be a list 
of members of different types of the library/information centre 
and/or the parent organization, record of number of copies or- 
dered, record of loan of books and journals (and fee paid foi late 
return), inter-departmental memos, and minutes of meetings held 
for resolving similar problems. 



Information on members may be available in varying degree 
of detail at different libraries, and could possibly be used for 
classifying customers (making segments). Loan record and record 
of copies ordered could provide a good indication of the degree 
of usefulness of (different type oD the base material in the library 
to customers. Information centres which are using computers for 
managing the different systems, may have a whole lot of informa- 
tion at the press of a button. However, such records may not 
provide information about what the customers are looking for 
and which required information is not available in the library. 

Whenever information is used from internal secondary sources, 
one should check for (i) what exactly is contained and what does 
it represent, (ii) bias of the individual reporting, and (iii) mis- 
interpretation by the person reporting. 

Information obtained through internal secondary sources costs 
very little, is totally secret, and requires less time to gather. Its 

validity and reliability depends on the people and the system 
employed to collect and abstract/obtain the information from the 
secondary source. 

External Secondary Source Based Studies 

External secondary information may be defined as the informa- 
tion collected by an agency other than the library/information 
centre. Different types of information available from external 
sources could be (a) collection of facts, (b) reports/articles, etc., 
based on research studies and analysis and interpretation of data, 
and (c) case studies describing specific problem situations of in- 
terest. These type of data are collected/presented by different 

types of organizations like the government, academic, trade asso- 
ciations, etc. 

While using statistical data from external secondary sources, it 
is essential that the bona fides of the organization collecting the 
data should be assessed. This is because the purpose of the or- 

ganization may be biased, say for lobbying with the government. 
Also, the purpose of research, the definition of variables, the 
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method of data collection, and the sample size and plan must be 
carefully assessed to match with the purposes at hand, before 

using the same for resolving the problems. Such sources are not 
very costly except, when a commercial organization is offering 
the data as a syndicated service. Similar cautions need to be used 
while using the results of research studies/case studies. In addi- 

tion, appropriateness of data analysis procedures needs to be 
assessed. 

Secondary information sources could provide a significant 
amount of information about potential customers, i.e. commercial 

organizations, academic organizations, and managers in the form 
of directories of various types. There seems to be a paucity of 
research on acquisition and use of information, particularly in 

developing countries. However, it seems the growth of the IT 

industry is giving a fillip to the generation of such information. 

Information from external secondary sources could be used 
for all three types of research studies, i.e., exploratory, descrip- 
tive, and causative—depending on the availability of informa- 
tion. These sources cost more and take more time to organize, 
than the internal sources. The validity and reliability of the infor- 
mation so collected needs to be assessed as mentioned above. 
The person conducting such a research should have a good con- 
textual familiarity and data analysis/interpretation skills. 

Study of Cases 

A case is a description of a real-life situation/phenomenon. 
Development of case study(ies) in the context of a decision may 
be required, if indepth studies are not likely to provide a 
reasonable view of the decision situation. This may happen in 
situations where more than one group of respondents/situations 
need to be studied for obtaining a perspective of the decision 
situation. Take for example, a situation regarding whether to 
distribute goods through distributors or through the company's 
own sales force. The decision-maker might require information 
on feelings of customers, reactions of distributors, reactions of 
own sales force/managers, as well as performance variables 
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(effectiveness/efficiency) of the two alternatives. While each of 
these aspects could be studied through an indepth study/other 
exploratory/descriptive/causal study designs, a case study would 
put all such information in a perspective of decision making. 

Case writing is an art which needs to be perfected by an indi- 
vidual (researcher) over a period of time. Such skills are not avail- 
able very widely. Also, writing a case about a situation is much 
more time consuming, than probably indepth personal/group 
interviews. However, the information so collected, if analyzed 
well, could sharpen the analytical skills of defining problems, 
identifying alternatives, and setting up decision criteria, as well as 

evaluating alternative courses of action. 

It must be emphasized that the use of cases for exploratory 
purposes is fairly well accepted, however, their use as descriptive 
and/or inference building tools is not so widely accepted. 

A researcher might come across a number of case studies hav- 
ing some bearing on the kind of problem being tackled. As cases 
are essentially holistic descriptions, their analysis also have to be 
of a similar type. The researcher would be able to find certain 
features of the problem/situation which, in a holistic sense, is 
common to almost all cases. Some other features may fit the prob- 
1cm situation of a few cases only and still others may be specific 
to a case. Such an exercise, of study of cases, is likely to aid in all 
the three types of research purposes. 

For illustrations, please see the two cases at the end of the 

guide. Both cases provide a realistic description of how decisions 
are made in libraries/information centres in developing coun- 
tries. 

Informal Methods 

The culture of many developing countries favours informal 

interpersonal interactions even in the conduct of business. This, 
in turn, often renders informal research methods as some of the 
most effective for the conduct of market studies. These methods, 
commonly, take the form of conversations between researchers 
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and people who can contribute towards a particular study. 
Informal methods are very useful in identifying issues for formal 
research or in selecting a particular orientation for such a study. 
However, they are less effective for pin pointing, with precision, 
any element of a marketing mix. For example, informal methods 
are effective in gauging the range of prices within which a 
product will sell, but not the exact price. In cases when limited 
resources and time are available for the conduct of a formal 
research, informal methods may be used as a stop gap measure, 
until such time more formal research is possible. 

Three important elements need to be considered: people, 
occasion and location. Given the great amount of time required 
by this method, the number of people covered is usually kept 
small. They will probably include the people who potentially, 
have the most to say about a product or service—the 'champions', 
'critics' and 'loyalists'. The champions are the potential users or 
professionals who think alike as the people who commissioned 
the research. The critics are those who probably disagree with 
the thrust of the market study, or those who have discontinued 
usage of the products and services being studied because they 
are dissatisfied with them. The 'loyalists' are long time users of 
the products and services. They are often members of the 'silent 
majority' who prefer not to articulate their views on the issues 
being researched. The individuals selected should evenly 
represent these three groups. 

The ideal occasions and locations for meeting members of the 
selected group may differ between individuals. Researchers 
would suggest venues which they consider are the most 
comfortable for the individual. For some it may be a chat over 
drinks at their club, for others dinner at a local restaurant, and yet 
for others coffee or tea at their office. In most cases, occasions 
and locations which are closely related to the thrust of the 
research are probably the most productive for the champions 
and loyalists. For example, a chat or lunch at a book fair for 
research on a publishing programme. Such occasions and 
locations are ideal because samples of allied products are 
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available for reference, and the mental preoccupation of the 
moment will all stimulate natural discussions on the relevant 
issues. The main disadvantage is that these are public events, 
which may cause avoidable distractions, limiting both the time 
and candour of interaction. Therefore, select a quiet spot for your 
discussions in order to minimize these distractions. The critics 
often find meetings at their places of work, their home-ground, 
the most comfortable. 

—'Al— 
illustration: Informal Method 

The newly appointed librarian managing the collection of a local textile 
manufacturers' cooperative found that usage of the collection had re- 
mained sluggish ever since it started operation five years ago. During 
some months, less than three visitors would make use of the library in a 
week. The management committee of the Association had been asked by 
a small number of members to consider the closure of the library in view 
of the low rate of usage. 

The librarian decided to spring into action to save the library. She de- 
cided that the first step was to conduct a small user study. As no money 
was available in her budget to do any formal research, she decided to 
make use of an up-coming trade fair of textile weaving machinery which 
most association members attend, as her opportunity for research. She 
and her assistant went to the fair ground everyday of the three days when 
the fair was held to meet, informally, with a cross section of members. 

They asked the members four questions: 
1. Is information important to your business? 
2. What type of information do you need which you cannot easily find? 
3. In what ways and format would you like this information delivered? 
4. Why are you not making frequent use ot the Association's Library? 

The librarian and her assistant managed to meet a total ot 38 members in 
the three days. The total represented about 9% of the Association's total 
institutional membership. 

The interviews showed that information was extremely important to 
members. Because of intense competition from other countries, mem- 
bers wanted information on their competitors, innovations in weaving 
technology, prices of raw material on the futures market, progress on 
trade talks with USA, and national policies on their sector of the industry. 

(Contd) 
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They also wanted information on potential buyers in other emerging 
markets of the world, especially the newly independent states formed 
after the break-up of USSR. 

Members said they wanted some information on a daily basis, these 
tended to relate to commodity prices and policies. They wanted such 
information on a single sheet of paper so that they need not spend too 
much time reading it. More than 75% of members interviewed said they 
did not use the library because it did not offer useful information, Fur- 
ther-more, the entire collection was in the French language which the 
majority of members were not fluent in. 

The librarian decided to act on the basis of these results. She launched a 

daily 'Cotton Market Summaries' service which comprised a page of 
main price indices of raw materials and finished products, compiled and 
translated into the local language from various foreign newspapers and 
information services. These pages were faxed to all members using an 
existing computer equipped with a fax-card and a fax 'broadcasting' soft- 
ware which automatically dialled preprogrammed numbers. The daily 
summaries always carried a one paragraph note, at the bottom of the 
page, announcing the latest additions to the library. Based on the inter- 
views, these new additions tended to be trade directories and new prod- 
uct announcements received from various embassies of countries with 
which members were doing business or were interested in making con- 
tacts with. Appreciation for the library increased significantly and a 
multi-fold rise in visitors to the library was recorded within a short time. 
The library was saved. 

BOX 

Guidelines for Informal Method 

1. Select an even number of 'Champions', 'Critics' and 'Loyalists' who 
have the most to say about the product or service being studied. 

2. Meet them informally to discuss a small number of the most impor- 
tant questions relating to the problem or issue which you are study- 
ing. 

3. Compile the answers provided by the people met. 

4. Analyse the answers for trends which may lead to the forming of 
solutions. 
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Guidelines for Conducting the Discussion 

Discussions will probably be unstructured. However, the re- 
searcher should bear in mind that he/she needs to obtain from 
the discussion, information on the four 'Ps' making up the mar- 
keting mix. Discussions should be steered in this direction. Many 
researchers find it useful to have, on hand, a short list of eight to 
ten questions as a check-list of crucial areas which must be cov- 
ered. Preface discussions with a brief description of the objec- 
tives of the research, assure the informant that discussions which 
follow are meant only to orient the researchers in the direction of 
their study, and that the inforamant will not be cited. Then allow 
the informant to take the lead in discussing those issues he/she 
feels are the most important or relevant. Be ready to probe inter- 

esting points raised. The most useful information often emerges 
from such probing. If discussions stall, ask the informant ques- 
tions, from the short-list, which appear to be most pertinent. 

Note-taking 
This is best done immediately after (and not during) the discus- 
sions. An absence of note-taking will confirm the informal nature 
of the discussions. The researcher should first list down the points 
and issues stressed by the informant. Then record notes for other 
supplementary points made under each of the 'Ps' making-up the 

marketing mix. Use the exact words spoken by the informants in 
the notes—indicate them with quotation marks. 

Analysing Notes 

The objective here is to identify salient issues and not precise 
numbers. Concentrate on obtaining from the loyalists, the main 
reasons why they choose to remain regular users or subscrib- 
ers—these will be the strengths of the products and services. The 

champions will probably help in visualizing the future for the 

products. Finally, the critics will be a rich source of views on the 
real or perceived weaknesses of the products and marketing ap- 
proaches adopted. The final report of such an exercise will prob- 
ably be in two parts. The first is the researchers' overview of the 

opinions gathered—it may be structured in any way preferred by 
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the researchers. A useful approach may be following the head- 

ings of a 'SWOT analysis—Strengths, Weaknesses, Opportunities 
and Threats. The second part will be appendices collating views 
(use actual words said within quotation marks, whenever possi- 
ble) expressed by informants organized according to the 'four Ps' 
and further broken down to each product or service, if more than 
one are being researched. The sources of views expressed should 
not be revealed to help focus on what has been said rather than, 
who said it. 

Ethics 

Results of such research should be given limited circulation. In- 
formants should never be quoted or identified, without their prior 
permission, because they took part in the exercise on the premise 
that they will remain anonymous. The client who commissioned 
the research should be reminded that the results of this method is 
best used for 'mapping the terrain' to be covered by more formal- 
ized research methods. 

In-depth Personal Jnterviews 

This is a method particularly suited to 'key informants' who have 
an in-depth understanding about the marketplace. They include 
frequent users of the product or service, subject matter authori- 
ties in the content areas, librarians, distributors, and retailers 
(such as bookstore managers). Such in-depth interviews are par- 
ticularly suited to small studies which are limited by a modest 
research budget. They are also very useful for identifying key 
issues for a larger study using more formal methods. The method 
is particularly suited to information programmes of a local nature 
where a cross-section of people can be interviewed. It is less 
suitable for international information activities, where the cost of 
conducting interviews, in a sufficiently big number of countries 
may be formidable. 

Des,n 
There are no fixed recommendations on the number of key in- 
formants who should be interviewed in order to obtain usable 
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results. Begin with ten people who evenly represent various in- 
terest groups. At the end of interviews with the first group, ana- 

lyse the results to see if a clear trend has appeared in the answers 
to the questions asked. If no, interview another ten. Repeat the 

process until a clear picture emerges to the key questions posed. 
The number ten is arbitrary. Select a number that is realistic, 
given the pool of key informants accessible to the researchers. 

Appointments should be made in advance with each key in- 
formant to be interviewed. In most situations ask for an hour's 
time for the interview (most key informants are important, busy 
people who probably are unable to spare more than an hour for 
such an exercise). The request for appointments (if made over 
the telephone) should be followed up with a letter which briefly 
describes the objectives of the research. Samples of products be- 
ing studied should accompany the letter. Budgets permitting, the 
researchers will find it useful to invite the key informants to a 
meal after the interviews. This is a graceful way of showing ap- 
preciation for the informants contribution. It also provides the 
researchers additional time to probe interesting issues emerging 
from the interviews. 

An interview schedule consisting about eight questions should 
be drafted and pre-tested for these interviews. This numberwill 
allow informants and researchers about nine minutes to discuss 
each of the questions. The questions should address the most 
important aspects of each of the 'four Ps'. They should be fairly 
broad in nature, e.g., 'What do you think of the technical quality 
of the information contained in the CD-ROM?' The researcher 
should then probe the answers given, to obtain a clear 
understanding of the rationale behind each answer. For this 
reason, the researcher conducting the interview must have a 

thorough appreciation for the products being studied. Always end 
the interview with one final open-ended question—Are there any 
important aspects of the [name of product] which we have not 
discussed?' Many researchers have obtained numerous critical 
fresh perspectives from replies to this question. 
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Data Collection 

The most efficient method is a portable audio-cassette recorder 
with a highly sensitive microphone. Ask the informant for per- 
mission to audio-record the session before commencing to do so. 
If the informant asks not to be taped, turn to the trusty old pen 
and note-book. Record answers in the actual words of the in- 
formant, whenever possible. If using an audio-recorder, research- 
ers should record the name of the informant and date of inter- 
view on to the tape, using their own voices, prior to setting out 
for the place of interview. This will permanently identify a tape. 
Place the cassette recorder on a table in front of the informant 
with the microphone pointing towards him and the window 
showing the running tape facing the researcher. Minimize han- 

dling the recorder after that in order that the informant can relax 
towards its presence. Use a voice-activated recorder which will 

automatically pause when no one speaks (such as when the in- 
formant is studying a sample product). It will save a lot of time 

during the transcription of the tapes. 
After starting the recorder, the researcher should take about 

five minutes to introduce samples of the products and services 
being studied. This is to 'warm' the informants up to the 
interview, and to allow them time to relax to the presence of the 
recorder. Researchers should try a trick which television reporters 
use to obtain good on-camera interviews. After asking a question 
and receiving a reply which seems to have additional information 
behind it, pause and look politely and inquiringly at the person 
being interviewed. In many cases, this will cause the interviewee 
to volunteer additional information (often candidly making up 
the crux of the answer) because most people are uncomfortable 
with pauses and extended silence in conversations. Researchers 
should use this approach sparingly, just in case the interviewees 
should begin to question the abilities of the researchers to 
conduct proper interviews or even to question their sanity! 

Never record or take notes during meals or tea which may 
follow the proper interview. However, more candid views will 
be obtained during such occasions. Researchers should note the 
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illustration: In-depth Personal Interviews 

A donor agency, which had been funding the publication of a medical 
journal had given notice to its editor of its intention to phase out the 
agency's support in a couple of years. The editor realised that the only 
way of ensuring the continued publication of the journal was by increas- 
ing subscriptions. Not knowing where to begin in mounting a marketing 
drive to obtain the additional subscriptions, he decided to do some re- 
search by meeting different people who were knowledgeable about 
medical sciences and promotion of scientific journals. He met with 1 7 
people attogether—4 senior medical specialists. 8 young medical profes- 
sionals, 3 librarians and 2 scientific book distributors. These meetings or 
in-depth interviews took place over a 1 3 week period and in the capitals 
of 3 countries from the region where the journal is circulated. The editor 
had successfully made full use of his travel to various international con- 
ferences and protessional meetings to conduct the interview. 

The result of the interviews was most revealing. The senior specialists and 
young professionals found parts of the journal very useful and the rest dis- 
appointing because it replicated, in an inferior way, with the coverage of 
Lanet (a well-known international journal). All of them recommended, 
that the journal should drop the latter and concentrate on the former, 
which was a unique research dealing with the traditional medicine of the 
region. They also complained about the long time taken from the submis- 
sion of a paper to its publication. This robbed the journal of currency and 
frustrated contributors. The librarians described the complex decision 
making process followed by them in getting a journal subscription ap- 
proved. The key decision-makers were identified for future promotional 
exercise. The tibrarians also made available listings of various institutions 
in the region which were potential subscribers to the journal. The book dis- 
tributors were not able to contribute much feedback on the contents of the 
journal. However, they made good suggestions on the pricing of the jour- 
nal and how to make it easier for subscribers to make their payments. They 
also suggested that the editor should arrange for his journal articles to he 
abstracted in a number of key international bibliographies which was an 
etfective way of promoting the journal. They further suggested the best 

ways of designing effective promotional materials such as flyers and ad- 
vertisements. 

The editor made changes to the editorial of the journal, and designed a 
marketing campaign using the results of his in-depth interviews. The first 
round of the campaign succeeded in doubling the subscriptions to the 
journal. The editor is now planning to use some of his additional revenue 
to conduct a formal survey of his existing subscribers and potential sub- 
scribers to further improve the journal's editorial and marketing strate- 

gies. There appears a good chance that the journal will be able to break- 
even by the time the donor agency ceases its tunding. 
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views expressed, immediately afterwards. However, researchers 
should be mindful that any information given after the proper 
interview is probably given off-the-record and should never be 
quoted without prior permission. 

Data Analysis 

Tapes of interviews should be transcribed as quickly as possible 
after an interview. The draft transcript should be reviewed and 
corrected, or muffled passages clarified by the researchers as 
soon as possible. Researchers will be likely to forget and thus, be 
unable to fill-in inaudible sections of the tape recording if they 
are left too long after the event. 

The next step is to collate answers provided by the different 
informants to particular questions. A quick way is to photocopy 
all the transcripts, cut them into pieces, sort them according to 
the different questions and post them on to blank sheets of pa- 
per. Note, on to each cut-out, the occupational background of 
the informant providing the answer, e.g., librarian, lecturer, dis- 
tributor, doctor, etc. 

Analysis is done by reading through all the answers provided 
to a particular question, and seeing if they contain any genera! 
trends or make up distinct clusters; e.g., most of the informants 
recommending the inclusion of the same additional types of in- 
formation, all librarians complaining about the clumsiness of the 
search and retrieval software, and all distributors asking for a 

larger sales commission. If the answers are diffused and provide 
no clear trends, proceed with the interview of another batch of 
informants until such time a clear picture evolves. 

Focus Groups 

This research method is founded on the premise that people in- 

teracting with each other, as a group, will contribute more useful 
information than personal interviews with them. There are three 
commonly cited reasons for this: 
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Guidelines for In-Depth Personal Interviews 

1. Select about 10 people for interviews. They should comprise current 
and potential users librarians book sellers and others who have an 
influence on the use of the product or service 

2 Prepare a short list of the most important questions on the market 
mix 

3 Interview each person for about an hour Tape record each session 
and transcribe the recordings immediately after each set of inter 
views 

4 Collate answers to each question to discern trends if any in the 
answers 

5 Plan action to address those issues which are clearly identified in the 
trends of answers provided 

Members of a group will be encouraged to express more 
of their thoughts on a particular topic by the views and 
feelings expressed by other participants in the group. 
The overall dynamics of the group will reveal how peer 
pressure contributes towards the adoption of a product or 
concept. 
People feel more comfortable discussing a topic when they 
are involved in a group discussion on it. 

These assumptions reflect the North American origins of the 
method. Many people in developing communities react in quite 
the opposite way—feeling more comfortable in private interper- 
sonal interactions rather than as a group, and more ready to 
agree, rather than disagree, with the views of the others. The 
latter creates the risk of assertive individuals dominating the proc- 
ess. These risks aside, the focus group method is often superior 
for appraising the appeal for marketability of new products and 
how they are packaged. Group analysis of such products usually 
produce more profound insights than an individual critique. 
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Design 
The researcher and client should draft, and agree on, the 

objectives of the focus groups and the anticipated outputs. 
This should then be translated into the form of a discussion 
schedule. 
Selection of the moderator who will lead the group discus- 
sions is the most important step. The moderator makes or 
breaks this method. Researchers can probably track down 
potential candidates through recommendation from their 
colleagues who use focus groups. An ideal moderator is a 

person who is flexible, has a friendly disposition, is a good 
listener with a good memory. The moderator must feel 
comfortable working with groups of people in fairly quick 
succession. The person should also be able to quickly to 
grasp the product and the research brief. An ability to 
quickly synthesize the many inputs of participants into 
common views or consensus of the group is crucial for 
both, probing the reasons for the consensus, and also for 

preparing the report of the group afterwards. Finally, if 
written reports are required, the moderator should also be 
a good writer. 

Quality time should be set aside by the researchers and 
client to discuss, with the moderator, the research brief 
and the products and services under study. . Forming the groups is the next most important step. There 
is no standard rule about the size of each group. Most 
researchers will form groups comprising eight to ten par- 
ticipants. The objectives of the research will help deter- 
mine the people who should be selected to form the 
groups. For example, if the task is to appraise the market- 

ability of a research journal on aquaculture, then the peo- 
pie who should be chosen will be potential readers of the 

journal: researchers, teachers and students of aquaculture, 
the librarians who order the journal for the readers, and 
the jobbers who purchase the journal for the librarians. As 
a general rule, each group should be as homogenous as 
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possible in terms of age, sex, usage or non-usage of the 
products and services being studied. 

There are four main methods of identifying potential 
participants: random telephone screening, selection from 
the membership of professional or community groups, se- 
lection from databases, and based on a screening of ques- 
tionnaires returned. The increasingly common practice of 
recruiting people from convenient public gatherings, such 
as a trade fair, or just off the streets, should be avoided. 

People who are known to each other should never be 
placed in the same group—friends will inhibit the expres- 
sion of each other's views. Many practitioners believe that 
a minimum of four to six groups must be formed and con- 
ducted to obtain reliable results. 

Selecting a suitable venue is also important. The ideal 
venue should be able to accommodate the group comfort- 
ably. It should be air conditioned, fairly soundproof and 
not have windows overlooking distracting activities. Pur- 

pose-built rooms will have a one-way mirror looking into 
the room from behind which, clients and researchers will 
observe the discussions. The moderators's chair should be 
positioned with its back facing the mirror so that all the 
participants will be looking in the direction of the observ- 
ers. If no specially equipped rooms are available, allow a 
maximum of two observers to sit-in on the discussions. 
The presence of the client and the researcher responsible 
for the study, at the group sessions, is crucial. Their pres- 
ence and observation of the proceedings is the best way of 
communicating the results of the exercise to them. Their 

presence will also allow them to prompt the facilitator to 
probe interesting views evolving from each of the groups. 
There should be an ample supply of paper and pencils, 
and soft drinks for the participants. In commercial situa- 

tions, the organizers would also have prepared cheques, 
or cash, for paying participants an agreed participation fee 

immediately after the event. In the case of information 
products where participants are fairly senior professionals 
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and do not expect to be paid, appropriate gifts such as 

pens, books, etc. should be elegantly gift wrapped and 
presented to the participants at the end of the event. Be 

very nice to the participants because they will become ei- 
ther critics, or champions, of your product (especially if 

you have demonstrated to them a prototype) after they 
leave your group meeting. Unlike commercial products, 
information products, very often, have a small number of 

potential users, most of whom are closely networked with 
each other, so word of mouth impressions are important. 
Provide everyone with a large name tag with only the first 
name of the participant clearly written on it. If culturally 
acceptable. do not identify the positions of participants 
with titles such as 'Professor' or 'Father' (in the case of a 
Catholic priest). All participants should be encouraged to 
interact on as equal a basis as possible. 
The focus group discussions can begin after these prepara- 
tions are complete. The moderator should first welcome 

participants, then introduce him/herself (stress the point 
that the moderator is not a member of staff of the organiza- 
tion producing the product to emphasize his/her neutral- 
ity). The moderator should next review the objectives of 
the session. The length of the session should be stated at 
this stage. Point out that soft drinks are available at the 
back of the room (get some one to serve the drinks, if local 
culture requires that this be done) and announce time for 
the mid-session break. The break is important for the mod- 
erator to consult with the client and researcher if they want 
to probe any aspect of the topic under discussion. Finally 
explain, casually, the purpose of microphones or one-way 
mirror (if used). 
The group should then be invited to discuss a general topic 
to warm them up to the main topics. For example, the 
importance of information in their work. The focus of the 
discussions should begin to narrow after that to build a 

bridge to the core topics. For example, the opinion of par- 
ticipants on the different sources of information which they 
currently use. 
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The group is probably ready by now to address the core 

questions of the exercise. These questions may be pre- 
ceded by a careful presentation of the concept behind the 
new product. A prototype can then be demonstrated. The 
participants are often then given a simple questionnaire to 
complete. The first question may be a five point scale 
where participants are asked to indicate the degree of like 
or dislike for the prototype. The next questions are about 
the reasons why they like certain aspects of it and dislike 
other aspects. 
After the questionnaires are completed, the moderator asks 
the participants to indicate, by a show of hands, the differ- 
ent points along the scale, where participants have marked 
their reaction to the prototype. The purpose is to commit 

participants to their views so that the dynamics of the 

group does not alter them afterwards. Discussions can then 

begin on the reasons behind the members' reactions. The 
moderator can then move on to present a second alterna- 
tive concept and repeat the process for the first. As many 
concepts, as is required, can be presented in this way. 
However, it may be useful to limit the total to a maximum 
of three or four. The moderator may wish to give the group 
a break at this point and also provide him/herself with 
time to consult with the client or researcher. 
After the break the group can move towards summing-up. 
This final session should aim at identifying those elements 
which have been found to be the most attractive, and the 
reasons why the participants find them attractive. The 

group should close after discussing a final openended 
question: e.g. 'Has our meeting today raised anything 
which you consider important to the product which we 
have not yet discussed but which you feel we should?' 

Data Collection 

The proceedings of the discussions may be audio or video 
recorded. All the questionnaires completed by the participants 
during the session should also be collected. In some social 
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settings, mechanical recording of discussions may seriously affect 
the candour of views expressed. In such situations, a person may 
be appointed to act as the rapporteur—a secretary who is able to 
write short-hand will be ideal. The rapporteur should record the 
participants' contributions using the actual words spoken. 

Data Analysis 
The moderator usually writes the main report which summarises 
the proceedings of the group he/she has facilitated. Many believe 
that the presence of the client and the researcher at the group 
discussions is more important, and more productive than reading 
reports afterwards. Subtle yet crucial nuances are difficult to 
record on paper, but can be quickly appreciated by being present 
during the interaction of the group. Such nuances are particularly 
important for products which need to he manipulated—such as 
an interactive CD-ROM—because it is often the users spontane- 
ous reaction to the handling of the product that makes it a suc- 
cess or failure. 

Limitations 

Although this method is a very valuable tool for gathering user 
insights and their attitudes towards product concepts, it is limited 
in many other ways. Results obtained cannot be confidently pro- 
jected to the user population. However, the results can be used 
to design other forms of research which lead to statistically reli- 
able conclusions. It is difficult to control the quality of focus 
groups. Much depends on the 'right' choice of a suitable modera- 
tor to facilitate the exercise, and on the choice of the 'right' par- 
ticipants to form the group. 

Those who intend to use this method should read Thomas L. 

Greenbaum's The Practical Handbook and Guide to Focus Group 
Research published by Lexington Books, Lexington, U.S.A. 
(1988). 

Seminars and Workshops 

This must be one of the oldest methods of market research for 
scholarly and scientific information products. Journal and series 
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Illustration: Focus-groups—Spare Part Catalogues 

The do( umentalist, and head oi publishing ot a large motor parts stockist 
were asked to convert their existing 800-page spare parts catalogue into 
the CD-ROM format as part of the company's overall strategy to improve 
the order processing time-both within the company and at their custom- 
ers' factories. The two were not sure which design and approach towards 
the organization o the catalogue data would work best with the intended 
users of the disc. They were also not sure if their management was right 
in selecting the CD-ROM format for the task. They decided to do some 
user research to answer these nagging questions. 
The first step taken was to commission a local software customising corn- 
pany to create a prototype ot the content format of the CD-ROM. They 
adapted the format of their competitor's CD-ROM catalogue in the crea- 
tion of the prototype. While the prototype was being developed, they 
asked the Marketing Manager to help set up six groups of customers who 
represented the full range of establishments for which the company 
worked. 

When the prototype was available, it was pre tested first on a cross-sec- 

tion of the company employees who had to make trequent references to 
the catalogue in the course of their work. They all loved it and appreci- 
ated the quick search and retrieval software used. Apart from some minor 
changes in the wording of categories of products, no other amendments 
were requested. 

The prototype was then pre-tested and discussed in the six focus groups 
of customers. Like the staff, they all loved the speed at which information 
could be retrieved. They also requested very minor changes in the con- 
tents. However, they all protested at the proposal to distribute the cata- 
logue in the CD-ROM format citing the cost of having to purchase the 
drives. When asked to suggest a more convenient format, more than 70% 

suggested that it be accessed through the Internet as a web-site. Many of 
the customers also requested that a facility to order parts on-line be intro- 
cluced together with the electronic catalogue. It turned out that most of 
the customers were already connected to the Internet to make use of 
other on-line ordering facilities offered by a number of multinational 
companies. 
Armed with the results of the focus groups, the documentalist and head 
of publishing were able to convince management to drop the idea of a 
CD-ROM. The web-site turned out to be a big success halving the order 

processing time. There were also tremendous cost savings from not hav- 

ing to replicate copies of the catalogue, and from not having to pay for 
postage to deliver these copies. 



Conducting Marketing Research______ 

Guidelines for Conducting Focus Group Discussions 

1. Define objectives and anticipated outputs. 

2. Select an experienced and effective moderator. 

3. Create prototypes needed for presentation to the focus groups. 
4. Brief moderator. 

5. Select members of the focus groups. 
6. Conduct the focus groups in the presence of the managers responsi- 

ble for the product or service under study. 
7. Moderator summarises findings of each group, as well as the overall 

responses of all the groups. 

editors have always made it a point to attend professional meet- 
ings. Most editors usually aim at accomplishing two main tasks at 
these meetings: to gauge where current information interests rest, 
and who had the best ideas and information to offer, to meet 
these needs. The information is gleaned from papers presented, 
and the degree of interest, agreement or disagreement generated 
by each paper. All the editors also routinely collect names of 
participants at such meetings for adding to their mailing list of 
people who definitely have an interest in a particular subject and, 
therefore, are potential subscribers or customers for a particular 
product. This was early 'quick-and-dirty' market research. 

In recent years, various agencies (especially donors) have used 
professional meetings in a more systematic way for designing 
new information products and services. These meetings, typi- 
cally, involve a cross-section of the people who will use the prod- 
ucts and those who will produce them. The agenda for such 
meetings will often open with one or more background papers 
reviewing needs, current supply or shortage of information, and 
potential solutions. The meeting may then break-up into a 
number of working groups which discuss in detail, different fac- 
ets of the problem or issue. The outcome, of the working groups, 
will then be presented at a plenary session and further discussed 
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illustration: Seminars; Workshops 

A development agency which had been supporting the sensitization of tradi- 
tional birth attendants (TBAs), from two provinces, on HIV and AIDS related 
issues, found that they did not have a regular communication channel through 
which to receive further information on these issues. The agency approached a 
local NGO, well known for publishing handbooks for the region's rice farmers, 
and awarded them a grant with which to launch an HIV & AIDS Newsletter for 
the TBAs. The staff of the NGO did what they always did when launching a new 
publication. They organized meetings of the intended readership—the TBAs in 
this case. Two meetings were organized, one in each of the two capitals of the 
provinces from which the TBAs came. Both meetings were formally opened by 
the respective Governors of the province. The most revered abbots from the 
capitals' main temples were invited to bless participants, and the Regional Di- 
rector of Health Services gave the keynote addresses. 

The NGO then proposed the idea of the newsletter to the IBAs attending the 
meetings and asked them for their comments on the proposed content, format, 
frequency of publication, and best method of distribution of the publication. 
This was done by breaking up the large meetings into small working groups 
comprising six people. The NGO had discovered, through experience, that peo- 
ple tended not to speak freely in the setting of a large meeting, but would ac- 
tively contribute their ideas in smaller groups. The working groups were given 
four hours to collate their ideas. During this time they also had lunch together. 
The suggestions offered by the groups when they reconvened in the plenary 
sessions produced strong consensus on several points. 
• The TRAs wanted the newsletter to cover all the important health issues, 

not just HIV and AIDS. For a start, they wanted information on jaundice in 
newly-borns, and post natal complications. They complained that they 
lacked a good source of information on all issues, not just HIV. 

• They wanted the newsletter to be heavily illustrated so that TBAs who were 
semi-literate would have less difficulties understanding the messages. • All TBAs asked if it was possible for the newsletter to have a page on social 
matters and news related to fellow members. They saw the newsletter as a 
way of keeping in-touch with their peers on a regular basis. 

• Where AIDS was concerned, the TBAs requested the NGO to design and 

print some illustrated posters on how HIV is transmitted so that they can 
use them as educational support materials when talking to mothers about 
the dangers posed by the virus. They also asked for similar posters to be 

produced on jaundice, diarrhoea, and other common complications if 
funds were available. 

The donor agency, when presented with the reports of the two meetings, were 
convinced of the need to open-up the newsletter to all matters of concern to the 
TBAs. The agency also approved a supplementary grant for the production of 
the posters requested. The newsletter eventually developed into a lively com- 
munication vehicle of the TBAs and was eagerly awaited for and read when it 
arrived every two months. The newsletter has since been extended to cover an 
additional province adjacent to the previous two. 
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by all the participants. Recommendations are often then drafted, 
describing the need for producing various information products 
and the supply of the various services. 

The meetings serve the same purpose as focus groups. They 
are particularly useful for providing insights into the needs and 

preferences of groups of people sharing a common interest. Be- 
cause the products and services are produced with the sanction 
of a major professional meeting, the products and services also 
bear credibility and a valid mandate—very important elements 
when serving a specialist market. 

The main drawback of this method rests with the choice of the 

participants of such meetings. Many professional groupings tend 
to be dominated by closed networks of older members who at- 
tend international meetings because they happen to be in senior 
management positions. These networks tend to be conservative 
and resistant to change. As such, seminars dominated by these 
elder members will not represent the preferences of the younger 
members, who often have very divergent views. 

Box I 

Guidelines for Seminars and Workshops 

1. A reputable organization is appointed to organize the meeting. 
2. Invite a cross-section of the intended user-group to attend. Give the 

meeting status by arranging for it to be officiated by influential and 

respected members of the community. 
3. Provide all participants with ampte opportunity and supportive envi- 

ronment for contributing their ideas to the gathering. Make sure all 
have an opportunity to be heard. 

4. Summarise the main recommendations emerging out of the meeting 
and get the meeting to formally endorse them. 

Survey Research 

Survey research is the most widely used method of conducting 
marketing research. Survey research design refers to a design in 
which, the information about specified variables is collected from 
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a large number of specified type of respondents/situations using 
questioning and/or observation method. The objectives of infor- 
mation collection, in this kind of research, are the summary val- 
ues of variables of interest and the extent and significance of the 
relationships (association) among two or more variables. This is 

quite different from the focus of indepth studies, case studies, 
etc., where the individual or a phenomenon is the focus of re- 
search in a holistic sense. 

Design 
The key elements of design are: appropriate specification of vari- 
ables, design of instrument for data collection, selection of a rep- 
resentative sample of respondents from whom to collect informa- 
tion, information collection, and analysis of information. 

Questionnaire 

Questionnaire/instrument is a document used for collecting the 
information needed for the purposes of research. It essentially 
consists of a set of questions, the response format to record re- 
sponses, instruction to administer, and aids to help in adminis- 
tering the questionnaire. 
On any questionnaire, only those questions which are essential to 
the purposes of the research should be asked. Those which need 
not be asked/answered and cannot/would not be answered by 
respondents should not be included. Each question should relate 
to one variable. Its wording should be simple and it should not 
lead to any bias in the response to that, or a subsequent, ques- 
tion. 

An important decision in phrasing a question is whether to ask 
a question directly or indirectly. As far as possible, the question 
should be asked directly. However, in some cases the respondent 
may not like to answer a direct question. In the latter case, an 
indirect way of asking the question may have to be resorted to. 

Response to a question may be recorded broadly in two ways, 
i.e., open-ended (wherein it may be noted verbatim) or closed 
ended (wherein the respondent ticks/checks one of a number of 
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categories). The response format depends on the purpose of the 
question and the researcher's understanding of the likely re- 
sponses from the respondents. In case the likely response is not 
known, or the purpose of research requires obtaining a verbatim 

response, only an open-ended response format should be used. 
Closed ended questions are easy to administer and analyse and, 
therefore, should be used wherever possible. Categories in the 
closed ended questions, obviously, should be designed to cover 
the range of all likely responses. In addition, one category should 
be distinct from the other. The number of categories used and 
their designation/numbering should be carefully thought about 
so as to capture valid responses from respondents. 

Most questionnaire/instruments in survey research are admin- 
istered by field investigators who need to be trained and super- 
vised. Appropriate administration of the questionnaire would re- 

quire specific instruction. These could be for seeking the co- 
operation of the respondents in answering the questionnaire as 
well as in the manner of administering it. The latter could consist 
of, if and when needed, ways of asking questions, manner of 
recording responses, instructions to skip certain questions de- 
pending on the response to some earlier questions, administering 
a certain portion of the questionnaire to only certain respond- 
ents, etc. In addition, for easy and quick understanding of ques- 
tions and response formats, investigators could be provided with 
certain aids. For example, if responses are sought to a product 
concept, it could be depicted in a potential form or may be as a 

working model. This would help the respondent in understand- 
ing the concept better and thus lead to valid responses. Similarly, 
response formats could be carried on separate cards for easy 
understanding and quick response. 
The questionnaire should be thoroughly tested for any bugs be- 
fore releasing it for large-scale administration. Besides testing 
each of the questions and their response format, it is necessary to 
assess the appropriateness of instructions, sequence of questions, 
and the overall length (time) of the instrument to avoid bias and/ 
or non-response. While testing could be done by experts, it is 
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always better to test the questionnaire on a small number (around 
5) of different types of potential respondents. 

Sampling 

Sampling or selection of respondents involves three decisions. 
The first is the definition of who is the sample respondent (called 
sampling unit). Definition of sampling unit generally forms a part 
of the problem definition stage. The other two decisions are of 
sample size and sampling procedure for selecting actual respond- 
ents. Depending on a definition of sampling unit, a list of all 

possible respondents may have to be generated or obtained from 

published sources (called safnpling frame). Sample size is related 
to the level of accuracy desired in the results. Larger the sample 
size, higher would be the reliability of results. Also, higher the 
level of variation among the respondent population, larger the 

sample size needed. Ideally, a sample of one is enough, if all the 
respondents are likely to respond exactly in the same way. For 

economizing on efforts and costs, in a situation where a higher 
level of variation is expected in the responses, the potential re- 
spondents (population) may be divided into groups so that the 
variation in each group is less. Usually 20 to 30 respondents per 
such uniform grouping may provide reasonable results. 

Sampling procedure is devised to ensure an appropriate 
representation of all the potential respondents. There are two 
kinds of sampling procedures: probabilistic and non-probablistic. 
Probabilistic procedures are used if you need an assessment of 
the extent of error in your results. Three useful probabilistic 
sampling procedures are simple random sampling, stratified 
random sampling and cluster sampling. However, these 
procedures require preparation of appropriate lists of clusters/ 
strata, and within the cluster/strata a list of all the respondents 
(sampling frame), which may be quite costly to prepare in terms 
of both, time and money. Purposes of most market research 
studies may be served, just as well, by non-probabilistic 
procedures. Two of the important non-probabilistic sampling 
procedures are judgmental sampling and quota sampling. In 

judgmental sampling you choose those members of the 
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respondent population who are likely to provide accurate 
information and who could fairly represent the potential 
respondents. In quota sampling you divide the respondent 
population into several categories. The categories are made on 
the basis of assessments of having more similar reaction patterns 
from the respondents within a category and differing reaction 

patterns across categories. A specified number of respondents 
are then sampled in each category. The procedure within the 

category could be judgmental, as described above. 

In formation Collection 

Information collection could be through a variety of contact 
methods. The most frequently used ones are personal interview- 
ing, mail questionnaire, and telephone interviewing. Personal in- 
terviewing, is used the most. Besides being most costly, it re- 

quires detailed planning of field work, training of field staff, and 
supervision. However, it is most versatile in clarifying questions 
in case of difficulty, and observing non-verbal responses. Use of 
the other two contact methods would depend on the availability 
of mailing lists and telephone numbers of the respondent popu- 
lation. In case of mailed questionnaire surveys, the response rate 

(receipt of filled up questionnaire as a percentages of the total 
questionnaires mailed) could be quite low. However, a response 
rate of 20% could be considered excellent. For improving the 
response rate, researchers could use some inducements. How- 
ever, the inducements should be such that they do not lead to 
distortion in responses. 

Data Analysis 
The purpose of survey research and, therefore, of data analysis, 
is to obtain summary values of some variables among the target 
respondents, as well as obtain the extent and significance of rela- 

tionship among two or more variables. Steps in data analysis 
consist of preparing the data for analysis (data preparation), sum- 
marising the data (data summary), selection of appropriate tech- 
niques of data analysis, and obtaining results. 
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In data preparation, filled up questionnaires are first edited so 
that only the valid ones are used in further analysis. If necessary, 
responses to open-ended questions are categorised into appro- 
priate categories. A code book is then prepared which consists of 
the list of all the variables and their respective categories of re- 
sponses. Finally, a master table is prepared which provides the 
categorised response to each variable, for each respondent. This 
is a table in which each line may represent a respondent, each 
column may represent a variable and the value of the response 
on each variable is recorded in the specific cell. 

The next step in data analysis is summarising the data. This 
step consists of finding representative values of each variable, for 
all the respondents. Two summary values are needed. One is the 
'average value' for the group and the other is variation of the 
value across the sample respondents. 

The measures of average value and variation depend on the 
scale on which each variable is measured. In case, the response 
is only a (a number of categories) nominal scale, a representative 
value is that category which has the maximum number (or per- 
centage) of responses (called mode). Variation would be ex- 
pressed as percentage of responses in different categories. In case 
of quantitative data (interval or ratio scale) arithmetic mean 
would provide the mean value, and standard deviation2 would 

provide the variation in responses. Higher the value of standard 
deviation in relation to the mean, higher the variation in the re- 

sponses and vice versa. 

The steps of choosing appropriate data analysis techniques 
and actually carrying out the data analysis could vary from 

preparation of very simple tables to most sophisticated statistical 

analysis. Use of sophisticated statistical techniques requires 
specialised training which librarians/information centre managers 
may not have. In such situation, help of specialists may be 
sought. However, librarian/information centre manager should 

2. Standard deviation is a statistics term. Reader should consult any 
book on statistics to understand it. 
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be able to do two things. First, he should be able to understand 
the objective of his research and identify those variables which 
need to be analysed for achieving the objectives. Secondly, he 
should be able to conduct simple analysis which, in most cases, 
could provide very important insights and in many cases may be 
sufficient to achieve the objectives of research. For example, 
suppose a librarian is testing a new product on a set of 
representative respondents, consisting of several groups of target 
customers. His major purpose is to find likely purchasers/non- 
purchasers of the product and the reasons thereof. For these 

purposes, the research may have two questions. One obtains the 
response for buying the product in terms of Yes/No. The second 
asks for the reasons for such a response. It is easy to visualise that 
a simple table containing number of respondents saying yes and 
no, for each group of target respondents, could be prepared. The 
number could be converted into a percentage, i.e., respondents 
saying yes as a percentage of respondents in each of the target 
groups separately. This analysis would easily show whether the 
likely purchase differ across different groups. For obtaining the 
reasons of purchase/non-purchase, you could make another table 
depicting number of respondents saying Yes (No) and the 
number citing a specific reason for saying Yes (No). You could 
then calculate the percentage of those saying Yes (No) who 
mentioned a specific reason for buying (not buying). The reason 
having higher percentage response could be a more important 
reason for purchase (non-purchase). You could combine all the 
reasons and try to judge whether there are some underlying 
reasons for such responses (a technique called factor analysis 
could be used by a specialist for this purpose). You could also 
find the characteristics/profile of respondents who said Yes vs. 
No and judge what distinguished them (a technique called 
discriminate analysis could be used by a specialist for this 

purpose). 
As you would notice above, only the specialists use higher 

level/sophisticated techniques for analysing data. However, 
simple analysis could be used by the librarian for his own 

understanding and for interpreting the analysis by the specialist. 
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Illustration 

Please see the case study, Marketing Research for Asian CD-ROM 
on Health and Environment, Parts I, TI, HI and IV, for illustrating 
various aspects of survey research methodology. 

Guidelines for Steps in Survey Research 

Instrument Preparation 
• Review problem definition 
• Assess each variable and decide whether the information could be 

collected through direct/indirect question. 
• Assess whether you understand the likely responses to a question 

fully and then decide whether to get the response to the question in 
an open ended format (as description to be noted verbatim) or in a 

closed ended format (depicting all possible responses as categories) 
• Decide whether the question should be asked directly or indirectly 
• Decide on question wording which is simple easily understood not 

having two meanings not introducing bias in response etc so as to 
get valid response 

• Decide the response format being open ended/closed ended If 
closed ended, decide response categories You might like to word 
response categories appropriately to elicit valid response 

• Decide on the instructions to be given to the person administering 
the questionnaire/instrument Some illustrative aspects are 

— Introduction to the research/instrument in terms of its purpose, 
request for help assurance of maintaining anonymity of re 
sponderit s responses and offer/compensation for co operation 
if something is planned The field investigator/respondent (in 
case of self administered questionnaire) needs to have clear un 

derstanding of these aspects 
— The manner of asking question/s and how to record responses 
— Skipping questions depending on the nature of response, if 

needed 
— Additional help to investigator in terms of cards depicting spe 

cific questions or response formats for easy response by the re 
spondent 

— Product/service/promotion description/prototype to which re 

sponse is needed 
— Manner to terminating the interview 

(Contd) 



• Check sequence of questions to reflect the manner/flow in which the 

respondent is likely to have the information and would find the flow 
helpful in recalling unbiased response. 

• Check whether the total time required for administering the instru- 
ment would be possible to be spent by the respondent. Make appro- 
priate changes in the instrument to shorten it, if it is too long. 

• Check whether the responses to all the questions put together would 
be able to resolve the decision/research problems identified by you. 

a Test the instrument on few representative respondents for validity 
and revise. 

Sample Size and Composition 
• Divide the potential respondents into groups which are homogene- 

ous within and heterogeneous across with regard to the most critical 
variable of interest in the study say level of demand. 

• Identify lists, available from secondary sources which represent po- 
tential respondents, for drawing the list of sample respondents. 

• Select one or generate a new one by combining more than one lists 
so that it does properly represent the potential respondents. The final 
lists should have lowest under-representation of different types of 
respondent groups 

$ In case lists are not available, there may be need to generate one 

through primary efforts (field work). 
• A sample size of about 20 to 30 per such group could be taken to 

assure adequate sample size of statistical analysis. 
• From the list each group generated above, select 20-30 respondents 

at random, through generating random numbers on computer or ran- 
dom number tables. 

Field Work 
• Adequate training is required to the interviewer so as to properly 

administer the instrument and to select the appropriate sample. 
• Field supervisor to call-back on respondents interviewed by inter- 

viewers to check fraudulent practices. 
• Supervisor to check a sample of instruments at the end of each day 

to make sure the investigators are performing their duties satisfacto- 
rily. 

Analysis 
• Prepare the data for analysis through editing the responses in the 

instruments for correct filling; provide codes to non-coded responses 
to openended questions (coding), prepare the description of codes 
used for each question (preparation of code book) and prepare a 
master data sheet in which responses of each respondent to each 
question are put in a coded manner (master table). 

(Contd) 
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• Understand each research question and research objective, identify 
respective relevant variables from the master table, and understand 
whether the response is categorical or continuous. 

• Conduct summary analysis. This would mean that for each variable 
identified above, estimate a value representing the response of the 

group as a whole (like mean value) and a measure which represents 
variation in the group (like standard deviation). 

• Understand research objectives, and identify variables whose analy- 
sis is required for achieving the research objectives. Devise tables! 
simple analysis methods for the purpose. If there are too many vari- 
ables to take care for each objectives separately you might like to 
seek help of a specialist. 

Experimental Research Designs 

An experiment may be defined as the actual trial of an alternative 
course of action for objectively observing (measuring) its effects. 
From the point of view of decision making, this design comes 
closest to the ideal for evaluating the effects of alternative courses 
of action. The design is also causative, as the effects of other 
variables (other than the alternative being tested) are controlled 
or isolated to get the true effects of the alternative being tested. 
Therefore, whenever and wherever feasible, such a design should 
be used in causative studies in marketing. 

The basic process of experimentation requires: 

Specification of the alternative course(s) of action to be 
tested and the measures of effects. . Selection of representative sample(s) of target segment de- 
pending on the specific experimental research design. 
Expose the group(s) to the alternative course(s) of action. . Conduct data analysis to isolate the effects of alternative 
course(s) of action. 

Specification of alternative courses of action implies the 

specification of a number of variables to be tested, and their 

specific values. For example, in case of a new product decision 
there may be only one new product which has to be tested. In 
another situation, price and product may be the two variables, 
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each having two values (price A, price B, and product C, product 
D). The researcher might also wish to find out the interactive 
effect between the two variables. Measurements need to be taken 
of both the effects (outcome) as well as the uncontrollable 
variables in the design itself, so that the effects of experimental 
variables could be isolated. 

In the situation of library information products and services, 
some very simple designs could help a great deal in fine tuning 
the marketing decisions. For example, a new product could be 
tested on a representative sample of respondents. The product 
could be given for trial/use. Adequate time may be allowed to 
the respondent for the use of the product. Reaction of respond- 
ents can then be obtained on requisite parameters. Such stand- 
alone experiments on promotion, price, and products could be 
easily conducted and managed by librarians. Librarian/manager 
of information centre should use expert help if several variables 
need to be tested simultaneously. 

Experimental designs are the most complicated, costly, and 
time consuming ones, and are also poor on secrecy. However, if 
adequate care has been taken to have valid and reliable meas- 
ures, the results could be high on validity and reliability. 

SUMMARY AND CONCLUSIONS 

Marketing research is an important function for the mar- 
keting of information products and services. The impor- 
tance arises from both, the lack of understanding of mar- 
keting as well as the lack of knowledge and skills about 
marketing research on the part of librarian/information 
managers. 
Marketing research consists of the following steps: defin- 
ing the purpose of research and the problem definition, 
developing a research plan (consisting of one or more 
studies with their own research objectives, data collection 



Marketing Information Products and Services 

approaches, sampling plan and data analysis), executing 
the research plan, and interpreting the results for purposes 
of developing marketing strategies/action plans. 
Marketing research is best conducted by an independent 
research agency to avoid any biases. However, the librar- 

ian/manager (a client) would have a major responsibility 
in deciding the purpose of research, in selecting the re- 
search agency and appraising the research plan, and fi- 
nally, in interpreting and using the results. The librarian, 
therefore, must be familiar with basic concepts of research. 
'Backward market research' could be used quite effectively 
in defining the purpose of research and for involving the 
staff in it. Bayesian decision approach could be used for 
assessing the value of research and hence, deciding the 
upper limit of the budget for research. 
The chapter described the contents of a research plan and 
the criteria to be used for deciding research designs and 
data collection approaches. It also provided a brief descrip- 
tion of some widely used research designs. However, these 
descriptions, at best. would tamiliarise the librarian with 
this vast field of study. Use of some of the sophisticated 
research methods like focus group discussion, large-scale 
surveys, and experiments for making strategic decisions 

may be left to specialist agencies till the librarians gain 
requisite insights. 
Additional references at the end of the guide could be uti- 
lised for improving the understanding of this field. 
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