Understanding Customers and
Markets Through Research

Mgmt X461.1

Instructor: Matt Disston

Summer 2008

UCIRVINE | EXTENSION




U [rvine Course Syllabus

: www.uci.edu.edu
extension (949) 824-5414
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Instructor: Matthew Disston, DMG Economics (949) 858-8069
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6:30pm - 9:30pm

Course Description

Overview of marketing research. Marketing research and its applications as input to
management and policy decisions. Problem definition. Research purpose and objectives.
Secondary, qualitative and quantitative research. Study design, sampling, experimental
techniques. Questionnaire design, data collection, analysis, interpretation.

Course Objectives
The major objectives of the course are to provide a conceptual and pragmatic understanding of
the research process and its role in aiding market planning. Specific objectives are to:

. Develop participants' abilities to translate management problems into feasible
research objectives

. Familiarize participants with the marketing research process, covering: problem
definition, research design and implementation, data collection and analysis.

. Provide illustrative case studies to develop in participants a working knowledge
of concepts and methodology which are integral to the analytical framework of
market research.

. Explore applications and characteristics of secondary market information,
identifying exemplary sources.

o Develop sensitivity to biases and limitations inherent in market research.

. Introduce participants to traditional and innovative approaches to market

segmentation, product positioning, advertising research, tracking and public
policy creation through market research.

These objectives will be achieved through lectures, guest speakers, readings, group discussions
and case studies. The class will include two exams and an individual project consisting of a
research proposal.

Textbook: Basic Marketing Research, by Gilbert Churchill, published by South-Western
College

The final course grade will be based on two exams (25%), class participation (25%) and the
project (50%).



proposal due

| ' Irvine Course Syllabus
: www.uci.edu.edu
extension (949) 824-5414
CLASS SCHEDULE
Sessions/
Exams Class Topic Readings
1 The role and scope of marketing research Ch.1,2
2 Overview of the marketing research process Ch. 3,4
3 Secondary data — Sources, methodology, Ch.7,8
applications, limitations — Internet
4 Qualitative and exploratory research — Ch.5,6
methodology, applications, limitations.
Meeting held in Irvine at Discovery Research
Group — focus group facility
5/Midterm Review for midterm, 1 hour, open notes — Ch. 9,10
Exam Introduction to the proposal
6 Questionnaire design continued, experimental Ch. 11,12, 18
design/errors, sampling — proposal discussion —
midterm review
7 Measurement — Descriptive research — Ch. 13,14
introduction to survey methodology,
questionnaire design
8 Sampling continued, data tabulation, analysis Ch. 15, 17
9 Data reduction, ethics in market research, Ch. 19, Handouts
proposal review, Case Study
10/Final Review/final exam, 1 hour, open notes,



ELEMENTS OF A RESEARCH PROPOSAL

Summary -- a brief statement of the major points from each of the other sectins.
The objective is to allow an executive to develop a basic understanding of the

proposal without reading it.

Background - a statement of the management problem and the factors that
influence it.

Objectives -- a description of the types of data the research project will generate
and how these data are relevant to the management problem. A statement of the
value of the information should generally be included in this section.

Research Approach -- a non-technical description of the data-collection method,
measurement instrument, sample, and analytical techniques.

Time and Costs Requirements -- an explanation of the time and costs required
by the planned methodology, accompanied by a PERT chart.

Technical Appendices -- any statistical or detailed information in which only one
or a few of the potential readers would be interested.

[N
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PROJECT ESTIMATION FORM

Clerical $35

nalyst $50
Economist $55
Sr. Economist $65

Project:
UCI Proposal

Total Budget:

$20,185

Secondary Data
Initial Meeting 0 0 0 0 2 30 $0 $0 $0 $150
Ex. Data Review 0 0 4 4 2 $0 $0 $220 $260 $150
Guidance Pkg. 0 0 0 0 4 30 $0 30 $0 $300

[ Subtotal 0 0 4 4 8 50 30 $220 $260 $600 $1,080 |

Focus Groups Two groups -- Users and non-users
Administration 0 0 0 0 1 %0 30 30 30 %75
Study Design 0 o 0o 0 4 $0 $0 $0 $0 $300

Fieldwork
Client interview 0 0 0 0 4 30 30 $0 $0 $300
Script 0 0 0 0 8 $0 $0 $0 $0 $600
Recruitment 24 0 0 0 0 $840 $0 $0 $0 30
Conduct Group 8 4 0 0 8 $280 $200 30 $0 $6G0

Report Prep & Analysis
Analysis 4 0 it 0 8 $140 30 30 $0 $600
Report Prep 4 0 0o 0 8 $140 30 $0 30 $600

{Subtotal 40 4 0 0 41 $1,400 $200 30 $0 $3,075 $4,675 |

Consumer Research:
Proj. Admin. 0 0 0 0 2 $0 $0 30 30 $150
Quest. Design 0 0 0 0 6 $0 $0 30 $0 $450

Fieldwork: 400 telephone interviews
Interviewing 200 16 0 0 0 $7.000 $800 $0 30 $0
Editing 20 0 0 0 1 $700 $0 $0 30 $75
Administration 0 8 0 0 1 $0  $400 $0 $0 $75

Analysis & Report Prep.
Analysis 4 4 0 0 & $140 3200 $0 $0 $600
Report 4 4 0 0 8  $140  $200 $0 30 $600

[Subtotal 228 32 0 0 26 $7,980 $1,600 30 $0 $1,850 $11,530 |

Grand Total

Page 1

l $20,185 I
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OVERVIEW OF THE MARKETING RESEARCH PROCESS

The Function of Marketing Research

A Purpose of marketing research.
B. Definition:
C. Product of marketing research.

Information and Decision Making
A Six step process.

B. Problem/opportunity --
Identification -- Marketing research assists in this process

i Establish objectives
a. identifying market segments
2. Measured performance indicates objectives are not being met -
a. calculating market share
b. calculating per capita expenditure
Problem/opportunity --
Selection
-- Prioritize problems and opportunities
Resolution
1. Develop alternatives to meet objectives
2. Evaluate those alternatives in terms of the objectives
C. The Marketing Decision
Marketing Information Systems (MIS)
A Definition
B. Nature of the marketing information system
1. Recurrent information -- Provided on a periodic basis
Internal -- Accounting records, sales reports
External -- Customer surveys, panels, store audits

2

3.

Monitoring information -- Regular scanning of certain sources

Requested information -- One time study

Marketing Decision Support System (DSS)-- Ultimate refinement of MIS
The Marketing Research Department
A. Develop a department vs. "Buy Out"

The Marketing Research Industry -- $1.5 billion in 1984
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THE RESEARCH PROCESS AND RESEARCH DESIGN

Research Process

Nature of Research Design

Steps in Research Design Process
A. Define the Research Problem -- Specify the type of information needed with
the client

1.
2.
3.

0 0 N O

Define the Research problem

Establish value of the research

Select data collection methodology

1. Three types of data sources

2, Three types of information

Select measurement technique -- What output is expected
Select the sample -- who, how many, units of measurement
Select analytical approach

Ethics

Specify timing and cost

Proposal

Potential Errors Affecting Research Designs
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i. Do you know z21] that would be usetul asbout the differences 1n buving habite and
tastes by territory and the kind of prospect?

2. Do you krow why some territories and kinds of prospects produce well and others
pooriy?

3. Do you have as much inforecation as you neec on brand or maker loyalty and repeat
purchasing in your product category?

4. Dp vyou know &ll you need tc krow about buying freguency and cycles 1n your
product category?

5. Do you know who the buying influencers are in each of your product categories?

6. Do you know what other purchases or practices significantly affect the
probability of purchasing your kind of product?

7. Do you know 211 that would be useful about the number, locstion and pertinent
tharactericstics of the pecople who buy vour kind of product?

8. Can you now plot. your share of marke: from period to period, by procuct?

9, Dc vyou know the extent to  which ‘he total market for your type of product Is
increasing or decreasing?

10. Do vyou know whether you are getting your share from the newer, younger (0
clder) users of your product?

]

arkete fpr vyour types of

s
ul

11, Do vyou have up-to-date information on the forel
product?

14. Are vyou satisfied that you are keeping up with changes in yvour prospects buying

habits?
13. Do vyou know whether ycur cuctomers are satisfied with vyour opractices con
inctallation and training - esperle liy compared with vour competitors?

14, Lo you know whether your cucsiomerc are sat:si'ed with your prachtices on servicle
and repairs - especiaily tompared with your competitors?

1%, Do you know whether your customers are satisiied with your practices on crec::is
ang returns - ecspecially compared with your competitiors?

16, Do you know whether your custopers are satisfied with your practices in hancling
complaints - especially compared with vour competitors?

oy
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Do you know all you need to know about your competitors’ sales perforecances by
kind of product and by territory?

Are you and vyour sales forces satisfied with your sethods of setting salee
goals?

Is vyour sales powur deployed where it can do the most good, maximiting vyour
investment in selling costs?

re you satisfied that your sales records and call reports are yielding all
useful 1ntformation ... and that & different eethod of recording and processing

the data s1ght not be rewarding?

Are you sure you know, and that your salespecple are using, the moet persuasive
selliing appeales for each type of customer and product?

Do vou know which accounts are profitable and how to recognize a potentially
profitable cne?

Do vou know all that would be useful abeout vyour customers’ and prospects’
ceactions to your own and your tompetitors’ sales methods?

Do you know what your sales calle cost?

FRODUCTS

23.

Do vou have an inexpensive method for learning customers’ and oprcspe
attitudes toward new products and product changes before ltarge develop
investrments are made? -

cte
ment

Do you have 2 reliable, guantitative method 4or testing the market acceptabil:it

of new products and product changes?

y

Do you have a reliable method for testing the effect on sales of new or cnanged

sackeging? .
Are you satisfied thet you know ail the new and profitable end uses for vyour

producis?

Do you know what might help profits and buyere’ attitudes and reactions fowarc
your current producte and services ... ant your tompetitore?

Do you have & sagtisfactory method for seeking and selecting new procucts
apprepgriate to your ‘marketing methode?

Is your product line adapted to the needs pf all the profitable segments of ypur
potential mariket?

Are vyou sure that adding higher or lower guality levels might not wmake new
prof:teble markete for your progducte”?

ra

el



33. Are you sure there are no items 1n your line whith do not - and never wil}i -
make & fair profit contribution?

X4, Have vyou recently studied ultimate consusers, f0r how vou arght add tp earh
product or service greater convenience cf purchase or use?

DISTRIBUTIGN

35. 1If you are considering introcducing a new product or line, do you know all  vyou
shouid about distribuiors and dealers attitudes about it?

36, Do you know all that would be usetul about yocur dealers attitudes toward vyour
products - and toward your competitors’ products?

-

7. Are you sure you're getting your share {from all the profitable distribution
channels available?

5B. If there are channels vyou don’'t use because you fear using thee would be
resented by established oputlets, have you recently investigatedtheir attitudes

... ant your competitors’ cales practices in "pffheat" channels?

59, HAre vyour distributors’ and deaiere’ sclespeople saying the right thinge about
your products or services?

40, Shopuld vyou tect new or supplementary methods of motivating dealers anda their
salespecple to push your line?

41, Hes your distribution pattern changed slong with the gecgraphical shifts of vour
martet?

ADVERTISING AND PROMOTICN

42. Is your advertising reaching the right people?

43, Is your advertising being read by the right people?

44, = your advertising convincing the right people?

43. Do vyou know how effective your advertising is compared with that of your
competition”

46, Are you sure your advertising seys the right things about your producte,
prospects and markets?

¢7. 1s your advertising as fully coordinated with personal selling efforts az it
should be?

LE. Do you pre-test new campaigns”

49, Heve vou an advertising goal whicn, 1§ achieved, can be measured apart fror

other i{hings that help make saies?

50¢. Is your ms:l asdvertising going the right seople and doing the right Job~
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lt your telemarketing using the right listse? Is 1t using the right benefite”

Have vyou a system that gets the most value and informatior froe your advertieng
inguiries ... and are vou sure a cdifferent recorcing systes would not vyield

greater value?
u you know what your consuser mail is saying about you ... about your thannels?

Do the eelling aids and sales tooie you provide for vour field personnel  and
gictributors compare Yavorable with those of your competitors?

is your budget allocated - appropriately for greater proiit - accorcing 10
producte, territories and market potentials?

fire your consumer promotions price effective?

How are vyour trade allowances being used by channel members, fre they ceost
péfective? Are they achieving the meaturable goals set for them?

1BE/ARNX
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THE SOURCES OF RESEARCH DATA
SECONDARY RESEARCH

The Nature of Secondary Data
A Advantages of secondary data
B. Problems with secondary data
I Availablitiy
2. Relevance

3. Accuracy

Sources of Secondary Data

A Internal sources
1. Accounting records
2. Sales force reports
3. Other sources
B. External sources
1. Computerized/subscription databases
2. Bibliographic databases
3. Numeric databases
4. Associations
5. Government agencies
6. Syndicated services -- panels
7. Other published sources

Example of an Application of Secondary Data

A Sales Marketing Management market calculations
B. Retail demand case study
C. School needs assessment
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TABLE 2

. APARTMENT RENTS AND OCCUPANCY
ORANGE COUNTY 8Y CITY
1993
1893 Average  Hent Real 19593 1992
Surveyed Rent 1992 Percent  Average Average
City Units 1993 (1993%) Change Occupancy Occupancy Change
Enaheim 12,768 $699 $717 -2.5% 94.2% 84.7% -0.5%
Brea 1,820 $749 /81 -4 1% 98.8% 99.2% -0.6%
Buena Park 1,513 $689 714 ~3.5% 94.3% 96.1% -1.8%
Costa Mesa . 7,019 £836 864 -3.3% 95.8% 94.5% 1.3%
Lypress - 1,308 $740 774 -4.4% $7.5% 97.1% 0.4%
Dana Point 536 $930 964 - -3.5% 95.6% 94.4% 1.2%
El Toro/Lake Forest 2,123 £778 788 -1.4% 85.0% 87 .5% -2.5%
Fountain Valley 2,219 $786 815 -3.5% 96.3% 96.5% -0.2%
Fylierton ) £,986 £689 713 -3.4% 85.5% 895.5% 0.0%
Garden Grove 3,058 $726 745 -2.6% 96.4% 95.5% 0.9%
Huniington Beach 7,081 $777 219 -5.1% §7.3% 95.4% 1.9%
irvine 4,913 $942 975 -3.4% 97.1% 95.7% 1.4%
La Habra 988 $634 655 -3.2% 94 .6% 84.2% 0.4%
La Paima 342 $775 798 -2.9% 95.6% 93.8% 1.8%
Laguna Beach 420 $881 969 -9.1% 82.8% 92.8% 0.0%
Laguna Hills 2,276 $824 848 -2.8% 96.2% 94.7% 1.5%
Laguna Higuel 3,473 £999 856 16.7% 95.8% 95.5% 0.3%
Los Alamitos 40 $723 714 1.2% 90.0% 90.0% 0.0%
Mission Yiejo 1,854 $776 794 -2.2% 96.6% 96.2% 0.4%
qmsrt Beach 4,251 $928 982 -5.5% 94.2% 95.4%  -1.2%
range 2,857 $730 762 -4.2% 97.7% §5.4% 2.3%
Placentia 1,150 $809 849 -4.7% 98.7% 98.2% 0.5%
Rancho Santa Margarita 909 $754 768 -1.8% 94.,9% 95.1% -G.2%
includes Trabuco Canyon
San Clemente 844 $782 809 -3.4% 97.2% 96.6% 0.6%
San Juan Capistrano 274 $863 910 -5.1% 95.2% 95.2% 0.0%
Santa Ana 8,104 $733 782 -6.3% 97.2% 85.2% 2.0%
Seal Beach 549 51,083 1,134 -4.5% 98.7% 97.4% 1.3%
Stanton 737 $717 726 ~1.2% 97.2% 97.5% -0.3%
Tustin 2,949 $697 730 -4.5% 96.0% 93.5% 2.5%
Westminster 1,072 $748 768 -2.5% 95.6% 91.8% 3.8%
Yorba Linda ' 816 £911 913 -0.2% 88.4% 96.0% 2.4%
Orange County 83,049 §775 $805 -3.8% 96.0% 95.3% 0.7%

Source: The Research Network Ltd.; 5/93 2877BL2
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Daniel J. Carlsson
FPublic Relations

NEWS RELEASE

Client:  The Research Network, Lid.
Date: Jan. 28, 1994

Contact:  Dan Curlsson, 714/583-2545

ORANGE COUNTY APARTMENT OCCUPANCY LEVELS UP,
[ STUDY

RENTAL RATES DOWN, ACCORDING TO NEW MARKE
~-Construction activity at ali-time low——

LAGUNA HILLS —— Orange County's apartment market is a mixed-bag with
occupancy rates sdg:?ng- up, rental rates edging down, and construction activity at an all-time
low, according to a new study by The Research Network of Laguna Hills.

The study shows that the current occupancy rate of the county's apartment units is 96
percent, up slightly fmm 1992's rate of 95.3 percent, the lowest occupancy level since The
Research Network began its annual study in 1985. There are currently 192,000 apartment
units in the county compared to 157,560 units in 1985.

Even with a rising occupancy rate, coupled with the fact that only a few hundred new
units were added to the county's apartment stock over the past year, rental rates dipped for the

second year in a row, according to the survey. The average tent for all apartments surveyed

is $775 a month, down from $778 a month in 1992

23181 Mill Creek Road, Suite 150, Laguna Hills, CA B2653
(714) BR3.2545 FAX {714) 583-2521



Adding to the lackluster financial performance of the county's apartment industry is
the fact that rent increases have not kept pace with inflation, said Pamela Wooldridge,
principal of the Research Network and director of the study. She noted that the current
average monthly apartment rental of $775 should have been $991 to keep up with inflation

since 1985,

“Orange C@umyia current apartment market can best be described as good-news, bad-
news,” said Wooldridge. "The good news is, the average occupancy raic is rising and Orange
Couniy cemiﬁu;es to have one of the strongest markets in the nation for apartments. The bad
news is, rents have fallen for the secend vear in a row, and historically rental rates in Orange
County have not kept up with inflation. While the market is good for renters, owners are
faced with conflicting signals and an uncertain future.”

The apartment survey, the ninth annual study to be conducted by The Research
Network, includes more than 80,000 apartment units in approximately 500 projects, which
represents about 45 percent of the county's total inventory. The study analyzes the entire
apartment market as well as sub-markets by three geographical regions: north, central, and
south/coastal. The analysis is based on such factors as rental rates, unit mixes, vacancies, and
special marketing incentives.

Wooldridge said adding to the uncertainty of the county’s apariment picture is the fact
that new apartment construction has almost stopped due to the recession and ensuing credit
crunch. Only 674 new units were added to the county’s apartment stock in 1992, the lowest
volume since The Research Network study was inaugurated.

"Between 1985 and 1991, new apariment units were being added to the county's stock



at an aveféga of 55{}{} units a year,” Wooldridge noted. "We hit the construction skids i
1991 and haven't yet recovered, and there is no recovery on the immediate honzon.”

Another complicating factor is the continuing use of move—in incenfives to atiract
renters. ‘Wooldridge said that nearly 70 percens of the projects surveyed offered some form
of incentive, ranging from reduced security deposits to free cable TV,

She noted that every apartment project surveyed in Fountain Valley, La Palma, Laguna
Beach, Los Alamitos, Placentia, Santa Margarita/Trabuco Canyon, San juan Capistrano, Seal
Beach and Wes;méﬁsisr, offered some type of incentive.

*The highest incidence of incentives was in those communities where competition for
renters is greatest,” said Wooldridge. "However, in areas where occupancy is high and supply
is low, there was verv little incentive giving. For instance, in Mission Viejo only 29 percent
of the projects offered incentives.”

Looking at specific geographical areas, the study shows that the north county
apartment market has the best occupancy rate at 96.6 percent with an average monthly rent of
$727, while the central area has the softest market with 95.8 percent occupancy and an
average rent of $720. The south county occupancy is at 96 2 percent and the average
monthly rent is highest at $844,

"The fact of the matter is Orange County, regardless of which part you look at, has a
very solid apartment market that has weathered the recession and the battered real estate
market very well,” said Wooldridge. "Relative to the rest of California and the U.S,, the
county's apartment market has historically been quite strong and the outlook is for that

strength to continue.”

el
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Wooldridge noted that although there are m(}fé than 4,%%@ apartment units planned for
future development, she expects only a small perceniage will actually be built until financing
constraints are loosened. The City of Irvine accounts for approximately 76 percent of the
county's total planned apartment inventory and also lzads the county in construction activity
with 192 units being built. The only other apartment construction is 11 units in Los
Alamitos.

"The shortage of construction funding has been brought on, in part, by the federal
regulation of thé savings and loan crisis and the resulting trepidation among all lenders of real
estate construction loans,” she explained. "The difficulty in securing capital is a result of
current equity requirements demanded by lenders, which many developers cannot or will not
accept. Thus, these apartment projects will not move into a construction phase until federal
policies and lenders' attitudes change.”

The "news” for apartment owners and developers for the next 24 months is that the
county's apartment market will continue to be competitive, although the seeds of recovery
may have been planted with increasing occupancy, decreasing construction, and more limited
supply, Wooldridge concluded.

"The continued decline in units under construction suggests the development and
financial communities Fave responded to the softening market by delaying or discontinuing
projects,” she said.

The Research Network is a market and consumer research firm that specializes in real
estate, with emphasis on residential and commercial development.
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1 DESCRIPTIVE RESEARCH I
SURVEY RESEARCH - PANELS - EXPERIMENTAL DATA
1. The Nature of Survey Research
A. Types of interviews
L. Stuctured and unstructured
2. Direct and indirect
2. Criteria for Selection of a Survey Method
A Complexity of the questionnaire
B. Amount of data
C. Accuracy of the resultant data
D. Sample control
E, Time requirements
F. Response rate
G. Cost
3. Nonresponse Error in Survey Research
A, Reducing nonresponse in telephone and personal surveys
1. Contacting
2. Motivating
B. Nonresponse in mail surveys
1. Predicting response
2. Reducing nonresponse
C. Strategies for dealing with nonresponse
4, Panels
A. Panel characteristics and uses
5. The Nature of Experimentation

6. Ex Post Facto Stidies

7. Types of Errors Affecting Experimental Results
Premeasurement error
Interaction error
Maturation

History
Instrumentation
Selection

Mortality

Reactive error
Measurement timing
Surrogate situation

~eZomHUOw >



DESCRIPTIVE RESEARCH [

SURVEY RESEARCH - PANELS - EXPERIMENTAL DATA

10.

Experimental design

After-only

Before-after design
Before-after with control
Simulated before-after
After-only with control
Solomon four-group design

SECECRol- IS

Statistical designs

A Randomized blocks
B. Latin square

C. Factorial design

Experimental Environment
A Laboratory experiements
B. Field experiments

s



FROen cpgesd Ade
RESERREH DESIGN ERRORS

Error Measurement Before | Event __ | Measurement After
After Only v v
Before and After . v v v
Before -After with v v v
Controi
ontro v v
Simulated Before and v
After
After Only With v v
Control
“ i
v v %
Solomon 4 Group v v
v v
v

N
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The Preparation of Merketing Research Data
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Informetion
from
_Respondent

\a

v

Data

Onllection
Instrument

Coding

Field
investigator
~ Coding-

oITecLlve

Feedback

P

ﬁJ_,..A

i

>

4! ae

-t

\F?ield Sugervissr
Edit
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. Which il sy, of the following frozen food produsis
have you purchased in the pas? year?

Toting’s/lenc's
Pizza Roils [

Bagel Bites ’
Pizza Snacks [ ]2

S

Jeno’s Pizza Pops 53( :
- Ellig’s Pizza Slices |4
Mone of these Cls

- ¥ you have bought Bage! Bites Pizza Snacks, what
did you like most about them? (0

Bite-sized L[]t Bagel crust L[4
Hot snack L2 Pizzataste L[5
Good vaiue L2 Wone of these |6

. How many packages of each product listed below
have you bought in the past 3 MONTHS? OF
CROMES, WRITE IN 0"}

# of PRys.
Pancake Mixes {13}
Caks Mizes T
fieady-to-Spread Frosting
Brownig Mixes
duffin Mixas {18}

. For each product listed below, indicate how many
items you bought in the PAST 8 MONTHS. @F
MONE, WRITE ¥ "0}

# Of Rems
Pancake Mizes Bought
Hungry Jack 21}
Aunt Jemima
Betty Crocker
Wirs. Butterworths
Caks Minss
Ange! Food Cake {29-)
White Cake
Lemon Cake
Yellow Cake

Devil's Food Cake
Ready-to-Spraad Frosting

Chocotlate {Regular} (39}
Witk Chocolats
Dark/Double Dutch
Fudge Chocolate
Any Other Chocolate
Yanilla 47
Lemon
Cream Cheese
Coconyt Pacan

Brownie Mizes

Any Betty Crocker (55-)
Any Duncan Minas
Any Pilisbury

BMuttin Mizes

Any BRAN Muffin Mix (81}
Any BLUEBERRY Muffin Mix
Any Other MuFfin Mix (80) 1

[}
Lad
o
Lt
o
o
H
[
=
el
o]
i
=
il
i3
o
o
[l
=
2
=
w

IF

.Have you bought any FROZEN boneless
chicken products such as chicken rugge!s.
iengdars of patties, i the past 3 monthg? £7X° OME

EOX) N -
ves LI wolle —s(skip 1o 0U. T3

8. How many packages of sach brand have you
bought in the past § months?

i

H

{101

Bangust

Couniry Skillet

Tyson

Weaver

Private Label/Slore Brand
Othar e (24

7. Have you bought any FROZEN breaded frisd
chicken pleces (with the bong-in} inthe past 3
months? {*H® ONE BDX}

ves [t MNollz — (SKIP TO QU1 §) 0

8. How many packages of gach brand have you
bought in the past 2 months?

Banguet

Country Skillst

orton

Swanson

Tyson

Weaver

Private Label/Store Brand
Other e 37}

(23}

hE. 2 8 90 TO BE ANSWERED BY FEMALE HEAD,
No female in househald X —b (RETURN CARD)

. {39}
2. Have you or any other female adults in your
housahold used any of the following liquid meal
replacemaent dris~8 just since January 1, 19547

Female Other 18+

Head Famale
Siim Fast e woy Tt tan
Vltra Slim Fast E L2y o (GO0
Mestio Swest Success L 3 L3 4, 1
Mong of the above L4 Ld?

I ONLY "SLIM FAST™ USED OR
*NOME QF THE ABOVE", RETURN CARD

Z

Ay

10, Please "X" the forms of Ultra Slim Fast or Nestle Sweet
Success drinks that were ever used under Column A,

Then for gach brand used, "X" tha one form that

was/is used most often under Column B, and the one
form that is most preferred by vour househoid under

Column C. a 8 c
Ever Mozt Preler
ifltra SHm Fasg Used Often Most

Powdered Wix in & canster | L' [ 7
Other Drink Form {single serve X
pouches, cans or carfonsy L2 [1z [z

................ R L L L L L L L LT Lr T T Ty P O,

A 8 g
Ewer Bost Prefer

Meostle Sweet Success Use¢ Often  Most

Powdered Mix in a canster Lt L1+ [ fasam
Other Drink Form {single serve -
pouches, cansorcartonsy Lz [Je [De =z

Ty
(%3

3t qaz-aa



THAVEL SLULY L BOTH SIBES T 8 TOUEEED v
THE ADULT WHO TRAVELS MOSBTIH
Travel is any Bay Trip out of your iocal area (50+
tmiles one-way} o any Minhi Away frorm home.
Didswill you or anyone in your household ravel in,.
5. Past 12 months? ves L] Mol
3. Pasi 6 months? ves [ ] pol ]
10, Mext 8 months? ves [ Mol
Q.11-20: Foryoupersonally: T4l g | ¢ | b

Hecord travel plans for Hext | Year Age

ha oy § months thi i = it

the next s 1his yea € months| § months
Fab "84 -] Fel ‘93 -«

{February "94 thry July '94)
§§ Jub ‘84 Jud 'S3

or business in column A
or lgisure in column B
nacord actual iravel for

ihe same period 3 grear age
{February '93 thru July '§3)

‘or busingss in column

for leisure in column D

11 your # of ravel days?

12 # of days in hotel or paid
acoommadation?

13, your # of times travel by air?
14, # of timas travel mainly by
personal car?

185, # of timas rem & car

16. # of times travelf cul of 1187

1 7.4 of tirmes trave! with children?
18.# of timss trave! closs o home
19, # of timas stay with Fiends

of relatives?

20, # of imes made hota!, Diang
of rantal car reservations

Business
Lelsure
Business
Laisure

2%. Check the item
that most affects
your iravel plans.

Curront
EConomic
Situation
Trivuwet
safety
Overahl
oot of
trpvsl
Othsr

22. Do you plan to gamble at a casing in Nevaos or
New Jerssy or on a riverboal or Indian reservation
in the next 6 months? Yes Mo [

Chack ing answer fnal bes!
dascribes how you compare the
following items to fast year:

Botier

Worse
Same

23. Overali cost of ravel?

24. Travel salfety?

25, Current U.S. economic situation?

26. Your currant financial situation?

27, Your fulure financial situation?

Check the answer thai 0sscribes
how you compare the cost of the
Foliowing items 1o fast vear's costs,

Higher
Lower

Samw

8. Airlins tickets

29. Hotel rooms

30. Car rentals

31, Approximatety how many people work at your
company, including branch offices?

32, Are you a member of AAA aULo Clun s

ves [ ] HNo L]

=
Lt
3
wd
o
fa]
=k
]
wld
u‘é
s
U
fo
U
i
=y
[
bt
2 ¥
[l
=
p—

if

|

THE ABULT Wi

WHOSTIN

TRAVEL §TUDY : BOTH SIDES TO BE COMPLETED BY
BAYEL

o §

Mour Agsr

Sex: [} sale

[7] Female

Ty

. For the past 12 months, write in
number of nights spent in

imigurs, IF NONE write 0™,

HOTELS/MOTELS 2t listed price
rangas per night for business andg

7

$45 - 70
$71 - $100

nder §48
B4 #

Pzst 12 months, # of business nighis

Past 12 months, § of lelsure nights

Answar Questions 3-8
f#or sach holel/motsl
chain Histad

3. Write in # nighis
spant in fast 12 mos.

Travelodgs
Courtyard

Comforl Inn
IMarrign

Residence Ing
e Ouints

Howard Jobnsow
Bsmade

fiad Noot
Radisaon

1 BONE write "0

%, i staved in lagt
2 years

5.+ i stayed over
2 y2ars agoe

EVER STAYED AT,

5. For gach chain you | ¢ = Foor ug:

tei1d EFzcelien

rate from 1-10 for
the listed items:

TLC Y H

BRRRD R LG

a. Uveragil satisfaclion

&.Yaius for the money

t. Likalihood 10 stay
in next 12 mos.

g. Consistent quality
thraughout the chair

€. gﬁzczeﬂcy of the
rasgryation system

p. Fast & sfficient
check-in/check oul

y. Hotei restaurant

n, Alractive room
dacor

m. Overall service
quality

1. Convenient iocations

k. A quigt room

j. Newer modern
rooms

&, Atiraclive hotel
building & grounds]

h, LOW DNiCes

g. Safe feeling from
harm

4. Well-maintained
hote!

fa Friendly/helphyl staff

¢. Evarything in room
WOrKS

¢. Clean hoteis

I

nEn o=l s

?e dhid DHF

TOS T 1 wbeDd



PLEAZE READ OTHER S1DE FIRSY
4. Which cleanser or acne products have you used in

he past 4 WEEKS?

Pans! Qihar
Member  Famals

Acng Treamment Products L3 wo [t 4w
Acne Cleansers/Pads L L2
Astringent/Tonsr {13 s
Bar Soap 4 il
Mon-Rinsing Cold Cream [J® Lls
finseable Cream or Lotion Cleanser [® [ 186
Foaming/Lathering Cleanssr Ny 17

Sa. Please "X gl facial cleansers used IN THE BAST 3

MONTHS?
Bb. Ploase "™ gl facial cleansers used IN THE PAST 4
WEEKS. pass, oTHER
MEMBER FEMALE
Past  Past | Pal  Past
Zos. 4 Whs. | 3 405, 4 Wi,

Avon Cleansers T ey O O
Clearasit Daily Face Wash ]2 1z Oe
Clearasi Medicated Deep

Cleanser s s [Js [
Clearasit Pads e [Oal Qe e
Clinigue Cleansers s Lls| s [Je
Dove Beaity Wash [Js Ol [ls s
L'Oreal Plenitude Cleansers 17 [Jv) 7 7
Neutrogena Cleanser [Je [le!l [is [a
Original Noxzema Skin Cream{]e  [Je| [Js e
Moxzema Plus Skin Cream  [Jo [Jo | o [Jo
Noxzema Sensitve Skin Creard_1x  [ix| Ox [
Woxzema Astringem Cie sl 3a [n
Hoxzema Pads 1 Dy 8- )
it of Olay:

Facial Cleansing Lotion Lz [J= O= O

Foaming Face Wash 3 [day O s

Refreshing Toner 4 [1s] D1 [

Water finseable Cold Cream]5 []-51 []-5 [
Ouy Cleansars s sy []s s
Oxy Pads e Dol O O
Fond's Celd Craam s s [I-s [1s
Other Pond’s Cleansers Cls el O [l
Sea Breaze Antiseptic Ljo e e [
Stridex Pads Cix x| LI [Jx
Suave Foaming Face Wash L [« [ =
Suave Medicated Skin Creamn L+ [Je 1 Tie [h
Other clzanser Oz DOz LJe (e
Da not use cleansers Ois [Js) TJe s

{41-43} {46-48}

cleanser? {"X" DNE) Saned
Mombar

Other
Fomsls

{50-52) (34-57)
6. How many imes per week do you use a facial

Less than once a week/never D‘ G [t 6

1-2 times per week
3-6 times per week [33
7 of more times per week L4

(e
[]s

K

7. How would you describe the sensitivity of vour

facial skin? {"X" ONE}
Extremnely Sensitive

Yery Sensitive L2
Somewhat Sensitive s
Slightly Sensitive [ 14
Mot At All Senstive (s

k]
[
s

OOt ws) [0 )
[z

]
it
o

e

105 & 17 hb20 T0 w98V O

Both sides of this card are 10 be complelsd b
ihe female pane! member, and one other fem

SY Y
3zt

6‘

nousehoid mamber 13 yvears of age or older,
fa. Piease "X7 gl facial moisturizers used iN THE PaST

3 MONTHS?

to. Please "X° gl Tacial moisturizers used IN THE PAST

4 WEEKS, Pangt Member | Diher Fernele
YRITE M AGE: —b o s;grs. ygs.
%6t Pasi | Fast Fas
i;g?gg%’m@g; 3h08, 4 Whe. | 3 Mom. 4 Wk
Avon Moisturizers Cae OOed [ o
Clinigus Moisturizars Ol Dl D2 e
L'Craal Plenitude Moiswrizers [ 13 21 [J3 [)2
Mary Kay Moistwizers Ohe el e e
Neuirogena Moisiurizers 1’3‘5 Os ) e [0
Mivea Visage Moisturizer Do Lys [0
Criginal Noxzema Skin Cream [3 o0y L Ll
Noxzema Plys Skin Cream L8 [Je | s je
it of O?Eg:
Hoauty Fluid (pinklLotion  [J9 ([Je | e (]9
Moisturg Repienishing {pink)

Cream g 8t ije [Joi DOe Jo
Night of Olay Cream Oi= D= Ox =
Baily UV Proteciant

{vefiow/white)-Lotion Cls ey Ma [in
Daily UY Protectant .

{ysilow/white)-Cream i [ D L]
Cil Fres (white)}-Lotion Clz Ch=)p g2 [
Ol Free (white-Craam g e [ O
Sensitive Siin (white}-Lotion [J-¢ [14] D¢ L]~
Sensitive Skin {white)-Cream [ J-5 [J-5] L5 []
intensive Complex-Tube s [Je]| L1s [
Hydro-Gel/Hydro-Night Gel Q S N

Bond's Dry Skin Cream (el Os [
Other Pond's Moisturizer D 9 30y [ Q ¥
Suave Moisthuizer e Doy (o o
Vaseline intensive Care Lotion % L[ L% [
Other moisturizer = On e =
D0 not use moisturizers v O [
(2022 {26-28)] (31-33) (37-39)

2a. Which form or forms of facial moisturizer do you
curently use? ("X° ALL THAY APPLY}

Fonst Miarnbar | Other Famais
& Iotion with SPF# on the label [ ]123) MENER
A lotion without an SPF# 2 8 2
& cream with SPF# on the tabel E]
A cream without an SPF# e e
2, Which form of facial moisturizer do you use most
often {"X~ ONE}
Lotion RR [N
Cream e g
3. How many times per week do you use & facial
moisturizer? {"X° QNE}
Less than once & week/never []1 (2% 1 e
1-2 fimes per week i Ll
3-8 times per waek 13 QS
7 or more times per week L4 e

]

¥
Y]

L e

T w¥gY 08MF 0OFED

TOS T 17 hbel
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5. Have you bought any FROZEN bonsless
chigken producis such as chicken nuggess,
tenders or patiies, in the past 3 months? {TE OHE
SQX} if

ves L1 wo 02 —» skspToou. 1

8. How many packages of gach brand have you
bought it the past 3 momths?

Bangust {10}
Country Skillet

Tyson

Weaaver

Privais Label/Siore Brans

Cther (20}

7. Have you bought any FROZEM Breaded frieg
ohicken pleces {with the bone-int inthe past 3
monthe? {"X° ONE BOX)

ves L' Mol —piswip o ou. 5y o2

8. How many packagss of gach brand havs vou
bough. in the past 8 months?

Bangust {23}
Couniry Skillet

worton

Swanson

Tyson

Weaver

Private Label/Store Brang ’
Other (37}

QA S & 10 TO BE ANSWERED BY FEMALE HEAD.

Mo female in household []¥ —» (RETURN CARD)
. (29
8. Have you or any other femnale adults in your

household used any of the following liguid meal
replacement drinks just since January 1, 15947

Famaie Other 18+
Hagd Famals

Slirm Fagt Clr o) [t 1)

iltra SHm Fast L2 ] {ZOTO
Nestle Swee! Success |12 [ Qu. 10}
Mona of the above 4 L4

IF ONLY "SLIM FAST” USED 08
"MONE OF THE ABOVE", RETURN CARD

10. Please "X” the forms of Ultra Siirn Fast or Nestle Sweet
Success drinks that were gver used undsr Column A,
Then for gagh brand used, "X" the one form that
was/is used most often under Column B, and the one
form that is most preferred by vour househoig under

Column C. A B ¢
Ever BMost Prefer
Ultra Slim Fast Used Often Most

Powdered Mix in a camister L1t [ J1 [ ] 42
Other Drink Form (single serve
pouches, cansorcartons) [ 12 [z [z

A B kY
Ewar dost Prefer
Mesiie Sweet Success Used Often Hiost
Powdered Mix in & camister | [t []1 [ (4547
Qther Drink Form {singie serve
pouches, cansorcartens) L2 1z (T2 =m0

"g‘h



DESCRIPTIVE RESEARCH 11
SURVEY RESEARCH - QUESTIONNAIRE DESIGN - ATTITUDE SCALES

Questionnaire Design
1 The Nature of Questionnaire Design
Al Required Information
2. Question Content
A, Be sure of the need for the data asked for
B. Does the question produce the data required
C. Can the respondent answer the question
D. Is the respondent willing to respond
E. Effect of external events -- experiment error -- bicycle survey after a

week of bad weather.

3. Decisions About Phrasing
A The meaning of words
B. Biased and leading wording
C. Implied alternatives
D. Implied assumptions
E. Frame of reference

4. Decisions About Response Format
A Open-ended questions
Advantages - don't influence respondent, provides more feel.
Disadvantages -- Cost, interviewer error, try precoding.

B. Multipte-Choice Questions

5. Question Sequence
6. Physical Characteristics of Questionnaire
7. Pretest
8. Multi-national Questionnaires
A Language
B. Cultural patterns
C. Respondent characteristics

I

&
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il Attitude Scales and Rating Scales

1. Rating Scales
A Non-Comparative Rating Scales
B. Comparative Rating Scales
C Rank Order Rating Scales
D. Constant Sum Scales
2. Attitude Scales
Al Semantic Differential Scale
B. Stapel Scale
C. Likert Scale
3. Measuring Emotions

Ti Derived Attitude Scales

1. Conjoint Analysis
A Approaches
B. Selecting Attributes
C. Data Collection
D. Analysis of Conjoint

22

F.

Issues in Conjoint Analysis

1. Is Conjoint Appropriate

2. Are Attributes Independent

3. Should Price Be Used As An Attribute

Applications of Conjoint

2. Perceptual Mapping

A

B.

Attribute Base Perceptual Mapping
1. Factor Analysis

2. Discriminant Analysis

3. Correspondence Analysis

Nonattribute Based Mapping
1. Simple MDS
2. Joint Space Maps

o



T 82
QUESTIONNAIRE CONSTRUCTION

1. Preliminary Decisions
Exactly what information is required?
Exactly who are the target respondents?
What method of communication will be used to reach these respondents?

2. Decisions Abour Question Content
Is this question really needed?
Is this question sufficient to generate the needed information?
Can the respondent answer the question correctiy?
Will the respondent answer the question correctly?
Are there any external events that might bias the response to the question?

3

3. Decisions Concerning Question Plirasing
So the words used have but one meaning to all the respondents?
Are any of the words or phrases loaded or leading in any way?
Are there any implied alternatives in the question?
Are there any unstated assumptions related to the question?
Will the respondents approach the question from the frame of reference

desired by the researcher?

4. Decisions About the Response Fornat
Can this question best be asked as an open-ended. mulitiple-choice. or dichoto-

mous question?

5. Decisions Concerning the Question Sequence
Are the question organized in a logical manner that avoids introducing errors?

1

6. Decisions on the Lavout of the Questionnaire
Is the questionnaire designed in a manner to avoid confusion and minimize

recording errors?

7. Pretest and Revise
Has the final questionnaire been subjected to a thorough pretest. using
respondents similar to those who will be included in the final survey?

136

os
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T4 1GUEST

. |4 We want to make sure we include all segments of the population in our
study, what is vour zipcode plesse? (C{RCLE)

\ "

%2624 92630 g2662 92675 92688 82707 =\ mosd ma mee,
82625 92851 92683 32877 92691 82708 ‘iﬁ ot e

92826 92653 92666 92878 92692 22714 } Vg,
82627 92860 82669 32673 32701 92715 ?

32629 92661 92672 92680 82705 9272
Tel. S S
Time Started Time Finished Minutes: :
Interviewsr Bate Of Interview
Hello. My name is and I am with The Research Network
. . Atd., a local consumer research firm. We are conducting & survey about
fashion and shopping in vaur area and wou ik 3 i
(2 o o, ShTPRing b Your area ouseho‘; e to ask vou & few questions.

First I would like 1o det some idee of vour fashion orientation.

1.

-1

-2

I'm geing to read a list of five descriptions of peoples sardrobes.
nunber best describes your own wardrobe? o ma wety)

which

I prefer to wear traditional styles that stay in fashion for several

Years.
Most of my clothes are in traditional styles, but I alx in some of 2he
newer fashions.

I only wesr the new popular styles, but I avoid resl high-styled

clothing. While some of my clothes remain in style for 2 couple of
yvears, much of my wardrobe changes from one sesszon to the next.

Host of my clothes are the nevw popular styles, but I mix in some high-
styled clothes.

[ only wear real high-styled clothes. Yery lititle of sy wardrobe

carries over to the next season.

R



Now I will mention some gtatements about apperel and apparel shopping. For
each statement, tell me whether you strongly agree, somewhat agree,

somewhal dissgree or strongly disagree.
{ BCYTATE ) Strongly Somevhat swhat  Stronglv

Asree ARree Dizsgres  Disagree

2. I tergd to wear styles which oo B
are similar to those worn by - e ae
my friends and associates. -4 -3 -2 -1

ido vou strongly egree,

semevwhat agree, 21c.)

3, I deliberately buy apparel
which mukes me stand out. -4 ~3 =3 -1

4. I buy the latest fashions
byt not too far ahesd of
the others. -

5. I’m uncomfortable wearing
clothes that are sexuslly .
revealing. wd

&, My wardrobs iz neot gverly
affected by pnew fashion
trends. =4 -3

I am onlv slightly sware of
fashion trends. -4

]
s

-3 - -1

Now, 1 would like to ask several questions about vour shopping hebits., I'm
not asking about grocery shopping, but all the other shopping for clothes,

gifts, and specialty items., ste.

{INTERVIEWER: ASK WOMEN ONLY)
B. Please describe the size grouping in which vou buy most of your own

clothes? b A,

-1 ~8 Hiuses and Pepdte

-2 5/ -7 Junior, Misges and Petite
-3 iy ard Misses -8  Wemen's Lafge

-4  Pef) -9 Vomen's Large and Othap
-5  Jmior and Petite -10 Other {Specify)

The last time you bought a .... for yourself, about how much did it cost?

Blouse 13. % Dress Shirt

__ skirs 14. 8 Sdit
Davtime Dress 15. ¢ ‘Pair of
Pair of Leather 7 Casuml Slacks
Dress Shoes iB. ¢ s Paip of

Dress Shoes

A
L9 3



i7. Could vou tell me approximately the total veu spent for your own clothes

and accessories, including ;jootwear, during the last year?

$ .20 { INTERVIEWER "DKTOIF DON'T  KNOW, BUT o- IF
ZERDS A e e TR

18. Wwhich of these statements best describes the extent to which vou lock for
sales or specials when shopping for clothes? — clecig I

=1 Almost ah of @y clothing is purchased on male.
-2 I do purchase gsale items when possible, but =

is not ed on sale.
=3 I almost never find clothing on sale that 7T wish to purchase,

h of my clething

Now I would like to ask several questions sabout the shopping malls vou shop

at.
19. Please tell me which shopping malls you have shopped at in the past thres
months ., .

20. Also, which ONE mall do veou shop at most freguently? \
£ Pullos 8D Fo

{DO NOT READ RESPONSES) iR ml s s
&G.%818 . 820
Past 2 Most
Shopping Mall ) City Honths Freguentlv
Crystal Court Costa Mesa Broadway, Robinsons -1 -l
Fashion Isiand Newport Beach Robinsons, Brosdway, =2 -2
{ Newport Center) Buffums, MNeimen-Marcus,
Bullocks Wilshire
Huntington Ctr. Huntington Bch.Broadway, Mervyns, =3 -3
JC Perney, ¥Wards
Laguna Hills Msll Laguna Hills Sears, Buf fums, - [=4 =}
Broadway, JC Penney
(1E_RESPONDENT MENTIONS LH MALL FOR EITHFR, ASK © 22 o
¥ain Place Santa Ana Bullociks, Nordstrom, =5 =5
{Santa Ans Fashion Square) Robinsons .
Hall of Orange Orange Broadvay, Sears, =& -
' JC Penney =3 =
Misgion Viejo Hisgion ¥iejo Bullocks, May Co..
Mall , Robinsons, YWards
=8 -8}
Coast Pleza Costs Hess May Co, Sears, Bullocks,
South Nordstrom, Seke 5th Ave.,
I Magnin
23
{1F RESPONDENT MENTIONS SCP HMALL FOR EITHER, ASK @
- -4
The City Orange JC Penney. May Co 8
Yestminster Mall Westainster Sears, May Co., Buffuss, =10 =10
- Robinsons .
mil .

Other _

sof g 2 P, e ﬁ;&&} %r V@P,’Jrar.v il o2
& é (3.9“ g &




approximately how many minutes does 1t usually take tgﬂ&he mall vou most

2.
frequently shop at? (SEE ©. 201 =~ W@*ﬁfsé > @ﬁééc

minutes

(SKRIP TO @ 28 IF HAVEN'T SHOPPED LAGUNA HILLS, [ZISSION VIEID OR SOUTH ODasT
PLAZAS
In the pasi three months, do vou find vou are shopping at laguns Hills/Mission

@ Lol S SO -]

Viejo/South Coast Plaza mall mofe or less frequently than s year age? Why”
{DO NOT READ HESPONSES -- ONLY ONE RISPOMSE PER MALL)
Q.24

-

e &4 }
& | _(Hission Vieio
Migssion Vieio

B More Freavently = Laguns Hills
Location convenient to work/home -1 =3 -1
Goort Choice of stores -2 -2 -2
Has mv favorite store =3 -3 =3
Renovated/rebuilt =4 - -
Mot so crowded as cother malls =5 -5 -5
Hew/modern/ just opened -5 - =5
Pleasant atmosphere F - =%
Prices reasonable -8 -8 -8
Smaller/easier to get around ~3 ] -9
Parking convenient =10 =310 =14
Good guality stores/restaurants =11 -11 -11
Good service -1 ~12 -12
Recently moved -13 -13 ~-13
Uther &;os Kok ISP PR X vwm“"‘n“i ~14 -1d =14
\&?%‘ =8 o 7w

ﬁ 2.25 S.28 9.27
e 1258 _Freauently Laguna Hills So. Cst Plza Mission Vieic
Location no longer conveniesnt =3 =1 =1
Freewavs make %too difficult to get to -2 - =2 =2
Selection of stores became limited -3 -3 -3
Too crowded -4 i -4
Prices became too high -5 -5 =5
Parking inadeguate/inconvenient =§ -5 =5
Better mall opened mesrby -7 -7 =7
Too large/too spread out ] =8 -
Too old/run-down -9 -9 -8
Poor service =310 =10 -1
Recently moved -13 =11 =31
Other =12 -1 =12

%%&_3

Ly

Al



o g e S MJK‘&’??R:"

wWhat do vou like best about (PROMPT: Most frequent mall ©. 207

It's convenient -1

Has a2 good cholice of stores -2
Haz convenient/adequate parking -3
Has plessant atmosphers -4
Feeling of securitv/safety -5
Has 2 nice class of pecple who shop 2t this mall «H
it’'s new/moedern -
Hes a good selection of restzurants -8

Has a2 movie theater
Has aﬁilv;taes far children
Jther & BN N vy “’“ia s

What sometimes disappoints vou about this Mall”

Limited selection of stores/store tvpes =1
Parking not adeguste/convenient -2
Too crowded -3
Mall needs better/more restaurants o
Prices are (have become) too high =5
Should be enlarged/renovated/medernized -5
Too spread out/too large =F
Service problems ~- rude salespeople/mall mngmnt -8
/poor training

Location not convenient =G

-10

Poor access
Mher .= AV TS ”sgu‘g) ap & Fhes =311

bng



Which ONE deperiment store do vou shop most often to accomnodate vour

a0,
clothing needs? (PROMPT: WHIRE 15 THAT! C3 it o -1 _
(D0 NOT READ FOLLOWING LIST:
¥ MIT SHOP ANY DEPARTMENT STORES . .. vsn v ncaras -3
South Cosst Plaza in Plac
Bullock’s...oaee.. ~2 Buliock Bronans 30
1. Magnin.-socsacas . =3 Hordirom S .. .. k¥
May COMPRNY.«co.n0. =4 Bullock's Wilshre, 18 Robinson’s..... 32
HOrdstrom S, . coe000 =5 Meiman Marcus...,-17
Sak's Fifth Ave.... -8 Bobinson's....... -i8
EeBTScccscdonsnsanen =F
Sreadwﬁs ............ -8 Discount Bept, Stores
Robinson'S. cceovsen -3 Loshmann's. ...... =18
Marshall’s....... =2{
Mervyn's -21 Mervyn's 37

%uffum Becovoos 4@
May Company....41
Robinson's.....42
May Company...... =11 Buffum’s...... «27 SERIS caccansos 4%
Montgomery Ward..-12 Penney’s......-28
Hobinson 'S....0.. -13 SERrS. .o ennans -29
OTHER: (PLEASE SPECIFY) | odrir s,
auntl TR 29
ang e

PO A ™

44~ (Mall} ] ?m:@ SN

_ 45~ {Retailer) g
-7 N oot

31. How many times in the past year have you purchased clothing from
Nordstiren either by phone or thru the msil?

FaB e

32. Which store, other than department stores, de you ghop most often Lo
coommodate your clothing needs? (USING PRECODED LIST, WRITE NUMBER OF
CODE BELLW: )
m‘an R ”1
wDE gg-ym 5@&5“@.? @kg&‘é"
OTHER

g
i



Mow | would like to ask 2 few questions, Ior statistical purposes only.

. 33. would you define your job a&s white collar, bhlue callar, self employed op
military? Or are you retired, primarily a student Or just not emploved

outside the home?

-1 White Collar =4  Military
-2 Blue Collar =3  Retired
-3 Self Emploved =8 Mot Emploved Qutside
the Home
ioy =7 gﬁiﬁ@ﬂt
g B mebooasd woibhon
éjé o 34.How many in your household, 18 vears and vlder {Including vourself), ape
o emploved oulside the home for at least 20 hours PRr wesk?
P Pomrmgde B
{¥rite in mumber of persons, )
35.Can you describe for me who they are? Are they:
-1 Yourself Only =%  Spouse Only -
- Yourself and Your Spouse -6 Spouse and Otheris! -
-3 Yourself and Other(s) =7 Only Other(s)
=4 Yourself, Your Spouse and Otheris]
=8 Other 'é’,'.,ﬂr) o5 o
s’ife‘s" fﬂ‘j
36. Including yourself, how many people live in your household”?
. {Write in Number.) ne rerga s
37. %hich of the following categories corresponds to your age group?
-] 18-19 -5 35-39 -3  B55-%g
~Z  20-24 =8  40-44 ¥  80-84
-3  25-28 =7  48=4% il 85e
-4 A0-34 -8  50-54

3B. Are there any children under 21 in your household?
-1 Yes ~2 No {SKIP 10 42;

How many of them apre:

A ., T £ & éﬁm‘&

39. Under 10
40. Between 10 and 18
41. Between 17 and 20
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@ For sour prirmary residences, do you:
1. .7 {yem a Fouse? 2 0 Fentarouse?
2. O Qwn a Townhouss or Condominium? 4. L3 Rsatan Aperment, Toemhouss or Condominium?

s g

26 [J shle/Devononal Heading
27. [0 Heatthidatural Foods

G3. 5 Physical Finsss/Exerise 28, L] Photography
04. O Runninglogging 28, & Home FumishingDecorating
08. T Snow Shilng Frequenty 30, B Amendng CullireliAns Events
68. O Tennis Frequsntly 31. {J Pashion Clothing
07 [0 Camping/Hiking 32, 0 Fine AsVantigues
98. [ Fishing Froquently 33. [@Foreign Travel
0g. O Hunling/Shooting 34, O Vravel in the UiBA
0. 1 Power Bosting 35, ] Gourmst Cooking
11, 0O Saiting 36, {1 Wines
12, ] House Plants a7
2 O Grandohiidren 38
14 O Mesdiswondinitting 39,
15 [ Vegeiable Gargeming 40.
8. [ Flowsr Gandaning 41,
17. [0 Sewing 42
18 Cratts 43
19. 0 Automolive Work 44,
20. G Eectronics 45,
2t. {1 Home Worshop/o I Yoursel! 48.
22, 3 Recrestional Vehicles 47.
23 0 Fecormds/Tapes/Chs 48,
24. Buy Pre-Recomed Videos 48,

50.
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veu 1 19](3[3]29 spousa | 21011 417 [l44 7]

D Prosss chock st that apaly to your housshold:

1. @ Reqularty Purchase ftems 4. O Suppor Hean Charfiss 8. B Haves VCR
Thiough the Mait 5. @ Subscribe to Cabie TV 8. E‘g:xpwmpmer
2. g/m\!ﬂmmm 8. @Have a Microwave Oven 10 G¥ave a Dog
3 of Frequent Fiyer Program 7. O Have a CD Player 1%, O HeveaCat
mr«mmmmwmmm, vwrmmmmwwmmmmm
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and will heip ue betler 387ve You in
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1898 Anaheim Hills Festival Exit Survey

First of all, piease teill me the zip code of your residence.

{if refused, discontinue)

Yihat was the primary purpose of your visit fo Anahelm Hills Festival Center foday?
{Do not read iist. Probe. Check all that apply.}

{15) 11 1 Work at a store or restaurant in the center - Terminale inferview
21 1 Genearal shopping, browse, look around

3[ ] To shop for groceries
-4 1 1 To shop for clothes

51 ] To purchase a gift

-5 ] To eat at a specific restaurant
711

To go io the movies

To visit a specific store:

(18) ~1{ ] Target
2] 1 Mervyn's

3[ I Marshall's

[ 1 7.4 Maxx

[ 1 Pavilions (Grocery)

{ ] Edward's Cinemas

[ 1 Discovery Zone

[ 1 Men's Wearhouse

[ 1 Super Crown Books

[ ] Three D Bed & Bath

[ 1 Crown Ace Hardware

[]

-4
-5
-8
-7
-8
-8
-0
-X
=Y Other specific purpose (Specify)

interviewer:

{occation:

(10-14)

{(15-16)

{(17)

Please tell me all of the siores in the Anaheim Hills Festival, including restaurants and the cinema,
vou visited or will visit today regardless of whether or not you made or plan to make a purchase.

{if respondent cannof recall sfores, show card with store fist)

#1 #2 #3 #4 #5 #8

(18-28)

What was the approximate total amount vou spent fodav here at Anaheim Hills Festival including all purchases,

groceries, food, dining and movies? (Do nolread )

11 1 9, nothing spent £ 1 $150.00-5199.99
21 ] Lessthan $50.00 71 ] $200.00-3299.88
-3[ ] $50.00-874 .99 -8 ] $300.00-5329.99
41 1 $75.00-$99.99 8 1 $400.00-3499.93
51 ] $100.00-8145.9% 01 1 $500.00 of more

What was the approximate total amount your spent today_only at Pavilions? (Do nof read.}

-11 1 0, nothing spent 51 ] $100.00-%149.88
21 1 Less than $25.00 71 1 $150.00 - $199.99
-31 ] $25.00 - $48.99 81 1 $200.00 - $299.99
41 ] $50.00-$74.99 -9[ } $300.00 - $399.99
-5{ ] $75.00-389.99 -0 ] $400.00 or more

(30)

(31}

-



8)

7}

8)

9)

What would be the best way for Anaheim Hilis Feslival to communicate with vou regarding
new store openings, center promoetions, sales events, eic.? (Read fist. Accept multiple responses.)

11
21
31
41
51
G

Direct Mall
Newspaper
Radia

Coupons
Other

]
]
i
1 In-center signs, posters, flyers
]
]

Which of these newspapers do you read regularly? (Read List. Accept mulfiple responses.)

-
21
S
4
5

] LA Times

jo C Register
i ma Progress
1P
]

asentia News-Times

Anahesm Hilis News

52)
g1 | Yorba Linda Star (3%
-7 1 1 CoronafMorco Indspendsnt
81 ] Cthes

Which of the following cable television channels do vou view regularly? (Read List. Accep! mulfiple responses.)

] USA

] Lifetime

] TNT - Turner
]

]

ESPN - Sports Channel
CNN - Cable News Network

81 1 ¥H-1-Video Music {34)
71 1 MTV - Music Television

-8 [ ] Discovery Channel

91 1 Do notwatch any of these

01 ]Cther

How many times have you shopped at or visited this center in the past month?

1

2 3 4

g 7 8 g 10+ (35)

Cther than Anzaheim Hills Festival, what shopping centers, similar {o ihis center, have you shopped at or
visited in the past two months? (Do pof read list. Accept multipie responses.}

(38}

{37)

A1
21
3]
4|
5
€1

70
8]
91
O
A
21
3]
41
5]
1

7]

Center Name
] Brea Mal
1 Galiernia at Tyler
1 Main Place
1 Mall of Orange
] South Coast Plaza
] Tustin Market Place

] {Alpha Beta Center)
] Anaheim Hills Village
1 Brvant Ranch Center
I Canyon Plaza

1 Canyon Village

] The Crossroads

1 impenal Promenade

] Rancho Yorba Town & Cniry.

1 Sycameore Canyon Plaza

} Other

1 Don't Know

Significant Stores

Nerdstrom, Broadway, Rebinsons-May, Sears {36-37)
Nordstrom, JCPenney, Broadway, Robinsons-May

Nordstrom, Buliocks, Robinsons-May

Sears, JCPenney

Sears, Nords'rom, Builock’s, Robinson's-May

lkea, Home Depot, Toys "R™ Us, Chick's, Good Guys, Ross

Alpha Beta, CVS (Noh! Ranch Rd. & Anaheim Hills Rg)
Hughes (Santa Ana Canyon & Fairmont)

Ralph's (La Palm=a Road & Via Lomas de Yorba}
Delaney's {imperial & Santa Ana Canyon)

Lucky, Sav-on (imperial & La Palma)

Vons, Thrifty (imperial & Sania Ana Canyon}
Cinemaopolis {(imperiai near Yorba Linda Bivd.}

Vons, Thrifty (imperial & Santa Ana Canvon)

Ralph's, Sav-on Express (Weir Canyon & Serranc)

"Q”?'\



)

(38}

(38}

12)

41}

What do you ke best abeut Anaheim Hilis Festival?
(Do not read jist. Record muffiple responses. Probe.)

Localion:

-t [ } Convepient location
f 1 Closetiohome

-2 } Close to work

[

-4 [ 1 On the way to home or work
Selection:

-1 1 Good cholce of major stores
51 1 Goed choice of smaller stores
-7 1 Good selection of restauranis
-8 ] Like Discovery Zone

-G{ 1 Like Target

0§ 1 Like Marshalls

-X1 1 Like T.J. Maxx

=Y [ ] Like Mervyns

-1 1 ] Like Pavilions

«2{ ] Like Three D Bed and Bath
-3{ ] Like Super Crown Books

-4 T 1 Like Wherehouse

-51 1 Like another store

What do vou like [east about Anaheim Hills Fesiival?
{Do not read fist. Record muitiple responses. Probe )

Location:

-1{ 1 Not convenient location

-2 [ ] Not close to home

-3 ] Mot ciose to woik

-4 { 1 Not on the way to home or work

Selection:

-5 1 Limited selection of stores/store types

61 ] Doesn't have the stores | like

<71 1 Insufficlent apparel/clothing stores

-8 [ 1 Don't like the selection of restaurants/need more

Stores:
-G } Prices are {oo high/expensive
B[ 1 Service problems at center stores

(38-40)

Entertainment/Dining:

£ 1 Like Edwards Clhema
-7 1 1 Like Coco's

-&[ 1 Like another restaurant

Security:

-8 1 Feeling of security/safely

-0 [ ] Security personnel are always presenivisible
X1 1 Aware offfee] safer with Police Subsiation

Operational
40y -t1 ] Convenlent/adequate parking
-2 ] Pleasant aimosphere
-3[ ] Clean, cleaniiness of cenier
Other:
-4 1 ] Familiar/know it better than other centers
-5 ] Less expensive/betier pricesivalue
—8{ 1 Good place to meet friends
-7 1 ] Open-air center
-8 1 ] Notcrowded
-81{ ] New
-2 1 Good place for movies and dining
X[ ] Other
(41-43)
Parking:

(42)

43

-11 1 Parking is not adequate
Parking is not convenient
Circulation in parking lots is poor

211
S
[}
[]
[

-4 Poor access in and out of center
-5 Parking lots are confusing
-8 Poor parking iot signage
Operational:

-7 1 1 Hard to know where to go

-8 [ ] Center seems dead/lack of activily
{ 1 Centerisn't friendly

-0 1 Center iooks dirty
[ 1 Center needs better signage

Security:

-1 1 Don't feel safe at night

Don't feel safe at any fime of day
Lighting is poor

[ 1]
31
[ ] Gther




13)

i4)

15}

16}

17)

When you choose a family dining restaurant, which one restaurant most frequently comes {0 mind?

-11 1Chew's
1Coco’s

j Gther
1 Don't Know/No Answer

21
-39
4

How many times have you dined at this Chavy’s during the past month?

{44}

{4546}

On a scale from 1 to 6, § being oulstanding, 1 being unsalisfactory, please rate vour last dining experience ai Chevy's?

-1 ] 201 <311 401 -8l 1 -8[ 1 -7 lHave neverdined

{For those responding 1-3) Why?

] Service poor

] Food quality poor

1 Limited Menu

] Prices too high

1 Wait too long before sesting
|

-4 i
-2 E
-3 {
4]
-5 {
5[ ]Other

How many limes have you dined at this Coco’s in the past month?

On a scale from 1 1o 8, please rate your last dining experience at Coco’s.
Bl A4 B ]
{For those responding 1-3) Why?

-5 1 -7{ 1Have never dined

-1 ] -2f ]

Service poor

Food qualily poor

Limited Menu

Prices oo high

Watlt toc long before seating

-]
2{ ]
-3 ]
4[]
Sl
-6 [ Other

The following questions are for demographic purposes only,

{47

{48)

{49-50}

51)

52}

18} Starting with yourseif, please teil me the age and sex of each person residing in your household? (Do Not Read List)

{Insert ages in years)

Female Male

e 33-54)

e ST -58)

(8182 (e384
L I85.58) . 8788
 (BET) 7T
7374 _ (75-78)

-X[ ]| Refused

5556y {Respondent)

(59-60) (Other MM Heads)



19) Lastly, please tell me which category inciudes vour household's total 1985 income. (Read List}

-t [ 1 Under $15,000 77

. 2 1 ] $15,000 to $24,999
21 ] $25,000 to $34,999
-4 [ ] $35,000 to 344,999
5[ ] 845,000 to $54,999
5 [ 1 $55,0001c $64,982
-7 1 1 58500010 574,889
8 [ ] $75,000 to $84,999
-9 [ 1 585,000 to $99,999
-0 1 1 $100,000 or more
-X [ | Refused

That's all of our questions. Thank you very much for vour cooperation.

Ethnicity: <t |White -2 JAsian -3[ jHisp. -4[ IBlack -5[ ]Other {78}

Time ofday: -1 ]11-12  -2[ 1121 -3[ ]1-2 -4 123 5[ 13-4 -6] 145 -7[ 156 (o)

Day of Week: -1 ]Sat -2{ ]18un. <31 10Other {80}
..ocation: 1 2 3 4 5 8 7 8 g 10 {06)
interviewar, 1 2 3 4 5 6 7 8 8 10 07}

Interviewer's initials;



MEASUREMENT IN MARKETING RESEARCH

I Measurement
It Concepts of measurement
A. Conceptual definition
B. Operational definition
1 Scales of Measurement
A. Nominal
B. Ordinal
C. Interval
D. Ratio

v Components of Measurement

A, True characteristics
B. Additional stable characteristics
C. Short-term characteristics
D. Situational characteristics
E. Characteristics of the measurement process
F. Characteristics of the measuring instrument
G. Characteristics of the response process
H. Characteristics of the analysis
v Measurement Accuracy
A Reliability
B. Validity

VI Measurement Development -- 8 steps
Specify the Domain
Generate a sample
Coliect data for measuring/purifying
Purify the measure
Collect data for reliability/validity assessment
Assess reliability
Assess validity
" Develop norms/similarities

ToHmYOoW



SAHMPLING LRROR

Depending on the number of times a survey is conducted, vou can be confident that
95% of the time, the answers will fall within the range of the percentage
indicated on the graph. For example, if 55% of 100 respondents answer YES to 2
guestion, you can be 95% confident that between 45% and 65% of the population
from which the sample is drawn would answer YES to the same guestion.

Sampling Error Distribution

0 Sampling Error (%)

Pigl
¥

bdid
| I

L
L3k L]

il i 3
0 00 1200 10000
Sample Slze

Beohoo! Planaing Barvices

Adapted from California Survey Research



The Accuracy of Survey Resuits

1) .

.
A ; .
The accuracy of survey results increases as sample size increases but never

by as much as the increase in sample size.

The Margin of Error Table below sets out the likely margin of error attachiny
to survey results for vaerious sample sizes. TFor example, given a sample of
100, an answer of 35% (or 65%) can be expacted to be accurate to within plus
or minus 9.5%. That is, 35 times out of 100 the true figure willbe within the
range of 25.5% to 44.5%.

MARGIN OF ERROR TABLE

(95% Confidence Level)

. Percominges givirg §f particuler snewer :
Sample | 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
. Size |95% 90% 85% B80% 75% 70% 65% 60% S55% 50%

501 6.2 8.5 101 11.3 122 130 13.5 13.9 14.1 14.1
001 44 60 7.4 80 87 9.2 (5 98 99 10C
7501 36 49 58 65 71 75 7.8 80 8.1 82
2001 3.1 42 50 57 61 65 67 69 1.0 7.1
2501 28 38 45 51 55 58 60 62 63 6.3
1001 25 35 41 48 50 53 55 57 571 58
4001 22 30 236 40 43 486 4.8 49 50 50
5001 1.8 27 3.2 368 39 41 43 44 44 4S
5001 1.8 24 29 33 35 37 39 40 41 4.1
7001 1.8 23 27 30 33 a5 36 37 38 38
8001 1.5 21 25 28 31 32 34 35 35 3§
300 1.5 20 24 27 23 31 32 33 33 33
70001 1.4 1.9 2.3 25 27 29 30 3% 31 32
15001 t.1 18 1.8 241 22 24 25 25 28 286
2000| 1.0 1.3 16 18 18 20 21 22 22 2.2
3000 | 08 1.4 1.3 15 16 17 1.7 18 1.8 18
4000/ 07 09 t.1 13 1.4 14 15 15 16 1.8
. S0001 08 08 10 11 1.2 13 13 1.4 1.4 1.4

Doubling the sarr;ple trom 100 to 200, however, does not double the accuracy

of the research.

[y

™2

&



SIGNIFICANCE OF DIFFERENCES BETWEEN PERCENTAGES
Independent Sample (Approx.)
(At a 95% significance level)

Average of the Reported Percentages

N: 10%or90% | 20%or80% | 25%or75% | 30%or70% | 40% or 60% 50%
25 17 22 24 25 27 28
50 12 16 17 18 19 20
60 10 14 15 16 17 17
70 10 13 14 15 16 16
80 9 12 i3 14 15 15
100 8 11 12 13 14 14
150 7 9 10 10 it 1t
200 6 8 8 9 10 10
250 5 7 8 8 9 9
300 5 7 7 8 8 8
400 4 6 6 6 7 7
600 3 4 5 5 5 5
800 3 4 4 4 5 5
1000 3 4 4 4 4 4

Note: N is the average of the bases of the percentages being compared.

Sample:
Total Responses Over 65 Females
Total Responses 500 150 200
Clinton 70% 50% 75%
Bush 30% 50% 25%

Sample Question:

[s there a significant difference between the total responses and the responses of those over 657

Analysis:

1.

2.

3.
4.

5.

To answer the question of significance, compare the Joral to OQver 65. First, find the average of the bases:
500 + 150+ 2 =325
Find the Average of the Reported Percentages:

70% + 50% + 2 = 60%

Look at the Significance Table. Follow the 60% column down to 300 i the N column. The table shows 8%.

Return to the Sample Table. The difference between the Lotal Responses and the Over 65 is 20%.

T0% - 50% = 20%

Subtract the Significance Table value from the Sample Table caculation above. If the answer (difference) is greater that
8% (remains positive), then there is a Significant Difference between the samples. 20% - 8% = 12%

Conclusion: There is a significant difference between those over 65 and the total sample.



QUALITATIVE RESEARCH
FOCUS GROUPS
Qualitative VS Quantitative research
The focus group facility
Applications of qualitative data
8 Steps to performing a focus group

The focus group “script”



Baywood Focus Group

CASTILE BUYERS

1. Introduction

Introductions of moderator and attendees
Moderator introduces topic and identifies objectives.
Moderator provides general introduction outlining the focus of this study.
Defines the concepts:
lifestyle -- How you actually use this home. What are the
rooms used for.
streetscape -- The look and feeling you get from the homes as you
pass down the street.
Identify this focus group as being done among buyers of Castile homes.
Moderator identifies the observation booth and recording.

2. Purchase motivation
Why did you decide to purchase this home?
What were you looking for in a home purchase? (Probe price, value, commute,
family planning, differentiation of the home, Uniqueness of design)
Who was the most influential person to you during your shopping? Why?
Did you use a broker? How do you feel about your involvement?
How did you find out about Castile and what attracted you to this project?
Which competitive projects did you consider? Now, which ones were really
serious alternatives to Castile?
What finally cinched your decision in favor of Castile?

3. Community Features
What is your opinion of Rancho Santa Margarita as a community?
What single feature of the community do you like best? Why?
What community characteristic would you like to see?
Do you walk for recreation here? ~ Why?

Do you walk to get places in the community? Why?
Are you aware of the Town Center in Santa Margarita? (Probe with
description/map)

4, Competitive Communities Considered

Did they shop in any other communities?  Which ones?

What was the strongest reason for choosing RSM?

How important were the community’s amenities?

How important were the community services/school/shopping?

Was a home near the Town Center an important issue for you?

Are all these planned communities about the same? Why? Why not?
Were they aware of any community issues before they moved in?

Did these play a role in your decision to purchase? What?

Ly



5. “Neo-Traditional” vs Typical Design
How would you describe the Castile neighborhood as compared to other
neighborhoods?
Why didn’t you purchase a more typically designed home with a rear yard and
garage and driveway in front?
How would you compare your lot design to a more typical lot design? What
would you say the pros and cons are in your home design?

6. Castile Project Amenities
What do you like or dislike about the Castile streetscape?
Would a more typical streetscape with garage doors and longer driveways have
been more or less attractive?
Was it a consideration in your purchase that you did not have a pool and spa in
your neighborhood?
Does a more typical neighborhood design seem more or less prestigious? Why?
Does the Castile design, with the pedestrian oriented front yard, and garage in the
back seem more like a better walking environment than a typical streetscape?

7. Floor Plan and Design
What single design feature of your home do you like best? Why?
‘Which ones would you change? Why?
Would it have been any more attractive to you if you could have chosen any floor
plan to put on your lot?
Would you have preferred a downstairs bedroom? How about a 5th bedroom

8. Lifestyle Issues
Were the model homes decorated in a way that reflected anything in your lifestyle?
How many of you have kids? Planning to?
What is more important, inside or private outside space? Why?
How do you plan to use your outside space?
Would you prefer more outside or inside space? Why?
How do you feel about the usefulness of the outside space in your home as
compared to a more typical back yard?
How have you used the inside spaces in your home? (Office, all bedrooms,
options)
Would a gated community have been important to your decision making process?
How would you expect a gate on your community affect your home price and
monthly association cost?

9. Baywood name test -- Introduction
Potential Graphics Needed:

A. Blow up of Castile floor plans/lot schematic/site map (Matt)
B. Town Center Map (Pick up from SMCo Thurs 10:00)

R
ﬁx}
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Detailed Demographic Update: 1996

San Fernando Trade Area

Demographics

Females

<6 years
6-9 years
10-13 years
14-17 years
18-20 years
21.24 years
25-29 years
30-34 years

- 35-39 years
4044 years
45-4Syears
50-54 years
55-59 years
60-64 years
65-69 years
T0-74 years
75-79 years
80+ years

Median Age, Females

Males
<& years
6-9 vears
10-13 years
14-17 years
18-20 years
21-24 years
25-29 years
30-34 years
35-39 years
40-44 years
45-49years
5(-54 years
55-59 years
60-64 years
65-69 years
70-74 years
75-79 years
80+ years

Median Age, Males

Hshlds By Age of Head

<25 years

25-34 years
35-44 years
45.54 years
55-64 years
65-74 years
75+ years

Housing Units
Total Units
Owner Occupied
Renter Occupied
Vacant

1 MIRING

18,044
1,781
1,704
1,183
1,223

766
1,127
1,455
1,556
1,395
1,153

950

793

592

510

506

366
536
29.2

18,220
1,848
1,705
1,230
1,219
931
1,360
1,658
1,695
1,534
1,191
997
665
532
431
354
346
239
245
215

400
1,953
2,195
1,575

956

923

569

8,824
3,162
3,409

233

9.9%
9.4%
6.6%
6.8%
4.2%
6.2%
8.1%
8.6%
T.7%
6.4%
5.3%
4.4%
3.3%
2.8%
2.3%
2.5%
2.0%
3.0%

10.1%
9.4%
6.8%
6. 7%
5.1%
1.5%
9.1%
9.3%
8.4%
6.5%
5.5%
3.6%
2.9%
2.4%
2.2%
1.9%
1.3%
1.3%

4.7%
22.8%
23.6%
18.4%
11.2%
10.8%

6.6%

58.5%
38.6%
2.5%

3 MIRING

92,379
8,708
8,236
5,957
6,053
3,983
5,485
7378
7,845
7.563
6,439
5,693
4,379
3,407
2,840
2,59
2,177
1,625
2,015
30.2

94,856
9,012
8,506
6,288
6,339
4,866
6,874
8,230
8,540
8,189
6,488
5,617
4,082
3,231
2,523
2,243
1704
1,150
1,014
285

2,021
9,918
12,343
9,503
5,717
4,913
2,468

48,315
31,572
15,311

1,432

9.4%
8.9%
6.4%
6.6%
4.3%
5.9%
8.0%
8.5%
8.2%
7.0%
6.2%
4.7%
3.7%
3.1%
2.3%
2.4%
1.8%
2.2%

9.5%
9.0%
6.6%
6. 7%
5.1%
T.2%
8. 7%
9.0%
B.6%
6.8%
5.9%
4.3%
3.4%
2.1%
2.4%
1.8%
1.2%
1.1%

4.3%
21.2%
26.3%
20.3%
12.2%
10.5%

3.3%

65.3%
3L7%
3.0%

Scan/US, Inc.

03/04/97
Page 2 of 4
5 MI RING
180,424
16,249 9.0%
14,879 8.2%
10,721 5.9%
10,762 6.0%
7,528 4.2%
10,844 6.0%
14,493 5.0%
15,480 8.6%
15,131 8.4%
13,245 7.3%
11,652 6.5%
8,845 4.9%
6,915 3.8%
5,949 3.3%
5,560 3.1%
4,521 2.5%
3,349 1.9%
4,301 2.4%
316
183,539
16,758 9.1%
15,262 $.3%
11,373 6.2%
11,878 6.5%
8,951 4.9%
12,958 7.6%
16,139 £.8%
16,597 9.0%
16,107 8.8%
13,161 2%
11,374 6.2%
8,403 4.6%
6,661 3.6%
5,283 2.9%
4,824 2.6%
3,719 2.0%
2,423 1.3%
2,086 1.1%
298
4,916 4.9%
21,218 21.0%
26,296 26.0%
20,429 202%
12,180 12.0%
10,911 10.83%
5,308 5.2%
105,732
62,892 59.35%
38,366 36.3%
4,474 4.2%

Scan/US, Inc. (310) 820-1581

Source: 1996 UDS Estimates

_u96xdem: 199672001 Detailed Demographic Update



Detaited Demographic Update: 1996

San Fernando Trade Area

Demeographics

Population
In Famihes
In Non-families
In Group Quarters

Race
White
Black
American Indian
Asian/Pacific Isl.
Other Race
Hispanic Population

Age
< 6 years
6-9 years
10-13 years
14-17 years
18-20 years
21-24 years
235-29 years
30-34 years
35-39 years
40-44 years
45-49years
50-54 years
35-59 years
60-64 years
63-69 years
70-74 years
75-79 years
80-84 years
85+ years

Median Age

Marital Status
Population, 25+
Never married
Now married
Separated
Widowed
Divorced

Households
Avg Hshid Size
Families
Avg Fam Size
Non-families

Avg Non-Fam HH Size

Persons Per Hshid
1 person
2 persons
3 persons
4 persons
5 persons
6+ persons

1 MI RING

36,264
29,906
5,532
826

15229
1,909
217
1,464
17,443
29917

3,620
3,409
2,413
2,442
1,697
2,487
3,113
3,251
2,929
2,344
1947
1,458
1,124
941
900
794
605
394
387
283

20,187
3,577
12,545
787
1,562
L1716

8,571
4.13
6,700
4.46
1,871
256

1,500
1,719
1,224
1,358
1,049
1,721

82.5%
153%
2.3%

42.0%
53%
G.6%
4.0%

48.1%

82.5%

10.0%
2.4%
6. 1%
4%
4.7%
6.9%
5.6%%
9.0%
8.1%
6.5%
5.4%
4.0%
3.1%
2.6%
2.5%
2%
1%
11%
1.1%

17.7%
62.1%
319%
7.1%
8.5%

T8.2%

21.3%

17.5%
20.1%
14.3%
15.8%
12.2%
0.1%

3 MIRING

187,275
155331
28,793
3,151

83,872
15,763
1,212
11,460
74,968
132,243

17,720
16,742
12,245
12,362
8,849
12,359
15,608
16,385
15,752
12,927
11,310
8461
6,638
5,363
4,839
3,881
2,775
1,630
1,399
293

106,968
18,854
67,360

4,204
6,990
9,560

46,883
393
36,498
4.26
10,385
277

8,328
11410
7,267
6,948
4,911
8,019

82.5%
15.4%
1.7%

44 8%
8.4%
0.6%
6.1%

40.0%

70.6%

9.5%
8.9%
6.5%
6.6%
4. 7%
5.6%
8.3%
8.
8.4%
6.9%
6.0%
4.5%
3.5%
2.9%
2.6%
2.1%
1.5%
0.9%
0.7%

17.6%
63.0%
3.9%
6.5%
8.9%

T1.8%

22.2%

17.8%
24.3%
15.5%
14.5%
10.5%
17.1%

Scan/US, Inc.
03/04/97
Page 1 of 4
5 MI RING
364,363
298,827  B20%

59,853  154%
5,683 1.6%

185,186  s503%

29,142 8.0%
2,124 0.6%
35913 9.9%

111,998  30.7%
210963 579%

33,007 21%
30,141 3.3%
22,096 6.1%
22,640 £62%
16,456 4.5%
23,802 5.5%
30,632 8.4%
32,077 8.3%
31,238 8.6%

26,406 7.2%
23,026 6.3%
17,248 47%
13,576 3.7%

11,232 3.1%
10,384 2.8%

8,240 2.3%
5,772 1.6%
3,395 0.9%
2,992 0.8%
30,7
216,218

37,847  175%
135,326  626%
7,768 6%
14,567 6.7%
20,710 9.6%

101,258
3.54

76,158  152%
392

25100 z48%
2.38

19,378 19.1%
26407  261%
16,967 1638%
15,581 15.4%

9,640 9.5%
13285  131%

Sean/US, Inc. (310) 820-1581

Seurce: 1996 UDS Esthnates

_uSGxdem: 1996/2001 Detalled Demographic Update



Detailed Demographic Update: 1996 Sean/US, Inc.

San Fernando Trade Area 03/04/97
Demographics Page 3 of 4
1 MI RING 3 MIRING 5 M1 RING
Per Capita Income $10,380 $12,738 $15,087
Aggregate Income (M) $376.40 $2,385.60 $5.497.07
Houschold Income 8,571 46,883 101,258
< $14,99% 1,241 145% 6,121 13.1% 12,770 126%
£15,000 - $19,99% 608 7.1% 2,838 6.1% 5,890 5.8%
$20,000 - $24,99% 646 7.5% 3,007 6.4% 6,084 6.0%
$25,000 ~ $29,999 455 5.3% 2,426 5.2% 5,308 5.2%
330,000 - $34,999 391 4.6% 2,407 5.1% 5,155 5.1%
$35,000 - $39,99% 666 7.8% 3,158 6.7% 6,731 6.6%
40,000 - $49,999 1,055  123% 5,361 1L.4% 11,271 111%
$30,000 - $59,99% 1,015 11.8% 5216 11.1% 11,106 11.0%
$60,000 - $74,999 935 10.9% 5737  12.2% 11,962 11.8%
$75,000 - $99,999 836 9.8% 5418  11.6% 11,920  11.8%
$100,000 - $124,999 421 4.9% 2,805  60% 6,531 6.4%
$125,000 - $149,999 139 16% 1,075 2.3% 2,820 2.8%
$150,000 + 163 1.9% 1,314 2.8% 3,710 3.7%
Aggregate HH Income (M) $375.51 $2,380.31 $5.480.22
Average HH Income $43,812 $50,771 $54,1
Median HH Income $42.005 $46,750 $48,974
Family Income 6,700 36,498 76,158
< $14,999 685  10.2% 3,596 9.9% 6,999 0,29%
$15,000 - $19.999 433 6.5% 2,093 5.7% 4118  s5.4%
$20,000 - 524,999 521 7.8% 2,364 6.5% 4,554 6.0%
$25,000 - $29,999 367 5.5% 1,818 5.0% 3,726 49%
$30,000 - $34,999 322 4.8% 1,808 5.0% 3,696 4.9%
$35,000 - $39,999 561 8.4% 2,611 7.2% 5,287 6.9%
$40,000 - $49,999 802 13.3% 4365 12.0% 8605 11.3%
$50,000 - $59,999 821 123% 4,286  11.7% 8,738  115%
$60,000 - $74,999 763 11.4% 4,716  12.9% 9,658 127%
375,000 - $99,999 737 11.0% 4573 125% 9875 13.0%
$100,000 - $124,999 343 5.1% 2,387 6.5% 5,547 7.3%
$125,000 - $149,99% 112 1.7% 887  24% 2,316 3.0%
$150,000 + 143 994 3,039
Aggregate Fam Income (M) $326.47 32,025.02 $4,587.76
Average Fam Income $48,727 $55,483 $60,240
Median Fam Income $44.336 $49.436 $52,800
Non-Tamily Income 1.871 10,385 25,100
<$14,999 356 29.1% 2,525  243% 556 2.2%
$15,000 - $19,99% 175 9.4% 745 7.2% 1,772 7.1%
$20,000 - $24,599 125 6.7% 643 6.2% 1,530 6.1%
$25,000 - 829,999 88 4.7% 608 5.9% 1,582 6.3%
$30,000 - $34,999 69 3.7% 599  58% 1,459 5.8%
$35,000 - $39,999 105 5.6% 547 53% 1,444 5.8%
$40,000 - $49,99% 163 8.1% 996 9.6% 2,666  10.6%
$50,000 - 359,999 194 10.4% 930 9.0% 2,368 9.4%
$60,000 - $74,999 172 9.2% 1,021 9.8% 2,304 9.2%
$75,000 - $99,999 99 5.3% 845 8.1% 2,045 8.1%
$100,000 - $124,599 78 4,2% 418 4.0% 984 3.9%
$125.000 - $149,999 27 1.4% 188 1.8% 504 2.0%
$150,000 + 20 1.1% 320 3.1% 671 2.7%
Non-fam income (M) $49.04 $£355.30 $892.46
Average Non-fam Income 526,211 $34,212 $35,556
Median Non-fam Income $33,221 $40,058 $38,973

Scan/US, Inc. (310) 820-1581 Source: 1996 UDS Estimates _u96xdem: 1996/2001 Detailed Demographic Update h?



Detailed Demogyraphic Update: 1996

San Fernando Trade Area
Demographics

Educational Attainment
Population 25+
< Grade 9
Grade 9-12
High School
Some College
Associate Degree
Bachelors Degree
Graduate Degree

Work Force
Population, Pop 16+
Employed
Unemployed
In Armed Forces
Not In Labor Foree

Occupation
Agriculture
Mining
Construction
Mfg: durables
Mfg: non-durables
Transportation
Communication
Wholesale trade
Retasl trade
¥in.,Ins. ,Real Est.

Rusiness/Repair
Personal serv
Ent/Recreation serv
Health serv
Education serv

Other Services
Public Administration
Executive
Professional
Technicians

Sales

Clerical

Private Hshld wrkrs
Protective Services
Services
AgrifForest/Fish
Production
Operators
Materials

Laborers

Total Yehicles available
0 vehicles/hshid
1 vehicle
2 or more vehicles
Average vehicles/Hshld

1 MIRING

20,187
6,732 333%
4294 21.3%
4070 202%
2,556  12.7%

972 4.8%
1,016 5.0%
547 2.7%

25,588
16,220 63.4%
1,386 5.4%
23 0.1%

7,959 31.1%

277 1.7%
1 0.1%
1,576 9.7%
1,752 10.8%

3,062 189%
667 4.1%
261 1.6%
772 4.8%

2,322 143%
946 5.8%

1,167 6.8%

410 2.5%
381 2.3%
893 5.5%
789 4.9%
719 4.4%
275 1L.7%
1,069 6.6%
1,253 7.7%
339 2.1%
1,464 9.0%
2,656  16.4%
120 0.7%
155 1.0%
1,632 10.1%
322 2.0%

2.627  16.2%
2,807  113%

696 4.3%
1,080 6.7%

14,879
TES 9.0%
2,695  31.4%
5107 s596%

1.74

3 MIRING

106,968
28,317
21,642
22,19
16,473

6,257
8,364
39

134,371
86,404
7212
141
40,614

1,526
52
7,551
6,564
15,987
3,391
1,867
4,259
12,058
5,586

6,006
2,532
2,287
6,113
4,643
4,258
1,714
7,582
8,191
2,533

7,442
14,593
792
1,204
8780
1,693
13,301
11,810
3,379
5,104

92,609
2,988
12,55%
31,336
1.98

26.5%
20.2%
26.8%
15.4%
58%
7.8%
3.5%

64.3%
5.4%
0.1%

30.2%

1.8%
0.1%
8.7%
7.6%
18.5%
3.9%
2.2%
4.9%
14.0%
6.5%

1.0%
2.9%
27%
T.1%
5.4%
4.9%
2.0%
8.8%
9.5%
2.9%

8.6%
16.9%
0.9%
1.4%
10.2%
2.0%
15.4%
13.7%
39%
5.9%

6.4%
26.8%
66.8%

Scan/US, Inc.
03/04/97
Page 4 of 4

5 MI RING

216,218
44,092 20.4%
37,451 17.3%
46,095  21.3%
38988  18.0%
14,164 6.6%
24,624  11.4%
10,804 5.0%

267,789
175,785  65.6%
13,085 4.9%
265 0.1%
78,654  29.4%

3,037 1.7%
199 0.1%
13,835 7.9%
11,316 6.4%
28,612  163%

6,681 3.8%
4,113 2.3%
8,247 4.7%

25482  145%
13,176 7.5%

12,217 6.9%

5,660 3.2%
5,592 3.2%
13,573 1.7%
9,867 5.6%
10,441 5.9%

3,737 2.1%
15,015  108%
20,138 11.5%

6,009 3.4%

17,494 10.0%
30,372 173%

1,767 1.0%
2,323 1.3%
17,521 100%
3,325 1.9%

24,739 14.1%
18,262  10.4%
5,955 3.4%
8,865 5.0%

193,743
6,331 6.3%
28,434  28.1%
66,493 65.7%

i.91

Scan/US, Inc. (310) §20-1581

Source: 1996 UDS Estimates

_u%6xdem: 1996/2001 Detailed Demographic Update
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i7.

E.gs

1§ answered “probably don’'t need” or
you say that/what is it about that type of housing that makes

that?

58=

1f you were on the Horens
change or improyvement in  your community,

he? (DO NOT READ LIST)

Affordable HOUS NGeccasssasnadd=l
Air Quai%tyaesa,@aaa,@,@s@@g,asmz
Arts and CUTLUr B, naossscsssnssa™s

CAR S, envonsssnansnsnsnssessss™
CHITd Car@scsscacscsansssossass™d
fost of Living Highee.eceosaoa=b
Crime and personal safety.csass=’
Orug and alcohol BbUSE.ccssaess=B
EAUCAtION s sscnasoonsssossssss ™3
Emp?@ymeniags.aa,ab..@,a@,,»aéﬁwi
Environmental CONCEINScoessnses™b
Growth Management POCT...sooeee=d
Housing growtheage.,,aaaasges.;mé
Madical SErVICES.oecascasasssas™d
New Growth Taxes,Assessments...=6
Open Space Preservationesecssee=/

Rgﬂ&eeasossssseaoecoaQnawsasseﬁseasaaeeasw

Other {specify):

yalley City Council and could make ong
what would that gne change

Parks, Bike, Jog Trailsesanes=m8
Poputation grswtheae.aasgﬁgg,@wg
Quality of Life {get

more specifics)essesossblel
Recreation/sporis facilities,.=2
Retail, Grocery SEOF€Sassoaswe=a
Road impravements@éggsssgs,g.,»é
Rural Atmosphere L0SSasenssnse=d
Seniors ServiceS.cesesssassses™d
Traffic iangestéon,aegs.a@,,sgw?
Traffic commute TiMB..sosessas=d
waier..aa.aa,eae,ceaagas,,3se@n§
ﬁangs,a,.s.s,geaaaaga.egges,,aus
Poor growih management......62-1

Z

@939waalaetﬁsaoeaasﬁasaeasas“

B3w

registered voter in the City of Moreno ¥aliey or

Mot a registered YOLBTeescoaasosbb=l

Registered VOLEl soavsocossssnssssn=l

19. Are you currently a
not?
20. | Thinking about the general

aelection?

election coming up in
the following phrases best describes how you feel a

1 definitely plan on YoLingsess=658=1
1 wiil probably OB oosnvosnoscsn=t
I probably won't be YOLINGesascnss™d
1 definitely won't be voiing......-4

“den't want® in §.16, ask, why do
you say

Movember, which of
nout voting in that
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