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\\\% THAF VS.jEj'lZ )

& &
Type of Study Sample Census
1. Budget TiH Small Large
2. Time available /] F A Short Long
3. Population size E{&HIE Large Small
4, FHEE R Small Large
5. fhFE iR ZE B LA Low High
6. IEHIE IR E R A High Low
7. =R Destructive Nondestructive
8. XM BRI RTE Yes No
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e HhFEHE ( Sampling Frame)

I

WA A ( Sampling Technique(s))

e FEA = ( Sample Size)

I

PATHIFEE R ( Sampling Process)
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H#r 54k (target population & HAGH5T
N G BT S B A B A 1) £
QOEHJ%M V2 SCIIRA, - AR AR
ARYEL N AT K E X

— An element </\12|K> Je AT P15 2E B Y
s, R TR BN S

— Asampllng unit CHIFEEAL) A IFRAMAE, AN+
1'ZIKEI’J$M WIZBE

— Extent (Vo) FeHhEIL S,
— Time (B[8])) FR VAW K& IR B B
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C SUEMBRRRE Ll WERM? &, BhiUS3 w. 4k
o SOIIEAE_FlE TR T SR T ? 24U F, 4kak, 24
AR, 21 )
« S3LHIRFR AT AN/ FN /B K, B L R
M7 TAERONE? (k)
T3 A w] B A T 3735
A
YNPSU/NET
AR B Ik
i YOBL, MU AR, B R B
YN/ 28T/ RO
KLy / i/ A5k
. FELL_EALAY A ]
o SHEFIFERL £ AA AN, AU BT KT T B
ViiE? e, 4R
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Wi E HhFEHE ( Sampling Frame)

WA A ( Sampling Technique(s))

e FEA = ( Sample Size)

I

PATHIFEE R ( Sampling Process)
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o HHFEHEZE (sampling frame $5142 H s s A
RHIER (list), ‘& B —re—4H T U0 H AR s AR 1)
T Ui B 2H

o HHAFAHEZLHTH bR AR N T KRS VI&

o Mg ENiZoe HARS A OUE MAEHESS, DL SEPEfE
EFHAEHEZS R E H AR A

Marketing Research



&)

s —ZFXHITH

H
+ R[E

R X B AR RN R AR SR

1) 1t

W E AR T il K B BRI R

|5 AR o BT 2 AR S

A=W

R D 3 1) A R
o BIXF L2000 A S 1) 2 AL A T 9T

Marketing Research

10



FRE B i IR

& LA

I

Wi E HhFEHE ( Sampling Frame)

|
WA A ( Sampling Technique(s))

e FEA = ( Sample Size)

I

PATHIFEE R ( Sampling Process)
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Sampling Techniques
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(ERRIE VS A W R FoAhbE || IRk
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FHRBENLAE | mgihar A=ty s || FHBEEROR
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AFh#E (Convenience sampling

(FIZEIE Y ESTBNIES N il (I AN G SO N
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Advantages:

. Least expensive

. Least time consuming

. Sampling units are accessible, cooperative, alsgl ea
to measure

Limitations:

. Many potential sources of bias are present

. Not representative of any population

. Not able to generalize findings
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fx*)) HWrihfFE (Judgmental sampliny

AL 2 — MR TR, ERAETITA I

R W aze Hh (S 2D A4

— test markets selectéal determine the potential of a new
product

— purchase engineers selectedhdustrial marketing
research

— Selection of department store® test a new
merchandising display system
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Advantages:

. Low cost

. Less time consuming than most techniques

. Convenient to use

Limitations:

. No direct generalizations to a specified populatio

. Results entirely dependent on the judgment of the
researcher

16
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HC AL FT & AEPIRY BOA 201 1 AT A
— B BO e B AR AR 45 11500 B O EZH B
— BB AR A B B oK

Population  Sample

composition composition

Control
Characteristic Percentage  Percentage  Number
Sex

Male 48 48 480

Female 52 52 520

100 100 1000
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B & FR A+

(55>

Hor [ IT/#Wr A H  TH  Zd A Bl
TL. 7 17 20 39 20 27 123
1 % % 1 17 6 4 30
ik 9 13 16 7 13 58
Iy 1| 1 1 %
=] 8 9 1 % 3 23
AL 20 49 51 88 57 265
BT 57 92 124 123 105 501
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i:%@‘ REE

Advantages:

. Lower costin selecting elements for each quota

. Greater conveniendgr selecting elements for each quota

. With tight controls on interviewers and interviei results can
be compared to probability techniques

Limitations:

. No assurance that a sample is representative

. Increasing controls decreases the ease of conduk@ngterview

. Many sources of bias can be present due to the isglgrbcess

Marketing Research P
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fHFE  (snowball sampling

TERTER A
x4,

1, SeRENLIL L

H—2 ;

EZUENY ey

— FEVFIRZ G, BRIy H ey 28 m 1 HAr i

PR EAt A
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Advantages:

. Good at locating and estimating various
characteristics that are rarea population

. Low sample variance and costs when used

Limitations:

. Difficulty in obtaining the initial sample

. Limited to studies of a particular sample

21
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: Procedures for Drawing Probability Samples

Simple Random
Sampling

1 B — N IE G I AR

2. SRR BL— 121 N(pop. size)Z [ £

3. ZEH n (sample size) NAFIFIAT13] NFIBEHLECF
4. P A B AR T M Az gl B HE B A A
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U HEBEHLEE: (SRS
o VAR MARAT > CRH HAHSE 4

A AN, FEARTE AN, NIERE—Jh A SR A7 ) b %
p=n/N
o T T REL(N)MFEASERE —> A HAHS:
PR 328 Ry SEBRAEAS RIAE
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U EEREAmAER RS

Advantages:

o TP

FEAS &G SR mT s 21 H Fr s A4 L
Limitations:

TRAER T — A AE S

FEAC R Bl Rt B X 38, 90 T H5 s B 1 A
EU F At M 2 S 5 A PR 1 AR

AAEAEAR/DN, RATREBAT AR

24
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Procedures for L
Probability Sar

Systematic é
2 Sampling ==

2. SRR EE— 12 N(pop. size) 8] 147

3. e AR EIEE ii=N/n, IR 0 R, R LD N B
SURINE: S/

4AE1R] i S BENLE T r

5.7 MBI K R GBI A T,

r+i,r+2i,r+3i,r+4i,...,r+(n-1)i

1, #1802
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UL RGEFE(systematic sampling)

o ERARFPIAABATHE, Wi IEEANBENLIE S, AR5 M
FFHE S8 e 3% S M AR BRI AR — A MR AR

o HHFEIEPE (sampling interval i=N/n, FFP94 i\

o UIRAMAHES BN S P R IR B DG, R GEHMAE T B0

FEACHIACR T
o WERAMAHES M LIRS, R GRS BRI A T AQ
RIS

o LSRSAFEZAL: AT AT KA Hh FAEAS S nif) il R VPREAS LAY
AN HARSE IR PR, HRAEAC T A FEA L PR N 0,
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Zat, ﬂ:\ kY2 s
(&) R G AL RO R

Advantages:
AP BT SRR AE A SN, RauahiiE L SRSE
AAGEN:

Ut OB, AN BEAR
FEA TR AR DL 1 AT A H

Limitations:
AMEANIE Y I HET 2 BEARAE A AR M
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Procedures for C
Probability Sar

=y §:§$$y1g777
Stratified =
2 Sampling —

1. B — N IE G AR SE W

2. Mot sy AR RAE S H
3SR H U, RS AR PR AR R EHR

4, ERHEH, BB 1 F] N, CERERUIEIED 45
5. M2 b 2 2R s B2 2 R v B 2 R R B

H
{ np,=n
h=1

6. fER— =T, LA n IR RBEAEA
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UL Sy R iR (stratified sampling)

O3 JEIRE R — NP B AR, R AR AR T
E & (subpopulations ZFi")Z (strata "
AR U Bl BT BB — =, A
INAEBu/ TR

o« FHBENLI VL, @HZSRS WA JZ ik liA4
(U

o I3 JRAMRERY T EE H A S EANBE N RAS Y [R] PSR
RS EE

o
AN
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ig@) 7 = FilEE (stratified sampling)

o [Al—RARMENS AT BER T (homogeneous , AN [A]
JEAMR N R AT g 7l (heterogeneous .
o 4y EASE (stratification variabled V1% 5 35 B 5711

ESER oY EPRR
. g%ﬁ%@ﬁ%%%%%wﬁﬁﬁ » AT AR 7 JZ LR

o (RIS EHFE (proportionate stratified sampling
Hr,  MWERE T A AR E 5 B AR A B AR A
) 1 i LA
o 7EAEELHI> ERhFE (disproportionate stratified sampling
. WEREZ T AR AR = S B AR A AR A
g%{% tbol,  H 5122 P AR R AT bR 22
I
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JlIE EEAR 97

IR RPA

Consumer| Group size| 10 Percent directly
type proportional stratified
samplesize
Brand-loyal 400 40
Variety- 200 20
seeking
Total 600 60

Marketing Research
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M

Inversely Proportional Stratified Sampling

Bk > 600/200 + 600/400=3+1.5=45

Heavy Drinkers
proportional and

sample size > 3/ 4.5 =0.667; 0.667 * 60 = 40
Light drinkers

proportional and

sample size > 1.5/4.5=0.333;0.333*60 =20

Marketing Research »



J S L] o3 J= AT

Consumer |Group size 10 Percent inversel
type proportional
stratified sample
Size
Heavy drinker 200 40
Light drinker 400 20
Total 600 60

Marketing Research >
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Advantages:

L SRSFIAG I =1

T O T A L1 1 SRR A S 2 R
Limitations:

KA B O J2 A e B T AN R R bR 2=
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¢ (cluster sampling)

o ESR HAR A A BHE R Hs A e B 1 S AR B
FREE (clusters) .

o NG HMERFNFERIR, G0 SRSE H HH LS FEM) Rl —
MNEENUFEAS

o X TREAPOE TR, WRPITA A IR A,
FRON AR BRI, G SRR R AR BORFh H —
MERIBIFEAS,  BROA PN B BOEEREHIAT

o —DEENHMANIZI T REM R T, [HE SRS M
2] B b [5] J

o TEHMIBR LB A ( probability
proportionate to size sampling ', KL/ IEE
EAT A HEA T, AR BB ANl R A
8 H R BE SR S A T RN B ) AR
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(i b R i SEe I
.y SRR R [ 2K 2
Cluster Sampling
One-Stage Two-Stage Multistage
. Sampling | . Sampling | . Sampling |
|
L Simple Cluster J Probability
Sampling Proportionate
to Size Sampling

Marketing Research
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Advantages:
. ARG, DRy A b O 4 w5 ZE A 4

Limitations:

. FEAS AN RS 1

. — AR MER) 3 T o A

. AT g vH A AT TR RO RRE B n] EAR A
S

37
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> Choosing Nonprobability vs.
& Probability Sampling

Conditions Favoring the Use of

I % Nonprobability Probability
sampling sampling

B 5T R KRR JEE e

BARIAR SR I (A & RO

giit BRI IE AF A

B#AF LR 8 H A AAH
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e
o \
f A A
T \
[Tl
\C gju |
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E X H M

o Parameter. ZEUE X H bn S AR — A [E] e 48 1k 2l i

(R WS P ik

o Statistic:4tit = /& T8 XA — MRk B =5 1) E S
Yedik . FEARGVFE — R BE AR SE AL vHE .

{AHIE  (fpe) i‘a

« Finite Population Correction: 5 R &

MREARE [ RAARE10%L EIN, A {E Bl L 4 A%

W7 2 KL S A THE A T R AL E

N
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» Precision level 158 EFEASE 5 RS H 1A

)i K ICVFZE 57 o

 Confidence intervat BE{E[X [B] &8 € N2 E M E

fEKF, SR B ASECR 2 AR

=

_jo

+ Confidence level BIEKE

A EIBER
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BB SR 5

Variable
¥ME

ER17]

i #

PRUEZE

FAE
E PR HER
Ee 51 i b v TR
LR E (2)
L FRERE (C)

Population

7

(X-p)/o

o/

(X-X)/S

S/X
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95% Confidence Interval

— /0.475| 0.475
/\k\

| T

X,
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M

1. e R

2. fREEE /K (CL)

3. fifise 5 CLAHX MY Z A
4. T T8 AR bR e 22

5. Pz 2 2R E A&

6. 41 RFEARTEA YT 2R 10%, NHA RS
KK IE (FPC)

7 WA, I s X otk ER A
P I

8. 1 A5 JE FRURS ff B A RHEL T AR L i, )
X5, b C 2R R

1T A AR

%18
D = +$5.00
CL = 95%
z {HM 1.96
f&it 0: 0 =55
n = ¢°z%/D* = 465

ne = NN/(N+n-1)

= X £ zsy

D =Rp
n = C%z%/R?

EL 51
D=p-[]==0.05
CL = 95%

z {4 1.96
flivt : 1 =0.64
n = [1(1-) z*/D? = 355

ne = NN/(N+n-1)

=p+zs,

D = R[]
n = z*(1-M/I(R*)



z?/ D

5 SRR A S AR
KA TE T S . AR

FE K BEAEYT S = £
FERRAATE D, M

1B RE e ik B H30055 0, BN DL AR
O5% i FLII R, JF HAA HixZ il IE 7558 T,
o (L MizHZ/DFAE RN H K g ?

o (2) MTHEZ )G, K-

H490.3055 7T, e

7= NA5EK TG WEE—1~95%)) B 15
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e (D {51t o =300/6 =50.(6 SigmditfigiE))

o« (2)

Marketing Research

Z =1.96
D =5
il n=384.16 Zj%F 385

90.30 + 1.96(45B85 ) = 94.81
90.30 - 1.96(45/385 ) = 85.79
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U meR R AR

AN

ZEHE (Incidence rate) J5ESIBIIEIFHIANE 5%,

In general, if there are ¢ qualifying factors wath incidence of Q Q,,
Q,, ...Q.,each expressed as a proportion,

Incidence rate =X Q, X Q... x Q

TR (completion rate) &5 miil kit &tk A %0 4 ..

Initial sample size = Final sample size
Incidence rate x Completion rate

Marketing Research *



)

f

\|
7

—
=

|"-I { _'._E_'_.
NS5
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b b}

=

— YRR EZLME (the importance of the decision
— WF5T I (the nature of the research

— B EHFEH (the number of variablés

— IR (the nature of the analysis

— R IFEA = (sample sizes used in similar
studies

— K4E# (incidence rates
— % (completion rates
— WIRZAIR (resource constraints
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(8, 17 2 VA T R A

W Minimum Size Typical Range
) BRI (AT 353 7)) 500 1,000-2,500
] A RBE S CAnE ) 200 300-500
7= dm il 200 300-500
REAR 200 300-500
BT &R S (BT &) 150 200-300
A T o v 10 stores 10-20 stores
L BLZH R R 6 groups 10-15 groups
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