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e "Half the money | spend on
advertising Is wasted; the trouble Is
| don't know which half."

« — —John Wanamaker
e US department store merchant (1838 - 1922)

http://www.herborist.com.cn/h5_shequ/tvc/tvc_taijm
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W) HRXRMEESHEEX

Ordinary M eaning Scientific Meaning
o XRZYHMHE—RE X HAEY I 2 AT GEE AT T —1°

« XE&EREYRE X B R AEAFY W & A B AN ) e

o UEBAXGEY HIAL K2 Pl BER iﬂaﬂm@%&ﬁEEﬁxEYﬁ’Jx
, Bz HEEHERT HXRY 1Y

S K
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J A RUER IR R B = 55

« Concomitant variation (FHMZEZN) Rs—AEXFI—A
Y F B AT AR T P BB A — i A A B — i AR B PR

e Thetimeorder of occurrence condition A& H B I¥ i ] i
¥, Rl S e o 2 ik S g5 R A, B ANBEAESG
R G KE

 Theabsence of other possible causal factors &+ HAth /45
PR IR, ¥R M9 1Y 2 25 el AR i WV AZ S ME—R] BE 1Y TR AL
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* Independent variables (& &) NHRMabH
(treatmentsh BB\ i) A8 & sl n] IR P 5, Wby
A BdE T, A IR

o Test units GUREAL) Fapi/E AR RN £
e HAN SR, Qv 93 R R X

 Dependent variables (K22 &) Faf& H AL XA
LR AR &, WA A BT I A

e Extraneousvariables (4P A58 15 QEEU\M‘H@E/

i U By e N R BT A AR 1, IX AR o Il 5 S e 45 2R
AT S 45 R TE RN
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SEE 5 SEi vt

o RN AEEZA AR EIFNE NI DA R A E
RIZ I, () B 42 Sl 47 30 (1) s Mo G o0 SR AT (1 — I, gl
F4) e — IR S 56 (experiment)

o SZESVF R AITEGN U LLR A R R

. 1. RPN AL AR ] R IX L8 AT 73 N 25 () FHEA
. 2. TEALPHRIFRAIRLE 5 A2

. 3. ZEE RN AR G

. 4, AT AR AR B

ey |

o FFTHIE X

X: M HEAZE () B—IkEH

O: MELEIA— VK A AR B

R: Rt A7 B AL o 21 AS [A] Atk 4
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o Internal validity (NHBRLEE)  FaX) H AR = B4k
PR A AR S 20T LS 31 1 PN AR = 1
Ak, KA ERAS E (extraneous variable#)dss i)
e J3E TN HSRRE [ — S W B AR

« External validity (AMEBRCEE) FRAESLH &
LI R R R 2 BHA Hrik s X be
generalized)
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o 15 (H,history)
o EN (MA,maturation

A4S B (extr aneous var iables)

o DR

o FEMELY (MT)
AS MR, (T)
o T HZUMN (Instrumentation
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IH (SR

o EFMZE (SB)

e IEHZE (MO, mortality)
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o —RIHEZHIHTSY(one-shot case study)

o X 0,
o AW )X} Lkt (one-group pretest-posttest design)
o 0, X O,

o A 1T (static group design)
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o SZIGHT X IR 1T (pretest-posttest control group

design)
: EG: R 0, X 0,
: CG: R 0, 0,

0,—0,=TE+H+MA+MT+IT+1+SR+MO
0,—0,=H +MA+MT + | + SR+ MO

(0,-0,) - (0,-0) =TE+IT

 Interactive testing effect is not controlled.
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wrk R P IR
MA |MT |l SR |SB MO | IT
EGR 01 X 02 + + + + + + —
CGRO, O,
EG: R X Ol + + + + + +
CG: R 0,
EG: R 0, X 0, + + |+ |+ |+ +
CG: R 0, 0,
EG : R X 0
CG : R 05
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o SIS TR 11 (posttest-only control group
design)

. EG: R X 0,

.+ CG: R 0

TE=0, -0,
KRV THAE N TA] AN AR A == 7 1 A 3 i
XV P 22 AR H AR AU
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i A oh i
MA |[MT [I  [SR [SB |MO [IT

EGR 0, X 0, + + |+ |+ |+ + —

CGRO, 0,

EG: R X0 + + + + |+ +

CG: R 0,

EG: R 0, X 0, + + |+ |+ |+ +

CG: R 0, 0,

EG : R X 0

CG : R o)
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o FTZ U4 ¥ 11 (solomon four group design)
. EG1: R 0, X 0,

: CGl: R 0, 0,

. EG2 : R X 0

: CG2 : R O
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EG1: 0,—0=TE+EXT+IT
CGLl: 0,-0,= EXT
EG2: O, — 0, =TE+EXT
0 — 0, =TE+EXT
CG2: 0,— 0, =EXT
0 — 0, =EXT

mmmmm> Os-(O1+0s)/2=TE+EXT

> Op-(O1+03)/2=EXT

[O5-(01+0:3)/2]-[O6-(01+05)/2]=0s-Os=TE+EXT-EXT=TE
(02-01)-[05-(O1+Os)/2]=TE+EXTHIT-TE-EXT=IT
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CG: R 0,

EG1: R 0, X 0, + + |+ |+ |+ +
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D) SR B

I} 18] 2 41 1% 11 (time series design)
e« 0,0,0,0, 0 X0, 0, 0, 0 O

o Z IR P4 ¥ (multiple time series design)
EG :0, 0, 0, 0, 0. X O; 0, Oy O, Oy
CG:0, 0, 0, 0, O Oy 0, 0, O, O

Marketing Resear ch

22



H 2 ::“:\\
1

AP =t |

&Y

Marketing Resear ch

SRR TR R B SR IR
it o o
MA |(MT |l SR |SB | MO |IT
] P A e v LA R I S I R
% BN FP A it I R R e
23




G
&) ittt

o HJLLNE HAR EAA w@k—ﬂfﬁﬁéa@
%nm e a] I AN s AN LB 3 AR
=N 0p AL

o 'RFEMANERAR T n] 52 BIFEH

24
M ar keting Resear ch



I{H[ ﬂ:\ A S| S S S o
%%ﬁ Zitizit: BEPLX Rt

o XMBTHET A T B LACAT UL BT P AT
JIVE;

o EH TR A EER N AL =

o M FAANT IS AR 50 A

o FPRSZGS LRI PE I AE SN A & I
TCRF AR T UL BC o

25
Marketing Resear ch



X 44 ¥t (Randomized Block Design)

g
X4l R o b o

5 PR AREEOIR Bl CHENHaER
1 X R A B C

2 X G A B C
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SEIG Ab #H X &K B & K FE)E
A 11 4 7.5
B 24 11 175
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Fr T % (Latin Square Design)

Interest in the Store

Store Patronage  High Medium
Heavy B A
Medium C B
Low and none A C
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75 G 1 2 3 4
TERMBA 2155y C D A B
TERMEB  22% ) B C D A
BT ARA 2530 | o C D
BT 2685 [ A B C
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(&) TS
R R
B IE BIKF =R 0N IREWIXIE] USRS
A 4.73 4.88 5.05
B 4.49 4.38 4.87
C 4.63 4.71 4.87
D 4.86 4.91 5.07
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¢ ﬁ*#E%/);EI
« Edward H. Asam and Louis P. Bucklin,”Nutritional

Labeling for Canned Goods:A Study of Consumer
Response” Journal of Marketird®,73,37,P36.
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D) BT #it (Factorial Design)
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