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Do you know?
RN TE g ?

» China’s market research sector is the second largest in the region and
China enjoyed double-digit net growth — 17.9% (ESOMAR Industry
Report, 2007)
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Overview & Background
RS EE B

» Market research started about 20 years ago in China with only face-to-
face interview method
37U AE B B4R T K 2920411, 4 A )

» Telephone research started about 10 years ago while online research
was introduced to China only about four years ago. This has been one
of the most important development for the country’s research industry
HL DT R 26 5 KZ104FEHT, AR V) WA KRAAF R . X2
Tt AT Y R el —

» Today, we will look into the implications of the shift from offline to online
data collection specifically for China

A FRA PR E N2 T 514 s
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» A parallel online and offline (CATI) research were conducted to compare both
methodologies

N T REPARE T IEREAT EERM T g T — 30 25 5 CATI AT T
» The main objective is to understand any potential differences between both
methodologies

FBEH LR PR VR TR AE B X )
» A discussion of the results and suggestions for future opportunities of online research
concludes this presentation

BJFRERT G R BEATIIE R 2RI ) AR LS $2 H 3 I
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Methodology J5¥:

» Parallel online and offline (CATI)
research was conducted using identical
guestionnaires
8 FH 52 A AR R B 1) 4 [R] NP EA TR S
CATIiHH

» Both methodologies conformed to the
exact same structure and question
wording
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» In order to match samples, the online population* was chosen as the target sample
N T URECREAS,  FRATTIE B A A ORI ) H A A

» The target sample consists of both males and females, aged 18-45 years old
HASFEARFR RS AL 18-45 % 1 S MR Lok

» Below shows the number of respondents achieved per city per method:

N T Sl A2 BERR AT VAAE AT I A N

Beijing Shanghai Shenzhen Wuhan Total Sample

JE= ki ol I FEA S
Online7E4k 120 120 120 120 480
Offline (CATI) 120 120 122 122 484

*Those who have used Internet over two (2) weeks to three (3) weeks ago or more recently 7717 2:2-3 /& 56 FYTHT ] 4 EE /A N
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Questionnaire Design
EEsasary

» Initially, respondents will complete the screener section. Once qualified, they will then go
through the main section of the questionnaire (include questions on household/grocery,
media, sports/leisure). At the end, respondents will complete the demographic section.

— IR, #UIE S RE . — BRSSO S RIE ARG (B TR/ H
WAL B B3/ IKNTEN BRI o IS 5E s I R

» Different types of response categories and scales were included in the questionnaire,
they include:
) L AL AN R ) ) R A A PPt %, Foh A
» Multiple choice
2
» Rank order
FEFP
» Scales: Likert scale, Semantic Scale

P2 LikertiFfhi %, SemanticiTili#
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Results and Findings
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Online & Offline (CATI) Research
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Overview &%

» Feasibility: Questionnaire was well accepted for both methodologies

RIATIE: R AT AR B £ E

» The cost of online was about 75% of offline (CATI) — similar to ESOMAR Price study
TELPAT IR AR CATI 75% /240 — HESOMARM HE AT 5 SRR

» All things being equal, the study revealed that:
FEFRISESAT T, AR B
» Online research had a lower drop-out rate
TS AR A A
» Online research had a shorter interview time
FEL R A In) I B R
» The result can be explained by the fact that:

AL 45 R I A S50 R

> Online has the capability of targeting samples especially with the availability of panelists?r£& i

W= AR, DA R8T HERAIGHE H ARFEA

> Online respondents can respond fasterr £k [F] . 2 [F] 3 5 3153

Offline (CATI)

OnlinefE 4k

Drop out rateH 1R % T 45%

6%

Interview time 5 1] B K l‘12;\14 minutes12-147y
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11 minutes114y4f
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» The result revealed that:
2P STV
» Awareness was higher for the online survey
FES I 75 A DA B2 B
» Online respondents were able to remember better especially for some of the less
popular brands that the offline (CATI) respondents did not
TR B2 VT BENS B I M AT — 2850 44 FEBUIR A i, Tl 32 U7 8 AN g
» The result was such because:
FEOXE KA A WTE

» Respondents are able to take more time to think about the questions. Unlike offline
research, respondents are not time pressured due to the presence of an interviewer.

FEER S D)4 A AW I IR TR0 (e dE A7 R 2% vl N AT+ U5 IR0 & AR AE, RUTE S

A3 I A) 25 1 Jek
» In summary:
/E’\é:lilb:

» Offline research generally requires higher demand on respondent’s memory capacity
than visual transmission as they must remember the information rather than being
able to repeatedly refer to it in the questionnaire o \ N
—fBoet, 2k R URAT D T S AR I R B, NP AL A R
o, U ARCAE RN, IGERE S A E 8
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Response Styles

2 A

In the next section, we will look at
the effects of using different data
collection methods, called mode
effects

N RIAT TR A (R Ecdm Wi £ 7 =C
B AL s, RIS R,

» We looked into the mode effects
caused by response styles and
socially desirable or undesirable
behaviour, in this case, China
FRATTR AT 1 2B XU AT o [ 4o B R
SRR AT O 5 R A A Y.

T
TWEIA
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Response Styles

A

Various types of questions were included to test different forms of response style

including extreme response, use of midpoints and ‘don’t know’

gTMﬁTHMFﬁﬂ%mw mH 2 EFEP RN “AGIE” ,  EETP A T AR
7]

» The same question with the same scale is used for the extreme response and use of
midpoints analysis. The respondent was asked about his/her interest to visit countries in
Asia. Responses are scaled on a five-point Likert scale (‘1’ means not at all interested
and ‘5’ extremely interested)
0B A i [ 25 AR v ) T8 86 SR T T [RIAE P )RR PVA 3 o 48077 0 40 I 381 S NP [l 5 e A 7
HEE, JFX5IrLikert VPSR T 70 (17008 — RUARANAR, 573 W 1RAR)

> ‘1"and ‘5’ are defined as extreme responses 1453 F1553 4 1 Sk A g [F] 25
> ‘3'is defined as midpoint position 34 #% x& X 4 H ] It

» The following slides show how our results were in line with several of the studies
conducted by researchers such as Bronner & Kuijlen (2006), Wichers & Zengerink (2006)
and Hogg (2002)

B NORI N A R B 15 B 45 R HABEFE DTS H A 45 21— 20
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onse Styles: Extreme Responses
AW A . v R &

» The presence of an interviewer (offline CATI) resulted in:
2~ (CATD W, Ujin) & WAFAEIE LT 52
» More extreme responses as compared to online research
SRS PRI AH LU H IS 22 A i [R] 2
» One reason for such result could be explained by time pressure experienced
TS R i R R e A 52 V58 7 IR ] B 1 Jek
» Offline (CATI) respondent generally are more time pressured, thus, having the
tendency to complete questions quickly and use extreme scale positions

2~ (CATD B2 V5 & — A2 28 2 (IS A I g, IXAE Ul i 1 RR S i 4,
I SR AR g [ A 2

AJ
M
wn
[®;

Offline (CATI) Online 7E2k
Number of extreme ey
responses i [H] 2 H i ‘\ 1487 S

Question: How interested are you in visiting these places listed in the next five years? Would you say you are
extremely interested, very interested, somewhat interested, not very interested or not interested at all?

B I T B FIIM I I Z BB ? BRI, T, BB, T — R AT,
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Response Styles: Use of Midpoints

al V2R, EFEA

1 57

» The use of midpoint positions on scales was lower with the presence of

an interviewer

- T05 ) B AT, 93 G ade T e 485 v TR T A BU 28 A
» This result was similar to the Bronner and Kuijlen (2006) study which
resulted in lower use of midpoint positions when using offline compared

to online

%45 R 520064-Bronner 5 Kui jlenJF e 9T 45 SAHAT, ARATT A9
L, NS R REAR bedge, b TR) I % R R AR

Offline (CATI)

Online 7E&:

Midpoints with scale

G0 G I R [R)IE 0

1205

Question: How interested are you in visiting these places listed in the next five years? Would you say you are
extremely interested, very interested, somewhat interested, not very interested or not interested at all?

B I T B FIIM I Z BT BRI, A, BN, TS — R AT,

Copyright © 2007 Survey Sampling International




J ! Your trusted partner in sampling

onse Styles: ‘Don’'t Know’ Category
A 2RAL . CARFIE” BN

» The number of ‘don’t know’ answers

AJ
M
wn
[®;

Use of ‘Don’t Know’ Category

is counted and there was a higher 208 110
number of ‘don’t know’ for online 1 100 4
WA REY, (IR R R -
S P 5 801
» The higher number of ‘don’t know’ S 60 -
for online research could be E
attributed to the higher visibility of o 40 1
this answer category on the screen “§ 20
FELCRMI R “ANFITE” JETR)Eh =
e 2 A] RE A T I0AE A) 45 e b 0
S e I A L O Offline (CATNEM %4 (i iE)

B Online %
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Cultural Influences X {t &0

>

Earlier, we discussed the implications of results due to the different approaches used to
collect data

ZATBATIE T A [ EEE ARy 2l B AR O A 4 R ) X

In the next section, we will look into the implications due to the country and the culture, in
this case, China

PR R IRATTRE N AN A JE R BEAT e, FEAR S B h e [

Response biases like socially desirable behavior and response style due to cultural
influences were observed

WEFEH BATTREEE T Ity 2, 90 e SCACSE M A ()AL 2 SUT SR A T O L A8 XU
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Social Desirability: Modesty a Highly Valued Virtue

FE BV

.35

)

Y S ONIES

» Modesty is regarded as one of the ‘Five Virtues’ in the Chinese culture (Prince

1992)
EFESA T, HeEAE “COREMm” 2 —

» The following research findings will show the effects of such influences
45 R R 7N X L R i)

NI
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Social Desirability: Modesty a Highly Valued Virtue
rana S h 7 R 5 0y OGP

» Average scores are calculated for each image statement (scaled from 1 to 10 on a semantic
differential scale) and online research appeared to have a higher average score ‘
TR UL R (7Rl SCRRE BAr N 1-1010M 5590 #giih T FE 0, 4R LS
H LS v 2 70

» The result showed the tendency of being modest in Chinese culture. Respondents may
feel judged by the interviewer and therefore adapt their responses when asked to
describe about themselves ‘ . B .

G R, AR E ST M TR e . B2V SRS BRI VA, Rk
LR AIR B O, SR E DN

Offline (CATI) . Online?E4
I Yvatch and enjoy advertising 571 6.59
BUWE EHHER &
| enjoy meeting people REWR 5 AT 6.79 7.69

| am comfortable talking with others even
if | haven’t met them before BIf§ 2 Bi¥&H 6.48 7.42

Wit Tr, BB 2RI AT E

| try to read or find out and update myself
with the latest development 6.66 8.44

RBRET HMIRIE T BRI R
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Social Desirability: I\/Iodesty a Highly Valued Virtue

iA%ﬁ 3

/

s SN P b

In the earlier section, offline (CATI) research resulted in more extreme responses and less use of

midpoint positions on scales

ZHRTBATE T2 (CATTD) IAMRE IR M B BE 2 Bl i [ 5 N /328 39 v 1) I

research had:

SR, FEMRBRIE T, GO L AH
» Lower extreme responses, and;

FUEA RN

Again, this can be explained by the effects of being modest

AR UCRWIIESK “UE " 5%

Therefore, online research tends to produce less socially desirable responses compared to offline (CATI)

» Higher midpoint positions

research

S /DRl i [ 2

M g

However, the result was otherwise for the image statements (scaled). It was revealed that offline

WA Rk = B ) 4 A AT LA R R

PRI, H5ZT (CATD WWHAHLL, 7EZeint 525 2 15 3152 41 o5 JHVE FE SE i B2 1 0] 35
Offline (CATI) OnlinefEsk
JlI;Il(u%[%e%r%I%xtreme responses 111 378
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Social Desirability: Polite

S AL

Use of ‘Don’t Know' Category

» A lower number for offline (CATI) 120 - P :Tﬁ

research for ‘don’t know’ answers
could be due to the fact that not 100 -
answering someone’s question is P 77
regarded as impolite in China 5 %07
LT (CATD JBFdY, JEPE “A%0 2 40
7 ETR A AR T, 8
ANEZ BRI BRI AL 2 407

20 A

0

O Offline (CATINIEM & (H1E)
B Online M &
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Social Desirability: Decision Making

ﬁAﬁﬁﬁF TR E

Evaluation apprehension is the tendency of respondents to present themselves as better in
situations when they believe they are being evaluated
PROT IR B2 07 WU R RS H CIEAE 2 B VR, sl ) T3 BT B 4

» The total number of respondents mentioned themselves as the one who goes grocery
shopping was calculated
BAGEE TR H S5 K5 E H S 32 U5 8 1 AL

» The result showed that grocery shopping is mainly the responsibility of females in China.
This is similar for both online and offline research

vk g RARWIHE R B H S B R 22 otk 1K i Mg I BRI NI B4R 2

Offline (CATI) Online
Male 5P | Femaletd | Male5H 1t | FemaleZg %
SelfHE 114 177 189 217
Spousefit{® 91 32 78 20

Copyright © 2007 Survey Sampling International
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Conclusion
7518

» Generally, the implications of these results for research studies can be attributed
to:

R, B RS ST LU B T 4B

» Data collection approaches: Online or Offline

Bl T AR/ ST

» Country and the culture
EPESRE 4
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Conclusion: Data Collection Approaches

e BRI

£ 3

» Online research has

Y 2 AT

» Lower drop-out rate

IR R AR

» Shorter interview time

D [ I < B R
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Conclusion: Data Collection Approaches

e BIRBET

» The result of this study revealed that, online research has higher
awareness level and lower extreme response behavior

ARV 45 AW, R FTA G T B, BRIl 2B % 5 /)

» Nevertheless, online study may result in higher midpoints response and
higher use of ‘don’t know’

AT, PSPl e o P BRI TR R B, “ANRIIE” IR IIUE FERE

=N
=]
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Conclusion: Country & Cultural Influences
5w EZCHACE I

» This study also revealed that cultural influences do have an impact on
the research results

AU EIERY], S JRABIT 45 RAT 5 AN n] B 52 00

» For this study, online research indeed produces less socially desirable
responses compared to offline (CATI) research

i, AUGRBTEN], B L RBT RN, o R R
(CATID) T 3 1m 752 k2 BV S 0 B0 8
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