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rigure 7.1 A Classification of Experimental
Designs
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rigire 7.2 Selecting a Test-Marketing Strategy
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Table 7.1 Evidence of Concomitant Variation between
Purchase of Fashion Clothing and Education

Purchase of Fashion Clothing, Y
High Low

500 (100%)

500 (100%)



Tale7.1  Purchase of Fashion Clothing by

Income and Education
=3

Low Income /7 High Income
Purchase Purchase
High Low High Low
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171 (61%) 129 (43%) 300 (100%) éLOW 151 (76%) 49 (24%) 200




Table 7.4 An Example of a Randomized
Block Design




mbie7s  An Example of Latin Square Design

Patronage High Medium Low




rable7.6  An Example of a Factorial Design

Amount of Humor




rable 77 Laboratory versus Field Experiments

Factor Laboratory Field
Environment Artificial Realistic
Control High Low
Reactive Error High Low
Demand Artifacts High Low
Internal Validity High Low

External Validity Low High
Time Short Long

Number of Units Small Large

Ease of implementation High Low

Cost Low High




RIP 7.1 Criteria for the Selection of
Test Markets

1) Be large enough to produce meaningful projections. They

should contain at least 2% of the potential actual population.

3) Be representative with respect to product consumption behavior

5) Be representative with respect to competition.

7) Have normal historical development in the product class

9) Not be over-tested




rir72  Dancer Fitzgerald’s Sample List of
Recommended Test Markets




Dancer Fitzgerald’s Sample List of
Recommended Test Markets




