Methodology: Survey

The final method we used in our research was a survey.  Our initial goal was to find out our market’s attitude about what features of a heating pad were most important.  We created a survey with 8 heating pad features and asked respondents to rate them individually on a 7-point numerical scale between Not Very Important (1) to Very Important (7).  The survey also contained questions about other methods of pain relief, hours of physical activity, and price.  We took the survey to Walmart in order to find our target “Weekend Warrior.”  However, we encountered a large respondent error due to refusal to take our survey.  After 1 hour, only 3 people agreed to complete our survey, and of those responses, none were viable.  The surveys were filled out in a hurry, many spaces were left blank, and the same numbers were circled repeatedly (indicating that       the respondents were not paying attention to the survey.)  This all occurred even though we were offering a $1 incentive.  

We chose to take a different route in collecting our data since our first attempt had not worked.  We needed a captive audience of adults who were at least over the age of 25.  We decided to survey 2 MBA classes in order to get a convenience sample.  The survey was modified at this point in order to get more information about our particular product.  A picture of the front and back of the package was provided with the survey and respondents were asked to make qualitative judgments on it, as well as respond to the 7-point numerical scale we had in the original survey.  

Methodology: Embedded Experiment
In order to collect data about price and willingness to buy our product, we created an experiment embedded within the survey.  There were 3 groups, each of which was given a different price point:  $24.99, $29.99, and $34.99.  Respondents were then asked to indicate their willingness to buy the product at this price on a category scale.  The actual price of the product is actually $34.99, but we were hoping to discover that people would be significantly more interested in purchasing it at a slightly lower price point. 
Results


We collected ____ responses by surveying the MBA classes.  Because we had a captive audience, most of the questions on our survey were answered completely and thoughtfully.  However, we had a large number of respondents who had never used a heating pad before – ____%.  Due to this, we do not believe that much of the statistical data is valid.  When we completed analysis, we discovered that none of our data was statistically significant.  The most useful part of our data was actually the qualitative measures we took about the packaging.  We coded the responses and found that the results matched what we had discovered in our focus groups.  Insert data here, blah blah blah    
