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Middle America Research (MAR) was awarded a contract to perform marketing research for
Fresh Impressions, the largest supermarket chain in the Midwest (see also Case 1.1 in the printed
text). Fresh Impressions’ market share had been steadily declining for 18 months, and the
marketing department was considering a promotional effort in which stores would provide
shoppers with nutritional information for most of the packaged foods carried by Fresh
Impressions. Company executives hoped that a goodwill measure such as this would stimulate
sales, as well as create a loyal customer base. MAR’s job was to determine the extent to which
nutritional information, if provided, would be used by consumers. Jose Martinez, president of
MAR, was meeting with Fresh Impressions executives to outline the specifics of the research
project. He opened the meeting as follows.

“Good afternoon, ladies and gentlemen. As you know, MAR will soon be performing a major
research project for Fresh Impressions markets. This meeting gives me the chance to clarify
exactly what MAR will be doing for Fresh Impressions. In our research proposal, two key
considerations were identified:

(1) consumer attitudes toward nutritional information in general

(2) which of three presentation formats would be the most useful to shoppers.

“To uncover this information, MAR has developed a list of interview questions that will be
administered to shoppers sometime within the next couple of weeks. I have with me several
copies of the questionnaire, which I will distribute to you for your approval.”

Case Questions

1 Read Case 1.1 (“Fresh Impressions—Nutritional Labeling”) to develop an understanding of
the decision situation related to the questionnaire in this case. Read the questionnaire and
determine how it should be modified based on the rules of questionnaire construction
presented in earlier chapters. Address the following areas:

a Propose changes in question format, wording, content, and other such elements that, in
your view, could have been stronger.

b Propose changes in question sequence and general structure.

¢ Include general comments and concerns regarding the design of the questionnaire.
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STOP—the interview has concluded. Please use the coding manual to classify respondents
based on their responses to previous questions.

1 = Bachelor
2 = Newly married
3 = Full nest

4 = Full nest I

5 = Full nest I1I

6 = Empty nest

7 = Empty nest II

8 = Solitary survivor in labor force
9 = Solitary survivor retired
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Example of the Matrix Format

TV dinners

(serving size: 1 E 2 g £ i 2 £ 5 = =
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=S| o= 22 F|Z ©

Beans and 10.75 591 |25 40 15 20 10 15 15 20
Franks, Banquet
Beef Chop 12.00 282 |20 6 8 6 8 15 4 15
Suey, Banquet
Beef Enchilada, | 15.00 570 |30 50 0 15 10 20 20 25
Swanson
Beef 9.50 920 |70 2 30 20 20 45 4 35
Tenderloin,
Steak House
Beef, Banquet 11.00 312 | 45 4 10 8 15 30 4 30
Beef, Chopped, | 11.00 443 | 30 90 10 8 15 20 6 20
Banquet
Beef, Chopped, | 18.00 730 | 30 45 15 20 20 45 6 25
Hungry-Man,
Swanson
Beef, Hungry- 17.00 540 | 60 2 4 20 30 30 4 20
Man, Swanson
Beef, Swanson | 11.50 370 | 60 6 10 10 20 30 4 20
Chicken, BBQ, | 16.50 760 | 60 110 |6 30 35 60 8 30
Hungry-Man,
Swanson
Chicken, BBQ, | 11.25 530 |25 20 4 10 20 40 8 15
Swanson
Chicken Crispy, | 10.75 650 |30 4 2 30 15 50 10 15
Swanson
Chicken, Fried, | 11.00 530 |40 100 | 35 10 15 35 30 25
Banquet
Chicken, Fried, | 15.75 910 | 100 |2 25 25 25 80 10 30
Hungry-Man,
Swanson
Chicken, 19.00 730 |90 15 30 20 20 70 15 20
Hungry-Man,
Swanson
Chicken, Man- | 17.00 1016 | 90 90 10 15 20 60 45 35
Pleaser,
Banquet
Chicken, 11.50 570 | 60 40 10 10 15 45 6 15
Swanson
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TV dinners
(serving size: 1
dinner)

Weight in
ounces

Calories

Protein

Vitamin A

Vitamin C

Thiamin

Riboflavin

Niacin

Calcium

Iron

Chicken, 3-
Course,
Swanson

H
e
o
S

630

50

(%)
(e

[\
(e}

—_
(e}

50

15

Chicken,
Western Style,
Hungry-Man,
Swanson

17.75

890

70

10

25

35

40

10

15

Chicken,
Western Style,
Swanson

11.75

460

35

10

15

20

20

15

Chopped
Sirloin, Steak
House

9.50

760

90

35

20

20

50

35

Fish Dinner,
Banquet

8.75

382

30

50

20

20

20

10

Fish N Chips,
Swanson

10.25

450

50

10

15

25

10

Turkey,
Banquet

11.00

293

35

80

35

10

10

35

15

Turkey,
Hungry-Man,
Swanson

19.00

740

100

20

40

20

15

60

10

25

Turkey, Man-
Pleaser,
Banquet

19.00

620

60

150

25

20

20

45

15

25

Turkey,
Swanson

11.50

360

45

60

30

10

10

35

10

Turkey, 3-
Course,
Swanson

16.00

520

60

15

30

20

15

40

10

20

Veal
Parmigiana,
Banquet

11.00

421

30

140

20

15

15

20

20

15

Veal
Parmigiana,
Hungry-Man,
Swanson

20.50

910

60

10

20

30

30

25

30
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Example of the Summary Format

Nutrient | TV dinners (serving size: 1 dinner) Weight in
Quotient ounces
2.2 Turkey, Banquet 11.00
1.9 Veal Parmigiana, Banquet 11.00
1.7 Turkey, Swanson 11.50
1.6 Chicken, Fried, Banquet 11.00
1.5 Italian, Banquet 11.00
1.4 Sirloin, Chopped, Swanson 10.00
1.4 Salisbury Steak, Banquet 11.00
1.4 Beef, Banquet 11.00
1.3 Macaroni & Cheese, Swanson 12.50
1.3 Beef, Chopped, Swanson 11.00
1.3 Chicken, BBQ, Hungry-Man, Swanson 16.50
1.2 Beef, Swanson 11.50
1.2 Fish Dinner, Banquet 8.50
1.2 Meat Loaf, Banquet 11.00
1.2 Meat Loaf, Man-Pleaser, Banquet 19.00
1.2 Turkey, 3-Course, Swanson 16.00
0.8 Chicken, BBQ, Swanson 11.25
0.8 Spaghetti, Swanson 12.50
0.8 Chicken, Western Style, Swanson 11.75
0.7 Rib Eye, Steak House 9.00
0.7 Meat Loaf, Swanson 10.75
0.7 Salisbury Steak, Hungry-Man, Swanson 17.00
0.7 Beef Tenderloin, Steak House 9.50
0.7 Sirloin, Steak House 9.50
0.7 Salisbury Steak, Swanson 11.50
0.7 Veal Parmigiana, Hungry-Man, Swanson 20.50
0.7 Chicken, Western Style, Hungry-Man, Swanson 17.75
0.6 Noodles and Chicken, Swanson 10.50
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Example of Complete Format

TV dinners
(serving
size: 1
dinner)

Weight in
ounces

Calories

Protein

Vitamin A

Vitamin C

Thiamin

Riboflavin

Niacin

Calcium

Iron

Nutritional

quotient

Beef
Tenderloin,
Steak House

g
W
(e

920

70

(%)
(e

\®}
=)

o}
S

45

35

o
\1

Beef, Banquet

11.00

312

45

10

15

30

n

30

Beef,
Swanson

11.50

370

60

10

20

30

20

1.2

Chicken,
BBQ, Hungry-
Man, Swanson

16.50

760

60

110

30

35

60

30

1.3

Chicken,
BBQ,
Swanson

11.25

530

25

20

10

20

40

15

0.8

Chicken,
Fried, Banquet

11.00

530

40

100

35

10

15

35

30

25

1.6

Chicken,
Western,
Hungry-Man,
Swanson

17.75

890

70

10

25

35

40

10

15

0.7

Fish Dinner,
Banquet

8.75

382

30

50

20

20

20

10

1.2

Turkey,
Banquet

11.00

293

35

80

35

10

140

35

15

2.2

Turkey, Man-
Pleaser,
Banquet

19.00

620

60

150

25

20

20

45

15

25

1.7

Turkey,
Swanson

11.50

360

45

60

30

10

10

35

10

1.7

Turkey, 3-
Course,
Swanson

16.00

520

60

15

30

20

15

40

10

20

1.2

Veal
Parmigian,
Banquet

11.00

421

30

140

20

15

15

20

20

15

1.9

Veal
Parmigian,
Hungry-Man,
Swanson

20.50

910

60

10

20

30

30

25

30

0.7
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