Errors that Can Skew Your Marketing Survey Results
Universe versus Sample:

You can describe the entirety of a particular marketplace as a “Universe” and a small part of that universe as a “Sample”.  It is impossible to survey everyone in the universe (marketplace, not Milky Way Galaxy) due to the expense.  So we must sample the universe and hope that we have picked a sample that is representative of the universe.

The problem is that no sample is completely representative due to errors that creep into the process.  You need to understand ahead of your survey which ones you are most likely to encounter and find ways to reduce them.

There are essentially two classes of errors:  Measurement and Sampling

Measurement Errors are errors that occur as a result of the testing tool not gathering accurate information.  For instance:

· A survey that people are likely to lie to (e.g. “How much money do you lose in a typical gambling trip to Biloxi?” will not get accurate results if given in the presence of a spouse).  

· Or a survey those being surveyed do not understand (e.g. “Rank your top 5 category choices giving a five to your number one choice and a one to your number five choice and then circle the top five selections within those five categories.”)

Both of these will result in your sample giving answers in a manner that does not reflect the answers that would be given by the universe if you could survey the entire universe.

Sampling Errors are errors that occur when our sample does not accurately reflect the universe.  There are three types of Sampling Errors:

· Non-Response Errors:  Many people will not answer your survey.  The problem with that is they are selected to be part of the sample because their profile represents the universe in a particular way.  You must replace them with people whose profiles exactly mirror theirs if your sample is to remain a true representation of the Universe.  Since no one can have a true duplicate (not even identical twins are identical consumers), the more non-responses you have the less likely your sample is to reflect the universe accurately.

· Framing Errors:  Occur when for some reason the mechanism you choose to identify your sample is not in sync with your universe/marketplace.  For instance, if you wanted to know what percent of people in Biloxi drink Coors Beer and you stayed outside of bars on Friday night asking people as they left, your survey results would be in error because the universe of Coors Beer drinkers is broader than just people who drink in bars on Friday night.  The universe includes people who only drink beer at home or who only drink Coors when in a restaurant setting, etc.

· Sampling Errors:    Occur as a result of the fact that no sample is a perfect representation of the universe.  If you were to have samples that did not have any of the other errors, you would be able to take one sample and discover that 10 percent of Biloxi beer drinkers drink Coors beer once a month or more.  You might then take another sample and find that 8 percent of Biloxi beer drinkers drink Coors beer once a month or more.  The 2 percent difference is the sampling error.  The larger the sample, the smaller the sampling error.  It is usually expressed in polls or reports as “+/- X percent”

