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Chapter One Electricity Market Research

Unit 1 Basics of Market Research

I. Aims & Assessment Points in This Unit

By the end of this unit, students will be able to show a good grasp of and to speak with
confidence and authority in the following aspects:
— To know the concept. methods and procedure of market research;
— To talk about market research;
— To exchange ideas.
1. Knowledge for market research
B To understand the usefulness and content of market research;
B To understand the methods of doing market research and designing a questionnaire;
B To understand the typical procedure in doing a market research;
B To understand how to ask different types of questions to clarify and probe.
2. Language points
B To understand some useful phrases about market research;
B To understand some useful phrases for clarifying, summarizing and responding;
® To understand how to categorize or classify and how to describe procedures.

I1. Language Base

1. Vocabulary

B e e T S S e S N S o e e e I Jie St st St e S S

3 general /'dzenaral/ adj. 4 i &, — supply /so'plai/ n. 45,4k j{
b procedure /pra'sidza (r)/ n. #5, |
t concern /kon'sain/ v. A X T.F A } 42 1
3 demand /di'mannd/ n. EK; 5K preference /'prefarans/ n. f@%F. E4F +
"l«* B N L o S S P . AU N Ty ey BV CHUNURE T U S SR SIS DN |
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B S e i e S e i o o

expectation /ekspek'teifan/ n. #i#;
A

response /ri'spons/ n. KR ;E %

trend /trend/ n. ¥R, A%

reveal/r'vil/ v. B~. 8%

prediction. /pri'dik[an/ n. Rt

objective /ob'dzektiv/ n. B &, B 4%

define /di'famn/ v. &3, F &

sampling /'saxmplin/ n. BAE, A

address /o'dres/ v. fifsk;xfeeAE(IE
K #tiE

subject /'sabdzikt/ n. (F#H ) % %
i (FEeg) 2T £

statistical /sto'tistikal/ adj. %+t ; 4%
it ey

inference /'infarans/ n. I, T

generalize /'dzenarolaiz/ v. #E4&
E

complicated /'komplikertid/ adj. %

source /sois/ n. RF Rk

distinction /di'stigkfan/ n. K #], X 4

primary /'praimoari/ adj. & &49; % —
F o

secondary /'sekandari/ adj. K % &5;
H—F

be subject to
®r M

energy- and time-consuming /taim
kon's juimiy/ # 8 7 64

in a sense /sens/ M AP E L L k5L

G vsnnns X Bt e

PO SO L GO W U VA ISP SV HPIES St WY WS WU G S S A S SRR SRR SHRS S TSRS SIS R ST HBESASHHUES I S S B B S BSHESES Siaie e oot

b T TS WSS CIOPS Py (ISR SOFOMDT (OGS UL AP SO (APl ! WIS WO CUPUUS VIS WA UU (HPYON GANUULS S WU U WSO (RN SOONLD (RONRD UUPOULY \UDOVLS MMM CEUNS WO URPURIS SOOMT VRS WOt

2. Useful expressions & structures
Basic level:

AAAAAAAANANNAAANA

Firstly/First of all/To begin with
Thirdly/Lastly/Finally

M A

IANNAARAARANNRNANIINS

NAAAAAAAAA,

available /o'veilobl/ adj. T vA{F 3|69 ;
AT A
association /osaufi'etfon/ n. W2 B H
professional /prov'fefanol/ adj. *
Ak 44
publication /ipabli'keifan/ n. &g ;
R4
academic /eeko'demik/ adj. % K #9;
institution /nsti't ju:fan/ n. AL
charge /tJadz/ v. #& ;R iz
limitation /limi'teifan/ n. FE4); B FE
superior /sju:'praria(r)/ to & T, pEit
combination / kopmbi'neifan/ n. %4
qualitative /'kwolitetiv/ adj. JFi#
quantitative /'kwontitetiv/ adj. &)
survey /'saver/ n. &, #hE
attitude /'eetrtjud/ n. SE; A%k
adapt /o'deept/ ... to ... fFHEN
horrify /'horifat/ v. 4% 2L, 4% 2 17 3%
limit /'limit/ v. FR4); FRE
respondent /ri'spondent/ n.
PR
casually /'keezjuoali/ adv. W& H, &R
ZS R

be aware /a'wea(r)/ of

TR,

EEE . EIRE

appliance /o'plaons/ n. (A T4 & B
W) B A

option /'ppfan/ n. &£, &R

format /'fomeet/ n. X ;KX

boost /bust/ v. 1% F .42

Secondly/Next/Then

2> 2
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In the first place
For one thing

ANANAANAN AN

PIANAAAAAAR

In the second place
For another thing

AAAAAAAA

I couldn’t agree more.

You've got a very good point there.

;
§ I think you’re absolutely right.
§

¢ OK./All right.

WA

I (quite) agree.
That’s a very good point.
I totally agree.

Can we move on to the next point now?

e

: Having looked at . ... I'd now like to consider ...

I now want to turn to ...

The next point is . ..

Another interesting point is . ..

The next aspect I'd like to consider is . ..
I'd now like to turn to ...

The first/second/next/last point I'd like to make is . ..

There are three main steps in this process ...
The first/second/third step is . ..

To put it simply ...

Most of the time we do both.

It depends.

FIAAAAAMAAAAAAAAAAAAAAAANANMAAL

I

FINAAANAPANRANFAAAANARNR, AAAAANS AAAAAAAARAAAANAAA,

What do you think?
¢ What do you think about .. .7
What are your views on ...?
What do you feel about .. .7
What’s your opinion of ...?
What are your feelings about .. .7
Have you got any comments on ... 7
Would you like to give us your suggestions?
Would you please give me (us) some suggestions?

What do you suggest?

X
HAAAAMAAASAAAAAA A

AARAANAAAAAANAANAAAS v

Wv\h"r

JANAAAAARAARANAANASCANANN AAAARANAA AAAAAAAAAAAAA

I’m of the opinion that ... As L see ity « <

AAAANAAANAN

I think ... | consider ...

A A AN AN NN NN NN NN NN NN AN AN NN AN NN NAANNNANNANNNN NN




...................................

&

I feel ... Personally I believe/think . ..
In my opinion/view ... It seems to me . ..
From my point of view ...

nnan NANAAAAAAANAR AA

AAAAAAAAAVAAAAAAAN

AAAAAS AAAAY AL

That will be nice. [ might have a try.

You're really very helpful.

VAAAAAAAS AAAAAAAAAAAA ANNAAAA AN AN PN NN NN PN NNNNNANNNNNG P

A

Advanced level;

AAAAAAR, ANAAANAARANANANNS AN

I would like to give a general introduction to market research.
The procedure of market research is as follows.
Will you please be more specific?

AAAA

With all the data you need close at hand, what to do?

Primary research is energy- and time-consuming.

There are some general rules to follow.

Limit the number of ...
Your confidence in your research will be boosted.

A ARAAAAAA A AAAMAAANAAANAAA ~

AAAAAAAAAAS
TVAAAAAAAANAAAS

I. Dialogue

Situation 1: Talking about market research
Professor Smith and his students are discussing market research in the classroom. Play
the following roles:

Role 1: Smith is a professor in a university.

Role 2. Jane, Chris and Linda are all students in Professor Smith’s class.

B S e ey
+ Sample Dialogue t
R S e St
Smith: Morning, everyone. Today I would like to give a general introduction to
market research. To begin with, 1'd like to know if you have any idea of what
market research is.

Jane: To put it simply, market research is to do research on the market. to gather

3 4



Chris s

Linda:

Smith:

Jane:
Smith:

Chl'iS:
Smith:

Chris:
Smith
Jane:

Smith:

Jane:

Smith:
Chris:
Smith:

Chris:
Smith:

1T

data and analyze data.

Market research is done to see what products are needed in the market or
whether a new product will be profitable.

To me, market research is concerned with the analysis of-the relationship
between demand and supply.

All of you have got a very good point. Market research is to gather and analyze
information about the market to see what consumers want and will buy. One
purpose of market research is to get a picture of consumers’ needs, preferences
and expectations. Another aspect is to explore customers’ response to new
products or services. Based on the information, market trends can be revealed
and prediction of demands can be made.

Research tends to be systematic. There seems to be some basic steps to follow.
A good point. The procedure of market research goes in basically 5 steps. Step
1 is to set research objectives by defining the problem; step 2 is to develop the
research plan: identify the data needed and determine how to collect data;
step 3 is to collect information; step 4 is to make and interpret findings after
analyzing the data. and the final step is to make recommendations for future
decisions.

Will you please be more specific?

Certainly. A good beginning is half done. Asking good questions is important
to setting research objectives. that is to settle on a research question.

What about the second step?

In developing the research plan, questions of sampling and data are addressed.
What is sampling?

Sampling is to select some people from a group as research subjects and treat
their responses and behaviors as typical of the whole group. Statistical
inference may be used to generalize the results from the sample to larger
groups.

It sounds complicated.

It certainly is. Now I will turn to the question of data.

Where are the research data from?

Good question. The sources of research data lead us to a distinction. That is.
basically there are two major types of market research: primary and secondary
research.

Do the differences between them have anything to do with data?

Primary research is to collect first-hand data on one’s own. Generally
speaking, there are three methods: making observation, questioning and
experimentation.
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Jane:

Smith:

Chris:
Smith:
Linda:
Smith:

Jane:

Smith H

Chris :
Smith;

Jane:

Smith:
Linda:
Smith:

Chris:
Smith:

Edison did thousands of experiments to find the right material for the light
bulb. Newton observed the fall of an apple and pondered the law of free fall.
Ha, very good. But the meaning of observation and experimentation is a little
different in market research. Here the objects being subject to observation and
experimentation are people and people’s behavior.

It’s a little confusing.

That’s OK. Questioning can either take the form of interviews or
questionnaires. Interviews can be done by telephone or face to face. There are
paper and electronic questionnaires now. They are sent to people by person or
by mail, or they are answered online.

Sounds interesting.

Overall. primary research is energy- and time-consuming.

Then is it relatively easier to carry out secondary research?

In a sense it is. It is done with data available. There are a variety of sources to
get data. For example, data from the government. trade associations. trade
and professional publications. academic institutions, etc.

In that case, great efforts can be saved.

Not exactly and it depends. Some data are offered to use for free while others
charge certain amount of fees. Besides. secondary data may be outdated or do
not fit the purpose of the current research. That means secondary research also
has limitations.

Is primary research superior to secondary research?

We can’t firmly say that.

Maybe the combination of primary research and secondary research is a better
choice?

A very good point. Most of the time we do both.

With all the data we nced close at hand, what to do?

We follow step 4. analyze the data, whether they are qualitative or
quantitative, and then make and explain findings. What follows is step 5:
conclusions are drawn and suggestions can be made.

That ends the market research?

Oh, no. It is made complete with the writing of the research report.

Situation 2: How to design a questionnaire?

After

class Linda inquires Professor Smith about questionnaire design.

Role 1: Smith is a professor in a university.

Role 2. Linda is a student in Professor Smith’s class.

—_— J
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Linda:

Smith:

Linda:
Smith g

Linda:
Smith:
Linda:
Smith:

Linda:

Smith:

Linda:

Smith:

Linda:
Smith:

Linda:

Smith:

Linda:
Smith:

Linda:

Professor, you’ve told us the means of getting data. ['m partieularly interested
in questionnaires.

Questionnaire survey is a more commonly used and effective way to collect data
from a large population. It helps researchers know the thoughts and attitudes
of people.

Yes. My question is where all these questionnaires can be found.

Well, there are some questionnaires published for public use. If the
questionnaire one needs is available or ready to use. things would be easy. We
can adapt them to our own purposes. Otherwise. one has to design one’s own
questionnaire.

What's it like to design a questionnaire?

[t is not so easy. but it won’t be so horrifying.

Really?

Yeah. There are some general rules to follow. One is to limit the number of
questions. so that the respondents can finish them in several minutes.

I see. People may not have much time and patience.

Next. the questions should be clear and simple. When people have great
difficulty in understanding what is being asked. they are more likely to make a
response casually.

That won’t be what we want.

In addition. be aware of the distinction between closed questions and open
questions.

For example?

All right. Suppose you'd like to know people’s opinion on smart electric
appliances. how would you ask the question?

Maybe “what do you think of smart electric appliances”.

This is a typical open question. The respondent must pause and think at the
sight of this question. Open questions often lead to various different
responses.

Right.

Here is my way of asking the questions: Do you think smart electric appliances
are (a) energy-efficient, (b) expensive, (¢) convenient? Do you notice any
differences between your question and mine?

Your question offers options. People do not need to think hard, and making a
choice is OK.



Smith:

Linda:
Smith:

Linda:

Smith:

Linda:
Smith:

 RNKEOERE

You've got a point. My question is closed. Closed questions are easier to
answer and analyze than open questions.

I sece what you mean.

In a word, the wording of the questions and the format of the questionnaire
should be respondent-friendly.

Exactly.

The designing of the questionnaire determines the kind of data you will get. It
is kind of challenging, but you’ll have surprising findings, and your confidence
in your research will be boosted.

Thanks a lot, Professor Smith. You're really very helpful.

Not at all.

II. Practical Talking

1. Des

cribe the procedure of market research.

Question: What is the basic procedure of market research?

Answer ;

Question: What are primary research and secondary research?

Answer :

2. Describe the process of designing a questionnaire,

Question: What are some of the rules for designing a questionnaire?

Answer :

Question: What are the differences between open questions and closed questions?
Answer:

It

without conducting at least some basic market research. Some people have a strong

is extremely difficult to develop and provide a high-quality product or service

aversion to the word “research” because they believe that the word implies a highly

sophisticated set of techniques that only highly trained people can use. Some people

also believe that, too often. research generates lots of useless data that is in lots of

written reports that rarely are ever read, much less used in the real world. This is a

major

misunderstanding.

Odds are that you have already conducted at least some basic forms of market

research. For example, you have listened (a research technique) to others complain

about

> 8

not having enough of something — that should suggest providing what they need



