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Changing Role of Women: 
o The growth of dual-income families results in increased purchasing 

power.
o Approximately 60% of work-age females are in the work force. 
o Women expect different things in life. 

� Purchase bulk of technology products 
� Do most grocery shopping 
� Second largest group of homebuyers after couples. 

o Single households outnumber married households with kids. 

Demographic Forces

Demographics is the study of people’s vital statistics such as: 
� Age
� Race
� Ethnicity
� Location 

Tweens:
� Pre and early adolescents, ages 8-14 
� Population of 29 million 
� Annual purchasing power of 39 billion dollars 
� View television advertisements as “just advertising.” 
� Emerging as “the richest” 

Generation Y: 
� Born between 1979-1994 
� Population of 60 million 
� Purchasing power of 200 billion dollars annually 
� Researchers have found generation “Y”ers to be: 

o Impatient 
o Family-centered 
o Inquisitive
o Opinionated 
o Diverse
o Time-managers 
o “street smart” 
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Facts and figures pertinent to the marketing problem is 
referred to as what? Data 

Financial statements, research reports, files, customer letters, 
sales call reports, and customer lists are all examples of 
what? 

Internal Data 

_____________________ is information collected for the 
first time. Primary Data 

________________________ is the most popular technique 
for gathering primary data in which a researcher interacts 
with people to obtain facts, opinions, and attitudes. 

Survey Research 

A close ended question designed to measure the intensity of a 
respondents answer is called what? A Scaled Response Question 
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