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Week 5 Discussion 1: Sampling Procedure-Sampling Frame
In marketing research, sampling can be done to assess the consumer attitudes of a small group of consumers as a representative of the larger population. The attitudes of consumers towards a particular product entail what they know and believe about the product, whether they like the product, as well as their intention towards purchasing the product (Aaker et al., 2015). Understanding consumer attitudes towards a product can help predict consumer behavioral patterns (Aaker et al, 2015). Using sampling to evaluate consumer attitudes is especially advantageous for instances where the population of interest is significantly large, and it would therefore be impracticable to collect data from each person (Acharya et al., 2013). As such, sampling saves time and other resources such as money and personnel, apart from enhancing the accuracy of the data collection process by allowing the researcher to focus on a smaller group (Aaker et al, 2015). When sampling, it is important to create a sampling frame, which is a list containing all or part of the population from which a sample is obtained (Aaker et al., 2015).
For instance, if the population of interest entails viewers of evening television, an important attitude that the researcher can assess is the viewers’ attitude towards evening television news. In that case, the sampling frame can list viewers from different states, such as those from California, Texas, Florida, Georgia, and so forth. Additionally, the list can include viewers from different age groups, such as those below 20 years, between 20-25, 25-30, 30-40, and above 40 years of age. The list can also include viewers of different television stations such as NBC, CBS, ABC, and so forth. Also, the list can include viewers who watch evening television for different durations, such as those who watch evening TV below 1 hour, between 1-2 hours, between 3-5 hours, and above five hours. From this sampling frame, the researcher can then select a certain random sample whose perception about evening television news will be studied in the research.
Therefore, A suitable sampling frame can be:
1. Viewers from the United States who own televisions
2. Those who watch evening television between 1-5 hours daily
3. Viewers between 20 and 35 years of age
4. Viewers of one or more television stations
5. Those who watch one or more evening television programs
6. Viewers who can be reached via telephone
7. Viewers who can communicate in English
From this sampling frame, the researcher can select a smaller group of individuals who will represent the larger population of individuals who watch evening television.
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