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In today’s business world, there is an increasing 

amount of markets that are inhabited by companies 

ZKLFK�RϱHU�VLPLODU�SURGXFWV�ZLWK�D�FRPSDUDEOH�OHYHO�
RI�TXDOLW\�DQG�DUH�ϧJKWLQJ�IRU�PDUNHW�VKDUH��%X\HUV·�
markets are the most common market situation. In 

this case, brand recognition plays an increasing and 

essential role for successful companies (Fischer, Völ-

FNQHU�	� 6DWWOHU� ������ S�� ���I��� %UDQG�PDQDJHPHQW�
is an indispensable component of managing busi-

QHVVHV��:LWKRXW�VXϫFLHQW�LQIRUPDWLRQ�DERXW�PDUNHWV�
and about customer insights and their behaviour, it 

is almost impossible to design and accomplish an ad-

equate brand management. Because of the tightened 

competition companies are forced to gain more de-

WDLOHG�LQIRUPDWLRQ�DQG�YHU\�VSHFLϧF�DZDUHQHVV�RI�WKH�
– potential – customers to be able to respond to the 

FXVWRPHU�QHHGV�DQG�GHPDQGV��7KLV�GHPDQG�IRU�LQIRU-
mation increases the importance of market research.

A Comparative Analysis of Online Research Methods and their Impact on Brand Management

Online Surveys vs. Online Observations

Verfasser(innen) Szilvia Bíró, Florian Botzenhardt & Hans-Michael Ferdinand

Das Internet hält auch für die Marktforschung eine Vielzahl neuer Möglichkeiten zur Sammlung von 

Erkenntnissen bereit. Zwei gängige Verfahren sind Online-Befragungen und Online-Beobachtungen. Der 

vorliegende Artikel vergleicht die beiden Verfahren und versucht zu ergründen, welches einen größeren 

%HLWUDJ�]XU�0DUNHQI�KUXQJ�OHLVWHQ�NDQQ��2QOLQH�8PIUDJHQ�VWHOOHQ�GLH�hEHUWUDJXQJ�GHU�NODVVLVFKHQ��JH-
sprächsbasierten Umfrage in das Internet dar. Dabei können sie in verschiedenartiger Gestalt auftreten 

und beispielsweise über Internet-Seiten, E-Mails oder in Social Media verbreitet werden. Auch Online-Fo-

kusgruppen in diversen Ausprägungen zählen in diesen Bereich. In der Kategorie Online-Beobachtungen 

ϧQGHQ�VLFK�0DUNWIRUVFKXQJV�0D�QDKPHQ��EHL�GHU�GLH�'DWHQ�LQ�GHU�5HJHO�RKQH�GDV�:LVVHQ�GHU�EHREDFK-
WHWHQ�=LHOJUXSSH�HUKREHQ�ZHUGHQ��.ODVVLVFKHUZHLVH�ϧQGHQ�VLFK�KLHU�DOVR�:HEVLWH�$QDO\WLFV�RGHU�GLH�8Q-
WHUVXFKXQJ�GHV�1XW]HUYHUKDOWHQV�LQ�VR]LDOHQ�1HW]ZHUNHQ��%HLGH�9DULDQWHQ�N|QQHQ�HLQHQ�VS�UEDUHQ�0HKU-
wert für die Markenführung bieten. Allerdings ist eine generelle Aussage über einen höheren Wertbeitrag 

in eine Richtung kaum möglich, sondern muss aufgrund von individuellen Umständen wie z.B. Markt, 

%UDQFKH�XQG�:HWWEHZHUE�JHWURϱHQ�ZHUGHQ��

ZUSAMMENFASSUNG
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Fortunately, the technical progress, especially the 

wide availability of computers and fast internet ac-

cess creates new possibilities for enterprises to gain 

LQIRUPDWLRQ��7KH�LQWHUQHW�RϱHUV�PDQ\�ZD\V�WR�JDWK-
er information and to conduct market research. Es-

pecially the rise of Social Media like Facebook and 

7ZLWWHU�HQDEOH�QHZ�IRUPV�RI�RQOLQH�REVHUYDWLRQ�DQG�
customer monitoring. But is this form of market re-

search really a matchable alternative to traditional 

methods? Can online observations contribute sig-

QLϧFDQWO\�DQG�XOWLPDWHO\�PRUH�WR�EUDQG�PDQDJHPHQW�
than online surveys? In this analysis, a critical consid-

eration and comparison of both market research tech-

niques will be conducted with the goal to emphasize 

the advantages and disadvantages of the respective 

research tools.

The Role of Market Research  
LQ�%UDQG�0DQDJHPHQW

%DVHG� RQ� WKH� FXVWRPHU� EHQHϧW� RI� D� EUDQG�� EUDQGV�
DUH�NH\�LVVXHV�IRU�FRPSDQ\�VXFFHVV��0HϱHUW�������S��
295). For that reason, brand management is a central 

organizational factor for the management and con-

tributes to a sustainable business success. Companies 

are eager to manage, coordinate and determine their 

brands as they are an essential value driver for the 

HQWHUSULVH��6FKPLGW�	�9HVW�������S�������,Q�DGGLWLRQ��
the importance of brand management and branding 

has increased among others because of a tightened 

competition on a globalized market, rising product 

diversity as well as information overload on the con-

sumer side. It is crucial to ensure that the company’s 

products and services stand out from the competition. 

At this point branding and brand management play 

DQ�HVVHQWLDO�UROH��)ULHGHUHV�	�5HM]OLN�������S������

7KH�&RQQHFWLRQ�%HWZHHQ�%UDQG� 
Management and Market Research 

Developing a sustainable and successful brand is a 

FRPSOH[� PDQDJHPHQW� LVVXH�� 7KH� GHYHORSPHQW� RI�
the brand strategy is a process which needs to be 

EDVHG�XSRQ�UHOLDEOH�GDWD�DQG�LQIRUPDWLRQ��7KH�PDLQ�
sources for this information are on the one hand the 

knowledge and educational background of the work-

LQJ� VWDϱ� DQG� RQ� WKH� RWKHU�� SULPDU\� DQG� VHFRQGDU\�
market research (Moor 2007, p. 55).

 

0HWKRGV�IRU�$FWLYH�2QOLQH�5HVHDUFK

7RGD\� WKHUH� DUH�PDQ\�PHWKRGV�ZKLFK� FDQ� EH� XVHG�
to conduct active online research with new variants 

developing and disappearing along with the creation 

DQG�H[WLQFWLRQ�RI�RQOLQH� VHUYLFHV�DQG�SURGXFWV��7KH�
most commonly used and established are surveys, on-

line focus groups and blogs. 

Surveys

Online surveys are the web-based variant of the 

probably most typical research method. Compared 

to their paper-based predecessors they entail major 

DGYDQWDJHV�DQG�GLVDGYDQWDJHV��$FFRUGLQJ�WR�(YDQV�	�
Mathur (2005, p. 197) these strengths include a pos-

VLEOH�JOREDO�UHDFK��WKH�ϩH[LELOLW\�WR�EH�XVHG�DV�ZHOO�LQ�
B2C and B2B scenarios, speed and convenience both 

in delivery and analysis, relatively low costs and high 

manageability while the weaknesses include the pos-

sible perception as junk mail or spam, the lack of to-

tal control over the sample selection or missing expe-

rience / expertise on the respondent’s side ultimately 

OHDGLQJ�WR�ZHDN�ϧQGLQJV��LELG�������

Weblogs

Weblogs or online diaries are quite similar to the 

RϮLQH�ZULWWHQ�GLDULHV� LQ� WKH�ϧHOG� UHVHDUFK��7KH� UH-
cruited participants write down their experiences, 

activities, observations, as well as their opinions and 

HPRWLRQV�DV�GHϧQHG�E\�WKH�VWXG\�UHTXLUHPHQWV��)RU�
WKLV�PHWKRG��PRVW�RIWHQ�WKHUH�LV��D�VSHFLϧF�DQG�RIWHQ�
closed (e.g. password-protected) blogging platform 

SURYLGHG��7KH�LQWHUYLHZHHV�FDQ�ORJ�LQ�ZLWK�WKHLU�SHU-
sonal log in data and are able to write their own on-

line diary in constant periods and are often animated 

to incorporate videos, photos and other media in 

WKHLU�SRVWV��7KHREDOG�	�1HXQGRUIHU�������S������.RFK�
������S��������7KH�SURFHVV�RI�JDWKHULQJ�LQIRUPDWLRQ�
using weblogs can be either designed openly with few 
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central and evident questions or it can be based on 

structured questions creating a blend between tradi-

tional online surveys and the weblog method, a vari-

ant that can increase the motivation of the partici-

pants and enable a deep exploration of the research 

WRSLF��7KHREDOG�	�1HXQGRUIHU�������S����I��

2QOLQH�)RFXV�*URXSV

Focus groups contain a number of people interact-

LQJ�ZLWK�HDFK�RWKHU��GLVFXVVLQJ�DERXW�D�VSHFLϧF�WRSLF�
while being guided and supervised by an especially 

trained moderator (Morgan 1996, p. 130) and are a 

FRPPRQO\�XVHG�UHVHDUFK�PHWKRG��7KH\�RϱHU�VHYHUDO�
EHQHϧWV� ZKLFK� =LNPXQG� ������� GHVFULEHV� DV� Å��6µ�
�VHH�ϧJXUH����

Enabled by the technological capabilities of the in-

ternet, today focus groups can also be conducted 

online, either text- or video-based (Böhler 2004, p. 

88), being similar to the real-world equivalent with 

the exception that they do not take place in a real 

(test) room but in a virtual chat room (Koch 2012, p. 

178). Online focus groups can be segmented into syn-

FKURQRXV� DQG� DV\QFKURQRXV� GLVFXVVLRQV� �*QDPEV�	�
%DWLQLF�������S�����ϱ���

Synchronous online discussions 

occur live, as all participants are 

simultaneously in the same vir-

tual conversation room and talk 

with the help of chat or messenger 

SURJUDPV�� 7KH� W\SHG� DQVZHU� RI�
one group member is directly vis-

ible for the rest of the group. All 

the text inputs, arranged accord-

ingly to the respective user name 

of the group members, are shown 

in a time lapse. After the ending 

of the discussion, these text inputs 

are available in text for the re-

VHDUFKHU��7KH�JURXS�PHPEHUV�FDQ�
also see the other answers and can 

react to them at the same time. 

 

In contrast to the synchronous online discussions, 

the participants of asynchronous focus groups take 

part in the discussion time-delayed, as they log in the 

FKDW� IRUXP�RU� RWKHU� RQOLQH� SODWIRUPV� DW� D� GLϱHUHQW�
time. Here, similar to the synchronous focus groups, 

a discussion about a topic, typed messages and texts, 

which are visible for the whole group, can be start-

HG�� 7KH� GLϱHUHQFH� LV� WKDW� WKURXJK� WKH� QRQ�FRQWHP-

poraneous participation in the discussion the group 

members read and give opinions to the answers of 

the single members. In this connection, the modera-

tor has more time and possibility to respond to single 

DQVZHUV� RU� DVN� IXUWKHU� TXHVWLRQV� �0DQQ� 	� 6WHZDUW�
������S�������7KHREDOG�	�1HXQGRUIHU�������S�����I���

2QOLQH�2EVHUYDWLRQV�DQG� 
6HOHFWHG�2QOLQH�2EVHUYDWLRQ�7RROV

Observations are data collection methods which 

waive communication between researcher and re-

spondent by answers and questions during the whole 

UHVHDUFK�SHULRG��.XVV�������S��������2ϮLQH�REVHUYD-
tions are commonly used to gather a better under-

standing of the way of life in a particular segment in 

the society while online observations focus on inci-

Figure 1: Benefits of Focus Groups
Source: Zikmund (2007) and Stokes & Bergin (2006, p. 27)

Synergy – Focus groups gene-
rate a wider range of information 
than a comparable number of 
depth interviews.

Snowballing – The interacti-
on between group members 
creates a chain of thoughts and 
ideas.

Serendipity – Boosts the possi-
bility that a great idea emerges 
out of the blue.

Stimulation – The true views of 
the participants are brought out 
through the group process.

Security – A group of likemin-
ded people and lesser individual 
pressure encourages partici-
pants to be candid.

Spontaneity – Focus Groups sti-
mulate spontaneous responses 
when people have a definitive 
point of view.

Specialisation – A trained 
researcher / moderator is able 
to interview several participants 
simultaneously.

Structure – Topics that have 
been missed can be easily and 
inconspicously reintroduced by a 
trained moderator.

Speed – Focus groups are 
quicker than individual depth 
interviews.

Scrutiny – Focus Groups can be 
observed by additional resear-
chers or other staff involved.
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GHQWV�LQ�YLUWXDO�FRPPXQLWLHV��0DQQ�	�6WHZDUW�������
S����I���7KLV�FDQ�LQFOXGH�VWXGLHV�DERXW�WKH�XVDJH�RI�
websites by evaluating saved usage statistics or the 

tracking of mouse or eye movement during the web-

VLWH� XVH�� OHDGLQJ� WR� FRPSOH[�XVDELOLW\� WHVWV�� 7KH� LQ-
creased popularity of social media has also greatly 

expanded the possibilities for online observation 

�7KHREDOG�	�1HXQGRUIHU�������S�������

5HDFWLYH�2QOLQH�2EVHUYDWLRQV

In the case of reactive online observations, also called 

non-participating observations, the participants are 

DZDUH�DERXW� WKH�REVHUYDWLRQ�RI� WKHLU�EHKDYLRXU��7R�
this category of online observations belong usability 

tests. In this connection, the word ”usability” means 

the handling or the user-friendliness of systems, for 

example hardware, software or website. Usability 

VKRXOG�VHFXUH�WKH�HϫFLHQW�ZD\�RI�XVLQJ�WKH�UHVSHF-
WLYH� V\VWHP� �$OEHUW� �� 7XOOLV� �� 7HGHVFR� ������ S�� ���
Koch 2012, p. 180).

$FFRUGLQJ� WR� .RFK� ������� S�� ����� DQG� 7KHREDOG�	�
1HXQGRUIHU� ������� S�� ���ϱ��� FRUSRUDWH� FRPPXQL-
ties are another form of reactive online observations. 

Companies and research institutions implement own 

communities. In these communities, selected target 

groups of the respective company or research institu-

tion can express their opinions, requests, ideas and 

FULWLFLVPV��7KH�H[LVWHQFH�UHDVRQLQJ�RI�FRUSRUDWH�FRP-

munities is the desire of companies to have an early, 

uncomplicated and partly continuous involvement 

of the (potential) customers in the development pro-

FHVVHV�RI�WKH�FRPSDQ\��7KHUHE\��WUHQG�REVHUYDWLRQV��
ϧHOG�UHSRUWV�UHJDUGLQJ�WKH�XVH�RI�SURGXFWV�DV�ZHOO�DV�
image analysis can be captured.

Table 1: Advantages and disadvantages of online focus groups 
Source: Own representation based on Mann & Stewart 2000, p. 101; Theobald & Neundorfer 2010, p. 99, 110)

Advantages Disadvantages
Synchronous online
focus groups

Asynchronous online
focus groups

• Time spare potential for  
 group members
• No geographical limitation  
 concerning research partici- 
 pants
• Allows anonymity for the  
 participants, sensible topic  
 can be discussed

• No control of situation of the  
 survey (risk of drop-out)
• Lack of non-verbal commu- 
 nication increases the inter- 
 pretation of the answers and  
 the control
• An absorbed, reflected dis- 
 cussion is hardly possible
• Decreased group dynamic

• Flexibility of participation  
 regarding time
• Possibility of reflected and  
 more detailed answers
• Openness because of ano- 
 nymity
• Possibility of an increased  
 interference and control of 
 the discussion by the 
 moderator
• Overcoming of disadvantages  
 in the case of people with  
 poor typing skills
• No geographical limitation  
 concerning research partici- 
 pants
• Allows anonymity for the  
 participants, sensible topic  
 can be discussed

• Decreased spontaneity
• Lack of non-verbal commu- 
 nication opportunities
• Asynchronism can limit the  
 motivation of discussion  
 members
• Decreased group dynamic  
 and interpersonal communi- 
 cation
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Table 2: Advantages and disadvantages of online observations 
Source: Own representation based on Theobald & Neundorfer 2010, S. 123ff)

Non-reactive online observations

In the case of non-reactive online observations, the 

observed people are not aware of the observation 

SURFHVV�� 7KH� UHVHDUFKHU� REVHUYHV� WKH� LQFLGHQWV� RF-
curred on the internet without any intervention or 

GLUHFW�SDUWLFLSDWLRQ��7KHREDOG�	�1HXQGRUIHU�������S��
130).

One common type of non-reactive online observation 

PHWKRGV�LV�WKH�ORJϧOH�DQDO\VLV��*LYHQ�WKDW�PRVW�SUR-
cesses of internet usage are logged, researchers can 

UHYHUW�WR�WKHVH�GDWD��ZKLFK�DUH�FDOOHG�ORJϧOHV��/RJϧOHV�
are normally automatically generated and logged by 

FRPSXWHUV�DQG�FDQ�EH�GLϱHUHQWLDWHG�LQWR�WZR�W\SHV��
VHUYHU�ORJϧOHV�� ZKLFK� DUH� GDWD� JDWKHUHG� DQG� VWRUHG�

E\�DQ�LQWHUQHW�VHUYHU�DQG�FOLHQW�ORJϧOHV��
e.g. cookies, which are saved on the cli-

HQW� VLGH� RQ� WKH� XVHU·V� FRPSXWHU�� 7KLV�
type of non-reactive online observa-

tion has become an important element 

LQ� WKH�ϧHOG�RI�RQOLQH�PDUNHW� UHVHDUFK��
especially the analysis of server-based 

data. Well-known tracking tools like 

”Google Analytics” are a typical and 

easily available data source for this ob-

servation method. It allows a complete 

monitoring of whole decision-making 

and purchase processes happening on 

the internet, which leads to the opti-

PL]DWLRQ�RI�ZHEVLWHV��VKRSV�DQG�VRFLDO�PHGLD�HϱRUWV��
(Welker 2009, p. 104f)

7KH�DQDO\VLV�RI�GRFXPHQWV�LV�DQRWKHU�PHWKRG�RI�QRQ�
reactive online observations, because the main part 

of online sources for market research topics is avail-

DEOH�LQ�WH[WXDO�IRUP��WDEOH�����6RFLDO�PHGLD�RϱHULQJV��
such as discussion newsgroups, weblogs, chats and 

online communities provide interesting and informa-

tive data as documented opinions and experiences of 

WKH�ZHE�XVHUV��7KURXJK�WKLV�XVHU�JHQHUDWHG�FRQWHQW�
researchers can gather new insights of strengths and 

weaknesses of products, brands, advertisement activ-

ities and campaigns and identify needs and wishes of 

the customers. 

Figure 2: Fields of online document analyses 
Source: Own representation based on Theobald & Neundorfer 2010, p. 134ff)

Fields of 
online

document
analysis

Blogs,
online diaries

Video- and
photo-sharing

websites

Chats,
newsgroups

Wikis,
Wikipedia

Online
communities

Advantages Disadvantages
Online observations • The researcher can 

 participate directly in the  
 researched event
• Difficult plumbable behaviors  
 or fields in using the internet  
 can be analyzed and eva- 
 luated
• Research contents are 
 typically automatically logged
• Through virtual presence of 
 the researcher, the partici-
 pants are less influenced  
 than through ”real” presence

• Ethical problems in the use  
 of personal data, e.g in log- 
 files or by the usage of 
 cookies 
• Conclusions to real behavior  
 on the basis of the virtual  
 behavior can be imprecise  
 and error-prone
• The real identity of the ob- 
 served people can often not  
 be secured
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Personal Weblogs, a medium that is comparable to 

an online diary are often published by opinion lead-

ers and early adopters which makes their observation 

interesting for identifying trends and public opinions. 

Social communities, discussion boards and media-

sharing platforms can deliver similar information and 

additionally bear the possibility to observe the typi-

cal customers on top of the early adopters. Due to the 

increased interest in social media marketing and the 

growing advertising and communication activities by 

a broad variety of companies, online observation also 

DOORZV�WKH�DQDO\VLV�RI�WKH�FRPSHWLWRU·V�HϱRUWV�DQG�WKH�
XVHUV·�UHDFWLRQV��7KH\�FDQ�SURYLGH�EHQHϧWLDO�LQIRUPD-
WLRQ�IRU�FRPSDQLHV��DV�ZHOO��7KHREDOG�	�1HXQGRUIHU�
2010, p. 136f, 139f).

7KH�9DOXH�RI�8VLQJ�2QOLQH�6XUYH\V� 
DQG�2QOLQH�2EVHUYDWLRQV�LQ� 
%UDQG�0DQDJHPHQW

7R�HVWDEOLVK�DQG�PDQDJH�D�ZHOO�IXQFWLRQLQJ�DQG�VXF-
FHVVIXO�EUDQGLQJ�VWUDWHJ\��GHWDLOHG�DQG�RIWHQ�VSHFLϧF�
information about markets, competitors, potential 

target groups and current customers are needed. 

7KLV�LQIRUPDWLRQ�LV�W\SLFDOO\�EHLQJ�SURYLGHG�E\�WKH-
ory-based, interdisciplinary, pragmatic and reliable 

PDUNHW�UHVHDUFK��1LHVFKODJ��'LFKWO�	�+|UVFKJHQ���S��

277f). In general, online survey methods, such as e-

mail surveys or focus groups, give insights about ap-

proaches, attitudes as well as experiences of the sur-

YH\HG�LQGLYLGXDOV��7KLV�PHWKRG�RI�WKH�RQOLQH�UHVHDUFK�
techniques is suitable for discovering sentiments, 

spontaneous reactions and impressions about the re-

VSHFWLYH�UHVHDUFK�WRSLF��7KHVH�DUH�HVVHQWLDO�LQ�GHSWK�
data with high informational value. Deepened discus-

VLRQV�DQG�GHWDLOHG�DQVZHUV�DERXW�VSHFLϧF�DVSHFWV�DUH�
SRVVLEOH��ZKHUH�VXSHUϧFLDO�RSLQLRQV�DUH�QRW�VXϫFLHQW�
to gain representative results in the respective market 

research study. Because of the fact that online surveys 

do not occur face-to-face, taboos and intractable top-

ics could also possibly discussed. In this connection, 

the handling of complex and extensive research ques-

WLRQV�LV�IHDVLEOH�DV�ZHOO��7KH�SDUWLFLSDQWV�DUH�DEOH�WR�
JLYH�FLUFXPVWDQWLDO�UHϩHFWLRQV�DQG�WR�LOOXVWUDWH�WKHLU�
opinions about various topics. 

Also, focus groups as a special type of online survey, 

are well-suited for the exchange of perceptions re-

garding certain and even complex topics. In this case, 

ZLWK� WKH� KHOS� RI� WKH� JURXS� G\QDPLF�� GLϱHUHQWLDWHG�
and detailed information can be gathered, which are 

hardly or not accessible with other market research 

PHWKRGV����7KHREDOG�	�1HXQGRUIHU�������S����I����I��
116f).

Table 3: Advantages and disadvantages of non-reactive online observations 
Source: Own representation based on Brummer 2002, p. 77; Theobald & Neundorfer 2010, p. 136f, 139f)

Advantages Disadvantages
Non-reactive
online observations

• Efficiency through available data
• Openness through anonymity
• The data sources are authentic and  
 not created primarily for research  
 aims
• Data and information are   
 automatically logged
• Non-reactive online observation  
 sources provide insight information  
 about the author which is probably  
 not available through interviews
 

• The interconnection to context of  
 the observed information is often  
 difficult to capture
• Only specific target groups can be  
 observed through these methods
• Because of the general  
 information overload, especially in  
 the case of document analysis, a  
 researcher should select the data
• Especially in the case of the logfile  
 analysis, it is not possible to bring  
 certain circumstances and  
 decisions of the observed people  
 into question
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2QOLQH� VXUYH\V� DUH� FRPPRQO\� VXLWDEOH� LQ� WKH� ϧHOG�
of brand management for the analysis of customer 

OR\DOW\��DGYHUWLVLQJ�HϱHFWLYHQHVV�DV�ZHOO�DV�IRU�EUDQG�
UHFRJQLWLRQ��7KH\�SURYLGH�DGHTXDWH� LQIRUPDWLRQ� IRU�
product and idea testing and product development. 

While being well-suited for the development of brand 

positioning strategies, because these research meth-

ods give detailed information about the current imag-

inations of brands located in the mind of the custom-

ers, online surveys are also appropriate for gaining 

data about motives, opinions and thoughts of the 

individuals concerning brand related topics, as well 

as the overall consumer behaviour e.g. during the 

SXUFKDVH� GHFLVLRQ� SURFHVV� �7KHREDOG� 	� 1HXQGRUIHU�
������SS����ϱ���

In comparison to the online surveys, online observa-

tions give comprehensive and often detailed insights 

and awareness about the lifestyle of internet users. 

7KDW�PHDQV�WKDW�ZLWK�WKH�KHOS�RI�RQOLQH�REVHUYDWLRQ�
target groups are available for an analysis which may 

not accept to participate in surveys. In the case of 

the observation of social media, there are chances to 

LGHQWLI\�HDUO\�DGRSWHUV�DQG�ϧUVW�PRYHU�WDUJHW�JURXSV�
who often have a high involvement in topics regard-

ing the use of products as well as to trend- and brand 

UHODWHG� WRSLFV� �7KHREDOG� 	� 1HXQGRUIHU� ������ S��
���ϱ�����ϱ���%\�DQDO\]LQJ�GLVFXVVLRQV�DERXW�EUDQGV��
advertisement activities and current trends, innova-

tions and the competition, online observations can 

gather helpful information for studies of strengths 

DQG�ZHDNQHVVHV�RI�SURGXFWV�DQG�EUDQGV��7KHREDOG���
1HXQGRUIHU�������S����I�����ϱ��

7KH�JUHDWHVW�DGYDQWDJH�OLHV�ZLWKLQ�WKH�IDFW��WKDW�WKH�
test subjects typically are not aware of being observed 

which raises the chance of gaining unbiased and real-

istic results. In consequence, online observations can 

EH�XVHG�LQ�DQ�RSWLPDO�ZD\�IRU�WKH�ϧHOG�RI�EUDQG�PDQ-
DJHPHQW�DQG�WKH�LGHQWLϧFDWLRQ�RI�FXVWRPHU�LQVLJKWV��
both being areas which are probably not available 

easily through online surveys. On the downside the 

strength of the participants unawareness leads also 

WR� D�PDMRU�ZHDNQHVV�� 7KH� SRVVLELOLWLHV� RQ� LQϩXHQF-
ing and steering the observation in order to focus 

RQ�VSHFLϧF�SRLQWV�RI�LQWHUHVW�DUH�UHPDUNDEO\�OLPLWHG�
which makes online observations an ideal choice to 

assess market possibilities and characteristics of tar-

get groups. 

&RQFOXVLRQ

7RGD\� LW� LV� HVVHQWLDO� IRU� FRPSDQLHV� WR� EXLOG� VWURQJ�
brands in order to stay competitive on the market. 

7KH�PDQDJHPHQW� RI� EUDQGV� KDV� WR� UHO\� RQ� GHWDLOHG�
DQG�RIWHQ� VSHFLϧF� LQIRUPDWLRQ�DERXW�PDUNHWV�� FRP-

SHWLWRUV� DQG� FXVWRPHUV�� 7KH� LQWHUQHW� HQDEOHV� PDU-
NHWHHUV� WR� FRQGXFW� UHVHDUFK� LQ� D� FRVW�HϫFLHQW� DQG�
faster way than ever before. However, the question 

if online surveys or online observations contribute 

more to the brand management cannot be generally 

DQVZHUHG��7KH�EXVLQHVV�� WKH�PDUNHWV�DQG� WKH� WDUJHW�
groups of companies simply show an enormous di-

versity. So it is advisable to question each and every 

single use case and the reason why information has 

to be collected. As already explained, both method 

groups have their advantages and downsides. But 

both are, used by trained personnel and to achieve 

ϧWWLQJ�EUDQG�PDQDJHPHQW�JRDOV��D�JUHDW�DGGLWLRQ�WR�
the market researcher’s arsenal.   
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