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Abstract

In the process of new product development, firms need to carefully evaluate the
feasibility of new product concept and the performance of marketing mix strategies
before launching nationwide. By using test market to carry out the evaluation task
is the crucial step that allows firms to have the opportunity to understand the
effectiveness of current marketing strategies and to predict the potential sale volume.
Based on the results from test market, firms can decide whether the new product is
going to be introduced nationwide or not. However, the predictability of test
markets has still being a controversial issue. The representative of test market is not

only the one of problems occurred with test markets, but also the most critical one.

In the past literatures, most of researchers suggest that the conditions for
selecting the representative test market are solely based on the market structure
variables, mainly the demographics. Another important dimension, the market
behavior variables, has been neglected. To fulfill this discrepancy, we propose an
integrated framework which combining the market structure and market behavior
variables for choosing an ideal (i.e. representative) test market in Taiwan area to help
firms increase their performance in developing new product activities. In order to
verify the feasibility of this conceptual framework, this study employs the survey
method to investigate the grocery shopping behavior of household decision-makers
in Taiwan. The survey was conducted at the Northern, Central, and Southern parts
of Taiwan. The consumer heterogeneity was measured in terms of product benefits
sought, store services, and consumption habitual and patterns. The results shéw
that the Central region is the most representative test market for the grocery shopping

goods.

Keywords: Test Markets, Market Structure, Market Behavior, Information Search

Behavior
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HAEEE ETiEE AT FHERBESEE (%)  |FRENERESRE (F)
Bk - EET - IR -
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T~ BT Bk -

& (R SR AT 30.16 183
BEALRR - BRI
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ﬁgg% @ enl (P 0.004 [l &
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R ¢ R 15229
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EE S IR 0.6105
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. = BRECENVREADS  SEIHESEERREEREIN AR
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M ErEE) R - R ER R AR RRIE R E AR 04 &
Btk LEAmRASERAR  ERFES  FRESIRERASIEREY
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F=o iR T RESMEIERER ) BF -
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FFATE Bt BRI ESEF Rt (EY ) TR B
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BR= - BB | s e 0.5621 11.04%

HRRRE SR EAR MY
Rt RS

BTN ER AN YR -
i FEE - Gk - BEEEH -0.6741
SEEEAREYRS
LR A - EEE 10.55%

RESH | migminoSEMERN | 05w
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B v AEABGERESEEES - KIEEATKE - F - =Esis®
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1

EEE | ERSEREABHEZHEE A RNERNERERRL
RS BUERISERS - R 5 | (ER AR O E 2 & BB S AT
SREHN A S BRI R & R RS SRR RS 2 RS i
ABES S SRR EAE T RS = T ERRA B NSRS
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Hef i #b - - =SS 0 F B8 p X ERRNERSBE -
% s 2 HowelingsT-n(F-po)s ' (F-p,) MW #
(h-1)p o 1a 1 8, oy —y
L-IPp  am F =—3F - §=——2F-FF-F
(@-p) »"7° d G m JZI TS nwlg(’ I )
BSEREABIgM (T ) 2B ELEM (covariance matrix ) » - WEFAFIH ¢ EH
k¥ o + #izHE Hotelling's T? > %%Fw— o B B ARHER SRR

g EEERH,  FEREERERERH, - ME#HETFIHIIRR
H, - DTSR ER R T R 8 AR -

8 THTHEESIERRSBIEESERESERER

AT EE I
i Hotelling’s T B SR E REUHBHEZ

WERR i ( critical value ) A
t : 25.4661 7.8895

ERfaRdigs B 5.8005 7.8821 R
7§ 216119 7.8842
1L 1 50.1944 11.2844

ﬁﬁ%ﬁ’ﬁgﬁ;ﬁfwﬁg B 4.0895 11.2630 &R
T ¢ 33.5794 11.2697
46+ 12.2911 7.8895

HEE AR B 21973 7.8821 R
i 12.3793 7.8842

(3 - BEE7k#Ea =0.05)
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Y~ FHEMESSE T
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BRI SRR SN E SRR L o 3 T Ok SEERRER
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HEE D EHENT LS ETIER SRRV ER BRERE

(R EERIRE I EEIRPIROERE B TR | B - BRI B

FEZEREAEY A CHREHEIE |+ JLER MBI SR B L T RIE - T4

B T24 BT B BEE T AEREERE , WEEREE - TRARE T

%~ FEERIEEE TV AT, B/NREDE: TERTEIOA | SRR

B - IRETIEENREERS T AREY ) TEEEERE

BRI LEESEG SR AT =aTeS -

(SRS E
HESRN SR E RN E SN A EEE L NS R

Rl R ML REMESEEE TRRSRRIESER  EBERRE

RFSHETRER » BABRI DATRIE A IR et A auRhims - IERAsmRIE

BT 50 R S ERE R R RS R B R

2 ERHIELHTNED THESBNEERNE L BIRAAeEER

KRR TS | B  BRILZ A RIEAEEEAR A IS R

F o ST RS L, Tl | TS T40~49 5%, TEE

HEEES THETRUT, TRESE & KENES TAEAA &

R AR TEFFERA  EERYREESREAT - SENTYEENEE
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SASEE TMARRES ) Y ETERE R B AR R LR SRR

G =THATLAS
()RR
HERA SR E SRS AR IEHEE L BRERIVER 2
TR - LR ERASETTEE - B TR RN SR
EESHEESER | YR E TR AR ETheeh - AREYES
SEAME THEEE - THABR TSRS ) DR TRENE ,
BLARE  TNEEBNEEEIE - ERREAEERRATRE TR
IR ETE ) BIRE - BRILZ A FERARI N OHE TR AL - BTSSRI
HEZRELL TBY | P (2539 5 BEEER TR (B) &
HE - R TR TR BRI - KERFER TR L F
KBRS B EAE « RN EENERRER (W - =X, TEE
BIEETHEAYAR EERSROERFEH=T/\81kh -

%9 d4b- - ESRHEGSETREERTAEL

Fi 2 IRRYIFRIERESEHER
HAEIRE LR HrER EEB
(n=212) (n=235) (n=228)
ESE31 31.41% 34.81% 33.78%
ERFIERMiE

RERE 39.71 52.64 59.25

iy 45.44 48.35 56.79

i CIRZE E 52.89 50.27 51.74
i e ) e 5 R 1 T R

= mEZE 40.54 53.52 59.41

" ﬁ‘%ﬁﬁ 38.92 51.80 58.69

" BT 215 50.76 56.00

R 46.06 51.62 54.34

iR 52.26 50.15 49.36
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Heicwaea izl
BiEES 54.50 48.26 45.00
B A 50.64 47.34 49.62
=R A EEIRER 49.45 51.07 49.61
AOIEE
iR - S 5
il G 24 BREAT 40~49 5% 25~-39 %
2 HEEE AREFLAE BEHEET (8D E#
& TR H EE -
B el A PR | FEEE & T R Bkt
s HERE 4 NEAF 5~6 A -
[ SHFRERR FRATEHIA {EFTRIA FRATRBCA
ERREER 1 RRED 2 RKEZ
EERRSHE 4,362 5¢ 3,527 7% 3,871 &

=t 1 () FTEBNSIEADGERE LR LB EARER -

{h ~ &R R

HRBEEEHNEAREESNEIERARALZEYIR (grocery
shopping pattern ) FFEfTHIFEBEZETEA 8 RTTAEGHIEIRR S B/ M
MBS HAEEEREHAREN  TREREREEE /NI - R
HEDZETSHESREERNSENEEETE  ERNFAEERENTE -
E - AFIAZ AL - - B K EAE H B a R R R ER
ST R 2R R AR TSR RSN A DM TEERA
/NS BATTIS S ETRA BRI - Tt - P BEERERTES2 A8
BN RS T - DB —REe4ETiREeREE FER—SEE
RO TR

RS AN EBRE R - KB ORAEENR R E
e (FRAMAAGERRTERIARELES - MR TS BEREICETTO1T) &3
EINEREREE SR TS AR R - SR — 2R (overall) fUZRMER
WERT N EWEE - FiL - $TARMS - BSR—EREHRER
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R E S - TR ERRRNTTREAR  RERERINE
BITBAR AT AR R -

SRR - AR T BTSSR SR AT
BT A » TR R TSR T E R | —
R e A EIEERT - DUSREE (S8 A DR BHE -
TR ~ 4EED - RETEN - IR BT - RERE - REFES) 1§
SEEBEIITE - HERATSERERUEREEEEETRNET
¥ o LA LSS BRI » YRR ERETER i
W% ) 7R BEHE (sub-population) YR EAT AT IAOTSEETES « SRTT - JRAREVEY
WIS EIZAE TS (sub-market) ERFESERE (segment) - BRILIHERIERSGI - B
B R B R A R E R TS - E S AR E S EE
BT RME - F S SEERAETIS » W P B
TR - DRSBTS TR EIEE: - ATIAERILERR -
FABEEE | EEERUEIE DRBITE ) IR !

Bi% s RASTTHR RIS R L2 ER - SEBREERERRT
R FEFEAE R TIEHM L SE A B 2RISR L - FIER
& —~EDEETHER L EE SRR A SR - BE S ENERR TR
% BB T M B T BN - L E S DR EAXE
THIBHRRERIR - M - AR G AR S GBI RER —N
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WEEARS  (HEAIRS RIS - ATRMEGRES INEEER -

FEE R ISR B - AR R ERE RN S TUE - A
(A EERTHERERT A 1 REARA R AN ARETS  FRRRETE BT -
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ERWTTRER - AN REEERIIEEAET S RS -
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