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Todayôs Presentation

ÁLibrary PIN

ÁCiting sources

ÁWhat the library has and where to find it

ÁIntroduction to the market research 

case

ÁSpotlight on 4 resources

ÁFinding articles



Library PIN

ÁYour PIN can give you access to:
4Your library record, to renew or request 

books

4Databases off-campus

4Article Delivery Service

4Interlibrary Loan

4Self-Checkout 

Áhttp://library.concordia.ca/ > go to Login to MyCLUES

http://library.concordia.ca/


Citing Sources

ÁWhy cite?

ÁWhen to cite?

- When referring to someone elseôs words or ideas

- When you introduce a new concept, an explanation 

or a specific fact or statistic

- Not necessary when citing facts, dates and 

concepts which are considered common knowledge

ÁHow to cite

- See style or citation guides (APA, MLA, etc.)

http://library.concordia.ca/help/howto/citations.html


Citing Sources 

ÁPlagiarism

ñThe presentation of the work of another person, in 

whatever form, as oneôs own or without proper 

acknowledgmentò

(Concordia Undergraduate Calendar 2009-2010, p. 65)

For examples see:

- The Libraryôs tutorial: Info Research 101

- Dept. of Political Scienceôs:

Resources on Avoiding Plagiarism

http://politicalscience.concordia.ca/plagiarism_resource/


Citing Sources -- Tools

ÁRefWorks

4This is a Web-based tool that allows you to:

Åmanage and organize the bibliographic references 

you find in library catalogues and databases 

Åprepare a bibliography or reference list 

automatically

4Go to the following link for more info, including 

tutorials and workshop times:

Åhttp://library.concordia.ca/help/howto/refworks.php

http://library.concordia.ca/help/howto/refworks.php


What is available at the Libraries

ÁBooks and audio-visual materials

4Ex: The age curve : how to profit from the 

coming demographic storm 

ÁArticle databases

4Ex: Business Source Complete (EBSCO)

ÁSpecialized databases

4Ex: Ipsos News Centre

http://clues.concordia.ca/record=b2526976~S0
http://clues.concordia.ca/record=b2526976~S0


How to find out what the Libraries have

ÁCatalogue (CLUES)

4Books, audio-visual, journal/ magazine/ 

newspaper subscriptions

ÁDatabase Finder

4For a list of all databases subscribed to by 

the libraries

ÁResearch Guides

4For more specialized lists of sources

http://library.concordia.ca/


Case

ÁSee Case 6.1 (p. 138) in your textbook: 

Effective marketing research in Canada

4If you were a research consultant called in 

to help Dennis Middlemist define his 

marketing problem, what type of secondary 

market research data would you suggest 

that he look for?



Spotlight on 4 resources

1. PMB Print Measurement Bureau

2. Sources of demographic data

3. CANSIM via E-STAT

4. Global Market Information Database



PMB Print Measurement Bureau

ÁSpecialized database containing survey data 
obtained by PMB

ÁPMB surveys Canadian consumers regarding 
their buying behaviour with respect to 
Canadian products and services

ÁPMB every year has around 12,000 individuals 
fill out questionnaires

ÁYou have access to PMBôs Category Reports 
which are static tables with one or two years 
worth of data



PMB -- Questionnaire



What PMBcan tell you about 
chocolate consumers

ÁHow many Canadians are predicted to eat 

chocolate weekly

ÁThe age category most likely to consume 

chocolate several times a week

ÁWhat chocolate bar brands Canadians 

prefer

ÁWhat media (magazine or TV) chocolate 

consumers view

http://library.concordia.ca/research/databases/index.php?action=SeeInfo&RID=752


Make sure to select a ñ2-year Databaseò, so as to get the larger sample size



PMB

% vert: Vertical percentage. Provides percentage of your market 

represented by a segment. Ex: percent of chocolate consumers with a 

particular household income

% horz: Horizontal percentage. Provides percentage of a particular 

segment that has been captured. Ex: percent of individuals in particular 

household income bracket that consume chocolate

PMB Predicts that:

8.7% of chocolate consumers have a household income < $20,000 (% vert) 

72.5% of individuals with a household income of $75,000-$99,900 consumer chocolate 

(% horz)



PMB


