Marketing Research Methods

Definition:

Don’t get confused we are looking at Marketing Research and not simply Market Research.

Market Research covers -  market size, location and consumer attitudes

Marketing Research covers -  all of the above + :

· Pricing

· Advertising

· Selling

· Distribution policies

Marketing oriented firms MUST do what the market wants.

Primary and Secondary Research

Secondary – involves Desk Research

Primary – involves Field Research

Quantitative Research – collects numbers and quantitative data e.g. sales revenues, numbers sold, prices paid, the number of outlets stocking the product.

Using computers for analysis purposes is a realistic proposition.

Qualitative Research – examines opinions. Consumer opinions via  feedback . The key problem with qualitative research is that of information collation. Open ended questions and collection of  long winded responses tend to confuse rather than assist. Opinion seekers therefore tend to develop questions  that can be   quantified e.g. tick box surveys, questionnaires etc.

Consumer Research – investigates end users of consumer goods and may look at the market as a whole or divide the consumers into categories or segments.

Industrial Research – these involve research about industrial goods and services i.e. items sold to  trade and not to the private individual.

Ad hoc Research – is  one off research conducted for a once only decision.

Continuous Research – here the same questions are asked over a period of time at regular intervals from the same group of respondents to gain insight into changing tastes and t rends of products bought.

Omnibus Research – surveys include a mix of questions on different subjects from different organisations.

Practicalities of Field and Desk Research

Desk Research is the normal starting point for any research, mainly  because it is  readily available and cheap to collect. This also provides an overview of the market & reports on available data.

Desk Research  combines:

· An examination of own organisation’s records and data (if you are in business already)

· A study of external  publications  compiled by experts.

Sources of Internal Data

· Sales records  to  customers (good for evaluating numbers sold, frequency of sales, seasonal variations, method of purchase)
· Accounts – these show sales figures for individual items
· Regional sales trends – 
· Customer analysis

· Life cycle of individual items (how long they stay on the market)
· Previous marketing research

Sources of External Data

· Government publications – from HMSO & Office for National Statistics. These show social trends, economic trends, monthly and annual statistics, family spending trends, population and demographic data.
· Commercial Organisations – The CBI, Chambers of Commerce, British Institute of Management, the Chartered Institute of Marketing and Trade Associations.
· Trade Journals

· Directories – Compass, Kelly’s, and Sells.
· Banks Economic Surveys

· The Internet

· Universities & Business Schools

· Market Research Organisations – Mintel, &  Keynote 
An important point to remember is that past information is past i.e. trends will not go on forever and this is where “field research” comes into its own.


Field Research

This consists of several stages:-

· Clarifying research objective

· Choosing a suitable data collection method

· Constructing  a questionnaire

· Deciding on  sampling   techniques

· Carrying out a sample survey (pilot survey)

· Briefing interviewers

· Collecting the data in the  field

· Collating, analysing and interpreting data

· Presenting findings, making forecasts and recommendations.


Task 1.





What  Desk Research sources would you  look at for the following:-


Holidays for the over 50’s


Soft  drinks in the UK


Exporting Cds to Europe.





Surveys


Observations


Telephone Research


Postal surveys


Face to face interviews


Product acceptance tests


Focus groups/ group research


Panels


Field trials / test marketing


Telecommunications & technology e.g data processing, EPOS





In deciding Research techniques bear in mind:





Costs


Time available


Validity


Reliability


Accessibility


Fitness for purpose


Number of questions to be asked


Products to be examined








Who actually filled in the responses?





Did respondent have enough time to complete questions?





Is the sample large enough ?








