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MKTG2305 
Marketing Research 

Week 1 – Chapter 1 - Introduction to Marketing Research  

Is the systematic and objective;  

 Identification, 

 Collection 

 Analysis 

 Dissemination, and  

 Use of information 

…that is undertaken to improve decision making related to identifying and solving problems. 

 The methods used depend on the specific requirements of the project, including budget and time 

constraints. Data is then analysed and results are formally presented to use in decision making. 

 Marketing research is systematic = follows a predictable path, is planned and documented 

 Has a scientific bases as data is collected and analysed to draw conclusions. 

 It obtains its value from its objectivity -> should be conducted impartially, free from the influence of personal 

or political biases. 

Classification of marketing research 
Organizations engage in marketing research for 2 reasons: to identify and solve marketing problems. 

Problem identification research 

 Research undertaken to help identify problems which are not necessarily apparent on the surface and yet 

exist or are likely to arise in the future (proactive). Research includes: 

o Market potential 

o Market share 

o Image 

o Market characteristics 

o Forecasting 

o Business trends 

Problem solving research 

 Research undertaken to solve problems. Research includes: 

o Segmentation – segment audience and target specific groups 

o Product – every product you must decide separately 

o Pricing 

o Promotion 

o Distribution 

o Place  

The role of marketing research 
 The task of marketing research is to assess the information needs and provide management with relevant, 

accurate, reliable, valid and current information to aid marketing decision making.  

 Companies use marketing research to stay competitive and to avoid high costs associated with making poor 

decisions based on unsound information 
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 A manager must also consider uncontrollable external factors eg. Economic conditions (economic slowdown 

or recession), technology (eg. Impact of new technology – social media), public policies and laws (eg. 

Environmental pollution affects car companies), political environment (eg. Republicans are considered to be 

pro-business), competition, and social and cultural changes. 

 

The Decision to conduct Marketing research 
Number of considerations: 

 Management’s attitude towards research  

 Are there adequate resources available to collect additional information and implement the findings? 

 Is additional information required 

 Is the decision of strategic or tactical importance? 

 Does the value of additional information exceed the cost of research? 

The consequences of MR done poorly or not done at all 

 International marketing failures – language translation errors ie. Pepsi 

 Ill-advised new product introductions – Make sure target market wants/needs product 

 Underestimated or overestimated demand – so there is not wasted products/money 

 Marketing research creates innovation so without it there would be bad communication with what people 

actually want 

The Market Research Process STEPS 

Step 1: Defining the problem 

 Through discussions with decision makers, interviews with industry experts, analysis of secondary data 

including social media and qualitative research (ie. Focus groups). 

 Involves defining the management-decision problem (what should management do) and the marketing 

research problem (what info is needed). 

Step 2: Developing an approach to the problem 

 Formulating an analytical framework and models, research questions, and hypotheses.  

Step 3: Formulating a Research Design 

 A framework for conducting the marketing research project.  

 How the data should be obtained from respondents.  

 Details the procedures needed to obtain info. Study might test hypotheses of interest or determine possible 

answers to the research question (both contribute to decision making) 

 Conducting preliminary or exploratory research, defining design.  
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Step 4: Doing Field Work or collecting data 

Step 5: Preparing and Analysing data 

 Involves data-processing steps leading up to analysis. Includes the editing, coding, and transcribing of 

collected data. Then process must be verified for accuracy. 

 Data is analysed using statistical techniques then interpreted to find conclusions related to the marketing 

research problem. 

Step 6: Preparing and Presenting the Report 

 Entire project should be documented in a written report that addresses the specific research questions; 

describes the approach, the research design, data collection, and data analysis procedures; and presents the 

results and major findings.  

Key points to note 
 Each step in the process involves numerous issues and decisions  

 All steps are necessary & vital 

 The steps are not ridged (feedback and revision)…but once data is collected, no revision of the procedure is 

possible 

 Errors can arise at any stage, affecting quality of output; errors must be considered in ‘total’, rather than in 

isolation 

Influences on the Marketing Research Process 
 The internet and e-commerce 

o Both primary and secondary data 

 Gatekeeper technologies and privacy legislation 

o Eg. Caller ID, answering devices, opt-in/opt-out etc. 

 The expansion of global markets 

o Are different approaches required in new markets? 

 Marketing research as a strategy 

o Need to integrate more fully with IT function (e.g. CRM – Customer relationship management) to 

make sure they’re creating products and services they actually need/want 

Current Trends in MR 

 Greater use of mixed methods – Qualitative (verbal opinion feedback – quality is best) and Quantitative 

(numbers data – quantity is best) 

 Market research reports becoming more interactive and moving online 

 Increased in-house management of research projects 

 Continuing international expansion of market research companies 

Market Research suppliers & services 

Internal suppliers -> do it in-house  

External suppliers -> outsource 
The need for external suppliers arises when the firm doesn’t have the resources or the technical expertise to 

undertake certain phases of a project.  

 Full-service suppliers: Companies that offer the full range of marketing research activities, from problem 

definition, approach development, questionnaire design, sampling, data collection, data analysis, and 

interpretation to report preparation and presentation.  

o Syndicated services: companies that collect and sell common pools of data designed to serve the 

information needs of multiple clients 

o Customised services: companies that tailor research procedures to best meet the needs of each 

client. 
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o Internet services: Companies that specialize in conducting research on the internet.  

 Limited service suppliers: Companies that specialize in one or few steps of the marketing research process. 

o Field services: companies whose primary service offering is their expertise in collecting data for 

research projects.  

o Focus groups and qualitative services: Services related to facilities, recruitment, and other services 

for focus groups and other forms of qualitative research, such as one-on-one depth interviews.  

o Technical and analytical services: Services related to design issues and computer analysis of 

quantitative data, such as those obtained in large surveys. 

Selecting a Research Supplier 
Process of selecting can be informal, relying on word-of-mouth endorsements or formal involving “requesting a 

proposal”. Requirements in selection:  

 Reputation 

 Ethics 

 Meet deadlines 

 Flexible with what they ask you do 

 Product high quality 

 Experience and qualifications 

 Profession certification 

 Have strategic alliances within industry = access to resources 

 They have enough resources. 

Ethics in Marketing Research 
Marketing research activities affect 4 stakeholders: researcher, client, respondent and public. Organisations: 

Marketing Research Association (MRA) provide codes in the area of ethical conduct 

Ethical ‘Don’ts’ for the researcher 

 Manipulating variable costs to increase the project price 

 Not providing promised incentives to respondents 

 Respondent abuse (e.g. the 5-minute interview) 

 Selling unnecessary research services 

 Falsifying response data – Making up data 

 Duplicating actual response data – don’t take old data and pass it off as new 

 Manipulating data structures to get a biased result  

 Not reporting selected findings at all. 

Ethical ‘don’ts’ for the Client 

 Asking for a “detailed proposal” from several providers with no intention of awarding any of them a contract 

Ethical ‘don’ts’The Respondent 

 Provided dishonest answers to interviewer 

 Alluded to and/or faked behaviour I would never engage in 

 Been purposely inconsistent in responses to mess up the research endeavour 

 Been purposely “extreme” in responses to a survey 

 Been purposely rude and/or crude 
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Week 2 – Chapter 2 -  

The marketing research problem, developing an approach and research design 

Problem Definition  
Step One: Defining the Problem  
“A problem well defined is a problem half-solved”  

 Incorrect definition leads to incorrect solutions  

 Problems arise from three main sources:  

1. Unanticipated change  

2. Planned change (4 P’s)  

3. Serendipity (opportunity) in the form of new ideas   -ie. branding change from new idea 

 Symptoms are not problems -> a definition 

of the problem based on symptoms can be 

misleading. Only when studying the 

underlying causes can the problem be 

successfully addressed.  

 Only when both parties have clearly defined and agreed on the marketing research problem can research be 

designed and conducted properly 

Process of Defining the Problem & Developing an Approach 

 

 

 

 
 

 

 

 

 

Tasks involved in problem definition (as per diagram) 

Discussions with decision makers 

 Discussion gives the researcher an opportunity to establish achievable expectations. 

 Problem audit: a comprehensive examination of a marketing problem to understand its origin and nature. 

Ie.  

1. The history of the problem 

2. The alternative courses of action available to the decision maker 

3. The criteria that will be used to evaluate the alternative courses of action 

4. The nature of potential actions that are likely to be suggested based on the research findings 

5. The information that is neede to answer the decision maker’s questions 

6. The manner in which the decision maker will use each item of information in making the decision 

7. The corporate culture as it relates to decision making. 

Interviews with Industry experts 

 Experience survey: interviews with people knowledgeable about the general topic being discussed 
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 Key-informant technique: interviews with people knowledgeable about the general topic being investigated 

 Lead-user survey: surveys that involve obtaining information form the the lead users of the technology  

Secondary data analysis 

 Secondary data: data collected for some purpose other than the problem at hand. 

 Primary data: data originated by the researcher to address the research problem. 

Qualitative and Exploratory Research 

 Qualitative research: an unstructured, exploratory research methodology based on small samples intended 

to provide insight and understanding of the problem setting. 

 Pilot surveys: surveys that tend to be less structured than large-scale surveys in that they generally contain 

more open-ended questions and the sample size is much smaller.  

 Case studies: involve and intensive examination of a few selected cases of the phenomemon of interest. 

Cases could be customers, stores, or other units.  

Environmental context of the problem  
 All the above insights help the researcher understand the environmental context of the problem. 

 They help determine the factors that have an impact on the definition of the market research problem, 

including past information and forecasts, resources and constraints of the firm, objectives of the decision 

maker, buyer behaviour, legal environment, economic environment, and marketing and technological skills 

of the firm. 

Parts of the problem (as per diagram) 

The Management-Decision Problem  

 Asks what the decision maker needs to do  

 Decision facing management when a range of solutions are available  

o Action oriented 

o Focuses on symptoms 
o How do we know if our products are meeting customer’s needs?  
o Is our ad campaign reaching the right audience?  

The Marketing-Research Problem  

 Asks what information is needed and how it can be obtained. 

 Statements about problem areas that the research will attempt to investigate  

o Information oriented 

o Focuses on the underlying causes 
o May include hypotheses  
o It is ‘actionable’  
o Best identified through research, knowledge and 

consultation  

 Conceptual map: A way to link the broad statement of the marketing research problem with the 

management-decision problem. Involves the following 3 components: 

1. Management wants to (take an action) 

2. Therefore, we should study (topic) 

3. So that we can explain (question) 

Defining the marketing research problem: 

 Broad statement of the problem: the initial statement of the marketing research problem that provides an 

appropriate perspective on the problem 

 Specific components of the problem: the second part of the marketing research problem definition. The 

specific components focus on the key aspects of the problem and provide clear guidelines on how to 

proceed.  
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Common Errors in Problem Definition 
 What may happen if the problem definition is:  

 Too broad? – dosen’t provide guidance for subsequent steps ie. just to say ‘ improve brand image’ -> what 

do you need to fix/focus on 

 Too narrow? – miss important components of the problem  

  It is therefore useful to have a broad statement of the problem followed by the specific components of the 

problem.  

 

 

 

Approach to the Problem (as per diagram) 

Step Two: Approach to the Problem  
1. Analytical Framework and Model  

2. Research Questions and Hypotheses  

3. Specification of the Information Needed  

Analytical Framework and Model  

Analytical model 

An explicit specification of a set of variables and their interrelationships designed to represent some real system or 

process in whole or in part.  

Graphical Models (see diagram ->) 

Graphical models are visual. They are used to isolate variables and to suggest 

directions of relationships but are not designed to provide numerical results. Not 

statistical. 

For example, you could model the relationships between the stages of being aware 

of a brand through to being a loyal brand consumer.  

Mathematical Models 

Mathematical models explicitly specify the relationships among variables, usually in equation form.   

EG. you could mathematically estimate a consumer’s degree of preference for a specific brand. 

Research Questions and Hypotheses 

 Research Question: Refined statements of the specific components of the problem ie: 

o What are the effects of age and gender on purchases of Coca-Cola?  

 Not actionable (can’t conduct statistical analysis), broad question. Hypothesis develop 

question and direction further. 

 Hypothesis 1:  

o Consumers aged 17-24 buy more Coca-Cola on a weekly basis than 25-30 year olds.  

 Can test specifically, is actionable. 

 Hypothesis 2:   

o Males buy more Coca-Cola on a weekly basis than females. 

 

Awareness   

Evaluation   

Preference   

Patronage   


