
Marketing Research  
Chapter 1- Overview of Marketing Research  
 
Marketing Research: business function that links an organisation to its markets through the generation of information 
that facilitates optimal solutions to decision problems. 

- Dataà Infoà Problem 
 
Decision problem: is a situation in which management has to decide on a course of action that will help to 
accomplish a specific objective 

● Decision problem → action-oriented; to help accomplish specific objective(s) 
○ Parameters, independent variables, research design, execution, results  
○ SWOT 
○ How valuable is the info once collected? 
○ Solved by DM  

● Competitive (& sustainable) differential advantage- eg) cost leadership, product differentiation; product 
perceived as better than competitors 

○ Maximise value (attractiveness) to stakeholders, cash flow NPV 
● Technology causing growing complexity of marketing research  

 
How marketing research fits into the strategic planning process  

- Accurate information related for 
- Product performance 
- Distribution efficiency  
- Pricing policies 
- Promotional efforts  

 
Marketing Research Industry 
Internal Research Providers→ the nature of the organisation, and the power structures and individuals within it  

○ Questionnaire production, interviewing, data analysis, report preparation  
○ Submit research proposal used by client for evaluation and selection purposes 

External Research Providers→ people and processes that are outside the organisation  

○ Objective and less subject to company politics and regulations 
○ Specialised talents that internal suppliers cannot supply  
○ indirectly controllable, seek to influence, understand the wider environment in which they operate. 

Customised → specialised, highly tailored services to a client  
- Focus on one particular area eg) brand name testing, marketing, new product development  

 
Standardised → syndicated business services, generalised  
 
Brokers → provide ancillary tasks that complement marketing research studies  

● value is in their specialist knowledge and well-established contacts. 
 

Facilitators → a business that performs marketing research functions as a subcoordinator to a marketing research firm 
in order to support a broader marketing research project.  
 
Transforming data into information 

● Data: responses obtained by either questioning or observing people or physical phenomena.  
○ Analyse and transform into data structures→ combining group of data using qualitative or 

quantitative analysis.  
● Information: person to narratively interpret the analysis; accurate, relevant, timely 

 
 



Marketing Research Process 
○ 1. Defining the research problem 
○ 2. Designing the research methodology 
○ 3. Collecting data in accordance with the research design 
○ 4. Analysing data and drawing conclusions 
○ 5. Presenting the results and making recommendations.  

 
Principal tasks involved with conducting marketing research  

- Establishing boundaries involved in the research 
- Designing the research 
- Executing the research 
- Communicating the results  

 
Research problem→  the question that market research is intended to answer. 

- clearly specified, clear purpose, clearly defined  

Market Research Brief→  a set of instructions and requirements that generally sates the research problem and the 
information required, and specifies the timeframe, budget and other conditions of the project. 

- what info is required to solve the research problems, within the time and budget constraints  
- executive summary, introduction, background, problem definition, time and budget, reporting schedule, 

appendices.  
 
1. Defining the research problem Most critical stage in MRP 

○ Research question or questions; and specify  
○ Research objective 
○ Statement influences other phases 
○ Identify variables, transform into how, when, what, where, why 
○ Lack of accuracy = poor quality pertinent info for DM  

 

2. Designing the research methodology 

- Exploratory research designà explores the characteristics of a target population  
• gather more information about a loosely defined problem- uncertain, little knowledge about research 

problem. 
- Descriptive research designà describes the characteristics of a target population  

• solve a particular, well-defined problem- aware but lack important pieces of knowledge, clarification. 
• Scientific method characterises research as logical, objective, systematic, reliable, valid, impersonal, 

ongoing.   
- Causal research designà explains cause and effect relationships between two or more decision variables 

• sharply defined problems & hypothesis- assumes that a particular variable causes a specific outcome, 
and the by holding everything else constant, tests whether the variable does indeed effect that 
outcome. 

 
- data miningà processing large data sets to identify patterns or trends not obvious or even discernible by 

observation. 
- quantitative researchà  presented numerically 
- qualitative researchà obtain rich, deep and detailed information about the attributes and emotions that 

underlie the behaviours that quantitative research identifies.  
- Primary and secondary data 
 



Research design→ the detailed methodology created to guide the research project and answer the research question.   
eg) surveys, online communities, social media analytics, app-based research, virtual environments, research 
gamification, crowdsourcing.  

● Target population→  subset of the population singled out specifically for investigation 
● Census→ research procedure that includes every element in the target population  
● population all of the things of interest to the researcher in the particular research problem. 
● sampling→ the process of choosing members of the total population 
● sample→ the group chosen for study 
● probability sampling→  every member of the population has a known chance of being selected- “present the 

entire population” 
● non-probability sampling→  provides no way of knowing the chance of a particular member of the population 

being chosen for study –“unlikely to be a representative of the population” 
○ sampling error→ a measure of the extent to which the results from the sample differ from the result 

that would be obtained from the entire population. (ensure to minimize). 
 

3. Collecting data in accordance with the research design 

● data collected according to the methods specified in the research design. 
● data collection conducted in-house or it can be outsourced. 
● time and financial resources limited- budgeting and scheduling. 

 

4. Analysing data and drawing conclusions 

● data analysis → filtering and organising collected data- quality control techniques.  
○ quantitative analysis→  converts numerical data into knowledge that can be used to inform decision 

making. eg) statistics showing trends; support or refute hypothesis 
○ qualitative analysis→ reduction and coding are used to interpret non-numerical data 

● drawing conclusions→  state what the data has down in terms of the original research question. result it one 
more more causes of action. 

 

5. Presenting the results and making recommendations.  

● Transform results into information 
● Reporting the findings in a format that will enable the marketing decision makers to use the information. 

○ written report: cover page, executive summary, table of contents, introduction/ background, 
methodology, findings, limitations, conclusions and recommendations, appendices  

 
Major components of a research proposal 

Research proposal à Contract between researcher and decision marker stating what activities will be undertaken to 
develop the research plan and obtain the needed information, and what it costs. 

- Official layout of planned marketing research activity  
- (Usually) addresses all steps for marketing research process 

1. Purpose of research proposal 
2. Type of study 
3. Target population and sample size 
4. Sample design, technique and data collection method  
5. Cost structure 
6. Profile (researcher and company) 
7. Results (table) 

 

Evaluating the MRP (key procedural considerations) 



- Objectivity. Confidentiality; Inaccurate data; Data validation 
 

Ethical issues in marketing research 

Ethics→  a set of moral principles that guide attitudes and behaviour; doing what is ‘right’ 

- Unethical activities by research or research company 
- Unethical research firm eg) unethical pricing practices, failure to meet obligations to respondents, 

abuse and selling unnecessary services 
- Unethical client behaviour eg) requesting proposals with no follow through intentions, securing low 

cost research services.  
- Unethical activities within the execution of the research design 

- Falsification of data and duplication of actual responses, manipulating inappropriately..  
- Unethical activities by respondent 

- Providing dishonest answers, faking behavior 
Code of Ethics  

● Framework for identifying ethical issues and arriving at ethical decisions in situations that sometimes 
suddenly and unexpectedly confront researchers at their job. 

● No guarantee against ethical problems 
● Codes must be enforced, otherwise code is devalued. 
● Violations- punishments 

 

 
 
 
 
 
 
 
 
 
 


