MKC2500 NOTES:
Week1:

- What ismarketingresearch?
o Thesystematicand objective process of generating information to aid in making
marketing decisions
o Keywords
= Marketingresearch gathersinformation to aid decision making, it does not
make the decision
= Keyrole of marketingresearchisininitially definingand specifying
information required
- Whousesit?
o Decision makers
= (Clientorganisations
= Business managers
= Marketing managers
=  Product managers
= Brand managers
= Marketing research managers
- Who suppliesit?
o Researchagency
= Director
=  Projectmanager
= Researchanalyst
= QOthersinthe supplychain
- Wheredo theygetitfrom?
o Consumers/publics
o Customers
= Retail
= Business
=  Managers

=  QOwners
=  Workers
= Users

- Marketingresearch process
o 1. Definingthe problem
2. Planninga research design
3. Planninga sample
4. Collectingthe data
5. Analysingthe data
o 6. Formulating conclusions and reporting
- Caste study: New Coke
o Theright answertothe wrongquestion may be worthless oreven harmful
- Problemdefinition
o Canbea problem, gapinunderstanding, potential opportunity
o Ifproblemisnot clearly defined the research will be wasted regardless of how well
researchisconducted
o Needtoworkout the needsof the decision marker
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- lcebergprinciple
o Istheideathat the dangerous part of many marketing problemsis neithervisible to
nor understood by marketing managers
- Discussion betweenthe researcherand the decision marker
o DM:
=  Focuson symptoms, loss of marketshare
o Researcher
= Focuson underlying causes
e Superiorpromotion by competitor
Inadequate distribution of company’s products
Lower product quality
e Priceundercutting
- Problemdefinition based on symptoms can be misleading
o Orangejuice example:taste perceptionis notjust taste, smell/look/colouris all
included inthe perception of a “too sugary drink”
- Management decision problem vs the marketing research problem
o Management:
= Askswhatthe decision makerneedstodo
= Actionoriented
= Focusesonsymptoms

e Shouldanew productbeintroduced?
e Shouldthe advertising campaign be changed?
e Shouldthe price of the brand be increased?
o Marketingresearch problem
=  Askswhatinformationisneeded and how it should be obtained
= Informationoriented
=  Focusesonunderlyingcauses
e To determine consumer preferences and purchase intentions forthe
proposed new product
e Todetermine the effectiveness of the currentadvertising campaign
e To determine the price elasticity of demand and the impacton sales
and profits of various levels of price changes
- Research questions and hypotheses
o Research questionand hypotheses add clarity to the statement of the marketing
problem
o Research questions are refined statements of the specificcomponents of the
problem
o A hypothesisisanunprovenstatementor proposition aboutafactor or
phenomenonthatisof interestto the researcher
= Oftenahypothesisisapossibleanswertothe research question
- Typesofresearch
o Exploratory
=  Ambiguous problem
o Descriptive
= Aware of problem
o Causal
= Problemclearly defined



