
Chapter 4: Marketing Research and Information Systems. 
 

Marketing Research: The systematic design, collection and interpretation 
of data, as well as the reporting of the insights gained to help marketers 
solve specific marketing problems or take advantage of marketing 

opportunities. 
Research design: An overall plan for obtaining the data needed to address 
a research problem or issue. 

Exploratory Research: Research conducted to gather more data about a 
problem or to make a tentative hypothesis more specific. 
Hypothesis: An informative guess or assumption about a certain problem 

or set of circumstances. 
Descriptive Research: Research conducted to clarify the characteristics of 
certain phenomena and thus solve a particular problem.  

Experimental Research: Research that allows marketers to make casual 
inferences about relationships.  
Reliability: A condition existing when a research technique produces 

almost identical results in repeated trails. 
Validity: A condition existing when a research method measures what it is 
supposed to measure.  

Primary Data: Data observed and recorded or collected directly from 
respondents. 
Secondary Data: Data complied both inside and outside the organisation 

for some purpose other than the current investigation. 
Population: All the elements, units or individuals of interest to researchers 
for a specific study. 

Sample: A limited number of units chosen to represent the characteristics 
of the population. 
Sampling: The process of selecting representative units from a total 

population. 
Probability Sampling: A sampling technique in which every element in the 
population being studied has a known chance of being selected for study. 

Random Sampling: A type of probability sampling in which all units in a 
population have an equal chance of appearing in a sample. 
Stratified Sampling: A type of probability sampling in which the 

population is divided into groups according to a common attribute, and a 
random sample is then chosen within each group. 
Cluster Sampling: A type of probability sampling that uses natural 

clusters within the population to facilitate sample selection.  
Non-Probability Sampling: A sampling technique in which there is no way 
to calculate the likelihood that a specific element of the population being 

studied will be chosen. 
Quota Sampling: A non-probability sampling technique in which 
researchers divide the population into groups and then arbitrarily chose 

participants from each group. 
Focus Group Interview: A research method involving observation of group 
interaction when members are exposed to an idea or a concept. 



The Five Steps of the Marketing Research Process: 
 

Determine the Scope: 
• May be prompted by 

the identifying a 

problem or a market 
opportunity 

• Focuses on the nature 

and boundaries of the 
research study 

• Involves defining a 

research question 
• Often takes age, gender 

and product type into 

consideration 
Select the Research Method: 

• Can only be determined 

once the research 
question has been 
defined 

• Is part of determining 
the research design  

• Includes exploratory, descriptive and experimental research 

• Must result in a valid and reliable method  
Collect and Prepare the Data: 

• Depends on the research scope and research question 

• May include secondary date, primary data, or a combination of both 
• Typically begins with collecting secondary data, such as internal 

sales and customer databases 

• May progress to collecting primary data, such as questionnaires and 
surveys 

Analyse the Data: 

• Enables interpretation of the data content  
• Involves organising and displaying data in tables or categories  
• May take place as data is collected or after the research process is 

complete 
• Can lead to a researcher accepting or rejecting a hypothesis 

Transform the Analysis into Insights: 

• Takes a clear and objective look at the findings  
• Involves turning the analysis results into a report  
• Considers how well the gathered data answers the research 

question 
• Helps to communicate findings with key decisions 

 

 
 
 



 
Sources of Secondary Data: 

   

Data type  Description Potential application 

Internal sources   

Sales data Sales data, which may 
be broken down by 
geographic area, 

product type or even 
type of customer 

Understanding most 
popular times of the 
year for products, and 

which sizes and 
colours sell best 

Accounting data  Costs, prices and 

profits by product 
category  

Identifies the most 

profitable product lines 
so that sales and 
marketing efforts can 

be focused on 
maximising the sales 
of the most profitable 

products 

Competitive data Competitive 
information recorded 

by the sales force and 
obtained from the 
internet 

Enables marketers to 
ensure that product 

messaging is 
compelling, 
memorable and 

distinct from 
competition 

External data   

Government sources Census data which 
profiles the population 
by geographic area 

Understanding the 
socioeconomic and 
age profile of 

geographic area to 
help marketers to 
understand where 

demand is likely to be 
highest for particular 
products 

News sources Organisations such as 
Nielsen are constantly 
tracking consumer 

data. For instance, 
Nielsen’s ‘Digital 
Landscape’ provides a 

summary, every 
month, of Australian 
consumers’ surfing 

and streaming 
behaviour 

Helps us to 
understand the online 
behaviour of our 

target customers so 
that we know how, 
where and when to 

communicate with 
them online 



Corporate sources Industry research, 
such as that provided 

by IBIS World, 
provides information 
on the marketing 

environment- 
including regulatory 
threats and the 

competitive 
environment 

Enables marketers to 
plan for threats and 

identify potential 
opportunities 

 
 


