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Overview of Marketing Research 
Marketing Research Defined – Marketing research is the business function that links an organisation 

to its markets through the generation of information that facilitates optimal solutions to decision 

problems. The principal tasks involved with conducting marketing research include establishing 

boundaries, designing, executing and communicating the results of the research.  
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Marketing Research Provides Solutions for Decision Making  

The fundamental purpose of marketing is to shift an organisation towards attractive markets and 

position them within those markets in a competitive way to create a sustainable differential 

advantages. The objectives is to deliver maximum value to stakeholders of the organisation or to 

maximise cashflow with a positive net present value. The shifting and positioning process is fraught 

with decision problems which means a situation in which management has to decide on a course of 

action that will help accomplish a specific objective.  

Marketing research is the function for generating interpretable information that is accurate, relevant 

and timely to solve decision problems. Decision problems are often strengths, weaknesses, 

opportunities or threats. Upon identification of the decision problem, the scope of the marketing 

research needs to be determined. Furthermore, marketing research should be conducted only when 

the expected value of the information exceeds the total cost of conducting the research.  

An Overview of the Marketing Research Industry – Marketing research can be classified as 

internal (where providers are normally organisational units that reside within a company) or external 

(market research suppliers). Marketing research suppliers can be customised (providing specialised, 

highly tailored services to the client) or standardised (general services). Marketing research provides 

can also be distinguished as brokers (providing ancillary tasks) or facilitators. A facilitating agency 

may be contacted to complete market research on their behalf.  

The Growing Complexity of Market Research – Technology and the growth of global 

businesses are increasing the complexity of marketing research as globalisation has led to geographic 

centralisation and digital marketing creates web based interactions. The current variety of available 

tools and techniques makes choosing a method for a research project increasingly challenging. 

Companies are choosing hybrid research techniques, involving multiple research methods to 

overcome the weaknesses inherent in single methodologies.  

Transforming Data into Information  

 

Data

• Data represents the responses obtained by asking questions or observing 
actions. They can be primary or secondary collected through research 
observations, words and numbers. 

Data 
Structure

• Data structures represent the results of  combining quantitative and qualitative 
analysis procedures that reveal patterns or trends. 

Informati
on

• Information stems from data structure once the researcher takes the time and 
effort to interpret the data structures. 
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The Basic Marketing Research Phases that Make up The Research Process 

The marketing researcher proposes a series of phases to identify the scope for marketing research 

and conduct the research.  

1. Determine the scope for marketing research by defining the problem, specifying the 

research question, defining the research objective and evaluating the benefits derived from 

expected research information.  

2. Selecting the research method which are either qualitative (with emphasis on words, 

stories and description without mathematical analysis) or quantitative (with emphasis on 

numbers and mathematical analysis). They form research design that could be secondary (that 

has been previously collected) or primary (that has been collected specifically for the current 

research project). Types of research designs include exploratory (aiming to explore 

characteristics of a target population), descriptive (aiming to describe the characteristics of a 

target population) or casual (explaining the cause and effect relationship between two or more 

decision variables. The sampling plan is not necessary for secondary data, but secondary data 

needs to evaluate what population it represents and whether it is relevant to current research.  

3. Collect and prepare the data requires data collection and data preparation. Data 

collection can be done through the approaches of asking questions about variables via 

interviews or observing variables. Data preparation requires coding schemes to enter data on 

the computer.  

4. Analysing the data allows data to turn into data structures and creating valuable 

information for the decision maker.  

5. Transforming the analysis results into information through a narrative.  

The Marketing Research Proposal  

A researching proposal communicates the overall research project. It contains the essence of the 

project and serves as a contract between the researcher and the management. It is an official layout 

of the planned marketing research activity for the management.  

1. Purpose of the proposed research project and timeframe.  

2. Type of study like primary/secondary data and exploratory/descriptive/casual research design.  

3. Definition of the target population and sample size.  

4. Sample design, technique and data collection method.  

5. Specific research instruments.  

6. Potential managerial benefits of the proposed study.  

7. Proposed cost structure for the total project.  
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8. Profile of the researcher and company.  

9. Optional dummy tables of the projected results.  

Procedural Considerations when Evaluating a Marketing Research Project  

• Pricing the 

research project  

• Confidentiality  

• Inaccurate data  

• Objectivity should be established to ensure that the information that 

results from the research project are fair.  

• Data validation should be given to at least 20% of the responses to 

ensure they were collected and recorded correctly.  

Ethics in Marketing  

By the Researcher – Unethical pricing, failure to fulfil the promise, respondent abuse or selling 

unnecessary service.  

Within the Execution of the Research Design – Falsifying data, duplicating data or 

manipulating data inappropriately.  

By the Client – Reports gathering or false promises.  

By the Respondent – Dishonest answers or faking behaviour.  

Research Questions 
The Growing Complexity Around Marketing Research and Making Marketing Decisions – 

Organisations are increasingly confronted by challenges due to changing legal, political, cultural, 

competitive and technological issues, particularly the internet. Rapid technological advances and 

growing internet use by people worldwide are making the internet a driving force in many current 

and future developments. There is a growing emphasis on the collection, analysis and interpretation 

of existing data. Lastly expansion of firms into global markets also affects marketing decision-makers 

as it introduces new cultural issues that needs data collection.  

Getting Started with the Marketing Research Process 

Development and successful promotion of goods and services come from understanding consumer 

decisions and from careful planning through a sound marketing research process.  

After identifying a business decision problem and acknowledging the scope for more information, 

marketing researchers can view all the activities involved in planning and securing that information 

as part of the research process.  
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Defining the Decision Problem  

1. Determining the scope for marketing research thorough problem definition process. The 

decision-maker holds the responsibility of assessing and deciding on the need for the services 

of a researcher and naming the decision of the problem.  

2. Both the decision-maker and the researcher must understand the complete problem situation, 

often through situation analysis that focuses on gathering background information to 

familiarise the researcher with the complexity of the decision area. It attempts to identify the 

events and factors that led to the current decision problem situation.  

3. As soon as the researcher understands the problem situation, they work with the decision-

maker to separate the root of problems from the observable and measurable symptoms that 

have been perceived as being the decision problem.  

4. The researcher then determines the appropriate unit of analysis for the potential study as to 

whether data should be collected about individuals, households, organisations, departments, 

geographical areas and so on.  

5. The researcher and decision-maker then determine the specific variable to each decision 

problem. The focus is on identifying the different independent and dependent variables that 

make up the decision problems. Some examples include brand awareness, attitudes towards a 

brand, intentions to purchase, importance of factors, demographic characteristics and 

satisfaction of experience.  

Scope of Marketing Research 

Determine the scope for marketing research consists of four interrelated tasks including defining the 

decision problem, specifying the research question, defining the research objective and evaluating the 

likely benefit of the expected information.  

Defining the Decision Problem – Decision problem is a situation in which management has to 

decide on which course of action to take. Inadequate decision problem is the leading cause of failure 

of marketing projects. It requires the interrelated activities including determining the decision-

maker’s purpose for the research, understanding the complete problem situation, identifying 

measurable symptoms, determining the unit of analysis and determining the relevant variables or 

constructs.   

Specifying the Research Question – As soon as the researcher understands and ratifies the 

decision problem, the researcher must redefine the decision problem in more scientific terms. This 

means decision problems are broken down into an overarching research question or a series of 

specific research requestions.  
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Research questions are those specific when, where, who, what, why and how statements about the 

problem areas that the research will attempt to investigate. Research questions have to be scientific 

and measurable.  

Defining the Research Objective – Research objectives are precise statements of what a 

research project will attempt to achieve and represent a blueprint of the research project’s activities. 

They allow the researcher to document concise, measurable and realistic events that increase or 

decrease the magnitude of marketing management’s problems. They also allow for the specification 

of information required to assist management’s decision-making capabilities.  

Evaluating the Benefits of the Expected Information  

• Need for information 

• Nature of decision 

• Availability of data  

• Time constraints 

• Resource requirements 

•  Costs versus benefits 

Going forward with a research might prove inappropriate if: 

• Conducting the needed research would give valuable information to the firm’s competition  

• The research findings cannot or will not be implemented  

• The research design does not represent reality  

• The critical variables to the proposed investigation cannot be adequately defined or measured  

• The research is politically motivated  

Primary Data or Secondary Data  

The Value of Secondary Data  

Secondary data is data that already exists and was gathered for purposes other than the research 

question at hand. Emerging secondary data is referred to as customer knowledge which is customer 

information collected to create customer profiles. These are used to tailor interactions and build 

strong customer relationships. Secondary data is more readily available and sometimes more valid 

and frequently less expensive than primary data.  

The Nature and Scope of Secondary Data – Secondary data is historical in nature and already 

assembled or published. It can be available in different forms and the researcher determines whether 

useful secondary data exists, the relevance of the data and how to obtain the data. The two types of 

secondary data includes internal secondary data collected by a company for accounting purposes or 

marketing activity reports on customer knowledge or external secondary data collected by outside 

agencies such as the Federal government.  

 


