
MKTG2113 Condensed Notes 

Lecture 1 – The Research Process 
 
Definition of MARKETING: 

- Business seen from the customer’s POV (Peter Drucker) 
- Activity directed at satisfying the needs and wants of customers, orienting an entire 

organisation to deliver products more effectively than competitors (Philip Kotler).      
o Needs and wants are:  

§ Collectively unique 
§ Define consumers into target markets  
§ Are dynamic à have to be predicted to maintain/build customer 

relationships  
 
Definition of RESEARCH:  

- Generates data that when analysed and interpreted, provides new understanding and 
insights in behaviours, beliefs and needs that informs the decision-making process  

- Importance of being insight driven: (core of marketing research)  
o Increasingly competitive and dynamic markets (global workplace) 
o Evolving consumer values à businesses must understand and customise business 

strategies accordingly  
o Technological advancements disrupting traditional processes/needs and wants 

§ Challenges how + where companies search, gather, store, and analyse data 
§ Demand for researches to use established and new MR tools to deal with 

data  
 
MARKETING RESEARCH à the systematic investigation of behaviours, needs, attitudes 
etc. of a population to provide objective, accurate and timely info to clients to support their 
decision-making process 
Used to: 

- Identify and evaluate opportunities 
- Analyse and select target markets 
- Plan and implement marketing mixes 
- Analyse market performance 

 
MR Process: 
 

1. Defining the problem/opportunity  
a. Set proper research objectives 
b. Classify problem on continuum: complete certainty to absolute ambiguity 

(influences direction/type of research)  
i. Exploratory à ambiguous problem 

ii. Descriptive à partially defined problem 
iii. Causal à clearly defined problem 



2. Designing research methodology   
a. Target market 
b. Design technique 
c. Sampling methodology (probability vs non probability method) 
d. Cost + time + accessibility limitations  

3. Implementing + managing data collection process  
a. Quantitative vs Qualitative methods 

4. Analysing and synthesizing results into insights 
a. Manual vs software 
b. Editing, coding, analysis 

5. Communicating findings, implications and recommendations to clients 
a. Applying findings in the context of client’s business environment  
b. Preparation of report 

 
Conflicting demands of MR clients: 

1. Accuracy vs speed 
a. Timely process of research à conflicts with 1. Accuracy and speed 

2. Leveraging technology vs maintaining research integrity 
3. Robustness vs storytelling  

 
Classifications and purpose  
 
Basic (pure) research Applied (engaged) research à subject focus 

- Not aimed at solving specific problem 
- Expand limits of knowledge about a certain 

concept 
- Can provided foundation of applied 

research 
- Verify the acceptability of a given theory 

- Aimed at solving specific problem 
(decision must be made) 

- Aimed to understand + answer 
questions about specific 
problems/issues 
 

 
Limitations of research 

- Poor problem definition 
- Poor research design/execution 
- Incorrect analysis of results 
- Misuse/non-use of data by researchers/decision makers 

 
MR Skills 
 
Soft skills Hard skills 

- Passionate curiosity  
- Interpersonal + empathetic skills 
- Contextualising and storytelling 
- Interpreting data into understandable 

justifications  

- Data crunching and analysis 
- Software/technology use (SPSS, Excel, 

Q, R)  


