Chapter 1: The Role of Marketing Research 

Marketing Research: 
· The systematic and objective process of generating information to aid in in making marketing decisions 
· Info characteristics:
· Quality (reliable, accurate)
· Time (i.e. needed when making a decision)
· Money (i.e. trade off with quality and time)

Basic Research and Applied Research: 
· Basic Research:
· Research conducted to expand the limits of knowledge, to verify the acceptability of a given theory, or to learn more about a certain concept 
· Not to solve a specific, pragmatic problem
· Applied Research:
· Research conducted when a decision must be made about a real life problem 
· Scientific Method:
· Techniques and procedures used to recognize and understand marketing phenomena 

The Marketing Concept
· Marketing Concept 
· Most central idea in marketing thinking, calls on managers to be consumer oriented, stress long-run profitability rather than sales volume, and to adopt cross-functional perspective 
· Relationship marketing: 
· Idea that a major goal in marketing is the building of long-term relationships with the parties that contribute to an organizations success 
· Total Quality Management:
· A business philosophy that focuses on integrating customer-driven quality throughout an organization with continuous improvement of product quality and service 
· Evaluate the business through the eyes of the consumer for TQM
· Marketing research is a means for implementing the marketing concept:
· Purpose of marketing research is to obtain info about customer needs and problems, bridge the info gap between consumers and marketing execs
· Researching needs enables the fulfillment of marketing concept 




Managerial Value of Marketing Research for Strategic Decision Making 
Marketers need information, developing and implementing marketing strategy involves 4 stages: 
· Identifying and evaluating opportunities 
· Where it wants to go, how its going to get there
· Analyzing market segments and selecting target markets 
· Planning and implementing a marketing mix that will satisfy the needs of consumers and meet objectives of org 
· Product research: studies designed to evaluate and develop new products, adapt existing product lines 
· Pricing Research: designed to determine ideal price for product 
· Distribution Research: understand where consumers make their purchases 
· Promotion Research: evaluates effectiveness of premiums, coupons, sampling deals,  and other sales promotions 
· Analyzing market performance 
· Performance-monitoring research:
· Research that regularly provides feedback for evaluation and control of marketing activity 

When is Marketing Research Needed?
· Determination of the need for marketing research centres on: 
· Time constraints 
· Is there sufficient time before the decision must be made?
· Availability of Data
· Is info already on hand inadequate?
· Nature of the decision to be made 
· Is decision of considerable importance?
· Value of the research info in relation to costs 
· Will the pay off be worth the investment 
· Will the info improve the decision enough to warrant expenditure?
· Is it the best use of funds?


[bookmark: _GoBack]

[ r—
e —
ey . e sty i)

Bk e e

= o ot o thtsf v, t s h

facer s O ——
Sl Metos:

e, v g by e o
o Gy Manseemen:
prere e T —
iy s o o o e
iy
o B e reng e s fh compme e O
R




