Chapter 2: The Marketing Research Process 

Decision Making 
· The process used to resolve a problem or to choose from alternative opportunities 

Types of Marketing Research 
· Exploratory Research: Ambiguous problem 
· Initial research conducted to clarify and define a problem 
· Not intended to provide conclusive evidence, expected that subsequent research will be required 
· Descriptive Research: Aware of problem, lacks knowledge  
· Research designed to describe characteristics of a population or phenomenon
· Frequently used to determine who purchases product, portray size of market, identify competitors actions etc
· Based on some previous understanding of the nature of the problem 
· Who, what, where, when, how 
· Casual Research: Sharply defined problems 
· Research conducted to identify cause-and-effect relationships among variables 
· Usually have an idea of the relationship before conducting 
· Ex: establish that a new package causes an increase in sales 
Uncertainty of the problem is related to the type of research conducted

Stages in the Process
1. Problem Definition 
· Stage in which management seeks to identify a clear-cut statement of the problem or opportunity
Typical Questions:
· Solving a problem or evaluating opportunities?
· Planned or unplanned?
· Strategy or discovery oriented?
· [bookmark: _GoBack]What info is needed? How will it be used?
· Exploratory research usually conducted in this stage, narrows the scope of research topic 
·  Secondary data analysis: previous data used for another product
· Pilot Study: any small scale exploratory research technique that uses sampling but does not apply rigorous standards
· Case Study: examine similar situations similar to the problem
· Experience Survey: small number of interviews conducted with carefully selected people who have insight, knowledge or experience in the area
· Statement of research objectives: well-formed, testable research hypothesis
2. Research Design
· Stage in which the researcher determines a framework for the research plan of action by selecting a basic research method
· Research Design:  A master plan that specifies the methods and procedures for collecting and analyzing needed information, framework for the research POA
·  Selection of research method: (4 basic techniques of descrip. and casual)
· Secondary Data: previously collected data, also called historical
· Observation: record what can be observed, records behaviour without relying on reports from respondents, ex: PPM
· Surveys: most common, technique by which information is gathered from sample of people using a questionnaire
· Experiments: greatest potential for establishing cause-and-effect relationships. Allows investigation of changes in one variable (sales) while manipulating one or two others (price, advertising), under controlled conditions
3. Sampling 
· The stage in which researchers determine who is to be sampled, how large a sample is needed, and how sampling units will be selected
4. Data Gathering 
· The stage in which the researcher collects the data 
· Two stages: pre-testing, and the main study. Pretest uses a small subsample to determine whether the gathering plan for the main study is appropriate 
5. Data Processing and Analysis
· The stage in which the researcher performs several interrelated procedures to convert the data into a format that will answer managements questions 
· Editing: checking data collection forms for omissions, legibility, and consistency in classification
· Codes: rules for interpreting, categorizing, recording, and transferring data to data storage media 
· Analysis: application of reasoning to understand the data that have been gathered 
6. Conclusions and Report 
· The stage in which the researcher interprets information and draws conclusions to be communicated to decision makers 

The Research Program Strategy: 
· The firms overall plan to conduct a series of marketing research projects; a planning activity that places each marketing project in the context of the company’s marketing plan 
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