Chapter 4: Defining Marketing Problems and Opportunities 

Nature of the Marketing Problem:
· Falls between two extremes, completely certain about the situation or total ambiguity 
· Ambiguity must be cleared up before making formal statement of problem 

Importance of Proper Problem/Opportunity Formation:
· Needs to be properly defined and know what information is important before research begins, or you may find the right answers to the wrong questions, useless and even harmful. 

The Process of Problem/Opportunity Formulation:
· Problems or Opportunity Formulation:
· The crucial first stage in the research process – determining the problem to be solved or the opportunity to be studied and the objectives of the research 
1. Asses Decision Maker’s Objectives 
· Decision makers’ objectives: managerial goals expressed in measurable terms 
· Receive management statement of problem/opportunity.
· Planned change or unanticipated situation.
· Strategy or discovery oriented research.
· Obtain background information.
· Learn possible managerial actions resulting from research.
· Develop rapport and open communication lines.
· Iceberg principle: idea that the dangerous part of many marketing problems is neither visible to nor understood by marketing managers
2. Understand the background of the problem 
· Situation Analysis: preliminary investigation or informal gathering od background info to familiarize researchers or managers with decision area
3. Isolate and identify the problems, not the symptoms 
· Ask what specific information is required to achieve the research purpose
· Ensure the fundamental problem has been identified, not just symptoms 
· Ex: Symptom: people complain prices are too high, Problem based on symptom: prices need to be reduced, Actual problem: sales people aren’t communicating the value 
4. Determine the unit of analysis
· Specify whether research will collect data about: 
· Individuals 
· Households 
· Organizations 
· Departments 
· Geographical areas 
· Objects 

5. Determine the relevant variables 
· Variable: anything that may assume different numerical or categorical values 
· Categorical Variable: variable with limited number of distinct values 
· Continuous Variable: variable with infinite number of possible values 
· Dependent Variable: criterion/variable to be predicted/explained 
· Independent Variable: variable expected to influence dependent variable 
6. State the research questions and research objectives 
· Research Objective: 
· Researchers version of the problem, explains the purpose of the research in measurable terms and defines standards for what the research should accomplish 
· Researcher’s version of the marketing problem/opportunity.
· Specify the information needed to make a decision.
· Explains the purpose in measurable terms and defines standards on what should be accomplished.
· Objectives should be limited to a manageable number.
· The best expression of a research objective is a well-formed, testable research hypothesis
Clarity in Research Questions and Hypothesis 
· Research questions help to understand what is perplexing managers and to indicate what issues have to be resolved
· Hypothesis: an unproven proposition or supposition that tentatively explains certain facts or phenomena; a probable answer to a research question 
The Research Proposal
Research Proposal: 
· Written statement of the research design that includes a statement explaining the purpose of the study and a detailed, systematic outline of procedures associated with a particular research methodology 
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