Chapter 5
Lecture
Managing Marketing Information
· How market orientation works?
· What is a market?
·  The costumer, those who are willing and able
· Market is not a place!
· What sort of things affects the costumer?
· What affects our social structure --- Macro Environment
· Friends- trends
· Family- shaping your culture
· Global culture – Globalization
· Demographics
· Color
· Age
· Race
· Gender 
· Income- Economy
· Laws
· Cigarette
· Import and export laws 
· Pesticides 
· Natural environment
· Weather
· Company related factors --- Micro environment
· Department, supplier, competitors, intermediaries, public/pressure groups
· Technology 
· E-business
· E-commerce
· E-marketing

Why Information for Marketing?
· Understanding the market—thus competitive advantageCustomer needs & wants

Micro environment                                                                                                                Macro Environment
· Competition
· Departments
·  Etc.

Who is responsible for developing marketing research info?
· MIS (Marketing Information System)
· Internal  MIS
· Looking inside the company
· Manpower
· Club Cards
· Cheaper and better
· Marketing Intelligence --- Macro environment
· Systematic collection and analysis of publicly available data (secondary data)
· Formal
· Informal
Marketing research defined
· Marketing research
· Systematic design, collection, analysis and reporting of data on a specific marketing situation facing the company
· Collect primary data: first-hand data collected for a specific research purpose
· Aimed at satisfying customers to gain their loyalty (repeat buying)
· Qualitative and/or Quantitative
Quantitative
Customer needs and wants 


Qualitative






· Qualitative
· Types: Exploratory/Descriptive/Experimental
· Character: Mainly verbal --- unit sampling – vertical investigation (answer why, who, how)

· Tools:-
· Participant observation
· In-depth interviews
· Focus groups (group discussion)
· Mini groups
· Ethnography


· Quantitative
· Types: Casual (cause- effect): hypothesis testing/Descriptive/Experimental
· Character: Mainly numerical—statistical sampling (as close as possible to the population is better but not always possible and thus adjust for errors)---Horizontal investigation(answer how many, what)
· Tools:-
· Surveys (uses questionnaires that could be administered by mail, phone, and/or face-to-face [usually the most effective]
· Non-participant observations (mechanical surveys e.g. single-source data system)
Marketing Research Process
· Step one: Define the problem and set objectives to solve it
· Step two: prepare a plan to achieve those objectives (step one). Consider:
· Primary data ( select a suitable approach of marketing research)
· Secondary data (marketing intelligence/internal data)- support only (optional)
· Step three: collect data and analyze it as determined in the plan (step two)
· Step four: interpret and report results (transferring research results to useful marketing information)**
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