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Marketing information Systems (MIS):
· Marketing managers and other information users – obtaining customer and market insights from marketing information 
· Marketing information system
· Developing needed information 
· Internal databases
· Marketing Intelligence
· Marketing Research

Marketing Research  consists of a set of techniques and principles for systematically collecting recording, analyzing, and interpreting data that can aid decision makers involved in marketing goods, services or ideas. 
** Required for everything- segmentation, targeting, positioning, 4 P’s, B2B… etc..
** Used by non-profit organizations and governments as well
· ex. Kraft video
· this video shows how kraft used product-development marketing strategy with their new Toasted chips product. 

The marketing Research Process:
Define research problem and objectives  design the research project  collect data  analyze data  present action plan 
** helps to let you know what you are looking for and guides you through the process
1. Define the research problem and objectives 
a. What information is needed to answer specific research questions?
b. How should that information be obtained?
c. Most important step… if you define the problem incorrectly, you will end up with the wrong solution
d. Poor design arises from 3 major sources: 1) basic research on irrelevant research questions, 2) focus on questions that marketing research cannot answer or 3) addressing questions to which the answers are already known 
2. Design the research project 
· identify the type of data needed and the type of research necessary to collect the data 
a. Secondary data pieces of information that have been collected prior to the start of the focal project info that already exists 
i. Examples: census data, sales invoices, internet information, books, journal articles, syndicated data 
ii. Syndicated data  data available for a fee from commercial research firms such as Nielsen. – purchased when free secondary data available is irrelevant 
** can be used t access customer lifetime value (CLV)
** can be external (ex. Stats Canada) or internal (ex. Sales reports)
b. Primary data data collected to address specific research needs/questions currently under investigation. 
i. Examples: Observed consumer behavior, focus groups, in-depth interviews, experiments, surveys. 
** often begin with a review of relevant secondary data – quickly accessed at low cost
3. Collect data 
· Reliability  the extent to which you will get the same result if the study is repeated under identical situations 
· Validity  the extent to which a study measures what it is suppose to measure ** Validity = reliability, reliability does not = validity. For something to be valid it must be reliable as well. 
· Sample  a segment or subset of the population that adequately represents the entire population of interest.
· Sampling  the process of picking a sample. Sampling plan can affect the reliability and validity of the study. Three important questions must be answered: 
· 1) who should be surveyed 
· 2) how big should the sample be 
· 3) what type of sampling procedure to use (ex. Simple random, stratified, cluster)
** larger samples tend to yield more reliable results up to a certain point
a. Exploratory research (qualitative) attempts to begin to understand the phenomenon of interest (tends to be more informal and qualitative) 
i. Observation examining the purchase and consumption behaviors through personal or video camera scrutiny. 
1. Ex. Ethnography observing in their daily lives abd activities in their homes communities and work (natural environments)
ii. In-depth interviews  Trained researchers ask questions, listen to and record the answers and then pose additional questions to clarify or expand a particular issue. 
iii. Focus groups  small group of persons comes together for an in-depth discussion about a particular topic, with the conversation guided by a trained moderator using an unstructured method of inquiry 
1. 8 to 12 people with a trained moderator 
2. Challenges 
a. Expensive
b. Difficult to generalize from small group 
c. Consumers not always open and honest – other people influence people views 
** researchers try to have a dynamic /diverse groups (ex. Mix of males and females)
iv. Projective techniques  subjects are provided a scenario and asked to express their thoughts and feelings about it. 
1. Researchers try to get associations 
** social media is a technique being used today as well- building branded online communities, adding “heads of social media” to their management team.
** Quality, but cannot really generalize this information
** generally in-depth interviews and focus groups are used most frequently 
** identifies likes, dislikes and trends… but marketing researchers eventually need to conduct quantitative for numbers. 
b. Conclusive research provides the information needed to confirm preliminary insights, which managers can use to pursue appropriate courses of action 
i. tends to be more quantitative 
ii. two main types -(descriptive and experimental)
iii. allows researchers to test a hypothesis a statement predicting a particular relationship among multiple variables. 
Types of conclusive research:
1. Experimental research 
2. Survey research 
3. Scanner research 
4. Panel research
** At the end of the day you want NUMBERS (statistics)
** Larger sample the better 

Descriptive:
Survey research  is the most widely used method and is best for descriptive information – knowledge, attitudes, preferences and buying behavior.
· Survey  is a systematic mean of collecting information from people that generally uses a questionnaire
· Questionnaire  a form that features a set of questions designed to gather information from respondents. Can be phone, mail or fax
· Flexible 
· People can be unable or unwilling to answer – ppl don’t want to be bothered or give out personal information 
· Gives misleading or pleasing answers – ppl don’t want to give personal info 
· Privacy concerns 
· Two categories:
1. Closed-ended questions (structured) 
a. Includes all possible answers and subjects make choices among them 
b. Provide answers that are easier to interpret and tabulate 
2. Opened-ended questions (unstructured)
a. Allow respondents to answer in their own words
b. Useful in exploratory 
· Web surveying – response rates are high, may lie less, inexpensive, results processed quick
· Typical response rate is 30-35%

Experimental Research systematically manipulates one or more variables to determine which variable has a casual effect on another variable
· Is the best for gathering casual information-cause-and-effect relationships 
· Marketing researchers often change something and see how consumers react 

Scanner Research  uses data obtained from scanner readings of UPC codes at checkout counters
· Everything that is bought in a store is scanned and can be used by companies 
· Good for reaction to new brands, price sensitivities etc.. 

Panel Research  collecting information from groups of consumers (the panel) over time; may in form of survey or record of purchases.
· Group of consumers 
· Survey of sales receipts 

Step 4: Analyzing Data
· Converting data into information to explain, predict and/or evaluate a particular situation 
· Data  raw numbers or other factual information of limited value 
· Information  data that has been organized, analyzed, interpreted and converted into a useful form for decision makers
** data becomes information after being analyzed 
** can be as simple as averaging purchases of different segments or as complex as forecasting sales by statistical analysis. 
** should be analyzed in a objective manner

Step 5: Present Action Plan 
· prepares the results and presents them to the appropriate decision makers which includes:
1. Executive summary 
2. Body 
3. Conclusions/recommendations 
4. Limitations 
5. Supplements (tables, figures, appendixes) 

Ethical Dilemma 4.1: Watching consumers
· Marketing research firms dedicated to watching consumers 
· They Gather data that would not otherwise be available 
· Should researchers get consent prior to observing?
· Bottom line: Marketing research should be used only to produce unbiased, factual information 
· Government legislation: privacy act, personal information protection and electronic document act (PIPEDA) 
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