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Info extremely important; provides competitive advantages
Process of collecting and analyzing information in order to recommend actions to improve marketing activities
Two different ways to present information (to companies)
1. Marketing Information System (MIS)
a set of procedures and processes for collecting, sorting, analyzing, and summarizing information on an ongoing basis
collect info on market conditions, competitive marketing actions, and local sales figures
analyzes data to provide a current market assessment
2. Market Research Projects
used for specific information not available through the MIS

Research Classifications:
Exploratory Research
Preliminary research to identify the scope and nature of the problem
Helps understand the dimensions of the problem
Descriptive Research
describe basic characteristics of a population
has general understanding of marketing problem
looking for more conclusive data
Causal Research
identify cause-and-effect relationships
typical research = examining the effect of ads on sales, relationship between price and perceived product quality, and impact on new package on sales

Six-Step Market Research Approach:

1. Define the problem/issue/opportunity
Often posed as a question that needs answering
Objectives: specific, measurable goals
Objectives too broad = problem may not be tangible
Objectives too narrow = value of the research results may be diminished
Decision maker wants to achieve these objectives
Ex/ discover consumer needs/wants, determine why a product is not selling

2. Design the research plan
Identifying what approach will be taken to complete the research project
Information requirements: 
focus on collecting information that will satisfy the company’s problem
Collection Methods:
Need a data collection plan
Needs to match the study to ensure accurate answers are obtained
Sampling:
The process of gathering data from a portion of the population
Used to be a representative of the population
Two different types:
Probability Sampling: selecting a sample so that each element of the population has a specific known chance of being selected
Non-probability Sampling: select the sample so that the chance of selecting a particular element of the population is either known or zero

3. Conduct exploratory research
Done to ensure the researched hasn’t overlooked anything
Also done with the knowledge that quantitative research will follow
Has three basic tools to choose:
Secondary data analysis
Focus group research (qualitative research)
In-depth interviews (qualitative research)
Qualitative Research: provides insightful and directional information that is not statistically accurate (used to provide insights)

Secondary Data Analysis: divided into two parts:
Internal data: exists within a company
External data: published sources outside company
Collect secondary data first, then collect primary data (newly collected data specifically for the project)
Reasoning: secondary data is cheaper and readily available
Caution:
Secondary data may be out of date
Definitions or categories may not be right for the project
Data may not be specific enough
Statistics Canada = best secondary data available

Focus Group Research: informal interview session where people meet for a few hours with a trained moderator to discuss predetermined areas
Usually watched through one-way mirrors by observers

In-Depth Interviews: detailed interview where the researcher questions an individual in conversational style to get information
Few hours long

4. Collect quantitative research information
Quantitative Research: statistically reliable information that uses observational/questioning techniques
more reliable than exploratory research
more costly + time consuming to collect than exploratory research
Observational Research: 
Watching how people behave in person or with a machine
Adv: 
flexible
may indicate things a consumer cannot speak clearly
Disadv: 
no indication why consumers behave that way
different researches may interpret behaviour differently
Survey’s/Personal Interviews:
Pose questions in person/mail/telephone/e-mail/fax/internet
Adv: 
large number of people can be asked
interviews can get in-depth answers
questions can be given tons of different ways
Disadv: 
interviewers can bias results
mail or e-mail surveys may be done by someone with bias
can be expensive and time consuming
Panels:
Sample of consumers/stores from which researches take a series of measurements
Adv: 
can track changes in consumer behaviour over time
Disadv: 
Original participants needed for consistency
Difficult to keep consumers in the panel

Experiments:
Changing a variable involved in a purchase to see what happens
Adv:
Able to change key factors and measure the results
Disadv: 
Can be expensive
Time consuming
Results can be difficult to interpret
Test Market: 
Small localized region used to help determine whether consumers will buy a new product or brand
Adv: 
Allows company to test products/promotional campaigns in a control area
Can monitor and make adjustments
Avoids the costly failures of products launched nationally
Disadv: 
Tells competitors what a company is doing
Requires same effort as if product is being released nationally
Can be expensive
Time consuming

5. Compile, analyze and interpret data
After data is collected, needs to be compiled, analyzed and interpreted to be turned into actionable information
Change pages of data into clear charts with observations/conclusions

6. Generate report and recommendations
After data is analyzed, researched discusses the results to the company
Also prepares a report to include recommendations
Highlights key facts

Future of Market Research:
Online research is more practical and reliable for market researchers 
Marketer needs to weigh the costs of conducting the research against the expected results and actions that can evolve
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