Marketing Chapter 5:
Marketers complain about the fact that they don’t have enough info; in reality, they don’t need more info, they need better info, and they need to make better use of it. 
Consumer/Market insights: this is the real value of marketing research. It is the understanding of the customers and the market. It is the basis for creating customer value + relationships. Consumer insights are collected though several sources and are assessed by the Marketing Information System 
Marketing Info System: People/procedures that assess and develop the info needed to make decisions and generate valuable insights. Steps include:
1) Assessing info needs (info on consumers for example: the internal database)
2) Developing needed info
a. Internal database
b. Marketing intelligence
c. Marketing research
3) Analyzing and using info
Internal Database: Electronic collection of consumer/market info WITHIN the company’s network
 Competitive Marketing Intelligence: Collection of PUBLICLY available info about consumers/competitors/market. Helps to determine opportunities and threats (External matters more in a global spectrum)
Market Research: Collection/analysis of data relevant to a SPECIFIC marketing situation. Ex: Samsung wants to inquire info to have an idea on how its new TV will sell. Market Research process includes 4 steps:
1) Defining the problem + creating objectives: hardest step in research process. The objectives guide the whole process. Helps you know what you are looking for. 
Types of research (in order):
a) Exploratory: the gathering of info that will help define problems/suggest hypothesis. In-company research (focus groups, in depth interviews, secondary info used)
b) Descriptive: Description of the outside problems. Ex: potential for a product, demographics, attitude of consumers, etc. (surveys/personal interviews used) example: the Dove campaign: the problem with women’s body image
c) Causal: The testing of the hypothesis (the effect)
2) Developing the Research Plan: Outlines sources of existing data, spells out research approaches, contact methods, sampling plans, instruments that researchers use to gather new data, either secondary or primary:
a. Secondary data: Data that already exists somewhere for another purpose. Researchers usually start by gathering this. It can come from many different sources. 
i. Pros: Faster, Cheaper, benefit from other’s research
ii. Cons: May not be current, accurate, relevant
iii. Internal: within the company: financial statements, sales, reports.
iv. External: Books, Stats Canada, Reviews
b. Primary: Information that was newly collected for the sole purpose at hand.
i. Observational: watching people: electronic and personal approaches
ii. Questionnaire: asking people: interviews/surveys
Primary Data Sources Methods:
1) Survey Method: Most widely used method. Monitors buying behavior, preferences of consumers: Personal interview, telephone, mail, focus groups
a. Pros: Generally cheap and quick, flexible
b. Cons: Time studying the answers, low response rates, unreliable answers
2) Observation Method: Ethnographic research: trained observers go around and observe and talk to consumers in their natural environment. More focused than survey method (they aim more relevant users rather than random): audits
a. Pros: more focused, have the right people
b. Cons: may be biased if people know they are being watched
3) Experimentation method: Good for gathering causal information: Testing a product to two similar groups of people with slightly different factors (ex: different price) and seeing the difference in response. 
a. Pros:  Completely objective (no bias) Results are perfect
b. Cons: Expensive, unnatural, not quite realistic
Q&A Techniques: (Ways of asking questions):
· Direct
· Closed/Open-Ended
· Scale rate: 1-10
· Comparison
· Projective tests: feelings

Sampling Plans: Taking groups/segments of a given population that will represent the population as a whole. The group needs to vary enough to have a clear representation of the population, to make accurate estimates. 
· Probability Sample: 
· Simple random: Everyone has the same chance or being sampled
· Stratified: Random people are picked from separate groups within a population
· Cluster: Random people are picked only from an exclusive group.
· Non-Probability: 
· Convenience: the easiest samples are picked
· Judgement: the researcher is not neutral, uses their judgement to pick 

3) Implementing the Research Plan: Collecting, processing, analyzing information from the plan; they must guard against potential plan problems
4) Interpreting, reporting the findings:  Draw conclusions, report to management
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