Marketing Chapter 4: Marketing Research
The Marketing Research Process:
1. Define Research Problems and Objectives:
· Clearly defining the marketing problem is one of the most important elements of the marketing research process. 
· Often considered one of the hardest parts of the process
· Once the research problem is defined, marketers must specify the research objectives or questions needed to be answered. 
2. Design the Research Project:
· Researchers identify the type of data needed and determine the type of research necessary to collect it. 
· Determine whether data required to make a decision should be obtained from secondary sources or primary sources. 
Secondary Data: pieces of information that have been collected prior to the start of the focal project. Secondary data include both external and internal data sources. A marketing research project often begins with a review of the relevant secondary data. 
· Secondary data is sometimes not relevant enough so it can be inadequate 
· You can also purchase secondary data called syndicated data
Primary Data: data collected to address the specific research needs/questions currently under investigation. Some primary data collection methods include:
· Focus Groups: a research technique in which a 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. 
· In-depth interviews: a research technique in which trained researchers ask questions, listen to and record the answers, and then pose additional questions on a particular issue.
· Surveys: a systematic means of collecting information from people that generally uses a questionnaire. 
Primary data can help eliminate some of the problems caused by secondary data. Primary data can be tailored to fit a specific research question. 
3. Collect Data
· The data collection method can employ either an exploratory method or a conclusive research method. 
Exploratory research: attempts to begin to understand the phenomenon of interest; also provides initial information when the problem lacks any clear definition. Some methods:
· Observation: entails examining purchase and consumption behaviours through personal or video camera scrutiny 
· Ethnography: studies people in their daily lives and activities in their homes, work, and communities
· In-depth interviews: See above
· Focus Groups: see above
· Projective technique: a research in which subjects are provided a scenario and asked to express their thoughts and feelings about it
· Social media: provides valuable information that helps with market research 
Conclusive research: provides the information needed to confirm preliminary insights, which managers can use to pursue appropriate courses of action. Some methods:
· Survey research through:
· Survey 
· Questionnaire
· Unstructured questions: open-ended questions that allow respondents to answer in their own words
· Structured questions: closed-ended questions for which a discrete set of responses alternatives, or specific answers, is provided for respondents to evaluate
· Experimental research: systematically manipulates one or more variables to determine which variable has a causal effect on another variable
· Scanner research: uses data obtained from scanner readings of UPC codes at checkout counters
· Panel Research: collecting information from a group of consumers (the panel) over time; data collected may be from a survey or a record of purchases

4. Analyze Data
· Analyzing and interpreting data, should be thorough and methodical 
· Takes data and turns it into information 
5. Present Action Plan
· The analyst prepares the results and presents them to the appropriate decision makers who undertake appropriate marketing actions and strategies. 
Ethics of using customer information: 
· A strong ethical orientation must be an integral part of a firm’s marketing strategy and decision making
· Researchers have to be careful not to abuse their ability to access consumer data
· Marketers must take every step possible to protect customer data from security breaches from hackers and other unauthorized individuals. 
· [bookmark: _GoBack]Canadian Government has implemented various regulations, such as the Privacy Act, that govern the collection, use, disclosure, and retention of personal information by federal government institutions, and the Personal Information Protection and Electronic Documents Act (PIPEDA), which governs the private sector. 

