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  Introduction




  This book provides business students –as well as business managers, research consultants and/or practitioners –the necessary knowledge, understanding and skills necessary to understand the nature of market research. It enables them to comprehend the relevance and applications of the main business research methods available to researchers in order to undertake successful research.




  The book is divided in fourteen chapters which explain the main roles of business research, including: the appropriate ways for collecting data, analyzing data, and presenting information.




  The structure and style of this book follow the so called ´Bologna teaching model for universities´. Therefore, this book offers many pedagogical features with numerous examples from different companies and countries, discussion questions, and concept checks which include a set of open ended questions and multiple choice questions for each chapter. These activities allow self-assessment and provide guidance for students through the entire learning process.




  Moreover, there are PowerPoint slide-presentations for each chapter in the book as supplemental material to provide instructors with comprehensive visual aids. These slides include real business case examples, illustrations and applications, thus encouraging discussions in seminars and classes.




  This book would be suitable for all audiences interested in gaining an understanding and confidence in the marketing research process. It is written in a schematic, concise, and clear way avoiding technical language, and all digression of difficult assimilation.




  PART I




  GATHERING THE DATA




  Chapter 1




  Nature and Characteristics of Marketing Research




  1.1. What is Marketing Research?




  1.2. The Need for Information.




  1.3. Origins of Marketing Research.




  1.4. Types of Business Research.




  1.5. The Need for Marketing Research.




  1.6. Marketing Research in the 21st Century.




  1.7. Example.




  1.8. Examination Questions.




  1.9. Concept check.




  1.10. References.




  The Secret of Success is to Know Something Nobody Else Knows.




  ARISTOTLE ONASSIS




  1.1. What is Marketing Research?




  Following Brown and Suter (2012) Marketing Research is a much broader and common activity than most people realize. We have all probably completed surveys on paper, online or over the telephone or the internet, but there is much more to marketing research than just asking consumers how they think or feel about a product or an ad.




  1.2. The Need for Information




  All organizations share a common problem: they need information in order to accomplish their goals effectively. According to Kotler et al. (2010) to carry out marketing analysis, planning, implementation and control, managers need information about market demand, customers, competitors, dealers and other forces in the marketplace. One marketing executive put it this way: «To manage a business well is to manage its future; and to manage the future is to manage information». Increasingly, marketers are viewing information as not just an input for making better decisions, but also as a marketing asset that gives competitive advantage of strategic importance.




  During the twentieth century, most companies have been small or medium-sized and have known their customers at first hand. Managers picked up marketing information by being around people, observing them and asking questions. However, many factors have increased the need for more and better information. As companies become national or international in scope, and as globalization increases, they need more information on larger, more distant markets. As incomes increase and buyers become more selective, sellers need better information about how buyers respond to different products and appeals. As sellers use more complex marketing approaches and face more competition, they need information on the effectiveness of their marketing tools. Finally, in today’s rapidly changing environments, managers need up-to-date information to make timely decisions.




  FIGURE 1




  MARKETING INFORMATION SYSTEM
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  Source: Adapted from Kotler et al. (2000).




  On the other hand, the supply of information has also increased greatly. John Neisbitt suggests that the world is undergoing a ‘mega-shift’ from an industrial to an information-based economy. He found that more than 65 per cent of the US workforce worked during the 90s at producing or processing information, compared to only 17 per cent in 1950. Using improved computer systems and other technologies, companies can now provide information in great quantities. Many of today’s managers sometimes receive too much information. For example, one study found that with companies offering all the information now available through supermarket scanners, a brand manager gets one million to one billion new numbers each week. As Neisbitt points out: «Running out of information is not a problem, but drowning in it is».




  Marketers frequently complain that they lack enough information of the right kind or have too much of the wrong kind. Regarding the spread of information throughout the company, they say that it takes great effort to locate even simple facts. Subordinates may withhold information that they believe will reflect badly on their performance. Often, important information arrives too late to be useful, or on-time information is not accurate. Companies have greater capacity to provide managers with information, but have often not made good use of it. Many companies are now studying their managers’ information needs and designing information systems to meet those needs.




  FIGURE 2




  INFORMATION LOOPS
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  Source: Kotler et al. (2010).




  Managers cannot always wait for information to arrive in bits and pieces from the marketing intelligence system. They often require formal studies of specific situations. For example, Apple Computer wants to know how many and what kinds of people or companies will buy its new ultra-light netbook. Or a Dutch pet product firm needs to know the potential market for slimming tablets for cats. What percentage of cats are overweight, do their owners worry about it, and will they give the pill to their little cats? In these situations, the marketing intelligence system will not provide the detailed information needed. Because managers normally do not have the skills or time to obtain the information on their own, they need formal marketing research.




  Following Kotler et al. (2010) «Marketing research is the function linking the consumer, customer and public to the marketer through information. Information used: to identify and define marketing opportunities and problems; to generate, refine and evaluate marketing actions; to monitor marketing performance; and to improve understanding of the marketing process. Marketing researchers specify the information needed to address marketing issues, design the method for collecting information, manage and implement the data collection process, analyze the results and communicate the findings and their implications».




  Of course, one of the main objectives of the Marketing activity is to satisfy customers’needs. Many environmental factors affect the marketing strategies, including other social actors (competitors, suppliers…), legal, political or economic factors, etc. As a result, the marketing manager has an urgent need for information, and that is where marketing research comes in (Brown and Suter, 2012).




  Marketing Research can therefore be described as: «The organization’s formal communication link with the environment. Through marketing research, the organization gathers and interprets data from the environment for use in developing, implementing and monitoring the firm’s marketing plans» (Brown and Suter, 2012).




  FIGURE 3




  FACTORS AFFECTING THE ORGANIZATION
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  Source: Kotler et al. (2010).




  The point is that marketing research is an essential activity that can take many forms, but its basic functions according to Brown and Suter (2012) are:




  

     • To gather data.




    • To transform the data into useful information so that managers can take decisions.
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  Source: Brown and Suter (2012).




  1.3. Origins of Marketing Research




  According to Feinberg et al. (2013), although marketing research was used occasionally before 1910, the period from 1910 to 1920 is recognized as the formal beginning of marketing research. In 1911, J. George Frederick founded The Business Bourse, a research firm. Several firms started to introduce commercial research departments. In 1919, Professor C.S. Duncan of the University of Chicago, published the first major book on marketing research under the title Commercial Research: An Outline of Working Principle. Percival White’s Market Analysis, published in 1921 was the first research book to gain a large readership. After 1940, numerous research textbooks started to be launched.




  However, according to Brown and Suter (2012), Marketing Research began to grow around the end of World War II, “when firms found they could no longer sell all they could produce but instead had to gauge market needs and produce accordingly”. It is generally agreed that it was approximately by 1946 when the marketing concept was generally accepted. Following Feinberg et al. (2013), by 1948 more than 200 marketing research organizations had been formed in the United States alone, and over the 20th  century expenditures on marketing activities increased dramatically. «This was accompanied by a shift in emphasis from “market research” to “marketing research” which emphasized a broader role of research, including contact between researchers and the marketing management process» (Feinbeck et al. 2013).




  From 1910 to 1920, questionnaires and surveys became popular modes of data collection. This fact facilitated the improvements in questionnaire design and question construction together with the awareness of the possible bias associated to questionnaires and surveys.




  During the 1930s, sampling became a key methodological issue. As statistics developed from descriptive to inferential, nonprobability sampling procedures came under heavy attack. Modern probability sampling approaches slowly developed during this period (Feinbeck et al. 2013).




  Methodological innovation developed steadily from 1950 to the early 1960s –thanks partly to the commercialization of the computer– especially in the area of quantitative marketing research. Later innovations such as checkout scanners in supermarkets, computer-assisted telephone interviewing, and computerized data analysis were introduced. Recently, email, web surveys, e-commerce, and online focus groups and panels have impacted the marketing research activity (Feinbeck et al. 2013). The following figure offers a quick snapshot of the origins of marketing research industry.




  FIGURE 4




  ORIGINS OF MARKETING RESEARCH




  [image: ]




  Source: Rosendo-Rios et al. (2012); Hair et al. (2006).




  1.4. Types of Business Research




  There are different classifications available in the literature of business research, depending on the criteria used for the different classifications. The following lines offer a brief summary of the main ones.




  1.4.1. Applied vs Basic Business Research




  Based on the specificity of its purpose, research can be described as either applied business research, or basic business research. According to Zikmund et al., (2013) these types of researches can be conceptualized as:




  

     • Applied Business Research: «Research conducted to address a specific business decision for a specific firm or organization» (Zikmund et al., 2013). That is, applied business research is used to better understand the market (Hair et al., 2006).




    • Basic Business Research (or pure research): “Research conducted without a specific decision in mind that usually does not address the needs of a specific organization. It attempts to expand the limits of knowledge in general and is not aimed at solving a particular pragmatic problem. It can be used to test the validity of a business theory –one that applies to all businesses– or to learn more about a specific business phenomenon” (Zikmund et al.,2013). Therefore, basic business research is used to expand the frontiers of knowledge (Hair et al., 2006).


  




  For instance, a lot of pure research has been carried out for determining the main factors of employee motivation in the area of human resources of psychology, without examining the problem from the perspective of any single firm. However, Sony’s six sigma has developed applied research studies based specifically on these issues. Therefore, the two types of research are not completely independent, because more often than not pure research may constitute the foundation of the applied research.




  1.4.2. Consumer versus industrial business research




  Another major distinction between types of research is that between consumer and industrial business research (Feinberg et al., 2013).




  

     • Consumer research: «Marketing research into consumer characteristics, attitudes, beliefs, opinions, and behavior».


  




  

     • Industrial research: «Marketing research not aimed at individual consumers, but at interactions between firms and their representatives».


  




  However, the underlying methods and skills –administration, design, execution and analyses– are nearly identical for both types of marketing research (Feinberg et al., 2013).




  TABLE 1




  CONSUMER VS INDUSTRIAL MARKETING RESEARCH
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  Source: Feingerg et al., 2013.




  1.5. The Need for Marketing Research




  Following Zikmund et al. (2013), although the need to make intelligent and informed decisions may motivate managers to engage in business research, it may not always be needed. The determination of the need for research normally centers on the following factors: time constraints, availability of data, the nature of the decision to be made, the value of the research information in relation to the costs.




  FIGURE 5




  THE NEED FOR MARKETING RESEARCH
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  Source: Adapted from Zikmund et al. (2013).




  1.5.1. Time constraints




  Research takes time. Although making strategic decisions without having the adequate information may sometimes be risky, sometimes the urgency of a situation precludes the use of research. The urgency with which managers want to make decisions conflicts with the researcher’s desire for rigor. The question to ask would be: Is sufficient time available before a decision will be made? If the answer is no, research should not be carried out. If the answer is yes, then the manager should go into the following step (Zikmund et al., 2013; Feinberg et al., 2013).




  1.5.2. Availability of data




  Research should be considered when there is a lack of information or data. If a potential source of data exists, managers would want to know the costs. In case the data could not be obtained in a timely manner, research should not be carried out. The main question here is: Is it feasible to obtain the data?




  1.5.3. Nature of the decision




  The value of business research depends to a great extent on the decision to be made with that information. Factors to be considered may include the investment or expenditure incurred. Managers should ask themselves: Is the decision of considerable strategic or tactical importance? If the answer is yes, then the following stage should be considered.




  1.5.4. Benefits versus costs




  Managers must identify alternative courses of action and weigh the value of each alternative against its costs. Following Zikmund et al. (2013) the issues to consider are: Will the payoff or rate of return be worth the investment? Will the information gained by business research improve the quality of the managerial decision enough to warrant the expenditure? Is the proposed research expenditure the best use of the available funds?




  1.6. Marketing Research in the 21st Century




  1.6.1. Recent technological changes




  Developments such as Internet connections, mobile phones, or handheld data devices have revolutionized the way we communicate and gather information nowadays. Due to these recent changes, data collection, analysis, and storage is much cheaper and less time-consuming.




  1.6.2. Globalization




  Following Zikmund et al. (2013), business research has become increasingly global as more and more firms operate with few geographic boundaries. Companies that operate in different international countries must understand the cultural differences and judge whether they require customized business strategies. For instance, although the different nations of the European Union share the same formal market, research has widely showed that they do not share the same taste for many products. Let’s take cured ham as an example. Although it may seem quite natural for a Spanish person to have a cured pig-leg ham in the kitchen at home, it can be regarded as not very pleasant for an English person, who might prefer to have it sliced- if at all. Green color, for example, can be quite offensive in some parts of Japan. Some milk packaging in England, for example, may not fit fridges in Spain. Therefore, the internalization of research forces companies somehow to cross-validate research results. Crossvalidating can be described as «verifying that the empirical findings from one culture also exist and behave similarly in another culture» (Zikmund et al., 2013).




  1.6.3. Marketing research ethics




  The goal of any marketing research project should be to uncover the truth about the issue under question, not to produce a result that somebody wants to see. «Result that is conducted to support a position rather than to find the truth about an issue» is called Advocacy research. Researchers may word questions in such a way that they get the answer they want to get. They may, for instance, select a sample of respondents known to support the position the researcher wants (Brown & Suter, 2012). This type of research is unethical –sometimes it may even be illegal- and should be completely avoided. Other unethical use of some companies is, for example, sugging: «contacting people under the guise of marketing research when the real goal is to sell products or services» (Brown & Suter, 2012). This has been the case of some telecommunication companies, for instance.




  1.7. Example
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  Fuente: Verónica Rosendo Ríos ©.




  1.8. Examination Questions




  

     1. Briefly explain the concept of market research.




    2. Origins of market research.




    3. Discuss the main differences between applied and basic business research.




    4. Explain and exemplify the differences between consumer and industrial research.




    5. Why do you think market research is important?




    6. What are the recent trends in business research?


  




  1.9. Concept check




  

     1. Marketing research can be described as _______ .




    A) The organization’s formal communication link with the environment




    B) The study of consumer behavior




    C) The study of the marketing discipline




    D) None of the above




    2. The formal beginning of marketing research is considered to be _______ .




    A) From 1900 to 1910




    C) From 1920 to 1930




    B) From 1910 to 1920




    D) From 1930 to 1940




    3. Marketing research started to grow around _______ .




    A) From 1900 to 1910




    C) The end of World War II




    B) From 1910 to 1920




    D) Before World War II




    4. Questionnaires and surveys became popular modes of data collection _______ .




    A) From 1900 to 1910




    C) From 1920 to 1930




    B) From 1910 to 1920




    D) From 1930 to 1940




    5. Sampling became a key methodological issue _______ .




    A) Around 1910




    B) Around 1920




    C) Around 1930




    D) Around 1940




    6. Methodological innovation developed steadily _______ .




    A) From 1930 to 1940




    C) From 1950 to 1960




    B) From 1940 to 1950




    D) From 1960 to 1980




    6. Marketing research organizational acceptance era took place _______ .




    A) From 1930 to 1940




    C) From 1950 to 1960




    B) From 1940 to 1950




    D) From 1960 to 1980




    7. Research conducted to address a specific business decision for a specific firm or organization is called _______ .




    A) Basic business research




    C) Ordinary business research




    B) Applied business research




    D) All of the above




    8. Research conducted without a specific decision in mind that usually does not address the needs of a specific organization is called _______ .




    A) Basic business research




    C) Ordinary business research




    B) Applied business research




    D) All of the above




    9. Marketing research not aimed at individual consumers, but at interactions between firms and their representatives is part of _______ .




    A) Consumer research




    C) Buyer research




    B) Industrial research




    D) Institutional research




    10. In _______ research, the population is typically large, whereas in _______ research it tends to be _______ .




    A) Consumer… industrial




    C) Consumer… Buyer




    B) Industrial… consumer




    D) Buyer… consumer




    11. Respondent accessibility in _______ is _______ .




    A) Fairly easy… industrial research




    B) Fairly easy… consumer research




    C) Fairly difficult… consumer research




    D) None of the above




    12. In _______ research he sample size can usually be drawn as large as needed




    for a target level of statistical confidence, whereas in _______ research it is usually much smaller.




    A) Consumer… institutional




    C) Industrial… consumer




    B) Consumer…




    D) Industrial Institutional… buyer




    13. Interviewers _______ in consumer research.




    A) Can easily be trained




    C) Are difficult to train




    B) Cannot be trained




    D) Are difficult to be found
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  Marketing Research Organization and Planning




  2.1. Who does Marketing? Marketing Research Organizations.




  2.2. The Research Process. Types of Business Research.
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  2.5. Example.




  2.6. Examination Questions.




  2.7. Concept Check.




  2.8. References.




  If we knew what it was we were doing, it would not be called research, would it?




  ALBERT EINSTEIN




  Research is creating new knowledge.




  NEIL ARMSTRONG




  2.1. Who does Marketing? Marketing Research Organizations




  Marketing researchers engage in a wide variety of activities, ranging from analyses of market potential and market shares to studies of customer satisfaction and purchase intentions. Every marketer needs research. A company can conduct marketing research in its research department or have some or all of it done outside. Although most large companies have their own marketing research departments, they often use outside firms to do special research tasks or special studies. A company with no research department will have to buy the services of research firms (Kotler et al. 2010).




  

     • Companies: producers of products and services. Companies can have a research department and conduct their own research. They may want to know, for example, the feasibility of a new product, the effectiveness of reward cards or promotions, etc.




    • Advertising agencies. They often conduct researches to measure the effectiveness of advertising campaigns. This may range from testing alternative approaches to the wording or graphics used in an ad, to investigating the effectiveness of celebrities in ads, the use of sponsorship, etc. They can also do some marketing research for their customers to determine, for instance, the client’s market share or potential for expansion.




    • Marketing Research companies. These are companies that specialize in conducting marketing research activities for external customers.




    • Others: government agencies, trade associations and universities.


  




  FIGURE 6




  MARKETING RESEARCH SUPPLIERS AND SERVICES
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  Source: Malhotra (1996).




  Following Malhotra (1996), there are different possibilities for outsourced research:




  

     • Full service suppliers: Companies that offer the full range of marketing research activities, helping the client in the design of the research as well as in the collection and analysis of the data.




    – Syndicated research services: Companies that collect and sell common pools of data not designed for a particular client, but designed and collected by the research company to serve information needs shared by multiple clients. Surveys, diary panels, scanners, and audits are the main means by which these data are collected. For example, scanner volume tracking data, such as those generated by electronic scanning at check-out counters in supermarkets.




    – Standardized services: Companies that use standardized procedures to provide marketing research to various clients. For instance, procedures for measuring advertising effectiveness have been standardized so that the results can be compared across studies. These services are also sold on a syndicated basis.




    – Customized services: Companies that tailor research procedures to best meet the need of each client. Each marketing research project is treated uniquely.


  




  

     • Limited service suppliers: Companies that specialize in one or a few ranges of the marketing research activities. Services offered by such suppliers are classified as field services, coding and data entry, data analysis, analytical services, and branded products.




    – Field services characterize by collecting the data –through mail, personal interviews, or telephone interviews– and returning the data collection instruments directly to the research sponsor. Firms that specialize in interviewing are called field service organizations. These organizations range from small proprietary organizations that operate locally to large multinational ones.




    – Coding and data entry services are companies that offer their expertise in converting completed surveys or interviews into usable database for conducting statistical analysis.




    – Analytical services are companies that provide guidance in the development of the research design. These include designing and pretesting questionnaires, determining the best means of collecting data, designing sampling plans, or using analytical techniques.




    – Data analysis services are firms that focus on conducting statistical analysis of quantitative data.




    – Branded marketing research products and services are specialized data collection and analysis procedures developed to address specific types of marketing research problems. These procedures are patented, given brand names, and marketed like any other branded product. Eg. DigiData Entry System is an example of a product that transcribes data from printed questionnaires into a computer-readable format.


  




  TABLE 2




  THE WORLD’S 10 LARGEST MR FIRMS
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  Source: Brown & Suter (2012). Developed from information in «2010 Honomichl Global Top 25», Marketing News (August 30, 2010), pp. 12-54.




  Many people think of marketing research as a lengthy, formal process carried out by large marketing companies. But many small businesses and non-profit organizations also use marketing research. Almost any organization can find informal, low-cost alternatives to the formal and complex marketing research techniques used by research experts in large firms (Kotler et al., 2010).




  2.2. The Research Process. Types of Business Research




  The research process can be defined as a general sequence of steps that can be followed when designing and conducting research (Brown and Suter, 2012).




  According to Malhotra (1996), the marketing research process consists of six main steps: defining the problem, development of an approach to the problem, research design formulation, field work or data collection, data preparation and analysis, and report preparation and presentation.




  FIGURE 7




  MARKETING RESEARCH PROCESS
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  Source: Adapted from Malhotra (1996).




  2.2.1. Problem definition




  The first stage is to design or formulate the problem. The marketing manager of any company and the researcher –either external or internal- should take into account the purpose of the study, and the relevant background information. Problem definition involves discussion with managers, interviews with industry experts, analysis of secondary data, and maybe some qualitative research. A problem statement is agreed and defined at this step (Kotler et al., 2010).




  2.2.2. Development of an Approach to the Problem




  After the problem has been defined carefully, the second part is to set the research objectives (in consulting, the term deliverables is often used to describe the objectives to a research client). This stage includes preparing analytical models, research questions, and hypotheses as well as identifying characteristics or factors that could influence the research design. This process has to go hand in hand with management discussions. Different types of objectives lead to different types of research designs. In applied business research, the objectives cannot really be determined until there is a clear understanding of the managerial decision to be made.




  A marketing research project might have one of three types of objective (Kotler et al., 2010). The objective of exploratory research (normally qualitative research) is to gather preliminary information that will help define the problem and suggest hypotheses. The objective of descriptive research is to describe things such as the market potential for a product or the demographics and activities of consumers who buy the product. The objective of causal research is to test hypotheses about cause-and effect relationships. For example, would a 20 per cent cut in HDTV prices increase sales sufficiently to offset the lost margin? Normally, managers often start with exploratory research and later follow with descriptive or causal research.




  The statement of the problem and the research objectives (decision statement) guide the entire research process. The manager and researcher should put the statement in writing to be certain that they agree on the purpose and expected results of the research. Defining the problem and the research objectives are often the hardest steps in the research process. The manager may know that something is wrong, without knowing the specific causes for it. For instance, managers of a discount retail store chain quickly decided that poor advertising caused falling sales, so they ordered research to test the company’s advertising. It puzzled the managers when the research showed that current advertising was reaching the right people with the right message. It turned out that the chain stores were not delivering what the advertising promised. Careful problem definition would have avoided the cost and delay of doing advertising research. It would have suggested research on the real problem of consumer reactions to the products, service and prices offered in the chain stores (Kotler et al., 2010).
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  The decision statement will lead to research objectives, which are linked to research hypotheses. Normally, a research objective may involve more than one hypothesis.




  TABLE 3




  EXAMPLES OF RESEARCH HYPOTHESES
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  Source: Adapted from Molyneux (2006).




  2.2.3. Research Design Formulation




  A research design is a framework for conducting the research project. It should detail the procedures necessary for obtaining the required information. Its purpose is to design a study that will test the hypotheses and determine possible answers to the research questions.




  When developing the research plan, the researcher has to determine the information needed, developing a plan for gathering it efficiently and presenting the plan to marketing management. The plan outlines sources of existing data and explains the specific research approaches, contact methods, sampling plans and instruments that researchers will use to gather new data (Kotler et al., 2010).Research objectives need translating into specific information needs.




  Formulating the research design includes the following steps (Malhotra, 1996):




  

     1. Secondary data analysis.




    2. Qualitative research.




    3. Methods of collecting quantitative data (survey, observation, and experimentation).




    4. Definition of the information needed.




    5. Measurement and scaling procedures.




    6. Questionnaire design.




    7. Sampling process and sample size.




    8. Plan of data analysis.


  




  2.2.4. Research design classification: Types of business research




  Research designs can be broadly classified into exploratory or conclusive. Conclusive research can be further classified as either descriptive or causal.




  FIGURE 8




  A CLASSIFICATION OF MARKETING RESEARCH DESIGNS
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  Source: Malhotra (1996).




  1. Exploratory research




  As stated before, the main objective of exploratory research is to provide insights into the problem situation confronting the researcher. This type of research is normally used to identify relevant courses of action, gain additional insights before an approach can be developed or define the problem more precisely. It can be conducted to discover ideas that may be potential business opportunities (Zikmund et al., 2013). The information needed is normally loosely defined at this stage, and the research process is flexible and unstructured. For example, it may consist of personal interviews with industry experts. The sample is normally small and non-representative. The primary data are normally qualitative in nature. The findings of this type of research should be regarded as tentative or input for further research, and therefore should not be used –or used with caution– as determinants for decision-making.
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Usually fairly simple. Those aware of a
category or brand, users of a caefoty or
brand, demographic criteria, and the like.

Can be readily trained, as they are also
consumers and tend to be somewhat
familiar with the area under investigation
for most categories.

Key dictators of cost are sample size and
incidence. Lower-incidence usage
categories or demographic or behavioural
screening criteria can raise costs
considerably.

Industrial

Small. Fairly llimited in total population, and
even more 5o if within a defined industry or
category

Difficult. Usually only during working hours at
plant, office, or on the road. Respondent is
usually preoccuppied with other priorities.
Eased somewhat by mobile and web-based
apps.

Amajor concern. Due to the small population,
the industrial respondent is being over-
researched.

Usually much smaller than a consumer sample
to achieve a similar statistical confidence, given
the ratio of the sample to the total population.
Somewhat more difficult. The user and the
purchasing decision-maker in most cases are not
the same. The users are best able to evaluate
products and services, but in many cases have
little or no influence on the decision making
process.

Difficult to find good executive interviewers. A
strong working knowledge of the product class
or subject being surveyed is essential, as are
exceptional interpersonal skills and
professionalism.

Relative to consumer research, the critical
elementss resulting in significantly higher per-
interview costs are lower incidence levels,
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(that is, the purchase decision-maker), and
securing cooperation (time and concentration
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center of UK family
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The company has
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recent years and
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million people in the
UK visit
McDonald’s each
day
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~ Globalization-Online Era’ since 1990.
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