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1.  Market ~ese ' a i ch  -and ~ a r k e t i n g  .Researdh, . .  . . . 
. . . . . . . . . . .  *. 

. , 1. Introduction : ~ h e p r i s e n  t marketing octivity 'is . . a c~s t~f ik$or i~ ted .ac t iv i~y , .  . 
. 

so'any typebf marketing d~cis i~rfcannot  be taken without ~ b i i ~ c t i n ~ i i l e  iilfoin~atib~ relatea :'..,! 
to [he customers: If!the products ate placed in thk harkb-in time after :c6niiderino .P, .. the' ,: . . . . . . .  ,';: < , 

,;:uniit,isfied needs, suggeitions' and complaints ofthecu'stom&k,'ti~e b d e  tEm(be i n c i ~ e d  by 
satisfying tne custom-rs. For this, it is necessaiy to make a research efcustomers! demands. 
Now many customer:; a r e  t .bere?In whicll ssea they are 1 What ii their income ? w h a t  is, . 

' 

their fashion, hsbi t a n  ti taste' ? D; to i v l ~ i c h  advertisem&t the customers have been 
' 

1 ' , :.\> 

attracted? What is their opinion about pricc ? What is the effect of competitor's strategy on 1 , 
I ' , . ._ ..... [he denland of the product ? What are the opirlions aboutdisiribu tion chi.nne1; ? After getting ' , 
I :. ~ 

answers tdtllese crucial questions, t h e  proper decisions for marketi i~~rnaila~crnent  can be '' ;: 

taken..Fortl~is,anideaofM~rk~ri~~~.?esenrchhasbeen,~r~ved~v~r~usefu]. . . , ; , ,  . . . .  . ,. , . . . .  . c 1 , -  .~ ~, . .  

. . .  
Q. ' E,yp.rplairl the eortcip( : ~ d i k ~ t  . ~ o f e n r c l l  . n,ldi.farketittg . .., . Researcil. ' '.- ,: I , . . .  :. . . . . .  .. . 

, 

1 I ',s:. < . .  

. . . . .- ..--- 103 - " ,  . . ! - -  - . . .  . .... - _ -  _ _ -- 
-.. -. .- 

. . 
. ~ 

-. .- .- . 
_ _ . . _ _ r .  .... - -  

5, . . 1mportan-e . / Advantages- of 
. fvlarke!tijn ,:hesearctj',: . . 

'61 ' ' Limitations of Marketing Resea& 
objective Study 

. study . . 
. . . .  

i. . . . . . . . .  
, . 

. . . .  



: i c ! n i ~ i i l ~  t~l~lllo:.! ; I I ~ J  ~ I ~ ~ I ~ ~ s ~ ~ I ~ ~ , ~ c s c ; ~ I ~ c ~ ; s ~ ! I ~ ~ ~ ~ . : s .  I t 

2) : h j lnl- l ict L. llesea rcli : hl1;ii*ke\ i.eic:llcl! i s  ; I .  bc~nch for ncqciri~ig [ l ~ c  i l l i l ~ ~ l i ~ [ i ~ l ~  

I I J  h ; l : ~ l k ~ t  n ~ c a ~ i s  acl!l;ll o l d  po;:i~li;il r . ~ ~ i [ o ~ n c i - s ~  In  llic m'askct I-i.scaicIi. I!IC , 

igcnnle, e d u ~ i o r i ,  nnt.ionality, caste, life si~ild:~~-ti  etc. ( 5 )  Annlysis of markel dc~iia~id.  1 i~ 
ih Sn!cs 3n:ll)~sis i n  co.nIcxt t o  cbstomess, arc;\  n~i;l prorh!c't. (7) Custonier's recjuir~infnts, .I . L[ 

i q )  ]l,r\!cl ;)I'~oll?!~eiitior. 2nd 1;;arkf.i. trends crz. ] I' 

(3) !\1 ;~~.Iicl:i.ng 'I<csearcIi : h/lni.ke.[il~g I',cseasch-is a b~.o:lcl conccpl .  11 iiic1~1cli.i I 
. . .  . . j 

I~ ,cc~: i~~-c:~-Csen~c!?  nslii.i ties !or ti;; ciiiil.~ i f i n ~ ~ c I . ; ~ i g p ; ~ c e ~ ~ ; .  ' 
. ' 4 . 112 
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: ~ ~ ~ o ~ : . i l i n ~ , \ o  . . ' Ph i l i pKot l c r :  " ~ o i . k o i i ~ , r ~  CI Reie::~-ch 17leoi1.s syster~liliic /)/.oD/e111 . ..J -f th 

i / i / i / ! ) ~ ~ i ~  II!O;:!~.L brrild;ilg n,ld fia j711di;l~ / b i  iile riirpssc' . . .  o j  i17:~p1-o~~cd.dec(iioi~ ,;l[.lkiilg , ul 
. , . . 

, !  I I /  I . \ I I I - I  ~ j & ~ o o d s ' m ~ d  sen~ i i es .  I' . : 
Accordi 11.: u ro. . A, . A%. :A,,, . ' ,~nt-keii i lg l?esenr-clr . is rh! s))srelnaric gfirh.~-;ii& 

.ccrordir~g n11i1 o,l'oiysi~ij of 'dnm n b b i t  pi.ob/ci;~.r 1.clatblg the nlarkhing oL 
,I 

J~JI.~!;.[:(!S, 

' , ~ c i ~ d i . 1 ' 1 ~   to:^.' D.' Crisp, "nf~rk i t i~ lg  Reschriil i s  ii~i s)fsio,mliq i~;ol~,~a./i.~l.e . , . .  

. . . .  exwrmivc . . .  jenr-cll f o r  atid . . itllri,~ oft i i2focis  * .  re lcva~~r  to ~ n ~ : ~ i - o b l e n l  Li the ;field 
. . .  

. .  c l ~ l ~ r . ~ ~ ~ e , ~ i ~ . ~ j ~ l .  ' ., . _ .  . . . . . . . . . .. . . . . . . . . .  
OJ . , .  : ;, . . . . . .  . . 

~cc@l.cf in$  cleric, . . . .  "M'oAe/ilqj reseal-ch is the cclre/lll arid 
l~i.~~cirii?i. desig/iJ' ,!mr.keis n i ~ d  . : ,  s;iclr ~r-n~.l ,sfer ocriviiies us pliysical distri&:iioiY wni-c- . 
/ l t 3 i ; . r i ~ l ~ J  il(iliei.ii.ri~lg 0it.d. scrles! ill.n~!eglel~~~/:t." . . . .  . . ,  ... 

011 tlic basis' of aboG defini(i?"i;:i! . . . . .  c3n bccleaily s a id t l l a t  :. , 

. . .  - . . .  
. . 

. . 

( hl:i~-kctirig rese.iich is a:p&rtici~las t a rge t  ljascd, ictivity, wliich jncludCs 
. . . . 

m:liil bi,jeclivcs;~(p~-~la~jficn~o~i of ( b )  Solutibl~ of a problcni.. 
. . 

' (2) 117 tlic'-n~afke~ti.,n.~'.resenr~!l, ~ t h t ' i ~ * ~ ~ o ~ - ~ i i ; ~ t i o ~ i  ilid c.onc1~1sion are fo~lnd out .aftcle :. i: 

, . 1 . . . i : .  

. . . .  col,lectinp and~'~nalysit lgthc . .  !: data i n  content of  lie plohlerns. ... . .  . . . . .  - . . .  :4; 
. . . . .  . . , . .  . . . . . . .  . . . . :; 

. . . . .  
. ( 3 )  ' Ijil!.i:~";!Ji~ t : . i~k~Ll" l~! :  I . s % ~ c ~ ,  lhc rn:!l-keting tlccisions ;!re beili"~:~ke:~ .- ~ I ~ , . Q ~ ~ S I I  . . I  , .  ,: , .. 

. . .  

lile co.l]&c.(<::ci..1.. I :.,! .-!i:~ii(:i!i. Not 'oil!:: l.I;:!t bu(- i . ( l ~  0tiler. COn;lec[d dccis ior l~.  
. . . .  . . .  , . . :  . . . . . . . .  . .  . also [:l\.:eil q1.1 I.!$ Ij8t;i.S. . . . .  , . . . . .  

. 
/ . . .  . . .  . . .  . . ' I  
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16 ( 4 )  Whatever iliformation is received thriugh' marketing research about the external 

,*I 
/ . environnlents affeciing business activities such as customer's fashion, purchasing 

habit, purchasing behaviour, industry, competitors etc: is more useful compared 
to tile information acquired through the internal sources. i 

i (5)  ~ a r k e t i n g  research is j. permanent process. All the marketing decisions am. , , ,  , 
based on information. So, the marketing research is considered as a part of ?' 

'Managen~en t 'In fomati-on System (MIS). . . 
i 

(6) Tlie four components ((1-P) of market mix are being studied i n  marketing ' ! 

research. The efforts are inade to know the quantum.of conrribution of rhese I 

factors in  sales pramotion. I 

I 
I 
I 

(7) After acquiring the important informati~n regarding the special problems about I 

;e, 
d. 
Is, 

the marketing activities such as, when,the product should be launched in the I I 
. . - .  

. . 

. . - .. market, - . - - . whether . . to increase of decres:;; the product line etc; the efforts'mus!. . ,' 1 
be made to solve-tkse problems:- - - -- . ---. - 

According to Philip I<otler, "Sonle .conipa?ties use tile teml market research 
iristcod of mnrketing research. The fornler tenn is hccurate for describi~lg research 111 

to ~ilarkct, its size, geographical distribatioa, inco~nes and so 011. Howaver, it fails to 
cover the idea of research into tile effects of nlarketi~tg effort, on itarketl fpr whiclz 
the term "narke t i~zg  research" is more accurate " ,  . 

3. Difference between Marltet Iiesearch afid Marketing Research : Market 
research and marketing research are blth different terms, even though many people use bduth 
these terms t s  synonyms of each other. F~llorving matters will distinguish both from each 
other. 

I is to increse the p ~ ~ f i t  by incrwsing I is to survive in the competition and 

Iff arlteting Research 
Marketting Research means research 
of entire marketing process. 

I'oin ts 
1. Memning 

I 

I 

2. Ol~jecti yes 

I tl IC silles after studying [lie market I to increase tlie market share by 

Marlcet Researcl~ 
MZ%ik-t research means the study 
of market size, development, 

I and custol-ners.. . I satisfying the custdmers by studying 

factors affecting them, maiket 
co.npctiti6r~, their market share, 
price etc.- 

. ,  . . .  

The oojecti ve of rr.'arl(et research 

. , . . .  . - ' ,. ' ,  , . , a  -it 

. . 1 ,r , , .  +... *. . .  'i.' . ;,:-., 3 s  
1 m, 1l.i. 

. . .  

T h e  o bje!-t$Fsaich. 

. 

3. Scope 

4. Decision 

. -- 
The idea of market resealit i b  
lii~lited and ifi scopis also limited 

. 
. 

the entire marketing process. 
Th; idc; ;f iii;;k;:i:.g research 1s 
broad. Its scope-also includes i' the I 

upto customers and'competitiors. 
A limited information is acqbired 

. . 

-?(;F;Y;sJ-I-M,M, - 14 . . 

. . 
- 4 -  . . . 

. - -  . - ~ . -~ . . . . , 

process 
. 
. 

entire marketing funcf ons. , 
AS the information about all the 

I 

possible. , '1 rnaki,ngbecomeS effective. 

through market research. s;, the . irnpo,rtant activities is received througll, 
: e f f ec t i ve  -deci$i.ons -are not  marketing research,' . . . tlik decision 

.... < 



5. ~ x k n s e s  ?'he expenses made for markc1 Malltetin:: :: - ; I .l'~-ye,-lxr.nsive. , 
~eseach are leis ban thosc Tor I .  
rnarketing research. 4-1 Markc~ing  rese;:cd is useful for 

Analysis tllrough markel ~~esenrcll: SO\YT analvsis. 1 

7 .  StraLegy I Market reseal-ch is useful for Milrket i t;g research provides ihc 1 1 M.xketing STralegy iinliinil. necess:lly bzes  for marketing strategy. 1 3  
2. Objectives of Marketing Research 

1. llitroduction : It is difficult LO su~vive \vi~lioul rnarketing research in  the prcscn[ 
cornpet1 tlon. 'The base of effectiveness of all m;~~.l;eljng acti vitics is on inarketing ~.esea~.ch 
0111 y.  Tllc i n  forillation is collected illl.ough 1n31.hc~i I I ~  i.kseal.cIi for knowing thc custonlcrs' 

, 
~ccluii.erncnts, ~ ~ l a ~ l n t n g  of the product, to i~ullcll the proauct i n  the market, to clcate a 4 , 

denlalld, to provide the customers wi~h the products in timc at proper placesat reasonable 
--- - - -+ /'ales, to ;JC ; - -OO f hn  7 - r . -  , - t  rn --.- ...- .,,Y,!,ll , , ! l L . l z  5::i:fy tllc CusLolilers and to develop the business clc. 

These are the objectives of marketing. 
2. Objectives of Marlteting 1lesrnir.cll : Tlic co~iccpt of m:u.ke.ting resentrli is 

broad. Its rnllln objecl~ves are as follows . 
(1) Frnn.~ing of policy : Thc markctilig cnvi1.031nerlt is studied through mal-kelin_~ 

researcl~. 11 I ~lcludes customers, co~~lpetitors, p~.oducls and all the factors affccti~lg i t .  By 
% 

collside~ing tllesc facts, [he objectives or hamins L I E  cornpetiiivc policies for pul-chasc, sales, 
d ~ s t ~ . ~  b u ~  I on and after sales services call be acIiie\ ecl. 

I (2) To identify marltetillg oppol-lu~liLies : f i e  pote~itial busi~less o p p o ~ - i ~ ~ ~ i i ~ i c s  
cnli be ~de~i t l ' icd  by studying the various nlallc~.i of  coniyet~lors and various ~ilarl<et faclors 
ill~.ougli nia-keiln,o research and accordir~gly by arrnngirig the rnarketing stralcgy, ~ t s  
ad\lantage can bc-ob~aincd. 

(3) 'So assess conlpetitive strcngtl~ I 'Tlic cornpet1 tiVe strength and  wcaltncsscs 
ofconipeti~o~~s can be evaluated according to h e  marketing information. Besides [his wherl:cl- 
the company will be able to survive in the ~om~jetition i 
01. not, can be evaluated through marketing rcsr:nrch. D 

(4) To estimate potential buying poiiler of  the customer : The area in which 
custolners are located, their nuinber and their purchasing power etc. can be estimated \\/ill1 

[lie hclp of rnal-keling research and while iramiil:, the p~ice policy this matter is very useful. 
(5) ITormation of rnarlietiug pla~ls : Marketing plans inclade planning of new 

producl, product mix plans, product line plans, sale promotion plans, advertisement plans 
etc. For the effective formation of these plans, the marketing research becc~nes necessary 

-and useful, 
(6) E v n l u a  tioo of plans and policies : The i 

lllg rcsealcll is Is!' $ 1 3 ~ ~  ' c p - r  1.ffective evaluation of irn 
bases of thls ~n f~ r : , . r : ,  --- a - - .  

. b: decided. Tlic succe -- W J  
L). Il%oI is iMarkttirra icrrcuicji ? &,yp/xyloi,l ill voriour 

/ 
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k' (7) TO define probable market For speci;l;:c:~.; . . t : Nlien there., is a i : 
. /  . 

, . planiiing or PI-eparing a product of special qua l i ty ,  then tii, . ii,i . . .  ;\.-;.l;.~g research about its 
poten!inl :narL,et becomes necessary. Normally, the economic.ally sound and educated . . 
custoniers iiccept 1;lie special products first. 11 is llecessary , , to collect the inforrpation about 
these types of Customers. . . 

. . . , .  ! i I 
(8) To  estimate expected share q f  the marke t  : Tlie marketing research, ! 

becomes necessary in ordei to estimate the market sliar'e of the companfin:context of the I 

product. c,g. In Gu.jnrat State,' the total bales of Television the market: share d B.P.L. 
Conipany is 30%, Onida T.V. 20%, Sorry T.V. lG%, L.G. T.V. 14% and other companys', 
T.V. tiold the sllnr.c ilpto 20%. 

(9) 'I'o assess probable volume of future sale : The idea of market competition 
and customers' atti tilde takes place on the basis of marketing information. Considering this 
matter; tlle number of units - .  whicli can be sold iii a particular . . .- . ----. area, is estimated. 

~- -. . . .- 

(1.0) To  study the geographical distribution . of market . : Themarketdiiribution 1 
can be itudiedofrom geographical viewPoin: with the help of marketing risearchof va)ious 
places and  areas. This matter becomes useful to form. the marketing strat2gy for sale. 
promotion. 

(11) T o  indicate the proper distribution method : The idea of customer's 
complaints and suggestiol~s and coppetitor's strategy can be identified through marketing 
researc!~. Besides this, the idea of geographical nreawise market can also be obtained. On 
the basis of t h i s  information, a proper distribution arrangement can be made. 

(12) To make the pl-oduct acceptable and salable : I:or the easy adoption of the 
1 - 1 - C - n . - l r n + ; r T n  ;n$nrmq product by [he customer, i t  must be planned on r i i i ,  uua ,a  ;I lL.u..,u...,b ....u.....-tic~ that in 

which area what type of sales promotion schemes sliould be introduced. Besides t h i q ,  the 
Zcisions can also be taken for the necessary changes in the product to make it salable. 

(13) To  s h e  the problem of branding a n d  packing : On the basis of the - 
information of the customer's opinions about the brand and packing of company's product 
the planning can be done for effective policy regarding branding and the @ractivepacking. 

(14) ~b reduce the mdrketing cost : Marketing cost  basically includes the 
expenses for packing, branding, advertisement, sale-distribution, collection, sale promotion 
and after sales services. To control these expenscs the informatiin acquired through 
marketing research turns out to be verj useful. 

(15) To select the right course of action : If anyobe has to survive in business 
competition and increase the sale, then he is required td take proper steps regarding 

-marketing at proper time. On the basis of marketing research by analjising the information 
acquir~d, it cap be decided that when and -- what types .of steps will b'e comparatively 
advantagkous about the products price, advertisement, sales promotion, product development 
and distribution system, 

(16) Search of distributors : Only customers are not in  the market. Actually the 
raw-malelial's suppliers and distribvtors of fin~shed products are also in the market. These 

- - ' s u p p l i e r s  and distributors are also required for production and sale. How many distributors, bllcTe they are, and how they are etc essentil informatio~i required for marketing research 
. 0 

- -- -7 - - -- - -  - --- - - 
/ 

, 



I . . following matters . . .  : 
Q .  ~ . r ~ l o i h  h e  dffcrent juncfionr of Mlii.Peii I ... . . . . . . . .  

. I. @ ~.rplu'itr fhr , icupr . of ~oder r z  Mnrkcli;:~.  ii 
, . .  

. . 
. . . . . ? : ,  ', : . .: \ i . . . . 

, .  . ~, , . .  

. .  , - .  , . .- 

,. 7 

_.,,. ... 
.; 

, .: . . .  

i.? 

;* 
. "  
. , I . 

! 

. . . . . . . .  
........ fii - . . . . . .  - . - . - 

d 
- . .  - .. - 

. . pi\.%. . . . .  A '  
6 

. . . % .  Y: 
<. . ,. 

.. 108 - - - Fundam.entals of Marketing ~ana '~cmcr 'h .~  -.- 
M;]~.keting researcli i s  a particu,la~. ol,~jectives based activity. As i t  11;is vnl-ious A 

~ l ~ ~ b c i , i v e s ,  i t  r l~ustbc clarified that which objectives must be considered for 11131.kc1i 
i.esearch. IF the clarificstion of the objectives call be doll; in context to thc time ant1 illcni;~ir 

, . 

the11 only thc. ,pr.occss of n~arketing research car1 t~cco~ne ~nore effective. Marketi IIF, 1-cscar. 
. 

. . ~liitst be doilc ivi th  proper method. The dccis ions  $??,ken on the basis of tllc ;~cqiiirccl . 

inlbr~nation thi.iugll improper'method 2nd i n ~ ~ l $ ~ e r  media can be harmful for thc business. 
So, the inforrnhion acquired through ~at.kctirig iesearch must be properly eni~tnillcd. 

. . 3. Scope of Marketi,ng Research 
i,)i;[. \. . . 1. la[roduction i Marketing research includes the research of all asc~ivi tics of 
, , . . 

:narkeli~lg. As tllc are at the cent[-i, tllc studjl of their iiabits, tastes and fnsllioris 
are necessal-yi ~ e s i d k s  this, i n  order to survive i n  themarket, i t  is necessary togel an  idea 
about i h c  cornpcri lor's strengtll aodstraregy. For this the research . ._. related to cokpeti~ors :lnd 

-.- cornpetition is reqilired.It includes ies&c11 of t l ~ r  products ofcomp~tiiors, price, distr ib~ 
l ion s y s i G ,  advel-tiiernent iniinfler sale serv?ca, liesides this.3 the variousmaskcts:fictol 
31-c i.csP~ilsible ibr the S U C C ~ ~ S  or failure 3f [he product. The research of ina~-kc~illg , . 

1 
I environment is also necessary. 'I'hus, now.-[he scope of the marketing,research has becomc 

very wide; a . . 

2. . &ope o f ~ a r k e t i n ~ ~ e s e ? : ~ c l l  : ~ a r k e t i n ~  research is' und.irtnkeil for tllc. 

i solu[ion of variousproblems related. to the niarlreiing.. After considering this nlattcr, tlie 
1 - scope of marketing:resea*ch can be anal'yscd as follows:: 

(1 )  Market measurement resea~ili.' : (4) ' '  Marketing .mixrejear$li. 
( 2 )  En \ti ran rne~ltal research. (5) Del~aviouristi-~'~~esearch. . . 

(3) Cohpetition research. 

. . (1) ndklrket mLeasuremeqt researcli : In the market meas.ureme11.t scsea,rcll, tI1 

nature of rnnrkcit demand, . .var ious. : fa~~.affect in~ . the demand, estimate of f ~ i u r ~ d e m ~ n d '  . 
1 .  - 1 .  r*A&t:" +I-;;- - eic. arc sequli:ed to be S ~ ~ ~ I G U .  .., L:u, ,L,,,, I,;? rzsearch-is . made . from the yiewpointsoflotal 

' cle:n~ind o~pkodu:ck., jireawjie . . . . .  demand, shbn-lenn demalld, long-term demand, reasonabl 
deniand ctc. ~ f t e i  considering ths to ta ldema~id,  the demand for company's prpduct i 
estimated. While making a market ~easuierllerl t in context of the demand the vruious f i c~o l  

. . . . . . affecting tllc demand are cohparatively siudiecl. 
, 011 the . basis of marketmeasqremen - .  . - I ,  accordi~~g to the customer's.requiren~ents 11 i 
8 , product, quantity, area of its $aleaxid &ice a rc  decided. 

*. * (2) - ~~nr:on~,~.enta~.~..res~~rch~~~:' . . . . . .  Marketing activity is affected by social, ., 

. . . .  
' economjcal, po l i . t i c a l ; pg~u l~ t i~a id  . . . .  t~ch~nol'o~ical.factors. ~ h e s e  factors are uncor~tsollabl~ 

I.c+ they ate liot under'th; control of rnanngcrs. Iience, the necessary information must b 
obtained. after making a research onthcse f:is[o~.s. A study must be made about the probabl 

1 effects o n  its marketing activity on the basis of l l ~ c  analyiisof this in fona t io~ .  It iilcl~~des [ I ]  . , 
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,,. (a) The probable effects of rise and fall prevailing in economy on the business. 
( b )  Study of the effects of governmelit control and regulatiIre provisions. (c) Study about the 

; ~ l ~ l [ l ~ ~ i l l  elements of various countries. (d) Stutly of social changes, social values, standards 
a I . . 

I ? cic. (e) Slody aboul the customer's awareness and customer's relationship. (t) Study about 
) ? 

dcrlsity of population, qu,ality and attitudcs. (g) Study'about the acceptance of technical I 

clla~lgcs. I 

The above mentioned study is very i . sef~l  for the formation of marketing strategy. 
(3) Competition research : The business activity started without considering the ' 

mai-ket con~petitors and their activitiks, is a short lived activity. In order to survive in the 
- competition for a longer period and alsn tn ~ c t  a proper return on the capital investment, it 

i I is necessary to make a research about the strength and limitations of business competitors. , .. 
1 For this i t  is necessary to study the number of competitors, nature of competition, the 
- competitive position of the C O ~ O ~ S  p r o d u c t ~ b e  market position of - competitors -- and 

1 
demand of company's prodilcts in the total market demand etc. A speciaI study is being 
made about the type of competitoris strategy for the four main components of marketing mix. 

I 

I 

1 
i.e. product, price, promotion and physical dislribution of g o ~ d s  while making a research 
about competition. 

b 

(4) ~ a r k e t i n ~  mix research : Marketing mix includes four main components : ' 1  
Predict, Price, Promotion and Place (distr~bution). For these, the research is made by units I 

men. (3) Barriers to distribution channel. (4) Distance between collection department, p '-& 

about the Sollowing information : 

(a) Product : (1) Necessity of new product. (2) Attitudes for acceptance of new 
product. (3) ~ffectiveness of marketing of present'product. (4) Necessity and possibility of 
p~oducl. simplification and diversification. (5) Whether to increase or decrease the product 
line. (6) Research about the packaging of product. 

) Price : (1) Present price of the product. (2) P ~ i c t  of competitive products. 
(3) Effect on the demand of changing the price. (4) Price in context of the purchasing power. 
'(5) Possibility bf differentiation etc. matters are studied. ' 

1 produc~ion department and distribution dcp;lrutrrient. ( 5 )  The resources and problems for 

I 

r 

- ,  

(c) ~rd inot ion  : Various matters being iesearched in context of the market 
- . prosperity: For e.g. : (1) Research about the selection of advertisement medium. (2) 

Research about advertisement rnessagc and copyrights. (3) ~ffectiveness of advertisernen t. 
(4) About incentive schemes'for.salesmen. (5) A bout v;rrious custonlers oriented, distributors 
oriented arid salesmen oriented sale promo tion schemes. (6) Research is made for Bales 
control. 

(d) Distribution :.The arrangement made to supply [he goods in  time to the 
customers is known as a channel of distribution. For this the research for following matters 
is necessary : 

(1) Effectiveness of present channel of distribution. (2) Commission paid to middle- 



[i.nnspor-ting l l l ~  goods in various areas of cili;riw,lc s .  (6) Whelllcr 1 0  !!sr ,'!i: 1)ubIic vcl~iclcs , 
lot. distribution or shwld i t  be done by us i~ i s  pl.iv;~te vel~icles clc. 

(5) Bchaviouristie &searcl~: A bel~avioui.istic study of the cusrocllcrs is a 
i~lodern approach in:rriarketing f e ~ e a r ~ .  roduct is- no! the oi?!)~ iii~:il ' I  
oI,jective of (he ~narketing. Actually i f  tile be kept c o ~ ~ ~ i c c l c r i  : V I I I  11:; 

~ ) ~ o d u c t ,  i~ is nccessnry to make a s tudy  aboul 1 1 1 ~  ~)sycl~ology of [llc c i ~ s t o r n c ~ . ~  ~ ~ f r c ~  rllc:y 
~)urcliasc tile product. The b e h a v i o u r i s ! ~ ~  i.csearc11 is necessi1l.y bcc:lusr llic 
psychology of the customer is reflected in their bcl~n\*iour. After purchasing tile p~.otluci llle 1 
ci~stomers rnny have-a positive or negntive :~[tilude to-xa~.dn thr: product. Thc ner:a[ivc I 

1 : !~~i tade  of the customers towards the producr can failthe producr in rhc market. So, i t  is I 

1,ccessary to make a research about the reasoi~s of i\cgative attilude. The negati\fc atiiludc / 
o f  the customers against the product can only bc [here, \vhen i t  is c f  inferior quality or 1 
il-l.egular supply 01- lack of after saics s c ~ . v i c ~ :  "I'llis siudy isvcry much ncccss:i~-y 1.0, i l ~ c  

1'1-c planning of entire-rnarketing.activiries. 1 ,  
The scope of marketing research has bceu cllnngeil i n  present time. It becol~lcs wi tie 1 

1 4. Stages of Marltetirig Research 1 s i l l  

i due to [he custo.mer's education and iwai.eness, cotisi~marisjm, government control, 111ac.kct 

. I 

~ ! 1; Introduction : The markeli~~:, ~ C S ~ I I - C I I  is necessary for getting the informaiio~l i is '. 

. . 
i ~ibout which product is necessaryful custow~ers, wllcn it i: necessary, in what quantity i t  will . . 

'. bc demanded, possi bilit) of changes in the prouduct,competitiorsand . . their strategy etc. In 
llle muketing i.esa;ch the necessary information is collect~d. ~oithe'iolutioxi of the pmblelns 

i. cre ikd  about !he main4p1s of marketing. A proper so1u;ion is thowghtout by u n { l y s i n ~ t .  I 

competition, modern technology aid inlomatlo11 ~.ccl~nology. Refose lauching a pfoduct in llic i 
~nhrket, the [eseaich 00 $a~!ious matters is necess;iry tomake ihe product successful. 

I f  the niarketi~lg resdarch process is foll'owcd properly, the problems can be solved 1 1 

i n 
TIC 1 

cffcctively. Preseiiily theprofessionai people and finns are seen for the rnarketilig reseucl~.  !/ pal 
. Evcn they prepare the report of marketing reseal-cll oflcr consideling the particular obejtices 

for [he solution of the problems by fo i lowi~~g  i l ~ e  ~)rocess. 
... 

2. S,tage bf Markgting . , . Reseni-cil : Marketing iesearch :is a-'process of 
collec~ing the infomlation for the solution of diflci-ent related to marketing: For this ' 

. . . . .  . . 

i ' 
I [he fo1lowi6~ stages of process.:' . . . . . . . . 

(1) ~roblemidintification. '. (4) Collection of.information 
( 2 )  Rescarcb objecti.ves' :. (5) Analysisofinfo~mation- 

. . .  

(3) Sources of information . (6) ' Reporting of findings . :  

- 
. . . .  Q. Describe ia,' deiail the.steaps; LL ~ a r k d i k g  Hosearch. . . 

i). !ti Markeiitlg nasca.r!-jl. il i: tri.orei d$ficul i~to jormulate a problern than finding out n- , 

soluliotr. " Discuss' < j  Easearch l>roce.r:; it1 &[it ;of tltis view, , " 
. . . . . . . .  

0, Brplrrin the,scope . . of Agekrrr. Atudel ing  Keseorc l~.  . ' . . .  . . .  . . 8 . . , 
. . - -. ..... 

/ . . 

als 1, 

, . I 
. . .  1: 

info 
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; 1 
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I 

, . .  

D . ,  Sources . 

. .- . , .... ... 
. 

. . 

. . . .  . : . . 
, . 

I-' ( >. , . . 

. ~lle:de.scri~itton.nbout$he g : b ~ ~ e  mention6dstagesare . . as follows : . . - . . . :. i-ir: ;?I a : 

~oblcm:idach$i'fic~ticjn . . : Whenever anyproblemi$'created, . . the necessary' , .  1 
- k .  . 

; y r -  

info~mation is needed t o so lw  it and for this first of all the . . ideiitification o f  the problem is 
I 

. . .  necessary. Many prob1ems::take place i n  niarketingolso. ~0re.g. continous decrease i n  I.. 
i 

sales, goods sold returned back advertisement bolitiriou~lyfaili~~ e t c . ~ h e  problem, wliicli 
! I 

is to be solved, has to be idelitifled. For e,g, the sold goods are ietprned. For more j 

clarification ofthis problemit must &examined that inwhich area, . . for Aow much period. i 
in  what proponion, \r:h'ich goods are returned, If ifih prod~ctishavi:ng . . . .  various models, then 

. . 

which   nod el is returned, is . . .  ti '&)arifjcd. if the pfibl&i~..,is. . , .. . to . atless t!kpen.se, i t  is. . ; . . " 

necessary to. identify the foi; cSllecting thepiliticuiai'i~~m~tio~ . ... . , . . . . .  - :  . . 

(2) Resenrch objecli$ies: Mafketing kseai-ch is undertaken . . tb acliiev$ . .  the , . . '  

psrticular objecti v0s: $6, i t  fiii!?cs$iry t0:darify its .objectives. whatever m d t i i  the. mana'gers 
. . 

went to achieve through problem identifidation is consi'dcred't~ . betheir, . objective. .. S6.i . . . .  t must' . . 

a1s.o bc.clariiied,what the rna r i a~e r s ,wa~ t  to Achieve.  by 'ilarifying,'the probem of 
the soid goods returning and mi i i i nga  reskarch of itsieasi$s theobj6ctii:e of product 
dcvcl oprncn t can be achieved on the basis of collectedinformi~bn, For t.g. the clarificatioll 

and nbjectivcs of some piablerns can be mentioned as folloivs : ,, 

l'lic managers c:~n achieve their pnrlicular obJectives by acquiring the necessary 
in.forrn;~iion and by propcrly clarifying . . the nliovc rnenrioned various problems. 'I'lie objectives 

i . 
. . $ 

11iat illc managers w;mt lo  :IC hieve must also be clarified. '. . , . 

,. ,. 

. . 
. . . . . . .  . . 

. . 
. . . . . . .  . . . . . . . . 

. . 
, . 

. . 

, , .  . . .  
. ~ .  

Q ' .  

. . . . . . . .  .. .... - _  .. . . . . . . . . . . . . . . . .  - . . . . . . . . . . . . . .  . . . . . .  .......... " 2.. 
.. ,. '. 

... .I . ' , 



I Soul-ces of informaliorl : I n  o ~ ~ l c l  10 solve tliose ni;ll.keiing problclns, \ \ ~ l~ i c l~  1 1 i 

, . 
\': 

Y 
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- ~ ---- - - ---- 
Clarificalion of Problem Objectives ' , ,. . .  

ax clarified, i t  musl be palnned to collecr (!a[: ilolll nppr~pri3ie SOI- ISC~S.  Tlie dciails Tor l l ~ :  '1 1 

(1) Lack of information about product. 
( 2 )  Dissatisfaction about pi-od&t arnorig 

t h'e c . u s u m - c  - .  

(4) I~- rey l ;~r  sa.les. 
(5) Problem i n  the use of product. 

. . scilution of problenls can be dividedinto two pa~.ls:(l)~imary data. (2) Secoildary data. 3 
i .[ 

(6 ' Prirnaryd-ata : When the coi-rlpany l i h 3  colli?cted il~eihifosiiation foTllie 
solution of any particular problem through illeil- own special efforts, it is said lo be [lie 
pr.iliinry clnta.  or e.gl- If the company sends ihci : representatives i n  diffesent'a~.eas: to tot k 

1 \\!it11 tlic custo~ines io order . . tocollect the isfn~.o;;llion to soive tile cfpn~plaints ihout illr . j 
: i product R-om the ~ u s t o n i e ~ s ,  is said to beihe pi.iyary dala. ~ h i s m e t l ~ o d  i s  soioewllal .I 

t l 

1 
I expensive but infoi-Ination collected thi-ou2ll lllis ~ilelllod is more reliable 2nd uscful. - d 

. ( I )  ' Advertisement . through proper, 
mediun~; 10 

(2) ----ImpQrVi'rig the  @a1 i ty of product. 
(3)' Improving the product. 
( )  Ai~agnirig the pi-oper distl-ibulion 
( 5 )  Making necessaiy change i n  packing. 

. . 

(6) Arranging the sales pronlotiori 
programmes. 

I @) Sccontbry data : The inroramlio~l i l in i  is collected by thc other organis;riio~ls 

i ' .  1 (7) Decreasing ihe price. 
.- 

, . o r  collected from new spapers, magaziiles or ieports; is known as secorrdury clntri. Tllc 
, sfatistics of populiltion counting made by t l i i  govcl.nmc.nt,:ihe information collected fi'om tlie 
I Reserve Bank .Bulletin o r  Business India  h;lagazincs is known as secondnsyd:~ta. This 

iilforrnation can bkacquiied f rom chiinbkrs olco~nrnerce, employnient exchallge, otlicr 

3 
I 

3 
.d 

. . 
industlial organi&tiori,s,, educational institutes or ulli"efsi~iis.-, I . . .  

. . The rnai~?lirnit&tio~s 6f:$econdary dda are as-fgllows 1. .! I ! .  , .  ' 
. . 

, .  11) . If ihis infom&on is very old, [he cllanteiof occu,mng changes in  tllcni. (2) T l i ~  . .  . . . 

i 
printing mistakes . . . . .  . a r e  . also there in  the printed illfol-mation. (3) The obj ectiveg%r thc m a  kcr 

. and user o f  theinfopnation are: dif.ferent;so its use~ulness . . decreases. Beforz using this 
. . . ' > .  . . . .  . inforn~ati";', its selinbility m u s ~ b e i x a & n ~ d .  . 

, ' 

4 

I 4 f : :  

3 
:i 

. . i  
! 

. . . . . . . . 

' . Y: i'.: ~ol l$$&'of  inormitio, l :  > : The sou~~ces of plirnqmd . . . sicoiidaii . iriformstion. 
are as fdlows : ' ,  

. - ' . .  . : 

. . . . . "! 

Sources of'PrimaryInf6rmatio:n " 

, . 
(a) . Internal . .  . sources :' 
(1) Accounts of Previous years 
(2) Reports of production & sales. 
(3) Various types o.f budgets.. . 

(4) V a ~ i o u s  typcs of ratios.' . . . . .  

(5). Income & Expenditure registers. 
( 6 )  ' ~ d m i n i s t n t i ~ n  documents. . , .  

, Sources of Sicon . . dary I~ i fo rma t io i~  
(1) ~hamberbf  commerce. 

. . - - - .  ' 

. . 

," - - . . . 

. . f7) epoits ofindustfa! associat~oonss. 
(3) Magazines . of . busin6ss.mattersi 
(4) Reports magkines' about monetaty 

. . . .  . 

, . policies: by governolcnt, 
popula(ion,for policies, export irnpo11: 
poii.cies, five years plans etc: 

. !  
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Surveys-research made by company : 
Survey of competition about the price. 
~easuremen't  of market demand. 
Research for new pr6duct.. 
Research for product development. 
Investigation about product mix and line. 
Research about competitive factors. 
Investigation of sales promotion. 
Irlves tigation about the effectiveness 
of advel-tisement. 
Investigation abollt custcmer's 
behnviour. 

(5) Magazines published by  private ( 
organisations. 

(6) Education-a1 instituteij6d-f8-iu.ci-ich-l 
made by universities. 

(7) Research made by professional firms. 
(8) Reports published by labour unions. 

. . 

. . 

. . 

. . . . 
. . 

I 

. . 

- .- . I 1 While collecting tlie primiy , , . .  data the fol,&nng mat tersmus~ be-considered. ' I 

'1 through some professional orginisation.. 
. . (3) To decide the method of collecting the information : (a) through tdephone, 

(b) by sending the questionnaire through post, (c) by organishg the personal of the 

, 

: 
. 

. !  

. . 

customers, ( d ) b y  acquiring the c:uit~mer's opinion, in which a s tudy must be made of . the. . 

opinions . . .  and attitudes of tl~e,.cqstomers visting th: shop. 
(4) Experimental research is very useful, . In . thG me thod thee~~e r ime~ ta l  . . .  research 

is made !o,know the effect of m?ki&,the changes in the  components . . bf rna~keting mix such 
as' prdduct, priie,~j$omction and distribution. on [he c~stomersbehaviour.  For this,fa. '. 
. ,  . . , .  - - 

statistical study is mideon  thieffects'df changes in marketing components onthe selected 
~ustorne~sgrou~ and on  this babis i t  is decided whether there is a positive or negative relation 

( I )  First of a11 the objective for acquiring theinformation must be clarified c.g. 
objeective of esti'mating the future demand, objective of solving the complaints, objective of 

? .  

sales piornotion etc. 
. (2) :To decide whether . . theinforamtion should be acquired by one's own efforts or 

between the changes in customer's bel'~.;;;: marketing components. 
..:. . 

. (5)  When the informaiion is to be &lleCted from tile customers, out of all the t; i 

. . ~ ~ ~ s t ~ r n e r i  whatever lirnitcdcustorners are selected for test, are known as sample customers, 
T ~ c  irifonnaii6h canbc aCqwircd . . kvci  for the reiearch oftraders and middle persons by 

. . . . .  
I .selecting the proper sqhples. . . .  : .  ,: . . . .  - . , . . .  

. . . . . .  . . 
. . . . . . . . .  . . .  . ' (6) 1 f i $ i i f k . ~ $ t & i s  tobe,collected:th.r~agh questipnnirethe'qu~sti~ns mut& I.:;:' 

. . . .  . . . . . .  . . . . . . . .  . . .  , '  . . . 
. . 

: .  
. . .  . . . .  > .  

. . . .  short ,hot and if i t .  is.poi;sible their b&in 'Yesior 'No', ~ ~ r , e . g ,  : :. . . . . . .  .: . . : . ; .  
. . . . . . . . .  " . . . , . . ~  

:Yks ' q . NG ,;- ,- -7' . . . . .  . .  (A) . :A re .  yougoing to purchase a.motor:- car next year . . .  , *. . .  

. . . .  

. . . .  ' . ' (B) 'Whether you have 2 colour TIV, ? Y e s u  Non . , 

(C) D o  you want to change the model ofcolour  T.V. ? Yes m. No u . . . . . . .  . . 
, , 

. . .  ( 7 )  _ WJ&~ tht information is to be acquired through direct contact of customers, the ;. 
.# , .  -.;, : ..$ 

prc-permission . . musth.; a .  enfrom the selected cusiomers befg?ecpntacting them, personal ' ,  . . . .  
, . ,  . . 

. questions and insulti;.: . . . : ~ . ! ~ : i ~q~us t  not be asked, the data of th'e': interview must be kept . . , 
. . . . . . 

. . 
. . . . secret. . . . - *  -I 
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I ) I-Iorizontal arrangenlelit : I[ can be done as foll.ows.: 

. .,. 
., ' 7  . 

. ' ,  . 
;7 : ; . .>  
,:;:,, ... 5" 
y:! .. 

... , , , 
. . . r, ,  

. . I ! ir~f'ori~i;~~;o~i is ino1.c i1scfi11 for taking [lie decisions. The arJ.ag~lcirent of infor-mation car1 be 

1 1 4  Fundamcnlnls of Marketing M a i ~ a g ~  
. ..~ .. 

Analysis of' Information : Tllc ~111:1lysis o f  ihc data iS necessary i n  order ,, 

'' ;*; ' . 
, . .  

. ~ . .  . 

b- I ------ 1 

Tlie pi.oper decisions are taken by making !he surnmm-y ih~:ough thz statistical 
. . .  - . .  

.-- 

~lic[hods l i  kc inran,. rnedi XI, mode, average etc, after al?ahging tile inforination as:hbove. 

..;I \Yhilc :innlysiS the information with 111; help of statistical n:et~idds, . tile . f o ~ l o w i n ~  
',! 1 . . 

/ . '  . lllatres n u s t  be coilsidered. . . . ... . , . . 
: ,  

! 1 1  
1 i I (:i) CCIILI.UI tendency : 11, 6:;der td know central.ttiqdcncy . . of rile c$oincl.s clbou( 

, . . .  . . . .:. 

[lie pi.ouduct., i n  averge tendencyofihe ~usr~~ner -smus t  be consider.ed,by eillg tlie mean 
 lid median nicthods of ihe s!atis[ics. For e,g. bo ;ln ivesage 30% people select illcmo~or: 

,a;; ' 

, acquire the useful information O I I ~  of the data collccted from various sources of information. 

yi!.I Foi. rhis tl;c collcc~cd data rilusr bc nisagetl i n  i~~-o?crg~-oup nnci proper ourdcr. U y  ui.r:in_cing 
.. , ,, 
'!.. y., . .  , <: ,( 

i 

Ihc infornlation and alnlysing i t ,  [tic un~-ct]ul~cci information can be removed a11d ~lic..short 
:,:: . .. :. \ irliii.2 inf$!;~;:z!ic::C:n be ltncwil D:si.'c; :i;i;, i:; ~i;mpai;ti\;c study c;n be ~ : i t i e  aiid 

made i n  rwo ways : ( a )  Simple 21-rangernent. (11) l-Iorizontal :~rr:ingement. 
(a) Sinlpie a~-~,angetneri t  : In simple a~ral~gerneat theiriformation can IIC an:angecI 

:IS fol!ows : e.g. Arrangement of [he cus(omres wearing daily foolwears : , 

I 

I .  

cycle as t\ilo wheeler. 

: . I PI-oduc t . .% . of customers 
Sl~oes 65Y0 . . - 1 

' I 
I . Slippers 35% 

) Standard deviation : 111 order lo measure, the tendency of Custon~ers in  

Slippers uscrs % 

60% 
30% 
35% 
4 5 70 
75% 

Ase-group of cust-ewer 

0 to 12 years 
13 to 20 yesars 
2 1 to 45 years 
46 to 60 years 
3 1 2nd above 

Shoes users % 

40% 
70% 
65 % 
55% 
25% 

cootex! of tile . central . tendency, the stand;lrd dcviaiion is used. E.g. Tile yearly avcrage 
dernnrid of ' A 1 &  'B,' company for tlic last thrce years is t e same, eventhough i n  the 
compariy '13' [ he  expansion of demand ismarc. . . . 

[ 

I'll~ ~)i.ol)i'i' dccision ~ : i t ~  : I I S < ~  bc 1ake11 by collsider-iil,o the expansion uriit~ide as abo 
.. - 

-- - . - -- -- -. 

Years. 

. ,200c) 
3010- . . 

20 I 1 . . 
. . 

: - Total . ' 

':. .A \JCITI~~,  ., 

. . 

' !A,' Company .. 

22,300 units . 

23,OOOunits ' -. 
. , 

26,000 units 
. . 72,9)00 units '., 

24,000 units - .  -- 

' "B ' Con~pany 

10,000 units 
25,000 units 
31,006 units 

72,000 units 
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,.!. , ' - 
> ,// '. (c) C ~ ~ ~ ~ d ~ ~ ~ c ~ n : t e r v a l  : In the central attitude a confidence internal can bc 

.{ , ins'tcad particular point: lt means thatin order to solve the problcrns how much 
,,,J ( change t!lke place positively or negatively, can be estirnated.~or cog. ~ t t e  changes of 

..,,',-( ( 
. , increlnent i n  demand for.next year is  15% j: ij%J~tiuea.nsxi.~her-the deniad willbe 16% 

*.'' I 
1 : 
1 

: 
. 

or i t  will 'qe 9%. , . . . . . .  .. . . , ,  
, . .  , , 

((1) Co-erficiedt of correlation : The relation between independent variable and 
dependent variable of marketing can bd csamined through regression equation For e.g. Price 

. 

is an independent variable on i t .  If the con.eJa[ion bctween price and demand is 20 and i f  . 
~t can-be conlidcntly decided that next year price will rise b y  lo%,  then the demand will 
decrease by 2'70 (20 x 10% = 2%). 11. lnore than one variable is  connected with. tliis hi n:I 
ofcol-f-c\n[ion, f i l ~ l l i i  vanate analysis nle\llod can be 

(c) Test of significatnie : The scr~~tilly of the relation of other vari'ables is also 
, necessary alongwith onen>arketing vanable, E.g. Rise in  demand and fall in  price bc 

joi ~ i t l y ~ r e s ~ o ~ i s i  blc for the increase i n  cusmmerys incolne ancl-saiesprornotion progamrnes. 
.- - ,  

! 
i i n  the sarne way tile in-rease inp.'ioduct series c a n  be jointly reipons$le . . .  for the variables I .  

j : 
, 

'; 

I 
, 

I 

! 

,I 

~'uch as poplllarity of brand, decrease i n  ofcompetitol.~, increase in production 
. . ! 

j strengtll etc. In order studythsi mallel. t]le'diffirent m~t~i~dsof'statistics.are.~sed. 
. . . . . , :  
epor t ing of' findings. : Foi the sqlution qf problems thk'indrmalion is 

. . collecttd from the proper place and then i t  is analysed nffer clarifying th@e pioblrnes and 

1 
-. .: 
- .:' 

.: objecti VCS re] to the m3rkting . . andwllatever the summary is prepared on its baisis is ' i. I 
! 

presented . .  . i n  theform of short report . [hen.  . to' thelligher level managers. While i 

0 .., 
D 

I 

p~-eparting-the' report f0l10wematters mus~  be considered ' . . 

. '  (1) Ti tie 'of i'eport.. ( 2 )  Date of prepaing the ikport. (3) Objective of research'. (4) I 

i 
~ e t l i o d  of collec\ing the infomation. ( 5 )  Comparative presenlation. (6) Statistical presentalion. . . 

I (7) ~fesentation through charts and gmphics, (8) ~ ~ ~ ~ ~ & ~ d a i i & $  etC. 
I \ 

1 l t  . . 
8 ,  
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