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| M_a'rketi ng Research

“For long life ofbusiuess unit appropriate decisions "reg':arding' different
activities are necessary and for thzv 1 urpose ’\/[aiketzizg Resa;ch isa

12

pre-condition.

1 Market Research: and Marketmg Research

( —§7 Outline of The Chapter Eg—————————
1. Market Research and Marketing | 5, ‘v-.:lmportapf‘e / Advamages of
Research | . Marketing . Research
2. Objectives of Mar ketmg Research [ 6, - Limitations of Marketing Resoarch
3. Scope of Marketing Reseach > Objective Study
4. Stages/Procedure of Mar_ke ing > o_,el_f Study o g
__ Research - . o R i J |

1. Introduction : The. prescnt markctmg actmty is a customer onented act1v1ty,_ L

50 any type of marketing decision cannot be taken without collecting the information related " f

to the customers. If;the products are placed in the marke(in time after considering the' "

satisfying tne customers. For this, it is necessary to make a research ef customers demands.

How many customers are there ? In which arca they are 9 What i their income 7 Whatis

their fashion, habit and taste ? Due to which advertxsement the customers have been

altracted? What is their opinion about price 7 What is the effect of competitor’s strategy on -
the demand of the product ? What are the opinions about distribution channels 7 After getting

answers to these crucial questions, the proper decisions for tharketing, mahagement car be
taken For this, an idea of Marketing Research has been proved very usef ul :

Q Explain the concept Market Research and. Market:ng Researc/l
T 103
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.. .-unsatisfied needs, suggestions and complaints of* the customers, the sale ¢ canbe increased by
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2. Wihat s I\IJH\L‘ ting Kesearell 2 @ Before undev&;um%’rhe_:m@mm% of
Aeting reseweh, it is nzcessary to clarify the iden of FESCArCiL dario e wrch and
kit )'h\r()r//

(l; Ruseneeh r Research means te avinvy ol collecung, noting and fnaly ‘l'l" tic
pmnertant information reloied Lo mny m‘ol)lu '-m)'-n" any human activity. It muuw*s the
prvestization of prablem, o take importanl stzp: lor 1|mt makc pmlmui ar [HL‘Q.I'HHOI

adopung method and important rescarch studivs,
(2)  Market Research Markel rescarch is a branch fox acquiring the nwl\cunu
T

m'c;'lims such as who, what, where, when, vwhiv cod how cteoare examined in the contexl

of the presentand potential customm\ Market reseerch is an aclivity related Lo investgation,
analysis and Cstinrate, of market demand. Tt includes Lhe study of habits, lastes and fashions

_of the custo'nus Mamlv it includes : (1) M'nku size. (”) G(,ooraphlml arca of custemers.

(3) Demooraphnc dascrzptlon of customers. ( )Mmket segmentation on the basis of age,

~income, education, nat.lonahty, caste, life standard etc. (J)__ Analysis of market demand.
(5} Sales analysis in context to customers, arex and product. (7) Customer’s requirements,
ncaséiries habii and behaviour. (8) Trader's requirements and selection s2quence.
i9) T.evel of competition and market trends ele.

Iu crureresearch %unues ‘or the entire markel; lm—process

and control in’ ‘ihe ma//\cr‘ng of ¢ goods and se) vices.”
serv s,

0* m(u Lefuz@

/)muuc‘l design, markets aml sucl 1ransfer acmmes as’ physmal drslru)( tion, ware-
lhousing, advertising and. sales mapagement.”

Oii the basis of above definitions; it can be cle early smd that - ,

(B} Marketing rese. itch is partlculm target based actmty, whxchgncludcs tw

~ main objeclives . (a) Clarif ication ofpxoblcm (b) Solution of a problem.

(2) Tnthe mark\etmc research, the' information and conclusxon are found outafter
g collecting and‘-’anal;smﬂ the data in context of the pro;lems
| I <) 'vDun'W lm'n
q ' | the colleote SRS Latic n. I\o tonly il ul but Ih&, other connectd decisions are

also taken on i 115 basis. o

mdame n'“lf of Ma rlent? g ! tiunage mant

rormation. Market means actual and potentiul customers. In the market ( rescarch, the

(3) Mar I\umg Research : Markeli ting Iesearch-is a’broad concepl. 1L includes

; A(,(Oldm“ to-Philip Kotler, “Marketing Resexrch means systematic problem
anelysis mod buz(dmg and f('Cffmm.lg foz the purposr) oj Il7)p10\’@d decision mukmg‘:"'

PRI LT YA

Acco! clnw 0 A, M."A.,- Mar/\e/uzg lr’eseazch Is the sysz‘emanc '/alhczmq
-,gmm,mg and anal ysmg of data abont pr oblam /elazmg the marketmg 0f g00ds and

S ACCOldmo to-R. D qup, Markermg Research s Zhe Systemarlo evaluative
and c"/mllS"w search for ana’ frudy of the faczs rclevanz to any problenz in the fzc’ld

Acc01chn0 o (.,lerlx,' ‘Ma Aemzrf resea;ch is {fze careful and objectwe sludv of

ol lno 1Lscard“ the market mo decisions are being taken HHOIIf’h v
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Whatever mformatl onis recewed through marketing research about the external

- e e e

@
,,/'7-/ {f ' environments affecting business activities such as-customer’s fashion, purchasing
A _J habit, purchasing behakux industry, competitors etc. is mere useful compared
oo , to the information acquucd through the internal sources. 1
he (5 Marketmg research is a permanent plocess All the marketing decmons arg. ‘l
he based on information. So, the marketing research is con31dered as a part of ™ ‘
15, "Management Information System (MIS). '
: (6) The four components (4-P) of market mix are being studied in marketing
ng research. The efforts are made to know the quantum of contribution of these B
her 4 ~ factors in sales promotion, ' " I
LU NG After acquiring the important mermatlon rccardm g the special prob]cms about- '
n, | -+ 'the marketing activities such as, when, the product should be launched in the
ns. 4 - _market, whether to increase or decreu > the product hnc etc. the efforts mus"
s bemadeto solvethese proolems. ™ - T
(A According to Phl]lp Kotler, “Some. companzes use zhe term market research
d. | instead of marketing research. The former'term is accurate for describing research in
s, A4 to market, its size, geograp/ucal distribution, incomes and so on. However, it fails to
e, .4 cover the idea of research into'the effects of marketzng effort on market for which -
o ‘the term “marketing research” is more accurate” v o i
a5 3. Difference between Market Research and Marketmg Research Markcl . ;
'y research and marketing research are both different terms, eventhough many people use bouth l
m these terms zs.synonyms of each other Fo]lowmo matters w111 dlstmgu]sh both from each %
g 4 other. | | - -
o . Doints Market Research Marketing Research
8- L. Meanning Markat research means the study - “Marketting Research means research-
id ’ - - | of market size, devclopme,nt of entire marketmg process ’
LA factors affecting them, market | - .
e competitiors, their market share, ‘ t&i 4. e s » ?‘ 1w 5
Id - | priceetc. : Lo, i?'f‘- A98 |
{ |2 Objectives| The oojective of market research _"l he objedHTEST Marketing resarch |
of is to increse the profit by increasing | is to survive in the competition and
-] the sales after studying the market | to increase the market share by 1
N ‘and customers | satisfying the customers by studymo »
1 | ' - | the entire marketmg process.
o 1 |3 Scope __-The‘idéabf ma-_r_kEt research is | The idea of marketing research is
| limited and ifs scopeis a_lS‘o'linutéd_"'-broad Its scope-also mc]u:les the
o - upto customers and competitiors. | entire marketing functions, i
4|4 Decision | A limited information isacquired | As the information about all the
. process -through market research. So, the | important activities is received through
| -_cffectwc declsmns are not_ marketing research, the decision
_ possnblc i making becomes effective.
'ffv—xﬁrﬁmu-m o SR
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] 5. Expenses | The expenses made for ma(l\u M'nketmw-w- SRR _'yu-.pe.nswc. .,
reseach are less than thosc lor

Analysis | through markel research. SOWT analvsis. )
1. Stralevy _ .Markcit.rescarch is useful for | Marketing research. provides the
Marketing STrategy inlimit. | necessuy bases for marketing strategy.

2. Objectives of Marketing Research

1. Introduction : It is difficult to survive without marketing research in the present
competition. The base of effectiveness of all markeling activities is.on marketing research
only. The information is collected through marketing résearch for knowing the customers'
requirements, planning of the product, to launch the product n the market, to create a

demand, to prowdc the customers with the products in-time at proper placessat reasonable

rales, to increase the market share, (o :at.s‘v the cuslomcrs and to develop the busmess clc.

These are the Ob_]EC 1ves of marketing.

2. Objectives of Marketing Rescarch : The conccpt ofmmkelmg rcsemch is

broad. Its main objectives are as follows :
(1) . Framing of policy : The marketing cnvironment is studied through markeling

-research. It mcludcs customers, competitors, products and all the factors affecting it. By
considering these facts the Ob_jCC[]VCS of framing the competitive po]1c1cs for punchasc salcs :

distribution and after sales services can be achieved. -
(2)  To identify markumg oppm tunities : The potential business opportunities

can be identified by studying the various matlers of competilors and various market factors

through marketing research dnd accordingly by mrangmo thc marketing stmlcgy, its

advantage can be-obtained. v
(3)  To assess competltm strength : The compeun‘\/e strength and weakncsses

of competitors can be evaluated according to the marketing information. Besides this whether
the company will be able to survivein the competition in context to marketing cnvuonmcnl
or not, can be-evaluated through mmketmg rescarch, '

(4)  To cstimate potential buying power of the customer : Thc area in which 1

customers are [ocated, their number-and their pu;chasmg power elc.can be estimated with
the hclp of marketing research and while-framing the price policy this matter is very useful.
(5) Formation of marketmg plans : Marketing plans include planning of new
product, product mix plans product line plans, sale promotion plans, advertisement plans
etc. For the cffective formatlon of thcse pldnS the marketmg research, beccmes necessary

 (6) Evaluation of plans and pollcies : The informaiion acquired throu'gh‘mm'k'qt- ,‘
ing research s ¢ fgo sigafit £on °chrtive evaluation of implemented plans and policies. On the
bases of this infori, 1 decided. The success or failure of plans and po]xcxes.:

0. What is Mal'/xetlllg Ru\aufc/z ? Bxplain its various objecttvas

SR AL Lt e e ey s

‘ marketing research {
0. SWOT | SWOT analsis cannot be donc .| Marketing research is useful for . _j ‘
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,f/ (D To define probable market for speciuiv+: . - L : When there is a
;_»"'plannmo of preparing a product of special quality, then fhie 1 i mounng research about its
.4 potential market becomes necessary. Normally, the economtcally' sound and: educated
1 customers accept the special products ftrst Iis necessary to collect the mformutton about
these types of customers. : :

(8) To estimate expected share of the market The markctmg research
becomes necessary in orde. to estimate the market share of the company in context of the
~product. e.g. In Gujarat State, the total sales of Television the market share of B.P.L.

- Company is 30%, Onida T.V. 20%, Sorny T.V. 16%, L.G. T.V. 14% and other companys ,

T.V. hold the share upto 20%.

(9)  To assess probable volume of future sale : The idea of market competttlon
{ and customers' attitude takes place on the basis of marketing information. Considering this
~71 matter, the number of units which can be sold in a particular area, is estimated.

' (10) To study the oeographtcal distribution of market The market: dlstnbutlon o
can be studied from geographical viewpoin® with the help of marketmg research of various
places and areas. This matter becomes useful to form the marketing stratcgy for sale ,

promotion.

} (11) To indicate the proper distribution method : The 1dea of customer’s
complaints and suggestions and competitor's strategy can be. identified. through marketing
research. Besides this, the idea of geographical areawise market.can also be obtamed On
the basis of thlslnfonnat.on ‘a-proper distribution arrangement can be made. -

(12) To make the pxoduct acceptable and salable : I'or the easy adoption of the . !
produc by the customer, it must be planned.on wic Lasis of marketing informatien that in
which area what type of sales promot1on schemes should be introduced, Besides this, the b
decisions can also be taken for the necessary chsnges in the product to make it salable. L

, (13) To s6lve the problem of branding and packing : On the basis of the
- information of the customer s opinions-about the brand and pack.mg of company’s product . -
the plannmg can be done for effective policy regardm g branding and the attractive packing. .-~ - |

"(14) To reduce the- marketmg cost. : Marketmg cost : bas1ca11y mcludes the: oo T

' expenses for packing, bfandmg, advertisement, sale- distribution, collecnon sale-promotion |
and-after sales services. To. control these cxpenses the. Information acqu1red through v b
marketmg research turns out to be very useful, ' : B

(15) To select the right course of action : If anyone has to survive m busmess_

: competmon and increase the sale; then he is required to take proper steps regardmg'

4~ marketing at proper time. On the ba51s of marketing research by analysmg the information

4 acquired, it ean be decided’ that when and what types-of steps will be comparattvelyﬂ ;
advantageous about the products pnce adverttsement sales promotion, product development 5
and dtstnbuhon system, _ : LU

(16) Search of distributors : On y customers are not in the market Actually the

| raw-material’s suppliers and distributors of finished products are also in the market. These

- =4 ~—suppliers and distributors are also requxred for production and sale. How many distributors, -

whcre they are, and how they are etc: essentml mformatlou requ1red f01 marketmg research
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Marketing research.is-a particular objectives based activity. As it has various,
objectives, it must be clarified that which objertives must be considered for marketing
research. If the clarification of the objectives can be done in conlext to the time and measure,
then only the process of markelmg research can become more effective. Marketing rescarch

© must be done with proper method. The decisions taken on the basis of the ucquired
information through improper method and | improper mcdla can be harmful for the busincss.
| - So, the information acqumd through marketing research must be properly examined.

3. Scope of Marketing Research :

NG 1. In ‘roductlon : Marketing research includes the research of all asclivitics of
N markeling. As the customcrs are at the centre, the study of their habits, tastes and fashions
are necessary; Besides this, in order to survive in the market, it is necessary to get an idea
about the compcmor s strength and strategy. For this the research related to competitors : and
competition is required. Itincludes rcscarch of the ploducts of competitors, price, distribu- ;
lion system, advertisement and after sale service, Besides this;as the various. mml\cts factors
are responsible for the success or failurc of the product. The research of markeling
cnvironment is also necessary Thus, now he scope of the marketmg research has become
very wide. -, _ | S L |

2. Séope of Mafkating Réscafch Marketing research is undertaken for the.
solution of varjous problems related to the marl:eting. After considering this matter, the

-~ scope of marketing research can be ana!yscd as follows
(1) Market measurement research, -~ (4) Marketing. mix. research.

(2)  Environmental research. (5 Beh aviouristic research. o

oo -

(3) Co?npctition research. , ,
(1)  Market measurement research : In the market measurement research, the
ature of market demand various. factors affecting the demand, estimate of future demand ™

etc. are required to de siudied. I'6r r (s theresearchis made from the viewpoints of lotal

~ demand of product, areawise demand, short-tcrm demand, long-term demand, reasonable
demand etc. After con31dermg the total demand, the demand for company's pxoduct 15
estimated. While making a market measurement in context of the demand the vmous factozo

“uffecting the demand are comparatlve]y studied,

On the basis of market measurement, acuordmg to the customcr s-requirements tic
product, quantlty, area of its sale and prIC(, are decided. '
2) - Envir onmmtal research Marketing activity is affccted by social,
economical, pohncal popu]atxon and technological facfors. These factors are uncontrollable
Le. they are not under thie control ofm"magers Hence, the necessary information must be ;?
o obtained after making a research on these factors, A study must be made about the probable -
} | effects on its marketing actmty on the basis of lhe ana]yqs of t}ns mformauon [tincludes the 4
|

s

s e L T s ar

SRter iy L .
A A e e e o,

following matters

Q. Erplam the dszerezzt functzom af Mu//\(.ll g Research
«[ 2 " Q. E rplam the scope of Modem Marketiiy Researc/z
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(a) The probable effects of rise and fall prevarhng in economy on the business.
(b) Study of the effects of govemment control and regulativ ¢ provisions. (c) Study about the
cultural elements of various countries. (d) Studly of social changes, social values, standards

cte. (e) Study about the customer’s awareness and customer’s relatronshrp (f) Study about
density of population, quahty and-attitudes. (g) Study’ about the acceptance of technical

changes.
The above mentloned study 1s very v seful for the fonnatlon of marketing strategy

(3 Competrtron research The business activity started without considering the *
matket competitors and their activities, is a short lived actlvrty In order to survive in the
- competition for a longer perfod and also to get a proper return on the capital investment, it

is necessary to make a research about the strength and limitations of business competitors.
For thrs 1t 18 necessary to study the number of competrtors nature of competrtton the

demand of company s prodncts in the total market demand etc A specraI study is bemg ‘

~made about the type of competrtor $ strategy for the four main components. of marketing mix.

i.e. product, price, promotlon and phy51cal dis rlbutton of goods while maklng a research

about competition. - :
(4) Marketing mix research Marketing mix includes four marn components
Product, Price, Promotion and Place (distribution), For these, the research is made by units

about the following information :

~(a) . Product : (1). Necessuy of new product (2) Attrtudes for acceptance of new
product (3) Effectrveness of rnarketln g of present product. (4) Necessrty and possrbrhty of
- produc sunphhcatton and dtversrhcatton (5) Whether to increase or decrease the. product "

line. (6) Research about the packag1n<7 of product

(b) - Price #(1) Present price of the product (2) Pnce of cornpet1t1ve products -
\3) Bffect on the demand of changing the price. (4) Price in context of the purchasrng power. -

(5) Posmbrhty of 1 pnce differentiation etc. maters are studied. °

(c) Promotlon Var1ous matters being researched in context of the market B
prospenty For e. g (L) Research about the. se]ect1on of advertlsement medtum (2) .
Research about advertrsement messago and copynghts 3) Effectiveness of advemsement- .

(4) About incentive schemes for.salesmen. (5) About various customers oriented, drstnbutors

oriented and salesmen orlented safe promotron schcmes (6) Research i8 made for salcsﬂ SN

contro]

1s necessary

production department and distribution department. (5) The resources and problems for

@ Distribution : The "'a“rrangement made to supply -th-é -ge‘o‘as in time to the
customers is known as a channel of distribution. For this the research for followmg matters - .

(1) Effectiveness of present channel of dlStI’lbUthﬂ (2) Comm1ssxon pard to mrddle- -
men. (3) Barriers to distribution channel. (4) Distance between collection department,

R

.
-
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L'WHSPOI‘UHG the goods in various areas of custome . (6) Whether 1o nse " public vehicles

or distribution or shauld it be done by using private vehicles ele. 1

(5) Behawourlstlc research : A behaviouristic study of the customers is a
medern approach in marketing fesearch—Fe-saeof-the-product is not the only f mal
objective of the marketing. )ictual]y if the customers are to be kept connected with the
product, it is necessary to make a study about the psychology of the customers after they
purchase the product. The. behaviouristic research is-necessary because the ;

psychology of the customer is reflected ir their behaviour. After purchasing the product the
customers mdy have_a positive or negative attitude towards the product. The negalive.
attitude of the customers towards the product can fail the product in the market. So, it is
necessary-to make a research about the reasons of negative attitude. The negative attitude
or the customers against the product can only be there, when' 1[ is cf inferior quality or

irregular sup )ly or-lack of after sales scrvice. This study is very much necessary for the
pre planning of entire marketmg aCth!lICS :

The scope ofmarkenng research has been changerd in present time. It becomes wide
due to the customer’s education and awareness, consumarisim, government control, market
competit ion, modern technology and informatton Lcchnolooy Before lauching a product in the
market, the research on various mattcrs is necessary to make the product succosqful

4. Stages of Marketing Research -

1 Introducuon The markclmg rescarch is necessary for gcttmg the mfoxmahon'
ubout which product is necessary for customers, when it is necessary, in what quantity itwill
be demanded, poswb]hty of changes in the prouduct, compgtitiors and the1r strategy etc. In
the marketing resarch the necessary information is coll llected for the' squnon of the pxoblcms;
created about the main dp’s of marketmg A proper solution is thoughtout by analysingit. .
If the marketmg xesearch process is followed properly, the problems can be solved
clTectively. Presently the professional pcople and firms are seen for the marketing research.
Even they prepare the report of marketing rescarch after considering the pamcul'n obejtwes
for the solution of the problems by following the process. '

2, Stage of Marketmg, Research : Marketing research is a- proccss of
collecting the mfomlauon for the so ution of d;( ferent problems related to marketmg For [hIS
the following stages of process.” Y '

e g
S dev

(D Problem’ ldentlf cat:on ‘ k 1 4) Col.l,cotion of,iofonnat.io‘n
(2). Rescarch ob)ectWes o - (5)  Analysis of information-
(3)  Sources of information (6) 'chorting_offindings :

anc

Q. Describe in, detail the-steaps: in Marketing Research _ ' L

Q. In Markcrmg seseqren. it iv mere diffienli to formulate a problem fhan ﬂndmg out @
solution.” Discuss’ Mgl oo Eesearch Process in l1glzt of tlus view, ' e

Q. Explain t/w scope of Modem MarLetmg Researcly. .
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The descrrpmon about the abovc mcntroned stagcs are as follows
E!! Problem- ldcntrfrcatron Whenever any problem is crcated the necessary

information is needccl to-solve it and ror this first of all the rdcntrfrcatron of the problemis

necessary. Many problems:take place in marketmg also. Fore.g. continous decrease in
sales, goods sold rctumed back advemsement continously failing etc. The problem, which
is to be solved, has to be rclentrfrPd For e.g. the sold goods are ret turned. For more
clarification of this problem it ‘must be examined that in which area, for how much period,

in what proportion, which ‘goods are retumed If anh product ishaving various models then
whrch model-is returtied, is to be clarified. If the problem isto solved it less expense 1t is.

necessary toridentify the problem for ¢3llecting the partrcular mforrnatron

(2) Resenrch objectivies's Marketing research is undertaken t6 achreve thc .
~particular Ob]CCt]VCS So, rtneCcssary to claiify its obJectrves Whatever matter the managers
" want to achieve through problem 1dcntrfrcatron 18 consr’dcred tobe therrobjectrve So it must. -

also be. clarified what the managers want to achieve. For.e:g. by clarrfymg the probem of
the sold goods rctummg and making a research of its TEasons ‘the: objectrve of product
development can be achieved on the basis of collected mformatlon For e.g. the clanfrcatron'

and ochctrvcs of some problems can be mentioned as follows ._
The managers can achieve their particular objectives by acquiring the necossary

information and by properly clanfymo the above mentioned various pzoblems ”l he objectives
that the managers wunt (o achrcvc must also be clarified. - |

e eedlad d
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"-f___';‘* | { Clarification of Problem ' Objeciives . - . T
l (1) Lack of information about product. | (1) Adveértisement -through pr0pcr
| (2)  Dissatisfaction about plodLu,t among | medium: : . : \
lg the custamiers | (2)---Indporvinig the quality of Droduct
| )3) Goods reutrned by customers, . (3) - Improving the product. |
’ (4) Drregular sales. (4)  Arragning the proper distribution 4
(5)  Problem in the use of product. (5) Making necessary change in packing. ;
(6) Lack of incredsing the sales. (6) Arranging the sales promotion
1 ) Purchusing'the'goC)ds in less quantity | -programmes. ' ' !
! L (7)  Decreasing the price.
i :
! B - Sources of Information : In order Lo solve those marketing problems, which
are clarified, it must be palnned to collect date from appropriate sources. The details for the | L
g solution of problems can be divided into two parts_(1).Primary data. (2) Secondary data. 3 _
b (a) - Primary-data : When the company has collected the infoimation forthe
| solution of any particular problem through their own. special efforts, itis said tobe the 5 ¢
) primary data. For e.g. If the company sends thei: representatives in different areastotalk {3
_ \ with the cusiomers in order to-collect the information to solve the cfomplaints about the F
, { product from the customers, is said (o be the primary data. This method is somewhal 1 i |
" } expensive but information collected throush this method is more reliable and uscful. ] |
1 (b) Secondary data : The inroramtion that is collected by the other organisations * (1
or collected from mew spapers, magazines or reports, is known as secondary datu. The n ¢
statistics of population counting made by the government; the information collected fromthe  § 0
Reserve Bank Bulletin or Business India-Magazines is known as secondary data. This 3 ; T
information can bt acquued from chambcrs of commerce, employment cxchdng,c other . § 18
industrial organisations, educational institutes or univeisities.— : g

N The main limitations of secondary data are as follows ; DA
o (1) - Ifthis mformatxon is very old, the chances ofoccumng changes in them. (2) The

| '.pxmtmg mistakes.are also there in'the printed information. (3) The ObjCCthCS of the maker.
and user of the'information are. chffcxent SO its usefu]ncss decreascs Beforv usmg this

inf ormation its xelmblhty must be cxammcd , ‘ -_

l Collecuon of mfoxmatwn The sources of pnmary and secondal Y mformat-xon‘_ :
aleasfo]low SR '. . S - o
r

| Sources of Primary Informatxon Sources ofSeCOndary Informatxon

(a) - Internal sources : - (1) Chamber of commerce.

(1) Accounts of Previous years - (2) Repoitsofindustral assocmnons

(2)  Reports of production & sales. (3) Magazines of business. matters.

(3) Various types of bu“dgcts — (4)  Reports andmagazmes aboutmonctmy

(4) Varoustypes of ratios, ¢ _.pohmes published by government,
| (5) Income & Expenditure regtsters . populanon for policies, export 1mpon'-
: {A((v)' Administration documents o . policies, ﬁve years plans elc.
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(b) ‘Surveys-mrchmadebycompany: (5) Magazines published by private]

(4) Research for product development. | (7) Research made by professional firms.
(5)  Investigation about product mix andline. | (8) Reports published by labour unions.
(6) -Research about competitive factors. | . '

S s e s s e PP

M Investrgatron of sales promiotion, | S X T B;c‘; v 2

(8) - Investigation about the effectveness SR £ R
of advertisement. - o > P, f

(9) Investigation about custcmers | . ‘
behaviour. :

While collecting the primary data the fo]}onnn g matters-must be.considered.
(1) First of all the objective for acquiring the information must be clarified e.g.
obJeectrve of estimating the future demand, objective of solvmg the complamts objective of

{ * sales promotion etc.

(2) ‘To decrde whether the mforarntron should be acqurred by one 'y own efforts or

through some professional organisation. : :
(3) To decide the method of collecting the 1nfom1atron e. g (a) throunh te]ephone

(b) by sending the questronn aire through post, (c) by orgamstng the personal interview of the

customers, (d) by acquiring the customer’s opinion, in which a study must be made of the

opinions and attitudes of the.customers visting th: shop.
(4) Experimental resedrch is very useful. In this method the- expenmertal research

is made to-know the effect of making the changes in the components of marketing mix such .

- as product prrce ‘promction: and distribution. on the custorriers: behaviour, For this, a

statistical study is made on the effects of changes in marketing components on the selected
customers. group arid on this basis it is decided whether there is a positive or negative relation

between the changes in customer’s belia ivur md marketing components.
© (5) ~ When the information is to be collegted from the customers, out of all the

. customers whatever limited. customers are selected for test, are known as sample customers,
“The information ¢an. be acqun‘ed even for the research of traders and mrddle persons by

'se]ectmg the proper samples. .. .
(6) Ifthe mformatton 15 10 be collected through qucsttonnarre the questrons mut be

.‘very short not and if it is- possrble their rephes must be-in ‘Yes or ‘No’, Fore. g -
| (A) .‘Are you going to purc} ase a.motor - car next year ? -Yes D No l:']

~ (B) "Whether you have 2 colour T. V. ? _ Yes ] No[]
(C). Do you want to change the model of colour T, V ’? Yes [ ] No[]
(7)° ‘When the information is to be acquired through direct contact of castomers, the

pre-permission must R f nken from the selected cusiomers before’ contacting them, personal -
. questions and insultis: Lt T 5 st not be asked the data of the mtervrew must be kept

secret.

o) Survey'of competitiors about the price organisations.
(2 ‘Measurement of market demand | (6) Educational mstitutes and rcscarch o
(3) Research for new product, made Dy universities.
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Ef  Analysis of Information : The unalysis of the data is necéssary in order .,

~acquire the useful information out of the data collected from various sources of information.

For this the collected data must be amaged in proner group and proper ourder. By arranging
the information and alalysing it, the um-cqm'c:( information can be removed and the.short

fting tmformation €an be known. Besides this, its comparative study can be made and this -

vt

information 1s more uscful for n}\mw the decisions. The arragnenent of information can be
made in two ways : (a) Simple arrangement. (b) Horizontal arrangement.
(a) Simpie arrangement : In simple "\mngement the information can be arranged

as follows +e.g. Arrangement of the customres wearing daily foolwears :

Product % of customers
Shoes - 65%
Slippers _ 35%
(b) Horizontal arrangement It can be done as follows
Age-group of customer - Shoes users % ‘Slippers users %
0 to 12 years 0% | 60%
13 to 20 yerars 70% | 30%
21 (o 45 years - 65% - 35%
46 to 60 years 55% 45%
31 and above 25% 75%

The proper decisions are | aken by making the summary through the statistical

methods like mean, median, mode, average elc. after a;ranglnglhc mformatlon as 1bove :

While analysis the mformatlon W1th he help of stahstlca] m ethods the followzng

mattes must be considered. :
(@) Central tendtncy : In order to know ccntral tcndency of the cuslomus about

the prouduct, an averge tcndency-of the customers must be considered by using tlic mean

and median methods of the statistics. For e.g. on an dverage 30% people select the motor-

cycle as two wheeler.
() Standard deviation : In order 1o measure the tendency of ¢ustomers in

context of the centm] tendency ‘the standard deviaiion is used. E.g. The yearly average

demand of 'A% & ‘B company for the last three years is the same, cventhough in the -

company ‘B’ the expansion of demand is mare. B . :
| Years © o ‘A’Company | "B'Company

- 2009 22,000 nits ~ | 10,000 units
2000 - 24000units - | 25,000 units

2011 B 26,000 units 37,000 units
Tow | T2000wnis T 72,000 units
-Avcmgé..f 1 24,000 units 24,000 units -1

The proper decision can alss be taken by considering the expansion ultitude as above.
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{1 o Define Market Rescarch, Vihat king kuza’ of beneszs are obtamea' through Markf’t Research
- Q. Importance of marketing researc/, ' : : , .
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() Confidence interva] : In the central attitude a confidence internal can bc
‘decided instead of a particular point. 1t means that in order to solve the problems how much
change will take place positively or negatively, can be estimated. For e.g. The changes of
increment in demand for next year js 15% 4 f%IhaLmﬁnus_elther the demad will be 16%
or it will 9@0% ' . o .

@ Co- efficieit of orrelation : The relatxon between mdependent variable and

dependent variable of marketing can b, examined through regression equation For e.g. Price
 is an independent variable onit, If (he correlatinn between price and demand is 20 and if

it can be confidently decided that next year price will rise by.10%, then the demand will
decrease by 2% (20 X 10% =2%). It more than one variable is connected with.thiis kind
of correlation, multi variate analysis meihod can be used, ,

(e) Test of significatnce ; The scrutiny of the relatjon of other vanables is also
necessary alongwith one marke[mg variable. ££.g. Rise in demand and fall in price can be

. JO'””Y responsible for the increase in customer’s income and-sales-promotion programmes.

In the same way the increase in: ‘Product series can be jointly respon51ble for the variables
such as popularity of brand, decreasc in number of competitors, increase in production

strength etc. In order tn study thg; matter the different methods of statistics are used.

[@ Reporting of flndlngs For the solution »f problems the'inormation is

collected from the proper place and then it is analysed after clarifying the problmes and |

objectives related to the markting ang whatever the summary is prepared on its baisis is

» presented in-the form of short report and then sent to the higher level managers. While .
| - preparting the report fOHOW”'Tg Matters must be considered

(1) Title of report. (2) Date of preparing the report. (3) Objective ofrescarch (4)
Method of collectmg the information, (5) Comparative presentation. (6) Statistical presentation.
(7) Presentation through charts ang graphics. (8) Recommcndamons etc.

At the end of the report the mogt importan matters to be considered by the top level
managers must € presunted Very briely in the box. The marketing decisions can be taken

easily if the- markctmg research Teport is formed effectlve]y and on thls base appropnate _
‘marketing stmtegy can be formed, , o

The data of the marketlng research must be careful]y I<ept secret If thls does not
hwppen the competmors may bec ome more alert before implementiong the report Markéting
research is a process, o, while foll lowing the various stages for that, it is necessary {0 adopt

the scientifie approach Tt s the responsibility of the top level managers to see: that the

aretmg research process is to dope with less expense at right time.
o _' 4. Importance of Marketing Research |
1. Introductlon Ttis unreasonable to say that there will be 100% success in the

activities, which-are started after Marketing research. But it can be-said that if production nd

sale activity st arted on the base of information co]lccted by marketing research, then it will
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