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Marking Criteria:
	1.
[bookmark: _gjdgxs]i. Market research is about the process of gathering, analysing and interpreting information about a market, a product or a service to be offered for sale in the market. The research can be about the past, present or even future customers for the product or service as well as research into the characteristics, spending habits, location and needs of the target market, the industry in general and any potential competitors in each market.

ii. Although the two terms are used similarly, they have different qualities and traits. The main difference between market research and marketing research is the scope of the concept.  Marketing research, for example, is on some much broader scale encompassing areas such as research into new products, distribution, product development, pricing, advertising, public relations etc. Market research though is a narrower concept as the focus of the research is on a specific market such as the customer needs, wants and preferences.

iii. There are various types of market research that are carried out by marketers from product, customer, sales, promotion, marketing environment and distribution research. Product research is a method of identifying new users for the current range of products and for identifying the needs for new products in the market. Customer research is about researching the tastes and traits of customers such as where they live, how they spend their time, what they do in their spare time and most importantly, what they like spending their money on. Promotion research helps companies to measure the success of any promotional activities such as print and web advertisement as well as gauging the most suitable and effective media for promotion.

iv. Marketing Environment Research is the type of research that is used to examine the aspects of the micro environment, or the internal aspects of the business as well as parts of the macro environment. The purpose behind this research is to ensure that the company can anticipate and respond quickly to any environmental changes that might occur for maximum gain. The advantage of this research is that it can be done quite quickly and cheaply as most of the common information available is already present either in the company’s records. Some other sources of information are public market records, databases online, public surveys etc. These are all raw information and facts which helps massively in the marketing environment research.

v. The distinction between primary and secondary research is about the different sources of market information. Qualitative research is based on things such as opinions, attitudes, beliefs and intentions. The questions commonly asked are why? would? Or how? Qualitative research is about understanding why customers behave in a certain way or react to a new product. These opinions are generally from a small number of people and so are usually not statistically valid. Primary sources for this research is focus groups and interviews. Quantitative research though is based on much larger samples and therefore more statistically valid and is more concerned with data so by asking questions such as how many? how often? who? when? And where? This form of research is general in a numerical form and is gathered by way of surveys from telephones, postal, face-to-face and online.

vi. Sampling research is a way of choosing a specific group of people from whom you would like to ask questions. Sampling is done to choose the right kind of people who can represent most of, if not the entire target market. Some methods of sampling marketing are by a random or a probability sample where every individual from the entire consumer market or even the population has an equal chance of being selected in the sample. This gives a good cross section of population and allows researchers to know the opinions of all kinds of people but it can be very difficult to achieve and often has a high risk of bias. A quota sample is done by first an analysis of the population is undertaken and then a quota is set for every category in which the interviewers are asked to fulfil that quota. If the basis for the quota is set well, then the sample will be able to produce a clear cross-section of opinions but the interviewers may have to reject some respondents based on this quota as some may not meet the requirements. Stratified sample is a method like quota sampling but the difference is that the final choice of respondents it taken by chance. It is cheaper and less likely to reject respondents and so can be more flexible but it is not very accurate.












2. Analysing the results of market research is an astronomical task but one that must be carried out to make sense out of data and the ability to make insightful data interpretation. The analysing phase typically consist of three major steps: editing or to eliminate and discard spoiled responses, tabulating, to total the responses and then interpreting the data. In quantitative data analysis, the researcher will use tables to enter all the data into relevant rows and columns in some software such as a spreadsheet package. This data is entered during the design phase and the easier it is entered here then the easier it becomes to analyse this data in later stages.

When analysing this raw data, cross tabulation or a table with columns and rows, helps marketers observe two or more variable simultaneously. Tabulation divides data into groups and subgroups and shows how some variables change from one sub group to another. Cross tabulation tends to be the more popular used method of data analysis as it can make data interpretable in a clear and concise manner which benefits the marketers without statistics. For example, the table could show that a certain demographic information such as age or gender. The researcher could then input all the relevant information and see immediately who is the most prominent group who responded to his or her enquiry. This is useful for gaining clear insights, clarity of interpretation of the data as well as lessening the data confusion and thus makes it easy later to present the data.

The final stage which is to interpret all the data or to say what the figures mean and represent. This stage is about identifying key trends, patterns and relationships in the data and using logic to guide these tends into something meaningful to the marketer. External references, industry standards and other data points are also useful to help cross reference the data to minimize any inherent risk in the analysis of a hypothesis. In interpreting the data, it is also important to effectively communicate the data once fully interpreted. Data should he used to help tell a story and support findings or recommendations.


3. The research process consists of seven major stages. The first stage is 	the problem recognition or identifying and developing a topic. Being as clear as possible on the question makes it easier to formulate a research strategy or finding the best information possible about the question. Once the problem has been precisely defined, the research can then be carried out properly.

[bookmark: _GoBack]The second stage will involve a development of an approach to the problem or simply setting the objective. This is guided by discussions with management, industry experts, case studies as well as some initial analysis of secondary data and qualitative research. The key to this stage is to set out the guidelines and goals that the marketer and ultimately the company hope to achieve during this process.

The third stage is about conducting secondary research which is studies already carried out by external researchers. This form of research is extremely beneficial as it is cheap, quick and easy to access and even provides insights that the primary research may not cover. However, secondary research may not always give the researcher the exact information they are looking for. Sometimes it may also be out of date and not authentic so checking the accuracy of the data is crucial. Good sources of this information are the internet, public databases, government records and even the companies previous research.
Once secondary research is completed, the researcher can then begin to design their own primary research and execute it. The key goals from this are to establish what gaps need to be filled in, who needs to be approached to get the remaining information and the methods in which they would go to collect the information. By comparing the originally set objectives against the information collected from secondary sources will help researchers decide what information they need to find as well as what’s missing, how they need to find it and who will have the information. Once this has been defined, proper research can be carried out through methods such as surveys, focus groups, clinical focus groups, interviews and so forth.
The last two stages are about data preparation and analysis of this data and then reporting and presenting the data. Data analysis includes the editing, coding, transcription and verification of data. Verification ensures all the data has been accurately transcribed and corrected. This stage is also important to evaluate and identify any key trends or relationships in data that has formed during the research period. This helps the researcher to focus on an area that may prove beneficial to the original goals purpose.	Once the data has been analysed, it can then be presented in a written report or presentation which addresses the specific research questions, describes the approach, the research design and then presenting the results and major findings. The findings should be presented in a comprehensible format so that they can be readily and easily used in the decision-making process later. An oral presentation is usually made to management using tables, figures, graphics to enhance clarity and impact.
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