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1. Give short answers for the following questions: (18)
i. What does market research mean?
Market research, however extensive this process can be, generally is gaining deep and detailed insight of customers on the market by processing large volumes of both primary and secondary data, using quantitative and qualitative methods of doing it and reporting one’s findings and impressions with an interpretation of facts and figures in a contextual way. The meaning of market research extends to not only studying customers’ preferences and their environment but also to its development within various time periods, changes in environment, new social, population trends and forecasting propositions. Obviously, there is a great need for market research to be done systematically to be up-to-date with what your customers are looking for.
ii. How would you differentiate between the terms ‘market research ‘and ‘marketing research’?
One should differentiate between market and marketing research often used in referential sources when the first term is about researching customer needs, wants and motivation, while the latter would mean gathering information about the consumer market for final decision-making. In market research one would explore the market’s basic elements like size, requirements, growth rate, market segments and competitor positioning. It is the scope of research extending to marketing activities themselves, monitoring of advertising, intermediaries and pricing positions that differs it from market research. Supposedly, the marketer’s qualification level also differs depending on whether it is the first or second type of research requiring better analytical skills for marketing research.
iii. List various types of market research methods used by the marketers.
There are several types of market research methods used by marketers, which are product, customer, sales, promotion, marketing environment and distribution research. Additionally, most of the companies will make use of various marketing information systems full of their own primary data collected over periods of time and reflecting upon the targeted groups in scale and in scope. Each of the mentioned method is a well-formulated and concise way of achieving the goal to get information about users, existing or new products, customer trends, sales-management process, design and measuring promotional activities, market developments at micro and macro level, suitability of distribution channels or how to organise the marketing information inflow effectively.
iv. What does marketing environment research mean? How it is carried out?
Marketing environment research is one of the aforementioned research methods to look at various levels of marketing environment – the micro- and macro level. The former is only about the company itself and the way it works while the latter covers the extension to the overall market, its processes, interaction with the competitors and partners operating in the economy. As it goes this type of research is comparably not so expensive or time-consuming to product research, for example, for most of the necessary information could be found in the company’s archives, marketing information systems or printed promo materials in large quantities. This raw data once processed accordingly should be of real help in reaching an upscale result.
v. What is the difference between qualitative and quantitative research?
The difference between the qualitative and quantitative research is the research subject, which means that qualitative research will use listening ear and interpretative mind to encourage customers speak as honestly and as unselfconsiously as they possible could about what they really want, need or no longer are interested in. Alternatively, the method of quantitative research focuses on facts and figures that measure consumers’ attitudes and behaviour and show statistical ranges from various samples of target population. It is sampling, however controversial and not 100% accurate about the true situation, which is useful in providing an estimate of the research subject and by means of calculating a sampling error help avoid the bias against random or quota population study.
vi. Outline some sampling methods used for marketing research.
The sampling methods used for marketing research are random sample or probability sample, quota sample and stratified sample. Each method mentioned as sampling itself is prone to calculation or sampling error, which makes it difficult at times to choose the best in doing a market research. For example, in random sampling one picks up only anything on avail within a category, which limits the access to those in another category. Then quota sampling creates unnecessary sorting or even rejecting of respondents once quota has been exhausted, which means reducing the sample estimate. And, lastly, stratified sampling is a risky method by itself when respondents are chosen just by chance in a flexible interviewing manner.

2. Discuss, in detail, the steps involved in analysing the results of market research. (6)
Analysing market research results involves three basic steps, which are editing, tabulating and interpreting and play an important role in bringing, analysing, revising, correct interpretation and processing of all collected raw data to finally present the findings for discussion and decision making rather than endless entering the new deals of analysing some additional missing data absolutely senseless to the research pool. Firstly, editing is quite a time- and energy consuming part of the job to sort out the received responses and information from focus group interviews, surveys, video-/teleconferencing, the bulk of which is large, chaotic at times, may contain errors, mostly unexpected answers, be in fact overwhelmed with personal bias especially once face-to-face interaction is involved. In this case anything invalid should be discarded and deleted to ensure one has the final information pool valid for processing. Secondly, tabulating is a faster process especially if the marketers are well-equipped with MsExcel or the company has a well-designed and properly functioning marketing information system. Using it sets the goal to technically organise all processed raw data into information spreadsheets with proper headings, attached formulae, hyperlinking to reference documents, setting filters accordingly, choosing the data format and delivering it in text, diagram or histogram forms. This will further lead to cross-tabulating to see the matrix report identifying links between several elements of the query. Thirdly, interpreting data is a resulting stage of the whole work done which demonstrates the marketer’s competence in a research subject, market segment, company’s profile and lack of bias. In the end interpretation of any market research should present detailed answers and actionable suggestions based on raw data collected and information processed. By communicating these findings recommendations properly to the company’s management ensures proper decision making and marketing strategies implementation. 
3. Discuss the market research process in detail. (6)
[bookmark: _GoBack]The market research process is usually a long, engaging, thought-provoking, refilling process of understanding the company’s problems, attempting to forecast goals, assessing the internal and external market environment, clearly seeing the problems and facing the challenge to elaborate on solution and recommendations. There are several basic stages that constitute the research process, which are problem recognition, objective setting, secondary research, design of primary research, executive primary research, analysis of research results and final presentation of findings of the research in a suitable form. Unless the actual problems are defined there is no use in starting any market research, i.e. the problem of sales drops is a badly defined problem rather than a particular segment detecting a significant product sale drop is identified minus market factors out-of-reach like an earthquake, for example. The key resources of data collection during the research process are a primary and a secondary source, which are not interchangeable, though are complementary at some point and demonstrative of its real capacity. The secondary research recommended to be done first helps examine everything that is in print, archived or currently circulating on the market about the subject in question. It certainly won’t give answers to all questions although will define areas of missing data to be taken from the primary source. The market research may be accompanied by a certain follow-up after its initial completion, although any new problematic issues should be addressed separately and, as a must, documentarily in a written form.
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