Market Research Assignment


i. What does market research mean?

Market research is the research of a customer’s preferences, wants and needs.

ii. How would you differentiate between the terms ‘market research ‘and ‘marketing research’?

I would differentiate between the two as follows:
Market research is concerned with the researching of a customer’s preferences, wants and needs, whereas marketing research deals with research carried out to support marketing decisions.

iv. List various types of market research methods used by the marketers.

1. Product research
2. Customer research
3. Sales research
4. Promotions research
5. Marketing environment research
6. Distribution research

v. What does marketing environment research mean? How it is carried out?

Marketing environment research, in essence, allows a company to be able to anticipate environmental changes and adapt to them accordingly. This sort of research is usually carried out by using data already available to the company through their existing records.

vi. What is the difference between qualitative and quantitative research?

Qualitative research usually deals with finding people’s opinions regarding a certain product or service, for example. Qualitative research normally deals with a smaller sample size, but probes more deeply into the reasons behind a participant’s responses and opinions.

Quantitive research is normally used to gain a statistical understanding of a certain area. For example, a company could use quantitive research to establish what proportion of people prefer a prototype scent opposed to an already-at-market scent.

vii. Outline some sampling methods used for marketing research.

Quota sample – After an analysis of a population has been carried out, a quota is set for each category defined by that analysis. The benefit of this is that if the quotas are set correctly, the gathered responses represent an accurate cross section of the population. The drawback, however, is that recruiters may interview participants who ultimately do not fit a required quota and therefor that participant cannot proceed with the research.

Random sample – This method means that participants are drawn randomly from a target population. The main advantage to this method is that it can provide opinions or information from a potentially huge range of people. The drawback, though, is that true randomness is rather difficult. 

2. Discuss, in detail, the steps involved in analysing the results of market research. (6)

Analysing market research can be broken down into three main areas:
1. Editing/Edit Checking
2. Tabulation
3. Interpretation

Editing is a process for checking for things like errors, omissions, quota fit and legibility, amongst other things. For example, edit checking may be carried out on a pre-screening survey to ensure that all relevant data has been captured, so no missing answers, or to ensure that the participant does indeed fit a quota before they take part in the main study itself.

Tabulation is a method used to analyse a potentially large set of data. By entering all survey responses into a table, the data is more easily viewed and interrogated, and hopefully helps identify trends from that data that wouldn’t be possible by looking at a participant’s responses in a void.

Interpretation is really just the process of drawing conclusions from the research carried out. This can be carried out in various ways but should be objective and is usually driven by the objectives set out in the planning stages of the research.


3. Discuss the market research process in detail.

The market research process can be broken down into several key stages:
1. Definition of the problem. 
a. This is where the research aims or goals are defined. Before the research can be designed and implemented, an understanding of some key factors needs to be undertaken. Questions around the ultimate goal of the research and the target sample are amongst a few things that need to be considered.
2. Design
a. This is the formulation of the plan for the research from start to finish. Considerations will be made as to what outputs are needed from the research, how the research will physically be carried out, how any results are to be analysed, which methodologies will be required, the cost implications of the study, and many other factors.
3. Data collection
a. The data collection stage is crucial and most, if not all, research requires data to be collected for analysis. The methods for collection are varied and can include an interviewer out in field approaching people on the street, inviting people to a CLT (central location test) or focus group and sending online or postal surveys directly to a participant, amongst others. The data collected, and the method of collection, can vary dependent on the aim and design of a study, but is ultimately driven by the initial problem being addressed by the research. For example, a supermarket chain looking to evaluate a new type of display may not benefit from a traditional PAPI (pen & paper interviewing) type survey but would instead gain a far better insight from conducting a virtual shop with eye tracking capabilities. Conversely, a fragrance house aiming to launch a new scent would take no value from tracking a participant’s eye movements, but instead would utilise the PAPI surveys to evaluate the acceptance of that new fragrance. 
4. Data analysis
a. [bookmark: _GoBack]Analysing survey results, in short, is the process of interpreting raw data with the aim of making that data more easily understandable, uncovering overarching trends and supporting decision making. The level of analysis and interpretation of the collected data required can vary and is set out at the research design stage from as little as presenting the raw data to the other end of the spectrum where comprehensive conclusions are able to be drawn and presented.
