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Market Research 

 

 Market Research is the process of gathering and 

interpreting data about  

 Customers and  

 Competitors  

(within a firm’s target market) 

 



Purpose of Market Research 

Market Research is carried out to: 

 Help firms make marketing decisions 

 Reduce risk 

 

   Data may be gathered for different reasons: 

 e.g. To identify current and future needs of 

consumers, the price customers will pay for a 

product or the success of a promotional campaign. 

 

 

 

 



 Research on Consumer 

 Research on Market/ Demand 

 Research on Product/ Brand 

 Research on Competition 

 Research on Distribution 

 Research on Price 

 Research on Advertising/ Promotion 

 Research on Sales Methods 

General Areas for Market Research 



Primary research 

Primary research involves finding out new, first-hand 

information.  This is called primary data. 

 

Methods of primary research include: 

 Questionnaires 

 Focus groups 

 Observation 

 



Primary research 

 

 

Benefits Drawbacks 

•Directly relevant  to the 

business 

 

•Up-to-date data obtained 

 

•Competitors do not have 

access to the findings 

•Time consuming 

 

•Often expensive 

 

•Results may be misleading if 

the sample size is too small, 

questions are unclear or there 

is interviewer bias 







Secondary research 

Secondary research involves gathering existing 
information.  This is called secondary data. 

 

Sources of secondary data include: 

 Market research reports 

 Trade journals 

 Government statistics 

 Sales and customer records 



Secondary Research 

Benefits Drawbacks 

•Often quick and easy to 

collect 

 

•A wide range of secondary 

data is available, especially on 

the internet 

•Data may not be reliable or 

up-to-date 

 

•May not be totally relevant  

 

•May not be in a form that is 

easily interpreted and 

analysed 



Define  Problem 

Specify the Information Required 

Develop The Research Design (Blueprint) 

Develop The Research  Procedure & Instruments for Gathering Information  

Gather Information (Data Collection) 

Analyze & Interpret the Information 

Prepare Research Report 

Marketing Research Process 



Quantitative Research 

 Quantitative market research involves finding 

numerical data 

 

 Quantitative data is generally collected from large 

samples and is easy to analyse 

 

 Methods of collecting quantitative data include 

written and online questionnaires 

 



Qualitative research 

 Qualitative research involves finding out opinions, 

attitudes and feelings 

 

 Often more useful than quantitative data but is 

more difficult to collect and analyse 

 

 Methods of collecting qualitative data include focus 

groups & in-depth interviews 

 



Sampling 

Sampling is the method of choosing a smaller, 

representative group of respondents  with which to 

conduct research instead of the whole population. 

 

Sampling reduces the cost and time to carry out 

research.  Careful sampling can provide reliable 

data about the population. 

 



Sampling methods 

 

 

Random sampling 
Everyone in the population has an equal chance of being chosen to 
be in the sample. 

Quota sampling 
People in the sample are chosen to reflect the proportions of 
different groups in the target market e.g. 80% over 60s, 20% 
under 60s when researching the market for mobility aids. 

Stratified sampling 
The appropriate market segment is first selected, for example, 
married men, then the sample is randomly selected from this 
segment. 



Sampling methods 

 

 

Cluster sampling 
This uses random sampling from a specific area or cluster e.g. 
tourist towns when researching leisure hotels. 

Convenience sampling 
This simply means using a sample of willing volunteers.  This 
method often results in bias and may only produce small samples. 

Systematic sampling 
Every nth person is selected from a list of the population.  This can 
be costly if the sample is widespread. 



Reliability of sampling 

The larger the sample size, the more reliable it is 

likely to be.  However, larger samples incur greater 

costs. 

 

A 95% confidence level is usually expected when 

conducting research.  This means that findings are 

likely to be correct 19 times out of 20. 

 



MIS – Management Information Systems 

 Information systems at the management level of 

organization that serve the functions of planning, 

controlling, and decision making by providing 

routine summary and reports.  

Data Information Knowledge 



Marketing MIS 

 It supports managerial activities in  

 Product development 

 Distribution 

 Pricing decisions and  

 Promotional effectiveness 

 



Sales by customer 

Sales by salesperson 

Sales by product Operational 

databases 

 

Databases 

of valid 

transactions 

for each 

TPS 

Transaction 

Processing 

Systems 

Business 

transactions 

Marketing 

MIS 

 

Databases of 

external data 

 

Databases of 

internal data 

Manufacturing 

DSS 
(Decision Support System) 

Manufacturing 

ESS 
(Executive Support System) 

 

Marketing 

applications 

databases 

Pricing report 

Total service calls 

Customer satisfaction 



Inputs to Marketing MIS 

 Strategic plan and corporate policies 

 The TPS 

 External sources:  

 Competition 

Market 

 



Output of Marketing MIS 

 Marketing research 

 Product development 

 Promotion and advertising 

 Product pricing 

 




