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Objective Outline

Marketing Information and Customer Insights

m Explain the importance of information in gaining
Insights about the marketplace and customers.

4

Assessing Marketing Information Needs

Developing Marketing Information
m Define the marketing information system and discuss

Its parts.
4




Objective Outline

Marketing Research
Outline the steps in the marketing research process.

y

Analyzing and Using Marketing Information

Explain how companies analyze and use marketing
Information.

y




Objective Outline

Other Marketing Information Considerations
Discuss the special issues some marketing researchers
face, including public policy and ethics issues.
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Marketing Information and Customer
Insights
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Marketing Information and Customer
Insights

® The custom’ zm
understand Customer insights teams

Customer insights groups collect customer and market information from




Marketing Information and Customer
Insights

® A marketing information system (MIS) consists of
people and procedures dedicated to assessing information
needs, developing the needed information, and helping
decision makers use the information to generate and
validate actionable customer and market insights.

Marketing managers and other information users
Obtaining customer and market insights from marketing information

Marketing information system '
4 .
- Developing needed information
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Assessing Marketing Information Needs

® The marketing information system primarily serves the
company’s marketing and other managers.

® A good MIS balances the information users would like to
have against what they really need and what is feasible to
offer.

® The company must decide whether the value of insights
gained from additional information is worth the costs of
providing it, and both value and cost are often hard to

dSSESS.




Developing Marketing Information

- Marketing
. research

Marketing
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Internal Data
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Marketing Research

® Marketing research is the systematic design,
collection, analysis, and reporting of data
relevant to a specific marketing situation facing
an organization.

Defining the Developing the Implementing the .
problem and * research plan * research plan— * Interrg r?)?t?r? and
research ' for collecting ' collecting and o Ff)i ndi ng 5
k| objectives information analyzing the data g

This first step is probably the most
difficult but dlso the most important
one. It guides the enfire research
process. If's frustrating To reach the
end of on expensive research project
only to learn that you've addressed the
wrong problem!




Defining the Problem and Research
Objectives

® A marketing research project might have one of three
types of objectives:

SOIEIGIAR Gather preliminary information that will help
research define problems and suggest hypotheses.

Describe marketing problems, such as the
market potential for a product or the
demographics and attitudes of consumers.

Descriptive
research

Causal Test hypotheses about cause-and-effect
research relationships.




Developing the Research Plan

® The research plan outlines sources of existing
data and spells out the specific research
approaches, contact methods, sampling plans,
and instruments that researchers will use to
gather new data.
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Primary Data Collection

® Table 4.1 ‘ Planning Primary Data Collection

Research Contact Sampling Research
Approaches Methods Plan Instruments
Observation Mail Sampling unit Questionnaire

Survey Telephone Sample size Mechanical instruments
Experiment Personal Sampling procedure

Online

Copyright ©2014 Pearson Education




Research Approaches

® Observational Research.

* It involves gathering primary data by observing relevant
people, actions, and situations.

» Researchers often observe consumer behavior to glean
customer insights they can’t obtain by simply asking
customers questions.




Research Approaches

® Ethnographic research.

* It 1s a form of observational research that involves
sending trained observers to watch and interact with
consumers 1n their “natural environments.”

* Observational and ethnographic research often yield the
kinds of details that just don’t emerge from traditional
research questlonnalres or focus groups.




Research Approaches o Y2
oy U
® Survey Research. .

* It gathers primary data by asking people questions about
their knowledge, attitudes, preferences, and buying
behavior.

* It Is the best suited for gathering descriptive information.

 The major advantage of survey research is its flexibility;
It can be used to obtain many different kinds of
Information in many different situations.

* Surveys addressing almost any marketing question or
decision can be conducted by phone or mail, in person,

or online. D :
L\




Research Approaches

® Experimental Research.

* It gathers primary data by selecting matched groups of
subjects, giving them different treatments, controlling
related factors, and checking for differences in group
responses.

* It Is best suited for gathering casual information.
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Sampling Plan

. _‘ Three decisions of L.--L--.
® Table 4.3 T Types of Samples

Probability Sample

Simple random sample Every member of the population has a known and equal chance of selection.

Stratified random sample The population is divided into mutually exclusive groups (such as age groups), and random samples
are drawn from each group.

Cluster (area) sample The population is divided into mutually exclusive groups (such as blocks), and the researcher draws
a sample of the groups to interview.

Nonprobability Sample

Convenience sample The researcher selects the easiest population members from which to obtain information.

Judgment sample The researcher uses his or her judgment to select population members who are good prospects for
accurate information.

Quota sample The researcher finds and interviews a prescribed number of people in each of several categories.

Copyright ©2014 Pearson Education
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Research Instruments




Implementing the Research Plan

® Data collection can be carried out by the company’s
marketing research staff or outside firms.

® Researchers should watch closely to make sure that the
plan is implemented correctly.

® They must guard against problems of interacting with
respondents, with the quality of participants’ responses,
and with interviewers who make mistakes or take

shortcuts.
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Interpreting and Reporting the Findings

® The researcher should not try to overwhelm managers
with numbers and fancy statistical techniques.

® Similarly, managers may be biased. They might tend to
accept research results that show what they expected and
reject those that they did not expect or hope for.

® In many cases, findings can be interpreted in different
ways, and discussions between researchers and managers
will help point to the best interpretations.
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Analyzing and Using Marketing
Information

® This help may include advanced statistical
analysis to learn more about the relationships
within a set of data.

® Information analysis might also involve the
application of analytical models that will help
marketers make better decisions.
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Distributing and Using Marketing
Information

p‘m“ Dedication at overy tum
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Other Marketing Information
Considerations

® This section discusses marketing information in
two special contexts:

Small .
International

businesses and .
: | marketing
nonprofit
research

organizations




Marketing Research in Small Businesses
and Nonprofit Organizations




International Marketing Research

A difficult time
finding good
secondary data

@,
@

Domestic researchers Internatiohal researchers
Deal with fairly Deal with diverse markets in
homogeneous markets many different countries. These
within a single country markets often vary greatly in

their levels of economic
development, cultures and
ustoms, and buying patterns.




International Marketing Research

® Cultural differences from country to country cause
additional problems for international researchers.
Language Is the most obvious obstacle.

® Responses then must be translated back into the original
language for analysis and interpretation. This adds to
research costs and increases the risks of error.
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Public Policy and Ethics in Marketing
Research

® Intrusions on Consumer Privacy.

« Many consumers feel positive about marketing research and
believe that it serves a useful purpose.

« Some consumers fear that researchers might use sophisticated
techniques to probe our deepest feelings, peek over our
shoulders as we shop, or track us as we browse and interact
on the Internet and then use this knowledge to manipulate our
buying.

* The best approach is for researchers to ask only for the

Information they need, use it responsibly to provide customer

value, and avoid sharing information without the customer’s
permission.
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