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3.0 OBJECTIVES

After studyingthis unit, you should beableto:

to explain importance of information in marketingdecision making;

to state meaning and components of marketing information system;

to identify marketing managers information needsand understand asto how one

should go about devel oping marketing information system for an organisation;
to describe meaning and nature of marketing research;

to develop an appreciation of purpose of marketing research and its scope;
to explain the process of conducting marketing research; and

to gain familiarity with the usage of marketing research in India.




Mnrketing Information

3.1 INTRODUCTION and Research

We have observed in the preceding unitsthat marketing management is
essentially adecision making process. Be it marketing planning, organization or
control, the marketing manager has to make decisions asto which marketsto
enter, how much to sell different typesof products, how to organize marketing
activities, what marketing strategiesto use and how to deal with shortfalls in
sales observed at the end of a given period. Earlier the decision makingwas quite
simple and astraight forward task because of smailer scale of operationsand
lower level of competition in the market. But the decision making today has
become very complex in the wake of increased competition and fast changing
marketingenvironment. It isno longer possiblefor the marketersto make
decision simply on the basisof their gut feelingsor past experiences. They need
tocollect al the relevant information beforearriving at any decision. Somebody
hasrightly said that the success of any business depends upon the quality of
decision making, and the quality of decision making in turn dependsupon the
quality of information used in the decision making. Littlesurprising that marketing
managers are today constantly seeking high quality information to improvethe
quality of their decision-making.This essentially requiresan efficient marketing
information system and marketing research.

The present unit aims at discussingasto wliat marketing information systemis
and how one goes about designing a marketing information system. Marketing
research which isa major component of marketinginformation and most widely
usad by the marketing managersto collect varioustypesof information for
decision making is discussed in detail and the unit ends with a note on usage of
marketing research in India.

3.2 MARKETING INFORMATION SYSTEM
AND ITSCOMPONENTS

Marketing Managers often complain that there isnot enough marketing
information of the right kind for good decision making. At the same time, the
problem of some managers isthat they suffer from oversupply of wrong kind of
infor~natiorand they haveto wastealot of time in searching the right kind of
informationfrom the whole lot of inforination supplied to them. Another major
complaint made by the marketing managers isthat the required information iSSo
widely dispersed throughout the organisation that they have to make agreat deal
of effortsto locate simple facts. Important marketinginformation is quite often
suppressed by the subordinates if they feel it will unfavourably reflect on their
performance. Marketing managers in many organizationsareequally critical of
the fact that the important information arrivestoo late. All these problems
compound the marketing manager's decision making tasksand, unless
satisfactorily solved these can severely affect the business performance. A
properly planned and executed marketing information system goesalongway in
assessing the information needs of marketing managers and supplyingthem with
the requiredinformation in time to facilitate better decision making.

Marketing information system can be defined as a set of proceduresand
methods for the regular and planned collection, analysis and presentation
of information for use in making marketing decisions. As a set of
proceduresand methods, ~narketingnformation system ensures timely collection
and supply of objective, reliableand valid information to the marketingmanagers
on aregular basisto enable them to make informed decisions. Marketing

information system isan elaborate system that comprisesof varioussubsystems 19
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used by an organization forcollecting, processingand storing information
required from timeto time by the marketing managers.

Figure 3.1 shows variouscomponentsof the marketing information system and
also depicts linkages of the marketinginformation system and its sub-systems
with the marketingenvironment and marketing managers. Marketing

managers make decisions keeping in view the marketing environment which
comprisesof target market customers, competitors, distribution channels,
generd publics and the broader environmental forces such as demographics,
technological breakthroughs, incomelevels, economic policies, marketing
legidationsand political ideology and stability of the ruling government.

Marketing information system isso designed that it collects the relevant
information on a regular basisform the marketing environment external to the
organizationand suppliesthe same after necessary editing and processing to
the marketing managersto aid their planning, organization and control
activities. Marketing decisions made by tlie company executivesand action
plansdevel oped by an organizationin the light of the collected information
soon get conveyed to other playersin the market and dl such information
becomesa part of the larger marketing environment. Other firms using their
marketing information systemscome to know of these competitive actions and
other market, and evolvetheir marketing policiesand strategies. Like in the
case of the first firm, the decisions made and actions taken by tlie competitors
soon become part of the larger environment and get known to other
participantsin the market. The processthus continues in acircular way,
enablingeach organizationto know through its marketinginformation system
asto what is happening in the market and how it should respond to the
changing milieu.

Components of Marketing Information System

Asshown in Figure 3.1, acompany can make use of four subsystems - also
called as the components of the marketing information system — to collect
tlie information about its marketing environment. The four componentsare:
internal reporting systen, marketing intelligence system, marketing
research system and analytical marketing systenz. These are discussed in
detail in thefollowingparagraphs.

a) Internal Reporting System: Every company has a system of reporting
eventsand decisionswithintheorganization. Thisisknown asinternal
reportingsystem. Theinterna reporting system supplies management
with variety of information,includingtlieones related to marketing
operationsand decisions. The internal reporting system basically
disseminates result data such as orders received, sales made, inventory
levels, accounts receivablesand bills payables. The system enablesthe
marketing managers to know asto which one of its productsand brands
aresalingwell in wliicli marketsand in which seasons. All this
information can be very useful to tlie managersin deciding asto in which
product linesand marketsto invest more, and from which product lines
and markets thefirm should divest. The system can be extremely useful
to the marketingmanagersif it isableto provide all such information
quickly and accurately.

Not much additional costs or efforts are needed to evolve this system in
an organisation. Wliat is required issimply greater cooperation among
variousdepartmentsin preparing product, market and period-wise sales
and expense statements, and passing on tlie same on a regular and timely
basisto the marketingmanagers so asfacilitatetheir decision making.
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Figure3.1: Marketinglnfor mation System

Source 1 Adapted from Philip Kotler, Marketing Management: Analysis, Planning and Control, 5
edition, Prentice Hall, Englewood Cliffs, 1984.

b) Manrketing Intelligence System: It supplies the management with the
happening data. Marketing intelligence system refers to informa search of
information on a continuous basis from various sources— both interna and
external to the organisation. Managers, for example, can gather valuable
information by talkingto different executivesworking in the company, company
salesforce, dealers, wholesalers, retailers, customers and other participants in the

market.

Observation of events as and when they occur in the market is an important way
of collectingthe market information. Just walking around tlie market placeand
observing what products aredisplayed in the window displays and shelvesin the
retail stores, which types of people are buying which typesof products brandsarid
how competitors are,advertising and promotingtheir products in the market can
providevaluable insightsto the marketing managersin devising their marketing
strategies. Reading newspapers and magazines, buying competitors products,
and buying marketing reports from marketing research agenciesand industry
associations are other waysof gathering information about market devel opments.

c) Marketing Research System: While the other two systems discussed above
provideinformation of general natureto the marketing managers, marketing
research system aimsat collecting and disseminating information relatingtoa
specific marketing problem faced by thedecision makersof thefirm. First a
formal plan isdevel oped to decide asto which specific information is needed and
then this information iscollected from such specific secondary and primary data
sources as can supply the required information at minimum coststo thefirm.

Though marketing intelligence system appearsquite similar to marketing research
system, thetwo systems are different from each other. While marketing
intefligence system collects information of general natureon aregular bas's,
marketing research system is employed for gathering specific information as
required to solve a specific marketingproblem. The other major point of
difference between the two subsystems is that while the former collects
information more on aregular basis through ways such asdaily reading of
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Nature and Scope newspapersor frequently visiting the marketplaceto observe retailers and

of Marketing competitors behaviours, marketing research studies are conducted mostly on
adhoc besis as and when some a specific marketing problem arises.
Furthermore, while marketingintelligencesystem employsinforma methods of
data collection, marketing research makes use of more formal and scientific
methods of data collection so as to ensure higher degree of accuracy and
reliability of the collected information. We shall refer to some of these aspects in
moredetail in Section 3.5 whilediscussing meaningand nature of marketing
research.

d) Analytical Marketing System: It isconcerned with building and using
marketing modelsand techniques to analyse the information available with the
organisationand/or to better understand, predict and control the marketing
process. It so happens that the three systems describe above provide so
voluminousdata to the managers that is not possiblefor the marketing managers
to directly assimilateand usethem in decision making. Analytical ~narketing
system comes to a great rescue to the marketing managers by condensing and
simplifyingthe collected data, and presenting them in aform easily understandable
to the marketing managers.

Activity A

Tak to marketing manager in your firm (or else in some other firm you can easily
approach) about different typesof information used by him during the last three months
for making marketingdecisions. Try to ascertain asto which one(s) of the four
components of the marketing information system explained above are used in the firm
for generatingand disseminating the required to information the marketing manager.

Information Used Component of marketing
information system used for
collecting information

N

Rl I

10.

3.3 INFORMATIONNEEDSIN MARKETING

Marketing information system playsan important rolein providingall that information that
the marketing managers need in makingstrategic aswell astactical marketing decisions.
Marketing managers need a variety of information SO as to be able to discover market
_ ~ opportunitiesand threats, select target markets, devel op suitable marketing mix strategies
47 and periodically evaluate thefirm's marketing performance, Exactly what information is




needed dependsupon the specific marketing managementtask beingfaced by the manager
and hisaccumul atedexperience/knowledge and time frameinvolved in tlie decision making.

Broadly speaking, a marketing manager faces two broad types of marketing tasks:

(1) nzarket opportunity/threat analysis, and (2) search for causes/alternatives, for
making marketing decisions. Each of these types of marketing management tasks
along with the specific information needsisdiscussed below.

3.3.1 Market Opportunity Threat Analysis

The firsttask relatesto market opportunity/threat analysis. This is accomplished
by undertaking either situation analysis or company performance analysis.
Situation analysisinvolves adetailed analysisof various componentsof company's
marketing environment. The information needed by the marketing manager to
understand marketing environment isasfollows:

a  Demographic environment: Population size and growth rate, gender ratio, age
structure, popul ation density and mobility.

e Competitive environment: Extent and nature of competition in the market.

e Support environment: Availability,quality and cost of power, labour, raw
materials, components and machines; quality and costsof advertisingand
research services, availability and costs of middlemen, etc.

a  Economic environment: GNP and per capita income; interest rate; inflation;
economic and commercial policies.

e Technological environment: Level and cost of technology adoption.

.&  Socio-cultural environment: Religions, languages, education levels, aesthetics,
beliefsand attitudes, lifestylesand businesscustoms.

e Political and legal environment: Ideology of different political parties, stability
of government, various marketinglegislations.

Mosgt of this information isusually collected from the external secondary data sources.

Theother kind of analysis undertaken to understand market opportunities/threats is
referred to as company performance analysis. By undertakingan analysisof the
company's past performance, a manager is ableto identify productsibrandsand

market segments where company isdoing well, and as such constitute opportunities
for the company for further growth and investments. Product lines or market segments
wherecompany is not performing well or where company is witnessing constant
declinein itssales/profits represent areas of threats and concerns for the company.
For undertaking such an analysis, a marketing manager requiressales and marketing
expenses data for the company aswell asfor the industry as awhole. For an effective
analysis, overall sales and marketing expenses figures aloneare not sufficient. What is
required is product-, brand-, area- and period-wise breakup of the company and
industry sales and marketing expenses. Most of this information is collected from the
company's accounting records and the trade and industry publications.

332 Searchfor Causesor Alternatives

Tlie other kind of managerial task faced by a marketing manager relatesto sear ch for
causes or alter natives pertaining to a marketing problem. In case a marketing
manager finds a product not performing as per the company’s expectations, he needs
information about possible causes of poor product performancein the market. Since
the reasons might relate to short term as well as long term factors, and might have
their originin priceand non-price factorssuch as product quality, image, promotion or
distribution; amarketing manager needsdetailed information on all such aspectsbefore
he can be sue as to what exactly are the factors responsiblefor poor product
performance. In asimilar vein, a marketing manager requires information froma
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variety of sources such as customers, retailers/distributors, salesman and competitors
to identify possible alternatives for improvingthe product acceptance and sales in the
market. The information needed in this connection isgenerally collected from the

secondary as well as primary data sources both internal and external to the company.

Once the marketing manager knows asto what reasons are responsible for poor
performance of aproduct in the market and what alternatives exist to improve the
company sales in future, he needsto make afina decision about the specific course of
action to be taken among severa aternatives. To beable to makeafinal decision,
marketing manager requires information about the possiblecosts and outcomes
associated with each of the identified alternativesa ongwith the information about
uncertainties associated with each outcome. Most of this information iscollected first
hand from the sourcesinternal and external to the organization.

3.4 DEVELOPING AN EFFECTIVE MARKETING
INFORMATION SYSTEM

To be useful tothe marketing managers, it is imperativethat the marketing information
system becarefully designed and set up in theorganization. A system devel oped
haphazardly or copied blindly form other organi sations might prove to be adrag on the
company resources. Thefollowing stepscan be helpful in developing an effective
marketinginformation system:

1) Determining Decision Makers' Information Requirements: The first and
foremost step in designing an efficient and effective marketing information system
isto ascertain information needs of the decision makers. The system should be so
designed that it isabletotimely and efficiently supply the information required by
the managersin decision making. A marketinginformation system should beable
to supply theinformationfor making both the strategic and tactical decisions.
Strategic decisions are thedecisionswhich have long term implicationsand entail
major investments. Whether to enter into a given market or not, which market
segments in the given market to be targeted and what positioning strategy should
be used are examples of strategic decisions. Thetactical marketing decisions, on
the other hand, are the decisions having short term implications and are made a
the lower levelsof management. Should acompany react to changes in price by
the competitors, and, if yes, by what amount; what distribution mode to adopt to
deliver the goods to a particular customer by astipulated date, etc. are the
decisions which come under the category of tactical decisions.

The determination of information needs of the managersisadelicate task and
should be handled with utmost care. Supply of moreinformation isas
dysfunctional asistheprovision of lessthan sufficient information for effective
decision making.

2) Establishing Data Collection and Storing Procedures: Elaborate procedures
should be lad downto ensuretimely and efficient collection, processingand
storage of information in the organization. In the absence of such proceduresand
guidelines, either right type of data might not be gathered or el se these might not
be properly processed and stored to be of any useto the decision makers. There
should also beaclearly lad down provisionfor periodically updating thedataso
as to keep the management abreast of |latest developments in the market.

3) Determining Procedures for Information Utilisation: Procedures are aso
required in respect of theanalysis and usage of the collected marketing
information in the organization. Marketing managersshould be well aware of
what information isavailable in the organization and how they can use the same in
decision making. Steps must be taken to ensurethat the information istimely
supplied to the managers as and when the requireit. The decision makers should



be made familiar with the procedure used in datacollection and processing stages Marketing 'Qforma“oln‘
so that they can assess the extent to which they can rely upon the information. and Researe
The System should be so designed that it is user friendly and, if required,

managers on their own should be ableto retrieveand make use of the stored

information.

4) Proper Linkages among Components of Marketing Information System:
Each of the four components or sub-systemsof the marketing information system,
viz., interna reporting system, marketing i ntelligencesystem, marketing research
system and analytical marketing system, should be properly linked with each other
and their should be utmost coordination among them to ensureattainment of the
common end, i.e., provision of timely and reliableinformation to the marketing
decision makers. In a nutshell, what the company should strivefor is an integrated
marketing information system.

5) Efficient, Reliable and Flexible System: A good marketing system is one that
isableto providequickly and reliable informationto the decision makersat the
minimum possi ble costs to the company. Furthermore, the marketinginformation
should be so designed that it is capable of coping with the changing marketing
environment and information requirements of the decision makersin the
organization.

In brief,agood marketing information system isone that isuser oriented. It should be
able to meet the managers’ current as well as future information needs. Both the
operatingand supporting systems should be installed as capable of supplying
information required for day to day decision making aswell asfor strategic marketing
analysisand planning.

Activity B

Hold discussions with the marketing manager(s) in your organization so asto ascertain
whether asystem exists in the organization to collect and providethe information
required by the marketing managers and, if yes, to what extent the system can be
considered effectivein meeting their information requirements. After talkinglo the
managers, answer each of the questions given below. (Alternately you may get in
touch with another organization and complete this activity in respect of that
organisation).

a) Doesthe organization have aformal marketinginformation system?

...............................................................................................................................

................................................................................................................................

b) Which of thecomponents of amarketinginformationexist in the organizationfor
collecting and analyzing the marketinginformation?

................................................................................................................................

...............................................................................................................................

c) Isthemarketing information system abletoquickly providethe informationto the
marketing decision makers? ( JYes ( )No

d) Isthe marketing information system ableto providethe managersall the
information they need for effective decision making? ( )Yes ( )No

e) Do the managersfindthe information supplied to them as reliableand accurate?
{ YYes ( )No

f) Istheinformation supplied easily understandableand usable by the marketing
managers? ( )Yes ( )No

45
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3.5 MARKETING RESEARCH -MEANING AND ,
NATURE

In the preceding sections, we observed that marketing researcli isone of tlie
componentsof marketing information system. Since marketing researcli isan
important way of collecting information needed by marketing managersfor decision
making, we must discussit in detail.

Simply speaking, research means a systematic and objective investigation of a
subject or a problem in order to discover relevantinformation or principles. When
appliedto solving marketing problems, it is known asmarketing researcli. In order
to understand the'term marketing researcli more thoroughly, let us havea look at a
few definitionsprovided by the expertsintliefield.

Green, Tull and Albaum (1997) defined marketing research as “The systematic and
objectivesearch for and analysisof iriformation relevant totlieidentificationand solution
of any problem intliefield of marketing."

The definition provided by Malhotra (1 999) - a leading marketing research expert in
the United States- isamost similar. Accordingto him, marketing research is*the
systematicand objective identification, collection,analysisand useof information
for the purpose of improvingdecision making related to the identification and
solution of problems(and opportunities) in marketing."

Let usalso have alook at the definition provided by American Marketing
Association (AMA) which isconsidered to be the leading body of marketing
professionalsand academiciansin the world. Earlier, AMA had defined marketing
research as''the systematic gathering, recording and analysing of data about
problems related to the marketing of goods and services™. In 1986, AMA adopted
anew definition ofmarketing research which isgiven below in Exhibit 3.1. Though
the new definition is more elaborate, it is riot as succinct asthe earlier one. For
purposes of better comprehension, we can continue tofall back upon AMA’s earlier
definition of marketing researcli.

Exhibit 31
AMA Redefines Marketing Research

"Marketing research is the[unction which links the consumer, customer, and public to the marketer
through information - information used to identify and define marketing opportunities and problems:
gencrate, refine, and evaluate mnrketing actions, menitor marketing performance; and improve
understanding of marketing as a process.

Marketing research specifiesthe information required to address these issues: designs the method for

collecting information; manages and implementsthe data collection process; analyses the results; and
communicates thefindings and their implications."

Source: "' New Marketing Research Definition Approved", AMarketing News, Vol. 21, January 2, 1087.

These definitionsclearly point to the following three key characteristics of
marketing research which enable us to differentiate it from oilier components of
marketing information system discussed in Section 3.3.

a) Marketing research is a systematic process of data collection. By the term
'systematic’ we mean that marketing researcl: isa formal and planned
process. It isdecided beforehand asto what ilie marketing problem is and



what information isrequired to be collected to solvethe given marketing
problem. It is also decided in advance as to whicli methodswill be used to
collect the desired information and from which sources. These aspects that we
will explore in detail in Section 3.7. Unlike in marketingresearcli, one does not
goinfor collecting information systematically under the marketingintelligence
system. Moreover, while using marketing intelligencesystem one isneither
clear asto what information is to be collected nor one knows what source(s)
and method(s) to be used for collecting the information. One collectsthe
information whatever he or she comes across while talking to the salesmen,
dealers or customers and moving around the market.

b) Objectivity in data collection and analysis is the second important
cliaracteristic feature of marketing research. The marketing researcher does
his or her best to ensure that tlie information being collected isfreefrom
personal biases and prejudices. Those data collection methodsand sources are
used which appeal- to be relatively more objective and reliable.

c) Theother major characteristic of marketing researcli isits clear cut focus on
agiven marketing problem. This isquite in contrast to internal reporting
and marketing intelligence systems where information of general nature is
collected without any specific problem in mind. For instance, while going
through tlie monthly sales report or talking to a salesman, one might cometo
know that some products are not doing well in the market. Thisinsight though
useful isnot a part of marketing research as it has not been collected
purposively in aformal manner. The management has conic to know of this
development just by chance whilecasually glancing over the monthly sales
report or talking to salesman in a routine manner.

3.6 PURPOSE OF MARKETING RESEARCH

The basic purpose of marketing research isto facilitate decision makiug process.
Marketing researcli helps the decision maker by clarifying the situation or problem
hc isconfronted with and by diagnosing the reasons responsible ior the probiem und
identitying various alternatives that can help solvethe given marketing problem. In
tlie absence of marketing researcli in tlie present day marketing environment,
neither the marketing problem would be correctly identified, nor isit likely that a
right marketing decision would be arrived at. By identifying a number of alternates
to choose from along with tlie likely outcome of each choice, marketing research
makes tlie task of making marketing decision much easier.

Marketing research not only makes tlie decision making processsimpler, but it also
reducestlie risks associated with the decision-making process. The risks arise
becauseof uncertainty of what will happen in future. For instance, it isnever
certain asto how the customers or distributors would behave in future or the
manner in which the competition will react. To the extent that research provides
information about tlie future, it anticipates the future and providestlie manager
with a sound basisfor his decision-making. However, one cannot overlook tliefact
that researcli cannot provide perfectly exact or accurate information. Uncertainty
about the expected outcome of the decisions will always remain there, no matter
how much information one has collected to base one's decision on hard facts.
Example provided in Exhibit 3.2 isacase in point. But since the marketing
research is based on scientific methods of datacollection and analysis, its findings
and projections, at the least, provide adefinite trend of scenariosfor future
decision-making.

Marketing Information
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Marketing Predictions Can Go Away

Unforeseen factors have the uncanny ability of upsetting even the most stable apple cart. In the mid
1950s, Ford Motor Company in USA had a 25 per cent market share of the automobile market segment.
The company wanted to introduce a new car model which would appeal to young executives and
professionals. Thedecision was based on research which revealed that this market segment accounted
for 25 per cent market and was expected to grow to about 40 per cent. Ford spent colossal amounts
researching and designing the new model which was named Edsel. When introduced in the market the car
was a total flop. Thishappened because of occurrence of three unforeseen events. Firstly, the youthful
car market segment did not grow asrapidly asthe market researchhad indicated. Secondly, the recession
also set in at about thistime and people began looking for more economical means of transportation.
Thirdly, there was asudden change in customer tastes, with people turning away from flashy exteriors,
and the flamboyant Edsel was totally out of tune with new taste for austerity and functional simplicity.
Thisexample highlights thefact that despite best research effort the outcome can still be unpredictable.
As Reynolds, aformer Ford executive, commenting on the Edsel fiasco, commented, " If ishard to see
how anyone could, given the ki nd of car market that existed in 1955 and 1956 have anticipated such

trends..”.

The third purpose of market research isto help firms discover market opportunities
which can be profitably exploited. These opportunities may exist in theform of
untapped customer needs and wants not catered to by the existing firms. Food
Specialities Limited (marketers of popular brands such as Nescafe Coffee and
Lactogen milk powder) in India sometime back introduced adairy whitener (asa
substitutefor milk) called 'Every Day' for makingteaand coffee. The product turned
to be a big success for being most convenient to use in offices where teaand coffee is
consumed in large quantities, but fresh milk is not easy to procure. Every Day fulfilled
aslot in the market which was not being catered to by the existing milk powders.

Activity C

Does your organisation make use of marketing research to improvethe quality of
marketing decisions? Give one or two specific instances, describingthe marketing
situations/problems in which marketing researchwas used. Alternately you may get in
touch with another organization and complete thisactivity in respect of that
organisation.

.......................................................................................................................................
........................................................................................................................................
........................................................................................................................................
........................................................................................................................................
........................................................................................................................................

3.7 SCOPE OF MARKETING RESEARCH

Marketing research is quite pervasive in nature and can be used by the marketing
managersat all levels of managerial hierarchy for discharging various managerial
responsibilities. Be it marketing planning, organisation or control; marketing research
comesto agreat help tothe marketing managers in performing their duties. At the
marketing pfanning stage, marketing research can be used to develop an understanding
of the market situation and identify market opportunities and threats. It can also be
used for estimating market and sales potentials, fixing salestargets and marketing
budgets, dividingthe market into different sesgments, selecting the target market(s) and
48 - devel oping appropriate positioningand marketing mix strategies.




Equally important isthe use of marketing research in organization and control of Marketing Information
marketing operations. Marketing managers make use of marketing research to decide and Resenrch
about tlieappropriate organizational structure - product or area based, layingdown

salesterritories and determining the number of sales peopleto be recruited for

adequately covering the target market customers. At the end of a given period - may

be towards tlie end of a month, quarter or a year, marketing research can be used to

gather sales data for comparing them with the sales targets for purposes of marketing

control. If any shortfalls in sales targets are detected, reasons responsiblefor such

shortfalls can be identified with the help of marketing research. With an equal zest,

marketing research can be employed by the marketing managersto explore

alternatives to correct the shortfalls in sales in future.

The other way of understanding the scope of marketing research isto havea look at
itsapplications in various marketing decision areas. Based on the nature of marketing
decisions for which it is used, marketing research isclassified as () market researcli,
(b) consumer research, (¢) product researcli, (d) pricing researcli, (€) advertising
research, (f) distribution research and (g) sales research. Each of these types of
marketing research applications arediscussed below.

i) Market Research: Market research is a part of marketing research, and as
such it should not be confused with marketing researcli which is much broader
activity and includes market research as well as other kinds of marketing
researcli applications such as consumer research, product research, pricing
researcli, advertising researcli and sales research.

Market research isa study of market that is undertaken with a view to determine
size and growth of the market, and to identify factors affecting the market.
Before entering into a market, a marketing manager needs to ascertain whether it
isworthwhile to enter into the market. Even at tlie marketing planning stage, it is
essential that managers know the nature of the market and various threats and
cliallenges present in it. It enablesthe marketing manager to know as to who
broadly speaking its customers are and whether their needs and wants are
homogeneous or heterogeneous. Besides gauzing the market potential, forecasting
sales, and estimating market share that a company can possibly attain given its
marketing programme; market research helps marketing manager in
understanding the extent and nature of competition present in the market. It also
suppliesthe information relating to distribution infrastructureand other support
services available in the market. Through provision of all this information, market
researcli enables a marketing manager to ascertain the opportunities and threats
present in the market.

i) Consumer Research: You know that marketing is an activity which is primarily
concerned with identifyingand fulfilling customer needs and wants. Marketing
researcli should, therefore, precede marketing planningand organization.

The unfulfilled needs and wants should befirst identified and trandlated into
technically and economically feasible product ideas, which then should be
marketed to the customers. To be able to decide about promotion, pricing and
distribution decisions, you asamarketing manager should know who the
customers are for your products (whether housewives, teenagers, children), what
their socio-economic profileisin terms of income, education, cultural, religious
and professional background; and where they are concentrated in terms of
location. Besidesthis information, it isalso important for you to know the process
by which a prospective customer arrivesat a decision to buy your product. If you
know the sequential steps in the purchase process and the influencing variablesat
each stage, you can design appropriate strategies to exert a positive impact on

them, and thus ensure an actual purchase of your products. All this is
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accomplished through the use of consumer research — aspecialised and distinct
application of marketing research.

Someti me back, Doordarshan conducted audience research for determining the
most popular and unpopular programmes, and the consumer preferences for
changes in programme contents and timings. For conducting this research,
Doordarshan inserted adetailed questionnairein the leading national newspapers
and invited viewerstofill it in and send it back to them. Using this information,
Doordarshan developed plansto revampits programmesand timing schedulesto
cater to the large magjority of viewers.

Product Resear ch: The other important application of marketing research
pertainsto product development and planning. It is known as product research.
Product research is undertaken to determine tlie final design of the product and its
physical attributes such as colour, size, shape, packaging, and brand name. It is
also useful in arriving at the right combination of product attributes and right
product portfolio, i.e., number of variantsof tlie basic product, accessories and
attachments which need to be offered to the customers. Product research is
equally used by the marketing managersfor evaluating new product ideas, testing
product positioning and estimating futuresales levels.

Pricing Research: Pricing research is used to fix the wholesale as well as retail
prices of the products. Price research helps in estimating the level of demand at
different price points. Such an analysis revealsthe extent to which customersare
sensitive to price changes, and providevaluable clues to the marketersin deciding
thefinal price of the product.

Advertising Resear ch: Most companies use advertising to make the consumers
aware of their products and also to provide a boost to their sales. In some cases,
the amount spent on advertising may besmall, whilein others it may run into
crores of rupees. Irrespective of tlie actual amount spent on advertising, each
company wantsto maximisethe return on every rupeethat it spends on
advertising. Advertising research helps the firm to accomplish this objective. It
providesinformation on the most cost-effective mediaand provides insights for
determining advertising budget. It isalso used for measuring effectiveness of
specific advertisements; advertising campaigns and theentire advertising strategy.
Another important use of advertising research isto collect information on the size
and typeof audiences for different advertising mediasuch asdifferent radio
programmes, TV channels, newspapers and magazines. This information isused
to refinethe advertising strategy to make it more relevant and sharply focused.
Advertising research isalso used for determining the image that the customers
hold about the company and its products.

Distribution Research: Distribution research helps in identifying different types
of distribution channels and retail outletsthat areavailable in the market and
assessingtheir quality and costs. On the basis of comparative information for
different channels and different types of outlets, onecan choose the combination
that ismost suitablefor acompany's product.

L et usconsider an example. A firm iSmarketing refrigeratorsthrough distributors
and retailers in the Eastern zone. The understanding between the firm and
distributorsisthat tlie latter will provideafter sales service to the customers.
Analysing the salesfigures, the firm finds that the sales level in Eastern zone is
much lower than in tlie other zones. Marketing research reveals that one of the
reasons for this low sales performance isthe poor after sales service provided by
the distributor. In a high value durable product such as refrigerator, quality of after
sales service is an important factor influencing the customers' purchase decision
regarding the specific brand to buy. Based on this research finding, the firm can




decide to do away with thedistributor and instead open its own branch office. Marketing Information
The new distribution channel comprising branchofficeand retailersis and Research
operationally more expensive, but thecompany can now control the quality of

after sales service as well as the other marketing inputs. Though the new

arrangement will entail incremental distribution costs, but this might be morethan

compensated by increased sales and higher customer satisfaction.

Distribution research can aso be useful in determining the best possible location
for setting up awarehouse. A marketing manager can study the movement
patterns of goodsto different cities and identify high and low sales potential areas.
The finding coupled with information on rail/road connectionscan be helpful in
deciding the ideal location for the company's warehouse in agiven region.

vii) Sales Research: Sales research is undertaken by a company to ascertain its
sales performance. More specifically, sales analysis enablesacompany to know
the extent to which company has been ableto achieve its salestarget and where
it stands in comparison to its competitors in the marker. When analysed in terms
of brands, customer groups, salesterritories arid time period, sales research can
provide useful insights asto which brands with which customersgroups in which
salesterritories and time periodsare doing well. Thisin turn can be helpful in
identifying areas for future investments and divestments. Sales researchisalso
used for analyzing costs and profitability associated with different brands,
customers groups and sales territories. This enables the marketing manager to
know which brands, customer groups and salesterritories are more profitableand
where tighter cost control measures are needed.

3.8 MARKETING RESEARCH PROCESS

Marketing research is undertaken in order to improvethe understandingabout a
marketing situation or problem, and improving thequality ofdecision-making. But much
depends on how well the whole research process has been planned and carried out.
Marketing research process refers to a series of steps which taken together ensure a
systematic and planned investigation of a marketing problem. Broadly speaking, a
marketing research consists of followingfive steps:

i)  Problem definition

ii)  Determining research design

iif)  Field work and datacollection

iv) Dataanalysis

V)  Report preparation and presentation
3.8.1 Problem Definition

A problem isany situation which requires further investigation. However, not all
marketing problems need formal investigation or research. Many problems areofa
routineand trivial nature which can be solved immediately after ascertaining relevant
factsalready available with the company. Supposeyour distributor wants 90 days
credit against the usual 60 days because he isfacing certain financial problems.You
can immediately check this distributor's past recordsin honouringliisoutstandings and
ascertain the genuineness of his problem and make adecision.

Sometimes marketing managers face marketing problems wherethey do not have
factswith them. What they have issome past experience and intuition, and they make

use of them in solving the problems. Such decisions made on judgement may not
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Nature and Scope alwaysturn out to becorrect, but the problem may not be important enough to justify
of Marketing substantial time, money and effort being spent on solvingit. This usually isthe case
with marketing problemswhich are of routine nature and do not entail much costs.

But when the problem iscritical, spending resources on marketing research is
warranted, Also when the problem is such that the manager has no past experience to
guide him (asin the case of anew product launch) or when the decision islikely to
haveadcritical impact on thefuture of the company (such as diversification into new
markets), it isworthwhile to undertake research and make decisions on the basis of
research results rather than depending on gut feelings or hunches.

It isimperative that you properly definethe problemto beinvestigated. Problem
identification and definition isthefirst and foremost step in marketing research and
should be carried out very carefully. Any haste at this stage can lead to wrong
identification and definition of theproblem, and can resultin collection of wrong
information. Itiscorrectly said that ‘a problem well defined ishalf-solved.” A clear,
precise and to the point statement of the problem itself provides cues for the solution
and enabl es the researcher to identify specific information needs to solvethe given
marketing problem. On the other hand, a vague, general, or inaccurate statement of the
problem only confuses the researcher, and can lead to wrong problems being
researched and useless results generated.

Contrast the two following statements of the same marketing problem:

a) Wrong problem definition
Product ...........ccovvnn. : Typewriter
Market .......c.oooovernennn, : West Zone

Marketing research problem: Sales not picking up at the rate at which they
should.

Thisisapoorly defined problem because it does not specify as to what
information needsto be collected by the researchers.

b) Correct problem definition

Product...........ccccvivnninicnnnn : Typewriter

Market ....coovevniiiii : West Zone, with special emphasis on Bombay,
Pune, Nasik, Ahmedabad, Baroda

Current market share.................. . 17 percent

Market segment........c.cc.ccoevvninne. . Non-officecustomers, i.e., professionalssuch as

lawyers, doctors, accountants, consultants,
journalistsand writers.

Current market share.................. . 3.5 per cent in the non-office segment

Marketing manager's problem....: In the year 2002-03, our brand of typewriters
achieved only a2 per cent growth rate asagainst
the projected 5 per cent.

Marketing research problem........ : Tofind out the reasons for the shortfall in the
growth rate in the non-office market segment
and suggest a specific strategy to achievea 10
per cent market share in this segment by
December 2003.

Thisiscorrect definition of the problem and researcher can determine in advance

57 asto what information he isexpected to supply to the decision maker.
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and Research

3.8.2 Determining Research Design

Once a problem has been correctly and precisely defined and the research objectives/
information needs clearly stated, the next step is to determining the research design. A
research design isa plan that guides the conduct of an investigation and collection of
needed information. The decisions concerning data sources, data collection methods
and specific research instrument and sampling plan that you will usefor collecting the
data come under the purview of the research design.

a) Data Sources

There aretwo important sources of data viz., secondary data and primary data.
Secondary data are the data that have been already collected in the past and you can
make use of them in solving your marketing problem. A great dea of data such as
those relating to population size and growth, major competitorsin tlie market, total
industry salesand market shares of different competitorsand type of distribution and
marketing support Servicesavailable in amarket iscollected and published periodically
by tliegovernment organizations, trade and industry associations and research firms.
Various government departments and ministriessuch as Planning Commission, Central
Statistical Organisation, Reserve Bank of India, CensusCommission aswell asprivate
organizations such as FICCI, CII and PHD regularly collect and disseminate a variety
of information, Onecan al so make use of thedata compiled by international bodies like
WTO, UNCTAD, International Labour Organisation, World Bank and International
Monetary Fund. Such data are especially useful for thefirmsoperating internationally.
With developments in information technology, many a secondary dataare nowadays
availableonline.

Since secondary dataalready exist in an accessible form, these only liave to be
located. You must always first check whether any secondary cdataare available on tlie
subject matter into which you are researching and make use of it, since it will save
considerable time and money. But the data must be scrutinised properly because these
were originally collected perhaps for another purpose. The data must aso be checked
for reliability, relevance and accuracy.

Activity D

Talk to tlie marketing executives in your organization to ascertain whether they make
use of secondary data? Describe two specific decisions in which the secondary data
were used in the recent past. Also list various secondary data sourcesthat your
organization might have used in making marketing decisions. [n case you are not
employed in an organization, you may get in touch with another organization and
complete this activity.

........................................................................................................................................
........................................................................................................................................
........................................................................................................................................
........................................................................................................................................

........................................................................................................................................

Primary Data refers to original datacollected specifically for tliecurrent researcli.
Primary datacan be collected from customers, retailers, distributors, manufacturers or
other information sources. Though collection of primary dataisacostly and time
consuming Process, it does pay itself by providing useful insightsand perspectivesto
the marketing managers in solving marketing problems. Primary data may be collected

through any of the three methods: observation, interviews and experimentation. 53
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In observation method, the researcher gathers information by observing, i.e.,
noting down thingsand behaviours. This method isgenerally used to observe buyer
behaviour in ashop or to assessthe impact of shelf placement and point of
purchase promotional material. For instance, you, may liketo observe the movement
of sliopping traffic through a department store, the number of shoppers who
stopped before a particular display, etc. The obvious limitation of the observation
method isthat it allows observation of only overt behaviour. It provides no cuesas
to why acustomer behavesin a particular manner, what product attributes appeal
most to him, whether he would like to buy the product again, etc.

I nterviewing method is used when one wants to collect information about
consumer motives, perceptions, attitudes, past behavioursand future intentions —al}
of which are not observable. The interview method can also yield information about
the socio-economic profile of your customers. The interviewscan be conducted'on
either small group of personsor a large group of persons.

The nail questionnaire isappropriate when your sampling units are distributed
over awide geographical area and the cost of reaching them personaly is very
high. In such case you can send a questionnarie (list of questions), which the
respondents fill and send back by mail. However, the return rate of mail
questionnaires is usually very low, ranging between three to seven per cent. On an
average, you would haveto mail 1,000 questionnairesto get back thirty filled-in
questionnaires. Another drawback isthat you have no way of checking the
authenticity and accuracy of theresponse. The respondent may fill totally wrong
information and you may never be able to detect it.

Experimentation method is basically asimulation of the real-lifesituation, but in a
controlled environment in which you systematically introduce certain elements to
study their impact. This method is used for finding the best sal estraining technique,
the best price level, the most effective advertisement campaign, etc. However, its
use requiresan extremely skilled researcher to ensure useful results. Also, this
method is expensive.

b) Research Instrument

In the observation method, tlie researcher may use a camera, tape recorder or tally
sheet (that is a sheet in which the number of timesan event occurs is recorded).
Whatever the instrument used, the researcher must ensure that the instrument is
appropriatetotheoccasion and isreliable.

In the survey method, the most commonly used instrument is the questionnaire.
This isawritten and organised format containing all the questions relevant to
soliciting the required informational ong with tliespaces provided to record the
answers. The preparation of aquestionnaire requires great skill. To check that the
guestionnaire servestheresearch objectives, it should betested on a limited scale
and thisistechnically known as apilot survey. The objective of a pilot survey isto
weed out unnecessary questions, questions which are difficult to answer, and
improve the phrasing of certain questions which are difficult to comprehend.

The wording of tlie questionsis avery importantin ensuring correct response.
Clearly worded and precise questions are not only easy to understand, but they also
increaserespondents’ cooperation in providing answers, Consider thefollowing
three aternatives in thiscontext :

a) Wheredid you buy thistoothpaste?

b) Can you please tell me the name of the shop from where you bought this
toothpaste?

c) Fromwhichshopdidyou buy thistoothpaste?




On the other hand, suppose you aretrying to find out the custom& perceptions Marketing Information
about the performance of foreign brandsof televisions versusIndian brands. The and Research
manner in which you phrase the questions isextremely critical as it can influence

the response. Consider thefollowing three alternatives:

a) Do you think there isany difference in the performance of Indian TV setsas
compared to foreign sets?

b) Don't you think foreign TV's perform better than Indian ones?

) Most peoplefeel that foreign TVs perform better than Indian ones. Would
you agree with this statement?

Thefirst one isa better alternative for being neutral in wording. The phrases ‘b’
and ‘¢’ are not good choice as these entail interviewer and respondent induced
biases.

It should, moreover, bekept in mind that when asking questions about qualitative
aspects it is better to use open ended questions rather than close ended
questions. Open-ended questions are the ones where respondent isfree to give
answer in his own words. "How would you describe the taste of this
toothpaste?" is an example of open-ended question. But a question like “Would
you describe the taste of this toothpaste astingling?  Yes/No” is a close-
ended question because here respondent is not freeto provideanswer in hisown
words. He gives hisanswer simply by ticking one of the aternatives provided at
the end of the question.

The advantage of using the open ended questions isthat they give the respondent
freedom to answer in his or her own words. And this often providesinformation
and insights about the product which the researcher had not even thought of .
Close-ended questions, on the other hand, are easy to summarise and there is no
scopefor misinterpretation.

The sequencing of the questions in the questionnaire should be such that the
opening quistions create interest in the respondent and are easy to answer. The
questionnaire should gradually move from relatively simple todifficult questions.

Activity E

Using open-ended and closed-ended questions, construct a brief questionnairefor
gathering information about consumer attitudes towards coffee and their coffee
consumption behaviour.
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c) Sampling Plan

After selecting your research instrument for observation or preparing a questionnaire

for survey, you need to identify the source of your information. The source isalso

known asthe ‘population’ or 'universe'. For conducting marketing research, you

would rarely gather information from the entire population. Rather you would select a

small group of personsor units- referred to as sample. A sampleis, therefore, a small

group of persons or unitswhich hasal the characteristics of the population used for

conducting the research. The reasonsfor not using the population for marketing

research are: 55




Nature and Scope a) humber of unitsin the population may not beknown,
of Marketing

b) population units may betoo many in number and/or widely dispersed, thus making
research an extremely time consuming process,

c) itmay betooexpensivetoincludeeach population item.

S When the number of itemsin the population is small and known (say, the number of
i cinemahalls, colleges, government hospitalsinacity), you may usethe population as
your source of information. But in most cases, arepresentative group which has al the
characteristicsof the population and is known as sample isdrawn from the population
: and thisis used for conducting research. Having decided to use a sample, your next
step isto draw up a sampling plan. There are three decisionsto be made in connection
with thesampling plan:

¢ \Whoin thepopulation should besurveyed, i.e., determiningsampling unit,

®  How many units areto be surveyed, i.e., determining sample size, and

e How the unitsare to be selected, i.e., determining sampling method.

The choice of sampling unit will depend on the product with which you are dealing
o and thekind of information you need. In case of a product such as lipstick if you need
v information on the reasons which motivatea customer to buy your brand, your

‘ sampling unit would obviously beafemal e. But would the population compriseall the
- femaes? Obviously not, becauseall the females do not use lipsticks. You then need to

| collectinformation about femaleswho use lipsticksin termsof their socio~economic
background, education, occupational profile(student, housewife, professional), ageand
maritd status. The sample which you choose must be representative of the universein
termsof all these characteristics. If you want to find out the monthly sale of al brands
oflipsticksin a particular market, your sampling unit would bethedistributors or retail
outletswhodeal in cosmetics. Suppose the product being researched into istoysfor
the under 7-yearsage category. Who would constitute your sampling unit: the child
who actually plays with the toys or the parentswho exert astrong influence in the final
decision to purchase a particular toy? Here you would haveto consider not only the

; kind of information that you need, but also who is most likely to have it and his ability to
S communicate, and choose your unit accordingly.

Activity F

Suppose you are assigned the job of conductingasurvey to determine the levels of
post-purchase satisfaction of the customers of your car. Who would you choose as

= your sampling unit? What socio-economicvariableswould you consider in detailingthe
o profileof your customers?

.........................................................................................................................................

.......................................................................
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In decidingon the sampling size, you have to make a trade-off between the desired
accuracy of the resultsand your budget. The larger the sample, the more accurate are
theresults likely to be, but the cost would also be correspondingly high. Another factor
affecting the sample size isthe kind of research which is being conducted. In an
exploratory research, even asmall sample may besufficient. Jn focus-group
interviews, for example, samples of sizes 8 to 12 persons are sufficient becanse here




the purpose isto just know about their viewsrather than making any quantitative Marketing lnformﬂ“‘lﬁ
estimate of their consumption levels or intensity of given marketing problems. and Researc

A marketing researcher has to decide as to which sampling method he would use
for selecting tlie given number of unitsfrom the universe. The choice is between
two broad types of sampling methods: probability sampling and non- probability
sampling. In the former, each item of the universe has a known and non-zero
chance of being selected as a sample unit. In non-probability sampling, on the other
hand, researcher selects the unitson the basis of hisor her judgment. Generally a
researcher prefers those units which are either conveniently located (such as shops
on tlie main shopping street) or such unitswhich in hisor her opinion are
knowledgeable and will bewilling to provideinformation. Non-probability sampling
is mostly used in exploratory research where a representation of the universeis not
important. But where true representation isimportant, probability or random
sampling is used. Random sampling enables the researcher to make an accurate
estimate of tlie population characteristic but it ismoreexpensive than non-probability
sampling. The cost that you can bear and the degree of accuracy which you require
have to be weighed to arrive at adecision.

3.8.3 Fidld Work and Data Collection

This is the stage where tlie research design hasto be converted from the planning
stageto that of implementation. It involves going to tliefield and beginning the data
collection work. Two stages in field work are: (1) organising thefieldwork and

(2) supervising the datacollection work.

Organising Field Work: It hasto be decided how many people will be assigned to
tliefield, what will betheir qualifications, what will betheir geographical areasof
coverageand , how they will betrained. It is necessary to select those persons who
are familiar with the place where the survey isto be done. Preference should be
given to those persons who demographically match with the profileof the
respondentsto be interviewed. Appointing amale to interview thefemale
respondents regarding their cosmetic purchase behaviour will be amismatch.
Females will not feel free in expressing their feelingsabout various brands of
cosmetics or motivesfor using a particular brand. It will be desirable that afemale
fieldworker isappointed to carry out thistask.

Before sending the fieldworkersto thefield for conducting interviews, it is aways
desirableto properly train them and acquaint them with the survey objectivesand
procedures. Specific instructions concerning sample selection can be issued to them
such as selecting every fourth household in alane, all flats with an even number in
an apartment 'block’ etc., to ensure that they select tlie sampling unitsas per the
sampling plan.

Supervision of Data Collection: Supervision of field work is important to ensure
that tlie data collected are genuine and accurate. Most field work is carried out by a
team of field surveyors, and each team isassigned to a supervisor. The team
members plan their daily area of field work in consultation with tliesupervisor. The
supervisor may accompany different team members on different days. Usually in the
evening, the team members meet the supervisor and hand over the data which they
have collected and sort out any problems they might havefaced in thefield.

Apart from actually accompanying team members on data collection missions, the

supervisor can also make random check to ensurethat the data collected is genuine.

The check can be conducted either over telephone (wherever possible) or by

visiting the sampling unit. Thesupervisor may either ask tlie respondent whether lie

or she was visited by the field interviewer and cross check the accuracy of tlie

data. Random checking is carried out to ensure that thefield workersdo actually 57
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collect the datafrom the genuinesource of information and not just fill in the data
using their own imagination and ingenuity.

The collected data has also to be checked for its objectivity and accuracy. The data
has to be carefully checked to ensure that there is no distortion because of thefield
worker's bias or the respondent's bias. Respondent bins arises because people
generally liketo project an imageabout themselvesand their life-stylewhicli is

more flattering than the reality. This biaswould operate more in questions relating to
income; possession of certain items(VCR, air-conditioner), and habitsrelatingto
life-style (frequently travelingabroad, visitingclubs or restaurants). Inferviewer
bins arises because of the interviewer's own pre-conceived notions and ideas. A
female interviewer may select more of female respondentsin her sample because
she may feel that it iseasy for her to gather information from women rather than
men, thusintroducing interviewer bias in sampleselection.

In conducting field work, it may happen that the person from whom information is
to be collected is not at home or does not wish to be interviewed. The supervisor
must give guidelinesfor tacklingsuch situations. Field worker can be instructed to
visit adesignated respondent a given number of times and/or visit the respondent at
other times of the day when he or she ismore likely to be at home. If the
respondent isstill not approachable, hemay eventually be dropped. On not finding
the designated respondent at home, thefield workersmany atime substitute him or
her by a person living next to his house. This, however, isnot agood policy and can
lead to over representation of one particular type of persons who happen to beat
home at thetime of visit of the field workers.

3.8.4 Data Analysis

After you liave collected the data, you need to process, organise and analyse the
raw dataso asto makethem easy to understand and use in decision-making
process. There arefour phasesinvolvedin dataanaysis:

a) Dataediting

b)  Tabulationand graphical representation
¢) Datasummarisation

d) Statistical inference

e) Correlation and additiona dataanalysis.

DataEditing: Thecollected dataarefirst edited to ensure some minimum quality
standards. Each and every filled in questionnaireis screened to ascertain whether
answers provided by a respondent are adequate and consistent with each other. It is
also checked whether different respondents liave used the same unit for answering
the given question. Suppose we are editing the answersto aquestion **What isyour
income?" If we find that while some have answered this question in terms of
monthly income and otliers have provided annual income figures, then we should
edit theanswers to ensure that all answersare in the sameunit —€either in monthly
income value or the income annual figure. Thiscan bedone by either converting
monthly incomefiguresinto annual incomefigure by muitiplying the monthly
reported incomes by 12, or elsethe reported annual incomescan be converted into
monthly incomeshy dividingthe reported annual income by 12 to maintain
consistency in the answers provided hy the respondents. Questionnaires are also
checked to see whether most of the questions have been answered or not.
Questionnaires with too many answered questionsaredropped from further
analysis.




Tabulation and Graphical Representation: To draw inferences for usein Marketing Information
decision making, dataaretabulated and presented in terms of graphs. Individual and Research
observations or data are placed in suitable classes in which they occur and then

counted. Thus we know the number of times or the frequency with which a

particular event occurs. Such tabulation leads to afrequency distribution as

illustrated in Table3.1

Table 3.1: Frequency Distribution

No. of units No. of shops which
sold in April 2005 achieved this sale
Upto 100 18
101-120 25
121 - 140 33
141 - 160 29
161 - 180 19
181-200. | 1
Above 200 4

Thefregquency distribution may involveasinglevariableasin Table3.1 or it may
involve two or more variables which isknown as cross-classification or cross-
tabulation. You can make use of different types of graphs and diagramsto provide a
bird’s eyeview of the information contained in thetables easily understandable,

Data Summarisation: Thefrequency distribution presentedper se may not yield any
specific result or inference. What we want is a single representative figure which can
help usto make useful inferences about the dataand also provide yardstick for
comparing different sets of data. Measures of average or central tendency such as
mean, mode and median are computed to summarise thedatain single figure. Exhibit
3.3 provides an example of how the collected dataare summarized to aid the decision
making process.

Exhibit 3.3
Determining Pack Size for New Bread

Suppose a firm wants to introduce a new packing of sliced bread aimed at the customer segment of
small nucleus families of four members. It wishesto introduce the concept of asingle-day pack i.c., a
pack which contains only that number of bread slices that isusually eaten in asingleday. This
strategy would help to keep the price of the pack well within the family's limited budget. The firm
has many opinionson the ideal number of slicesthat the pack should contain — ranging from threeto
ashigh astwelve. The firm decides to hire a professional marketing agency to conduct market
research and recommend the number of bread slices it should pack.

Theresearch agency goes about the task in two steps. In the first step, it randomly chooses five
families (who areconsumers of bread) in each of the four colonies in thecity. These families are asked
to maintain for one week a record of theexact number of slices they consumed each day. From this
data, the agency calculates the average (or mean) number of bread slices eaten per family per day.
There would be twenty such mean values (5familiesin 4 colonies each; sample size 20). In the
second step, from these mean values, the modal value would provide the answer to the number of
bread slicesto be packed in each pack.
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Step 1
Family 1
Day Number of bread slices consumed
Monday 4
Tuesday 3
Wednesday 2
Thursday 5
Friday 6
Saturday 5
Sunday 3
Mean _ 32564543 = 28 = 4,
7(no. of days) 7
Step II

Inasimilar manner, mean values for rest of the sample units are computed. Suppose the mean vaues
for 20 sample units areas follows:

410768896?74683827858

Rearranging these mean valuesin afrequency distribution, we have:

Mean value Frequency
(No. of bread diceseaten daily) (No. of families)
2 1
3 1
4 2
5 1
|
6 3
7 4
8 6
9 ‘ 1
0 1

The modein thisfrequency distributionis 8. Eight dlicesisthe most commonly occurring consumption
pattern. The agency's recommendation is to pack eight bread dicesin thesingle-day pack.

Statistical Inference: These procedures involve the use of sample datato make
inferences about the population. The three approaches used here are: estimates of
population values, hypothesesabout population valuesand tests of association between
values in the population. Statistical inferenceasan analytical tool for marketing,
decisions isgaining wide acceptance.

Correlation and Additional Data Analysis: Besides having a summary of the data,
the marketing manager also would like information on inter-relationships between
variables and the qualitative aspects of the variables. The interrel ationships among
variables can be examined with the help of correlation and other statistical toolsand
techniques.




Correlation coefficient measures the degree to which the change in one variable is Marketing Information
associated with change in the other variable. ASa marketing manager, you would like and Resear ch
to know if thereis any relation between the amount of money you spend on advertising

and the salesyou achieve. Correlation coefficient, in this case, would tell you the

extent Of relationship between these two variables, whether the relationshipis directly

proportional (increase or decrease in advertising isassociated with increase or

decrease in advertising) or it as an inverserelationship (increase in advertising is

associated with decrease in salesand vice versa) or there is no relationship between

thetwo variables. However, it isimportant to note that correl ation coefficient does not

indicateacausal relationship. Sales isnot adirect result of advertisingalone, thereare

many other factors which affect sale. Correlation only indicates that there is some kind

of association - whether it is casual or causal can be determined only after further

investigation. You may find a correlation between the height of your salesmenand the

sales, but obvioudly it isof no significance.

For determining casual relationship between two variables, you may useregression
analysis. Using thistechnique you can predict the dependent variables (say sales) on
the basisof the independent variables (say advertising expenditure).

So far we have considered relationship only between two variablesfor which
correlation and regression analysis are suitable techniques. But in reality you would
rarely find aone-to-onecausal relationship, rather you wouldfind that the dependent
variables are affected by a number of independent variables. Sales is affected by the
advertising budget, media plan, content of the adverti sements, number of salesmen,
priceof the product, efficiency of thedistribution network and a host of other
variables. For determining causal relationship involvingtwo or more variables, multi-
variate statistical techniques are applicable. The most important of these are the
multiple regression analysis and discriminant analysis. Marketer also use these
days cluster analysis and factor analysis for studying relationshipsamong variables
or observations. Because of space constraints, we are not providing any details here
concerning these techniques. You can consult any standard book on marketing
research to gain familiarity with these techniques.

3.85 Report Preparation and Presentation

Thefina step isthe research report preparation and presentation. A typical format of
the report may comprise of the following sections:

a) Objectives and methodology: This section lists research objectives and provides
an overview of the research design and methodology used in the study.

b) Executive Summary d conclusions and recommendations: This section
containsmain findings of the research study. On the basis of the findingsof the
study, recommendations are made to assist marketing managersin their decision
making.

c) Sample design: This section providesa detailed description of the sampling
method used in the study and profileof the respondentsin terms of their
geographical location, socio-economic status and other characteristics.

d) Detailed findings and observations: In this section, collected data are
presented in aform which iseasily comprehensible to the user. The data may be
presented in tabular form or graphically in a bar chart, pictogram or piediagram;
or in acombination of all these.

e) Appendices: Questionnaire and supporting research instruments are presented in
the last section.

A meeting isfixed with the marketing managersand an oral presentationof the report
ismade to enable the marketing managers understand the findingsof the study and its
implication to decision making. 61
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3.9 MARKETING RESEARCH IN INDIA

Despite importance of marketing research in decision making, its usage has somehow
been conspicuously low among Indian business firmsin the past. Only afew big firms
(especially the oneswhich weresubsidiaries of multinational corporations) were making
use of marketing research in the fifties and sixties. Even among such firms, only a select
few were carrying out research studies on a regular basis or had set up marketing
research departments within the firms. Presence of aseller's market in the country due
to highly restrictiveindustrial licensing policy and restrictionson imports was amongst
the major reasonsresponsible for this phenomenon. Constant scarcity of products and
lack of market competition provided a sort of monopolisticand oligopolistic powersto
the then existing firms. Asthefirmswere abletoeasily sell all that they were producing,
there was hardly any incentive for these firms to be innovative and make use of
marketing research. Moreover, asthe majority of the Indian firms were operating on a
small scale, they were in direct touch with their customersand felt hardly any need for
marketing research. Indian firms, moreover, did not show much interest in marketing
research asthey lacked a professional approach to decision making. The firms were
managed largely by people who did not have professional qualificationsor specialised
training in marketing. Sincethe managersdid not know much about marketing research,
they failed to appreciate its usefulness in decision making and considered any
expenditure on it as a total waste of money.

Of late, however, the situation has changed. Especialy since the eighties, the Indian
market has undergone asignificant metamorphosis asa result of changes in the
government policies and other developments in the country. Due to entry of alarge
number of Indian as well asforeign firmsin the market, competition has considerably
hot up. The erstwhile seller's market has now paved way to buyers marketsfor a
variety of products. Technological upgradation has received a new thrust in the
economy and has provided aspurt to product innovations. Product life cycles have
become shorter. Firms are increasingly getting interested in diversification of their
business and have begun exploring rural and foreign markets. New means of
communication and channel arrangements have emerged on the scene. A shift from
priceto non-price competition has also started taking placein the market. All these
changes have made the marketing tasks today greatly complex and risky. Marketers,
especially thosein the organized sector, have started finding it difficult to make decisions
solely on the basis of their past knowledge and experiences. They have started
increasingly realising the need for marketing research in marketing decision making.

In the absence of any latest information, it isdifficult to categorically state asto how
much Indian firms spend on marketing research. Nonetheless based on whatever little
information isavailable, it can be observed that marketing researchexpenditure intlie
country still continuesto bequite low in comparison towhat isincurred by thefirmsin
other countries. Inastudy of 130 Indian businessfirmsin tlie mid-eighties, Consulting
and Research Enterprise (CORE), Hyderabad, found that while about 40 percent of the
firms had spent less than Rs. 1 lakh, 46 percent were spending between Rs.1 lakh and
Rs.10 lakhs. Only about four percent of the surveyed firms had expenditure more than
Rs.10 lakhs. As apercentage of sales, tlie expenditure on marketing research was
abysmally low, ranging from lessthan 0.01 percent to amaximum of 1.3 percent. For
the mgjority of thefirms(viz., 91 percent), tlieexpenditurewasjust 0.4 percent or even
less (see Table3.1). Thestudy further reported that asagainst industrial goods firms, the
consumer goods firms were spending more on marketing research.

A similar conclusion wasarrived at by a marketing research professional —Mr. Ranjit Chib.
Accordingto hisestimate, amajority of regular research spenders (150 out of | 70) had
aresearch spending budget between just Rs.20,000 and Rs.5 lakh. Only about 19 firms
were spending more than Rs.5 lakh on marketing research (see Table 3.2). It is, thus,
obviousthat majority of the Indian firms havesofar been small marketingresearch spenders.



Table 3.3 contains information about the major uses of marketing researchin India. Marketing Information
New product decisions constitute the most frequent usage of marketing research, and Research
followed by research applications such as estimating market share, gathering

competitive information, demand estimation, product modification, measuring customer

satisfaction, and diversification decisions. It isquitesurprisingthat despite heavy

advertising expenditure, firms do not makemuch use of marketing research for making

copy decisions. Use of marketing research for evaluating advertising effectiveness is

much less. Customer service decisions also do not appear among the major

applications of marketing research in the country.

Table 3.1: Marketing Research Expenditure by Indian Firmsin 1985-86

Expenditure Respondents
(per centage of firms)

Marketing research expenditure ( Rs.)

Lessthan Rs. 1 lakh 400
Rs. 1 lakhto Rs. 10 lakhs 46.0
Morethan Rs. Rs. 10 lakhs 14.0

100

Marketing research expenditure as
percentage of sales

Upto 0.01 280
0.02t00.09 340
0.10t0 0.40 290
Morethan 0.40 9.0
100.0

Source: As reported in Sanjay K. Jain, ""Marketing Research in India: A Perspective', Management &
Change, Volume 1, No. 1, 1997. pp. 71-100.

Note: Inclusive of expenditure on in-house as well as outside research agencies.

Table 3.2: Volumewise Break-up of the Regular Spenders of Marketing
Research in India

Category Volume of spending Approximate number
(Rs.) of companies

Al More than Rs. 50 lakhs 1

A2 Rs. 25-50 lakh 1

B1 Rs. 10-25 lakh 5

B2 Rs. 5-10 lakh 10-12

Cl Rs. 2-5 lakh 18-20

C2 Rs. 1-2 lakh 0

DI Rs. 20,000 - Rs. 1 lakh 100

Sonrce: Same & Table3.1.
Note: Inclusive of expenditure on both in-houseand outside research. 63
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Table 3.3 : Areas of Most Frequent Use of Marketing Research in India

Area Percent of Firms*
New product decisions 58
Estimating market share 49
Gathering competitive information 47
Demand estimations 46
Product modification decisions |
M easuring customer satisfaction 43
Product positioning decisions 42
Diversification decisions 40
Market segmentation decisions 38
Advertisingtheme/message decisions 31
Pricingdecisions 30
Customer service decisions 27
Product elimination decisions 21
Evaluating advertising effectiveness 20
Channel modification decisions 09

Source: Sameasof Table3.1.

* Refersto firms that reported using marketing research frequently/always in the given area.

Information regarding the way Indian companies get marketing research conducted is
presented in Table 3.4.]t isevident that the companies get the research conducted in
different ways. Use of firms' own sales stafftops the list. The other important modes
include marketing research agencies and in-house marketing researchers, with only
44 percent of the firms having their own in-houseresearch staff. Advertising
agencies, consultantsand syndicated research services come next in order of
importance.

It may be mentioned here that while the sales staff has been used by the firms of all
sizes, use of in-house marketing researchers, marketing research agencies and
syndicated research services has been more prevalent among the large sized firms.
Smaller firms show greater incidence of using advertising agencies for their research
studies conducted. Important differences can be seen to be prevalent among firms
selling different typesof products. Whileindustrial goodsand service firms more
often use their own sales and in-house marketing research staff, consumer goods
firms depict a marked preference for marketing research agencies and syndicated
research services to meet their research requirements.

Thelast two decades have witnessed phenomenal growth in tlie importance of
outside agenciesfor meetingthe marketing research needs of Indian firms. Seeing
growth in demand for varioustypes of marketing research services, a number of
marketing research agencies have been set up in the country. These research
agencies provide customised aswell as syndicated research servicesto their clients.
While customized research entails collection of data as per the specific needs of a
single client, syndicated research is undertaken by a research agency to meet the
common information needs of agroup of firms.



Table 3.4: Ways of Conducting Marketing Research in India Marketing Information

and Research
Way a firmsget Per cent Nature of firms using
research conducted of firms* the research mode

Firms’ sales staff 59 Firmsof dl sizes, indugtria
goodsand servicefirms

Marketing research agencies 52 Largefirms, consumer goods
firms

In-house marketing researchers “ Largefirms, industria goods
and servicefirms

Advertisngagencies 35 Smaller firms

Consultants A -

Syndicated research services 22 Larger firms and consumer
goodsfirms

Source: Sameasof Table3.1.

Since thefirms use more than one channel, the percentage figures will not add up to 100.

In recent years, marketing research has undergone several changes. It has come up as
aversatiletool for market analysis, planning, and control. In the past, generdly big
multinational companies used to bethe users of marketing research. But of late, Indian
companiesliave also started making use of marketing research. The number of smaller
companies aswell asindustrial goodsfirms using marketing research has considerably
increased. Another noteworthy change pertainsto larger use of marketing research in
non-traditional areassuch asfamily planning, immunization programme, literacy
campaign, energy conservation, nutrition, and hygiene plans,Variousgovernment
departmentsand social organizationshave started realisingthat such studiesare
imperativefor effective development as well as execution of socia welfareschemes.

Qualitativeresearch has fast gained importance in India. In the wake of market place
getting too cluttered with productsand advertisements, marketersarefinding pure
demographic profilesof their customershighly insufficient. Marketershave cometo
realizethat their customersare morethan simply being males or femalesor belonging
to aparticular age and incomegroup. They have unique persondlity, lifestyleand
aspirations. Marketershave, therefore, started demanding qualitativedescriptionsof
their customers. Psychographics, as it has cometo be called, is being increasingly
used to develop a qualitative profileof the customers which the marketersfind very
useful in segmenting their market and evolving positioningand advertisingstrategies.

It may, however, be pointed out that conducting marketing research in Indiaisnot an
essy task. Being a big and diverse country, a nationa survey requiresindiato be
divided into at |east 1000 sampling districtsand interviewingat least 10,000 people
spread over avast area. This impliesemployinga largefield forceand spending
considerabletime and money in compl etingthe research projects. Multiplicity of
languages requirestranslation of aquestionnaire in aminimum of fiveto six languages.
Itifrastructural problems also comein a big way in executingthe nationa surveys. As
the communication and transport networksare not yet fully devel oped, it becomesvery
difficultto reach tlie peopleresiding in far-flungareas. And if such peopleare
excluded from the survey, the sample ceasesto be tlie true representative of the
country's population. Absence of secondary data isanother problem. Though censusis
conducted after every ten yearsin the country, yet thefull resultsare never released in
time. Non-availability of suitable sampling listsforcesthe researchersto make use of
non-probability sampling methodswhich in turn adversely affectsthe reliability and
validity of tliecollected data. 65
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Attitudinal problems on the part of the marketing managers have also been equally
responsible for limited use of marketing research in India. A study by Consulting and
Research Group (CORE) in the mid-eighties found many marketing mangersto be
holding the opinion that research findingsdo not represent the real world and marketing
research dataare not reliable enough to be used in decision making. Respondents
considered gut feelingto be of more importance than marketing research results in
decision making. Especially the executivesfrom the smaller companies more strongly
held thisbelief. Further, many executives opined that benefitsof marketing researcli
are not high enough to justify the costs incurred on marketing research. The surveyed
marketing managers also complained that marketing research often takestoo long to
be of any real use.

Notwithstandingthese problemsand attitudinal constraints, use of marketing research
in Indiais poised for phenomena upsurge in thecomingyears. With liberalization of
government's industrial and trade policiesand hotting up of the competition in the
market, more and more businessfirmsaswell aspublic utilities and non-profit making
organisations would start making greater use of marketing research.

310 SUMMARY

Information isan important input used in making marketing decisions. Marketers need
avariety of information about their customers, competitors and support service
providers in the market. They also need information about macro marketing
environment. Marketing information system which isaset of procedures and methods
for the regular, planned collection, analysisand presentationof information helps the
marketing managers in their decision making endeavours. Marketing information
system consists of four sub-systems, viz., internal reporting system, marketing
intelligence system, marketing research system and analytical marketing system.
Marketing information system needs be so designed that it is user friendly and isable
to provide relevant, upto date and objective information to the decision makers on a
regular basis.

Marketing research, which isa part of broader marketing system, is a planned and
objective processof collecting and disseminating information relating to aspecific
marketing problem faced by the decision makersin afirm. Marketing research helps
the decision maker by clarifying thesituation or problem heis confronted with and by
diagnosingthe reasonsresponsible for the problem and identifying various alternatives
that can help solvethegiven marketing problem.

Marketing research isquite pervasive in nature and can be used by the marketing
managers at all levels of manageria hierarchy for carrying out different managerial
tasks. Be it marketing planning, organisation or control, marketing researcli coniesto a
great help to the marketing managers in performing their duties. Some of the major
applications of marketing research include: market research, consumer researcli,
product research, pricing research, advertising research, distribution research and sales
research.

In order to ensure that the research provides al the relevant and objective data to the
decision makers, marketing researcher needsto follow a series of steps known as
marketing research process. The major steps involved in marketing research process
are: (1) problemdefinition, (2) determining research design, (3) field work and data
collection, (4) dataanalysis, and (5) report preparation and presentation.

With liberalistion and opening up tliemarkets, Indianfirmshave started making
greater usage of marketing research. A number of research firms have come into
existence and provide both the syndicated and customised research services to their
clients. In view of Indiabeing a vast and diverse country, doing research in the



country isnot asimpletask and it is beset with several infrastructural and attitudinal
problems. But with competition fast hotting up in the market for aimost all types of
products, marketing research is poised for significant growth in future.

3.1 KEYWORDS

Analytical Marketing System: It isconcerned with building and using marketing
models and techniquesto analyse the information available with afirm and/or to
better understand, predict and control the marketing process.

Internal Reporting System: A system which disseminates result data such as
orders received, sales made, inventory levels, accounts receivables and bills
payables.

Marketing I nformation System: It isa set of procedures and methodsfor the
regular and planned collection, analysis and presentation of informationfor usein
making marketing decisions.

Marketing I ntelligence System: It supplies the management with the happening
data as collected through informal search ofvariousinternal and external information
sources on a continuous basis.

Marketing Resear ch: It is a systematic and objective process of collecting and
disseminating information relating to aspecific marketing problem faced by the
decision makersin afirm.

Primary Data: Datawhich arecollected originally for the current investigation.

Questionnaire: A list of questionsalong with spacesto obtain the informationfrom
the respondents.

Respondents:An individual in hispersonal capacity or representing an institution
who fulfilsall the requirements of asampling unitand is used for collecting data. He
is known as respondent because he respondsto the questionnaire. .

Sample: A small group drawn from the population or universe and which has all the
characteristics of the population and is a true representative of it.

Secondary Data: Datawhich have already been collected by an agency or
individual and isavailable in apublished or unpublished form.

Survey: A method of collecting primary data. In the survey method, data are
gathered from the sample with the help of aquestionnaire. The data may be
gathered personally, over telephoneor by mail.

3.12 TERMINAL QUESTIONS

1) What arethe different typesof information that a marketing manager needsfor
making marketing decisions?
2) What is marketing information system? What are its major components?

3) What considerations one should keeping mind while designinga marketing
information system for afirm?

4)  What is marketing research? How does it differ from marketing informatiort
system?

5) Discuss some important uses of marketing research.

Marketing Information
and Research
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6) What stepsareinvolved in conductinga marketing research study? Briefly
discussthem with the help of a hypothetical marketing research project.

7) Writeanoteon the state of art of marketing research in India

8) Differentiate between thefollowing:
a) Marketing infonnation system and marketingintelligencesystem
b) Customised and syndicated researches
c) Primary and secondary data

d) Market research and marketing research

Note: These questions will help you to understand the unit better. Try to write
answers for them. But do not submit your answersto the University for
assessment. These are for your practice only.
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